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Intermediality in advertising for pleasure products in the interwar Japan
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The purpose of this research was to examine the relations of advertisements
of confectionery as one of pleasure products in the interwar Japan to the popular visual media such
as illustrations, cartoons, photographs, and films, from the viewpoint of Visual Culture Studies.

First, I did a comprehensive survey of advertisements by the confectionery companies that used
illustrations, cartoons, photographs, and films. Through examining examples of cross-disciplinary
sharing of illustrations for children, appropriation of pictorial and avant-garde photography, and
tie-up films and their inter-media linkage, etc. in the advertisements of the confectionery
companies, | considered the process of formation of cultural and social meanings and their changes
of confectionery.
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