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Examining Essential Issues about Advertising Industry Research
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Abstract: With the scale expansion and opening up of advertising industry after successful entry

into WTO, the research on advertising industry has became popular subject. However, China’ s

research on advertising industry is still quite inadequate. This essay will make clear statement about

the basic conception so as to clarify many ambiguous understanding of advertising industry’ s research,

such as advertising product, the object of advertising industry, the character of advertising industry,

and comparison between theory of advertising industry and advertising economics. It is jumping-off

point for research on theory of advertising industry and it also pay an important role in development of

advertising industry.

Key words: advertising industry; advertising market; advertising product; advertising industry

theory



