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Abstract 

 

Angkor Beer is a famous Cambodian beer company that has grown in both popularity and 

sales. Over the past several years, it has changed how its use of advertising in order to grab a 

larger market share. This paper focuses on Angkor Beer builds images for the public with its 

commercial advertisement videos. We wanted to examine the thematic messages contained in 

their advertisements and noted the changes reflected over time. We then sought to develop 

guidelines to help television beer advertisers market effectively. We found that the majority of 

advertisements show adults being social and responsible, and they share, help, and support 

each other while enjoying celebrations with Angkor Beer. Videos have also transitioned from 

people enjoying parties in a club to showing more Khmer culture and using more celebrities 

as spokespersons.  

 

I. Introduction 

1. Background of the Study 

Beer is the oldest alcoholic drink in the world and one of the most popular beverages. The most modern 

beer is brewed with hops, wheat, and rice, which improves the quality of the beer and makes it taste better 

than before. New beer companies are coming up and increasing year by year all over the world. Angkor 

Beer Company in Cambodia is the oldest beer company in the country, and it was created by the Khmer 

government in the 1960s. It later received some funding and equipment from France in order to improve 

productivity.  

 

According to Sareth (2013), the beer industry in Cambodia has existed since the 20th century when 

Cambodia was under French control. Angkor Beer sold its first beer in 1963 and owns its own factory in 

Sihanoukville province. Sareth (2013) also remarked that the national brand product went bankrupt and 

collapsed in the 1970s during the Lon Nol regime.  During the 1970s to 1980s, no company could market 

or produce beer because of conflict. In 1991, an Australian company expressed interest in Angkor Beer’s 

industry but they cancelled the agreement due to instability In Cambodia. After the UN election (UNTAC), 

1993, Angkor Beer Company appeared again, they also change their logo using Cambodia’s flag and iconic 

Angkor temple. In 2007, Angkor Beer Company launched Anger beer and Bayon Beer, which were 

produced 800,000 hectoliters which is equal 250,000,000 cans, in Cambodia and exported it to other 

countries including European countries, Japan, Australia, and the United States. Angkor Beer was also 

popular in Cambodia in several other countries as well.  

 

Presently, Angkor beer is a national product. The company diversified into other product lines that include 

Klang Beer, Bayon Beer, Angkor Beer Extra Stout and Black Panther Premium Stout. There are seven 

Angkor beer TV commercials video from the past until now, which use a pattern of image building in their 

TV advertisements.  

 

 

 



2. Statement of the problem 

The main aim of this study was to analyze the image building and public messages for the Angkor Beer 

television advertisements. Specifically, it aimed to answer the following several questions: 

 

1. What thematic messages are contained in Angkor Beer advertisements at promoting Angkor Beer’s 

image? 

2. What changes are reflected in the Angkor Beer advertisement messages related to image building 

over time? 

3. What guidelines can be developed as a guide for designing television beer advertisements? 

3. Theoretical/Conceptual Framework 

This study was guided by the theory of corporate image and communication theory. 

Corporate Image Theory 

Corporate image is the net result of the interaction of all the experiences, beliefs, feelings, 

knowledge and impressions that people have about a company (Bevis 1967, quoted by Bernstein 1984). 

Angkor Beer Company so far has created slogans and songs to gain trust from the Cambodian people by 

showing its sympathetic ideals toward the virtue of the nation. Nevertheless, taking part in social 

responsibility such as “Angkor Sangkran” is also part of the recognition from the public.  

 

Following this theory, it was used as a guide to research the recognition of Angkor Beer in the society and 

the situation of Angkor Beer and its choice of selection in consumption. 

 

Communication Theory 

Harold Lasswel (1948) argued that persuasion and propaganda tend to conform to the transmission models 

of communication, including who says; says what; which channel; to whom; and to what effect. This theory 

used as a reference in this work and studying on how Angkor Beer does their commercial videos on TV, 

how it views its conceptual work in Cambodian society, and how we can predict future concepts. 

  

4. Paradigm of study 

 

 

 

 

 

 

 

II. Literature Review 
TV advertisements is one of the popular styles of advertisements in Cambodia, as television remains one 

of the most commonly used media platforms. People can watch TV whenever they have free time or while 

they eat. According to a UNDP survey (2014), almost three-quarters (72%) of youth in Cambodia reported 

to have access to a TV. The majority of young people watch TV at least once a day. Among young people 

who had TV access, 70% said they watched TV every day, a further 16% watched it at least once every two 

or three days and just 8% of youth watched TV less than once a week. Younger youth (aged 15-19), women 

and youth in urban areas are all more likely than average to watch television everyday (73%, 73% and 85% 

OUTPUT 

 

Guidelines for 

making TV 

commercial as 

a tool for 

image building 

 

 PROCESS 

 

Commercial 

Message/ 

Content 

analysis 

 

 

 INPUT 

 

 

Seven Angkor 

Beer Television 

Commercials 

 

 

 

 



respectively). Two-thirds of young people (67%) reported watching TV every day of the week, but of those 

who only watched TV at certain times of the week Saturday. 
 

There are many kinds of TV viewers and many beer companies try to target their product through television 

in order to get more customers (Argenti & Forman, 2002, p. 4). The theory of corporate communication is 

a key factor for the success of an organization. By corporate communication we mean the corporation’s 

voice and the images it projects of itself. 

 

According to Argenti and Forman (2002, p.4), “corporate reputation, corporate advertising and advocacy, 

employee communications, investor relations, government relations, media management, and crisis 

communications” are part of corporate communication. Through Angkor beer advertisements on TV, they 

are trying to promote the product to be closer to the customer. They include with many things to make it 

more interesting for the customer by focusing on music which is a nexus to connect people. Especially, 

they use original music that belongs to the country and persuades them to enjoy Angkor beer every Khmer 

celebration such as Khmer New Year, Water Festival, and Chinese New Year. They say let’s take this time 

to strengthen bonds, reaffirm our sense of community and celebrate as one country with Cambodia’s most 

loved beer! Furthermore, Angkor Beer is now a part of the National Olympic Committee of Cambodia, to 

support the national athletes in the Southeast Asian Games as we rallied the nation to cheer them on.  

 

Argenti & Forman (2002) states, “Corporate Communication is the processes a company uses to 

communicate all its messages to key constituencies” Consequently, one of the main tasks of corporate 

communication is to create a positive relationship with the organization’s stakeholders.  

 

The Phnom Penh Post (2017) states that Beer advertising is one of the fastest growing advertising markets 

in Cambodia. Television advertising by beer companies in Cambodia rose by 19 percent in 2016 to hit $3.3 

million, the amount that local breweries and distributors actually spend on media placements is subject to 

widely varying estimates. In the same article, Chhe LimSreng, a marketing manager for one of Cambodia’s 

largest television stations, said that “beer has the largest advertising budget of any consumer product in the 

Kingdom” and the most advertised brand in 2016 in terms of commercial spots was Ganzberg beer at 57,117 

representing and 28 percent share of television advertising, followed by Cambodia beer with 34,947 spots, 

and Angkor Beer. Im Sothearith, Director of Communications of Khmer Beverages Ltd, said “the company 

alone spends nearly $10 million a year, with not all of it going into traditional advertising channels. For just 

our corporate social responsibility budget, we spend nearly $1 million a year.” 

 

III. Design and Methodology 

1. Research Design and Methodology 

In this paper, we used a qualitative approach and content analysis to analyze our data. Qualitative research 

is primarily exploratory research and it is used to gain an understanding of underlying reason, opinion, and 

motivation and provide the insights into the problem or help to develop ideas or hypotheses for potential 

qualitative research (DeFranzo, 2011).  

 

Content analysis is a research technique used to make replicable and valid reference by interpreting and 

coding textual material. In our analysis, we took notes on seven commercials and studied their expressions, 

points of views, body language, symbols, and other messages.  

               

2. Material of Study 

Angkor Beer is the company that has been in production since 1992. Some of their activities show that they 

are a part of Khmer people that can share love, happiness and communication. As the tools for studying our 

project, we chose to study seven commercial videos that show information of background to understand 

Angkor beer advertisements and concepts and show their activities, images, messages and quality of 

products. All seven television commercial videos were included: Khmer Heart, My Country My Beer, 



Brothers, Angkor Beer Wedding, Pass on the Good, Our Country Our Beer, Our Festival Our Celebration. 

We then used content analysis to evaluate the images and the building messages of Angkor Beer. 

      

3. Data Gathering Procedure 

As Angkor Beer has been in operation for several years, they have many commercial videos and 

advertisements. So then we took the following steps:  

1. Selected seven commercial videos of Angkor Beer from YouTube 

2. Conducted interviews with 10 beer consumers about Angkor Beer’s advertisements 

3. Analyzed the seven commercial videos based on content analysis 

 

 

 
4. Treatment of Data 

The data gathered were classified, tallied, tabulated and reviewed. The results of the seven video 

commercials had been compared, which would lead to a development of Angkor Beer’s commercials videos 

in the future on purpose of building its image to the society. 

 

IV. Presentation, Analysis, and Interpretation of Data 

This chapter presents the data collected from the seven commercial videos of Angkor Beer advertisement 

from YouTube. It includes an analysis of the tabulated data and their interpretation after statistical treatment 

was done. Generally, this study attempted to determine the reflection of the messages of Angkor Beer 

advertisements and what guidelines can be developed as guide for designing television beer advertisements, 

specifically the degree of the thematic image of Angkor Beer which developed as the pride of Cambodia’s 

people.  

 

1. Degree of Thematic Messages in Advertising and Promoting Angkor Beer’s Image 

The first specific problem of this undertaking focused on the degree of the theme image of Angkor Beer’s 

advertisement in the seven commercial videos and to figure the ways it works on promoting its image. 

 

2. Seven Videos  

Table 1 lists and differentiates the theme image of the seven commercial videos. It also shows that all seven 

videos appeal to the emotions of the audience by showing people in the state of helping each other and 

supporting each other. Khmer people are assisting Khmer people and are proud of their culture.  

Videos Subjects Themes 

My Country My 

Beer (Sep, 2008) 

Joy of celebrations and 

friendships 

People dancing and drinking Angkor Beer with a smile 

on their face. 

Khmer Heart 

(Sep, 2011) 

Values of friendship, 

helping and sharing 

Khmer people support and are considerate toward 

each other and connect to each other by Angkor Beer. 

Brothers (June, 

2014) 

The significance of bonds 

and friendships 

Four brothers sharing an upset moment with one 

another as Angkor Beer as the supporter. 

Angkor Beer 

Wedding 

(Feb, 2015) 

Your gut is required to 

pursue happiness 

A brave man chasing his happiness and celebrating it 

with Angkor Beer. 

Pass of the good 

(Apr, 2016) 

Values of friendship, 

helping and sharing 

Khmer people supporting and being considerate 

toward each other and connecting to each other by 

Angkor Beer. 



 

Table 1: Video, subjects, and themes of the commercials 

 

 

The results proves that the image building in the seven videos of Angkor Beer advertisement generated 

positive feelings in people. In the very first video advertisement of Angkor Beer in 2011, a group of three 

adults are driving in a car and cut off the engine when they see a tuk-tuk stuck in the mud. They get out of 

the car and push it out of the mud and a split second later, they arrive at a beer garden and pump their fists 

on their chest as a sign of showing “Besdoung Khmer” (Khmer Heart). They order beers and sing music to 

release stress and enjoy the party together because we are all Khmer. The video shows recognition and 

admiration that makes Cambodian people feel proud along with a strong bond of friendship between Khmer 

people and Angkor Beer. To promote its image, they also use this theme of “Proud to be a Cambodian” in 

the 6th advertisement of Angkor Beer which mentions the pride of our heritage by showcasing Angkor Wat 

and showing traditional games in which foreigners call tug of war, where two groups of Cambodian adults 

pull each other in traditional clothes. They are celebrating near a pagoda and have a memorable slogan of 

“Our Country, Our Beer.” This also raises awareness of the Besdoung Khmer whenever they make a 

purchase, which is similar to Zinkhan, Ganesh, Jaju, Hayes (2001). Corporate images are selectively 

perceived mental pictures of an organization. The sum total of these perceived characteristics of the 

corporation is what we refer to as the “corporate image.” 

 

The seven commercial videos of Angkor Beer have a social approach and generate positive feelings by 

showing joyous moments in life, as well as cooperation, friendship, camaraderie, and happiness in the 

moment.  They also create a strong ethical environment between Khmer to Khmer and a proudness in being 

Khmer. While almost all of the videos are produced well, only a few of them are really effective and 

memorable. After conducting ten interviews with beer consumers, “nine out of ten recognized Angkor 

Beer’s advertisement as the best advertisement in the brewery industry because of the theme song (Khmer 

Heart);” which corroborate with Huron and David’s (1989) statement that music serves the function of 

making a product more memorable to viewers, as it is known to "linger in the listeners mind." Thus, the 

data shows that Angkor Beer commercials were both well-made and effective for promoting Angkor Beer’s 

image to the public.  

 

3. The Changes that are Reflected in Angkor Beer’s Advertisement Messages On Image Building 

Table 2. Videos Comparison table 

 

Videos Message Image 

 1. My Country 

My Beer (Sep, 

2008) 

People dancing and drinking Angkor 

Beer with a smile on their face. 

 

Show off their lifestyle while drinking 

Angkor beer 

 

 2. Khmer Heart 

(Sep, 2011) 

Khmer people support and are 

considerate toward each other and 

connect to each other by Angkor 

Beer. 

 

Khmer’s behavior and morality which 

supports and connects to others 

Our Country Our 

Beer 

(Mar,2017) 

The proudness of one 

nation, one heritage and one 

culture 

The pride of Angkor Wat, Khmer people and culture. 

Our Festival Our 

Celebration 

(Apr,17) 

The unmeasurable occasion 

that brings family together 

The feeling that hard work pays off with the unity of 

family and celebrating it with Angkor Beer. 



 3. Brothers 

(June, 2014) 

Four brothers sharing an upset 

moment with one another as Angkor 

Beer as the supporter. 

Inside of Friendship 

 4. Angkor Beer 

Wedding (Feb, 

2015) 

A brave man chasing his happiness 

and celebrating it with Angkor Beer. 
The pursuit of happiness 

 5. Pass of the 

goods(Apr, 2016) 

Khmer people supporting and being 

considerate toward each other and 

connecting to each other by Angkor 

Beer. 

Khmer’s behavior and morality which 

supports and connects to others 

 6. Our Country 

Our Beer (Mar, 

2017) 

The pride of Angkor Wat, Khmer 

people and culture. 

Show off one’s national pride and living 

style 

 

 7. Our Festival 

Our Celebration 

(Apr, 2017) 

The feeling that hard work pays off 

with the unity of family and 

celebrating it with Angkor Beer. 

 

The enjoyment of family time, and to 

celebrate it with Angkor Beer 

 

 

The Angkor beer advertisement messages and images building have changed over time, since 2008 to 2017. 

The changing of the images and messages is due to getting more people involved in the company by 

providing quality products and services, which generate positive feelings from people to the produce and 

establishes a good relationship with the consumer. The images produced through the television 

advertisements make the public aware of Angkor Beer Company’s reputation and helps them become 

innovators and leaders. Angkor Beer Company used images that relate well with consumers to show off the 

lifestyles of people in Cambodia while drinking Angkor Beer products. In the ad “My Country, My Beer” 

in September 2008, the adults enjoy dancing and drinking Angkor beer in the pub which generates positive 

feelings in the people with their products because the people in the video seem to be very happy based on 

the smiles on their faces while they drink Angkor beer. There are also two popular Cambodian singers, 

Preap Sovath and Chhorn Sovannareach, which attracts the audience.  

 

The company has moved the image to Khmer people’s behavior and morality as being supportive, such as 

in Besdoung Khmer in September 2011 which illustrated Khmer people’s support and consideration 

towards each other, which strengthens the connections. As mentioned earlier, this advertisement focused 

on cooperation and helping others in need before enjoying drinking an Angkor Beer in the pub together.  

 

By 2014, the television ads changed the image to friendship, as shown in “Brothers.” It showed one man 

who was upset because of love and he spent time together with his friend to share his sadness and drank 

Angkor Beer. Afterwards, his girlfriend came and he was very happy and they all cheered up together with 

Angkor Beer. The reflection of this image is that people can enjoy both happy and sad times with Angkor 

Beer, which can generate more positive feelings for the customers.  

 

In 2015, the image changed to the pursuit of happiness in the advertisement “Angkor Beer Wedding” which 

focused on confessing one’s true love and keeping love long-lasting, as well as enjoying a party with 

Angkor beer. This message is also considered to be ethical as the company that makes the beer stresses that 

it’s for adults and not children, as the advertisement shows the young man not drinking until he became an 

adult and marrying the girl he loved and cheering with his guests.  

 

In 2016, the image changed to a previous one (Khmer behavior and morality as to be supportive and 

connective) but in a different title, “Pass on the Good.” This video showed people doing good things and 



helping each other. The company was included with helping each other in society as social responsibility, 

stressing that everyone should improve the morality in society and the art of sharing and joining together.  

“Our Country, Our Beer” was created in March 2017 which highlighted the pride of the nation, its rich 

culture, and Angkor Wat temple. Then, the slogan also makes people proud because it brings up these strong 

symbols. The commercial showed off Cambodian culture by showing the national brand names and quality 

products, and it creates a strong sense of connection.  

 

The last image change was later in 2017 called “Our Festival, Our Celebration” which was about enjoying 

one’s family in celebration with Angkor Beer. This highlighted the time families spend together during 

festivals, like when a man who left his homeland to work in the city and can return home to the rural areas. 

It shows a strong sense of culture and family and then everyone can enjoy together because they are all 

reunited.  

 

The images of Angkor Beer advertisement have changed and reflects the company’s corporate reputation 

over time. As the images helped build the relationship with the public, they also were able to send different 

images to the public from 2008-2017. The company overwhelmingly generated positive feelings in people, 

built relationships with consumers and its products and services, helped its reputation, and strengthened its 

brand name by relating national pride and Cambodian people’s behavior.  

 

4. Guidelines for Television Commercial Development 

Table 3. Key Observations 

Videos Key Observations 

1. My Country 

My Beer (Sep, 

2008) 

 Content (Theme): People get happy with music and they will get even happier when 

they have Angkor Beer  

Settings (Background): People dancing and drinking Angkor Beer at a beer garden. 

Characters: a group of people enjoying their party. 

Video Length: 0.47mn 

2. Khmer Heart 

(Sep,2011) 

Content (Theme): We are understanding and helpful because we are Khmer. 

Settings (Background): People are happy to help each other when someone needs help. 

They can relax and enjoy to drink Angkor Beer with each other. 

Characters: They are happy to share and help with each other for what they have. 

Video Length:1mn 

 

3. Brothers 

(June,2014) 

Content (Theme): We can be happy or sad, but we are together. 

Settings (Background): Four brothers sharing an upset moment with one another with 

Angkor Beer. 

Characters: The relationship among four brothers is about understanding each other 

when one of them is unhappy. 

Video Length: 1mn 

4. Angkor Beer 

Wedding 

(Feb,2015) 

Content (Theme): Be brave because we have the same Khmer heart. 

Settings (Background): Being brave man chasing what he loves and celebrate it with 

Angkor Beer. 

Characters: love relationship  

Video Length: 0.46mn 

5. Pass of the 

goods 

(Apr,2016) 

Content (Theme): Be helpful, happy and move forward together. 

Settings (Background): People feeling free to help each other and be considerate toward 

each other and connect to each other by Angkor Beer. 

Characters: Happy to help each other in whatever situation 

Video Length: 1:14mn 



6. Our Country 

Our Beer 

(Mar,2017) 

Content (Theme): The heritage, culture of Khmer nation and the generosity of the Khmer 

nation. 

Settings (Background): Be proud of being Cambodian, your heritage, the Khmer nation 

and culture and Cambodia products, including Angkor beer. 

Characters: They are showing that being a Khmer nation, we must love and take care of 

each other. 

Video Length: 0.51mn 

7. Our Festival 

Our Celebration 

(Apr,2017) 

Content (Theme): Hard work will pay off. 

Settings (Background): The hard working family reunites happily and celebrates it with 

Angkor Beer. 

Characters: He is a hard worker and he get back the happiness for his family. 

Video Length:1mn 

 

Table 3 shows the content, setting, characters, and video lengths of the seven commercials. Most of them 

discuss the Khmer nation’s emotional feelings and attitudes. They also focus on the willingness to help 

each other, both in good and bad situations. We are all together and moving forward together. All of this 

helps with the company to achieve its objectives and goals.  

 

These results show the focus of Angkor Beer’s advertisements. There are three theories that can help explain 

what’s happening, namely signaling theory, strategy theory, and the resource-based value theory. 

According to signaling theory (Smith, Smith, & Wang, 2010, Walker, 2010) “reputation can be thought of 

as an informative sign about the organization’s likely behavior and quality performance.” It can improve 

the consumer’s perception. From the advertisements, it looks like Angkor Beer Company is a socially 

responsible company that contributes to society and is involved in social improvement. It also projects the 

image that it has good products and services and stands behind these with good prices and good quality that 

meets consumer’s needs and demands. It also seems to be a company that relates well with consumers 

(customer orientation) and treats its customers courteously by communicating with them effectively, while 

generating positive feelings, respect, and confidence. The company projects a good workplace environment, 

and it seems that it is an ethical company that obeys the laws, treats its employees well, and practices social 

responsibility to benefit society and the environment. All of these increases the public’s confidence in the 

organization’s products and services and enhances trust in the organization’s performance.   

 

All of the above should naturally and logically lead organizations to consider how the company can manage 

its reputation to improve the consumers’ perception of the quality of its products and services which allow 

them to charge premium prices and increase sales. Preble (2005) discusses the strategy for managing 

corporate reputations. “Reputation management has been described as a more active, centralized, focused 

and scientific approach to communicating with stakeholders.” Angkor Beer Company has good products 

and services for the customers, and it’s very popular in Cambodia. It has been able to generate positive 

feelings and motivate their customers by using music and using themes such as Khmer helping Khmer, 

pride of the Khmer nation, drinking and enjoying together, assisting those in need, and drinking beer that 

leads to happiness. Moreover, the leadership and innovation in this company are good in that they always 

try to make customers love their nations and help each other.  

 

With these elements of analysis considered, an organization can determine whether it needs to reinforce its 

current position or work on the alignment of the aforementioned aspects vision, culture and image. The 

corporate reputation of an organization is now considered a key variable in improving the organization’s 

attractiveness and its capacity for retention of both clients and investors. This will define the organization’s 

strategic intent and allow for the development and implementation of a specific reputational strategy 

(Bahamonde, Bellindo, and Feldman, 2013). 

 



5. Using Social Responsibility in Angkor Beer Company’s Advertisements 

So far, this researched has focused on Angkor Beer’s use of friendship, social admiration, and Khmer pride 

to create persuasive advertisements for the Cambodian people. However, Angkor Beer has not yet 

influenced the ideas of Cambodian people by engaging in social responsibility practices. From donating 

blood to distributing helmets, Angkor Beer could allow people to recognize them in a different way and 

show them that they are more than just a beer company. For example, they could have pictures of groups 

of Ankgor Beer employees wearing a red-shirt with their logo and donating bloods and helmets, all smiling 

and saying “Angkor Beer for Cambodians.”  

 

Table 4: Guidelines for a commercial 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4 shows these objectives and guidelines in detail, as one possible suggestion for Angkor Beer 

Company. They have created many advertisements that generate positive feelings, but they have never once 

used an advertisement that showcases social responsibility. This could help persuade the audience in its 

image as Angkor Beer and avoid any social issues as a beer enterprise.  

 

V. Summary, Conclusion, and Recommendations 

1.    Summary 

Based on the data presented, analyzed and interpreted, the following are the findings of the study; 

 The majority of the Angkor Beer advertisement videos show adults who are being social and 

responsible, and are sharing, helping, and supporting each other while enjoying the celebrations 

with Angkor Beer.  

 The majority of Angkor Beer advertisement videos in ten years has transitioned from people 

enjoying the party in a club and dancing and celebrating with Angkor Beer to having a popular 

celebrity singing a song (in Besdoung Khmer) with the image of Cambodian people sharing and 

being supportive to one another as the song describes because we are Khmer.  

 The majority of the videos that Angkor Beer had did a great job on creating positive images by 

exposing the positive emotions towards its audience, but those images are from Khmer people to 

Khmer people and from the individual to society which proved the lack of connection between 

the company to society and to people.  

 

Area Objective Guideline 

Content (Theme) 

Angkor Beer’s 

staff donate blood 

and distribute 

helmets to riders. 

Creating a scene of Social 

Responsibility. Slogan “Do not 

drive when you are drunk.” 

Settings 

(Background) 

Angkor Beer’s 

staff wear 

company T-shirts 

donating blood 

with a smile and 

say “Angkor Beer 

for Cambodians” 

To create a persuasive 

advertisement on believing in 

Angkor Beer and to avoid 

public issues as a beer 

company. 

Characters 

Angkor Beer staff 

who are 

concerned with 

the public and 

society. 

Video Length 1m 
Advertisement on TVs 

supposed to be 1m or less 



2.    Conclusion 

In the light of the aforementioned findings, the study highlighted the following conclusions: 

1. All seven videos created an image to generate positive feelings from the audience by showing 

admiration towards society among Khmer people.  

2. From the advertisements, the Angkor Beer advertisements do a great job on brand recognition and 

really burn the image of Besdoung Khmer into the audience, and thus the image of the company has 

slightly changed.  

3. However, there is a lack of connection between Angkor Beer Company to the audience with respect 

to social responsibility.  

 

3.    Recommendations 

Based on the conclusions above, this study would recommend the following: 

1. Angkor Beer Company should create a new advertisement that encourages people to not drink alcohol 

and drive.   

2. To all the stakeholders in the brewery industry, create the images in commercial videos by implying 

the supportiveness of each other in activities. For instance, a blood donation from Angkor Beer’s staff 

and a slogan could be very persuasive.  

3. For students doing research in public relations, select a variety of commercial videos that have aired 

on TV and study them carefully before you start your research so that you have a better understanding 

of what exactly you want. 

 

The Authors 

 

CHEN Sithyfong, CHHUNKRY Rotna, MOK Monil, PAV Chhor Kanha,  

SENG Reatrey, SENG Sokunthea, and SRY Sotheareach are all students at The Tony Fernandes School of 

Business at The University of Cambodia.  

 

References 

 

Abratt, R. (1989). A Mew Approach to the Corporate Image Management Process. University of 

Wilwatersrand, Johannesburg, Republic of South Africa. 

Angkor Beer Company. Retrieved from www.angkorbeer.com.kh/ 

Angkor Beer- Rufus Showreel Version: Retrieved from https://www.youtube.com/watch?v=_HrifSLnP9o 

Angkor Beer Wedding by Rasmey Hang Meas (2015). Retrieved from 

https://www.youtube.com/watch?v=7S63evOtShE 

Bahamonde, R., Bellindo, I. and Feldman, P. (2013). “A New Approach for Measuring Corporate 

Reputation.” Revista de Administração de Empresas. Vol. 54, No. 1, pp. 53-66. Retrieved from 

http://www.scielo.br/pdf/rae/v54n1/a06v54n1.pdf  

Balmer, J. and Gray, E. (2000) "Corporate Identity and Corporate Communications: Creating a 

Competitive Advantage." Industrial and Commercial Training. 

BBC Media Action. (2014). Research & Learning. UNDP Media Habits and Information Sources of 

Youth in Cambodia.  

Besdoung Khmer (2010). Retrieved from https://www.youtube.com/watch?v=vFfmf1lE9_o 

Brewing the Best (2015): Retrieved from https://www.youtube.com/watch?v=fzzxz1nmz8A 

DeFranzo, S. (2011). “Difference between Quantitative and Qualitative Research.” Retrieved from 

https://www.snapsurveys.com/blog/qualitative-vs-quantitative-research/ 

Hor, K. (2017). Beer tops advertising budgets. The Phnom Penh Post. 

Huron, D. (1989). "Music in Advertising" (PDF). The Musical Quarterly 73 (4): 560–569. 

"My Country, My Beer" (2008). Retrieved from  https://www.youtube.com/watch?v=iFwmKqZbKOc 

Pass on the Good (Khmer Version) (2016): Retrieved from 

https://www.youtube.com/watch?v=n_xA_LTqZZg 

https://www.youtube.com/watch?v=_HrifSLnP9o
http://www.emeraldinsight.com/author/Balmer%2C+John+MT
http://www.emeraldinsight.com/author/Gray%2C+Edmund+R
https://www.youtube.com/watch?v=vFfmf1lE9_o
https://www.youtube.com/watch?v=fzzxz1nmz8A
http://www.phnompenhpost.com/author/hor-kimsay/20411
https://www.youtube.com/watch?v=iFwmKqZbKOc


Sareth, S. (2013). Advertisements. Retrieved from http://sareth.wordpress.com/tag  

Tech, R. & Yeomans, L. (2009). Exploring Public Relations. Second Edition. 

The New 'Pop' Bottle (2013): Retrieved from https://www.youtube.com/watch?v=gCyNoikkG6U 

Zinkhan, G., Ganesh, J., Jaju, A. and Hayes, L. (2001), “Corporate Image: a conceptual framework for 

strategic planning.” 

 
 

http://sareth.wordpress.com/tag
https://www.youtube.com/watch?v=gCyNoikkG6U

