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Ideographic System of Print Advertising Visual Symbols from the
Perspective of Pierce’s Category Theory
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ABSTRACT: The work aims to analyze the composition of the ideographic system of print advertising visual symbols
and its ideographic model, so as to classify the symbols from three perspectives: symbol attribute, referential mechanism
and symbol interpretation, and study the intrinsic relationship among the classification methods. Based on category the-
ory, the underlying structure for the classification of things was analyzed. Through Pierce's symbolic composition and
classification theory, the decision-making process of audience shopping affected by print advertising, and the corre-
sponding classification of advertising visual symbols, ideographic model and nature of meaning were investigated. Then,
the three-level progressive system of significance of print advertising visual symbols was put forward. Category is a
highly abstract classification. Pierce divides all things into three categories: firstness, secondness and thirdness. From the
audience's psychological process, the visual symbolic meaning of print advertisement is in the progressive system struc-
ture of the firstness of cognitive meaning, the secondness of experiential meaning and the thirdness of attitudinal meaning.
Its symbolic attributes are nature, singleton and rule; its meaning attributes are presenting meaning, expressing meaning
and argumentation meaning; and its meaning relation patterns are iconicity, approximation and symbolizing.
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Fig.1 Pierce’s category theory and semiotic trisection
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Fig.2 Decision sequence—advertising symbol hierarchy
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