
Semiotic analysis of seduction in advertising

Abstract:

Analysis  of  commercials  is  mainly  focused  on  various  types  of  signs  (e.g. 

linguistic, graphic, pictorial). The aim is not just to inform, but also to represent ideas, 

ideologies,  myths,  social  prejudices,  moral  values,  etc.  Because  they  carry  a  lot  of 

representations, commercials plan “publicity” (i.e. exposure, in the sense of “making 

public something”) and aim broad and diverse audience. The commercials fall in the 

various  means  of  mass  communication,  such  as  printed  pages  in  magazines  and 

newspapers or broadcast on radio, and television (media above the line).

The ads broadcast by television, for example, consist of sequences of images, 

sounds  and  words  and,  therefore,  it  is  much  easier  to  get  an  acceptance  of  these 

sequences than when we cannot see or hear a dynamic process that unfolds in time.

In developed and capitalists  countries,  advertising  is  mainly an industry  that 

depends on many other economic sectors. The advertisements have many social and 

economic aims, like to persuade or seduce the audience for consumption of particular 

products or the creation / maintenance of certain uses, habits and needs in society. This 

should also form the framework of semiotics.  By applying the methods of semiotic 

analysis of advertisements, such methods must necessarily reduce the complexity of the 

act to really understand commercials.

So, how the methods of semiotics can be applied in the analysis of commercials? 

Commercials are very common in mass media; they are, in general, abundant where 

they can be more visible (posters pasted on walls, outdoors in public transport stations, 

etc.). The messages depend on multiple strategies. But these messages are not always 

clear  and  direct;  they  carry  meanings  which  comprehension  depends  on  prior 

knowledge or a pattern of shared culture.

The semiotic analysis of advertisements assumes that the meanings of ads are 

designed to go beyond the page or screen where they appear, in order to form and lend 

meaning to our experience of reality. The meaning of an advertisement it must overflow 

and affect various aspects of our social world, mainly the mythic meanings, according 

to Roland Barthes. These meanings are mythical exploited by advertising. Given the 

semiotic analysis presented by Roland Barthes in his Mythologies, I intend to focus on 

the  relevance  of  these  mythic  meanings  associated  with  seduction  in  advertising 

strategies.




