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Study on Structure, Logic and Dissymmetry of
Semiotics in Advertising

Xiong Lei
(School of Journalism & Communication, Wuhan Universityy, Wuhan 430072, Hubei, China)

Abstract: Due to the structural dislocation between the transmitter and the audience, there exists
a semiotic dissymmetry in the advertising text from the surface framework to its deeper logic. As the
information value of an advertisement tends to be more important than its semiotic value in a gradual
manner, advertisement, to some extent, becomes dominant in terms of semiotics. Nevertheless, the
expansion and the abuse of advertising on the semiotic power accelerate the semiotic dissymmetry,
thus resulting in a conflict in cultural ethic. The adoption of the advertising strategy, as the model of
recognition-demonstration and proximity-strangeness, 1is beneficial to avoid the inefficacy of
transmission brought by the semiotic dissymmetry. The attention that has been given to the semiotic
power of the audience is helpful to the establishment of a harmonious cycling system: audience-
advertisement-audience.
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