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Abstract

Innovation plays an important role in the formation and evolution of the advertising
industry. Innovation is also the key to the advertising industry transformation and upgrading
of today's digital background. From the perspective of the innovation theory, this paper
takes evolutionary economics as the theoretical analysis framework and analyzes the the
impact and effect on the formation and evolution of advertising industry, which arising
from the innovation of external environment, and also analyzes the impact of innovation
of the advertising industry self-organization and its reformation of industrial environment.
Then this paper further presents the innovation system, innovation developing mode and
innovative ideas of Chinese advertising industry under current situation. This paper strives
to enrich the theory of the advertising industry and guide the practice of the development of
the advertising industry.

Firstly, this paper discusses the impact of technological innovation, system innovation
and innovation division on the formation of the advertising industry. Technological
innovation is the root cause of the formation of the advertising industry. In the second half
of the 19th century, the mass production which brought by the innovation of production
technique, is the prerequisite to the formation of the advertising industry, technological
innovation of the advertising industry was an necessary condition for the formation of the

advertising industry, the new transportation technologies expanded the scope of market
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exchange, strangers economy replaced the acquaintance economy, so advertising had
become a must. Innovation is the reason for the evolution of the advertising industry,
The development of industry and commerce which brought by the basic institutional
environment, promote the formation of advertising industry. In addition, the institutional
innovation of individual and organizational level directly contribute to the formation of the
advertising industry. The formation of advertising industry is the industry-level innovation.
The specialized market, division of labor and the advertising industry mutually reinforce
each other.

Secondly, in this study, according to the industry evolution cycle theory of evolutionary
economics, Chinese advertising industry evolution cycle could be divided into five stages
which are infancy, formation, growth, reversal and full recovery. This paper focuses on how
the evolving form and innovation of advertising industry effect the evolution of industry
scale, market size and industry quality during the time of formation, growth and full
recovery respectively. By the analysis of the secondary fluctuations and evolution points
from the early 20" century to now, proved that institutional innovation (changes) affect
the evolution of the advertising industry, the environment and industry position have an
impact on the evolution of the advertising industry. Technology is running in a particular
institutional environment, institutional environment determines how the technology
release. System suppress the technology or not is an important factor in the evolution of the
advertising industry.

Again, the change of external environment is not the only factor of advertising
industry evolution, the innovation of self-organization is the final force of advertising
industry evolution. In this study, by the analysis of self-organization theory of evolutionary
economics, people believes that the advertising industry is open, far from equilibrium
fluctuations and non-linear, is a typical self-organizing system. In this system, the
advertising industry environment make function as selection in advertising entrepreneurs

and advertising industry organizations. The non-linear interaction among advertising
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Abstract

industry organizations and the innovation of advertising entrepreneurs are the ultimate
power of evolution of advertisting industry.

Finally, according to the advertising industry innovation gene evolution theory,
government management principles and self-organization innovation theory of advertising
industry, this paper presents the advertising industry innovation system and innovation
development-corporate body, government-led development model, and further proposes the

innovative ideas of Chinese advertising industry in current situation.

Key Words: advertising industry of China evolution innovation development
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