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Abstract

As the diversity of animal symbols could cover nearly all aspects of a person’s life, the use of 

animal images in advertising is considered an effective marketing strategy. However, the interpretation 

of animals may vary with the changes of time, meaning that the relation between the commodity and 

animal has to be relearned. Therefore, this research analyzes subjects’ association modes about the 

commodity and the animal as well as the symbolic meanings through literature arrangement,

open-ended questionnaires, and interview method. The results show that the subjects’ association 

modes on animals are different for various types of commodities. For daily articles, the subjects 

associate the animals with the commodity functions, brand images, and life experience; for food 

commodities, they associate the animals with the food materials, food chain, and non-sensical images; 

for vehicles, they associate the animals with the commodity speed and brand images; for restaurants, 

the animals are associated with the food materials, stereotypes, and restaurant atmosphere. For the 

association time of animals, the study finds that animals raised by people are the most common type 

and usually have auspicious symbolic meanings, such as chicken, horse, etc., while the dog and cat 

(which are often regarded as a symbol of a family) widely appear in association with various types of 

commodities, making them common animal images. Wild animals rarely seen in an actual environment 

are also frequently used by the subjects, such as leopard, which indicate people’s concern and 

awareness of nature and can be seen as a symbol of the commodity function and usage experience.
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