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Abstract

Background In Korea, advertisements of a sociocultural nature that appeal to
the sentiments of Korean people aim to have the effect of emotional consensus. TV
campaign advertising reflects the change of dominant ideology in the society. This
study seeks to identify the social meaning behind campaign advertisements that
appeal to korean sentiments.

Methods We critically reviewed the literature concerned with Roland
Barthes' mythology, korean sentiments, and ideology in advertising. And then, this
study conducted semiotic analysis by deriving each of two advertisements among
three TV campaigns made until the current year from the early 1990s. The study
conducted a comparative analysis of social meaning and change on how Korean
sentiments have been combined and mythicized with brand values in TV campaign
advertising and how the findings reflect ideological changes.

Results The appeal of Korean sentiments in commercial campaigns reflects
a change of ideology regarding family. The vertical form representing hierarchic
family image has been changed into the horizontal form of individual and social
relationship, and a change of the female's image and family role is also reflected.
In addition, ethical emotions of affection and filial duty have been changed into
the social expression of emotions. Also, there has been a change in the awareness
of emotional space representing the features of hometowns, and constant slogans
reflecting Korean emotions in campaigns have fixed the mythicized brand value.
Conclusion  The appeal of Korean sentiment reflects emotional changes in
social and ethical aspects, and naturally combines with the value of mythicized
brands. Also, Korean sentiments in TV campaigns have reflected the changes of
social and family ideology, Korean ethicality, and the locality of the era. This study
has implications of analyzing the change of social meaning behind the utilization
of Korean sentiments in sustainable campaign advertisements and recognizing
their cultural-psychological appeal.
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Table 1 Cases of TV Campaign Advertisement
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Figure 1 Myth as a Semiological System(Roland Barthes)
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Figure 2 Barthes’ Model of Orders of Signification
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Table 2 Model of Signification for TV Campaign Ads
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Table 3 The Signification of ‘Cheong’ Campaign in the early 1990s
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Table 4 The Signification of ‘Cheong’ Campaign in the 2010-12

Wl w23 ot ), A9
olut Apoba Bk 7150]
Folo] dA71g A9
o8 LA 75

=
> =
o &= Al
=

=2

H

chahs

X 4
S
>
)
r
117

HEHY H(2010) BH 1H(2012)
H Mool 1xt QojtE 2%t 20| =g 1X o|O|xt2 2%} o|O|Et
2000s £t Denotation Connotation Denotation Connotation
I|1E LIS SAle|0| I|1E 2fAlelO] SAle(0|
o4 =IMO| ZE YA} 71E0H, g4, E ZIAMO| =GN ES
iiE 2o ¢ SHL| & A= PN =7 £ H Al THBES) Bt
g FUEEY, 20l d=HHA AR T I} OFLY 28X|Z 1 EEA
- oQl= Qa|= &t _
Al_'_ ;_r;-;l xli] } E.:l; [ AlZ|2 HIELO OfLHOIA 25 01|__‘§ l_rn1lo MO &XI5H
& e =1 X2 =55l= MEZ|E HIECR AAHXT HLHSE HHO| 50|11 £&/5
T ooels HEe SEEY FI ALY 72 ;‘Jogh_'_ = 7|ch, dyst ol us s
QXN 2= 2 FANAS o S &
Ueiz= gH
Tone e SHED M5kl Uof| CHSH HE, 92 AU, 0F2 9o MEEsh Milet FHR HM £013,
HeTe AT AR =, s ABRHCHH] Ol=2| o] OtLiel QE|&EM
at5lK| O+
USHX| YO0t -
- < = 22 Hige oA, MS
ARRSITH 0| Qt5HTH S0 40t 2ot2(5{) sme o
H3/=S al=r} o== Sta or5HR| QFO ™ Oolos B B
e e 4=9| e, 2g, a9y iy i Sy, #st
gLzt W zlde Lrafola e 2o(gH) 2215t o| 747}
HMst7| flaf stOtCICE o nE -e USHX| 2™ Lr ° e
= = MY S =a10 SH0EOtLiel  CHEt
210{% I 2t =22 (0FLH) o|7, Mz R
1= 22| ZELJSIA} Q2|E Fst= otoH T < =t Hi*ﬂ
ZIMO| 7HMLH LEHHFCH 22| 1 mio] 5t e
MAHXL = <
EEUU NS o) s Naesm, (=) e A axE 2kt
A7t HER LIIH SM EOIR AT, HOME 20 25t o A S EA511 ot =7,
= o= 7‘7’}:‘:' E”:};} = EfO| & oS
sSL =
SN M = 7HAE(Q HE HIYoRZ Zut A L20] TEHQ! o, TE3HE Aeted Ol Sofit
As(Myth) SFESHASIN A2 S5 Sl 71&E3R2| Hatchs i 224

www.aodr.org 161



i o= =
of o]dA e '5&%—4 7}5—1—42 XH’@H‘#, 719 BA 73S MAA, AH2lA #AE A
o O o

= 1=
29N 5 8] 5 SR 294 A 9o ekt g & 4 9k B
S TR FEAS o ASHFEA WA AR 2FE Ao A1H B4

Apo 2 Upehdeh 814 AN e o] 7130t olsfebabalel 25 el Helt
= 5o WEOR A oH&wTE AHH WAL oSS T&she
2,310 00 Foh ohih AEA ASl AZolHE XA FFHA, A

b
i)
1 oft

ahE 592 WA Gl Ak A5 TH o] @l FReok EOR Sejdk 27] A4
o B 4 FoNA] L A AGol et FANA AL Folok sk Al Eelgit
3 A0 LD SEAE A5 B4 B2 28 98 02 9k 42 WAL
A RIS AL oke] B7he] AT WL AR AT A A el e el g
Yol Aol AL o] Bk S BTk Ea FEAFA SEA 49 272 B
w253 A4S I8 FHA olal] TE Ao A WA 49 BAH meTH
2 vk, Yol A Zastolh SR HL 7HE ol AllA A Sof ekt
4 4 olg| 22719 AAE B AHsl2el AU BAI% 25 SU|ut 824

A T A8 AL R ol A ol A
maol 2t A4 A0t 5ATE Foto] Asfsha BT o] NS st Rofai,

4.2, ZSLIHIA & N2IX2| M8k ojn| 24
904 Th 271 R, 449 £ 14 FA e
ABsict, FToA B SR drete 14 2
AE AL B SAZ W AU ABA & 042 wgsiel Arhehe Azt
71ESE AF 201E 2H 08 AAF

162 Archives of design research 2014. 08. vol 27. no3



Table 5 The Signification of ‘Hyo’ series in the early 1990s
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Table 7 The Signification of ‘Taste of Hometown’ Campaign in the early 1990s
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Table 8 The Signification of ‘Taste of Hometown’ Campaign in the 2011
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Table 9 Comparative Characteristics of TV Campaign Ads
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