2
(Denotation)
(Connotation)
(1)
(Semiology)
(2)
3)
1
(Local
Viewpoint)
( Semiology )
(1)
“Semiology”  “Semiotic”
" (Science of sign)
(Sign)
(meaning) / (object) (text) (context)
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0" Sullivan
(Sign)  (Code)
3
2:
3,
Ferdenand de Saussure ( , 2531 )
( 5)
( mark )
Saussure 2
( Signifier ) ( Signified )
( Signification )
( 1
2531)
2) !

Saussure (1974)
2

" ( Denotation )



( Signifier ) ( Signified )

Barthes
( Connotation )
2
2
(3)
(Sign) 2
(Signifier) (signified)
(Category)
( , 2541)

Bﬂgﬂ(lgsz)
(Highly complex pattern of association of sign)

2-3

: "( y 2541)
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1. Social codes |

2. ldeological codes

B. Bernstein (1973)
(Frame of certainty)
Bernstein

(Transfer meaning)

( , 2541)
(Encoding) (Decoding)?
(
) Eco (1979) ¢
(Referance)
(Social code) (ideological code)

(text)



7

(Rske, 1987)

(Theme and Plot)

1 (Basic Concept)
1 1

(0 (Exposition)

() (Complication)

(i) (Donuement)

(Sporr, 1989)

(Actor)



(Motivation™ !

(Actions)
(Vale,1982)
(Setting )
(Life
Style)
(Location)
2
(1)
()
(Lighting)
1



I)

(Giannetti ,1990)

(Colour), (Shape) (Texture)
(]) Spotlights
(Contrast)
()

( Bobker , 1969 )

(ill) High Key



(iv) Low Key

1-7, 2530 ) |
3
2
1 1
7
( The Local viewpoint )
2
(Global Advertising) (Local
Advertising) Localism

Segment



( Culture )

( Language )

( Law )

22.00 .
( Economic Development )

3

)



(Values)



10.

(

( Theory of Human Motivation )

2523)



( Purchase Behavior )

A H. Maslow

( Drive )

( Culture Drives )

( Concious desire )

( Selling Point )

( 2521)

( Maslow, 1970 )

Maslow 5

( Psysiology Needs )

p



2. ( Safety Needs )

3,
( Belongingness and Love Needs )

4, ( Esteem Needs )

(' Need for Self Actualization )



2

Tricia Jones (1984) 1 A Media Definition of Alcoholism
10
. .1870 . .1900 © " (Temperance
tales) , .
(skid row bum)
1 ..1940
!
(alcoholism)
Hanna(l 977) . 1963
1971

1,200



2

36 1 76
44 ,
68 1
60 81
201
14, 121 10
14
12 1 1 61
1 6
20 1 8
42

T.Andrew Finn & Donald E. Strickland (1962)
The Advertising and Alcohol Abuse Issue A Cross-Media Comparison of Alcohol
Beverage Advertising Content

1979 -
1980 3

1. (Themes and Appeals)
22



28

2. 7 (Human models)
3. (Techniques of presentation)
( )
(lifestyle)
. (Romance)
1 10 (Camaraderie or Socialbility) 69.5
, 40.5 1 (Humor) 38.2
29.8 , (Physical activity and
recreation) 25.2 : 16.8 , 12.2
(Conviviality)(
, ) 50
98.2
. 52.5
, 21.2

25 5.9



1 97.7
19.

(2536)
(. .2533-2534)

(Post modern”
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