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Abstract

Throughout the colonial history of the Japanese Rule in Taiwan as
well as its complex refractive relationship, especially with significant
influences on political, economic, social and living conditions, there
have been multiple semiotically aesthetic imitations to be discovered.
In the paper, I would like establish my argument in the context of
Taiwan’s modernization with a case study of Tatung Mascot, the very
first brand mascot created by a Taiwanese enterprise, in the 1960s and
1970s. In today’s Taiwan, Tatung Mascot (also known as Tatung Baby)
is characteristically significant for how it is attached to a particular
“generation” and their collective “memory.” How did this “object,” born
from a consumerist culture, become history while it was still fresh in our
memory and how did it find a new life out of history rather than being
fossilized? What kind of aesthetic transplant could we discover from the
said process? Therefore, I will present my analysis by combining and
comparing the vertical perspective from the Japanese Occupation history
in Taiwan to the post-war Nationalist Government and the horizontal
perspective of the signs represented by the consumerist brand mascot.

In this study, I have discovered that the brand mascot, with its
innocent smile, is indirectly bridged with a Westernized mascot image
and ideology in the course of modernization in Taiwan during the
Japanese Occupation and marked with mutual refraction and transplant
between the consumerist culture in Taiwan and Japan's modernization.

The thesis will touch upon three questions as its main arguments:
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I. A national identity to be fulfilled: it was a crucial period of time
when black-and-white televisions were replaced by color ones and when
consumerism was about to take central stage in the society. The slogan

“MIT is the best” has successfully strengthened the national identity.
Meanwhile, the Capitalist system has motivated an inner desire to create
an idealized bourgeois image as an inner imagination strategy to fulfill
the incomplete national identity with urgency.

I1. The consumerist-culture-born “object” radiating itself to connect
the memory of a generation: the “Tatung Mascot” is closely related to
the collective memory of a particular period of time, which is embodied
as a sign to be included in the collection system. Consequently,
does its generation-to-generation diachronicity and collection-based
synchronicity coexist as contradictory forces?

ITI. The everlasting transition from signs to simulacres: Tatung
Mascot, as we re-examined its context and compared it with the
consumerist culture, benefitted from the 1990s’ nostalgia wave in
Taiwan, and was thus given new meaning and price. The new meaning
has made it no longer a free gift with television purchases. The nostalgia
wave engaged us to reevaluate outdated objects, creating changes to
the Signifier and the Signified of Tatung Mascot, as it brought up a
consumerist aesthetic issue of how the semiotics is transformed to

simulations in a consumerist culture.

Keywords: Tatung Mascot, Transplant Traces, Sign, Consumerist
Culture



