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The prlmary intent of thls study was to reveal the d;'y”
currlculum of telev1élon food advertlslng. The study :f i

» . ) .
demonstrates that advert151ng is a refiectlon of a.'jr -

B >

'»_socz.ety S attxtudes ‘and values. fn addltlon,‘advertlsn.ng - ‘/
//“\creates myth whlch upholds the loglc of a soc1ety Both, a

hermeneutlcs and semlotlds lead to concluslons about the
7

fdata. Nlnety six, dlfferent advertlsements were collected

. \ 4

“in- two days of telev131on programmlng on a selected netybrk

“

channel (C F.R.N. ) o o S ﬂ7.' e

) A . T

An overview. of the data revealed twenty recurrlng
themes each with ltS own subhcategorles. A revlew of "the

~ - o

. themes brought to the forefront two major ones -:"old" and
. e o5 -;

“new{“) Not only do these two themes represent the premlsel}f

of wantlng consumers to ponsume but they “too 1ead to the

-~
-

'_1solat10n of - two ads for the analy51s. Inlchapter flve,”a

_'Qomgrehen51ve descrlptlon of the two ads/;;veals the way in ;,';?

-

whlch advertlsers transfer meanlngs to thelr products.
These_meanlngs are-unrelated to the product being
promoted Advertlsers use technlques to create struttﬁfes:

and assoc1a€10ns of meaq1ng which glve ads SLgnlflcance.

These newly created meanlqgs promote the consumerlst ’2#} :
: _ _ . L
“attitude. - c o s
. :. ' Primarily, the study reveals advertising's role as one

P '

v, iV T . o
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.+ INTRODUCTION o -t ] N )
‘The study of advertlslng is therefore thevstudy )

" of an economic system in its- symbolic form. . yAam
The information and the cultural life offered... .
by mass communications is, of-“cdurse, drastically ‘.-

.- calculated and selective, but it is the source. T
from whlch we find outrabout our -lives today.

: (Inglis, 1972, pp.3,4~- 5)

This study is an attempt to uhderstand our soc1ety by

looklng crltlcaIiy at one form of popular culture -

N

A

'.teleVLSlon. In partlcular,)the study focuses on telev1510n
- co ’ .

‘advertisrﬁo about food. But{ thlS is.a study.of culture,c

 hot a Study“oﬁ.food.' Basically, the#study‘asks two

‘ questions‘ "How does television téach’“.and "what sort of .
populér culture Ras telev151on helped to create or’

Y

re1nforce°f

The language”of television gdvertisemehts, coupled Qith
the viSual images-these advertisements, preseht a'text.that
serves as data to eluc1date the underlylng currlculum of
the culture of telev1s1on. One assumptlon of this study is .

bthat there is, 1h§:ed a curriculumhpresentnih this form of

popular culture. opular culture teaches, whether or not

L

it intends to.‘ In thls;partlcular'study, telev;51on“,_
commercials were’analjsed in order to'create a betterlﬁ&
%nderstandlng of the type of soc1ety created and promotsd

: by the medlum -of telev151on._ As McLuhan suggesté,
telezlslon‘serves as an 1convof our_sodietx (1964).

1

o'
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3

o . - . ‘ X . B
. ) . . A

Food, a ba51c need, served as the central subject of
1nvest1gat10n Its consumptlon is vital to our-surv1vaﬁ as
a human spec1es.' ‘But food is more than fuel for surv1val

Food 1s also both a matter of taste and a social

experlence. Food ida reason and an‘éxcuse}for a human

gatherrng"KThese_gharacterlsltlcs of food make 1t a 11kely

topic for advertlslng materlal

k3

P
"tellcally 1nc11ned" to the 1deology ofqﬁonsumptlon

1t also serves as a metaphor for a dlstlnct culture.; We

assoc1ate food consumptlon with a unlque and chosen

llfestyle The acceptance of thlS 11festyle as‘natural &g:

fact advertlsed as ideal, reveals our values as a °
_ ) . > :

particular.culturé. These valuesfboth elucidate and hide=

Often, they become the basis’ of the myth whlch hldes tﬁe

contradlctlons whlch exist in our current. cultural L

experxence. Roland Barthes (reprlnt 1982) suggests that, B
in essence, we are compelled to 11ve the-created
dlstdrtlons .of soc1etﬂ§through the myth of telev1sxon B

advert151ng

L elev151on advertlslng will be the' way to cr1tically
X 14

)

at thls myth-orlented world and the popular culture
that supports it. The. study assumes that advert181ng w1ll

reveal the dlmen51ons of a soc1ety -and the values from‘

. : [l
f'Q In other words, food is, as Ihde (1983) would state, -— -

-establlsheawby advertlslng Food not only,prov1des energy, iy

. .



whlch society fashlons itself. ~Advertlslng, itself is.
'culture.. aAnd culture reveals its 1deology through

advert1s1ng s ]ustlflcatlon of soc1ety s needs (Inglis,

1972). '>_“

The andly51s and subsequent decodlflcatlon of food

4advertlslng w111 lead to an. understandlng of the varlous

myths aSSOClated w1th our bourge01s, capltallst SOClety.
'Also, advert151ng lS a medlum whlch creates a llnk between

the surreal world" ahd the ideats whlch are 1mportant to

it Telev151on also‘serves to educate; because these myths

l“ . .
" are taught to members of our soc1ety Advertlsementgpﬁ\\

become a descrlptlon of the good llfe, as lt were. In a

‘real‘sense,:advertlslng suggestsvhow 5001ety ought_to -

function and how people ought to live.

'Two perspectlves, hermeneutics and semiotics, .provide a

imethodology for the study of advertlsements. Semiotics_
d'serves to decodlfy the myths exlstent W1th1n the '; .

' N
.,advertlsements. ,It allows the advertlsements to. “speak"

for themselves. Roland Barthes suggests that semlology

T~
L—

aims to take in any system of 31gns, o
whatever their substance and limits; images,.
gestures, musical sounds, objects,: and the .
‘complex associations of "all these, "which
s form the content of rltual convention or:
© ~ public entertainment: these ‘constitute, if
" not languages, at least systems of ‘
signification.(Barthes, 1967, p. 9).

-



f'&mode of inquiry. Not only does hermeneutlcs serve to

Semiology alloms for the elucidation—of the.sistems hhich
"give adverxtisements the aopearance'of_maintaining;hOUrgeois
ideals._~Also,'this method of analysis‘distances the i
1nterpreter from the famlllar.and unCOncealed so ‘that- the:

hldden currlculum can be revealed. In essence, semlotlcs o
"
demonstrates how myth is "incorporated 1nto telev151on

_ advertlslng.' Further@ore, it serves to reveal the loglc
: R,

-’that is used to justlfy myth's paradox1cal portrayal of
reality. e
The other perspective used to understand these myths

"will be an interpretive one - hermeneutics.. Telev151on, as

N

a. form of technology, lends ltself well to a hermeneut1ca1

W

"dlscover the poetlc functlon of the myth and thus dlscover
,ltS symellc meanlng (Skousgaard 1979,~p /89) but;lt -

serves to make meanxng of what is "read" through

L

,semlotlcs. The underlylng mytr’? in advertlsements reflect
\ .

the 1deals .set- up for soc1ety by soc1ety These myths

'.represent 1deals which conserve and malntaln the 1deology

o

they 'serve and.can create new values. ' s - . oo
‘ :

Semlotlcs and hermeneutlcs provide two éerspectlves

; whlch are v1tal in establlshlng a structure to’ analyse and

thematrze textual data. In the,case of this study, text is

S



. . o ,
the data collected from a national network - C.T.V. The

o e

v1deotaped data was transcrlbed 1n order to make recurring

themes ‘easier to dlscover.~ These’ themes 1llustrate"the

- v

myths and ldeals promoted and created by thlS perva51ve
: J».

'medlum. S : L ' R ‘ a
STATEMENT OF PURPOSE * - - -2 R

)

Telévision has.been>a part ofvmy surroundings;;l have

wondered how it has lnfluenced my life, espec1ally in ways N

‘that I have not been conscious. of. The chlldren-who have

+

entered my llfe through teachlng have shown signs of belng

™

1nfluenced by television's portrayal of .the world. They

-

seem ‘more experlenced than I was -at thelr age, thelr

knowledge base also seems more expanded It is obv1ous

*

that telev151on has prov1ded a sort of visual experience .-
~and actual- learnlng for chrldren. »

; Telev151on 15 both a teactlrer” and a text. At the same

time 1throv1des both a tanglble currlculum ‘and an -

unconsclou85 hldden currlculum. Both cu;rlcula, 1nclud1ng
the“Gnmanifested cnrriculum,’contain'a melange of values,

attitudes, and beliefs. It is\thesedvaldes,_beliefsband

. attitudes which this study will attempt to elucidate.



In relatlonshlp to food, thls hldden currlculum has
'shown ;\self negatlvely 1n the ‘poor 'atlng hablts oﬁ my
students and their up-to—date knowledge of new fast-food

: snacks and cerealsT At‘best,‘the critic can truthfulli

suggest that telev1510n has not taken hold of the’ -

opportunity to teach proper eatlng hablts.. In~part,y$ome_.
learn how to eat by watchlng telev151on. Often, students

can be heard hummlng a popular advertlslng jlngle and w111

assoc1ate dlfferent commerc1al act1v1t1es w1th partlcular

\‘

}act1V1t1es In:thelr dally llves.- Watchlng teleV131on
:Xadvertlslng played out 1n the 11ves of my students,'ln

thelr eatlng habits and deslres, flrst led me to become

[

1nterested in researchlnq the lssue of Food on teleVLSlon.

»_Advertlsements-about' elev151on food are more than

advertigements aboutlfood. Thelr_colour-fllled and

0\\

action-paCked images contain messages about how to live.

7Many questlons need*to be answered about these

A )

'experlences. Were ny students adoptlng a. llfestyle based

on their 0wn/values° Or, were they "forced" to become

'consumers off a partlcular order° How dld the lmages of.
advertlslng help them make sense of thelr world, e§pec1ally.

'as they-rel ted to'other people w1th1n 1t? And, for soqial
.stug*es, what kind of c1tlzensh1p dia the advertlsements
portray? | o '

‘e

5



TheVCentraIFreséarch'queStion whichfevolved'from this

experlence is as follows. What. is the currlculum of

wLoa

| soc1ety? ,2

television food advertlslng? Thls central questlon glveS-

‘rise to. further questions which I ha%e listed below:

1. What iS'the “hiddenpéurriculum" of food't'

_- advertising.on television?

LY S -

f2. What‘valueSWVbeliefs,-and attitudes

o™

‘are assoc1ated w1th dlfferent food types as they

R | .
are portrayed on telev1sion7 o o

"~3.,Whigp myths and- ideologies are created L

about.foddignd advertising on television?
O e : ‘ S

LAY .. . - 3 Q‘JT .
.5"‘.‘{.' Dot . . )
4. What.pOSSlbllltleS’are created for changes in
S . ! I C, ‘
perceptlons toward llfe in general among

telev151on audlences w1th regard to food and

N oo L -

5. How does television effectively create these

myths.and,ideoioéieszf‘



T | 6.IWhat sorts’of "latent meanings" can'be derived-
4 ,
from the represantatlon of foad on teleVLSlon

advert151ng°

: L
7. From the 1nvest1gatlon of food advertlslng

'_ on telev151on, what lmpllcatlons does this study
have . for educators, hutrltlonlsts, and the. general

. public? _,»‘

SIGNIFICANCE OF STUDY

* ; ° - . .o e - ’
This”study_presentsuan opportunify to find and reveal,

-

_ . e _ | g - i
through &elevision-foodfadvertisements, the myths that

l:exist~in»theJWOrld in which we llve. fhe researEh will |
'attempt to. brlng tj\\pe foreground the dlstortions found in~
zwhat appears to be-. real and commonplace._ The study takes""
the 0pportun1ty to questlon soc1ety s values, attltudes and a
_belrefs 1n order to eluc1date the . myths malntalned and
oreated_by ;t,4;Advert1s1ngfls_based-on the bellef that_:
fhumans?are oonsumers} 'Such an assumption cannot be taken
gffor.granted. This study.will attenpt'to analyze‘and' o
.'explaln the ratlonale used to preserve the sociology of

consumptlon (Inglls, 1972) 1n spc1ety f' ;y1, ‘ .§



Our soc1ety has many contradlctlons.. These
contradlctlons can be more;fully expllcated ghrougprthé

thorough 1nvestlgatlon of the so- called “1cons S0

representatlve of 1t.' Advertlslng, a v1sual ;con,'persists '

and is pervasive in our society as a result of mass
'," .'4‘ ° . 4 - v' L ) . C . ! - -
‘communication. ‘

‘Television's success as an information’disseminator and
its pervasiveness as any kind of a disseminator in our

aociety have made it an excellent producer and purveyor of
myth As a result of its two- dimensionality, television

creates the 1llu51on of realfty for the immediacy of

-e#’grlence. Telev151on uses various technlques whlch make o

'..,. - '
‘1t appear aS'an extens;on»of;the room it :is in.

Myth is, in itself,vcreated;by language. ‘Thus, myth . -

must be placed into language before its ideology can ‘be _

u_nd'ers.tood._' Myth is’ not only concealed w1th1n 1ts ) % e

: structures; but, 1t alSO 1s unmanlfested The
1ntang1b111ty and the unmanlfested nature of mytq‘doe
f allow the viewer to fully ‘grasp its ex15tencei Usually,,it
is too close, too much a part of us, to See._ The

famlllarlty of,the subject matter portrayed on telev151on )
41eave§ the viewer w1th no knowledge of an exlstlng myth.’;

Herein lles the danger -Media, like televisign, play w1th

the lmagery of power"(Inglis, 1972) Television' s.messages -

-/

&
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can seem harmleSSh Yet, becayse they are couched in a
‘flanguage which requlres demystlflca ion, elabora&xon, and.
eluc1dat10n, they often remaln unknown.and hldden. “The’
result is that humans can never be ~completely llberated

from mythlcal forces that COntrol them.'

The revelatlon of the myths, 1deologles, and soc1ety
1tself w1ll serve to help break the barrler to what is - -
accepted as conventlonal or. what is not : ThlS revelatlon
Aw1ll serve,valso, to offer the opportunlty to study our
soc1ety s-structures and systems. Telev1sion-food ;u

: adver_tising can help ’reyeal . society in' a way5 which will’ .
illuminate the taken-for-granted perspectlves of 1ts

~

"1nhab1tants._ It will allow‘researchers Lo experlence.the

-3

society in .which they‘live'from a: more hermeneutical

-viewpoint, one that allows them to dlstanCLate themselves

Y .
P

from'thelr lmmedlate env1ronment and look 1n, 1nstead of
seelng only the out51de from 1n51de the cultural framework
This hermeneutlcal, 1nterpret1ve stance canﬁallow

ffeducators and 1nd1v1duals to see the soc1ety T

teleVLSlon advertlslng : Ultlmately, advertl_ ng- 15 not

only ;nterestedyln selllng_lts product but;ggso appears_to'¢

) . ) ) ’ ) " el .
% be selling an ideal image and an ideal igﬁkstyle with
. N : h 4 B - N . .

certain'yalues,_beliefs, and attftu%?sf#ﬁ'

- % T



DEFINITION @‘TERMSM T S T
i"Curriculum’- " a CurriculaM'is a specially
constructed 1nformatlon system whose purpose is tO’”
lnfluence, teach, \traln, or cultivate the mlnd and
character of - the young [and the general

4 populatlon].“(Postman, 1983, p- 311)

- . -

‘2. Myth -"myth is a body of narratives wovepn into a
_ : it :

culturé which-dictates'belief "defines ritual,. and acts

as a chart of the soc1al order"' (Malihowskiz 1961,
p. 249)
3.‘Te1evision-— ﬁ'a'medium with a high degree of

familiarity and credibility'partiy_becauSe it
structures the culture's’dominant mode of percéption_

‘1nto all 1ts messages, partlcularlly 1nto its coverage

'of unfamlllar 51tuatlons. (Breen and Corcoran, 1982,

p. 128). e -

- o : R o

;_4; Advertlslng -"Advertlslng is a relatlonshlp between

) a producer (or dlstrlbutor) who advertlses, an agency
that creates the ad, a medium that carrles the ad, and

._an audlence of consumers to whom the.ad is dlrected "

(Sdhudson, 1984, pp. 168-169)

)

v-.‘..
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'or/and nefreshment. The ategory of alcohollc f-i'

9Tbeverages is: 1ncluded ag. a beverage as.arevfoods which

: are congidered to be "snack foods" such as’ca;éy.barsv

and artificial sweeteners.: Vitamin supplements are not

' to be considered for this stud since.they;are hﬁ o
o~ , T

- categorized as drugs.

Assump;ions
The study focusses prlmarlly on teleVLSlon food
d‘advertlsementé. Four assumptlons are made w1th regartho

television advertlslng_asea medlum.' Prlmarlly, it is-

o

assumed that these small segments of commerc1allsm

represent a cultural ldeology of the sqglety in whlch they

A"

are presented
l) Vlsually, the advertiSementS‘serve3as?images,-’
v
representatlve of the 1nterpret1ve frameworks created by

’ ,them. In this way teleVLSlon advertlslng propagandlzes the

':,1deals of our mass soc1ety and 1n partlcular those

N

percelved by ad agenc1es. Telev1310n malntalns the beliefs_h

®

of the soc1ety 1n order to achleve an end.¢ In advertlslng,v'

'speclflcally propaganda becomes a mode of 1nc1tlng

consumptlon. Advertlsements are con51dered to be "1cons"»
) t

of a culture - our culture. Michael Schudson (1984) refers



.pdlmension of our taken—for granted attltudes toward the

'wcapltallst,'consumer culture we live 1n.' : (\\;S;‘ BT
'_ -~ 3) A third aSSumptlon deals w1th the text }L

'to'theSe'"icons“ as art forms. Throughout hlstory-humans'

»

have revealed thelr culture through art. For Schudsonr;7

< . Bl

advertlsements serve the. same purpose as did Pop Art d&

Renalssance Art. He refers to advertlsements as

~

"capltallst reallst art representatlve of.both»capitalism

and a preoccupatlon w1th reallsm 1nherent in the medium of °

telev1smun. The capltallst realist art w1ll unvell the
- .
1§g1c uéed to uphold thls art as a, v1tal part of our:

broadcastlng medlum = telev151onf", '}, _.' R :

2) ‘The second assumption 1s that advertlsements are

well thought out and are well planned portlons of time.

Because advertlsements are created and produced S0 .

carefully, a researcher must assume that nothlng 1n the o

:

advertlsements is left to chance. Every detall'has a

’
»

:percelved functlon that w111 convey a message. Therefore,-

’

what mlght appear to be a spontaneous\azt of = cr at1v1ty is, "

,‘paradox1cally, not: ThlS mlsconceptlon reveals other

uallty of ‘o

-

»'telev151on and its hermeneutlcal qualltles. ThlS researchd

'assumes that telev151on has a text that can be studled and'

lnterpreted ‘In the study, television advert151ng serves.

as a text to be. understood in the realm of human.

. N

o
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experlence.1-~ ' _ o C
Lo [N ]

4) A fourth assumptlon 1s that food advertlslxg can

! .

proV1de the data necessary for lnvestlgatlon., Focu551ng on'fﬁ

g

food - advertlslng allows the study to become more specafnc. -

‘Fopd was chosen instead. of other forms of teleV1510n

advertlslng because food is central to human llves. Food

3

: vsustalns llfe-,lt is also lnterwoven 1nto the llfestyles,f

»values, and bellefs of a partmcular culture. We; as a
human race, share our experlences with food .and we’ all
:requlre it for exlstence We both - need it and want it.
"Thus, it appears that food mlght be a fruitful source of
| study because such a study would reveal lnformatlon<about

culture that mlght otherw1se remain hldden in our

subconsc1ousness. ' < . B

N | N
Delimitations of the Study

V.Two delimitations'are placed on. the study in an effor

“to make the research endeavour more manaqeable. In v’("¥

t

—

‘ addytlon, these dellmltat*ons allow the research progect to

uhave focus. -The firzt ellmltatlon is that the study w1ll

_vuse only food advertlsements collected over a perlod of two

consecutlve days, rather than over a longer perrod of tlme.

The data was collected from one weekday and one weekend

?

-day, so that the data would be more representatlve of a

§

‘<‘ - L !" .‘ . i ' . ‘_ v j
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week S v1ew1ng .of advertlsements. ,

N Thls research dec1s1on lS justlfled-by the fact that

. .commerc1als and similar type programs are slated for the-'

| same tlme slots everyfweek for the entlre programmlng
season.. There are, however, sg@e sllght varlatlons and |
exceptlons to thls rule. For example, hollday celebratlons
‘cause food t; become more central to the attentlon of
humans as they’ celebrate fest1v1t1es. And, spec1al

N Sportlng events are heavaly sponsored by a partlcular brand
of food advertlsers, in partlcular beér companles. Thejk

' data collected for thlS study 1ncluded the World Soccer

there are’ probably mofeqbggf

than normal. '~ '

Mllk Cup Flnals, t

‘ commercxals advertised
: The second delimltatlon of the study concerns the

souﬂbe 'from whlch the data was taken. The study 1nvolves

)

food advq‘tlslng broadcast on one telev1510n statlon,
C.F.B.N. C.F.R-N. is an afflllate of-a_natlonal network,

'Lthe_Q.T V. This-broadcasting statioﬁ’serves-a;!'of':i_ /ﬁzz
Alberta. - As a result . of its natlonal scope, it appeals to |
a larger audlence base and seryes to justlfy the conceptlon
of! a mass consumer culture. Comparatlvely, local

.

' telev151on statlons and the other government funded statlon i

are more llmlted in thelr scope of 1nfluence and what they

'~ can: advertlse and broadcast. . . ':fﬁ o

o
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- . Chapter I
| | REVIEW OF THE LITERATURE ~ *

.Television'and'the 'H{dden'Curriculun?
Telev151on 1s a famlllar and perva51ve part of North
"Amerlcan culture. It 1s used by North Amerlcans‘to lnformyr
enter;aln, ‘and generally as a form of keeplng in touch w1th‘,.
(’the rest of the lnformatlon exp1051on of thls modern day
and age. Telev131on is a technology whlch allows the human
‘belng to brldge the gap between both space and time and
create what Marshall McLuhan calls "the Global Vlllage"
'(McLuhan 1964) Not only is telev151on capable of
persuadlng the publlc to buy what it seli% but, it, too,
"is capable of'creating_a mass.culture‘with a Set'oﬁ.yalueS‘;.
andrbeliefs’representative of the mass norn (Johnson
1981). 'fhistOWerful.capability of teLéyisionbis true with ;
respect to the partlcular economlc as well as the broadly
cultural Varlous myths‘and 1deologles are created and -
destroyed by telev1510n in order to establlsh the ; ‘
conceptlon of an ldeallzed reallty of mass soc1ety S f
_(Schudson 1984) _ | |
In ordergto-create*masssculturey teteVision.must cater . f>

3

. R 2 ' o .
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to ‘and develop ifs own marketplace\(Phelan 1977). R
Teievisipn is_itself‘operated as.a busrneSS and relies_on'
financial constraints (Nystrom 1983, Cowan 1980) Its

currlcaiaa_lsthldden, the agenda behlnd 1ts actlons are
frendered invisible" to the consc10us hind., On teleVLSlon,
>the myths created by 1ts 1mages, symbols, and 51gns are not
apparent. Instead they are dlstorted portrayals of |
‘rea;ityt- Vlewers, ultlmately, llve the dlstortlons as they j
view Qhat is relayed"to,them\through this technology |

(Barthes 1982). Ihde (1983) suggests that ‘television's

familiarity and taken- for-grantedness blind the viewer to

< -

the per”,ptions ev:&ved from ‘regular viewing. ' Postman
-(1983) x,d Gerlfner (1973) 's'peak of television's"hidden
turriculum :he p0551b111tes and lmpllcatlonszitzﬁas for
our soc1ety in general. The concepthnﬁgf telev151on as
curriculum Creates a condition Wherehy»yicarious Iearning
takes place (Herrick 1981) Bruner.and Oison 1973), |
The textuallty of telev151on has been 1nvest1gated b;
many researchers. The study of semlotlcs regresents a
structuralist‘approach to the 1nyestlgatlon$offteleV151on's?
signs, symbols;.and images. ‘These images are read as"
significant material forhanalysis. Televisionfs‘

communication through signs and symbols is mediated and
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*_.transformed(into messages._ F%;kecandiﬂartley (1584).viewi
television as a readablelteXt\and as a‘generaiizeabie
;method of'imparting information..-Hefrick (1981) Views
television.as'"live literature‘ and sees its textuallty as
-hav1ng the potentlal to portray llved experlence more |
effeotlvely ‘than wrltten llterature.? Power 1s attrlbuted
- to-the medlum.: As Herrlck suggests, it is a power whieh‘-l
can 'touch ‘the hearts' of humans._ The power of‘television‘
is the power_of emotion. 'Television‘is'an art form.
| ‘Michael Schudson (1984) also.arguesnthat teievision‘s,
pomer lies in“ts ahility to leave.the hermenggticai aspect
of this pervasive'medium open to each inaividual’.
»perspective;‘ Thls aspect of telev151on is 51m11ar to
Marshall Manhan s notion of "low deflnltlon. In other
words, televisionshas the ablllty to appear harmless in its -
'rather unobtru51ve and non- threatening portrayal of subject
.‘matter. McLuhan (1964) goes on to suggest that:
telev151on S subtle nature lS the source of its greatest
power. It is’ lncapable of readlly arousxng cr1t1cal
\{Tinking 'in ltS v1eder. The mundane nature of 1ts subject
'matter and its perva51veness make telev151on a part of a
'vlewer_s everyday lafe. In essenoe, television becomes_a' ?—fi
nathral paft'of one's iiVed eiperienoe. Merleau Ponty

dchrlbes how the viewer comes to make meaning of text.

3




19

. For we have the'experlence of ourselves, of

. - that consc1ousness which we are, and it is on
the basis of this eﬁperlence +that all '

linguistic connotations are assessed, and

precisely. through it that language comes to

have any meaning at all for us. -

(Merleau-Ponty 1981, p. xv)

Thls“notlon applles strongly to telev1510n as. text and _»;»{},Q
prpports the notlon that it is a powerful means -of human | E ;.
communication. ' o _ ' C B
Another aspect of telev1510n s power is its ablllty to
'appeal to_the masses. Thls appeal 1s attrlbutable to 1ts
abilitynto ailow'audiences to 1nt§kpret and make meaning °
from it in a personal way. 'ThiS»interpretime.qnality‘ |
aliows television to beveverything to.everybody (Postman
1983) " | R
As'a result, te%evision’can be‘described as being_ani
hermeneutical (interpretable) instrument (Ihde 1979)1} R
Telev151on 1§ capable of creatlng ﬂnd malntalnlng its own
myths (Flske and Hartley 1984) and 1deologles (Flutterman
1983, Schudson 1984) One of-these-myths.ls that of hh'
reallty and its quallty of liveness. Jane‘Feuer (1983)

examlnes and expllcates the ways in which teleVLSlon

becomes a metaphor for reality. She explalns that
.

telev151on s allusion to "liveness" creates an 1deology

based on bellevablllty



s 4.

J P‘robst' (1983'). further investigates this notion andl'
points out that telev151on 1s a human construct that exlsts
.as .a means of v1ew1ng reallty "As a man—made" tool, 1t,ls

dependent upon a cultural-base CFiske-and Hartlev 1984)
1
The subtle and seductlve danger ln televxsxon s cultural

tles and famllxarlty, accordlng to Probst (19837,-15 that'

telev1510n is seen as actual llfe‘unchanged_by the

transformative element of this medium.,{Technically} a
. producer aims to create a‘semblance'of-actual life in order
to achleve credlblllty (Zettl 1984) and attract the

audlence s attentlon (Nadaner 1983). This false alluSLOn

©

andyunav01dable dlstorted view of llveness and reallty has -
a\y

deflnlte 1mp11cat10ns for the sorts of values that ' "'. *

televxslon 1mparts (Budd, Cralg, Stexnman 1983, Gross

1973).
.Examples of the sorts of valuesfthat televisioh is

capable of" brlqglng to the fore were 1nvestlgated in George '

\./

Gerbner' s studles of v101ence on telev151on (Flske and
Hartley 1984) Gerbner!s’ research revealed that audlences

were lnterested ln the value of eff1c1ency when a. crlme was.

Q.

.commltted; There was no 1nvolvemept of moral values.

Through content and semiotical analysis, the researchér was

able to assess the study's significance, one which revolves
. - \ . .- : N . .

around a consumerist society in which advertising is a



powerful tool. S L .
Eff1c1ency 1s one of the most valued elements of ‘our

capltallst soc1ety It appears.to control ploductlon and

' Yy
- .serviceé in almost all the sectors of flnance ‘and

commerce;"The aim t0ward eff1c1ency in. our soc1ety is.
dlscusced by Jacques Ellul (1964) Ellul views teleVLSlon
as an extenSLOn of the 1nstrumenta1 reasonlng that controls
the consumerlst, capltallst soc1ety in whlch we llve. 'ln
addltlon,-Ellul p01nts out that telev151gn is'a powerful-
form of propaganda which, .when used effectlvely, can create:
effectlve results (Ellul 1964) -

Commerc1al telev1slon is contro led hyiits economicf'
status and must sell and sell effectlvely in order to
surv1Ve the competltlon‘whlch every bus1ness must contend
w1th. Clearly," telev151on creates consumers who de51re to
amass materlal goods (Boylan, Dav1son, Yu 1976, Phelan
1977) Televlslon advert51ng 1s ‘an extension of the
medlum s commerc1allstlc nature.‘ As mentloned before,
telev1310n advertlslng is so much a distinct part of the
soc1ety we. live in that Schudson (1984) named 1t

capltallst reallst art."“ The reason he glves for" thlS
sort of 1abe111ngrls that telev151on advertlslng |

effectlvely promotes capltallsm and the North Amerlcan way

vof llfe. The ad sells a way of llfe and a llfestyle, along

N
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v w1th lts maln purpose’ of selllng a product.

Kenneth Burke (Parsons 1979), ln wrltlng about

ipersua51on, suggests,that the flrst_task of any successfulv.-
‘persuader ‘is 1dent1f1cat10n. People trust others who. are
Justvllke they are. The commerc1al -in other words,‘
‘reveals the soc1ety which. created lt. Its publlc'
.vpronouncements and reallstlc assertlons dlsclose the sorts
_of values: bellefs, and ldeologles whzch are inherent to
‘the culture and are sustalned by so. llvely and ublqultous

Vform of capltallsm. Inglls descrlbes how telev131on

advert1s1ng operates in 1ts relatlonshlp w1th values,
3

o therefore keeplng w1th1n the ideologies of a capltallst

soc1ety : A I o ;_ .

- LEhe] harmonld&s interaction of advertLSLng
* ‘and editorj ?Pv@tyles, styles which
vcon31stent y“reproduce and endorse the
consumers' way of life ... For the style is .
also a code of mahners, and, it follows,_a
structure of values. The values transplre in
the objects named and illustrated, in which
they are possessed. Simply put, the central
- values are extreme wealth, sexual
‘attractiveness and rapacity, and dbmpetltlve
ccess. Attainment ‘of the values is.
"signalled by acqulrlng the appropriate
objects, using’ them, throwing them away and
acqulrlng replacements. Continuous -and
conspicuous consumption is the driving energy
of thls fiction. (Inglls 1972, ﬂb 17)



The. emphasxs on telev*sxﬁn“ﬂétworks
¥ o

'pr1mar11y on ltS flnanclal status.

s wk oo

the needed funds for teleVLSlﬂh.s o)

SR T T R . '
as a.ceqtralggoal consumerlsm %s,taken 1nto cogsldera

pl

acceptance into the generalvstrea“

am

1972). The myth of belonglng is, accordlngvto Johnson

‘a

(1981), W1dely used in advert131ng practlces. An example

of thls myth is lllustrated in a food commerc1al whlch

advocates belonglng to the “Pep51 Generation" (Phelan

1977). U

Marshall MdLuhan,Summarizes this myth of belonging in

the following quotation:

-

Just as success and personallty know-how | .
Lonsist of recipes and formulas for reduc1ng e
everybody kto the same pattern, we seem to
demand in harmony with this principle, that
love goddesses.be-all alike. Perhaps the
impulse bepand this self-defeating process is
the craving for a, power thrill that comes
from 1d$nt1ty with a huge, anonymous crowd.
- The craving for intense 1nd1v1dua11ty and N
attention merges with the opp051te extreme of T
securlty through unlformlty (McLuhan 1951,

96)

. - . . N
» “ K .
/ . .~ L%



Another myth in advertlslng is that materlallsm should 2

l}

be -sden as the proper reward for coplng w1th dally human -
drudgery. ,Johnson (1981) views teleVLSlon as . creatlng an
obse551on w1th self-gratlflcatlon." Breen and Corcoran o
'4(1982) explaln how powerfully 1nfluent1al telev1s1on is rn}:

1ts ablllty to not only make verbal statements but also to"

- make non- verbal ones. These myths are only a few of many

»

wh1ch.telev151on creates in its assocratlve power to place
values, attltudes, and bellefs, into short, persua51ve -
_messages (Slmonson 1984, Parsons 1979) Commercxals are.
'among the most pervasxve types of messages broadcast on the
alrwaves. They ‘have the potentlal to be hlghly 1nfluent1al

persuaders, yet, they are not alone 1n their d1sp1ay of

messages.

Nystrom (1983) has identified two éays‘in which
'~te1ev1310n'teaches its currlculum -'eﬁplicitly and. v—;

1mp11c1tly.; Telev151on teaches through role models and

Serves to establlsh stereotypes {(Larkin 1983) | However,i

the medlum LS capable of creatlng confllctlng messages. .

<

"For example, one. of these conflicts deals w1tg the S

management of 1mpulses. Nystrom (1983) 1llustrates how W

.\A’

'telev131on tries to deter any form'of controlaover

impulses. Fiske and Hartley'(1984):descrlbe:thls
1‘. . . v‘ . o . N "-

% R o : ?~



h-.phenomena as "contrg;téjory logic " Television attempts'to'
1mply one message- but through 1ts portrayal of 1magés,:
‘_"lts loglc becomes muddled. For example, fltness is 1mplled
yas a source of good healthf yet, at ‘the . same tlme, the
demotlvator for fltness is usually placed on ach1ev1ng an

| aesthetlcally plea51ng phy51que. Good health and_a_

vbeautlful body are not necessarlly the same end. o J“

-These sorts oﬁ‘myths are sometlmes also shattered'by‘;t
television (Breen"and-Corcoran 1982). As ﬁadaner (1983)
suggested the best course of actlon for offerlng a strong.
crlthue is to learn to distance ourselves from the
famlllarlty of the telev151on adl?to bggln to analyse the
.myths telev151on dlscourse both creates and shatters. The‘}
ong01ng task .of such an anestlgatlon and ana1y515 will

reveal the hldden currlculum in the portrayal and

@

- signification of food on telev151on. Semlotlcs and content

'analy51s will assist in reveallng what humans pay’ llttle

- e

attentlon to from everyday vieéwing. The method of o

-semlotlcal analy51s w1l§'allow the telev151on text to be
read and explalned At the same tlme, théﬁmethodology is.
powerful enough to relay messages in a subtle. and seductlve
way . Merleau Ponty best summarlzes hermeneutlcs role in
the method Aised-to understand the deep meanlng behlnd

telev151onkfood.advertlslng.4

o



[A]l]'1;.befforts are concentrated upon .
- re-achieving a-‘direct and primitive contact .

~with a'philosophical status. It
for a philosophy which shall be

science,' but it also offers an
space, time and the world as we
(Merleau-~Ponty, reprint 1981, p.

~ with the world, and endowing that contact

26 .

is the search . .~

a 'rigorous -

account of
*live' them. =~
: vii)J R
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The Curriculum of Food on Television

T v | o S

- Food’i;&;’;ﬁman need. One cannot surv1ve w1thout food -
. for any extended period of tlme. ‘But, teleViSion s goal 1s:
not necessarily to. help people surVive.‘-Television s goal n‘
is to develop consumerism. This goal has demonstrated
;.1tself well‘in the area of food-sales. Advertising is one
of-theidominant means_used to:sellffood. 1The°term-§3ll'

_ must be understood'literally;. The attitudesband values

attributed to food ‘and nutrltion are distinctly different

on telev131on as opposed to what is advocated by

.nutrltionlsts BaSlC themes are used to promote food in
adve;tising.: These themes are dealt w1th in the course of
the ads analysed

Repeated v1ew1ng of commercials andhprogramstthat carryh
forth a»messaoe can manipulate drives and needs" (Phelan
1355) : Research has. shown that advertlsing is capable of
increa51ng the demands for a product or a related product
(‘Gibson, @g}dberg, Gorn,’ 1978) The manipulative aspect\ of
telev151on Qgeates competition w1th the nutritlonal values
whlch educatd&s are trying to perpetuate and other, less

health- centered values (Leary 19797.

Research has revealed that the typespof foods_qb '
; _ . : — ‘Q,'

advertised on television are not the most healthy foods.
In fact, some foods are in'complete contradiction with

4

<€
d



‘their~health-wise counterparts, Eoods hlgh 1n fats and

sugars were the most prevalent in commerc1als (Leary

G .
§ 1979) Fast foods are emphasxzed not as “nutrltlous but,,

N

rather,,as a means of combattlng tlme and allev1at1ng the
tiouble of hav1ng to prepare a meal.-uEven snacklng 1n'

“between meals was strongly advocated (Leary 1979) For

. many people, the commerc1als are further compllcated —

because only sllm, "healthy," and-"Beautlful" people seem

e

to be eatlng those foods that seem to, counter sllmness, f

. health, and our culture s concept of "beauty "

-

Not ~only does. telev151on oftén promote poor eatlng

‘//> hablts, ‘it also attempts to promg?é ‘these hablts by.

¢ assoc1at1ng mass values to varlou‘pods. '_I‘elev_:.s:. n
technlques are used to assocaateft ’imageS‘with,ch\

and'non—verbaz\meSsages portrayed ln'the.ads. Flutterman

(1983) points out that foodﬁcommercials during'soap opera';j,_"

programmlng t1me were essentlally almed at appeallng to'%
o woman s sepse of motherhood ,In promotlng fooﬂ in such a

way, telev151on uses the stereotyplcal mother éﬁﬁreveal the .

values whlch appear to be an - 1nherent part of belng the E

P

adequate mother.
‘& These influences are found to be vimportant 'factors in,
the developlng eatlng hablts of the young (Leary 1979) e

R0551ter and Roblnson (1977) demonstratedLin thelr study



' mass_culture. S o

that younger cHlldren were strongly 1nf1uenced by :

“

'1adVert151ng messages. ROSSlter and Roblnson suggest that '

. the appeal to chlldren is that . joy and happlness were.'

assoc1ated w1thgfood ‘items (Leary 1979)
In concludlng, 51gn1f1cant llterature suggests that

'Avtelev1$1on can both 1nfluence -and create myths. ‘These

vmyths are lmportant 1n that they carry w1th them values,

K-

,'attltudes, and bellefs. Therefore, teleV151oH\§an create

the sense of a mass - popular culture sharlng the §ame

values, bellefs, and attltudes through establ}éhlng value
‘norms. Ultlmately, telev1s1on is producing éonsumers who
-are a part df the mass. culture. Food 1s,,dhen, another

’product to be sold and marketed for consumptlon for this

"'""/
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Television as a Hermeneutical Instrument

-

TeleVLSlon is an lnstrument whlch lends ltselt;to the ;
" act of 1nterpretatlon.‘ Vlewers llnk thelr human J
‘experlences w1th the structured realltles created and
'}formallzed by the medlum. They try to understand lt. HThe:
-act of maklng meanlng'breates a clearcut approach for the

lnvestlgatlon of telev151on - hermeneutlcs. :The'termﬁ

hermeneutlcs derlves from the Greek word ‘"hermeneutikos,"

-

'FA;~_;,mean1ng lnterpretatlon. The chtlonary Of PhllOSOPhY and

Rellglon has three deflnltlons for hermeneutlcs-
b

In 1ts cla551cal reference the term
: re&ers to the interpretation of texts, g
\ especxally Blbllcal, but also phllosophlcal e

3

‘,(2) In phllosophy of the' soc1al»scxences one
view is that the social sciences are more
akin in method to.hermeneutics: than to the -
~ laboratory sciences. - Spranyer (q.v.), for

: . . .example, viewed psychology as a ”hermeneutlc
s , of the spirit.”

(3) In philosophy hermeneutlcs has 301ned
Structuralism (g.v.) in creating a method of
1nterpretat10n which centers philosophy once
agaln in culture. (Reese,,1980,bp 221) TR

In the study, the thlrd deflnltlon of hermeneutlcs ls_li

N

appllcable.; Food advertlslng sérves. as the text for‘f

1nterpretatlon.. Thus,'ln order to contlnue w1th the,

. ¥ v .




researCh project, an-understanding of‘the origin and
development of the hermeneutlcal approach must- be
expllcated and éevxeweﬁ The follow1ng/part of this
chapter is devoted to examining hermeneutlcs and how it
'relates to the question of television,advertising as
cnrr{cUIum‘for human iiving. |

3 - :Q ',

The Origin of Hermeneutics-: Fredrich Schleiermacher

Hermeneutlcs ‘had its beglnnlngs even before the advent
iof Fredrlch Schlelermacher, the father of "general
hermeneutlcs: .Before the nineteenth century,_theologians
_attempted to 1nterpret the sacred scr1ptures.~'fheir |
phllologlcal quests to lnterpret and apply what they

'understood did not go beyond that"scope. It WSS-Kant‘s

Critique of Pure 'Reason that served-as’a catalyst to extend .

'rthe‘idea of hermeneutics.v Both Schlelermacher and Dllthey
vwere:attempting‘to break away from the conventional
;}approadh to ;9555n and‘ethlcs. Schlelermacherbsgbreak from
_ tradition led to a “genefal'historicaléinterpretive .
methodology." The followingbouotation demonstrates

Schleiermacher's motivation to change hermeneutics into a




e

~
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' 'quotatlon best descrlbes the essence of Schlelermacher ‘

".psychologlcal and subjectlve_dlmension of hermeneutlcs.

e

4}
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dlalectlc approach whlch had a connectedness to the rtal

soc1al WOrld. o -

S
® s
4

- First, [Schlelermacher] was struggllng to
form'his own version of a post Kanftan,
" critical, transcefidental account:of “reason
and ethics ,.. ‘'Second, he was engaged in s
 studies ahd uses of language that required
. coming to'a highly complex. understandlng of
. . changing soc1al contexts.'. »;.‘ Third, he
© wqorked as a“professed: Chrlstlan, of the -
Reformed branch but never subscribing to a
strict .dogmatic tradltlon, ‘'wishihg to-
understand the place of’ religious experlence
within the whole of personal life and-
culture;: (Tlce and Slavens, 1983, pp,; '
2944295)

P

Schlelermacher s study of language led to two ways' of

1nterpretatlon._oF1rst, a grammatlcal approach to language

; . -t

,unraveled the mechanlcs of llngulstlcsaand how this - related

to language as-.a means of soc1al understandlng. The second

aspect of 1nterpretatlon, hermeneutlcs,'was psychologlcal

N

fThe subject1v1ty of the author was taken 1nto conslderatlon.

2 .

when trylng to understand human llfe._ The following

Y

>

Lo

~As" every dlscourse has a two—part reference,?

thought' of its creator, :so, all- unde:etf‘[’
. ;of speech consists of! two elements; . " o
. "[Momenten]-- understanding the: gp@ech as it - .
4 , derives. from the language and as. 1 derives '
from the mind of the thinker: 'f
(Schleiermacher, 1978, p. 2, Vi X, No 1,
' Autumn Translated by Jan Wojclk .and. Roland
Haas) o g

. .
R . )




Schieiermacher believed that languidge as text 7
originated from an'idea. It was this idea and its related
‘context -that made ordinary discourserunderstandable (Autumn

~1978). - - o - e

WilhelmVDilthey,:vHermeneutics ag a 'Cultural Science'

ya

ﬁSchleiermacher s philosophy and.

Dllthey s lnterest

Kant s Crltggue of Pu;b Reason prompted him to establlsh

| i L N
5the cultural sc1ences - &elstesw1ssenschaften, otherw1se
- ﬁi o o

known as the'human sclences. Dilthey perCelved human
phenomena as an extenSLOn of sc1ence. In other words,
Dllthey brought about the understandlng that hermeneutlcs
could be seen asiboth a human and a natural sc1ent1f1c
- phllosophy of understandlng human phenomena. The link,
1nvar1ably, was determlned through what he referred to as o
'the objectlflcatlon of,llved—experrencea _For him, human.
'lived-experience could notibe'empiricaliyrevaluated because
of its’ hlstor1c1ty and complex nature.'vEmpirical methods
of understandlng human _phenomena could not supply a deep
‘understanding of life in 'general; b&t, 1nstead.they served r»
_aSrdescriptions.

Dllthey S . v1ew 1ncorporated the 1nd1v1dual wrth the

general_aspects of human phenomena. Dllthey belleved that-

J
@



both were important for. the task of, understanding'and"

;,1nterpret1ng.» He" also felt that an 1nd1v1dual expressxon

of lived experlence should be understood not explalned

<.

»

. S [H]e emphasized the singular 1nd1v1dua11ty
Co and internal consciousnesg- and ¢oherence of
;.- icultural -subjects, but not to the exclusion
N ;. of the. general and common; both the
Lol . 'fg;ndlviﬁual and the general were viewed as

-

i - aspects of lived experience (Erleben) and
e . "&understandlng (Verstehen). (p.296, Slavens :
. "’ ang Tice) — , L e . =,

Dilthey-s~tasko1n connecting the natural with thevhuman.

rs

,:f‘sciences,led to an objectification of»human phenomeéna. ‘%K<)\

-jl This objectlfacatlon was re%ated to an understandlng of the

4

inner and the outer aspects ‘of - human(11v1ng The

phllosophy requlred that the 1nterpreters dlstance

. N .
themselves from thé*expression of humah experlence in order

to understand it. ;Dllthey wanted to establlsh a"

connectedness between,thewstudy of llved experlence and \
4 . : . ...“ . . .

life itself.' As a result'd% Dllthey S work hermeneutlcs
was no longer 51mply a phllologlcal endeavour, but, rather,
"it was an endeavour almed at understandkng human phenomena ‘
in a way that would l;nk 1t to the natural sc1ences

What’ Dllthey adds is untlrlng cr1t1ca1
inquiry into nineteenth- century RIURE
methodological - tradltlons, lmportant .
clarifications of issues, an articutated
~ approach to cultural studies that. emphasizes
the more: complex skills of understanding, a L
~ notion of 'biography as the basic historical ' .
. ‘science,. and‘openness to psychoanalytically
7 '-.informed COntrlbutlons (p 297, Slavens, Tice)
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"Martin Heidegger - Interpretation as ‘a Way of Being Human

7
v(\,\

Heldegger further developed the notlon of hermeneutlcs’

- as a human sclence; He created a Shlft from a hermeneut1c3j

-based‘On.epiStemology to one based on>ontologlcal

premises. ‘He radlcallzed the 1deas held by hlS

: forerunners, Kant, Schlelermacher, and Dllthey

.

o Heldegger_Samode of'lnqulry leads to the understanding of

Dasein, "being-there that we are," and its'relationship“to

s ©

Being ... is a reflection on the irreducible
givenness of human existence, Dasein, which
always understands itself in..terms of 1ts
existence - in terms of a p0551b111ty of
itself. (Oh, 1986, P 43 )

»

. Heidegger's radicaliaation of_Dilthey[s ideas changed-the

way philosophers‘viewed interpretation. In the nineteenth
oentury,‘interpretationnyas hailed as the ideal method for

lerstanding humah3phenoména;, But, 1n the twentleth

as tantamount to understandlng llved experlence.

Heldegger indicates that understahdlng is not.
arrived at through lnterpretatlon, but .that
all conscious understandlng, and the act of
'.1nterpretatlo\%1tself is made possible by a
pre-predictati¥%e understandlng which 4s a
-structure of ~our Belng 1n the-world (Carson,
1984, p.51. ) : -

ry, Heldegger would focus on the, aot of 1nterpretatlon,-



2

o

Accordlng to Heldegger, understanding the world and llfe is
achieved through a mode of belng. This radlcal'shlft from
an eplstemologlcal to an ontologlcal hermeneutlcs resulted
in a need for change. Methods and new 1deas would have to

emerge in order to study human phenomena. The g'f'
Y I -

' Jreconstructlon of the human sc1ences would be contlnued by -

Gadamer and Rlcoeur. e ;!

Hans-Georg -Gadamer —~ Tradition As Part gglUnderStanding and

Interpretation o S

.

Hans-Georg Gadamer 1s halled as the father of modern

- hermeneutlcs. His lnterest 1n the problem of hermeneutlcs

and hi§ HeldEgerrlan ontologlcal frameworkﬁled Gadamer 1ntol

: changlng the hermeneutlc task (Yarbrough 1984) 7 Gadamer

pexpanded on the hermeneutlc problem by brlnglng in the'

‘sense of tradltlon related to a text. Tradltlon became theA-

:source of understandlng and. became part of the mode of

'plnterpretlng _ ’fv*f e N G - \

A world is not the totality of objects of . ,
‘which the interpreter is aware. ' Rather, a.
“world is a totality of relations the text
- does . not makexzipllc1t but from which the
objects of concern arise. The hermeneutic
_task is for the interpreter to ‘expand\the = = .
. horizon of his own world. so ‘that it include§~\."
‘the horizon of the foreign text. (Yarbrough, '}'
j1984, p. 193 Dev1ne, Ellzabeth -editor) L
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~ Gadamer realized that to distance our%elves'gotally,
from the world around us would not connect us tohthe'worLd
- we beidng.(Hess;'Palmer,‘1976). The mode of making:meaning
would lose -its human nature, it would not~belong to the
uintérpreter any longer}"FeYer;hendr-an anthropologist;
shared similar ideas on this ccnnectedness-with the world.
Feyerabend felt‘that'people in a culture look at their
soc1ety w1th a cultural frame of reference.
‘ijeyerabend asks ‘how.can we discover the kind
of world our dssumptions fabricate. His own
response -is that, JWe .cannot discover it from
the inside. We need an ‘external standard of.
, ~criticism, we need a set of alternative
a4y .~ assumptions or, as these assumptlons will be
- quite general, constituting, as it were,' an

alternative -world, we need-a dream-world in
order to discover the featyres of the real

! -
o - » worlgaye think we lnhablt...f(Nlchols, 1981,
{

i

p. ¢
when human'heings try to.interpret and understand the-JCrld
; faround them, they are prejudlced in thelr perceptlons._ |
ﬂ Atcordlng to Gadamer, the - hermeneutlc process calls for the'
@q}nan act of 1nterpretatlon. =1In essence, hermeneutics is a
2 phllosophy centered on the human sc1ences and should ltself

1nco}porate the human process of understandlng as belng

lprejudlced and part of the hermeneutlc c1rcle (Hess,

B T SR

,Palm%r, 1976)

'The_hermeneutical'task had changed from an




(TN
;‘ -

epfstemological tovan ontological.fonndation;TThie
radlcallzatlon of the philosophy required that ‘a new
foundation of theory be created. Gadamer's effort tJ'shed‘
new llght on the deconstructed human - sc1ences alded in.

" establlshlng ‘an ontologlcal foundatlon to hermeneutlcs._ In -

hls major-work ‘Truth and Method Gadamer llnkSvhermeneutics'

 with the "totallty .of our experlence of the world"(Gadamer,
.1982, p xiii- Oh 1986, p 46). He views the methodology of
hermeneutics as. a human endeavour. The 1nterpreter S \
‘prejudices, then, are not‘alWays harmfnl. Onvthe.contrary(
prejudices guide the hermeneutical,task“énd?aSsist in ° o
hringing forth the truthc vThe interpreter fs able to
comblne his or her ‘own way of making. meanlng w1th those 1
_whlch have been’ revealed through the process., The two'
' horlzons of understandlng slide over one another in order R
| to brlng forth the truth.' Only from such an OVerlaylng c?n_»
'.true clarlty sprlng forth The- lnterpreter ] horlzon of |
understandln would not be complete 1f 1t dld not have that

-

,n text. ThlS meldlng of horlzons completes

of the forei
what is referred to as the hermeneutlcal c1rcle.:
' Language becomes a fundamental part Of the

.hermeneuths. The ex1$tent1al part of’language‘brlngs

~

‘forth "belng" and is essentlal to 1nterpretation.
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'1nterpretatlon.

-
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'jThe follow1ng statement reflects the phllosophy underlylng

Gadamer S sense of language._"Belng that can be understood

is language" (Gadamer, 1982, p. 432-0h 1986 p.49). For

'Gadamer, language is seen as a central way of dlsc1051ng

_the world in that it is both understandlng and '

The world becomes the hermeneutlcal text

4

1lthey s hermeneutlcs laid the foundatlon

Gadamer's and

»

Paul Ricoeur = A Hermeneutic Phenomenology

.,tradltlon of establlshlng the sym%ﬁ%&c_functlon ;§ }

'Paul.Ricoeur elaborates andOconnects_thevprevious
o : . . . K - - . . o
philosophies with his own hermeneutic. Rié%eur makes use
of the thoughtful insight of preceding philosophers to

establish a théory of hermeneutics. Hlsclnterast in

cultural symbols and text became the foundatlon for o

Rlcoeur s theory He was to contlnue the phllosophlcal

-9

- 05 . v

behavxor"(Bourge01s, 1979) f‘ | v
Rlcoeur s hermeneutlc is far more progre551ve in its-
tﬁeoretlcal approach ‘than the phllosoph15121ng of prev1ous

human sc1entlsts. Stephen R. Yarbrough (Dev1ne et al.

. 1984) . suggests that Ricoeur's aim was to create a

hermeneutic wblch fulfilled what the_others did not. .

3sc1ences (Oh 1986). - ' ~., -—
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In order to rectify the 1nadequac1es of that
hermeneutics which attends to the
“historicized force or existential meaning of
a text while ignoring its inner sense; and of
structural analysis, which can explain a text
but cahknot interpret it, Ricoeur abandons the
chcularlty of the former and the linearity .
of the latter in favor of what he called the
“"hermeneutlc arc."(p.. @77)

"Ricoeur's "hermeneutlc arc" linked the polarlzed

objectlve and subjectlve 51des of @ text. .The link between

these two 51des offered both dlstanc1atlon and

.

- LW

part1c1patlon for the researcher. These sides siéyed to

s

credte a dialectical hermeneutio which-allowed 1nterpreters

to be in act1ve part1c1patlon with the text but, at the

same tlme, to dlstanCe themselves from the text.i The text

is allowed to speakffor ltself so that the lnterpreter can.'

come/to understand 1t 1n a more complete way. Ricoeur

.d»*-

suggests that ”E?as dlstanc1at10n allows for a two-fold
readlng (Bourﬁeois, 1979, p- 92) Rlcoeur belleved that:

g[s]tyle conveys the author s presence,
“although not in‘terms 6f his or her '
intention, but rather as what . ‘Wayne Booth has
:called the "lmplied author.ﬁ... If we are to
appropriate the meaning of ‘a-text, our
reading .must take these factors into N
account. - Such.an undertaklng will mean that _
the way. to understandlng is through
.explanation, although at the same time ...
explanation must be said to begin with and
presuppose some understandlng (Pellauer,

40

.

1979, p. 106), o . T S
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Ultimately; Ricoeur's aim {s‘to bring Gadamerls notion'of
horizon into. his own hermeneutic. The horlzon of ‘being'
is pro;ected onto the horizon of the "word " In other_
-words, "[t]he reader 1s~rather enlarged in hlS capac1tn§%§g
'self progectlon by: rece1v1ng a new mode  of belng from the
text ltself " (Yarbrough 1984, P .477).
In con§%ud1ng, R1coeur s theorlzlng of the text serves~,

"to change hermeneutlc s task by allow1ng 1nterpretatlon to
.act as a way ‘of self understandlng : Rlcoeur_s conception
of 1nterp;etatlon was dlfferent from Gadamer's in .that it
offered a more ontologlcal approach to the text and
oneself: The task of 1nterpretat10n became a sliding of
meanlngs over -one another. Words and thelr'varlous
connotatlons were allowed to change'accordlng to’ the)
' 1nterpreter S ch01ce of gonnotatlons. Rlcoeur s
'hermeneutlcs and hlS conception ©of the text s role in
:'1nterpretatlon is best summed up by David Pellauer (1979
.p- 112) . R IR ) -
[The text] [a]s_an-analytical device...hserves
" three purposes in that (1) it helps him to

Jmove beyend a concern for particular symbols

to concern for extended works of discourse
" whie~may themselves be symbolic of something
beyond the world of ordinary, -everyday,
taken-for-granted reality; {(2) it allows him
‘to inffegrate results garnered from
lingyistics, structuralism, and the ‘'philosophy ’
of nguage into a unifying framework... and

(3)

e
“«
: ‘
N
i
4‘
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From-Ricoeur's work there'is a marked shift from a
hermeneutlc based on text .as materlal for analy51s to one' )

whlch accepts the text as "an analytlcal dev1ce *. The

1
]

\z?relgn text is allowed to become part of the lnterpreter s--

fe. " Ricoeur's preoccupatlon in developlng a theoretlcal

;j . ‘apprdach to hermeneutlcs does not exclude the semlotlcal
- ’ e

Eapproach to text.. Accordxng to Rlcoeur semlot;cs and
-rstructuraliSm serve.to explain, but hot interpret. It is
) semlotlcs which w1ll aSSlSt the 1nterpreter in explalnlng

i‘the text for. 1nterpretat10n and understandlng to occur.

| ‘.lecoeur s study of Semlotlcs leads him tovbelieve that

'_words belonglng to ext have a mult1p11c1ty of mean1ngsv in d

' Other word& a "polysemy - This multlpllclty of meanlngs lnu

‘words demahds that hermeneutlcs be applled. Humans make
meanlng of words through their own experlences and
,»oaccordlng to the cohgext in which they: are belng used
uZFreeman 1985) - Propaganda of ‘a belief system allows for
‘ the manlpulatlon of the publlc S dec151on—mak1ng A

‘abzlbtiis. The multlple meanlngs of . words are used to co

\'a bellef system by establlshlng myths aqﬁ at the

iﬁpnegatlng others. o R

o Anpefample of thif use. of propaﬂanda is dlstlnct in a‘
~Resdan commerc1a1 where the claim is made that, the product

”lS only “Sold In Canada " . The 1nterest1ng poxntjhere ”,\<’

.
N

N



-+ is not. so much that it. makes an appealvto natlonallsm but
1nstead the message‘ls used to .cover the fact that the
[‘ product-ls not allowed for‘sale 1n.the'Un1ted States..‘Thengﬂ
- F. D. A (Food and Drug Admlnlstratlon) would not clear the _Jr
tproduct for on the SOunter sales ‘and therefore it was Eh'l
lbanned from productron in the Amerlcan market. The"
statement of exelu51ve sales in Canada are a form of
propaganda whlch makes the appeal to Canadlans that the
product is thelrs alone.» The truth behlnd the message is
,unstated and proves to establlsh a bellef in the préduct s~ h

ey e e

vspec1alness and unlqueness above the other brand .

T The 1mp11catlons and connectlons af meanlng are created

'v'by the audlence who understands that the- product can cure

F- ~,

‘.rthe condltlon it is used to control , ThlS @ethod of

-

'achlev1ng the end - gettlng the consumer to purchase thls'f..w

product';s_a formldable use‘of.propagandlzlng.
) Along“mith Roland Barthes' view: of structurallsm in
‘fhlangu&ge, Rlcoeur ‘was able to brlciJabout hlS hermeneutlc.e

Freeman (1985, p 303) 111ustrates Row Ricoeur llnks

.

' Vsemlotlcs to hermeneutlcs- ;‘» . 'tu" *?” ' T

h,._ ’The most ba51c idea’ here, and - 1t is one to
s which we will be returnlng in a varlety of
fforms, is that f 'polysemy’, »the multlpllcaty
. of meanings that always calls for a
‘hermeneutics} ‘Irf arbitrating between. - -

structure and function, the v1rtua1 and the

. actual, it is the word which upon’ its .
g"utterance in the context of dlscourse, -

prov1des the 1nv1tat10n to. 1nterpret. '

Lo

"



'Semlotlcs -”; e

-

Roland Barthes = Semlotlcs as a Waz gngxglain$gg,’

v »

Semlotlcs is. deflned 1n The chtlonagy of Phllosoghx |

- . Y

iand Rellglon as hav1ng derlved "[f]rom the Greek

‘v<semelot1kos, (from semelon meanlng “marh" 'rs“51gn")

'51gn1fy1ng “theory of 51gns.-t Roland Barthes adds to the

E .71

',51mple deflnltlon by sta lng that semlotlcs is "a scmence;.

_whlch studles the way 51gns have ln soc1al llfe“'(Dev1ne

"“et al. 1984: P 34 35) ‘His® 1nterest in human communlcatlon'Ju

led Barthes to complete what the noted Structurallst,
,ﬁj;m_ ‘

°‘Ferd1nand de Saussure had begun."

Roland Barthes exam!ned 51gns and symbols 1n soc1ety
lHe attempted to evaluate how these 31gns and symbols. .

related to the functlon of language ltself Flské'and ‘
"Hartley (1984, p-. 40) suggest that, accordlng to Barthes,;ddl

'there are dlfferent orders of 51gn1flcat10

: words, when a text 1s analysgd,_the 51gnssw1thin the text ,x

o have many meanlngs.' Each meanlng is categorlzed 1nto a

",dlfferent order of smgnlflcatlon._ Flske and Hartley (1983

S !
P 41) outllne the dlfferent orders 1n thls quotatlon-

o ..

Q



 He brlngs 1nto

4t -~ rsecond order .cohere in "the third order of’
e;~f§g§ $ \ signification into a comprehen51ve, cultural
N "

N
‘In [the flrstl order the 51gn is. - ,
self-contained,. the photograph means the
‘individual c¢ar. In .the: second order -of
51gn1f1catlon thlS simple’ motlvated meanlng
- meets a whole range of cultural _meanings that
-derive not from the 51gn itself, but from the .
- way the society uses;and values: ‘both- the . .
- .signifier and the 31gn1f1ed .«. The range of
-cultural meanings that are generated in-this

plcture of the world a coherent and organlzed ,
v1ew of the reallty w1th whlch we are faced. T

L
: R

In the second order of 51gn1f1catlon, Barthes {Cb;v“

"extrapolates hlS theoryrof codes as signs in our 3001ety

,ogue the notlon that, at this second-level

e

‘”5operates 1n two ways. These ways canebe descrlbed as the

‘*;ﬂfmyth-maklng and connotatlve aspects of communlcatlon (Fyske '

4’ T

A

- and Hartley,¢1984) The myth-maklng aspect ofameanlngs is

) "i_descrlbed by Flske and Hartley (1984, pP 41 42)

When a 51gn carries cultural meanlngs rather -
“than merely representatlodal ones, it has
‘moved into.the . second .order of .

. signification. In this movement the sign

- changes its: role; the’ sign of the partlcular

’soldier becomes the’ 51gnif1er of the cultural
‘values that he embodigs’ in this news- film."
The - "éultural-meanlnqk of the soldler 1s what:
Barthes calls a myﬁhib

', “fBarthes‘ myth does not conceal 1tself, 1nstead "its .f

o ,7'.‘, . R
functlon is to dlstdxt,ﬁn6t to ma dlsappear’ (Barthes, ‘

1982 p 121) Accordrgﬁ to Barthes, myth "is a valye"

. » o T B AN
1 o e N A
. B N B . PR

g

- the cqltural relatlonshlp between communlcatlon and soc1ety .
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':(1982, _123) and has two 51des to 1t.-»At“the same'tine"
T l ) . i\ .

that 1t makes 1ts meanlng known, myth also serves to take
5 - 7

.(_
3 oy o

ﬂ]away meanrng.f Barthes 41982‘ pp. 123 124) qlves an analogy

“of how myth operates-_g; _ﬁ_:‘g_.' ST "y‘fﬁ_ SRR

. ] i' : - N e . ,r_\ e v', o L

-_; sf}',%. iR a. car [when] 1. lookgat;the scenery, R, N

.. “I'can at w1ll‘focus on ‘the:: ‘Cénery or .on- the‘ *w-'f_@ﬁ

-windqg-pane. At one moment, ~&rasp the - -hff",‘ R

. . .presénce of’ the glass and the’ﬁlstance of the =
" - landscapé; -at another, on the contrary, the =~ . -

f,transparence of the glass and:the ‘depth .of: the
;;*n.landscape- bt the result of thls ‘alternation . -
L. iis o nstant..the glass is_ at bnce present .angd . -.-xgl
‘ »vyﬁ.j_jempt “to. me" and the landscape unreal and full
On the other hand connotatlon is more or;entated
. : : ,V( S , e e
'toward the'“walues, e@ptlons and attltudes,W'We as Aa ;;o ;"'?~%
'”ysoc1ety accord them.. Flske and Harﬁley (1984, pq 44) ‘;'v'
_ descrlbe 1n thelr own- example Barthes' cpnceptlon of o
-.connotatlonﬁ»t' ﬁ:1‘?. :',f._~ %,f:,*i SRR B
. k ‘ ‘f . B . - . R : , o “""?"
’t A general's unlfqrm denotes his rank
(flrst order sign), but connotes the respect
- we accord to rt (second order sxgn).k;L ‘
'thpart from Barthes' notlon of the order of 31gn1f1catlon,
a ' ) ] ] i

"1he made 1t obv1ous that the subjectiv1ty of the reader ;s &f‘
;:equally 1mportant.. Readers must brmng themselves to the '
-~text in order to”éeveal nyth's'role and functlon ln a
r'Culture.,-glt.d,~y-?f”h;{f->':ﬂil:'-. | |

In concludlng, Barthes"contrlbutlon to the study of

'hﬁr'communlcatlon helps the researcher explaln and crltlcally ”55'

’ o s R
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f»analyse the text for 1nterpretatlon to- take place. The

"of: communlcatlon and 11nk1ng 1t to self understandlng
*aThls self understandlng evolves from Rlcoeur ] 1dea of a

- hermeneutlc.

‘e

1nterpreter s task becomes one’ of unravellng the complex1ty
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' Methodology

",éﬁaﬁtér‘IIIT“'. R

Cm
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.
o .

Thls chapter dlscusses the method 1n both the approach

vlto the study and the analy51s of the lnformatlon.l The o

-fprocess was a tedlous and comprehen51ve one. as 1t led to

'the datisguestlon - What is the currlculum of food

- 3dvertlslng° This process requlred read1ng4research on- Jt

telev151on progrgﬁhlng 1n order to understand the varlous

‘tybes of 1ssues addressed by others in the fleld

The study began to take focus when food advertlslng

_became the compelllng concern.' In the course of thls ' K

i "ﬂ
chapter, an explanatlon of the way in whlch the data C

c'collectlon took place w111 be examlned : All the practlcal

‘be analysed

aspects of the collectlon are’ descrlbed along w1th the

-

jfactors used to determlne the dellmltatlons of the data to

Next, the collected data. requlred organlzatlon.vdA-

’dmethod of categorlzatlon and a prellml ary analysxs of the N

_lnformatlon led to. themes. The data s thematlzatlon was

4

determlned by the 1dent1f1cat10n of key concepts.'
KR

- Now, tﬁ"p_ncern was f’ dec1de upon a way of descrlblnguﬁi”

”,' the data for an lnterpretlve study. The actual descrlptlon

_1nvoked a need for semlotlcal analy31s prlor to 1ts

. 1} :'_ 48'__
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?b ﬂterpretatlo§: A dlshub

Sl«x rfrion the technlques used to
i

e
make the study a r;g&rous on%?are 1dent1f1ed and explained -

49,..

"_Ln the follow1ng pages. These methods léad tT a conclu51ve

o p Once the the51s questlon - What xs the currlculum of

- telev1510n food advertlslng° was arrlved at, data»gatherlng
\/:

began., Vldeotapes were usel’t _collect the data

Ktelev151on commerc1al‘) fr m. o 151on statlon

’)

'V(C.T;V., Edmonton afflllate)O At-p‘ I had dec1ded to

~.tape one_weekfs worth of teleVLSion, I soon dlscovered

that there werelmore referencessin ads than I had at flrst

enVisioned;JvI dec1ded that two days worth of programmlng
YL .

AR AT A

was suff1c1ent 1nformatlon to answer - the‘pertlnent

'questxons. I declded to tape one entlre week day and one

entlre weekend day.; These were Sunday, Aprll 20th and

fMonday, Aprll let, 1986.

[

Food became the central focus of attentlon because of_.o

,lts lmportance to human surv1val References to food ln

all the programmlng were documented 1n a log book., These

v

freferences were kept for thematizatlon.d-It lnltlally was djd
“almost apparent that the programmlng most heav11y laden

w1th food were advertlsements. .

..‘4 R . . ‘., ‘_ " ’ .-

o
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‘A qulck:@ecl51on was made ‘to solely analyse food
l.advertlsements for two reasons.' Flrst, the ads were. the

”;’most promlnent part of the data collected. Second they

'_were the most lnterestlng because hey offered 1nformatlon_l:*'

:“e'whlch could be seml 1cally descw{bed . In addltlon, the

1Y

ads wers systematlcally repeated throughoutﬁ;he data at
S

_3approx1mately the same programmlng tlme slo

‘f,ﬂ' My overv1ew of the data spurred further questlons about

‘ﬂfood's llnk to llfestyle and led the research dy.lnto_-h
: , \

uyanother more spec1f1c area of'concentiatlon. Answers to a

-4

- myrlad of q.uestlons deallng w1th food .advertlslng as

@

hcurrlculum allowed the data to reveal recurrent themes.H
fThe themes were drawn from the dlalogue whlch contalned key
'words. Out 6f the nlnety—51x dlfferent food advertlsementsb
»dtaped over: two days, twenty theigb appeared 1n the ads'u
“bdlalogue._ For example, new, old and couvenlence were""

f]three of the th'mes that emerged | The.twenty themes are)as”

follows-f ‘ _ v
1. New . 9. hRich”"_if"i'IJ;fCold -
25 Celebratlon 10. Calories f_lS;;Knowledge
'3. Sensation . -11. True - - 19. Beauty

4. - Paradise . 12, Offer = »“20.;C1¢anff .
5. Convenience 'l3,7Un1versal S R

6. Descrlptlve -~ 14, Fun -

7. Good . 715, Standardsu'

8. 'Tradition ' - 16;'Taste

The_twentyfthemes were broken down 1nt0-ﬁ’ . v
. ;suchategoriest’anCh sub-category was chosen because lt‘

R



‘tdev loped, to reveal ﬁ;s theﬁ%s,'

'-than one tﬁemé“was cd talned 1_

c“one for pld Vlenna ‘Lite Beer, the themes were,

had 1ts own connotatlve meanlng.“ Examples of
\ .

sub categorles were sat;sfactlon, now, and tlme under the

(7

gheme convenlence. These themes and sub-categorles then

'became the system used to organlze the studyéof ads.,,

Each advertlseémt was analysed, using the system
Lo » .

4ind that more '

la'rgestf% :

* .
number of themes founq*ﬁn any ad mgs.elght
. L~

¢alor1es, true, tradltlon, conv”

1ence, rlch,_and:'
“standards.--’

J . : v
From my rev1ew of all the themes, two “jumped out"’

s

'spec1f1cally of most relevance to the study of our,

‘soc1ety ‘ These two themes were new and old Essentlally,

» 1t occurred to me that these themes were 1mpllc£iy

_1ntertw1ned w1th the capltallstlc 1deal to consume the new

‘and cast away he old on a constant ba51s.. It became more

- rand more obv1o s, as I watched ;he ads,‘that consumers were

’:conSumptionz'

e
onstantly "retool“ thelr deSLres and

-encouraged‘to,

The dec151on to look at “the old and new themes gave the

: e~.!

study more focus. Thls focus strengthened the premlse that

Coy v

: the advertlser S agenda is to promote mass consumptlon._rIt S

)

‘was the ensulng analy51s wh1ch would determlne the- valldlty
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-of such a premise and, at the same time, reveal information .=
" to .us'about ourselved. PR . ' R

.,

"

Looking_gg the Data ~ = = h' ”rv'-flij.fff : ,zd“aa;-
_ ; R | , “?“1 N

As I transcrlbed the data, the transcrlptlon began to
freveal v15ual and verbal 1nformatlon beyond a one tlme
;'v1ew1ng Both a technlcal and a semlotlcal perspectlve vf
dmereagsed to allow the data to speak for itself. mIn orderJ
”dfor the data to reveal 1ts underlylng meanlngs and
’purposes, the advertlsements ‘structure of lnformatlon had
to be. analysed. SE f'_VA_ . )_ tl_;‘ li{s L idfx'

‘_ Prlmarlly, advertlsements transferred meanlngs to

products w1th1n the conflnes of teleVlSlQn techniques.'
These telev1sxon techﬂ%ques'are used effectlvely by the:dsf
,product s promoters. It 1s‘the promoter s purpose to 1mbue4
a product w1th a partlcularulmage often havxng certaln
'qualltles not even remotelyllnherent to the product
hltself. The promoter s exhortatlon of certaln 5001etal
f'ldeals and values were lnextrlcably llnked w1th a food
'vhbrand, o _ , : .A .
| Thesebvalues were revealed 1n the assoc1atrons made
_ between obJects and thelr connotatlve meanlngs. A: close FZ
f‘llook at the data began to change my own perceptions of the
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product itself' I began to questlon why I made certaln
”',purchases and not others. It was’ 1mportant to me to know ;T
’F'fwhat klnd of bellegngstem "helped" me to make certaln i
'dec151ons 1n selectlng products. Even though I Was ‘ |
lbecomlng more famlllar with the meanlng and structure of
partlcular ads, my own Values often remalned hldden to me.
*.The 1mmed1ate answers were not a;;arent therefore,,al:

'method was" requlred to breakthrough the' famlllar ads.

"'Semlotlcs P u’ S

. R T
The ay-Eg Data Interpretation

The study requlred a phllosophlcally based method of
-descrlblng the data. Semlotlcs"ablllty to breakthrough
the famlllar, taken for—granted ags made the data ea51er to
fstructure and analyse. It was the structure of meanlng 2
‘whlch led to an 1nterpretatlon of the data S, SIgnlflcance
to soc1ety Essentlally, the data would answer theu :
“currlculum questlons asked at the study s outsegv'
The data s analy51s began w1th a. breakdown of all the
K lobjects revealed W1th1n a v1sual _ Connectlons of meanlng

-were determlned through colour assoc1atlons and structural

meanlngs. The structures created by the relatlonshlp of

objects and dlalogue gave each v1sual unlt SLgnlflcance.;fI_ -

began tovstudy by_assumlng;that.the technlques_used to
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Acreate the v1suals were carefully selected y Phé ads

‘5mean1ng from object to object. The more I T

h partlcular ads unfold the ‘more _ood the accufacy "

- .o -',t.'.:
. . . )"\

;of my assumptlon.v'
The analy51s and deséglptlon of partlcular 1tems would ;
dhelp to establlsh the selectad ad's hermeneutlcal .v

51gn1f1cance.] The list of ltems I chose to descrlbe@hach B
k.ad is ‘as folIows- :*Zf~“ d R .YT:.a"v "r?u

'_1..Colours Used in ;he»Ad

|

ghi_.’"f"'IZ;'Types of Camera Shots:

3,“Camera Movement

4. Sw1tch1ng Technlques

5. Graphlcs on Ads*’

'

. Once the ads were deScrlbed v1sually, the verbal part o
'hof the ad was transcrlbed in order to connect the two parts"

- the verbal and the vrsual A complete plcture of the
.'- '
,aﬂad s 51gn1flcance could be ascertalned ﬁtom both a verbal

o

}{'and visua udeycrlptlon. In fact,7each ad contalned three .

J},?parts tb@ ;grbal the v1sua1,:and the verbal w1th the

",,,.;vlﬁual . o !. o

e A comprehensrvab&halYSLS of each ad became a Cumbersome;f
e . \3\ SR
A Jy

endeavour.‘:Theﬁads were 'so rlch that the p0331b111ty of a




\huge=undertakdng hadhto be made'more manageable.,
dTherefore, I dec1ded to choose depth over breadth I
| narrowed down my’ focus to a few ads. 1In addltlon, Ii;
adec1ded that the selectlon of a few ads would make ‘the
»study«s scope‘more spec1f1c. To manage the data so that
- ﬂthe answers to my qwsstlons could‘em%:?e, I dec1ded to .
'fdellmlt the number of ads._ S

Thls dellmltatlon was done by rev1ew1ng.the ads and

consldering the follow1ng crlterla- '-_, o - no

5

: : , , . e :
1. The ad had to have the hlghest number of . -
‘recurrent themes out of the twenty._.» ,
. , 1
o 2. The ad had_ to involve the themes of both "th%

,7Q’new" and “the old" which seemed to p01nt to the

’ underlylng purpose of advertlsements. ’ .

ycriterla helped to narrow the analy51s of ads

These”

!
)

Zit° two. One ad promoted an alcohol;éﬁbeverage, beer, the
other ad sold coffee. These ads were used to aSSlSt 'in

we ng the questlons and also in reveallng the

'.., .oy ".

| %&socxatlon petWeen products and llfestyle.
b .

'v 7 ¢,,. “m . :', 0 | i
A ? N o .c”_‘gl‘%) )
cae o R
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" Hermeneutics -

The Interpretation of the Data -

—amre b e L £l

: To create connectlons.between llfestyle and producgs,,
myeach ad had to have a 51gn1f1cant meanlng for 1ts v1ewers.f'v"
fHermeneutlcs became the means of understandlng the |
dlfferent elements whlch create these meanlngs._hAh;Cd
-hermeneutlc perspectlve help d to.rnterpret the subtle and
dlstorted realltles created by advertlsements.a*
Hermeneutlcs goes beyond the ad's descrlptlon and
.ddlalogue to reveal the two Slded meanlngﬁ and connotat‘ons
© of "mere“ words.d The words have dlfferent meanlngs because_
of the cultural«conte;t rn which’ bhey ex1st. Thev connote
»'dlfferent meanlngs accordlng to the relatlve context and o
also accordlng to the tone of v01ce used to utter them /%\;:
An example g% the two srdgd meanlné of words-ls‘ R
grepresented by the»word""success; »dIn‘a cultural context'
. e :
sucoess" may mean more than one thlng, 1t llQS ln a
f spectrum of deflnltlons.v(;f success is descrlbed 1n
,:1f1nanc1a1 terms, the pnrsult of a high-paylng jOb is. of thei
‘utmost 1mportance. On the other hand 1f success 1s

y”descrlbed iin 1ntang1ble terms such as for example bexng a -

good mother, the meanlng changes. To be successful as avv*'

_*mother may mean changlng prloritles whereby the shift is
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‘away from‘personal pursuits”to'one Whichﬁrequifes

vself—sacrifice for'one'svfamily. ThlS change may mean a

4

glVlng up of flnanc1al success as 1t was descrlbed at the

beglnnlng of thJ.s paragraph.-"l‘ne word "success" may ‘mean’

"context it is. presented in. ;;.cj ST

,:words contalned more power than

dlfferent thlngs for each 1nd1v1dual dependent upon the

7 <
o v

Agaln, as I studléq the ads, it ecame obviouf'thatﬁ'

ey were typlcally glven

rcredlt for. The words of an ad create symbols by

g .

':transferrlng meanlngs from one object ta- another merely by -

the suggestlve use of technlques like camera shots.

Hermeneutlcs helps to 1nteloret and reveal the dlstorted

"tmessages and the myths whlch these messages create and \

promote. ‘ . . | ~‘ . ) ) Lo ‘, ! . A‘. | . ?
" The méSsages7invads7are social messages; They tell us |

about. ourselves- and, they reveal the loglc and myths - 5

malntalned‘by our’ soc1ety Ads are more. than a propaganda

ydev1ce selllng products. Ultlmately,,ads sell llfqgtyle.'

‘_They exhort establlshed values and attltudes already

N ex1stent w1th1n the soc1ety If an ad cannot hit a

-:regeneratlve chord 1t~51mply will not ‘work. Sometlmes-ads'

;'create thelr own trends and values, however, these trends

and values must remain’ withln certaln soc1etal

3

'constralnts. Therefore, hermeneutlcs served to reveal both.

the ad and\lts soc1ety
» .

A



- Chapter IV . RS

THE APPROACH TO THE DATA ~ . “° = . S 0Ty o
5 . e , L RN
Thls chapter 1ntroduces the approach to tha data»fpk_j7,’='

'j'descrlbed along wrth the role of advertlslng, pThe varlous
televrslon technlques used 1n ads to effect asq c1atlons E
[ N S

:between llfestyle and the product, food, w111 béﬁfnalysed

— 8- p
"fTelev151on technlques arevthe tdol advertlsers use

r‘. X e b IR 5-'-;

L,promote thelr proZﬁcts. In partlcular, colour becomes, 1 T
g . AR
ttentlon'1n:demonstrat1ng'the varlous;,‘?.*r‘

ricentral focus of

ways in Wthh products are glven qualltles and spec1al

'kattr@putes whlch have audlence appeal Varlous other

<

technlques used to form these assoc1atlons w1ll be

dlscussed durlng the course of thls chapter.

’ Data Collectlon f, o ‘;. -;,‘ IR .-;'?,¢_¥ .
. . . . . v"";,”\..é'

. The 1n1t1al motlvatlon to approach theqéata~using a:J‘”"

hermeneutlcal mode of 1nqu1ry was. determlned by the5very:.

nature of telev1510n as an 1nstf:ment of.mass

o Lcommunlcatlon. %elev1sxon allows v1ewers to rnterpret what '\p
pls v1ewed from thelr own hlstorlcal and exper1ent1a1 ‘

~knowledge. The medlum creates what can be cqlled the

mlnlmallst v1ew of what lt portrays. In other words,i77

1nterpretat;on becomes an 1nd1v1dua1 8 prerogatlve.f__i vfi<:ff




. o E s . o . ’ {'Z{A'.u N
. ' : N . @ ’, ‘J' L K T . N '»‘&
Marshall McLuhan descrlbeS‘xt as the medlum s "low - '
‘(eflnltlon" quallty ' '_"v"fpiiﬁ:, ._Jh LT w-‘é’

Telev151on s audlence appeal stems from lts abllltg to

_ leave 1nterpretat10n open to the v1ewer s dlscretlon./“The -

| v;ewer voluntarlly_has the’ optlon_to ,;fw or not to v1ew.'

A 'a!;esult,.the question*is raisedff
s

does telev151on .
ga n its power to transform our experlenceSQand

A

1nterpret1ve frameworks° ThlS questlon, as 1t 1s

i~

presented, becomes the problematlc and therefore the
1n1t1al step toward an understandlng of teleV}51on

advertlslng and its 1deologles.~ The way in which thls

»

'-questlon can be answered f\ﬁ? 1n what Roland Barthes clalms
: e

. as "a mode of dlstanC1at1ng ourselves from what is. the
'»fdhlllar and the taken for granted ", In other words the
task is to attempt to demythologlze telev151on by p{:blng

what the various symbols, srgns, and 1mages 51gn1fy

P

To begln to look at myth in telev1510n there had to be

’

a problem whlch would 1deally answer-why telev151on is
‘tellcally 1nc11ned to bear cultural myth Rasmussen s
;(1971) notion of a hermeneutlcal c1rcle would functlon to

: expllcate the myths ex1stent in telev151on. Rasmussen

_ descrlbes the c1rcle. S ‘- o pfﬁ‘

’ bIt beglns w1th a problematlc, it 1ncorporates

. an analysrs, and -finally ‘it returns to that

' .problematic by attempting to construct a
solution to it. (Rasmussen, 1971, p.5)

A



e

In thlS way a llnk can be created between the medlum and -

-'ylts myths. In demythologlzlng telev151on, culture and S

1

R ;soc1ety w1ll speak for themselves 1n an objectlfled

‘“-manner. Thls &lscuss1on about telev131on can reveal the

B
TQ.,"\’:

J o, 5
bellefs, attltudes, ang values of what Johnson (1981)

"'refers toias a'l¥§i society." Thls soc1ety 1s aptlg

i descrlbed by Johnson as "standardized" and has =

-.capltallstlc, consumer orlentid 1deals. :

: As I began to study telev1510n advertlsements, the
'problematlc, telev1510n s mode of reveallng culture, began p‘”:
to take shape. At thlS stage, scope and focus werev :

lmportant 1n determlnlng the partlcular data.to be -

analysed Great dlscretlon was takenxln ch0051ng food On‘

.telev1slon as the sub]ect matter for thls study

\I! -; N R

In a large part, the tlme element determlned the amount

1,;\"'

of data collected Inltlally, one week S*Vlerng Gés seen
- as the ba51s for 1nvestlgatlon. But, after two days of
v1deotaglng, T found that the materlqg dlsplayed was qulte;s"

.7con515tently placed at varlo?s trmes of the day w1th

I _"
L{2 8

,correlatlons of s1m11ar brand 1téms'14At thls point,'after

| 'hav1qg collected nlnety:alx advertisementsiwhhch contalnedft':
- food, I dec1ded that‘two day s %Lew;ng seemed‘egually |
»represenggtabe of a week's v;;w1ng oﬁ data. 'ohé weekend
day and a weekday were colfected'as data._ ﬁyen though I

: knew there was a’ large number'of°advertiséments, I was
‘w*JT'i”‘ Vo w’"'-lt e ‘_" o

Sow
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o

fsurprised at how many commerc1als there actually were.
As I studied the data, con51stent themes began to

"emerge-in the ads language._ Twenty varied themes
'_emerged. The remaining problem was-to narrOW'down these

~ thémes 1nto spec1fic categories. Two criteria ‘were used in-

selecting food a%iertisements on teleViSion as the material.

for analysis.- FIER I 7 [,;f"’
'The*firSt criteriaiused in the‘process‘ofldata
S

thematization was the perva81ve quallty of telev151on

dvertisemeﬁﬁJ"'

Ix other words,‘how frequent were
advertiseﬂgnﬁsvﬁ&ﬁadcast9 Advertisementsvare common'to‘alln
vprograms prov1ded on thlS particular teleVLSion network
(C.F.R.N.). " Time slots in programming are sold and béught
:by various organizations and corporations]willingiuﬁwspend
moneyfto promote,their‘produots.: To’the‘teleyision networkv'“.
and local station, commerCLals are seen as commodities
which control the financ1al fea51b111ty of a network They,'

play an important part in promoting programming.

'-Primarlly, advextisemehts are found 1nqevery form of

Advertisements constantly 1nterrupt

the flow of tefeVised‘evénts and serve to further fragment
"the-experiences r 6lved.from a distorted view ofvreality.
~The preliminary overview of the data revealed that the

food adver‘;Sements provided most’of the meaningful
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lnformatlon. The advertlsements, known as: commerc1als,

: éngded data whlch could be rellably and valldly

v § ,
,cross referenced.t Slnce thls study was a hermeneutlc.f

‘study, the data analy51s was a catalyst ﬁor the complet1on’d
. @ ‘
d of the. hermeneutlcal c1rcle.n I beégh to watcb further

»questlons emerge from my 1n1t1al questlons. .

As the study progressed and the data studled, apparent_"

; themes contlnued to emerge. The Q s‘t promlnent ones

)

vappeared 1n the use of words both in the oral and wrltten*
lform.; These themes reflected Flske and Hartley S - : h *,.rv

contradlctory loglc in. that thelr meanlngs were in
opp051te contradlctlon to each other. The/two main themest’f

‘?w&re old“'and new.

5’&",.

In the advertlsements, "old“gand “neW"-were represented.

‘as equally 1mportant considerations in a product. lOld’isf
¢

seen as’ cla351c,'1nlthe sense of meanlng anthue.' The

<

message 1s that a partlcular product orlglnates from a -
hlghly respected tradltlon.~ Whereas, on the other hand,lb
‘new is seen as untouched, ln the sense of meanlng origlnal
7; to'the one who encounters the produqt for the flrst t1me.-’
Newness as a value is 1mportant to a soclety whlch Ls‘

_ constantly consumlng.l Fred Inglls (1972) suggests that

consumerism 1s a noted fact of our. tlmes.,,fé

b




‘High. productlon necessarlly requlres a hlgh
rate. of consumption and this in turn- ‘requires
a hlgh rate of consumption and this in - turn-
" requires a high rate of expandlblllty and a0
'_rapld rate of change. (Inglls, 1972, p. 7). S

These two - themes of "new" and old" are prevalent 1n

2 . s

" most of the commerc1als whlch were 1nvestlgated._MThef;”f

}technlques used by teleVLSlon producers efﬁectibely 6953';11 iy
: promoted llfestyhe/messages almed at’ Spec1f1s Audlenoes,-,;
h ‘v’{t
‘ Marketlng theory, gun.ded by consumer researcl&, w'a% used ;tct' '
B4 o 2 . ) g}

'v‘evaluate consumer values and de51res so that a need&for ghe ;f;‘

product is created.f The‘data clarlfled the advertisen § . # 2

. o .7‘"(2%
,. & '.

: ‘appeal to consumers to buy what the advertlsers have toA ca

IR

Assoc1atlons between 11§estyle and product agf made to

LN

appear, synonymous._ As a consumer and researcher 1t was~*,\;'
_diffiﬁto begln to. iook at a product as belng devo:.d.‘lo“f';*
1ts cultural and llfestyle attachments. Products began to;
take on the values, attltudes, and - bellefs created by the tﬂ
.mass media, telev151on. Breaklng through these | o
_assoc1atlons was tantamount to the success of the
research s flndlngs.A Roland Barthes' conceptlon of myth
a551sted in detachlng the emotronal and psychologlcal
associations with' these products and helped to look at how :

they are created through both language and lmage. s



Telev1510n advert151ng, food 1nL§hrt1cular, began to:_i"
" take ‘On new. 51gn1f1cance as the research endeavour began to“'v
E take shape.s Food no longer was the central focus of the
'v,advertlsement. Now, llfestyle and 1deology were to be

s crltlcally analysed as: ‘the ma1n aspects of analy51s. The

’

themes of'"new land "old" flt well 1n the context of a 5~. S
"7_capltalrstic:society." A new set of questlons arose from &

:therstudy;‘ How can two contradlctory and blpolar themes‘
cf_coexlst in the ads and yet 51gn1fy ‘the same gessage? How ‘
;lkddoes the transfer from one theme occur: 1n retrospect to the

't;'other° ‘In essence, a revelatlon of the contradlctory

s nature of telev151on may glve some 1n51ghts into the actual
- * -
é%ntradlctory aspects of llfe 1tself

Judlth Wllllamson (p 71,11978) aptly descrlbes how
hermegeut;cs alds the researcher in "dec1pher1ng the ads.'

..By this. (dec1pher1ng,) I 51mply mean . e
.11nterpret1ng, but 1nterpret1ng in the sense"
S of decmpherlng a code,. or translatlng from
_ .,_;‘;one language to another- it is an <
L Lnterpretathn along given channels, which _
. ~ao s leads away from the interpreted object, to a
aﬂ'meanlng ‘behind. d{/beyond 1t - or even
lnSlde"lt.', _ _ .

-

“_. . N e ' .

o Interpretatlog would be kept w1th1n the “llfe—worlds“ we

. ,; )
lrve 1n and, thus, reveal our own selves.,jf“ _
- on: the other hand, semlotlcs s‘fves o explain and

demythologize the data.: Semlotlcs seeks out the underlyxng

. .. v
% . -. ,“"



e C “. SR t' i' ildéf-j
';slgnlflcance‘of what appears to be superf1c1al and 1acqug .
any power of persua51on.x Telev15109?s symbollc system is

_ revealed through the analy51s of the data and. placed 1nto
-.f Roland Barthes "orderSJOf sxgnlflcat}on.“‘ These thr:e ﬁ

Y i

';51gn1f1cant 1n the analySLS of the data 1n thaﬁ

N -

Mlndustry.; Flske and Hartley {pp 40~ 41, 1978) descrlbe the

three orders as. follows

Y

2.

S it wemr cat o

_ , - S L
The first. ‘order of 51gn1f1catlon 1s [when]
‘the sign is self- -contained, “the photograph/
_‘means the individual car. . In the ‘second. order.
" of 51gn1f1cat10n this 51mple motivated meanlngyv
‘meets a whole range of , cultural mean1n§s that
. derive not from- the ‘sign 1t5elf . but from. the
- way. the society’uses and values both ‘the
51gn1f1er .and’ ‘the 51gn1f1ed. - In our: soclety a
cay (or a sign for a car).. frequently signifies
virility or freedom. 'The’ range of cultural =
. ‘meanings that are. generated in this- second
'j'order cohere ‘in the thlrd order of
“/ signification into a. comprehensxve, cultural -
j plcture of the world, a’ coherﬂnt and organized
o view of the reallty with which we are faged.
~+ It is in this third’ order that a car can form
part of ‘the imagery of an . 1ndustr1allst, :
materlallst and rootless soc1ety
‘ e '

L

Roland Barthes semlotlcal structure reveals the'
symbols used to manlpulate/products and produce f'

Q
“meanlngs.' The ways ‘in whlch the data reveal themselves
o 5

w111 be structured by looklng 1n1t1ally at tbe v15ual
. ‘

,-lmages and at how technlques such as the use. of color and

/ R

> S‘_..

A~

= . : ﬁ{é'
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P

7camera ¢£v create the semblance of contlnulty between

llfestyle. In the 1atter part of the

”anal\viS'f ’}guage and 1ts hermeneutlc connectlon create'”

,‘mean;ng f;f_“:: v1ewer.' The analy51s w1ll ald in

r Advertlsements- Product and Llfestyle

' creatlng a- need means that we come to see products as belnga”

How - Are They Llnked° p_

Advertlsements are powerful persuaders, they sell

.lrfestyle along w1th products. Advertlsements work best

,when they create a need w1th1n humans.v For humans,

'1nterchangeable w1th our bellefs, our persdnal attltudes,

f and w1th our soc1etal va&ues. Ads are part of a. consumer

-'culture whlch is grounded in the 1dea that consumptlon is a,

= part of 1ts nature. In a very real way/ our ads deflne who,

“and, what we thlnk we ‘are 1n North Amer1tan soc1ety Qura

. ads deflne us’ to ourselves.

Mlchael Schudson (p. 5, 1984) exempllfles the role of

‘f'ads ln the follow1ng quotatlon.r '{ '_ . - '~



‘The ads say, typlcally "buy me and. you will
.~ overcome the’ anx;etles I have just remlnded :
.. you about"or "buy me. and you.will enjoy
. life", or "buy me’ and be recognized as a -
successful person or "buy me and. ererythlng
. will be easier for~ you or "come ; end a few
~- dollars- and share in the . society" ,f,freedOm;:
ch01ce, novelty, and abundance." T :

: The advertlsement, accordlng to Schudson (1984)iand

,Fﬁllllamson (1978), is-a form for reallty ' Even hough'an'

o advertrsement»appears to,mock real;ty,llt'is;s al and
‘_presents a<distorted view of the world. The ad' akers are
9

’g1v1ng the commerc1al "propertles Ethat] ‘mean somethlng to
7

us™ (Wllllamson, °X 12, 1978) Ultlmately, ads are-
"selliﬁg'us'ourseives.' They affect us ln many ways and we
ldentlfy ourSelves through “the advertlsement S creatlon of
an 1mage or llfestyle.’ | |

.

Judlth Wllllamson, in her book Decodlng Advertlsements

'(1978), reveals the three steps that apply in creatlng;

7

l E meanlng in an. advertlsement' B B

[the] 'meanlng of the signifier' involves a
_correlatlon of two: thlngs- the significance

of one ... 1is transferred to the other... the
two things are linked ,.. by their place in a
picture, by its formal structure. 1In the
second place this transference of .
significance does riot. exist as completed in
the ad, but requires us to make the
connect10n,..,=thls ‘meaning does not exist
until we complete the transference
ourselves. In the third place, the /
transference is based on the fact that the
first object ...has a 51gn1f1cance to be
transferred... -



)

In other words, the advertlsement creates meanlng by
relatlng and transferrlng the. meanlng and the srgnlficance

of the 1tems w1th1n the context of the ad The

: advertlsement utlllzes varlous methods and technlques to ,

create as5001atlons of meanlng w1th1n a plctorlal and g:'

'“:llngUlSth sense. Assoc1atlons are created when obJects

. and words are made‘to share one meanlng-lnterchangeably v

- without;any.apparent explanation."-Viewers‘are>left to'make _f

7._mean1ng from the relatlonshlps created between objects and

-other objects or dlalogue.

y

An example(of this. form of play on the mult1p11c1ty of

b&

meanlngs is revealed in the "Head and Shoulders" commerc1al

which 1mp11es that the product s users can become

',

Jdandruff less. The product s promoters were dlsallowed by

the F.D.A. to make clalms about the product's curatlve

npowers. Promoters overcame the obstacle by u51ng the

“multlple meanlngs of words and relatlonshlps of ObjthS to

*_create a preferred meanlng in thelr ads._ The advertlsers

;'relled on the’ consumer to make a connect;on of meaning. -

4

'The consumer was led to lnterpret that the product had

»

curatlve powers. “The. ad's dlalogue is coupled With a
o

rvisual scene of two peoﬁle danc1ng and talklng about the

/ .
open purse contalnlng a bottle of ”Head and Shoulders. " The

PERY

exchange of words 1s as follows._‘



ﬁvPerson #l ;"I thought you dldn t have
‘»»dandruff '_Rerson #2 - "I don t.f

fOne of’the most successful means of creatlng
asSoc1atlons and the transference of meanlng is through the
geffectlve use - of colour. With the advent of colour | '
.gtelev151on and photography,'ad makers were able to use_: T
colour to promote thelr products 1n an overt way. Viewers‘
.are generally not aware of the full meanlng of unman1fested>

¢

' and apparently harmless portrayals of humans 1nteract1ng

h"w1th the varlous advertlsed products. Accordlng to.

. vMarshall McLuhan, however; ads are not to- be taken-

llghtly. Thelr frlvolousness and superf1c1al qualltles can_;’

hexert more power than a message whlch is maﬁlfested and
.blatant about 1ts role 1n human happenlngs., McLuhan (p 7;
'1970) descrlbes how ads operate in maklng meaning for
humankind: |

Like cave palntlngs, ads are not 1ntended to
be looked at or seen, but rather to exert
influence at a ‘distance, as though by ESP.
Like cave .paintings, they are: not means of
-private but of corporate expre351on. They .
are vortices of collective power,. masks of
energy invented by new tribal man. '



Y 1)

The Role g£5Colourlig Advertising

.-“ v ' . : o .

."In data analys1s, Judlth Wllllaneon s six colour

L catecorles serve as a ‘means of "decodlng the _
'ladvertlsements." The use of colour is a powerful way of
transferrlng meanlng between ‘a product and the 1mages v’a
,‘portrayed around 1t. An explanatlon of»Wllllamson s six
'dcategorles fofiows:.f. |

1. Colour teile a story. ‘Here, colour is used to

- connect a varlety of obj%cts in the ad in order to
achleve the 1ntended outcome of a story. Wlbilamson.l
(p 2‘ 1978) descrlbes how a "colour ékls"'Creates

”.

- connectlons bet4~-n objects and thelr relatlve - )§?\

3 . W
;51gn1f1canc5" -ther. Thls§colour technique is
L . RN . . - L . . v .

 used in*the' ad (for Puerto Rican Rume)’

ldepicting a ct ,seaged'on'a bench in front of a

fleld

;.[T]he colour 'axls'.ls the’ {rlangle of
‘orange-gold, formed by the tw; lasses of -
screwdriveds and the sun behfﬁdggzgztrees. This
connection .. .Suggests a warm, n ral, pure,
~light quality in the drink, ,.. linked to %he
sunlight. This gold colour .is echoed in tfe-
golden corn which surrounds- the couple, also _
suggesting something natural, ripe, mellow.. The
other colour connection ...  is the white of the
couple’s clothes and of their.bag [that]- a s

. functions ... to tell a story, bridging time past -
and future. ‘The white bag ...of goldep coxrn. - - !
[links] 'harvestlng [to] a piece of past: R

- consumption ...similar [to] the ...undrunk golden“
screwdrivers being placed inside, .consumed by,
the white couple.» [Tlhe ... golden sun is just
about. to-set, to 'go down'... [implying] the
drlnks w111....end up. 1nside the white people.

e



The second form of v1sual effects contnonly used by \

advertlserscls anlmatlfn. Anlmatlon creates fantasy worlds /

P
- b.! il whlch anythlﬁg 1maglnahlg can occur.. Ad makers know
FEadd N »

‘ t’hat chlldren, espec1ally, Qare attracted to ann.mated

T W, ‘\ \ . L . i A;»

f'lgures, therefore, they use an:.mutlon tO structure‘,, Ty

: meanlngs and connect the\kontext of the ad w1th)theﬁ (
product. leely anlmated flgures a‘ss_ocn.ate and transfer
fun "tlmes w1th the acquasn:.a.on or consumptlon of the

product w1th1n the ad.

S

Many other v15ual effects can be used d.n ..-.. in‘g
T advertlsement.'s.v Camera angle and spec1al lenses can%e
‘ used to dlstort the v:.ewer“ perspectlve of the scene.

Wlth these varlous technlques other meanlngs ‘can be

A———attrlbuted to a partlcular productlon and 1ts product.
Cther v:Lsual effects go beyond the bas;Lc elements of
| telev:.sxon productlon and theréfore ‘are not requlred in
- thJ.s research endeavour. | o - g _‘ + 4'-' |

Mus:Lc and Audlo Effects

® - e
Mu51c and audn.o are :meortant ln creat:.hg mood,.
ﬁa&llsm, and in pr ldlng dlalogue. Music creates : . | ‘

atmosphere and is used as’ background sound to the actual
‘ 1’*‘4 -

@

dlalogue. 3 Certain types of. mu91c can create sadness, ‘

. ha 1ness, anger 'ri ht dependlng on the emotion that
P’R g9

'

* o



"-conscmously aware._ In addltlon to creatlng mood and

~g

the producer wants the audlence to experléﬁce.‘ Ad makers‘

'“sneak" musxc lnto the ad w1thout the v1ewer being

- . » : .‘
emotlons, mu51c has the ablllty to entertaln.v The‘;
_ ) )

v advertlsers use "jlngLes,‘ songs wrltten spe01f1caLLy for-
advertlsements, to get v1ewers to 51ng—along The Consumer{s“

Re ort spec1al "The Thlrty Second Seductlon" emphasxzes the_-.
__E___

fact that an advertlsement s alm is to entertaln. As a e

presult of the viewer's ablllty to "21p and p"4
commercmals off the alr, the advertlslng 1ndustry has ha!ggp
' to create ads that would maLntaln the audlence s

: attentlon. Entertalnment became the answer and the»

” L

'1advertlsement 1ndustry has: taken popular mu51c (1 e.,v‘ '43

' ';Mlchael Jackson s Coke commer01al) to sell thelr ads to thev

.
o

' »1anguage.

'gdescrlbes the ad's language as’ dlfferenﬁ from other

r's
YA} T . . o

-

‘publlc.

™~

Audlo effects are equally 1mportant in the area of -

dlalogue.v The quallty of audlo ln advertlsements has ‘to.

‘mrate hlghlyrand the dlalogue must connect w1th the v1suals

used; Dlalogue, the spoken word 1ncludes the ad'

'language. In order to work Ithe ad s language must lmpact

on the viewer's memory Wllllamson (p._lB 14 1978)

~

R o . :

.



Z[A]dvertlslng PN speaks to us in’ a language e
we can recognise. but d yoice we- can never
1dentify - This is ‘bécause advertising has no

: subject._ ' Obviously people invent ‘and. o
T ,vproduce [advertisements], but’ apart from* the
T -‘_sfact that they are unknown and - faceless, the.
S " ad in any case does: not claim to speak from -
el them, it is not therr speech« Thus, the e 1s
' a space, a gap left where the speaker ;
. be; and ... we are. drawn to f£fill t at
~that we become hoth 1stener and sf eak‘r,
subject and object.‘ RS o S e

vaen when well known persons become subjects-gig.an Eh,'
-they represent only an.lmage.d ThlS 1mage 1s more often‘
thelr telev151on lmage, not themselves.r Essentlally ads
:are dlfferent from any other form of communlcatlon ln that

-'they‘structure lnformatlon in a unlque.way. o

. The Llnk Between Food and Llfestyle

In utlllzlng the avallable telev151on tecqm;ques to
_'create meanlngs,,ads have sucaessfully been. able tQ 11nk

' llfestyle to varlous food products. Through market -

rreSearch, and careful consxderatlon,‘ad makers come to know

:soc1ety S. values, bellefs, and attltudes. - Ad makers know |

’.the cultural and 30c1eta1 traits of the masses.; They are.

"l ~

_hable ‘to create connectlons between habltual humans and

-_products. Telev1510n technlques enable advertlsers to"

,;'transfer the meanlng of one thlng to that of another. The

ads play on human emotlons, anx1et1es, fei%e adﬁ

-



{

Aaséumptlons as is suggested by the Consumer Report s,

¢

oy L
‘"Thlrty'Second Seductxon. Advertlslng, as an art form,‘

o lallows v1ewers to share ln fa)ta31es, nostalgla, or- create

8

V'a V!Slon of the.future.ﬁ Commerc1als ex1st to make

audlences feel “gOod " F,v

The llnk between llfestyle and food is advantageous for ‘
. <c» . N .
the food lndustry. The lndustry or food producers are able R

. g ’

to establlsh a nEed for, thelr product by creatlng trends

S :
assoc1ated w1th varlous food 1tems.‘ The way in whlch thls.
._llnk is created is best descrlbed by W1111amson (p. 30,'

1978). | ol
v%j g The only way of expressxng‘emotlon in the e

< form of art. 1s by finding an "objective:
,correlatlve. .in other words, a set of
. objects, a sxtuatlon, a chain of -events, . o
*. . which shall be the formula ‘of- that: particular = *
2 emotion; such that when the external facts, ‘
T " which must terminate in sensory experlence,

-.are given," the emotion is 1mmed1ately evoked. .

The food prodpctfrs connected to an emotlon, and, when a w:"
sithation orrset'of objects lS dlsplayed the emotlon ls-,
created developlng a need for the food 1tem. Thls
unconscious play on human emotlons is clearly demonstratlve

of the poor eatlng hablts gﬁrtrayed by North Amerlcan

- I~

society. Llfestyle evokes the emotlon and becomes the ”i;}

0

vehicle that transfers meanlng from- 1tself ‘to a- food

e

-product.
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'T'The%Them&sAIdentifiedgig'the_COmmercialsu'

The themes whlch emerged from an overvmew of the data n

'ﬁf;-demonstrate dlStlnCt areas wh;ch advertlsers use to attractv

. P f N . ‘,_
”‘audlence attentlon. For 1nstance, in an attempt to sell,

3
: E
ad makers work ' create a feellng of naturalness where 1t

-y —

does not naturally exlst.' A concerted attempt 1s made to

A

have audlences fegl "at home" w1th partlcular products.

{. - Tov help people feel at home, ad makers use a. number of ‘id
?; themes and technlques to llnk‘"saleable llfestyles and
’ hvalues to partlcular products.' Many ads mentxon nothlng
frabout the product, 1nstead, product placement and deplctlon
. Eare used as~§nd1rect methods of reveallng the product.‘f“"i"
"1Thls structurlng of objects wlthln ads combrnes with the
:ad's language to link the product to what it is meant to .f
_?._'.‘SLgnlfy_ A S ." L :
Roland Barthes (p. 129 130, reprlnt 1982) explalns how
-:pmyth is created and operates w1th1n the context of
:teleVl.ff".lon:‘._ T e \"‘\. g . , ’ .
X 89 wv‘ .



e

Iﬁf&f Myth hldes nothlng and flaun&s nothlng‘:lt

R T distorts} my.th 1s—hé1ther -a‘lie hor.a- : ”ﬂdfﬂi_
\,"‘confession- it'is an-lnflenion. 4». We reach SO

.. .Y’ here the very prlnc1ple ofmyth:. .
_;f'~transforms ‘history into. npaturel; ]_..;—1t is
Y. not, read as ‘a. motlve, %ut as a: reason.' )
R {...[F]or the. myth—reader, the)butcome is™

& quite different: everything happens as if the = el
o ~'picture naturally conjured up the’ concept, as’ -

-if ‘the, signifier gave a foundatlon -to- the’

'v31gn1f1ed- ‘the: myth exists from- the precise -~ =

moment when [for- example,] Frhnch 1mper1a11ty
achieves the natural state-'myth 1s speech
juStlfled 1n excess.gud',: Lo T B P

-'In‘other'mOrds, Barthes concept of myth speaks about,xL '

how myth creates a naturalness about tﬁe concepts w1th no‘"'

s,

N _
hxstorlcal foundatlon but, rather, only a mythlcal one..

For exampler a major myth about ads 1s that they sell

products.' The general publlc s bellef that an ad‘

Vfunctlon solely revolves around the actual sale of the:."“

.q o

product allows the mytq.to surv1ve. As a: result of the f?i’v

- Mﬁh‘s role as both creator and purveyor of - myth, the'a‘:rf77:'

’product s llnk to llfestyle is "glossed over“ -as part of B

the natural state of the ad.' Therefore, xn order to S

-understand ads, the task is to demythloglze them. The ad s

'"motlvatlon"‘must be revealed through the exploratlon £
,,i‘s thémes\ These themes w111 dlstlngulsh what myth“ﬂ*;

‘dlstorts and what . myth makes to appear seemlngly natural,

even though lt is not natural at all .
» o S - a C o

.3




Y that words have played on the v1ew

W, -

'Etive capabllltles. *Vlewers are leftitoséiectggro
AN

] A,éaqp )
: s AN A ,\..\_“,; )

ny’ meaq}ngs and connotatlons attrlbuted to: erds aﬁq;;
s \ N e S

LY

%

; z_ﬂ' o . A
"d$$h§ontext. D1alogue,_w1than ads, appealed._o{human:

?gyié”aons of fan&asy, frustratlon, fear,_andaamlletya‘;'”Ngf@

\ g Vo
'gyéﬁds are used ‘in ads to make people feel good a"_Qto; g ;p}k
J \ “ o [ N
"‘_;“X'._ . i - . \ ‘L L \ ,\\\
3 peal to certaln values, bellefs, and attltudes.x\In other. Ry

ol W\ #D ﬁa’-A
iﬁ ads reveal how people mlght come to feel gogd‘afv AR

il A o .
f'y are not.: The . partl Iar values that ads address‘ O
RS AR i N < e \*X m‘ " o
hose that seem’ “loglcal"'to the soc1ety in whlch the ads \’”

. are alred y: \" _.~’*‘_v.f"}p : ;:', .‘;_df”ﬁ'; |
. ."\»\ .‘ .\\

;5addre551ng the questlons that the society dqes not @sk.;f\

%%4%L‘” PaYSOns (1976) states that Arlstotle ‘names thesz B“f

:--3:—Eff.\~ . S
&Wi* unquestloned value groundlngs e loglc of a soc1ety.“;[,t»'

ke . ’ a
ﬁﬁF@ﬁ rgmﬁkbhls "loglc whlch allows myth to exist. Commonf"
8 .

"}" 1ncorporate and create myth a&d assoc1ate ﬂt with

partlcular llfestyles. {.vp,'}'f’ﬁ‘gf.f ..',{~ L
- Q. ‘ i ', . . . : . : . . . .
The at sjlanguage engages the VléWer into its R




’:ﬂd;alogue;"The”non;subﬁeCtive~speech'aIIOWSuthe Qiewer to
oy Be addreésed in a, personal, yet lmpersonal, ?Qy,f As o n“.”f:
‘> e a Q B N S

' : v1ewers watch an ad they are belng spoken to, but, the

(Y
speaker does not share a true—to llfe relatlonshlp w1th the )

oo v1ewer. To persuade,’Kenneth Burke (1950) suggests, the

persuadér must first ldentlfy hlS or her 1nterests and
‘ .
needs w1th the needs of the v1ewer. The advert;ser S ploy

becomes to create ‘an ldentlty between the ad s actors and :'f

- 2

_the ad's viewers. ThlS ldentlty ls created in part, by

’

' castlng actors that share 51m11ar attrlbutes such as age,
gender, and even halrstyle w1th the v1ewer s.‘ Prlmarlly,

the advertlser s method is one. of creatlng a link by

o

" the themes become part of t

'appeallng to v1ewer s value When a 11nk is establlshgd
2e*myth ‘of the ad

A I collected and studled nlnety -six-ads from telev151on
“'that soldtfood V.In my study. of these ads, I found twenty

o —

themes by rev1ew1ng the dlalogue.' The/dlalogue revealed

R_key conqepts and words whlch reflected the emerglng
%ﬁ“v. themgs.‘ Most of these themes also contaln sub-categorles.

The twenty themes are as follows-

. 1. New , 9. Rich - 17. Cold"
« 2. Celebration 10. Calories "18. Knowledge
" 3., Sensation = 1ll. True ~.19. Beauty
4. Paradise ’ 12. Offer’ . 20. Clean
5. Convenience 13. Universal o e
- 6. 'bescrlptlve - 1lA..Fun T SRR
7. Good . - - 15, Standaids -

e

\ ~8.'-Tradrt;on 16. Taste T 4

..



7

llsted[ In the follow1ng llstlng, sub- ategorles are

IiStediunderheathveaqh theme,_'
* . .

. ..'\ S ' ’

._Sub—categorles were related ln ‘some way to the major theme =

R

Loa

(A.) Mlnt - Thls term is a colloqulallsm.. It refersrto,J

mlnt condltlon, 1n cher words meanlng just 11ke new.
I(B ) Otlglnal~- Thls term refers to One of a klnd,
comlng fromvan~orlgln. It centers on. the ldea of -

xoriginating andarenewing

(c. ) Fresh - This wprd has several meanlngs. The‘two’*

. most comm\n\are (a) like belng plcked out of a garden,; L

- in other words hav1ng new: ldeas and (b) referrlng to e

P NN

d v7someth1ng that has been reV1ta11zed. "-“ Nt
o % o LT RE—

_'2. Celebratlon

(fﬁ)

v .
S

(A,) Celebratlon.- Thxs word conjures up A grouplng of

g R

frlends sharlng a good tlme and celebratlng somethlng

.4

Awhlch they share as a spec;al occaslon."'

(§- ) Party - Thls 1s another word whlch is synonymous

BRI

_W1th a form of celebratlon..yg
"(C ) Frlends-‘Frlends are people who share and care

about each other. In othér words, they have a bond
C B = Sv Rg,

N Q.

\‘,,- )

By,
N



'.

" with another person and a relationship which is
. . * ‘,. : . W : ’ _.‘A

3.

4.

3.

's‘pecial.;.L
» | -

l(A ) Feellng - Thls ‘term relates to the reactlons felt
phy51cally by one of the human senses or w1th a o |
partlcular emotlon. o -
(B,)'Nice— hls word shares meanlngs w1th the

v-sensations in that lt creates a 51tuatlon ln whlch
certain . feellngs and emotlons are aroused
(C ) Experlence - An experlence is a personal o :
encounterlng or underg01ng of somethlng whlch nould
make that person more knowledgeable 1n that area.

Paradise.nﬁ o o o . : f}i i
(A‘) Place A place‘ls a location, 1t can be a 7
ephy51cal or mental statelln whlch a scenarlo can’ ex1st.
(B.) Wonderland - A wonderland is a fun place where
'1mag1nary thlngs happen. .} ,
,(Ca) Country- The word 7éuntry connotes freshness and
fine qualltaes assoc1ated with the country llfestyle.
Convenlence;

(A ) Tlme— The way ln whlch the word tlme is used

o7



R

]

: product, or human belng, desxrable. jb‘.,a~y

* .

—
- -
-

: -, . ,' ‘ . . o, B
relates tojconsumers and theifr relati;%ships with the
fleeting.Element,and costliness of time in" a sol¥iety.. .+

ST _ . : g e s
_which looks at production asg costing meney and time. .

Time:iskalse/ﬁsed as.a. placemark to relate to

hlstorical allu51ons to the past as a tradltlon.

(B ) Gratlfloatlon-lThe .ads relate tﬂ f»atlflcatlon as’
one of thelr prlmary concerns. They- provide consumers
)

w1th a product whlch can satlsfy thelr needs now. .

(C ) ‘Now~ Now, as a word %sed 1n the adf”‘applles to

\

qulck self—gratlflcataon.

- (D.) Satlsfactlon -~Sat1sfact10n means to satlsfy onesﬂ

?

‘needs Qhether they be : phy51ca1, 5001a1, or’ mental.

(E ). Please- To please and to be pleasxng are the two -
4

'meanlngs lmplled by the QS%%Jplease.- The flrst meaning"?

*a

relates to satisfylng one',rdesires. -The second

meanlng is to satlsfy another's needs by_making a
0 "\r-/

(F.) Treat- To- treat oneself of another ‘person (for

4",,) P

: example, your famlly) ‘means- to please and satlsfy with

6 Descrlptlve - TextureL Taste Sounds. . ' l A

a reward. ‘ . '-’ B .

e

-

(A ) Crlsp~- ‘The adjectlves used to descrlbe a. product

 are all self—explanatory and are. used to arouse certain

human behav1our and senses. IR .‘-‘_'. e



-

7.

The term good has several meanlngs. Essentlally, ‘the,

word good refers to anythlng whlch satlsfles in a

o

. h N
~plea31ng way. Good is what is uo\gersally apprec1ateq

: and satlsfylng

and gratlfylng..~

(A.) Terrlﬂac - ThlS term 1s another word for goo

(B. ) Fine - Fine means\ggg;né quallty and belng o‘f_

'Avalue to the. people who do the evdluating. 1In th“g@gg

I studled flne was generally accepted as belng good

o \'

‘ / :f ' 95‘7.\
.- ;: >
;_(ﬁf) Crunchyj-' o -_d :7 e v . B
(c.) ChewY ,\ " N ' e
(D.) Munchy i
(E.). Ehunky o .
fF ) Thick T Co L . v"},".f?L‘:
(G.) Moi'st g T
(H.) Juicy -~ # i . .
(I.) Sweet - " |
‘ L ‘. v_' ) B ] : ‘ ’ ’ 4
(J.) Smooth : o P T
~(K.) Flaky . 5 , o '4,_d_ S
| fq{i;Eluffy - R e
- . . . >- : N . ..‘ ‘ " ) * ,. ‘\‘. :
L . ’ O : M . t ' R ." ) . . . ‘
B ',,. - . . - : RN - . /-Q . _ G
GOOd ’ L . ' . . I ) . > ‘T . . b -

1
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8 Tradltlon 4 S ’~-‘y B R

'a :evered tradltlon.'

':(B ) Cla551c--The term.cla351c refers back to an .

>

r‘(A ) Herltage— The concept of herltage refers to a past ;ﬁ

t;me assoc1ated with a flne way of llfe and attﬁched to. -

- ' S oL e v
) R R R .

"hfstorlcal perlod 1n human tlme”where the best of
' hhmanlty was created (for example, our best ‘"-"{Qi:
i..”phllosophles and legal systems) . The cla551cal perlod
_ ot
1sbregarded as ‘a qpldeq part of human hlitory creath?
,the.democratlc world of modern\day‘N?rth Amerlca. »..}fﬁ
v oA &

used. but lnstead as. anthue. Qld contalns §glue 'rg“;

o

. ‘L.

.

i
(C ) Old- The word old lS {eferted to 1n the ads gﬁt as

o because it is- llnked W1th a rloh ‘human . past.‘ Thegsord o

o -assocrated W1th an older person who has rlch x,]

not only re;ers to the past but alludes to a wléeness‘»'"‘

o

experlenchs ahd a‘- bnoad base of knowledge.y'

- who-possessed rt._af">f$}

Fﬁ L~ S TR

neral publlc.h Royalty not only stands for the

herltage and'gggnlflcance of a natlon and lts people,

.8 v ..

-(B ). Gold—-Gold is a precxous metal whose everlasting

- beadty and worth has brought wealth and power to tﬂbseup»

- buty it is assoc1ated w1th wealth, success,land power.fv



.'/%;l_{i; ;;

Calorles o

[

| §;~";p‘ -ii? .

(A ) nght - The term llght,‘as.lt is used in the ads, -
‘is assoc1ated1w1th the dlet consc1ous in- Wthh it o
relatesﬁto foods that are low 1n calorles and therefore
allow consumers toﬁstay "llght" in. welght and to

c'malntaln thelr sex appeﬁl. |
%

11.. 'ue;j »

(a.) Real - The concept of real refers to what 1s fact
and tanglble, it relatés to what human sc1ent1f1c

phllosophy can explaln. The word real also-aidudes to

another meanlng, that of belng natural -as opposed to

the unnatural or to a*an-made"cproduct.

(B ) Na ural -"The attrlbutes of what is conSLderedﬁtO"
f-be natura 'a?e that thevproduct s'contents,come from
[ 3 : ; .

nature not "man-made" in a laboratory ’v.t-

. . e

-(c. ) Pure £ The cdncept of pure refers to whaéﬁls
. \
untouched pr un”odlfled and changed by human hands.
% : '
What is- bUre 1s,-1n essence, consxdered new aéﬁ derlved

o ' , .

dlrectly from nature.:';"' B S }." - o

12. Offer
The theme of offer relates to celebratlon. In a.v
rellglous or. soc1al celebratlon there is always an

\ '»,’. ) : L \‘ o
S G ' . ) o 8



13.

Uﬁmversal

vofferlng of thanks glven to show appreclatlon. ‘In.

e 4
adsértrslng an offer ls made to consumers as part of a

+ glmmlck‘to entlce them w1th either- a free glft or. a

chance at purchaSLng the product for a better prlce. :?f:r

’

1

i

' Qh ) World - The concept of unlversallty refers ‘to: the'~

whole world and even beyond The attempt by

"‘advertlsers is to make consumers buy th@lr products by

'demonstratlng that the entlre unlverse uses thlS

fpfodugt. Therefore, the product must be of great value

to the indiv1dual. Thls concept apppeals to the

1nd1v1vdual's desxre to be¢ome part of the 1n-crowd

’;”soc1ety and in- part of - communlty w1th others.h Thls?

belonglng comes by belng assoc1ated with thlS

. partlcular pqnduct. .In” addltlon, the rlsk in u51ng the -

Gy

'product 15 mlnlmlzed because the entlre communlty uses'

it. Often, thlS is descrlbed as- the bandwagon.;

technlque?

Fun f ' : . v ‘ ’ “.

Fun, as a concept, is 1nd1v1dually 1nterpreted.‘ What

,pleases and satlsfles each person is strlctly personal
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e a—

i

”.'aSpirations ‘Fun is related to’ happlness;,:Whateverln"

and’varies,according to taste,_values, and

"5»-1.-.ifvf}00:%ﬁu

)

%
brlngs happlness about lS fun.

: .
. - ), . P

Standards

Bl

)

~e.xcellent attrlbutes.

L

“A.) Quallty - The conce%t of quallty is relatlonal.-‘It

applles to what lS con51dered by a group ‘to have

-

- (B.) Best’ - Best is a concept descrlblng and comparlng

its wvalue w1th othersw Ln-other words, what is best is.

unequaled in‘its'superior status'in-relatron'to chersv
whlch are similar to lt._ - |

“(C. ) Top - The concept top descrlbes a. thlng whlch 1sl
superlor to 1ts counterparts.‘ Therefore, the top
product malntalns the hlghest status in ltS group

(D ) Extraordlnary - Extraordlnary means somethlng
¥ .

which is special, it ;s out  of the realm of_the:j’.
. . ] - )

ordinary and mundane. .

’ DY
(E.) Supreme - Supreme is 51m11ar to the meanlng of

belng the best or on top in terms of status and

quallty ‘ A

(F ) Great - Great relates to'belngnthe best in quallty

and appeallng to the general publlc.‘vy .“ T S

a . N



16. Taste

(A-)'Delicioﬁs'(Luscious) - Delicy%us.deSCribes the-

._flavour of. sometﬁlng whlch appeals to and can be ta%ged
' 8

. & a e

_through the oral senses. T ‘ o S P

(3

V(B ) Savoury - Savoury descrlbes taste as a. sensory

[y
’

experlence.- The term is almost an onomatopoela.

" s;(C ) Flavour-- Flavour means that a product can be

tasted w1th the oral senses and creates a dlstlan

,experuence'ln the_mouth. |
7. Cold ga{ SR
_(A ) Refreshﬁng.-*Thls verb means ‘to make consumers
feel good, cool, and renewed 1n thelr phy31cal or

mental states.;:

»(B ) Cool = Cool lS, ‘in slang terms, somethlng whlch 1s

1popular because lt has appeal Another meanlng for the
word. cool is when the temperature ‘is- sllghtly below

. body temperature and 1s Stlll comfortable.y

(Cc.) Ice - Ice is water-ln solld state and is used to
. N . . . R N ) ~ .. . Q
'gool~things, especially beverages. '

- 18. *Rnowledge - L _Aj S u‘." B

Thisgconcept relates to all the experlences and

memories’accumulated by an ;nd1v1dual. The person who'



- 19. Beauty S ‘ e ,--f ;ﬁ | h‘:“

has accumulated a lot of knowledge ‘is con51dered to "be
. . A >
w15e and revered w1th1n soc1ety. ‘ ' ~ DR

-e p—

This concept relates to what a partlcular soc1ety flnds
appeallng An object or thlng whlch has beauty is

cons1dered to have the 1deal phy51cal atttlbutes and

qualltles used to create-a deSLre to atta1n 1t~

- -

(A ) Look - Thls verb is conslstent w1th the phy51cal

mechanlcs of v1ew1ng. - In the ads 1t is used as a noun

and 1mp11es beauty as belng "the look.“ The look

descrlbes the ldeal and unlque qualities which 4 B
something which is beautiful possesses.

20. Clean , g o - S : s

(Aa. ) Sparkllng - Sparkllng and clean are adjectlves

4 whlch descrlbe somethlng whlch is free from dlrt and

unblemished by forelgnimatter.

s

In addition to deriving the themes;and’identifying -

their subcategories; the data Qas structured into a table

used  to demonstrate the number of times the themes occurred
V- .

ln the ads (Nmeer of Themes Table). The Table clearly

p01nts to taste as the most prevalent theme in the data.
‘e :

»
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®

ThlS revelatlon was. not surprlslng

é

selllng food products and the appeal by the advertlsers was

.

nce the ads were

. to the viewer's sense of taste., The Table shows that over

; flfty percent of the ads lncluded taste as. the top prlorlty

,

in selllng the1r products. ’ "Nf .
: .
The second largest recurrence of a 31ngle theme was :

‘that nf convenlence.' Almost half of the ads (46 8 %)

shared thls common theme. The appearance of convenlence as f.

'_a major part of the total ads a551sts in reveallng the

vfdynamlcs of North Amerlcan soc1ety., The modern day v1ewer
is lnterested "in eff1c1ency whether 1t be a. t1me -saving .
'product or just somethlng that satlsfles rapldly w1thout.
much effort belng wasted We want Lt,_and we want 1t now. iff
| | Eff1c1ency and progress are seen as synonymous terms.
George Gerbner (1973) revealed that eff1c1ency was more o
lmportant to North Amerlcans than V1olence on telev1510nv
programmlng ' The flndlngs of thls ‘study also relnforcés

the 1dea that North Amerlcan soc1ety places great ‘value on

the preservatlon of ¥ l' ble energy. In the case of these

Tlme 1s also more va ble than the relatlonshlps created
over a meal Such a loglc flles 1n the face of hlstorlc,

bsoc1al, and cultural bellefs about dlnner "meetlngs being



Sw

v.eff1c1ent the system becomes. Selfégratlflcatlon,ls

S E s 106

’ . . . o ’ . i ~ . - . ' o
K B i : . .

.those places where famllles, and others,*spend time

- )

together. Such a loglc must be serlousky cr?;;qued, glven

N

the allenatlon seemlngly 'S0 pronounced in our soc1ety

Products are made to appear ‘as though they save time

-w1thout compromlslng quallty An excellent example of thlS &

ftheme is. shown in ad number 84, where tlme is shown to be

I

extremely 1mportant.

_ﬂUncle Ben's knows you veogot less tlme to.
cook than ever before. That's why you can’
‘get all the great taste and qulllty of Uncle
Ben's 1n Just ten mlnutes. L ®

S
5A subcategory of tﬁis theme)‘satisfaction, is .
important. As consnmers the lmport is- placed on

consumptlon. The qulcker one gets satlsfactlon the more

.‘d

essential’to the viewer; who ls led to believe that it-is

'.better -to have sometthg Lnstantly than later. The moment'

- of desxre is. not to be wasted Thls phllosophy gg tlons

a consumerlst driven soclety. Mass ’

o

f'lty requlres mass consumptlon and -on a constant

‘hasis.- An excellent example of thls theme is demonstrated

in the dlalogue in ad number 39.. ThebeIIOW1ng phrases

show the satisfaction and convenlence which the product has

A,

to’offer:

Only one pan, Oh well, it'll have to do...
She Aiscovered how to make a whole meal in one .
pan/ . And only one pan left to wash} ~Ahhh.

N
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- An Introductlon to the Analysxs S e

. The themes overall were represented by the ads whlch
f,were selected for the analy51s.‘ Thelr dlalogue,-coupled

. w1th the v1sual representatlons of soc1al llfe, present a.

T need for. v1ewers to 1nterpre§ mythologlcal aspects of llfe

'»and evaluate thelr own place 'within that myth.- ThlS o
hermeneutlc quallty demands that meaning be created only by

an 1nd1v1dual, understandlng llfe in a personal way. _The”

=y soc1al meanlng of an ad is assumed and generally appeals to “{

the masSes, yet, each ad possesses personal meanlng for its
1nterpreter. ‘a complete understandlng of ads requlres bothjr=

thlS personal 1nspectlon and a removal of oneself from the

.

ad. . The analy515 of the ads 1n thls theSLS.w1ll begln by a

dlstanc1ng from the materlal

Semlotlcs will be the tool used to descrlbe the

Toe

mater1a1 and aSSlSt in demonstratlng how objects and

RY

'd1alogue together create structure.. Thls structure creates

: partlcular meanlngs for the viewer to lnteﬁpret through the
X s T .
establlshed perspectlves created by the advertlsers. The -

~ads representatlve of a good portlon o he themes. are ad

" number 7 (Labatt's the Beer) and ad,;@hber 90 (Heritage

- "‘
- i
. L 4

‘Coffee) R | l' e .
~ The ch01ce of these two ads _;f;determlned for a number
of ur_easons. - When the-.’adﬁig{e;" 2 lysed for their content,
. N - - . p ; " -

twenty themes” arose. Thiz



.seven or. more recurrent themes., In any ad,veight.recurrent :
‘ithemes was’thevmax1mum. Both ads also reflected the |
'primary'theme relevant,in consumerlsm - the_old and new.
'.The’crlteria used'in selecting the ads for analysis'was
based on the careful thought and structure created by the -
advertlser. Not only d1d these ads use colour technlque in
a powerful way, but they also successfully used advertlslng
ploys to transfer meanlng to both the products they sell

and llfestyle representatlve of that product. The ,

I

e b

’taken for—granted atmosphere these ads create is 1mportant

ln.manlpulatlng viewers toward-the myth that»they are

v1ew1ng reallty , e Lt ,‘f e
The analy51s of these two ads is structured into small

L2 s
units to demonstrate the conne tlons of meanlng created by :

- all the ad's elements,v The ylsual analy51s is technlcal ::

lﬁ‘and will‘ConSist of looking\at camera‘technlque, colour,
~and the well-chosen ob}ects in the ads. Each of these |
unlts is structured by the advertlser so- that meanlng is
dlrected to the viewer as a wa? of @alnlng a general

understandlng ‘In short, -ads educate v1ewers. The general

: t_%mearung of the:ad is left to the V1ewer to personallze.

B o

Thegdlalogue»analysrs, consisting of,thelsemiotlcal order

of signification and its visual link, will be;developed at



3 )
-

'the _same time as the v1sual analy31s.

The descriptrve units for ad analYSis Wle con51st of

" three categories.

1. Verbal Analysis . - -~ -

' 2.>Visual Analysis
3;»Interpretive.significance B

IO : BT . -

‘. ) T L 7 .
These segments of information allow the résearcher to be

both conSLStent ‘and capable of distancing herself from the

subject matter. This careful categorizégion of the -

commérCLal s parts increasesvthe reliability of-thep~
‘information gleaned from the_dbservationS'daae. “The
semiotical approach is Significant in that it allowsithev
study to. go beyond the. familiarity of the subject matter

'Fiske and Hartley (p. 19, 1984) describe the purpose of

such an approachs . Lol

* Defamiliarization is -a term borrowed from
Russian Formalist criticism ... [it] v :
describes the...[demystification of] our .

, . perception of reality, which emerges as._

S 'real-seeming,' rather than as reality
' itself.’ The effect of this effort ... is to

. . confront- the reader with his true place in
.. the ideological framework of his society.

Defamiliarization rescues the lnleldual from
a 'consumerist' role.wn .

[



rs

),.; L . . . e

' The data w111 serve as materlal to be 'read' and
* 3 N :

“;understood out51de of the realm of famlllarlty The'

———

1nterpret1ve 51gn1f1cance of the analy51s will' be a slldlng

over of meanlngs. These meanlngs w1ll focus on the
: {

‘-"multiplicity of meanlngs in words and how their structure

(commerc1als. ) ﬁg“'

in a- context can create “pneferred meanlngs.' Advertlsers

play ‘on the amblgulty of words, they want viewers to fllli

-

' 1n the gaps w1th1n ‘the amblgultles so that the des1red

missages can affect thelr intended audlences ~ The

1nterpretatlon of the. un;tsels a meldlng of- both the

technlcal and‘the phllosophlcal stances used to produce

]

Semlotlcs served to brldgevthe hermeneutlc
1nterpretatlon w1th a more structured one 1nvolv1ng *
partlélpatlon w1th the text and an: explanatlon of lt. . At
the same tlme, the 1nterpretatlon allowed for a dLstanc1ng4

from what is the famlliar and taken for_granted aspects of

. commercials. The rlgorous analYSlS of each ad followed

"

P

Rlcoeur S "henmeneutlc ‘arc" allow1ng the te t and 1ts

_ 1nterpreter to speak. I o 3 S
~ - The researcher was able to interpre§>:;a\dlscover the

soc1ety in whlch she lived and her ownself by allow1ng the

N

horlzon of the text to sllde qur her horlzon whlch is

grounded in a tradltlon and cultural context. Thls‘sllding

LS
]
S



over ‘of meanlngs 1s the lnterpretlve stance used to look at’

. K
<y the ads ith an’ open mind. The funcelon of the data is t

! o

derlve 1nfo§matlon about our soc1e?y.. What can we learn
about ourselves through the world’of telev1s1on_
advért1$1ng? 'Let us begln w1th the first ad .a Labatt's™
-the Beer;i;é;;clal.," ,l“', . ; ':,\

. . S L

. This.ad7was.ta&§n'from the C.F.R.N. televis%gn chanhel
during the7Milk'Cup‘Finals (a soccer‘tdurnament). The'ad?l
_consisted of 18 different cuts.

M

N

‘-SEMIOTIC UNIT Ad #7 Cut #1 S | Q

Vlsual Content ';.; : - s f’-_.;‘ .
The scene deplcts metal levers pelng pulled by gloved

R -
‘hands to release Ehe rollercoaster rlde. The”

'

”Abackground is blurred;: but, some lnformatxon does ‘

[l

. appear. . A huge wheel, such as those found in- gears,'ls i
_depicted~beh1nd~the,levers.- The person s hands pulllng
:down the levers are : non—descrlpt. They~are neltherfj’
male nor female, 1nstead they gre sportlng gloves.'hasﬂ -

soon as. the levers are released, a flash of llght fllls

b

[ - ' L RN



r'the scene trlggerlngsa cut to the next scene. jThef'x
“scene s colours vary . and no one colour stands out as

-having_any sxgnlflcance.

: D

Yerbal Content

e

thlS part of;the jlngle.

Interpretlve Slg ‘flcance

tThe lntroductory cut establlshes the scenery 1n whlch
'the‘product plays a large role. The flashlng starllght
"«,9- and qulck unleashlng ‘of the handles suggest that
_ :somethlng exc1t1ng lS about to happen. Tge person s
' 'l hands arefabout to release somethlng whlch is exc1t1ng
hand inyites the V1ewer to see the story aﬁ it is about
This scene not'only creates~the;ad's.mood but‘it
' ;'also appeals to the v;ewer 's. curloSLty.ﬁ The close up )
rlof the levers 1socarefully chosen to follow through .
with the 51gn1f1cgnce of thé jlngle 's words. The hands
can belong to anyone of us. The ﬂact that the scene
7'cuts them off at the elbow suggests that the world of

the ad is larger than that whlch ls revealed on the

telev1sxon screen.

: The mu51c is jazzy and rhythmatlc  No words. exist in.

\



 SEMIOTIC UNIT AD #7 - Cut $2 = = o~

ViSual;COntent

‘Here a close up of a person s lap ls‘shown. :The"
rollercoaster car s restralnt ‘bar ls pulled down by a
’;palr of hands at the same tlme that a flash of 11ght
;reflects off the bar.- The scene only reveals the‘
'person S lap,'whlch is clothed ‘in whlte. Agaln, the
ad's producers are 1nterested in reveallng materlal
uthat is of a non- descrlpE nature so that v1ewer s are
not llmlted in maklng thelr own lnterpretatlons_v The

ad Stlll creates assoc1atlons hav1ng preferred /

meanlngs, in order to exho;t the producers product.

Verbal Content o _ll

The mu51c contlnues w1th no dlalogue.-;

Interpretlve Slgnlflcance " ' o
h.The scene shares the’ same hermeneutlcal-51gn1faéance as
'the prev10us one. The relevant 1nformatlon in the .

o T
establlshlng scene makes'Vlewers reallze that the %
actors in the ad are on a rollercoaster ride. Numerous'
assocxatlons are llnked to the rollercoaster rlde._'The‘

' rlde 31gn1f1es exc1tement, laughter, and surprlse. ln"
laddltlon, lt challenges 1ts rlders to experlence ‘a safe

L.



-yet terrlfylng thrlll. The ad assoc1ates the thrllllng
'experlence to the product by 1nv1t1ng the V1ewer to

,partake of ‘the events; The flash ‘of sunllght refers to
the heat created by all the exc1tement.

o
'

'SEMIOTIC UNIT = AD #7 “cut #3°

Visual Content -

-The scege lS flkfed w1th motlon A close -up of" a

‘s smiling face is shown w1th her halr tossed up

¢
he movement of the car.J’Her happy face shows the

‘tement of. experxen01ng a.thriliing/ﬁgbent;;‘The
scene's colours - blue,_whlte and brown - are repeated
over and over agaln throughout the ad.. These colours
aSSOC1ate the product w1th the objects in the scenes.

Verbal Content “'-. Lo s S
: T s

The’ ]1ngle s dlalogue is as follow5° "What's . cold as

ice, andvoh.;;

Interpretlve Slgnlflcance

The use of colour and dlalogue create a strong linh.
The wh;te clothing and the blue background are-the two
,dominant colourslfn this,scene;' These‘coloursyare
fartistically_considered 'cold' and appear also'in the

]

\

]
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: Vlsual Content ..g

115

-~

: product s label and logo w1th the addltlon of qold.

s

g The senéatlons created by the chosen ob]ects and the

431ngle é dlalogue make an'appeal to v1ewers tastes,

o values, and attltudes toward llfestyle. -

‘-

SEMIOTIC UNIT AD _j cut #4 - ’

-Heis, ghe cut 1s made to a.young man [ face behlnd the
young woman deplcted earlier in the ad The young f'
uman S smlllng face shows exhlllaratlon-ashhe.plunges_?
forth in the rorlercoaster car. -Alono with the woman,-
_ he too is exper1enc1ng a thrllllng ride. The colours
’dare con51stently the same as’ the prev1ous scene -a -
‘blue back"ound and the wh1te clothlng worn by the man.d

Verbal Content

The ]1ngle S dlalogue contlnues w1th,'"goes down so

nice.

\ }
Interpretlve Slgnlflcance

L

LR ThlS scene's 51gh1f1cance is reflectlve of what the

-advertlser exﬁacts of the v1ewer._ The viewer is-
) . 9:, bl _n... .
expected to'consume the product.- The ad is successful

- 1n creatlng the assoc1atlon between the drlnk and the

»



| the thrlll of exc1tement and adventure. The,beerA

SEMIOTIC UNIT AD #7 Cut #5

116

its attrlbutes._‘Therefore, 1t is suggested by the

advertlsers that to 1mb1be the product is to brlng

Q. -

N
dbout a feellng of nlceness 51m11ar to the experlence

of a rollercoaster ride. S - -,

Vlewers are led to belleve that the drihk has more'

to offer than'quenchlng thlrst, it brlngs,happlness ‘and’

P

»becomes 51m11ar to the e11x1rs and potions of old, it_~:~

holds a- promlse to make . one feel good and to prOVLde

fun. Llfestyle is llnked to beer in such- a way as to

_suggest that whenever viewers are w1th frlends they

celebrate thelr gathering by drlnklng beer. Beer and
social llfe, espec1ally go hand in hand, certalnly, the

ad relnforces the domlnant myth of alcohol ‘and party of.l

'North American society.

- ' ‘ : -

Vlsual Content o ' R o s

ThlS medlum shot deplcts both the man and woman -in the

rollercoaster car as they near the end. The rlde ends

. with a wave of water which gushes up into the riders'
=path. The expressions on the actors' faces suggest

that they will be doused by the wave's cold water.v.The'

N

four people in. the car are engulfed by the water ‘as the

‘Wavegblocks them from the viewer's sight.
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Verbal Content =  “ | a

. .The last sCene'sadialogueucOntinuesfinto,this one. .
,"s

Interpretlve Slgnlflcance

In thlS scene, advertlsers are attemptlng to assocrate
‘the product with people s satlsfactlon._ The downward
: movement of the car. and 1ts rlders is- dlrectLy 14Q5ed
,';gi.‘ T w1th the actual drlnklng ("goes down so. nice") of the'
| ,product.' The product s promoters want the v1ewer to
assoc1ate beer drlnklng w1th soc1al events where one'§

'can experlence fun. The experlentlal nature of the

-product and its effects are the main -sources from whlch
vadvertlsers aim to attract the viewer into consumlng

thelr product The coolness and refreshlng aspects of

Y

the drlnk are alluded to in the splashrng water~and how ‘

f\

‘ the rollercoaster rlders react to 1t. Vlewers are free

to make thelr own assoc1at10ns from past experlences in

~

such sltuatlons.; The wave of water created by ‘the: A

¢

-’r1ders car -causes excmtement and refreshes those

i .
touched by lt._ So too w1ll the beer.

» SEMIOTIC UNIT AD #7 Cut ig;.,‘»; ’ (

-Vlsual Content-

ThlS scene deviates dramatically from previous scenes. -

Lo A shootlng gallerYfis-depiCtedpwith,cardboard'picturEsf'

r

o . [ S



;g; ;j;_.l 1~. o -j};. ll8fbcf
:of beer bottles popplng up as targets. Consecutlvely
'bieach bottle\ls belng targetted by/a flash of sunllght
-b”suggestlng that the targets have been shot. The whlte‘
1background does not dlstract the v1ewer from the _
bottles 1n the foréground ~ The bottles appear to- be

mov1ng 51deways at regulated 1ntervals as they appear

zas targets in a shootlng gallgry. : -
) o - . r e -
Verbal Content '\ - ;‘ o : f._x ﬂ R
The dlalogue is as follows-v"Yes, its Labatt's the,. o -\

Thls answer précludes a question. The p051t1ve' ' lﬁg’

-

response proclalms the\selectlon of thlS product as
‘ /

b that whlch is to be. purchased The unstated questlon
seems., most certalnly to be "What has caused all thlS . gg
exc1tement and en;oyment’" |

e . B

Hnterpretlve Slgnlflcance

vThe shootlng gallery is a creatlve way to target the
-product as.fthe beveﬁ&ge ch01ce for any occa51on. The
beer promoters use thé flashlng sunllght ‘behind the

bottles'ln two ways. Flr t, the sunllght demonstrates

how the beer reduces heat-by quenching thirst.. Second,
' the sunlmght serves to targe ‘the beer in a way similar

: _to the p01nt1ng of a flnger w1thout appearlng to make '
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the ch01ce for consumers. ThegdialogdevanswerS‘a
questlon and makes a dec151on for the consumer., Thet'
hsuggestlon that 1t 1s an‘answer requlres that the ]fV
viewer 1nterpret what the questlon was.. Thls technique
is most powe}ful 1n that it subtlely exhorts the
_consumptlon of the product w1thout offendlng ‘the
viewers' control over deCLSlon-maklng ‘The_ L -
' - —
advertlser s task 1s to seem to offer the: most ch01ce,-
whlle actually offerlng the least. |

o -

- SEMIOTIC UNIT AD #7 Cut #7

Vlsual Content ',_'_*‘! o B
ThlS scene is a repeat of a prev1ous one.o The rlders‘
%e ‘are ‘shown ggose to the end of thelr rollercoaster
vtrlp. ,§EE1r smlllng faces suggest the excxtement and

fun they are experlenclng.

Verbal Content

: . S : ow ; 8
;*/Z The'diaIOgue is asVrollows-‘?gonna.tastejright.". The
words sqggest taste’ in two ways. One deals with taste-t-
as. a sense; the other deals thh’taste in objects whosei
attributes are_oon51dered'vaghable.‘ The beer promoter’
,wants the'viewer_to-believe that the product's" ‘
"satiszing-dnalities:are superb'and worthipurchasing:h



wThe ad s, producer ﬁassoc1ate§“

? = B
a. llfestyle. %ThlSUH?ﬁJB%Yle 1nvolvﬁ‘“

23

of thlS product.

-characters and v1ewe

\

\ - .-.'.Ze . . . "
; pr i :
o m""“‘ 2 L

T a bandwagon effect. Vlewergaare made to belleve that

all young people make this. ch01ce in selectlng a
beverage because these people have’ fun whep in the“_f

company of others enjoylng a beer.. The promoters Fd

‘exhort the rlders as people who have tasté, not only 'in
thelr beer but also 1n the thlngs whlch they malntaln

.asvvaluablef Viewers are anIted‘tO make the same

. ot .‘.

ch01ce and share in an enjoyable llfestyﬂe._

g

SEMIOTIC UNIT AD #7 Cut #8

Visual Content:

Here,,the scene is filled<With an xtreme close—up of

frankfurtefs on a grill. The camera Apgle creates-the

[y

v



2,4

%

.illusion that-inyites'Viewers to be over the.grill;

.+

Viewers are the camera s eyes as they llft one’ welner :

Aoff the grlll W1th a oalr of barbecue prongs.- The“-v

vwelner s colour is 1mportant It assoc1ates the brown

frankfurters w1th the brown,beer bottle 'The scene

suggests that both are: to be consumed by the ad'

actors. Agaln, the scene's baCkground?as whlte and

non—descrlpt.

Verbal Content

Interpretivetsignificance

The dlalogue is a repetltlon of the phrase. "Gonna

taste rlght.

.

This powerful scene makes the viewers become

_part1c1pants.' ‘The camera angle creates the 111usxon of

belng over the grlll about to make a ch01ce.’ The

: welner 5 selectlon is assoc1ated to the selectxon of

v beer.v The transference of meanlng from one object (the ' 

-~

1 d

'-;beer) to the other{object (the frankfurter) is created

N i

_throughﬂthe use of the'brown‘c?lour.j The welner is‘
- 7 - ) ] H‘,

"\ B . . . ) > st

"»vf\<j>»' R I e
>

R T 3 0
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further assoc1ated with the beer’ through the dlalogue

‘s

’ N ,,.
N v (@

‘referrlng to taste

L

SEMIOTIC UNIT AD #7 Cut #9

—

Visual Content

- This below the waist medlum shot of people scurrylng up
white odtdoor steps suggests the.gatherlng of friends.

) The'péople-are dressed in white clothes and'footwear}

Verbal Content

The dlalogue is asg follows. "You bel@eve what you'

hear,.‘ The words refer to a tradition of satlsfying'

its consumers. ‘The phraseﬂsnggests that, in the past, a

.

others bellevedvin the product's ability to satisfy.
. \

-~

- Consumers are directed to place their faith in the

product and to purchase it. ' &

Interpretive Significance

This scene %s a gatherlng of frlends 1nterested in

enjoylng each other s company On the. othér hand the
-

dlalogue serves to capture the essence of a past

tradltlon. The advertlser s alm is to ellmlnate the



¥

~ viewers' risk in purchasing the beer hy-informingithem

123

of a bellef system rooted 1n the past. Beer promotersl'-v‘-

are selllng ‘the consumer a bellef system whlch

’supposedly has.satrsf;ed consumers 1n_the,past. :

i

'SEMIOTIC UNIT AD #7 Cut #10 : B

Vlsual Content

Qe

The scene shows an extreme close up of the top half of"

a beer bottle w1th a hand unscrew1ng the cap off The

P

gactlon of tw1st1ng the cap off allows bullt up pressure

-

to spray a mlst out ‘of the tl‘ted bottle._ The blue

background creates a contrast to the brown bottle.,

»

Verbal Content o BT ', . B
. . '

o

7:‘:.

Song lines are the same as those used 1n the prev10us

" scene. ' 2

Interpretlve SLgnlflcance

R

Thls bottle top scene remlnds v1ewers that the beer’ is
the product t0'be consumed., The actlon shot of the
bo@tle opénlng is. dlrectly llnked to- “the prev1ous ‘scene

An order to create meanlngs. "Mist appears shortly
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after the tW1st cap is- taken off, similar to the genr
, effect after a bottle is rubbed and the genie appears
granting wishés,to the discoverer of the bottle,fog

,relea51ng hls splrlt.: The bottle opening 'is

hremlnlscent of the unleashlng of a wonderful surprlse.u

(d

The jlngle s next llne llnks the 1dea of grantlng a-

w15h to the openlng of the bottle.’

\ ) 3 \ .

= SEMIOTIC UNIT . AD #7 Cut #11 - ‘

Vlsual Content

A
The visual 1s an extreme close ap’of a welner in a .. ;
- ¢

bun. Golden mustard ‘is belng poured onto the weiner in

a'forward‘motlon toward the camera. The object is so

— -,close to the camera lens that it appears aé,though the_f
v1ewer could take a bite out of the Jhot- dog fThe
'Ldomlnant colours in the scene, are golden yellow and ' ~}:¥_/
fbrownr -Both_colours-help to create assoc1atlons !
'betweén'food andﬂdrinkt' o |
v rbal ‘Ccéntent | § 1, elifq. S -.1,v' , l.w'-f_p;_
o The jingle's ‘words contlnue as follows A"itj; all you 'f

rnt in a beer."

.........
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Interpretlve Slgnlflcance . : _h ‘ " Tt

The dlrected meanlng can be int erpreted by v1ewers as a.

llfestyie connectlon.i The use of colour, camera’. cuts,

a d angle, connect food to the consumptlon of beer.-_
) o
' The jlngle s words reafﬁlrm that, in selectlng that

partlculan beer (the consumer w1ll be satlsfled he_ e

k

_'mustard has been selected for 1ts colour assoc1atlon to B

. |
" the beer 1tself yet, there is. another deeper

’

51gn1f1cance,-one whlch is llnked“to the smooth texture

of mustard. The element of smoothness 1s one taste

’

‘attribute which advertlsers want vlewers to'reallze-

)

LY

about the product.

e o Dot

L)

: : ) 6' .
SEMIOTIC UNIT AD #7> Cut4*12

Vlsual Content 2 j _t" - B g,‘A -
f

This 1s ‘an extreme cLose—up of the back
~t;;r}1ng the product s bottle cap badk and forth :The
‘bottle cap refers back - to the earller scene deplcting
_the cap belng tw1sted off of. the bottle s mdﬁth.’ 55”
‘product s logo and emblem appear upsxde downAas the cap

rls tw1rled over the back of a mascu yne hand - The

';background 1s-non-descrlpt. S

. ' , o . «'_:' 2 .



R .
L that beer can cause lmpalrment is p01nted out as

o 126
£

Verbal Content , - L LT g

E
i

’ - r

The scene lS s0 short that the prev10us .scene's words

'.are sung as part of thls v1sual

Interpretlve Slgnlflcance .

‘The scene 's SLgnlflcance is to malntaln v1ewer o

’:'awareness of the product and at the same time: to

}v{ .

'gﬂcontlnue the. story llne. Advertlsers want ‘viewers. to -
Vbrecognlze that the bottle 1s open ‘and ready to be

.consumed.; The cap 1dent1f1es the product  As well,_
u,the phy51cal Sklll 1nvolved in tw1r11ng the cap suggesé

great conérol on the part of the’ beer ‘consumer . ‘The

beer is gone. The cap lS left. Obv1ously, the ldea

false. - No drunk could control the beer cap so:

masterfully.

SEMIOTIC UNIT 'AD #7 Cut #13° N R

Vlsual Content

This long: shot scene estabrishes the settlng The
whlte plcnlc furnlture and the actors clothed in. wblte

' create a. back drop fogﬁtﬁe beer bottles and mugs in the

»



it

foreground Three people are seated. One woman ls

'mov1ng behlnd them,_attemptlhg to reach a chalr on theﬁ

other 51de.‘ Her hands hold a. hot dog and a- yellow

4mustard contalner as she slldes behlnd one of the men;

',The actors are smlllng and enjoylng the sunny

outdoors., “Summer is’ 1nd1cated by the green shrubbery

in'the background’and’the lack of w1nter.cloth1ng. ’

,Verbal Content

Interpretlve Slgnlflcance_

The sound of the music is contlnued lnto thlS scene.

R

_The establlshlng scene's strengthﬁls ‘the statement lt'

« ~

‘makes about llfestyle. The central purpose of the vf

frlendly gatherlng appears to be motlvated by the

'beer.- The amount of whlte 1n the”scene creates a.

contrast for the brown beer bottle and the yellow

”ismfét rd contalner.i Vlewers attent1ons are dlrected

toward these objects because of thelr dlstlnctly T5‘*'3H

//gr/ferent colours. Plus, whlte denotes a cleanllness,

¥

\r//”

purlty ) The beer bottle comes to symbolrze fun and

frlen shlp and that 'is what ad—makers want us to

127
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Y
'helieve; Plcnlcklng in the outdoors (food) ‘and . the
*‘consumptlon of beer are connected as are the couples.“
.This is good,vclean,-summertlme fun. The reason for

fun, for the:partY;'is drinking.

'SE'MIOTIC UNIQAD #7 Cut #14

Vlsual Content

A close-up of a man shows his smlllng face as he turns
to face the woman .’ The man's. _head turnS‘around and,vatA‘
that very moment, 1s hlt by the hot - dog held by the

woman. He gets mustard on- hlS mouth.

. LY
;"s . .

Verbal Content

o
The words ‘sung in thlS scene are as follows~’"Tagtes

-

smooth and llght.f': R ’

Interpretlve Slgnlflcance

~

'The scene's 51gn1f1cance is to assoc1ate food -
consumptlon with the_product. The yellow mustard
dabbed'onto_thelaCtorfsvmouth transfers meanlng to'the)'
golden:coloured'beer; 'The.directedfmeaning for7viewers;
fis'that‘bothfproductsAwiil eventuaiiy be'eaten.'t;nv

. ' N o :
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L.

addltlon, the dlalogue compllments the promoter s_

' purposerof hav1ng the product consumed by the reference

!

to taste and Smoothness. The mustard s smooth texture

is connected by fts colour to the beer.’ The camera s

-/ . . [y

focus on the" actor's smlllng face remlnds v1ewers of
/

the fun these folks are hav1ng. The consumers w1ll

soon be full and happy

’ .I

SEMIOTIC UNIT AD #7 cut #15 .

Vlsual Content

An over-the shoulder, close-up shot deplcts ‘a woman's

i

face, ‘She just sat down fac1ng the same ‘man shown in

.

the last scene.- ‘She laughs at the mustard on the man s

face.’ The scene ends as her laughlng face flops down t_c

on the table and her hand hold;ng the hot dog flles up :
'ecoverlng her face. | ‘I, R ?dJ';-'hL,Q |

. . y .
4 B - . R oy Lo e

Verbal Content. ;_‘ ",v. .2*': ;};

P

The Jlngle S words contlnue as fok WS. ?and\it.goes','

..— .;'A . B '

L SCN

down."

PR “ o B : vl

i
]

Interpretlve Slgn;flcance . i‘&:'

B : L

rot E . 1

.‘v
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‘shot creates an 1llu51on for v1ewers, It“appears as.
.“though v1ewers share the same space with the actors.
-Vlewers are made to feel as though they are B

»eavesdropplng‘ln on the conversatlon. .Advertiserst

consciouSly invite viewers to feei a:partiof the fun

: gather;ng*created in the scene. Fun is not only

’
. 0 ;
. ». 7

-,assoclaméﬁ“ﬁnth“the product but; in addltlon,

_adVertlagrs exhort it.‘
B "r.' X ; N . R

| 'SEMIOTIC UNIT AD #7 Cut #15 T

Vlsual_Conten&

. An extreme close up of the upper half of a beer mug is
shbwn. The mug contalns golden foamy beer as more beer
is poured in. ' The white background creates a backi‘

dropfor a scene almost entirely filled With golden

beer.

Verbal Content

: L BRI
The scene's words continue as follows: "down, down,."
!

Interpretive Significance

. _ L e g ¢
The dialogue accompanieSjthefviSual'scene. Viewers are

oow

A



_ _V;,;v - | o _..v 'nd‘ '_> 131

.
r -
B

;treated ‘to an out- pourlng of the beer as it goes "dowh
. LN
o -down" 1nto the glass. The word “down" means both a.
-;'pourlng down lnto a glass and the downlng of the beer

' ;nto the‘human mouth and lns;de one_s body. The motlon

- “

s

- 'bf'down also exemplifies the'rollercoaster’rides"The

) ccent is on a free falllng freedom. AdvertiSers

< «

' created a v1sual almost entxrely fllled w1th beer in

order to,dlrect consumers to consume 1t.v

Al . A
> TNy

& | : b

x, . L X o’
SEMIOTIC UNIT AD #7 Cut #16. ‘ y
Vlsual Content afo“?T,
—F', E ‘ , _
' ene seems an 1nterest1ng dlver51on from the _=_lz;

«f_'preV1ous ones, 1n that a polar ‘bear is shown mov1ng

across a whxtg mass of 1ce.; The entlre scene is
e
-flooded in whlte except for the dlstlngulshlng features

of the bear-s eyes,'mouth, andvnose.‘

Verbal Content R

."The words contlnue as follows wrth one flnal "down“ and
'the short phrase, ”So nlce ""So nlce lS almost an

onomatopoela. To say 1t, one has to 51gh at the end

In thls way, the verbal experlence also xncludes an_

impllc1trmeasure of relagatlon.

ey
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Interpretlve Slgnlflcance o

AThlS scene makes many connectlons to 1ts former :
scenes. At flrst glance it appears out of place, but
as one looks at lt more carefully a very deep meanlng'
is created : The.whlte bear not only represents a cleann
'_purlty, just llke the actors clad in whlte° but, it
‘n‘also empha51zes the cool,: refreshlng feature Wthh
‘.advertlsers are attemptlng topromote in thelr beer
Part of the coolness is seen in 1ts freedom from
, thlrst. Satlsfactlon from hunger and thlrst is a-
primary‘human need.  Beer satlsfles this need The
cool attributes which the beer_promoters_are_vesting in
the beer relate to its‘ability to stave off heat. The
heat is depictedrby the flashes_of sunlight hinted at
in former scenes. The word-"downﬁ ends one of the
jlngle s phrases brlnglng together the cool feellng to.
be experlenced when a viewer downs the beer, as ln.h'
'uc001ingrdown; ‘The phrase,."SO“nlce,“ not‘only rhymes
' mith“the:word'igg'but,'it also'actslto:remindfvieWers

of its connection with nice.

_SEMIOTIC UNIT AD #7 Cut #17

Vlsual Content

b

Thls scene deplcts an extreme close up shot of a hand
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j‘clasplng the top of a mug fllled w1th foamy beer. The
mug is belng shoved forward toward the camera and, then,

b‘:suddenly stops.v The rapld jerky movement creates a foamyd
wave which’ splashes* fqmward in the same movement as
sﬁggested in Cut #5 by the rollercoastet car s movement..

The background-ls ouq.of focus and non-descript. A few

finger tips ‘are showé’gripping the mug;

Verbal Content ‘ St

The next phrase is a repeat from Cut #6 - "Yes, it's .

Labatt s Lite."

Interpretlve Slgnlflcance
| The allu51on to Cut #S s wave connects Labatt s the Wlth‘;
the exc1t1ng and refreshlng experlence of the ' 3_' /’é
,rollercoaster rlde. The beer comes to SLgnlfy ‘both. fun
. and the element of surprlse for 1ts consumers.,QThedi
dlalogue shares the same 51gn1f1cance as descrlbed in Cut'di
v#6, it prov1des the answer “to the beglnnlng questlon.ey
T'.What is the cause of all thls enjoyment? It is.an answer’

. to-a: questlon whlch suggests that the product Wlll

satlsfy 1ts consumer.
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T -

' SEMIOTIC UNIT 'AD #7 Cut # 18 . . & : .

: "right out of the ice.ﬁ‘

. Verbal Content

This scene is a medlum shot of a case of beer. - The case

is placed ln-front of a white background and on top of a

blue ground. The case's picture is of two bottles on ice

against a-blue background. A masculine hand is seen -

'reaching:into the scene and plucking the two beer bottles

pictured:on_the outside of the case. He plucks them.

2

O

. The ad's last words ase asrfollows, "right out of the

Interpretlve Slgnlflcance

- ice."

The ad's purpose fulfllls ltself in. thls f1na1 scene.
The plctured bottles can become real Just as the ad's
world can become-reallty It is suggested by the ad that

viewers can live in such a world if they consume the

product. The beer, therefore, can make the surreal world

real The alluszon to realness 1s to create an‘

association with the given'qualities'of the beer. -The -

beer'can make the fantaStic'Qorld createdvbylthe ad and

make it real for the &onsumer 31mply by consumlng the

*"product.‘ The theme of newness is brought about by how

)

.. Visual Content | ' ‘ . - ' 'C:;\\
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- fresh. anddready the broduct:is to please'one's needs, -
The beer can Smely be taken out of the ice (one 8
refrlgerator) ‘and will provide the klnd of satlsfactron. ’

© . the consumer thought it would.' It 1s the genle ‘in the

:bottle. The beer is. glven qualltles which 1t could not
_possess on its own.:. Advertlsers have successfully
associated the product w1th an appeallng and maglcal

-

'_ lifestyle so that gonsumers w1ll rnclude the product in -

with their own. - - h S g_
) i : C yia
A Concludlng Word » . ot
. ‘Ql,
Advertlsers have exhorted thelr r product'in'suchva

way. as to fit in. w1th p051t1ve 1deas of llfestyle. Their'
elnterest 1n promotlng their product has led: advertlsers t0"
create the ad's world. ThlS world focusses on the |

: e;berlences assoc1ated w1th the product. In addltion,
advertlsers have successfully llnked the old and new theme.
They have used old to 31gn1fy a tradltlon ‘of quallty and
~satlsfactlon and new to refer to the readlness and refreshlngvl
qualltles imbued in the beer. The beer not only quenches‘
' thlrst but also the quenches the de31re to. have frlends and
fun in one's llfe.' In both areas, there lS a sense of

freedom.' One is freedom from thirst, the other 1s a freedom

‘ from restrlctlon on dhe s pleasure. And, as the ad does so'

o ’clearly, one: freedom melts 11ke 1ce into the other.

v
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' The Analysis of the Second Advertisement

The second advertlsement analysed for thls study lS a
commerc1al for- Herrtage Coffee. This ad contalns -seven

recurrent themes and deals with . the old and new theme in a,

.Vmore direct‘way than the first ad that was analyzed.
SEMIOTIC UNIT AD #90 Cut #1
')

Visual Content-

-

The ad s first scene lS deflnlte about the aduertlser S
coffeerpromotlon. The scene fllled w1th coffee beans
is surrounded by g dark and non—descrlpt background,
The camera begins to pan/the éoffeeﬂﬂandscape as it
"selects . the object 1t wants to focus upon._ As the
surroundlngs are panned, the. camera "dlscovers" a sack
of‘coffee w1th the following words emblazonedvon it in
large letters, “FRESH CbFFEE."f The Canera'also | }
vdlscovers an 0ld style manual coffee grlnder with its
'drawer left open, exﬁ%ﬁzng freshly ground coffee.. Next
5to the coffee grlnder a. f1ne steamy mlst exudes from
the heap of coffee beans. Thls steam reappears next to

the drawer as it oozes from the coffee grlnds.. -

The camera contlnues to ‘pan the scene and stops at
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—
it. As the jar -of. coffee sits by 1tself in the center,
surrounded by coffee beans, the camera rotates around
the jar. Suddenly, a flash of gold llght streaks -

across the scene’ embeddlng a label onto the coffee jar

Nl v he .

Verbal Content

Interpretlve Slgnlflcance

-happen;'

- A man's voice announces,‘“Now you can. savour the rlch,

full taste of fresh ggound coffee. ‘Instantly ‘With an

lnstant»beyond - Herltage. The short sentences are
M

announcements as opposed to narratlve. " The music is

bulldlng ‘up to a cre5cendo as the v1ewer lS treated to -

A

a bulld—up of somethlng exc1t1ng that is about to

f

J)

x

Y

':t "A' °

'T%f scene s dlstlnct use of one colour creates a world A -
_of brown coffee. The product s promoters want thelr,

‘-coffee brand to have a dlstlnctlve quallty from all the

I \

‘other brands._ Thls quallty 1s empha31zed by the bare-
‘Tjar, a plaln sack of fresh coffee,- and the heap of
,‘coffee beans.; The dlstlnctlon of dlfference starts
’w1th'the lnstantaneous appearance of the label produced,‘
" by hlqh tech 1aser technology., A flash of gold llght .
firemlnlscent Qf the fabled Mldas touch of gold glves the.""

”ivcoffee 1ts name -'Herltage Coffee._v

a medium shot of a coffee-filled J&r with no label on
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o A
. The assoc1atlon w1th a. tradltlon as solld as gold
is set 1nt0‘place. A relatlonshlp is created when the
flne qualltles humanklnd attrlbutes to this element~are'
empha31zed by the name of the cdffee and 1ts label._
: Both the theme of old and new are dealt w1th in the
beglnnlng ‘ Heritage SLgnlfles'age, in tha 91t connotes
“a long tradltlon of ancestry and a; 1egacy of quallty
' whlchals passed on to the next generatlon The
p’» empha51s.of belng an 1nstant beyond refers to the»
'future and new- happenlngs. The'old-style.coffee
grlnder comblnes laser technoldgy to produce thlS
old new - product. The two themes are 1ntertw1ned to
__create a futurlstlc look at the product yet, preserve
the rlchness of LtS past. The promoters arouse .’
.v1ewers' senses by prOV1d1ng a mist- 51mllag to the one
created_by the aroma of coffee after it has been
freshly bréwed Thls steamy mlst cannot be smelled but

_trlggers v1ewers' memorles of drlnklng coffee in the

past.

SEMIOTIC UNIT AD #90 Cut #2

Vlsual Content

ThlS scene deplcts ‘an extreme close -up of the coffee

jar's ‘label. The background,is»dark:and-non—descr;pt.t

o
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The ?el's logo reads as follows on the fn.rst llne-

“Herl age. The second llne reads, “Premlum Instant

Coffee.;,“The third llne reads,»“Contalns‘Eresh Ground

ZCoffee’"-

' Verbal Content

The announcer promotes the product w1th the follow1ng
:words-'"Herltage goes beyond where 1nstant coffee has

ever." The style is more narrative’ than 1mperat1ve at

thislpolnt; There is-a sense of explalnlng rather than '

-announcing. . s

Interpretlve Slgnlflcance o

The label creates the dlfference. “It-promotes theﬁ
product s premler standlng in 1nstant coffee brands.
The promoter clalms that the product'contalns not only.
fresh'ground coffee but also the: bést brand of coffee.
lfreshnessiis zmportant in that lt empha512es how new
'the product- yet, a questlon remalns- How fresh can
fresh be when lt s been in a. jar on the shelf for who

»

C knows how long?

The myth created by the state@ clalm of freshness h

is. supported by the loglc of a massgproductlon L

<soc1et¥. Thls 5001ety values food s freshness 1n food

-



p

‘k.fl4°¢°'
'products/ but there may be more than one way to achleve}'
'freshness._ In thlS case, the consumer can be asked to BN

"accept the bellef that freshness 1s somethlng sealed

o e

d;into a product. |
The promoters also try to capture the concept of
'7freshness by surroundlng the jar w1th the fresh beansi
di 1n the prev1ous scene.f The . scene 'S - dlalogue refers to‘j
a- herltage that w1ll be created in- the future by the

©
product s premler quallty The two 51ded meanlng of

o

v-the word lnstant connotes both 1nstant satlsfgctron and
'jat the same tlme t?e convenlence to enjoy the productdcT<

"'1n the next moment ' References to the future promote
hthe product s top rank above all other brands because
'Herltage coffee goes beyond what the others can prov1de"

>

-today.7"

SEMIOTIC UNIT AD #90 Dlss*blve #3 G e

o
e

Vlsual Content

"Thls scene‘deplcts an extreme close up of the tlp of a
51lVer sc00p.’ The scoop is filled W1th coffee beans as v

‘they.slowly splll-forth. The background 1s out of
focus. - = v

S

Verbal Content 'f ‘t”;'7A ‘;f ',”v'ﬁ _f
The prevrous phrase ends w1th the words "been before.

5.
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Interpretlve Slgnlflcance

The smlver of the scoop is same,rlch quallty alluded to;; -

rln prev1ous scenes.' Its 1ts purpose lS to create the-

assocxatlon w1th r1chness._ The scoop ftself 1s fllled

'w1th fresh coffee beans as they Splll forth. The

i Spllllng forth of the beans 31gn1f1es the pourlng forthfvf

'”TOf freshly brewed coffee.ﬁ The product s promoters arevf
lf"aSSOClatlng the pourlng gf thelr 1nstant coffee w1th

: the movement of the fresh coffee beans." The promoters

"l'want v1ewers to belleve that the product 'S newly ground\ '

Zfreshness is 51m11ar to the actualfgrlndlng and lnstantf“"

: \ 3
euse of the grlnds for coffee.i The lnstant nature of

thhe product also refers to: th

'nstant freshness of'

;coffee beans ground beforeﬁ

31-

SR
Y

SEMIOTIC ONIT AD 490 Dis‘sol'v'e.j}'_ti_*

o
¥

Vlsual Content

"‘p:h | An extreme close up of the mouth of the coffee jar 1s_

shown belng fllled to the br1m w1th lnstant coffee.
i Nelther a hand nor a spoon lS shown as the Jar is belngﬁ
'hf~friled._ The background lS blurred and non-descrlpt.vp'

v.D

-

. Verbal Content 'V'Vgil J.mh' ",,.g
The fOllOWlng dlalogue 1s heard “It actually contains. R
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Interpretlve Slgnlflcance

" on a deeper 1evel, the jar top can be conSLdered the
vf}mouth of the ]ar. Thls mouth is’ s1m11ar to a human

.mouth as coffee lS belng poured in.. The coffee beans

'_:71n the spoon from the prev1ous scene have lnstantly

‘wabecome 1nstant coffee pourlng lnto the open jar.-vThel'

'ircoffee and the actual pourlng lnto ‘one' s mouth. - hef

.f*dlalogue beglns to tell v1ewers of the freshness whlch
X _,vt " . X
s const;tutes{the.coﬁfee.

N3

oSEMIOTIC UNIT AD #5 Dissolve #5

o

':;CVLSual Content

%
'/

The top of the jar 1s sealed.» The extreme close up;

: shot of the seal has the follow1ng words on lt.
ce T "Contalns Fresh Ground Coffee., Flnger ps holdlng a
g i, _
, r1ch 51)ver—plated spoon are ‘seen” breaklng through the

U ey
L seal As thé spoon lS pulled up out of the jar a.cut.
2 Ao f _. o
ln the fpzm f "V" appears on the seal s surface. 2
o R ,- /ﬁ i
_Verbal4Cohtent

TN : - ‘

'; thﬁhﬁollOWLng words contlnue from the’ former phrase
’ i

,y*"gnesh ground coffee.”

pouanglln SLgnlfles both the 1nstant freshness of the S
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Interpretlve Slgnlflcance fg;?,» , ,' h' R ,;' - ;;ﬂ%@:u‘
T g a7

ﬂhe scene ‘s 51gn1flc%ncefreflects the freshness theme., .f

: l»
ﬁThe prOmoters not only¢s¥gn1fy freshness by thea,

'coverlng seal but also from the words ﬁhlch are wtltten L

VR A A“

‘gon 1ts.surface. The a11u51on of rlchness and tradltlon ‘f

AT

gf is transferred to v1ewers v1a the traditlonal

H;751lver plated spoon.w Vlewers are glven the 1mpre5510n o
g = %7/ o :

<.

_%'pthat freshness can §e preserved in- both trad;tlon and

tyfby a seal whlch traps«1t Wlthln the product.,, h@'"V"f 5:

~ S
~cht lnto the seal s suxface can 1mply the symbol 1t o
L Y .
- h-stands for as v1ctory ln presermlng freshness as 1t t00"

. 4?. v . ” <'.

‘/vmay be construed as " an arrow p01nt1ng to the producta

P _, o Bl e g

- T . St T -‘.;‘l"“ B . S »

- SEMIOTIC UNIT AD £90 Di§solvej£§f- , ER
' Vlsual Content Jf“ﬁf | L 21.; vff‘_f_;'fﬁlF

v . i e “h : : ) a
"‘_The blurred background serves as a back drop to an e

extreme c105e—up of the 51lver spoon fllled w1th coffee““

I

_as 1t 1s shown fn proflle.” The spoon 1s slowly tllted
: and spllls 1ts é'htents toward the camera S dlrectlbn.!
- In the bottom 1eft hand corner a tlp of the broken sealf"

is shown, suggestlng that the cofﬁee has been taken outf{:!
| of the,gar. _ : S . SR

. Tl e T
ot S
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. Verbal Content

',‘ The words contlnue}‘"So Herltage smells llke, looks

llke, tastes el - ', ".‘rff_;.

Interpretlve Slgnlflcance

ThlS scene contlnues to establrsh the product s,kf:
‘qualltles._ The rlchly decorated Sleer spopn and the
‘1nstant coffee share meanlngs. V1ewers are tantallzed
'p_by the coffee as Lt spllls forth, ready to be consumed
Hlnstantly w1thout comprom151ng ‘taste nor freshness.f
f: The d1alogue serves to arouse v1ewers' senses so- that
'they w1ll want to experlence the product 'Theh' ”
announcer proclalms the product by name only rather
i-than by what type of product 1t 1s.v This-. technlque
changes the product g’ 1mage to an entlre "Herltage..
"Vlewers no longer consume coffee they now consume a

_r1ch tradltlon of fresh quallty brew.

SEMIOTIC UNIT . AD #90 Dlssolve #7

Vlsual Content __‘ '-;

4

'Thls dlssolve deplcts the bottom half of a partlally
‘shown coffee cup and saucer. The clear glass revealsj
b0111ng water pourlng 1n as 1t mlxes w1th the 1nstant

coffee. The blurred background creates a back drop for
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N [}

, thlS extreme close upﬁhf ‘the llquld coffee poﬁrlng lnto’"l

the cup S .
ﬂVerbal Content :
ff§ The announcer contlnues w1th the follow1ng words, fﬁy:

”jy dﬂhtes llke, fresh ground coffee, because Qrf?,“

'.'Interpretlve Slgnlflcance L
_ : ' : : .
. The scene s 51gn1f1cance is reflected in the clear _""
-glass as nothlng 1s hldden from v1ewers.' The glass ;"
T'Aallows v1ewers to see the coffee and appeals to thélr
| v1sual senses, but,jlt also serves to 31gn1fy the
clarlty of the truth as prop . ided by the product s
R promoter. The truth of the c1a1m is obv;ous, 1t can be,
_seen by anyone:¢ ThlS scene s meanlng llnks w1th the
former scene 1n that the lnstant coffee sp1111ng forth

'~Aoff the spoon 1nstant1y becomes coffee as- 1t pours 1ntov}

»'fpj-the cup. The freshness myth is promoted 1n the"

gwf-product S - 1nstant nature ensurlﬁg 1ts preservatlon.-h*
. ‘ ) :
The dlalogue arouses v1ewers' senses and repeats the

. earller theme that the product contalns fresh ground

coffee.
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.SEMIOTIC UNIT AD #90 DlssolVQ #8

: Vlsual Content

LT

An extreme close -up of the top hg-;rof the‘coffee’jar

. is shown as%;heykamera rotates around exp051ng the top
B labe%y ’The lébe%“reads(!"HERITAGE;" in- gold 1etter1ng
agalnst a black background. The background is’ sllghtly
out. of focus and exposes some of the coffee beans in .
the lower r1ght hand corner as’” the camera pans to the
Clete.. ” .

Verbal . Content - ' ” '

3.

The last phrase is justlfled by the follow1ng,‘"it-
_ contalns fresh ground coffee.l.

- - -
R o .

v Interpretlve Slgnlflcance

.

Agaln, the advertlsers assoc1ate the product w1th the
.word "Herltage. The jar is surrounded by fresh coffee

_beans as the announcer justlfles why the product lS

llke fresh ground coffee. It contalns the Very elementur
'"whlch makes it. fresh When the v1sual 1s flrst seen

thegjar 11d appears to blend in w1th 1ts background

LS

'ItS-colour seems to- be dark brown and not the bl,'k jar-‘

lid seen later 1n real llfe.j The rlch black coxwgf-'

lid represents the darkest and rlchest value - the

o

e
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‘essence of ali‘colours comblned.'hit connotesithe‘
:strength and flne attrlbutes assoc1ated w1th ‘the ‘h') l,
product. These cgﬁgur connectlons serve to 1mplan£//nf7‘
>y1e%ers mlnds the relatlve worth of hav1ng thlS | i

productz The promlse is- that the product w1ll brlng

o richness and- a tradltlon of top quallty 1nto our "*‘_”: o
- o
generally mundane llves. In the flne arts, black ahd &

.

brown are cons:.dered warm colou? ThlS not:Lon of
f

iﬁwarmth melds wonderful$y w1th cotfee as belng a- food
Yy

» ltem Wthh one consume% to Marm themseives and to .

relax. L ST e o

- .

éhMIoTic.UNiT' D #90 Dissolve #9 -~ . '

V:Lsual Cona:ent . $

The scene depicts close ups of a m1d-v1ew of the coffee'

;.jar and the top half of the COffee cup The jar s maln -
label appears in V1ew excludlng the top one._ Above the
' fcoffee fllled Cup is a mlsty steam whlch rlses from
a-both the coffee llquld and the bean-fllled background.-
fIn addltlon, dlrectly above the cup appear the words -:
f“An Instant Beyond. _ These bold whlte letters create ‘a

contrast to the dark background



N

Verbal Content

' The flnal words are a/nounced "Herltage - Anylnstant

beyond " e N

motlng the |
, the c%ee fllled e
‘dialogue and

_jar and cup relate to all thexag_

'=,lslogan. The flnal words deplcted on the. v1sual are the

coffee brand's,slogan. Promoters brlng the ad's story

to. a close as, they v1ew an appeallng scene of freshly

:made'coffee ln a cup. The jar 's label dlstlngulshes

L
, this cup of coffee from all others by 1ts name on the

jar. The connectlon between the jar and the cup. 1s,
dmade through the clear glass whlch reveals the contents"
_of .these contalners._ The slogan 51gn1f1es the f»l
’"_1mmed1ate convenlence the product can prov1de and also
refers to al future where the product becomes part of
fpone s llfestyle§: Coffee s aroma is- alluded to by the
fscene}srmistybsteamf"*7 | )

A Concludlng wOrd

The "Heritage. Coffee ad appeals to Viewersf'tastes.

' These tastes are not only moutherelated'but7al30
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.).

o
value related. R1chness and the connectlon w1th a past

.\,

bancestry 51mllar to royalty s herltage are stressed. These'

:values reflect the sorts of qualltles poc1ety 1t f holds
' I

1n hlgh esteem.; The product exhorts these values and takes

on the qualltles assoc1ated wnth them._ The llnk to the o

””past glves the product S proponents the bellevablllty of

'specual care when thlngs were produced w1th care’ and by @ ,v

:hand.' The coﬂfee grlnder ls, for example,‘a hand grlnder‘

'remlnlscent of the past.- Ironlcally,_thls tradltlon 1s'=:

ﬁdeserted Instead of tradltlonal coffee, the product LS a"

-.']'recent concoctlon bottled and processed ln a mechanlzed

. mass produced way The 1ron1c juxtap051tlon of old and’ new
'_utechAology are,»when brought to. consc1ousness, loglcally
ddconquLng Yet; the promoters conSLder them as a loglcal
"'synthe51s‘gk llfestyle values that would appeal to a.

o’

partlcular audlence at a very ba51c level
. *

The myth of a past “and the preservatlon of its just o

- ground freshness are llnked he product s promoters
dlstort the concept of freshneSs by clalming that the

. product lS processed (1n other words, ground) an 1nstant

hfzbefore it 1s consumed.’ The coffee s seal 1s responsible

";_for malntalnlng freshness and preservrng 1t for the future

The promoters look at. the future as constltutxng tw%ib

The. -
T

g
d
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.1meanings. One meaning is associated with progress and:the -

_\other “with time. The word‘"beyond" givesfa,cluej%ofthéxi:rf‘

'pOSSlbl%Qty of the product s progress. fThe’timevelementr"

: >
refers to ‘the moment after the coffee is ground he_

concept of freshness in the future 1s meortant 1n that 1t
makes the product always new at the p01nt of consumptlon.v'
" In concludlng, tha,coffee promoters have successfully

: 6
glven the product the de51red

alltles whlch dlStngUlSh
lt_as dlfferent.. Thls part1 ular coffee s 1mage is

‘ aSSOciated‘with‘rlchness?.
above_all the others;'; 1s‘brogre551ve and able to
fpreserve itsvfreshnes. contlnually, therefore, the coffee

is made appealing t¢ its consumers.

oyalty, and a. rank whlch rallles:iv

4
?
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‘ The Currlculum of Our Soc1ety :

é;ﬂ

Chagter VI

. ld.
s A

' The hermeneutlc study of the cugé&culum of socxety

revealed a number of themes and questlons.H Thls chagter

| ’L w111 dlscuss the lnterplay of the two themes old and new.'

In addltlon, the currlculum of soc1ety w1l}”be ﬂescrlbed as

seen through advertlslng.' The themes and theaads w111 .f'

: serve as lnfogmatlon from whlch(conclu31ve 1deas of North

7

'prOduction'
T 8

Amerlcan soc1ety has been determlned ‘g,_‘z f“h{ﬁ‘-,

The Consumerlst Attltude - Old and New ?_/w 7h oW
. ; SR

= Advertlslng in North Amerlcan culture encourages

capltallstlc 1deals that demand lnhabltants to become -

[

consumers. Our . soc1ety s underlylng loglc revolves,

prlmarlly around the promotlon of an lndustry of

consumptlonb- The ]ob of consumers 1s to consume. Goods

‘are dlsposable. New ones replace old and used ones.g In

the past our North Amerlcan culture bougu-.and sold goods'o15-:

to satlsfy our basxc need for survlval ' wa, North

Amerlcan soc1ety s affluence allows for the Lntroductlon of

-

new needs, needs whlch address a n/n lndustry s problem of

malntalnlng consumptlon leve s;" ‘ '
The loglc of the lndustry ot consumptlon 1s seductlve._

\—

Consumptlon encouraqes growth.v Growth encourages

( ,f !

roductlon encourages lndustry._ Industry

‘,,a'
b
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i .
encourages work.l Work encourages wages. .Wages,encourageg

'consumptlon.- The c1rcle makes its: -OWn klnd of sense. lIn

such a competltlve marketplace,'lndustry requlres that more;7"

",goods be sold in each consecutlve year.v The practlcal

questlon arlses- How can a capltallstlc culture 1ncrease'

its product1v1ty and at the same tlme 1ncrease the
.consumptlon of goods° " | _

. The answer to such a a&estlon lles 1n a North Amerlcan
'consumerlst attltude whlch loaths goods whlch are old '_Inh
eother w&rds, used goods are no goods.> Consumerlsm |

hﬁembelllshes those goods whlch are new goods..lTo promote

}new goods, we need advertlslng.> Advdttasrng becomes the'
' expre551on of a- soc1ety whose loglc concentrates on |
_contlnual consumptlon and: is used to emphaSLZQ the, :

.

'dlsposablllty of goods. The questlon becomes- dow does

)

d'advert131ng create and promot@ the consumerlst attrtude’

The hermeneutlc study of advertlsements revealed the ﬂjdd

f”tlon more and- more strongly.A
The consumerlst attltude is promoted by telev1sxon
advertLSLng ln such a way best descrlbed by Flske and

Hartley (1984, p. 18): 4_'f ";,;v'”"5 :";?l
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. Telev1510n dlscourse presents us. dally w1th a._“ﬂ
-.-constantly up-dated ver51on of social . _
relations and cultural perceptlons., Its own S
- messages respond to changés in these
_ . relations and. perceptlons, so ‘that its -
"// ' " audience is made aware of, the multlple -and
f coﬁtradlctoryhch01ces avdilable from day to~
day which‘'have the potentlal to be selected
. for future ways of seeing. ve. {In) the | ™
. picture ...[there arel. preferred meanings,
‘which .usually: ‘coincide with ‘the perceptlons

of’ the domlnant.sectlons of soc1ety -
.

~These perceptlons are 1n llne w1th the capltallstlc 1deal
',of productlve growth and ever 1ncrea51ng consumptlon. "l:‘

hAdvertlslng functlons by selllng us to ourselves._ It sellsl

.-‘ithe consumer a llfestyle geared at constantly consumlng

:;»Goods, 1n such a soc1etyvmust be dlsposable.} Here,

advertlslng has a purpose._ It 1s capable of dlstortlng
.‘:reallty so that’ the v1ewer 's. perceptlons toward consumlng‘
‘goods appear as both a natural and normal act1v1ty
The concepts of old and new. colnc1de with the

"‘conﬁgmerlst attatude 1n that they promote tﬁ/ﬂdlsposablllty
and consumptlon of goods.‘ In the adVertlslng world old and
‘new are not deplcted as dlchotomous terms.p Qulte t@e
bopp051te 1s true. The contradlctdry nature of the words lS
;”used to promote the same means.;L'*"

| Ultlmately, old and“new both serve to 1ncrease
consumptlon.v The two sxdedness of the concepts allows

"‘;v1ewers to read and tb 1nterpret the underlylng message of
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| _ - 1_54 :

_“' _. ﬁ<., ‘ _]T’ , | |
the 55 1n a prefezred" way ' The ad usgs t e terms old and

3,

new to exhort tne values and attltudes to ard the

capltallsﬁlc 1deals. Mychael Schudson (p '10, 1984)

dlscusses the purpose of advertlsements by statlng that

"the advertlsement seeks to promote sales, lt does not seek

to 1mprove the llves of - consumers except as a.means tp the

end. of sales._

¢ .
i

. Advertlslng technlques create dlfferentlatlons 1n . _J'
products whlch are very much the same by glVlng these |
B3 /products qualltles neJer before assoclated w1th these‘y:
products. Schudson (p 50, 1984) descrlbes how telev1s10n“

& advertlslng creates thls sort of dlfferentlatlon.nz
_If products do not dlffer materlally, they
* may nonetheless differ or be. made to dlffer
' in attributed qualltles, or J3ymage." If
. consumers/believe a product to be -
. distinctive, this belief in 1tself . may become
a product attrlbute. . :

o In the case of old and new, products aré glven A
attrlbutes whlch cbnnote varlous aspects of botH concepts;
}fThe concept "new" demonstrates the v1ta11ty of the product _

vdalong w1th the aspect of. freshnessd as. opposed to belng

-_w11ted and used. Somethlng whlch is con51dered 1n "mlq;
'condltlon"‘and orlglnal subsequently may be attrlbuted to
,Jnewness¢ Newness connotes many thlngs, but it prlmarlly

’appeals to a capltallstlc soc1ety s fundamental competltlve

-t " 8‘

N

LU

.‘A -



"twlth old is. pecullar 1n that the concept of age 1s_ RN |

dlfferent than that of belng used.

: Old,‘as a concept, marntalns connotatlons of tradltron
and herltage._ The product can be revered as hav1ng come
i:from a tradltlon assocrated w1th quallty The sense of
_rlsk is e11m1nated by the advertlser s appeal to create"
"*-'securlty for the consumer. A &oduct w1th a tradltlon h.
hno‘rlsk ’1t has already proven 1tself

~ . _.'c«.

Advertlsers emp3351ze the newness of a product and(at

the same tlme refer to lts oldness.f The contradlctory ?;_;Ifrﬁ

loglc of the concepts in these ads upholds the dapltallstlc'

"1deal of consumptlon on a contlnual baSlS and at-’ the same fd

IR

..tlme ellmlnates rlsk for the consumer. An example of thls'

.fplastl'_and d;sposable soCLety lS the styrofoam paper cup

,readwadr dlsposal. As soon as the cup ls taken from the

‘rack 1n ltS state of belng new and untouched, the process

'*n,oﬁ aglng beglns.d However, not untrl the coffee or other 5¢

s °
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h*beverage is consumed 1s the cup conSLderéd old and used.; o

h'Therefore, the value of;;wf;‘up lles within 1ts use and noﬁ!'

f;dlscovery-to be marvelled-

at. The styrofoam cup: reflecté the consumerlst soc1ety in

~'in ltS merlts as a sc1e&_f,
whlch it thrlves. It lS an’ excellent example of both ther
dlsposablllty of products and acceptlng the myth that
',thlngs deprecrate. ‘ N o M

In conpludlng, the concepts of . old and new are inherent'
1% the ldeology created by a capltallstlc soc1ety. fThe
competltlve nature of such a soc1etY,‘coupled w1thlthe-b‘.i
" ever- 1ncreas1ng demands to produce goods, requlres thef

f promotlon of consumptlon" gdvertlsements become a logical

:exten31on of thls ldeology, thelr purpose belng to,sell thep

fnﬂbellef system of the consumerlst culture. Ultlmately, to

be. dconomlcally successful in such a soc1ety is-to sell
'_'consumables on a contlnuaL;baSLS.v Therefore,,advertlsers
must appeal to people s values of old and new and the

_ connotatlve qualltles and attrlbutes of old and new goods

. '..}‘_‘
and prqducts. )

e
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‘W!at.ig‘therCurriculum_gg,Our‘Societi?“-d{y

¢ - °
)

« - The: sté&& of advert151ng is- one lens through whlch to:

v

"see our soc1ety Advert151ng has a’ double role. ‘One role'

. is to 1nform the pub11C° aboub food on: teleVLSlon. The

‘ other role is to promote and sell products.v My ana1y§ls ofm

ads revealed a soc1ety whose loglc revolved around a di
D

consumerlst attltude. Ehe currlculum of advertlslng was

’,

Athe currlculum of our socxety The advertlslng I studled

dipurposefully promoted thls consumerlst attltude to

*compllment a soc1ety w1th capltallstlc 1deals.

In order tb understand and 1nterpret the loglc of

x

advertlsements, the research pTOject had to go beyond

4 )

e t%levxsxon s famlllar and taken for granted nature and
. ERE

vf

'ultlmately reveal themes that~bxxsted beneath the surface..

;' gvn'-:j'.

» These themesiarecdegply ehtrenched w1th socxety s values'

u,"}.

e f
and attmtudes, and, theﬁefore, televrSLOn advertlslng s

'poéer to: teag% and dlstort the surreal 1nto the real was- an

'p;lmportant dlscove%y Fred‘Ingrls comments (p 4- 5,‘1972)f7m'

'true.

‘,‘ L w
J_. .“.n“::, e
. ,. Lo e
_'D R ;_ . ,, o '\ T

tﬂln The fmagery of Power' A Crlthne 22 Advert151n91 rang-

~The lnfdrnatlon and the cultural life: S
-offered by mass communications is, of S
‘course,mdrastlcally palculated and . A
“ selective, bat it is the source from which -
e flnd out about our llves today. . .

...;,
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Advertlslng lS set in a. cultural mllleu SO as. not to
offend v1ewers nor to. appear to dlctate. The ad llves 1n
an already accepted atmosphere - the telev1310n screen. ’It:
-purg‘lts to satlsfy human needs and to make a dreary llfe a
more pleasant one. The maglc of telev1sxon and the maglc ;'

" of advertlslng seem to fit together nlcely Hereln lles

"‘;good advertlslng s myth.- It stereotypes and establlshes

g pal landscapes whlch appear to be p0551ble-vyet, thelr
¢ z. A 3
‘ aperiéctly pollshed v1ews of reality are 1mp0551ble t0'

'attaln. The wonderful deplctlons of llte as it should be :
r'are only advertlsers manufacturlngs. If studled
.loglcally, the promlses are w1thout dﬁbstance.l But, the '
"power of. ads lies not in thelr loglc, but in- thelr art.
They appeal to the emotlonal, not the ratlonal. |

Ads are deplctlons of ldeals.j These 1deal deplctlons .

: of life create needs. Viewers become need def1c1ent at’ the
vt ﬂgt:they are- made‘aware they are lacklng a product
L:es satlsfactlon in every way .Advertlsements g
, dlseoULllbrlum. They also create unhapplness by -
T

.promoting consumerlsm.v They tell v1ewers how life could be
or should be as’ they reveal it in thelr surreal world of

% advertlslng o e '

In a dlscu551on with a frlend, she-said, “I would 10Ve

’to~11ve-1n a beer éommercial. " Her revelatlon about this

158



e

‘_advertlsement expresses ‘our’ de51res as consumers._ we North
Amerlcans are drlven by the deSLre to have fun thh famlly'

and frlends. In other words, to express human ‘social

—_“behaylour, we have a strong need to belong to a group.

_Advertlsers know thls need |and use thelr ads to exhort whatu”
soc1ety values by ac1at1.ng these needs w1th thelr |
f products. The need to belong is reflected by the :

lj"celebratlon" theme found ln almost a thlrg :ffthe ads
(31%) studled ln thls research. ~ E .

‘!“Fun and frlends was another theme ascociated with

'-products (11%) The ads portrayed galety as somethlng

whlch went hand-ln—hand w1th the consumptlan of a L

’partlcular product. An example of a produ,t promotlng fun

hyls demonstrated ln 2d ¥ 2 (Chuck E Cheese

' This . 1s the” place for- you and yo r frlends._- R
This is the place’ ‘where the party. never f ? '

. ends. - It's a good -time place, everyone C e

‘agrees.  When you're hungry for fun - it! s_

~ Chuck E. Cheeses, Chuck E Cheeses, Chuck’E
Cheeses.,-

._u'

The theme "fun“ was not as: prevalent 1n the data, yet,,lt

it was represented in ll percent ﬁf the ads. Fun wasi

. created in two ways.' Flrst, mu51c was used to promote the

'product by establlshlng a festlve mood. Second, dlalogue

9

'and v;suals were used to s

‘farevelllni?ln amusement. The product ln these ads, served

.”." A ‘- ) ', : - N N

B R -

‘est that the ad' players were‘ L
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~

'as elther the catalyst for fun or as an lntegral part of
!. .

_ thls galety ' The suggestlon that fun lS a- partner to the

= _product is adhered to strongly by beer promoters. Ad #5

. ¥

‘-(Labatt s Blue) 1s a'prlme example of fun S Partnershlp t:,,

w1th the product. ;7;f f 3*\‘*-fﬂf5rljf..ﬂ

‘v\Q. )

r.g/A'7 Call for the BLUE.? Tha;bS'why,you call>for -
' :youraBLue. Its tlmesto calr'for tge BLUE.H,.,R‘ S

,'q . oy %
-

' The above ad dlstlnctly requests that conshQErs anﬁ t%?lr ;llyﬂ

AQ -5: Ty - w.“.._

'frlends consume the product when theyfare §n g%cnioth%r Lgr,
S TUEI L e - SRR

[T . .".\e LI
.\a‘ -

A’ need to belong is further enhanced by the "unlversal"
- theme,'sometlmes referred to as theg?andwagon advertlslng
technlque., Un1Versallty, the llnk thh the Whole world, lS

in other words sxmllar to the "keeplng up thh“the Jones'"

1 .~e o

effect., As a theme, lt is. represented 1n 13 R percent of
.‘the data.7 In our competltlve 5001ety, North Amerlcans are_

: encouraged to better themselves., Thls so-called betterlng

l-”'..,'_c, .

"1s a general term and one whlch advertlsers use; commonly

To - Reep abreast of other people and new trends is a pursult
flamed by Capltallstlc 1deals. The more goods ‘one owns the
-better off they w1ll be.'.In advertlsements and in life, -
'goods are consrdered synonymous w1th self-worth. f’?

Therefore, an appeal to one 'S assocxatlon w1th mass L

soc1ety; N L ff‘jfﬁ 4_'1;[ﬂ{‘;"

N . v e



should spark more consumptlon. The irony: of such a going
1 along w1th the qrowd“ mentallty is that this lS one loglc

vthat parents and other adults pan. Yet, advertlsers Gbe

the 1og1c qulte effectlvely &o sell products.w“An example S

of unlversallty is demonstrated 1n Ad #8 (Budwelser Beer)
~ Budweiser has a dlstlnctlvely clean, crlsp,,f

. ‘beechwood- aged taste “that's made 1t the
: world s largest selllng beer. -

The above ad reflects not.qply a unlversal themebbut
~also one. whlch p01nts to taste.“ Taste is obv10usly linked
3hto the nature of- food and lts sensory experlence.,'In.s
paddltlon, Sn,  taste connotes quallty | Therefore, the word
. ;taste shares two. meanlngs and can ‘come to mean both when
iused in the same statement., Adve?tlsers often maxlmlzeb..
language s two 51dedness in thelr efforts to promote thelr
:’products. T.

Taste, 1n partlcular, can 51gn1fy the best quallty

*'f7wh1ch a product has.” Belng the best is 1mportant in a »l

‘soc1ety whlch stresses 1nd1v1dual excellence. The taste

'mvgtheme 1s used often, represented ‘in 64 5 p’kcent of . the ads’ -
,./‘ .

studled ln thls research. An excellent example of the link“"

between taste and quallty is'. seen 1n Ad #31 (Old Vlenna

' nght Beer)

'7T= Now it's here. Introduc1ng 01d Vv thér With
“the! great 0ld V—ta”te you'd expect from a

';uibw;_' 1flne brewed beer. S

I I '

"




1ﬁ; you- your money s,worth. P

The advertlsers not only éealt w1th taste, but they also

-”wanted to stress conveniénce because North Amerlcans are so

F

P

‘tlme consc1ous.\ Obv1ously,/Old V 1s somethlng tﬁat glves

3.
wafi“ .

\r

Tlme costs monew, accordlng to North Ameficans.” ThlS

K

preoccupatlon wrth tlme prlorlzes how v1ewers structure

/

, thelr llves. The more mundane act1v1ti%s and ba51c needs.

‘are calculated as belng the least productlverf Eatlng,,

basxc need, is non—productlve. Therefore; accordlng o
L
7 LR

ﬂ.North Amerlcans, 1t shouﬁd be qu;ck and,convenlent. Thls
bellef 1n convenlence lS reflected by the large number of
_fast food places 1n ourbsoc1ety and the large number of

) .
tyme sav1ng applldncesb(le., mlcrowaves) sold each year.

Ads stress "convenlence" by p01nt1ng to the fast llves‘f’

-
viewers 1rve. Approx1mately forty Seven percent (46 8%) of

‘»the ads referred to convenlence as an 1mportant feature of
! .r‘, a/? S . .
their’ product. JAn excellent example of time- sav1ng 1s

A o

'represented in. Ad #84 (Uncle Ben S Converted Rlce) ‘ 'n' B

'\.‘Uncle Ben S. know you ve: got less time to

. cook than ever b fore. That s why you ‘can
*'get all the great\ taste and quallty of Uncle
-fBen s Ln Just ten min tes. .

v ‘ | 4 @l
—
Thls ad clearly demonstrates that cbnvenlence does not

ycompromlse quallty Advertlser% reallze that. soc1ety is’

B vlnterested ln preservxng both quallty and tlme.

Ve H

.\..‘
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Thls natural obseSSLOn w1th a product s quallty is

ﬁ; reflegted 1n the _standard s" theme. Advertlsers know thatit
‘ﬂhthelr v1ewers are lnterested 1n gettlng the best quallty

‘ oducts.f The way in whlch advertlsers promote thls

-1erest is by creatlng characters who are successful

A se they have are not satlsfled untll they have the ;
The ad whlch exempllfles thls theme is Ad #9 (John o
Labatt s Cla551c Beer)

'He was a man of exacting standards. No
details relating to his beer, was too small
to merit John Labatt's personal attention.
That's how we brew John Labatt's Classrc.v
..+ 1t may cost more than ordlnary ‘beers:

~ but, because of the man, it's. brewed without
compromise. John Labatt's Classic..

The man referred to.in the ad is'an unknOWn, he may orfmay:
_not even ex1st as in so many other products thh

manufactured representatlves (1e., Aunt Jemlmah, Uncle'

Ra

" Ben) ‘ Nevertheless, advertisers want . v1éwers to .elleve
that thelr product is better, quallty-WLSe than other'

.products that compete for the same market.- If v1ewers

,

-select the product, they too w1ll share the characterlstlcs N

of’ John Labatt and hlS tradltlon of excellence. The

excellence 1s 1ntertw1ned with standards and, atﬁthe same

tlme, w1th r1chness.e-

Only a few are fortunate enough to be considered rlch -

o,
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‘to be ellte, yet, most people strlve for the goal »Again,f

an e11te attltude lS establlshed in consumlng goods Both'f f,'

f"rlchness (11%) and standards" (30%) are lmportant themes:
- covered by a. large number of the ads.' In the follow1ng ad
for HEan Ketchup (#33),e"royalty a- term synonymous w1th
.‘belng rlch is found in comblnatlon‘wlth the standard s and.

unlversallty'theme. Although anyo ‘ who ate ketchup on all'g

¥
these ltems would surely get teas

ht most North Amerlcan
' supper tables, such actlons are qul e acceptable in thlS
advertlsement.
Z-You re the top, you re the crownlng glory. '“gh
You're the top to every hot dog story. A - o
turkey perk-up, an everyday grilled ’
cheese. = Scrambled eggs adore you. .
Everytime I call you, you are sure to
please. You add zest to. macaroni dinner,
you're the best.  You're a saucy winner: on
meatloaf, sausage, and bologni. "Kerplop ‘
Because whatever's gt the bottom, you re the =~ aj.
top : .
~ The emphasis on being a winner (on top) is in direct
congruence w1th thlS soc1ety s competltlve nature. Our
soc1ety seems to be a soc1ety where its individuals are
'aIWays competlng to be the best. Best can mean many
thlngs.. 'In partlcular, 1t can point to North American

. society's obsession,to see_who can consume the most and, at

' the same time, produce the most. Even,thbughothese



act1v1t1es appear to be contradlctory, our SOClety s 10g1c7‘"
and competltlve nature dngulse them for 1ts dwellers.vu

} Flske and Hartley (p 112, 1984) express thls loglc rn‘

the follow1ng quote. _'.

-

-
~

- In simple terms, .. [thls klnd of loglc‘yjf
. . . can] be .seen as aspects of a different klnd;
-~ of logic: -as part of a process whose aim is
“to produce’ fully satlsfactory and- plausxble
-~ meaning; a process. which offers . myths with -
;whlch we are. already famlllar, and seeks to
.convince us that these myths are: approprlate
to thelr context. ' .

To create:constantpconsumptioh, adVertisers had.toﬁd
1ncorporate the “old“ aﬁd'"nemh themes; It is essentiall
that vaewers de51re new products and cast away old ones.
.vBut, the "old?” theme has some 1nherent problems.' Qne.
problem was to con51der old 1n a: dlfferent mode than 1ts‘
apparent connotatlon of belng used : Sometlmes to be old lS
to be bétter.y | | |

AdvertlserS»have successfully melded the. two themes -
‘old and new.' They reallzed that North Amerlcans have an
afflnlty for objects w1th a rlch past., It was essentlal
'-that products linked to an old tradltlon not be ‘ _
,'denlgrated. ;éld,_to be a useful theme 1n advert131ng, must
'become somethlng dlfferent. To have age could support a ]?v.

~link to anthues, objects whlch are rare to flnd and
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.:Products llke these are assoc1ated w1th the cla551cs or.

fﬂbeholder s, status.f.f
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possessed by the few th can afford to procure them..
b .

--past human hlstory and 1deals. These qualltles are

aftrlbuted to ‘the product and serve to elevate the

M

Demographlc studles of North Amerlcan sdc1ety reveal

: that the populatlon largely con51sts of a status consc1ous,

mlddle class (Schudson, 1984) One drlven by goals

centered on constantly trylng to better one generatlon

',ab0ve the level of. 1ts former generatlon. Parents of thls'
'ilarge middle class understand the goal very well,
'encouraglng thelr chlldren to be better than they were.

Advertlsers awareness of thlS'ClaSS concern creates a need'

.

to bond the old (a tradltlon).glth the new (the de51re for
a better future) A desire to own somethlng of value

: llnked to the past ls as lmportant as to own somethlng new

and never touched or possessed by. others. e

1.
BN .

Newness was represented in 25 percent of the ads. As
-

it was used, it served to establlsh soclety s desire to

possess something new. Nofth Americans are often.judged by’

how many new material‘goods-they possess: This‘ability to
possess reflects both their buying power and the'power to

be in vogue with'the‘laStestutechnologyt The thrust toward

e

>



‘technologlcal superlorlty assesses consumer wealth and the :
'power to possess what lS rare.] A new. product lS rare in
"that 1t can only be possessed by those who can afford to

Thls concept

.

town lt when 1t Stlll 1s a re cent dlscovery._
hof newness is akln to the anthue quallty, }_lld.j An ltem;f
_ conSLdered anthue is. also rare, and monetarlly-wrse, |
_ affordable to a few.v»'-'.’ - 1-)“_4..s]"f".? g

ﬁ' Newness is a fleetlng state 1n that it has the abllntyv
to . date 1tself qulckly" At the p01nt when a productils

vcon51dered old, the just recently new 1tem loses its rarlty

‘and becomes commonplace.‘ ThlS capltallstlc notlon 1s

.merely a dlsclosure of the economlc?system in North T

Amerlcan soc1ety.,

E»qe-udc theory at play in North Amerlcan soc1ety

»

2

| -_:markj . saturates the market (as in the case of Cabbage_

Patch dolls) ‘The product then loses its desxrabillty and

~

'.‘ltS purcha51ng prlce decllnes.~ATherefore,altmls 1mperat1ve

-that producers elther keep abreast of or. create new 1deas
;and products‘in order to possess the‘key to f1nanc1a1

success. Fred Inglis (p. 3, 1972) demonstrates how 'Q'

a

advertLSLng 1s llnked to North Amerlcan society. He o

. »
A oo
s SR ‘.

At
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