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Introduction 

 What is a symbolic 
meaning ? 

 Why symbolic 
meaning is 
important to study ? 

 Why we should 
study symbolic 
meaning in alcoholic 
beverage 
advertisements 
especially in Thai 
society ? 

 

Constructionist Approach 

Things don’t mean, We construct meaning 

Perception is Reality 

We are What we Think 



Introduction 

 Alcoholic beverage companies spend a lot of 
budget on advertising especially on TV. and 
print media. (more than 2,000 million bath per 
year) 

 Ads are not only to create brand awareness but 
to construct meanings by verbal and nonverbal 
(slogan/caption actor/actress prop/setting) 
 



Research Objectives 

To analyze the symbolic meaning of 
alcohol advertising, both print ads and 
television ads, during 1998-2008.  
 



Research Methodology 

 Qualitative Research  
Textual Analysis  
 343 TV commercials and Print ads. from 

alcoholic beverage companies that were 
broadcasted or published between 1998 and 
2008 and other documents related to alcohol 
beverage advertising  



Research Methodology 

Local Brands 

Singha 

Chang 

Regency 

Sangsom 

International 
Brands 

Heineken 

Tiger 

Johnnie 
Walker 

100 
Pipers 

Beer and 
Liquor 

Beer and 
Liquor 



Four sets of Symbolic Meanings  

Research Results 

• These values include 
relaxation, celebration, and 
a must-in-a-special-meal.  

• These meanings                  
focus  on friend relation  
and  social relation. 

• National identity of the 
product, the product of the 
successful person, the 
product of the gentlemen, 
the product for people the 
hi-class lifestyles. 

• High quality product in 
terms of taste, 
manufacturing process,  
ingredients, prizes from 
international competitions, 
modern packages, and 
special prices Characteristics 

of the products 
Identity of the 

brand  

Social values 
attached to the 

brand 

The pro-social 
characteristics 
of the publics 
proposed by 
the brands 



Discussion  

The power of symbolic meanings. 
The complexity of brand meanings. 
How the society should strongly restrict 

the alcohol control bills. 



THANK YOU 
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