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A bstract

The purpose of this research is to articu la te  the relationships 

between the cu ltural forms of advertising in Korea and the underlying 

ideological message. Specifically, this study in te rp re ts  the struc tu re  and 

content of individual advertisements. This s tudy  employs a semiotic method 

as an analytical framework. Because semiotics m akes it possible to connect 

the underlying m eaning of an advertisem ent w ith  its function w ith in  a 

culture.

The overall form of this research may be divided into two sections: 

The first section of this study deals w ith the theoretical foundations for 

analyzing ads, including (a) advertising as a consum er culture, and  (b) 

Gebser’s notion of plus-mutation. The second section analyzes Korean 

advertisem ents appearing in various m agazines and TV based on the 

theoretical foundations of the first section.

This study attem pts to in terpret the ideological structure as it 

appears in Korean advertisements w ith a close atten tion  to English 

expressions appearing in these ads. Such expressions comprise indications 

of W esternization. In  addition, Korean ads work by using English as a 

“system atically distorted communication” using the magical s truc tu re  of 

consciousness.

Jeans ads provide an  excellent example of how Western consumer 

culture has influenced Korean advertising and  raise the issue of cultural 

colonization. Essentially, jeans reta in  traces of th e ir Americanness 

wherever they are sold. In this sense, the worldwide proliferation of



American cultural commodities suggests a  new aspect of cultural 

homogenization.

Korean Nike ads attem pt to create magical and mythic structures 

using the image of Michael Jo rdan  in  order to persuade customers. The 

mythic process of shifting the signified to the sta tus of signifier in Nike ads 

makes them  the form of the perfect m eta-structure of mythology. For 

Koreans, however, the Nike ad serves as the sim ulation of the real world 

because th is ad creates the (hyper)real world of a utopia.

In  conclusion, such an analysis makes clear th a t the uniqueness of 

Korean advertising is not displaced by its future configurations, but ra ther 

in tegrated into the new consumer culture. T hat is, Korean culture creates 

its own uniqueness by combining W estern and traditional components. 

Therefore, this study contributes to the area  of investigation using a 

semiotic approach on the basis of a  Gebserian perspective.
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CHAPTER ONE 

INTRODUCTION

During the late 19th century, the British, the Russians, and the  

Americans made insisten t dem ands for commercial relations with Korea. 

They knocked on Korea’s door and requested trade, but were refused. In this 

century, Korea was poor country after the Japanese colonial authorities 

stripped it bare of resources to provide for their war effort, and w hat few 

industrial facilities it had left were razed to the ground during the Korean 

War. Thus, when Park  Chung Hee came to power in  1961, his choice of new 

directions in economic policy was affected by international power relations. 

A scarcity of raw m aterials and capital had increased Korea’s dependency 

on foreign funds and created a dependency on foreign technology. As a 

result of its new economic policy, Korea was drawn deeply into the 

international capitalist system.

The Korean economic “m iracle” brought about many changes of 

lifestyle. Specifically, Korean in terest in culture and entertainm ent 

increased during the la tter half of the  1970s, with increased sales of 

television sets as people enjoyed higher incomes. In the 1980s, housewives, 

aided by modern electronic home appliances, including washing m achines 

and vacuum cleaners, had more tim e to spend on leisure activities. Their 

in terest began to shift from doing housekeeping chores to spending spare 

time on themselves. In the latter h a lf of the 1980s, the lifestyle of the Korean



people began to change even more, w ith  more people driving their own cars 

(the so-called “my car” phenomenon) and spending more time outdoors and 

traveling both in the country and overseas, ra ther th an  staying indoors 

watching TV. At the sam e time, Koreans began to be interested in 

W esternized consumer cultural productions (for instance, American style 

pop music, fast food, Disney style them e parks, fashion, sports, beauty 

pageants, and so on). H art (1990) argues tha t

the most obvious sign of m odem  success is the  list of possessions for 

which the middle class of Korea strives. Home-ownership, private 

cars, video-equipment of every description, imported stereos, 

expensive and ostentatious furn iture, W estern liquor, and all other 

m aterial goods th a t are taken to be signs of modern success which 

tell the world th a t the new middle-class worker has achieved an 

individualized victory, (p. 45)

The rise of consumer culture in Korea is clear evidence of the deep impact 

of elements of a modern (or postmodern) consciousness. In general, 

Koreans attem pt to acquire elements of both the ways of the old Confucian 

value (for example, good education being the way to success) and the new 

W estern lifestyle.

This is a study of cultural phenom ena (such as W estern lifestyle) as 

an output of capitalism. More specifically, this study explores how these 

cultural phenomena are brought about, and what the  consequences are for 

the people who experience them. A m ajor concept of th is study is tha t 

consumer culture has become a general phenomenon in the m odem  (or 

postmodern) world. The focus of th is study is the logic of the consumer



culture produced by the capitalist system  via the analysis of Korean 

advertisements. Though this topic will be covered more thoroughly in the 

next chapter, I define consumer culture as a kind of culture in which 

everything is subordinated to consumption. Essentially, consumer cultural 

production identifies happiness w ith m ateria l acquisition and m aterializes 

every aspect of hum an life. Its members have risen up in the world and 

society, not to serve, not to improve morally, but to acquire and possess 

m aterial products as individuals. It is these possessions tha t both separate 

them  from and link them  to the rest of society.

The Purpose of the Studv

Advertising represents both a m arketing  tool and  a cultural artifact. 

In order to understand the cultural aspects of advertising, however, we 

m ust move beyond the surface messages of products and  services for sale to 

explore their deeper, underlying m eanings. In  other words, we must 

search out the cultural stories and mythologies from which advertising’s 

creative people draw  as they solve advertising and m arketing problems. As 

Parenti (1986) has noted, “Advertising is used to promote a consumer 

ideology and to help facilitate the growth of consumer culture. Advertising 

exists not so much to promote goods but to foster a consumptive way of life” 

(p. 63). Consequently, advertising diffuses its cultural meanings through 

the belief systems of a given society. In  th is  sense, advertising is the most 

prolific vehicle for transm itting  W estern consumer culture.

Generally speaking, W estern consum er culture implies the 

Americanization of various aspects (e.g., social, cultural, and economic) of 

developing countries, and this is certainly true in Korea. In the context of



cu ltu ral im peria lism / we can best understand  consumer culture as the 

practices of consumption. These practices involve some signifying practices

‘ The issue of cultural imperialism has emerged from the international 

communication literature. In the context of cultural imperialism, cross-cultural 

comparative methods have been used to suggest that Western societies are sending 
more news and film media to Third World nations than they receive from them. 

That is, the mass media of the United States spread capitalist ideology and thus 
indoctrinate people in Third world nations. In this sense, the issue of cultural flow 

may be divided into three major approaches: (a) cultural diffusions, (b) Neo- 
Mandst, and (c) liberalist.

The first approach, that of cultural diffusions, as reflected in the works of 
Ithel de Sola Pool (1977) and Williams Read (1976), takes the view that cultural 
flow should be free and unrestricted from a laissez-faire point of view. For 

example. Read (1976) claims that the global flow of commercial mass media is a 

result of American merchants’ abilities to sell their media commodities to foreign 

markets. With this approach, the existing pattern of unequal cultural flow can 
then be explained in terms of market forces. Here, the purely economic expansion 
of seeking maximum profits by the United States is the main cause of cultural 
domination at a global level. This free flow of information results in an unbalanced 
one-way flow of culture a t this particular level.

The second approach takes the Neo-Marxist view that the unbalanced flow 

of culture and media merely represents another sophisticated form of imperialism 
under the world capitalist system. In general, this approach focuses on the 
articulation of the cultural sphere to economic relations. Here, cultural 

imperialism, which is well discussed in Schiller (1976), is seen to develop in a world 
system containing a single market. In other words, this approach attempts to 

account for the international mechanism of a world system that brings developing 

countries within the common cultural hegemony of Western imperialism.

Moreover, the logic of cultural imperialism is deeply rooted in dependency theory, 
which asserts that core nations tend to keep periphery nations perpetually 

dependent on core media to maintain a dominant cultural hegemony. In this sense.



(e.g., advertising) but also other practices (e.g., shopping). Thus Janus (1981) 

suggests th a t consumer cu ltu re  does not m erely promote consumption in 

developing countries but also promotes a  W estern ideology which reflects 

the logic and in terests of transnational corporations. In th is sense, W estern 

consumer culture has spread  to Third World countries because of W estern 

commercial pressures.

Advertising is, historically speaking, closely related to political and 

economic power. Advertising itself reflects cultural values and power; tha t 

is, it expresses an ideology. Because advertising is pervasive in everyday life 

in the West, and because it has become so also in Korea, it has become one of 

the most powerful institu tions for the hegemonic process^ toward

the unit of analysis in explaining unequal change is that of a world system, as 
noted by Schiller (1989), who admits that ruling classes comprise an ideologically- 
supportive informational structure based on the modem world system’s core.

The third and final approach, that of liberalist cultural domination, takes a 

middle position between the above two diffusion and Neo-Mandst approaches. 
According to this approach, the American model was initially incorporated into the 

broadcasting systems of Third World nations. Typically, economic and technological 
conditions of most developing countries are not sufficient to produce indigenous 
programming. Consequently, these countries tend to look for less expensive 

programming to fill air time. This was the conclusion of Tunstall’s (1977) and Lee’s 

(1979) separate attempts to seek the main causes of the imbalanced flow of 

programming; that is. United States currently enjoys an advantageous position in 
the combined programming, production, and distribution of media within the 
world’s present broadcasting systems.

 ̂ The term of hegemony is defined as political rule or domination. Marxism 

extended the definition of rule or domination to relations between social classes. 

Gramsci (1971) distinguished between force and consent, two ways in which the



W esternization. Actually, this consum er culture is largely embedded in the 

underlying assum ptions behind advertisem ents, which are considered as a 

"taken-for-granted” reality  by receptive audiences in Korea.

The purpose of this research is to articulate the relationships 

between the cultural forms of advertising in Korea and the underlying 

ideological message. Specifically, th is study in terprets the struc tu re  and 

content of individual advertisem ents. Semiotics is a  method by which 

advertisem ents can be analyzed as complex linguistic and ideological 

structures. This study, therefore, employs a semiotic method as an  

analytical framework.

In general, semiotics comprises the study of underlying m echanisms 

by which signs convey meaning in everyday life. Such a methodology can be 

applied to anything seen as signifying something, as in the case of Korean 

ads. More im portantly, semiotics also focuses on how signs convey 

m eanings w ithin specific contexts. Therefore, semiotics m akes it possible to 

connect the underlying meaning of an  advertisem ent with a culture. In this 

sense, semiotics may be used in a ttem pts to describe, in precise term s, 

exactly how an advertisem ent creates hidden m eanings in its  messages.

ruling class exercises power and maintains social control. The Gramscian notion of 
hegemony critically involves the ruling class’ domination through ideology, 
through the shaping of popular consent. Ideology becomes hegemonic when it is 

widely accepted, bringing people to consent to the institutions, such as the police, 
military, and prisons. He also defined hegemony as a process, saying hegemony is 
not universal and given to continuing the relations of forces favorable to this 
tendency (Williams, 1977, pp. 108-112).



Gebser’s (1985) notion of structures of consciousness provides a 

useful outline of the cultural logic on which people base their experience. In 

other words, structures of consciousness can be regarded as modes of 

awareness through which people in terp ret w hat is going on in the world. 

Because a Gebserian perspective encompasses all understanding, his 

notion of structures of consciousness is a  powerful tool in the explanation of 

the cultural experience. Simply put, advertising (as a cultural experience) 

appeals to magical, mythical and m ental consciousness, and these are  

fundam ental Gebserian structures. Thus, Gebser’s notion of structures of 

consciousness is the basic theoretical construct used in the interpretation of 

Korean ads. In summary, th is study a ttem pts to contribute to the area  of 

investigation using a  semiotic approach on the basis of a Gebserian 

perspective.

Research Questions

In order to achieve the above research objective, it is necessary to 

formulate the following research questions. Basically, this study focuses on 

the meaning of the dom inant ideology in Korean advertising and then 

attem pts to relate it to the issue of colonization.^

RQ 1: How has Korean advertising worked as a “systematically distorted 

communication” in the decision-making process?

 ̂ The issue of colonization is related to the cultural transmission from the Western 

nations to their colonies. Generally, this pattern of world cultural transfer was 

based on the primary fact of economic imperialism and domination and resulting 
dependency between a Western culture and the periphery.



RQ 2: How has W estern consumer culture as a  dom inant ideology 

influenced Korean advertising?

RQ 3: W hat is the m eaning of being a consumer in relation to cultural 

colonization?

Theoretical Foundation

Advertising and Consciousness in a Consum er Society. In general, 

advertising constitutes an in tegral part of m odem  culture. In this light, 

advertising thus becomes significant because individuals depend on it for 

meanings — i.e., as a  source of social information embedded in commodities 

that m ediate interpersonal relations and personal identity. Advertising 

should therefore be conceived of as an  im portant institu tion  in consumer 

society because it produces patterned  systems of m eaning which play a key 

role in social reproduction.

Essentially, the m arketplace should be seen as a cultural system, and 

not ju s t  as a mechanism  for moving commodities. It is cultural symbolism 

and images tha t provide crucial insights into the na tu re  and functions of 

advertising. Leiss, Kline, and Jha lly  (1990) analyze the persuasive form of 

modern advertising em phasizing how cu ltu ral forms of social 

communication create meanings. These m eanings, expressed through 

non-discursive visual imagery, come subtly to shape consciousness and 

behavior by sanctioning some forms of thought and behavior while 

delegitimizing others. For instance, through its images, advertising 

conveys positive presentations of assertive “m asculine” and “feminine” 

behavior and images of well-groomed and well-fashioned men and women. 

Thus, advertising presents images of proper and improper behavior and



role models for men and women alike. In this sense, advertising creates 

fashion (a sense of style) and offers information about how a particular 

commodity should be consumed to generate a specific image.

Advertising thus plays a key role in the transition to a new culture 

where images play a more im portant p a rt than linguistic discourse. While 

verbal imagery is discursive, visual imagery is non-discursive, emotional, 

associative, iconic, and fictive. Consequently, Leiss, Kline, and Jhally  (1990) 

suggest th a t advertising is a form of social communication which promotes 

non-communication, or w hat Haberm as ( 1989) refers to as “systematically 

distorted communication.” These distortions are seen to resu lt from 

techniques which are nonrational, nonlogical, and imagistic, and which 

affect the viewer unconsciously. In effect, advertising promotes “commodity 

fetishism ”'* and a fetishized consciousness.® As Baudrillard (1988a) 

observes.

Everywhere around us today we can witness the fantastic 

consciousness of consumption and affluence, created by the 

m ultiplication of objects, services and m aterial goods. This 

constitutes a  fundam ental m utation in the ecology of the hum an 

species, (p. 29)

Thus, B audrillard em phasizes th a t the proliferation, profusion, and 

excrescence of the commodity-form (both service and m aterial goods) do not

 ̂ Commodity fetishism refers to the process of mystifying material goods of 

consumption by turning use-value (i.e., need) to exchange-value (i.e., a form of 
commodity).



simply represent an alteration in the fabric of society. Commodities are no 

longer ju st objects but become simulated objects (i.e., they become the 

advertising image). In a  consumer society, w hat were once hum an 

relations are now m ediated by the inanim ate (yet anim ated) articulation of 

objects.

As Leiss, Kline, and Jhally  (1990) emphasize, “The m isrepresentation 

about production and consumption in a m arket economy is embodied in 

m aterial objects themselves” (p. 322). The commodity-form is “a un ity  of 

what is revealed and w hat is concealed in the processes of production and 

consumption. Goods reveal or show to our senses their capacities to be 

satisfiers or stim ulators of particular w ants and communicators of 

behavioral codes” (p. 324). Marx announced this social m utation more than  

a century ago, and with the same sense of urgency. W hat Marx (1859/1970) 

described as the “fetishism of the commodity” is precisely the capitalist 

social process, where hum an interactions were replaced by the object’s 

exchanges and circulations. In other words, consumption was a necessary 

counter-moment in the stage of industrial production.

Consumer culture em itted the commodity in an object-advertising 

system, one th a t literally gave voice to the commodity. In  other words, 

advertising incorporates the  understanding of consumer preferences into 

the physical and symbolic characteristics of the product, though the 

elaborated m arketing strategies. But the shift of focus from production to

® A fetishized consciousness refers to the awareness of obtaining wealth, and 

associating products with desire in the superstructual level.

10



reproduction was not simply a  consequence of a linguistic (or theoretical) 

turn: it w as the product of an  intellectual history.

As Fowles (1996) states, advertising imagery constitutes the 

iconography® of consumer culture in the g reater sense. Referring to the 

artistic style th a t Erving Gofhnan (1979) called “commercial realism ” (p. 15) 

and Michael Schudson (1986) labeled “capitalist realism” (p. 210), Roland 

M archand (1985) comments, “Like the paintings and m urals of Socialist 

Realism, the illustrations in American advertising portrayed the ideal and 

aspiration of the system more accurately than  its reality. They dram atized 

the Am erican dream ” (p. xviii).

Communication and Signification. The notion th a t communication 

is prim arily  concerned with m eaning (as well as with the relationship 

between sign and reference) comprises the fundam ental idea of semiotics. 

Leeds-Hurwitz (1993) also suggests th a t culture and communication are 

essential to an understanding of semiotics. The operating principle of 

semiotics is to classify communication patterns in terms of system and 

code, while later subsuming a given code under a designated relationship of 

signification. (Communication is possible without signification but 

signification presupposes communication.) Signification and 

communication are thus considered as two conceptual channels through 

which we can approach the cultural and ideological aspects of advertising.

'' Iconography consists of the smallest unit of sign (or image) in the mass media 
(including TV and computer screens). Iconography has connotative powers beyond 

the visual imagery. Dress-codes, for instance, reflect more than the historical 

period.



As Nôth (1995) states,

Both communication and signification are described as parts of the 

semiotic field in this tradition. The two areas of research are 

discussed as semiotics of communication and of signification. While 

semiotics of communication studies only intentional semiosis, 

semiotics of signification includes processes of observation and 

diagnosis, (p. 172)

The major C artesian assum ption of signification is the content/form 

division. This assum ption has long been a  common obstacle to 

understanding the cultural aspect of advertising, because the dualistic 

dichotomy has led to the development of th e  two-valued cultural dimensions 

(such as high and low context). In other words, this dualistic dichotomy is 

too oversimplified to apply to the specific cultural context. According to 

Descartes, the dualistic substances of m ind and m atter are realities which 

exist on their own (behind the inconstancy and diversity of phenomena), 

where we are able to see them  through our clear and distinct 

consciousness. In  semiotics, a clear and d istinct consciousness 

corresponds to the signification of sign and language, and is believed (in 

Derrida’s terms) to be the process of tran sparen t standing for objects. This 

view of signification thus constitutes the phonocentrism (the voice of being) 

which m istakes mere concepts for substance’ (Kim, 1991).

’ Kim (1991) summarizes the problems of substance (e.g., the facts in positivism) 

as follows: The first problem lies in the fact that substance is not reality, but only 
signified (meaning) created in the signification of signs. Substances, therefore, 

become a fiction projected by non-present signifiera. In other words, substances

12



More specifically, as Saussure (1959) explained, language is a 

phenomenon of s tru c tu ra l relations and  difference, as is also true  of the 

phenomenon of communication. M eaning is created both diachronically 

and synchronically by the  structural mechanism. In Saussure’s view, 

language is a  m echanism  tha t determ ines how we decide w hat constitutes 

an object in the first place. Language does not name an already organized 

and coherent reality; ra ther, the role of language is powerful in 

constructing reality. W hen Saussure (1959) insisted th a t the relation 

between a word and its  meaning is constructed, he directed us to the 

cultural and social dimensions of language. Therefore, the way in which 

language generates m eaning is im portant.

are constructed both by the confusion of concepts with objects and by illusion. 
Consequently, due to the fictitious character of substance, culture then becomes 
the metaphysics of presence (i.e., logocentrism).

Second, the substantialists cannot escape from an oppositional view of the 

world, because the world itself is considered as being composed of binary sets of 
substance (e.g., good and bad). In binary opposition, however, antonyms alone can 
be found. Derrida (1967/1976) argued that all oppositions are really forms of 
logocentrism, which Barthes (1983) has defined as the ideological mechanisms of 
normalization and control of language. Thus, such oppositions are never true 

opposition. In this context, Sarup (1989) regards logocentrism as “a belief in some 

ultimate word, presence, essence, truth or reality which will act as the foundation 

of all our thought, language and experience” (p. 40).
Finally, if we stick to substances, we are ultimately unable to capture the 

dynamics of signification and communication which create and produce power.

They are regarded as the mechanistic process of representing existing substance. 

We are then subjected to this “transcendental signified” (Derrida, 1981, pp. 19-20), 

with alienation being the final result of the Cartesian metaphysics of presence.



The Nietzschean understanding  of language becomes a dom ain in 

which human reality is constructed. Knowledge is more than  cognitive 

process and relations between knower and tha t which is destined to be 

known. It is language itself th a t creates knowledge by virtue of the 

topological structure of hum an reality . Language does not express 

thoughts. Both hum an beings them selves and their relations of power are 

understood within the textual perspective as linguistic entities.

This brings us to the discussion of language and  Nihilism. The 

deconstruction of substance is one alternative to a C artesian paradigm. 

Deconstruction (a term  borrowed from Derrida) explains a given culture as 

based on an onto-theological presence. Saussure and Derrida, however, 

have replaced presence w ith a formal relation of differences in language.

In this light, deconstructionism ignores the dynamics of communication 

th a t both produce and reproduce deep level signifieds. For Derrida 

(1967/1976), signification does not stand  for presence, but rather for the  

“freeplay of differences.”

In the postmodern view of culture, meaning is encapsulated in  an 

immense post-Suassurean world of self-referencing signifiers. These 

signifiers m ake sense only because they define some difference w ith other 

signifiers. Gottdiener (1995) suggests th a t “meaning is not produced 

through the freeplay of signifiers alone. Rather, signification is constrained 

by the forces of power in society, or w hat the early B arthes referred to as the 

logotechniques of symbolic control” (p. 30). According to Baudrillard (1988a), 

signifieds no longer exist. Today, the signifiers them selves are solely 

created by differences w ithin the system  of signification, while deep level
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signifieds have disappeared altogether. Moreover, in postmodern society, 

representational space (i.e., a  picture draw n of an object by hand) has 

moved into sim ulated space (i.e., an image reproduced by a photocopier).® 

Baudrillard (1990a) claims th a t “simulation® neutralizes the poles (e.g., 

referent/sign) th a t organize perspectival space of the real” (p. 155).

Outline of the Studv

This dissertation consists of seven chapters, including the 

introductory chapter. The overall form of this study may be divided into two 

sections: The first section deals w ith the theoretical issue and its related

** For Jameson (1984), Western subjectivity has become wedged between a past 
which has abandoned it and a non-existent, since one of the features of postmodern 
hyperspace is that we are already living a mirage of its possibilities. The first world 
subject, Jameson believes, can experience either a profound pain and anxiety, or 

an exhilaration in its disconnection from history. It is a Lacanian world, where 
signifiers are severed from their signifieds, inducing in the once-centered first- 
world subject a sense that all meanings have been set free, along with a kind of 
cultural amnesia. As Jameson expresses it.

This latest mutation in space — postmodern hyperspace — has finally 

succeeded in transcending the individual human body to locate itself, to 
arrange its immediate surroundings perceptually, and cognitively to map its 
position in an external world, (p. 83)

This postmodern hyperspace is a world where all perceptual space is cluttered by 
the rationality of technology and by perpetual images of the simulacrum, where 
happiness is euphoric and dependent upon a schizophrenic affect constantly 

cracking in the shadows of what must be considered the postmodern sublime. For 

Jameson (1984), the horror of what we now face is “the limits of figuration and the 

incapacity of the human mind to give representation to such enormous forces” (p. 
77).
■' See Footnote 4, Chapter 2, p. 41.



methodological principles, while the second section involves application of 

the above theoretical argum ents to the analysis of specific Korean ads. The 

following is a brief outline of the present study.

The second chapter introduces the lite ra tu re  th a t discusses 

advertising as a consumer culture. This chapter closely examines some of 

these contributions while arguing th a t studies of this n a tu re  should be 

developed within the framework of critical studies of m ass communication. 

To this end, the literature of advertising as a consumer culture is organized 

into such categories as the F rankfurt school, cultural studies, 

structuralism , political economy, and postmodernism.

The third chapter examines a brief history of advertising in Korea, 

the role of transnational advertising agencies in Korea, and the major 

studies of Korean advertising.

The fourth chapter deals with the basic principles of semiotics as a 

method. Semiotics provides us with methods of analyzing texts in cultures. 

In particular, semiotics provides us with more refined ways of in terpreting 

the messages of advertisem ents. This chapter explains th a t semiotics 

represents a useful tool for describing how advertising first produces 

m eaning and then creates hidden structure.

The fifth chapter examines the m eaning of advertising by applying 

Gebser’s theory of “plus m utation” and structures of consciousness.

Gebser’s notion of structures of consciousness is the theoretical base for 

this study. According to Gebser (1985), five structures of consciousness 

exist: (a) archaic, (b) magic-vital, (c) mythical, (d) m ental-rational, and (e) 

integral. This chapter tries to explain variations in the different
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consciousness structures sim ultaneously a t  work in the texts of K orean 

advertising.

The six th  chapter applies the ideas developed in the preceding 

chapters to analyze advertisem ents encountered in Korean m ass media, 

including television and m agazines ads. This chapter attem pts to use the 

semiotic approach to analyze the  Korean ads from a Gebserian perspective. 

This chapter can be broken down into three basic parts. The first p a rt 

analyzes English expressions in Korean ads using Gebserian and 

postmodernism perspectives. The second p a rt explores the jean  cu ltu re  as a 

W estern consum er ideology in relation to the  issue of cultural colonization. 

The final p a rt interprets the m eaning of being a consumer as revealed in 

Korean ads for Nike.

The final chapter provides a general summary and conclusion. This 

chapter also deals with lim itations of the study  and provides suggestions for 

fu rther research.
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CHAPTER TWO

LITERATURE REVIEW

M eta-Theoretical Framework:

Critical Perspective in Communication S tudies

This section aims to help clarify th e  major argum ents about the 

concept of consum er culture. Much comm unication research  has borrowed 

from other social sciences. The term  critical perspective refers to a set of 

interdisciplinary approaches th a t draw upon fields as diverse as sociology, 

economics, semiotics, political philosophy, literary  studies, psychology, and 

history. In th is sense, a critical perspective comprises a  variety of 

approaches w ith differing focus of a tten tion , such as the  Frankfurt School, 

cultural studies, structuralism , and political-economy approaches 

(Gamham, 1979; Hall, 1980; Curran et al., 1982; Meehan, 1986; Stevenson, 

1995; Mosco, 1996). In addition, postmodernism, which has been considered 

a critical perspective, is also discussed. A critical perspective provides a  

m eta-theoretical framework for this review of literature about advertising 

as a consumer culture.

Basically, a  critical perspective is in itially  formed by 

m ultidisciplinary research and then combined with an a ttem pt to construct 

a systematic, comprehensive social theory th a t can confront the key social 

and political problems to be addressed. T h a t is, it provides a critique of and 

alternatives to traditional social theory, philosophy, and science. A critical
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perspective is both a  social theory which aims to describe and critique the 

current form of social organization and an  historical theory concerned with 

socio-historical change and development. Although several varieties of 

critical theory exist, Littlejohn (1992) presents a  sum m ary of the essential 

characteristics of a  critical perspective:

Critical social scientists believe it necessary to understand  the lived 

experience of real people in context. . . . Critical approaches examine 

social conditions in an attem pt to bring often hidden structures to 

light. . . . [Also,] critical social science makes a conscious attem pt to 

fuse theory and action, (p. 238)

A critical perspective, thus, is a  point of view from which all aspects of 

contemporary forms of communication are observed, in terpreted , and 

critiqued. It is an  historical perspective from which communication 

phenomena are examined a t the point of th e ir insertion into the  social order 

and in connection w ith ideological, cultural, economic, and  social factors, 

w ith an emphasis on relations of power.

The current rise of critical perspectives in social science represents, 

in part, a reaction against functional and positivistic models of society. 

Positivists sought to explain social institutions in terms of the ir cohesive 

functions within an  inter-connected socio-cultural system. Positivism did 

not, however, account for social conflict; critical perspectives, on the other 

hand, offer useful insights into various contradictions and sources of 

conflict within society. In this sense, critical perspectives are primarily 

based on the work of Marx and Engels (1888), who challenged the  dominant 

order of society. For example, in the “Communist Manifesto,” Marx and
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Engels (1888) interpreted the rise of industrial capitalism  and the  

bourgeoisie as a  revolutionary force th a t dram atically swept aw ay the 

rem nants of the old feudal order. They pointed out th a t the m eans of 

production in  a society determines the very natu re  of th a t society. Until 

recently, M arxism  has served as the theoretical foundation of all critical 

perspectives. (For a brief description of a variety of current theoretical 

developments see Appendix A.)

Advertising as a Consumer C ulture

Recent studies of advertising have begun to develop a more adequate 

critical approach. The lite ra tu re  on advertising as a consumer culture 

within a critical studies approach, however, has traditionally been in the 

domain of such fields as cultural studies, semiotics and structuralism , 

political economy, and postmodernism. This section examines some of 

these contributions while arguing th a t the study of advertising as a 

consumer culture should be developed w ithin the framework of critical 

studies of m ass communication. In addition, th is section also deals w ith 

how the recent literature on advertising provides useful contributions to 

this task.

Several studies have explored how advertising and the m ass m edia 

have contributed to the development and reproduction of an undemocratic 

social order by concentrating enormous economic and cultural power in the 

hands of a  few corporations and individuals. To th is end, several recent 

works on advertising take an explicitly critical sociological orientation 

toward advertising as a means of reproducing the existing capitalist society 

(Leiss et al., 1990; M attelart, 1991; Schudson, 1986). These writers argue that
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not only does advertising carry out crucial economic functions in managing 

consumer dem and and in aiding capital accumulation, it also helps 

produce the sort of ideological ambiance required by consumer society. 

Moreover, some of th is lite ra tu re  supplies illum inating background on the 

history of advertising and consumer society, as well as providing 

sociological analysis, cultural and ideological critique, and political 

proposals to regulate or curtail advertising in contemporary capitalist 

societies.

The F rankfu rt School. Advertising as a  producer of consum er 

culture was a prim ary focus of a  group of th inkers known as the  Frankfurt 

School. They developed one of the  first systematic critical perspectives on 

advertising, fashion, and the consum er society. Horkheimer and Adorno 

(1944/1972) analyzed the way th a t mass culture and communication 

produce consumers for the “culture industries.” They argued th a t the same 

commodity logic and instrum ental rationality m anifest in the  sphere of 

production is noticeable in the sphere of consumption. Their experiences in 

Europe during the rise of Nazism sensitized them  to the danger th a t the 

m anipulative techniques of advertising and propaganda in th e  consumer 

society could be used to usher in some version of fascism in the  political 

sphere (Kellner, 1990b). Marcuse (1964) also argued tha t consum er culture 

produced “false needs” th a t induced individuals to buy into a  consumer life

style.

In discussing the  culture industry’s contribution to th e  reproduction 

of monopoly capitalism , Adomo and Horkheimer (1944/1972) gave special 

attention to advertising as a form of consumer culture. They claimed that
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the trium ph of advertising was th a t “consumers feel compelled to buy and 

use its products even though they see through them ” (pp. 159-160). 

Originally, advertising performed the  social service of informing the  buyer 

about the market. Later, however, the  enormous costs of advertising made 

competition for m arkets impossible and guaranteed the holding of power in 

the same hands. In other words, th e  victory of advertising was so complete 

th a t advertising was not necessary for people to get to know the goods. For 

example, brandnam e pharm aceuticals are more expensive than the 

generic equivalent because the branded products spen t a great deal of 

money on advertising. Thus, the branded drugs are  often grossly 

overpriced, and advertising for them  makes m isleading claims about their 

effectiveness over drugs lacking tradem arks. Basically, there is not any 

difference between the brandnam e and generic pharm aceuticals. From this 

perspective, advertising exists to m ain tain  industrial power and to 

subsidize ideological media. Consequently, according to Adorno and 

Horkheimer (1972), advertising became a symbol of power: “advertising for 

its own sake [is] a pure representation of social power” (p. 161).

According to Haberm as (1989), the invasion of the public sphere by 

the techniques of advertising has taken  liberal democracy from a form of 

publicity which appeals to the use of reason to another form which resorts 

to emotion, manipulation, and irrationality . In th is process, capital was 

eventually able to colonize the public sphere and to replace a public of 

rational citizens who discussed political and social affairs of common 

in terest with “atomized” consumers who passively viewed the spectacles of 

mass culture in the privatized spaces of their homes.
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Haug (1986) continues the German tradition pioneered by the 

F rankfurt School by examining advertising as a  key element w ithin 

capitalist dynamics and social structure. As Haug (1986) explains, his task 

“was to derive the phenomena of commodity aesthetics from th e ir economic 

basis and to develop and present them  within their system atic connections” 

(p. 8). In an effort to expand Marx’s critique of capitalism, H aug develops 

M arx’s concept of “secondary exploitation,” showing how citizens of 

contemporary capitalism  are not only exploited in the production process, 

but are also exploited in the process of consumption.

Specifically, Haug (1986) argues th a t advertisers have aestheticized 

commodities so th a t these objects themselves now stim ulate desire. The 

“commodity aesthetics” shapes the values, perceptions, and consum er 

behavior of individuals in contemporary capitalist societies. He defines 

“commodity aesthetics” as “a complex which springs from the commodity 

form of the products and which is functionally determined by exchange- 

value” (p. 7). This shaping integrates such commodities into the  lifestyles of 

consumer culture. Consequently, the concept of commodity aesthetics 

emerges within “the problem of realization” (i.e., capital accumulation, the 

realization of surplus value) and the tension between “use-value” and 

“exchange-value.” In addition, the concept also describes the ways tha t 

aesthetics are integrated into the overall production, distribution, and 

m arketing of commodities. Specifically, commodity aesthetics refers to “a 

beauty developed in the service of the realization of exchange value, whereby 

commodities are designed to stim ulate in the onlooker the desire to possess 

and the impulse to buy” (Haug, 1986, p. 8). In other words, commodity
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aesthetics employs aesthetics to sell products and to sell consumer culture. 

H aug suggests th a t advertisers have learned to exploit hum an sexuality, 

through the ir use of design in objects and advertising, to keep the consumer 

culture operating. In general, commodity aesthetics involves the promise of 

happiness engineered by advertisers through the consumption of images 

appealing to hum an needs and sensuality.

Haug ( 1986) emphasizes the importance of both image and 

appearance in contemporary society, and reveals how they are connected to 

the capitalist political economy. Hang’s critique, thus, is grounded in an 

analysis of the ways that the capitalist economy uses advertising to 

maximize profit. This focus on the fundam ental processes of capitalist 

production distinguishes his work from such analyses as Vance P ackard’s 

H idden Persuaders (1957), a book th a t criticizes mere “appearances” and 

“techniques” of advertising when they obscure their relation to norm al 

capitalism . A gainst such general critiques which associate advertising 

w ith m anipulation (as well as the production of false consciousness), Haug 

claims th a t “m anipulation could only be effective if it somehow latched on to 

the objective in terests of those being m anipulated” (p. 6). Advertising itself, 

he argues, creates these objective interests. Indeed, Haug attem pts to 

dem onstrate the  ways in which advertising distorts inherent needs for 

sensual gratification, human interaction, and a sense of self-worth by 

evoking dubious role/gender models, anxieties, and fantasies. The m ajor 

strength  of H ang’s analysis of advertising viewed within the process of 

capitalist society lies in its wealth of concrete detail concerning how 

advertising actually operates as a m anufacturer of fantasies.
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Cultural s tud ies . Various European and American cultural 

theorists saw the emergence of consumer society as a d istan t form of 

contemporary capitalism . They saw th a t such entities as m ass culture, 

advertising, bureaucracy, and the m echanization of labor were providing 

new forms of social control.

Ewen (1976), in  Captains of Consciousness: Advertising and the 

Social Roots of the Consum er Culture, describes the role of advertising 

plays in consumer society. Ewen views advertising as p a rt of a conscious 

plan to buy off resistance to capitalism in the 1920s and to create a docile 

social order beyond the workplace. He criticizes in detail the political 

ideology of consumption, while also analyzing the changing modes of the 

family in  this century.

Consumerism was a world view, a philosophy of life. But it was not a 

world view which functioned purely in the economic realm  -- selling 

of goods. While it served to stim ulate consumption among those who 

had the wherew ithal and desire to consume, it also tried to provide a 

conception of the good life for those who did not; it aimed at those who 

were despairing of the possibility of well-being in their immediate 

industrial environment, (pp. 108-109)

Consumption is promoted by advertising as a vehicle for achieving both a 

higher standard of living and happiness itself. In  other words, 

consumption is no longer ju s t a  means to life, bu t a m eaning for life.*

‘ In recent years, Ewen’s pioneering work has been criticized on many grounds. 

Michael Schudson (1986), for instance, provides three substantial critiques of 

Ewen: First, Ewen’s evidence does not support his claim that the captains of
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Raymond Williams (1980), in his well-known essay, “Advertising: the 

Magic System,” observed that one m ight begin a history of advertising at a 

very early period:

It is customary to begin even the  shortest account of the history of 

advertising by recalling the th ree  thousand year old papyrus from 

Thebes, offering a rew ard for a runaw ay, slave, and to go on to such 

recollections as the crier in the stree ts  of Athens, the paintings of 

gladiators, w ith sentences urging attendance at the ir combats, in 

ruined Pompeii, and the flybills on the pillars of the Forum in Rome, 

(p. 170)

One would begin this way, however, only if one accepted the view that 

advertising is simply “the processes of tak ing  or giving notice of 

something.” Williams, in contrast, argues th a t the task of the  historian of 

advertising lies in tracing the development of the a rt of advertising

from processes of specific a tten tion  and information to an 

institutionalized system of commercial information and persuasion; 

to relate this to changes in society and in the economy; and to trace

consciousness were businessmen who strove to orchestrate the capitalist system 
around their own interests. Second, Schudson argues that ads for consumer goods 

were unlikely to be read by the working class, which capitalists supposedly were 

trying to control. Third, recent research has shown that the working class did not 
share in the prosperity of the 1920s. Schudson reasons that this would have led 
workers either to work harder (in an attempt to attain middle-class affluence) or to 

engage in political activism (as a result of their inherent frustration).
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changes in m ethod in the context of changing organizations and 

intentions, (p. 170)

W illiams’ highly critical and, in the context of his o ther works, 

somewhat surprising  perspective on advertising as an  institu tion , is 

frequently quoted in scholarly studies of advertising as an  archetypal 

example of the critical perspective. While Williams certainly was one of the 

most articulate (and prolific) scholars of the cultural studies perspective, 

his prescription for a history of advertising nevertheless has a much more 

general value, in th a t it calls for an integration of analyses of advertising 

content w ith historical and social analysis.

In his own analysis of advertising, Williams chose to focus on the 

period ju s t before the industrial revolution to the present. This time period 

is especially relevant as it represents the transitional period from pre

industrial social form ations to mass consumption capitalism  in Great 

Britain. This transitional period also m arks the period of the  most dram atic 

changes in advertising content. Because Korea now resides in the later 

stages of transform ing itself into a mass consuming, post-industrial 

capitalist economy, th is period is also relevant to the present study.

In general, advertising before the tw entieth century rem ained local, 

and more oriented tow ards providing information or draw ing attention 

th an  towards actually  persuading consumers to buy products. In  England, 

for example, W illiams (1980) traces the first organized attem pts at 

advertising to the seventeenth century, when newspapers first appeared on 

the scene. Most of these early advertisements appeared in the form of w hat
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we now would call “classified ads.” In some advertisem ents, however, 

endorsem ents by physicians or other respected public figures began 

appearing in the middle of the seventeenth century. These first promotional 

activities typically oriented themselves towards the selling of medicines, 

such as occurred in the case of a brand of toothpaste advertised as a  

preventive for toothaches.

Williams (1980) recognizes advertising as a major form of m odern 

social communication, which has become involved w ith the inculcation of 

social and personal values. He notes tha t m odem  capitalism  pro\ndes social 

and personal m eaning through the consumption of goods and he believes 

th a t social significance is conferred on goods by advertising. Culture is tha t 

dimension of social activity providing for w hat Williams called a s truc tu re  

of feeling. This concept of the structure of feeling therefore represented a 

mechanism th a t made recognizable and allowed a reflection upon a 

group’s cultural identity and its collective consciousness. W illiamson (1978) 

also reads the natu re  of advertising as a consumer culture in the sam e 

way: Advertising “has a function, which is to sell things to us. But is has 

another function, which I believe in many ways replaces th a t traditionally  

fulfilled by a rt  or religion. It creates structures of m eaning” (pp. 11-12).

Similarly, m any recent studies of advertising as a  consumer culture 

require the conceptualizing of advertising as part of the contemporary form 

of capitalist society. Aspects of historical perspectives on advertising w ithin 

the context of capitalism  may be found within the field of cultural studies 

(Ewen, 1976, 1988; Ewen & Ewen 1982; Fox & Lears, 1983; Lears, 1983; Leiss et 

al., 1990). Ewen (1976), for example, traces the origins of advertising in  the
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first decades of the tw entieth century  to an a ttem pt to manage consumer 

demand and better m eet the exigencies of mass production. Individuals had 

to be taught to purchase goods which they had formerly produced 

themselves, and th a t it was m orally acceptable to pursue gratification and 

pleasure through consumption.

Specifically, Ewen (1976) argues th a t in the current state of 

advertising consumerism no longer represents a  changing, capitalist social 

order; instead it has become an idiom of daily life w ith a  matter-of-fact 

sta tus within American culture. For instance, Ewen and Ewen (1982) trace 

the emergence of the consumer society through the  rise of mass images 

and new advertising, fashion, and  enterta inm ent industries. They explore 

some of the ways in  which desire was channeled into consumption (and 

later into further desire) for ever-new and ever-more consumer goods. In 

this sense, the mass m edia and popular culture play a role in providing a 

context within which advertising and promotional images can circulate. 

These promotional images are seen  to have created a vision of America 

which drew im m igrants to the prom ised land in the early years of this 

century.

Following this line of inquiry. Fox and Lears (1983) examine how 

capitalism develops a culture appropriate for a society organized around 

the principle of profit maxim ization via the production and consumption of 

commodities. Drawing on the work of historians, they describe how facets of 

the cultural sphere, including advertising, go through the historical 

process of commodification. Mosco (1996) defines commodification as “the 

process of turning use values into exchange values, of transforming
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products whose value is determ ined by their ability to meet individual and 

social needs into products whose value is set by w hat they can bring in the 

m arketplace” (pp. 143-144). These commodified facets of the cultural sphere 

then become struc tu red  to form the consumer culture which is “an ethic, a 

standard of living and a power structure” that ultim ately provide a  “set of 

sanctions for the elite control of th a t society” (Fox & Lears, 1983, p. xii). In 

summary. Fox and  Lears (1983) describe how “consumption became a 

cultural ideal, a hegemonic way of seeing in tw entieth-century America” (p. 

x). Berman (1981) also suggests th a t advertising m irrors an idealized way of 

life in tw entieth-century  America.

Lears (1983) argues th a t capitalism  eroded the symbolic structures 

outside the self and  th a t the ideal of individualism acquired a  new 

therapeutic ethos — “An ethos characterized by an  almost obsessive concern 

with psychic and physical health  defined in sweeping term s” (p. 4).

National advertising, by presenting sensually appealing im ages of 

commodities comm unicated the promise of self-realization through 

commodity consum ption and propelled the transform ation to a  culture of 

consumption and a new form of capitalist hegemony. Lears (1983) asserts 

that “a web of connections joined national advertising, the therapeutic 

ethos, and the forms of mass entertainm ent” (p. 28). A major contribution of 

his analysis, as H arm s and Kellner (1991) noted, lies in the documentation 

of how the therapeutic  ethos linked advertising and commodity 

consumption to a  concern with identity and image.

In surveying th is literature, it should be noted tha t Schudson (1986) 

claims that advertising cannot be proven to be a major force in creating a
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consumer cu lture; instead, m odem  advertising and consumer culture are 

themselves products of changes in a larger set of social events:

Tw entieth-century advertising and tw entieth-century consumer 

culture have roots in the  changing nature of the m arket in the late 

n ineteenth  century which developed along w ith  changes in  modes of 

transporta tion  and communication, urban growth, and a cultural 

climate for and social fact of social and geographic mobility, (p. 176) 

Nevertheless, based on the m ajor studies into the origins of tw entieth  

century consum er culture, it appears th a t advertising has emerged as a 

crucial part of advanced capitalism  (Ewen, 1976, 1988; Parenti, 1986). Most of 

these studies agree tha t advertising is used to promote consumer ideology 

and to help create  a consumer culture.

S tru c tu ra lism . The assum ptions of structuralism  insist th a t 

everything in  culture is struc tu red  and surface understandings are 

possible only because of the structured  nature  of cu ltural phenomena. 

Applying th is principle, Williamson (1978) claims th a t  the structures of 

advertisem ents explain the ideological effects tha t advertising has upon the 

minds of its viewers a t the unconscious level. As Fiske ( 1987) asserts, at the 

base of structcturalism  lies the notion th a t reality can be made sense of only 

through language or other highly structured cultural meaning systems.

To uncover this taken-fbr-granted reality, semiotics, one of the 

structural approaches, offers helpful methodological guidelines. Generally 

speaking, semiotics is the study of how signs create meaning w ithin 

everyday life. Not all signwork is, however, immediate and visible. In fact, 

making semiotic work visible in term s of everyday objects requires an
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articulation of close, cultural descriptions using the tools of semiotics. Such 

articulation should serve to clarify the polysémie n a tu re  of communication. 

Numerous critical analyses of advertising employing semiotics — such as 

Goffman’s G ender Advertisem ents (1979), Williamson’s Decoding 

Advertisements: Ideology and M eaning in  Advertising (1978), and 

Leymore’s Hidden Mvth (1975) — have examined the structure of 

advertisements for their ideological impact. Such studies attem pt to 

articulate the underlying structure th a t explains how advertising 

persuades or m anipulates consumers.

Leymore (1975) identifies the structuralist m ethod almost exclusively 

with Lévi-Strauss and his analysis of m yth. Following this type of analysis, 

she goes on to develop the view th a t the m eaning of advertisem ents and 

their effectiveness as a means of persuasion can be understood by tracing 

their superficial system of appearances down to a deep structure of 

underlying rules. In particular, she seeks to classify the surface 

manifestations of advertisem ents into a system of binary  oppositions, for it 

is a t this level th a t the message is registered in the consumer’s mind.

Williamson (1978) provides a basis for ideological analysis of the 

m anner in which the audience derives m eaning from commercial 

messages through analyzing over a hundred examples. She also offers a 

critical understanding of consumer culture, and of the  role of women in the 

ideological configurations th a t sustain it. Williamson takes the position that 

the articulation of selfi'society is m ediated by consumer imagery. She 

argues that m eaning is created through the  audience, ra ther than 

meaning being directed a t audiences. W illiamson notes tha t the
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transference of meaning from one sign to another is very rarely made 

explicit in m odem  advertising by the  content of the advertisem ent itself. As 

an example, the m eaning of “Catherine Deneuve” (herself a sign meaning 

French chic) is transferred to the product. This transfer of significance is 

not completed within the ad: nowhere is it sta ted  th a t “Chanel No. 5” is like 

“Catherine Deneuve”; we m ust m ake the connection ourselves (Williamson, 

1978, pp. 25-26). This m eaning does not exist until we complete the transfer. 

Consequently, the actual transference requires the active participation of 

the viewer.

According to Williamson (1978), the advertisem ent alone does not 

m anipulate the audience, but merely invites their participation in the 

personal construction of meaning. The advertisem ent invites us to make 

th a t transfer of meaning to the commodity itself. For this to be 

accomplished, we m ust already know w hat the sign stands for, as well as 

w hat it m eans in everyday life. These system s of meaning from which we 

draw the tools to complete the transfer are referred to by Williamson as 

referent systems. Chapm an and Egger (1983) consider the referent system 

as a general theme resu lting  from the collective meanings of the various 

signifiers. This referent system constitutes the body of knowledge from 

which both advertisers and  audiences draw  their m aterials. The mass 

media consequently play an  im portant role as mediator. For the audience 

properly to “decode” the message (transfer meaning), advertisers must 

draw their m aterials from the social knowledge of the audience and then 

transform th is m aterial into messages (“encode”). Finally, the advertisers 

m ust also, while shaping the  content, develop appropriate formats in order
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for the process of communication from one audience to another to be 

completed (Hall, 1980). Hall (1980) claims th a t producers of cultural 

products encode meanings into specific texts th a t support and estab lish  the 

dom inant ideology. In the case of advertising, the audience accepts the 

preferred meaning of such a m essage as “buy this product.”

Goffman (1979) discusses sim ilar issues, although he does not frame 

them  in the same way. Instead, he asks another question: Why do m ost 

advertisements not look strange to us? Goffman believes that, when looked 

a t carefully, they are very strange creations, particularly with regard  to 

their portrayals of gender relations. He dem onstrates that, in 

advertisem ents, men tend to take on the roles of parents, while women are 

trea ted  largely as children, which leads to the question, if grown women are 

largely treated as children in advertisem ents, why does this not look 

strange to us? The answer lies in the fact tha t, during our daily 

interactions, we are constantly defining w hat it means to be m ale and 

female in this particular society. Through the way we dress, the way we 

behave, and the structure of our interactions, in displaying such th ings as 

body posture and ceremonial activities (opening doors, giving up seats, and 

so on), we are communicating ideas about gender through culturally  

conventionalized routines of behavior. These displays, or rituals of gender 

behavior, help us to interpret social reality, and thus provide guides to 

perception.

Advertising borrows heavily from these conventionalized portrayals 

of gender, and this is the reason why, according to Goffman (1979), m ost 

advertisem ents do not look strange to us, since they are an extrem ely
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concentrated reflection of one aspect of our social lives -  the realm  of 

gender displays. T h a t is, advertisem ents do no t necessarily portray actual 

men and women b u t represent the ways we th in k  they behave. Advertisers 

largely do not create the images they depict ou t of nothing but draw  upon 

the same corpus of displays th a t we all use to m ake sense of social life.

Leiss, Kline, and Jhally (1990) also exam ine the structure and content 

of advertisem ents and  their social and cu ltu ral impact through the use of 

semiotics (or semiology). Their study reveals th a t  advertisers utilize 

different codes and strategies to appeal to different audiences and genders. 

For example, “beau ty ,” “family relations,” and  “romance” represent codes 

used to address fem ale audiences, while “ruggedness” and “fratern ity” 

represent codes used to address m ale audiences. Thus, structuralism , and 

in particular semiotic analysis, has been used to define various 

formulations of a theory  of ideology in advertising.

Political Economv. The political economy approach began w ith the 

production side of the  communication process by examining the 

infrastructural and ideological power within the media industry. Jhally  

(1987) and Leiss, Kline, and Jhally  (1990) address the problem of linking 

m edia analysis to political economy theory and  attem pt to explain how 

advertising and m ass communications exercise their power in 

contemporary capitalist society. More specifically, Leiss, Kline, and Jhally  

( 1990) provide insights into how commodities m ediate social relations by 

focusing attention on the cultural impact of advertising. The authors 

describe the origins of the consumer culture and  the transition from 

industrial to consumer society. They discuss how, during this process.
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m ass media and advertising agencies have evolved hand-in-hand into the 

modern advertising industry, which constitutes a central institu tion of the 

m arket economy. The notion of commodification is useful in  explaining th is 

transform ation. From the political economy perspective, the idea of 

commodification implies th a t anything can be subjected to the capitalist 

mechanisms of production and consumption.

According to Leiss, Kline, and Jhally  (1990), individuals define 

themselves in the consumer society as consumers to gain fundam ental 

modes of gratification (such as happiness and pleasure) from consumption. 

Hence, m arketers and advertisers generate systems of m eaning, prestige, 

and identity by associating their products w ith certain life-styles, symbolic 

values, and pleasures. For instance, advertisers create a  param ount 

atm osphere in the ir ads to associate products w ith prestigious images. In 

the consumer society, commodities are im portant adjuncts to interpersonal 

relations because they communicate social information to others. Lee (1993) 

also argues th a t one of the most significant developments in the commodity- 

form over recent years is the transition in production from m aterial to 

experiential commodities.

M arxist scholars generally agree th a t advertising constitutes the 

“principal weapon” in capitalist efforts to stim ulate dem and. Bar an and 

Sweezy (1966) argue that only in monopoly capitalism does too much 

production become an economic problem: In  a rational, socialist system, too 

much production in  one realm  would simply m ean th a t productive forces 

would be reorganized to m eet another need, or th a t prices would be lowered 

to allow more consumers to purchase the overabundant products. In
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capitalism, however, the overproduction of goods th a t people do not 

consume is a crisis. This is because without consumption, no profits (and 

no further investm ents for th a t m atter) would be realized in production 

which, ultimately, would lead to a  stagnant economy. To offset th is effect, 

advertising ensures th a t overproduction will not meet w ith the kinds of 

ruinous parsimony th a t could destroy a m arket economy. Thus, from this 

perspective, for capitalism  to exist a t all, advertising first m ust create a 

given demand.

Simply put, advertising’s prim ary concern is selling things. As seen 

in the above-mentioned changes in the form of advertisem ents over the last 

hundred years, m arketing stra tegies have evolved to a stage in which 

selling things requires th a t advertisem ents continuously construct and 

reconstruct the relationship betw een people and these things. For Jhally 

(1987), this is an extremely im portant social function; he argues th a t the 

relationship between people and things is not a “superficial or optional 

feature of life” but rather, through “objectification,” is the process by which 

we “objectify ourselves and our lives in the m ateriality of the concrete 

world.” This activity by which we take things th a t are outside of us and 

make them into a part of our daily existence “lies a t the basis of w hat we 

can call a distinctive hum an experience, the mediation of hum an needs 

through objects” (p. 2). Jhally  regards advertising as the prim ary discourse 

mediating the relationship betw een people and things in capitalist societies. 

In this sense, advertising thus exerts a tremendous power in its potential to 

shape the very core of hum an experience.

37



More generally, Williams (1980) argues th a t modem capitalism  

provides “social and personal m eanings” through the consumption of goods 

“which in a  different cultural p a tte rn  might be more directly available” fp. 

185). On this point, Jhally  (1987) seems to be in agreem ent w ith Williams 

(1980), who sees th is awesome and awful advertising potential as a sure 

sign of impending social failure. Although compelling, W illiam s’ critique 

does not, however, offer much in the way of a “blueprint” for an analysis of a 

specific phenomenon such as the worldwide consumption of commodities.

Jhally finds useful the notion of fetishism advanced by M arx 

(1906/1976):

The commodity-form . . . [has] absolutely no connection w ith the 

physical na tu re  of the commodity and the  m aterial relations arising 

out of this. I t is nothing but the definite social relation between men 

which assum es here, for them , the fantastic form of a relation 

between things. . . .  I call th is the fetishism which attaches itself to 

the products of labor as soon as they are produced as commodities, 

and therefore inseparable from the production of commodities.

(p. 165)

Jhally (1987) takes as his starting  point the analysis of the commodity in 

M arx’s Capital (1906) while applying the categories of exchange value, use 

value, surplus value, and commodity fetishism to studies of advertising. He 

attem pts to dem onstrate how traditional M arxian economic categories and 

analyses can be used productively to analyze advertising, and how these 

analyses can be combined w ith semiological analyses of codes and the 

production of meaning.
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Essentially, Jhally  (1987) tries to bring concerns for both production 

and consumption into an  innovative and insightful rethinking of 

advertising. His prim ary argum ent stem s from the fact th a t the late- 

t-wentieth century capitalist mode of production and the image-making 

symbolic codes th a t seem to govern consumption are integral to the 

eventual form and social impact of advertising in its current m anifestation. 

Many critical theorists have made im portan t contributions in crifiquing 

symbolic code. Nevertheless, for a critique of modes of production, Jhally  

eventually returns to Marx. He thus begins his analysis by describing the 

relationship of advertising to the modes of production with the question of 

the amount and kinds of inform ation provided through advertisem ents.

From this perspective, Jhally (1987) then  points out tha t studies of the 

am ount of information contained in  advertisem ents have already been 

done, but tha t those studies have invariably focused on information about 

the performance features of any product; this, however, represents only a 

small part of the total information th a t  might be presented about a 

commodity. Specifically, Jhally  (1987) argues th a t information on the 

relations of production of any object is almost never provided in 

advertisem ents.

Arriaga (1984) also suggests th a t  M arxists still beUeve th a t labor is 

the ultimate source of all value, and th a t  the capitalist realizes his profit in 

the surplus value produced by the worker, bu t only when he sells the 

product which the worker has made. Advertising is therefore seen as 

having the function of speeding up circulation, the process by which
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surplus value is created; it has no value in itself, but it is necessary for the 

realization of the value already created elsevyhere and hence for the 

reproduction of capital.

In general, the political economy approach provides much useful 

analysis of how advertising produces consum er culture, as well as how the 

consumer culture reproduces itself. N evertheless, while Jhally’s use of 

Marxian categories to analyze advertising as an  institution is often 

illuminating, he sometimes resorts to a ra th e r  vulgar Marxism, as when 

he insists on interpreting media communication simply in term s of the 

exchange value and use value produced by capital, ra ther than  analyzing 

the interactions between m edia content, forms, institutions, social and 

political environments, and the uses of the m edia by the audience. 

Moreover, while he provides a critical political economy framework for 

analyzing the social and economic functions of advertising, he is less 

successful in analyzing how audiences them selves decode the ads, as well 

as exactly what specific m eanings and effects are produced by the 

interaction between ads and audiences them selves.

Postm odernism . Jam eson (1984) regards postmodernism as the 

culture of consumer society, the post-World W ar II stage of late capitalism. 

Jam eson’s concept of postmodern culture is strongly influenced by 

Baudrillard’s work. Baudrillard (1981) begins developing his theory of the 

media in his essay, “Requiem for the Media.” In th is work, Baudrillard 

attacks Marx’s economic reductionism, w ith its  alleged inability to 

conceptualize language, sign, and communication. He criticizes the 

Frankfurt school notion th a t the mass m edia possess some intrinsic
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liberating potential which is blocked or suppressed by the ru ling  class. He 

also notes how the “TV object was becoming the  center of the household and 

was serving an essential proof function th a t the  owner was a  member of the 

consumer society” (p. 53). That is, television is first a product sold by a 

m anufacturer to an  individual; after this, “the  dem and is divided between 

th a t of an object (a product of images) and th a t of images themselves (as 

vehicles of meaning)” (p. 53).

According to Kellner (1989b), the m ain thesis of Baudrillard’s 

postmodern theory concerns the production and  proliferation of signs 

which have created a society of sim ulations governed by implosion' and 

hyperreality.^ Simulation* and simulacrum® are  two major concepts in his

- Baudrillard (1980) defines the concept of implosion as “[the] defusing of 
polarities, the short-circuiting of the poles of every differential system of meaning, 
the obliteration of distinctions and oppositions between terms, including the 
distinction between the medium and the real” (p. 142). Thus, implosion is deeply 
related to the process of defusing meaning.

* As Baudrillard (1983a) notes, “Today it is quotidian reality in its entirety -  
political, social, historical and economic -- that from now on incorporates the 
simulatory dimension of hyperrealism” (p. 147). Hyperreality is the end-result of a 

historical simulation process.

■* Baudrillard’s notion of simulation is based on McLuhan’s formula, “the medium is 

the message.” As Baudrillard (1983a) notes, “Simulation is characterized by a 

precession of the model, of all models around the merest fact - models come first, 

and the orbital (like the bomb) circulation constitutes the genuine magnetic field of 
events” (p. 32). The model is the medium, and it becomes the message. As he 
(1983a) defines it, “Simulation is no longer that of a territory, a referential being or 

a substance. It is the generation by models of a real without origins or reality” (p.
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theory. Baudrillard (1983a; 1988a; 1994) uses these two concepts to assert the 

power of the mass media to produce a sim ulated model of the world as 

reality. In  an  era of simulation, social reproduction (such as information- 

processing and mass-mediated communication) replaces production as the 

major principle of society.

Baudrillard (1983a; 1983b) in terp rets m odernity as a process of 

explosion of commodification, m echanization, technology, and m arket 

relations. The postmodern condition is the proliferation of signs, generated 

by the technological developments associated w ith the  information 

explosion. As a result, television is a  central factor in this information 

explosion. The explosion has served as a  symbol of industrial capitalism  

and W estern societies. The implosion would suggest some sort of reversal, a 

contracting movement, a radical change in the dynam ics of an industria l 

order, the end of modernity.

The term  implosion was first introduced by M cLuhan (1964), who 

described it in the following way:

After three thousand years of explosion, by m eans of fragm entary 

and mechanical technologies, the W estern world is imploding.

2). In this sense, postmodern society is in an era of simulation dominated by signs, 
codes, and models.
 ̂ Baudrillard (1983a) distinguishes the three orders of appearance since the 

Renaissance, with reference to the laws organizing their respective configurations: 

The first order of simulacrum is based on the natural law of value; the second 

order is based on the commercial law of value, and the third on the structural law 

of value. While production is the dominant scheme of the industrial era, simulation 

is the reigning scheme of the current phase (Chang, 1986).

42



D uring the mechanical ages we had  extended our bodies in space. 

Today, after more than  a century of electric technology, we have 

extended our central nervous system  itse lf in a global embrace, 

abolishing both tim e and space as far as our planet is concerned, i p. 

19)

McLuhan (1964) views th is implosion as abolishing fragm entation and  

bringing in the  era  of the global village. Baudrillard (1983a; 1983b), however, 

reads this concept differently. He sees it as increasing fragm entation, 

abolishing meaning, and reality itself, establishing a sta te  of absolute non

communication (no-feedback) where the m edia (one way only) sa tu ra tes  the 

environm ent w ith seductive images and spectacles. In th is sense, 

Baudrillard (1983a) regards postm odem ity as the sim ultaneous creation of 

implosion and  sim ulation. He claims th a t contemporary culture is TV 

culture — i.e., endless sim ulations in which reality simply disappears. 

Television, therefore, is the instrum ent of new postmodemity since TV is 

the machine of sim ulation. Televised consum er culture is thus an 

im portant constituent of postmodemity. Baudrillard (1981) asserts th a t 

television represents a technical and cu ltu ral code which system atizes non

communication; the m ass media “fabricate non-communication” (p. 169), 

they “are w hat always prevents response, m aking all processes of exchange 

impossible” (p. 170), and they are a form of absolute non-communication. 

Mass media, Baudrillard declares, thus create an illusive order w ithout 

regard to th e  desire to democratize.

Baudrillard (1981) argues, building on Thorstein Veblen’s (1899) 

analysis of conspicuous consumption, th a t individuals seek various
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commodities as signs of social prestige, position, and success. For 

Baudrillard, these commodities form a system of hierarchically organized 

goods and services, which serve as signs pointing to one’s stand ing  within 

the system. As H arm s and Kellner (1991) point out, B audrillard’s analysis 

of “sign value” provides a superior framework to Haag’s notion of “aesthetic 

illusion” in various ways. These include analyzing why people seek various 

products, w hat actual gratifications they derive, and w hat social functions 

consumption actually serves.

By distinguishing between use, exchange and sign value, Baudrillard 

(1988a) adds an im portant dimension to sociological analyses of 

consumption by pointing to the element of prestige and hierarchy in the 

game of consumption. Moreover, he (1988a) stresses how the uses, wants, 

needs, and sign values of commodities are all socially constructed. They are 

part of a  larger system of production and consumption and serve to 

integrate individuals into the consumer society. To this end, the  “real” 

social practices and values (rather than  mere illusions such as prestige 

and power) induce individuals to play the game of conspicuous 

consumption. B audrillard’s analysis thus provides a powerful antidote to 

m ainstream  economics by arguing th a t the dimension of economic success 

is socially constructed to bind individuals to a preference or tas te  for specific 

products (for example, it  binds a medical doctor to a Mercedes). Capitalism  

molds the very desires and forms of consumption th a t u ltim ately motivate 

people to consume.

Indeed, B audrillard increasingly erases political economy from his 

theory and instead provides a different vision of society. This trend  appears
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especially in his later writings, in which signs proliferate and come to 

determ ine the course of social development. B audrillard’s recent work on 

advertising previously examined in th is chapter converge on the 

increasingly-im portant role of image in consumption and social life. In 

addition, Baudrillard (1988a) also provides one of the most detailed 

explorations of the life of signs and images in contemporary capitalist 

societies. The proliferation of signs and images is itself a  function of the 

current stage of capitalist development. This m ay be explained by 

contemporary capitalism  using new technologies as a  crucial source of 

capital realization, which provides new ways to sell commodities, to 

produce consumer selves, and also to produce a  new form of capitalism . In 

th is configuration, new technologies are synthesized w ith a restructuring  

of capitalist society itself (with its so-called “techno-capital”) in a  m ulti

national, world-capitalist system (Kellner, 1989b).

The post-structuralist critique of representation, especially the work 

of Derrida and Foucault relating to power, has been profound, since it 

rediscovers energy (desire), force (difference), and  power within the terms 

of the language paradigm. It becomes crucial here to focus on the work of 

Nietzsche because, in his cynicism, he found the  pure desire for power to be 

a t the center of W estern experience. Baudrillard’s style and impact, 

especially, are like th a t of the Nietzsche of the The Gav Science.

Nietzsche foresaw that the forces of Enlightenm ent thought and the 

development of the bourgeois individual would disenchant hum an 

existence in a paradigm  shift which, he warned, would constitute nihilism. 

In  th is nihilistic, new-world order, which we a re  ju s t now beginning to
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realize fully, our cosmological relation to divinity and m yth would be 

replaced by our sta tu s as individual consumers caught w ithin m arket 

relations (late-capitalist code). I t  is for this reason that, in The Gav Science. 

the M adman goes to the m arketplace to proclaim th a t “God is dead.”

The correlation between Nietzsche and Baudrillard is well developed 

in the work of Kroker (1992), which clearly depicts postmodern nihilism  as 

the trajectory of W estern consciousness. In  postmodern nihilism, driven by 

the power of the  dollar sign and the  image-commodity, consumption 

becomes the very purpose of life. Consequently, our postmodern culture 

becomes sa tu ra ted  w ith commodity signification (e.g., clothes as signs of 

wealth, soft drinks as signs of youth, cars as signs of status). In this 

pervasive consum er culture, we w ant to signify our status. This 

postmodern consum er culture is replaced by m eaningless computerized (or 

mass mediated) sign. According to Kroker (1992),

For Nietzsche, what powered this fantastic reduction of society to the 

logic of the  sign, what precipitated the implosion of the real into the 

semiology of perspectival illusion, was this: the sign is power on its 

down side, on its side of reversal, cancellation, and disaccumulation, 

(p. 33)

From this perspective, reality implodes in  the (nihilistic) logic of the 

technologically induced sign.

In retrospect, the effects of this technological and media “processing” 

of the “real” have been called vertiginous by Fredric Jam eson (1984). This
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processing creates hyperreal® culture as a  copy of re-processed images and 

texts from the past. As a  resu lt, the speed a t which history and culture are 

re-duplicated leaves us w ith  no grounding, no reference point, no origin for 

judging what is real, and no finite or objective perspective. We are left with 

simulacra. In  these sim ulacra, the present suffers from a colonization of 

images and texts of the past. W ithout an origin of difference, we tend to 

experience an  implosion of the  sense of h istory wherein the past and 

present are undifferentiated. A cultural schizophrenia results which is 

acquired from the endless flow of signs and reproduced images that 

eventually leads to a loss of stable meaning.

Thus we can read sim ulacra as comm unication strategies which 

erase differences through the  processing of cultural texts (e.g., information, 

mass media, advertising) for consumption in the late-capitalist consumer 

culture. For example, through the power of m ass media 

(m is)representation and sim ulated consensus (opinion polls, testimonial 

commercials, etc.), a gap no longer appears between w hat people want and 

w hat is promised because advertising has changed w hat they want (Norris. 

1990).

In this world of hyperreality, referentiality  is suspended, as we can 

no longer distinguish model from reality or sim ulation from its source. In 

other words, when signs refer only to other signs, seduction, which deals 

only with appearances, is an  operative model for reality. From 

Baudrillard’s point of view, the advantage of the object (e.g., woman, body)

'' The hyper signifies more real than real. Hyperreal refers to the generation by 

models of a real without origin.
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lies in the fact th a t it always exists solely as it is defined by the code of 

commodity culture. The object-image sim ultaneously becomes commodity 

and currency, as well as circulating w ithin the  self-referential operations of 

the consumer code. In this way, postmodern society increasingly reveals 

the degree to which commodity is no longer the m aterial use of object. 

Baudrillard ( 1988a) privileges the logic of the object th a t operates by 

seduction w ith indifference to our individual desire: “The object is w ithout 

desire, it is th a t which escapes desire and belongs to the order of destiny” (p. 

52).

W hereas B audrillard (1990a) proposes the alternative of resistance- 

as-object as the  line of political resistance m ost appropriate to the 

simulacrum, Deleuze and G uattari (1983) propose the “schizoid” subject. 

Here, the “schizophrenic” response to “subjectivity” is a rhizomatic (or 

diffuse) resistance th a t subsumes the subject/object dichotomy. The 

connection of the sign to the object (routed through desire) can be broken 

through a rhizom atic operation of the subject as the Body w ithout Organs.

In postm odem ity, however, this force tends to lean toward th a t  of 

becoming-consumer. In  our consumer culture, desire appears everywhere 

as sim ulation. The terrorism  of sim ulacra is the destiny of desire as 

circulated code, where the sign/image replaces the object (its referent) in 

this coding. In other words, the image is commodity; we, then, represen t 

sites th a t process the coded messages of (empty) consumption. B audrillard 

(1988a) and Deleuze and G uattari (1983) all assume th a t only the dissolution 

of the representational subject would provide a vantage point on reality.
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CHAPTER THREE

A BRIEF HISTORY OF ADVERTISING IN KOREA

Korean advertising is, in some sense, probably as old as Korean 

national history. The history of advertising as a m odem  industry, however, 

is relatively short. I t was no t until the last decades of Yi dynasty th a t Korea 

awoke to the need to “enlighten” its people, which m eant to modernize the 

country. In th is  process, the  government published Korea’s first modern 

newspaper, the  Hansong Sunbo. in 1883 (Lee, 1982). The government also 

attem pted publishing a weekly newspaper, Hansong Chubo. in 1886. The 

first ad was published in H ansong Chubo in th a t same year for a general- 

goods trade company owned by a German m erchant. As Shin (1996) states, 

Research by Professor Lee Kwang-Rin, a noted scholar on m odem  

Korean history and another study by Professor Yu Jae-Cheon, 

Sogang University, proved that the advertisem ent placed by Edward 

Meyer & Company, known as the Sechang Yanghaeng in Korean, a 

Germ an trad ing  firm active in Korea, indeed was the first m odern 

Korean newspaper advertisem ent. This ad, appearing on the 15th 

and 16th pages of the Hansong Chubo on Febm ary 22, 1886, was 

entirely in  Chinese characters. It was a narrative statem ent of w hat 

Edward Meyer & Company imported to and exported from Korea.

(p. 40)
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The next im portant development was the publication of the Tong-nip 

Sh inm un  (i.e., Independent Newspaper) in  1896. In addition, the new spaper 

Hwangsong Shinm un also emerged two years later. The Tongnip Shinm un 

printed 300 copies of four tabloid pages three times a week. Overall, the  role 

of these papers in the early period was th a t of both social reformer and 

innovator (Lee, 1982). By 1910, there were so many ads in these papers th a t 

over 50% of the total space per issue was taken up by advertisem ents, 

predom inantly for pharm aceutical products, books, and schools. In addition 

to these advertisem ents, m ail-order businesses also began advertising as 

well (Shin, 1996, p. 42). In comparison w ith the Tongnip Shinm un. new 

trends emerged regarding the original ad content in the H w angsong 

S h inm un . The am ount of advertising also increased dram atically.

Korean newspapers, along w ith Korea itself, suffered during the  

Japanese colonial rule (1910-1945). D uring this period, Jap an  tried to 

replace Korean culture w ith a Japanese one under the ideology of Japanese  

imperialism. Although Japanese authorities approved publication of a  few 

Korean newspapers, they nevertheless controlled all areas of Korean m ass 

media with strong censorship. Newspapers ceased to promote the process of 

homogenization, and assum ed the  role of propaganda machines. W estern- 

style advertising ra tes (with frequency and volume discount), were replaced 

by selective rates depending on w hat prevailed in Japan  in those days (Shin, 

1996, p. 42). Advertising also played an im portant role in the Japanese 

propaganda machine — th a t is, m ost newspapers depended on Japanese 

commercial ads. Generally speaking, such advertising resembled speech

like texts during this period -  in other words, the advertising of th is period
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remained relatively unsophisticated. More im portantly, all advertising 

which appeared in the new spaper during th is period was from W estern 

and Japanese advertisers.

Following the nationwide uprising against Japanese colonial ru le  in 

1919, Jap an  switched to w hat is now referred to as the “cultural policy.” 

Under th is policy, two Korean-language newspapers were given permission 

to publish in Seoul -- the Chosun Ilbo and the Dong-A Ilbo — which 

naturally became media for advertising (Shin, 1996, p. 43). The Chosun Ilbo 

and the Dong-A Ilbo have become the most respected and longest surviving 

newspapers in Korea. Regarding advertising volume in th is  period, 

reliance on Japanese ads became very im portant (see Table 1). As Shin 

(1996) writes:

By 1925, Japanese advertising exceeded 50% in the total space of these 

two vernacular dailies, reaching around 65% by 1935. Advertising 

revenue varied from 31% to 45% of the to tal income of the Dong-A Ilbo 

between 1920 and 1940. In term s of types of advertisements, and 

taking 1927 as an  example, pharm aceutical products represented 

around 17%, followed by 16% for cosmetics, 9% for foods, 8% for 

miscellaneous products, 7% for m achines and 5% for books and 

garm ents respectively, (p. 43)

Since Korea became free of Japanese colonization in 1945, it has 

m aintained close ties w ith  the U nited States for security and economic 

reasons. Consequently, it  was na tu ra l for the Korean m ass media to adopt 

the press system of the United S tates as a role model. For instance, in 1956, 

Korea w itnessed the b irth  its own commercial television station  along w ith
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television commercials. This sta tion  was be tter known as RCA-TV, since all 

of its equipm ent and  assistance came from the RCA corporation. The 

station caught fire and burned down three years later (Shin, 1996, p. 45).

In 1964, television commercials began to a ir on the government- 

owned KBS-TV. L ater th a t sam e year, TBC radio and television were born 

as private stations. In addition, two Americans set up a small advertising 

agency in Seoul during th is period (Shin, 1996, p. 47). In retrospect, the year 

1968 m arks a milestone in  the development of Korean advertising. In th a t 

year Coca-Cola entered the  Korean m arket, followed closely by its rival, 

Pepsi. The introduction of these two transnational brands m arked a 

turning point for W esternization of Korean advertising: an era  of 

advertising agency services soon began. In 1969, the ad agency Manbosa 

was born, whose major client was Coca-Cola (Shin, 1996, p. 47).

The growth of the advertising industry resembled the overall p a tte rn  

of industrial growth in Korea. Since the 1960s, Korea’s economy has been 

one of the fastest growing in  the  world; the m odem  advertising industry  in 

Korea has also been spurred  on by this economic development.

Expenditures on advertising increased dram atically, especially in the 1980s.

During th is  period, national-new spaper ads occupied roughly one- 

third of total newspaper space. In addition, to tal advertising volume has 

increased steadily, even during  economically difficult periods. Finally, the  

newspaper industry  has also been quite competitive in its own advertising. 

Furtherm ore, it has been necessary for the m ajor Korean newspapers to 

increase advertising revenues in  order to m eet the costs associated w ith



page increases. In  th is sense, advertising is crucial to the m aintenance of 

the infra-structure of the newspaper industry.

As a resu lt of the 1980 media restructuring  in  Korea, all the  nation’s 

broadcasting systems^ were put under control of the  Korea Broadcasting 

System (KBS). In addition, the Korean government has also erected an entry 

barrier to the field of broadcast advertising. For a  while, however, by law, all 

advertising on the broadcast media had  to go through the government via a 

single go-between organization, namely, the Korea Broadcasting 

Advertising Corporation (KOBACO). KOBACO, a government agency, was 

established in 1981 w ith exclusive sales rights for all radio and TV stations. 

Basically, KOBACO accredits advertising agencies desiring access to 

television, and receives a 20 percent commission on all TV commercials. To 

date, KOBACO’s revenue comes from the commission fee paid by the 

broadcasting sta tions for the sales/service of all its advertisers. The 

organization’s activities are under the  supervision of the M inister of 

Culture and Inform ation (Richstad & Oh, 1988).

KOBACO controls also exist on advertising content. The Korean 

Broadcast A dvertising Review Council (under KOBACO) previews all 

advertisem ents destined for broadcast media. In th is sense, all orders for 

broadcast advertising are handled through KOBACO. As a result, orders 

are placed either directly to KOBACO or through advertising agencies

' Korean broadcasting consists of three national TV networks: the Korea 
Broadcasting System (KBS, public-owned), the Munwha Broadcasting Company 

(MBC, privately-owned), and the Seoul Broadcasting System (SBS, privately- 

owned).
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(Richstad & Oh, 1988). Aside from sponsoring KOBACO, government 

involvement, however, is limited. The Ministries of Culture and H ealth  do 

review advertising and control the cultural content of advertising, along 

with some m essages in foods and drug ads in the in terest of public safety. 

Nevertheless, advertising regulations in Korea are not strict in the  light of 

the substantive structure of its law (Baudot, 1989).

In the past decade, Korea’s advertising expenditures have grown 

dramatically from a little over US $1 Billion in 1986 to US $6.6 Billion in 1995 

(Advertising A nnual, 1996). As shown in Table 2, Korea’s total advertising 

expenditures in 1968 were a  meager US $32.7 million (this figure was US 

$452 million in 1979). Although advertising agencies did exist before 1968, 

the use of agency services a t th a t time were the exception ra ther th an  the 

rule. Developments in the late 1960s through the mid-1970s, however, 

exerted a trem endous impact on the agency business as the two soft-drink 

giants. Coke and Pepsi, found their way into Korea in 1968. Despite tight 

m ilitaristic control, the economy kept growing. For example, the GNP 

leaped from US $60.3 billion in 1980 to US $133.4 billion by the end of this 

period. Moreover, total expenditures during the 1980-1987 period tripled 

from US $417 million to US $1.23 bilhon.

As can be seen in Table 3, television increased in growth by 25.1%, 

followed by 20.4% for newspapers, 16.7% for radio and 13.1% for m agazines 

(other media had  a  23.1% growth). This increase in television advertising 

was largely due to revised Korean law, which now perm its 10% of the total- 

sponsored program  time for advertising in addition to “spots” during 

station breaks. This ceiling then held a t 8% until the fall of 1994.
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As shown in  Table 4, top agencies enjoyed a fantastic year in  1995. 

Their total billings grew to 2,358 billion won from 1,778 billion won, thus 

recording a whopping 32.6% increase. Among the top ten, Diamond had the 

highest growth, a t 83.2%, and edged up from No. 4 to DMB&B, which 

rebounded back into the top ten in 1995.

Korea’s leading agencies have now set their sights on global 

expansion. At th is  point, one unusual factor may give them a be tter chance 

of success th an  Japanese  agencies, who have been struggling overseas for 

over a decade: E ach of Korea’s m ajor agencies constitutes a subsidiary of 

one of Korea’s industria l conglomerates, whose own ambitions will fuel 

their agency’s growth. Take, for example, Sam sung’s house agency, Cheil 

Communications, which has been the number one ranked agency in Korea, 

whose billings will top US $1 Billion (Advertising Annual, 1996). All of its 

international grow th will come via Samsung. As a result, Cheil already has 

offices in Tokyo, New York, San Jose, London, Beijing, Moscow, Hong Kong, 

Vienna, Barcelona, and Miami, as well as affiliations with Bozell, Saatchi & 

Saatchi, DMB&B, Y&R, and McCann-Erickson in various countries. In 

addition, many of Sam sung’s cu rren t representative offices will become 

full-service agencies.

The second-ranked LG Ad (owned by Lucky Goldstar) agency billings 

amounted to US $538 million in 1995, with half of its expenses coming from 

international advertising. The third-ranked Hyundai subsidiary. Diamond 

Advertising (US $400 million billings, 1995), with branches in LA and 

Frankfurt, is also m aking plans for San Jose and Beijing, while the  fourth- 

ranked Lotte subsidiary, Daehong Advertising (US $310 million, 1995), has
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opened in Beijing, where China’s first Lotteria fast-food outlet has now 

opened. Finally, the fifth-ranked Korad Ogilvy & M ather (US $247 million, 

1995), a subsidiary of the H aita i Group, also comprises the m ain agency for 

Daewoo (Ogilvy holds 30%) (Advertising Annual, 1996).

In this context, advertising text has generally reflected cu ltu ra l 

trends. Korean advertising has thus played an im portant role in th e  

nation’s m arket for consumer goods, especially in draw ing from 

fundam ental tra its  and symbols of Korean culture. At the same tim e, the 

global expansion of transnational advertising agencies reflected th e ir  

im portant role in the world system  m arketing of their products. K orean 

advertising has, to a large extent, therefore integrated itself into the  world 

system  of advertising.

Transnational Advertising Agencies in Korea

The role of transnational advertising agencies on a global level is 

constantly increasing. The m essage of these transnationals are penetrating  

into the hearts of Koreans. In  the early 1980’s, Korea represented a  tiny 

advertising m arket — worth no more than US $500 million in 1982. Today, 

th is  m arket is w orth over US $7 billion at current prices, and still growing 

strongly. This increasing affluence has created new domestic m arkets , not 

only for Korean m anufacturers, but also for those from abroad. For 

example, Unilever, Nestle, Coca-Cola, Mars, Kimberly Clark, Ford, and 

Philips represent a mere handful of the international m arketers cu rren tly  

targeting the Korean m arket.

Such m ultinational advertising agencies, however, initially began to 

find footholds in  Korea in the early 1980’s. Sinclair (1987) points out th a t the
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m arket share of American transnationa l advertising agencies had 

experienced a  fivefold increase in  the amount of overseas business during 

the last thirty  years. Joint ventures, however, date firom 1988, when foreign 

investm ent in the Korean advertising industry was first allowed. The 

Korean advertising industry, a fte r allowing direct investm ent of 

transnational advertising agencies, was likely to be influenced by the 

international power game. U ntil a few years ago, it was considered 

sufficient to affiliate w ith a m ajor Korean agency, and perhaps base a 

representative in the United S tates. But the speed of change now creates a 

new agenda, which certain Korean agencies m ust fulfill if they are truly to 

serve their W estern clients.

From the point of view of dependency theory, the advertising of goods 

and services is prim arily intended to increase both demand for and 

consumption of consum er goods m anufactured within industrialized 

countries. Ham elink (1983) provides a good example of argum ents about the 

effects of transnational advertising in the Third World. Tomlinson (1991) 

summarizes and critiques H am elink’s argum ent:

Among H am elink’s objections to the advertising practices of the 

transnational corporations are  (a) that they aim to exploit 

economically; (b) that they  deliberately deceive and m anipulate th e ir 

audience in  the Third World; and (c) th a t they introduce commodities 

which are undesirable in  themselves and in the process suppress 

better trad itional products. There is an element of tru th  in all these 

charges, bu t there is also a danger, in pressing them incautiously, of
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sliding towards the paternalist position of the critique of false 

consciousness or, worse, of a  rom anticised anti-modernism, (p. 115) 

The num ber of transnational advertising agencies in Third World 

countries plays an im portant role in both the  commercialization and the 

W esternization of mass culture. T unstall (1977) claims th a t transnational 

agencies “play a decisive part in swinging entire national media system s 

towards commercial, and away from traditional political patterns” (p. 289). 

In other words, transnational advertising conveys a certain ideology th a t 

reflects W estern society. Consequently, transnational advertising produces 

(or reproduces) a W estern ideology which can be distinguished from the 

traditional Korean-value system.

Essentially, the liberalization of the Korean advertising industry  was 

initially stim ulated by two factors: (a) the U.S. trade policy emphasizing 

globalization of its service sectors, and (b) the growth of the Korean 

advertising m arket itself. As far as advertising expenditures are concerned, 

Korea has long comprised the second largest m arket in Asia, and recently 

became the eighth largest m arket in the world (See Table 5 and 6). In 1987, 

the Korean government decided to open its advertising m arket on a 

m ultinational basis. This decision represented a  reaction to pressure 

applied by the American government in demanding an open-foreigner 

m arket. Subsequently, the full opening of the Korean advertising m arket 

thus provided opportunities for m ultinational advertisers and agencies 

eager to compete in the Korean m arket. As a result, most transnational 

advertising agencies then entered the Korean m arket by purchasing 

existing local agencies already operating w ithin specific targeted m arkets.
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The growth of advertising in  Third World countries has been 

associated historically with the arrival of U.S. transnational agencies. U.S. 

agencies penetra ted  the Korean m arket through three basic approaches 

(see Table 7). According to Kim (1994), the first approach involved 

purchasing equity in an existing Korean agency. Such an approach was 

made possible to benefit U.S. agencies on the basis of both their best, 

strongest transnational corporations and to allow clients to m aintain 

m anagem ent control. The second approach involved establishing a new 

agency as a  jo in t venture w ith a Korean partner. The third method involved 

affiliate relationships (conducted w ithout any equity involvement 

whatsoever) w ith transnational advertising agencies within the  Korean 

agencies. I t should be noted th a t some agencies choose this strategy when 

they needed additional time to research the m arket.

As seen in the above th ree  approaches, the  examination of m arket 

share occupied by foreign advertising agencies is im portant to those who 

evaluate th e ir activities w ithin the overall m arket. Although the present 

m arket share  of foreign agencies has been sm all, the six major foreign 

agencies currently  residing in  Korea are rapidly growing. At present, 

M cCann-Erickson shows the fastest growth, followed by J. W alter 

Thompson and Cheil Bozell.

The success of advertising agencies also depends on how stable the ir 

clients are  w ith in  the m arket itself. In  this case, the major transnational 

advertising agencies in Korea gain their clients either through 

in ternational networks or from existing Korean agencies w ithin the 

domestic m arket. For example, J. W alter Thompson’s and McCann-
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Erickson’s clients have a g reater likelihood of being transnational. In 

general, however, Korean companies possess the majority ownership of 

agencies (as in the cases of Cheil Bozell, DYR Korea, and DDK). Here, 

clients usually tu rn  to Korean advertisers, since they come provided for 

through their large-parent companies (see Table 8).

In  addition, the newly-formed agency, Diamond-Bates (which looks 

after both Saatchi & Saatchi and Bates clients in Korea), will work only for 

foreign clients under an agreem ent w ith  Diamond th a t allows it 

management control. In addition, Ogilvy & M ather hope to achieve the 

same goal in a sim ilar way by forming Ogilvy & M ather Seoul, a  further 

partnership with Korad to service th e ir international clients. Secondary 

agencies are, of course, difficult to form in Korea, where the partne r 

constitutes part of one of the chaebol-regulations, to which exceptions have 

been made. In short, these agencies seek to prevent big-business groups 

from either increasing the ir num ber of subsidiaries, or having more than 

one company in any business field.

O ther agencies, however, show a less-well-advanced tendency on the 

path to control. For example, Lintas, who closed up shop in Korea three 

years ago, now shares a non-equity affiliation with Oricom. Cheil Bozell 

operates very much as a Cheil-Communications subsidiary, m ainly 

handling sm aller pieces of Sam sung-group business, along w ith Chrysler 

for Bozell. Moreover, the billings of these foreign-joint ventures can be 

deceptive. For example, over eighty percent of Korad Ogilvy & M ather’s 

billings come from Ogilvy’s Korean p a rtn e r’s clients -  mainly the  Daewoo 

and Haitai business groups. For m any W estern agencies, the billings from
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the ir aligned clients still rem ain insufficient to support an  independent 

agency.

The establishm ent of transnational advertising agencies within the 

Korean m arket has caused m any client transfers between agencies, thus 

causing most transnational advertisers to m igrate from local agencies.

This process will probably continue until the  Korean economy as a whole 

finally becomes completely liberalized. Since the Korean economy had not 

previously been open to foreign companies, m ost transnational corporations 

(as noted above) have entered the m arket through joint ventures with 

Korean companies.

The struc tu re  of foreign-agency employment currently  operating in 

Korea also provides a good example of its international division of labor. 

Through an unequal distribution of power between both local-advertising 

personnel and  expatriates, the transnationals constantly perpetuate global 

inequalities among their employees. As a result, they then  reproduce a 

dependency on local advertising industry w ithin  developing countries. Fejes 

(1980) suggests th a t this m anagem ent structure  in the Latin  American 

m arket has resu lted  in the reshaping of business styles in  the Western 

image. In particu lar, the advertising industry  in  Latin America is in the 

hands of the American transnational agencies.

The above emalysis of the  Korean advertising industry reveals th a t 

the process of m arket liberalization was accomplished in  the context of 

Korea’s economical, military, and political dependence on the United States. 

In  Korea, both the local and th e  large in-house agencies formed alliances 

w ith transnational advertising agencies to dominate the industry.



Although the m arket share of transnational advertising agencies currently  

rem ains small, the  effects of their functions in Korea are nevertheless quite 

visible in various areas (Kim, 1994). For instance, the penetration of 

transnationals into the local m arket creates the dual structure of the 

industry (in term s of the  unequal, international division of labor in the 

current employment structure), as contrasted with recent changes in 

advertising regulations. It should be noted th a t this dual structure has 

accurately been predicted by the basic argum ents of cultural imperialism 

and dependency theory formulated exclusively for this study.

Specifically, the role of transnational advertising agencies in 

achieving the cultural changes is of fundam ental importance. When 

American cu ltu ral productions (such as Coca-Cola, Disney, and 

McDonald’s) expanded into the Korean m arket, they were accompanied by 

the heavy promotion strategies of transnational advertising agencies. 

M attelart (1991) also suggests tha t the global agencies have contributed to 

change the lifestyles (including consumption patterns) in the Third World 

countries: “In the construction of transnational space, one thing is clear: 

the idea of lifestyles is forging ahead among those who identity the 

strategies of segm entation in a pan-European context” (pp. 167-168). From 

this point of view, it is evident tha t the transnational advertising agencies 

play an im portant role in achieving cultural changes and lifestyles among 

local groups of people. In conclusion, the impact of transnational 

advertising agencies is best understood in the  broad context of the global 

capitalist system.
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The Major Studies of Korean Advertising

Chung (1990) explores how and to w hat extent Korean women’s 

magazine advertisem ents have been transnationalized. The theoretical 

grounding of her study is the  concept of cultural imperialism . According to 

this study, there are two positions in describing the function of advertising 

in a society. The first position states th a t advertising reflects existing values 

and lifestyles, while the other states th a t advertising creates new values 

and lifestyles, which arouses people’s desires for advertised products. The 

concept of cultural im perialism  implies th a t advertising plays a  role as a 

molder of culture in the sense tha t internationally  imported (or im itated) 

ads will influence values and  lifestyles. More specifically, Chung’s study 

analyzes traditional Korean consumer ideology and W estern consum er 

ideology embedded in ads by using both quantitative and qualitative 

methods to separate content from form. The major finding of th is study is 

that the Korean form of ads was W esternized over time — for exam ple, ads 

became more W esternized after adoption of foreign brandnam es th a n  before 

-  whereas the content was predom inantly W estern throughout th e  period 

under study.

Kim (1994) examines the impact of transnational advertising 

agencies in Korea. Her study is based on the  political economic approach, 

which focuses on the effects of the logic of capital on the advertising 

industry within the context of global capitalism . The political economic 

approach leads her to explore the specific historical factors involved in the 

development of transnational advertising agencies in the Korean 

advertising industry. In particular, this study investigates the dynamic and
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dialectic relationships between internal factors (local advertising agencies, 

the Korean governm ent) and external factors (transnational advertising 

agencies). E vans (1979) also points out tha t an alliance (including the 

m ultinationals, the  state, and the local industrial bourgeoisie) provides a 

necessary condition for dependent capitalist development. W ithin th is 

framework, the  liberalization of the Korean advertising industry was 

stim ulated by two major factors: the U.S. trade poUcy for globalization of its 

service sectors and the growth of the Korean advertising m arket itself. 

Finally, Kim’s study supports the idea tha t the num ber of transnational 

advertising agencies in the th ird  world countries plays an im portant role in 

the comm ercialization and W esternization of m ass culture.

Recently, Lee ( 1996) attem pts to interpret how cigarette advertising 

promotes h idden m eanings in its messages. In general, cigarette 

advertising is rapidly becoming globalized, thus presenting its highly 

commercialized images and slogans to many people throughout th e  world. 

Lee applies semiotic analysis to cigarettes advertisem ents in Korean 

magazines; specifically, his study employs both Leymore’s notion of 

Exhaustive Common Denominator and Williamson’s ideological process in 

advertising to conceptualize the mythical function of cigarette advertising 

in Korea. Lee concludes th a t cigarettes cannot signify either luxury or 

freshness (or any other gorgeous images) because cigarette advertising is 

simply pure representation in itself. Consequently, the  ideological 

dimension of advertising is crucially im portant to the study of cigarette 

advertising’s role in  promoting smoking.
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Table 1

Ad Volume Comparison of the Donp-A Ilbo and th e  Chosun Ilbo under 

Japanese  Im perialism

Y ear

The Dong-A Ilbo The Chosun Ilbo

Ads Placed 

from Ja p a n

Ads Placed 

within Korea

Ads Placed 

from  Jap an

Ads Placed 

w ithin Korea

1931 63.8% 36.2% 48.0% 42.0%

1933 58.0% 42.0% 47.1% 52.9%

1937 50.7% 49.3% 63.3% 36.7%

Source: Shin, 1997, p. 24.
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Table 2

Trends of Advertising Expenditures

Y ear A dvertising E xpenditures US $1.00= 

K orean WonBillion Won Million US $ Growth Rate

1968 9.2 32.7 - 281.50

1970 12.7 40.1 38.0 316.65

1972 19.0 47.6 49.6 398.90

1974 33.0 682.2 73.7 464.00

1976 93.5 193.2 183.3 484.00

1977 120.3 248.6 28.6 484.00

1979 218.6 451.7 81.7 484.00

1980 275.3 417.2 25.9 659.90

1981 318.4 454.5 15.7 700.50

1982 46.3 569.3 33.9 748.80

1983 565.3 710.6 32.6 795.50

1984 683.3 825.8 20.9 827.40

1985 739.3 830.5 8.2 890.20

1986 818.5 950.2 10.7 861.40

1987 972.4 1,227.3 18.8 792.30

1988 1,278.5 1,868.9 31.5 684.10

1989 1,564.6 2,302.2 22.4 679.60

1990 2,000.1 2,791.9 27.8 716.40

1991 2,395.4 3,148.5 19.8 760.80

1992 2,815.9 3,571.7 21.7 788.40

1993 3,228.7 4,022.2 14.7 808.10

1994 4,028.4 5,107.6 24.8 788.70

Source: Advertising Yearbook, 1996, p. 25 (for 1968-1979); p. 29 (for 1980-1987); 

p. 36 (for 1988-1994).
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Table 3

Advertising Expenditures bv Media. 1993-1995 (Billiion Won)

Newspaper magazine Radio TV CATV Other Total

1993 1,332.7

(41.3%)

124.0

(3.8%)

137.1

(4.2%)

896.8

(27.8%)

738.2

(22.9%)

3.228.7

(100%)

1994 1,778.8

(44.1%)

155.7

(3.9%)

148.6

(3.7%)

1,041.9

(25.8%)

905.4

(22.5%)

4,028.4

(100%)

1995 2,141.1

(43.3%)

176.1

(3.6%)

173.4

(3.5%)

1,302.3

(26.3%)

48.6

(1.0%)

1,105.7

(22.4%)

4,947.3

(100%)

94/95(%) +20.4 +13.1 +16.7 +25.1 - +23.1 +22.8

Source: Shin, 1996, p. 53.
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Table 4

Billings of Top Ten Agencies in Korea. 1991-1995 (Billiion Won)

A gencies 1991 1992 1993 1994 1995

Cheil 217.4 279.0 329.7 460.4 624.5

LG Ad 133.8 170.1 205.6 306.5 430.7

DaeHong 128.1 153.9 127.3 204.2 248.2

Oricom 108.0 126.4 126.7 149.6 164.4

Koread Ogilvy 

& M ather

95.8 116.7 128.8 152.0 197.4

DongBang 66.7 80.1 84.2 101.5 113.0

MBC Adeem n/a 66.7 67.0 81.7 96.2

Diam ond 82.1 128.8 116.2 174.6 319.3

H ancom 85.2 92.4 99.5 96.1 106.9

Seoul DMB&B 40.2 48.4 42.0 - 58.2

Cheil Bozell 52.1

Total 957.3 1,262.5 1,372.0 1,778.7 2,358.8

Source: Shin, 1996, p. 56.
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Table 5

1993 Total Advertising Expenditures in Top Ten Countries

Country Amount (in U.S. million $)

United States 84,872.0

Ja p a n 34,003.3

G erm any 15,984.9

United Kingdom 14,119.0

Italy 8,811.9

France 8,573.9

Spain 8,029.3

Korea 4,688.3

A ustra lia 3,651.1

T aiw an 3,215.1

Source: International Advertising Association Worldwide Sum m ary, 1994; 

Mueller, 1996, p. 11.
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Table 6

Asia C ountries' Advertising Spendine^ in 1995 (U.S. million S)

Country N ew spaper Magazine TV Radio Estim ate

Jap an 9,767 2,964 13,259 1,888 35,151

Korea 1,536 193 1,067 185 6,237

Taiw an 1,102 173 901 108 4,019

C hina 405 43 514 50 4,394

Hong Kong 374 141 560 73 2,097

Source: Muel er, 1996, pp. 314-315.
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Table 7

Transnational Advertising Agencies* Form  of Investm ent and Their 

P a rtn ers

Type of Foreign Korean Title of New Year of
Relationship Agencies Agencies Agencies Establishment
Foreign- McCann- Creworld McCann- 1990
Owned Erickson (51%) Erickson
Agencies

J. Walter Business
(Korea)
J. Walter 1989

Thompson
(100%)

world Services Thompson,
Korea

Ogilvy & 
Mather (30%)

Korad, In ti Korad, Ogilvy 
& Mather

1989

DMB&B (40%) Seoul Ad. Seoul DMB&B 1990
Bates (40%) Diamond Diamond 

Bates Korea
1996

Joint Bozell (30%) Cheil Com. Cheil Bozell 1989
Ventures of Dentsu, Young Oricom DYR Korea 1989
U.S. and & Rubicam
Korean (49%)
Agencies DDB

Needham
(24.5%)
DTK (24.5%)

Daehong DDK 1990

Leo Burnett Sonyon Leo Burnett 1991
(50%) Sonyon

Affiliations of BBDO LGAd LGAd 1985
Associations Lintas Oricom Oricom 1996

Grey Geoson Geoson
Grey

1990

Source: Advertising Age, April, 15,1996; Kim, L994, p. 138.
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Table 8
The Major C lients of T ransnational Advertising' Agencies in Korea

Agency Domestic

A dvertisers/

B rands

T ransna tiona l
advertisers/

Brands

Percent of 

T ran sn a tio n a l 
A dvertisers of 

Total Billings

M cCann Chosun Hotel, 
Kolon

Coca-Cola, 
Nestle, Johnson 

& Johnson, 

McDonald, UPS

80-90%

JWT Korea Youngone Northwest 

Airlines, Philips, 
Diners Club, 
Citibank, 

Benetton

95%

Cheil Bozell Chosun Beer,
S am su n g

Electronics

Chrysler, Dial, 

P rudential 
Insurance, Fila, 

Federal Express

4%

DDK Lotte Hotel, Lotte 
World, Crown 

Beer

Pepsi, Michelin 
Tire

50%

DYR Korea N am yang Aloe Korea Shell, 23%

Leo B urnett 
Sonyon

—
Philip Morris, 
Kellogg

95%

Source: Kim, 1994, p. 144.
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CHAPTER FOUR

METHOD

Semiotics as a Theory and Method

Generally speaking, semiotics is a  good tool to ascertain a  hidden 

structure of a sign system. It proves quite useful in  a given attem pt to 

describe precisely how Korean advertising (as a consumer culture) creates 

hidden m eaning in its message, because semiotics focuses on how m eaning 

is created, ra ther th an  w hat the particu lar m eaning is. In th is light, this 

chapter is divided into two basic sections: The first section deals w ith the 

principles of semiotics (as a method), while the second section introduces 

data  collection and analysis technique.

Semiotics has both theoretical and methodological implications. 

Theoretically, semiotics has emerged from the study of language problems 

and the structure of language itself. Early structuralist studies attem pted to 

uncover the internal relationships which gave different languages their 

interrelated form and function. L ater semiotic work took a broader view, 

attem pting to lay down the basis for a  science of signs which would include 

not only languages, bu t also any o ther signifying systems. Although 

semiotics is based on language, language is but one among m any sign 

systems of varying degrees of applicability. As Fiske and Hartley (1988) 

state, such m edia as television and film are regarded by some semioticians 

as existing as separate languages. In  order to understand why semiotics
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(or semiology) is a good tool for the study of advertising, it th u s becomes 

necessary to consider some of the m ajor studies undertaken  using this 

perspective. These studies then provide an  introduction to the basic tenets of 

semiotics.

Early in  th is century, the Swiss linguist Ferdinand de Saussure 

established the  field of semiotics. Another key figure in the early  

development of semiotic theory was the  American philosopher Charles 

Sanders Peirce. Significant treatises on the subject have since been 

contributed by such major theorists as Roland B arthes, Umberto Eco, 

C hristian  Metz, Ju lia  Kristeva, Algirdas Greimas and Roman Jakobson.

As a  theoretical paradigm, semiotics is difficult to disentangle from 

structuralism , whose major exponents include Claude Lévi-Strauss, in the 

field of anthropology, and Jacques Lacan, in the field of psychology. More 

contemporary semiotic theory is also sometimes allied w ith a M arxist 

approach, which tends to stress the role of ideology in creating meaning 

(see, for example, Noth, 1995).

The term  semiotics was first coined by Peirce, although his works on 

semiotics did no t become widely known until the 1930s. Peirce established 

an  independent discipline devoted exclusively to the study of signs. More 

specifically, Peirce was interested in an  analysis of the sign and how it is 

th a t a  sign functions as a sign on a particular semiosis. Peirce (1931-1958) 

argued that we call sign-referent links are of three kinds: (a) iconic, based 

on the  mode of representation; (b) indexical, based on na tu ra l relations 

between expression and content; (c) arbitrary, based on cultural knowledge.
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Later, Saussure (1913/1959) applied the term “semiology” to w hat he 

described as the  science of signs in  society.

Saussure (1959), however, came to semiotic analysis from a 

standpoint very different from Peirce’s. The Saussurean approach to signs 

emphasizes the underlying struc tu re  of a sign system. This underlying 

structure consists in a  set of rules which link together the two parts of each 

sign: the signifier and  the signified. Saussure’s famous distinction between 

langue (the whole language system) and parole (individual utterances) 

enabled Saussure to concentrate his linguistic inquiry on the underlying 

structure of language (i.e., langue) and to suspend the consideration of the 

individual speakers of a language and their behavior in producing parole. 

Table 9 provides a  comparison of Saussurean semiology and Peircean 

semiotics in term s of their different theoretical, methodological, ontological, 

and epistemological prem ises.

According to Jensen  (1995),

Peirce proposed to examine the conditions of knowledge as part of a 

general logic of inquiry, preparing not merely a theory of 

signification or communication, but a theory of science as part of a 

general epistemology. Peirce’s semiotics is reflexive, implying a 

conceptualization of the very subject who thinks through signs. 

Semiology, by contrast, was founded on two alternative assumptions: 

first, th a t verbal language is the model for other systems of 

signification and for th inking  in general, and, second, th a t the 

empirical ego or subject can be presupposed as an  agent centered in 

verbal language, (p. 13)
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Saussure (1959) argued th a t the relationship between the signifier 

and the signified in language was both entirely conventional and  

completely arb itrary . This argum ent lends itself to the realization th a t such 

relationships are properties of the sign system; they are not determ ined by 

anything external to the system. As a result of Saussure’s influence, 

contemporary semiotics now draw s heavily on linguistic concepts; indeed, 

Saussure delineated linguistics as a branch of semiotics, although B arthes 

(1972) treated  semiotics as a  separate branch of linguistics.

In general, semiotics deals w ith a system of signs. As s ta ted  by Leiss. 

Kline, and Jhally  (1990), “A sign within a system of m eaning m ay be 

separated into two components: the signifier and the signified. The signifier 

is the m aterial vehicle of meaning; the signified actually is the  m eaning” (p. 

200). In Saussure’s view, an analogy may be drawn between the operation of 

language and the operation of all other systems th a t generate m eaning, 

th a t is, one may see them  all as signifying systems. In other words, 

language is a signifying system  th a t is closely ordered and structured , and 

thus can be examined. Lévi-Strauss (1963; 1969) adopted Saussure’s model 

to decode the myth, symbolic system, and the customary practices of 

primitive society. Barthes (1972; 1977) also applied it to the analysis of the 

codes and conventions employed in the films, sports, and eating hab its of 

W estern societies.

Barthes (1977), however, argued tha t all images are polysémie, th a t 

is, images suggest m any possible signifieds with the same signifiers. 

Barthes (1972) analyzed the structure of all cultural complexes by treating  

them as systems of signs which either express and/or convey m eaning; he
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thus became one of the first investigators to study advertising from this 

more generalized perspective. For Barthes, advertising is a  process of m yth

m aking wherein appropriation is prim arily  the act of m asking the  

contingent nature of meaning. As Hay (1989) notes, “Myth is a  process of 

sign-appropriation th a t tends to empower those constructing m yths and to 

subjugate those who consume them ” (p. 144).

Barthes (1972) essentially regarded advertising as a clear, purposeful 

form of signification. More importantly, he devoted much of his work to the 

distinction between denotation and connotation in the texts he examined. 

Here, denotation comprises the first order of signification; connotation 

comprises a second order of signification tha t uses the first sign and 

denotation as its signifier, which in tu rn  attaches another m eaning to the 

signifier (Seiter, 1987). At the connotative level, these signs become more 

polysémie. M anning and Cullum-Swan (1994) provide the following 

exam ple:

Denotative m eaning is seen in connections between a grade and a 

level of school performance. We read one as the other: 4.0 = excellent; 

3.5 = very good, and so on. A connotation is created when “honors” are 

conferred on those scoring above a  given GPA level. This sta tu s 

becomes “m ythical” if the label “honors” is taken  to indicate 

knowledge, (p. 466)

In this sense, the connotative and mythical level of in terpretation , as 

B arthes (1972) sta tes, results from belief-based connections. Simply put, 

connotation is re la ted  to cultural m eaning and myth-making: i t  is thus an 

ideological function.
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Eco’s (1976) conception of sign is adapted from the work of Peirce, 

who emphasized context and concrete instances of communication. Eco’s 

theory of settings represents an a ttem p t to study phenomena as 

independent objects, images, and experiences th a t  arise outside of the sign 

system, but ultim ately function as signs w ithin the cultural arena. Culture 

is a reference point—a means by which one comes to believe in the  reality of 

the expression (Eco, 1976). He applies this m ethod to analyze Superm an 

comic strips and Jam es Bond novels. For example, Eco analyzes the 

narrative structure of the Jam es Bond novels in  term s of a series of 

oppositions: Bond vs. villain; West vs. Soviet Union; Anglo-Saxon vs. other 

ethnic groups; chance vs. planning; loyalty vs. disloyalty. In o ther words,

Eco shows that the basis for all the Bond novels is closely linked to a series 

of oppositions. These binary oppositions are a basic means by which we find 

meaning. Thus Eco clarifies how the textual oppositions are p a rt of a wider 

ideological discourse — the so-called “ideology of the Cold War” (Woollacott,

1982, p. 96).

Structuralism  became a dom inant intellectual paradigm in the 1960s. Soon 

after, a  new paradigm  was introduced under the  designation of post

structuralism . The post-structuralist wave of semiological theory was influenced 

by Lacan (1968), who saw all m eaning as being produced by texts themselves. 

Whereas Lacan (1968) was concerned with how language establishes the forms in 

which universal unconscious processes are worked out a t the level of the 

individual subject, Lévi-Strauss (1963) looked for the deep structure of the 

unconscious. Lévi-Strauss (1963) considered all culture to be structured like a 

language. Moreover, he argued th a t  the paradigm atic terms of language and the
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syntagm atic relations between them were formed on th e  system  of differences, 

which he took to be structured in binary oppositions. In  contrast, Derrida (1976) 

has refused to identify the structure of language w ith th e  binary principle. For 

him, “the s tru c tu re  of language means the  structure of signification, because 

language is a  system  of signification” (Seung, 1982, p. 127). D errida has 

correspondingly produced texts exposing the  alleged hidden metaphysical 

underpinnings of other texts, basing his idea on deconstruct logocentrism 

(Jackson, 1991). Since the mid-1980s some semioticians have retained  a 

struc tu ra list concern with the specific signifying practices of the m akers and 

users of m edia texts (Fiske, 1990; Jensen, 1995). Actually, they are influenced by 

post-structuralism  (including psychoanalysis of Lacan, and deconstructionism of 

Derrida).

D ata Collection

This study  attem pts to interpret the  cultural phenomenon of 

advertisem ents in  contemporary Korea. Thus, the d a ta  collected were the 

most recent available. At first, this study analyzed TV commercials selected 

from major netw orks in Korea. To this end, only commercials shown 

immediately before and after the  prime tim e national netw ork program s 

during June  and Ju ly  1996 were taped. In  addition, th is  study also used both 

the 1994 and the 1995 Creative Annual of Korea for exam ples of earlier TV 

com m ercials.

To complete the study, Korean m agazine ads were also analyzed. All 

the issues of the popular m agazine called TV Journal published in 1995 

were examined. Furtherm ore, this study used both the 1994 and the 1995 

Creative A nnual of Korea for examples of earlier p rin t ads. Finally, in order
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to analyze the m ost recent examples, da ta  were gathered  from selective 

issues of nationally-distributed consumer m agazines published in M arch 

1997. The magazines represent different types of periodicals: general 

editorial (Monthly Shin Dong-A). news (Shi-Sa Jou rna l), business (The 

Weekly Economist), movies (Cine 21). TV (TV Jo u rn a l), advertising 

(M onthly Advertising), fashion (Vogue Korea), women's (Monthly 

Housewife’s M agazine), car (Car Life), soccer (M onthly Magazine Soccer 

Jou rna l), baseball (Monthly Baseball Korea), and cu rren t affairs (Weekly 

Cho-Sun).

These periodicals were selected because they m et the following 

criteria: current popularity in their classes, a wide spectrum  of editorial 

coverage, audiences, and varied advertisem ents. In addition, these 

magazines were selected from different categories to ensure that the 

selection covers a  wide audience and represents the en tire  market.

For the semiotic analysis of Korean ads, th is study selected all 

exem plars of th ree categories: English expression ads, jeans ads, and Nike 

ads. The reason for this selection is th a t these three distinct categories of 

ads are useful to answer the above research questions.

D ata  Analysis Framework

Semiotics allows us to recognize the conventional and arbitrary 

relationship of the  signifier to the signified w ithin a  system  of signs. This 

approach also allows us to describe the process of connotation as well as the 

na tu re  of signs themselves. Eco (1976) observes th a t “semiotics is in 

principle studying everything which can be used in order to lie. If 

something cannot be used to tell a lie, conversely it cannot be used to tell the
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truth: it cannot in fact be used to tell a t  all” (p. 7). Following Eco’s work, 

Seiter (1987) defines semiotics as the study of everything th a t can be used for 

com m unication.

Initially, Saussure defined th is way in which signs can be organized 

into codes; a  set of signs from which th e  one to be used is chosen. “The set of 

shapes for road signs,” as an  example, forms a paradigm, as does the set of 

symbols th a t may be found within each shape (Fiske, 1990, p. 56). Saussure 

further used the term “syntagm ” to refer to the orderly combination of 

interacting signs within a  m eaningful text. From these prim ary 

distinctions evolve two forms of s truc tu ra l relationship: paradigmatic, a 

relationship of choice, and syntagm atic, a  relationship of combination. 

Hence, syntagmatic analysis gives an  overview of a media text as a 

narrative sequence or as a sequence of signs, while paradigm atic analysis 

studies pa tterns other th an  those classed as sequential, w ithin th a t media 

text (such as films and TV news).

In short, syntagmatic analysis tells us w hat happens in text, while 

paragmatic analysis tells w hat a text m eans. When we attem pt to decode 

television commercials, syntagm atic analysis would involve an analysis of 

how each shot, scene or sequence rela ted  to the others. On the other hand, 

paradigmatic analysis involves the study  of paradigm atic categories (such 

as binary oppositions) in the  text.

Semiotic analysis fu rther proposes a  terminological distinction 

between two different types of meaning: denotation is the term  used when 

dealing w ith the first order of signification generated by the signifier and 

the signified; connotation, on the o ther hand, refers to the second order of
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signification. Barthes (1977) likens denotation to the mechanical 

reproduction on film of the  object a t which the cam era is pointing. He 

compares connotation, on the  other hand, to the individualized aspect of the 

process -- the  selection of w hat to include in the frame, the use of focus, 

camera angle, lighting, and  so forth. Basically, denotation becomes the term 

for what is being photographed, while connotation refers to how it  is being 

captured on film (Fiske, 1990).

Table 10 presents a  firamework for the decoding of a specific ad.^ In 

general, signs in advertising are often m etaphors or metonyms. M etaphor 

is the term  used when an  unfam iliar concept is expressed in term s of a 

familiar concept. Metonymy, on the other hand, is the term used to describe 

the invocation of an  object or idea using an associative detail. The semiotic 

analysis in  th is study exam ines both m anifest and la ten t m eanings in

' Chapman (1986) provides a practical process for systematically decoding ads:

The first step in the decoding process allows for a conceptual separation of 

what is seen in the ad from the distinctly different step of acknowledging 

what the things seen m ean.. . .  The second step is to reconsider each 
signifier and ask what it means. Many of the signifiers evoke meanings that 
are inflexions on the same theme. . .  . The collective meanings of the various 

signifiers are usually consonant around a general theme. This is the 

referent system out of which each element of the ad both takes and reflects 

its m eaning.. .. The signs of advertising are therefore motivated and make 

promises to their audiences.. . .  The shortest route to uncovering the 

problems which the promises of ads seek to relieve is to invert each promise 
and consider its opposite. . .. The final aspect to this framework is the part 
played by myth. (pp. 73-76)

After the first three steps of the decoding process, the next step is to 
consider their likely reception by audiences as motivated signs.
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Korean advertisem ents. These Korean ads can be broken down into sm aller 

units, such as specific words, images, and sounds. In th is study, the 

framework for decoding these advertisem ent is presented as follows: (a) 

signifiers: the visual image, (b) binary opposition: the balance in cognition of 

signs against th e ir opposites, (c) referent system: the proffering of products 

in a  given social situation, (d) promise: positive aspects of the  product, (e) 

problem: negative aspects of the product (f) myth: the role of the product 

expressed as a m etaphor, and (g) BCD: the reduction of signifying surface 

presentations to b inary  opposition (i.e., the combination of steps (d), (e), and 

(b)).

In addition, Berger (1984) emphasizes the importance of color in 

understanding the  various aspects of the visual sign:

Different colors tend to generate different emotions. Red suggests 

passion, danger, heat, and related emotions; blue is seen as cool and 

serene, ethereal. Violet is associated with royalty and richness. There 

is, however, no natural connection between a color and the feelings 

that color engenders. Thus, for example, in the w estern world we 

wear black w hen we mourn, but in other cultures white is worn. (p.

33)

In th is light, context and cultural associations are im portant in  the 

structural basis of the ad.
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Table 9

Comparison of Semiotics and Semiology

Point of comparison Semiotic (Peirce) Semiology (Saussure)

1. Aims a t a general 

theory of signs

Philosophical, normative, 

but observational

A descriptive, 

generalized linguistics

2. Frequent subject 

m atte r domains

Logic, m athem atics, 

sciences, colloquial 

English (logic-centered)

N atu ra l languages, 

literature, legends, myths 

(language-centered)

3. Signs are 

relations, not 

‘th in g s ’

A sign is a triadic 

relation of sign, object, 

and in terprétant

A sign is a dyadic 

relation between signifier 

and signified

4. Linguistic signs 

are arb itrary

But also include natu ra l 

signs - icons and indexes

But appear necessary for 

speakers of the language

5. Ontology of objects 

of signs

Existence presupposed by 

signs

Not given but determined 

by the  linguistic relations

6. Epistemology of 

empirical ego or 

subject

Included in semiotic 

analysis

Presupposed by but not 

included in semiological 

analysis

Source: Singer, 1984, p. 42; Jensen, 1995, p. 13.
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Table 10

Framework for decoding’ advertisements

Problem In product 

negative qualities or 

associations in product as 

seen by consumer.

In users or product 

negative qualities or 

associations in or of users or 

potential users of product 

(popular views about smokers 

or smokers of certain brands; 

common personal worries or 

anxieties).

Prom ises positive aspects of product. positive aspects of user of 

product and the product’s part 

in atta in ing  these.

Myths the role of the product 

expressed as a m etaphor for a 

cu ltu ral myth.

the essence of the sort of 

person who uses the product, 

th e ir basic qualities, needs and 

place in the world: as such, a 

mythical portrait.

Source: Chapm an and Egger, 1983, p. 169; Chapman, 1986, p. 73.
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CHAPTER FIVE

GEBSERIAN STRUCTURES OF CONSCIOUSNESS IN ADVERTISING

Gebser’s notion of structures of consciousness provides us w ith a 

useful tool for the interpretation of Korean advertising. This is im portant 

because advertising (as a consumer culture) is an  access to understanding 

hum an consciousness. In this sense, the G ebserian notion of structures of 

consciousness is the theoretical basis for this study. More specifically, 

struc tu res of consciousness can be regarded as modes of aw areness 

through which people in terpret w hat is going on in  the world. Because a 

Gebserian perspective encompasses all understanding, his notion of 

structures of consciousness is a powerful tool in  the explanation of the 

cultural experience. Simply put, advertising (as a cultural experience) 

appeals to magical, mythical and m ental consciousness, and these are 

fundam ental Gebserian structures.

According to Gebser (1985), the historical unfolding of hum an 

consciousness proceeded in identifiable patterns, or structures which can 

be looked upon as m utations (i.e., results of a process of change in the 

superstructural level). At least five structures of consciousness exist: (1) 

archaic, (2) magic-vital, (3) mythical, (4) m ental-rational, and (5) integral 

(see Table 11). Basically, the archaic structure of consciousness was the 

first to evolve out of the origin (i.e. starting point). In  this study, the archaic 

structure is not examined, because we have no direct evidence left from the

86



archaic structure in the analysis of advertising as a cu ltu ra l experience. 

Perspectival consciousness is the predom inant struc tu re  in a  (late)modern 

world, while both magic and mythic structures still function in their own 

way. As Kramer and Mickunas (1992) note,

Gebser’s work dem onstrates correlations among very diverse 

domains of cultural creations, from poetry through science. The 

correlations led Gebser to the conclusion that, despite various 

proclamations of the end of the W estern world, there  is evidence of an 

emergent and different mode of perceiving -- the integral, (p. xi)

Even though the previous value derived from deficient consciousness' 

does not serve as a prim ary factor in the new consciousness structure, this 

does not mean th a t the deficient consciousness structure disappears. 

According to Gebser (1949/1985), it is subsumed rather th an  being destroyed. 

This phenomenon is, in Gebser’s terminology, “plus-m utation.”̂

' Each structure of consciousness can have a deficient mode. Deficient 

consciousness refers to the lack of psyche. That is, deficient consciousness implies 

the transition from the old to new consciousness mutation. For instance, the 
rational consciousness is the deficient mode of the mental structure of 
consciousness. In other words, the exercise of reason turns the mental 

consciousness into its deficient mode, the rational consciousness.
* The process of “plus mutation” is an alternative to the Darwinian notion of 
“minus-mutation” which refers to deterministic, linear, and biological changes from 

deficient species to stronger ones for survival. As Gebser (1985) notes, “[mutation] 
best describes the discontinuous nature of events that occur in consciousness 
following the primordial leap of origin. Moreover, it allows us to maintain the very 

necessary detachment from such concepts as progress, evolution, and 

development” (p. 38). Plus-mutation describes a process of enrichment. In this
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Accordingly, Gebser (1985) em phasizes th a t “consciousness struc tu re  . . . 

unfolds toward overdeterm ination [i.e., as determ ined by more th an  one 

structure]: toward structural enrichm ent and  dimensional increment^; it is 

intensifying and inductive -- [this is] plus-m utation” (p. 38).

Post-industrial society is a  process of dimensional increm entation. In 

pre-industrial society, magic or m ythic consciousness is the  predom inant 

structure of consciousness. On the other hand, post-industrial society has 

in tegrated previous structures. For instance, technology is not only an 

output of perspectival structure, bu t also a m anifestation of magical 

structure. Hidden potentialities are  integrated into a  new aw areness. As a 

consequence, all hidden potentialities become transparen t and  ever-present. 

That is, the origin is ever-present. In  short, Gebser (1985) viewed the 

possibility of consciousness being the  co-initiator of the different m utations 

or struc tu ra l changes. The structure  of consciousness m akes it possible to 

reintegrate the projection. However, Gebser rejected an evolutionary model 

(such as Darwinism  and Marxism) for the unfolding of hum an 

consciousness. This chapter a ttem pts to articu la te  the different 

consciousness structures for the analysis of Korean ads. Korean ads 

contain all of these structures, although one structure  is seen as

 ̂The unfolding of consciousness in history was accompanied by a progressive 
dimensionality. For example, the archaic structure of consciousness is zero- 
dimensional, since it is virtually identical with the origin. The magical structure is 

one-dimensional or unitary. The mythic structure is two-dimensional or polar, and 

the mental-rational structure is three-dimensional or dual. By contrast, the 

integral structure of consciousness is four-dimensional since it presentiates all 

other structures (Gebser, 1985, see Table 11).
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predom inant in  each example and as explaining a  cultural uniqueness. 

Indeed, Gebser’s notion of consciousness struc tu res is im portant because 

advertising is not limited to selling product, bu t sells us our values and 

beliefs. In th is sense, an understand ing  of how consciousness is expressed 

in Korean ads is useful for the  study of consum er culture in Korea. Using 

Gebser’s notion of consciousness structures, we can begin to in te rp re t 

Korean ads as a  uniquely perspectival expression.

Magic S tructure

Gebser (1985) argues th a t a  primitive sense of self-consciousness first 

appears in the  magic structure  of consciousness. The magic experience is 

impelled by emotions in the newly-awakened and still primitive feeling of 

separation from nature. Thus, the magic struc tu re  is univalent and one

dimensional (Gebser 1985). According to K ram er (1997), this structure  

becomes m anifested in a world where no difference exists, i.e., there  is no 

separation between the signifier and the signified — no consciousness of 

space or time, w hether sem antic or physical. Magic communication is 

idolic (Kramer, 1997), with incantation being a magical speech. W riting, 

which is a form of dissociation fi'om bodily lim itations and action, is a sign 

of an  em ergent mythic world. In the magic world, however, words and 

deeds are identical. When w riting emerges i t  does so in the form of highly- 

motivated, pictographic images which are purely emotional, and not 

analytical: a picture “of a th ing” and the th ing  “depicted,” are the  same. In 

other words, if writing exists a t all, it is as magic spell. Consequently, there 

is no such th ing  as magical representation. Moreover, in the magic world 

there is no “figurai” ambivalence. Bivalent two-dimensionality is
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characteristic  of the mythic struc tu re  of consciousness (discussed below), 

and not of the magic world. As M ickunas (1994) notes:

The very term  magic unfolds into E uropean  term s such as “to m ake,” 

Germanic “M acht” (power), and  “m oegen” (to w ant), and  “m achine.” 

In th is sense, magic aw areness tac itly  in tegrates v ita l interests, 

technical production, rhetoric, and  thea tre . . . . Rhetoric, on the other 

hand, is not only a  tran sparen t a ttem p t to convince, bu t more 

fundam entally an incantation th a t  identifies the  addressee w ith the 

slogans, sayings, promises, and im ages of s ta rs  in  advertisem ents, as 

well as identifying w ith the power of an  office holder, a nation, or a 

flag. . . . This consciousness is one dim ensional in  the  sense of 

identity  of one power, one event, w ith  another. Thus, in its own 

context magic in tegrates other m odes of consciousness, (p. 9)

Fowles (1996) claims th a t advertising, as a consum er culture, is 

based on earlier belief systems, and resem bles in  im portan t ways at least 

two of them , those of magic and of religion. Magic, found am ong primitive 

peoples, is premised on the conviction th a t  people dwell in  a world infused 

w ith living, amorphous sprit. This conviction also includes the  belief th a t 

certain  special individuals can a t m om ents intercede in  the  sp irit world. 

Such intercession, which m ay occur w ith  the aid of special objects or 

rituals , can cause one th ing  to happen ra th e r  th an  another. “The belief 

system  of magic,” Fowles notes, “was p a rtia lly  superseded by the formalized 

belief system  of religion, where usually  a  single godhead was established, a 

lore w ritten  down, and worshipful practices codified” (p. 97).
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The process of stylization apparent in  advertising is parallel to the 

magic struc tu re  of consciousness. As Jh a lly  (1989) w rites, “The world of 

goods in industria l society offers no m eaning, its  m eaning having been 

em ptied out of them . The function of advertising  is to refill the emptied 

commodity w ith  m eaning” (p. 221). B arthes (1972) also argues th a t the 

m ythical signifier is already a  sign th a t is em ptied of its original content 

and filled w ith  new content. In  th is process, the  m ythic dim ension of 

advertising d isto rts the m anifest m eaning given by the  linguistic sign. As 

Jhally  (1989) points out.

Indeed, the m eaning of advertising would m ake no sense if objects 

already had  an established  m eaning. The power of advertising 

depends upon the in itia l emptying out. Only then  can advertising 

refill th is  empty void w ith  its own m eaning. Its power comes from the 

fact th a t  it  works its magic on a b lank  slate, (p. 221)

Jha lly  (1987) regards the consum er commodities in advertising as tribal 

fetishes. Originally, these fetishes were though t to m agically enhance an 

individual’s power over o thers and/or the  sp irit world, and, even now, 

W illiamson (1978) asserts th a t  “all consum er products offer magic, and all 

advertisem ents are  spells” (p. 141). In o th er words, w hen products are 

anim ated, th e  residual beUef th a t objects can live is being dem onstrated. 

This belief also holds true  for those products which are not explicitly 

claimed to w ork like magic, bu t for which th e  connection is often implied 

(Fowles, 1996). From a G ebserian  point of view, advertising (as magic) is 

expressed by a form of totem ism .
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The dimension of the m agical consciousness has far-reaching 

implications which help explain how advertis ing  works. Not only are 

products advertised as giving one the pow er to control na tu re , but there is a 

totemic dimension of magical consciousness w hich is g reatly  exploited in 

advertising. In the magical mode of consciousness, as K ram er (1989) 

explains, if one can create the phenom enon about w hich one is anxious, it 

m ay be assumed th a t one can control it. For th is  reason, “prim itive” hum an 

beings, for example, would draw  p ictures of a  th rea ten in g  anim al on a cave 

wall; through the process of “creating” the  anim al, the  “magic” user gains 

power over it. According to K ram er (1989), advertisem ents, like the 

prehistoric representations on the  w alls of the  cave, also graphically 

“create” (or depict) headaches, stom achaches, fears, anxieties, joy, and so 

on, and thereby give the im pression th a t  the associated product can control 

the  phenomenon.

In  a case of Korean ads, a  beautifu l lady who w ants to have a  full 

bosom may be shown wearing a  p a rticu la r brassiere. A t this point, the 

m agical product “La Vora Magic Form  B ra” appears on the screen (see Ad 

1). After she wears this magical bra, th e  beautifu l lady gains power. In  the 

sam e way, many medicine advertisem ents use th is m agical power to 

propagate their product.

Rhetorically speaking, advertising  frequently  sets for itself the 

magical goal of association. Many K orean ads a ttem p t to link the product 

w ith a particular value, idea, belief, or self-concept which we find attractive. 

This is identification of the product w ith  the  consum er’s desire. By 

associating the product w ith such values, advertising  can escape the
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difficulties of logical argum ent. For example, th e  logical argum ent 

connecting a specific brand  of computer to the  notion of efficiency is avoided. 

Instead it offers a m agical connection which, th rough  the  power of 

repetition, solidifies in  the  mind of the consum er. The totemic value of 

certain national brands as signifiera of given qualities — Sam sung TV as 

the “spirit of the  World’s Best,” or ZEC as “the pride of Korean crackers” -  

stands as testim ony to the power of associational advertising rhetoric, even 

though these slogans are absolutely senseless. In  th e  magical 

consciousness, there is no personal identity. To estab lish  Korean group-ego, 

these ads employ the magical word “pride” or “b est.” Thus, the totemic 

function of Sam sung TV ad is associated w ith the  m agical and pre-rational 

structure of consciousness.

Actually, the Sam sung TV ad attem pts to persuade audiences it is 

”the World’s Best” (see Ad 2) by deliberately constructing a Korean national 

and chauvinistic iden tity  while magically inducing its audience to connect 

with it. From a trad itional point of view, Korea’s use of color is clearly 

distinguished from th a t  of other countries. In  m any cultures, pale colors 

reflect nothing strong or positive; often they are tak en  to have a negative 

meaning. Korean aesthetics, however, are quite different: the heavens, 

rivers, and o ther objects of na tu re  are rarely pa in ted  in strong colors; light 

or pale colors have an  a ttraction  of their own. The m agical effect of these 

colors seem to reflect the unique Korean culture. The Sam sung TV ad 

provides a  good exam ple of the use of a trad itional Korean color (jade green) 

in the m anifestation of Koryo celadon, a  type of fine ceramics. We 

experience m agically and pre-rationally the expression “World’s Best” (at
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the top of th is ad) w ith Koryo celadon (at th e  bottom of th is ad). In the ad, 

there  is no symbolic distance between the image of Koryo celadon and 

Sam sung TV. As a result, Sam sung TV assum es power magically, w ithout 

reason, because Koryo celadon is the best ceram ic in  the  world. In term s of 

K orean identity, it exists in the m anifestation of Koryo celadon. This identity 

is defined in the context of the magic of a  K orean m asterpiece. In essence, 

therefore, th is ad emphasizes the totemic value of th e  K orean brand (see 

Table 12).

M ythic S tructure

According to Gebser, the mythic s tru c tu re  advances hum ankind to a 

form of perception most centrally grounded in  the  im agination. The mythic 

unperspectival world is thus bivalent and  two-dim ensional. Here, the 

separation  between the literal and the figurai becomes a  necessary 

condition for reflective thought, critique, and  tak ing  a discursive position. 

Moreover, mythic communication is am -bi-valent, and also symbolic 

(K ram er 1997). For example, various polarities, such as m essage/intent, 

body/mind, and prim ary/secondary m ay begin to em erge whereby m yths 

are  w ritten  w ith m etaphors. Accordingly, language and  speech begin to 

exist as a  second order m etaphor estranged from the native origin, and  the 

identity  of the signifier and  the signified begins to weaken.

According to K ram er and Lee (in press), symbolic communication 

presupposes a  nascent separation betw een the lite ra l and  the figurai which 

enables one phenomenon to “stand  in for” another. This “substitu tion” is 

not, however, totally arb itrary , and thus no t totally  dissociated. In other 

words, m etaphors can seem inappropriate. For exam ple, dram a em erges in
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the  mythic world as the unifying ritu a l splits into the play and the 

audience, i.e., thea trica l d istance emerges. If, however, the audience cannot 

emotionally identify w ith th e  characters, then  the  overall “magic” of the 

th ea te r fails. A t th is point, complete “objectifying” dissociation requires a 

th ird  dimension.

Kram er and  M ickunas (1992) suggest th a t mythic struc tu re  has very 

little  to do w ith storytelling and  fables, although stories and fables usually 

m anifest the w ays, images, sayings, and hum an  relations in which the 

mythological s tru c tu re  appears (p. xix). M ickunas (1994) provides an 

essence of m ythic consciousness:

The appearance of sky is the  appearance of its polar aspect, the earth , 

the appearance of love is also the appearance of hate, the appearance 

of high dem ands the polar presence of the  low — one is never given 

without th e  other, and  one m ay replace the  other. Thus gods and 

demons m ay exchange th e ir  positions th rough  various deeds.

Demons m ay become good and thus m ay rise to the heights, while 

gods m ay become corrupt and sink to the low region. While this 

movement comprises a  rhythm ic, and indeed dancing and oral mode 

of aw areness, such an  aw areness is tem poric in a cyclical sense.

(p. 10)

Gebser (1985) argues tha t m yths are  usually expressed by the psyche and its 

polar arrangem ent of dynam ically  in terchanging  images, am ong which 

oral imagery predom inates. Consequently, ju s t  as the magic structure  

emphasizes emotion, so the m ythical involves im agination. Gebser (1985) 

declares th a t “the  mythic s truc tu re , whose unperspectival two-
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dim ensionality has a la ten t predisposition to perspectivity, has an 

im aginatory  consciousness, reflected in  the im agistic n a tu re  of m yth  and 

responsive to the  soul and sky of the ancient cosmos” (p. 67). Thus 

advertising  as a  m yth-m aking process finally h as  a n  im aginary 

consciousness w ith  which to create a dream  world.

The theoretical and conceptual fram ework for the  study of 

advertising  as m yth can be traced back to such in fluen tia l scholars as 

Eliade, Lévi-Strauss, B arthes, Gebser, and Leymore. The first elem ent of 

m yth is its deep association w ith cultural issues. E liade (1963), for instance, 

defined m yth  as “an extrem ely complex cu ltu ral reality , which can be 

approached and in terpreted  from various and com plem entary view points” 

(p. 5). He regarded myths as inextricably tied to a  cu ltu re  th a t privileges 

them  as group expressions. T hat is, m yths m ust be judged as cu ltu ral 

values. As V ernan t (1980) notes, a  concern w ith the  forms of society should 

characterize an  analysis of m yth in culture, while a  definition of m yth  

should em phasize its narra tive form. K irk (1975) defined m yth as “a  story, a 

narra tive  w ith a  dram atic structure  and a climax” (p. 27). This is supported 

by Lévi-Strauss, who recognized m yth as a  n a rra tiv e  in h is struc tu ra l 

approach to m yth in general. Furtherm ore, Lévi-Strauss (1963), pointed out 

th a t the distinctive character of m yth does not lie in  style or syntax, b u t in 

the  story which is told. Thus, m yth is a  cultural narra tive .

The second element of m yth is rela ted  to its symbolic form. M yth was 

recognized as a  central symbolic act of cultures w hen F reud em phasized 

the im portance of symbols in myth. Freud (1964) considered dream s to  be 

the raw  m ateria l of myths: “In the m anifest content of dream s we very  often

96



find pictures and situations recalling fam iliar them es in fairy tales, 

legends and m yths. The in te rp reta tion  of such dream s thus throw s a light 

on the  original in te rests  which created  these  them es” (p. 25).

Lévi-Strauss ( 1963), w riting  in a  different tradition, studied m yth as a 

symbolic form. He claimed th a t  m yth w as composed of “gross constituent 

u n its ” which combine in recognizable s tru c tu ra l pa tterns to produce the 

m eaning of m yth (p. 211). At th e  h e a rt of m yth were binary, polarized 

m etaphors, he asserted , and “th e  purpose of m yth is to provide a  logical 

m odel capable of overcoming a  contradiction” posed by such m etaphors (p. 

229). Consequently, the symbolic dim ension is essential to m yth’s power. 

Such symbols provide m yth w ith  the tension and electricity of such polar 

te rm s as good/evil and peace/war.

The basic assum ption of recent studies is the idea th a t advertising 

constitu tes a type of symbolism. A dvertising symbols represent struc tu res 

of m eaning; they involve the m anipu lation  of images to create a  message. 

Recent studies of advertising have adopted the methodology of 

struc tu ra lism  as a  m eans of analyzing advertisem ents as ideological 

forms. By applying the principles of structuralism  (namely semiotics) to the 

coded messages contained advertising, it  is possible to uncover such 

m essages’ hidden meanings. Leymore (1975) studied m odem  advertising 

using  the  same type of struc tu ra l analysis th a t anthropologists use to study 

the  system s of m yth. Ju s t as Lévi-Strauss (1963) argued tha t the purpose of 

m y th  is to provide a model of though t capable of overcoming contradiction 

generated  by society or hum an condition, Leymore’s use of Exhaustive
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Common Denom inators involved the reduction of signifying surface 

p resen tations to binary opposite substruc tu res (e.g., m asculine/fem inine).

W hile Leymore’s approach is borrowed from Lévi-Strauss,

W illiamson (1978) borrows m ostly from B arthes. B arthes (1972) regarded 

m yth as a  type of speech consisting of an  oral, w ritten , or representative 

discourse. In  a  semiotic (or semiological) system , a sign is very im portant, 

since it  rep resen ts the underlying correlation which un ites the signifier 

and signified, thus giving it a certa in  m eaning. W hen th is  semiological 

p a tte rn  operates in  myth-making, m yth is tu rned  into a  second order- 

semiological system . As noted above, B arthes (1972) sum m arized the 

principle th is way: “That which is a sign in the first system  becomes a  m ere 

signifier in  the  second” (p. 114). Moreover, B arthes showed how the form al 

system  of the  first signification shifts w hen carried onto the  second level of 

signification in  m yth (see Figure 1). M yth is not ju s t any  abstract m essage, 

but a m essage directly produced by a definite signifying m echanism.

Figure 1

Semiotic Svstem  of a Mythic S tructure

L inguistic

Signifier

Linguistic

Signified

Linguistic Sign 

Mythic Signifier Mythic Signified

Mythic Sign

Source: Barthes, 1972, p. 115.
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In  B arthes’ discussion, the  signifier-signified distinction is conjoined 

w ith a distinction between m anifest and la te n t meaning; th is  produces a 

struc tu ra list conception of ideology. For exam ple, advertising has the 

selling function as a  m anifest meaning. A dvertising also serves the 

in terests of those in  power as a  la ten t m eaning. W illiamson (1978) explains 

the ideological process by which goods are  given m eaning in  advertising. 

She explores how advertising transform s th e  practical use value of 

products into the  symbolic exchange value of commodities. Williamson 

points out th a t the  m eaning of one sign is transferred  to another. She refers 

to the system of m eaning as the  referent system . As shown in Ad 3, 

Marlboro cigarettes are placed in apposition to desired values (such as 

power), as well as moods of situations (such as free), which are located 

w ith in  certain  social settings (such as wide open space). These social 

settings are denoted as referent systems (C hapm an & Egger, 1983, p. 172).

In  th is context, m ass media play an im portan t role of m ediator; M cLuhan 

(1960) argued th a t  a language (or medium) m ay be called a  macro-myth, a 

single m yth being an  image, photograph, or still shot of a  macro-myth in 

action. McLuhan (1960) noted th a t “a kind of m ythm aking process is often 

associated w ith M adison Avenue advertising agencies” (p. 290). Viewed in 

th is context, advertising can be seen as a  crucial medium for the m yth

m aking process.

The M arlboro ad provides an  example of advertising as a  m yth

m aking process. The Marlboro ad draws a n  image of the traditional cowboy, 

hard  a t work and  caring for anim als, suggesting th a t sm oking is a
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justifiable activity, m etonomically equivalent to o th er positive social 

activities. This image provides a symbolic construct which a ttem pts to 

suppress and camouflage contradictions between th e  heavy work of the 

cowboy and the light cigarette, as illu stra ted  by the contrast betw een the 

ad’s n a tu ra l scene an d  its artificial product (see Ad 3).

As shown in Table 13, the m ain  components of the  Marlboro ad are 

the conjunction of n a tu re , the  cowboy, the  horse, an d  the  cigarette. This 

system associates th e  Marlboro c igarette  w ith such concepts as 

m asculinity, power, rugged individualism , and n a tu re . That is, cigarettes 

represent som ething tough, organic, n a tu ra l, and healthy. Therefore, vital 

men smoke. Hence, th e  Marlboro ad is no different th a n  the im age of the 

American West. The difference, however, lies in th e  function w ith in  which 

the cowboy images a re  embedded. R eaders in the W est can regard th is ad as 

a totemism of Am erica by seeing th a t  the  cowboy opened up a new W estern 

world. As Chapm an (1986) observes, “To m any Am ericans, school history 

lessons m ay have positioned cowboys essentially as symbols of tim es past, of 

an aspect of their country’s folk h isto ry  when innocence preceded 

decadence and the m oral uncertain ty  of tw entieth-century  life” (p. 101). On 

the other hand, readers in Korea can in te rp re t the Marlboro m an as a myth 

of America by understand ing  the im age of cowboy as a  hero of American 

cultural productions such as movies smd novels. In  th is  sense, the  Philip 

Morris Corporation is a ttem pting  to sell the dream  of an American cultural 

experience.

Perspectival S truc tu re
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Gebser (1985) notes th a t the m ythical consciousness does not reta in  

its polarizing and psychic character indefinitely; it undergoes a m utation 

th a t leads to the preem inence of a perspectival structure  of consciousness 

which consists of various radically fixed aspects. F irst, it  is dualistic, w ith 

preem inence given to the function called m ind  over m atter. Second, a mind 

is not regarded as an  entity, but a function of directness, orientation, and 

finally of linearity. Third, the  orientation orig inates w ith a center called the 

ego — a t least in the m odem  configuration — w ith  a  propensity to lend it a 

spatial position from which perspectives become constituted toward the 

“object.” The technological society is the good example of the  transform ation 

from psychic to m ental consciousness. T his consciousness emerged full- 

force in the  Renaissance when space was to ta lly  perspectivized. As Gebser 

(1985) stated , “The perspectival structure  as fully realized by Leonardo da 

Vinci is of fundam ental im portance not only to our scientific-technological 

but also artistic  understanding  of the w orld” (p. 3).

The fundam ental fragm entation of reality^ occurs w ith  the 

introduction of the perspectival structure . The perspectival structure is 

characteristically dualistic (i.e., subject ; object), and quantifies space and 

time. M odernity is essentially  perspectival. Nevertheless, th e  magical and 

mythical modes of being are not extinct, b u t ra th e r  continue to coexist. The 

perspectival world is predom inantly tr iv a len t and three-dim ensional.

 ̂ The fragmentation of reality implies the transformation from psychic to mental. 

The fundamental fragmentation of reality forced the hand of relativism. According 

to relativism, reality is socially produced and is therefore defective since it is
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Perspectival consciousness presents “depth  space,” which is em pty and in- 

betw een things. Its mode of communication is signalic-codal. Here, the 

signifier and signified become accidentally associated (or m ore properly, 

dissociated). Language becomes completely arb itrary , as does social 

identity, in th a t dissociated analysis displaces emotional a ttachm ent. As a 

resu lt, communication is enhanced by codai processing, as in the com puter 

language of “0, 1.” Afterwards, the arb itrary , perspectival world becomes 

characterized by a kind of freedom from com m unity com m itm ents and 

trad itional param eters. Also made possible by the perspectival s truc tu re  is 

the exploration, m apping, codification (as in  Newtonian physics), and 

colonization of space.

In sum m ary, the  perspectival s tru c tu re  of consciousness and 

comm unication is characteristically  dualistic, visual, perspectival, and 

quantifies space and time. Language in  the m ental-rational dim ension is 

propositional. Sight and vision replace the importance of sounded 

communication, while the w ritten  word carries the m eaning forward from 

a beginning point, from left (mythic) to righ t (mental), tow ard an end.

W oras themselves become representational. By contrast, in  the  magical- 

m ythic dimensions, the presence of the sounded image is th a t  experience.

Advertising as a form of persuasion is a  m anifestation of perspectival 

consciousness. The perspectival s truc tu re  in  general, and  advertising 

rhetoric in  particular, has long embraced science. In post-industria l 

society, the advertisem ent which could draw  upon the support of science

distorted by social interests. Since reality is thus distorted , there is no independent 

standard of truth.
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had a distinct advantage. G ranted, th is is not possible for every product -  

e.g., the m akers of clothing, perfum es, fu rn itu re , flatware, glassware, and 

m any other products have often found it  difficult to promote their wares 

from a technological angle. Yet a host of o ther products can employ some 

sort of technologically-based argum ent in  th e ir  advertising, and advertisers 

have not hesitated to do so. Such products include medicines, packaged 

foods, cars, and so on. An Ace bed comm ercial provides a  strik ing  example. 

In  th is ad, the Korean audience m ay find it difficult to understand  how 

anyone could believe such preposterous, indeed contradictory, claims 

implicit in the product’s slogan, “A bed is not fu rn iture but science” (see Ad 

4). The explanation lies, perhaps, in  the  m agical term  “science.” From  this, 

we can see how the m eaning of science functions as a rhetorical device in 

th is bed ad. The use of the word “science” a ttem pts to suggest th a t th is ad 

relies upon rational persuasion.

Overall, advertisers found the lu re  of scientific trappings h a rd  to 

resist. In addition to providing a basis for determ ining rationality, science, 

when employed as a technology for doing things, provides another valuable 

benefit for a  society caught up in the sweep of rapidly accelerating progress. 

This embrace of science leads to an  em phasis on efficiency, a powerful 

them e which significantly affected K orean ads. Advertisem ents of the post- 

industria l e ra  employed num erous devices to drape the ir goods in  the 

borrowed glory of science. They gave th e ir  products brand names based 

upon chemical compounds, such as “H 2 0  CARE,” and “MEERO HYDRO,” a 

skin cream. Moreover, brand nam es borrowed from high technology in 

other ways; for example, “SOLAR SENSOR,” a facial cosmetic.
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M anufacturers also sometimes employed a personality  w ith a  learned, 

m edical or scientific title  to enhance the b rand’s credibility; for example, a 

d en tist would introduce a  particu lar brand of chewing gum (see Ad 5), even 

though, basically, chewing gum is bad for teeth .

In tegra l S tructure

Like Gadam er (1975), Gebser (1985) considered the  investigation of 

language as a source of insight. However, w here G adam er did not accept 

the  possibility of aperspectivity, Gebser proposed an  em erging 

consciousness structure  which is a t once in teg ra l and  holistic (Kramer, 

1989, p. 577). From this point of view, aperspectivity assum es no “standpoint” 

of viewpoint. The new m utation has no “place” outside of the o ther modes of 

consciousness, but ra th e r d isrupts the rigid categorical system atization of 

spatia l consciousness (i.e., positivistic methodological absolutism ). This 

d isruption also appears across all disciplines. G ebser used the  term  

systase, Greek for “put together” or “connection,” to indicate a merging 

tow ard wholeness. Systase as a process depicts an  actualizing of the 

convergence of partials into wholeness. While systase is not systematic, 

n e ither does it deny system s bu t instead encom passes them. In the process, 

all acategorical aspects of time® th a t cannot be reduced to categorical 

system s are encompassed along w ith the system s. An example of this is the 

E inste in ian  presentation of energy and m ass/m atter as transitional forms 

of m utable phenomena th a t can be expressed th rough  systase.

® Acategorical aspects of time means that we are freed from linear temporality. In 

this context, alpa prefix (a) means to free.
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Kram er (1989) explains th a t  the in tegral consciousness is 

increasingly becoming predom inant in every dom ain. This comprises the 

explicit presence of w hat has been considered la ten t or implicit in all the 

other modes of aw areness. Sim ply put, we can  trace in  each phenomenon 

the “tran sp a ren t” commonalties precisely because the  phenom enon occurs 

differently from others. Here G ebser’s understand ing  of the in tegral, which 

is m anifested basically by transparency , requires m eticulous articulation: it 

should be made clear th a t transparency  does not m ean seeing things 

through some m ystical vision. In stead  it m eans th a t we are able to see one 

struc tu re  of consciousness th rough  another.

In this light, tim e is no longer seen as linear, bu t is experienced as 

concrete, tha t is, in  total all a t  once. A new freedom regarding tim e is 

realized by being conscious of th e  process foundations th a t give rise to the 

different experiences of time. T he experience of tim e in  in tegral 

consciousness gives b irth  to a rea lity  in which one is no longer ruled by its 

constraints. Gebser (1985) refers to the altered  phenomenological view of 

time absorbed into being -  th a t is, tim e is being and being is tim e -- 

described by M artin  Heidegger (1962) as fu rther dem onstration of the 

integral struc tu re  of consciousness. Because of the  transparency  of the 

integral experience, w ith all o th er struc tu res of consciousness still present, 

a  holistic experience of reality is  achieved.

In the in tegral period, a ll things, all previous structures, are 

re turn ing  to the  origin. During the  return , however, a  variation occurs in 

th a t the origin perceives reality  in  tru th . In o ther words, the origin 

reclaims w hat w as projected onto reality  in th e  previous structures.
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integrating it into a  holistic view of reality. Reality is now seen as a  whole 

and not from the individual viewpoints of the  previous structures. In this 

way the divisions of reality  th a t occurred in  the earlier struc tu res are 

dissolved into a diaphanous and tran sp a ren t whole. As M ickunas (1994) 

notes;

Each consciousness struc tu re  may in teg ra te  other modes, then 

during an age of m utation, one m ay be tem pted to select any one of 

them  as preem inent and exclusive. This tem ptation is the  more 

prevalent w hen hum ans are faced w ith  a d isin tegrating  and 

fragm enting mode of awareness. One seeks for any in tegrating  mode 

and falls prey to an exclusive em phasis on one consciousness 

structure, (p. 17)

From the above representations, we can apply propositional language 

as an integral p a rt of rhetoric to the analysis of ads. Magic (or myth) also 

proves integral, so th a t the propositional language appearing in 

advertising, for example, is not designed ju s t  to give us facts, bu t to also 

change our m inds about buying another product. Accordingly, the factual 

propositions carry  th e  magical weight of enchantm ent. This propositional 

language leads to the  in tegral domain of communication, which is 

inherently nonlinear and thus cannot be understood in term s of spatial 

location. Language as a basic form of expression reflects the m utational 

changes th a t visibly accompany the shift in  consciousness. In  th is sense, 

the integral-tim e dim ension also rem ains free of seriality.

In sum m ary, when we in te rp ret K orean ads, we can recognize the 

co-existence of m ythic, magical, and perspectival consciousness structures.
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The v isual dimension of each ad perform s in conjunction w ith  mental- 

rational consciousness s truc tu re  to give a  perspectival s truc tu re . The 

magical (or mythic) aw areness, however, is the m ost w idespread in Korean 

ads. The m agical s truc tu re  facilitates the sensual constituen ts of nonlinear 

and irra tio n a l montage. M yth and m agic help us express im pulses toward 

the cu ltu ra l experience. In  the same way, the  predom inance of the magical 

or mythic struc tu res does not mean th a t  o ther struc tu res are  completely 

excluded. The in tegrating  mode of analysis thus provides a  method for 

assessing the  ways in w hich a particu lar struc tu re  situ a tes  the  factors 

from o ther structures.
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Table 11

The Sum m ary of G ebser’s Consciousness S tructu re

S tru c tu re Perspectivity Sign Essence Degree

A rchaic None None Iden tity  (Integrality) Deep sleep

M agic Pre-perspectival Point U nity (Oneness) Sleep

M ythical U nperspectival Circle Polarity

(Am bivalence)

D ream

M ental Perspectival T riang le Duality (Opposition) W akefulness

In teg ra l A perspectival Sphere D iaphaneity

(T ransparency)

(T ransparency)

Source: Gebser, 1985, pp. 117-121.
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Table 12 

Sam sung TV

Signifïers S am sung TV; the W orld’s Best; masterpiece; compact 

TV

Referent system s high  technology; good quality; Korean brand

Binary oppositions Korea : world; h igh  quality  : low quality

Prom ises best; m asterpiece; power

Problem contradiction betw een m odernism  and 

postm odern ism

M yths product as a totem ic value of Korean brand

ECD Sam sung TV : o thers = w inners : losers
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Table 13 

M arlboro

Signifïers Marlboro lights; cowboy; horse; river

Referent system s free life of the cowboy; nature

B inary oppositions free : trapped; n a tu re  : urban

Prom ises freedom; independence; power

Problem trapped in  urban artifice

M yths product as restorer of freedom; product as a symbol of 

A m erica

ECD Marlboro smokers : others = w inners : losers

1 1 0



Table 14 

Ace Bed

Signifïers Ace bed; scientific test; comfortable furn itu re  for w aist

Referent systems efficiency; technology; ra tionality

Binary oppositions comfort : pain; science : fu rn itu re

P rom ises feeling comfort

Problem bed is ju s t fu rn itu re

Myth product as a  resu lt of science

ECD Ace bed : o thers -  w inners : losers

1 1 1



CHAPTER SIX

A SEMIOTIC ANALYSIS OF ADVERTISING IN  KOREA

The Postm odern Encoding of English Expressions

Several researchers have been in te rested  in the language used by 

those in advertising. Language provides th e  prim ary m eans for 

in terp reting  social reality in everyday life. Classical rhetoric, as well as 

m odern rhetoric, can be seen as the  study of advertising, which is made 

possible through the use of language. In  general, language encodes the 

external world into internalized images, and  serves as a  re trieval system. 

Through th is retrieval system, our pictures of the world are rendered to 

others, while their images are rendered to us. T hat is, comm unication 

exists only w ithin the context of shared life situations an d  experiences. 

Sim ilarly, advertising makes use of language to help form a collective 

identity  by situating  a given ad w ithin  shared  experiences. As a  result, 

advertising by the mass media not only provides sim ilar im ages to 

everyone, but it  provides these images publicly, and often sim ultaneously, 

for everyone, thereby creating a  shared  sense of tim ing and  experience as 

well.

To th is end, learning foreign languages has become an  obsession 

among m any Koreans as a vast globalization campaign sweeps the  nation. 

In  th is process, English becomes increasingly vital in all a reas of cultural 

activities, w ith advertising being no exception. Advertisem ents employing
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English in  the following m anner abound: “Hole in one from Seoul to 

London,” “Gimme a break 30 m in. res t th an k  you,” “Local touch, global 

brand,” and “T an k  brains.” In  K orean ads, E nglish-w ritten  expressions are 

used in four different places. The first place is in the  producer’s nam e (i.e., 

company nam e such as SAMSUNG, HYUNDAI). The second place is when 

the brand  nam e appears. Thirdly, an  English expression is also used as a 

catch phrase for, or explanation of, products. F inally, English is sometimes 

found in  the copy text. These four components are not m utually  exclusive; 

one advertisem ent m ight have all four, while o thers m ight ju s t  have one or 

two of them .

In Korea, m any brand nam es are usually  w ritten  in both  English 

and Korean. Even when products are  im ported, or brand  nam es represent a 

foreign country, th is  is usually the  case. B rand  nam es, as the  indicator of 

linguistic influence, make up th e  m ost common form of commercial 

expression. Consequently, the m ethod of expressing  brand nam es most 

widely used was Korean language inscriptions un til 1990. More recently, 

however, a  K orean language b rand  name is not a  m ajor p a rt of some ads. 

Beer advertisem ents provide a good example: Most beers use an  

alphabetical nam e for their product (i.e., NEX, HEIT, CASS). These three 

brands spent 17.96 billion won (roughly $ 22 million) on advertising during 

the first four m onths of 1995. This was up 40 percent from the  sam e period 

in 1994 (Kal, 1995, p. 26). For instance, the O riental Brewery Company is 

intensifying its efforts to improve the  brand recognition of NEX, using such 

promotional events as college festive activities and taste  tests. I t  does not 

m atter th a t NEX m akes no sense in  either E nglish  or Korean.
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The NEX product uses a gold color which connotes rea l beer and 

royalty (see Ad 6). The ad says, “Youthful beer, m y feeHng is NEX” in 

Korean. Obviously the  good looking guy in this ad  is viewed as being vital 

and youthful (see Table 15). Basically, this ad tries to show th e  world of 

youth and freshness w ith  em phasis on NEX as a  brand-nam e. The 

association of the handsom e model w ith an  E nglish  brand nam e m ay invite 

us to see a connection w ith  Generation X. Semiotically speaking, the 

collective m eanings (such as youth) of the various signifiers (clean and 

sm ooth beer, NEX, and the  young handsome guy) are consonant around a 

general theme. In th is context, vigor as an actual form of youth  can be the 

referen t system. In th is ad. G eneration X m akes promises to th e ir  

audiences. This signification drives the process of cannibalizing signs and 

im ages.

As can be seen in Ad 6, although NEX, as an  alphabetical expression, 

cannot m ean either luxury or freshness, yet beer advertising constitutes a 

represen tation  in and of itself. From H ang’s point of view, advertisers 

engineered the  promise of something new (or happiness) th rough  the 

consum ption of images appealing to hum an needs and sensuality .

However, in  a postm odern world, beer advertisers cannot deliver on their 

prom ise of som ething new. Our experience of rea lity  is th a t  of an  im aginary 

and subjective construct. Consequently, postm odernism  perceives surface 

w ithout depth, sign w ithout referent, and appearance w ithout reality . That 

is, appearance becomes reality, in which the “rea l” is replaced by the  image 

th a t serves as the “real.” As Cross (1996) asserts:
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Seemingly th e  language of advertising has no depth, offering a 

hyped-up surface to be seen  th a t  supplants logic and even language 

itse lf as im ages spread an d  assau lt linearity. Yet it  draws us in w ith 

disjunctions of wordplay and  image to reach sublim inally into 

dimensions of the forbidden, tra in ing  us to new attachm ents. This 

public sign system , in m aking  m eaning for products, has created a 

new world view, offering utopia in  a  narra tive  of going out to buy, a 

sim ulacrum  of the world th a t  drives us to products as substitu tes for 

experience, (p. 2)

As has been noted in the previous chapter, Fowles (1996) claims th a t 

advertising is based  on earlier belief system s, a t least two of which it 

resem bles in im portan t ways -- those of religion and magic. This dimension 

of th e  magical consciousness s tru c tu re  has far-reaching implications 

which could help explain how advertis ing  works. Not only are products 

advertised as giving one the power to control nature, but also as a  totemic 

dim ension of m agical consciousness to be greatly  exploited. For example, a 

young m an may d rink  NEX beer; by the process of “creating” the youth, the 

“m agic” beer th u s gains youth. To th is end, advertisem ents also graphically 

“create” youthful beer. In this process, NEX, as an English expression, 

perform s an im portan t role in  creating  a  “magic” beer. This is all the  more 

powerful because the  m eaning of NEX seem s to suggest the next (or X) 

generation for Koreans. Cannon (1994) argues th a t today’s young 

generation — the so-called G eneration X— have developed a distinctive set of 

values in  response to the changed circum stances of the ir lives, and th a t 

these values will come to shape th e ir own consumer culture. He identifies a
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num ber of processes as especially influential in shaping the  values of th is 

generation, including invasive media, worldwide consum er products, 

accessible comm unications and com puter tools, and  global issues.^ In the 

sam e way th a t  these advertisem ents suggest th a t they give the  beer drinker 

youth, such advertisem ents also give the im pression th a t the  associated 

product can control the natural phenom enon (such as aging, h a ir  loss, and 

tooth decay).

In  general, beer ads use male models like the  NEX ad  does. From 

ancient tim es, Korean women have been encouraged to produce male 

children. In  th e  past, prosperity was judged by the num ber of male 

offspring, and  social institutions did much to encourage such beliefs. This 

idea of son preference is rooted deeply in the  Confucian pa triarchal system. 

I t was the w om an’s duty to produce a m ale heir to ensure the  continuance 

of her husband’s bloodline and to perform im portan t ancestra l rites. 

F urtherm ore, having  an alcoholic drink (including beer) in  public rem ains 

socially unacceptable for females in Korea and so a  female model would not

 ̂ More specifically, Cannon (1994) writes:

Invasive media has been used to promote brand names such as Benetton, 

Haagen Dazs, Nike, Esprit and Windows which are now part of the everyday 

language of Generation X around the planet. Described by some as the first 

global generation, they are joined together not by a common ideology but 

rather a sophisticated knowledge of consumer products. This is true for 

individuals in all tiers of the educational and socio-economic ladder.

Research shows that young people who drop out of school with little grasp 

of mathematics or history have in fact detailed stores of information on 

computer gear, fashion products, and recreational equipment, (p. 2)
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be persuasive in  a  beer ad according to th e  trad itional Korean cultural 

value system. T hus the preference for a m ale model in th is beer ad reflects 

the Confucian trad ition  in Korea.

In Korean advertising, the  so-called “catch phrase ,” or slogan, of a 

product did not contain foreign languages un til 1990. The reason behind 

this was th a t Korean catch-phrases helped  consum ers rem em ber the 

slogan more easily. The catch phrases in  a  postm odern era, however, 

perform  a crucial role in the im age-m aking elem ents of such 

advertisem ents. In  this sense, English plays an  im portan t function as a 

carrier in the process of W esternization. The catch phrase “Anytime, 

anywhere, anybeep-bi (beeper)” provides a  prim e example of the th irs t 

Koreans have for W estern products. This th irs t is expressed in  a  variety 

ways. For instance, Korean m anufactures prefer English slogans because 

they are supposed to give prestige to the  product. According to Baudrillard 

(1981), consum ers have a  sense of code of consum ption whereby certain 

objects (such as cars and clothes) signify a  relative standing in the 

hierarchy of consumption. As a result, ce rta in  objects th a t have more 

prestigious signification, are desired, an d  therefore provide certain  social 

gratifications. In  Korean cu ltu ral production, English expressions give a 

prestigious signification.

The English catch phrase m entioned above (“Anytime, anywhere, 

anybeep-bi (beeper)” evokes foreignness. O’B arr (1994) claims th a t 

the language used in th is m anner, often strange to the native 

speaker, is not English bu t an appropriation  of English. This is not an 

advertisem ent whose intended audience will balk at the unusual
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expressions or find the strange uses of words or phrases out of place, 

(pp. 176-179)

Consequently, th is is an  ad for Korean speakers for whom  English words 

and phrases connote other cultural a ttribu tes. In  a  b roader sense, the 

ideology working here represents the process of “W estern ization” itself.

In  th is ad, “anytim e” as an  alphabetical expression w ith a  wall clock 

represen ts tim e, while “anywhere” w ith a compass rep resen ts  space. In 

addition, the  background of “anytim e” is visible th rough  the  shape of a 

p articu lar world such as cosmos, while the background of “anyw here” is 

visible through a presentation of a particu lar context of map. Actually, this 

ad constitutes the  coexistence of time, and space (see Ad 7). According to a 

stru c tu ra lis t reading, the form and content of th is beeper ad create an 

exotic atm osphere because W estem -ness implies h igh-quality: A beeper is a 

resu lt of W estern high technology. This confirms th e  observations of 

Jam eson (1984), who traces the  characteristics of postm odernism  (the 

cultural logic of late  capitalism) and notes th a t the  global spread and 

penetration  of m ultinational capital, w ith its displacem ent of productive 

technology by reproductive technology (such as m ass m edia, computers, 

and beepers), h as been so thorough th a t no geographical or critical distance 

from it can be established.

As an  example of the signification process, beepers (commonly called 

beep-bi for the  beeping sound they meike) are  gain ing  popularity  in  Korea. 

These beepers were first introduced in  1984, w ith th e  num ber of subscribers 

to paging services having increased 100 percent every  year (Yonhap, 1995, p.
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11). The younger generation in Korea contributed significantly to the 

expansion of subscriptions.

Finally, £in advertisem ent for Ralph L auren  provides an  excellent 

exam ple of an E nglish  expression giving a  prestigious signification (see Ad 

8). This example is som ewhat different fi*om the previous two.

Paradoxically, th e re  is no illustration of or about the  product; there is 

nothing spectacular as far as the visuals are concerned. P rin ted  on the 

background are th ree  components; a  headline, a  m ajor body copy, and a 

bottom line giving the symbol and the name of the  company. The English- 

language product nam e, the Polo Chino, and the English phrase  “How a 

trad ition  becomes,” appear in the headline. In essence, these  words and 

phrases evoke foreignness. The m ajor body copy clearly b reaks down into 

th ree  sections:

1. lines 1-3; in  th is section the  introductionary function is dom inant.

2. lines 4-11; in  th is section the inform ational function is dom inant.

3. lines 12-14; in th is section the poetic function is dom inant.

In sum m ary, the  firs t section begins the story which has been stated in the 

headline. In the second section item s of inform ation about th is product are 

supplied. Finally, th is  ad uses direct expressions such as “works so well” 

and “looks so good” to invite consumers to the Polo community.

In  general, product identity  is expressed in  the nam es, symbols, 

logos, and  colors w hich the organization uses to d istinguish  itself, its 

brands, and its constituen t companies. The Ralph L auren ad uses the logo 

of the ir product a s  a  form of product identity. This logo is very sim ilar to the 

“S tars and S tripes,” which symbolizes America to connote the  exotic. At

19



th is level, th is logo serves the same purpose as religious symbolism or 

national flags: they represen t consistent s ta n d ard s  of quality  and  therefore 

encourage consumer loyalty. Obviously, th e  ad  is saying to be successful 

and prestigious, wear Polo Chino m ade by R alph Lauren. In  th is  light, the 

English copy and logo associate products w ith  prestigious im ages.

English appears often in  comm ercials because of the emotional 

appeals it carries. In addition to its im plications of economic w ealth, 

growth, and  national development th a t m ost K oreans associate with the 

W est, the m astery  of the English language is commonly taken  as a sign of 

higher education. College education is in  tu rn  associated w ith  good jobs, 

upper and middle class sta tu s , and the lifestyle th a t  goes w ith  them. 

P aram esw aran  (1997) also suggests th a t th e  English  language contributed 

to the  creation of an im agined comm unity and  played a critical role in 

m ain tain ing  the  upper-class hegemony of th e  community. For Koreans, 

thus, English conjures forth  exotic im ages, notions of economic prosperity, 

aristocratic appeal, and portraits of a  m odem  life. Rarely, however, does it 

serve as a vehicle for logical thought or specific knowledge.

Significantly, the ability of Koreans to see English as a  sign of fashion 

and style while holding little regard for its  m eaning now shows itself 

throughout Korea. The younger generation, especially, frequently  wear 

sport clothing or products featuring  E nglish  words, the m eaning  of which 

is often obscure. As Cross (1996) w rites, “A dvertising employs a kind of 

linguistic vandalism  to create its spurious surface of language games, 

appropria ting  words for use in  a realm  som ew here between tru th  and
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falsehood, and m otivating the  signifiers to serve its own purposes -  

m otivating the custom er” (p. 2).

In the abstract sense, the  use o f English in Korean advertising 

dissociates consumption as a way of life from traditional (and alternative) 

ideas about life th a t are  in  opposition to th is postmodern social ritual. 

T raditional ethics and m orals (w hether Confucian or some o ther kind) 

firown upon the  extent and  m anner o f ostentatious consumption, 

narcissism , and m ateria lism  curren tly  presented in  Korean ads. Like 

ubiquitous magic or m yth, English w ords are coded and recoded by 

advertising to persuade the custom er. At the same time, the use of English 

helps to defuse such opposition because English associates products w ith 

positive images.

Re-Reading Je an  C ulture

Fashion is a  dram atic exam ple of the  production of item s for display 

and the display of these im ages for m ass consumption. Jean s now play a 

functional role in practically any ensem ble of clothing, as well as in  the 

fashion system itself. Jeans , as a p rim ary  symbol of Am erican cultural 

production, have become more w idespread in Korea over the past three 

years, and no less th an  20 new brands (both local and foreign) have entered 

the Korean m arket. Accordingly, je a n  advertising is becoming increasingly 

globalized, consisting of ongoing cam paigns for leading world brands: for 

example, Lee, Levi’s, Indigo Bank, Nix, Guess, and Calvin Klein are  no 

longer ahen to the Korean people. T he so-called “Jean  culture” is a 

combination of economic, social, and  cu ltu ral factors th a t brings in  the 

Korean youth generation as consum ers. The rise of the Jean  culture as a
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symbol of freedom th u s corresponds to the  rise of th e  teenager as a 

phenomenon bom  of postw ar affluence and  subsequent shake-ups of the 

accepted social order (Cho, 1996, p. 23).

Historically speaking, jeans originally began as workwear. I t  was 

only in the  1950s th a t  th e  transform ation of jeans from workw ear to a 

symbol of youth took place (Cho, 1996, p. 23). Jeans have now become a 

unisex symbol of the  so-called “youth revolt” against a  given society. As a 

consequence, jeans have come to be accepted as casual wear. In  Korea, the 

introduction of jeans in  th e  1970s w as also initially associated w ith  

rebellion. In the 1980s w ith  Korea’s economic expansion, however, the 

concept of designer jea n s  was introduced, especially w ith the adven t of 

Guess jeans in 1982. T he majority of customers in  those days consisted of 

female college students. Now, however, the  character of the m ark e t has 

changed enormously, w ith  influences hark ing  back to the old (bu t still new) 

concept of the rise of th e  teenager, w hich now represen ts the ta rg e t 

consumer (Cho, 1996, p. 23).

An example of brand-nam e je a n  popularity, Nix jeans a re  not 

imports, as is commonly believed. N evertheless, N ix jeans, w hich are 

mostly straight-legged and  slim -fitting, naturally  benefit from th e  image of 

hip, inner-city London th a t  this com bination conjures up. Consequently, 

black-and-white advertising  of the N ix label features m en w ith close- 

cropped ha ir and a  b it o f stubble, w hile sometimes th e  jeans them selves are 

not even shown a t all. The success o f Nix is quite significant in  a  m arket 

dominated by foreign nam es, and all the  more so considering th a t  it  was 

launched only in February  of 1994 (Cho, 1996, p. 24). The problem for the
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Korean seller rem ains, however, th a t  W estern (or American) brand  nam es 

are intended for Am ericans only, and  not for Koreans. For instance, as can 

be seen Ad 11, the  m eaning of A m erican flag is composed of alien 

associations: the  “S ta rs  and S tripes” denotes the USA and connotes 

patriotism .

Jeans ads vary  widely in  the  stylistic strategies used to compete in 

terms of sign values. For exam ple, Bobson is a Korean brand th a t is soft and 

easy to wear. Furtherm ore, its  ad says th a t those who w ear a  specific brand  

jean  (such as Bobson), a re  beautifu l, soft, and youthful. Actually, Bobson 

jeans m aintain  a h a rsh e r focus and color (see Ad 9). The ads employ black 

and white images which rep resen t a  parodie modality (i.e., a flashback). In 

postmoderism, a  parodie m odality  culls from already existing im ages (such 

as black and w hite images) and  reinvents them  as a flashback effect. Thus 

Bobson jeans are  portrayed as a  flashback effect. Such expression prom ises 

warm feelings th a t link past, and  present.

Moreover, the  p re tty  w om an in  th is  particular ad is portrayed as 

being sexy. In  essence, th is ad  focuses on her sexy pose and wet hair, thu s 

employing sexually-appealing poses to signify their soft-jeans look.

Goffman (1979) points out th a t  every culture has its accepted routine forms 

for communicating gender iden tity . Even though m any women today will 

recognize sexist and stereotypical portrayals in m ediated messages, m ost 

women expect to see these portrayals in  the  ads to which they are exposed.

Positioning is com plem ented by developing a brand image (Combs & 

Nimmo, 1993). T hat is, product (Bobson jean) has a  personality (sexy jean). 

In the same way, advertising for ano ther domestic brand, Basic, is also
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also found to be structu red  by sex-appeal form ulas in m aking  its own sign 

values. Sexual lu st as a  sign value is displaced to commodities in the 

capitalist system  in order to sell products. Consequently, it  is through the  

operation of a  symbolic code or the  logic of signs that commodities are given 

meaning. The phenom enon of branding in  advertising — w hereby an  a u ra  

of associations is attached to a  product (e.g., sexuality to jeans) -- is an  

im portant site  of the operation of th is code. To the specific b rand  nam e of 

clothes, for instance, are a ttr ib u ted  symbolic meanings th a t  reflect the  

w earer’s social sta tus.

In ano ther Korean jea n s  ad, the K orean term  “fan tasy  experience” in 

the  copy text of th is ad indicates th a t this wom an may be too liberated to be 

sexually desirable (see Ad 10). This ad uses words such as “open,” 

“experience,” and  “fantasy,” all of which have sexual connotations. Indeed, 

it  is fashionable to be liberated and, by association, to w ear Basic jeans. In 

pandering to our base desires, th is jeans ad produces the  commodified 

image of the fem ale model. For example, th e  sexy model here in  shares one 

quality (as accentuated by th e  combined copy of the product, the  rhetoric of 

the  model, and  the  pose chosen) w ith Basic jean s -  th a t is, slim ness. As 

seen in Ad 10, “Basic by G.V. Je an s” employs a  red color in tended to connote 

passion or sexual desire. The Basic jeans ad  can be visually attached to 

v irtually  any commodity (reflecting an economic logic of exchange-value) in 

order to lend th e  commodity value. As a resu lt, when sexy women appear in 

th is ad, the relationship does not appear to be arbitrary. In  short, the 

sexuality of wom en is a  general exchange-value of sexuality which can  be 

loaned out — in  th is case to contribute to the overall value of the  jeans.
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In general, the sexual connection is m uch easier to set up  for men 

th an  for women. At this point, the  use of magical struc tu res of 

consciousness in advertising has led to a vast fem inization of K orean 

culture. We are all pu t into the classic role of the female: m anipulable, 

submissive, seeing ourselves as objects. This “fem inization of sexuality” is 

clearly seen in  the Basic jea n s  ad, which promises th a t women will w ant 

w hatever is being offered them . Male readers, on the other hand , can finally 

relax, thereby first leaving th e  courting to the product, and th e  ensuing 

seduction to the  sexy woman. Basically, m en e. .fibit m inim al c rite ria  for 

sexual desire; for example, a  woman is desirable if she looks young, wet, 

and healthy. In  th is ad, a female model looks youthful, healthy, slim, and 

desirable. As K ram er ( 1994) states:

The m ass consum ption of such m ateria l magic (technologically 

facilitated identification) exposes a vast uniform ity of im pulse and 

motive. Identification and solitary interaction (with im ages) m anifest 

the  prerational power of seduction -  the seduction of power. This is 

the  essential force of the hyperreal videocentric prejudice (machine 

magic). The O ther is first split into subjective m ind (independent 

will) and behavioral object and then the subjective fi'agm ent is denied 

existence. This facilitates the denial of the O ther’s feelings and  one’s 

own responsibility vis-a-vis those feelings. Since only v isual 

(behavioral/m aterial) phenomena are gran ted  the s ta tu s  of reality, 

ethics are avoided, (p. 94)

In  contrast, such jean s  brands as Marlboro Classics, Lee, Levi’s, and 

Indigo Bank create the mythology of “Am ericanness.” In these ads, the
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association w ith  th e  m yth of th e  cowboy rem ains strong. For example, as 

shown in Table 16, the Lee jean s ad uses the  symbol of th e  “S tars and 

Stripes,” as well as such English words as “Real Je an s ,” and  “The jeans 

th a t built A m erica.” This provides an excellent exam ple o f the  use of 

American b rand  nam es, coupled w ith the English  expression of its catch 

phrase. The C aucasian  models them selves also give th is  product m eaning. 

That is, the form al design of th is  ad employs a  very “Am ericanized” style. 

Semiotically speaking, the m ain color of th is  ad employs a  blue tint, which 

signifies the  concept of “freedom.” This color produces a n  image of America 

as a  land of freedom. Moreover, the combination of the  background (New 

York City) w ith  th e  “S tars and S tripes” in th is ad  shows Am erica ultim ately 

connotes the  im age of exotic openness (see Ad 11). Thus the  hidden 

meaning of th is  ad  is not only the  fam iliar them es of freedom  and 

naturalness, and  toughness, progress and development, b u t above all, th a t 

of “A m ericanness.” This ad justifies the fabricating of links between 

American values and the  popular consciousness of o ther nationalities. As a 

result, jeans ads are  a symbol of America itself. Even m ore significantly, 

there is no difference between the  real Am erican jean  ads and the 

W esternized K orean jeans ads in term s of th e ir specific content.

At th is point, the question m ust be asked, why do Korean ads use 

Caucasians as models for jeans and how does i t  work? The answ er seem s to 

be quite simple: Takagi (1996), for example, has been in te rested  in  the above 

question in h e r analysis of Japanese  advertisem ents:

“Why a re  C aucasians used in  Japanese advertisem ents?” requires 

herm eneutic  analysis of “Caucasian” and “W estern-ness”
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accompanied by a series of why questions. The reason for the usage of 

Caucasians in  Japanese  ads is simply because they sell products.

This answ er leads to another question, “why do they sell products?” 

The answ er for th is question is th a t they a re  preferable referents for 

products, which m eans they have desirable images an d  m eanings 

which products can steal. These desirable m eanings of Caucasians 

are m anifested in how they appear in Japanese  ads. (p. 68)

In this sense, C aucasian models provide preferable referen ts in 

Koresui ads. In  order to lend a  sense of W estern-ness, m any K orean 

productions utilize C aucasian models. Consequently, the presence of 

Caucasian models (such as those presented in the Lee jeans ad) may be 

seen as an ind icator of “W esternization.” Furtherm ore, the A m erican label 

m ay also be viewed as a symbol of prestige and quality  in Korea.

Indigo B ank  has adopted cheerfully nostalgic recollections of 

W estern cu ltu ral m em ories of the 1950s. The association of W estern  peoples 

w ith the image of M arilyn Monroe, and Coca-Cola is made in  th e  semiotics 

of th is advertisem ent (see Ad 12). The people m ight have been Korean, but 

they are not. T his use of W esterners to signify an  alternative to the  

expectations an d  conventions of Korean society is recurrent. I t  is repeated 

in  the  discourse of advertising as well as in the d irect im ports o f W estern, 

especially Am erican, cu ltu ra l productions such as Coke, H ardrock Café, 

movies, music, and  jeans. W estern society also provides an im portan t 

model for enjoying the  good life.

The E nglish-language product name. Indigo Bank, and  th e  English 

phrase  “Fifties Jean s  M ulti Shop,” appear in th is advertisem ent. Like the
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W estern people, these  words and phrases evoke rea l W estem -ness. 

Apparently, th is ad  shows a popular Norm an Rockwell pain ting . However, 

this is not a real Rockwell work: it is a  hyperreal im itation. As seen in th is 

ad, the image of W estern  people in the fifties is also hyperreal. Simply put, 

there is no au then tic  reality  for us to experience.

Again, the analysis of Jam eson (1984) seem s confirmed w hen he 

argues th a t the  dom inant mode of cultural production (such as nostalgia in  

the Indigo jeans ad) has fallen into a  depthless, b lank  pastiche of the 

surfaces of previous forms. H istory has been effaced. The subject can no 

longer locate itse lf  in  time and space. Since the production of m eaning 

requires the sign to connect the present to the p a s t or the fu ture, the 

disappearance of tem poral struc tu re  in culture leads to a breakdow n in the  

chain of signification.

Given the above situation, Fiske (1989a) in terprets the  jea n s  culture 

as symbolizing th e  W estern frontier. To be sure, W estern frontier culture 

represents a  unique and definitive moment in American history. 

Accordingly, jean s  have also been seen as a uniquely Am erican clothing, 

possibly constitu ting  America’s only contribution to the in ternational 

fashion industry. Despite the easy exportability of the Am erican m yth (and 

its ready incorporability into the  popular culture of other nations), jeans 

will always re ta in  th e ir Americanness: “. . . jeans have been tak en  into the  

popular culture of practically every country in the  world and, w hatever 

their local m eanings, they always bear traces of th e ir Am ericanness” (p. 4). 

In addition, R utherford (1994) also emphasizes the  m eaning of popular 

culture as a p a rt of shared symbols:
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[Ad] agencies w orked to repeat and refashion songs, styles, and  stars 

from the  en te rta in m e n t industries. Another way agencies contribute 

to the global Supercu ltu re  is by associating clusters of m eanings w ith 

particu lar products. No less th an  Hollywood, Madison Avenue and its 

cousins across th e  world are  dream  factories, which fashion images 

th a t en te r the  rea lm  of popular culture as p a rt of the shared  

repertoire of symbols and cliches, (p. 162)

Indeed, the  je a n s  cu lture reta ins traces of its  Am ericanness, 

w hether existing worldwide, or as a local brand. In  th is light, the  

worldwide pro liferation  of Am erican cultural commodities (such as the 

jeans culture) finally c reates the impression of a new aspect of cu ltu ra l 

homogenization. This also provides an excellent example of how W estern  

consum er culture (as a  dom inant ideology) has influenced K orean 

advertising to the  po in t of raising  the issue of “colonization.”

The New Logic of Hvpersismification: The Case of Nike Ads in K orea

In the postm odern era, the condition of visual overload has m ean t 

th a t hum an existence is now dom inated by sim ulated sign models (i.e., 

mass m ediated im ages) which define everyday life. This postm odern sign 

model has frequently been  captured in Nike ads. In  the Nike ads, th e  sign is 

no longer negotiated th rough  the physical realm; ra ther, it becomes defined 

as the product of hyperrea lity  of our own significant interactions as 

documented by th e  cybernetic circuits of m edia sim ulations. In  th is  process, 

the image of M ichael Jo rd a n  plays a crucial role of a  powerful commodity- 

sign to the Korean readers. T hat is, Jordan is a sim ulated model of 

American au thenticity . He is a sim ulated model because a m ass m ediated
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image of Jo rd an  is not the rea l Jordan. The real world of televised sport is 

no more au then tic  th an  the  synthetic world of televised en terta inm ent.

In the above sense, we can now in te rp re t Michael Jo rd an  as a 

postm odern m y th  of an  Am erican. Consequently, postm odern sports have 

resulted in Jo rd a n  having a  promotional im pact on cultural settings w ith  

which he is no t associated. As an  example, in  a Gatorade ad, the image of 

Jordan  can be seen in his sm iling facial expression. His signature , in th e  

bottom of ad, is  to be credited for th is product (see Ad 13). Essentially, Jo rd an  

is not a m ere basketball player, bu t ra ther a n  icon of a (post)m odem  hero. 

According to H aug  (1986),^ the  exchange-value drives a concern (with th e  

appearance of commodities) th a t culm inates in “the technocracy of 

sensuality” involving “the dom ination over people tha t is affected through 

their fascination w ith  technically produced artificial appearances” (p. 45). 

This process th u s  “tu rn s th e  sensual being . . . into a dependent variable of 

the capital valorization process” (Haug 1986, p. 80). In sum m ary, such a  

selling commodity as the im age of Jordan requ ires a prom ise of use-value 

(“D rink G atorade”) th a t involves images th a t  appeal to consum er’s senses 

and needs (“B eing like Mike”).

At th is  point, the exchange in commodities becomes transform ed into 

a consumption not of the object itself, but ra th e r  of signs. The predom inance 

of consum er codes (such as Jo rd an ’s image) has resulted in  the  commodity

 ̂A central part of Hang’s (1986) historical critique of capitalism and analysis of 

manipulation involves the “molding of sensuality.” In addition, this critique also 

involves “how human need and instinct structures are altered under the impact of 

a continually changing prospect of satisfaction offered by commodities” (p. 45).
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itse lf becoming a sign. B audrillard  (1988a) explains the logic of the  sign in 

relation to the notion of use-value fetishism :

Use-value fetishism^ is indeed m ore profound, more m ysterious than  

the fetishism of exchange-value. The m ystery of the commodity and 

exchange-value can be unm asked  . . . and raised to consciousness as 

a  social relation. B ut value in  the  case of use-value is enveloped in 

to tal mystery, for it is grounded anthropologically in  the (self-) 

evidence of a  na tu ra lness , an  unsurpassable original reference. . . . 

Here m ystery and cunning are  a t th e ir most profound and tenacious, 

(p. 72)

The above explanation th u s  describes the environm ent in  w hich 

hyper-commodities (i.e., m ass m ediated  commodity) begin to show 

them selves. Once having appeared , these new-objects of hyper-commodities 

m ay then  be viewed as “tra n sp a re n t” (i.e., nothing is hidden). In  o ther 

words, the new-object of consum ption is no longer simply the reflection of a 

subject’s narcissistic desire. T hus, such hyper-commodities often rem ain  

absent from the context of a given presentation.

As a result, a  person who is paralyzed in both legs can endorse a 

sports shoe (Nike), since the function of hyper-commodities now m erely 

serves to occasion the celebration of capitalism  and the overall spectacle of 

capital. Baudrillard (1983a) em phasizes th is point: “Propaganda and  

advertising fuse in  the  sam e m arke ting  and m erchandising of objects and 

ideologies. This convergence of language between the economic and  the

 ̂The original notion of fetishism was assigned by Marx to the process of mystifying 

material objects of consumption by investing them with human qualities.
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political is fu rtherm ore w hat m arks a society such as ours, where political 

economy is fully realized” (p. 125).

One such example of B audrillard’s realization of the political 

economy rem ains embedded in  how the particu lar notion of style 

transcends th e  realm  of aesthetics in m erging w ith a current, political 

economy. Actually, advertisers a ttem pt to create  symbolic m eaning (sign- 

value) beyond use-value or exchange-value. Following th is trend, both style 

and look then  become the new  referent of politics. W emick (1984) offers the 

following explanation:

Sign and  commodity have fused, giving rise to a new form of object 

(the sign-commodity) and  a  new order of domination (the ensem ble of 

in s titu tio n s and discourses which m ake up consumer culture), 

neither of which operate any longer according to the dictates o f a 

strictly cap ita list (i.e., economic) logic, (p. 20)

Accordingly, the new-object of advertising, representation, and  

speculation th e n  becomes an  absen t presence.“ At this point, such 

expressions need  not be struc tu red  discourses, bu t mere “b its” of 

information. Exam ples of such  “b its” include statem ents by Nike (“J u s t  do 

it!”) and Coke (“Coke is it!”). Such statem ents serve to m ake each product no 

longer an  object of consum ption (i.e., consum mation of a m aterial form), 

nor even of nam e brands (an index of one’s cu ltu ral capital), bu t ra th e r

* For example, a computer advertised in a college newspaper is depicted to inform 

the student that it is on sale. This production of the computer as image occurs at 

the level of presentation. In this context, the photographic image or drawing of a 

computer is not real computer. That is the process of an absent presence.
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m ake each product atm ospheres of objects, as fain t rem inders of potential 

energy, and also as a constant rem inder of the political economy as a whole.

Actually, Jo rdan ’s hyperreal existence is graphically cap tured  in  a 

caricature tha t appeared as a p a rt of th is  Nike ad. His image serves as a 

significant figure w ithin the postm odern culture. This ad provides an 

exam ple of how the distinction betw een the real and the caricatured Jo rd an  

has imploded in the age of sim ulation. In  other words, the function of 

caricatured  Jo rd an ’s image is transfo rm ed  as m arketing  practices rely on 

the  cybernetic circuits of media sim ulations. W ith regard to th is  ad, two 

Am erican superstars both m eet and  agree on one point: Nike top-star sales. 

This ad says th a t “An excellent chance is provided by Nike: Nike top s ta r  

sale” in  Korean. In  th is sense, th is tex t emphasizes the sale itself. Moreover, 

the product (i.e., Nike) signifies a  special breed of m an being designated by 

his brand  choice. This contrived world thus represents a  prom ise signified 

and shared by the  American dream  (see Ad 14). T hat is, buying Nike shoes 

m ade one distinctive, successful, an d  som ething ju s t  like Mike. In  

sum m ary, Jo rdan’s hyperreal sign has restructu red  his en tire  image (see 

Table 17). As Kram er (1989) states:

Due to the fictive na tu re  of th e  prim ary semiotic system, i t  is less 

probable th a t conflict betw een the real product and its im age will 

surface. This is so because u n der scrutiny one does not compare two 

realities so valued, but ra th e r, the  shift in the  linguistic system  th a t 

occurs in the phenomenon of m yth, makes the association 

noncombative. The borrowed or stolen image cannot conflict w ith th e  

real product because it is a t a  different level linguistically, (p. 484)
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Moreover, as the Nike product (shoes) has assum ed its  present 

image, it also shifted  its (e.g., the  shoes) semiotic s ta tu s  from being a 

signified to th a t  of being a signifier. This signification process is associated 

w ith the opportunity  for w hat B arthes calls th e  “ahbi.” As B arthes (1979) 

asserts:

Finally, rhetoric as a whole will no doubt prove to be the  dom ain of 

these creative transgressions; if we rem em ber Jakobson’s distinction, 

we shall understand  th a t  any m etaphoric series is a  syntagm atized 

paradigm , and any m etonym y is a system  which is frozen and 

absorbed in  a  system; in  metaphor, selection becomes contiguity, and 

in metonymy, contiguity becomes a field to select from. It therefore 

seems th a t  it is always on the fi*ontiers of the two planes th a t creation 

has a chance to occur, (p. 88)

Consequently, it  is im portan t to apply Jakobson’s linguistic designation 

between m etaphorical and metonymic dim ensions of signification, 

particularly because both modes are exploited in  advertising’s associative 

function.

Accordingly, the hyperreal image of Jo rd an  in fact perform s 

preferable referen ts in K orean ads. In other words, th is  referen t system  

(consisting of an  NBA star) supplies the desired feelings, moods, and 

attributes to the  products. In  addition, it is also necessary to construct th is 

emotive function in  the ads them selves. This transference of the im age of 

the NBA s ta r  to a  certain  desire (such as the  realization of the  American 

dream) has sim ply been referred  as to “magic” (Kram er, 1989). In general, 

advertisem ents can lead us on to w ant to know more about the  product. To
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achieve th is k ind of goal, advertising employs fragm ented, spatial, non

linear, and im agistic  rhetorical tactics. W hen speaking  in G ebserian term s, 

th is overall m ethod appears like magic and/or m yth, which could prove an 

alternative to ra tional and lin ear sales persuasion, since all of these 

techniques u ltim ate ly  seek th e  same single goal: to persuade people to buy 

the  product of in terest. Consequently, in order to persuade custom ers, the 

Nike ad a ttem p ts to create m agical and mythic struc tu res by employing the 

hyperreal im age of Jordan.

According to postm odernism , sign consum ption is an  in tegral p a rt of 

the society of a  given spectacle," thus representing a  new, historical stage in 

the process of (hyper)signification. That is, advertising creates a seem ing 

world. These worlds are  sim ulated  products — they have no fixed origins, 

they do not refer to a  prior reality , and they have no known sources of 

authority. From  a G ebserian point of view, advertising originates m yths, a 

new world, and  a new historical stage. This cu rren t stage does not, however 

merely rep resen t a n  extension of earlier stages, bu t ra th e r  rep resen ts  an 

integral dim ension, thus requ iring  new, analytical concepts, such as the 

logic of (hyper)signification. In  th is new world, everything is a copy, or a 

copy of a copy, w here w hat is fake seems more real th a n  the real.

Advertising too operates in th is  mode. As Goldman and Papson (1996) pu t it:

® Spectacle is a term which unifies and explains a great diversity of apparent 

phenomena. Essentially, the spectacle is not just a collection of images, but a social 

relations mediated by images. Mass media society is an excellent example of the 

society of a given spectacle (see Debord, 1990).
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Advertisers in the 1980s introduced two fundam ental changes in  the 

way they fram ed photographic im ages. F irst, advertisers now 

commonly included shots th a t  we call “denotative danglers.” These 

close-up shots of signifiers em phasize the  detailed contours of 

m aterial objects and hum an g estu res in  “the directly-experienced 

social reality.” Stringing together closeup shots of objects and 

gestures telescopes these th ings into hypersignifiers. A second 

change incorporates violations o f graphic conventions about 

centering images. In  the new rea lism  faces and objects are dispersed 

asymmetrically along the edges of the  screen, or sometimes the  

prim ary signifier on screen consists of an  oversized and off-center 

body part or object. The new rea lism  m aterially decenters hum an  

subjects w ithin the frame of th e  screen, (p. 67)

The Nike television ad then provides a  good example of this. In  the  

first frame of this ad, we cannot find any  center (i.e., the technique of 

decentering is used). H ypersignification and  photographic decentering 

depend on the abstraction of body p a rts  from the hum an subject (see Ad 15). 

Actually, this commercial tends to em phasize the foot as a metonymic of the 

body. Metaphor in  semiotics is not ju s t  a  lite rary  device, bu t a fundam ental 

p a rt of the way of hum ans comm unicate. Thus an image of the foot in  th is 

ad can function m etaphorically as a  physical symbol.

A syntagmatic analysis of advertisem ents usually involves studying 

it as a  narrative sequence. In  o ther words, semiotic narratology becomes 

concerned with narrative  in any mode — lite ra ry  or non-literary, verbal or 

visual — but also tends to focus on m inim al narrative un its as well as the
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gram m ar of the  plot (see Berger, 1982, pp. 24-29). In  this sense, a 

syntagm atic analysis would involve an  analysis of how each shot, scene or 

sequence related to th e  others. Metz (1974/1991) provides elaborate 

syntagm atic categories for narra tive  sequences. According to semiotic 

narratology, th is N ike ad uses the episodic sequence, particularly  because 

this ad organizes th e  discontinuity of shots. More specifically, this whole 

text consists of a m edium  shot, a  close up and, finally, a  full shot.

This evidence therefore indicates th a t the  Nike ad exhibits a 

postm odernist tendency th a t deconstructs the  general narra tive  sequence. 

Furtherm ore, this ad  also attem pts to express the  essence of high 

technology w ith the fabricated image of Nike. This is supported by the  fact 

tha t postmodernism is fascinated by the sem antic technology.

In the above situation , advertising as a reinforcem ent or in itiation  of 

the buying decision occurs a t the level of the individual consumer. This 

becomes evident by th e  labels on products which proclaim, “As seen on the 

famous sports star, C han Ho Park,® who is a  valuable player for the LA 

Dodgers -  he w ears a specific product on TV!” Consumers perceive such a 

notice as pruof of the  product’s intrinsic value. In  the fourth firame of th is 

commercial, Nike uses the icon of a Korean sports s ta r to persuade 

customers. In another, recent ad, the tex t provided implies th a t you will 

obtain a victory (such as th a t which occurred for Chan Ho Park) and you

® Chan Ho Park is a baseball pitcher now playing for LA Dodgers. Park already 

has a couple of wins to his credit. He has also a fan club in the City of Los Angels’ 

Korean community that fills Dodgers Stadium every time Park takes the mound.
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will also thereby e n te r the  professional league (i.e., baseball) by wearing 

Nike (see Ad 16).

In  a sem iotic reading, the collective m eaning (winning) of the 

various signifiera is usually  consonant around a general them e (the Nike 

world). H ard w orking is the referent system out of which each elem ent of 

the ad reflects its  m eaning. The signs of advertising are therefore m otivated 

and m ake prom ises to th e ir audiences. The final aspect to th is  signification 

is related to the  m ak ing  m yth (the success of M ajor League). N ike’s sign 

strategy (“Ju s t Do I t”) also appears in  this ad.

U ltim ately, th e  difference betw een Park’s ad and Jo rdan ’s ad  lies in 

the hidden sense of Jo rd an ’s world clearly being exotic. Nevertheless,

Park’s commercial did outline a scenario sim ilar to th a t of the  Jo rdan  ads. 

In this process of hypersignification, the hyperreal image of such 

postmodern sport s ta rs  (either Jo rdan  or Park) is associated w ith a 

promotional stra tegy . In  this way, the  image of the  sports s ta r  therefore 

plays a crucial role in  the  overall success of Nike’s Post-fordist production. ' 

As Goldman and Papson (1996) note, “Since 1989 Nike has been the  leader in 

m arket share  . . . T heir imagery has dominated th is  m arket since the days 

when M ichael Jo rd a n  team ed w ith  M ars Blackman and the Bo Knows 

series was in its p rim e” (p. 38).

’ According to Lury (1996), Post-fordist production is “increasing organized in terms 

of what is called flexible specialization, that is, it is flexibly organized for 

specialized rather than mass production via the use of technology and multiskilling 

and decentralized through the use of communication media. There is an expansion 

of production globally. The service sector is increasing important” (p. 94).
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In postm odernist’s view, B audrillard (1988a) asserts th a t  Disneyland 

creates for us the comforting, yet mythical, belief th a t the sim ulacra on its 

outside represents th e  real: “D isneyland is presented as im aginary  in order 

to m ake us believe th a t  the  rest is real, when in  fact all of Los Angeles and 

the America surrounding  it are no longer real, bu t of the  order of the 

hyperreal and sim ulation” (p. 172). From  this vantage point, N ike ads, like 

Disneyland, serve as microcosms of America and  of the W estern  world. 

T hat these ads are all totally  em ptied of all reality  serves precisely as the ir 

(hyper)reality for K oreans. T hat is, the  sim ulation of u topia (like Major 

League) — advertising the image th a t doubles as a sign of pow er -  is 

reaUzed w ithin a purely  artificial society of appearance w ithout depth. In 

this sense, Koreans can see Nike ads as a  sim ulation of the rea l world.
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Table 15 

Nex

Signifïers clean & smooth beer; Nex; young handsom e guy

Referent system s vigorousness

Binary oppositions clean : dirty ; young : old

Prom ises generation X

Problem th is product is for the  younger generation

Myth product as a  freshness

BCD Nex : others = w inners : losers
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Table 16 

Lee

Signifïers the  S tars and Stripes; Real Jeans; the  jean s th a t built 

A m erica

Referent system s natu ra lness; joy

Binary oppositions A m erican : non-American; freedom : restric tion

Prom ises freedom; progress; Am ericanness

Problem th is product is for American

Myth product as a m yth of America

ECD Lee : others = winners : losers
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Table 17 

Nike

Signifïers N ike top s ta r  sale; Michael Jordan; Charles B arkley

Referent system s jum ping; dunk; basketbedl

Binary oppositions real Jo rd an  : hyperreal Jo rdan; American s ta r  : 

K orean s ta r

Prom ises good player; A m erican dream

Problem this product is for A m erican

Myth product as an  icon of A m erican sport s ta r

ECD Nike : others = w inners : losers
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CHAPTER SEVEN 

CONCLUSION

T his study has a ttem pted  to in te rp re t the  underlying ideological 

struc tu re  of Korean advertisem ents. Consciously or unconsciously, Korean 

cultural production h a s  been influenced by the W est, which ap-^-ars in 

specific forms such as cu ltu ral artifacts in  general and  advertisem ents in 

particu lar. Since ideology is hidden deep in  our own consciousness, we 

seldom realize th a t we are affected by it  and thus consider w hat we see as 

being completely real. I t  is, then, th is ideological power th a t m akes us 

misperceive our reality .

T he research questions in this study were form ulated to reveal the 

relationships betw een the  cultural forms of advertising in Korea and the 

underlying ideological message. Specifically, th is study has analyzed the 

structu re  and content of individual advertisem ents.

The first research  question was the following: How has Korean 

advertising worked as a “system atically d istorted  communication" in the 

decision-making process? As H aberm as (1989) sta tes, “system atically 

d istorted  com m unication” results from techniques which are  nonrational, 

nonlogical, and im agistic, and which affect the  viewer unconsciously.

To answ er th is question, this study analyzed English expressions in 

Korean ads using G ebserian and postm odern perspectives. The direct use of 

English expressions in  Korean advertisem ents has been exam ined to
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explicate the hidden presence of W estern ideology. Such expressions 

comprise indications of W esternization. Our experience of reality , however, 

is th a t of an  im aginary  and subjective construct. For instance, as an  

English expression, “NEX” cannot m ean either luxury or freshness, b u t 

beer advertising m erely constitu tes a  representation itself. T hat is, w ithou t 

the new m eaning of an  English  expression, the new beer brand  is sim ply 

self-referential. Here, th e  L atin  alphabet is deliberately used to create good 

images: The ensu ing  advertisem ents are thus made, not to sell p roducts per  

se, bu t ra th e r  to sell good im ages of the  products, so as to sell, in tu rn , 

products. We are  forced to consume not only products them selves, bu t also 

images of products p rio r to consum ing the products.

This ad also provides an  example of the totemic dim ension of m agical 

consciousness. A young m an m ay drink  NEX beer; by the  process of 

“creating” the  youth, th e  “m agic” beer thus gains youth. To th is end, 

advertisem ents graphically  create youthful beer. In  th is process, NEX, as 

an English  expression, perform s an im portant role in  creating  a “m agic” 

beer. More im portantly , the  hidden meaning of NEX is its suggestion of 

Generation X, the  new generation  who try  to shape th e ir own consum er 

culture. Thus th is ad operates as a “systematically distorted 

com m unication” using  the  m agical structure of consciousness.

The second research  question was the following: How has W estern  

consumer cu ltu re  as a  dom inant ideology influenced Korean advertising?

To answ er th is question, th is study explored the  jean  culture as a  

W estern consum er ideology in  relation to the issue of colonization. Je an s , 

w hether existing worldwide or as a domestic brand, re ta in  traces of th e ir
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Americanness, th u s  evidencing th e  influence of W estern consum er 

culture. Ads for je a n s  justify  the fabrication of links betw een American 

values and the popu lar consciousness of o ther nations. T his provides an 

excellent example o f how W estern consumer culture has influenced 

Korean advertising and  raises the  issue of cu ltu ral colonization. In this 

light, the  worldwide proliferation of American cu ltu ral commodities (such 

as the jean  culture) produces the im pression of cu ltural hom ogenization.

The final resea rch  question was the following: W hat is the  m eaning 

of being a consum er in relation to cultural colonization?

To answer th is  question, th is study in terpreted  the  m eaning of being 

a consum er in K orea th rough  exam ining Nike ads. G enerally, ads lead us 

on to w ant to know more about the product. To th is end, advertising  uses a 

fragm ented, spa tia l, non-linear, imagistic rhetoric. In  o th er words, this 

non-linear rhetoric does not lead us to want to know more about a  product, 

as linear persuasion would, but ra th e r  leads us to consume the image 

w ithout asking questions about the  product itself. In G ebserian terms, th is 

seem s like magic and/or m yth, which could be an a lternative  to rational, 

linear sales persuasion. In  order to persuade customers, th e  Nike ad 

attem pts to create m agical and m ythic structures using th e  image of 

M ichael Jordan. T he m ythic process of shifting the signified to the sta tus of 

signifier in Nike ads m akes the form of the perfect m eta-structu re  of 

mythology. Moreover, i t  becomes clear th a t sign consum ption is an  integral 

p a rt of the society of a  given spectacle, thus representing a  new, historical 

stage in  the process of (hyper)signification. Obviously, th is  Nike ad creates a 

seem ing world u sin g  the  image of sports star. Consequently, such a selling
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commodity as the  image of Jo rd an  requires a prom ise of use-value 

involving im ages th a t  appeal to consum ers’ senses and needs. For Koreans, 

however, the N ike ad served as the  sim ulation of the  real world because th is  

ad created th e  (hyper)real world of a  utopia (such as the NBA and  Major 

League).

In conclusion, a postm odern and G ebserian encoding such  as 

presented in  th is  study  provides useful approaches to uncovering such a 

hidden values. Such an  analysis m akes clear th a t  the uniqueness of Korean 

advertising is not displaced by its  fu ture  configurations (W esternization), 

but ra th e r in teg ra ted  into the new consumer culture. The breakdow n of 

traditional s tru c tu res  and modes of thought, as well as the em ergence of 

the ir replacem ents, a re  not linear processes. The current perspectival 

world is dependent on ever-present past struc tu res such as th e  various 

structures of magic and myth. Magic and m yth structures are  blindly 

presupposed. From  th is point of view, all m odern W estern(ized) advertising 

is the consum er cu ltu re’s version of mythology. As Leymore (1975) notes:

No society exists w ithout some form of m yth. Once this is realized, it 

is not very  surprising th a t  a society which is based on th e  economy of 

mass production and m ass consumption w ill evolve its  own m yth in 

the form of the  commercial. Like m yth it touches upon every facet of 

life, and  as a  m yth it m akes use of the fabulous in its application to 

the m undane, (p. 156)

Myth an d  magic help us express im pulses toward the cu ltu ral 

experience. In  the  sam e way, th e  predominance of the magical (or mythic) 

structures does not m ean th a t o ther structures a re  completely excluded.
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G ebserian analysis offers a  m ethod for accessing the ways in which a 

particu lar structure  situ a tes  the  factors from other structures. For 

example, Mickunas (1994) asse rts  th a t

magic and m yth in teg rate  rationality, yet if one w ere to shift to 

rational mode of aw areness and its ways of in tegrating, one would be 

able to appreciate the lim its of the other modes, and  thus would not 

fall prey completely to the  direct, lived solicitations of the o th er modes 

of awareness, (p. 17)

Korean ads in fact employ all of these different struc tu res of consciousness 

a t different times; th is study, however, has focused on a  specific s tru c tu re  of 

consciousness in exam ining each example the better to reveal certa in  

cu ltu ral factors implicit in each. Therefore, the G ebserian notion of 

struc tu res of consciousness provides a useful tool for the  in terp reta tion  of 

Korean advertising.

Essentially, advertising does not simply create the  desire for 

consumption of m aterial goods. As we have seen, the desire for such 

consumption arises from the  im portance of m aterial goods in m odern life 

and  social relations. Consequently, ads play a  role in both channe lin g  and 

legitim izing people’s choices w ith in  the context of a  consum er cu ltu re. 

Advertising points out to people how obtaining the righ t object m ay 

considerably enhance a  repu ta tion  or signify m em bership of a social group. 

Moreover, advertising also helps shape new cultural images, thus 

suggesting and defining m iddle class expectations. F inally, the m ost 

apparen t and consistent m essage of advertising is not about the specific
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goods and products it purports to peddle; it is ra th e r  the  m essage th a t 

consumption is a n  im portant r itu a l in postm odern society.

The above-m entioned crafting of new cu ltu ra l images tak es place in 

two ways, each of which will be explored in  turn . F irs t, a central feature of 

advertising in  K orea is to promote change by m aking  it appear norm al; the 

context of the  ads is as im portant as the  prim ary m essages them selves. In 

other words, advertising, in part, assem bles a make-believe world for 

people, bom bards them  w ith this world vision, and  th en  dem onstrates that 

this new life and  th e  real life consum ption are inseparable.

The second m ethod of crafting new cu ltu ral images through  

advertising in K orea uses foreign language and im ages to entice people into 

joining into a  m ateria l consumer culture. A dvertisers evoke exotic and 

seductive notions o f W estern culture. At the same tim e, such foreign 

imagery dissociates the messages and values from traditional beliefs which 

underlie m any advertisem ents by avoiding trad itiona l values and  images. 

By encoding social reality  through a  foreign language and then  serving as 

the tool by which people decode th a t  sam e reality, advertising th u s  

transform s the  process of change into a  form of “guided discovery.”

Basically, rap id  economic an d  social change has eroded th e  old social 

structure in Korea. Korean society, however, can be seen as, in m any 

respects, still em erging from its Confucian inheritance which placed a 

prem ium  on fam ily, hierarchy, and  social harm ony. The old (Confucian) 

values frequently  clash w ith contem porary aspirations for W estern 

(individualistic) cu lture, resulting in  the  paradox th a t, while th e  new 

Korean middle class prefers W esternized expression (or production), their
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own values often rem ain  rooted in  notions of hierarchy and the  privileges 

th a t come from personal connections. Thus, Korean culture is no t displaced 

by W estern consum er culture b u t integrated into the new consum er culture 

and its own m ythic (or magical) structure. The NEX ad, for instance, 

in teg rates an old Confucian value (male model preference) toge ther w ith a 

new W estern value (English expression). T hat is, Korean cu ltu re  creates 

own uniqueness by combining W estern and trad itional com ponents. From 

the political economy perspective, advertising teaches us the  ways of 

showing m anifest power, and creates the logic of power. There is no 

difference between showing and doing. Advertising produces us as 

consum ers. Indeed, the  m ass m edia  promote consum ption th ro u g h  

advertising their own brand of consum ption rhetoric.

This study h as two prim ary lim itations. F irst, it rem ains heavily  

dependent on the skill of the researcher; th a t is, little opportunity exists to 

establish  reliability w ith in  the field of semiotic methodology. As Leiss,

Kline, and  Jhally (1990) note,

In  the hands of someone like Barthes or Williamson, it is a  creative 

tool tha t allows one to reach the  deeper levels of m eaning- 

construction in  ads. A less skillful practitioner, however, can  do little 

more than  s ta te  the obvious in  a complex and often pretentious 

m anner, (p. 214)

Nevertheless, sem iotics is useful in  describing how the tex t of K orean ads 

produces meaning. Semiotics cannot, however, explain how to change a 

sign system.
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More specifically, some semiotic analysis has been criticized as 

nothing more th an  a form alistic approach. In con trast, poststructu ra lists 

(or postm odernists) reject the  rule-like assum ptions of semiotics. According 

to their view, language is not a  separate , impersonal system, as in  

semiotics, but a system  articu la ted  w ithin  a given culture. In o th er words, 

they  are critical of semiotic analyses th a t have been focused on form al 

system s ra th e r th an  on processes of use and production. Furtherm ore, 

semiotics cannot be applied w ith equal success to all kinds of ads. Most 

studies do not take a random  sam ple of ads and th en  apply the semiotic 

method to them.

A second lim itation of the study is tha t it did not deal directly with 

perception of the advertising by readers or viewers. Thus, it only exam ined 

the  contents of advertising m essages, mainly in m agazine and TV ads. 

Finally, this study could not discuss the  influence of Japanese power in the 

Korean advertising industry . Although the Korean people still have  an 

unfavorable image of Ja p a n  because of its brutal m ilitary  invasion during 

World War II, Japanese  cu ltu ral productions (including cartoons, pop- 

music, and advertising) a re  very popular among the  younger generation.

The in terpretation  provided by th is semiotic analysis suggests several 

areas of additional investigation in  the  future. F irst of all, the diverse ad 

form ats (including audio and  video) and production techniques (for 

example, long shot, close-up, and so on) need additional research for the 

analysis of television commercials. This study, however, analyzed only the 

visual component of each individual ad. Future research  needs to look at
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ads scene by scene or fram e by fram e for a  complete understanding of a 

specific K orean ad.

The research  covered in  th is  study also needs to be extended. More 

conclusive findings can be arrived  a t by studying m any more ads from 

various m edia. Investigations could also be extended to other countries w ith 

divergent historical trad itio n s w ithin  the  context of consumer culture. At 

present, m ost advertising  research  is conducted w ithin the U nited S ta tes; 

thus the g rea test potential contributions of this study lie in its semiotic 

approach to the  specific analysis of K orean ads.

Nevertheless, the  prelim inary  findings of th is study contribute to the 

a rea  of investigation by using  a  semiotic approach on the basis of 

postmodern and  G ebserian perspectives. This use of semiotics can help  to 

m ake us aw are of w hat we take for g ran ted  in representing the world, 

rem inding us th a t sign system s are involved in the construction of 

m eaning. Indeed, sem iotics m akes it possible to connect the m eaning 

construction of an  advertisem ent w ith  the  Gebserian notion of stru c tu res  of 

consciousness.
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A ppendix A 

Critical Perspective in  Communication Studies

The F rankfurt school. From a  hum anistic M arxist perspective, 

members of the F ran k fu rt school, such  as Horkheimer, Marcuse, Adomo, 

and Habermas, have m ain tained  th a t  th e  liberating and em ancipatory 

potential of high culture is being debased and neutralized in the m ass 

culture offered by m ass m edia. The F ran k fu rt theorists are  concerned w ith 

the  apparent failure of the  revolutionary social change predicted by M arx 

and for the explanation of th is failure they  looked to the capacity of the 

superstructure, such as m ass m edia, to subvert historical process of 

economic change. This perspective can  be represented as combining a 

media-centered view w ith  one of class domination. M etaphysically 

speaking, this perspective also assum es th a t  it is necessary to realize an  

analysis of public sphere as well as of subjective communication the be tter 

to understand hum an existence. In  o ther words, communication is the 

central element of critical rationality .

Cultural studies. C ultural s tud ies has its roots in a  M arxist 

interpretation of society. Specifically, B ritish  cultural studies analyze the  

m edia with a  paradigm  th a t  illum inates the  consistent relationship 

between signs or cu ltu ral codes, no t betw een words and real-world 

referents. C ultural studies is aided by the  political predisposition tow ard 

alternative explanations of society an d  the  mood for change. Raymond 

Williams emphasizes the  cu ltu ral com ponent in cultural studies, while 

S tu art Hall has concentrated on the  im portance of ideology. H all’s
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consideration of m edia studies provides a  useful insight for the application 

of Marxism, including F rench struc tu ra lism , to the study of social practice.

S truc tu ra lism . In  its  s tru c tu ra lis t approach, the critical perspective 

examines comm unication phenom ena as a  struc tu ra l effect. In  o ther 

words, struc tu ra lism  explores ideology as unconscious struc tu res ra th e r  

than  the subjects’ cu ltu ral experience. I t  draw s upon ideas found in 

linguistics, anthropology, and  semiotics. Its m ajor goal is th e  study of 

systems of signification and represen tation . The theoretical work of the  

radical s tru c tu ra lis t th inkers, Polulantaz and A lthusser, has contributed to 

the grounding of th is approach, directing a tten tion  to the ways in w hich the 

relationships of capitalism  have to be legitim ately reproduced. A lthusser 

(1971) m aintains th a t the m ass media, together w ith schools and churches, 

form an “ideological a p p ara tu s .” In  th is sense, the  m ass m edia create  and  

dissem inate the ideology, the se t of ideas, and  values.

Political economv. Political economy approaches to the  m ass m edia 

focus on the political im plications of the  m edia’s economic structure . This 

perspective refers to m ass m edia as the economic structure  of the m edia 

organization, regards ow nership as the  m ost influential form of control, 

and draws the conclusion th a t  a  profit-seeking industry  produces a  system - 

m aintaining role. T hat is to say, the m ass m edia are controlled by economic 

processes and structures. G am ham  (1979) observes th a t not every m edia 

organization in  the cap ita list system  is cap ita list in orientation. H erm an 

and Chomsky (1988) have suggested th a t  a  propaganda fram ework exists in 

which the m ain factor of m edia work is the  political implications for U.S. 

interests. This propaganda fram ew ork can be applied to the  coverage of two
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groups which are in  conflict. W hen situations arise in which the 

established group uses more institu tionalized  violence, the m ass m edia 

pursue a policy of benign neglect.

P ostm odern ism . Postm odernism  is a particu lar cu ltu ral experience, 

a “cultural logic” w hich is itself th e  product of a  particu lar shift in  social 

and economic s truc tu res. As Frederic Jam eson (1984) sta tes, 

postmodernism is th e  cultural logic of la te  capitalism. O ther scholars 

categorize this postm odern form as the  post-industrial society, the 

information society, or post-Fordism , ra th e r  than  late capitalism . The 

major point is th a t a  fundam ental transform ation occurred in  the  economic 

structure of postm odern societies, w hich has caused these cu ltu ral 

changes. Grossberg (1984) considered relevant to th is definition 

postm odernism ’s em phasis on th e  notion of power.
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