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Current Situation and Countermeasures of Agricultural Advertising of China
FENG Run-zhi

(College of Advertising, The Communication University of China, Beijing 100024, China)

Abstract; The Industrialization and branding of agriculture is an inevitable trend of agricultural de-
velopment. The credit of advertising is undeniable during the process of agricultural development and
brand spreading. At present, there are some problems in agricultural advertisement such as weak ba-
sis and potential ability needed to be explored further. The present situation and reasons are analyzed
and some views and suggestions are proposed based on the existing researches to make advertisement
serve for three dimensional rural issues and the construction of new village.

Key words: agricultural advertising; advertising media; brand communication
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Redemption: Fighting for a Way out for the National Culture

——An Interpretation on Morrison’s Tar Baby
ZHANG Lian-mei
(Foreign Languages School., Wenzhou University. Wenzhou 325000, China)

Abstract: The American female writer Toni Morrison is so far the only one of the black female
writers that has won the Nobel Prize for Literature. By introducing the story in Morrison’s novel Tar
Baby, the efforts of Son and Jade who redeem each other in the novel are elaborated, and the story
prototypes based on the mythological story of “Tar Baby” and “the Rabbit” are pointed out. Toni
Morrison aimed to expose the efforts of the African American people to survive in a predicament of
discontinuity of their own culture in the novel. It is concluded that the only right way to protect and
carry forward the black culture and to find a way out for the black nation is to enrich the black nation-
al culture by taking the treasure of the essence of black national culture as resource and absorbing the
advanced and preeminent from the white culture.

Key words: Tar Baby; Toni Morrison; redemption; national culture



