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Abstract

This research was qualitative research which aimed to study the patterns of portrayals
and the meaning of semiotics in alcohol beverages-appearing scenes. Eighteen Thai movies
showing in 2011 were selected by systematic random sampling. The ccontent analysis was
conducted using 6 concepts and theory, which were concept of making film, narrative theory,
semiology, Representation, Product placement and concept of alcohol beverage and its effect, to
specify the framework and develop the coding sheet for collecting movies’ details.

According to the results, alcohol beverages in this study were presented in 9 themes
which were ceremony celebration, usual lifestyle, along with the situation and place,
socioeconomics representative, emotional expression of character, just an object, presentation of
the adverse effect from drinking alcohol and along with the sexy girl. These themes were based
on Thai people lifestyle. Alcohol beverage scenes were shown as direct and indirect product
placement advertising. In these 18 movies, there were 20 scenes of direct product placement
which showed logo on product container and 6 scenes of in direct product placement which
showed logo on other objects. However, these product-placement advertisements were not
allowed according to the Alcoholic Beverage Control Act, B.E. 2551 and the Film and Video Act,

B.E. 2551.



The meanings of alcohol beverages on Thai films were positive, negative and realism,
respectively. The positive meanings were about sociability and success while the negative
meanings were about sadness, distress, worry, stress and loneliness. The meanings of realism
were about socioeconomics and violence. This result implicated that Thai people have more
positive attitude towards alcohol beverages. However, some negative-meaning scenes such as
violence and damage to property and life after drinking alcohol will provide information on
alcohol adverse effect which can contribute to alcohol awareness.

Interestingly, there was found that alcohol beverages mostly appeared on romantic
movies. Since these movies are commonly realistic, people will be more persuaded to accept

alcohol images especially if they have had the same experience with in the movie.



