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ABSTRACT

This study was conducted to analyze discourse and language use in advertisement in Thai

magazines. The subjects were Thai magazines: CLEO, ELLE, LISA, FHM, GM, and BOSS,

published during September—November 2005. Those subjects were segmented of its target;

female male and and selected by ranking them from the best seller in SE-ED Company’s record.

Descriptive analysis was approached. The result has shown that those advertisements were

containing 4 figurative languages: imagery, simile, personification, and metaphor, respectively.

There was connotation emphasizing on gender in each advertisement. Youthfulness, white fair

complexion, caring with image and beautiful characteristic were found in advertisement in Thai

magazines for female; also, there were found perfect characteristic, youthfulness, sexual ability,

and good figure in advertisement in Thai magazines for male. As conclusion, there were points

that both advertisements are similar in gender which is youthfulness emphasizing on language

use. It is also found that there was female stereotype in women who care with their own image,

which society has emphasized the traditional myth related to reproduction of female-ness
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