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ABSTRACT

Persuasion is key to a successful
advertisement. Persuasive advertisement
is an art in using linguistic strategy to
convince consumers. This studies aims to
study persuasion language used in
advertisement based on data collected
from printed media as magazines and
newspaper.

From the study, there are several
techniques for persuasion; use of noun to
include the readers, use of quantifiers
“about™, “every” and “many” to indicate
high credibility of services and products,
repetition for emphasis on quality of
product and service, and directive speech
act to convince the audience.

Introduction

Advertising plays the most important role
in present-day business. It is a key strategy
to persuade consumers to be interested in
products and services in a free trade
market. According to Wongmontha
(1990:6), “advertising is a mass
communication activity to motivate
consumers to behave in a way that
contributes to prosperity of product sellers
or service providers.” One of the important
objectives of advertising is to persuade
consumers to buy products or services.
Linguistic strategies are used in advertisements
as tools to draw customers’ attention. The
language used in advertisements greatly
contributes to the production process as,
for example, in the restaurant advertisement

saying Andsaflnaniia(khittin sFa: we:la: hiv)
“Think of See Fah, when you are hungry,’
or the drink advertisement Lﬂﬂ%ﬁﬁqﬂ
(pépsT: di: thi: su) ‘Pepsi is the Best’.



The language used in advertisements is a
key success factor in communicating the
message from the advertiser to message
receivers  (consumers).  Prasithrathsint
(2005:85) states that advertising language,
which aims to persuade message receivers,
differs from day-to-day language. Its
utmost objective is to persuade. Verderker
(Verderker 1996 cited in Siriphatiwirut
2001) differentiated convincing statements
and informative statements; that the
objective of informative statements is to
make message receivers understand, but
that of the convincing statement is to give
reasons so that the receivers believe.

To date, there have been many studies
available in Thailand which have focused
on the language of advertising in a variety
of media such as printed media and the
internet.

In studies of the language in newspapers
and magazines, the focus is most
commonly on sounds, words, phrases and
meanings. In  terms of  sound,
Limkulakomn ~ (1991) found  that
advertising language on television and in
magazines made frequent wuse of
alliteration and rhyming, which were
universal features of advertising language
to create on impression on readers and
listeners enabling them to remember the
products better. In terms of words,
Bunyanet (1986) and Devaphalin (1988)
found that the use of slangs and foreign
words was popular in advertisement in the
newspapers. Furthermore, Limkulakomn
(1991) found that advertising language on
television and in magazines which made
use of repetition, slang and loan words
was due to a lack of existing words in the
Thai language. They also increased the
credibility of the products’ quality.
Sangkaman (1995) studied the
composition and meaning of words in
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advertising language and found that
isolating words were more frequently used
than formed words, and the type of
isolating word most often found was noun.
Also, Thai isolating words were more
frequent than loan words. Moreover, six
methods of word formation were
identified: word compounding, morpheme
adding, repetition, deletion, shortening and
shift in grammatical function. The process
used the most was compounding of words
and the least was shift in grammatical
function. In terms of phrases, Aiyawan
(1999) studied advertising language in
Thai newspaper and found that phrases in
advertising language were divided into
seven types: noun phrases, pronoun
phrases, verb phrases, adjectival and
adverbial phrases, prepositional phrases,
conjunctional phrases and interjectional
phrases. Among these, verb phrases were
most frequently used while interjectional
phrases were least used. In terms of
meaning, Limkulakomn (1991) found
incompliance of words similar to the study
of Wichatrong (1981), who studied Thai
language  characteristics  used in
advertisements in daily newspapers from
1976-1978. Wichatrong  (1981:37-41)
found inappropriate  collocations in
newspaper  advertisements such as

adjective conflicting with noun as in a3
13391 (Khrua han s&:) ‘Fun Kitchen’, verb

conflicting with noun as in Seriy (r6t nim)
‘Soft Taste’, verb conflicting with subject
such as udmeidud@iuynguuy (win di:
13: ji:n cép thuk ra:p ba:p) ‘Win Dealer
Painful Jeans’, verb conflicting with object
such as gus1a1 (jup ra:kha:) ‘Flatten
price’, adverb conflicting with verb such

< ;- N " . . y
as adey (staj cep) ‘painfully beautiful’,
and words conflicting with each other such
as nldooualailfl (pliaj te: mai po:) ‘naked
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but not indecent’. The word #3381 (hén
s4:) “fun’ and 13u (cép) ‘painful’ are the
adjectives which always occur with living
things, but a$2 (khrua) ‘kitchen’ and Bud
(jizn) ‘jeans’ are not living creatures. The
word sa (rot) ‘taste’ relates to taste

perception while the word iy (ntm) “soft’
relates to physical perception. The word

@8 (suaj) ‘beautiful’ relates to visual

perception while the word ¥y (cép)
‘painful’ relates to physical perception.
The word gu (jup) ‘flatten’ does not

with (ra:kha:)
‘price’. In the case of 11laea (pliaj) ‘naked’

and 19 (po:)  ‘indecent’, the meaning of
indecent is included in naked.

normally  occur 3191

Much interest has been paid to studying
advertisement language in a variety of
media, such as Persuasive Language in
Advertising and Televangelism (Kees
1984), Language of Advertising: A Study
of Nigeria’s Nation Newspaper and
Newswatch Magazine (Robert 2013), and
Language Choice and Ideology: Examining the
Use of the Malay Language in English
Newspaper Advertisements in Malaysia
(John 2015). Robert (2013) studied the
language of advertisement in selected
newspapers and magazines. He found that
the language of advertisements s
persuasive and informative, and serves as
a reminder to the consumer to purchase the
products. Robert also stated that both
linguistic and non linguistic features are
employed to compel consumers to purchase
goods whether good or bad. The linguistic
forms include the manner and style of
composition of texts, lexical choices, use
of figurative expressions, use of simple
diction, use of proper names and emotive
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expressions  etc.  Bruthiaux  (2000)
presented a description of the syntax of
advertising language in texts and stated
that the need for writers to manipulate
readers'  self-image  overrides  the
competing need to present content
explicitly. Moreover, many other studies
take the relevance account of persuasive
language. In “Behind Advertising: The
Language of Persuasion” (Kenechukwu,
Ezekiel, Leo 2013) the researchers stated
that advertising is a force that makes it
possible to sell more merchandise due to
its persuasive nature. They examined how
consumers can be persuaded to buy the
goods and services advertised. Furthermore,
Flergin (2013) proposed that the media of this
century depends more on linguists. The
persuasive power of advertising language
is very sophisticated today. The basic
requirement of advertisements is communication.
The persuasiveness of advertising language is
explored at three levels: cohesion and
coherence, speech acts and, ideology.

However, past studies on linguistic
techniques in advertisements only focused
on certain characteristics of the language
used. Such studies did not analyse unique
characteristics that affect consumer
motivation, which is the main objective of
advertisements. Therefore, this research
aims to fill gaps in this area.

This study aims to study characteristics of
Thai advertising language strategies. |
would like to determine how advertisers
use language to attract consumers and
persuade them to buy products or services.
The data used in this study is from
newspapers and  magazines, and
compresses 50,456 words in total.



Persuasion in Advertising Language

Linguistic strategies used in advertising
language to attract consumers are: the use
of nouns to include readers as participants
in an event; the use of quantifiers to show
the high quality or features of goods and
services and create credibility among
consumers; repetition to create emphasis
that consumers will get goods or services
which have better specifications or quality
than others, and the use of directive speech
acts to convince the consumers. These are
explained below.

Use of nouns to include readers

In this research, ‘nouns’ means words
which cannot occur with the word “not”
but can occur before adjectives and verbs.
Moreover, nouns can occur before verbs
and adjectives. (Prasithrathsint 2010:48).
Therefore, in this research, pronouns are
included in this class. Nouns to include
readers are nouns that create the feeling
that readers are part of the event. In the
example following, the nouns in focus are
in bold letters and italics.

~ ' = ' o 4
(1) BIMITN 431 MUBYNIBIADIDYNNIY lﬁ@

o o 3 o Y a A
saanuiaemldnansa wuafise

Tuseoain

fachdn thi’ rau thamn
food that we eat
ja:mParetlaroi
deliciously

thuk wan mia ruamtua kap
every day when mix  with
nd:mla:i thamhdikat krot beekthi:ria
saliva create acid bacteria
nai t/orpak

in  mouth (oral cavity)
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“The food, that we enjoy every day
mixes with saliva to produce acid and
bacteria our mouths.’

o XA =
(2) WANUWHOVUAIYDY @11y Taaianz
phatthana: khin phéa

developed up  for

khonta: khoy sd:w Pe:tfia

eye lash  of girl  Asia
doit/apho

specially

‘Specially developed for Asian girls’
eye lashes.’

In example (1), the word 151 (rau) ‘we’ is

used to show that readers can have
bacterial in the oral cavity. In comparing

this sentence to the sentence “®11131i/o

H a S A 1
ﬁ’Jll@]’Jﬂ’]J‘LﬂﬁWWﬂﬁ)Lﬂﬂﬂiﬂ nuanseluyes

1hn”. ‘Food that mixes with saliva to

produce acid and bacteria in our mouths.’,
it is found that consumers are more
convinced by the early sentence than
another. In example (2), the word aveide
(sa:w ?e:tfia) ‘Asian girls’ is used to
encourage Asian readers to feel that the
product is appropriate for them since the
intended readers are Thai.

Use of Quantifiers

Quantifiers are words that relate to
counting, quantity or relativity of large and
small amounts, and possibly are modifiers
of small amounts or part or whole of the
sum exclusive of cardinal numbers
because, from a syntactic point of view,
cardinal numbers are nouns. In Thai,
quantifiers cannot occur before the word
“not” but occur before nouns and modify

nouns such as 9n (thak) ‘every, vae (lai)
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‘many’, and Wea(phian) ‘within’. (Prasithrathsint,
Indrambarya, and Chaicharoen 2011)

Advertisements make use of quantifiers to
show the high quality or features of
products or services to create credibility
among consumers. Quantifiers used in
advertisements are those indicating
frequent occurrence large or small amount,
an amount that is higher than it appears,
and an amount that is smaller than
expected. The last type always occurred at
the beginning of messages. In the
following examples, the quantifiers in
focus are in bold letters and italics.

< Y AL
(3) uvause pa ATINYY

kheegreen  thak khran
strong  every time
thi:  jim

that smile

‘Strong every time you smile.’

(4) 231157 voaM9Y

kwa: siphd. pi:
more than  fifteen year
khoy  kanwicai

of research

‘More than 15 years of research.’

(5) nang anuiannnududala

lafi  khwa:mri:sik thi:
many  feelings that
khun samphat dai
you feel can

‘Many feelings that you can feel.’

(6) Andje 1 dwaulduds

phl:jiy nap  lan
women total millions
khon tiai  lew
human use already

‘Millions of women have tested it.’
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(7) e 45 3dnlanemsnlasunlas

phiay sl wan  ru :sik
just four day feel

dai  thin  kanlianpleen

can achieve  change

“You will feel dramatic change just 4
days.’

Y o

(8) ua @ IiAMInaanquinldiui
navanealy
kh@ siagw wina:thi: k3:
only part second then
thamhai  khdu  toklimradk
cause he fall in love
thanthi: e tal>:tpai
suddenly and  forever
‘In only a split second, he will fall in
love with you suddenly and forever.’

In example (3), the word #n (thdk) ‘every’

shows frequent occurrence to convince
consumers that teeth will always be strong
if they use this product. In example (4),

the comparative word n21 (kwa:) ‘more

than’ is used to show a longer period of
time to create credibility by indicating that
the product has been tested for more than
fifteen years. The use of intensifiers,
including  superlatives, comparatives,
hyperbole, exaggeration, and many other
techniques to hype the product, is a basic
persuasion strategy. (New Mexico Media
Literacy Project, 2001). In the later two

examples, the word viaie (laii) ‘many’ and

1y (ndp) “about’ show a large amount. In

example (5), the manufacturer persuades
consumers by showing that if the
consumers use this product, they will get a
sense of variety. In example (6), the
consumers are informed that many people
use this product, thus the product should
have good quality. Many advertisements
show lots of people using a particular



product to imply that since everybody is
using it, one should ‘jump on the
bandwagon.” Bandwagon is a persuasive
technique that hinges on the argument that
a person should believe or do something
because ‘everybody  else’ does.
Kenechukwu, Ezekiel, and Leo (2013)
also show that an igniting force which
stimulates the consumer mindset towards
product or service can influence the way
consumers view them and convince them
that buying certain products can be
beneficial for them. In the last two

examples Wea (phian) ‘within®> and uwA

(kh&) ‘only’ show amounts smaller than
expected to convince consumers that the
products are of high quality. Example 6

“guaedruauliugr” ‘Millions of women
tested it.” and example 7 “3@n’ldnams

wasunladldly 4w “You will feel

dramatic change in 4 days.” were found to
be more effective in convincing consumers
than other sentences.

Use of Repetition

Repetition is using the same word, phrase,
or clause more than once in a short
passage. Repetition of words, one of the
persuasive principles (New Mexico Media
Literacy Project, 2001), of words in
advertisements means that a word
intentionally reoccurs in one work of
advertisement to emphasize the meaning
and create more clarity. Cutlip and Centre
(1978) state that one of the persuasive
principles is clarity. The things that
produce the impression must be clear.
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Repetition of Verbs

In this research ‘verb’ means a word
which can occur after the word “not”
(Prasithrathsint 2010). The repetition of
verbs in advertisements aims to create
awareness that product manufacturers or
service providers have tried their best to
offer the highest quality possible or to
point out features of the goods or services.
In the following examples, the verbs in
focus are in bold letters and italics.

(9) XXX vene wfgiUUWmﬂ’iﬂ‘]Jﬂquﬁ’Jllﬂﬂ
k4

uay veneg Mituisau 1 Inswiruni i
U

XXX khajd:j sdnja:n

XXX expand signal

Khr3:pkhlum thiia  thai lee'

cover over Thailand and
khajd:j thOa phinthi: Pissan
expand over area northeast
hdi tho:  hd:kan fri:

to call toeachother free
miaz’an

unlimited

‘XXX expands service to cover the
whole country and expands to the
whole Northeastern region for free
unlimited calling.’

k4 1
(10) sesiugn Ina ngannunialaGes
o Y a Y| 1 r
anuiunazuieveardy woudlegu T

310 XXX relsuaawin i

G TELTTY

ro.gphin ¢t mai  jut
foundation set new stop
khwamkaywoncai riankhwamman
worry greasy

le  hémy khs:y phiw

and dry of  skin



MANUSYA: Journal of Humanities, Special Issue No.21, 2015

phop  pen rin
meet  powder  series
mai  cak xxx 3]
new from xxx help
prap  saphd:pphiw  hdi
adjust dermopathy to
somboonbeep

perfect

“The New line of foundation will
stop you from worrying about greasy
and dry skin problems.

The New powder from XXX will
make your skin flawlessly perfect.’

In the first example, the word wene

(khaja:j) ‘expand’ reoccurs to make
consumers aware that the service provider
has attempted to improve its service with
all their resources and capability, while in

the latter example, the word lwi  (mai)

‘new’ reoccurs to emphasize that the
products are newly developed for
consumers. Consumers tend to believe
they’re better than old things and old
ideas. (New Mexico Media Literacy
Project 2001) If we compare this example

Fa
to the sentences “sosnuuazuilegulumi 91n
XXX

Y a 1 @ a Y 4
LLWQ*U?NN’Jlmgﬂﬂﬂﬂi‘]JZ‘Tﬂ"IWW'JGlWZ‘TIJ‘]JuﬁmlLUlI”

““New foundation and powder from XXX
will stop you from worrying about greasy
and dry skin problems and will make your
skin flawlessly perfect.”, we will find that
the consumers are more convinced by the
sentences in the example than another.

FronganuneIalazesnnuiuLag

Repetition of Quantifiers

As mentioned above, quantifiers are words
relating to large or small amounts. In Thai,
quantifiers cannot occur before the word
“not” but can occur before nouns and
modify nouns. Quantifiers can be
modifiers of small amount or part or whole
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of the sum exclusive of cardinal numbers
because, from a syntactic point of view, cardinal
numbers are nouns. (Prasithrathsint et al.,
2011). They also reoccur in an advertisement to
underline that consumers will get goods or
services which has better specifications or
quality than others. In the following
examples, the quantifiers in focus are in
bold letters and italics.

(11) A7 XXX Y AuLAaFENgAITY
18 i
khidw XXX thdk wan
chew XXX every day

khi:n keensiam  su:

give back calcium  to
phiwfan dai thuak  wan
teeth skin can every day

‘Chew XXX every day and your
teeth will be filled with calcium
every day.’

¥ ] a ' 2 ]
(12) Anmnnmsintla asaalatand

ka:wlam kwa:

ahead of more than
ka:npokpit  sawa:psotsdi
concealment bright
Jinkwa:

more than

‘More advanced than concealing
and brighter than before.’

These examples use repetition of the
quantifiers #n (thtk) ‘every’ and nn
(kwa:) ‘more than’ to point out that the
products are highly efficient and better
than competitors’ products. Therefore,
when consumers realize that the features
of a product are better than these similar
products they will take it. In Example 11,

the repetition of w%n (thdk) ‘every’
underlines that the more consumers use
the product, the more calcium is added to



their teeth. If they chew it every day, their
teeth will be filled with calcium. In

Example 12, the repetition of na (kwa:)

‘more than’ shows that this product can
make the consumer more beautiful than
other products.

Use of Directives

Searle (1969) states that speech acts are
utterances that have a performative
function while directives are speech acts in
which a speaker desires a listener to follow

his/her objective, such as ordering,
requesting and suggesting. Therefore,
directives commonly occur in

advertisements to convince consumers.
According to the advertising language in
Thai, imperatives and directive verbs such
as (ton) ‘must’, (khuan) ‘should’, and
(n&nam) ‘suggest’ are markers of
directives. Theillocutionary force of
directive speech acts in Thai advertising
language is aimed at inducing the
consumer to perform an action contributes
to the prosperity of product sellers or
service providers. Examples are as follow:

(13) oe1n3AeI¥Y DHINANUNADIN

jak  ru: 1y tfom

want know must watch

jak  dim nom  ton ma:
want drink  milk must come

‘Watch it if you are curious and
come see us if you want to drink
some milk.”

R I
(14) nlasumminiuniesnsaell iz

UNTATe XXX Aigud XXX i
pliantha:j  na:mmankridy
change lubricant

kraw  to:pai

time next
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na:mmankridy XXX thi:
specify  lubricant XXX at

su:n XXX thunan

center XXX only

‘Don’t forget to use nothing other

than XXX lubricant at XXX Center
at your next lube change.’

co?con

In example (13), the directives are used to
make consumers curious and interested in
joining the activity invited by the
advertisement. Comparing the sentence in
this example to the sentence “Tuaufiuy 1y

ﬁu”. ““there is some milk in the fair.”, it is

found that the consumers are more
convinced by the early sentence than
another. While in example (14), the
advertisement directs the consumers that
they must only go to this service center for
lube change.

Conclusion

In summary, from the study of linguistic
techniques used in advertisements, the
primary techniques used to attract
consumers’ interest in products or services
are: use of nouns to include readers in the
scene; use of quantifiers to indicate quality
and features of services and products; use
of word repetition to emphasize on quality
of products or services, and lastly use of
directives. Nouns to include readers are
used to create the feeling that the product
is appropriate for them because the readers
are part of the participants in an event. The
use of quantifiers is a linguistic strategy to
create credibility and raise consumers’
awareness of the high quality or features
of their products or services, so consumers
realize that the product is better than
others. Advertisements also make use of
repetition of verbs and quantifiers to
underline that consumers will get products
or services which have better specifications or
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quality than others; therefore, customer will

purchase them. The last technique
mentioned in this study is the use of
directives. Directives occur in

advertisement to convince the consumers
to perform an action that contributes to the
prosperity of product sellers or service
providers.
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