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Abstract

This article divides advertising symbols into objects, reproducing entities, and explanatory items
based on Pierce’s symbol “trichotomy”. Furthermore, it combines advertising symbols with recep-
tion rhetoric to analyze and discuss specific advertisements. Firstly, the characteristics of adver-
tising symbols and the types of rhetorical acceptance are elaborated. Through the analysis of spe-
cific advertisements, it is found that concise and clear advertising symbols are prone to generat-
ing rhetorical acceptance equivalence, vivid and beautiful advertising symbols are prone to ge-
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nerating rhetorical appreciation acceptance, and original advertising symbols are prone to ge-
nerating rhetorical impairment and modification acceptance. Once again, analyzing the characte-
ristics of advertising symbols and rhetorical reception, it is learned that a good advertising sym-
bol should pay attention to the openness, individuality, selectivity, and sociality of rhetorical recep-
tion. Through the above analysis, it is clear that the setting of advertisements and micro adver-
tisements in the fast internet era takes into account the characteristics of their own advertising
symbols while respecting the characteristics of the rhetorical receiver. Only when the two are
perfectly combined can they not only gain considerable benefits but also clear up the advertising
industry.
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