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Visual Cultural Theory of Japanese Product Advertising in East Asia in the
Interwar Period: Based on Localization of Happines Representation
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pragmatic rule

This research can be roughly divided into practical/historical results and
theoretical/methodological results. From a practical point of view, it compares advertising images
distributed in East Asia during the interwar period in order to clarify the dynamic cross-cultural
intersection of the gaze longing for “ happiness,” that is, the desire for a modern cultural life.
From a theoretical point of view, it reveals that understanding an advertising image should be a
three-step interpretive process that considers the close relationship between the 1mage itself and
the six situational elements surrounding the image: client, artist, intermediator, recipient,
context and code.
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