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ABSTRACTY

Abstract

The existent value of adveriserment, as the important means of the modern
market competition, has been highly regarded in the business enterprise field and
the marketing realm. The standard analysis and research from the respect of high
development of the industry, for so many concept, categories and regulation about
the advertisement economy , as a problem of industry economy, belong to the work
that has both theoretical and realistic significance. This paper uses the concept and
the analysis methods of the economics to analyse basically the normal regulations of

the advertisement and the adverisement market, and the development of the mar-

ket of medium adverti t and the professional adverti i The

past 25 = year - develoy of Chi adverti industry wi d sy

ical research of the problems of the advertisement industry policy, the changing of

advertisemenl system, the strategy of the development adventisement and ete.
Firstly, this paper conducts on the overview research on the theories concern-

ing the industry advertisement, the advertisement supply, the advertisement indus-

iry within economic visual field and the advertisement market structure and ete.

This paper explicates the advertisement’ s property of precise public product and its

function of constructing the relation of societies, and it' s positive and negative ex-

terior properties as economic behavior. This paper ludes that ive adver-

tisement is helpful 1o contribute to realizing the enlerprises, expeetation on the

market sale, and that the supply reg of the adverti t, the effect of dela-
ying and accumulation of advertisement and ete. have great effect on the situalion of

the advertisement industry, and believes that the natural predominant position of

Chinese media comes to a decision of the di adverti for the market.

On the research about the develupment of the market of advertising industry, this
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lext carries on the thorough research about the problem of the difference, the un-
balance and the concentration of the advertisement market of Chinese advertising
industry. It is believed that that great changes have taken place in the main factory
of advertisement constitute, that the yellow goods, district economic industry
groups and international brands are becoming the important part of newly rising ad-
vertisement industry of China, and that the advertisement industry in China have
already entered “ steady — progressive period” . On the research of the market of ad-
verisement medium, the text carries on the comparison research between the mar-
ket development and the market appearance of the main medium, the text belicves
that the competitive advantage of " the proper medium in the right place” in the
Chinese advertisement medium market is being formed , and believes that the medi-
um advertisement and the phenomenon of oligopoly monopoly in the market of the
district have already formulated.

In the light of WTO, the professional adverti co ¥, the economic

Faaal 1

composition of the Chi i adverti t company, the adverlisement

product structure and the earnings mode the paper studies. The text puts forward
that the management structure of the advertisement company must be completed
and the modern business enterprise system of the creative type must be built up
and the advertisement professional company core competencies construction must
be strengthened so as to realize the continuous developmert of the Chinese adver-
lising agency. This paper believes it is China that puts forward the strategy con-
ceive outline of interior reform and exterior development of Chinese advertisement

industry, absorbing new factors to innovate the app of adverti t indus-

try, building up " the advertisement capital market" , and developing the digital

adverlisement media ete.
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