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ABSTRACT
In present day Taiwanese society, the declining birthrate has forced the economy into recession: reduction of the labor force has
curtailed industrial development, the housing market has suffered, and people in the real estate industry and other related industries
fear long term economic stagnation. Furthermore, schools of all levels are facing a student recruitment crisis due to declining
numbers of students. As regards changes in society, the * spend, spend, spend’ culture has caused people’ s values to change. In
addition, there has been a rapid political transformation, a rise in democratic consciousness, and an increase in individual rights and
privileges. In light of these changes, a lifelong career in the armed forces, involving long hours, difficult work, and restrictions on
personal freedom and opportunity for personal development, is no longer desired by the youth of today. Consequently, the
Taiwanese armed forces are facing questions regarding the quality and quantity of recruits to their military academies. Television
commercials are an indispensable part of any advertising campaign be-cause they are audiovisual, they receive vast audiences, and
they are a rapid form of communication. However, the audience’ s interpretation of a commercial often fails to reflect the
connotations which the makers of the commercial wished to convey, and this can affect the commercial’ s effectiveness. In this text |
analyze military academy recruitment commercials, examining their explicit and implicit meanings, which are the commercial’ s
demands and the concepts and ideology which supports it. | also gauge the extent to which the audience agrees with the commercial
in order to ascertain which demands the audience support, and which ideologies support the demands.
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