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ABSTRACT

200616

The independent study on “Design of Television Commercials for Creating Alcoholic Drink
Perception : A Case Study of “Johnnie Walker” Alcoholic Drink™ had 3 objectives: 1) to study the
perception of the Johnnie Walker television commercials of the people of Chiang Mai province, 2) to
analyze the image of the Johnnie Walker alcoholic drink broadcasting via television commercials, and
3) to design the Johnnie Walker television commercials that effects the perception of consumers.

The six frames of mind and theories used as guidelines for this independent study were: 1)
perception, 2) semiology, 3) myths, 4) consumer behavior, 5) film language, and 6) film narration
idea. The study was divided into 2 procedures and 3 steps. The 2 procedures were 1) analysis, and 2)
survey. The 3 steps were 1) analyzing the Johnnie Walker advertisement via television commercials,
2) surveying the perception of the people of Chiang Mai province towards the Johnnie Walker
television commercials, and 3) developing and designing the Johnnie Walker television commercials
by using the result of the analysis of the television commercials and the survey of the target groups in
Chiang Mai province as creativity guideline.

Result of the study revealed that 1) on the perception of the Johnnie Walker television
: ':?c{gxﬂrﬁefcials of the people of Chiang Mai province, most of them liked it (90.6%) while very few of
* them did not like it (7.6%) — inclusively, what captured the target groups the most was its beauty
: (930%) and what they did not like at all was the text which was too small and therefore unclear
“(87.1%) - 2) on the analysis of the image of the Johnnie Walker presented which included (1) being a

young executive, (2) young people with new initiatives, (3) young people who are ready to meet new
experiences in life, (4) young people who are brave, tolerable, and ambitious, and (5) being the giver
by doing one great thing — all of which corresponded with the image that Johnnie Walker planned to
communicate with the target groups — and 3) the model of the Johnnie Walker television commercials
developed from revisions of its weaknesses found from the survey and analysis of the Johnnie Walker
television commercials for higher efficiency and effectiveness in perception creativity, the revision
had taken place in the following areas: (1) the size of the text which was too small and unclear, (2) the
actors in the television commercials who were overacting, unnatural, and scary, and 3) the music and
sound effect in certain television commercials were not corresponding with the concept of the

merchandise.





