Behind the advertisement
In the past, the existence of the refrigerator is to lengthen the freshness of foods.  As the housewife’ best helper in the kitchen, the refrigerator reduces the time women spend in buying food constantly.  Traditionally, people would take “function” as the first priority when making decisions about buying domestic electric appliances, so people do not really care so much about their appearances.  However, this kind of opinion is changing gradually.  Besides providing a space to store food, a refrigerator is becoming an important part of a high-class lifestyle.
In the advertisement for Hitachi refrigerators, we see a beautiful woman wearing an evening gown, posturing and preening herself beside the product, and telling you that if you “want to know the taste of the owner of a house, just look at the refrigerator.”  Elegance is our first impression about this ad and you heard the model’s captivating voice: “A refrigerator is not only a domestic electric appliance, but also a beautiful piece of ’furniture’ which provides fresh and healthy food.  Just like what Japanese aesthetics is pursing—the beauty of function.” 
In this ad, function is surpassed by form.  In other words, the refrigerator, a product of rational modern technology, now provides “self-identification,” “fashion,” and art.  The rise of consumer culture in our age is making people gradually realize that the so-called consumer is consuming not only the product, but also the symbolic value that the brand creates.  So, products now help consumers shape their self-image and style.  For those who have loyalty about specific brands because of such ads, they are buying the refrigerator not merely as a product in which to store food.  Instead, they are buying fashion, a sense of beauty, identification.  New cultural meanings are being added to such products.
In this refrigerator ad, it is quite fascinating that the character shows a very different relationship with the product.  Instead of merely “using” the refrigerator, the beautiful woman spends most of the ad time looking affectionately into her own reflection on the mirror surface of the beautiful refrigerator.  Some people believe that we belong to the generation of narcissism.  People not only grab every chance to appreciate themselves on any kind of reflective surface, but also pursue a rich material life to achieve happiness.  In this kind of thinking mode, consumers are more willing to pay high prices for well-garnished products, products of luxury, in order to enjoy quality of life, which also changes our culture and the way we live in it.  The ad thus makes people feel that their dream has come true because they can project their identification unto the world the ad forms, a world in which no matter who you are, you can enjoy status and self-satisfaction through owning a refrigerator.
The myth of the good life, of good taste, of high styles of life is created time and again in such ads, where the commodity promises a life distant from reality yet all the more satisfying simply because at least the commodity if accessible.  That is how capitalism works.
