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ABSTRACT
Myth in cosmetics advertising on television starting from the imagination and
from personal life experience that involves watching the television advertising of
cosmetics. Latent Myth in cosmetics advertising on television effects behavior of the
audience. The study attempts to organize and write out systematically, so the reader
can understand and can be related to the analysis of the study by the 3 objectives.

1) To study the content of cosmetics advertising that is presented on television,
2) To study the impact of cosmetics advertising with the audience.

3) To create works of art animation, awareness of Myth in process of being
presented through cosmetics advertising that make impact on the audience.

The study discovered that. 1) Most of cosmetics advertising on television use Thai
celebrity as a presenter. The product which use Thal celebrity is cheaper than product
which use foreign celebrity. 2) Cosmetics advertising on television will not let presenters
have any Defects by using graphic computer to resolve the problems. Even though the
advertising emphasize wrinkles or dark spot on the face, the presenter still looks pretty
all the time. 3) Cosmetics advertising on television uses the impression of celebrity,
superstar fascination, the viewer's gender and ego as guideline in creating product’'s
value. 4) Watching cosmetics advertising on television so much, causing accustomed to
the beauty that the media picked up , the submission of the definitions and values

like beauty is natural. Indeed, modern media was created to sell a product.
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The conclusion of the study. It can be concluded that the ideal of beauty is produced
through cosmetics advertising on television, makes the audience unsatisfied themselves.
They try to compare themselves with presenter who looks better. They consume beauty
product because they want to look better or look like celebrity presenter. Identity of
beauty may not be an indicative any more, for the power of modern media changes their

ideas. They give up their identities of beauty and accept the modern beauty. They also

think that it's the natural identity.



