
CULTURAL MYTHS AND ADVERTISEMENTS

Free Essay: Cultural Myths and Advertisements Go Together In companies wanting to be successful they have to attract
customers somehow.

A qualitative design, comprising of five modified focus groups was used to gather exploratory data from first
year University of Otago students, living in halls of residence. People consume TV content on more devices. I
am virus free. This opposition is shown by the contrast between the professional and restraint, which is
represent- ed in black and white â€”located below â€” and the lack of inhibition Figure 4 within the
celebration; a fun time where life is in color. Gordonsville, VA: Palgrave Macmillan. Rey Fuentes, J. Greimas,
A. However, although both discourses are not directly connected, advertising and myths present some
similarities in their structure as well as their contents and functions, as described by several authors who study
the extensive relationship between both disciplines. The horizon of study has gradually expanded to media
forms such as films, comic strips, or advertisements, since they perpetuate ancient archetypes under new
interpretations. The flag works as an image because it suggests a long list of stories and myths that are buried
inside us. The first advertisement I analyzed was for Coach perfume. MYTH 6. Persuaded constantly by
advertising companies, which prey on the weakness of individuals, the vulnerable ones become, infected with
these cultural myth virus that turns them into crazed consumer zombies. The phrase suggests that art reinforces
cultural and social beliefs by using the verb imitate. Advertising, whether subliminal or not, plays a big role in
the choice of product purchased. It is simple to see that companies such as Zappos. Nevertheless, despite the
debate be- tween theories, the fact remains that the universal nature of myths persists in society, and they
survive by adapting to every era and by adopting different representations. Narrative semiotics and cognitive
discourses. Hence, advertising uses common- places i. Despite the doom and gloom about ad-skipping, most
are still viewed. Given this, it is logical to recognize the influence of myths in television plots and film
narratives which serve as channels for tales and stories which are known by the viewer: Any popular icons of
the day may carry an archetypal charge. Francis Davis, an adult educator and media education specialist, was
on the staff of the Center for Media Literacy from to  In this sense, some authors also highlight myths and
advertising as discourses of authority which legitimize Figure 11 specific behaviors. Eliade, M. Print Posted
by. In fiction, an entire narrative in whatever medium may be archetypal if it springs from a source that feeds
and perhaps springs from the uncon- scious needs of substantial audience numbers Izod,  Jeep, knowledgeable
of this, wants to infect viewers with the virus of expense through images to which everyone can relate, hoping
that the reader becomes another helpless crazed consumer dedicated to them for life. We can buy the
technology to make us happy. The new Jeep Compass genetically engineered to be legendary. Dorfles, G.
Herrero, J. Therefore, not only is exposure needed concerning these infectious myths, but a cure needs to be
presented to the consumers as well. As the industry adapts to digital, the scale of the hyperbole too often
outweighs the profoundness of the changes in the marketplace. First off upon looking at the advertisement I
could immediately tell that this ad was targeted towards woman. The campaign centers on Old Spice Man
played by actor and model. It plants a subliminal message that one could be in harm if lost, so why not stay
happy being found in the luxury of this high priced vehicle, after all it is the Jeep that will keep you safe and
happy. The Renaissance, the Protestant Reformation and the rise of Western science are just a few of the
revolutions spurred by the ability to mass-produced books and newspapers and the growing ability of common
folk to read them.


