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MYTH IN AMERICAN ADVERTISING AFTER 1945 
 
Mr. Linhart sets out in his thesis to portray the facets of the problematic if not 
the theodicy of the use of myth in advertising in the cultural reality of financial 
capitalism of the USA in the post World War II period of time; commodities on 
display include cars, clothes, cigarettes, etc. The thesis contains 94 pp. across 
some preliminary matter, four chapters, and a bibliography. As for the prose 
style, it reads very cleanly and displays good compositional skill; typos are rare, 
such as footnote 36 on page 31 that quotes an article title as ‘Claslesness’ that 
should be ‘Classlessness’. 
 
This reader commends the fine close reading of the target ads and works, which 
are outfitted by critical-theoretical works from such big theoretical guns as Karl 
Marx, Roland Barthes, Jean Baudrillard, Guy Debord, Marshall McLuhman, and 
Betty Friedan, inter alia, to understand issues of the nature of the commodity 
form in the American world of big finance, (Marx’s famous “the theological 
whimsy” and “metaphysical subtleties and theological niceties” involved in the 
commodity form) of gender, of consumerism, of shopping culture, and of the use 
of images and myth in advertising culture. 
 
As far as myth and advertising go that make up the chief object of the present 
text, would the candidate respond to the idea that his literary-critical 
hermeneutic interpretations index a consumerist sensibility and variant of 
capitalist property and so by extension of commodity power, self-advertising 
authority and force, and as such, should be itself subject to a critique as part and 
parcel of an advertising, consumerist and commodity inflected capitalist 
mentality and attitude? Interpretation as self-advertising a kind of intellectual or 
cultural property would here be one’s self-reflexive line.  
 
Further, what is the candidate’s position on the experience of encountering and 
being socialized by big finance capital, advertising, and exchange value, and 
whether it is possible to get out of the systemic set up of exchange value in a 
lifeworld mediated by advertising and its myths, to have a genuine experience? 
Walter Benjamin famously posed a variant of this question in his Arcades Project 
and this question continues to reverberate down to our present day. So: How 
would consumerism, and advertising, fit into this equation? Is there a way out of 
our consumerist ways of living that rely on stereotypes in an advertising 
civilization of financial capitalism for defining what it means by success, status, 
fulfillment, and happiness? Can advertising have an emancipatory potential 
hitherto unrealized for the social body? If so, how? If not, why not? 
 
In light of the foregoing mentions, I hereby recommend the pre thesis defense 
mark of 1 (výborně) for the thesis work. 
 
Erik S. Roraback, D.Phil. (Oxon.), 24 January 2013 



 
 
 
 
 
 


