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Editor’s Note

Signs & Media is always inspired by our contributors’ extensive explorations in
the world of signs. Papers in every issue provide valuable content, such as new
approaches to semiotics or the integration of various thoughts.

In today’s consumer society, consumption, rather than being just a simple
exchange of commodities, increasingly involves the production and communication of
meanings. The meanings hidden in commodities not only shape consumption, but
also profoundly reflect the essence of contemporary culture. To this end, three
papers in “Semiotics of Commodities” section of this issue examine some of the
signifying activities of three kinds of commodities—pop music, tourism and
clothing—to determine how meanings are abstracted from various signs and their
forms.

Semiotics and communication studies, as “twin” academic fields, continually
influence each other and are gaining more followers interested in their integration. In
the section “Semiotics of Communication”, one pair of terms ( “semiotics of
communication” and “communication studies of signs” ) are differentiated and two
disciplines ( semiotics of communication and cognitive neuroscience ) are
innovatively bridged. Readers will also find a preliminary study on the culture of
Internet celebrity by virtue of “markedness”.

Following narrative turns in the literature, new narrative types are appearing
and the updated narratology can better explain the logical structure of meaning in
culture. In the section “General Narratology™ , the construction of a communicative
narratology links the classical and new narrative theories. The relation between
narrator and character is clarified by “frame breaking” theory and the “inter-class”
feature of reality shows is also carefully investigated in this section.

Academic studies are promoted not only by changing societies, but also by the
theories and principles behind those changes. Therefore, the interactions among

semiotics, linguistics, philosophy and theories of performance are addressed in the



Editor’s Note

section “ Theory and Practice”. Semiotics affects many of people’s signifying
activities and thus enhance the theoretical thoughts on those phenomena from a
unique perspective.

The development of semiotics always suggests looking to the past so that the
future may be seen. In this issue, we offer an annual report on the development of
semiotics to record the trajectory of Chinese semiotics in 2016, and the results are

impressive.
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A Semiotic Study on Pop Music as a Commodity

Lu Zhenglan

Abstract: Pop music is not only a spiritual production, but also a commodity
behaviour; therefore, it can be viewed as a semiosis of mult-
signification. Popularity is the semiotic drive and signification mode
of pop music, and the industry mechanism of pop music as a
commodity. With its focus on the generation channels of symbolic
and commercial meaning in pop music, this paper discusses pop
music as a cultural phenomenon and as a commodity.
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