] a o J
‘#f’]!gf’)ﬁﬂ1ﬁﬁuﬂ%}1!!ﬂﬂaﬁ§$ ANNITIY “’qellﬂ’IW” VDINAANUNDINT DIVT

a 4‘ d‘ d' v 4
sy uaznTeay lude Tavan Ingiemi lne
~ an 4 ] =)
AIve PWANNITANNITD N HADINDI
Syan Aatlmaasuriiagia (M109NYH)

d‘ = Y v a = 4 dy v
aaznssunsianmsAuAIMULBasy 39, A3, asdl WAbedad  Usgsiunssums
A3. ¥0151 1970 NTTNNIT

a3. Peter Frank Freeouf NFIUMI

UNAALD

4 9
v A

Aav =\ 1 A = 1 Rl ” a 9
MIIeAItTgAaeeAn1 1) Anwrneves  “gunin” gnieniily
a [ o ~ d‘ d‘ d‘ Y 4 [l a
HARA A 01115 01155 Y tazinTean Tude Tavan Insial Ine Tuyanedels 2) matin
[ o a @ ”» a Y] 4
adumyuaze unegnldlumsiewanunueves “gunw” Turdaiusions
=y d‘ d’ d‘ o 4 1 o« ”
Py naznsosay lude luvan Insvieni lneeeisls 3) anuvaneves “guniw” lu
R o A o
gmz‘vmQﬂumimmgﬂﬂmuﬂiﬂaaaimymﬂmmmﬂm
a ¢ A Y] o Qy a’/‘ 9 % ]
NA1NN1I AT I a0 Tauban Insnal 1ne 6 31 NalududaumvinazeIaun1m
1 a [ 4 a 4 4 4
WUNANUNINBYOL “GUAIN” VBINAANUHND141T 0I5y waziaieean lude Tayan
% 4 09/’ I 9 = Y] « ,, [ QSJ}
Tnsdeal Ineriu Wumsuiunerduanumuieuod qUNING AANUANUHNIIVD
Y
“QUATNA” 291NN MIAIUANTIIMIN ANURENINGEIY0331T 19 M50ENRIAINEDE1
o ] ) A a =4 A AnAa A
NINKMUI NMssVdsemuemsnag anuuTgnsuazilsiannuaiy ANUEFIAFN N3

=

3 A 2 [ 1 4 aaAa a =1
WUJL‘]JEHJUI,‘]J@'JEJWQQQTH AITUDDULYTI NITUWIA (N'Jﬂn:]@ll%lle) NITUAINNTY
k4
o @ ] 1 o < [
ﬂ’J"Illfﬂlﬂiﬂcluﬂ”li'ﬂi’)ﬂﬂ"lﬁﬂﬂ?flﬁuﬂﬂuﬂﬂ (LLﬁ31ﬂuﬂuuuﬁmqmﬂué}’mmm) NITUDUYIAY
i1 9 ’a 9 Y
ain msduniuignivaziwald waznislieongduen uenvinil mailadiuiaunim

g o 4 a o 4 a
nazedounmpdegnldlumsdennunieves “guawd” lundadusions ennsasy



A A A o a 9 o ~Aq Y A =
nazasanulude Tavan Ingsiad lne Tasmatiaaiuiauniwinlslumsaenenunuig

1] ” ! 4 8 P~ °
w01 “gunnd” laun msldlszTeatouly anuiuanssuvesnsonlulszlon msldg
o ] o o 1 a o ng S 4
a9t tazdwmiuimsidanedidne-va daumaiadiue auneniundignldlunsde
o a2, a [ 4 a d‘ d' 4‘
ANUHVIBVDL “GUNINA” TURAANUND11M1T 011 1T4dTN uazinToauTude Tuya
o 1 @ : g 1 A v J a ) ]
Tnsviend Inewu@enny Fen'laun matauuanydan mALAUBINNNADY NMTINAWHUT
Y ' 9 Y o P
YOIMW M3 IFENINERTIIIN M3 Isdaae tagm s
[ 09)1 9 ] A o 4 [ v =]
AU UINNT IFM I IUNIITo Tasan InTiad Inoainaln A INKLI8UDINIS L
A ] v g ' £ = 3w 9 0
quawd” 3sgniin e lugiueiidluaimassuediania Tagimuuiludrdznou fivua
[ ' 4 1
LAZAIUANANUTOLAZHOANTTNVOIAINT Tudenn Taen 1z 081989TINFNFUTUNAN &9
I ' A @ o ' > < 2 a e
Wunguishvinevesie Tavan Insviend Inedenann fetiinsdiuldhaunarudunaislu
o~ o 1 a o A A Y
dszmd Ineriulianuaszrnindusgrannedny “gquan” wagnszidonnizaunag 14
& A o " Ao o a A Lo A A A agny & L a,,
FIgUAMNG sudunaruratitneeuiiviodedeladanilane v 1Aundamstl “guand
A Y3 = o oA « 2, Y sy & A4
Huaaaldrudansusunaumatiyes . “guama”  Wudua Faasnunde Tuyan
N A oA o dA & o 4
Tnsweimartilauaac’d seldndniude Insvminedudumulumsi¥ougiugnig
¢ Y a Y Y o « 2, Y o A
ganmssitazanuiuaiadidrenu Tasanumueves “gquama” ldgnasndiiiunisde
v dao ' o o > . I~ {
Tawan Insiminenannniuauniznennumunoves  “guanwd” Idnaefuanuvinen

=S A Aa va v [ I~ d‘ a I~ I~ a [
sanalfuianuludenuiuiGestnd taznaratluanuilusinadean



vi

Independent Study Title  Discourse on “Health” in Thai Television Commercials
for Food, Food Supplement and Beverage Products

Author Ms. Piriyaporn Phaoluengtong

Degree Master of Arts (English)

Independent Study Advisory Committee
Assoc. Prof. Dr. Sorani Wongbiasaj Chairperson

Dr. Chalathip Wasuwat Member
Dr. Peter Frank Freeouf Member
ABSTRACT

The objectives of this study are: 1) to observe the definitions of “health”
portrayed in food, food supplement and beverage products commercials on Thai
television; 2) to study how mechanisms of verbal and non-verbal language are used to
portray the definitions of “health” for food, food supplementary and beverage
products in Thai television commercials; and 3) to enhance the understanding of the
discourse of “health” as determined through Thai television commercials.

From the analysis of verbal and non-verbal language in six television
commercials, the definitions of “health” portrayed in food, food supplement and
beverage products in Thai television commercials are precisely concerned with “good
health”. The definitions of “good health” are referred to as weight control, slimness
of bodies, vigorous exercise, good food consumption, vitality, being pure and free of
pollution, youth, healthy skin—white and pink complexion, being able to do vigorous
exercise and keeping fit (even when one has become aged and no longer young),
having a good sleep, drinking water and fruit juices, and longevity. The verbal and

non-verbal mechanisms are used to portray the definitions of “good health” for food,
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food supplement and beverage products. For the verbal mechanism, there are the uses
of conditional sentences, transitivity, binary verbal opposition and information
structuring. The non-verbal mechanisms are Gestalt techniques, camera shots,
positioning, given-new, binary visual oppositions, signs and colors.

Thus, with the language used through these television commercials, the
definitions of “good health” are recognized as a discourse, as the language reflects,
defines as well as controls the beliefs and behaviors of the members of the society,
particularly those of the middle-class people who are the target audience of these
commercials. We see that the middle-class people in Thailand are very concerned
about “health” and the pursuit of “good health™. They will do or buy certain things in
order to obtain “good health”. This implies that the middle-class people perceive
“good health” as a commodity which is exactly what is portrayed in these television
commercials. Moreover, television is the representation which links ideology and
“reality” together. Through television commercials concepts of “good health” are
repeated on a daily basis until they become social definitions and common sense, and

hence the social “reality”.



