59 6 ( ) Vol. 59. No. 6
2006 11 Wuhan University Journal ( Humanity Sciences) Nov. 2006.812 ~ 817

M anERH B SRR B G

—20

ke, A2 ¥
(XX KT # M5 E#5 %, #de XX 430072)

[ | Ke®ASL), Z M WA TN RRXAFHEAELCEF RHK HLAER
W, FBENEEREEEXE. JEFHT R HAI2 £, F # AN
A RXKFH B G &F KB 2R, TRNE EFHA.

[ | JEAEERA HAWE REAFALTX S TH. REEZRREH AL
B, KAVEE LA = A6, BILL =i e A 200 RIS S S8 28w ) &2 %
FULEHEEHEAELEAMAR S EER. X= W SEFEE LT 2N, WA
A MW ERREWE, X BB R AA L N BRR foif BIR .

[ | STEEE FRER EHSEE ES
[ 16210 | 1A | ] 1671-881X(2006)06-0812-06
20 s . s
20 ,
20
b b . 20
20 .
20 ) . 20 50 ) ,
;60 ; 70 .
20 50 s , . 20
20 s ° . ° . ° ,
« « ; 40 50 s ,

. 2006- (G-NR



6 s 813
° “ ” (U nique Selling Proposition, UsP),
o 50 o
19 20 s ,
«
° ’ b o
2 [43 2 . 20 30 s
b b o
b Al )
b o
[43 ”»” — o 1905 [13 ”»”
o [13
’
P 201 ),
b
C 50 o .
° « »[1] ( 201 )’ , «
. P e
[13 2 [13 2 y ,
b b ’ b
b ’ b
o ’ b
b b b b
b b
o [13 2 43 ”»” o [13 2
201 o, ° .« » «
- ’
( )77 « »[1]
b o
( 239 ) « , 2 [1] (
3 3 ) R [43 U S P” s [13 2
o o ) [13 2
b b ~ ~
b o
. 20 50 R « 2 , «
2 [43 2 (13 U SP” (13 2
~ . b b
[13 2
b ° .
. , 50 o
o ’ b
20 60 R « ”» , .
, . . . .



814 (

M b
o [13
) H 8 5 %
[4%
’
WO 13 ) ,
[13 2
’ b
2 [43 2
) , ’

b
b b
b o .
. 60
[43 ” [13 ”»”
) (Relevance) .
“
2
b o
° ’
« ” (Inherent drama), “
b o
b b
43
b
’
b Al Al o
) .
b ° b
b ’ )
° b

1961 « »

’ ’
9’ A ’
, b
. .
’ . ~ ~
Mo g9 ),
b .
’ o b

”[3]( 2 ) o
M
13
b
[4]
(5 0,
9
b °
M
K
ROI . ,
(Originality )+ (Impact).
2 13
b > b
b b
2
K
3
”»
b
b
M7 )
, .
b
2
° b
H
b
2
b



6 N 815

USP : ;

20 70 ) . ,
,» 70 » 80 CIS » 90 .
70 , ) N ) 20

80 ) . ,

90 , .
; ( » D ,

1969 6 , ° (Al Ries) ° (Jack Trout) € »
« » , « 2

50 .80 CIS ,

ral &P P T ral (N7 aDUE U P T



816

59

System),

b

BIS (Behavior Identity System).

90
Communication, |
’ " 20 7(;
| 20
50 “ ”"“

60

IMC).

2

« USP”

MIS(Mind Identity System).
VIS (Visual Identity System )

b

20

b

b



6 s e 817

70 ;

90 . ,

WCIS. . ;

(0 [ ] [ M] ) , 1999,
(2 [ ] [ M] . , 1998.
(3 [ | [ M] , , 1991.
(4 [ ] [M] ) , 1991.
( £ X, THAE)

From Product Promotion to Integration Marketing and Communication

ZHANG Jinhai, CHENG Ming
(School of Journalism & Communication, Wuhan University, Wuhan 430072, Hubei, China)

Biographies: ZNAG Jinhai (1951-), male, Professor, School of Journalism & Communication,
Wuhan University, majoring in media and management, advertisement; CHENG
Ming (1972-), male, Associate professor, School of Journalism & Communication,
Wuhan University, maioring in advertisement.

Abstract: The development of advertising communication theory in the 20th century is
complicated and pluralistic. According to theory development inner logic, we divided it into three
periods; traditional advertising theory featuring product promotion, advertising theory in its
transitional period and modern advertising theory based on marketing and communication. The
advertising communication theory in the three different periods is not isolated from one another and
the thesis reveals the inner links and logic development of several theories in different historic periods.
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