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ABSTRACT

This study proceeded semiotic analysis of the Pxmart advertisement from 2006 to 2011, analysis the ideology, the role of Mr.

Cyuan-Lian and the Pxmart image, and how Mr. Cyuan-Lian present the advertisement message on the advertising. Found a lot of

everyday life experiences used to construct the of Pxmart image. The role of Mr. Cyuan-Lian could be the endorsement, conductor

or certifier.
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