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This study is aimed at analyzing a positioning process of high profile
product consumption portrayed through television. A semiotic method was
used along with a theoretical framework of the "Pull-Up strategy” advertising and
the “image-marking motivation techniques applied to influence the upper middle

class target group’s consumption behavior.

Characteristics and patterns of salient motives were found to be commonly

utilized for all 6 lines of product advertising. They were in the following

(1) uniqueness, (2) modernity, (3) ambition and, (4) privilege and high self-esteem.

The latent motives implied from these advertising films appeared to be
congruent with a context of a global "modern” lifestyle. Through this reinforcement
process in the media, it helps to support a preponderance and prevailance of a unique
taste in the consumption of a newly emerged group so called “Thai YUPPIES”

which is now shared by all audiences.
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