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Abstract

The research “Themes, Signification, and
Perception of Gratitude in Online Advertisement”
aims at analyzing themes and signification of gratitude
communicated in online advertising, and perceptions
of gratitude among Y generation audiences. The
research focuses on Charoen Pokphand Group (CP)’s
online advertisements. CP has carried out campaigns
to promote gratitude. Qualitative methods which are
textual analysis and in-depth interviews are applied
to the research. It is found that themes in gratitude
advertisements are; (1) sacrifices, attempts, and patience
teachers make for their students’ good opportunities
and future,, (2) gratitude can be nurtured by leaming
from examples., (3) gratitude is moral that helps in
achieving goals. The meaning of gratitude is created
through several elements; (1) symbols (2) indexical signs
(3) colors (4) lighting (5) camera angles and shot sizes (6)
nonverbal communication (7) pictorial metaphor and (8)
binary opposition. In gen Y audiences’ perspectives,
powerful elements in communicating gratitude through
advertising are; (1) close-up shots showing characters’
facial expressions and emoations, and (2) story content
relevant to real life. In addition, viewers suggested
that elements to create effective gratitude-promoting
advertisements are (1) varieties of content (2) true
story or real event plots (3) short and concise content
(4) dramatic music (5) various appeals (6) characters
portrayed by real persons, not by actors or

celebrities.

Keywords: Themes, Signification, Social Advertising,
Gratitude, Semiology
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