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(hybridity) , ,
‘ (immigrant subjects) ,
(melting pot)' ' (diasporic)
, 2009) .



( , 2009).

(Gupta& Furguson, 1992)
(Vertovec, 1999).

(Fraser& Honneth, 2003 )
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(hybridity)

(transnationalism)

(globalization from below)’

(Basch, 1994).
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, 2001) °

(Rokeach, 1973),

(

, 2004)



(1988)

2007).

(social marketing)

( , 2002).

( , 2001, )
(2005)

(www.kobaco.co.kr,2010).
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2007).

2002

, 2007

. 1997

2002;

2002

’

2006;

, 2007,

(2007)

(

( , 2005;
, 2003;

, 1997)

. 1997

1997,



(Kraniauskas, 2001).

1980
(imperialism-without-colony)

(Location of Culture)
(culture translation)’
3

(2001)

(Tejaswini Niranjana)



3)

(“The Task of a Translator”)

(Sur La Traduction)

(Walter Benjamin)

(I'hospitalite langagiere)



(2009)

: : : ( )
( , 2004, p.
70) ,
‘ ’ /
( , 2009).
(recognition) (toleration)
’ ‘ invitation
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2004, p.62)
3.
(deep structure)
(superficial structure) - (semio-narrative
structure) (discourse structure) ‘

(generative trajectory of signification)’
’ (Greimas & Courtes, 1993, p.157).

2> (Greimas & Courtes, 1993).
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< 1> (generative trajectory of signification)

Floch(2001, pp. 111-115) (2003,
pp. 119-122) . -
«( - ) ( ) : -

(semiotic square)



(

sender

helper

, 1994)

object

receiver

subject

opponent




-S2

-S1

S2(

S1,

S2

S1

S1

S2

S2

S1

s2(0{ M)

-s2(H|0{d)

3>

2

2009
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) ( :

(Kress and van Leeuwen)

!/, /
(the Given)®
UcC < >

)
( , 1993)
, (2002)
/ ] )
/
(the New)

(Kress and van Leeuwen, 1996).
, 2008)
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(2005)
(homolingual address)

(heterolingual address) ’

2)

(analogy)

(Burke, 2001).



(Courtes, 1992).
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(

, 2007).

, 2007).



3)

6>

S1

S2

S2

S1

A

A

v

_20_

v

(disjunctive enunciation)’



(2001)

(stereotyped)

(gaze)

(Burke, 2001).
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(2008). -
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(2010). . PR
(20009). -

(2009). , / :

(2009). . , 51 1
87-105
: : (2007). TV
C , 18 2 , 7-30
(2007).

: (2006). _

(2009). , . , 2009
12 3
(2003). -20
6-2
(2010). .
(2007). : :
& , 8
, (2007).
. 9-4
: : (2005).

(2001). : . 27
(2004). , ,

(2005). ,
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S= HIEXIo LIEH

0|4 OtELtZ(ideal beauty)?| B M :

1.
2000
8%
. CTR
26%
1)
19%
(body)
1) 2008 1/4
2) 2008 1/4

-1 .

o (GMSlsy SOEHSH W)
Ql%y (2SI AMRHIESE HiA
23| (29isty ZuEHsH gAY
, GDP
d 2007 10%
2008 1/4
2007 13%

2),

(Baudrillard, 1991)

http://cand.com/html/Article/2008/0624/20080624151024962.shtml
http://cand.com/html/Article/2008/0624/20080624151024962.shtml
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(Unwin, 1974).

(ideal beauty)

(content analysis)

2.
1)
2008 20 2,
7 , 3 (
, 2009).
20-30
( , 2010.1.29).
2005
(5K
L, 2005).
10
9 ( , 2010.2.22).
2004 1 6
, 2003 1 60% 3)
, 1979 80
, 90
3) -

http://cafe.naver.com/jungno2/102

_26_



(Cheng, 1994; Cheng & Schweitzer, 1996 ).
Chan(1996)
, Swanson(1990)

, Tse, Belk  Zhou(1989)
, 90

2000
B X(2005)

(imagination)

Baudrillard(1991)

2)

. Resnik  Stern(1977) 1
TV , 14

(Healey & Kassarjian, 1983; , 1995,
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, 1997 ). (1997)
1997 1.57
(34.6%), (34.3%),
(27.2%), (25.4%),
(2008) Resnik
2004
3.86 , 1
( , )
, (2001)
. 1990 1995 , 2000
IMF
2.29 1.51
3)

(Mitchell, 1986; Houston, Childers, & Heckler, 1987).

(Houston, Childers, & Heckler, 1987),
(Holbrook & Moore, 1981).

(30%)

(14.5%)

Stern(1997)
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1994

, 1985

1994

97.5%

1995

2.11

(34.9%),
(43.3%),

25

(2002)



(Nelson, Reed, & Walling, 1976),

(
, 2005; , , 1999; Childers, Heckler & Houston, 1986; Kisielius,

1982; Paivio, 1971). ,
(Childers & Houston, 1984; Kisielius &
Sternthal, 1984; Percy & Rossiter, 1983). ,

(McQuarrie &
Phillips, 2005).

(Whitelock & Chung, 1989).
Cutler Javalgi(1992)

Beniger Westney (1981)

( , 2001).

- (means-ends chain) ,

’

1)
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) (product benefits)

, (ideal
beauty)
1.
2
2. 2
3 «C )
: ?
4. ,
?
5. (product benefits)
?
: ?
7. (ideal beauty)
?
2) : (content analysis)

=4 E(coding scheme):
Resnik  Stern(1977) (2008)
: (2001, 2002)

(quality) (Stewart & Campbell,
1986; Tse et. al., 1989). 20

, (2007) 2005

) 2
79.1%, 76.4%
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( , Self) 2009 1 12
6 Self 3 3

A ZE 212 £ (coder reliability): D, N
2

1 3 b

1/4
, 87% . Kassarjian(1977)
85%

< 1> 683 ,

211 30.9% . , , ,

30%
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1. 3 ES ME MEZYE dglE 2 HZ2
() 55 88 52 8 14 2 219*
(%) 25.0 40.3 23.6 35 6.3 1.3 100
* 211 , 8 2 219
40.3% , (25.0%)
(23.6%)
65%
< 3> 2
211 13.3%(28 )
86.7%(183 ) , 5.2%, 6.2%
, 75.3%(159 )
2 3 E HulEe| M== "l 5 HZ
28 11 13 159 211
(%) 13.3 5.2 6.2 75.3 100
< 4> ,
. 211
561 , 2.65
#3. 20 MAlE HEZ gz 2 H[E
0 1 2 3 4 5 6 7
20 29 44 60 37 12 7 2 211
561 2.65
95 |13.7 1209|284 |17.5| 5.7 3.3 0.9 | 100
(%)
* ( X =561)
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1 4 8
, (67.3%), (62.6%)
, Resnik  Stern(1977)
Web , . Web
: 50% Web ,
H4., &0 MAlE HEZF el 2 HE
/ / | Web AS
142 132 107 55 47 27 23 19 7 211
" | 67.3 | 62.6 50.7 | 26.1 | 223 | 128 | 109 | 9.0 3.2 -
< 5> (product benefits)
, (ideal
beauty)
H#5. st E2| M E5 E(benefits) BIE X HIE
/ / /
110 | 100 | 64 | 62 59 54 44 28 25 12 10 211
52.1|45.2|30.3|29.4| 28.0 |25.6| 20.9 | 13.3|11.8 | 5.7 | 4.7 -
5 ‘ ’ 52%
¢ )
(30.3%)’ ‘ (29.4%)’ , /
(28%) ,
(25.6%), (20.9%) :
(13.3%) ( , ) 10%
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2.8

FE

6. ol MAE MEsE HEZ

0 1 2 3 4 5 6 . -
20 | 31 | 36 | 44 | 32 22 211
2.79
(%) | 13.7 | 14.7 | 17.1 | 209 | 15.2 | 104 | 3.8 | 4.2 | 100
*7 6 )8 (2 )9 (1)
i 588 (211)
< 6> «C )
E7. 2300 MA|= olECtZe Jtx 2 dlx 3 HE
/ /
82 | 60 32 31 24 18 16 | 15 | 15 14 211
389 284 | 152 | 147 | 11.4 | 85 76 | 71| 71| 6.6 -
7 ‘ ’ 40%
< (28.4%) ¢/ (15.2%)’
‘ (14.7%)" (11.4%)’, : (8.5%)’
(7.6%)", © /
(7.1%)’
1 75%
1.54 ( 8).
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FEl

20l MAE dM2lArElA JHR| HEE HE

2 v g
0 1 2 3 4 5 6. -
54 | 61 | 48 | 33 | 10 3 2 211
325 1.54
(%) | 25.6 289 (227|156 | 4.7 | 1.4 | 1.0 | 100
< 7> (ideal
beauty image) . 211
31.3%(66 ) :
145
9 98% , 2
O ool MW dlE 3 H|E
+ «C )
142 2 1 145
97.9 1.4 0.7 100
( 10,
45.9%, 48% ,
4.8% , ,
, 2
( ) 75.3%
25%
2
, (6.2%) (5.2%)
: 7.4%, 0.6%
¥10. 2Eo| 2o&F HlE 2 HEZ
+
56 11 1 71 2 7 148"
37.9 7.4 0.6 48.0 1.3 4.8 100
* (145 )
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(Arens, 2002).

2000
. 2000
2000
40%
75%
1 . 2001
(2002) :
1.51 ,
[3 / ) 13 /
: 26%, © 13%
, 50%
11 b 9%
50% , ‘ L ‘
30% . ,

(4.7%)
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37.8%

2
( )%
(2001)
65%
13% ,
2.65 , 90%
2.29 ,
Website
web
(,Vv )



2.8

10%
/o 7% !
, . 2001
(19.6%),
(18.4%), (17.8%), ! (5.3%), (5.3%) ,
(27.1%), (20.7%), (12.3%), (2.8%)
50% , 48% 38%,
7.4% .
5%, 6%

1%

10

(ideal beauty) ,
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LR A e e S K| | K. 20 9(2), 217-237.
(2001). : 1990-2000
. 2D AT 52, 25-48.
(2002). Zo
T, 56, 29-51.
, , (2007). - st
A2l g3 x| -]k} 210 8(3), 339-356.
, (1999).
Z1sted T 1002), 159-172.
, 2010. 2. 22. 2010 8 !

, 2010. 01. 29. 3 ‘ .

http://news.chosun.com/site/data/html _dir/2010/01/29/2010012901204.html
(2009).
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ID:
1. . Self
2. Product: Name
3. Category: cosmetics(skin) Color cosmetics hair body others
4. Brand Nationality:
5. Content of information
/ / AS/ / Web Total
6. Information of Product Benefic (related to body, beauty)
! ! ' ! ! ! Total
Copy
7. Psycho/social values contained in ads
! ! ! Total

Copy
<Visual Coding>
8. Page: 1 page 2 page 3 page over
9.

1) : 1 person 2 persons 3-4 persons 5 above

2) gender: Female Male Female+Male ( )
10.

1) Race: White(American/Hispanic) Black Mixed

2) Hair color: Black Brown( ) Blond( ) other

3) Eye color: Black Brown Blue Green other

4) Size of Body( ), 25% 25-50% 50-75% 75%
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=28 X[t U odEX] Z10
LtEF 64 J0J0IX] 24

25
(BEiTHstW HugHstl

’

elfohs@gmail.com)

< (Elle> 1992

>(/International Herald Tribune)

(2004.2.13).
1999

< > < (Vogue)>, < (Cosmopolitan)>, <
(Allure)> 15

. (Time Warner),
(Hearst), (Condé Nast)

(Joint Venture)

(original edition)

(global culture)

(standardized
campaign)
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1)

McChesney, 1997)

(consolidation)

25
(socializing agent)

’

(Ferguson, 1983). 2000
35% ( , 2005)

(femininity) (ideal beauty)

(content analysis) ,

(homogenization)
(cultural imperialism)
(Rantanen,2005), (Herman &

(centralization) ,
(local edition)

(localized) ,

(Griffin, Viswanath, & Schwarts, 1994),
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(global consumer tribes) (Silk & Andrew, 2001).

(Shaw, 1999),

, (Chanel) (Hachette
Fillipachi) , , ,
35
(Frith, 2005).

(Janus, 1981; Santa Cruz & Erazo, 1980; Shaw, 1999).
, (Janus, 1981)

, 6 27

(Santa Cruz & Erazo, 1980)
(Shaw,1999)

2)
(stereotypes) )
(Frith, 1998).

(reflection)
, , (Glasser, 1997),
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(Frith, 2005). ,

2000). (Lee, 2000)

(Frith,2005)

. 73.2%
(24%) :
(85.2%)
(O'Barr, 1994). (Davis, 1999)
2005). )

(Frith & Oh, 2007)
90%
72%
75%

_46_

(Bagdikian,

(Kim & Cha,



94.1% 81.8%

50% , 45%

(Frith, Shaw, & Cheng, 2004)

. < (Seventeen)> < >
“ ”(cute) “ ”(girlish)
, < >
(Maynard & Taylor, 1999). (Nelson & Paek,
2005) 7 < > (sexuality)
, 7
(

(Nelson & Paek, 2005)
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1)

analysis)

1]

2]
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(content



( , 2007).

ABC

> < > , < (Sure)> < (Singles)>
. < > 2001 M&B < > 2004

(Reichart & Carpenter, 2004; Frith, Cheng & Shaw, 2004) ,

12 14 3
12 (2008 8 2009 7 )4 3
3.4
9
, 100 . 2
, 1 3
4 4 ,8
, 12 , 12
2)
1)
‘ (domestic)” (multinational)’

. de Mooji, 1998 Nelson& Paek(2005) ,

2 : .
Shaw (1999) ‘ o o g
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3 1' ¢ 1’ ¢ ] ¢ il 7 ,

Frith, Shaw, and Cheng(2004) ) ’ 6
6 ) k) 1 ) )
(€)] (Race of Model): 3 L
(C&UC&SI&I’])", 113 n’ [13 EL] , L1 n
4 (Beauty Type): 5 .
, , (Englis, Solomon, and Ashmore, 1994) 8

, (Frith et al, 2004)

5 ,

“ / (Classic/Elegant)”: , , ,
“ (Sensual/Sexy)”: ;

“ (Cute/Girl-Next-Door)”: .

“ (Trendy)”: : (faddish)

A A

ERNENET
(5) (Dress Type):
“ (demure)” “ (seductive)” L ”
(6) (Occupational Role): (Frith et al, 2004)
5
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”(decorative role):

5.

1)

< 1> < 2> < 1>
(x*=26.451, df= 1, p <001). < 1>
62.7% : 37.3%
52.7% 47.3%

25% 5%

< 1>

37.3% (252) 52.7% (247)
62.7% (423) 473% (222)
100.0% (675) 100.0% (469)

Note: y’= 26.451, df= 1, p <.001;

(x*=46.754, df
= 5, p<.001). < 2> ‘ / ’
56.9% : , , , ,
: ‘ ’ 23.6%

_5’I_



 39.7%, ¢ / o 37.8%

50%
20%
< 2>
23.6% (159) 39.7% (186)
/ 56.9% (384) 38.2% (179)
1.6% (11) 3.0% (14)
1.8% (12) 1.7% (8)
3% (2) 6% (3)
15.9% (107) 16.8% (79)
100% (675) 100% (469)
Note: y*=46.754, df= 5, p <.001;
2)
< 3>
< 3>
(79.6%)
, (52%)
(45%)
(x* = 79.639, df= 2, p <.001).
< 3>

79.6% (387)
16.7% (81)

3.7% (18)

100.0% (486)

52.0% (178)
45.0% (154)
2.9% (10)
100.0% (342)

Note: x? = 79.639, df= 2, p <.001;
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(x*= 28.668, df= 3, p <.001).

88.7% 94%
, 71.6%
22.2%
(32.5%) (56.2%)
, 2.0%
< 4>

32.5% (158) 71.6% (245)
56.2% (273) 22.2% (76)
43% (21) 4.1% (14)
7.0% (34) 2.0% (7)
100% (486) 100% (342)

Note: = 28.668, df= 3, p <.001;

< 5>
(y’=51.417, df=1, p<.001).
(58.3%)
(38.7%)
(61.3%)

< 5>

41.7% (149) 61.3% (138)

58.3% (208) 38.7% (87)

100% (357) 100% (225)

Note: y? = 51.417, df= 1, p <.001;
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(x* = 51.642, df=4, p< .001).

6>
86.6% , 13.2%
66.4% ,
31% ,
< 6>
.0% (0) 6% (2)
13.2% (64) 31.0% (106)
2% (1) 1.5% (5)
.0 % (0) 6% (2)
86.6 % (421) 66.4% (227)
100% (486) 100% (342)

Note: y* = 51.642, df= 4, p <.001;
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: (58.3%)
52%

(61.3%)

’ ’

2008) , 26.2%

) 47.3%

(Kim & Cha, 2005).

. (exotic),
(the luxurious)
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79.6%
56%
, 45%

71.6%

(
(52%)

8%

80%

(the imported),



(O'Barr, 1994),

(Western consumer ideology) (Kim,
1994).
(
)
“ (show case)” (O'Barr, 1994)
(Roy, 2005).
( : )
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