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Fun and Serious Advertisenent.

Wen | watch a television, | will spend nore tine to see
advertisenent thanto see a novie or a drama. Adverti senent agencies
fight each other to catch viewers' eye. They spend nuch nore tine
to make a concept or do market than just nmking an conmercia
adverti senent. They do brain-storm ng every day and ni ght and t hey

struggle to make a best concept to sell their client's product.

Several years ago, nost of the comercial televison
adverti sement agencies nade tel evision comrercial advertisenents
only to tell the nane of product or product itself to television
viewers. Actors and actress in a tel evision adverti senment repeated
t he name of brand of product and The | abel of products filled with

the screen of television.

However, these direct advertising nethods didn't work any nore
to a new generation. The new generation wants to see good i nages or
cool views on television. The new generation does not |ike boring
and repeating words and conversation. They want to be fun and cool .

They want to be shocked by ot her mediumlike tel evi sion and novi es.



So, agencies that target new generation know what they want. Wen
we wat ch sonme advertising on television, we figure out that nost of
the advertisenments targeting young generation are inagination
advertisenents. Most of the advertisenents are fun too. Their concept
of advertisenents is not to show the nanme of products, but to show
t he i mage of products. For exanple, the poplar drink conpanies |ike
Pepsi Cola and Coca Col a use the nethods of advertising the inmage
of their products. They only showthe nane of products in two seconds
or three seconds of thirty seconds. The tel evi si on commerci al s spend
nore time to show good and cool inmages to young vi ewers because t hey
know t hat customer drink the i mages of their product and do not drink
t heir product only. Therefore, the concept for the young generation

is the focus on maki ng cool i nmages.

Usual | y, tel evision comrercial agenci es use nore seri ous noods
for the ol d generation to adverti se sone products |li ke i nsurance and
har dwar e products. The ol d generation wants nore functional nethods
than just sinple and good imges. So, advertisenments for the old
generation are nuch nore functional. The ol d generati on does not |i ke
speedy and difficult advertisenents. They want to get functional

information of products, not to enjoy good and cool images from



commerci al advertisenents. They want to choose proper products
t hrough the comrerci al adverti senent of tel evision and novies. So,
agencies that target old generation know what the old generation
wants and feels. When we watch sone advertising on television, we
figure out that nost of advertisenent targeting old generation are
nore functional advertisenments. Mst of the advertisements are
humanity t oo. Their concept of advertisenents is not to showthe i mage
of product s, but to show the function and name of products. For
exanpl e, Tel ephone conpani es use the nethods of advertising the
function of their products. In sone television conmercials, they
spend nost of the time to explain their products and views their
brands often than any other television comercials. Therefore, the
concept for the old generation is the focus on maki ng effective and

functional images.

Fun tel evision commercials are different from other types of
t el evi si on comrerci al s. Sone agenci es use very good i deas and concept
to give fun to custoners and they link the fun i dea and concept to
their products. Wen they gave a fun to custonmers in front of
tel evisions, they believed that custonmers would buy the product.

Actually, this is one of the advertisenment nethods to advertise



i mges of products. However, These kinds of advertisenments are not
cool and great. These commerci al advertisenents give funto viewers.
The purpose of that kinds of television commercial advertisenents
are to give fun to viewers and link the concept to their product.
So, usually the fun tel evision conmercial showthe name of brand in
the last seconds in short. These television conmercial
advertisenments | ook Iike the imge advertisenment and | think that
fun tel evision commercial is asort of advertising inmagery, but, the
object of advertising images is different in sonme aspects. Fun
tel evision comercial advertisenents add fun objects and ideas to

t he nmethod of advertising good and cool i nmages.

Now, our life is busy, conplex and speedy. Everybody dreans a
natural island which has a television only or a conputer( or art
books?). Everybody wants to take a break in their sweet hone.
Everybody is tired and feels boring of acity |life. They want to make
asmle, but their feeling of mind is drying up. Wien a tel evision
advertisenment nmakes a fun or a smle to television viewers, the
viewers wi ||l good i mages of the products and the conpany. | amsure
that the effect of fun tel evision conmercial advertisenents is nore

functi onal and effective than some television comerci al



adverti sements which are targetingthe ol dgeneration. | amsure that
the effect of fun television comercial advertisenents is nore
i mgery and nuch nore after-effective than tel evision comerci al

advertisements which are targeting the young generati on.



