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ABSTRACT 

Contemporary shopper market has been creating as a trap of images and signs in multidisciplinary way 

to deal with build product pictures in the purchaser's discernment. Simiology is a propelled subjects 

wherein illuminated the semiotics preferably. Promoting, publicizing and correspondence are the 

indistinguishable, joined significant transporters in particular market – shopper social world. In this 

connection, Advertisements are building and deconstructing the sign and images to make affirmative 

picture and to present to them the fulfillment to propel to buy creations. Possible investigation of the 

semiotics shows that the lingo based medium and the picture based media are the crucial and the 

inescapable mechanism for the individual correspondence. The sign and images can be scientific 

classifications as intrapersonal and relational. Taking into thoughtfulness of the coverage and stout 

substantiation on the above said aspects in literature the current research aims at indulgent the blow of 

Science of Semiotic Usage on Teenagers’ Perception. At the same time, it also tries to figure out the 

mediating role of Semiotic Usage in the nexus between advertisements and Teenagers’ Perception. 

Suitable survey data collected from 150 respondents from various colleges going teenagers’ students 

based at Guntur and Vijayawada Cities Andhra Pradesh, India are analysed by by means of SPSS 

AMOS 23 through structural equation modeling. The outcome discovered a momentous direct impact of 

advertisements on Teenagers’ Perception. Further, it is recognized that Semiotic Usage has played 

noteworthy mediating role between advertisements and Teenagers’ Perception. Implications are 

discussed and implications are presented. 
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1. Introduction:  
The empirical evidences collect for impact of advertisements & usage of semiotics on teenagers’ 

perception. Marketing system incorporated with signs, symbols & colors has deep influence on the 

teenagers mind, Marketers must feel happy themselves by creating such innovative concepts in the 

understandable manner to reach targeted people productively from all the available mediums. Advertisers 

procedures concerning principles to aimed at considerate the consumers and the teenagers behavior to their 

effort and to use and buy the same product for the long period of time. ―The advanced business and buyer 

world is underlined as a trap of implications and standards of conduct among individuals, purchasers and 

advertisers, unwoven from the images and the signs tucked away in their time, grapheme in the way of life 

and society. In the current world, signs and images are assuming a significant job and have encouraged 

different perspectives on imagery and made ways for its area in the lives of the clients and the commercial 

centers. Semiotics or Semiology is a conspicuous subject and moreover, reasoned as a development, a way 

of thinking or science which can be utilized in multidisciplinary approaches. Semiology is the 

development liable to contemplate not just the letters in order of representative ceremonies, well mannered 

equations, military signs and strict images, yet additionally the investigation of ads, sit-coms, dramas, 

release sheets and now the tremendous use of web and other media. In chiefly, we are utilizing, getting the 

hang of, perusing and deconstructing signs and images, despite the fact that it is excessively hard to 
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contemplating Semiotics in a perfect world. In our everyday life as well, we are learning novel signs, 

images and they include persistently with their implications and hugeness constantly. Language and the 

various signs frameworks are not just channels, on the off chance that they confer structure and 

significance to imagine or skill rather than simply naming what was at that point there, than there is zilch 

which subsists prior to signs and media converse thought and know-how. 

 

 

2. LITERATURE REVIEW 
One of the fundamental parts of the semiotics in the current world is "Consumer or Promoting/Marketing 

semiotics." The utilizations of semiotics in general in the showcasing and customer field [1] have had two 

principle predominant ideal models. Swiss Linguist Ferdinand De Saussure's worldview which dependent 

on social brain research joins a two-segment model of signifier or "sound picture" and the meant or "idea". 

[2] The connection amid signifier and the meant is discretionary. Saussure accepted that the language is 

comprised of signs (like words) which convey implications and that a wide range of different things 

possibly be concentrated similarly as etymological signs [3]. The equivalent semiotic methodology can be 

utilized to talk about language-base media and picture based media on the grounds that in either case we 

discover signs which convey implications. Given that language is the most central and influential vehicle 

for human correspondence. Semiotics takes the effort that lingo fills in as the model for the various media 

of correspondence, all other sign frameworks. [4] 

 

 In monetary setting the saussurean point of view of importance through distinction has been 

embroiled as both the fuel of solid market rivalry [5] and an organized imperfection of western societies 

(Sahlins 1976). Peirce's Anglo-Saxon edge work is the second prevailing semiotic worldview which firmly 

dependent on Philosophy and contacts some degree Physical science [6]. As per my view Peirce is the 

person who has so far communicated the broadest and nearly everyone exceptional hypothetical edge take 

a shot at the semiotics. The triadic and transformative semiotics of C.S.Peirce has a phenomenological 

point that places connotation, feelings and observations at the premise of his hypothesis of how we make 

important signs in perceptions and correspondence. Peirce is viewed as the fellow benefactor of the 

semiotics alongside the Saussure. He characterizes semiotics as the "regulation" of signs represent 

something different and that is comprehended or makes them mean for someone. A sign is utilized as a 

substitute for something else so as to transmit an idea about it [7].A sign serves to speak to or alternate 

incredible which may not be available, to some framework fit for deciphering such replacement.  

To fortify the Peirce's worldview has been incorporated a complex arrangement of qualifications, names 

and phases amid the three segments or substances of his model and additional has made relations among 

the segments. Like Saussure, penetrate clarified sign procedure as far as relations. Saussure talked the 

"dyadic" relations in his worldview. Be that as it may, Peirce developed his worldview on "triadic" 

relations (tri-relative impacts) [8]. 

 

 

 

 

 

 

 

 

 

                                                                    

 

Figure 1: Triadic Semiosis Concept of Peirce 
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Peirce semiosis viewpoint affixed in the real globe which based on the people, social organization and 

culture. He strong-minded the interpreter’s response into the signs which can be metamorphosis and 

broadcasted from beginning to end the social environment (Sebeok, 1976). A symbolic signs transmits to 

its article in an utterly predictable manner, as such it requires the participative presence of an interpreter to 

craft the signifying connection [9, 10, 11, 12, and 13]. One of the major spotlights of Peirce semiosis was 

the connection of sign and prophet. He disputed that the cognition is a course of action of acquaintance 

and meaning production all the way through signs. This will be taken three forms: inference, orientation 

and seizure.  

 

 

3. Semiotic in marketing advertisements 

Showcasing, Advertising and correspondence are the indistinguishable, three significant ideas in the 

unmistakable market – customer conduct globe. Exceptionally, commercials essentially bring the 

language, photograph illustrations, hues, and different images for its own utilization to make cognizance 

on the creation and its loftiness on the clients and outside. In the current world publicizing is a huge scope 

trade and is a piece of the nationwide financial system in numerous nations.  

 

Semiotic use build, frame and control the observation and the conduct of its customers and the outside. All 

the images are paying a tremendous assistance of introducing and capturing the way of life and the globe. 

Hypothetical milieu unmistakably plunge the interdisciplinary precept with tremendous scope of points to 

make cognizance on the scholastics and open on this reason.  

 

For the most part conspicuous hypotheses, Mick's construction hypothesis has mixed semiotics and 

indicated the watchers its capacity of specialism of the social structure, handling and including 

perspectives, reminiscence and perception just as composed and spoken content (Brewer and Nakamura 

1984, Hastie1981, Thondyke and Yekovich 1980). Objective, information and text schemata are the three 

classifications of pattern hypothesis of Mick projected into promoting correspondence research. The 

objective and information representation are crucial variables and most likely make the relations with the 

two advertisers and shoppers. As indicated by Mick, the content schemata chiefly includes in the phonetic 

back rubs in showcasing correspondence. This pattern hypothesis can enhance the showcasing 

correspondence research. 

 

 

4. Colors as a endeavour to visual semiotic  

Shading possibly will work as a sign for a physical wonder, for a mental component or for a mental 

affiliation. Shading can speak to s various possessions. Generally, we can understand, can recollect and 

can recognize amazing through shading. It's appears that for the most part hues engrave on memory in 

striking way. Hues are successfully working as signs and hues imply various things. It permits us to 

separate articles. Hues build a visual world and perform profoundly useful capacities. Hues work as 

tastefully and have the capacity of copying the universe. 

Concealing accept a noteworthy activity as a tool in the displaying and client globe.The association among 

signs and things are from side to side and practical. As demonstrated by the semantic parts of the semiosis, 

classes can be acknowledged as Icon, Index and Symbol. Colors and Human Psychology  

Be that as it may, do hues influence human brain science? In the event that truly, how are our mind-set and 

perspective, for example, influenced by hues? Let us capture the most noteworthy hues and see what sort 

of feelings they can bring out and which products have decided to consume them.  

Yellow – motivates warmness, confidence, brilliance, joy, and point of reference be establish in the logos 

of Nikon, McDonald's, 
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Blue – makes individuals consider quality, unwavering quality, trust, and steadfastness, and it very well 

may be found in the logos of Dell, HP, Oral-B,  

Green – rouses harmony, wellbeing, energy, and regular development, and it is the picked shade of 

Animal Planet, Tropicana, Spotify,   

Orange – is a shading that shouts out certainty, newness, kind disposition, and bliss, and it is utilized by 

products like Amazon, Fanta, Harley-Davidson,  

Red – speaks to intensity, fervor, and a young soul, and can be found in logos like Coca-Cola, Virgin, 

Nintendo, Kmart, CNN,  

Purple – is the shade of inventiveness, of astuteness, and creative mind, mortal utilized by brands like 

Yahoo!, Cadbury, Barbie, Taco Bell, 

Grey – in light of the fact that it is unbiased shading, it moves quiet, resistance, and balance, being shading 

favored in the logos of Apple, Honda, 

Effect of Colors 

Whilst the hues we elect to opt won't elicit wonders, as the responses they trigger likewise depend on the 

individual encounters of every individual, they can enable an organization to build its deals. Along these 

lines, it won't be futile to give a touch of consideration to this viewpoint and pick the correct shading for 

the advertising of an item and product.  

As per the Kissmetric, 85% of customers consign shading as an essential explanation behind why they 

purchase a specific item. Truly, when confronting another item or an assortment of items on a walkway, 

individuals manage themselves with the assistance of hues to settle on the decision that gives off an 

impression of being generally appropriate for them. Obviously, every customer will pick the shading that 

interests most for their situation, however the fact of the matter is that the picked shading will carry out its 

responsibility right. Also, 93% of customers consign visual intrigue beyond sound, smell, and surface 

when purchasing an item. 

 

STATEMENT OF THE PROBLEM 

The studies focus on the science of semiotic usage in advertisements, and mediated systems used to 

communicate teenagers and how effectively semiotics shows the impact on perception and the emotional 

levels. 

 

CONCEPTUAL MODEL 

 

 

 

 

 

 

 

 

 

                                                   

 

 

Figure 2: Conceptual model 
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If we could observe the structure of the conceptual frame work, advertisements are sharing the information 

of the product by using semiotics and how the teenagers are seeing and adopting the message is the main 

point in this study. And it could attract with the contrast colors .Thus, enhance the teenagers’ perception on 

the brand/product and aid to make think fanciful marketing, which can contour people destroy by fire 

reaction to brands without being unambiguously recalled. In at hand commercial globe, publicize too and 

has utilized this to reach the maximum and make them more profitable. And the structure is shown in the 

figure II. 

 

5. OBJECTIVES 

1. To examine the effect of semiotic factors in advertisements.  

2. To determine the impact of advertising semiotics on teenager’s perception. 

 

HYPOTHESES 

Hypothesis 1: There is a significant positive impact of advertisements on teenagers’ perception. 

 

Hypothesis 2: There is a significant positive impact of semiotic usage on advertisements. 

 

Hypothesis 3: Semiotic usage positively mediates and improves the impact of advertisements on        

                        teenagers’ perception. 

 

 

 

 

1) Data Analysis 

 

Table 1. Regression analysis Hypothesis 1 

Model  R  R. Square Adjusted R 

Square 

Std, Error of the 

estimate 

1 .824a .678 .676 2.67009 

 

a. Predictors :( Constant), Advertisements 

R2 – denotes the total variability of independent variable (Advertisements) on dependent variable 

(Teenagers Perception). This means 67.8% of variability can be influenced by advertisements on 

teenagers’ perception. 

 

Table 2. Anova analysis 

Model  Sum of 

Squares 

df Mean square F  Sig. 

Regression 

 

Residual 

 

Total 

2211.538 

 

1055.138 

 

3266.674 

1 

 

148 

 

149 

2211.536 

 

7.128 

310.205 .000b 

a. Dependent Variable: Teenagers’ perception 

b. Predictors: (Constant), Advertisements 
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2) Coefficients 

 

Table 3. Coefficients 

Model Unstandardized Coefficients Standardized 

Coefficients 

t 

 

Sig. 

B Std. Error Beta 

1 (Constant) 

 

Advertisements 

3.194 

 

.453 

.867 

 

.027 

 

 

.824 

3.688 

 

17.614 

.000 

 

.000 

 

a. Dependent Variable: Teenagers’ perception 

From the table the regression equation can be written as, 

 

Teenagers’ perception = 3.194+0.453(Advertisements).For every one unit increase in AD, the dependent 

variable appraisal outcome increase by 0.453 and it is significant p=0.00(<0.05). 

 

Regression analysis Hypothesis 2 and 3 Mediation Analysis: 

 

Y= Teenagers’ perception 

X= Advertisements 

M= Semiotic usage. 

 

Sample size 150 

Outcome: Semiotic usage 

 

Table 4. Model summary 

R R-sq MSE F df1 Df2 P 

.8723  .7607 53.4669  469.8959  1.0000  148.0000  .0000 

 

Table 5. Model 

 coeff se t P LLCI ULCI 

Constant 10.6839 2.3714 4.5053 .0000 5.9977 15.3701 

Advertisements 1.5242 .0703 21.6771 .0000 1.3853 1.6632 

 

Table 6. Outcome: Teenagers’ Perception 

Model Summary 

R R-sq MSE F df1 Df2 P 

.8815 .7763 4.9687 255.2275 2.0000 147.0000 .0000 

 

Table 7. Model 

 coeff se t P LLCI ULCI 

Constant 1.02882 .7709 1.3345 .1841 -.4948 .5523 

Semiotic usage  .2026 .0251 8.0844 .0000 .1532 .2522 

Advertisements .1434 .0438 3.2752 .0013 .0570 .2301 

 

Table 8. Direct and Indirect effects 

Direct effect of X on Y 

Effect SE t P LLCI ULCI 

.1434 .0438 3.2752 .0013 .0569 .2300 
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Table 9. Indirect effects 

Indirect effect of X on Y 

 Effect  Boot SE  Boot LLCI  Boot ULCI 

Semiotic usage  .3088  .0524  .2059  .4151 

 

From the above model summary, it is observed that R=0.8723 between advertisements and Semiotic usage 

and it is significant at p-0.000(<0.05) which shows a strong positive correlation between variables from 

table: 1 to 9. 

 

                           R square- denotes the total variability of independent variables (semiotic usage, 

advertisements) on dependent variable (Teenagers’ Perception). This means 76.07% of variability can be 

explained by semiotic usage, advertisements on teenagers’ perception. The upper and lower limits for 

advertisements>0 (1.3853 & 1.6632) which means advertisements shows positive impact on semiotic 

usage. 

 

3) Mediation 

R square - denotes that the total variability of independent variable (advertisements, semiotic usage) on 

dependent variable (teenagers’ perception). This means 77.63% of variability can be explained by 

advertisements, semiotic usage on teenagers’ perception. The upper and lower limits for both the variables 

(advertisements and semiotic usage) >0 (0.1532 & 0.2522, 0.570 &0.2301) which means semiotic usage 

mediates positively between advertisements and teenagers’ perception. 

 

The R square from the regression between advertisements and Teenagers’ Perception is 67.8%. By 

introducing a mediating variable semiotic usage improves the effect on Teenagers’ Perception by 10% 

(77.63%). Which shows that semiotic usage positively mediates advertisements on Teenagers’ Perception.  

 

From the table, the regression equation can be written as 

 

Teenagers’ Perception = 1.029+1.43(advertisements) + 0.203(semiotic usage). For every one unit increase 

in advertisements, the dependent variable Teenagers’ Perception by 1.43 and it is significant at 

p=0.01(<0.05). For every one unit increase in semiotic usage, the dependent variable Teenagers’ 

Perception increases by 2.03 and it is significant at p=0.01(<0.05). 

 

6. CONCLUSION 

It is observed that Teenagers’ Perception is depends on advertisements and they considered with the usage 

of semiotics to communicate visually and it is empirically proven. Semiotic usage is influence on 

Teenagers’ Perception with expansion of age, gender, locality, occupation leads to decision. The mediating 

of semiotics the relationship between advertisements and Teenagers’ Perception play a vital role to 

remember for long time and easy to understand the concept and to get clear cut information of the product 

in all the mediums like print, electronic & new media. In addition, most of the advertisements are more 

likely to communicate with high contrast colors, pictures, images, signs & symbols along with attractive 

celebrity. The major motive is to send the information to the public with the innovative concept with 

minimal duration and the ultimate goal is to sell the goods & services in stipulated time get succeed. 
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