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Abstract

Currently, the Korean society is striving for an
information-based society under the slogan of
“Information ~ Superpower.” With this, excessive
competition among mobile telecomm companies is
forcing these firms to depend on advertisement more
than ever. Since mobile telecomm advertisements play
a key role in increasing public awareness of products
or services and in inducing new customers, telecomm
companies are producing creative and original
advertisements to appeal their images to consumers.
The purpose of this research is to search for the
kinds of cultural virtues companies are trying to relay
to consumers, by analyzing the semiotic meanings
hidden between the lines of the messages in the
advertisements presented by telecommunications firms.
Also, 1ideological characteristics of advertisement
semiotics  were analyzed by reviewing TV

advertisements representing 3 Korean
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