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A Study on the Semiotic Mechanism of Pan-Advertization

Rao Guangxiang

Abstract: Advertisement, one of the most active ways of contemporary communication, is a genre that
directly reflects changes in culture. The emergence of new media and new modes of consumption exerts
significant impact on the form of advertising, thus profoundly modifying the scene of communication culture in
society. However, most of contemporary studies on the changes of advertising effected by new media focus
almost exclusively on the level of operational skills rather than the deeper level of the evolution of the genre of
advertisement. A semiotic study of contemporary advertisement reveals that, in the context of the emergence of
new media, the phenomenon of Pan-Advertization is the most significant trend of development. Nowadays,
Pan-Advertization emerges in large scale, not only in new forms as plot-derivative ads and native ads, but also
in the traditional ones of placement ads and title sponsorship. In this way, advertisement stands out, from
among other information genres such as news, as an independent genre. As a marked type with its unique
features, advertisement possesses its own distinct textual intentionality. Furthermore, the phenomenon of Pan—
Advertization turns advertisement from a marked item into an unmarked one in communicative activities and
thus renders it the main body of information transmission. In this process, the intentionality of advertising
texts, with its integration of the intentionality of news, MTV and weibo, etc. , embodies the trend of plurality
and diversification, which bridges the discrepancy between the expected texts of the receivers and the inserted
ads and promotes the full-scale evolution of contemporary advertising communication.

Key words: Pan-Advertization, textual intentionality, genre, markedness, semiotic mechanism
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