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3. Exploring cultural values through television commercials

Robert Sigley CKH LK)

Television commercials attempt to persuade their audience to behave in a
particular way: most usually, to buy some brand of product. This is typically
accomplished by associating the product, its use, and its users with positive
attributes or outcomes, and/or associating non-use of the product (including
use of competing products) with negative attributes or outcomes. As a result,
commercials reflect value judgments on social behaviour, and therefore can
serve as an important resource for identifying the attributes and behaviours
that are regarded as positive characteristics marking "good" society members,
or conversely, negative characteristics marking "bad" members. This 1is
especially true of commercials for mass-market products that are not clearly
distinguished from their competitors by any intrinsic quality or feature. As a
demonstration, several such New Zealand commercials are analysed,
resulting in identification of a consistent set of cultural values for "proper"
New Zealand behaviour.
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B2 . William Bartram (1739-1823) @ k1T it ( Travels through North and
South Carolina, Georgia, East and West Florida, the Cherokee Country, etc.
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