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ABSTRACT: It aims to analyze the appearance of the product in the spectacle society through social semiotic theory. It
discusses the aestheticization and the symbolization of the form of the product in the current visual culture through semi-
otics theory of society by Baudrillard. The image of product appearance is mainly reflected in the following aspects:
firstly, visual level, in order to satisfy visual appearance beautification of sensual desire; secondly, the psychology and the
similarity of design to meet the psychological needs of the home; thirdly, at the social level, in the form of personality in
order to satisfy the identity of distinction. Finally, this appearance, in the form of a characterization of the image of the

thing with: designers are required to be measured the advantage and the disadvantage in the product of temptation.
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Fig.1 Design of Philippe Starck
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Fig.2 The imperial robe in the Ming dynasty
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