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KAMONWAN KOOMSAP : THE MEANING CONSTRUCTION OF “PRETTY
GIRLS” IN AUTOMOBILE BUSINESS THROUGH MASS MEDIA. THESIS
ADVISOR: ASSOC.PROF. SUTEE POLLAPONG, 195 pp. ISBN :974-17-4915-5

This qualitative study examines; 1) the meaning of “pretty girls” constructed by organizers, pretty girls, and mass
media and ; 2) the negotiation process among the three groups of encoders. Samples were drawn from key informants, print media,
internet, and video cassettes. It applies three major concepts of; 1) meaning construction including social construction of reality
and encoding of audience; 2) hegemony and negotiation including agenda setting, agenda building, feminist approach and politics
of negotiation; 3) marketing including event production by organizers.

Study results indicate that the meaning construction of “pretty girls” depends on each encoder. Organizers ranked
beauty, intelligence and sagacity, basic knowledge in éutomobile first while pretty girls ranked basic knowledge in automobile,
ability, and characteristic first. The meaning of pretty girls portrayed by mass media was both positive and negative. It was based
on the selective of meaning specifically the negative aspect of wearing improper attires. Ability and beauty were presented by
mass media as positive aspects of pretty girls. The finding shows that the meaning of pretty girls was listed in an alternate order
by the three encoders. It is found that both organizers and pretty girls focus mainly on positive meaning due to their mutual
interests while mass media emphasize on negative meaning according to the rules of news writing suggesting that no news is good
news. Mass media can reach massive audience within a short time. Therefore, they serve as a major encoder in the meaning
construction of “pretty girls.”

Interpersonal communication and mass communication were used as a mean of meaning negotiation among the three
groups. Results indicate that the power of meaning construction and negotiation was primarily controlled by mass media,
followed by organizers and pretty girls respectively due to the capability of mass media in disseminating messages through
massive audience instantly. Even though pretty girls tend to construct positive meaning for their careers through mass media, they,
in fact, seem to have no control over the selection of meaning and agenda setting concerning “pretty girls.” Instead, the story
about “pretty girls” portrayed by mass media has become more convincing and reliable.

Perceived meaning of “pretty girls” among male audience addresses the positive meaning shaped by their direct
experiences in attending the trade shows. Such meaning contrasts with the negative meaning portrayed by the majority of mass

media personnel.
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