A Semiotic Approach to Advertising Communication Phenomena

- Centered on Enterprise P-R Advertising -
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Abstract

This thesis places emphasis on grasping what
kind of social and cultural thought-background
communication

an  enterprise  advertising

contains. It also stresses figuring out what
signs and symbols are effective in expressing
the advertising communication. The central
point in this study is to grasp what principles
the advertising is based on, and, what
meaning-function is working for an audience to
accept the advertising messages. In examining
this problem, this study attempted to analyze
messages which an advertising tried to convey
through its approach by means of signs and
symbols. The audience’s meaning-function is
made up of signs and symbols which are used
in the advertising. It may be said to be a
consistent aspect which appears in the culture
that possesses the sign systems. In other
words, to wunderstand an advertising which
conveys meanings in the culture with signs
means that all the signs and symbols can be

understood which an advertising tries to



convey. This means that, in order to make
consumers understand the exact messages of
an advertising, the cultural and environmental
background which consumers possess should
be correctly figured out and applied to the
advertising as well. As a result, what thought
should be incorporated, what signs and
symbols should be used, and what expression
method should be selected would be the keys
that are directly connected with the success
itself of an advertising. Therefore, it is the
chief purpose of this study to read out the
communication which an advertising conveys
as well as the social change through this
communication, not just valuing an effective
aspect of an advertising. This study also aims
at grasping the exact communication between
receivers and senders. This kind of study could
be of much help in understanding an effect of
the advertising on the society and its essence.
It would further let people know about the
communication and the cultural thoughts which

are now changing variously.
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