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The objectives of this tesearch are to idently the products advertised, to enalyse the characteristics cf the
commercials featuring infant presenters, to define the target consumers and to detexmine consumers’ aftitudes towards the
commerciate. Concents on “attitude’ and *paychological appeals’in advertiaing” are applied n this qualitative research. The reautts of

the research are as follows :

The twrget consumsrs & aged between 1540 years and can De divided inwo both male and female
teenagers,adolescents, and adults. The latter are both singla and married. The parent groups who have baby or young child aged

under § are the targe: consumers of infant producis.

Most television commercials for infant praducts obvicusly emphasize on information about the product attritutes,
whilts other commercials featlring infant presenters give o lite information. However, what seems to be in common = emotionel
emphasis on parental ove,

Psychological eppeats and visual technigues usually found in the commercials are Informational of rationa! appeai such
as demonstration, spokesperson, and semiology ; emotional appeal such as humor appeal, and other appeals like parental appeat and
safety appeal ‘ _ ] '

Focus group participants fike the physical attractiveness and the personalities of infant prasanters, the extraordinary
approaches of using inf.ants, the warm feelings experienced, and the humor or detente, They dislike the imelevance between the
commercial content and the infant {8} |, the visuals' that imply the act of forcing of erdengering the infants, and the tension

experienced.

The focus greups considsred the use of infanis appropriate when it is an infant product commerciai, when a
commercial shows rele{fance between the infant presenters and the product, and when the use of infant hamonize with the plot or
can well capture attention. However, the use of infant is considerad happropr'mé when the commercials cannot show relevance
betwesen the infant presenters and the product, when a commercial reflects the-act of forcing or endangering the infants, and when

~ the participants considered a commercial as untruthful.
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