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Abstract 2 5 0 1 7 0

The research explained a narrative structure in alcohol advertising after the
launch of the Alcohol Control Act in Thailand. Based upon the tale structure of Viadimir
Propp, advertisement content analysis was made. The study's sample was 35 alcohol
advertisements aired on television from February, 2008 to February, 2011. A
combination of structural analysis and analytical descriptive were the study’s analytical
approaches, furthermore.

The result of the study was that, the narrative structure in alcohol advertising
was divided into dramatic and episodic structure. For the former, a whole story was
simply played by either one main character or one single group. The story was colored
up by a crisis and its ending showed success resulting from a particular, impressive
action. In contrast, it was characterized in the latter structure that, although a
performance was repeated continuously in order to emphasize a certain brand image,
not just one, but a variety of characters played.

Nine themes which had been descended from the past to the present were
found in the advertisements. These were power, competition, friendship, Thai, success,
romance, and safety. Voluntary and conservation were the themes newly constructed
after the Act so that adaptation and negotiation were against it.

According to the traditional narrative, the majority of the main characters in the
alcohol advertisements were males and, as the reward for goodness done by the main
male characters, female counterparts were given. The conflict in self-psychology was,
besides, revealed. It was followed by the antagonisms between man and man and
between man and environment. Despite little evidence, having no quarrel was
disclosed in the narratives. The first two points of view in story telling were from an
omniscient narrator and from a first-person one, likewise. In other words, the main
female characters’ standpoints could hardly be uncovered. It was, therefore,
traditionally believed that the world of alcohol was merely the world of males.

For the purpose of bringing the research result to apply, the governor and
accessory which formally included in law can take the result to be the way of
developing the policy of controlling alcohol advertising in the future in order to
encourage the knowledge what the other is up to and to protect the advertising of

alcohol company in the future. However, if they want to control the communication in
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