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Blank-leaving in Advertisement from a Semiotic Perspective
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ABSTRACT: It aims to explore the definition, meaning and applicability of "blank-leaving" in advertisements based on
the concept of zero sign in semiotics. Through analyzing the concept of zero sign in semiotics, the relationship between
zero sign and blank-leaving in advertisement was discussed. Based on this, the application of blank-leaving which played
the role of zero sign in advertisement was analyzed. Illustrated by the examples of advertisements of MUJI, BMW, and
Nianhua Bay, this paper analyzed the types of advertisements that were suitable for applying the design technique of
leaving blanks, and discussed how to use it to achieve something out of nothing. The blank-leaving in advertisements can
be seen as zero signs carrying meanings. Blank-leaving which plays the role of zero sign is efficiently used when it is ap-
plied to the advertisement having concise product design, direct expression, natural style or far-reaching artistic concep-
tion. It helps the advertisement to express the meaning of Buddhist mood, returning to nature and winning more with less.
Furthermore, it also makes the interaction and communication between "human" and "object" derive from the meaning of
“form” and "image" to create meaning from nothing.
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