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Abstract

This is the seventh edition of Blue Book of Advertisers, which systematically and
empirically investigates the marketing and advertising campaigns of China’s advertisers.
Blue Book of Advertisers is an annual collection of the latest research results by
Advertisers Research Institute of Advertising School, Communication University of
China. Since first released in 2005, Blue Book of Advertisers has been attracting
attention from industries and scholars.

The writing of Blue Book of Advertisers is led by advertising experts Professor
Huang Shengmin, Dr. Du Guoging as well as Dr. Shao Huadong, and undertaken
by the staff of Advertisers Research Institute. Taking advertisers’ marketing and
advertising campaign as the theme, this book divides the analysis of the tendency of
advertisers’ marketing communication into seven parts: General Report, Research on
Priority Issues, Research on Communication Strategy, Research on PR Communication,
Research on Industrial Tendency, Research on Ecology of Advertising, Case Studies. The
four most prominent reports in this book are Report on Marketing Communication of
China’s Advertisers, Report on Central Ente;prises’ Brand Construction and Communication
Report on Advertisers’ Usage of Digital Media, Report on Banking Business’ Brand
Construction and Communication. Compared with past editions, this edition of Blue
Book of Advertisers is more reasonably structured with more comprehensive content,
thus representing the latest achievement of the leading edge study on advertiser.

This book provides professionals of marketing communication, advertising
communication and PR communication with forward-looking perspectives, valuable
cases and detailed data, and will facilitate their comprehensive understanding of the

development of advertisers’ marketing communication in China.
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