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ABSTRACT

This study, "Representation of Thainess in Product and Service Advertisements
in Preaw Magazine," analyzes nine characteristics value orientation of Thainess in the
product and service advertisements which specifically target Thai consumers. The study
also aims to investigate how the particular characteristics of Thainess in each
advertisement correspond to Stuart Hall’s approaches of representation considering both
visual and verbal elements. The data were collected from the advertisements in Preaw

magazine in circulation between 2005 and 2012.

In the fifteen advertisements, all nine characteristics value orientations of
Thainess and three approaches of representation were employed with different
frequencies. The different kinds of values presented by Suntaree Komin were found in
the products and services to attract target customers using unique words, phrases and
images. Consequently, the particular visual and verbal elements employed dictate the
use of different approaches of representation. Both ego orientation and smooth
interpersonal relationship orientations that reflect Thainess were found to rank at the top
and to employ an intentional approach. It can be concluded that these two
characteristics value of Thainess that are inherent within Thai society were considered

significant by the advertising companies in attracting their target consumers.



