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ABSTRACT
O O In order to fulfill the military demands in the twenty-first Century, elitism of armed forces has led personnel structures towards
an evolutionary era with outstanding quality deemed as necessary. For achieving such a major objective, the future infrastructures
and organisations of military institutions will be shaped as “ lesser quantity but better performance” . However, young generation
nowadays have been raised under wealthy condition therefore growing less willingness to join the army, which somehow cause
difficulty for military recruitment, so as patriotism and traditional values such as “ honour, duty, and country” are fading away[T .
One realistic factor of such phenomena is due to rapid changing of social influences and growing individual conscious. Meanwhile
following a career within highly constrained environments such as military one is out of future prospect, hence less attraction for
many. As a result, high rate of turnover and lack of reserved committees have caused vicious circle towards overall quality of armed
forces in terms of human resources and combat capacity that urgently needed to be concerned and tackled in the coming years. [
O To apply recruitment by the moral views of market promotion, advertisements and propaganda suppose to deliver “ correct
information” to the general public with powerful messages and distinctive contents. Moreover, for the making of a successful
advertising or promoting program, the approaches ought not to be merely “ unilateral” . From various forms of the mass media,
Ministry of National Defense (MND) has been proceeding recruiting activities, each advertisement have deliberately and delicately
designed for causing impacts and positive image that armed services meant to bring to the audiences and messages receivers. [
O For this reason, this research will be focused on evaluating “ the recruiting programs of armed services-view from analyze of
actual effect on the audiences, as research will be examining audiences” afterthought and the advertisement of which, they are
particular in favor, then lead to raise the question in the very beginning; “ would you join the army by come across those
information and messages from the recruiting program1s?” [0 O The significance and main motivation of this research is to portray
the following 4 points: 1.To comprehend the promoting methods and distinctive features of each from the military recruiting
programs 2.To understand, by what attitude and responds that would feedback from audiences. 3.To examine if promoting
programs would be convincing, and cause the expected impact towards the general public. 4.Suggestions for recruiting programs in
the future.
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