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ABSTRACT The communication effect of advertising can be precisely measured by advertising symbols, and
promotional activities emphasize messages in symbolic ways. Prevailing perspectives regarding such activities tend
to be based on the communication disciplines and in consumer research that blends psychological and social
scientific perspectives. It probes the relationship between advertising symbols and cultures from a business
anthropological perspective. Business anthropology has a significant contribution to make within this context by
using semantic perspectives to develop functional models tailored to unique cultural contexts.
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