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Abstract

This study is a qualitative research which its purposes are to study on the advertising media
created from the concept of "Sad Advertising", to focus on the techniques used for presenting ads that
cause emotional excitement 1o the audience, and to analyze how the certain concept depict the lower
class in such ads. The researcher studied on the data and analyzed the myths in the advertisements,
by selecting some Sad-Advertising ads presenting the depiction of the lower class from YouTube,
then, picking 7 ads containing most relevant content for the topic, and analyzing the texts, its concepts
and myths, using the analytical methods to find the denotative and connotative meaning through the

themes, the Sad-Advertising formats, according to the Semiological framework. The results of the

study are as follow:

1) The 7 chosen Sad-Advertising ads are likely to contain the content of the oppression of
groups of people in society, such as marginal people, vagabonds, disabled persons, and beggars. The
ads create the imagery of these groups of people despite their real images. 1lowever, the ads create
such identities for them and make the audience believe that they are miserable and always an
underdog,

2) From the presentation of the 7 ads, it represents the coherence of the imagery of the
oppressed classes in society. From the analysis, it is obvious that the poor, homeless persons, people
with disabilities, the subscrvicnt, thosc abandoncd fom a socicty, arc oftenuscd as a kcy issuc in the
Sad Advertising, to create emotional feelings to the audience and make them want to watch the ad
trom the start till the end. In particular, the touching turning point is not to be revealed at the beginning
of the story in this kind of ad, yet it will gradually cultivate emotions of the audience, in order to make



them wonder, teel excited and want to know what would happen. In the muddle of the story, there
would be a turning point that could stir the mood of the audience, with the use of bluesy melody or

dark color tone and gloomy atmosphere to give the audtence an intense ot sadness.

3) Creating a Sad-Advertising ad to influence the audience is actually intended to create a
positive image and brand recognition among consumers. It is noticeable that the ads may present a
mclancholy story; ncvertheless, it will always show good aspects of things happening in sccicty, at
the end. Therefore, it envisions the image of the ideal society, and reinforces the positive image of the

organizations for it is considered part of creating a good society.

The research conclusions lead to the creation of an artwork with a parody of grief from the
ads. It is to convey to the audience that the feeling of grief or gratitude that appears in the ads is merely
a creation and is not real. On the other hand, the brands or organizations make use of sadness to draw
attention from the consumers. The actors’ facial expression is the key to have the audience engage
with the ads. Therefore, the researcher created a drawing out of such facial expression. The drawing
demonstrates a half-sad-half-happy face to show the extreme difference between the sad mood that
should appear in the Sad-Advertising ads, and the good mood to mimic the sadness that shouid come

up.



