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The purpose of thlS study 1s to make expllc1t the presentatlon and

“form of adyertLSLng “Heroes" 1n teleV1810n commercxal. f

The results‘of the’study showed that "Heroes“ 1n?telev151on oommerc1a1

ﬁﬁéréésv‘prégéntatiogﬂcould_bekdeyfded“lhtozzvtypeS'as;folloWSy}LE‘

’“Ihe flrst.type were‘* e
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."Heroes"'from flghting and competltlon.; The ”Heroes" of thls type s
wexe always hlghly successful They had face a lot of obstacles with patlence
they met success whlch hlghly applauded by publlc. _
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The'secoud type were

"Peroes“ who were courageous and ready to rlsk to suffer death for

'maklng advantage and common good and eventually met success.'

The results also showed that the‘"Heroes" were related w1th external
factors as sex, age, target groups and unllmlted types of products and
services.- Therefore, the case study also depended on varlous types of :t
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products and services.:



