Doyle, W. From Naturalization to Socialization: 
Changing Paradigms for Analyzing Visual Advertising
1) Определите основные механизмы действия рекламы, обсуждаемые в данной статье (порождение недостатков, нарушение ожиданий и т.д.).

2) Каковы, по Майерсу, черты рекламы после 1960 гг.? 

3) В чем сходство рекламы и религии? 
Abstrаct  

Advertising has been understood in the structuralist tradition of cultural studies as naturalizing social relations by making brands appear natural. This article traces a series of approaches to the analysis of advertising that have developed in Britain and the US within the context of media studies over the last 30 years. It questions how this model has developed from a particularly English understanding of French structuralism which has become a type of orthodoxy in Britain. Other theoretical analyses of advertising from of linguistics from pragmatics and speech act theory are considered. Overall the article argues that the structuralist position that advertising naturalizes products is no longer relevant but rather that we should consider how advertising sacralizes brands, giving them a supernatural quality by allowing them to cross the border of the media world to the ordinary world.  

Part One. In the beginning there was Envy  

Perhaps the most influential book on advertising analysis in the English speaking world was not originally a book about advertising at all. John Berger, the English art historian and novelist prepared a BBC documentary series entitled Ways of Seeing in 1967 which included one chapter on advertising. It was later published as a book and became one of the most important statements about advertising and a standard text for undergraduate students. Berger’s fundamental thesis was that advertising provoked desire for the product by encouraging the reader to see himself as inadequate in the present and imagining himself in a future enviable state. He defined this future enviable state with the word “glamour”. Through the envy of others, the future consumer believed he would become glamorous. This was the essence of advertising’s appeal. 
Berger proposed a series of simple postulates about advertising that would be developed further by others after him. Advertising changed the reader’s notion of self and projected him into a state of constantly desiring to be himself as another, a paradoxical desire to be someone else while remaining himself: “ Publicity is always about the future buyer. It offers him an image of himself made glamorous by the product or opportunity it is trying to sell. The image then makes himself envious of himself as he might be. Yet what makes this self which might be enviable? The envy of others”(Berger 1967:132). 

In this theoretical framework, the text of an advertisement places the reader in a situation of imagining himself in the future. Berger explained advertising was never about the present or about a realistic representation of a possible future but rather it was about a fantasy of how the future could be. One could imagine oneself becoming enviable by others if one had the product even if one did not believe this to be realizable. The important thing was to desire it. 

Hence Berger broke with the prevalent orthodoxies at the time that advertising’s principal function was to give information about products. David Ogilivy (1963) who had become the advertising guru during the 1960’s had promoted this idea that ads should always emphasize the product above all things. Critiques of advertising at that time also concerned a conception of advertising as information. Those who thought advertising was good conceived of it as good information and increasing choice and those who criticized it did so because it was seen as manipulative, providing false information, and even secret subliminal messages. This is the thesis advanced by Vance Packard (1958) in “The Hidden Persuaders”.
 Berger pre-empted the postmodern notion that advertising provides values that the consumer identifies with, rather than simply giving information about the product. He argued that advertising solicits people to think about themselves differently, to identify with the product, to imagine how others think of them, and to think of how their lives could be with the product. For him, advertising is not so much about reporting the real world as creating a way of being a subject, of soliciting a certain notion of self. 
Berger pre-empted the main ideas of interpolation which Williamson would apply to advertising. His work in a simple naive manner also shares many of the ideas of the linguist Benveniste, about how the linguistic act enunciates and defines subject position as well as creating a sense of time and space. The reader is always placed in relation to time; a time produced by the text of the advertisement itself. Berger claimed that advertising was never about the present, always in the future tense. The reader is placed in a virtual world where the reader imagines a causal narrative. We could paraphrase Berger’s description of the reader’s reaction “I will become lovable desirable and attractive if I am conjoined with the products. Others will want to be like this future self and hence it and I will gain value by being seen as being in a desired state.” 
Numerous contemporary advertisements seem to be the simple application of Berger’s analysis. Gucci's perfume Envy reads almost as a quotation of Berger as was the British campaign for Wonderbra with its slogan Envy, a terrible thing (Bignell 1997). Bignell argues that this campaign suggests that it is enviable not to seek or need the envy of others. It is a type of meta–envy which may be even. Another example is more seductive than the earlier incitation to desire. An example of the explicit use of envy as leitmotif is the advertising campaign for Patrick Cox “Wannabe” shoes which shows women competing enviously for their shoes. 
Some advertisers may now no longer encourage readers to believe that they will be enviable when they have the product but nevertheless explicitly appropriate Berger’s notion of glamour being produced through envy. Some post-modern brands such as Diesel explicitly posit a state of being uninterested in the envy of others as being enviable. This is linked to the more recent concept of being cool which is not our subject here but that we would argue is a recent variation of glamour. 
Advertisement 1 for Louis Vuitton reads as an instantiation of Berger’s theory. Here we see not surprisingly the two redheads
 (who in fact seem to be the same person), fighting over the same bag, presumably for some future where they will be more glamorous with the bag. Girl one struggles with girl two to get the bag, perhaps to become a more glamorous version of her. Both girls who are indeed the same girl are dressed in a similar manner but in different shades of green. Yet the girl on the right is pulling with all her might to wrest the handbag away from girl two who is clutching it with all her force. Girl one’s face is full of determination and Girl two with fear of losing the bag. The bag is desirable because someone else wants it. Its value is produced by the demand for it. What breaks our visual dictionary (for the concept, see section 5) is that they are one and the same girl. This seems to be an illustration of Berger’s famous remark. “The publicity image steals her love of herself as she is and offers it back to her for the price of the product” (Berger 134). 
This ad and advertising in general according to Berger creates a feeling of lack in the reader/consumer, a feeling that can be overcome by purchase. Berger’s contribution prefigures the use of Lacan by later scholars (eg. Bignell 1997:68, Williamson 1978:61) pointing out the sense of lack produced by advertising. Lacan argued that a child recognizing itself in a mirror is faced with two contradictory notions of itself. This split produces a sense of lack which is constitutive of human experience. To quote Bignell’s oversimplified vision of Lacan applied to women’s magazines. ”These images represent the better self which every (sic) woman desires to become. The desire to become the better self represented by the visual sign is a desire to overcome the lack which all humans experience“. 
This theory applies well to the image we have chosen. What distinguishes between the two selves is the bag. It fulfils the lack felt by girl on the right. Perhaps, the girl on the left is the better self who is somehow whole because she has the bag. Williamson (1978:65) would apply Lacan and go much further. “Ads are set up in your active relationship towards them, the fictional creation of an impossibly unified self: an Ego-Ideal. They show you a symbol of yourself aimed to attract your desire; they suggest that you can become the person in the picture before you. But this merging of an objectified image of yourself is impossible: the desire for it is simply channelling the pre-Symbolic Imaginary Ideal Ego.”
 It is unclear if Berger had ever read Lacan but he was able to convey a very simple idea about advertising, the idea that it plays on a sense of lack, of dissatisfaction with self that can never be fully changed. Through this process of associating desire and identity with the consumer product, advertising naturalises the desire for consumer products as being inherently human. Berger’s critique of advertising was then be taken up by an increasingly critical left. 
Part 2. Judith Williamson and Juxtaposition 
The most influential figure after Berger was Judith Williamson. She formed part of a movement in the English academy which was based on the reception of French structuralist theory, Althusser, Barthes, Foucault, Lacan and Saussure. The application of this theoretical corpus to popular culture was to give rise to the new discipline of Media and Cultural studies, which is now taught in many English secondary schools and Universities. 
“Decoding Advertisements” (1978) provided this movement with a theory and an analytical methodology to study advertising. Williamson shared with Berger a profound distrust of advertising as an instrument of an arbitrary and exploitative capitalism. Williamson was interested in explaining the mechanisms by which meaning is generated in ads.
 In her own words, she studied “the process of turning signifieds into signifiers” (Williamson 1978:168). Following Saussure, she argued that the meaning of ads is constituted by the differences they establish. Advertising is a communication system in which difference is made by juxtaposing (сопоставления) images from different contexts. Juxtaposing images allowed meaning to be transferred from one system of signification with which we are familiar (which she calls the referent system), to another, that of the product and the brand. 
In a classic example, she took Channel advertisements that simply juxtaposed a photograph of Catherine Deneuve with a bottle of Channel No.5. The meaning of Catherine Deneuve was simply transferred on to Chanel No.5. In order to successfully understand the ad, the "informed" reader must recognize the fact that Catherine Deneuve is part of a system of signs, which marks her as different from other celebrities. The reader is then invited to make a connection between the signified of Deneuve (sophistication, elegance) and the signified of the perfume. The ad refers back to the system from which the sign (Catherine Deneuve's face) was lifted. It is only by referring back to this system of differences that the sign can function. 
Lancôme still produces such advertisements as those for perfumes: Miracle, juxtaposed with Uma Thurmen and the Tresor with Isabella Rossellini. Another example the perfume Champs Elysées” next to the face of Sophie Marceau. In these cases of “star endorsements“, the meaning of the signifier Catherine Deneuve, or Sophie Marceau becomes simply a signified for Chanel No.5 or Champs-elysées. However as Williamson pointed out Chanel No. 5’s meaning is not simply enhanced by the presence of the star. This juxtaposition distinguishes it from other brands. The difference between Chanel and Catherine Deneuve is enhanced by the difference between Chanel ads and other ads. Just as a language can be understood as an arbitrary set of differences, a perfume brand’s meaning is constituted in a system of differences between brands.
 Williamson‘s critique of advertising is one that follows Roland Barthes’s notion that advertising makes an arbitrary (произвольную) system of differences appear natural. Williamson transfers this system of semiological differences into a system of social differences. The two are seen as equivalent. Indeed we could argue that social differences are the “real” or absolute signified for Williamson. 
To advance her case, she refers to Levi-Strauss’s idea of totemism. We differentiate ourselves from other people by what we buy and in the process, we become identified with the product that differentiates us; and this is a kind of totemism. Levi-Strauss describes totemism – the use of differences between natural objects to differentiate between human groups. (Williamson 46). 
This theory of totemism applied to consumerism is then mapped on to a theory of advertising’s relations with the subject. Although she does not refer to deixis and the linguistic theories of Benveniste, she does discuss the placement of the reading subject by the use of pronouns (местоимений). Like Berger, she examines how advertisements place and form a reader but unlike him, she draws her theory explicitly from Althusser’s theory of interpolation. She discusses advertising as an attempt to give individuals a role as consuming subjects, arguing that the very act of establishing individuality is part of a process of social integration. Being connected can in fact come to mean that we singly come to mean the totemic identity…We give it meaning by our individuality (Williamson 47).
 She also points out how advertising constantly appropriates everything even it’s own critique. Williamson went further than Berger did in understanding that advertising creates a system of values and differences and that within this system the reader/ consumer has a space of identity carved out for him/her. Her thought viewed advertising as principally a system of generating and justifying an arbitrary and unfair system of social differences and of interpolating individuals within that system. Advertising was above all an element of a dominant ideology working to produce a social consensus. 
Part 3. Advertising analysis: Williamson 
Williamson continues to have considerable influence on the types of advertising analysis taught in Britain and indeed her ideas have been popularized in a series of Media Studies textbooks such as Dyer (1982) Cook (1982) Goldman (1992) Branxton and Stafford (1996), Bingell (1997), Hall (1997), Lacey (1998). There is a tendency in most of these works to continue in the Althusserian tradition and to link a notion of the constructed nature of language (and the arbitrariness of the sign) with the arbitrary nature of the social system and of power within it. 
The analysis of advertising is linked to an analysis of power and of an ideology that interpolates and forms subjects. In all of these textbooks, students are taught to analyse advertisements in a series of steps. We can extract a model from these various attempts to teach visual analysis. 
As Bignell explains it, one begins with a distinction between denotation and connotations. Connotations are divided into binary oppositions. The text is divided into parts connections are drawn between parts. Finally one should integrate this with other knowledge we may have about the historical references in the images and consider how the advertisement develops or creates a social myth and interpolates within a specific ideological system. 
To summarise:

1. Denotation 
2. Connotation 
3. Juxtaposition /Oppositions 
4.Organisation into parts 
5.Correspondence between parts 
6.Integration of parts/Synthesis 
7 Relationship to Social Myths and Ideology 
The first thing students are taught to do is to see advertisements as representation, as chemicals on paper or patterns on screens rather than pictures of the world. Hence the first step in any analysis is to describe what is visible. This includes frames, logos, brands, and any text, to see the advertisement as a whole. Let us now apply this reading to the advertisement 2 again for Louis Vuitton. 
3A. Denotation 
Denotation consists of describing as accurately as possible the text that is to be analyzed. This advertisement consists of a photograph spread over two A4 pages horizontally framed by a white border. Above the photograph in the border on the left-hand page, is written in a simple script Louis Vuitton Monogram Vernis. Below the photograph in the right hand corner of the border is written Louis Vuitton in capitals. On the left hand border is written in faint script the addresses of a number of retail outlets. The photograph consists of a pale green background which seems to be a wall and in the foreground a brown wooden table. On the left-hand side we have a single strawberry lying on a table, isolated and then towards the middle of the double page spread but leaning to the left, there is a young woman with exposed pale cream arms and a slightly transparent green dress reminiscent of the color of the wall. It reveals the pale skin of her breasts. She has red hair and brown eyes. She has red lips and two red cheeks. She is holding her hand to her mouth with red fruit and her hand is full of fruit, which she is licking with her tongue. Her elbow joins the table in a V shape. Her other hand also holds red fruit. Both hands have red nail polish. The right-hand page consists of her left arm forming an L shape. This is a beige/cream coloured handbag on the table with red fruit pouring out of it. Her gaze is directed out of the page towards the viewer. 
3B. Connotations 
Connotations refer to the abstract ideas or qualities that are suggested by the images of concrete things. They are often subjective. In this advertisement, we can see the connotations of consumption, openness, pleasure, of fruitfulness and possibly fertility as well as elegance. 
3C. Juxtaposition/Opposition 
The juxtaposition of elements is very clear in the advertisement. Both Messaris (1997) and Williamson emphasize the importance of juxtaposition to visual communication. Oppositions vary from the concrete ones of juxtaposed objects to the abstract ones of the qualities these objects may represent. Colour is also of great importance as it creates connections and similarities between objects which would normally not be associated with each other. If two quite dissimilar things have the same colour in an advertisement, we tend to associate them. The woman is juxtaposed with the bag. There is also an opposition of open/closed. Her bag and her lips are open and both have fruit in the openness. Hence the opposition between animate/inanimate (woman/bag) is contrasted by the fact that they share the fruit and openness. The opposition between nature and culture is also important in this advertisement which quotes from the art historical genre of the still life (natura morta). The fruit represents a natural element and the bag a cultural element with the woman being the intermediate space, part culture like the bag and part nature like the fruit. Indeed her skin, a natural element is the same colour as the cultural object, the bag and her lipstick and nail polish (cultural or artificial elements) are the same colour as the natural element, the fruit. Another opposition to be explored could be art/life. Another useful opposition to consider would be the spatial one of vertical/horizontal or the chromatic ones of green /red, beige/ green, beige/ red. 
3D. Organisation into parts 
Clearly the ad is divided between the border and the photograph. The placement of the words Louis Vuitton in the two corners allows drawing a diagonal line which crosses the model’s gaze directed towards us as well as her tongue licking the fruit. The reader is hence placed in relationship to the model. They look at each other. The photograph can be divided into two parts; the left-hand side consists of the model with her elbows and arms on the table. The right hand side has the bag open with the fruit. The image can also be divided vertically into three planes table elbow; bust/bag; head/wall. 
3E. Correspondence between parts 
The most striking similarity is then between the model and the bag. The model’s skin matches the colour of the bag. Both have fruit pouring out of them. The bag is monogrammed LV and her left arm forms an L and her right arm forms a V. This reverses the LV initials of the brand or at least makes us read them as though we were in her position. Her flowing red hair also resembles the flow of fruit from the bag. The colour of her dress is the same as the colour of the background wall this suggesting a homology between her and the whole photograph. Louis Vuitton is written on both borders and hence names this whole universe of meaning. Thus, we can see what Williamson termed totemism, the identification of a subject with an object. 
3F. Integration of parts/Synthesis 
By drawing parallels or homologies between different sections of the advertisement, we can arrive at a synthesis of its meaning. The Louis Vuitton frame contains both the woman and the bag and then we can see a clear homology between the bag and the woman. Both are to be consumed just like the fruit that they are consuming. The red lipstick and nail varnish of the model suggests that she, like the fruit, like the bag, is available for consumption. As however, she is also dressed in green like the background that contains her, it as though she represents the universe of Louis Vuitton. This universe contains the fruit, the bag, and herself (her image). Louis Vuitton is inside her and she is inside Louis Vuitton. Her arms are shaped like a LV monogram. She is literally branded on her body. Branding means in English both the marking of animals’ bodies with a hot iron to indicate their ownership and also the establishment of a commercial name. This body is inside a photo surrounded by the words Louis Vuitton. The synthesis is achieved by incorporation. We can see the representation of the human body’s wholeness fits into the Louis Vuitton frame and yet how this frame also defines her. 
3G. Relationship to social myths and ideology 
Within the Williamson system of analysis, the ultimate meaning of the advertised text is always brought back to the notion of the ideological meaning, how the advertisement makes arbitrary cultural differences appear to be natural. In the ad at hand this is done through the social myth of woman as a primordial temptress, that of Eve. This ad certainly refers to the myth with such elements as the fruit that she is licking, suggesting the forbidden fruit. Her seductive pose naturalizes both the notion of woman as a born temptress and the act of consuming the bag as well. Buying the bag is like eating fruit. The ad reifies the act of consumption. The desire to be desired can be satisfied by having the designer bag which makes one tempting, seductive, desirable. Thus within the logic of Williamson, the advertisement is principally an agent of phallocentric ideology, of reinforcing an image of women as available for the consumption of men. 
4. Active Audience Theory 
Williamson’s thought saw advertisements as examples of interpolation; of the formation of subjects within an ideology, as the equivalent of what Altusser called an ideological state apparatus. “Ads position us as consumers and as people who have a need or desire for certain products and the social meanings which these products have. There is a subjective identity which ads require us to take on. Positioning the individual subject in such a way as to naturalize a dominant ideology of consumerism. ”(Williamson: 60) 
In this determinist argument, the text not only situates the viewer but also organises his desire and consequently his ideology and then tells him that it is natural. It suits the analysis that we have done above. The next generation of scholars after Williamson would move to positions influenced by reception theory and emphasize the different responses of different audiences or readers. Williamson (167) concludes that in fact, advertising has little content, it empties the meaning out of signs and creates powerful new associations, stating, “Advertisements (ideologies) can incorporate anything, even re-absorb criticism of themselves, because they refer to it, devoid of content”.

 She identifies the principal characteristic of advertising as being the creation of associations between elements that are empty of their content, American theorists, Arheim(1988) and Messaris (1997)would agree completely. Messaris (1997:58) quotes Arnheim’s disciple Molly Bang “the word associate is the key to the whole process of how picture structure affects our emotions“
. 

By the 1980’s the important question became as to how free the reader was to associate one thing and another. Williamson (1978:169) had argued that “the function of symbols is ideological, to deprive us of knowledge and create a mystification about history, nature and society“. 
In the 1980’s, this became less clear as scholars began to ask the question of reception. Justin Lewis posed the question of what evidence there was that people actually read the meanings suggested by ideological critique. Pateman ( 1983:187) provided an interesting critique of Williamson saying that her emphasis on the semiotic aspects of communication had excluded the pragmatic dimension. 
He argued that advertising is read as part of a routine where consumers of advertising have expectations about the intentions of advertisers and indeed of the genre of advertising. Hence he argued the meaning of advertising is anticipated (предвидится) by the audience because of what he calls its activity type (following Levinson) but which we could term its generic characteristics. Pateman’s critiques were within the field of linguistics and foregrounded much of the work developed in the 1990’s on the pragmatic and generic dimension of advertising which we will deal with in section 5. 
In the 1980’s however, we saw the rise of the cultural studies movement which tried to synthesise ideological critique and reception theory. Stuart Hall (1980) conceived of decoding as a margin of maneuver for readers. Hall did not argue for an absolute freedom to interpret the text. He thought there was a limited terrain where readers could resist ideologies and produce so-called “preferred meanings”. Hall did not directly touch on advertising but dealt with the problem of media reception in general. To do so, he drew on a peculiarly English reading of Gramsci and his notion of hegemony, the establishment of consensus for a social order through maintaining control of such concepts as common sense. Certain readings of texts would encourage hegemony and others would be counter-hegemonic, building an opposing consensus. 
According to Hall, audiences/readers do not simply absorb an ad and accept the meaning proffered by the dominant ideology. Rather, some can read in the oppositional manner. They take in some of the ideological meaning, but they also add some other elements into the (negotiation). Depending on their cultural and class backgrounds, some people might accept most of the media text's message, while others reject it almost entirely. 
Hall proposed a model of encoding-decoding of media texts. The meaning of the text, which is located somewhere between its producer and the reader, is framed by the producer in a certain way, and the reader decodes the text's message slightly differently, according to his/her personal background, and the various different cultural, social situations and frames of interpretation. […]

Part 5: Pragmatics and Frames 
We have examined how British advertising analysis developed from theories of ideology. Indeed until recently it has revolved around a logic of domination/resistance. At first, advertising was seen as part of a system of domination but some argued in favour of a possible counter-hegemony or freedom to read the multiple meanings in a non-dominant manner. Anne Freadman (2000) in her fine analysis of the semiotic inadequacy of the cultural studies approach, explains how the theory of Bignell and others is based on a simplistic assumption that texts and contexts are somehow separate
: “Culture is reduced to a set of texts open to demystification”. 
The more recent cultural studies approach changes this by emphasizing reading context as being primary. Somehow text is assimilated to culture while the reading context still is associated with the status of a social world. Cultural studies applies “different kinds of reading” to study them. ‘The arbitrary nature of the sign opposes sign to world in order to guarantee the “constructedness” of meaning”; then in an equal and opposite move, cultural studies discovers the real world – albeit a social and not a “natural” world - not in the sign ’ ( Freadman 2000). Both of these approaches ignored the pragmatic dimension, of how signs work in practice, in people’s minds. 
Freadman points out that much of this cultural studies work could have benefited from work by linguists and philosophers of language inspired by the speech act theory of Austin and the linguistic meditations of the philosopher, Wittgenstein. The key notion here would be to understand the performative function of advertisements. Some such work has been carried out by linguists. Vestergaard, and Schroder (1985) argued that advertising has a normalizing function which is achieved by the harmonization of the semantic content (the meaning of the words) of the advertisement with the context. Contexts vary but indicate the situation where the text is placed. The article next to the ad, the magazine, the place of where it is read and indeed the culture in which it is read. are all contexts of reading. 
Pateman (1983) had already critiqued Williamson arguing that advertisements are rarely identified retrospectively but rather they are identified in a context where their meaning has been anticipated. We will see below that Messaris will argue that much of the pleasure of advertising is in how it breaks our expectations of the meaning. Myers, also develops an approach based on pragmatics. He looks at how advertising is largely self-referential. Ads are not only is shaped by their contexts but also help create their own context. Ads are polysemic and can be read differently by different audiences, but can also try to solicit an audience by self-reference and irony. Advertising associates meanings with brands and their principal function is to create the context of the brand, what Myers (1998) calls advertising worlds. Myers is a linguist and his analysis of ads is based on understanding the way people use language to produce multiple meanings. He rejects the Marxist assumption that advertising is exploitative commodity capitalism. He, from a postmodern perspective, rather, sees them as a source of pleasure for creative meaning production. 
Whatever ads were intended to do, they may also entertain, subvert, annoy; they may provide the occasion for other texts and all sorts of uses. In this book, I start with the pleasure I take in ads, with the sense I have that they can be fun, and I follow this to some of the diverse interpretations that might be possible(Myers 1994: 27) 
According to Myers, advertisements have changed since the 1960’s and became characterized by the play of formal elements such as phonetic and visual puns, parody, reference to other ads, and the incorporation of elements from other genres. He relates to this to the rise of more and more immaterial products such as banking and Internet services. Advertisements increasingly refer to themselves rather than the product. Their performative function is to draw attention to themselves and create a sense of a world associated with the brand. They do this, he will argue, through play with genres and intertextuality. The essence of Myers argument is that advertising plays with the limits of linguistic communication, between it and other texts, other genres and other ads. This creates an active audience who are deeply involved in the process of defining the ad and its context collectively. This process of unravelling the puzzle of the advertisement includes defining its context. Hence Myers’ position remains one which emphasises the freedom of the reader to decode the text but points to the fact that the text produces the context. Myers quotes Patmores
discussion of British ads for Silk Cut cigarettes which do not even mention the product or its name, where meaning can only be obtained by contextual knowledge. They rather draw attention to the brand, help create an advertising world for the brand. We can note the importance given to the frame in these texts. How do ads negotiate the frame which is the space which is at the edge of the advertisement, the frontier between text and context? 
Fowles(1996) also emphasizes the frame but argues that advertising is constantly being defined by its relations with popular culture and that audiences use the texts of popular culture to define themselves as social and gendered subjects. Hence, television commercials are framed within a programming schedule of a series of popular culture television shows. Fowles(1996: 90) sees the textual frame of advertisements as critically important space of negotiation. There is a constant attempt to push the advertisement into the context of the whos or the magazine articles around it. This, he argues is resisted by the consumer. 
The frame of any advertisement is problematic and contested. .. the advertiser is always pushing against perimeter constraints and the consumer may be pushing back. 
This can be done, he argues, for example, by an advertisement “bleeding” on the page, or by increasing the volume of the television commercial. For Fowles, the tension between the frame and the non-frame is constantly being negotiated by the reader, by the producers of TV 
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shows and by magazine editors and by the advertiser. Hence Fowles would argue that a frame is above all a textual practice for defining meaning for brands, goods and the subjective uses people make of them. It is not simply a reflection of a cultural context. It contributes to the construction of a brand which is one context of meaning for an advertisement. This emphasis on the similarity of reading advertisements and making them reminds us of Austin’s speech act theory and Wittgenstein’s notion of language games. Contemporary advertising has become a means of producing its own language games. It acts with words and images, producing a game which interpolates the consumer. In this game, reference is first and foremost to the language game of advertising and the brand world. The advertisement and the product are no longer conceived of as representing the product but as of creating a language game around it. 
An excellent example of this was the Wazup campaign for Budweiser beer in the US in 1999 which had a whole population saying Wazup as a greeting rather than What’s up? or how’s life? The association of the product to the values of this commercial was secondary to language game it set up. The advertisement showed people watching television and speaking on the telephone. The phone rings and they say Wazup? To each other and eventually reply “nothing, having a Bud , watching the game”. Initially the phrase “wazup” would be a classic case of what Jakobson calls phatic communication
, but then goes through a series of permutations, including asking for mustard (wasabe) in a Japanese restaurant, and transforming it into watzupbee. The Budweiser watzup campaign is an excellent case of how an advertising text gets taken up and influences the context of communication in which it is broadcast. The advertisement is interesting as well in that it shows people watching television and hence it simulates the conditions of reception, again the text mirrors the context. Myers’ theory hence allows us to consider how advertisements create “ ad worlds” where reference to an outside world or qualities of the product become less important than creating a language game around the brand. 
[…]
Part 7: Frames : Redefining Naturalization 
Media analysis has swung like a pendulum of theories of domination to theories of resistance. However most recently, the pendulum has swung back again towards an understanding of media as being a system of naturalising its own power. What current theories can help us understand this history and provide an understanding of contemporary advertising? One of the most interesting tendencies in current British media theory is Nick Couldry’s (2000) work which examines the role of belief in media. He has developed a theory of media power where he claims that Durkheim’s distinction of sacred/profane has been increasingly replaced in popular belief systems by a distinction of media world/ordinary world. Although he does not discuss advertising directly, he concludes that media have power through a type of symbolic geography, an organisation of space where we constantly define our ordinary lives in relation to semi-sacred media worlds. His work takes an ethnographic approach and studies how people talk about media. Couldry(2000:26) again uses the all pervasive metaphor of the frame but now it constitutes the definition of where media is consumed. 
“the media frame involves a complex and quite definite division between two types of place, :a dispersed mass of sites where media consumption takes place, and a much more limited number of sites where the media are produced” 
Couldry studies the boundaries of these two worlds, where non-media people from the ordinary world have contact with media people and the media world. He goes on to argue that this process is fundamental to the naturalisation of inequality and to the use of symbolic power. “Media power is reproduced because it has come to seem natural.” Couldry:26. 
Although Couldry uses a large number of religious concepts, speaking of media pilgrims, media rituals, witnessing, sacred and so on he does not extend his analysis of belief to a concept of media sacralisation or to an understanding of the mechanisms of making believe in the media age. He in fact goes back to the terms used by Roland Barthes and Judith Williamson of naturalisation. His work, like most which gives primacy to the political has not been applied to advertising. It may well be in considering his notion of how media has come to be seen as the equivalent of the sacred that we can elaborate a theory which allows us to synthesise earlier work on the relationship between religious belief and advertising. 
Certain scholars have already pointed out the strong links between advertising and religion. Featherstone(1991) has argued that the sacred situates itself outside religion and in consumer culture. Marchand (1985: 282) explains how 1920’s advertising used religious iconography such as halos and ethereal light. Jhally (1989) argues that advertising has similarities with a tribal fetishism and magic. Fowles also argues that advertising proselytises for belief in capitalism but that this is constantly resisted by consumers and audiences 16 
[…]

8G:Social Meaning. This advertisement cannot simply be described as a process of naturalisation of the media but one of mediation and sacralisation. It defines the brand as a place in an extraordinary media world. The brand is what allows movement between the other almost sacred media world and the ordinary world of the street, between the space of this photograph in a magazine and being a consumer. The advertisement seduces the viewer by producing a model of itself inside itself. This place is limited by the frame of billboard and the “ad within the ad” and the ad outside the ad. Each frame provides the limits to space and defines the limitations of movement. We can see a homology between the frames defining space inside the advertisement and the frame of the advertisement overall. Text and context intermesh in the attribution of an almost sacred status to the brand and the advertisement. The media world is where the model is contained within the frame and yet has a type of primordial innocence. The brand constitutes its reality not by reference to the natural world but by reference to the media world. This media world has become somehow more real than the natural world because it can invoke belief
. Couldry’s theory would have to be extended in this case to think not so much about naturalisation as the sacralisation of brands. He argues that media power is so pervasive that it is invisible, part of the natural order. However we could argue that brand power is about being a bridge between the visible and the invisible. 
19 
The brand becomes the means of access to that sacred sphere of the media, of that which is not mundane and ordinary. To the extent that it is pervasive, the brand has to mark the body, habitat, city, and yet it has to invoke belief in its own invisible capacities of transformation. 
Conclusion 
If earlier theorists used Lacan and others to consider how advertising provoked desire, Couldry’s type of analysis may help us understand how it produces belief. In the media which naturalise the world. Althusserians saw in ads, the capacity to hide the truth of social order by naturalising it. Cultural studies theories then argued that consumers and viewers could resist this domination by subverting the polysemy of the ads and find their own meaning. These arguments were often taken up by proponents of alternative media. These theories of resistance while attractive, failed to understand the evolution of advertising and brands. The pragmatic turn taken by Myers, Cook and others consider advertisements and other media not so much as ways of representing the world as ways of mediating between worlds and creating possible worlds for us to believe in and in which we can define ourselves. They are not representative of contexts but help produce the contexts of their reading. We have attempted to synthesise this view of advertising pragmatic meaning with Couldry’s analysis of the social meaning of the media. To argue that brands play a role of sacralisation or even a sacramental role of marking the individual with the signs of belonging to another nonordinary media world. In this analysis, we find recurring again and again the notion of the frame. Each theorist uses the concept differently. However we have tried to find a common point in these theories by defining frame as the point of meeting between the inside and outside of a text. […] The role of framing and its relationship to the body is an area of research which could be developed. In the example we studied, the brand almost sacralises the body in a sacramental relationship. The ad creates a series of worlds, media world, ordinary world by a series of frames. This process of a Chinese box of frames ultimately allows the brand to be the means of communicating between worlds, of transforming them, of sacralising the ordinary. The literal meaning of advertising is somehow less important than its function, its capacity to define worlds which call us and maybe even interpolate us. We can see how advertising has the ability to make brands, not natural, but almost supernatural, to make them perform the equivalent of a sacred role, of transcending between worlds and sometimes defining the advertisement in a type of bodily incorporation of the brand.11 
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� not surprising if we remember the history of redheads always being portrayed as figures of jealousy and betrayal in western painting explained by Michel Pastoreau(1999)


� quoted in Messaris 1997


� In fact, this is all based on a nominalist fallacy about the arbitrary nature of the sign. See her article.


� Examples of the silk cut campaigns can be consulted at the following websites. http://www.aber.ac.uk/media/Students/crl9502.html, http://www.subliminalworld.com/SILKNTRS.HTM#Buds%20of%20 May http://www2.prestel.co.uk/aul/photomanip/adverts.html 


� A form of communication which simply reassures both parties that they are communicating to each other. For example saying hello in English


� This shares something with a Renaissance Annunciation ( Arayssee 1999) which concerns the announcement of the apparition of the infinite divine with the finite body of Jesus through the intermediary of the angel Gabriel who represents the intervention of sacred energy in the mundane space of daily life. The model stands in her phone booth much like a Renaissance loggia, She is receiving a message and in the place of the angel Gabriel representing the virtual, we have the swoosh of the yellow cab, pointing towards her.. Literally the painting gives this sense of an announcement the arrival of something from another world, of infinite possibility, an incarnation.





