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The objective of this research is to study the development techniques from creative
brief to shooting script for television commercial by replicating a study of copywriter's

implicit theories of communication by Arthur J. Kover.

The study is conducted by using qualitative research method. The research uses
Arthur J. Kover’ research result as theoretical framework. The findings are concluded as the
shooting script development process of Thai production crews also possess an internal
dialogue similar to Kover findings in his research on copywriter's implicit theories of
communications. Whose culture and environment are much different, have similar scripting
process. To break through\ to the viewer, Thai production crews use forcing way more than
subverting as New York copywriters do. |

However, there are some differences in the way Thai production crews approach to
communication. They communicate with ideal viewer, either as a specific or as a group,

while New York copywriters only communicate with specific ideal viewer.





