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Abstract

In the context of globalization and media convergence, the construction of cultural identity has become
a crucial issue for enhancing national soft power. As one of the mainstream media, China Central Tel-
evision (CCTV) bears the responsibility of conveying national mainstream ideologies and shaping the
national image. By adopting the overarching theme of national unity and collective identity in its Spring
Festival Gala public service advertisements, CCTV has transformed into a significant vehicle for con-
structing cultural identity through the ideological practice of semiotics. This study systematically an-
alyzes the semiotic strategies employed in 35 relevant public service advertisements from 2013 to 2025,
based on Saussurean’s linguistic semiotics and Peirce’s triadic model of signs. The findings reveal that
through coordinated signification of multimodal symbols, including visual, auditory, and bodily meta-
phors, these advertisements effectively elevate personal emotions to national consciousness, achiev-
ing implicit dissemination of mainstream ideologies. This research provides practical exemplars from
semiotic perspectives for cultural identity construction in the new era.
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Table 1. Summary of CCTV Spring Festival Gala’s public service advertisements with family and country themes
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