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The study was aimed at interpreting and comparing values implicit in television
advertising films and at finding out the factors influencing the production of advertising
films, the expectation about the target groups and the influence of advertising over
consumer.

The study was divided into two stages. The first stage was in-depth interview of
six key informants who had a good knowledge and understanding about advertising films
and could reflect their opinions well. The key informants consisted of marketers, creative
producers, and advertising films directors. The data were compared on the basis of logic
and conclusions were drawn. The second stage analyzed and synthesize 15 -60 minute
advertising films on air during 2003- 2006, a total of 803 films, in order to reveal values
implicit in advertising films.

The findings were summed below.

1. When the comparison was made, it was found that products were the most
influential factor for advertising film production. Besides, the key informants working in
advertising companies, advertising film directors and song composers for advertising films
also gave importance to briefing. Also, the target group and the storyboard were another
two factors influencing the production of advertising films. Regarding expectation about
the target group when they saw advertising films, most key informants stated that it was
to impress the target groups, making them remember the products, which, in turn, made
them have a desire to buy the products. As for the influence of advertising films over

the audience, the key informants had a different opinion. Some thought that advertising
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films influenced feelings, thinking and behavior, depending on an individual. Some
thought that advertising films were just creative propaganda and, still, others thought that
it could only make them see the target group clearly.

2. Values found in advertising films. It was found that 128 advertising films
obviously had values implicit in them. These values could be classified into two types :
practice values and destination values. The most often found practice value was
responsibility, followed by self confidence and hospitality (the second most often found
values), forcing oneself and ambition (the third often found values), ability (the fourth

. most often found valued) and affection and bravery (the fifth most often found values)

As for destination values implicit in advertising films, the most often found was
happiness in life, followed by success in life, (the second most often found value),
assisting others and pride in oneself (the third most often found values), having
a boyfriend or girlfriend (the fourth most often values) and enjoying oneself (the fifth
most often value)

Recommendations :

1. The agencies concerned should set some criteria to screen advertising films
=-both before production and before display during pre censor and post censor so that those
aawith improper contents will not be on air. This will reduce that cost and loss resulting
ii”ﬁ'om production and being on air.

2. The advertising professional ethics should be promoted so that creative an

proper advertising films will be produced to spread good social values and to make

people have proper behavior, thinking and attitude in leading their lives.





