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Research into feeling acceptance degree of different advertising themes
MA Li ‘

. (School of Li and | lism, Chongaing Technol

'y and Busi University , Ch ing 400067, China)
Abstract: Advertising acceptance degree is the subjective propensity of the people to evaluation of the
advertisement after contacting the advertising information and is also the active or passive reflection of
recognition, feeling and thinking on all kinds of advertisements, Most of scholars think that the ad-
vertising acceptance degree can directly or indirectly influence the purchase of the consumers,
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