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ABSTRACT

This research takes Heineken beer's advertisings appeared on Taiwan’s TV during 2001-2006 as examples to analyze the

connotation & ideology of advertisings. In past research of advertisings, we all think the audience can discuss the denotation of

advertisement demand when they completely accept the advertisement’s connotation & ideology on the premise. However, this

research finally find the audience may have different understandings of the connotation & ideology due to their different social

knowledge.
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