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Community of Meaning: ‘“Story Intervention” and

Community Construction in the International
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Abstract:

In a complicated international environment, the international
communication of Chinese brands is facing a shift in the discourse of
community. The Enlightenment and the transformation to
modernity led to the decline of community, and communication is

the key to rebuilding a new type of community relationship with
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connections constructed through the shared meaning of cultural
signs. According to Piercean theory on the relationship between
interpretants and community, the international communication of
Chinese brands involves the production of brand sign representations
mtervening in Chinese stories and then placing these signs in
communities. Driven by the maintenance of brand interests,
international consumers gather into a community/ tribe and actively
participate in the interpretation of the brand signs, thus working
together with the communicators to construct a community of
meaning for Chinese brands.
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g, RIXFEA . WE. EBE. FEURE L, TR0 X 0E &m0l
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A TTREME . THEMIZ TR (2021, p.81) R, “HASHARE ANKC AL
WA AN, MR T — RO B AR R S, R TS
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EU R AL ALY o X e T ] R B A 1 v 8 3 ) AR R AR
AT RS A 1 X 5 S ST — A R N R T YRR R
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Kl (Thomas O’Guinn) , MfITIA N, * ff FRL R — > 52 b 3o BR i 0 45 5K 0
TR, EREATHAE ML MMM R — RIS ER” (Muniz &
O’Guinn, 2001, p.420) . fEanfAtAErd, BoT B T — A al— e 3k [a) Fp fiE SR 4R
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“EEEENOR A TRy B, TR AL RO EAE A
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B2, ] it et Il o e 47 v ) 8 SR R AR A SREMIL IR A, B e o it
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AT G Z AR LSO . SRR, S e R AR AR B, DA B0 1
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BENER . T REA LA, A AL AR BB 2 ) A S SR A R AL T T
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