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ABSTRACT

This research was to study the model and imitating process of it in the popular
television advertisement. The sample was randomly selected from the population of Mathayom
Suksa 1-3 students enrolled in 2™ semester of 2003 academic in Chiang Mai Demonstration
School. The researcher also organized a 13 participant focus group to gather in-depth information.
Instruments include advertisement’s popularity survey, questions for the focus group discussion,
and the questionnaire on imitation process. The findings are as follows:

1. The most popular advertisement was the Red Bull energizing drink, “real man” and
cigarettes in the trash can series. The advertisement was analyzed in term of semiotics and found
that the model there did not stress physical perfection but dark characterized by dark complexion
and strong-man type, wearing lay-man cloth, did not look rich but had encouragement, devotion,
generosity, morality, gentleman-ship, and liked to do things with intrinsic motivation.

2, Regarding the process of imitation, from the focus group discussion, it was found
that the students paid attention to only the part they liked in the Red Bull commercial.

They retained the information on the prime model or leading actor. In regard to the behavior
reproduction, it was found that the students imitated oral expression in the advertisement
“That is what a real man is” and the behavior which was based on the principles of acceptance

and reinforcement.



3. Regarding the imitation process, from the questionnaire, it was found that they paid
attention to their favorite advertisement, the Red Bull energizing drink mostly on the concept of
real man, followed by the model of the Chinese guy selling noodle soup. In regard to the
reproduction, the concept used in the advertisement set good model of doing good deed for the
society and imitated the model of the real man in the situation which required roles such those of
the real man. In the motivational part of the process, extending hands to help was rewarded and
the reinforcement stimulated the good deed. Doing the good deed as did the Chinese guy selling
noodle soup will be rewarded with the expression “This is what a real man it.” It students
imitated the Chinese guy, they should gain attention which would stimulate them to repeat the
behavior.

4. Regarding the relationship between component process of the imitation, it was found
that the components of attention, retention, reproduction, and motivation are related at .05 level of

significance.



