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The purpose of this research is to study the form and content of violence in TV advertising and the
presentation ways of violence. Including with the effect on product selling as well as the satisfaction of the brand
owner. The research methodology is by content analysis from the selected 62 items of television commercials of
violence.

The resulting commercial samples of the study can be classified into three main forms m1.Behavioral
act 2.Credible threat and 3.Harmful consequences which have been presented through various means such as :
the nature of the perpetrator and target 1reason for the violence, presence of weapons, extent and graphicness of
the violence, degree of realism of the violence, whether the violence is rewarded or punished, consequences of
violence and whether humour is involved in violence.

Results from the study show that 2 out of 3 violent advertisements encompass behavioral
misconduct. Both the malefactor and the victim representthe target group of product. Of the main reasons for violent
advertisement, itwas found that individuals associate personal gain through violent behavior.

The mostfrequent displays ofviolence are presented in the form of malicious human behavior, use of
natural means by only using body. Results show that the majority of advertisements only show 1 violent action.
Where violent act are occured, the advertisement will often show the action within close range, butwithout the sign of
blood. However, the more common that violent behavior is shown to be .without showing the consequences of
actions, the more acceptable the behavior will become to common individuals. Humorous tone significantly present
in story, as well as the form of the fictitious.

When itcomes to successfully selling a product,or increasing the sale of a product, it's certain that
brand owner have satisfied with that result. During the Asian Economic Crisis, when sales have been flat, this type of
strong impact advertising has had the effect of capturing the attention of viewers and it will most likely increase the
level of sales of that product.The result to societal behavior, however, cannot be taken for granted and the brand
owner cannot simply assume that viewer, or consumer, can differentiate between TV violence and real-life violence.
The long term effect on the viewer's psyche could lead to increase tearfulness by mistrust of other, learning and

immitation and lead to emotional desensitization.
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