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Act as An Agent without Profit of Advertisement:.
Economic Stady

ZHANG Jinhai ZENG Lanping
(School of Journalism & Communicationr Wuhan University , Wuhan 430072, Hubei China.)
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advertisement; ZENG Lanping (1965-), female, Doctoral candidate, School of Journalism

& Communications Wuhan University, majoring in theory of advertisement.

Abstract: The article analyzes the phenomenon of naught agency and minus agency in economical
terms. We think that the naught agency doesn’t mean non-profit. The essence is to improve the
entering prices and prevent another enterprising from entering the marketing. The disorder compete of
the advertising marketing in China is the soil of producing the naught profit of advertising agency. It

necessarily brings the new disorder compete of the advertising marketing.
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