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ABSTRACT 

This research project aims to investigate the construction of meaning related to health 

resulted from the spa business in order to attain critical literacy of spa discourse which empowers 

health dimension for the business.  The objectives include: 1) to analyze the content of the health 

discourse of the spa business in Chiang Mai province, and 2) to analyze language techniques used in 

the health discourse of the spa business in the province of Chiang Mai. 

This research is a qualitative research using textual analysis of the advertisement of 4 spa 

businesses in the province of Chiang Mai. The study is divided into 2 parts. The first part is an 

archeological study of the discourse by analyzing the episteme used to construct the discourse content. 

The second part uses the method of critical linguistics by analyzing the use of language techniques of 

the discourse.  

The results of the health discourse study of the spa business in Chiang Mai province 

revealed the following:  

1. The spa business has determined the discourse content using 3 epistemic frameworks. 

The first logical framework relied on a mixture of traditional and alternative health paradigms. The 

result was the combination of trustworthy health management and integrated health care involving 

body, mind, society and environment. The second framework was based on capitalist health care 

system which viewed health service as a commodity to be purchased in order to ease health problems. 

Health service entrepreneurs could then make profit from distinctive health services. The third 

framework  was  the use of  consumerism concept targeting on clients who could  afford  to  buy  

expensive and luxurious health care. This logic resulted in the content which persuaded  the clients 
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who could pay high price for spa services to believe that in addition to good health, they also gained 

beauty and high status. 

2. The spa businesses used language techniques to support the logics of the discourse by 

using sets of language to construct concepts that led to the beliefs that spa businesses have become 

universal, modernized, reliable, and safe. Each spa business was uniquely focused on natural 

environment, aesthetic and high social standing. The use of  language  techniques could be divided 

into 2 categories.  First, the verbal language included the use of Thai, English, and local languages. 

While English words were used to provide international flavor, proper names in original languages 

were used to maintain traditional identity.  Technical terminology was used to reflect advanced 

knowledge. Complicated words were employed to set a high social standard while simple words were 

used to convey natural approach. Names were assigned to provide a sense of distinctive identity.  In 

addition, a persuasive rhetoric style was also used to encourage aesthetic awareness and trustworthy.  

Second, the non-verbal language included all visual languages such as providing images of good-

looking local and foreign presenters in relaxed postures. The use of visual language conveyed the 

senses of grandeur and trustworthy. The selection of colors provided a feeling of relaxation and 

tranquility. Logos were designed to portray identity and reliable standards. 

The results of the study indicated that the construction of content and the use of language 

techniques  of  the spa business empowered the business sector to construct the definition of health. 

The meaning of health has thus been changed from what was originally defined by mainstream 

medical circles or  as proposed by alternative health paradigm. It has been supplanted by the meaning  

of  health designed by the spa business. Thus a new definition of health has been constructed which 

could be summarized as follows. 1) The definition of good health included body, mind, beauty and 

social standing. 2)  The proper health care was to always maintain good health by aesthetically 

combining methods from both traditional and alternative concepts. 3) Venues that provided health care 

must be of high standard and luxurious. 4) The target group of health care consumers was members of 

the elite with good economic standing who demanded symbolic health care consumption to display 

their social standing and good taste.  It could be formulated that the construction of health meaning by 

juxtaposing health concepts from both paradigms incorporated with logics from capitalist health 

system and consumerism has rendered benefits for the spa business.  


