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Abstract

Abstract

The Advertising Industry has played an important role in chinese economy.
Domestic consumption can be actively increased by advertising. Starting from stratch,
Chinese Advertising Industry has great devel oping prospects.With the establishment of
marketing ecnomic system, Chinese Advertising Industry has undergone
change .Athough the entering of foreign corporation and its merge of domestic
corporation have changed low concentration ratio situation,the entering of foreign
corporation highlights the existing problem of chinese Advertising Industry
organisation. Therefore, it is necessary for us to systematically study on Chinese
Advertising Industry from the angle of industrial organization.

By analyzing the past and present development of Chinese Advertising Industry
under the SCP frame of industrial organizing theory, studying on market
structure,market construct and market performance of Advertising Industry, this thesis
points out the problems in its organization and suggests away to deal with.

The problems in Chinese Advertising Industry are: low market concentration
ratio,malignant price competition, inapperent industry economies of scale,
homogenization of advertising products.

Aiming to resolve those problems, this thesis advances the suggestions of Chinese
Advertising Industry: Strenghen state macro control under the marketing system and
improve the industrial admittance threshold;Make domestic advertising companies
realize their scale expand through capital operation;Forge core competitiveness by the
help of specialization of service;Attach importance to the training of Advertising
human resources and improve its managing efficiency.

Keywords: Advertising Industry; Industrial Organization; SCP analysis
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