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Abstract

In 2019, against the backdrop of trade crisis, Huawei released its first vertical-screen advertising
film, “Wukong”, shot with Huawei P30 Pro, which aroused heated discussions among netizens.
This article uses the relevant theory of semiotics in communication to analyze the communication
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symbols of Huawei’s “Wukong” microfilm advertisement, and finds that the audio-visual language
symbols in the short film not only show its own products, but also explain the spirit of Huawei.
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