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Historical Change and Modern Transformation of the Qutlook
on Marketing Function of Advertising

Yu Xiaoli
(School of Journalism & Communications Wuhan University, Wuhan 430072, Hubei, China)

Abstract: In the process of advertising development, the outlook on marketing function of
advertising has gone through three stages from informing, persuading to luring to adapt to the
progress of society and economy. However, the expanding of luring function leads advertising to
misuse. This paper proposes that in a sense, the informing function is one of the core functions of
advertising, especially in the era when consumer sovereignty is becoming increasingly steady. Facing
the embarrassing situation, the outlook on marketing function of advertising needs change. Compared
with traditional media, the development of digital technology and network will make the return of
inform function into reality .
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