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Abstract

The objectives of this research article were to studying the components
of consumption of signs that appears on the narrative of Thai luxury jewellery. It
is qualitative research which has the five brands of Thai luxury jewellery consisted
of Siamgems Heritage, Beauty Gems, Ananta, Gems Pavilion, and Gem Peace by
Chuchai as the samples used in this research. The research studies social media
embodied in Facebook, Instagram, The rerun TV program on YouTube and the
official websites from the five brands. The data from social media is collected
and divided by the information system. The Thematic Textual Analysis together
with the narrative of the ACADeMe Model, the concept of the consumption of
signs, the concept of capital, and the concept of advertising appeals are the
analysis framework in this study with the descriptive description for the results.
The results reveal that the sign of globalisation can arise in the narrative of Thai
luxury jewellery. It can be formed of 1) Name of the brands and naming to be
the globalisation 2) Capital: from the economic capital to the symbolic capital
that means the prestige of the brands 3) The logo must have been going through
the process of thinking and design to show the globalisation 4) Using the English
language which is the global language and it is the tool for communication and
5) Using presenters who are international models to communicate globalisation
and various ethics. Additionally, it is discovered that the process and the export
are the main key factor for the sign of globalisation.

Keywords: Narrative, Consumption of Signs, Thai Luxury Jewellery, Globalisation
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: o o GEMS PAVILION
The family-owned Beauty Gems Group is an award-wining gem and jewelry manufacturer

that has grown from a small business founded in 1964 to a global firm whose reputation
today is second to none. A pioneer in Thailand's gem and jewelry industry and a member of
all major international trade associations, Beauty Gems boasts clients around the globe who
are attracted to high standards of quality. superior craftsmanship, and competitive prices.

48 COUNTRIES
WE EXPORT.

The Beauty Gems factories are among the most advanced jewelry manufacturing plants in
Asia. From here, products are developed for the world's best-known brands via state-of-the-
art technology. consistently meeting our clients' exacting requirements and standards.
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Beauty Gems

NEWS & EVENTS
sy for global mad

Beautytul Design, high uat ket

Beauty Gems Takes Designing To New Heights
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“Be brilliant and be yourself with Gems Pavilion creations. Our designs,
including this adjustable ring, are created to be flexible to match your personal
style. #gemspavilion #finejewelry #gemspaviliontheoriginal”

Ko a ' a Y Yya ° A o4 a v A& A
uaﬂmﬂuawsmgamﬂLmazmiﬁamﬂl@uﬂﬁimwummamﬁnaﬁq@aummamm
Seniudniinudn “asataadu (Collection)” 1uUNw19INguianun Wiouviadeou
USTLIUAMUALNUANYIU “ATIEUAT
) y A vo a ) N . Y a
atum” Al muntevemaudyudituas (High Jewellery ) wiaudauussengly
Guladeadl

“ GREEN ENVY Impressive Designs that will grandly emphasize the
extraordinary pieces is extremely vital. This proud Colombian Emerald ring is
tribute by a dual layered Round shape Diamond Halo that fans out with its
radiant rays.”
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Precious Beauty
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