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ABSTRACT

This study aims to find out the persuasive messages being conveyed by Thai
printed beer advertisement and to examine verbal and non-verbal techniques used to
construct such messages. The data of 16 printed beer advertisements were collected
from Thai magazines and newspaper including FHM, Maxim, Gossip Star, Kinaree
and Thairath from the years 2007-2008.

5 out of 16 beer advertisements were chosen for detailed analysis. The analysis
was done of both verbal and non-verbal parts in order to find out the persuasive
messages and the techniques used to construct them. After that, the discussion on the
relation of persuasive messages and the brands of beer and the contribution of verbal

and non-verbal elements are given.
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Findings from the analysis of verbal and non-verbal techniques revealed that
there were five types of persuasive messages being conveyed by the advertisements.
The messages included “friendship or relationship’, ‘promise of reward’,” relaxation’,
‘sexual attraction’, and “in-trend lifestyle’. The verbal techniques used to construct the
messages were foregrounding techniques and intimate interaction, while the non-
verbal techniques were compositioning, figure and ground, eye-leading, and Gestalt

techniques.

The researcher hopes that this research will raise the viewers’ awareness of the
persuasive messages, lower the risk of being unduly dominated by the advertisements,
and expand the perspective of the use of verbal and non-verbal techniques in printed
advertisements. It is suggested that further studies should investigate other products
being advertised in printed media to find out the persuasive messages conveyed in

each advertisement of these products.





