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Abstract

This thesis aims to study language use in the radio advertising nominated in
pre-final selection of TACT Awards during 1997-2000. 73 advertisements were selected
and categorized into 3 groups, following the criteria set by the committee of TACT. The
groups are product and service, institution and social promotion, and selling promotion.

The advertisements were produced under social and cultural contexts in the
age of globalization whose outstanding point is its loss of cultural diversity. Today’s media
are used as a means to force the idea of consumerism through advertisements whose
influence effects social value. Advertisements are made to create the enchanting image of
products; however, they fail to present all facts and heavily put the idea of over-
consumers’ minds and these degrade the ethics and morality of the media which are
supposed to be responsible for the society, especially when Thailand faced the economic
crisis during 1997-2000.

Considering language use in the radio advertising, 2 outstanding characteristics
were found.

1) Phonemics and the use of words. In the three groups of advertisements,
there were the uses of the follow word:

1.1 Couplets, compounds, and alliterations which effectively helped emphasize
the meanings of words like those found in Thai poems, and which colored the contents of

the advertisements.
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1.2 Onomatopoeia which created reality and power of communication to the
advertisements.

1.3 Repetitive words which were mostly found in informal language and
whbse meanings were emphasized to convey feelings related to products.

1.4 Slang which created informality and harmony in target groups.

1.5 Abbreviations with the use of period both in semi-formal and informal
language levels, and shortened words which helped condense the advertisements and
created informality.

1.6 Load words and officially registered words : Bali, Sanskrit and Khmer
were used informal and semi-formal language levels to create the reliability of the
advertisements; English words, found informal and non-formal language levels, were used to
convey the taste and reliability of products; Japanese words were used to call product
brands, creating the reliability and image of products.

2) The uses of sentence, idiom, and figurative language. The three groups of
advertisement shared the same similarity in language use in that the predicate part was
emphasized, the subject part was omitted, and the object part might be omitted in
consecutive sentences. In certain advertisements of the institution and social group, the
subject and predicate parts were emphasized in case the media wanted to build reliability of
the advertisements. Some or the whole parts of the idioms found in the advertisements were
changed to create new meanings, and figurative language was employed powerfully the
meanings of the advertisements as well.

With regard to the relation between language and creativity and social
responsibility, 2 interesting findings were found and presented as follows :

1) As for the use of Thai language and creativity, and advertisers creatively
used words suitable for the meaning and opportunity of communication.

There was the usage of couplets, alliterations, synonym consisting of the ones
similar to Thai words and connotations, the change of pronunciations of words with the purpose

of coloring the advertisements, loan words, officially registered words, Bali-Sanskrit words in
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order 1o create reliability of the advertisements, English words for different target groups both in
informa) and formal langnage levels, humorous words found in lexical and sentence levels to
create a new look to the advertisements, and figurative language as a means to create special
mééhings and pictures to listeners.

2) With regard to responsibility to the society, it was found that the media sometimes
ignored the laws, thus failing to show responsibility for the society. This can be seen in the
advertisements of products and service group and that of the selling promotion one which focused
more on the value of products, created false demands for products, concentrated on materialism,
paid more attention to technology than to human relation, and might introduce false value,
especially the one concemning relationship between both genders. Apart from the above-
mentioned advertisements, the ones with ambiguous meanings were found as well. The
advertisements whose social concerns can be seen in were those of institution and social
promotion group which presented the concepts of nationalism, animal preservation, anti-drug
campaign, and family relation promotion. Certain advertisements of the product and service group
succeeded in presenting contents with appropriate concerns such as those of the relations of

friends and family, and of environmental problems.
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