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Abstract— The cultural commodification of wedding ceremony has evolved being conducted solely by social relatives into 
that which involves wedding service providers and couples. This transformation is caused by the changes in wedding 
production industries and society, particularly by the change in the economic system from self-sufficiency to capitalism. The 
year 1957 is a significant turning point of the evolution of the traditional society into a modern Thai society, especially in 
Bangkok. This evolution has facilitated the expansion of business activities, including wedding ceremonies. Wedding–
related businesses had progressed because of technological development, which reduced the transaction cost through a one-
stop service that offers convenience for couples. Currently, a wedding ceremony is performed not just for traditional purpose 
but mainly to represent the economic and social status of couples and their families. Consumption of status symbols has 
increased the price of a wedding ceremony far beyond necessity. Status symbols are showcased through pictures or videos 
that can be uploaded to social networks to show conspicuous consumption. Social media is a major channel that enables 
anyone to publish and widely access information and to present social status. 
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I. INTRODUCTION 
 
Thai wedding ceremony has been practiced in Thai 
Society for a long period. The first known wedding 
ceremony was held during the reign of HM King 
Chulalongkorn the Great or Rama V, who was the 
fifth monarch of Thailand. In that time, awedding 
ceremony was celebrated only for noblemen until it 
became a Thai royal tradition during the time of King 
Vajiravudh or Rama VI, who was the sixth monarch 
of Siam under the house of Chakri. Thenceforth, Thai 
people had initiated to conduct a wedding ceremony 
not only anobleman’s wedding but for ordinary 
people as well (Sathirakoses, 1988).Eventually, social 
dimension, economic structure, and social 
environments had changed from self-sufficiency to 
capitalism. This reason has affected Thai wedding 
ceremonies. The wedding ceremony was made to be 
goods through commodification in form of 
commercial businesses, such as hotels, wedding 
planners, photographers, studios, wedding gown 
business, etc. These businesses supply wedding 
services and arrange a wedding ceremony to run 
smoothly. In particular, brides and grooms who 
arrange a Thai wedding ceremony have to know 
about the proceeding of a traditional wedding and 
preparation of various wedding tools.  
Globalization has affected to economic and social 
structure of Thailand. The modern lifestyle of Thai 
people in a capitalist economic system is not limited 
to consumption for utility and is more complicated 
than the concept of using and exchanging. People will 
consume goods for symbols because they want to 
make a difference from others. A wedding has 
become a form of cultural goods, not just a ceremony 
or tradition. Moreover, a wedding also showcases the 
social status of couples and their families. Luxurious 
wedding decorations are indicative of lifestyle, taste, 

as well as economic and social status on basis of 
price and social media, which are considered 
important factors. For example, expensive hotel, 
wedding photographer, wedding planner, and 
wedding gown are expected to provide more 
convenience and elegance. 
This study aims to examine the evolution of a Thai 
wedding from traditional to being a business form, 
including the development of Thai wedding 
businesses under capitalism and the role of social 
media on the status symbol of a wedding ceremony. 
The economic and symbolic dimensions were 
considered. 

 
II. DETAILS OF PROCEDURES 

A structured in-depth interview from wedding service 
providers, including photographers, planners, studios, 
and gown businesses, was employed. Moreover, a 
survey was conducted with couples, brides, and 
grooms who married and had a wedding ceremony in 
Bangkok from2007 to 2015, through a systematic 
questionnaire. This qualitative research is regarded an 
interpretive paradigm. A documentary research then 
compiles data from textbooks, theses, and 
independent studies. 
The following the ories and conceptual frameworks 
were applied to describe this work: 
Karl Marx’s commodification theory states that 
capitalism is a specific form of commoditization. A 
product that is not normally produced for 
consumption becomes a commodity when it is sold in 
the market. 
Jean Baudrillard’s consumer society the oryargues 
that the old economics could not explain modern 
capitalist societies. Cultural products function as 
commodities that are manufactured and distributed to 
meet the demands of a consuming public. Modern 
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consumption is not limited to basic utility or pleasure 
theory but also to the logic of differences in terms of 
consumption of signs. 
Conspicuous consumption concept was presented in 
the book Theory of the Leisure Class published in 
1899 by Thorste in Veblen. Heseparated social class 
into higher status and lower status, in which 
consumption behavior (i.e., characteristic and leisure) 
are different. Higher class needs to showcase 
conspicuous consumption and leisure to represent 
higher status than lower class. 

 
III. RESULTS AND DISCUSSION 

3.1 Evolution of Thai wedding 
A traditional wedding ceremony is usually held for 
three days. The ceremony includes groom’s 
procession and a blessed water ceremony in the 
morning at the bride’s house. Guests will pour some 
water on the groom’s and bride’s hands and give 
them blessing. Then a meal will be offered to the 
monks after the ceremony. In the past, brides and 
grooms invite only relatives to take part in the 
wedding ceremony; their families will make 
arrangements for each other. 
After World War II (ca. 1947), Thailand experienced 
expansion of investment from Chinese capitalists 
who had exceedingly dominated industries and 
service businesses, as well as financial businesses. 
Before the war, these businesses were owned by 
European capitalists. This period was significant in 
changing the structure of Thai society, including 
wedding ceremonies. Eventually, the Thai wedding 
ceremony was shortened to one day for convenience 
and to reduce expenses .In particular, Thai family 
types had changed to single families from big 
families. As a result, family members and relatives 
lacked close interaction from one another. The 
lifestyle had focused mainly on economic aspects and 
earning money. In 1947–1956, wedding ceremony 
had Chinese banquet, started to include a Western 
wedding night party, and services and wedding 
materials were purchased from markets. As a result, 
the Thai wedding ceremony began to have a market 
value from being just a tradition. 
From 1957 to present, the traditional Thai wedding 
had changed through urbanization, which facilitated 
remarkable social, economic, and environmental 
transformations. Wedding ceremony emphasizes 
private wedding that represents more of the couple’s 
identity. Guests are given wedding invitation cards. 
Nowadays, wedding ceremonies and receptions can 
be easily held at a hotel, which is convenient because 
hotels can make all necessary arrangements, such as a 
memorable and unique wedding concept. A new 
generation of couples prefers a wedding reception, 
which may include Western-style programs, 
cocktails, buffets, and Chinese diner that are 
luxurious and modern. Particularly, grand weddings 
often have a unique theme that represents their sweet 

love, and guests are given wedding photographs or 
video presentation; pictures or videos are also 
uploaded to social media, such as Facebook, 
Instagram, and Twitter. Convenience and time-
efficiency are the main factors of customers in 
wedding arrangements to harmonize with the young 
generation’s lifestyle. 
 
3.2 Development of Thai wedding businesses under 
capitalism 
Rapid expansion of capitalist economy affected 
traditional products, including wedding ceremonies. 
Wedding service businesses began in 1947 but they 
were not a one-stop service. Most service businesses 
are not directly related to weddings such as flower, 
tailoring, and beauty shops. After 1957, Thai 
wedding businesses expanded and had more market 
structure following the changing Thai lifestyle in this 
period. Westernization had remarkably influenced 
Thailand in various ways. Agricultural economy 
changed to industrial economy, which resulted in 
people having a busy lifestyle; as such, wedding 
service businesses provided convenience for couples. 
This age of wedding businesses started to recognize 
the identities of couples; in particular, production of 
wedding invitations became an important business. 
Catering businesses also began in 1957. 
A significant turning point is the development of 
wedding studio businesses in 1996, which started in 
Taiwan and then Thailand. One-stop wedding service 
businesses provide wedding photographs in studio 
together with service rentals, such as wedding gown, 
makeup, hairstyling, printing of invitation cards, 
souvenirs, gifts sets, and other wedding arrangements 
for brides and grooms. A wedding studio is suitable 
for new generation’s lifestyle and offers convenience 
reduced preparation, as well as time and cost 
efficiency. 
At present, wedding business is in the diversification 
age for various customer groups. Wedding businesses 
in Thailand have a very high value, i.e., around 
34,000 million baht in 2013.Currently, couples 
emphasize on unique wedding concepts and 
arrangements to reflect their identity. 
The role of wedding businesses is to supply services 
through money exchange system. The relation 
between wedding service providers and couples 
exhibits as upply and demand in capital economy and 
society through price condition. The development of 
Thai wedding business is influenced by technological 
changes, such as the development of digital cameras, 
which reduced the transaction cost from wedding 
studio. One-stop servicing makes businesses more 
efficient, and couples can also decrease transaction 
cost and access wedding information easily for more 
quick proceeding and decision-making. 

 
3.3 Role of social media on the status symbol of 
wedding ceremony 
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Status symbols of a wedding ceremony in Thai 
society include buying services from wedding 
businesses, such as rental/tailored wedding gown, 
photographers, and hotels (see Table 1),whichare 
tools to show the social status of brides and grooms 
in a wedding ceremony through social media 
channels (Facebook, Instagram, Twitter, etc.) In 
particular, media channels are important in showing 
acouple’s symbols status in the new age (Fig. 1, 2, 
and 3).  

 
Table 1: Sample wedding venue price list in 2015 

 
   

 
 

Fig. 1. Facebook growth in ASEAN in 2014(Source:ZocialInc., 
2014) 

 
Fig. 2. Percentage of population growth in social media in 

Thailand 
(Source:ETDA Thailand, 2014) 

 

 
Fig. 3. Leading types of post on Facebook in Thailand in 2014 

(Source: ZocialInc., 2014) 
 
Moreover, 80% of brides and grooms who have a 
total income of less than 100,000Thai bahtprioritize 
he format ofwedding arrangements format; 40% of 
brides and grooms who have a total income of 
100,000–140,000Thai baht will consider wedding 
arrangements format and the name of hotels; and 
60% of brides and grooms who have a total income 
of over 140,000Thai baht also focus on the format of 
wedding arrangements. In addition, 47% of couples 
think that the professionals hired to plan the 
wedding’s concept, decorations, and location must 
accommodate their demand. Another 33% are 
concerned about wedding gown, makeup, and 
hairstyles. Finally, the main purpose of couples for 
the use ofwedding services isconvenience 
(>86%;Figs.4, 5, and 6). 

 

 
Fig. 4. Factors affecting the decision for use of wedding services 

(Source: Author’s Data Collection) 
 

 
Fig. 5. Important wedding services for couples(Source: 

Author’s Data Collection) 
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Fig. 6. Major purposes of using wedding services (Source: 

Author’s Data Collection) 
 
Furthermore, over 67% of couples love uploading 
wedding photographs, pre-wedding photographs or 
video presentation on social network. Couples feel 
that people who click “like” or comment admire their 
uploaded materials and made them feel proud to 
share their wedding ceremony that present their own 
identity. For this reason, social network is considered 
a collection of impression photographs.  
The flowchart in Fig. 7shows the transmission of the 
symbols in a Thai wedding ceremony in terms of 
economic and social status of those who got married 
or their families. The status symbols are presented in 
forms of pictures and videos that canbe uploaded on 
social networks to show conspicuous consumption. 
Social media is a major channel that enables anyone 
to publish and widely access information to present 
social status. Social network is a social support factor 
that helps to show status symbols (Fig. 7). 
 

 
Fig.7. Transmission of status symbols in Thai wedding 

ceremonies. Adapted from “Theories of human 
communication” by Stepen W. Littlejohn and Karen A. Foss, 

2008, p.288-190. 
CONCLUSION 
 
The present Thai wedding ceremony had evolved 
from a household event that does not have an 
exchange value to goods that involve high-value 
service. This transformation is due to the changes in 
production and economic systems, as well as society, 
from self-sufficiency to a capitalist economic system. 
The commoditization transformed the traditional Thai 
wedding ceremony into a production system through 
buying and selling wedding services between 
wedding service providers (supply) and couples 
(demand). In addition, the development of wedding 

businesses in Thailand is coherently growing. They 
have progressed from technological changes and have 
reduced transaction cost through one-stop services to 
improve convenience for couples. One-stop 
businesses have more diverse wedding services that 
can be specialized for their brands. This study 
showed that brides and grooms place particular 
importance to the wedding format to showcase their 
identity. Moreover, conspicuous consumption is not 
limited to higher-class individuals, but everybody in 
the society can feel admired through social media, 
which enable anyone to publish and access 
information. Currently, a Thai wedding is not just a 
tradition, but it is considered a venue for couples and 
families to showcase their economic and social status. 
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