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ABSTRACT

This research aimed to analyze the language use in cosmetics brochures, which
reflected and shaped certain values in contemporary Thai society. Fifty-two pieces of brochures
advertising imported and domestically-produced cosmetics, which were distributed during May-
June of 2003, were investigated.

It was found that the textual copies reflected the values of consumerism society,
and functionally convinced the consumers of the import of such values. These roles were
achieved through the effective use of persuasive language. To appeal to large audiences, an
informal verbal style, and words commonly found in everyday life, especially stative verbs were
carefully chosen. Pali-Sanskrit and English loanwords were employed to lend credibility to the
products while foreign brand names were invariably adopted to invest the products with a image
of high class or luxury. To attract the audience’s attention, utterances with melodic notes and
jingling rhymes were judiciously crafted.

At the phrasal and sentential levels, noun phrases and verb phrases were found
both in the main and modifying slots. Appearing in modifying slots, most compound and
complex sentences described exquisite attributes and efficiency of the cosmetics. Sentential
cohesion was established through synonyms-antonyms, word/phrase repetition, ellipsis,
substitution and use of conjunctions. The types of semantic relationship between sentences
frequently found included logical relation, and elaboration and modification. Most employed
among the figures of speech were simile, personification, hyperbole and rhetorical question. The
products’ semiotic values deliberately highlighted in the brochures were (1) being the state-of-
the-art products, (2) being the fruits of scientific advance, (3) harmlessness, either chemicals-free
or with natural ingredients or proper technology, and (4) possessing unique designs or images and
extraordinary attributes. These values were then tied up to the consumers’ values which were (1)
the importance of beauty, (2) having triumph over nature, (3) being in harmony with nature, (4)

having the products as sole companions, and (5) increased self-confidence. Emphasizing the
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products’ values was found to strengthen the consumers’ values; consumption was encouraged
based on

the products’ semiotic values, rather than their utilitarian values. Such semiotic values would
assure the consumers that they attained to higher status than many people.

The belief that higher status could be attained to by the consumption of the
advertised products generated the misunderstanding of reality; consumers were lured to believe
that remarkable beauty could be easily acquired or that aging and natural transformation could be
miraculously overcome. In reality, such assumed stereotypical beauty may not be compatible
with the consumer’s personality. Making the consumers overlook their own intrinsic worth and

encouraging living based on superficial consumption were not at all the desirable values.



