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The Dualistic Structure of American Political Culture
and Its Impact Tang Shigi  (7)

Snce the founding of the United States of America, there have exis
ted in American political culture the universally equalitarian and indi-
vidualistic principle of liberalism and the political principle in practice
of the White Protestant elitism. Thisis a concrete representation of
America s political dualistic structure. The coexistence and corflict of
the two principles are one of the driving forcesin the American politi-
cal and social developments. Meanwhile, it is also an important ele-
ment in maintaining the stability of the American political system o-
ver the past more than two hundred years. The emergence of the civil
rights movement and multiculturism sgnifies the gradual ascendance
of the universal principle of liberalism in American political life and
the declining of the White Protestant elitism. This shift is likely to
lead to an imbalance in American politics. In the coming two to three
decades, the trend of American politics will be determined by the pos
shility of re-establishing some kind of balance on a new bas s between
universalism and elitism. However , it does not exclude the poss hility
of intense political clashes over specific policies.

The Rise of Political Marketing in the United
States Zhao Kejin (28)
Political marketing is a multi-disciplinary field of research developed
inthe United Statesin the 1990s. It aims at studying and guiding po-
litical behavior from the perspective of busness marketing. Its theo-
ries and tools are very helpful in comprehending election campaigns
and government behaviorsin American politics. From the perspective
of itsfundamentals, political marketing isatotally new consumer-ori-
ented political logic which differentiates itself from poliltical propa
ganda, political communication , political public relations and political
management. It isthe necessary requirement of development of mod-
ern society and democracy. Based on a systemic study of the concept
and character of political marketing, the paper explores the influence



of political marketing on American politics and itsfuture trend.

The Dispute over Intellectual Property Rights between

China and the U. S. since China s Entry

into the WTO He Xinggiang (48)
The article tries to conduct an in-depth analyss of the causes of the
intendfication of dispute over IPR between China and the United
States after China s entry into the WTO, especially since 2004. The
article holds that the dispute took place as a result of the strengthe-
ning of IPR protection on the part of the American government and
the pressure from bus ness groups concerned about intellectual prop-
erty inthe U.S. The worsening of the disputeis aso a result of the
negative trade and political environment in the U. S. towards China
and the gap between the two sides in the understanding of IPR pro-
tection. In concluson, the article discusses the prospectsfor solving
the IPR digputes between China and the U. S. and pointsout that the
correct path should be the strengthening of communication and coop-
eration, mutual understanding, and compromise, but not unilateral
pressure and repraisal.

The Evolution of American Employment Policy

of the Handicapped Yang Weiguo and Chen Yujie (63)
The employment policy of the handicapped in the United States has
gone through several stagesin the past century: the stage of guaran-
tee of survival with medical treatment as the main feature; the socia
integration stage with the strenthening of professional recuperation
and construction of infrastructure as the main feature; the right ex-
tension stage with eliminating employment discrimination and perfec
tion of workplace as the main feature; and the potentiality develop-
ment stage with the extenson of freedom and the tapping of potential
asthe main feature. The article holds that the development trend of
American government s future employment policy of the handicapped
will be a further extenson of the employment right of the handi-
capped, the creation of a better social environment and workplace en-
vironment , and a greater tap of the creative potential of handicapped
human resource.

The Evolution of the American Project of* Reduction

of Threat through Cooperation” Quan Kelin (77)
Snce the initiation of the project in 1992 ,“ Reduction of Threat
through Cooperation” of the United States has achieved an important



