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Abstract

As the internet techniques become more and more sophisticated and refined, the
web advertising which depends on the internet as the medium also jump into vigorous
development. As a new way of advertising, internet advertising has penetrated into
people's daily life and has increasing influence. At present, numerous commercial
clients have launched unique advertisement service; network advertisement has
become the main source of website profit and weapons for advertisers to attract
consumers and build brands. However, many striking problems have appeared in the
process of web advertising development. The current research of internet advertising
critics focus on the authenticity of advertising content, anonymity of information
communication, advertising ethics and advertising effectiveness, etc. But the
academic studies are decentralized and lack of system construction. We believe that
advertising critical theory needs to be perfected from branch point. This paper
proposes the advertising criticism theory applied to network advertising research
because of the urgency and necessity of it.

There are many differences between web advertising and traditional advertising:
web advertising can quietly penetrate into the network life; it can interact with people
through internet networking and imperceptibly influence users’ ideology and value.
Based on the disparities and contact between web advertising and traditional
advertising, taking advertising criticism theory as guide, the web advertising criticism
meant to deepen the advertisement criticism research. The construction advertising
criticism system is a long process which needs academic accumulation.

This paper tries to put forward the idea of "constructing web advertising criticism
system" and applies the advertisement critical theory to the field of network
advertising. Then we made some perfection of this theory according to the network

advertisement special environment.

Key words: Web Advertising; Advertising Critics; System Construction

II



B %

FIE ZE ————————————" 1
LI BTGB B ceeerenensensnensenssenssessssssenssessesssssssessssssesssssssssssssssssssssessssssessssssssssesssssssssss 1
1.2 [ERR BB SHTTEE M coeerereerssnessssnesssnssssnsssssssssssessssssssssssssssssnssssssssssasssssnnes 2
1.3 BRI SRR ceeeresressiesesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssassss 5
LA FIEBETTE coerrereerssnessssssssssnsssssessssssssssssssssessssssssssasssssassssssnsssssssssasssssasssssssssasssssanes 5

F2EF REMNET &SI EHOEHRLEERE. .o 7
2.0 KT BT RIITT cooreeerrerrrrersssisssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 7
2.2 T HETERIGTEE L eerveerreresussssssssssssassssessssssssssssssesssssssssssssssssssssssassssesssesssens 13
2.3 PULET EEHEITHITE X orveererrrnrersensssnsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 17

FIEFE REMNE SHOTHERBBEIESE. oo, 19
3.0 PR T HEIEAITE R oottt s s ssssesssesssesssassses 19
3.2 P EEHEITAIRTRR covcerererrrcnsensessesssssssssssssssssssssssssssssssssssssssssssssssssssssses 22
3.3 BT S HEIERIERBIRIR .ot ssss e ssssssss s esssssssssesssssaes 27
3.4 P BRI AIERIE coooceveereesessresssssssssssssssss s ssssssssssssssssssssssssssssssssssssssssasis 30
3.5 PRI EEHEIEAUIEI .ooooeeereeereeesrssssssesesasssassasssssssssssssssssssssssssssssssssinssasisnsases 33
3.6 PGS HETEATTT 3 covvrereeserrssessssssnssssssssssssssssssssssssssssssssssssssssisssssssssssassssnns 35

I VT = 42 0% Y e R D LSO R — 36
4.1 FBIB T ETBUERLE covoeveeerecereessssiessssssesssesssasss st sssssssssiassssasasabassassssasssssssassssssses 36
4.2 HETESZERHUTAL coovveeerreessseessessssssssssssssssssssssssssssssssssssssstsssnsssssssssssssssassssssssnns 37
4.3 FFFTHIN B BIEET c.oovoveoereereeerssnesssssesssesssssssssassssssssssssssssssssssssssssssssssssssssssssses 37

=B N V0 = ) 2 0% Y i EE = )= 40
5.1 RFHEIETTT B MUTK T cooonrrerrersssrssssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 40
5.2 L BT B IREE couoereereseeessnsesssssssssssssssssssssssssssssssssssssssssssssssassssssssasssssanns 41
5.3 HEHHDE P EUFEIITIEIL ..coooeeeereeersersssissssesssssssssssssssssssssssssssssssssssssssnes 42

1



FRE L) S IR R AR 4

S5AG| T EBIWRMER .o eeerererenrrenesensnessssessssssssssssssssssssssssssssssssssssssssens 42
BB B ——————————————————————— s 44
BB TR .ooovvveeseesssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 45
B B s sssssssssssssssssssssssssssssss 48

v



CONTENTS

CONTENTS

1 INErOAUCEHION.....cceceeeeiinctinnicccnnaaicccssssstcsssssasssscssssssssesssssasassssssssssasassses 1
1.1 Research BacKk@round...........cceeeiccissniicsscnnnccsssnssncsssssssecssssssssssssssssssssssscs 1
1.2 Questions and Research Significance 2
1.3 Research Contents and Ideas.........uceueeeeeinennseensenssnensenssnenssesssnecsaessaeenee 4
1.4 Research Methods 5
2 Review of China’s Web Advertising and Advertising Criticism........ 7
2.1 Review of China’s Web AdVertising ........cccceeeccsccnneicssssnnsecsssnsncssssssecssnnes 7
2.2 Review of China’s Advertising Criticism 13
2.3 Definition of Web Advertising CritiCiSm.......ccccceevvuerecsccnnreccsssnneecscsansecsnns 16

3 Framework of China's Web Advertising Criticism System
LOL1) 1 1 0 g1 TV 1 11 1 TR 18
3.1 Main Body of Web Advertising CritiCiSm........cccceecvnreccscrnneccscsnsrcsssnsseces 18
3.2 Objects of Web Advertising Criticism 21
3.3 Context of Web Advertising CritiCiSIm .......ccocvveiecsssnrrccscsnnnicsssnnsecsssssseces 26
3.4 Criterias of Web Advertising CritiCiSIm .......ccceeverersercssnrcssnnrcssnescssanscssanes 28
3.5 Principles of Web Advertising CritiCiSm........cccceersrercssneicssnnscsssnessasesssanes 31
3.6 Methods of Web Advertising Criticism 33
4 Problems and Solutions of Web Advertising Criticism System
CONSTIUCTION c.ceneneeinicrniiicnnnsisccssasassssssssssssssssasssssssssssssssssssssisssassssens 35
4.1 Lack Of TREOTIES. ..ucceeueeeiureisueecsneecsneecsnnessneessnesssnsesssssecssssecssscissssessssanes 35
4.2 Alienation of Critical Practice.........cccoceevvueiverssueisecssuenserisnensseccinensiiesannes 36
4.3 No Clear Study Point ........cccevvicinvercisnicssnicssancssssnessnissssssosssssssssssssssssssases 36
5 Significance of Web Advertising Criticism System Construction... 39
5.1 Enhance Appreciation of Both Advertiser and Consumer ........cc.cceeueeenee 39
5.2 Improve the Web Advertising Environment 40
5.3 Promote the Construction of China’s Special Criticism Theories.......... 40
5.4 Guide the Development of Advertisement INAUSEry .......cceeveeeseecsnensenenne 41
@01 170 L1 1) 1 1O 42
RECIENCES ......uuirrrricncrrttcicniicssssasasiesssssasssssssssassssssssssssassssssssssass 43
POSTCTIPT c..eeiccnnitccsnssiccsasasssssssssssssssssssasassssssssssassssssssssass 46






F1E & @

F1E & 2

A o ] A TR AT R AR R VI R WIS RE S A I R B AT 5T U

LI AE [ ) R 8RR A N RER B, 4% RS AL RR 25 e L, —Fh
AR B N OS2 [E 58N DT Ty 2 — B, BB RR A K AR . AR 2008
7 A 24 B E EEER 2 AE B A OTEAL R AT I (B 22 Uk [ B 2 AR
WGHRE) , #E 2008 4 6 A, FREMRHEEERT 2.5344", HIRKIE
FERERE SR, W R ER 88— 22 AR, ELEEM C 4 BT E E
. 201148 1 H 19 |, HrE EERMZAE B Ok 7 (58 27 (o [ B 2%
RIERG RS , #ZF 2010 4 12 A, FEMRAMBIAEE] 4. 57 44, % 2009
EIRIEIN 7330 TN Bl N H R M TGP PR K 48. 6%, 2 K
BRIIRI"Y, X TORE R E TR 5PN T OISR RN G AR, 4
J A R — R I KRR R

B W9 25 B AR B H 25 RN 583, DUELIDE I A £ F A 5 (0 I 4 ) 45 th Bl 2 1
PRI TR . T SRR — RIS, CEB B H
HAEG T, SRR R EOR IR ). B AT, BEE TR S MG IR
w2 T AR ARG AR RS, DOERLRIR R R Vihgs
TR THIZ AT R WL 5 CRCAZ 0T Mk i ZEaRkE, 2 % £ R
SIH R E L FTHE SR

[ 1994 4F 10 H 32 IR M3l R AT 1 FLIRI 55—l 25 LK™, g
EMFRIETE AR IEEAR S Z ARG T AR RFE B i3 e o 4 T 544 307

@O AT AR 2R E A S AR BN SRR . PHORY, SR AR
£ 1000—3000 Ko, XM EARAE R gitt & AP S FR L, XA B — N3k
AEFAEA AL M “PHEL 7 G RIR R TSRS St 2 18— PE—— MR X el 2115
A, WETETT BN PR —— DU 1, AR LA R “STAERVE " B 22 oy (KR
W5 KAFHE

1



FRE L) S IR R AR 4

BB ST S, N2 AR B LS (A2, 5 KR oy
TIRAR G TCIR LEAL ) o 28T 5 44T & 2 I 5 2 R B 23 J1 1 9%
FER; R X 2% 35 B s RS B, BEIN AT DS B R St RBHE R . 5
Ab, BB A E A TR, T AT A 2T R B AT A RO A AT
RGBTS0 & R BIE R NG w5 B AR AE H 3 P el
B, WL B A . RIS BT BAT 2 ML AR R E TR K
BE 7, SR, FEALGE) 75 o CAFAE A R AE X 2% ) 95 QU A ™ B, A, (X 2%
U AN R 2T A S L W AN L R R
AR N2 8 4R 5 S IR 51 R AL .

1.2 [EFERR R SHEEN

1997 4 3 H, Chinabyte Muf b HIL 15—k mlb M ZE T &, drdE
2T 4 B AR o Bl I T 4 A DR R R R AT T P 8 T 45 DGR R JEE 1 4
Tk, MR FUB A MR . ORI Z 15 538 R W 2 ) 5 A7 AR 1 el AT T &%
U FEANRBE AT o ST T RN 2% T 1, BRI RO I RTRE Y,
BB R R A TR, MURIF R 2 B PRIE 4R ONKT Bl P T
TiBEEE . R EAE. CPEWRTIZRID) AU AT R A 5K
B H MR ABE N RN R

FELL EEAR R R 2“2 5 7 S H A O R A 00 SRR AT L I,
L DA 28 ) 75 i) /A 5 A 4 AR AFIG 0/, i H T R e e i VI R0 A1 22 e
B SCAEUE R SRR R 2 2 ST (FRIE W4 T 5 AT 1 Il S L
BXR—— BT A EAA ) SR W E R EATAERA
G513 T X LT R AT R IR RS AL, W TS0 B RAT U B TR
KRR S (2 25 AR ER i) AR 7T ) PR B4 SR B A% L B
FELEMZE T ST 2 MK R P IR T, SEILME T S I SCAE %, §2
A I A2 A A WX 2% ) S AR B A SRR ML, S| 2 AT FAE, P
25 VAR, ML S R AR



F1E & @

A RMLT & 15 % 2 HBILTE 2000 4Ef5, BN EES 5 %S E/MEE TR
BOR, FREEE T EA SRR RS BT D IR R . BuiieAE (4 i S LR
WA CREREE L, 2008 45, TFRED H, FBNMIZ) & 1)t
MREZE T 545 ARSI REREATHTIT, JERT A &5 R A e B A A 3L
ROEAT TIRERY . . ATWE M (WS 525 RIUKZE R, 2010 4,
NED L BRRIgRE R (P GRSEsa H ik, 2010 52, RED o {SHE
TG (Mg 5 9255)  CREZKRFK R AR, 2009 4F, FRED . #lkHE
i) (M) 5)  ORINR2EHARAE, 2008 4E, R « REHMEM (ML)
o AR SRS 5 R VPl fELR A2 i - = Online advertising manage) (JE[]
KEhcat, 2008 48, D o BT gAY (ML &%) (R HE
MRS H R, 2008 46, FED o SAFHURE « W e Mk IR 2, VK T3 (1M
28T B AN IE S SE A AR ) (B BOE RS AR AL, 2004 45, RIRED |
K= 1) (28528 — PR AR E M SR AAFZE)  CHrfe i,
2000 4, RIED SEICHR M MILE S L I R D s MR EL
Ry T R ety . AT 5 A7AE I 1) S it ok 2 SE 55 7 T HEAT 1 ASFIRR RS
I T o

AL S0 R SRR ) B AN A 2 BT HE VR L SCEHE RS Y AR
XTSI BN S . 5 T S B AR S A IR LB A S R
JU, PR EENES . CHETTEAE T, VAAEIRDET L &gt
ATIRAIE I o ZRACITIYE R 22 2 32 U AL A S0 O TR E HEPEILR A 3L
TR o, RS PP SCOSCHER BT R . LA, REGEME S E R
W7, (5 S AR SR PR 7E (B R, BRE tH T S5 VP 1) IR AN B
AR50 2 1 5 SV AR ST ST AR, B Sk R T L T A TR
W TR E ZHT S PR AR R R, ARSI AS EIRATZIE, $R A T1 R
REHIRZ R L TSR FE T3R5 v 2 D) ST AT 3842

VUK 2 A o IAE FL i 2 i S CEAR [ T S HEVERE 78 ) o, sl ok
B AT E S AR AT T T, K AR T S PR Oy =R,
“HD 2GR e ) AR B T PR SO R e ) AR [ T PR AT T A
e S AR B X =R R S HEVERORT AT, s T A E T

3



FRE L) S IR R AR 4

SRR ORI B LA, S5 T 24 e [ 0 VP A L P V4 L e S R
SIS . B A AL R
KL 2002 677 R ELAR I S RO L TENE, BRI, 1o R A
S EAAE AR SR RO BT, L MIRC VRN TRASATT
R 2 P R R LR TR, — B0 e I8 4 e A P
Wi, PR T ST, T O TR AR
H T SHAEBE LI S B . ISOU G (IR S (YT
BRI, 2010 4, FRD o 50 CHfRpE S HPTI)  CHE iR
¥, 2008 4, FIRD BUBFSORXIERBL. B2, LRI TSR Bk, A7
Yo S HEE T T TSR I, 502 S HE VT B AR T LT %
E, R P AR IF R AR . T TR S HE £ 20 B e R e
KEMKISLF, LSRG R CEBER 5 SOPATARD — S0 hIF 4 (SR LT R
Sl KT AR, — R A I AR RORE S . R T ELR
MBS TR IT: = R A R T A 13T, 38 P
s R
SIS R 4 15 2 5 W A 2 SO 10 1B 7 R R, T2
FH L 8 5 T AP FA X  E HA  , $43
HEAFIR A HTERI . AT 2 TR 5 PG 0 T TR PR, 4 25
RV 7 S R )T I 5, SRR S 55 6 R 25 P, Xt
MR 5 e 2 e FLT R R 2 X
T BTN (BRI, 2 4 AL LR T,
ST S0 DRI 5 AR AR IR PO TR ML, T2 o
X LA 0 5T th O 4 5 AT HE VP £ R L0, R EI T, 39—,
FE 7 H . LSBT BT, 25 X SV 0 SE0 e 4R
FOEAH, B NIRRT 5=, W 00 LA
NS AL T K LR SER T A 575 2 2 I ) LB A SRR, 2
X G503 7 S KR T4 5 A T LA A A I A
AR 15 0 e RSS2 25 2, SSORE T BIR R T FLIEH
TR AR PR, AR B, PRS2 5 LA

4



F1E & @

PRI IR, F3— T3 T, H R A A SEAL AR SR A,
BRI R, PRI 5 R RS R R R AN A, DR X R 2T
TARA L EHATIOEIERT 7T =, SCEHPE BN PP RRT T R® ) L vF
M VAL B FROR, ARWEAT B AT .

L3 MRARS B

AW TN G 1 R S, AR LT

951 E, FRAHE TSI 5t VDN W ST R LS IR T
FCIT A 1]

%25, XM ERT S P ES SR AT R S o, R TT
SE SN el LS BUIR RSB AT AT T, AEXT B SR AR T AL
S AR SE IH N 0 BT R L R 4 T T PR A E S

o5 3 T, MRIETTE AP AR TR A G E TR AT RO IR, $E
2 S HEPFAOEAHESE, DAtvP AR HEPPXT B SRS, SEvPhsrEA R
WU S5 It YR B REAT PR R A v AU B, R R NS SR, DUE S 23

554 B, XM SRV R AR, S AT SO AR A kA
e I3 AR R T

5505 T, AT EH LR R R SGETIZH . RRX R
BEAT RS, BT FUATAE BOAS A2 S A

1.4 AR FGE
AW I FEER LA JUR A 72 7 75
1.4.1 XCERIF3E

HENIEE ONKT Bl 2. 7 8l e . B EHEAE.  ChEFRTIZRS]D
AUHIE R A SR P 15 & 2 S R N B R R RSB0 R, DL« g%
R 1 A S SN 5115 11 42 SN APk |1 A% NI | A2 SV DS i S v



FRE L) S IR R AR 4

HyE AR, DA EMNE TS HUR R E R SR S R S A
T e R8T S VR ST N A TR AR U T K 25 T . A,
S Gibuwms By an 7N SR ESREN P B E¥ S AV ¥ PSR DR P AR R €t e |
W 28 IR B R AR S Gt Hidls, UM ) BURVEARVE AL, DA T e o [ D 2%
[l R Y, SREICE BT IRIT T TR R

1.4.2 3B S HTE

XF S AR S B HEAT 0 A T, R S P FEAR AR R E R AR T 2
BURRFAEIEAT 08T VA b B X 28 T 5 VP O BIE T3 T AR X B, DASYIE K
PIZE ) S APPSR R AR, 8- BT AR S BT R R

1.4.3 Rl 47E

RS AL BT AR SO ONRON, (RIS & SR ) R IE SCRE, DT ST L
W, BEIEIRESD, DU ORI SRR B S ) 5 . Gl BRI SEER AR,



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

