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Abstract

This study is seeking to address the visual image concept of advertising planning, and it can be
categorized as the main image concept and background image concept. Absolut Vodka ads, widely known
to the world, were divided into series split during 40 years, namely product-oriented, urban-oriented, and
author/artwork-oriented advertisements, respectively, to examine their characteristics and the connection
among the concepts. The main concepts can be summarized as ‘emphasis on product shape’,
‘personification of the product’ and ‘only two keywords’. The background concepts are organized into
‘simple background’, ‘use of background for empathy’ and ‘background’s synthesis and metaphor’. These
concepts are related by simplification, convergence, and diversification. Advertising concepts tailored to the
characteristics of the product should begin in the long run. The advertisement should be aimed at “although
never changing, but always changing.”
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