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요약

고 속에서 비언어커뮤니 이션의 종류  얼굴 표정의 사용은 시간 제약의 문제를 상쇄시키며 소비자

들에게 표 이고 감동 인 매력의 수단으로 사용된다. 본 연구 목 은 TV 고들 속에서 어떻게 얼굴 

표정이 묘사되고 얼굴 표정을 통한 감정 달이 이루어지는 지를 탐구하는 것이다. 연구 상은 소비자들

이 가장 감동 인 TV 고로 뽑은 <박카스 음료>와 <동원 참치> 고이다. 숨겨진 감정들에 한 이론

 측면들을 기 로 두고 특정한 얼굴 근육의 움직임을 측정하도록 설계된 심리학과 해부학 기반인 얼굴 

동작 코딩 시스템(Facial Action Coding System)을 연구 도구로 사용하여 TV 고 속의 얼굴 표정들이 

내포한 의미들을 분석하 다. 분석된 의미의 결과를 통해서 얼굴 클로즈업을 통해 주인공의 감정 상태의 

충돌과 극 인 갈등의 해소가 이루어진 고가 소비자들의 마음을 더 움직인다는 유의미한 결과를 도출하

다.

■ 중심어 :∣광고∣비언어적 커뮤니케이션∣얼굴 표정∣얼굴 동작 코딩 시스템∣감정∣
Abstract

Due to the limit of the time length of advertisement, facial expressions among the types of 

nonverbal communication are much more expressive and convincing to appeal to costumers. The 

purpose of this paper is not only to investigate how facial expressions are portrayed but also 

to examine how facial expressions convey emotion in TV advertisements. Research subjects are 

TV advertisements of <Bacchus Drink> and <Dongwon Tuna> which had the wide range of 

popularity for customer known as one of the most touching commercials. The research method 

is Facial Action Coding System based on the theoretical perspective of a discrete emotions and 

designed to measure specific facial muscle movements. This research is to analyse the 

implications of facial expressions in the both TV ads by using FACS based on Psychology as 

well as anatomy. From the all the result of this, it is shown that the facial expressions portrayed 

with the conflict of emotional states and the dramatic emotional relief of the heroin could move 

more customers’ emotions.

■ keyword:∣Advertisement∣Nonverbal Communication∣Facial Expression∣Facial Action Coding System∣
Emotion∣
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I. INTRODUCTION

With the development of technology in the 21st 

century, the way we live, the way we get around, the 

way we eat, the way we talk to each other, especially, 

how to communicate with others has changed 

significantly. Everyone with his/her own gadget 

communicates instantly through computer-mediated 

communication by interacting as uses of such 

computerised systems as Facebook, Kakaotalk, 

Wechat, Instagram. Even though the communicating 

ways has altered from writing, calling, or emailing to 

texting, the nonverbal communication always remains 

the same as before. Universally, nonverbal 

communication acts as understanding human 

interaction no matter where you are from[1]. Of 

course, the slight differences of cultural gesture exist, 

but you may experience that the language barrier 

won’t stop you communicating with others with 

nonverbal expressions such as body languages, 

gestures, eye gazes, and so forth. In this sense, the 

study of nonverbal communication extends our view 

of the human communicator. And it provides new 

insights into the structure, function, and evolution of 

communication systems, which is large and small. 

Successful nonverbal communication does not only 

recognise emotions but also understand signals being 

sent and received. In advertisements producers tend 

to appeal their products to customers with emotional 

influences as strategies. Emotions are communicated 

visually and nonverbally in advertisements. In 

particular, facial expressions can be understood as 

distinct indicators of emotions. In comparison to the 

verbal information, the acquisition and processing of 

pictorial facial expressions have essentially huge 

advantages in advertisements. The main purpose of 

this study is not only to investigate how facial 

expressions are portrayed but also to examine how 

facial expressions convey emotions in TV 

advertisements.

Ⅱ. LITERATURE REVIEW

1. Advertising and the Culture Industry 

Advertising is ubiquitous in modern society. 

Wherever we go, we cannot ignore the existence of 

advertising. Advertising is always with us. According 

to Cook, advertising is thoroughly linked with “the 

values of the competitive high-growth global market 

economy”[2]. This characteristic of advertising can 

manipulate consumers to purchase unneeded items 

since advertising itself could be relief from the 

stresses of life under capitalism. In other words, 

advertising can be seen as a means of “urging people 

to consume more by making them feel dissatisfied or 

inadequate, by appealing to greed, worry and 

ambition”[2] in culture industry.

The culture industry reflects the domination of 

exchange value and the ascendancy of state monopoly 

capitalism. And it shapes the tastes and preferences of 

the masses, thereby moulding their consciousness by 

instilling the desire of false needs.                     

     Frankfurt School[3]

Adorno and Horkheimer believed that the main 

mechanism of the culture industry was “to extinguish 

the revolutionary potential of the masses”[3]. 

However, it cannot provide genuine happiness, but 

only short-lived and meaningless pleasure. Real 

happiness comes from the challenge of decoding 

complex work and the intellectual stimulation that 

this provides; the culture industry by contrast 

provides only a formulaic and predictable escape from 

reality, and one that stays within existing social and 

artistic boundaries. The culture industry’s products do 
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not serve to challenge our existing normative 

expectations. Rather they underpin the current 

situations by depicting it as entirely natural and 

unquestionable. The principle of culture industry 

directly connects to the features of advertisement. 

Adverts are “unrealistic” and always depict “a bland 

and problem-free world”[4]. This is a form of 

‘pseudo-realism’ in advertising. In order to enforce 

the profit growth in the commodities market 

advertisement tends to utilise nonverbal 

communication. The limit of the time length of 

advertisement, the nonverbal communication is much 

more expressive and convincing to appeal to 

costumers. In doing so, costumers are encouraged to 

get unnecessary items without critical thought.

2. Nonverbal Communication

2.1 The Definition of Communication

Prior to research nonverbal communication, it is 

necessary to first define what communication is. 

Communication is the exchange of information and 

meaning. As social phenomenon, the concept of 

human communication is organised through the fabric 

of society. Fiske[5] defined communication as a 

“social interaction” that can be explained in two 

ways: the first is rooted in sociology and psychology 

and the second is its roots in semiotics based on 

linguistics and art. The first defines communication 

as a “conveying messages” in the narrower sense 

than semiotics considering cultural differences. 

According to Kim and Jang[6], communication is “the 

process or context of sharing the meaning of the 

content between receiver and transmitter”. The 

authors more emphasise on the aspect of “sharing 

meanings”. When humans communicate with the 

symbol of oral or written words one at a time, but the 

range of nonverbal communication is considerably 

expanded. Body movement, touch, posture, facial 

expressions, touch, eye contact, or the tone of voice 

are more effectively truthful than mutual 

understanding through the language. Communication 

is divided into two main classifications: verbal 

communication and nonverbal communication.

2.2 The Concept of Nonverbal Communication

Nonverbal communication is much longer than the 

evolutionary history. It is obvious that nonverbal 

communication, an important role than the existing 

languages in the here and now. We communicate in 

modern society with various facial expressions, 

gesture, using gestures and sounds rather than 

language. Ekman and Friesen[7] explained that 

“intrinsic signal system” is biologically unique and 

utilised to communicate with other members of 

different species as a natural signal. Moreover, human 

beings and apes present a variety of identity with the 

advantages of this unique communication code. 

Though physical appearance, facial expressions and 

sounding, spatial actions, gestures and attitude we 

advance relationships or exchange emotional and 

symbolic messages. Similarly, Knapp[8] describes 

that the basic concepts and attributes of nonverbal 

communication shed a light on nonverbal clues to 

figure out identity, intimacy, distance, and status. 

Supposing that verbalising language is directly 

involved in the rational sense, nonverbal 

communication makes possible various interpretations 

beyond language.

2.3 The Types of Nonverbal Communication

Mutual communications between human beings are 

simply not accomplished in a language. In a meeting 

with people from other countries we can somehow 

communicate with them through something 

substituting for the body language or language. 

According to Harrison[6], nonverbal communication 
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can be divided into four major codes: “performance 

codes”, “artificial codes”, “contextual codes”, 

“mediatory codes”. The examples of performance 

codes are facial expression, gestures, body contact, 

fluctuation of voice, laughter, and external activities. 

Contextual codes are the temporal and spatial context 

of communication by which the situation tells. There 

is a close correlation between performance codes and 

contextual codes. In other words, performance codes 

are expressed in various ways and changed by the 

contextual codes[9]. 

2.4 Facial Expression

Among nonverbal communication types, the most 

controversial in every conflict of scholars is about 

facial expressions. The reason is that facial 

expression considering as social signal is a nonverbal 

sign from a variety of useful biological stage from the 

development of human expressions. As a result of 

this, researches on facial expressions over the 

centuries have continued. Darwin[10] first alleged that 

facial expression is global and universal expressions. 

On the other hand, some scholars oppose to Darwin’s 

argumentation, facial expression is varied due to its 

characteristic named as “cultural products”. The 

nonverbal communication and cross-cultural studies 

of Ekman and Friesen[7] proved that people all over 

the world, even in other cultures through the results 

of the research facial expressions were the same. 

Their research results supported Darwin's claim of 

the early work. In nonverbal communication facial 

expression functioning as a message system is a 

window not only to express a range of emotions but 

also to deliver alternative or supplement of a verbal 

message[6]. According to Ekman and Friesen[7], 

through a complex combination of facial muscles, 

more than 1,000 different facial expressions appear in 

a human face. Essentially, there is no way to explain 

the function of facial expression without mentioning 

about conveying emotion to others. Face is one of the 

most communicative organs in our body. According 

to Morris[11], the human face is the most complex in 

the facial muscles evolved in the animal kingdom all 

over. In addition, in order to understand facial 

expressions, it more demands much more than 

contents of specific facial emotions. Facial expression 

is voluntary and organically connected as a means of 

expression of our emotional state. Naturally, we begin 

to learn whether any action is irrelevant in a society 

as well as facial expression. It is likely to deliberately 

show facial expression to someone when we want to 

convey our feelings intentionally. The primary 

emotions are, however, the same to the way human 

beings appear. The basic emotions can be divided into 

about six to eight. Ekman and Friesen categorised 

facial expressions into six basic emotions: surprise, 

fear, disgust, anger, happiness, sadness[7]. Facial 

expression is exposed on the face by how you feel. 

Whoever is in anger, fear or happiness appears 

immediately on the face more firmly than when 

he/she conveys the words about emotions. In order to 

explain the six basic emotions, in particular, the facial 

expressions are divided by areas of the face[12]. Such 

facial expression as sharing feelings in nonverbal 

communication is the underlying capability.

There are a great number of researches based on 

FACS about facial expression. For instance, Crane[13] 

investigated how feeling are expressed during 

walking and discovered 14 facial expressions that 

distinguished as action units from FACS. Heller & 

Haynal[14] found the major cause of mortality from 

the depression and suicide faces analysed by FACS. 

The research of Hess & Kleck[15] is differentiating 

emotion elicited and deliberate emotional facial 

expression. In terms of psychological aspects, 

advertising appeal[16] can be categorised into rational 
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appeal and emotional appeal. Traditional market 

researches largely relied on verbal input and ratings. 

Thanks to advances neurobiology, it has been proven 

that people tend to make decisions intuitively and 

emotionally. Taking it into a consideration, Hill[17] 

invented a method based on FACS for evaluating 

consumer responses to stimulation which is a Facial 

Recording of Computer Readable Medium. Through 

Hill’s research, it is clear that consumers tend to rely 

more on nonverbal communication than verbal one.  

Ⅲ. Research Question, Subject, and 

    Method

1. Research Question

This study is firstly, to investigate how facial 

expressions among nonverbal communication are 

portrayed in advertisements and secondly, to examine 

how facial expressions convey emotion in TV 

advertisements. In order to do so, among the various 

types of emotions six basic emotions that are 

categorised by Paul Ekman were limited. There are 

two research questions that this paper addresses. 

Accordingly, the research questions are as follows: 

-Research Question 1:  What basic emotions in 

heroines’ face are expressed in <Bacchuss> and 

<Dongwon> TV advertisements? 

-Research Question 2: How do heroines’ facial 

expressions convey basic emotions in <Bachuss> 

& <Dongwon> TV advertisements to convince 

costumers?

2. Research Subject & Method

Table 1. Research Subject & Method

Research subjects are TV advertisements of 

<Bacchus Drink> and <Dongwon Tuna> which 

touch sensitivity with the theme of “Dad, Father…”. 

In recent years one of the popular entertainment 

programmes in Korea shows the relationship between 

father and child. For example, MBC’s entertainment 

programme <Dad! Where are you going?>, KBS 

broadcasts <Superman Returns>, and SBS <Daddy 

Care>. These programmes emphasis more on paternal 

love. This social phenomenon encourages consumers 

to focus on father’s instinctive love. With the current 

of the tide, in 2014 <Bacchus Drink> and <Dongwon 

Tuna> commercials were introduced by YTN 

broadcasting Korean news channel due to the wide 

range of popularity for customers[18]. It is because 

the commercials were one of the most touching 

commercials were selected in that year.

This research conducts a research method, that is 

Facial Action Coding System known as FACS, to 

assess the questions mentioned above. The system of 

Ekman and Friesen was developed based on the 

theoretical perspective of a discrete emotions and is 

designed to measure specific facial muscle 

movement[19]. FACS is a comprehensive, 

anatomically based system for measuring all visually 

“discernible facial movement”[20]. By using FACS 

this research is to analyse the implications of facial 

expression in the TV commercials of both 

<Bacchuss> and <Dongwon>. Firstly, the images 

from the commercials will be categorised from 66 

unique action units(AUs) with facial muscles: brow, 

nose, cheek, dimpler, chin, jaw, mouth, lips, eyelids, 

head, and eyes[12]. Secondly, the AUs will be again 

divided into the six basic emotions with “AUs 

selected to represent prototypical emotions [21]”.

The newly devised [Table 2] can give a 

straightforward analysis on the emotional state 

including AUs. Moreover, when analysing facial 



한국콘텐츠학회논문지 '19 Vol. 19 No. 366

expressions, it easily guides you to where you can 

start first; for example, upper, middle, or lower 

regions with a particular emotion.

Table 2. FE for Six Basic Emotions with the 

Combination of AUs

(Adapted "AUs selected to represent prototypical emotions" by Sánchez 
&“Facial Expression for Six Basic Emotions”by Remland)

Table 3. FE for Six Basic Emotions[22]

However, the features of this table are not fully 

explained about each AU and further guidelines of 

more AUs are additionally required to analyse the 

depicted emotions in the adverts (see below [Table 

3]). 

Ⅳ. RESULT & DISCUSSION

The main theme of two advertisements is the filial 

duty between daughter and dad. Through the process 

in analysing these commercials, there is a tendency 

that both ads covey emotional feelings with various 

facial expressions(FEs) to costumers. However, the 

ending marks relied on verbal communication with 

advertising phrases. Moreover, the narratives in the 

two ads are similar, but the facial expressions are 

used in significantly different ways. The findings will 

be discussed below. 

1. Elicited Emotions in <Bacchuss> Advert

As you can see the [Table 4], the heroine in the 

<Bacchuss> ad started with the recognition of her 

dad in the lift. At this time, she showed her first facial 

expression: her eyebrows pulled upward, eye aperture 

widened, and lips parted and lowered. As a result of 

this, a representation of the ‘surprise’ emotional state 

is shown. 

Table 4. Heroin’s FEs in <Bacchuss> Ad.
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Table 5. Dad’s FEs in <Bacchuss> Ad.  

Table 6. Heroin’s FEs in <Bacchuss> Ad.

However, her facial expression rapidly transferred 

to the next facial emotion, which is disgust. From the 

other people’s facial reaction, it is obvious that the 

entrance of her dad brought unpleasant smell in the 

lift. Especially, the heroine’s lower face AUs reacted 

the dramatic way that lips parted, teeth exposed, and 

the mandible was lowered. This facial expression 

went stronger which follows the action of raising the 

upper lip centre was drawn straight up and produced 

the pouching shaped as . It is clearly showed 

that the intensity of her facial expressions was more 

visible than before.

Meanwhile, the first encounter between the dad and 

the main character happened (see the [Table 5] 

above). His facial expressions turned into the fear 

which is evident that his raised lower lid changed 

from  shape to . The main character 

denied facing with her father and immediately turned 

away. From this reaction (see the [Table 6] below), it 

is shown that there is a change of emotional state 

from anger to contempt resulting in widening and 

raising her nostril wings. When contempt feeling 

exposed on her face, infraorbital triangle was raised, 

and infraorbital furrow are deepened.

And later on, the dad’s inner portion of the 

eyebrows was upward, and the shape of the lips 

angled down at the corner with the action of downing 

head as well as eye (see [Table 5]). This muscle 

movement indicated the feeling of sadness. The 

emotional state of dad from anger to sadness 

portrayed, in general, negative feelings like 

unhappiness.  

2. Elicited Emotions in <Dongwon> Advert

In <Dongwon> advertisement, the heroine first 

revealed her facial expression in the office. Her inner 

portion of the eyebrows became upward which 

resulted in her eyebrows producing a  shape 

(see the [Table 7] below). The shape of the upper rim 

of the eye changes as portions pulled up. This 

combination of AU 1, 5 and 25 led the impression of 

fear and laterally with the action of head and eye 

down drove the deeper feeling, that is sadness. After 

her mild recognition of surprise with a dad at home 

conveyed another emotion, anger which later on 

followed with lip opened and tensed. 

Table 7. Heroin’s FEs in <Dongwon> Ad.
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Interestingly, <Dongwon> advert limited showing 

the facial expressions of dad. There were only two 

significant facial expressions were shown in the 

adverts. Due to the long distance, the dad’s emotions 

were from happiness to sadness were not clearly 

recognisable (see [Table 8]). This advert followed 

more the emotional journey of the heroin than dad. 

Thereby, his facial expression became trivial.

Table 8. Dad’s FEs in <Bacchuss> Ad.

Meanwhile, the main focus of facial expressions 

were heavily emphasised on the heroine. However, 

the intensity of her facial expressions was in a small 

scale, since only her eyebrows and lips were changed 

slightly depending on her emotional state.

3. Emotional Comparisons of <Bacchuss> and 

<Dongwon> Ads.

Every time in the both adverts there is ‘recognition’ 

time to move onto the next emotion. For instance, in 

both protagonist emotional states, surprise emotion 

acted as a recognition period. 

Fig. 1. Daughter & Dad of Emotional State for 

Comparison <Bacchuss>

As you can see [Fig. 1], after this recognition the 

heroine in <Bacchuss> ad. converted to disgust 

feeling. At the same time, the dad’s recognition of the 

emotion, disgust appearing on her daughter’s face, 

transferred facial expression into sadness. 

Fig. 2. Daughters of Emotional State for Comparison 

<Bacchuss> & <Dongwon>

Similarly, in <Dongwon> advert, as soon as the 

recognition of which the heroine saw that her dad 

was having meal poorly without any side dishes, her 

angry emotion was conveyed (see the [Fig. 2] above). 

The entrance of the heroine gave attention to the 

father. It functioned as the first recognition of the 

presence of his daughter led to the happiness(see the 

[Fig. 3] below). 

Fig. 3. Daughter & Dad of Emotional State for 

Comparison <Dongwon>

Moreover, there are two types of emotions revealed; 

‘initiated emotion’ and ‘reflected emotion’. The 

initiated emotions, in particular, were portrayed by 

daughters, while the reflected emotion was found in 

both dads. In <Bacchuss> and <Dongwon> adverts 
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the initiated emotions are more negative than the 

reflected emotions. For instance, such initiated 

emotions as disgust or anger are found in them. The 

reflected emotions seem to contain more diverse 

range of feelings ranging from happiness to sadness.

Ⅴ. CONCLUSION

This research highlights three main findings. 

Firstly, two types of emotions in <Bacchuss> and 

<Dongwon> adverts were found; ‘initiated emotions’ 

and ‘reflected emotions’. The emotional states of both 

dads are intensely reflected by daughters. Moreover, 

every time daughters express their following 

emotions after there is a recognition moment which 

brings not only heroines but also consumers with 

other types of emotion. From this, some emotions that 

daughters have are a ‘self-reflection’ of their 

emotional states. Thus, it is clear that both ‘reflected 

emotions’ and ‘initiated emotions’ coming from the 

relationship of fathers and daughters are interactive 

and indispensible. 

Fig. 4. Emotion Types found in <Bachuss> & 

<Dongwon>

Secondly, the power relationship between daughters 

and dads are found. There are various kinds of social 

power. In many advertisements men’s social power 

tends to stronger than women[23]. This power is 

likely to be a universal phenomenon in human 

societies and in all social interaction[24]. In general 

the power a father exercises is over his child. 

However, these two advertisements are different from 

this common belief. While the superior power was 

shown by daughters, the inferior power was shown 

by fathers. By changing the frame of power 

relationship between daughters and fathers, these 

adverts enabled consumers to feel more sympathy on 

fathers. As a result of this, it becomes popular 

adverts as well as effective ones.

Fig. 5. Power Relationship of Daughters & Dads in 

<Bachuss> & <Dongwon>

Thirdly, stronger emotions reflect more dramatic 

outcome. When it comes to the changing trend of 

emotional status in <Bachuss> and <Dongwon>, it is 

obvious that <Bachuss> has more frequent and 

bigger emotional transitions. In particular, the big 

transition of emotional status from contempt to 

sadness accompanies with more dramatic outcome 

which brings tears by the heroine in <Bacchuss>. 

Table 9. The Changing Trend of Emotional Status in 

<Bachuss> & <Dongwon> ads.

Therefore, it is shown that the facial expressions 

portrayed with the conflict of emotional states and the 

dramatic emotional relief of the heroin could move 

more customers’ feelings.
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Clearly, this research has shown that the three 

main factors which impact upon facial expression in 

advertisements are significant impact upon consumers. 
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