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Advertising Contents based on Semiotic Methodology
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Advertisements in modern era are not intended to be consumed only as commercial purposes,
but consumed also as cultural and artistic purposes. Advertising contents’ success depends on Semiotic
codes revealed in advertising texts. Advertising scholar Ozoh (1998) argued that perspectives for
advertising are divided into two perspective, one as marketing tool perspective and the other as
communication processes perspective. Advertising planning, advertising management, advertising, and
advertising evaluation of marketing perspective are significantly different from those of communication
perspective. Two perspectives of advertising present various debates on what contents of advertising
messages are and how advertising messages are made up.

In this research manuscripts, we discuss story telling as communication tool of advertising text in terms
of cultural semiotics. That is, meaning value of goods is so well revealed in use value of goods that they
satisfy consumers’ needs, we analyze how they satisfy consumers’ needs in semiotic(symbolic) process.
We apply Gremas's semantic model to coffee advertisements in France and Korea, and analyze various
differences between differentiation strategies of French coffee advertisements and those of Korean coffee
advertisements in terms of semiotic perspective.
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(Table 1) Myth analysis model

Lsignifier 2.signified
Language
. g‘léf\%”m IL. SIGNIFIED
Myth
0L SIGN

28l B4 S FElA BE P2 sl Fare] wlE}
Aold EAE slFata A5y A4 BAE vEoR
Fae] ofu] 2ZHg FAS & ¢ Uk HE2Es 41818}
A o] dlFEstE AEHEA, AFAAHA Kol
IAHAWIE &oll 5ol oldl 27| guE T34
Agtg s AetaL A3 AA Farel] 283 o= 2=
2 FAY 9] hxE} Fatolt), ‘Panzani’ ehe AEE-E
&FE O15S WAIEhE ARt ofH 2} o]golo] o] A}
B3 WES EAOZ g lo|ggolgoletE FAIA ¢
n& Yepdt} B3 A3 gare] oW x| & AHEE A
AES A 2gA ] epll AA] ojeg o}l wY)E &
Alghz FAA SnE whEo] W W olue}, Aol A] 2t
sttt A4 om x| 7hA] lEoi A A4 2-gol 9
gk Aol FAIA SuE 4 Tk M2 E] 'wix}
Y g2l £42 npAY &5 FAF el FaL o
A& 7|58k MHES F8l £AE A A Al
= HolA nHAR 7S Fag gnE ket
Hdod 71550] o9 oJuE Fojaterl, Bl
ofw] AAE AFFeEMN 7157 A8k ti g FA
A7H AFSA - E5HE - AR FAA R o] oE

o
kl
N
fol
Jﬂ
|10

||:|| A el
l% sk flaiAM ?'MPJ

o =
Gzo] o9 Ag A5RAE A nI AN >
Q= ere mASaA Pk, ol Sl H 6
o4 aez e £44S HolFIL gl Fa]
Fope] RAPHES BHS 2 QoI 1 1E3L
Amsta Qi )75tk 1ot sk ) 5ek
o|E3 WHES BNl 719 Bohuay Aefe 7

ek, e JlEsE o
197030} ke o) giES
CEPPEE DR SET EEE I 5
gal7 448 & vk Leivjae) SulAguae v

o

T2 ou7h AT APl M FEE AL dES
%

3}

rin

e H o st B0l Eablzse] o)y
wEe Fo Bzl ous b T2 Ba A4
Y3 Qes wolFa gtk BaEuze Bt
WIS olul A7} EAEE BETRON, Zeze] 28
o] FEHL AR, 18T EHze] 9
TAES FEIE A5 B £A AFT
zN 358 = Ak b 93 ATE B £59
23 A914 Bgol v BAES ek o ‘o4
AEe] 1 G240 HelFTibl Fudt ofnl 44
mae B uAge qEHow AT 5 A
s, 1A ARE e B9 B 392,

F9104 FAA 59
oY QeI s olel e Bat el daE
Spule] o) T2 Ferg s s, ol /18]
o ARl Aol o8 & 3l

EEEEEELPREEER B ST LS L

oh3) o] ek 5 gltk

fu
2
=
i,
K

H N

o

¢

o
ra
o
o
ot o
LA

o|

(Table 2) Model of meaning generation

surface narrative deep

structure structure structure

symboliz-ati 3 . - cultural prototype &
on storytelling phase code phase

(Table 3) Meaning model of public advertising
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(Table 4) Meaning model of coffee advertising

surface narrative deep
structure structure structure
image of a cup of coffee | feel spring in coffee spring and love
image of famous model | coffee is happiness human and love
imege of music and coffee | a cup of coffee for love | art and love

3. A % a} emeles A
3

A B0 AR %) vy wu sk B
5 7H g7, DSt oA

A
2o g0l Aotk 7131 xﬂ%ﬂr A
3

S

AU 834l A AL 20l HEE

off it Q1A &I} (awareness effect) 92 FE gy
(attention effect)t}t. ©h&ow Faol 7)ol &3
(remembrance effect)’, ‘331 T M recall effect), ‘A

& ¥Hassociation effect) % ‘B = &3 (brand effect)

A HE Aot} 7158k wiA|" o] A&-githE A
29| AojA, oA, FIHA TISAAE
AskaL, FEah, A4l dest
= Zoln, ol 7]|E wiA" 9] A
B R AES TS
=9 gyeta 3 4 QItH89l <1AH

ﬁ
o iy

> r&
o
g I

k1
il
g o
2 0

rE ool rlo
__?L_"
it

rl
»
iy

1o ox
ot
-
1=
=

ofd
kI
i
.

(Table 5) Value of consumer behavior

1st consumer | recognize and buy goods based on
behavior use-value

2nd con;umer buy brands based on meaning-value
behavior

3rd Cons_umer buy dreams based on symbol-value
behavior
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(Table 6) Value of coffee consumer behavior

1st consumer satisfaction of needs for coffee

behavior
2nd consumer | pursuit of amusement and happiness
behavior against solitude

3rd consumer

. adoration of utopia against daily life
behavior i a8 v
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