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Symbolic canm un ication. the persuasive technique of
luxury advertising

HAN Su -mei
(College of Hum anities Zhejiang Univesily of Technology H angzhou 310023 China)

Abstract This paper attem pts to probe mb the bnary systen of symbols The authormain tains that
the emphasis on hixury spending and bixutry — oriented ads lies in conspicuous leisure nsiead of con
spicuous consumption allofwhich corresponds b new appeals to social stans and is elated to cul
ural capital and culural division aswell The author conclides hat the contextof symbol concur
rent symbol and he m agewy of visual symbol may work together to prmot the persuasive tech
nique
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