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ABSTRACT

In digital age, with all the technological process narrative advertising is trying extraordinary new meth-
ods especially in animation movies and series. In this study a new word is going to be used to define 
fictional animation characters with the term of “homo-di-fict”. In the case of 19th Season of South Park 
Series, the producers build a “homo-di-fict” which is entirely made from advertising and put her in a 
plot like a real animation character. So this plot placement causes some important developments in the 
mail topic of the South Park series. This study aims to examine the correlation between animation and 
narrative advertising and wants to find how animation “ad” character change animation series plot in 
the case of South Park.

-You have created a monster and it will destroy you!…

-You are my creator, but I am your master; obey!1 

INTRODUCTION

South Park is an adult animated sitcom that has been aired continuously since 1997. Ever since its debut 
the show has drawn great interest and started to be regarded as a cult series. In the show that is about 
the events taking place in a small town called South Park in the American state of Colorado, the nar-
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ration is presented through four main characters. “The series focuses the seasonal lives of an isolated 
rural community, with a particular focus on four eight year-old boys” (Nixon, 1999, p. 12). These are 
South Park Elementary School students Cartman, Kyle, Stan and Kenny. Occasionally, with the addi-
tion of some secondary characters the stories are branched off. Ever since its initial airing, South Park 
has consistently criticized countries and politicians. It has often featured celebrities in its episodes and 
criticized them by using them by setting them forth as elements of humor. The season that we will be 
examining the present study is the most recent, or the nineteenth season of South Park. Throughout the 
history of the show, the ten episodes of season nineteen were the first to follow a continuous storyline. 
The reason of choosing the case of South Park to analyze narrative advertising in the present study has 
been the attitude the show sustained throughout the said season towards advertisement. All along the 
season, almost every resident of South Park decides that in order to live a more decent and better life 
they need to adopt higher-quality consumption. However, this decision and the prominence given to 
consumption are not presented obviously, but in a rather subtle and way that can be read between the 
lines. And in order to achieve this, the residents use advertisements as a tool. “As one of the main veins 
of the modern capitalism, the world of advertisement encourages consumption to be perceived as a feast 
and the internalization of the new habits and cultural forms acquired through it” (Best & Kellner, 1998, 
p. 31- Trans. Marmasan, 2014, p. 232). At a point, South Park residents come to realize something is 
going off, yet it proves not to be easy to change their consumption habits easily.

Background

Within the scope of the study, it will be tried to make a deduction concerning narrative advertising through 
the case of the series South Park. The reason for choosing this animated series for analyzing narrative 
advertisement is due to its rather bold discourse. “Dougherty also contends that cartoons are great way 
of introducing controversial ideas” (Macgillivray, 2005, p. 136). Within the scope of the ten episodes 
of the 19th season of the series, narrative advertisements starts to take a significant place in the lives of 
South Park residents. The changes narrative advertisements cause on the townspeople will be evaluated 
through the method of script analysis. The season in question will be divided into eight parts where nar-
rative advertisements gradually become part of the South Park residents and each part will be set forth 
by means of script analysis. During the analysis, new definitions will tried to be made through the Leslie 
character, and deductions will be made from the homo-di-fict concept created particularly to define her.

NARRATIVE ADVERTISEMENT

Advertisement has been available in humans’ life for a very long time and it even has become a part of 
it. As from the 20th Century, advertisement has started to manifest itself in almost all aspects of life, as 
a tool particularly to create a consumption society and to encourage consumption. With the digital tech-
nologies and the new forms of narration of today, the sense of advertising has reached different dimen-
sions. The type of narration primarily characterized as narrative advertising and that is adopted by many 
advertisements even suggests the redefinition of advertisement. “Narratives in advertising serve important 
functions. They present the benefits of intangible products in a meaningful way (Mattila, 2000; Padgett & 
Allen, 1997) and get consumers transported (Escalas 2004a; Green & Brock 2000) and hooked (Escalas, 
Moore, & Britton, 2004)”.2 These types of advertisements establish a sort of narration by emphasizing 



 

 

12 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/homo-di-fict/239990

Related Content

DDoS Attack Detection in WSN Using Modified BGRU With MFO Model
S. Venkatasubramanianand R. Mohankumar (2024). Advanced Applications of Generative AI and Natural

Language Processing Models (pp. 286-305).

www.irma-international.org/chapter/ddos-attack-detection-in-wsn-using-modified-bgru-with-mfo-model/335843

A Journey From Neural Networks to Deep Networks: Comprehensive Understanding for Deep

Learning
Priyanka P. Pateland Amit R. Thakkar (2020). Neural Networks for Natural Language Processing (pp. 31-

62).

www.irma-international.org/chapter/a-journey-from-neural-networks-to-deep-networks/245082

Optimized Generalised Metric Learning Model for Iterative, Efficient, Accurate, and Improved

Coronary Heart Diseases
P. Preethy Jemima, R. Gokul, R. Ashwinand S. Matheswaran (2024). Advanced Applications of Generative

AI and Natural Language Processing Models (pp. 373-388).

www.irma-international.org/chapter/optimized-generalised-metric-learning-model-for-iterative-efficient-accurate-and-

improved-coronary-heart-diseases/335847

Creditworthiness Assessment Using Natural Language Processing
Somya Goyaland Arti Saxena (2021). Deep Natural Language Processing and AI Applications for Industry

5.0 (pp. 120-141).

www.irma-international.org/chapter/creditworthiness-assessment-using-natural-language-processing/284206

Bridging Minds and Machines: An Introduction to NLP in Mental Health
Pawan Kumar Goeland Satya Prakash Yadav (2025). Demystifying the Role of Natural Language

Processing (NLP) in Mental Health (pp. 1-22).

www.irma-international.org/chapter/bridging-minds-and-machines/372429

http://www.igi-global.com/chapter/homo-di-fict/239990
http://www.irma-international.org/chapter/ddos-attack-detection-in-wsn-using-modified-bgru-with-mfo-model/335843
http://www.irma-international.org/chapter/a-journey-from-neural-networks-to-deep-networks/245082
http://www.irma-international.org/chapter/optimized-generalised-metric-learning-model-for-iterative-efficient-accurate-and-improved-coronary-heart-diseases/335847
http://www.irma-international.org/chapter/optimized-generalised-metric-learning-model-for-iterative-efficient-accurate-and-improved-coronary-heart-diseases/335847
http://www.irma-international.org/chapter/creditworthiness-assessment-using-natural-language-processing/284206
http://www.irma-international.org/chapter/bridging-minds-and-machines/372429

