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ABSTRACT

ABSTRACT Television advertisement, as a media cosset at this time, the symbol goods myth implied in it constantly deepens our

notion and imagination actually. To be effect, more and more ads impress the consumers with symbolic feelings instead of functional

explanation. And influence the audience''s consumer behavior with the strength of the symbol. Owing to the increase in standards of

living, customers value not only the product quality but also the symbolic consumption. However, the use-value or the

exchange-value of the things has been gradually replaced by their symbolic value in contemporary societies. Symbolic consumption

thus becomes the characteristic of consumer behaviors. This research uses the NOKIA’s advertisements as texts, and treats the

ones with symbolic property among them as a target to confer the connotation and social myth existing in signs by semiotic and

Focus group analysis. This study explores the operational principles of semiotics in ads. The ways of reading by active audiences are

also discussed to sketch the possible impacts of symbols in advertising as well as the possible appropriation by consumers. Key words

：advertisement、myth、semiotics、symbolic consumption
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