229692

Tudiainode wu1Imedounian Snoriivug /4

medduuseuia : viumdsanT oS udoqun 1IN IaUNe
SIXTY SECOND SEXUALITY ON TV: RISKY OR POSITIVE CONTEXT FOR SEXUAL HEALTH

w g
FITUHUN -JJI'NI.ﬂ‘HlIiI'lI 5036893 SHMS/M

fifL. (Fanusaas msunnduaz a5 1)

AT TUMINUS A AInminug : Aundad yauena, PhD., NUNI5T8 §512350), PhD., Augy Audui, Ph.D.

unfinge

n1sﬁnmifﬁ%’wqﬂszm§1ﬁﬂ 1) fnnTamanInsi nfI&r@nuazHnd) 5;;51ﬂﬂnﬁm?auwﬁnnsuasl.wﬁ
W ludeanIneuay 2) ’fims1.,ﬁﬂmﬂuu?umﬁ'um?mﬂ?miaﬁﬂﬂmumﬁﬂ'ﬁm&mﬁ FEmeesmsanyiiumsite
iFaunm TaedduFuonais (Documentary  Research) vndeTawanTnsiimd 'u'umnmmgmuﬁmmmnmmmu
:u.ﬂﬂ-'nmmm.,u‘fam‘luiwm ﬁuwcl,mﬂ"ﬁmi'qumanﬂ'ls'[ﬂum onTaanTnsieniiavua 256 o9 fioeneme
'luﬂi.,,mﬁ'lmm;mﬂ WA.2549-2550 azeadestiummnne me3d quanzuasanimane nmiudadenonmsdy
nsntuiindenaasast Aufiternduvuass s id Tamenandy ladaren udninndadlumuanyanm
NTOULLIAR A 1) NFNTIE (Gender) 2) INATT (Sexuality) 1AE 3) GYNNISLAZANT NMAUNF (Sexual Health & Sexual Rights)
Mmsnseideyanoamsuondnudums uiaiiunmnin (Sho) uneuni (Dialogue) mnﬂmwmﬁan (o,
VFSIMA, TN M, MTUAING, flmaﬂymmmmmwunﬁuﬂ?mymn Wm'ruﬂﬂuﬂﬂmym nmivefuemsld
siiadydnuel (Encoded Sign) Mndfdvans i lw14 Twm"mmuwmamunwmﬂummu 139 o ilehims st
sepudgarandenulusmuazan Tun uesd mstana Foum fmyn dudu

HamsAnINU mﬂmiummeymmmm vgn‘ams511tfluﬁﬂ\1'mnﬁqmrf'?wﬁﬁﬂﬁa’lﬂﬁvﬂﬂm
Tauls TasadugduuuTawanInsieni ¥ fiduuummne iemiznguithming aw3aFia nquey sudu AR
mAn1IzReINY uaziailugraunousiniaule mumsﬁ%’wmmnuﬂn nszduaNudesms ildsums
Foamdanariiuduiy *:'mmmmmmsnlﬂNﬂTmﬂmwmﬂ lwEIiT‘i"Nﬂ"lﬁﬂ‘ﬂuT‘IJ‘IHQTIJEF"IT‘H‘IM‘EJ‘].ILHEIE‘EBG
Tawaruazaad 18 uod1e@ Nqi]umuﬁmmﬂmummsaamﬂu 2 1l5zinn fin @IMUIUIVUY HUUBNNTOU

FITMUMIVUY AD fT“'I‘i'D‘WI?JT‘IU"INﬁWII"IH"LU'J{Hﬂﬁmﬂﬂ'l‘l.. 18un 1 4naadosmienunnumonszuandn
2 AnvazIazMsuANIENVBI M Iia 3unumiinazily 4#3'mu\1ﬂumm1a‘|mi’lwaiaﬂ Swmgqnmmhlmu 6.
fnesnanuinviuazseudnummanmg ';'ﬁsmmﬁumusmsﬂnmﬁmi fudu safumsuennsey e msfise
ﬁﬁ”‘nmu'mmmmmvﬁs'lwﬂmwgmmwwu'lﬂn nmﬂﬁfﬂﬂﬁu‘nﬂUﬂquﬂuﬁnwau’lﬁw"tqguanan'[ﬁuﬂﬂmmma
ﬂﬂi‘lllﬂ"mﬂﬂﬂg‘u@l laun Lassiiisnnedesoaron 2r§ﬂﬁgm}1umﬂm1umuaﬁmu 3 fmduihufhogn 4riuaue
nquﬂunnmmﬂmnﬁawmamﬁ iHhidu ﬂa11'1&’11m'sﬂmuuwuuunﬂa1ﬂmﬂmsﬂﬂmu ned s NAIRAGes
Nl qmri‘.lLm11wmusumﬁmﬁaqumuvammmnmwﬁ 1,mwmmfsuanﬂiw'hnnﬂu‘fwmm Faa I msvewsuiene
W iwﬂ"mqﬂse‘luTwm"mummmmmwusmm-'ﬂﬁﬂu mﬂﬂwmﬂquﬂuﬂummwmﬂwmﬂmemﬁ

, uﬂﬁmﬂu‘imum"lﬁﬂmmﬁﬁuuuuaqu'ﬁmﬁumuwﬂ HUDSIANINA/S ARy phm;uum

ammneSeanaotaninudiniily Tlawanuennsouimaudoninauenmivds Jogu ﬁqamqtmwnqnﬂuﬂ
fammanuaemanaiaunsouaateenuazanddesiuaunnsmame (Sexual Fantasy) Iauaulsisoun
| (Sexual desire) ahailamenasauva uﬁuiwmmmuuwuuﬂwmumn‘nNamwmﬁﬂmuammnw Tasuia
[vwa s wihan dadauszrhandaneediadiuglsssy mfm1&Jf}nmams1aﬂ"lﬂrﬁ'mgqmnﬂmmaﬂmm;ﬂu
aamadulng) (Patriarchy) atna‘liﬂmun'ﬁuﬁﬂmmmnnwuawaﬂﬁmqmﬁ ismnaunas anudngiuilym
ad3souAIU 'lmmw'u.mamﬂﬂmuauﬁsswm ieadraum Tovnudhsz3ade 11ﬂnﬂrgmuawsnmqmnnvua”
Animundedadstude

frdfiay : a0/ madn/ SumiFsanaziasy guanzuaz@nmaney Tawon Tnsvimd

149 1




229692

Tudiainnds uninedoutiaa INeTNUT /9

SIXTY SECOND SEXWALITY ON TV: RISKY OR POSITIVE CONTEXT FOR SEXUAL HEALTH
CHAYANUN MANOKASEMSUK 5036893 SHMS/M
M.A. (MEDICAL AND HEALTH SOCTAL SCIENCES)

THESIS ADVISORY COMMITTEE: PIMPAWUN BOONMONGKOL, Ph.D., KANOKWAN THARAWAN,
Ph.D., SOMSUK HINVIMAN, Ph.D.

ABSTRACT

The present study aimed to investigate the production of TV advertisements and their thoughts on
gender and sexuality in Thai society, and to determine if they create a risky or positive context for sexual health.
Documentary research and semiological analysis were performed to determine the sexual content of commercials
displéyed onTV.

The data were collected from 256 TV advertisements broadcasted in 2006 to 2007 regarding gender,
sexuality, sexual health and rights. The product names from the commercials were used for searching and collecting
advertising files from manufacturers’ websites. These advertising files were then categorized on the basis of the
following concepts: 1) gender, 2) sexuality, and 3) sexual heath and rights. All data were digested into tables, shots,
dialogues, sound (music and narration), surroundings (picture, atmosphere, posture, outfits, and characters), and
texts from which the signals from media outlets were then encoded. Of the initial 256, 139 commercials were
selected for further semiological analysis based on light, color, organization, story, and dialogue.

The results showed that due to high competition media outlets must search for new strategies to create
attractive media. One way is by TV commercials, which effectively deliver information to target groups according to
lifestyle, age, social class, ethnicity and gender. It can also provide imaginary and unrealistic visual triggering of
consumers’ needs and make media recipients want to buy products. Herein, the information was divided into two groups
of thought: conventional and lateral. i

Conventional information produces and reinforces conventional thoughts of gender such as 1)
women and ideal beauty; 2) characteristics of a good woman; 3) the roles of mother and wife; 4) women and good
culinary skills; 5) women and homekeeping; 6) men and career progression; and 7) men and prostitutes. On the
other hand, lateral information is information that deconstructs unreasonable patterns of thought and generates
reasonable thoughts such as 1) wives and the right to resist; 2) women with a powerful career; 3) women can be
active in relationships; and 4) gender variation (lesbian, gay, bisexual, and transgender: LGBT). Conventional
thoughts and information tend to restrict sexual thoughts, leading to a risky context of sexual health and rights.
However, lateral information is not always acceptable to society because sometimes the characters and content in
commercials show acceptance or refusal of LGBT groups.

Furthermore, commercials also demonstrate sexual preferences and behavior in both heterosexual
and homosexual relationships through attractive stories. Only a few lateral thought-based commercials presented
women, teenagers, elders and LGBT groups as expressing their sexual fantasies and desires openly and freely.
Conversely, many conventional thought-based commercials still accentuate conventional thoughts of gender and
sex by concretely distinguishing the differences in size, shape, and appearance between males and females, in order
to restrict the female appearance in public according to patriarchal ideals. To solve sexual health and righis

problems, we should pay attention to surrounding causes and factors, as well as not overlook naturalization. An
' appropriate media monitoring policy can be constructed to protect and correct sustainable sexual health and rights.
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