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The objectives of this research were 1) to study creative men's opinions toward
their us:e of American culture in telev1§|on commercials ; and 2) to analyze the attitudes
of unc‘lergraduate students on the presentation of American culture in television
commelfcials. The analysis was undertaken within four conceptual frameworks
1) Ava'ertising . 2) Culture and American Culture ; 3) Psychology of Adolescence ; and
4) AttitLide. Sampling of 5 television commercials during 1995 - 1996 was validity checked
by the Eexperts on American culture. Copywriters and Art Directors who created these 5
televisid:n commercials were the key informants for the depth interview. Focus group
discussion of 32 selected undergraduate students- was also arranged to acquire data on

~ their atﬁ:itudes toward the commercials.
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!?esults show that four prominent factors involving in the presentation of an
Americe%n culture in these 5 television commercials are : 1) Products ; 2) Target Groups ;
3) Adv{ertisers : and 4) Social Change. For the interview of 32 undergraduate students,
they e)qlpress favourable attitudes toward the advertising concept, presentation technique,
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music énd presenters. On the other hand, they express unfavourable attitudes toward

unreasonable advertlsmg concept and presentation, and the improper action of presenter.
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