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ABSTRACT

The objectives of studylng "Life style In television advertisement of smartphone" are

1) learning and understanding in Sign and Myth Analysis In televisian advertisement of

smartphone 2) learning and understanding in Influence of television advertisement of

smartphone 3) Take results to create art of media working and exhibit to the public. For

research operation in order and get along with the objective, the studier use method

regulation of qualitative research by sta rting with documentary research by studying concept
or related theory as Semiology, Mythology and Consumption of Sign and take those theory to

use as unite of analysis in textual analysis through narrated configuration and sign and myth

analysis through content and configuration of television advertisement of smartphone in 5

series for understanding making of sign and myth in television advertisement of smartphone.

And take its concept or theory learning to use as guidelines of interview analysis in structured

interview with the target to understand the influences of Sign and Myth in television

advertisement of smartphone. At the end of learning the final result is used to create the work

of media art and exhibit to the public b

realized In sign and myth in television advertisement of smartphone

y reflection of concept or its issue for the people

As the result of analysis and synthesis we found that television advertisement of

smartphone is creating the image of ideal of lifestyle. Lifestyle that exhibit comfortable and

y to deal with modern technology as smartphone

e can't lack of it. Moreover

convenience, all problem seems SO €as

which turn to be the 6 basic human needs In livelihood that w



television advertisement of smartphone still present function or efficiency of modern
smartphone operation by supportive user in every circumstance no matter how worse it is.
Function is like medicine for remedy all painful of human. Even though in fact smartphone
user no needs to use new function at all. Television advertisement of smartphone only is the
ideal creator about world awareness of the viewer that if only use new modern smartphone
our livelihood will have no problem and tranquil, bring us happier and more comfort with no

reason. That is just the imaginative creation of the viewer only.



