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The purpose of this research was to analyze the signification of television commercial
liquor and factors relating to their creation. This study uses qualitative approaches of content
analysis under the framework of Semiology.

The result of this research are as follows . There are seven major themes in the Ads
of Liquor: these themes of Power, Competition, Family, Friendship, Successful, Romantic and
Inspiration. With regards to the Plot, at exposition stage composed of 3 patterns : conflict,
confusion and happiness but finally most denouement of liquor ads eventually end up with
happiness.

The Social code embodied in these ads expressed through the relationship among
each’s charactors.There are 7 kind of relationships as Couple, Family, Friend, Employer-
Employee, Object (liquor), stranger and Creditor-Debtor. The Ideological code of liquor in the
ads revealed that liquor could be drunk in every contexts ; Incivicual context (drink alone), in
Interpersonal context as well as in social context.

For the Format and Presentation Technic , most 2 characters or group drinking ages
between 25-30 years, were most found characters were men dressed in the casual suit. The
majority of setting in the ads refers to Public setting more than Private setting and daylight
lighting used was in the ads for local brand \while the part of imported brand uses lighting for
showing the twilight to night time. The language and dialogue used in liquor ads can indicate
the socio-economic status of alcohol drinkers.

Seven Thai Social Value relating to the ads content were found which are
Joyousness, Higher level admiring, Respectability, Bravery, Sociable, Power, Money admiring,
Regarding the character * motivation, with the application of Maslow * Theory of Human
Motivation, Love .self-esteem .Self-Actualization outnumbered the Physiology and Safety
needs.
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