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Abstract

Applying modern media rhetoric to facilitate the development of popular culture actively ex-
tracted and applied traditional cultural elements such as “Romance of the Three Kingdoms” to
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create a sense of resonance by utilizing the cultural identity of the Chinese race. The traditional
elements of the Romance of the Three Kingdoms, for example, have been extracted in large quanti-
ties and applied to the commercial environment through character setting, language, plot, and
other aspects. The new commercial value is constructed with the sense of empathy in the adver-
tisement design. This is not only conducive to mass media commercial communication but also
conducive to the “deconstruction” of traditional culture, such as the Romance of the Three King-
doms. However, the misapplication of symbolism in an entertaining mass-pleasing way has be-
come a subject of discussion for critical reflection due to the lack of grasp of the core connotation
of culture and the over-commercialization of the mass media.
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Figure 1. Art installation of “Borrowing Arrows with
Straw Boats”, Guogiang Cai
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Figure 2. Advertisement for Tuopai Liquor, 1994
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Figure 3. Advertisement for DiDi er-
rand service business, 2020
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Figure 4. Advertisement for Tai Sheng
Zhen heart medication
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Figure 5. Advertisement for Huang’s Rattling Pills
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Figure 6. Advertisement for Hero Place Liquor
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