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| ABSTRACT|  America is the earliest country that carried on advertising education. After more than 100 years of development,

its developing scale and training quality are both in the leading level in the world. Learning its advanced concept,
mechanism and method about personnel training, plays significant roles for reference in China's advertising
education. The paper reviews the historical changes of American advertising education, makes a comprehensive
analysis from the aspects of subject, curriculum, offer in colleges and universities, education idea, education
mode, teachers, students, supporting power and so on, outlines the status quo of American advertising education,
and then enlightenment for advertising education in mainland China is supposed to put forward.
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(3F: BRIRIEBIlL 1. Ross, et al.: Advertising Education: Yesterday-
Today- Tomorrow,2006, Advertising Education Publications POB 68232
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* 8 ZEBR ETWERLER (1992-2013)

FH FERARE FERARE EREGTT
1992-1993 21739 1394 23133
1993-1994 18257 925 19182
1994-1995 18559 1228 19787
1995-1996 18118 1334 19452
1996-1997 18422 1318 19740
1997-1998 20092 1405 21497
1998-1999 22404 1247 23651
1999-2000 22581 1459 24040
2000-2001 23332 1513 24845
2001-2002 23025 1335 24360
2002-2003 23326 1649 25288
2003-2004 23995 1619 25614
2004-2005 25335 1679 27014
2012-2013 27075 2291 29346

(3 : BRIKIE Ross, B.1., et al. (2006 ) .Advertising Education:
Yesterday- Today- Tomorrow, Lubbock, TX:Advertising Education
Publications, p16., p97. Ross, B. I., Richards ,J.I.(2013) .Where
Shall | Go To Study Advertising and Public Relations (Volume XLVII ) ,
Lubbock, TX :American Academy of Advertising, ZEIBFAY . )
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28 90 ALK, EE RS T MTER
A NECRE PR B RAS, (HERFEM I E R KR
(£ 8). M 1992 4E5 2013 48, EE K& &
AV 7E A A2 B HLAE 199321994 4F, 1995-1996 4F il
2001-2002 4 HBUF B, 1078 H A A P R FERT
Horf1993-1994 F W 7E R A F A, 5 1992-1993
R AEBUALL, TR L 17.1%, W2 TR
JE R —4F. 2013 SEERAEBUE A AT =R e
R BRI 37 K2 (1044), 7850 B2 k22 BT
1 (949) FEERIRE K (795), 21

9 EESREPMUMAEL (1992-2013)

FH ARE (FE) | BiRE (L) | fRE (1)
1992-1993 7356 406 12
1993-1994 6720 416 12
1994-1995 6291 398 19
1995-1996 6319 479 12
1996-1997 5632 560 26
1997-1998 6171 581 24
1998-1999 6589 623 15
1999-2000 6749 663 23
2000-2001 6533 629 37
2001-2002 6636 543 33
2002-2003 7162 600 27
2003-2004 7839 673 30
2004-2005 8374 650 31
2012-2013 10082 1087 88

(3E: BRIEKERoss, B.I, etal. (2006 ) Advertising Education: Yesterday-
Today- Tomorrow, Lubbock, TX:Advertising Education Publications, p16., p101-
102. Ross, B. I, Richards ,J.I. (2013 ) .Where Shall | Go To Study Advertising
and Public Relations ( Volume XLVII') , Lubbock, TX :American Academy of
Advertising, ZEIRMAL. )

HARE g LA R A ge A4 (S itk
A AERALL, T Tl AR R R A A
T A Al JEE 5 e PR AR AR 2 K B T e 2 A i
N, TR R AR e g A AN KL T B AL R R
AMEA R TR AR L, T H SRR RwE, e
FEHF 58 AR ZAE 1993-1994 4. 1996-1997 4, 1998-
1999 4£, 2001-2002 4. 2003-2004 4 & 1A~ £
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LA B i e e o HoHp2E b 22 A UR B HE A T =1
e A B B E bR A AE (333), HER B ELIA K
2 (300) FAE BRI 2K (276), 2

FEf T 22 A 42 TRCE 7, BEANEEAD 90 4R
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HA 2 AR 5. 2012-2013 45 & (96 1 24 47
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(32). ZEIRE KL (13) FpTh ke (12), 27 |
(RN o 8 s o2 VA OF 7 e S R BV aIvE - o 1 e L VA

S =



g S IR GO UNE I OS2 AT &
HATLUABL, BEEEE WA HGERE, T Hek
WHSIBCE S 1, BB L AE A A %
MBS RES. TN SHEFRER, 5%
et mE R EA R RS R R R R R,
PRI i Ml R 2 BN 3% 7 A 18 7 — Stk
ML

XEFHE

T R P 2 B Y B A AT
CEESTEMEETEATS AR EE, —IHE
EEAFLTEMAHRAEHTHEHUENS AR
TR s B—TTHEEF 2T S AT SHb
2. T EHLREEITRIEE S &
B EREBARER R R 2 J, TR HLRER IR
TENA TR AR, ST S EE
R — BT Bl B R

LEMATHHRAE R, XEhe FA
Z R R AEE ISR BURH R, HRARIRRE R T
B AL AR, ML T 2 201 23 B A 1 22 S,
LIPS Ca )RR 7Y & sl ava il o X i ol A
AT AR R,

P AR Sz iy TR AR T T, AR
PHAEETERE
Federation, fijFK AAF, 1908), 4[4 3 th &
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AT 2 E T EE IR P4 ( National Association of
Teachers of Advertising, fa/F NATA, 1915), 3£
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"2 222 ( American Academy of Advertising,
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Educational Foundation,
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IS ELZF LS. BET AAF 8E KL 200 Mg
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—JE e ERFEAETTETEIE” (National Student
Advertising Competition, fFE NSAC), FFAL
A 150 Frsm S, 2013-2014NSAC 976 7 1 3
KEFH AL 3RS

SR TR . BN NI %I, ik
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Advertising Educator Award), FILLEFZAE 5
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WATE X AR TR A2, a1 ADS 2@ E4r (Alpha
Delta Sigma Honor Society), AR BH
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Hepner) g3, @& TN 52 8UMRS AN, H
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Research in Advertising) 1 { E5)] 4 ) (Journal
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