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Abstract

This thesis is intended to study the types of Thai idiomatic expressions
that are used in different kinds of advertisement headlines in magazines. The data
in this study consisted of 105 expressions drawn from advertissment copies in five
magazines: Khwan Ruen , Dichan , Phloy Kaem Phet , Phragw and Image , all of
which were published between 1996 - 1997.

It was found that the use of Thai idioms in advertisement headlines was
of three types. The first type was to use the whole chunk of original idiomatic
expressions intact. This dould be further classified into two subtypes. The first
subtype retained both the forms and the meanings of the originel expressions while
the second subtype retained only the forms and changed or extended the original
meanings of the expressions. The second type was to use the idioms as part of the
statements or texts, and the third type was to use the recast or modified forms of
idioms. The last type could be classified into two subtypes: use of the original
idioms with added words / phrases, and use of the totally new recast idioms whose
gist could still be deduced.

Among the three types of idioms used in advertisement headlines in 5
magazine_s, it was found that 60 idiomatic expressions were used as part of the
statements or texts, 24 expressions were used intact, and 21 expréssions were
recast or modified.



