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National Chiao Tung University

ABSTRACT

Advertisement reflects the booming .of .the economy. The scholars also focus on the
projection of social phenomenon.and cultural construction that television advertisement
shows. The research tends to diseuss about the transition trends of automobile roles, sexual
roles, and family condition ~on television advertisement through a view of socia
transformation.

The research will discuss about the questions:-bel ow:
1. How did the products on television automobile advertisements present about the
automobile roles between 1985 and 20042,
2. What were sexual roles from the projections and meanings of the people on television
automobile advertisements between 1985 and 20047?
3. How did the images and situation on television advertisements present about the family
concepts between 1985 and 2004?

First, the automobileis not only regarded as just a transportation vehicle, but a fantasy
world nowadays. Since 1990, automobile advertisements have been showing more than one
simple meaning of what vehicleis, and making effort to draw attention by enriching the
emotional satisfaction and pleasure. Besides the rational facts, different brands also show
different individualities of the automobiles, which become a new way of communication to
the consumers.

Apparently, male is aways the main target. The analysis shows that only 7.1% of the
advertisements focus on female, 32.2% of the advertisements focus on male.

Since the pure automobile sale is no longer enough for the consumers, the advertisements
have been starting to stress on the unique characteristic of different group, and present living a
trend, completing the achievement by successful communication to touch the deep souls of
people. More and more automobile advertisements are full of symbols and images, instead of
the simple words or arational promotion.
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