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Abstract

The Thesis on “The Cognitive Model Literacy of How Women React to
Whitening Cream’s Television Advertising” has its objectives to study the cognitive
model of media literacy of women as receivers and also to find out how women as
receivers apply media literacy to their daily lives by reviewing concepts, theories and
researches related to study framework. The Theory of Cognitive Model of media literacy
of W. James Potter is mainly used to apply in this thesis along with the relevant
concepts, theory and research of other academics regarding benefit of advertisement,
advertising production, presentation technique, model and content of television
advertising. This thesis uses the qualitative research methodology for audience analysis
by focusing on the study on the cognitive model of media literacy in awareness
dimension of 20 female respondents who live in Bangkok and suburb area. All
respondents were selected by purposive sampling as well as snowball sampling in
order to collect information by using the in-depth interview. In addition, the moisturizing
products’ advertisement with local pint in whitening cream broadcasting in prime time as
the first two ranked of airtime were presented to the respondents during interviewing. It
is noted that the selection of advertisement on television is based on number of
audiences at the prime time and the amount of budget to buy airtime slot for the 1* and
2" advertisement.

In terms of demography, the result found that women at young age tend to be
more interested and aware of the effects from whitening cream’s TV advertisement than
women at the older age. They also pay attention to search for more information about
withering cream’s TV advertisement via various types of media and exchange criticism
as well as complain when having found the unsuitable advertisement. Yet young women
have more analytical thinking with the whitening cream advertisement it compared to the
older age. On the contrary, women at the older age tend to focus on using benefit of
whitening cream for other purposes, such as foundation. Furthermore, women at the
older age apply whitening cream’s TV advertising as psychological benefit, which hardly
finds in young women. For education factor, due to direct experience and knowledge

about advertising the respondents with upper Bachelor's degree are more
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knowledgeable and critical about the fact of whitening cream’s TV advertisement than
those under Bachelor's degree in term of direct experience in knowledge about
advertisement.

The study reveals that the cognitive model of media literacy in women is in
accordance with the concept of W. James Potter in the Cognitive Model of Media
Literacy. The first factor was divided into three elements that is knowledge about
advertising, the self and direct experience. Those elements are vital factors for basic
skill of media analyzing retrieving from the two comparable advertisements taken as
sample for the study. The mentioned knowledge and experience will encourage the
respondents as criteria to understand patterns of whitening cream’s TV advertisement.
Also, they can learn the selling ideas of a particular advertisement and then are aware of
the social trend of whitening cream’s TV advertisement, which has impact on the
society. However, these factors such as analytical skill in distinguishing, comparing and
evaluating the differences within two advertisements to find out the values which can
identify from pictures, script or event in order to create a social trend are unnecessary
for analyzing message which has been conveyed from whitening cream’s TV
advertisement. Other factors which contain adequate information and fact have to be
taken into consideration.

In addition, there is one factor called Personal Locus, which defines audience
as Automatic Manipulated . Automatic Manipulated describes the situation when the
audience is unaware and unconscious in absorbing message so they act as if they are
passive audiences. This resulted in no process of analyzing and criticizing of the
audience. In case of whitening cream advertisement, which has high frequency of
airtime, audience is easily forced to receive all messages, pictures or event that imply
the social attitude toward beauty . finally, they don’t apply their knowledge structure and
information processing tools to the analysis of advertisement. This is in line with W.
James Potter citing in his theory of the Cognitive Model of Media Literacy.

Regarding information Processing Task, the audience seems to have no
filtering task because they didn’t have specific goal and didn’t pay attention to whitening
cream’s TV advertisement. However, when the audience has received message from

whitening cream’s TV advertisement, they can reach for the information and content
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which has been aimed to convey in a particular advertisement. This shows the
competency of Meaning Matching. In terms of Meaning Construction, it has found that
respondents can rarely create a new meaning in which they automatically accept the
meaning of whitening cream’s TV advertisement. Due to the lack of process of analytical
whitening cream’s TV advertisement, respondent ignores the chemical substance or
procedure of brightening. But after they reconsider the message, those who have
enough knowledge structure, will ale to criticize and ask the questions about hidden
information and fact as well as quality of one particular advertisement.

Finally, the use of media literacy in daily lives, it showed that audience hardly
applies their cognitive thinking towards the whitening cream’s TV advertisement. They
do not use the information gained from the advertisement as a factor of making decision
to buy whitening products. Moreover, they don’t express criticism, comment, protection
or problem solving of how whitening cream affects to the society. Also, they are not
aware of their legal rights in cosmetic consumption. Nevertheless, the older age
respondents lend to focus on psychological benefit of whitening cream’'s TV
advertisement in order to build up imagination and hope to be successful in their love as
well as lives.

In conclusion, each factor of the cognitive model of media literacy is equally
important because these factors depend mutually each other. At the same time, it would
be the most effective when all factors are co-working as a process. In addition, the
unique culture of Thai society is one of significant issues which affect process of thinking
and behavior of audience. However, the Theory of James W. Patter in the Cognitive
Model of Media Literacy cannot bast and fully describe the process of cognitive model
of media literacy of Thai people since some features deals only with Thai culture and
behavior which are quite unique characteristics such as the differences between Thai
and Western people in terms of cognitive thinking. Moreover, Thai and Western people
are diverse from each other in the legal rights of media consumption’s perspectives. For
further study, if the theory of cognitive model of media literacy of W. James Potter could

apply in Thai society, it would make benefit for the future study o media literacy.



