(Offensive advertising)

L lin (Offensive Advertising)

(Lyons, 1996)

Offensive Advertising



Waller (1999)
Wilson ~ West, ' riff, Shao  Hill, Thinkham ~ Weaver-Larisey, Rehman
Brooks, Fahy

Wilson  West (1981, cited in Waller, 1999) ‘

» (Unmentionable) ,
(Delicacy), (Decency), (Morality)
, (disqust),
(offence) (outrage)

Rehman Brooks (1987, cited in Waller, 1999)

, , VD
Triff (1987, cited in Waller, 1999)
3
Shao (1993, cited in Waller, 1999 )  Shao Hill (1994, cited in
Waller, 1999)

» (Sensitive Products)



Tinkham Weaver-Larisey (1994, cited in Waller, 1999)

Fahy (1995, cited in Waller, 1999)

2,000

Waller

15

Waller

(Nudity)



10

"What's wrong with Advertising?"  Rank (2001)

2.1 What's wrong with advertising

What's wrong with advertising?

Intrusion Deception Offensive Personal Psychological
Problems
- Clutter Most ads aretiue - 100 Sexy
Degree of but incomplete - Stereatypes Child apor
Tolerance So many critics - Ads are so stupid F§m||y stress
Ubiquity - Personal Crime
Sound pollution Idiosyncrasies Disposable income

- Visual pollution - Discretionary income

(Intrusion)

(Clutter)

(Degree of Tolerance)



, (Most Ads are true, but
incomplete)
(So many critics)

(Personal Psychological Problems)
(Child Labor)
(Family Stress)
(Crime)
(Disposable Income)
(Discretionary Income)

(Offensive Advertising)

Rank (2001)

(Too Sexy)



(Stereotypes)

(Ads are so stupid ... they insult
my intelligence)

! (Personal Idiosyncrasies)

Stereotypes

(Stereotyping) (Marieke de Mooil, 1998)



(Day, 2000)

Lippman

(1922, cited in Day, L. A., 2000)



Going Dutch, a Dutch treat, a Dutch uncle

14



(Racial and Ethnic Minorities)
(Female Stereotypes)

(The Elderly)
(People with Disabilities)



(Critical Theory)

Feedback

, (Critical)

Baran Davis (

1960

2540)

. 2540)

16



"(Depth Interview)

(Investigative Report)

( . 2540)
19 Marxist

(Political Economy)

K. Marx

D. McQuail (1987, . 2540)

3
Political - Economic Media Theory
The Frankfurt School

Hegemonic Theory of Media

(Critical) Cultural Study



2.2

MARX

v

Political

Economy

.

v

v

Productive Relation of
Force Production
(2529)
Frankfurt
Media .

Theory of Media)

(1929-1935)

v

Frankfurt

School

v

18

Gramsci

Hegemonic Theory : |

|
|

#
|

Cultural Theory

;

v

v

Post-Modernism

Critical Cultural Study

/ British Cultural Studies

(Political-Economic Media Theory)

"Culture Industry”

Gramsci

Hegemonic Theory of

(Hegemony

“Prison Notebooks”



Cultural theory R Williams
Modernism) Baudrillard

Birmingham . Hall

(Mass production)

(dehumanization)

Frankfurt
Cultural Theory (Post-

British Cultural Studies

(The Frankfurt School)



Carl

Grunsherg, Max Horkheimer, Theodor Adorno, Herbert Marcuse

Adorno (1973) b 1

Adorno

" (Culture of consumerism)

Marcuse ( , 2540)

|, (false needs)

‘ " (The Culture industry)

20



oVnrHimMU " 1

Adorno

“Customer is the king"

" (pseudo-individualization)

(Strinati, 1995)

Antonio

Gramsci 3 (Cultural Theory Cultural

Studies) R.



22

Williams Political
Economy

Williams ( , 2540)

* (Consumer Society)
Williams
Williams
Williams
1873 1890
2 (1)
(2)



(Postmodernism)

Postmodernism

1970 (Sparks, 1991)

Jean Baudrillard

(cited Dunn, 1991)

William s

Birmingham

1960

Federic Jameson

(reproduction)

Jameson

23



Jameson " (Aesthetic Populism)
Christa Burger (
, 1992)
(desire)
Creative
(neo-avant-garde)
British Cultural study
3
Cultural Study Birmingham . Hall Cultural
Theory 3
Birmingham

(Popular Culture)



(Critical Cultural study British Cultural study)

(Stability)

Contradiction)

Functionalism

(Equilibrium)

Functionalism

L 2540)

(Conflict &

25



M-C-R

Critical Cultural Theory

(elite)

. Hall

Hall (1982)

(literacy criticism)

Birmingham

26



(
(Marginal Productivity)

(Neo-Classicism)

(Neo-Classicism)

(U tility) (Value)
(costofproduction)
(Stanley Jevons, 1835-1882)

(Alfred Marshall, 2842-1924

, 2519)

27
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.. 2540 5

87



29

(Aesthetics)

4 (Aesthetics)

“Aesthetics” Aistheticos
aisthanomai (to perceive) aesthetics

(History of Art)
(Criticism of Art)
(Theory of Art)
(Psychology of Art)
(Sociology of Art)
(Philosophy of Art)



L

(media)

(content)

(aesthetical elements)
(picturesque ness)

3

(sublimity)

(beauty)

(aesthetical experience)

(Art Criticism)

30



(Nature)
(Social)
(Individual)

3

(Aesthetic Perceptions)

(practical perception)

k|



perceiving sake)

" (internal relations)

» (perceive for

(cognitive)

, (external relations)

32



(aesthetic objects)

(natural thing)

(fine art)
(useful art)

(work of art)

3



34



Copy

(Problems of Aesthetics)

13

" (Moralism)



" (Interactionism)

36



(Objectivism)

37



Inciardi

Robert (1990)

Schiffman

(2541)

Kanuk (2000)

Tylor (1871)

38



"culture”

2485

(

2)

2486

1

| 2541)

1 2526)

39
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(Acculturation)

Hofstede (1991, cited in de Mooij, 1998)



Symbols

Heroes

Rituals

Expressions

Of Culture

- Hofstede (1991, cited in de Mooij, 1998)

42



Eminem
Hofstede (1991, cited in de Mooaij, 1998) 5
(Power Distance - PDI)
/ (Individualism/Collectivism - IDV)
/ (Masculinity/Femininity —MAS)

(Uncertain avoidance - UAI)

Fear appeal

43



(Long-term QOrientation - LTO)

(2539)

44
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10.

11.

12.

13.

14,
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15.

FWIANTUANNIINY I8
GChuLALoNGKORN UNIVERSITY

47



	บทที่ 2 แนวคิดและทฤษฎีที่เกี่ยวข้อง
	แนวคิดเกี่ยวกับโฆษณาที่ระคายความรู้สึก
	ทฤษฎีวิพากษ์
	ทฤษฎีนีโอคลาสสิก
	แนวคิดสุนทรียภาพ
	แนวคิดวัฒนธรรมและค่านิยม


