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Abstract
With the advent of mass media and its rise throughout the last century, an apparent polarity appeared between folklore and advertising. Upon initial investigation, they seem to be categorical opposites. Advertising as a form of communication is meant to address the masses, to be passed on through new and ever-changing forms of media, and to create novel storylines that envelop the constant inflow of new products. Meanwhile, folklore is typically seen as traditional, unchanging, and primarily transmitted through oral means. Nonetheless, media scholar Marshall McLuhan in his 1951 book, The Mechanical Bride: Folklore of Industrial Man, began to question this dichotomy. He suggested that folklore of industrial society is determined not by education or religion, but by the mass media. Congruently, starting in 1950 with Richard M. Dorson’s proclamation that marketing creates “fakelore”, folklore scholars, such as Dunes (1963), Denby (1971), Sullenberger (1974) and Dégh (1994), have all noted the presence of folklore in advertising and have identified this as fertile ground for further research. Unfortunately, only a handful of researchers have ventured to examine these notions.

Based on the interdisciplinary theoretical framework put forth by both McLuhan and Dégh, this paper examines the interrelationship of folklore and advertising in the twenty-first century. Folklore is defined in this work as “the product of an ongoing historical process that consolidates the interaction of literal and oral, professional and nonprofessional, formal and informal, constructed and improvised creativity”.
 A selection of automotive advertising that avidly illustrates this interrelationship is analysed to determine whether despite the growing shifts in media and the increasing digitization of our environment, contemporary advertising contains traces of folklore, its motifs, themes, or characters. It is hoped that this paper will provide the necessary impetus to further interdisciplinary research in this fascinating area. 
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The advent of mass media and its rise throughout the last century has brought into question the relationship between traditional forms of cultural narrative and modern means of communication. Since the early 1950’s, scholars have observed the presence of folkloric elements in advertising. Some folklorists perceived this presence as the corruption and deliberate association of genuine folklore with consumer goods by the mass media for purely commercial gain. They coined the terms ‘fakelore’, ‘folklure’ and ‘folklorismus’ or ‘folklorism’ to describe various forms of this correlation.
 At variance with these scholars, Russian academic Viktor Gusev defined folklorism as a "process of adaptation, reproduction, and transformation of folklore".
 Gusev’s definition underlines the idea that through the process of folklorism, folklore is capable of adapting to an ever-changing social context. Similarly, Hermann Strobach points out that the “fundamental feature of folklore is not proximity to some imagined primary tradition or medium of communication, be it oral, written, or broadcast”.
 It is what Linda Dégh calls “variable” – the repeated and diverse transmission of folklore through various mass media - that best indicates that folkloric processes are valid and that they continue to manifest themselves in modern society.
 Hence ‘fakelore’, ‘folklure’, ‘folklorismus’, or ‘folklorism’ are in fact indistinguishable from folklore itself.
In his 1951 book, The Mechanical Bride: Folklore of Industrial Man, media scholar Marshall McLuhan was one of the first to suggest that folklore of industrial society is determined not by education or religion, but by the mass media, and cannot be severed from folklore of pre-industrial society. Folklore is thus defined in this work as “the product of an ongoing historical process that consolidates the interaction of literal and oral, professional and nonprofessional, formal and informal, constructed and improvised creativity”.
 Folklore must not be circumscribed to the pre-literate rural village because it not only survives in the technological world, but actually proliferates and grows. “As old wine in a new bottle”, folklore is now able to reach all fringes of society with the assistance of mass media, and it “emerges from new conditions more vigorously and forcefully, empowered with more authority and prestige, than ever before”.
 Mass mediated folklore also clearly adheres to the guidelines of folkloric identification, meaning “it is socially relevant, based on tradition, and applied to current needs”.
 
Based on the interdisciplinary theoretical framework put forth by both McLuhan and Dégh, this paper examines the interrelationship of folklore and advertising in the twenty-first century. A selection of automotive advertisements from 2009 to 2015
 that avidly illustrates this interrelationship is analysed to determine whether despite the growing shifts in media and the increasing digitization of our environment, contemporary advertising contains traces of folklore, its motifs, themes, or characters. While the same underlying trends are undoubtedly present in other commercial sectors, this paper focuses only on automotive advertising. Automotive advertising was chosen because cars are deeply embedded into many individuals’ unconscious as some of the most emblematic of industrial society's products.
 Indeed, admiring the new 1955 Citroen DS, Roland Barthes noted that “cars today are almost the exact equivalent of the great Gothic cathedrals: I mean the supreme creation of an era, conceived with passion by unknown artists, and consumed in image if not in usage by a whole population which appropriates them as a purely magical object”.

For the purpose of analysis, the narrative component of folklore is categorized into fairytales, also known as Märchen or "wonder tales"; animal tales; trickster tales, moral tales or fables; and tall tales.
 Fairytales are often set in an undefined locale and filled with wondrous objects, creatures, and occurrences. Animal tales ascribe human qualities to animals, who are the central characters in the tales.
 Trickster tales convey the exploits of a trickster, moral tales have a strong moral lesson, and tall tales exaggerate a character’s abilities or experiences. Imitative magic, which is an adaptation of circular thinking that leads one to believe that consuming a product will allow them to take on its desirable properties, is another important folkloric category that combines the narrative, materialistic and ritualistic aspects of folklore. 
The Tortoise, the Hare and the Mercedes-Benz – Direct Reference to Folkloric Elements 
Storybook Characters
Many advertisements conspicuously reference folkloric characters, plots, or actions. This is deemed an effective adverting strategy
 which connects the product with “the deep rooted collective knowledge of the people”,
 making it easier for the consumer to decode the intended message and adding credibility. Seeing a favourite childhood character also triggers unconscious positive associations with the product. Mercedes-Benz employs this strategy in the Fable ad. Deep in the forest, the tortoise and the hare begin their race. Falling behind, the tortoise discovers a Mercedes-Benz factory and jumps into the car to win the contest while the narrator croons that the new AMG-GT “is no fairytale”. This re-telling of a well-known animal tale and fable presents the Mercedes-Benz as a symbol of the tortoise’s superiority, suggesting that it is through technology that the modern day protagonist gains an advantage.  
In a series of Jeep ads, Little Red Riding Hood can safely continue on her way to her grandmother’s house (Figure 1), Snow White is prevented from biting into the poisoned apple and Pinocchio has safe passage to his school because their rivals have been trapped with the promise of “no more danger on the road”. In a Kia ad, male giants roam city streets, each transporting a human or two haphazardly thrown over his shoulders. In contrast, one man is gently being carried by a gigantic beautiful fairy in golden robes, who suddenly dissolves into a Kia Sorento. Unfortunately, not everyone has luck on the roads. The Volvo XC90 only has seven seats – sorry Snow White (Figure 2). The widespread use of folkloric characters in advertising suggests that these beings continue to have strong appeal, not only as remnants of a past tradition, but as vibrant symbols appealing to a modern audience.  
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Figure 1: Jeep, Little Red Riding Hood, 2014, Bolivia
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Figure 2: Volvo, Snow White, 2009, South Africa

The Hero
A hero is an essential character in almost any story. Advertising is filled with everyday heroes and those fighting battles of wondrous proportions. A man rushes in his Volkswagen Golf to bring a girlfriend her forgotten lunch, or stands atop his Hyundai with a broom to protect her from a menacing spider lodged above the garage door (Figure 3). These simple stories of everyday heroes and maidens in distress are meant to appeal to consumers by reminding them that with the purchase of this product they too can become heroic, even in the course of their daily lives. 
When faced with an astonishing or surreal task, sometimes the automobile itself, or a part of it, becomes the hero. These advertisements invite consumers to associate the vehicles with the heroes of ages past. In a North American campaign, the animated Honda Fit takes on monstrous cars named ‘Fuelivors’ in a familiar, yet futuristic city. In one ad, the Fit must retrieve the Superbolt, which will power a security network of bug zappers and provide protection for his entire city. This is a direct reference to an archetypal quest, or hero’s journey, after which the hero must return to the tribe with something of value for all.
 The Nissan Juke is another car hero that fights the elements to protect its city from destruction and cuts “its fearsome teeth” by battling ‘the Dread’, a mechanical monster terrorizing cars (Figure 4). Both the Fit and the Juke’s undertakings can be interpreted as a form of initiation rites, a passage into adulthood, an appropriate motif to appeal to the young, predominantly male target market.

While the Michelin Man’s image has changed throughout the last century, he has always been portrayed as a benevolent giant and a heroic figure. His latest series of ads resembles the astonishing feats of Cú Chulainn, the Scottish and Manx folkloric hero. The Michelin Man protects innocent bystanders from “mischievous” rain, a gigantic “evil” gas pump, a “hungry” road, and menacing weather giants made up of snow, heat, or clouds all by using his tire shield and distributing tires (Figure 5). By purchasing Michelin tires, the consumer is invited to feel safe on the roads, as if a hero has cleared away the danger. 
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Figure 3: Hyundai, Spider, 2006, Australia (left)

Figure 4: Nissan Juke, The Dread, 2010, Canada
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Figure 5: Michelin, The Michelin Man Defeats the Evil Gas Pump, 2014
“There’s a Lot Going On in the Forest Right Now” - Animal Tales
Since before the earliest cave paintings, animals have lived in the recesses of man’s imagination; thus, it is no surprise that, in true folkloric fashion, talking or anthropomorphized animals take centre stage in many advertisements. In an ad for the Toyota Hilux, a pair of bulls take advantage of an unattended car, borrowing it for a joy-ride and impressing a good-looking pair of cows. In another ad, from its pet-shop bowl a small fish notices a Renault and immediately knows what it must do. Jumping from one water-filled container to another, it follows the car out of the city and to the beach where it happily escapes into the ocean. The use of animal characters is a popular folkloric storytelling technique due to its entertainment value and broad appeal. 
The Mercedes-Benz Brake Assist stops its driver just in time to save the lives of several forest creatures who have a lot on their minds at the same time as the near-collision. The boar was hoping for a more spectacular death; the deer in the headlights is embarrassed by the cliché (Figure 6); the rabbit is preoccupied with the best way to style its tail; and, faced with possible death, the squirrel recounts all the things left undone (Figure 7). The use of anthropomorphized animals to denote a more sinister notion of striking a pedestrian demonstrates how advertising instructs its viewers through metaphor, a tactic often employed by animal tales and fables.

[image: image4.jpg]®

X e

O man dhere’s o (ot Jotng on s dhe foresk gt nocs, (ohat it e beginning
Of Talk, e huniers, ond dhe consiant froicking. Plus, making season. is
ol s o P i " fun aing doe, if o ka3 what | mean . fnionys,
Sorny about Hhis — vou're: driving around minding {eur own business, ond
Suddenty l'm here in he midsle of

ine rosdd like @ deer in headlignis

Tha's so cliend H's embarrasiing

a ¥

%

Mercedes-Benz




Figure 6: Mercedes-Benz, Deer, 2009, Germany
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Figure 7: Mercedes-Benz, Squirrel, 2009, Germany

‘Like a Good Neighbour’, Fairy Godmother Is There – Magical Helpers 
The folktale hero, being of ordinary origins, often needs magical helpers to overcome the odds or achieve upward social mobility. Helpers can come in the form of a fairy-godmother, a genie, a magical animal, or even a supernatural stranger encountered in the wilderness. Analogously, in an oversaturated marketplace, advertising’s magical helpers aid overwhelmed consumers in making the right purchase, often leading to an improved life or an upgrade in social status. State Farm automotive insurance advertisements depict their agents as magically appearing whenever the enchanted phase “Like a good neighbour, State Farm is there” is uttered by a distressed motorist. The agents’ skills seem multifaceted because upon additional requests, they can also grant superfluous wishes, whether for a sandwich, a hot tub, or a good-looking, yet sensitive man. The SoCal Honda dealers demonstrate their helpful nature through a series of exploits such as helping a family of polar bears build an igloo, providing platform shoes to a short elf, and cooking spaghetti for a hungry yeti (Figure 8). By performing wishes and providing guidance, both the State Farm agents and SoCal Honda dealers function as the equivalent of pagan divinities, which were “powerful helpers or enablers who had a command of some kind of magic and were praised for the qualities that they were assumed to possess”, and which later came to be associated with witches and fairies.
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Figure 8: SoCal Honda Dealers, All Dressed in Blue, 2014, USA
The helpers need not be magic themselves and, in fact, often appear as ordinary people, or objects.
 In an Audi ad, an elderly man happily recollects his youth as a pioneer Italian skier when a sad reflection comes across his face. The time for such endeavours has passed due to his advanced age. Unexpectedly, the Audi RS6 Quattro is shown manoeuvring down a ski slope, defeating a world champion skier. When the car door opens, viewers notice that the driver is the old man, having realized his dream of once again triumphantly racing down the slopes. In another ad, Canadian high school students were distraught when they lost their football teams due to budget cuts. Nissan brought back their sports teams by investing their advertising budget in underprivileged communities. An Avis Car Rental ad explains that, in Norway, the company offered free Sunday rentals to anyone taking elderly residents along for a ride in an aim to brighten up seniors’ lonely and depressing winters. Despite lacking magic, these car companies advance the heroes’ underprivileged status as successfully as any fairy-godmother.
‘Gianmarco Learned to Levitate, and He Also Has a Ducati’ - Magical Thinking 
The “inherent, inimitable, and irreplaceable essence of the tale lies” not only in the familiar elements, characters or motifs, but in the tale’s magic worldview.
 In many ads, humans and objects instantaneously appear and disappear; invisibility, levitation, and other supernatural powers are taken for granted; and many characteristics of the natural world are exaggerated or transformed without rational explanation. It may seem counterintuitive that modern advertisers turn to magic in its least believable form to sell their products; nonetheless, the appeal of both ancient lore and advertising fundamentally resides in the same promise of rescue.
 Because of this connection between magic, an almost universal trait of wonder tales,
 and advertising, James Twitchell refers to anthropologist James Frazer’s book, The Golden Bough, as “one of the best books ever on advertising”.
 
Metaphysical transformations that twist city streets, change the rules of physics, and reshape natural landscapes are common occurrences in automotive advertising. Standing on the world’s edge, the Nissan Patrol proposes to “bring the world back to flat”. Snow covered roads transform into a flutter of white butterflies when the Mercedes-Benz E-Class drives through (Figure 9). In a much more daring manner, Mitsubishi Pajero uproots trees and cuts a path through an active volcano or large waterfall allowing the driver to “go farther” (Figure 10). These ads function similarly to folkloric tales that relate topographical features to a hero’s experiences, such as evading rocks thrown by an angry giant, and the rocks becoming mountains. Cars also function as magic wands that allow their drivers to control, conquer, and change the world around them.
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Figure 9: Mercedes-Benz, Butterflies, 2010, Russia
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Figure 10: Mitsubishi, Volcano, 2010, Brazil

‘From the Mercedes-Benz Dream Factory’ – The Car as a Magical Object
Folklore is teeming with magical and marvellous objects “which defy all the laws of nature and which obtain miraculous results without ordinary labour”.
 Their existence is often taken for granted without any logical clarification of origin.
 Correspondingly, advertising often depicts cars as magical objects not created by men. An absence of origin is what transforms “life into matter (matter is much more magical than life)”, and places cars squarely in the “realm of fairy-tales”.
 The Tesla Origins ad juxtaposes images of the cosmos and lightning with those of the car. The implication is that the Tesla, moulded in the ether of the universe as if from the alchemical prima materia, arrives on Earth as a pure electrical force. Peugeot also harnesses the powers of alchemy in a series of transformations from a bicycle to its newest model (Figure 11). The Audi A4 is “intelligently combined” in a clear Rubik-esque rotating cube more reminiscent of a glass bottle trapping a spirit than any human factory (Figure 12). 
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Figure 11: Peugeot, Alchemy, 2009, France
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Figure 12: Audi, Intelligently Combined, 2010, Germany

Once the car’s corporeal origin becomes latent, a new origin must take its place; hence many ads create vivid and elaborate narratives similar to the miraculous births of folkloric characters. The Little Snow Girl from Russian folklore is formed from a rolled snowball and Pinocchio is a marionette puppet come to life. Comparably, The Toyota Land Cruiser arises from the earth itself as the narrator declares: “From the crumpled land… this ancient stage, life is born again”. The Volkswagen Touareg ad portrays the car as a creature of mysterious genesis, “shrouded by its glass and steel; a rare beast, half dream, half real”, which appears to “a chosen few”.  As it lurks in the dark and hazy city streets with its glowing headlight-eyes, the Touareg is reminiscent of a werewolf passing by a rural village in the dead of night. 

‘A Species That Lives on Asphalt’ – Imitative Magic and Totemism

Advertisements often depict a car as an animal. A BMW is represented as a toad, owl, or jaguar with headlights for eyes (Figure 13). The Volkswagen Touareg takes the form of a camel, while the Polo is displayed as a migratory bird. Not surprisingly, countless ads portray the car as a horse in reference to horsepower. The notion of the car as animal is directly related to ancestral totemic practices. Lewis Mumford maintains that the machine has become contemporary society’s main source of magic – Western culture’s totem animal: half god, half slave.
 It is easy to see the similarities between a primitive hunter, who sports a wolf hide as a charm to invoke the animal’s strength and skill, and the unfulfilled executive who steps into a Jaguar, Mustang, or Aventador to feel powerful and virile.
 Such imitative magic explains why cars so frequently take on animal names. 
Evocative of ancient hybrid creatures such the Griffin, a beast that cemented its place not only in ancient lore but also in medieval folklore and heraldry, cars are depicted as an amalgamation of several animals. Both the Kia Forte and the Volkswagen Turbo are likened to a camel-leopard mix to demonstrate their fuel efficiency yet speed or power. The Kia Forte is also shown as a peacock-turtle, and an elephant-horse mix to indicate that it is safe and stylish, as well as swift and spacious. The Volkswagen Caddy is illustrated as a “fluffy” rhinoceros with sheep’s wool because it is “tough yet comfy” (Figure 14). The Volkswagen Jetta, Golf, and Polo are “small but ferocious” in the form of a monkey-bird, bear-squirrel, and tiger-bee. 
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Figure 13: BMW, Jaguar, 2007, USA
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Figure 14: Volkswagen, Fluffy, 2013, France

The aforementioned examples represent the vast presence of folklore, its motifs, themes, or characters in advertising. Though limited in scope, these examples undoubtedly point to an interrelationship between advertising and folklore. This interrelationship is not a matter of placement of authentic folklore into a foreign context, but of the continual evolution of folklore to match the growing shifts in media. In advertising, just as in pre-industrial folklore, storybook characters and heroes are relatable, animal tales are entertaining and instructive, magical helpers are needed, a magic world view is captivating, magical objects are coveted, and the belief in imitative magic is prevalent. Despite a change in the symbolic language to represent the modern world, advertisers, as the storytellers of today’s mercantile society, disseminate folklore as eloquently as pre-industrial or rural raconteurs. Folklorists who continue to idealize pre-industrial folklore instead of keeping up with technological advancement and exploring the notion that mass media has become a part of folklore “deny their discipline the right of existence”.
 Hence, it is hoped that this paper will provide the necessary impetus to further interdisciplinary research in this fascinating area. 
Notes
� The television and print advertisements were collected between 2009 and 2015 from several sources: public archives of advertisements: � HYPERLINK "http://adsoftheworld.com" �http://adsoftheworld.com�, http://www.adeevee.com and � HYPERLINK "http://theinspirationroom.com" �http://theinspirationroom.com�; and the World Wide Web via search engine.
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