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The Interaction Between Times Discourse and Historical Narration
—The Value Logic of China’s Modern Advertising Industry
Under the Background of ' China Story"

Yang Xiaohong( Sichuan University)

Abstract: In the course of its development China’s advertising industry has formed the dynamic value log—
ic of "realistic fit" and " tendency together" which is reflected in the two changes of value generation and up-
grading in advertising industry in the past 40 years.Therefore the process of the development of China’s adver—
tising industry and China’s social development has formed an organic interactive process between the discourse
of the times and the historical narration which has prompted China’s advertising industry to gradually transform
from "tool consciousness" "industrial consciousness" to "social consciousness" .Under the grand background
of the current " China Story" China’s advertising industry has also ushered in a great opportunity of its intrinsic
value reconstruction and industry ecological transformation.Based on the theory of relevance cognition this pa—
per discusses the value logic of China’s modern advertising industry in the process of forming its social con—
sciousness.

Key Words: times discourse; historical narration; " China Story" China’s advertising industry; value logic
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