THE COMMODIFICATION OF SECURITY: A CRITICAL
DISCOURSE ANALYSIS OF THAI INSURANCE
ADVERTISEMENTS

Piyaporn Punkasirikul

A Dissertation Submitted in Partial
Fulfillment of the Requirements for the Degree of
Doctor of Philosophy (Language and Communication)
School of Language and Communication
National Institute of Development Administration
2018



THE COMMODIFICATION OF SECURITY: A CRITICAL
DISCOURSE ANALYSIS OF THAI INSURANCE
ADVERTISEMENTS

Piyaporn Punkasirikul

School of Language and Communication

Assistant Professor..:

,_J 1) Q EL ’ i: Major Advisor

(Jaray Singhakowinta, Ph.D.)
The Examining Committee Approved This Dissertation Submitted in Partial

Fulfillment of the Requirements for the Degree of Doctor of Philosophy (Language and

Communication).

Assistant Professor.............. T ‘M‘*’ oPRRR——— Committee Chairperson

o
Assistant Professor .............. &s ....... Y N Committee

........... L e ......Committee

Assistant Professor.. : .............. | IS I -0 SR, Dean
(Jaray Singhakowinta, Ph.D.)
December 2018




ABSTRACT

Title of Dissertation The Commodification of Security: A Critical Discourse

Analysis of Thai Insurance Advertisements

Author Miss Piyaporn Punkasirikul
Degree Doctor of Philosophy (Language and Communication)
Year 2018

This study conducts a critical discourse analysis (CDA) to investigate the
persuasive strategies of annuity advertisements in commodifying financial security
and to critically investigate the impact of annuity advertisements on reproducing
inequality. The samples for this study are 15 Thai annuity brochures of the top-five
Thai insurance companies as measured by the biggest market shares in 2014.
Fairclough’s three-dimensional model for CDA is employed to analyze both verbal
and visual resources in annuity advertisements, to reveal the production, distribution,
and consumption of annuity advertisements, and to explore socio-cultural practices
related to the commodification of security in the life insurance industry. Developed as
a consequence of a risk society and aging society, annuity policies are created as a
means of strengthening financial security during retirement. The insurance companies
constitute and exploit consumer needs for financial security by reproducing the
discourse of risk, discourse of happiness, and discourse of good family members to
persuade customers that annuity policies are essential for a happy and secure
retirement. The analysis of socio-cultural practices, discursive practices, and texts
related to the commodification of financial security in Thai annuity advertisements
reveals that to maintain continuous consumption of annuity policies, the discourses of
annuity advertisements reorganize society in companies’ own interests for profit
making by reproducing capitalist, neoliberal, and patriarchal ideologies that one
should take care of one’s own retirement by purchasing annuity policies to strengthen

financial security in order to cope with the sickness, worry, change, and uncertainty



that might occur when reaching old age. Annuity policies are also a means to build
financial security for loved ones. Simultaneously, these ideologies circulate
stereotypes about class and gender inequality. To a certain extent, the discourses of
annuity advertisements succeed in manipulating Thai customers because they run
parallel with Buddhist teachings of dukkha (suffering), anicca (impermanence), ton
pen ti phueng haeng ton (self- reliance), and Thai social value of khwamkatunyu

(gratitude), which form part of the Thai psyche.
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CHAPTER 1

INTRODUCTION

1.1 Rationale

Due to the technological innovation and scientific development that have
transformed the world in the era of globalized capitalism, modern capitalist societies
are embracing what is referred to as the “risk society”, which is a term coined by
Ulrich Beck, a German sociologist, in 1986 (Elliott, 2002, p. 294; Rosa, 2006, para.
1) According to Beck, a risk society is dominated by the ubiquity of risks, and
everyone is equally at risk of not only global dangers such as global financial crisis,
global warming, nuclear war, and transnational terrorism, which are the result of
globalizing industrial production, but also risk in everyday life, for example, concerns
about consumption (what to eat or drink), education (what to study), marriage
(whether and whom to marry), and financial security (how to be financially secure in
retirement) (Beck, 1992, p. 19; Zinn, 2008, pp. 1, 147). Society has consequently
become organized around the management and distribution of dangers (Beck, 1992,
p. 2; Bell, 2011, p. 2). Living in a risk society with a neoliberal ideology which
promotes individualism in that each individual should exercise choice, freedom,
empowerment, and is positioned as fully response for their own successes or failures
(Crossley, 2005, p. 154), people are encouraged to feel a sense of personal
responsibility to cope with their risk. Big businesses such as crime control and
insurance see market opportunities from this situation by turning security into a
commaodity for sale (Krahman, 2008, p. 19; Loader, 1999, p. 377; Rosa, 2006, para. 1;
Zinn, 2008, p. 31).

As a consequence of medical advances and improved standards of living,
people are living longer, which causes a growing number of the elderly. The resulting

aging society is a global phenomenon. Every country worldwide is experiencing the



trend of the growth rate of the elderly. According to the United Nations (2015), it is
estimated that by 2030, the number of people in the world aged 60 years or over will
increase by 56%, reaching 1.4 billion (United Nations, 2015, pp. 1, 9). In Thailand,
the proportion of the elderly is rising at a remarkable pace, and by 2030 the number of
people in Thailand aged 60 years or over is projected to grow by 26.6%, reaching 17.5
million (The College of Population Studies, Chulalongkorn University and the
Foundation of Thai Gerontology Research and Development Institute [TGRI], 2012,
p. 13). Most of the elderly during their retirement do not have regular incomes but do
have ongoing expenses for food, clothes, travel, and health care (Kaewphadung, 2008,
pp. 69-70; Phutrakul, 2007, p. 135) which means that financial support from the
government is needed.

However, with the rapid growth of the elderly in Thailand, the government
cannot exclusively provide universal and fair financial welfare for the elderly because
that may result in fiscal vulnerability in the future. Consequently, the state provision
of welfare is rapidly being withdrawn, and an individual is encouraged to take care of
their own risks (Loader, 1999, p. 377; Loxley, Walisiewicz, & Westhrop, 2015, p.
141, 277). Currently, there are several options for retirement savings such as social
welfare, pensions, old age allowance from the government, retirement mutual funds
(RMF), provident funds (PVD), long term equity funds (LTF), personal savings, stock
market investments, and insurance (Kaewphadung, 2008, pp. 69-70; Phutrakul, 2007,
pp. 13, 77; Rattanasamai, 2009, pp. 52-53).

Insurance companies, then, make use of the current situations of a risk society
and an aging society by creating annuity policies as retirement savings to meet the
demand of customers who are planning for future incomes during their retirement.
Annuity policies are promoted as a means to help strengthen financial security during
retirement. At present, the majority of insurance companies in Thailand offer annuity
policies (“Intense annuity market competition,” 2014, para. 5-9; “Annuity decline at
the end of the year,” 2014, para. 1; The Thai Life Assurance Association, 2015).
Because of the high level of competition among these insurance companies, each

insurance company tries to develop a variety of strategies to attract customers.



Concerning previous Thai research on insurance, scholars in disparate
academic disciplines, i.e., business administration, finance, law, and linguistics,
including communication have conducted research on insurance. After reviewing
related studies on insurance advertising in the field of language and communication, it
appears the majority of them have focused on strategies employed in creating the
advertisements via various analytical frameworks, i.e., interpretive theme analysis,
overt and covert communication, and Saussurean semiology. The findings of these
studies reveal that various strategies are employed in insurance advertisements:
humor, metaphors, narratives, fear appeal, discourse of risk, and mixed strategies
(Bua-lem, 1998; Nantasiri, 2011; Sangkaew, 2011). One study explored the insurance
advertisements from a critical perspective to discover the construction of life value in
life insurance commercials (Nantasirisorn, 2014). The data sets for these previous
studies consisted of the advertisements from life insurance policies. One  survey
study in the field of business administration studied annuity policies to discover
marketing factors affecting the buying selection of annuity insurance policies
(Dhammeunyong, 2016).

While from an economic aspect advertising is used as a marketing tool in
stimulating customers’ demand for annuity policies, in cultural studies and from
critical perspectives, advertising is regarded as a form of cultural artefact and as a site
at which language and society are mediated. From previous related literature, little
attention has been paid to the analysis of annuity advertisements in the field of
language and communication from a critical perspective. This study, therefore, aims
at conducting a critical discourse analysis (CDA) to 1) investigate persuasive
strategies used in commodifying financial security in annuity advertisements, 2)
reveal ideologies reproduced in annuity advertisements, and 3) disclose the way in

which the discourses of annuity advertisements perpetuate social inequality.
1.2 The Core Arguments of the Study
Due to the fact that insurance business offers future intangible benefits, it is

interesting to explore the ways insurance companies persuade customers to purchase

annuity policies for profit making based on the nature of capitalism. This study, then,



examines the persuasive strategies of annuity advertisements and also investigates the
social effects of annuity advertisement. Three research questions which guide this
study are:
Research question 1: What are the discourses of annuity advertisements?
Research question 2: How are ideologies reproduced in annuity advertisements?
Research question 3: How do discourses of annuity advertisements perpetuate

inequality in society?

1.3 Analytical Frameworks

Since the objectives of this study are to explore the persuasive strategies of
annuity advertisements in commodifying financial security and to critically
investigate the impact of annuity advertisements in reproducing inequality, the
analytical framework for this study is critical discourse analysis (CDA), which is the
analysis of linguistic and semiotic resources to tackle social phenomena and social
problems with a main focus on the effects of inequality in producing social wrongs
(Fairclough, 2010, p. 8; Fairclough, Mulderrig, & Wodak, 2011, pp. 357, 368).

In fact, there are many approaches that can be employed in conducting CDA.
This study, however, draws on Fairclough’s three-dimensional model for CDA which
is composed of three components: text, discursive practice, and sociocultural practice.
These three components are interrelated in the sense that sociocultural practice shapes
discourse practice, discourse practice shapes text, and text shapes sociocultural
practice.

Based on Fairclough’s model, three levels of analysis are conducted to
discover the answers to the three research questions. This study begins with textual
analysis. Both verbal and visual cues in annuity advertisements are analyzed to
expose the strategies of persuasion used in annuity advertisements to persuade
customers that annuity policies are essential for retirement. Verbal cues in annuity
advertisements are analyzed in relation to transitivity system and lexical choices.
Then, visual cues in annuity advertisements are analyzed.

The next step is the analysis of discourse practice, which concerns the analysis
of the production, distribution, and consumption of the text. David Berlo’s SMCR



model of communication, in which S is senders, M is messages, C is channels of
communication, and R is receivers, is employed to discover how the annuity
advertisements are produced, distributed, and consumed.

Lastly is the analysis of sociocultural practice to reveal social and cultural
factors that are related to the commaodification of financial security in the insurance
business and how they give rise to the creation of annuity insurance policies. The
social and cultural contexts taken into consideration are the concepts of capitalism,
consumer culture, Ulrich Beck’s modern risk society, the aging society, and
retirement savings.

The findings from these three levels are then discussed based critical theory of
hegemony and ideology; political economy; power and knowledge; and Buddhist
teachings of suffering, impermanence, and self-reliance, in order to disclose how
capitalists i.e. insurance companies manipulate customers through the reproduction of

dominant ideologies via annuity advertisements.

1.4 Scope of the Study

The samples of this study are 15 annuity brochures aimed at the working
population aged 20-55 and distributed during the period 2014-2016. The year 2014
marked one of Thailand’s many coup d’états and led to a decline in consumer
confidence and uncertainty about the economic and political situations (Sethapramote,
2014, The economic consequences of Thailand’s political crisis Section, para. 2).
Consequently, individuals have been seeking ways to strengthen their financial
security. According to The Thai Life Assurance Association (2014, p. 75), the
expansion of the insurance industry saw an increase of 13.75% over that of 13.06% in
2013 due to public realization of the importance of the life insurance business and the
availability of new products that are more responsive to the needs of the public and
enjoyed a strong support from the government. Annuity policies are now seen as one
means of building financial stability in retirement. It should be noted that only the
brochures of the five insurance companies with the biggest market shares in 2014
were selected, based on the rationale that the biggest market shares can signify to a
certain degree the companies’ maturity and their success in marketing



communication. The top five insurance companies are: 1) AIA 2) Muang Thai Life
Assurance 3) Thai Life Assurance 4) Bangkok Life Assurance (BLA), and 5)
Krungthai-AXA Life Insurance (The Thai Life Assurance Association, 2015, p. 12).

There are three separate rationales why annuity advertisements were analyzed
in this study. First, annuity policies are created to meet the demands of the increasing
number of elderly population who require incomes during their retirement
(Noisamran, 2010, para. 6). Second, the government also supports the purchase of
annuity policies in order to generate savings by offering tax deductions for annuity
policies (Carden, 2010, Annuities-a New Year’s Gift That Helps You Retire with
Wealth section, para. 6). Finally, due to the government’s tax deduction scheme, the
majority of insurance firms in Thailand create and offer a variety of annuity policies
to customers (The Thai Life Assurance Association, 2015). To sum up, the brochures
of annuity policies were chosen to be analyzed in this study.

It should be noted that this study focuses only on how the text of annuity
advertisements reproduce ideologies and circulate inequality, excluding details on
how the companies produce the advertisements and how the readers perceive the
advertisements. Accordingly, the findings of this study are based on the interpretation
of messages in the annuity texts as discussed against related socio-cultural factors.
Interviews with producers and the intended readers (i.e. customers) were not

conducted.

1.5 Definitions of Terms

Security refers to financial security or retirement savings of Thai people which
can be obtained from various sources such as social welfare, pensions, the old age
allowance from the government, retirement mutual funds (RMF), provident funds
(PVD), long term equity funds (LTF), personal savings, stock market investments,
and insurance.

Insurance advertisements refers to the brochures used by Thai insurance

companies to promote annuity policies in Thailand.



Annuity policies or pension insurance refers to “a contract between a
policyholder and an insurance company designed to meet retirement and other long-
range goals, under which the policyholder makes a lump-sum payment or series of
payments. In return, the insurance company agrees to make periodic payments when
the policyholder reaches a specified retirement age or on an earlier exit from the plan”
(Banchongduang, 2014, para. 5; The U.S. Securities and Exchange Commission, n.d.,
para. 1).

Discourses refers to the annuity advertisements, their production, distribution
and consumption, including the social and cultural factors related to the
commodification of financial security in the insurance business in Thailand.

Critical Discourse Analysis refers to Fairclough’s three-dimensional model of
analysis, comprising the analysis of text, discursive practice, and sociocultural

practice.

1.6 Significance of the Study

The results of this study reveal advertising strategies in annuity advertisements
based on a critical discourse analysis, an approach which has not been conducted in
previous research. Consequently, the findings of this study can fill a gap in knowledge
of financial discourse in Thailand. Exposing how the discourses of annuity
advertisements perpetuate inequality, this study also enhances the media literacy of
the customers who read annuity advertisements by emancipating them from the
exploitation of annuity advertisements. In other words, this study reveals the ways in
which insurance companies exert their domination over customers via annuity
advertisements in order to persuade customers to conform to the dominant norm in

purchasing annuity policies for a secure and worry-free retirement.

1.7 Chapter Outline

This study consists of five chapters which are structured as follows: Chapter 1
covers the rationale, objectives, research questions, analytical framework, the scope of

the study, and the significance of the study.



Chapter 2 presents the literature review and theoretical frameworks. The
chapter is divided into sixth main parts. It begins with the commodification of security
in a postmodern risk society. Secondly, it presents the phenomenon of an aging
society in Thailand. Thirdly, annuity insurance as retirement savings is discussed.
Fourthly, the notion of advertising as a powerful marketing tool is presented. The fifth
part discusses the theoretical and analytical frameworks in analyzing advertising texts:
critical discourse analysis, critical theory, and Buddhist teachings. Chapter 2 ends
with previous research on insurance advertisements.

Chapter 3 focuses on the data and the methods of analysis. Data are presented
in terms of sample size, sampling technique, and rationales behind the selection of
annuity brochures and insurance companies. Data analysis procedures are presented
based on Fairclough’s three-dimensional model to expose the persuasive strategies in
annuity advertisements via textual analysis, discourse practice, and socio-cultural
practice. The chapter also presents the analytical tools employed in analyzing verbal
and visual resources in annuity advertisements.

Chapter 4 presents the data analysis and findings. Based on Fairclough’s three-
dimensional model, this chapter first presents a text analysis to discover the
persuasive strategies by analyzing the verbal and non-verbal resources employed in
annuity advertisements. Verbal resources are analyzed in terms of transitivity analysis
and lexical choices, while visual resources are analyzed in terms of images of persons,
images of objects, diagrams, tables and charts, together with miscellaneous images,
and the major colors, in order to reveal their communicative functions in convincing
customers that annuity policies are necessary for a happy and comfortable retirement.
Then an analysis of discourse practice as related to the production, distribution, and
consumption of annuity advertisements is presented based on David Berlo’s SMCR
Model of Communication. The last section deals with the analysis of sociocultural
practice by examining social and cultural contexts related to the commodification of
financial security in annuity insurance. The social and cultural contexts taken into
consideration are capitalism and consumer culture, modern risk society, the aging
society in Thailand, and retirement savings.

Chapter 5 offers a discussion of the findings. The chapter begins by answering
the three research questions. Then, the findings are discussed against the frameworks



in critical theory (hegemony and ideology, political economy, and Foucault’s power
and knowledge) and Buddhist teachings (suffering, impermanence, and self-reliance)
in order to expose the overt and covert persuasion and exploitation in annuity
advertisements, and to reveal the ways in which discourses of annuity advertisements
reproduce ideologies of capitalism and consumerism, neoliberalism, and patriarchy,
and how these ideologies perpetuate social inequality in terms of class and gender.
The chapter ends with the contributions of the study, the limitations of the study, and

recommendations for further research.



CHAPTER 2

LITERATURE REVIEW

2.1 Introduction

At present, humans live in an era in which consumption has become a major
activity in life (Fairclough, 2008, p. 211; Mercer, 2006, p. 25). Both material and non-
material things are converted into commodities for profit making (Hovland &
Wolberg, 2010, pp. 52-53). Security is one of many abstract concepts that various
kinds of businesses seek profits from, e.g., private security companies providing
policing services and security products (Krahmann, 2011, pp. 3-4; Loader, 1999, pp.
377, 381) and insurance companies providing financial security in the form of
insurance policies that are considered to be a means of risk management and a good
financial plan (Carden, 2010, para. 5, 7; Pareto, 2009, para. 2-3). According to the
demographic database of the National Statistical Office, Thailand became an aging
society in 2005, and this trend will continue in the future at a remarkable pace (TGRI,
2012, p. 12). Consequently, many products and services target elderly people,
including pension insurance or annuities (Noisamran, 2010, para. 6). Due to the fact
that the insurance industry offers intangible services, they need specific advertising
techniques, e.g., visualization and documentation, to make tangible the benefits of
their services (Mittal, 1999, p. 100). In order to encourage purchases, the advertising
needs to bring about changes in the attitudes of customers by framing a way of living,
and sometimes even by overthrowing deeply held values and practices (Hackley,
2010, pp.19, 61; Vilanilam &Varghese, 2004, p. 8). Since the objectives of this study
are to explore the advertising strategies and the impact of advertising in reproducing
inequality, critical discourse analysis (CDA), critical theory, and Buddhist teachings
are employed as theoretical and analytical frameworks. This chapter consists of sixth

parts: 1) the commodification of security in a postmodern risk society; 2) the aging
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society in Thailand; 3) annuity insurance as retirement savings; 4) advertising as a
powerful marketing tool; 5) reading advertising texts through critical discourse
analysis, critical theory, and Buddhist teachings; and 6) previous studies on insurance
advertisements. The chapter is structured as follows:
2.2 The Commaodification of Security in a Postmodern Risk Society
2.2.1 Capitalism and Consumer Culture as Contexts for the Commaodification of
Everything
2.2.2 Postmodern Risk Society
2.2.3 Security as a Commodity in Postmodern Risk Society
2.3 The Aging Society in Thailand
2.3.1 Definitions of Elderly, Retirement Age, and Demographic of the
Elderly Population in Thailand
2.3.2 Economic Situation of Thai Elderly and Implications for Policy
Implementation
2.3.3 Savings as a Means to Strengthen the Financial Security of the
Elderly
2.4 Insurance as Retirement Savings
2.4.1 Definition of Insurance and Insurance and Risk
2.4.2 Life Insurance Industry in Thailand
2.4.3 Annuity Insurance as Retirement Savings
2.5 Advertising as a Powerful Marketing Tool
2.5.1 Definition and Function of Advertising
2.5.2 Influence of Advertising
2.5.3 Advertising Strategies for Intangibles
2.6 Reading Advertising Texts through Critical Discourse Analysis, Critical
Theory and Buddhist Teachings
2.6.1 The Notion of Discourse and Critical Discourse Analysis (CDA)
2.6.2 Fairclough’s Model for Critical Discourse Analysis
2.6.3 Critical Theory
2.6.4 Buddhist Teachings

2.7 Reviewing Previous Studies on Insurance Advertisements
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2.2 The Commaodification of Security in a Postmodern Risk Society

This section presents the interrelationship between three concepts: capitalism,
consumerism and commodification in the sense that capitalism and consumerism are
contexts for the commodification of both tangible and intangible goods for
maintaining continuous consumption and generating profits, while security is
converted into a commodity for sale in today’s modern risk society. This section
consists of three parts: i) capitalism and consumer culture as contexts for the
commodification of everything, ii) the risk society, and iii) security as a commodity in

a postmodern risk society.

2.2.1 Capitalism and Consumer Culture as Contexts for the
Commodification of Everything

Around the late nineteenth and early twentieth centuries, many economic
shifts occurred in terms of production and consumption. Artisanal production shifted
to mass production, and households changed from being centers of production to
centers of consumption (Fairclough, 2008, p. 211; Mercer, 2006, p. 25). Since the
main goal of capitalism is profit making, products produced have to be consumed en
masse to achieve this goal (Goatly, 2008, p. 85; Jansiz, 2014, p. 79). The market
forces of capitalism depend on maintaining high levels of consumption (Mercer,
2006, p. 26). The means to maintain this mass consumption is to “create new forms of
consumer practice through the stimulation of new desires in consumers” (Mercer,
2006, p. 26).

Consumerism is a characteristic of modern capitalism in which the culture of
consumption has become a major social practice (Bauman, 1999, p. 36). Continuous
consumption is critical to society and the individual; every social interaction can be
expressed as a commercial transaction and a means of defining relationships
(Fairclough, 2008, p. 211; Hovland & Wolberg, 2010, p. 51; Song, 2003, p. 109).
Members of society are engaged in their capacity as consumers, and individual
success is evaluated from a totally material perspective and the ability to consume

(O’Shaughnessy & Stadler, 2012, p. 152). Commodities are presented as “magical
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objects” that can solve all human problems and can mark social status among
consumers (Goatly, 2008, pp. 93-94; Murdock, 2011, p. 19)

Competition in capitalism forces employers to maximize profits or go
bankrupt. There are several ways to maximize profits, many of which are converting
objects or services into new commodities or commodification. Commodification
refers to the process in which both tangible and intangible things are objectified in
order to be sold for profits. Currently, even more kinds of intangible things are
commodified such as health, sex appeal, female beauty, genes, dreams, fears,
children’s spirituality, and bun or merit in Buddhist belief (Bell, 2011; Hovland &
Wolburg, 2010; Leys & Harriss-White, 2012; Mercer, 2006; Phungpracha, 2007; The
Hedgehog Review, 2003).

2.2.2 Postmodern Risk Society

Due to the technological innovation and scientific development that has
shaped the world in the era of globalized capitalism, modern capitalist societies are
leading towards what is referred to as the “risk society”, which is a term coined by
Ulrich Beck, a German sociologist, in 1986 (Elliott, 2002, p. 294; Rosa, 2006, para.
1). The risk society is a product of modernity. Scientific and industrial developments
have brought about both goods and also bads; in other words, risks (Beck, 1992,
p. 19; Zinn, 2008, p. 147). Modern society has produced immense wealth,
employment, prosperity, and advances as the result of globalizing industrial
production. However, at the same time, there is a rise in global dangers such as global
financial crises, global warming, nuclear war, and transnational terrorism (Bell, 2011,
p. 2; Krahman, 2008, p. 3).

Beck (1992) noted that the risks of postmodern society are pervasive, more
dangerous and less predictable than those of the past (p. 2). This is most noticeable
not only in environmental changes, epidemics, technological catastrophes, and
international terrorism, but also in everyday life, for example, concerns about eating
(what to eat or drink), education (what to study), marriage (whether and whom to
marry), and financial security (how to be financially secure in retirement) (Zinn,
2008, p. 1).
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Beck (1992) also pointed out another effect of modernization. Modernization
causes both structural changes and changing relationships between social structures
and social agents; social actors tend to become more individualized and progressively
freer from structure (Beck, 1992, p. 2). In postmodern societies, both personal and
public aspects of life are released from traditional ties; each individual is forced to
make decisions about their own lives and the future courses of actions in the risk
society (Elliot, 2002, p. 298).

2.2.3 Security as a Commodity in a Postmodern Risk Society

In this context, security refers to “the quality or state of being secure from
freedom from danger, freedom from fear or anxiety, and freedom from the prospect of
being laid off” (Merriam-Webster Dictionary, 2015).

Private companies see pervasive contemporary risks and the development of
individualization as market opportunities. Managing risks or offering protection from
risks is big business (Beck, 1992, pp. 23, 46, 56). According to Beck (1992, p. 175),
there are two forms of risk management. The first is the elimination of the causes of
risk via industrial modernization, and the second is the management of the
consequences of risk, which can sustain the continuous consumption of security
services. Security is, then, turned into a commodity for profit making in the crime
control industry (Krahman, 2008; Loader, 1999).

Security firms generate profits from the construction of the discourse of risk
by creating various definitions of the term “risks”, some of which are risks that cannot
be eliminated and require continuous risk management which can in turn continuously
generate profits for the companies (Krahmann, 2008). The consumption of policing
services and security products can also be used as a means of status differentiation.
Since police are viewed as deliverers of a professional service and the public are
consumers of that service, the security market offers an opportunity for its customers
to become customers who can use their purchasing power to obtain an unlimited
supply of private security for themselves, rather than citizen who seek to use their

voice to obtain the more limited public security service (Loader, 1999).
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2.3 The Aging Society in Thailand

This part discusses the phenomenon of the aging society in Thailand as
socioeconomic factors related to the commodification of financial security and the
creation of annuity policies. It begins with information on the elderly population in
Thailand in terms of definitions of elderly, retirement age, and demographics of the
elderly population. Then, the economic situation of the Thai elderly, implication for
government policy, and savings as a means to strengthen financial security of Thai

elderly are presented.

2.3.1 Definitions of the Elderly, Retirement Age, and Demographics of

the Elderly Population in Thailand

According to the Act on the Elderly of Thailand in 2003, the elderly are
persons who have reached the age above 60 years and are eligible for government
benefits such as the allowance for the elderly and government retirement (TGRI,
2012, p. 94).

In practice, the definition of the elderly is closely tied to the retirement age,
either official or unofficial. Official retirement refers to the age at which a person is
required by law to leave their employment, which typically applies to official and
contractual employment, e.g., the age of 60 at the end of a fiscal year for government
officials. However, under a specific law or regulation, a government official may
claim a gratuity or pension at the age of 50. On the other hand, there is no official
retirement age for employers working in the private sector, who by law can claim
Provident Fund benefits after reaching the age of 55; informal workers; independent
workers; and agricultural workers, who may continue working past the retirement age
as long as their physical circumstances permit (TGRI, 2012, p. 95).

Due to medical advances and improved standards of living, there is a falling
trend in mortality across all segments of the population, including the elderly, which
means that the elderly live longer. Increases in longevity result in major shifts in the
population age structure, e.g., the proportion of younger persons is declining, while
that of older persons is growing worldwide, including in Thailand (TGRI, 2012, p. 15;
United Nations, 2015, pp. 3-4). According to the demographic database of the
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National Statistical Office in 2011, Thailand has been an aging society since 2005,
and this trend will continue in the future at a remarkable pace. The percentage of the
Thai elderly in the population will reach 17.5 million (26.6%) in 2030 and 20.5
million (32.1%) in 2040. The shrinking proportion of youth and working-age
population together with the expanding proportion of the elderly in the next 30 years

will lead to a very obvious aging population in Thailand (TGRI, 2012, pp. 13, 55).

2.3.2 Economic Situation of the Thai Elderly and Implications for Policy
Implementation

Most of the elderly during their retirement do not have regular incomes but do
have ongoing expenses. These expenses can be divided into five types: healthcare
assets; fixed expenses, e.g., food, utilities, and rent; emergency expenses; variable
expenses, e.g., expenses for travelling; and wealth transfer (Noisamran, 2010, Things
that Everyone Will Face During Retirement section, para. 2-3; Phutrakul, 2007, p.
135). The Survey of Elderly in Thailand in 2011 revealed that the three largest
sources of the elderly’s income are their children (40.1%), employment (35.1%), and
the old age allowance from the government (11.4 %) (TGRI, 2012, p. 31). However,
the majority of Thai elderly still do not have financial security during retirement and
are likely to live in poverty because the government still fails to provide an adequate
pension system (Limanon et al., 2007; United Nations, 2015, pp. 5-6).

Based on the economic dimension, old age is usually associated with negative
stereotypes of physical diminishment, poor health, low work productivity, and
dependency (TGRI, 2012, p. 97). The increase in number together with the longevity
rate of the elderly means an increase in the potential support ratio between the
working population and the elderly population. It is estimated that in 2020, the
support ratio will be four working-aged people per elderly person (Noisamran, 2010,
para. 3-6; United Nations, 2015, p. 7).

The increasing potential support ratio suggests a greater necessity for
retirement savings. Thailand should focus on promoting savings in preparation for old
age. Moreover, to ease the impact of the increasing potential support ratio, the
government should encourage more labor market participation of the elderly in order
to enhance their self-reliance and regulate their dependence on the working
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population. The implementation for plan preparing for an aging society in Thailand is
divided into two levels: individual and national. At the individual level, persons of all
age ranges are encouraged to be self-reliant after retirement. At the national level, the
preparation focuses on old age savings and social welfare systems to guarantee old
age security in the Thai population (TGRI, 2012, pp. 56-60).

2.3.3 Savings as a Means to Strengthen the Financial Security of the
Elderly

The Department of Mental Health in Thailand defines financial security and
well-being as one element of happiness in the Thai elderly together with four other
elements, namely, recreation, integrity, cognition, and peacefulness (Department of
Mental Health, 2012, p. 13.) This is consistent with the studies of Chumnanmak et al.
(2018) and Phutrakul (2007), which reveal that the elderly feel happy, more secure
and worry-free when they have financial security after retirement from their
occupations and incomes from various sources including their work, money given by
their children, and elderly welfare allowances.

According to financial experts both in government and in business sectors,
savings are a crucial means to strengthen the financial security and thus the well-
being of the elderly in their golden years (Human Resource Institute, Thammasat
University [HRITU], 2008, p. 50; Kaewphadung, 2008, pp. 69-70; Phutrakul, 2007,
p. 11; TGRI, 2012, pp. 9-10). Financial consultants advise that people should start
saving while they are still working; the earlier they start saving, the more money they
will earn when they are in their retirement (Phutrakul, 2007, p. 12).

With the rapid growth of the elderly population, the government cannot
exclusively provide universal and fair financial welfare for all old people because that
may result in fiscal vulnerability in the future (Noisamran, 2010, para. 1, 3; TGRI,
2012, pp. 9-10). Thai Financial advisors suggest that the government encourage long
term saving by offering various options and emphasizing self-responsibility; old age
financial security must be achieved through multiple approaches (Banchongduang,
2014, Never too Old to Save section, para. 20; TGRI, 2012, pp. 9-10).
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Currently, various options exist for retirement savings such as social welfare,
pensions, old age allowance from the government, retirement mutual funds (RMF),
provident funds (PVD), long term equity funds (LTF), personal savings, stock market
investments, and insurance (Kaewphadung, 2008, pp. 69-70; Phutrakul, 2007, pp. 13,
77; Rattanasamai, 2009, pp. 52-53).

According to the survey on how the Thai working-age population (25-59 years
of age) prepares for their retirement during 2007-2008, in terms of expectations
regarding sources for retirement incomes, 82% expect from self-reliance, 16% expect
income from government allowances for the elderly, 10% expect income from their
children, and 6% expect income from their relatives (Limanon et al., 2007).
Concerning how the working-age population (35-55 years of age) prepare for
retirement savings, a decade ago 77% prepared retirement savings with personal
savings, and 27.5% prepared by purchasing insurance policies (HRITU, 2008, p. 52).
However, the trend changed in 2013; 60.4% of pre-elderly people (50-59 years of
age) purchased insurance policies as a means of saving while 55.9% saved money
through personal savings (Technical Promotion and Support Offices 1-12,

Development of Social Development and Welfare, 2013, p. 83).

2.4 Insurance as Retirement Savings

This section provides details on what insurance is, how it links to the concept
of risk, the history and trends of the life insurance industry in Thailand, and the

creation of annuity insurance as retirement savings.

2.4.1 Definitions of Insurance and Insurance and Risk

Insurance has been variously defined. Insurance is “the compensation of
effects of chance through mutuality organized according to the laws of statistics”
(Chauffon, 1884, p. 205, as cited in Ewald, 1991, p. 197). Insurance can also be
defined as the geometry of hazard, the algebra of chances, the calculus of
probabilities, or the technology of risk in the sense that risk is the fundamental part of
this type of contract (Ewald, 1991, pp. 198-200).
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In the realm of insurance, the term risk refers to “a specific mode of treatment
of certain events capable of happening to a group of individuals or, more exactly, to
values or capitals possessed or represented by a collectivity of individuals”, i.e.,
population. Indeed, risk in reality can be extremely varied, or as Ewald (1991, p. 199)
put it, “anything can be a risk depending on how one analyzes the danger and
considers the event”. Insurance can invert the risks by turning what was previously an
obstacle into a possibility. Insurance creates value for previously dreaded events, e.g.,
accidents, illness, infirmity, and old age (Ewald, 1991, pp. 200, 204). Risk is also
viewed as a form capital in the realm of insurance. Keller (1889, p. 269, as cited in
Ewald, 1991, p. 204) provides an explanation about the origin of insurance as related

to the view of risk as a form of capital:

Man first thought of insuring his shipping against risks of navigation. Then he
insured his house, his harvests, and his goods of all kinds against risk of fire.
Then, as the idea of capital, and consequently also that of insurable interest,
gradually emerged in a clear form out of the confused notions that previously
obscured them, man understood that he himself was a capital which death
could prematurely destroy, that in himself he embodied an insurable interest.
He then devised life insurance, insurance that is to say against the premature
destruction of human capital. Next, he realized that if human capital can be
destroyed, it can also be condemned to disuse through illness, infirmity, and
old age, and so he devised accident, sickness, and pension insurance.
Insurance against the unemployment or premature destruction of human

capital is the true popular form of insurance.

It can be concluded that security is turned into a commodity for sale in the
insurance industry. Insurance works in a way that “the insured transfers the cost of
potential loss to another entity in exchange for monetary compensation known as the
premium” (Pareto, 2009, para. 1). The insurance industry makes use of the notion of
risk in the sense that an insurance policy is considered as a kind of risk management,
as a good financial plan, and as a means of fear reduction that can provide financial
security (Carden, 2010, para. 3-4; Oleson, 2004, p. 86; Pareto, 2009, para. 1-3).
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Insurance liberates man from fear and allows him to take more risks in life since his
risks are managed and mitigated by insurance (Ewald, 1991, p. 296; Murphy, 2005,
p. iv).

There are various types of insurance auto insurance, homeowners insurance,
casualty insurance, health insurance, and life insurance, which are related to the scope
of this study. Life insurance is created to meet an individual’s demands as an
excellent from of risk management, as a good financial plan, and as a means of fear
reduction. It can protect one’s family from financial hardship after one’s death,
guarantee a secure future income, and provide immediate life protection. Currently,
life insurance is also used as a form of wealth preservation and estate tax planning
(Carden, 2010, para. 3-4; Pareto, 2009, para. 2-3).

2.4.2 The Life Insurance Industry in Thailand

The insurance industry is a fast growing industry and plays an important role
as an institution that allocates saving to the private sectors for investment in order to
enhance economic stability of the country (Nantasiri, 2011, p. 1).

Life insurance industry has long been developed in the Western world since
18™ century as a consequence of industrialization and urbanization. In the United
States of America, during the second half of the 19" century life insurance is a
defining characteristic of middle-class who faced uncertainty in the urban life and
work conditions. Life insurance allowed the middle class, most of whom a worker in
factories, to take more risks during their lifetimes since their families were now
protected from the risk of their death (Murphy, 2005, pp. 1-2, 10-11). Life insurance
industry in Thailand can be traced back to 1952 when representatives of 10 life
insurance companies planned to establish a central organization for the life insurance
industry in Thailand. The Life Insurance Association of Thailand was officially
established on July 5, 1956 and changed its name to The Thai Life Assurance
Association in 1967. During that time, there were eight member companies (The Thai
Life Assurance Association, 2014):

1) The Thai Life Co., Ltd.
2) The Thaiprasit Insurance Co., Ltd. (Now Finansa Life Assurance
Co., Ltd.)
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3) The Southeast Insurance Co., Ltd. (Now the Southeast Life
Insurance Co., Ltd.)

4) Sri Ayudhaya Life Insurance Co., Ltd. (Now Ayudhaya Allianz C.P.
Life Insurance Public Company Limited)

5) Muang Thai Life Insurance Co., Ltd.

6) The Ocean Commercial Insurance Co., Ltd. (Now Ocean Life
Insurance Co., Ltd.)

7) Siam Life Insurance Service Co., Ltd. (Now Manulife Insurance
(Thailand) Public Company Limited.

8) Krung Siam Life Insurance Co., Ltd. (Now Bangkok Life Assurance
Public Co., Ltd.)

At present, there are 24 members companies (The Thai Life Assurance

Association, 2014, pp. 85-89):

1) Bangkok Life Assurance Public Co., Ltd.

2) Krungthai - AXA Life Insurance Public Co., Ltd.

3) Generali Life Assurance (Thailand) Public Co., Ltd.

4) Tokio Marine Life Insurance (Thailand) Public Co., Ltd.

5) Dhipaya Life Assurance Public Co., Ltd.

6) Thai Cardif Life Assurance Public Co., Ltd.

7) Thai Samsung Life Insurance Public Co., Ltd.

8) Thai Life Insurance Public Co., Ltd.

9) SCB Life Assurance Public Co., Ltd.

10) Thaire Life Assurance Public Co., Ltd.

11) Ocean Life Insurance Public Co., Ltd.

12) BUI Life Insurance Public Co., Ltd.

13) Siam City Life Assurance Public Co., Ltd.

14) Prudential Life Assurance (Thailand) Public Co., Ltd.

15) Phillip Life Assurance Public Co., Ltd.

16) Muang Thai Life Assurance Public Co., Ltd.

17) Manulife Insurance (Thailand) Public Co., Ltd.

18) Union Life Insurance Public Co., Ltd.

19) Allianz Ayudhya Assurance Public Co., Ltd.
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20) AIA Co., Ltd.

21) The South East Life Insurance Public Co., Ltd.

22) Ace Life Assurance Public Co., Ltd.

23) FWD Life Insurance Public Co., Ltd.

24) Advance Life Assurance Public Co., Ltd.

The vision of The Thai Life Assurance Association is to be a center for life

insurance and related companies in an attempt to ensure business excellence and to
serve for the benefits of the public, society, and the country. The four missions of the

association are:

1) to serve as a center for life insurance and related business operators in order
to promote business growth and stability; 2) to coordinate with major
government and economic agencies on behalf of the business operators as a
part of the financial sector which plays important role in socio — economic
development of the country; 3) to promote and develop competitiveness of the
business operators to international standard; and 4) to promote publicity and to
create public awareness and understanding on the importance and value of life

insurance. (The Thai Life Assurance Association, 2014)

The life insurance industry in Thailand is steadily growing. In 2014, even
though there was a world economic downturn, together with a domestic political crisis
from that year’s coup d'état which resulted in low GDP of 0.7% growth and low
consumption rates in the household and public sectors, the growth rate of the life
insurance industry was quite high (The Thai Life Assurance Association, 2014, p. 75).
The total premium from the year 2014 was 503,851 million baht, which was a 13.75%
growth as compared to growth of 13.06% in 2013 due to the growth of the public
realization about the importance of life insurance industry among the uncertainty and
insecurity of the economic crisis, the availability of new products, and tax privileges
offered by the government for people who purchase life insurance policies (The Thai

Life Assurance Association, 2015, pp. 8, 10).
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2.4.3 Annuity Insurance as Retirement Savings

Currently, the main target of the life insurance industry is working-age people
preparing for their retirement since Thailand is becoming an ageing society with
insufficient government welfare and rising costs in terms of living and medical fees.
A large number of Thais are going into retirement unprepared and with insufficient
savings, and more elderly people are having to rely on themselves today than in the
past (Banchongduang, 2014, para. 2, 20). Consequently, insurance companies have
created insurance policies to meet the demands of the working-age people as a form
of retirement preparation. Pension insurance or an annuity is one of those policies.
Annuity insurance is one way to help strengthen one’s financial stability by
generating savings to ensure a worry-free future during the later stages of life
(Banchongduang, 2014, para. 3; Noisamran, 2010, Annuity Review section, para. 6;
Phutrakul, 2007, p. 57).

An annuity refers to “a contract between a policyholder and an insurance
company designed to meet retirement and other long-range goals, under which the
policyholder makes a lump-sum payment or series of payments. In return, the
insurance company agrees to make periodic payments” when the policyholder reaches
a specified retirement age or on an earlier exit from the plan (Banchongduang, 2014,
para. 5; Thai Financial Advisor, 2010, Annuity Policies: An Issue You Should Know
section, para. 3-5).

A growing number of the elderly, as stated in the previous section, means
more financial support from the government is needed. To minimize this expense, the
Thai government approved a new tax deduction scheme for consumers who purchase
annuity insurance policies in order to stimulate long-term savings in October 2010
(Banchongduang, 2014, Never too Old to Save section, para. 21; Carden, 2010,
Annuities-a New Year’s gift that helps you retire with wealth section, para. 6).
Taxpayers are allowed to deduct contributions of up to 15% of their personal income
or 500,000 baht, whichever is lower, from investments in retirement mutual funds
(RMF), provident funds (PVD), and pension funds including pension insurance
(Banchongduang, 2014, para. 22).

Concerning the annuity market share, annuity insurance became highly
popular among pre-elderly Thai people aged 50-59 from 2013. According to a survey
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on how Thais prepare for retirement savings, 60.4% purchased insurance policies,
while 55.9% saved their money through personal savings (Technical Promotion and
Support Offices 1-12, Development of Social Development and Welfare, 2013, p. 83).
These findings runs parallel with a news report at the end of the year 2014, when
CEOs of assurance companies agreed that the market share of annuity insurance was
continually growing and was expected to grow more rapidly in the next 3 to 5 years
due to the aging Thai society and tax privileges (“Intense annuity market
competition,” 2014, para. 3; “Annuity decline at the end of the year,” 2014, Target
Customers section, para. 1). The CEO of Thai Life Assurance stated that sales of their
pension insurance had expanded 26.7% since 2013 (“Annuity decline at the end of the
year,” 2014, para. 1-3).

Furthermore, various annuity polices are now available with a variety of
conditions, benefits, features and terms, designed specifically to meet the demand of
customers who are planning for future incomes during their retirement, and the target
customers being people who are aged 25-30 or the working population (“Annuity
decline at the end of the year,” 2014, para. 1). For example, Bangkok Life Assurance
(BLA) created a new pension policy called the “BLA Unit Pension”, Krungthai-AXA
Life Insurance launched the “i-Wish” policy and at the same time broadcasted a
commercial called “Life does not retire” as a sales promotion; and Muang Thai Life
Assurance announced it would launch a new pension policy that offers more benefits

than the previous one (“Intense annuity market competition,” 2014, para. 5-9).

2.5 Advertising as a Powerful Marketing Tool

According to The Thai Life Assurance Association (2015), the majority of
insurance companies at present offer annuity policies. Due to the high competition
among these insurance companies, each tries to develop various strategies to attract
customers. Among other forms of promotional communication, advertising is mainly
used by these insurance firms since advertising is a powerful capitalist marketing tool
to stimulate a consumer’s desire for products and services in order to generate sales
(Hovland & Wolburg, 2010, p. 6; Paonil, 2008, p. 1; Sangkaew, 2011, p. 2). Insurance
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policies are promoted via several types of media; i.e., leaflets, magazines, radio,
television, and websites. Therefore, this section discusses information about the
definitions and functions of advertising, the influences of advertising in manipulating
a consumer’s need for products and services, and advertising strategies for intangibles

such as financial security.

2.5.1 Definitions and Functions of Advertising

The American Marketing Association defines advertising as “paid, non-
personal communication thorough various media from business firms, nonprofit
organizations, and individuals who are in some way identified in the advertising
message and who hope to inform or persuade members of a particular audience”
(Hovland & Wolberg, 2010, p. 53). Hovland and Wolberg (2010, p. 54) further
proposed characteristics of adverting that distinguish it from other promotional tools:
the sponsor is identified; the advertiser attempts to control the content, placement, and
timing of the message; and the purpose of the message may not only be to inform and
persuade but to cultivate a relationship with an audience.

Advertising is viewed as a major social institution in society due to its
ubiquity, its function in ordering the roles of social members, and in regulating
resources. Advertising is pervasive, and it is continually expanding in various forms
as media technology and usage evolve. Advertising assigns individuals such social
roles as seller, consumer, target market, copywriter, and art director, and it also
teaches them how to participate in consumer culture by defining standards and criteria
for consumer behavior. Furthermore, advertising plays a role in distributing a
society’s wealth. It stimulates the demand for consumer goods so that consumers will
buy the goods produced and money will flow from consumers to producers
(Fairclough, 2008, p. 219; Hovland & Wolburg, 2010, pp. 5-6).

2.5.2 Influences of Advertising

While in the economic aspect advertising is used as a marketing tool in
stimulating a customer’s demand for products and services, in cultural studies and
from a critical perspective, advertising is regarded as a form of cultural artefact which
is the site at which language and society are mediated. Advertising is one of the most



26

important socio-economic activities in the modern capitalist world. A host of scholars
have pointed out the pervasive impact of advertising (Fairclough, 2008, pp. 217-218;
Goatly, 2008, p. 96; Hackley, 2010, pp. 61-62; Jansiz, 2014, p. 81; O’Shaughnessy &
Stadler, 2012, p. 152; Vilanilam & Varghese, 2004, p. 1).

In a capitalist society, success is measured by the possession of material
objects and “money is power”. Advertisements are used as a tool to construct an
individual as a consumer in consumption communitiesin the way that the
advertisements reinforce the belief that “life is nothing but consumption, and the
meaning of life should be sought in what individuals consume” (Fairclough, 2008, pp.
217-218; Jansiz, 2014, p. 80; O’ Shaughnessy & Stadler, 2012, p. 152).

To generate sales, advertisements need to do two things. Firstly, they need to
bring about changes in the attitudes of potential customers by creating a favorable
attitude in potential customers towards the product or service being advertised.
Advertisements change a customer’s attitude by creating an association between a
brand and a desirable lifestyle or identity. As Goatly (2000) noted, advertisements
create a consumerist ideology that affects society and the psychology of identity.
Advertisers encourage a customer’s desire for products or services. Buying products
or services has the power to solve human problems. Buying can also create an
individual’s identity because any positive attribute of the products or services are
supposed to transfer themselves to the buyer and can distinguish him or her from
other social members as exclusive, unique or special (Gotaly, 2000, pp.186-197).
Hackley (2010) and Olson, Finnegan, and Hope (2008) also explained the way
advertisements perform their ideological work in changing the consumer’s attitude by
stating that advertising cannot force consumers to believe in certain claims or to
accept that particular values are embedded in a given brand; advertising rather hints,
suggests, and implies through verbal and visual clues. For example, advertisements
which represent affluent lifestyles foster the idea that possessing products that make
individuals look and feel more like the rich people in society is a desirable and
successful lifestyle (O’Shaughnessy & Stadler, 2012, p. 152).

Another way to generate sales is that advertisements reinforce and/or
reconstruct norms already existing in the society through media representation.
Advertisements can be regarded as a form of cultural text or as sites where language
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and society intersect with ideologies both being produced by and reproduced.
Advertisements exert a powerful influence in framing, changing, and reflecting a way
of living. Advertisements can also undermine, reconstruct, and eventually overthrow
deeply held values and practices (Fairclough, 2008, p. 219; Hackley, 2010, pp. 19, 61;
Hovland & Wolburg, 2010, p. 4; Noriega, 2012, p. 31).

2.5.3 Advertising Strategies for the Intangibles

Since the insurance industry offers services rather than products to consumers,
what they sell is intangible benefits, i.e., financial security, happiness, and peace of
mind, which are all abstract notions rather than concrete products. Consequently,
these insurance firms need unique marketing strategies to make their services
tangible, concrete, and vivid to the customers (Hill, Blodgett, Baer, & Wakefield,
2004, p. 156; Mittal, 1999, pp. 98-99). This part, therefore, deals with advertising
strategies for the intangibles and with the appeals employed in insurance advertising.

Products and services require different marketing strategies due to their
different characteristics. Vilanilam and Varghese (2004, pp. 7-8) differentiate

products and services as follows:

Products are goods that are manually produced or machine-made (usually the
latter), either for domestic consumption or for export. They cover a vast array
of items, comprising the thousands of material goods that are tangible,
concrete and appeal to our senses of sight, hearing, touch, smell, and taste”.
On the other hand, “services are intangible, though they can be experienced
and enjoyed by the user. They are usually basic services that are essential for
the convenience of individuals in a modern society; thus, they are essential for
the stability and progress of society”. The examples of services encompass
wide areas such as banking, insurance, transport and communication,
education, training, travel and tourism, health clubs, health resorts, hotels,

pilgrimages and personal services such as hairstyling.

Berry and Clark (1986, pp. 53-54) proposed four strategies in order to enhance
perceived tangibility for services: visualization, association, physical representation,
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and documentation. Hill, Blodgett, Baer, and Wakefield (2004, p. 156) discussed each
strategy in detail. A visualization strategy aims to convey a vivid mental picture of a
service provider’s benefits or qualities which are likely to evoke emotions and trigger
the memories of consumers. An advertisement is more vivid when it contains concrete
words or pictorial stimuli instead of text alone. The objective of the second strategy,
an association, is to make a connection between an extrinsic object, person, event, or
place and the service provision. A physical representation strategy is similar to an
association strategy. However, it focuses on the major attributes that are directly or
peripherally part of the service provision. Both physical representation and
association strategies can help establish brand identity by providing surrogate cues.
Finally, a documentation strategy gives facts and figures (or other information) that
explain or demonstrate the benefits, value, quality, or advantages of the focal service
provider to customers.

From previous studies and the advertising services literature, visualization and
documentation are effective strategies, especially in hedonic services such as travel
services. These two strategies lead to a higher informative level on the part of the
advertisement, as well as uniqueness, quality, and likelihood to purchase (Hill,
Blodgett, Baer, and Wakefield, 2004, p. 162). Stern (1988, pp. 5-6) also reveals that
figurative language, i.e., similes, metaphors, and symbols, is used in making tangible
the intangible benefits in advertisements for financial services.

In the case of insurance services, an effective strategy that is used in insurance
advertisements to create a vivid mental picture of the benefits or qualities of the
insurance company is visualization, especially of the narrative, which is a specific
type of visualization strategy (Mittal, 1999, p. 110). Narrative advertisements
persuade customers by a story which is a set of events over time depicted by actors.
The message in the narrative can also be conveyed by other forms such as song,
dance, or mime. Since narrative advertisements dwell on the subjective human
experience, they are likely to be more effective advertising strategies for a service
which is an experience that is subjectively encoded by the customer (Mittal, 1999,
p. 100).

Another characteristic of the insurance industry which is the result of the
intangible nature of its service is generality, which implies that consumers are likely



29

to view an entire class of, persons, objects, or things in a similar manner. To put it in
another way, the intangible characteristic of services makes it difficult for customers
to distinguish between one service provider and the next, so consumers tend to
generalize across the class of competing companies (Hill, Blodgett, Baer, &
Wakefield, 2004, p. 156). Thus, advertising needs to create brand positioning, which
is the way to make a brand unique and different from other brands. Mittal (1999, pp.
109-110) explains that services can create brand positioning by highlighting
differentiation in terms of service inputs, processes, or outcomes through physical
representation, and through the verbal and/or visual narrative copy.

Concerning appeals made by insurance advertising, the previous literature
reveals various appeals employed in insurance advertisements: fears, emotions,
humor, and rationality. Fear appeal is widely used in life insurance advertisements in
Western countries and in Thailand (LaTour & Zahra, 1989; Oleson, 2004; Pareto,
2009; Sangkaew, 2011) as fear is a primitive instinct which can occasionally guide
and activate human behavior. Life insurance advertisements create anxiety and
tension, causing people to seek ways to reduce these feelings. Advertisements
highlight a fearful situation that is likely to affect the recipients’ physical or social
self, such as a breadwinner’s death. The insurance policy is presented in the
advertisements as the solution that provides security from these fears, as an excellent
form of risk management, and as a good financial plan (LaTour & Zahra, 1989).
However, Gray (2014) argued that fear is not the best incentive to buy insurance
policies in the Thai context because when people are scared, they tend to go into
denial or express defiance. Thai life commercials, then, attract the audience’s
attention by employing emotional appeal based on two points: 1) life is absolutely
meaningless if one is alone; and 2) each individual and their loved ones are going to
die. Thus, life insurance policies are a means to create financial security for both the
individual and their loved ones. Humor is another appeal used in insurance
advertisements. Since insurance services sell serious products to people who hope
they will never use them, insurance companies rely heavily on humor (Crowe, 2012).
Humor can help create brand positioning and a brand image in order to create positive
attitudes on the parts of the audiences towards the insurance companies and the agents
of the companies because most people usually have negative attitudes towards the



30

agent of an insurance business (Nantasiri, 2011). The last appeal used in insurance
advertisements is rational or logical appeals which focus on details about insurance
policies, the premium rate, and the benefits the consumers receive (Worakullattanee
& Sampattavanija, 2010).

In sum, cleverly designed and expensively produced advertisements with high
levels of exposure can create a positive attitude towards advertised products or

services in customers and to normalize particular consumer practices.

2.6 Reading Advertising Texts through Critical Discourse Analysis,
Critical Theory, and Buddhist Teachings

This section offers detailed information on the theoretical and analytical
frameworks used to analyze annuity advertisements in this study. It begins with the
notions of discourse and critical discourse analysis. Then, Fairclough’s model for
critical discourse analysis (CDA) and transitivity analysis as the analytical
frameworks are presented as analytical frameworks. This part ends with critical theory

and Buddhist teachings as theoretical frameworks for the discussion of findings.

2.6.1 The Notion of Discourse and Critical Discourse Analysis (CDA)

1) Discourse

The term *“discourse” has been widely defined in various disciplines,
including in linguistics and in the social sciences. In linguistics, discourse has
traditionally been identified with “any form of language above the sentence level”
(Stubbs, 1983, p. 1), or “any form of language in use” (Brown & Yule, 1983, p. 1).
On the other hand, in the social sciences, discourse is “an analytical category
describing the vast array of meaning-making resources” or ‘“semiosis” which
encompass words, pictures, symbols, gesture, design, color, etc. Discourse is also
considered as a form of social practice in the social sciences. “Discourse is socially
constitutive and socially shaped: it constitutes situations, objects of knowledge, and
the social identities and relationships between people and groups of people...discourse
helps to sustain and reproduce the social status quo, and contributes to transforming
it” (Fairclough, Mulderrig, & Wodak, 2011, pp. 357-358).
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In this study, discourse refers to the verbal and visual resources
employed in annuity advertisements; the production, distribution, and consumption of
annuity advertisement; and the social practices related to the commodification of
financial security, all of which are analyzed to discover the dominant ideologies and
the power-relations embedded in the annuity advertisements.

2) Critical discourse analysis (CDA)

This part covers the theoretical background, definitions, aims and goals,
principles, and strengths and weaknesses, as well as how to address the weaknesses of
critical discourse analysis.

In the late 1970s, the field of critical linguistics emerged, and language
became viewed as a form of social practice. The aim of critical linguistics is to show
“how certain kinds of practices, ideas, values and identities are promoted and
naturalized” through language and grammar. However, it faced the criticism of
lacking the ability to show the development of the nature of the link between
language, power and ideology (Fairclough, 1992, as cited in Machin & Mayr, 2012,
p. 4). Consequently, in the early 1990s, critical discourse analysis (CDA) was
developed as a framework that can better represent the interrelationship between
language, power, and ideology (Machin & Mayr, 2012, p. 2; Wodak & Meyer, 2009,
p. 3).

Critical discourse analysis refers to “the analysis of linguistic and
semiotic aspects of social practices and problems... with a primary focus on the effect
of power relations and inequalities in producing social wrongs” (Fairclough, 2010,
p. 8; Fairclough, Mulderrig, & Wodak, 2011, pp. 357, 368). In CDA, language is
viewed as a form of social practice and language is intertwined with how we act and
how we maintain and regulate society; thus, the analysis of language and grammar
can reveal ideological messages (Machin & Mayr, 2012, pp. 2-3).

The aim of CDA is to tackle social problems, e.g., inequality,
oppression, suppression, the production and reproduction of certain ideologies, and
the construction of identities of certain group of people based on the analysis of
linguistic features and other meaning-making resources. Merriam (2009, p. 9) states

that the goals of CDA are to critique and challenge, to transform and empower, and to
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emancipate people from the social suppression and hegemony made possible by
discourses.
Fairclough and Wodak (1997, p. 285) have proposed eight principles of CDA

as follows:

CDA addresses social problems; power relations are discursive; discourse
constitutes society and culture; discourse does ideological work; discourse is
historical; the link between text and society is mediated; discourse analysis is
interpretative and explanatory; and discourse is a form of social action.

While the benefit of CDA is its commitment to social justice by revealing
“how language is used and abused in the exercise of power and the suppression of
human rights” (Coffin, 2001, p. 99), CDA faces criticisms. The criticisms encompass
three issues: data and data collection, data analysis procedures, and the interpretation
of data.

The first criticism falls on the representativeness of the data selected. The data
are arbitrarily selected or selected based on a researcher’s bias in data selection. Data
such as texts are limited in length (Schegloff, 1997; Sharrock & Anderson, 1981;
Stubbs, 1997; Verschuren, 2001; Wetherell, 1998). The solution to this problem is
rigid and well-structured procedures in data collection. The data collected should be
large enough to provide a representative sample. Data collection must be
systematically pursued, and it should be explained clearly how data have been
selected, collected, and downsized (Wodak & Meyer, 2009, p. 11).

Regarding limitations in the data analysis procedure and the interpretation of
data, CDA has been criticized for its limitations and difficulties in drawing any
conclusions and interpretations (Schegloff, 1997; Sharrock & Anderson, 1981;
Stubbs, 1997; Verschuren, 2001; Wetherell, 1998). Widdowson (2004, p. 10)
proposed a way to address this comment by conducting a systematic and
comprehensive data analysis, which indicates conformability and transferability. For
doing this, Paltridge (2006) suggested that an audit trail should be provided in the

appendixes so that other researchers can trace and understand each of the steps.
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In addition, Stubbs (1977, p. 10) proposed empirical methods that can
strengthen CDA in various ways: ethnographic study of actual text production;
analysis of co-occurring linguistic features; study of text dissemination and audience
reception; systematic, comparative and detailed text analysis; the use of quantitative
and probabilistic methods of text and corpus analysis; and the incorporation of critical
theory into CDA (pp. 9-10). Details on how this study addresses all these criticisms of
CDA will be presented in Chapter 3.

2.6.2 Fairclough’s Model for Critical Discourse Analysis

The process of conducting CDA involves looking at choices of words and
grammar in texts in order to discover the underlying discourse(s) and ideologies
(Machin & Mayr, 2012, p. 20). Many approaches can be employed in conducting
CDA. This study, however, draws on Fairclough’s three-dimensional model for CDA
(Figure 2.1), which is one of the most well-known and which has been used quite
universally in analyzing media texts. Moreover, this model is supposed to embody an
interdisciplinary approach to the study of discourse because it views language as a
form of social practice and focuses on the ways social and political dominance is
exercised in discourse by “text and talk” (Baig, 2013, p. 129), which runs parallel
with the objectives of this study in that it aims to investigate manipulation and power-

relations in annuity advertisements.

DISCOURSE PRACTICE

SOCIOCULTURAL PRACTICE

Figure 2.1 Fairclough’s Three-dimensional Model for CDA
Source: Fairclough, 1995, p. 59.
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This model is composed of three components: text, discursive practice, and
sociocultural practice. These three components are interrelated in the sense that
sociocultural practice shapes discourse practice; discourse practice shapes text; and
text shapes sociocultural practice.

The analysis of sociocultural practice in this study includes the analysis of the
social and cultural contexts functioning behind the entire process and governing the
power-relations in discourse of annuity advertisements. They are social practices that
give rise to the commodification of financial security in annuity advertisements.
These sociocultural contexts cover the concepts of capitalism, consumer culture,
Ulrich Beck’s modern risk society, an aging society, and retirement savings.

For the analysis of discursive practice, which refers to the production,
distribution, and consumption of annuity advertisements, David Berlo’s SMCR model
of communication is applied to analyze the senders, messages, channels of
communication, and target receivers of the annuity advertisements.

In this study, textual analysis is divided into two parts: the major analysis is
language analysis employing Halliday’ transitivity analysis and lexical choices.
Images are analyzed only in support of the language analysis in order to expose the
advertising strategies and consumer practices that annuity advertisements construct.

1) Transitivity Analysis

Since both critical discourse analysis and systemic functional linguistics
are approaches for the exploration of language-related real-world problems in the
sense of how language can mislead and misrepresent in the interests of the dominant
class at the expense of the subordinate class, systemic functional linguistics is used as
a tool for conducting critical discourse analysis (Coffin, Lillis, & O’Halloran, 2010,
p. 2). Hence, this study employs transitivity analysis of systemic functional linguistics
as a tool to analyze verbal resources in annuity advertisements at the clause level.

According to Halliday’s Systemic Functional Grammar (SFG), the
transitivity system represents people’s experience and perception about the world. A
clause is a basic element for analysis. Certain word choices in a clause can reveal
people’s beliefs and attitudes, actions, social relations, and the material world (Bloor
& Bloor, 2004, pp. 228-229; Fairclough, 2003, pp. 5, 8). In conducing transitivity
analysis, a clause is analyzed into process, participants, and/or circumstances.
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Participants refer to both the doer and the done-to, which can be people, things, or
abstract concepts, and which are expressed as nominal groups in a clause. Processes
are expressed as verbs and verbal groups in a clause. There are six process types in
SFG: material or verbs of doing; mental or verbs of perception, cognition, and
affection; relational or verbs of classifying and identifying; verbal or verbs of
speaking and communicating; behavioral or verbs of volitional processes, bodily
happenings and psychological states; and existential or verbs representing that
something exists or happens. Circumstances are expressed as adverbial groups or
prepositional phrases in a clause, dealing with where, when, and how (Bloor & Bloor,
2004, pp. 110-126; Halliday, 1994, pp. 106-142; Machin & Mayr, 2012, p. 109). In
other words, transitivity indicates who does what to whom, and why, thus, it can
signal bias, manipulation, and ideology in discourse (Makoni, 2012, pp. 402-403). A
number of scholars have employed transitivity analysis to analyze various advertising
texts (e.g. Bohlke, 2006; Harrison, 2008; Jansson, 2014; Lirola & Chovanec, 2012;
Moran & Lee, 2013).

Transitivity analysis is employed in this study to reveal how insurance
companies, annuity policies, and customers, which are the main participants in
annuity advertisements, are represented in the advertisements. By doing this, the
power-relations among all the participants can be disclosed.

2) Lexical Choices

Lexical choice is used to analyze verbal resources which are at the
phrase level in annuity advertisements, e.g., types of insurance (retirement), names of
annuity policies, policy slogans, benefits of annuity policies, and company slogans.
Since language is an available set of options, text producers select certain choices of
words for particular motivated reasons. Thus, overuse implies that something is
problematic or of ideological contention; for example, a repetition of positive
adjectives is usually found in advertisements to present the qualities of a product or
service advertised (Najafian & Ketabi, 2011, pp. 68-69; Machin & Mayr, 2012, pp.
32, 40). Lexical selection in annuity advertisements can uncover hidden meanings in

the discourses of annuity advertisements.
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3) Image Analysis

The meanings in the advertisements are conveyed not only via verbal
cues, but also via visual cues. Visual cues in annuity advertisements are analyzed in
terms of images of persons and things; diagram, tables, charts and graph;
miscellaneous images; and colors. The purpose of visual analysis is to reveal certain

information that is not explicitly presented through verbal resources.

2.6.3 Critical Theory

Critical theory provides a range of possible methods and perspectives to
analyze cultural artefacts and their social, political, historical, gender, and ethnic
contexts. Critical theory helps to reinforce democratic pluralism, a current cultural
paradigm in Western culture, by fostering debate between various readings and
multiple interpretations (Sim & van Loon, 2012, p. 165). Critical theory concepts
employed as theoretical frameworks for the discussion of the findings of this study are
the concepts of hegemony and ideology, political economy, and Foucault’s power and
knowledge in order to explore the manipulation of annuity brochures and disclose the
power-relations between insurance companies and customers.

1) Hegemony and Ideology

To answer one research question of this study on how ideologies are
reproduced in annuity advertisements, this subsection provides information about
definitions of hegemony; ideology in general; and capitalist, consumerist, and
neoliberal ideologies.

According to Gramsci’s concept of hegemony, hegemony refers to a
loosely interrelated set of ruling ideas permeating in a society, but in such a way as to
make the established order of power and values appear natural and commonsensical.
It is the way that the ruling or dominant class uses to maintain their power. The trick
of hegemony to persuade the whole society that a prevailing ideology, i.e., the one
which in fact protects the ruling class, is really the only natural and normal way of
thinking, and that anything else is unthinkable (Loxley, Walisiewicz, & Westhrop,
2015, pp. 174-175; Sim & van Loon, 2012, p. 37). Media is used as a tool of the
ruling class to reproduce and disseminate their hegemonic ideas to persuade the lower
classes to adopt these dominant ideologies as natural, taken-for-granted, and
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inevitable (Loxley, Walisiewicz, & Westhrop, 2015, p. 179). Van Dijk (1995, p. 11)
explains that in media manipulation the media does not directly control the actions of
readers; however, it is the minds of readers that media can control. When the media
can control people’s minds, they can control people’s actions indirectly.

Ideology is defined as the taken-for-granted assumption, the ways of
thinking, beliefs and value-systems which are shared collectively by a social group.
As Fairclough (1995, p.14) puts it, ideology refers to “meaning in the service of
power”. In other words, ideology is the construction of meaning that leads to the
production, reproduction and transformation of relations of domination or power
structures of society. Since the aim of this study is to discover the reproduction of
ideologies in annuity advertisements, capitalist, consumerist, and neoliberal
ideologies are used for discussing the results of this study.

According to Nagel and Piero (2016, p. 40), the Protestant work ethic
drove the beginnings of capitalist society. Some Protestant sects view individual
economic wealth as a sign of God’s grace. Therefore, they apply rationality, hard-
work and self-denial to accumulate money, and excessive spending is considered to
be immoral and to be rejected. Financial wealth is reinvested to generate even greater
profit. In a capitalist society, success is measured by the possession of material
objects, and as such “money is power” which can bring about happiness (Fairclough,
2008, pp. 217-218; O’Shaughnessy & Stadler, 2012, p. 152). Since the market forces
of capitalism depend on maintaining high levels of consumption, consumers are
internalized to the convictions that commodities have a magical power that can bring
them a more satisfying life, and that consumption is a solution to all human problems
(Harms & Kellner, 1991, Theorizing Advertising section, para. 5; Loader, 1999, p.
385; Mercer, 2006, p. 26; Murdock, 2011, p. 19). Goatly (2008, p. 96) notes that six
consumerist ideologies are usually found in advertisements. The messages in
advertisements suggest that by buying a product or service customers are satisfying
desire; solving their problems; attaining power from that product or service; acquiring
a positive quality or qualities from that product or service; developing their values,
tastes, lifestyles, and identities; and distinguishing themselves from others. Capitalist

and consumerist ideologies are employed for discussing how annuity advertisements
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can convince customers that annuity polices are essential for a happy and secure
retirement.

Neoliberal ideology promotes individualism and assumes that all
individuals should exercise choice, freedom, empowerment and personal
responsibility. Each individual views themselves as a free and rational individual who
chooses how to live his or her life and indeed has chosen the life that they lead
because this is the image of lives and of selves that is reflected back to us in the
family, school, media, and etc. Structural inequalities defined by race, class and
gender are rendered invisible, and each individual is positioned as fully responsible
for their own success or failure (Crossley, 2005, p. 154). The concept of neoliberalism
is used for the discussion of how the discourses of annuity advertisements can
persuade and manipulate customers to willingly pay for annuity policies as a form of
retirement savings.

2) Political Economy

Political economy represents a critical study of the media by examining
how media systems reinforce, challenge, or influence existing class and social
relations in order to challenge unjust and unequal systems of power. Wasako,
Murdock, and Sousa (2011, pp. 2, 4) suggest that political economy is an appropriate
approach for investigating the impact of capitalism in perpetuating exploitation and
inequality.

According to Jurgen Habermas, the governments of modern cities have
to serve the interests of powerful business owners to maintain legitimation. The
government, as the manager of the free market economy, is simultaneously
responsible for solving economic problems, ensuring democracy, and satisfying
voters. If the public feels government policies are unfair, it withdraws its support for
the government. Thus, government policies must favor business owners, and social
welfare, economic equality, and quality of civil life become subordinate to the logic
of business efficiency or profit (Loxley, Walisiewicz, & Westhrop, 2015, pp. 107,
287; Machin & Mayr, 2012, p. 25).

The media are used as a means of promoting capitalist ideology that
serves to legitimize class-based divisions in which the upper class exploits the lower
class. The media produce capitalist-friendly content, reproduce ideas that societies
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already entertain and also circulate the ideas of class divides in the media artifacts in
order that social strata can be maintained (Murdock, 2011, p. 45). The media is able to
guide the perceptions of people in a society in various directions. In fact, the media
are part of the economic system and have close connections with political systems.
Based on the capitalist economic system, the interests of the owners of the media are
the main influences on the ways messages are presented (Wasko, Murdock, & Sousa,
2011, p. 4).

In this study, political economy is used for discussing sociocultural
practices related to the commodification of financial security and the creation of
annuity insurance policies in order to reveal the way annuity advertisements
manipulate and exploit consumers’ need of annuity policies for retirement.

3) Foucault’s Power and Knowledge

Knowledge is supposed to lead to greater human freedom, like
democracy and liberty. However, Foucault argues that knowledge can be dangerous
as it generates new forms of power and greater self-control. Knowledge can limit an
individual’s liberty (Nagel & Piero, 2016, p. 59).

Power is diffused and embodied in the discourse, knowledge and
regimes of truth in each society (Foucault, 1972, p. 226). Power cannot simply depend
on repression but involves controlling the power of knowledge. Power is constituted
through accepted forms of knowledge, scientific understanding and truth. Power is
also a major source of social discipline and conformity. Modern society works by
extending power via increasing forms of surveillance, as Foucault (1972, p. 225)
explains in The Archeology of Knowledge: “Power works by making individuals
visible such that they can be corrected when they step out of lines and such that,
aware of this surveillance, they come increasingly to police their own conduct”, and
thus so that they behave in an expected way.

Knowledge is a social construct that serves to legitimate social
structures. The way modern social institutions categorize and classify individuals has
the power to construct their social identities (Nagel & Piero, 2016, p. 58). To put it
another way, a body of knowledge is constructed by an expert in the field and
disseminated constantly via social institutions such as the family, education, religion,
and the media in order to manufacture consent and legitimacy (Heywood, 1994, pp.



40

100-101). Each individual, as a social member, believes and accepts this body of
knowledge as the truth or as social norms. Norms can be so embedded as to be
beyond individuals’ perception in that they monitor and govern themselves to
conform to the norms.

In this study, the notions of power and knowledge are used for the discussions
of power-relations between the main participants in the discourses of annuity

advertisements, i.e., which are insurance companies and customers.

2.6.4 Buddhist Teachings

Since the majority of Thais (94.6% of population) place great trust and respect
in Buddhism (National Statistical Office, 2014, p. 1), they make daily decisions based
on their beliefs. These pervasive beliefs are in found in public discourse and form part
of the Thai psyche (Bunyaratavej, Pandhusastr, and Somboon, 2001, p. 1; Samakkarn,
1996, p. 3). Three concepts of Buddhist teachings are used for the discussion of the
result of the study: suffering, impermanence, and self-reliance.

Dukkha (Sanskrit: duuhkha) is one of the four noble truths in Buddhist
teaching. Dukkha encompasses physical, mental, and emotional suffering, such as
aging, sickness, worry, dissatisfaction, and despair, which are natural parts of life
(Mills, 1999, pp. 22-29; Moffitt, 2008, The Mind that Suffers section, para. 1-3). The
other three noble truths are the cause of suffering, the cessation of suffering, and the
path to the cessation of suffering. According to the Buddha, the path to end suffering
is magga (Sanskrit: marga), or the Noble Eightfold Path, which is a set of principles
consisting of right understanding, right thought, right speech, right action, right
livelihood, right effort, right mindfulness and right concentration (Kozak, 2017, p. 58;
Rinpoche, 2002, The Theravada Path section, para.l).

Anicca (Sanskrit: anitya) or impermanence is one of the ti-lakkhana (Sanskrit:
trilaksana) or basic characteristics of all phenomena’s existence. Things are subject to
change; nothing lasts forever (Ven. Bhikkhu Bodhi, 2018, What are the Four Noble
Truths? section, para. 11). The human body, for example, declines as it is aging. Life
is full of changes and uncertainty. Death is unpredictable. According to the Buddha,

attachment to anicca leads to suffering, and the ultimate means to get rid of it is
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practicing the Eightfold Noble Path until reaching enlightenment (Ven. Bhikkhu
Bodhi, 2018, What are the Four Noble Truths? section, para. 4-9).

In Buddhism, the teaching of self-reliance is evident in the Thai saying: ““ton
pen ti phueng hang ton”; that is, each individual is responsible for one’s own
happiness and well-being, and one needs to eliminate the habits of dependency on
others. Self-reliance covers two levels of development: mundane (worldly) and supra-
mundane (higher spiritual) development according to the magga or the Noble
Eightfold Path. While supra-mundane (higher spiritual) development is related to
aspects such as meditation, the mundane development deals with discarding all three
types of dependencies in daily living: physical, mental, and livelihood. What is related
to the findings of this article is developing self-reliance for livelihood. According to
Buddhist teaching, one should develop self-reliance for livelihood by getting rid of
financial or livelihood dependencies on other people, like one’s spouse. Since the
future is unpredictable, a breadwinner might encounter serious illness, injury or death.
As a result, one should learn to be self-reliant by developing the potential to earn a
living for oneself (Rajapakse, 2003, pp. 72-73).

2.7 Reviewing Previous Studies on Insurance Advertisements

The insurance industry is an interesting topic on which scholars in disparate
academic disciplines, i.e., finance, law, linguistics, including communication have
conducted research. This section, however, deals only with related studies that
analyze insurance advertisements in the fields of language and communication to
discover the areas that have not yet been studied so that the findings of this study will
help fill in the knowledge gap regarding financial discourse in Thailand.

According to Mittal (1999, p. 100), insurance advertisements need to provide
not only the information about services, but also build positive images of the
companies and their sales representatives in order to create brand positioning and
attract customers to be interested in their services. This is in accordance with two
studies of insurance advertisements in Thailand by Bua-lem (1998) and Nantasiri
(2011).
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Bua-lem (1998) conducted a content analysis to discover the advertising
strategies of the life insurance industry. Data were collected from various sources,
including in-depth-interviews and documents. She carried out in-depth interviews
with executives from the top-five insurance companies and their counterparts in
advertising agencies. Other sources of information were from documents, e.g.,
advertising materials, statistics, news and other related documents. The findings
revealed that the majority of life insurance businesses used mixed strategies in their
advertising, i.e., brand image, the resonance approach, and product positioning
strategy in order to create positive images of the companies and their sales
representatives.

On the other hand, Nantasiri (2011) studied the use of humor to create brand
positioning in ten television commercials by Muang Thai Life Assurance. Drawing on
textual analysis, humor theory, Saussurean semiology, and interpretive theme
analysis, the findings revealed three themes in these commercials. The first theme was
the customer’s happiness caused by purchasing an insurance policy with Muang Thai
Life Assurance. The second theme was the customer’s happiness resulting from the
services of the company. The last theme was the presentation of a modern image of
the company. Concerning the humor theory, these ten advertisements employed
superiority theory, incongruity theory, and release and relief theory. Furthermore,
humor was appropriately used in these insurance advertisements because it runs
parallel with Thai social norms. Nantasiri (2011) concludes that humor is employed in
these advertisements in order to create brand positioning and brand image in order to
build positive attitudes on the part of the audiences towards the insurance company
and the sales representatives of the company because most people usually have
negative attitudes towards the representatives of an insurance business.

Previous literature on service advertising reveals that the visualization strategy
is one of the effective strategies that can help make tangible the intangible services of
insurance and narrative, which is a specific type of visualization, is recommended
(Hill, Blodgett, Baer, & Wakefield, 2004, p. 162; Mittal, 199, p. 100). This is in line
with the studies by Nantasirisorn (2014) and Sangkaew (2011).

Nantasirisorn (2014) examined the functions of narratives in TV insurance
commercials broadcast from 1979 to 2014 by employing folklore theory. The study
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also aimed to discover the value of life constructed by these narratives. Four types of
narratives were detected: stories about family relationships, accidents, being Thai, and
illnesses. First, the stories about family relationships can be categorized into two
groups: stories about taking care of family members and stories about conflicts among
family members, e.g., divorce, which reflects the social situation at the time the
advertisement was broadcast. The advertisements also indicate that life has its ups and
downs. Second, the stories about accidents depict that life is full of risks, which runs
parallel with the Buddhist belief of uncertainty. The advertisements, therefore,
suggest customers realize the value of life, and hint that purchasing an insurance
policy demonstrates the customer’s awareness of the value of life because purchasing
an insurance policy is a solution to the problem of how to manage risks in life. This is
different from the Buddhist belief of Thais in the past, which was that uncertainty in
life can be avoided by doing good deeds and making merit for a good life in the next
life. Third, stories about being Thai aim to create brand positioning and also imply
that the value of life is being patriotic and being a good citizen. Last, stories of
ilinesses also represent risks in life due to new types of diseases. They indicate that
the values of life is caring for, and being cared for by, loved ones. Nantasirisorn
(2014) concludes that narratives in life insurance commercials have socio-economic
functions in constructing two main values in Thai people’s lives, namely, caring for
and being cared for by loved ones, and being patriotic.

Since the main themes of insurance advertisements revolve around fear and
anxiety of death, accidents, and illnesses which are considered sensitive topics that
most Thai people tend to avoid talking about, Sangkaew’s (2011) reported that covert
communication is mainly used in insurance advertisements is unsurprising. Based on
Sperber and Wilson 1986’s Relevance Theory, Sangkaew (2011) analyzed the
language used in 44 TV advertisements for life insurance broadcast from November
2004 to October 2009. It was found that unlike in other advertisements, covert
communication was mostly used (59.09%), followed by overt and covert
communication (27.27%) and then overt communication (13.64%). Overt
communication refers to the presentation of information about products or service,
e.g., premium rates and contact numbers. Metaphors and narratives were used as a

means to convey covert communication in the advertisements. Metaphors found in
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life insurance advertisements include, for example, the sales representative is a
cockroach, and life is music. Narrative was used to provide information that was
related to the main theme of the insurance advertisements, e.g., a story that first
depicts the frustrated and depressed situation of a family, and in the end the life
insurance policy is presented as a solution that can bring understanding and happiness
back to the family.

From the four related studies above, it can be concluded that three studies
aimed to examine the strategies employed in insurance advertisements (Bua-lem,
1998; Nantasiri, 2011; Sangkaew, 2011) while one studied insurance advertisements
from a critical perspective in order to investigate their construction of the value of life
(Nantasirisorn, 2014). In terms of analytical frameworks, various frameworks and
theories have been employed: interpretive theme analysis (Nantasiri, 2011), humor
theory (Nantasiri, 2011), Relevance Theory, and overt and covert communication
(Sangkaew, 2011), Saussurean semiology (Nantasiri, 2011), and folklore theory
(Nantasirisorn, 2014). The data selected to be analyzed were advertisements for life
insurance policies. The findings of all these studies can be summarized as follows: 1)
various strategies are employed in insurance advertisements; 2) humor is used to
create brand image and brand positioning (Nantasiri, 2011); 3) metaphors and
narratives are employed to implicitly present notions about death and illnesses, which
are sensitive topics in Thai culture (Sangkaew, 2011); 4) narratives are also used in
the construction of life values in life insurance commercials (Nantasirisorn, 2014);
and 5) mixed strategies, i.e., brand image, the resonance approach, and the product
positioning strategy are employed to create a positive image of the companies and
their representatives (Bua-lem, 1998).

In fact, one study analyzed annuity policies. However, it was a survey study in
the field of business administration that studied annuity policies in order to discover
marketing factors affecting the buying selection of annuity insurance policies
(Dhammeunyong, 2016).

It can be clearly seen that a critical discourse analysis (CDA) which employs
Halliday’s transitivity analysis has not been conducted in existing research on annuity
insurance advertisements. With the aim of filling the knowledge gap in Thai financial
discourse, a critical discourse analysis of the commodification of financial security in
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annuity advertisements is conducted in this study in order to 1) investigate persuasive
strategies used in commodifying financial security in annuity advertisements, 2)
reveal the ideologies reproduced in annuity advertisements, and 3) disclose the way

the discourses of annuity advertisements perpetuate social inequality.



CHAPTER 3

RESEARCH METHODOLOGY

3.1 Introduction

This chapter provides details about the data, data analysis procedures, and
analytical tools. Data are presented in terms of the data collection, sampling
technique, sample size, and rationales behind the selection of annuity brochures and
insurance companies. As mentioned earlier, this study draws on Fairclough’s Critical
Discourse Analysis as the main framework by which to explore persuasive strategies
in annuity advertisements and to disclose the impacts of annuity advertisements in
manipulating customers’ need for annuity policies and reproducing inequality. Data
analysis procedures are, then, presented based on Fairclough’s three-dimensional
model, comprising of textual analysis, discourse practice, and sociocultural practice.
Analytical tools are also provided in this chapter. This chapter is organized as follows:

3.2 Data and Data Collection

3.3 Data Analysis Procedures

3.4 Analytical Tools

3.2 Data and Data Collection

One of the criticisms of CDA research has centered on the bias in data
selection in that data are arbitrarily selected or cherry picked which brings about a
concern over the representativeness of data (Stubbs, 1997, p. 7). To address this
critical comment, detailed information should be provided on the data source, and
systematic procedures in data selection must be provided. In addition, the amount of

data collected should be sufficient enough to be a representative sample (Sriwimon &
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Zilli, 2017, pp. 136-137; Stubbs, 1997, p. 7). The data for this study has been
collected based on the criteria proposed by Wodak and Mayer (2009, p. 98):

Specific political units (e.g. region, nation state, international union) or
language communities, specific periods of time relating to important
discursive events which are connected with the issue in question, specific
social and especially political actors, specific discourses, specific fields of

political action, and specific semiotic media and genre.

Because this study aims to investigate how ideologies and social inequalities
are reproduced and circulated via the commaodification of financial security in Thai
annuity advertisements, the specific political units were Thai-language annuity
brochures which were produced, distributed, and consumed in Thailand.

The specific period of time relating to important discursive events connected
with the issues in question is the period 2014-2016. The year 2014 marked one of
Thailand’s coup d’états, and the year 2016 was the year of conducting the study. The
2014 political crisis caused an economic crisis, with GDP growth of 0.6 per cent,
which was the country’ lowest level of growth since the first quarter of 2012, due to a
sharp decline in household consumption and government spending (Sethapramote,
2014, The economic consequences of Thailand’s political crisis Section, para. 2). The
decline in consumer confidence and uncertainty about the economic and political
situations resulted in individuals seeking ways to strengthen their own financial
security. Despite the political unrest, low GDP rate, and low spending in the private
sector, the insurance business was expanding. The gross direct premium income of the
life insurance business in 2014 was 503,851.13 million baht or an increase of 13.75%
compared to that of 13.06% in 2013, due to the public’s realization on the importance
of insurance and the life insurance industry, the availability of new products launched
to meet the needs of the public, and strong support from the government (The Thai
Life Assurance Association, 2014, p. 75). To decrease the level of state provision
welfare, the government urges individuals to take responsibility for one’s own
financial security in retirement by encouraging long-term savings through several

choices: retirement mutual funds (RMF), provident funds (PVD), long term equity
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funds (LTF), personal savings, stock market investments, and insurance
(Kaewphadung, 2008, pp. 69-70; Phutrakul, 2007, pp. 13, 77; Rattanasamai, 2009, pp.
52-53). Based on the phenomenon of the aging society, with 9.9 million elderly aged
60 and above or 15% of the whole population as of 2014 (TGRI, 2014, p. 21), annuity
insurance is promoted as a means of generating retirement savings that can build
financial stability for the elderly, who need secure future incomes. Besides, an
individual who purchases annuity policies can benefit from the government’s tax
deduction scheme. Concerning the market share of annuity policies, it has been
expanding since 2014. According to The CEO of Thai Life Assurance, sales of their
annuity insurance expanded 26.7% in 2014 (“Intense annuity market competition,”
2014, para. 5-9; “Annuity decline at the end of the year,” 2014, Target Customers
Section, para. 1).

Therefore, this specific period of time, 2014-2016, is suitable for analyzing the
strategies and the effects of the commodification of financial security in the
advertisements of annuity policies whose market shares keep expanding (“Annuity
decline at the end of the year,” 2014, para. 1), despite the political and economic
crises.

Specific social and political actors are the top-five insurance companies with
the biggest market shares in 2014 since to a certain extent, biggest market shares
suggest not only that these companies are established companies, but also that they
have succeeded in promoting annuities policies to customers. Thus, analyzing the
annuity advertisements of these companies can uncover the strategic persuasion
employed by the insurance industry.

Specific discourses and specific semiotic media and genres in this study refer
to the discourses of annuity advertisements. The specific fields of political action are
about the commodification of financial security in advertising. The reason why this
study chose to analyze texts from brochures rather than from other promotional
channels such as magazines, the radio, or television is that a brochure is a popular
marketing tool that all companies use to promote their annuity policies. A brochure
can establish brand identity, expand the customer base, and build the customer’s faith
in a firm because a brochure represents the fact that the business firm is serious about

their operations. Moreover, a brochure is concise and informative, so it conveys
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messages quickly and can immediately capture the attention of the potential
customers (Durwin, 2013, para.1-4; Krow, 2014, para. 1; Namase, 2012, para. 4).
Additionally, to the best of my knowledge, unlike other types of insurance policies,

annuity policies are only promoted via brochures.

3.2.1 Procedures of Data Collection
This section provides information on how the data was collected, selected, and
sampled.
The population of this study is 24 insurance companies which are members of
The Thai Life Assurance Association in 2014 (The Thai Life Assurance Association,
2014, pp. 85-89):
1) Bangkok Life Assurance Public Co., Ltd.
2) Krungthai - AXA Life Insurance Public Co., Ltd.
3) Generali Life Assurance (Thailand) Public Co., Ltd.
4) Tokio Marine Life Insurance (Thailand) Public Co., Ltd.
5) Dhipaya Life Assurance Public Co., Ltd.
6) Thai Cardif Life Assurance Public Co., Ltd.
7) Thai Samsung Life Insurance Public Co., Ltd.
8) Thai Life Insurance Public Co., Ltd.
9) SCB Life Assurance Public Co., Ltd.
10) Thaire Life Assurance Public Co., Ltd.
11) Ocean Life Insurance Public Co., Ltd.
12) BUI Life Insurance Public Co., Ltd.
13) Siam City Life Assurance Public Co., Ltd.
14) Prudential Life Assurance (Thailand) Public Co., Ltd.
15) Phillip Life Assurance Public Co., Ltd.
16) Muang Thai Life Assurance Public Co., Ltd.
17) Manulife Insurance (Thailand) Public Co., Ltd.
18) Union Life Insurance Public Co., Ltd.
19) Allianz Ayudhya Assurance Public Co., Ltd.
20) AlA Co., Ltd.
21) The South East Life Insurance Public Co., Ltd.
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22) Ace Life Assurance Public Co., Ltd.
23) FWD Life Insurance Public Co., Ltd.
24) Advance Life Assurance Public Co., Ltd.

The researcher browsed through the websites of each company to discover the
number of companies offering annuity policies by clicking on the menu tabs described
as “Our products” or “Insurance Policies” of the websites. Annuity policies are
categorized under the menu tabs “Life insurance policies”, “Saving insurance plan”,
or “Investment-linked insurance”, depending on the companies. By clicking this
menu, a list of annuity policies was presented. Of the 24 companies, 18 offer annuity
policies to customers. Each company provides different numbers of annuity policies;
some companies provide 5-11 types of annuity policies, while others provide 1-4
policies, which account for 59 policies in total. It should be noted that every sentence
in each brochure needs to be broken down into clauses which are the units of the
transitivity analysis that is employed as the main analytical tool for analyzing the
verbal resources in the annuity advertisements. If all 59 annuity policies were to be
analyzed, there would be a large amount of clauses for manual linguistic analysis that
would need to be handled within the timeframe of this study. Consequently, the data
was sampled so that only the annuity brochures of the top-five companies in terms of
market shares were selected, due to the aforementioned reasons of the companies
being well established and of their success in marketing and promotional strategies.
The top-five insurance companies that have the biggest market shares in terms of
gross premium income in 2014 were (The Thai Life Assurance Association, 2014,
p. 79):

1) AlA Co., Ltd., (22.78%)

2) Muang Thai Life Insurance Public Co., Ltd., (14.93%)

3) Thai Life Assurance Public Co., Ltd., (12.52%)

4) Bangkok Life Assurance Public Co., Ltd., (10.28%)

5) Krungthai-AXA Life Assurance Public Co., Ltd., (9.70%)

The critical discourse analysis of the annuity brochures of the top-five
companies aimed to disclose the discursive strategies in advertising discourse that are
used to exploit consumers by recreating the fear of risk, feelings of uncertainty in an
aging society, and the need for financial security during retirement.
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To address the criticism related to the representativeness of data, all the
annuity brochures of these five companies were purposively selected. In total, there
were 15 annuity brochures, with 726 clauses and 183 phrases as the sample size,
which is appropriate for manual transitivity analysis within the timeframe of the study
and is enough to offer rich descriptions and explanations of the reproduction of
ideologies and social inequalities and to reveal the manipulation of advertising
discourse. The names of all 15 brochures are shown in Table 3.1, and the brochures

can be seen in Appendix A.

Table 3.1 Names of 15 Annuity Policies of Top-five Insurance Companies
Distributed From 2014-2016

No. Name of Policy Name of Company

1.  Retirement: AIA Annuity 60/85 AlIA Co., Ltd.
2.  RETIREMENT AIA Annuity AIA Co., Ltd.

FIX
3.  RETIREMENT AIA Annuity AIA Co., Ltd.
Smart
4.  BLA Unit Pension Bangkok Life Assurance Public Co., Ltd.
5. Annuity 600 Bangkok Life Assurance Public Co., Ltd.
6.  Annuity 555 Bangkok Life Assurance Public Co., Ltd.
7. i-Wish Krungthai-AXA Life Assurance Public
Co., Ltd.
8. PRG60 Krungthai-AXA Life Assurance Public
Co., Ltd.
9. Retirement Saving Plan G Thai Life Assurance Public Co., Ltd.
55,60, 65
10. Retirement Saving Plan (1) 55, Thai Life Assurance Public Co., Ltd.
60, 65

11. Muang Thai Retirement Saver Muang Thai Life Insurance Public Co.,
Ltd.
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Table 3.1 (Continued)

No. Name of Policy Name of Company
12. Muang Thai 8560 G 15 Muang Thai Life Insurance Public Co.,
Ltd.
13. Muang Thai Retirement 8501 Muang Thai Life Insurance Public Co.,
and 9901 Ltd.
14. Muang Thai 8501 D 55and D Muang Thai Life Insurance Public Co.,
60 Ltd.
15.  Muang Thai Return Retire Muang Thai Life Insurance Public Co.,
Ltd.

3.3 Data Analysis Procedure

CDA research is also criticized for the limitation and difficulties in drawing
any conclusions (Schegloff, 1997; Stubbs, 1997; Verschuren, 2001). Thus, the
analysis should be made “systematic and comprehensive” so that the readers can trace
and understand each of the steps (Widdowson, 2004, p. 10), and empirical methods
should be employed to strengthen CDA (Stubbs, 1997, p. 10). Based on Fairclough’s
three-dimensional model of CDA, Sriwimon and Zilli (2017, p. 137) suggest that
firstly a textual analysis should be conducted. After that the findings can be
interpreted and discussed against any relevant sociopolitical context and involve how
the text production and consumption affects the pattern of ideologies found in the

textual analysis.

3.3.1 Textual Analysis

Consequently, this study starts with the analysis of texts. According to Stubbs
(1997), textual analyses must be very detailed. Various types of linguistic features
must be analyzed since varieties of language use are defined, not by individual
features, but by clusters of co-occurring features. Textual analysis in this study is
divided into three parts: 1) general observations about annuity brochures, 2) verbal

analysis, and 3) visual analysis of annuity advertisements.
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1) General Observations about Annuity Brochures

All 15 brochures are described in relations to their structures and
contents, drawing on Leech’s (1966, p. 59) structure of print advertisements: headline,
illustration, body copy, signature, and standing details in order to discover the general
information about annuity brochures.

2) Verbal analysis

Verbal resources in this study refers to all phrases and clauses in annuity
advertisements. For the verbal resources at the clause level, transitivity analysis is
conducted. Since a clause is a basic unit of analysis in systemic functional grammar
(Bloor & Bloor, 2004, p. 7), the first step of transitivity analysis is to mark a clause
boundary. All the sentences from the 15 brochures needed to be broken down into
clause simplexes, which refer to “single clause units or sentences of only one clause”,
and embedded clauses which are part of a nominal/ adjectival/ adverbial group in a
clause complex (Eggins, 2004, p. 256).

Due to the data analyzed being annuity advertisements written in the
Thai language and there is no punctuation, i.e., full stops to mark a clause boundary as
in English, this study uses verbs as a criterion in breaking verbal resources in the
advertisements into individual clauses for analysis. However, it should be noted that
although the majority of words in English and Thai are in the same type of part of
speech, there are certain words which are adjectives in English, such as manchai
(confident), but are verbs in Thai, according to the Office of the Royal Society.
Consequently, the parts of speech of the words in this study were classified based on
their original Thai words using the criteria of the Office of the Royal Society. In total,
there are 726 clauses which include both clause simplexes and embedded clauses.

After the sentences in each advertisement were broken up into clauses,
each clause was analyzed into processes, participants, and/or circumstances in order
to reveal hidden meanings in a clause. Then, all the process or verbs were classified
into 6 types of systemic functional grammar (SFG): material, relational, mental,
verbal, behavioral, and existential. The main participants in the subject position of
each process types were also classified in order to uncover the power-relations and the
relationships between the participants (i.e., people, things, or abstract concepts)
involved. A frequency count was carried out to discover the quantity of each process
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type together with the main participants as empirical evidence of the co-occurring
language features in annuity advertisements, which can signify the representation of
the various participants in annuity advertisements and the implications of this
representation in terms of the wider sociocultural contexts, including the power-
relations among the different participants.

For the verbal resources at the phrase level, which refer to types of
insurance (retirement), the names of annuity policies, names of other insurance
policies, policy slogans, benefits of annuity policies, company slogans, company
addresses, websites, and contact numbers in the advertisements were analyzed in
terms of lexical choices. These phrases were analyzed to examine their
communicative functions in commodifying financial security. A frequency count of
these phrases was also conducted to provide empirical evidence for the discursive
strategies employed in annuity advertisements.

Due to the fact that all verbal resources in this study were transliterated
into the Latin alphabets, using the system of the Office of the Royal Society, and
translated into English, the manuscript of this study was edited by a native English
speaker who is fluent in Thai in order to be certain that the English translations have
the closest meaning possible to the original Thai texts.

3) Visual Analysis

Visual resources in this study refer to the illustrations and their
description in annuity advertisements. Several types of visual resources appear in
annuity advertisements: images of persons; images of objects; diagrams, tables, and
charts; miscellaneous images; and major colors. These visual resources were analyzed
to discover their communicative functions and how they reinforce the meanings of the
verbal resources in the advertisements in order to persuade customers to purchase
annuity policies. A frequency count was conducted in order to discover the quantity
of each type of visual resources and so to reveal the pattern of persuasive strategies
employed in annuity advertisements.

To increase the reliability of the findings of the textual analysis in this
study, two raters analyzed the wverbal and visual resources in the annuity
advertisements: the researcher and an inter-rater, who is a 40-year-old native Thai
who is an expert in the Thai language and also the target audience of annuity policies.
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The acceptable percent agreement for two raters is above 75% (Shweta, Bajpai, &
Chaturvedi, 2015, p. 26).

3.3.2 Discourse Practice

Stubbs (1997, p. 10) recommends the analysis of text production, dissemination,
and audience’s reception so that this analysis can be used in a discussion of how the text
production and consumption affect the pattern of ideologies found in the text analysis
discussed.

In this study, David Berlo’s SMCR model of communication was applied to
analyze the senders, messages, channels of communication, and receivers of the
annuity advertisements in order to discover the people and the processes related to the
production, distribution, and consumption of annuity advertisements. The senders in
this study refer to five insurance companies as the producers of the advertisements
which were analyzed in terms of their brief history and their missions in order to
understand the background of the producers of annuity brochures. The message means
the 15 annuity brochures which were distributed during the period 2014-2016. The
channels are the ways by which annuity advertisements are distributed. The receivers
refer to the target customers of annuity policies, which were analyzed in terms of their

age, gender, and social class.

3.3.3 Sociocultural Practice

Another way to strengthen CDA research is to discuss and interpret the
findings from textual analysis against relevant sociopolitical contexts, and to
incorporate critical theory into CDA research (Stubbs, 1997, p. 9).

In this study, sociocultural practice refers to the social and cultural contexts
for the commodification of security in the insurance industry and the creation of
annuity policies. The social and cultural contexts taken into consideration are Ulrich
Beck’s modern risk society, the aging society, and retirement savings. Key concepts
in critical theory, i.e., Gramsci’s hegemony, Foucault’s power and knowledge,
together with three concepts of Buddhist teachings, i.e., suffering, impermanence, and

self-reliance, were used to discuss and interpret the findings in order to uncover the



56

ideologies embedded in annuity advertisements and how these ideologies perpetuate
social inequality.

Figure 3.1 below is a diagram of the framework, showing a summary of the
three levels of analysis in this study.

Verbal analysis (transitivity system and
lexical choices) and visual analysis

e production — (images of persons and objects,
diagrams, tables, and charts,

exr miscellaneous images, and major colors)

text consumption

DISCOURSE PRACTICE David’s Berlo’s SMCR model
of communication (senders,
messages, channels of
communication, and receivers of
annuity advertisements)

SOCIOCULTURAL PRACTICE

Social and cultural contexts
(Ulrich Beck’s modern risk
society, the aging society, and
retirement savings)

Figure 3.1 CDA Framework Showing Three Levels of Analysis
Source: Fairclough, 1995, p. 59.

3.4 Analytical Tools

The analytical tools in this study comprise four forms used in analyzing verbal

and visual resources in annuity advertisements:

3.4.1 A Form for Transitivity Analysis

A form for transitivity analysis is used to show how each clause in each
annuity advertisement was analyzed in terms of participants, processes, and/or
circumstances. Transitivity analysis reveals how the insurance companies, the annuity
policies, and the customers are presented as the main participants in annuity

advertisements, and it also shows the types of verbs (processes) each participant
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performs, all of which can not only disclose the persuasive strategies used in annuity
advertisements, but also can signify the power-relations among the participants
involved. The form for transitivity analysis of six different types of processes:
material, relational, mental, verbal, behavioral, and existential with examples, is

reproduced in Appendix B.

3.4.2 A Form for Analyzing Phrases

This form is for the analysis of the verbal resources that exist at the phrase
level: types of insurance; names of annuity policies; names of other insurance
policies; policy slogan; benefits of annuity policies; company slogans; and company
addresses, websites, and contact numbers. These phrases were analyzed in terms of
lexical choices, which can disclose the discursive strategies employed in the annuity
advertisements. The form for analyzing verbal resources at the phrase level with

examples is reproduced in Appendix C.

3.4.3 A Form for Analyzing Visual Resources

This form is used to analyze the non-verbal resources in annuity
advertisements which consist of all kinds of illustrations and their descriptions. The
illustrations in this study covers images of persons and objects; diagrams, tables, and
charts; including miscellaneous images. These non-verbal resources were analyzed in
order to investigate their communicative functions and the way they reinforce the
meanings of the verbal resources in commodifying financial security in the annuity
advertisements. The form for visual analysis with examples is reproduced in

Appendix D.

3.4.4 A Form for Analyzing Major Colors

This form is used to analyze the major colors used in the advertisements,
which is part of the analysis of non-verbal resources in order to examine the
communicative functions of colors in the annuity advertisements. The forms for

analyzing major colors of each brochure is reproduced in Appendix E.



CHAPTER 4

DATA ANALYSIS AND FINDINGS

4.1 Introduction

Since the main objectives of this study are 1) to investigate persuasive strategies
used in commodifying financial security in annuity advertisements, 2) to reveal
ideologies reproduced in annuity advertisements based on Fairclough’s critical
discourse analysis framework (CDA), and 3) to disclose the way in which discourses
of annuity advertisements perpetuates social inequality, this chapter presents the
findings of the study according to Fairclough’s three-dimensional model of CDA. The
model consists of text analysis, discourse practice, and sociocultural practice. This
chapter begins with the analysis of annuity texts which comprises verbal and visual
analyses to discover persuasive strategies in annuity advertisements. Secondly, the
analysis of discourse practice is conducted to uncover the production, distribution,
and consumption of annuity advertisements. Thirdly, the analysis of social and
cultural factors related to the commodification of financial security in annuity
advertisements is presented. This chapter ends with a conclusion. The chapter outline
is as follows:

4.2 Textual Analysis
4.2.1 General Observations about the Brochures
4.2.2 Verbal Resource Analysis
4.2.2.1 Transitivity Analysis
4.2.2.2 The Analysis of Phrases
4.2.3 Visual Resource Analysis
4.3 Discourse Practice
4.3.1 Sender (S)
4.3.2 Message (M)
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4.3.3 Channel (C)
4.4.4 Receiver (R)
4.4 The Analysis of Sociocultural Practice

4.5 Conclusion

4.2 Textual Analysis

The meanings of the advertisements are conveyed not only through language,
but also through other semiotic resources, such as images and music, either
independently or in combination (Cook, 2001, p. 219). Due to the intangibility of the
insurance service, both verbal and visual cues in advertisements play a significant role
in revealing information about the company, the products or services, and the
customers in terms of lifestyles, identities, and many ideological messages
(O’Shaughnessy & Stadler, 2012, p. 152; Stern, 1988, pp. 4-5). Moreover, the
findings of previous studies on insurance advertisements indicate that both verbal and
non-verbal resources were employed in insurance advertisements to persuade
customers to buy insurance policies (Bua-lem, 1998; Nantasiri, 2011; Nantasirisorn,
2014; Sangkaew, 2011). Consequently, both verbal and visual resources of annuity
advertisements were analyzed in this study.

The following sub-sections provide the textual analysis of annuity
advertisements to investigate the way in which the discourses of annuity
advertisements convince customers that annuity policies are essential for retirement. It
begins with general observations about annuity brochures. Then, the analysis of
verbal cues is presented. It ends with the analysis of the visual cues employed in the
texts of annuity advertisements. However, it should be noted that the main analysis is

on verbal cues, and visual cues are analyzed only in support of the verbal ones.

4.2.1 General Observations about Annuity Brochures

This part provides general information about annuity brochures in terms of the
total numbers, the structures and the contents of the brochures, the names of annuity
policies, the main colors of the brochures, and the languages used in the brochures.

The annuity brochures of the top-five companies were purposively selected from each
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company website. In total, 15 brochures were distributed during 2014-2016. They are
1) AIA Annuity 60/85, 2) AIA Annuity FIX, 3) AIA Annuity Smart, 4) BLA Unit
Pension, 5) Annuity 600, 6) Annuity 555, 7) i-Wish, 8) PR 60, 9) Retirement Saving
Plan G 55, 60, 65, 10) Retirement Saving Plan (1) 55, 60, 65, 11) Muang Thai
Retirement Saver, 12) Muang Thai 8560 G 15, 13) Muang Thai Retirement 8501 and
9901, 14) Muang Thai 8501 D 55 and D 60, and 15) Muang Thai Return Retire.

Concerning the structures and the contents of the brochure, the structures of
the 15 annuity brochures are consistent with those of a press advertisement proposed
by Leech (1966): headline, illustrations, body copy, signature line and standing details
(p. 59). The length of a brochure is between four and eight pages. The formats of the
15 brochures can be divided into two patterns. The first pattern is an individual page,
which applies to four brochures, as in Figure 4.1. The second pattern is the form of a
five-fold leaflet, which applies to 11 brochures, as in Figure 4.2. The rest of the
brochures can be seen in Appendix A. In each brochure, the first page contains the
headline that tells the name and the slogan of the annuity policy, including images of
a person or an object that signifies the potential customers. All the companies present
their trademark on the first page as well. The next part is the body copy, which is the
main part of the advertising messages giving information about the necessity of
having an annuity policy and the attractive benefits the policy offers to customers in
order to persuade customers to purchase it. Charts, diagrams and tables that illustrate
the benefits and the premium rates of the policy are also found in the body copy. The
last page of most brochures is the signature line, in which the trademark is presented
again. The standing details, which comprises the company’s address and contact
numbers, are also provided in the last page. Out of 15 brochures, 10 brochures
provide QR codes on the last page as well. The last page of the brochures of certain
companies also contain a blank space for the sales representative to write his/her
name and contact numbers.

The main colors of the majority of the brochures are the same as those of the
company. AIA employs white and red as the main colors of its brochures. Bangkok
Life Assurance uses sky blue, white, and blue in its brochures. The major colors of
Thai Life Assurance brochures are also sky blue, white, and blue. Muang Thai Life
Assurance employs pink and white in its brochures. However, the main colors of
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Krungthai-AXA brochures are brown, orange, red, white, and grey, which differ from
those of the company trademark, which are sky blue, white, and blue.

For the language used in all brochures, Thai is mainly used. This is because
these brochures are produced and distributed in Thailand to promote annuity policies
to Thai people. English is found only in company names and websites (e.g. AlA,
Krungthai-AXA, and www.bangkoklife.com), in the names of annuity policies (e.g.
AIA Annuity Smart, i-Wish, and Muang Thai Return Retire), and certain words in the
body copy (e.g. lifestyle). In the case of company names, English names indicate that
the companies are a chain of an international company which has worldwide
branches. This signifies world-class service which can create a positive brand image.
For company websites, English is used because Thai scripts are not applicable. For
the names of the annuity policy and certain words in the body copy, English conveys

more precise meanings than Thai, and it also signifies modernity.
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Figure 4.1 Sample of Brochure with an Individual Page

Source: Bangkok Life Assurance, 2014.
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4.2.2 Verbal Resource Analysis

Verbal resource analysis in this study refers to the analysis of verbal resources
at both clause and phrase levels. Since a clause is a basic unit of analysis in Systemic
Functional Grammar (SFG), the verbal resources at the clause level were analyzed
based on the transitivity analysis. The verbal resources at the phrase levels, on the
other hand, were analyzed in terms of lexical choices.

4.2.2.1 Transitivity Analysis

According to Systemic Functional Grammar (SFG), a transitivity
system represents and interprets the world of experience into a manageable set of
process types. In SFG, there are six process types or types of verbs: material,
relational, mental, verbal, behavioral, and existential. Each process type has different
main participants (Halliday, 1994, pp. 106-142). In doing transitivity analysis, each
clause is analyzed into process, participants, and/or circumstances.

This section is concerned with the analysis of the transitivity system of
clauses in the annuity advertisements to reveal strategies of persuasion in
commodifying financial security.

A transitivity analysis of clauses in the annuity advertisements shows
that all six process types are employed. The six process types are material, relational,
mental, verbal, existential and behavioral. The frequency of each process type is
presented in Table 4.1.

Table 4.1 Overview of Process Types in Thai Annuity Insurance Advertisements

No. Process Type Number of Clauses
1 Material 467
2 Relational 144
3 Mental 63
4 Verbal 40
5 Existential 8
6 Behavioral 4

Total 726
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Table 4.1 shows the frequency of different process types used in all 15
annuity brochures. The most frequently occurring process type is material process
(467), or verbs dealing with happening and doing, followed by relational, or verbs
dealing with being and having (144). Next is mental, or verbs dealing with sensing
(63). This is followed by verbal, or verbs dealing with saying (40). Existential, or
verbs dealing with existing, comes next (8). Behavioral, or verbs dealing with
behaving, is the least frequently occurring process type (4).

In terms of the main participants of each process type, various kinds of
noun phrases are selected to be in a subject position of a clause: 1) customers (which
are represented by the nouns “people”, “Thai people”, the applicants”, and the
pronouns “you” and “we”), 2) annuity policies, 3) insurance companies, 4) the stages
of life, 5) the creation of financial security for oneself and one’s loved ones, 6)
benefits of annuity policies, 7) conditions of applying for annuity policies, 8)
happiness in retirement, 9) the longevity of Thai people, 10) the retirement period, 11)
research and statistics about the proportions of retirement of Thai people, and 12)
good things that happen during changes in life, as shown in Table 4.2.

Table 4.2 Overview of Main Participants in the Subject Position of Each Process

Types in Thai Annuity Insurance Advertisements

Participants of Actor Carrier/ Senser Sayer Behaver Existent Total
Each Process (Material) Token/ (Mental) (Verbal) (Behavioral) (Existential)
Type Possessor

Noun Phrases (Relational)
1. Customers 299 48 45 30 4 2 428
2. Annuity 86 4 - - - - 90
Policies
3. Insurance 55 9 18 7 - - 89
Companies
4. The Stages of 6 10 - - - - 16
Life
5. The Creation of 4 13 - - - - 17

Financial Security
for Oneself and
One’s Loved

Ones
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Table 4.2 (Continued)

Participants of Actor Carrier/ Senser Sayer Behaver Existent Total
Each Process (Material) Token/ (Mental) (Verbal) (Behavioral) (Existential)
Type Possessor

Noun Phrases (Relational)
6. Benefits of 3 2 - - - 3 8
Annuity Policies
7. Conditions of - 38 - 1 - - 39
Applying for
Annuity Policies
8. Happiness in 3 1 - - - - 4
Retirement
9. The Longevity 4 11 - - - - 15
of Thai People
10. The 7 8 - - - - 15
Retirement Period
11. Research and - - - 2 - - 2
Statistics About

the Proportions of

Retirement of

Thai People

12. Good Things - - - - - 3 3
that Happen

During Changes

in Life

Total 467 144 63 40 4 8 726

Since the main objective of advertisements is to persuade customers to
purchase the product or service advertised, it is not surprising that the main
participants of annuity advertisements are the customers (428), followed by annuity
policies (90) and insurance companies (89), which are the three most frequently
occurring participants. As seen in Table 4.2, customers are presented in the
advertisements as the main participants (actor, senser carrier/token/possessor, sayer,
behaver, and existent) who carry out the verbs of all the process types. Annuity
policies are presented as actor and carrier/token/possessor. Insurance companies are
presented as actor, senser, carrier/token/possessor, and sayer. The rest are noun
phrases related to the contexts of commodifying financial security during retirement:
the stages of life, the creation of financial security for oneself and one’s loved ones,

the benefits and conditions of applying for annuity policies, happiness in retirement,
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the longevity of Thai people, the retirement period, research and statistics about the
proportions of retirement of Thai people, and good things that happen during changes
in life.

The following part explicates the detailed analysis of each process type,
the participants involved, and sample clauses in order to discover the communicative
functions of each process type in annuity advertisements.

1) Material Processes

Material processes are verbs dealing with doing and acting. The
main participants are actor and goal (Halliday, 1994, p. 109). According to Machin
and Mayr (2012), analyzing actors in a material clause can suggest who is active and
who is passive in a clause which can signify power (pp. 106, 111). As Table 4.2
shows, there are nine actors that carry out the actions in material clauses: customers,
annuity policies, insurance companies, the stages of life, the creation of financial
security for oneself and one’s loved ones, the benefits of annuity policies, happiness
in retirement, the longevity of Thai people, and the retirement period.

The main actors are the customers (299). The customers are
represented by the use of various pronouns and noun phrases: “you”, “we”, “anyone”,
and “applicants”. These customers are portrayed as the doers who do actions which
are realized in numerous verbs: “receive”, “opt”, “prepare”, “buy”, “plan”, “build”,
“pay”, “apply”, “study”, and “hold”, as in examples (1) - (10) below. It should be
noted that in each example, the main participant in the subject position is in bold type,
and the process is underlined. The system of transliteration employed in this study for
writing Thai language words in the Latin alphabet is that of the Office of the Royal
Society, which does not include diacritic marks.

(1) [ae] 185uitmiungilulse sl

Transliteration: [khun] dai rap ngoen bamnan pen pracham
thuk pi

Translation: [You] will receive an annual pension.

Source: AlA Annuity FIX



(2)

Transliteration:

Translation:

Source:

3)

Transliteration:

Translation:

Source:

(4)

Transliteration:

Translation:

Source:

()

Transliteration:

Translation:

Source:

(6)
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nsaigniay [aa] ensuitudu’ld

korani chukchoen [khun] lueak rap ngoen
khuen dai

[You] can opt for a cash return in the case of
emergency.

Retirement Saving Plan G 55, 60, 65

[nae] itoumdounBomand il ieaugaiimnnis
[khun] triam phrom kasian tangtae wanni
phuea khwamsuk ti mak kwa

[You] Start preparing for retirement today

for greater happiness.

BLA Unit Pension

B [an] 30 Sabedu Tasiinmginsdesuameigiozive
ying [khun] sue reo ying khum doi ti rakha
unit cha tangkan tam ayu lae pet

[you]
coverage. Per-unit price varies by age and

The sooner buy the greater the

gender.
BLA Unit Pension

Y Aa =

fanaudinmdesnurudiandeaniie s ududianteuedis
= <
fanuguiaziula

thueng wela laeo thi rao tong wangphaen

chiwit kasian phuea roemton chiwit kasian
yang mi khwamsuk lae manchai

It’s time for us to plan for a happy and
secure retirement.

AlA Annuity 60/85

[aa] a¥enrugalalunngredenieneig 553 60 ) uaz
Y '
65 7 aandeumBygaga 3 uauun nuuHunsFIsZdean

[ae] don'ld



Transliteration:

Translation:

Source:

(7)

Transliteration:

Translation:

Source:

(8)

Transliteration:

Translation:

Source:

(9)

Transliteration:

Translation:

Source:
(10)

Transliteration:

Translation:

Source:

69

[khun] sang khwamsuk nai thuk chuang wai
kasian ayu 55 pi 60 pi lae 65 pi lotyon phasi
sung sut 3 saen bat kap phaen kanchamra bia
thi [khun] lueak dai

Build happiness for every retirement age, 55,
60, or 65. Premiums on the plan [you] select
are tax deductable up to 300,000 baht.
Retirement Saving Plan (1) 55, 60, 65

= ay ¢ 1o
[aa] Dredioaine 3 1nsedisrsae

[khun] chai bia sabai retire yang ramruai
[You] pay easy premium; retire wealthy.
Muang Thai Return Retire

TidasAaing 14 ieao1y 20-60

maiwa Khrai ko samak dai
Anyone 20-60 years old can apply.
Retirement Saving Plan G 55, 60, 65

[Avereszifusia] TilsednuiseaziBoadermuauaziton'ly
Tunsusssy

[phukho-ao-prakanphai] prot sueksa railaiat
kho kamnot lae ngueankhai nai krommathan
[Applicants] please study details, terms, and
conditions of the policies.

AIlA Annuity 60/85

4 o a o ' v A ¢
LWﬂﬁﬂﬁﬂﬁgiﬂ‘Huq\iq@ﬂJﬂﬂﬂWU [mu] AITNONITUTITHIUATY

Smuadyan

phuea sitthiprayot sung sut khong than
[than] khuan thue krommathan chon khrop
kamnot sanya

For maximum benefit, [You] should hold the
policy for the full designed term.

Retirement Saving Plan G 55, 60, 65



70

The language used in these examples is employed to convey
several communicative purposes. First, these material clauses highlight the attractive
benefits that customers obtain from the annuity policies advertised, e.g., receiving an
annual pension, or receiving a cash return value in case of emergency. Second, these
clauses construct the idea that retirement savings are necessary for a happy, secure,
and affluent life during retirement, and they urge the customers to prepare for their
retirement by purchasing annuity policies while they are working for more benefits.
Third, material clauses are also employed in the advertisements to account for the
conditions in applying for annuity policies, e.g., anyone 20-60 years old can apply for
the policies; customers have various options in premium payments; and
recommending customers to study details, terms, and conditions before purchasing the
policies and to hold the policies for the full designated term.

Annuity policies also emerges in the role of actor in material

clauses. The policies are the doer of the verbs “guarantee”,

allocate”, “matches”,
“cope with”, “are tax deductible”, and “build”, as in examples (11) - (16).
(11) [1eete 1iungy 60/85] niounsuatuihungyls 7

Transliteration: [AIA Annuity 60/85] prom karanti ngoen
bamnan 15 pi

Translation: [AIA Annuity 60/85] guarantees a pension

for 15 years.
Source: AIlA Annuity 60/85
(12) [1iiea'lng 8501 wnaz iedlng 9901] saassFusnnniion

[ 3|
agnuiluszyy

Transliteration: [Muang Thai 8501 and 9901] chatsan ngoen
yamkasian yang pen rabop

Translation: [Muang Thai 8501 and 9901] allocates
pension payments systematically during
retirement.

Source: Muang Thai 8501 and 9901



(13)

Transliteration:

Translation:

Source:
(14)

Transliteration:

Translation:

Source:
(15)

Transliteration:

Translation:

Source:
(16)

Transliteration:

Translation:
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[PR 60] aeu nnanwdesnsiiiemsinioaeiy

[PR 60] top thuk khwamtongkan phuea
kankasian ayu

[PR 60] matches all
retirement.

PR 60

[AIA Annuity FIX] sessuanunlasunlaslusuian

your needs for

~ Ax Y A N Y
wszmsndeanadesd lai g

[AIA Annuity FIX] rongrap
khwamplianplaeng nai anakhot phro
kankasian thi di tong disai dai

[AIA  Annuity FIX] copes with future
changes because a good retirement must be
designed.

AlA Annuity FIX

[ifosziuves BLA Unit Pension] aaudeumid

[biaprakan khong BLA Unit Pension] lotyon
phasi dai
[BLA  Unit
tax deductible.
BLA Unit Pension

Pension  Premiums] are

[w3wding (1) 55, 60, 65] afuaruiundliauiinu
$n Tavfuseamssietug 20 3 (mn@edinnousinng

asu 20 7)

[sap bamnan (1) 55, 60, 65] sang
khwammankhong hai khonthikhunrak doi
raprong kanchaibamnan 20 pi (hak sia chiwit
kon rap bamnan khrop 20 pi)

[Retirement Saving Plan (1) 55, 60,
65] builds security for your loved ones with

pension payments for 20 years guaranteed
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(in case of death before having received the
full 20-year pension).
Source: Retirement Saving Plan (1) 55, 60, 65

The producers of annuity advertisements utilize these language
features to 1) portray annuity policies as a good financial plan that offers numerous
benefits to customers; 2) construct the idea that financial security can lead to
happiness in retirement; 3) stimulate customers to plan for retirement at present; 4)
provide conditions in applying for annuity policies; 5) illustrate life during retirement
as unpredictable; and 6) create a positive image of customers who purchase annuity
policies as people who care for their loved ones.

Moreover, causative structures are also found in annuity
advertisements. They are used to position annuity policies as an active participant that
can offer benefits to the customers, as shown in example (17).

17) [1#ieq'lne 8501 & 55 uaz & 60] IWpaudensuituiiuigy

1870 2 uwuanuduar 8501 & 55 Suduthwiauiieasy
91y 55 1 wse 8501 & 60 Susuihnaileasueig 60 7

Transliteration: [muangthai di 55 lae di 60] hai khun lueak

rap ngoen bamnan dai kap 2 phaen khwam
khumkha
Translation: [Muang Thai 8501 D 55 and D 60] offers

you options in receiving pension payments

with two annuity policies: Muang Thai
8501 D 55 pays at age 55 or Muang Thai
8501 D60 pays at at age 60.
Source: Muang Thai 8501 D 55 and D 60
Insurance companies are presented as an actor that does the
actions of “pay out”, “tailor”, “(not) pay out”, “take care”, “is focused on”, “receive”,
“run”, and “offer”, as in examples (18) — (25).
(18) nsddeT IS Enazesuauduesedudevseyanauny

P g v o w Ao 2
Asu5358130110% e uiiolszAusendnnsszuudnanua

udwaslauinni



Transliteration:

Translation:

Source:
(19)

Transliteration:

Translation:

Source:
(20)

Transliteration:
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korani siachiwit borisat chachai chamnuan

ngoen-ao-prakanphai rue munlakha
wenkhuen krommathan rue 110% khong bia
prakanphai lak thi chamra ma laeo thangmot
laeotae chamnuan dai makkwa

In case of death, the Company will payout
the cash surrender value or 110% of total
basic premiums already paid, whichever is
more.

i-Wish

vivnngaIne-uenalsziudia $iia (umwu) sawadrauny
inBoavesna s whunsesusduiluszuuiteiiozyi i

vy
uwunBoavesgauilu llawiaila 3donals: Temigega

borisat  krungthai-aeksa prakan chiwit
chamkat (mahachon) ruam sang phaen
kasian khong khun hai pen ching phan kan-
om yang pen rabop phuea thi cha tham hai
phaen kasian khong khun pen pai tam thi
tangchai duai phonprayot sungsut
Krungthai-AXA Life Insurance Public
Company Limited tailors your retirement
plan through systematic savings so as to
meet your actual needs and desires with the
greatest benefits.

PR 60

v3tmavz hidunses nsdidiondseiudeaindiniedelaaiing
molu 13 sfuuatusidyinsetudenignsusssiviodu
ﬂﬁuﬁuéﬁﬂ‘lumahmmﬂ‘m‘ﬁ‘i‘ﬁjﬂ%QQﬂﬁ1ﬂﬁ%ﬂQﬂﬁj§ﬂﬂi$IU‘]ﬂﬁ

3i1a1e lagaau

borisat chamai khumkhrong korani phu-ao-

prakan-phai kha tua tai duai chai samak phai



Translation:

Source:
(21)

Transliteration:

Translation:

(22)

Transliteration:

Translation:

Source:
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nai 1 pi naptae wan tham sanya rue wan to
ayu krommathan rue wan klap khuen su
sathana doem khong krommathan khrang
sutthai rue thuk phu rap prayot kha tai doi
chettana

The Company will not payout coverage in

case the insured commits suicide within one
year from implementing the contract or of
last extending or reinstating the policy or if
the insured is murdered by the beneficiary.
Muang Thai Retirement Saver

TnenlszMisInguanmuaanalal

thaiprakanchiwit dulae khun talotpai
Thai Life Insurance will always take care of
you.

v A 3

n3elne-uenslszMiinaendinnududindunslseiu
FiauazguninlaoiiaiuedialndFasiudueadnis
aviszrndiile Wannssziudiaiiegnieduditusely
krungthai-aeksaprankanchiwit tokyam
khwampenphunam dankanprakanchiwit lae
sukkhaphap doi thamngan yangklaichitkap
ongkansahaprachachat phuea
phatthanakanprakanchiwit phue lukkha yang
yangyuen

Krungthai-AXA Life Insurance is focused
on being the leader in life and health
insurance through working closely with the
United Nations in developing sustainable
life insurance for customers.

PR 60



(23)

Transliteration:
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wazgninmIwamsauiugsnei laaauiilfusina 185y

v
sidanaluseaudsumauagseauananinue

lae chak kanphattana kandamnoen thurakit
thi dotden tham hai borisat dairap rangwan

thang nai radap pratet lae radap sakon

makmai

Translation: And, as a result of our outstanding
performance, the Company has received
many national and international awards.

Source: PR 60

(24) wloedszima’lneg duiiugsnvlsziudiauiuiund 77 9

Transliteration:

9 '
A Tui lgaan 2481

AlA pratetthai damnoen thurakit prakan

chiwit manan kwa 77 pi tangtae wanthi 1
tulakhom 2481

Translation: AIA Thailand has run the insurance business
for more than 77 years since October 1%,
1938.

Source: AIA Annuity Smart

(25) wonani [1elete Yszma'lng] dalfuimandgnieadnilu

Transliteration:

Srumstsziusonguiss fuduie
nokchakni [AIA pratetthai] yang haiborikan

kae lukkha ongkon nai dank anprakanphai

dlum prakan sinchuea

Translation: Beyond this, [AIA Thailand] offers
insurance for organizations in the form of
group policies and credit insurance.

Source: AIA Annuity Smart

These linguistic features are employed to present the benefits of
the annuity policies, to construct the idea that retirement savings are necessary for life

during retirement, to give information about the cases and conditions in which the
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company will not pay benefits to customers, and to create a brand image of insurance

companies as professional and reliable.

In addition, the producers employ material processes to create a

strategy called “claiming specialist knowledge” in annuity advertisements. In the

advertisements, the insurance company positions itself as a voice of expertise through

“discourse of information” (Machine & Mayr, 2012, p. 44), which recommends an

appropriate financial plan that can provide financial security and happiness for

customers in every period of life, as in example (26).

(26)

Transliteration:

Translation:

i (o1g 20-30 1) flugraioiiGuiingd wiuns
A A £ v o 9
pauidu oadeanuian Taellithwinouagszoznarlums

poufidau [aa] eswsaamuuiinnudsineuiieganay

= ' o v o v A P 9.
NAADUUNUA ﬂ’J‘Uﬂllﬂﬂ‘]Jﬂﬁ’dSN‘Viﬂﬂﬂiﬁ‘u’ﬂuLWﬂ?JL!W]WIJNWLH
A o o oy v =S|
Tagtaenisenuuyuaieton ANATOIUIU AUVYAT B
v a 9 A Yy & o A A o o
ﬁ11]1§ﬂﬂl\?uﬂﬂuﬂu‘lﬂlﬂﬂﬂiﬂﬂ1q Y ﬁiﬂmﬂfﬁ/ﬂﬂi@ﬂu
Aaa A g v Y ' '
Glf’JGlLWE]ﬂiJﬂiBﬁi1ﬂqﬂﬂ1ﬂﬂﬂﬂﬂ!!ﬂwmm

chuang roem thamngan (ayu 20-30 pi) pen
chuang wait hi roem mi raidai nen kan-
omngoen phuea sang khwammangkhang doi
mi paomai lae raya wela nai kan-om thi

chatchen [khun] samat longthun baep mi

khwamsiang khonkhang sung lae phon
topthaen di khuapkhu pai dap kansang lak
prakan phuea anakhot khangna
duai lueak tham prakan baep chai noi
khumkhrong nan kha bia tam sueng
samat rap ngoen kon khuen dai muea khrop
ayu sanya rue lueak tham prakan chiwit
phuea khumkhrong raidai hak tong dulae
pho mae

Early in one’s working life, ages 20-30,

when one begins to earn regular income, is
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the time to save with clear goals and time
frames in order to build up wealth. [You]
can make high-risk, high-return investments
in tandem with purchasing low-cost, low-
premium, long-term insurance coverage
from which you can take a lump-sum
payment at the completion of term, or
you may choose a life policy with income
protection in case you have to take care of
your parents.

Source: Annuity 555

The communicative functions of this example are to 1) create a
brand image and brand positioning that the company provides a wide array of
financial products and services; 2) indicate that financial security can lead to
happiness at every stage of life; 3) create a positive image of customers who purchase
the products and services of the company as good and grateful family members, who
care for the loved ones by building financial security for them; and 4) create a positive
image of customers as independent and able to take care of themselves, not being a
burden to their children.

Additionally, “happiness in retirement” is also employed as an
actor of the verb “prepare” in order to construct the idea that financial security can
bring about happiness and to persuade customers to prepare for their retirement at
present in order to enjoy a happy retirement in the future, as in example (27).

"o

A Aa v a = Y vy v ¥ L
(27) anugueIandunton wseundonldudinwa iud

Transliteration: khwamsuk phue chiwit lang
kasian triamphrom dailaew tungtae wanni

Translation: Happiness after retirement can be prepared
today.
Source: BLA Unit Pension

Furthermore, material processes are employed to present the

retirement period as a worrying one that is different from the working period and full
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of expenses, as in example (28). People have to stop doing activities and cannot live
their life as when they are working, as in example (29).

£
(28) senauthuuedinde nfoar  14edrafinnuguian’y

[

ABAAYNNUNINTTUIIUBAITNAE HINDAMIURWIGHUIY

1 ' v A
fAomsAuiiuFinNa1991n293891910 MSAEIMeILIaNminiy

a Y = ' E =
Quiile saudea lgmeenben

Transliteration: rao at tang paomai chiwit wai kasian wai
yang mi khwamsuk tem pai duai
khwamsanuk kap kitchakan ngan adirek tang
tang hak ik dan thi ma khu kan nan khue
kandamnoen chiwit thi tang chak chuang
wai thamngan kha raksa payaban thi phoem
khuen ngoenfoe ruam thueng kha chaichai
yam kasian

Translation: We may set our sights on a retirement filled
with the enjoyment of hobbies and other
activities, but along with that, our post-
working years come with higher healthcare
costs and inflation along with living

expenses during retirement.

Source: AIlA Annuity 60/85
(29) aaedigannod1e inwdeunudiuntow

Transliteration: khun ya yut thukyang pai phromkap kham

wa kasian

Translation: [You] Don’t stop everything when you
retire.

Source: i-Wish

To sum up, although customers are presented as the majority of
actors in annuity advertisements, they are not involved in material processes which
bring about changes in the world, e.g., they perform such verbs as “receive” and

“hold”. In other words, customers are passivated rather than activated. Annuity
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policies and insurance companies, however, are activated because they conduct
actions of “allocating”, *“guaranteeing”, “building”, and “paying out” benefits to
customers, which signify the power of annuity policies and the authority of insurance
companies over customers. These findings are consistent with those of Angsuviriya
(2015, p. 8-9), who found that financial institutions present themselves in
advertisements as a financial assistant, an opportunity provider, or as a hero who can
help and provide solutions for financial problems the customers encounter, which
suggests the superiority of financial institutions over customers.

2) Relational Processes

Relational processes refer to verbs of being and having. The main
participants are carrier and attribute, possessor and possession, and token and value
(Halliday, 1994, p. 119). In annuity advertisements, relational processes are realized
through both the verbs “be” and “have”. In terms of participants, Table 4.2 indicates
that 10 noun phrases are used as carrier, token, and possessor: customers, annuity
policies, insurance companies, the stages of life, the creation of financial security for
oneself and one’s loved ones, the benefits of annuity policies, the conditions of
applying for annuity policies, happiness in retirement, the longevity of Thai people,
and the retirement period. Noticeably, the most frequently occurring participants are
the customers of annuity policies, as shown in Table 4.2.

Customers are also portrayed as the participants of relational
clauses. They are utilized to portray the life of the elderly in an aging society in which
retirement savings are necessary for the elderly to take care of themselves because
people at present tend to have a small number of children, as shown in examples (1) -
(2). Relational clauses are also employed to convince customers that they can obtain
numerous benefits from the policies, as shown in examples (3) - (5). Lastly, example
(6) indicates that a relational clause is used to create a positive image of customers
who purchase annuity policies as someone who can take care of themselves, not being
a burden to their children.

= =) :3 = 9
@) AMTIUD YUY Ugnraueeag

Transliteration: khonrao mi ayu yuenyao khuen lae mi

luklan noi long



Translation:

Source:

@)

Transliteration:

Translation:

Source:

(3)

Transliteration:

Translation:

Source:

4)

Transliteration:

Translation:

Source:

()

Transliteration:
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People have (live) longer life [and] have
fewer children.
AIlA Annuity 60/85

S £ A9 Yt 2 v oo A
wingautluaunilandeanisnamuns 1953anaTen Bow
v
msnniuiilassadniszanns Ingldihgdeandgeeny

hak khun pen khonnueng thi thongkan
wangpaen kanchaichiwit langwaikasian phro
thukwanni khrongsang prachakonthai
daikhaosu sangkhom phusungayu

If you are among those who want to plan for
life after retirement since Thailand has
become an aging society

Retirement Saving Plan G 55, 60, 65

" Yo 3 9 S A o Y (J =
wilii1@dsusms [am] Anfeudiiuihuyldquadueseiia
01 99 7

mae mai dai rap rachakan [khun] ko
phrom mi ngoen bamnan chai dulae tua-eng
yao thueng ayu 99 pi

Although you are not a government worker,
[you] will have a pension to take care of
yourself through age 99.

BLA 600

o A A
[aa] nua anudnaluGesrildiie

[khun] mot  khwamkangwon

khanchaichai

rueang

[You] will have no concerns about expenses.
BLA 600

v aa ayn Jo <A A a o
diantlasumadse Teiuanonduiupa o Juasusey

fmuadyan gega 18%* vesdmantuenlsziusy

than mi sit dai rap phonprayot poemtoem

chak ngoen panphon na wan khroprop



Translation:

Source:
(6)
Transliteration:

Translation:

Source:
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kamnot sanya sungsut 18%* khong
chamnuan ngoen-ao-prakanphai

You have the right to receive additional
benefits up to 18% of the sum insured at the
end of the contract date.

PR 60

[aa] Disdlumszvesgnuau

[khun] mai pen phara luklan

[You] will not be a burden to [your]
children.

Retirement Saving Plan G 55, 60, 65

Insurance companies are also used as the participants of

relational clauses. They are identified as reliable and professional, as shown in

examples (7) - (8). In addition, the relational clause also indicates the authority of the

company in terminating the policy in the case of false information, as shown in

example (9).

(7)

Transliteration:

Translation:

Source:

S % = ‘Ao
uaz [10le10 Uszmalne] Wunilduandnvesnguusinele
9 Y Y v Aa
10 Taglinnuauasesludunsdszdudia nsnmuesn
[u iedeinben n1sisziudegidmguazquain uazns
sgiuadaununiunyau

lae [AIA pratetthai] pen nueng nai samachik
khong krum borisat AIA doi hai
kwamkhumkhrong nai dan kanprakan chiwit
kanwangphaen omngoen phuea wai kasian
kanprakanphai ubattihet lae sukkhaphap lae
kanprakan chiwit baep kuap kanlongthun
And, [AIA Thailand] is a member of AIA
Group Limited, providing life insurance,
retirement savings plans, accident and health
insurance, and investment insurance.

Annuity Smart
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(8)

Transliteration:

Translation:

Source:

(9)

Transliteration:

Translation:

Source:
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Y

Ed
uaz [1elere szmalng] Wuddanisneaqudrseaassdn

lae  [AIA pratetthai] pen phuchatkan
kongthunsamrongliangchip

And, [AIA Thailand] is a provident fund
manager.

Annuity Smart

wag luns@iifiondsziusonnasteninulag Tudiveren
sz hiassnwanuiussa[u3em] fantvendredaan
lae nai korani thi phu-ao prakanphai
thalaeng khokhwam dai dai nai khamkho ao
prakan mai trong tam khwampenching
[borisat] mi sit bok lang sanya

And in case the insured makes any false
statements in applying for insurance, [the
Company] has the right to void the contract.
BLA 555

The annuities policies are identified as a good financial plan that

offers sufficient savings for a worry-free retirement, as shown in example (10).

Moreover, relational clauses are employed to give information about conditions in

applying for annuity policies, as shown in example (11).

(10)

Transliteration:

v do 3 a = v A ' o
NINYVIUY (l) Wu onntsuuvdsenunesiennunis
a 4 k2 (4 ! 9 o A Aa I
’JNLLWHLﬂ'}‘JEJmEJEJN‘liﬂ’J‘Illﬂﬂ’m ma“lwmmuuummﬂu‘lﬂ
' 4 = Y o o 9 o o
EJEJ‘N'iTUiuIﬂEliJi‘lEl‘lﬂ‘ﬂL!uuﬂuﬁWﬁiUiﬂiﬂ1ﬂiu’Jﬂﬁﬁiﬂ1i
indonieny

sap bamnan (1) pen ik nueng baep prakan thi
cha chuai kamkap kanwangphaen kasian
yang rai khwamkangwon chuai hai kan
damnoen chiwit pen pai yang rapruen doi mi
raidai thi naenon samrap chaichai nai wai

lang kasian ayu
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Translation: Retirement Saving Plan (1) is another type
of insurance that can be a component of your
planning for a worry-free, easy-living
retirement with a guaranteed income for
post-retirement expenses.

Source: Retirement Saving Plan (1) 55, 60, 65

(11) eaansiiluioimsaginailss Tonilaodauvy

Transliteration: ekkasan ni pen phiang kan sarup phonprayot
doi sangkhep

Translation: This document is only a brief summary of
benefits.
Source: Retirement Saving Plan G 55, 60, 65

The producers of annuity advertisements also utilize other noun

phrases as the subjects of relative clauses: “longevity rate of Thai people”, “financial
planning for retirement”, “retirement period”, and “expenses during retirement”, to
define longevity as a cause of worry. The life of the elderly in an aging society is
presented as being filled with a lot of expenses, especially medical expenses, and
retirement savings are needed as shown in examples (12) - (17).

(12) Suilowndevesnieing fie 71 % uijalne 78 1)

Transliteration: wanni ayu chalia khong chai thai khue 71 pi
ying thai 78 pi

Translation: At present, the average age of Thai males is
71 years, 78 for females.

Source: BLA Unit Pension

1 3
(13) an 15 Adhamh ergmasmeineszgaiuds 74 7

Transliteration: ik 15 pi khangna ayu chalia chai thai cha
sung khuen thueng 74 pi

Translation: In the next 15 years, the average age of Thai
men will be as high as 74.

Source: BLA Unit Pension

o X = Y v A Ed
(14) p1tuTY e szeznaIms ¥R Iandundouonuuiu




Transliteration:

Translation:

Source:
(15)

Transliteration:

Translation:

Source:
(16)

Transliteration:

Translation:

Source:
(17)

Transliteration:

Translation:

Source:
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ayu yuen khuen maithueng rayawela kanchai
chiwit lang kasian yao nan khuen

Living longer means a longer post-
retirement life.

BLA Unit Pension

o 2 =< 19U o A 2
21gauIY neda a1 laneludunbsauniy

ayu yuen khuen maithueng khachaichai nai
waikasian mak khuen

Living longer_means more expenses during
retirement.

BLA Unit Pension

=) é’ = Y ) a :3
D1YYUVU NUIYD ADUATYNINUDDNNINUY

ayu yuen khuen maithueng tong triam
ngoen-om mak khuen

Living longer means the need to save more
in advance.

BLA Unit Pension

o

= <3 ' ' = 2 9 = '
ainBoauduriwawramsasunias HINDNATUNNINNU
4 o A Aa 4 ' v o ' A
HUADNTITAUUUTIANANITNFINIINWNIUAITNHINYTIUIAN
A X 2 19U a
WnIus e 1 dneeunton

wai  kasian chuang wela haeng

pen
kanplianplaeng hak ik dan thi ma khu kan
nan khue kandamnoen chiwit thi tang chak
chuang wai thamngan kha raksa payaban thi
phoem khuen ngoenfoe ruam thueng kha
chaichai yam kasian

Retirement is a time of change and a time
when you live differently from when you
were working. Increasing health costs add to
other expenses during your retirement.

AIlA Annuity 60/85
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Machin and Mayr (2012) explicate that relational processes are
used to present opinions as facts (p. 110). In annuity advertisements, relational clauses
are also used to construct the following ideas: 1) a good financial plan is necessary for
retirement; 2) financial security can lead to happiness at every stage of life; and 3)
insurance companies provide a wide array of products and services for the financial
security of customers; and 4) customers who purchase the products and services of the
companies are good and grateful family members, who care for their loved ones by
building financial security for them, as in examples (18)-(21).

a ) a Y A Ao o ]
(18) MsNaRUnemMsSulumuntoailugaid YUINTVU

Transliteration: kanwangphaen thang kanngoen nai chuang
kasian pen sing thi samkhan mak khuen

Translation: Retirement saving plans have become more
important.

Source: AlA Annuity 60/85

(19) mneFiaiindoy AoFiafidanuguinanh

Transliteration: phro chiwit thi phrom kue chiwit thi mi

khwamsuk makkwa

Translation: Because a well-prepared life is a happier
life.

Source: BLA 555

(20) guvdandoaniuesald &1 [aa] Nnumussoundoulinioy

Transliteration: suk lang kasian pen ching dai tha [khun]
wanpaen triam kasian hai phrom

Translation Happiness after retirement can be real if
[you] plan fully for retirement.

Source: BLA 600



(21)

Transliteration:

Translation:
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' £
Fuaduasouaid (e1g 31-45 1) Wusriidesguaninusn
gn naznunenaul msadennuiunduiiaguazaseunss

3. X o w A v A o Y
Whuaediag arsdenuuulssnunnuilseiugs Auasedsn?

v A = ::ya = g
ATOUAQUAIZTURAYOY NISANKIGN HazHlldy saudaily
o v A g Y] A o o ' o

nandszauimny Bauasuiquinunudiga arug hldums
afuguz eouduluszoznataazizezonn MsaanuUeIEDn

4 4w 4 a4
asuuuuAaNmes ligain nazalsiENLRUNTRUTND
NHIUTMTUA DS

chuang sang khropkhrua (ayu 31-45 pi) pen
chuang thi tong dulae thang khonrak luk lae
khunpho khunmae kansang
khwammankhong nai chiwit khu lae
khropkhrua pen sing samkhan khuan lueak
baep prakan thi thun prakan sung
khumkhrong yao  khropkhlum  phara
rapphitchop kansueksa luk lae nisin ruam
thueng pen lak prakan thi kep wai dulae
khon thi khun rak thaen tua khun khuapkhu
pai kap kan sang thana omngoen nai raya
klang lae raya yao kanlongthun at lueak
longthun baep thi khwamsiang mai sung nak
lae khuan roem wangphaen kanngoen phuea
kasian samrap tua-eng

The family years, 31-45, when one cares for
one’s spouse, children, and parents, is the
time for building security for your spouse
and family. You should select high
coverage, long-term insurance covering your
responsibilities, your children’s educations,

and debts as well as taking care of your



Source:
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loved ones in your place. At the same time,
you should start medium-term and long-term
savings plans, make lower-risk investments
and start financial planning for your
retirement.

BLA 555

Additionally, causative structures are found in annuity

advertisements. They are used to present the benefits that annuity policies offer to the

customers, as shown in examples (22) - (23). These causative structures imply the

power of annuity policies over customers in providing a worry-free retirement.

Besides, example (24) also portrays the life of the elderly at present, in that it is full of

health risks and the rising costs of living and medical care.

(22)

Transliteration:

Translation:

Source:
(23)

Transliteration:

Translation:

Source:
(24)

[AIA 80/85] aaiivhung 1953andunoneiianiuly

dwielete 1huny 60/85

[AIA bamnan 60/85] hai khun mi bamnan
chai chiwit lang kasian yang manchai duai
AIA bamnan 60/85

[AIA 60/85] provides you a pension for a
confident retirement with AIA Annuity
60/85.

AlA Annuity 60/85

w'lete 1huny 60/85 v lviGeshinuinailuGessnisu

[AIA bamnan 60/85] tham hai rueang thi

khun kangwon pen rueang rapruen

AlA Annuity 60/85 changes your worry to

be your happiness.
AIlA Annuity 60/85

waznwganssumsus InanaggUununs1983as e iui

= ' ~ Py A ~ o o ]
wasuudaslygamaliaulianuaesies i lsalsesrdaunau

luvaznainsesdnsiudea ldaelunmsinyimeruiadanad

1 e
uun Tiuingau
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Transliteration: lae chak phuetthikam kan boriphok lae
rupbaep kan chai chiwit prachamwan thi

plianplaeng pai song phon hai khon mi

khwam siang thi cha mi rokprachamtua mak

khuen naikhanathi khakhrongchip
ruamthueng khachaichai nai kan
raksaphayaban yangkhong mi naewnom
sung khuen

Translation: Changing consumer behaviors and daily

lifestyles result in increased risk of chronic
diseases at a time when the cost of living
and medical costs are trending upward.
Source: Retirement Saving Plan G 55, 60, 65
The findings of this section are consistent with previous studies
which have found that insurance advertisements make use of fear as a means of
persuasion by recreating a discourse of risk to construct the idea that insurance
policies are necessary in a modern risk society (Bell, 2011, p. 2; Carden, 2010, para. 5
& 7; Krahman, 2008, pp. 10-27; LaTour & Zahra, 1989, pp. 61, 63; Noisamran, 2010,
para. 6). In this study, annuity advertisements highlight a fearful situation in a modern
risk society, encourage consumers to feel a sense of personal responsibility to manage
their risks, and suggest that annuity policies are the solution in order to reduce risks
and strengthen financial security because it is a means to accumulate savings for
retirement.
3) Mental Processes
Mental processes refer to verbs of sensing. The main participants
are senser and phenomenon (Halliday, 1994, p. 113). The frequency in Table 4.2
shows that the customers and the insurance companies are foregrounded as the sensers
of the mental process. As part of the mental process of sensing, verbs such as “want”,
“rely on”, “be certain”, and “ease worry” are used to suggest that customers feel
insecure about their retirement, and that they want to have financial security for a
happy and comfortable life during retirement. The advertisements, then, construct the
idea that customers can rely on and can be certain that annuity policies will provide
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benefits for them. These linguistic features also construct the idea that financial

security can lead to a worry-free retirement, as shown in examples (1) - (4).

1)

Transliteration:

A
[a] deamisiiGuesnuiniuvinnisaandeuniba aiu

nsusssitnygege 200,000 vm

[khun] tongkan mi ngoen-om mak khuen
chak kanlotyon phasi suan krommathan
bamnan sungsut 200,000 bat

Translation: [You] want to save more with pension-
policy tax deductions as high as 200,000
Baht.

Source: AlA Annuity FIX

(2) [aa:] neladuduasesnadeaiailigaplas

Transliteration:

[khun] wangchai kap khumkhrong kan sia

chiwit thi mai sun plao

Translation: [You] can fully rely on life insurance
coverage.

Source: Retirement Saving Plan (1) 55, 60, 65

(3) [aa] shula Sunoadoiudou u o1y 60 3 Feiuegiveny

Transliteration:

Translation:

Source:

sullszdusaioiiuve s fyis uduunSealdiufn
[khun] manchai wai kasian duai ngoenkon
na ayu 60 pi sueng khuenyukap ayu rap
prakanphai phuea pen khongkhwan roemton
wai kasian

[You] can be confident of retirement age

with a lump sum payout at 60, depending on
age of becoming insured, as a retirement gift
to yourself.

PR 60



4)

Transliteration:

Translation:

Source:
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o

Ed 4 ]
uilguawisaaatganuivanulynunarilddrenisisy

P v a = A4 @ v o [T
afnafaamsomndouiasuuuulszdumhuig “nnd
gy G”

wan ni khun samat khlai khwam kangwon

kap panha lao ni dai duay kan roem sang
sawatdikan yam kasian thi di kap baeb
prakan bamnan sap bamnan G

Today you can ease your worry about these

problems by starting to build toward
retirement security with Retirement Saving
Plan G.

Retirement Saving Plan G 55, 60, 65

In addition, mental processes are also used to foreground

insurance companies in caring, understanding, and intentionally developing their

products and services for customers through the use of the verbs “understand”,

“commit”, and “think”, as in examples (5) - (7).

(5)
Transliteration:
Translation:

Source:

(6)

Transliteration:

Translation:

Source:

AlA ihl¥3a hlaaw

a

AlA khaochai chiwit khaochai khun

AIA understands life and understands you.
AlA Annuity 60/85

uinngalne-uendn dszfudia $ida (wmvu) faiuduiiu
ganuitedfuuiimsudunialulovesn Ing

borisat krungthai-aeksa prankan chiwit
chamkat (mahachon) mungman damnoen
thurakit phuea kao pen borisat andap nueng
nai chai khong khon thai

Krungthai-AXA Life Insurance Public

Company Limited is committed to

conducting business so as to become the
number one insurance company in Thailand.
i-Wish
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(7) Inenlsziudia Anifoeta yaiia
Transliteration: thai prakan chiwit khit khiangkhang thuk
chiwit
Translation: Thai Life Assurance thinks to stay side-by-
side with everyone.
Source: Retirement Saving Plan G 55, 60, 65
The producers of annuity advertisements employ these mental
clauses in order to create a positive brand image of insurance companies. These
findings are consistent with the statement of Machin and Mayr (2012, p. 109) that in
advertisements consumers tend to “desire”, “need”, and “want”, whereas the
advertisers tend to “think”, “know”, and “understand”. This means that the advertisers
position themselves as able to fulfill customers’ needs through their knowing and
understanding. In this case, the insurance companies present themselves as the ones
which continually develop new products and services in order to provide financial
security and the right solutions for a real life that is unpredictable. Besides, these
results are consistent with the findings of Dhammeunyong (2016, p. 205), who found
that one of the factors in purchasing annuity policies is the reliability of the insurance
companies.
In addition, mental processes such as the verbs “believe” and

“determine”, as in examples (8) and (9) are also employed to indicate that financial
security can lead to happiness at every stage of life, as well as to indicate the
establishment and reliability of the companies, which can create brand image.

A v Aaa A

(8) ApannlszfuFiagenaiatawdeun g ubaiig
Transliteration: krungthep prakan chiwit chuea wa chiwit

ying phrom khwamsuk ying phoem

Translation: Bangkok Life Assurance believes that the

more preparation the happier the life.
Source: BLA 600

aa r9 Y. o,

g = a 3 ] d‘

9) nyunnlsgnudInvaaivaady nanlsziugduunlnig e
¢ 1 aa ' v A 99 Y [V

aouTandnnaeyinedesoudiu e ligamieusyjagiihvune

pe1auAs TN NE 19 aa



Transliteration:

Translation:

Source:
4) Verbal Clauses

93

khuen krungthep prakan chiwit

chueng mungman khidkhon lak prakan

rupbaep mai phuea topchot thuk chuang
chiwit yang rop dan phuea hai khun phrom
mung su paomai yang mankhong mai
kangwon huangna phawonglang

BLA determines to create new forms of

insurance answering to the all-around needs
of every period of life, allowing you
confidently to pursue your goals without
worry or regret.

BLA 600

Verbal processes are verbs of saying. The main participants are

sayer and verbiage (Halliday, 1994, p. 140). As seen in Table 4.2, customers and

insurance companies are presented as a sayer in verbal clauses. Customers are

portrayed as the ones who “(not) answer

declare”, and “conceal” as shown in

examples (1) - (2), whereas the insurance companies are presented as the ones who

“void” the contract, as in example (3).
1)
Transliteration:

Translation:

Source:

@)

Transliteration:

uaz [qu] hidesneumnmgunim

lae  [khun] maitong top khamtham
sukkhaphap
And, [you] don’t have to answer questions

about your health.
BLA Unit Pension

a 3 ' ) ] 3 a
RININ [‘VH‘L!] mmuaaway‘ammmmgﬂuﬂsﬂumﬂmimmm

Usziusivenalse Tomigagavesniiu

ik thang [than] tong thalaeng khomun tam
khwam pen ching nai ekkasan kho ao
prakanphai phuea phonprayot sungsut khong
than



Translation:

Source:

3)

Transliteration:

Translation:

Source:
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Also, for the greatest benefit, the

information [you] declare on the insurance

application must be true.
Retirement Saving Plan (1) 55, 60, 65

oy v o A 9 a A v <
ﬂﬁm@llﬂ1ﬂ§$ﬂuﬂﬂqwlﬂﬂmﬂﬂl@ﬂ']uﬁ]iﬂ NIDUDAIUDAINUIND
A o Yy o 8 o o o o A
UIENA ﬂﬁﬂﬂﬂﬁ1ﬂﬁﬂlm1ﬂ‘lﬂﬁlu 2 ﬂ UUAUAIUMTAYYT 15D

v
’Ju@]ﬂﬂ‘lqﬂiilﬁﬁiﬂ W%ﬂ?uﬂﬁﬂﬁuqﬁﬂ1H$Lﬂll“llﬂﬂﬂillﬁ'i§l‘i’ﬂ'§\1
game

korani phu-ao-prakanphai mai_poetphoei

khokhwam ching rue thalaeng khokhwam tet
borisat cha bok lang sanya phainai 2 pi
naptangtae wan tham sanya rue wan to ayu
krommathan rue wan klap khuen su sathana
doem khong krommathan khrang sutthai

In case the insured conceals any fact or gives
any false statement, the Company may void
the contract within two years of the effective
date of contract or of the date of the last
extension or reinstatement of the policy.

Muang Thai Retirement Saver

All of these three verbal clauses are utilized to explicate

conditions in applying for annuity policies that it is convenient for customers, and the

insurance company has the authority to void the contract in case of false information.

5) Behavioral Processes

Behavioral processes include verbs of (typically human)

physiological and psychological behavior. The main participants are behaver and

matter (Halliday, 1994, p. 139). Customers are foregrounded as the behavers of

behavioral processes who perform the verbs “look for” and “look far ahead” in

annuity advertisements, as shown in examples (1) and (2).
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v Vv
@) mnpadwesmasddgymart Juilszd 13 Feunntoaly
fuutninnaigadenldies asandestulife Style u
agiiu way Whwmunemseeuiuidanu

Transliteration: hak khun kamlang mong ha sing samkhan

lao ni ngoen pracham wai chai yam kasian
nai chamnuan ngoen bamnan thi khun lueak
dai eng sotkhlong kap Life Style nai
patchuban

Translation: If you are looking for these important things:
a retirement pension in an amount that you
can choose yourself consistent with your
current lifestyle and a clear savings target.

Source: AlA Annuity FIX

(2) [aa:] wealna [iie] indsaaune

Transliteration: [khun] mong klai kasian sabai

Translation: [You] look far ahead [for] a comfortable
retirement.
Source: BLA 555

The insurance companies, as producers of annuity advertisements
employ these behavioral clauses to suggest that customers want to have financial
security during retirement and to encourage them to plan for retirement at present for
a comfortable life in the future.

Additionally, causative structure is found in annuity
advertisements. It is used to present the benefits that annuity policies offer to the
customers, as shown in example (3).

(3) [ifene 8560 G 15] lgqaiuanenaieiaraiieds s

N

Transliteration: [Muang Thai 8560 G15] hai khun yim sabai

klai kangwon muea thueng wai kasian



Translation:

Source:
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[Muang Thai 8560 G15] makes you smile,

alleviating worry when you reach retirement

age.
Muang Thai 8560 G15

6) Existential Processes

Existential processes represent that something exists or happens.

There is only one main participant: existent (Halliday, 1994, p. 143). Existential

clauses are used in annuity advertisements to 1) present retirement period as a

worrying one, 2) stimulate people to start planning for retirement at the working age,

and 3) present benefits that annuity policies offer to the customers, as shown in

examples (1) - (4).
1)

Transliteration:

Translation:

Source:
(2)
Transliteration:

Translation:

Source:

3)

Transliteration:

NAITenuN ies 15% mmé’mﬁﬂmﬁﬁ%wﬁqmﬁﬂm
DYNFUALIY

chak ngan wichai phop wa mi _phiang 15%
khong phukasian thi mi chiwit lang kasian
yang suk sabai

Research shows that there is only 15% of
retired persons leading a happy and
comfortable life.

i-Wish

usvzlidniaufin Idawiiledoenis

tae cha mi sak ki khon thi tham dai tam thi
chai tongkan

But how many people can do what they
want?

PR 60

fImssesiumsneRuing lunstiFedianousuthuyasy
e limssuivisandaSondeanduldedesnisu

mi kan rongrap kan chai ngoen bamnan nai

korani sia chiwit kon rap bamnan krop thi
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chuay hai kan damnoen chiwit lang kasian
pen pai yang rapruen

Translation: There is a guarantee of pension payout in
case of death before the full pension amount

has been dispersed, supporting a comfortable

retired life.

Source: Retirement Saving Plan G 55, 60, 65

4 wazwalse Towii 185 unnnsuss i szfudiaee Lifinisein
mﬁ“lmﬁq?;u

Transliteration: lae phonprayot thi dai rap chak krommathan
prakan chiwit cha mai mi kan hak phasi dai
dai thangsin

Translation: There is no tax deduction from the benefits
of the insurance policy.

Source Retirement: Saving Plan G 55, 60, 65

In sum, transitivity analysis reveals the power of annuity policies
and the authority of insurance companies over the customers. Although customers are
presented as the majority of participants in all process types (Table 4.2), they are
passivated rather than activated. Customers are presented as passive in the
advertisements by performing such verbs as “receive”, “look for” and “hold”. On the
other hands, annuity policies and insurance companies are presented as active by
conducting such verbs as “allocate”, “build”, “serve” and “understand”. In other
words, customers are able to perform the actions mentioned earlier due to the
authority of the annuity policies and the companies that allow them to.

4.2.2.2 The Analysis of Phrases

The following part presents the analysis of the verbal resources at the
phase level in the annuity advertisements in order to examine their communicative
functions in commodifying financial security. Four types of phrases are found in
annuity advertisements: 1) names and types of insurance policies; 2) contact channels:

websites, addresses, telephone numbers, fax numbers, and call center; 3) company
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names and slogans; and 4) miscellaneous. The frequency of each type of phrase is

presented in Table 4.3

Table 4.3 Overview of Types of Phrase in Thai Annuity Advertisements

No. Types of Phrase Frequency

1. Names and Types of Insurance Policies 90

2. Contact Channels 48

3. Company Names and Slogans 14

4. Miscellaneous 31
Total 183

Table 4.3 shows that the most frequently occurring type of phrase is
names and types of insurance policies (90), followed by contact channels (48). Next is
miscellaneous phrases, which refers to conditions in applying for annuity policies and
benefits of policies (31). The company names and slogans are the last type of phrase
in terms of frequency (14). The details of communicative functions of each type of
phrase are as follows.

1) Names and Types of Insurance Policies
The names of annuity policies indicate the age ranges or the
period of receiving benefits; ways of premium payment; and the benefits of annuity
policies, which provide steady retirement savings and are tax deductible, as in
examples (1) - (3). The names of annuity policies also create a positive image of
customers who purchase annuity policies as smart and prudent, as in example (4).
1) duntion (PR 60)
Transliteration: sin kasian PR 60
Translation:  Retirement Asset PR 60
Source: PR 60

(@) fiueate wiomndon (BLA Unit Pension)

Transliteration: BLA prom kasian

Translation: BLA Unit Pension



Source:
3)

Transliteration:

Translation:

Source:
(4)

Transliteration:

Translation:

Source:
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BLA Unit Pension

ot 1y uae (Tnnauuuaandeunild)

AIA bamnan mankhong bamnan baeb
lodyon phasi dai

AlA Annuity Fix (tax deductible pension)
AlA Annuity Fix

o 4 ° [ =
oo 1y awin (Tguuvaandeunt1f)

AlA bamnan samat bamnan baeb lodyon
phasi dai

AIA Annuity Smart (tax deductible pension)
AIA Annuity Smart

Although the main purpose of the brochures is to promote

annuity policies, other types of insurance policies are also mentioned in the brochure.

The names and types of other insurance policies in annuity advertisements create a

brand image that the companies offer a wide array of insurance policies and

investment advices to strengthen financial security for customers at every stage of

life, as in example (5). In addition, these verbal resources create a positive image of

customers as caring for their spouses and children and being grateful to their parents

by creating financial security for their loved ones, as in example (6).

()

Transliteration:

Translation:

maasuuunhai g Usziuiinazaunindszeviu

namagszoze1, njamw 115, (ms) Nnuwuamulugu/
= o =

nesuTTAUANUEsNuAA1e

phalittaphan naenam sang thana:
prakanchiwit sasomsap raya phanklang lae
raya yao, Krungthep 115, (kan) wangphaen
long thun nai hun/ kongthun thi radap
khwamsiang phanklang

Recommended products for building a
financial foundation: Medium- and long-

term savings type life insurance, Krungthep



Source:

(6)

Transliteration:

Translation:

Source:
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115, planned investments in medium-risk
stocks/funds
BLA Unit Pension

wanfasushaimdnlsziu; Waefndunsesasy, uny
Fayanin, ununaunuaa, Duea to nieudas iensdnmn
10/5, Sueaeuail Taw sz iudindunsesduie, tuoate
funseags, nyumwm 115, fueae niemnben, Usziu
gy 555 wag dszamhuig 600,  dsziugunm,
sziugiinmadiuyana

phalittaphan naenam sang lakprakan:
haungrak khumkrongkrop, phaensanyarak,
phaentodtaenkhun, BLA
phromchuaphueakarnsueksa 10/5, BLA
Happy Home prakan chiwit khumkrong
sinchuea, BLA khumkrongsung, krungthep
115, BLA phrom kasian, prakan bamnan 555
lae prakan bamnan 600, prakan sukkhaphap,
prakan ubattihet suanbukkhon
Recommended products for  building
security: Care and Protection for Loved One
Plan, Love Promise Plan, Gratitude Plan for
Parents, BLA for Child’s Education 10/5,
BLA Happy Home (home loan life
insurance), BLA High Protection, Krungthep
115, BLA Unit Pension, Annuity 555,
Annuity 666, Personal Health Care Plan, and
Personal Accident Plan

Annuity 600

2) Contact Channels

Contact channels refer to a variety of channels that the insurance

companies provide for the customers: websites, addresses, telephone numbers, fax
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numbers, and call centers. These channels indicate the establishment and reliability of
the companies, creating a brand image of the companies that they are willing to offer

services to customers with pleasure, as in examples (1) - (3).

@) www.krungthai-axa.co.th

Transliteration: -

Translation: -

Source: i-Wish

(2) v neseiudia it (uma) 123 auussmimn wa
auuas nyamwa 10400 Tns. 0 2247 0247 Tnsens. O
2246 9946

Transliteration: -

Translation: Thai Life Insurance Public Company
Limited. 123 Ratchadapisek Road, Din
Daeng, Bangkok Thailand 10400
Tel. 02247 0247 Fax. 0 2246 9946

Source: Retirement Saving Plan G 55,60, 65

(3) iilealng Smile 1766

Transliteration:

muangthai Smile 1766

Translation: Muang Thai Smile 1766, a call center which
suggests that the company is willing to offer
services to customers with pleasure

Source: Muang Thai Retirement 8501 and 9901

3) Company Names and Slogans

The communicative function of the company names and slogans
is creating a brand image and brand positioning in that the companies provide
financial security and the right solutions for a real life that is unpredictable.
Customers can live life to the full with confidence and peace of mind, as in example
(1). The company slogans also suggest that the company offers new and better
insurance policies than those of other companies, as in example (2). Moreover, the
company slogans create a positive image of customers who purchase insurance

policies as trendy people with modern ideas, as in example (3).



1)

Transliteration:

Translation:

Source:

@)

Transliteration:

Translation:

Source:

3)

Transliteration:

Translation:

Source:

4) Miscellaneous

102

The real life company

AIlA Annuity 60/85

n3eInenona e luivesnsilsznudia

Krungthai-AXA  niyam  mai  khong
kanprakan chiwit

Krungthai-AXA Life Insurance: A new
definition of life insurance

i-Wish

e Inedsyiudia usimvesauiAaiumi

mueangthai prakanchiwit borisat khong
khon huakit thansamai

Muang Thai Life Assurance, the company
for those with modern ideas.

Muang Thai 8560 G 15

Miscellaneous phrases refer to phrases indicating 1) conditions

for applying for annuity policies, the insurable age range, the age for receiving

benefits, and the terms of premium payments, as in examples (1) and (2); 2) the

attractive benefits in creating peace of mind and other special offers, as in examples

(3) and (4); and 3) business registration numbers and the conditions in premium

payments, which indicates the company establishment and reliability, as in examples

(5) - (6).
1)

Translation:

Source:

doulynssudseiude; erwisurlsziu 20-50 7
Transliteration:  ngueankhai
kanrapprakanphai: ayu thi rapprakanpai 20-
50 pi

Conditions for insurance approval: Insurable
age: 20-50 years.

Annuity 600



@)

Transliteration:

Translation:

Source:

3)

Translation:

Source:

(4)

Transliteration:

Translation:

Source:

()

Transliteration:

Translation:

Source:

(6)
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szeznadszdelsyiusy 10 7

rayawela chamra biaprakanphai 10 pi
Premium payment term: 10 years

PR 60

aule deduauiiituiiugni

Transliteration:  unchai duai ngoenkhuen
thi phoem khuen thuk pi

Peace of mind with increasing annual returns
PR 60

¥ ' L
gnimanlunisdenruduaseouiuduieduaseann
Snwmenna, guame, Tsadieuss wazmvawesietu Ay

I3 @ @ a o
AT UYIEAUYBIUTENA

sitthiphiset nai kan sue khwamkhumkhrong
kha
raksaphayaban, ubattihet, rok rairaeng lae

phoemtoem  phuea  khumkhrong

kha chotchoei rai wan tam kotken kanrap

prakan khong borisat

Special privileges on the purchase of
health,

illness coverage and daily compensation

additional accident, and serious
based on insurance company guidelines.
PR 60

nzdowavii 0107555000104

thabian lekthi 0107555000104
Registration number: 0107555000104
Retirement Saving Plan (1) 55, 60, 65

v Aa

ad g A o L v A
Vl‘VIEﬁJ'ixﬂuaﬁ aNg vianva1eIsmstssdelsenuiiazain

sra5whugean e nn 10 vean
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Transliteration: thaiprakanchiwit easy pay laklai
withikanchamra thisaduakraudreo phan
chongthangtangtang kwa 10 chongthang

Translation: Thai Life Insurance: many fast, convenient
ways to pay premiums through over 10
payment channels

Source: Retirement Saving Plan G 55, 60, 65

4.2.3 Visual Resource Analysis
The producers of annuity advertisements also utilize non-verbal resources in
all 15 annuity brochures to reinforce the meanings of the verbal resources. Non-verbal
cues employed in all 15 annuity brochures are of various types: 1) images of persons;
2) diagrams, tables and charts; 3) images of objects; 4) miscellaneous images; and 5)
major colors. A detailed analysis of each type is presented in the following sections.
4.2.3.1 Images of Persons and Objects

Images of persons and objects are employed in the advertisements to
suggest age, gender, and class of potential customers of annuity policies. Images of
persons in the advertisements are analyzed in terms of gender, age, outfits, and
contexts of the images. As seen in Table 4.4, the majority of the advertisements depict
men as main characters. The number of the images of men is double those of women.
Both men and women are presented as an individual, as a couple, or as a family.
Interestingly, men are mostly presented as an individual, whereas women are mostly
presented with men as a couple or as one of the family members. This implies that
men are the major potential targets of annuity brochures due to their expected role as
a good breadwinner taking care of the family, while women are presented as
subordinate to men, i.e., they financially depend on men.

For the age of the people in the advertisements, most of them are in their
20s-50s, while some are of retirement age. Concerning the contexts of the image,
people are depicted in both working and leisure contexts. Most of them are presented
in an office, while some are presented at home having a party with their family, and
others are doing outdoor activities such as going to the beach and hiking. Moreover,
all of the people presented in the advertisements have a smiling face, which signifies
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happiness. These visual cues imply that a person who purchases annuity policies is

happy and worry-free, both at present while they are working and in the future, during

retirement. Moreover, a person who buys annuity policies is portrayed as a person

who cares for his/her loved ones.

Table 4.4 Frequency of Illustrations in Each Brochure

No. Types of Illustration Frequency
1 Images of a Person
1.1 Gender
1.1.1 Male 21
1.1.2 Female 9
Total 30
1.2 Age
1.2.1 Working 22
1.2.2 Retirement 8
Total 30
2 Diagrams, Tables, and Charts
2.1 Financial Benefit and Coverage 29
2.2 Premium Rate 8
2.3 Way of Making a Financial Plan for 1
Retirement
2.4 Benefit Concerning Tax Deduction 2
2.5 Proportion of Retirement Savings of Thai 1
People
2.6 Statistics of Thai Population of Working 1
Age and Those of Retirement Age
Total 42
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Table 4.4 (Continued)

No. Types of Illustration Frequency
3 Image of Objects
3.1 Money 4
3.2 A Tea Pot and a Cup of Tea 1
3.3 A Pair of Glass 1
3.4 A Suit Case 1
3.5 A Laptop 2
Total 9
4 Miscellaneous Images
4.1 Company Trademark 25
4.2 QR Code 10
4.3 Awards the Company Has Received 4
Total 39

As regards the outfits of people and the images of objects in the
advertisements, most people in the advertisements dress formally, with a suit, a shirt,
and a necktie. Some dress in casual clothes. The images of objects in the brochures
are a laptop, a briefcase, a tea pot and a cup of tea, as in Table 4.4. These verbal cues
signify the class and career of people in the brochures, i.e., that they are white-collar
middle class, as in Figure 4.3; the rest of the brochures can be seen in Appendix A.
This is consistent with Dhammenyong’s study (2016, p. 204), which revealed that the
majority of customers of annuity policies were white-collar workers working for the
government or private sectors with 10,000-20,000 baht salaries. In addition, the image
of money is found in some brochures to refer to financial security which is the benefit
of annuity policies.

In brief, these non-verbal cues are used to provide vivid pictures of the
age range, gender, and class of a potential customer of annuity policies in order to

reinforce the information that is stated verbally in the brochures.
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uvuaSuunBun

lj'lu'“! 555 vunnuuuvanrdouniila
.
wallna nsswave

SuUuNtusIuUnaandrutl
555% worhuauduewssiury

@ nsvinwus:ALGE3a

Bofdhrrwaunnnd)

Figure 4.3 Sample of Images of a Person and Thing used in an Annuity
Advertisement

Source: Bangkok Life Assurance, 2015.

4.2.3.2 Diagrams, Tables, and Charts

Table 4.4 illustrates that among various types of illustration, it is not
surprising that the number of diagrams, tables, and charts is the highest (42) because
they provide significant information which the advertisements employ to persuade
customers to purchase annuity policies, as shown in Figure 4.4; the rest of the
brochures can be seen in Appendix A. The majority of diagrams and tables show the
financial benefits and coverage offered by each annuity policy. Some present the
premium rate of each policy, in which the premium rate for men is cheaper than that
for women. The possible reason for this is that women live longer than men, and if a
man as a breadwinner passes away, his family, i.e., his wife, will be the beneficiary of
his annuity policies. Other diagrams are used to urge customers to plan for retirement
at the moment. The rest of the diagrams and charts are related to the ways of making a
financial plan for retirement, benefits concerning tax deductions, the proportion of
retirement savings of Thais, and the statistics of Thai population of working age and
of retirement age. The producers of the advertisements cite the statistics of Thai

population of working age and of retirement age in order to suggest that Thais at
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present tend to retire early, which means that the working period in which they have

regular incomes is shorter than the retirement time when they have stopped working.

H
HE S e E

o ..mmmll.l
hasile
Loe
60 ALY s {EEY 5% £

. D S 3
et enie et st 3T
saududnuaasadun 555%
vorfuldduews-iuie

Figure 4.4 Samples of a Diagram, Table and Chart used in an Annuity Advertisement

Source: Bangkok Life Assurance, 2015.

In brief, most of these diagrams, tables, and charts provide concrete
evidence to convince customers that annuity policies can offer financial security
during retirement. Some of them are used as evidence to support the verbal cues that
currently the majority of Thais have unhappy retirements due to insufficient savings.
Moreover, Thais these days tend to retire early, which means that the working period
with regular incomes is shorter than the retirement time when they have stopped
working. These visual cues suggest that retirement savings are necessary. The
advertisements, then, convince customers to plan for their retirement while of
working age in order to enjoy a happy retirement.

4.2.3.3 Miscellaneous Images and Major Colors

As seen in Table 4.4, miscellaneous images cover the company
trademark, QR codes and awards the company has received. In addition, the majority
of the companies use the color of the company as the major colors of their brochures,
as shown in Table 4.5 and Figure 4.5, and the rest of the brochures can be seen in
Appendix A. AIA employs white and red as the main colors of its brochures. Bangkok
Life Assurance uses sky blue, white, and blue in its brochures. The major colors of



109

Thai Life Assurance brochures are also sky blue, white, and blue. Muang Thai Life
Assurance employs pink and white in its brochures. However, the main colors of
Krungthai-AXA brochures are brown, orange, red, white, and grey, which differ from
those of the company trademark, which are sky blue, white, and blue. These non-
verbal cues are used to create a brand identity and the brand image of the insurance

company as reliable, modern, and professional.

Table 4.5 Major Colors of Each Brochure

No. Name of Policy Name of Company Major Colors
1. Retirement: AIA Annuity AlA White and Red
60/85
2.  RETIREMENT AIA Annuity  AIA White and Red
FIX
3.  RETIREMENT AIA Annuity  AIA White and Red
Smart
4,  BLA Unit Pension BLA Sky Blue, White, and Blue
5. Annuity 600 BLA Sky Blue, White, and Blue
6. Annuity 555 BLA Sky Blue, White, and Blue
7. i-Wish Krungthai-AXA Brown, Orange, Red, and
White
8. PR60 Krungthai-AXA Brown, Orange, and Grey
9. Retirement Saving Plan G Thai Life Assurance  Sky Blue and White
55,60, 65
10. Retirement Saving Plan (1) Thai Life Assurance  Sky Blue, White, and Blue
55,60, 65
11. Muang Thai Retirement Saver MTL Green, Pink, and White
12. Muang Thai 8560 G 15 MTL Pink and White
13. Muang Thai Retirement 8501  MTL Pink and White
and 9901
14. Muang Thai 8501 D55and D MTL Pink and White
60

15. Muang Thai Return Retire MTL Pink and White
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Figure 4.5 Sample of Miscellaneous and Major Color used in an Annuity Brochure

Source: Bangkok Life Assurance, 2015.

To sum up, the combination of verbal and non-verbal cues in annuity
advertisements performs different communicative functions in order to help the text
producers achieve their aims in influencing and shaping audiences’ perception
regarding the necessity of an annuity insurance during retirement. In other words, all
the functions of these discursive strategies work together to construct the most
effective discourses about the commodification of financial security for retirement.
The following Table 4.5 demonstrates the communicative functions of the discursive

strategies found in this study.



Table 4.6 Discursive Strategies and Communicative Functions

No.

Discursive Strategies

Communicative Functions

Transitivity

1.1 Material Processes

1. To present the lives of the elderly these days as worrying ones, e.g. We may set our sights on a retirement
filled with the enjoyment of hobbies and other activities, but along with that, our post-working years come
with higher healthcare costs and inflation along with living expenses during retirement.

2. To construct the idea that retirement savings are necessary for a happy and comfortable retirement, e.g. It’s
time for us to plan for a happy and secure retirement. (AIA Annuity 60/85)

3. To stimulate people of working age to plan for retirement, while they still have regular incomes, e.g.
[You] Start preparing for retirement today for greater happiness. (BLA Unit Pension)

4. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are
easy to apply for, e.g. [AIA Annuity 60/85] guarantees a pension for 15 years. (AIA Annuity 60/85)

5. To position insurance companies as experts who provide reliable and professional services to customers,
e.g. Krungthai-AXA Life Insurance is focused on being the leader in life and health insurance through
working closely with the United Nations in developing sustainable life insurance for customers. (PR 60)

6. To portray customers who purchase annuity policies as prudent and smart people who care for their loved
ones, e.g. [Retirement Saving Plan (1) 55, 60, 65] builds security for your loved ones with pension
payments for 20 years guaranteed (in case of death before having received the full 20-year pension).
(Retirement Saving Plan (1) 55,60, 65)

oTT



Table 4.6 (Continued)

No.

Discursive Strategies

Communicative Functions

1.2 Relational Processes

1. To present the lives of the elderly these days as worrying ones, e.g. Retirement is a time of change and a
time when you live differently from when you were working. Increasing health costs add to other expenses
during your retirement. (AIA Annuity 60/85)

2. To construct the idea that retirement savings are necessary for a happy and comfortable retirement e.g.
Retirement saving plans have become more important. (AIA Annuity 60/85)

3. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are
easy to apply for, e.g. Retirement Saving Plan (1) is another type of insurance that can be a component of
your planning for a worry-free, easy-living retirement with a guaranteed income for post-retirement expenses.
(Retirement Saving Plan (1) 55,60, 65)

4. To position insurance companies as an expert who provides reliable and professional services to customers
e.g. And, [AIA Thailand] is a member of AIA Group Limited, providing life insurance, retirement savings
plans, accident and health insurance, and investment insurance. (Annuity Smart)

5. To portray customers who purchase annuity policies as independent and able to take care of themselves,

e.g. [You] will not be a burden to [your] children. (Retirement Saving Plan G 55,60, 65)

11T



Table 4.6 (Continued)

No. Discursive Strategies

Communicative Functions

1.3 Mental Processes

1.4 Verbal Processes

1.5 Behavioral Processes

1. To present the lives of the elderly these days as worrying ones, e.g. [You] want to save more with pension-
policy tax deductions as high as 200,000 Baht. (AIA Annuity FIX)

2. To construct the idea that retirement savings are necessary for a happy and comfortable retirement, e.g.
Today you can ease your worry about these problems by starting to build toward retirement security with
Retirement Saving Plan G. (Retirement Saving Plan G 55, 60, 65)

3. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are

easy to apply for, e.g. [You] can be confident of retirement age with a lump sum payout at 60, depending on

age of becoming insured, as a retirement gift to yourself. (Retirement Saving Plan (1) 55, 60, 65)

4. To position insurance companies as experts who provide reliable and professional service to customers, e.g.

AIlA understands life and understands you. (AIA Annuity 60/85)
1. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are

easy to apply for, e.g. And, [you] don’t have to answer questions about your health. (BLA Unit Pension)

1. To construct the idea that retirement savings are necessary for a happy and comfortable retirement, e.g. If
you are looking for these important things: a retirement pension in an amount that you can choose yourself
consistent with your current lifestyle and a clear savings target. (AIA Annuity FIX)

2. To stimulate people of their working age to plan for retirement at present, while they still have regular
incomes, e.g. [You] Look far ahead [for] a comfortable retirement. (BLA 555)

3. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are

AN



Table 4.6 (Continued)

No. Discursive Strategies

Communicative Functions

1.6 Existential Processes

2 Phrases
2.1 Names and Types of

Insurance Policies

easy to apply for, e.g. [You] Look far ahead [for] a comfortable retirement. (BLA 555)

4. To position insurance companies as an expert who provides reliable and professional services to customers
e.g. [Muang Thai 8560 G15] makes you smile, alleviating worry when you reach retirement age. (Muang
Thai 8560 G15)

1. To present the lives of the elderly these days as worrying ones, e.g. According to the Capital Market

Research Institution (CMRI), Research shows that there is only 15% of retired persons leading a happy and
comfortable life. (i-Wish)

2. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are

easy to apply for, e.g. There is a guarantee pension payout in case of death before the full pension amount
has been dispersed, supporting a comfortable retired life. (Retirement Saving Plan G 55,60, 65)

1. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are
easy to apply for, e.g. AIA Annuity Fix (tax deductible pension) (AIA Annuity FIX)

2. To portray customers who purchase annuity policies as prudent and smart people, e.g. AIA Annuity Smart
(tax deductible pension) (AIA Annuity Smart)

3. To position insurance companies as an expert who provides reliable and professional services to customers,
and

4. To create a positive image of customers as caring for their spouses and children and being grateful to their

parents by creating financial security for their loved ones, e.g. Recommended products for building security:

erT



Table 4.6 (Continued)

No. Discursive Strategies

Communicative Functions

2.2 Contact Channels

2.3 Company Names and

Slogans

2.4 Miscellaneous

Care and Protection for Loved One Plan, Love Promise Plan, Gratitude Plan for Parents, BLA for Child’s
Education 10/5, BLA Happy Home (home loan life insurance), BLA High Protection, Krungthep 115, BLA
Unit Pension, Annuity 555, Annuity 666, Personal Health Care Plan, and Personal Accident Plan (Annuity
600)

1. To position insurance companies as an expert who provides reliable and professional services to customers,
e.g. Thai Life Insurance Public Company Limited. 123 Ratchadapisek Road, Din Daeng, Bangkok Thailand
10400

Tel. 02247 0247 Fax. 02246 9946 (Retirement Saving Plan G 55, 60, 65) and Muang Thai Smile 1766
(Muang Thai Retirement 8501 and 9901)

1.To position insurance companies as an expert who provides reliable and professional services to customers,
e.g. Krungthai-AXA Life Insurance: A new definition of life insurance (i-Wish)

2. To create a positive image of customers who purchase insurance policies as trendy people with modern
ideas e.g. Muang Thai Life Assurance, the company for those with modern ideas. (Muang Thai 8560 G 15)
1. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are
easy to apply for, e.g. peace of mind with increasing annual returns (PR 60)

2. To position an insurance company as an expert who provides reliable and professional services to
customers, e.g. Special privileges on the purchase of additional health, accident, and serious illness coverage

and daily compensation based on insurance company guidelines. (PR 60)

4%’



Table 4.6 (Continued)

No.

Discursive Strategies

Communicative Functions

Non-verbal Cues
3.1 Images of a Person and
Objects

3.2 Diagrams, Tables,
Charts

3.3 Miscellaneous Images
and Main Colors of the

Brochures

1.To stimulate people of working age to plan for retirement at present, while they still have regular incomes.
2. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are
easy to apply.

3. To portray customers who purchase annuity policies as prudent and smart people who can take care of
themselves and care for their loved ones.

1. To present the lives of the elderly these days as worrying ones.

2. To construct the idea that retirement savings are necessary for a happy and comfortable retirement.

3. To stimulate people of working age to plan for retirement at present, while they still have regular incomes.
4. To promote annuity policies as a good financial plan which can lead to a happy retirement and which are

easy to apply.

1. To position insurance companies as an expert who provides reliable and professional services to customers.

GTT
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As seen in Table 4.6, there are a total of six communicative functions of
discursive strategies.

First, the lives of the elderly these days are presented as worrying ones. The
advertisements highlight fearful situations in a modern risk society. The lives of the
elderly in an aging society are presented as full of risks, with, e.g., health problems,
the rising cost of living, and medical expenses. Besides, people currently tend to have
fewer number of children or no children at all; thus, they have to take care of
themselves when getting old. Retirement is also portrayed as a period when people
cannot do things as they can when they are still working. This function is conveyed
through various discursive strategies: material processes, relational processes, mental
processes, behavioral processes, existential processes and diagrams showing the
statistics of insufficient retirement savings of Thais. This is consistent with the finding
of a previous study on insurance advertisements which found that life is presented in
life insurance commercials as full of risks and uncertainty, e.g., accidents and death
(Nantasirisorn, 2014).

Second, retirement savings are shown as necessary for a happy and
comfortable retirement. The advertisements construct the idea that presently
retirement savings are necessary for a happy and comfortable life during retirement.
When people live longer, they have more expenses, which means that they need a
sufficient amount of savings to spend during their retirement. Therefore, a financial
plan for retirement is essential. The producers of the advertisements employ several
discursive strategies to construct this function: material processes, relational
processes, mental processes, behavioral processes, and diagrams showing the statistics
of insufficient retirement savings of Thais.

Third, the brochures suggest people should start planning for their retirement,
while of working age, while they still have regular incomes. The advertisements
encourage consumers to feel a sense of personal responsibility to manage their own
risks by urging customers to start amassing savings for their retirement earlier, since
savings can bring about financial security for the wellbeing of the elderly in their
golden years. Mental processes, behavioral processes, and images of people of their

working age are utilized to constitute this function.
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Fourth, annuity policies are portrayed as a good financial plan which can lead
to a happy retirement and which are easy to apply for. Annuity policies are promoted
in the advertisements as a means that can strengthen financial security during
retirement by offering numerous attractive benefits to customers, e.g., providing
sufficient retirement savings and helping customers to achieve goals during their
golden years. All process types are used to present the benefits of annuity policies,
together with the names of insurance policies, miscellaneous phrases, images persons
and objects, and tables and diagrams showing the benefits and coverage of annuity
policies. This is consistent with Nantasiri (2011) and Nantasirisorn (2014), who
revealed that insurance companies’ TV commercials convince customers that
purchasing insurance policies is a solution to the problem of how to manage risks in
life, and the customer’s happiness is caused by purchasing insurance policies and by
receiving the services of the companies.

Next, insurance companies are portrayed as experts who are willing to provide
reliable and professional services to customers. Insurance companies position
themselves to be able to fulfill customers’ needs through their knowing and
understanding by giving recommendations on an appropriate financial plan that can
provide financial security and happiness at every period of life. The companies offer a
wide array of insurance policies and investment advices to strengthen the financial
security of customers at every stage of life. Customers, therefore, can live life to the
full with confidence and peace of mind. This is consistent with the study of
Angsuviriya (2015, pp. 8-9) that financial institutions present themselves in
advertisements as a financial assistant, an opportunity provider, or a hero who can
help and provide solutions to the financial problems the customers encounter, which
suggests the superiority of financial institutions over customers. This function is
achieved through relational processes; mental processes; the names and slogans of the
insurance policies and companies; contact channels; miscellaneous images, and the
main colors of the brochures. This is in line with the results of previous studies on
advertising strategies in insurance advertisements, which indicate that several
strategies, such as humor, brand image, the resonance approach, and product
positioning strategy are employed in the advertisements in order to create brand
positioning and a brand image to build positive attitudes in the customers towards the
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insurance companies and towards the sales representatives of the companies (Bua-Im,
1988; Nantasiri, 2011).

Last, customers who purchase annuity policies are portrayed as prudent and
smart people who care for their loved ones. According to Goatly (2008) and Hovland
and Wolburg (2010), the messages in advertisements suggest that by buying a product
or service, customers are satisfying desire; attaining power from that product or
service; acquiring a positive quality or qualities from that product or service;
developing their values, tastes, lifestyles, and identities; and distinguishing themselves
from others (Goatly, 2008, p. 96; Hovland & Wolburg, 2010, p. 3). In this study,
people who buy annuity policies are portrayed in the brochures as prudent and smart
people who care for their loved ones in the sense that they can take care of their own
financial stability and will not be a burden to their children. Moreover, they can
provide financial security for their loved ones in the case that they pass away, and
their loved ones receive the benefits from the annuity policies. This is consistent with
the study of Nantasirisorn (2014), who found that life insurance commercials
construct the social value of Thai people’s lives, in that one should care for and be

cared for by loved ones.

4.3 Discourse Practice

Discourse practice is related to text production, text distribution, and text
consumption. Discourse practice concerns the analysis of the production and
reception of a text in a particular context. The contexts include situational and
intertextual; situational context refers to the time and place of text production, while
intertextual context refers to the producers and receivers of the discourse. In this
study, David Berlo’s SMCR Model of Communication was employed to discover the
production, distribution, and the consumption of annuity advertisements. The SMCR
model is comprised of sender, message, channel and receiver. The details of each

component are as follows.
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4.3.1 Sender (S)

The senders or text producers in this study refer to five insurance companies
with the biggest market share in 2014: AIA, Muang Thai Life Assurance, Thai Life
Assurance, Bangkok Life Assurance (BLA), and Krungthai-AXA Life Insurance
(The Thai Life Assurance Association, 2015, p. 12). The descriptions of each
company are presented in terms of their brief history and missions in order to
understand the background information about the producers of annuity
advertisements.

AlA Thailand was founded on October 1, 1938. AIA Thailand is a member of
the AIA Group. The company serves more than 6 million Thais with life insurance;
savings and retirement solutions; accident and health solutions; and corporate
solutions including group insurance, credit life insurance and provident funds (AIA,
2015, About AIA Thailand and Our market sections).

Muang Thai Life Assurance was established on April 6, 1951 with the stated
intention of lessening the government’s burden in providing social welfare to help
with building savings awareness and security for the general public (Muang Thai Life
Assurance, 2015, About us section).

Thai Life Insurance was established on January 22, 1942. It is the first life
insurance company founded by Thais intended to provide financial security and
stability for Thai families (Thai Life Insurance, 2015, Company history section).

Bangkok Life Assurance Limited was established on June 1, 1951 with the
mission to promote the financial security for Thai citizens of every social level by
safeguarding their value of life, providing financial planning advice, and delivering
outstanding service (Bangkok Life Assurance, 2015, Company history and Vision
sections).

Krungthai-AXA Life Insurance Public Company Limited was created from a
partnership between Krungthai Bank PCL., a state-owned bank and one of the largest
banks in Thailand with a financially sound standing, providing a wide range of
products and services, and the AXA Group, a global financial protection and asset-
management specialist in 1997. (Krungthai-AXA Life Insurance Public Company
Limited, 2015, About us section.).
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In sum, all five companies have been established in Thailand for decades. One
is a branch of an international insurance company; three are the companies owned by
Thais; and one is a joint cooperation between a Thai company and an international
company. All five companies present themselves as 1) an institution, which allocates
saving to the private sectors for investment in order to enhance economic stability of
the country; 2) an expert who can provide a wide range of products and services in
order to solve financial problems and promote financial security and stability to Thais.

The insurance industry is a fast expanding industry. The market share of the
insurance business increased despite the global and domestic economic downturn and
2014 coup d'état. This growth resulted from the increasing public realization about the
importance of the life insurance industry among the uncertainty and insecurity of the
economic crisis; the availability of new products; and the tax privileges offered by the
government for people who purchase life insurance policies. Thailand became an
aging society in 2005, and the number of the elderly is continuously growing, thus
each insurance company offers annuity or pension policies to customers as a means

for the customers to strengthen their financial stability during retirement.

4.3.2 Message (M)

Due to the high competition among insurance companies, each promotes their
annuity policy as an essential form of retirement savings via brochures. Therefore,
the message for this study refers to the 15 annuity brochures, distributed during
2014-2016, of the top-five insurance companies. They are 1) AIA Annuity 60/85,
2) AlA Annuity FIX, 3) AIA Annuity Smart, 4) BLA Unit Pension, 5) Annuity
600, 6) Annuity 555, 7) i-Wish, 8) PR 60, 9) Retirement Saving Plan G 55,60, 65,
10) Retirement Saving Plan (1) 55,60, 65, 11) Muang Thai Retirement Saver, 12)
Muang Thai 8560 G 15, 13) Muang Thai Retirement 8501 and 9901, 14) Muang
Thai 8501 D 55 and D 60, and 15) Muang Thai Return Retire. A detailed analysis
of the verbal and visual resources of each brochure has been provided in the

previous textual analysis section.
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4.3.3 Channel (C)

The channels in this study refer to the ways by which annuity advertisements
are distributed. The annuity brochures are distributed via numerous channels: service
centers, exhibition booths, sales representatives, and company websites. Basically,
customers can pick up the brochures at the service centers of each company
throughout Thailand. On certain occasions, the brochures are distributed at the
exhibition booths in a department store, where sales promotion events are organized.
Usually, customers can ask for the brochures directly from the sales representatives of
each company, which are the major channel of distribution (Dhammenyong, 2016, p.
204; The Thai Life Assurance Association, 2014, p. 69). The sales representative uses
brochures as a major source of information for customers in deciding to purchase
annuity policies, as we can see from the blank space on the last page of annuity
brochures, which is for the sales representatives to write their names and contact
numbers. In addition, the insurance industry employs the direct marketing strategy via
phone calls and company websites (Manager Online, 2013, para. 3). The annuity
brochures, therefore, can also be downloaded from the company websites: www.
aia.co.th, and www.muangthai.co.th, www.thailife.com, www. bangkoklife.com, and
www.krungthai-axa.co.th. Customers can fill in their personal information on the
websites, and then suitable insurance policies are suggested. It can be concluded that
insurance companies distribute annuity advertisements via various channels so that

customers can access annuity advertisements conveniently.

4.3.4 Receiver (R)

The receivers in this study refers to the target customers of annuity policies.
From the age range of target customers mentioned in the brochures, the main
receivers who consume annuity advertisements are Thais of working age, 20-55 years
old. Additionally, the word kasian (to retire) and the pictures of people in the
brochures suggest that annuity advertisements are mainly targeted at the middle class,
who are white-collar workers working for the government sectors or for private
companies with fixed retirement periods. Thus, it can be assumed that farmers, blue-
collar workers, the self-employed, freelancers, or business owners who do not have
fixed retirement periods, are excluded. This is consistent with the definition of official
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retirement by the TGRI (2012, p. 94), which refers to the age at which a person is
required by law to leave their employment, which typically applies to official and
contractual employment, e.g., the age of 60 at the end of a fiscal year for government
officials. However, this official retirement age range is not applicable to employees
working in the private sectors, who by law can claim Provident Fund benefits after
reaching the age of 55; informal workers; independent workers; and agricultural
workers; who may continue working past retirement age as long as their physical
capacity allows. This is also consistent with the findings of Dhammenyong (2016, p.
204), who revealed that the main customers of annuity insurance were people aged
31-40 years old, who responded that that the appropriate age range for making a
retirement savings plan was 26-30 years old. The majority of them were white-collar
workers working for the government or private sectors with 10,000-20,000-baht
salaries because they had purchasing power.

In brief, insurance companies use brochures as a promotional text for annuity
policies in order to derive a profit. The brochures are distributed via several channels:
company service centers, booths at a sales promotion events, sales representatives,
and company websites. To shape customers’ beliefs and attitudes as regards the
necessity of annuity policies, both verbal and visual cues are employed in the
brochures to promote annuity policies as a means to strengthen financial stability
during retirement. The main receivers of annuity advertisements are Thai white-collar

workers aged 20-55 working for the government sectors or private companies.

4.4 The Analysis of Sociocultural Practice

Sociocultural practice refers to a social or cultural context in which the event
is embedded. The analysis of sociocultural practice deals with the analysis of social
practices, which function behind the entire process and govern the power relations in
discourse. This part, therefore, discusses the social and cultural factors that give rise
to the commodification of financial security in the insurance business and the
creation of annuity policies in Thailand. They are the postmodern risk society, the

aging society, and retirement savings.
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The aging society is the global phenomenon. Medical advances and improved
standards of living have resulted in a falling trend in mortality across all segments of
the population, including the elderly, which means that the elderly will live longer.
The number of the elderly is continuously growing worldwide, including in Thailand.
According to the demographic database of the National Statistical Office (2011), it is
estimated that in 2020 the number of Thai people aged 60 years or over will reach
12.6 million and 17.5 million in 2030 (TGRI, 2012, p. 13)

The elderly, whose number keeps rising, are target customers for various
businesses. Insurance is one such business that makes use of the global phenomena
of an aging society and of a postmodern risk society. In a postmodern risk society,
risks are more pervasive and less predictable than in the past (Beck, 1992, p. 2).
Financial security during retirement is one type of risk that concerns people at
present (Zinn, 2008, p. 1).

The elderly population is physically, economically, and socially dependent.
Due to declining health, they have both physical and mental problems. However,
Thailand has changed from an agricultural society, in which there are close ties
among family members and children take care of their parents, into an industrial
society, in which people work outside in the government and private sectors. Each
family member needs to take care of themselves, including the elderly. Concerning
the economic situation of the elderly, most of them are retired people, which means
they do not have regular incomes (salary), and their three largest sources of income
are their children (40.1%), savings (35.1%), and old age allowances from the
government (11.4%) (TGRI, 2012, p. 31). Although they do not have regular
incomes, they have ongoing expenses, e.g., health care, food, utilities, and rent
(Noisamran, 2010, Things that Everyone Will Face During Retirement section, para.
2-3; Phutrakul, 2007, p. 135).

According to the Department of Mental Health, one of the five aspects of
happiness among Thai elderly is financial security (Department of Mental Health,
2012, p. 13). Financial consultants note that people feel happy, secure and worry-free
when they have financial security after retirement, and savings are a crucial means to
strengthen financial security for the well-being of the elderly in their golden years.
However, research has revealed that a large number of Thais are going into
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retirement unprepared and having insufficient savings, due to the government’s
failure in providing an adequate pension system (Limanon, et al., 2007; United
Nations, 2015, pp. 5-6).

Due to the rapid growth of the elderly population, the government cannot
exclusively provide universal and fair financial welfare for all old people because that
may result in fiscal vulnerability in the future (Noisamran, 2010, para.l, 3; TGRI,
2012, pp. 9-10). Consequently, both the government and financial advisors encourage
an individual’s long term saving by offering various options and emphasizing self-
responsibility (Banchongduang, 2014, para. 20; TGRI, 2012, pp. 9-10; Limanon, et
al., 2007; Thai Financial Advisor, 2010, para. 3-5).

The insurance industry sees this as a business opportunity by creating annuity
policies as a means for retirement savings to meet the demands of customers who are
planning for their future incomes during their retirement. In fact, a variety of options
exist for retirement savings, such as social welfare, pensions, the old age allowance
from the government, retirement mutual funds (RMF), provident funds (PVD), long
term equity funds (LTF), personal savings, and stock market investments
(Kaewphadung, 2008, pp. 69-70; Phutrakul, 2007, pp. 13, 77; Rattanasamai, 2009, pp.
52-53). Among these options, annuity policies have gained in popularity. The market
share of annuity policies in 2014 increased even after the coup d’état because of
people’s anxiety about uncertainty during political and economic crises. The
government also provides tax deductions as an incentive for those who purchase
annuity insurance (“Intense annuity market competition,” 2014, para. 3; “Annuity
decline at the end of the year,” 2014, para. 1; The Thai Life Assurance Association,
2014, p. 75).
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4.5 Conclusion

In conclusion, financial security is one of the non-material things that is
commodified in such businesses as insurance industry as a consequence of Ulrich
Beck’s modern risk society, in which risk is pervasive, together with the emergence of
an aging society, in which many products and services target elderly people and
people of working age preparing for retirement, including pension insurance or
annuities. Due to the high rate of competition among insurance companies, each
insurance company uses brochures to attract customers. The insurance companies as
text producers employ both verbal and visual cues to create discourses in annuity
advertisements to reorganize society in their own interest for reasons of profit. The
analysis of verbal and visual cues of annuity texts conducted herein reveals the
authority of insurance companies and the power of annuity policies over customers.
To shape customers’ beliefs and attitudes as regards the necessity of annuity policies
during retirement, six ideas are constructed in the advertisements: 1) the lives of the
elderly these days are worrying ones; 2) retirement savings are necessary for a happy
and comfortable retirement; 3) people should start planning for retirement while of
working age; 4) annuity policies are a good financial plan which can lead to a happy
retirement and which are easy to apply for; 5) insurance companies are an expert who
provides reliable and professional services to customers; and 6) customers who
purchase annuity policies are prudent and smart people who can take care of

themselves and also care for their loved ones.



CHAPTER 5

DISCUSSION AND CONCLUSION

5.1 Introduction

This chapter provides a discussion of the findings of the commaodification of
financial security in Thai annuity advertisements based on critical theory and
Buddhist teachings in order to reveal the exploitation of consumer needs and the
reproduction of social inequality in the discourses of annuity advertisements. Critical
concepts employed in the discussion are the concepts of ideology and hegemony,
political economy, and power and knowledge. Three concepts of Buddhist teachings,
i.e., suffering, impermanence, and self-reliance, are used to discuss and interpret the
findings in order to uncover the ideologies embedded in the discourses of annuity
advertisements and to understand how these ideologies perpetuate social inequality.
Starting with answering the three research questions, the chapter then presents the
contributions of the study, the limitations of the study, and ends with
recommendations for further research. The outline of this chapter is as follows:

5.2 Answering Research Questions

5.2.1 Research Question 1: What are the discourses of annuity
advertisements?
5.2.1.1 Discourse of Risk
5.2.1.2 Discourse of Happiness
5.2.1.3 Discourse of Good Family Members
5.2.2 Research Question 2: How are ideologies reproduced in annuity
advertisements?
5.2.2.1 Capitalist and Consumerists lIdeologies
5.2.2.2 Neoliberal Ideology
5.2.2.3 Patriarchal Ideology
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5.2.3 Research Question 3: How do the discourses of annuity
advertisements perpetuate social inequality?
5.2.3.1 Class Inequality
5.2.3.2 Gender Inequality
5.3 Contributions of the Study
5.4 Limitations of the Study

5.5 Recommendations for Further Study

5.2 Answering Research Questions

Three research questions that guide this study are 1) What are discourses of
annuity advertisements? 2) How are ideologies reproduced in annuity advertisements?

and 3) How do discourses of annuity advertisements perpetuate inequality in society?

5.2.1 Research Question 1: What are the discourses of annuity

advertisements?

Three discourses are reproduced in annuity advertisements to persuade
customers that annuity policies are essential for retirement, namely, a discourse of
risk, a discourse of happiness, and a discourse of good family members. The details of
each discourse are presented in the following sections.

5.2.1.1 Discourse of Risk

The insurance industry makes use of the phenomenon of a risk society,
in which risk is pervasive and society has become organized around the management
and distribution of risks, together with an aging society in which people live longer
and the number of the elderly population is continually rising.

The definition of longevity is created as a worrying one in the
advertisements. The advertisements construct the idea that the longer people live, the
more expenses they will incur. The life of the elderly in an aging society is full of
risks, e.g., health problems, the rising cost of living, and medical expenses. A 2014
survey on financial planning for the retirement of Thai working-age people conducted
by the Capital Market Academy, an organization supported by The Stock Exchange of
Thailand was cited as evidence in the annuity advertisements. The survey revealed
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that the majority of Thais of working age (55%) will suffer from insufficient savings
during retirement because their saving proportion is only 10-30% of the last income
earned before retirement.

The retirement period is presented in the advertisements as undesirable
and full of risks. It is a period when people cannot do things as they can when they are
still working. Besides, people currently tend to have a small number of children, or
no children at all; thus, they have to take care of themselves when they get old.

That the discourse of risk in annuity advertisements presents retirement
as worrying and full of risk runs parallel with Buddhist teachings, for which 90% of
the Thai population have great respect, making daily decisions based on the teachings
(Bunyaratavej, Pandhusastr, and Somboon, 2001, p. 1; Mills, 1999, p. 1; Samakkarn,
1996, p. 3). The discourse of risk in retirement is consistent with one of the Four
Noble Truths in Buddhist teaching, dukkha, which encompasses physical, mental, and
emotional suffering such as aging, sickness, worry, dissatisfaction, and despair, which
are natural parts of life (Moffitt, 2008, The Mind that Suffers section, para.1-3). The
other three Noble Truths are the cause of suffering, the cessation of suffering, and the
path to the cessation of suffering. According to the Buddha, the path to end suffering
is magga, or the Noble Eightfold Path, which is a set of principles explicated in
further teachings: right understanding, right thought, right speech, right action, right
livelihood, right effort, right mindfulness and right concentration (Kozak, 2017, p. 58;
Rinpoche, 2002, The Theravada Path section, para.l). The insurance industry,
however, suggests different ways to manage dukkha in retirement. Individuals can
cope with suffering in retirement by purchasing annuity policies that can lead to a
happy, secure, worry-free and comfortable retirement, as presented in the following
section.

5.2.1.2 Discourse of Happiness

According to the Department of Mental Health, one of the five aspects
of happiness among the Thai elderly is financial security (Chumnanmak et al., 2018,
pp. 107-109; Department of Mental Health, 2012, p. 13). Financial consultants also
note that people feel happy, secure and worry-free when they have financial security
after retirement, and savings are the crucial means to strengthen financial security for

the well-being of the elderly in their golden years. Moreover, they advise that people
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should start saving while they are still working; the earlier they start saving, the more
money they will obtain when they are in their retirement. These voices of experts are
circulated in Thais society via mainstream media and official documents produced by
the government and business sectors and are assumed to be the correct way of
preparing for retirement (Department of Mental Health, 2012; HRITU, 2008;
Kaewphadung, 2008; Phutrakul, 2007; TGRI, 2012). Foucault’s philosophy of power
and knowledge can be used to explicate this situation. According to Foucault (1972,
p. 225), a body of knowledge is constructed by an expert in the field and is
disseminated constantly via social institutions such as the family, education, religion,
and the media to manufacture consent and legitimacy. Each individual, as a social
member, believes and accepts this body of knowledge as truth or as social norms. In
the case of financial security in retirement, when individuals read expert advice
circulated in society, they perceive that savings are necessary for their well-being
during retirement. Additionally, a feeling of uncertainty occurred in Thai society in
2014 due to the economic downturn caused by the coup d’état, and individuals sought
a means to strengthen their security. Consequently, customers are more willing to pay
for financial products and services that can strengthen financial security during
retirement. Insurance policies were one of the popular options to reduce risk, as can
be seen from the increasing revenues of insurance companies and the expanding
market shares of annuity policies (“Intense annuity market competition,” 2014, para.
3; “Annuity decline at the end of the year,” 2014, Target Customers section, para. 1).
The insurance industry deploys the knowledge constructed by financial experts to
convince customers that retirement savings are essential. Annuity policies are created
as a means of retirement savings that can help people manage all their expenses
during retirement.

Annuity policies are vividly presented via both verbal and visual
resources in the advertisements as a means that can strengthen financial security
during retirement by offering a number of attractive benefits to customers. Annuity
policies are portrayed as a good financial plan that guarantees sufficient retirement
savings, is tax deductible, makes saving easy for customers, can make the customer’s
dream come true during the retirement period because the insured amount can help

the customers to achieve their goals and help customers have color and variation in
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their life during their golden years. All of these benefits can lead to a happy, secure,
independent, worry-free, and comfortable life during retirement. The advertisements
also stimulate the readers to start planning for their retirement while they are still
working, with regular incomes because the earlier the customer buys annuity policies,
the more benefits they will accrue, as we can see from the lexical choices referring to
the benefits that annuity policies provide are such as khwamsuk (happiness),
mankhong (secure), saduaksabai (comfortable), manchai (confident), unchai (peace
of mind), rapruen (smooth), maitong kangwon (worry-free), and mii isara
(independent).

5.2.1.3 Discourse of Good Family Members

In a capitalist society, every social interaction can be expressed as a
commercial transaction and as a means of defining relationships (Fairclough, 2008, p.
211; Hovland & Wolberg, 2010, p. 51; Song, 2003; p. 109). Individuals can also
acquire positive qualities, develop their identities, and even differentiate themselves
as more successful than other people through the commodities they consume (Goatly,
2008, pp. 93-94).

In the case of insurance policies, the advertisements present a positive
image of people who purchase annuity policies as independent people who can
provide financial security not only for themselves but also for their loved ones.

This finding can also be discussed based on the Buddhist teaching of
anicca, or impermanence, which is one of the ti-lakkhana, or basic characteristics of
all phenomenon- based existence. Things are subject to change; nothing last forever
(Ven. Bhikkhu Bodhi, 2018, para. 4) The human body, for example, declines as
people age. Life is full of changes and uncertainty. Death is unpredictable. According
to the Buddha, attachment to anicca leads to suffering, and the ultimate means to
eliminate it is by practicing the Noble Eightfold Path until reaching enlightenment
(Ven. Bhikkhu Bodhi, 2018, para 5-9). Annuity policies are represented in
advertisements as a means to prepare for changes and uncertainty in life during
retirement. Annuity policies are portrayed as not only providing financial security in
retirement for the insured, but also strengthening financial security for family
members in case one dies. This implies that annuity policies have the power to create

positive qualities in individuals who purchase annuity policies as prudent and
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independent people, who care for their loved ones in the sense that they can take care
of their own financial stability, not being a burden to the children. Moreover, they can
provide financial security for loved ones in the case that they have passed away, and
their loved ones receive the benefits from the annuity policies. This suggests that they
are responsible spouses, caring parents, and grateful children. All of these are desired
attributes for family members and are part of the Thai social values of parents taking
care of their children, and in return children taking care of their parents when they get
old. Consequently, a person who does not purchase annuity policies might be
considered as failing to comply with social norms, which can lead to a feeling of

inferiority.

5.2.2 Research Question 2: How are ideologies reproduced in annuity

advertisements?

As capitalists, the insurance companies have to maintain the continuous
consumption of annuity policies to generate a profit. In doing so, the discourses of
annuity advertisements reorganize society in their own interests for profit making
through the reproduction of the three ideologies they reproduce: capitalist and
consumerist ideologies, neoliberal ideology and patriarchal ideology. The details of
each ideology are presented in the following sections.

5.2.2.1 Capitalist and Consumerist Ideologies

In a capitalist society, success is measured by the possession of material
objects, and “money is power”, which can bring about happiness (Fairclough, 2008,
pp. 217-218; O’Shaughnessy & Stadler, 2012, p. 152). Since the market forces of
capitalism depend on maintaining high levels of consumption, consumers are
internalized to the convictions that commodities have a magical power that can bring
them a more satisfying life, and that consumption is a solution to all human problems
(Harms & Kellner, 1991, para. 5; Loader, 1999, p. 385; Mercer, 2006, p. 26;
Murdock, 2011, p. 19).

Advertisements are usually used as a powerful marketing tool to
disseminate capitalist and consumerist ideologies in order to stimulate customers’
desire for products or services. This runs parallel with Gramsci’s concept of
hegemony and political economy theory in the sense that media is used as a tool of the
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ruling class to disseminate their hegemonic ideas to persuade the lower classes to
adopt these dominant ideologies as natural, taken-for-granted, and inevitable, so that
the ruling class can maintain their power (Loxley, Walisiewicz, & Westhrop, 2015,
pp. 174-175, 179). Referring to political economy theory, it states that the media is
able to guide the perceptions of people in a society in various directions. Based on the
capitalist economic system, the interests of the owner of the media are the main
influences on the ways the messages are presented (Wasko, Murdock, & Sousa, 2011,
p. 4). In other words, advertisements manipulate customers. Van Dijk (1995, p. 11)
notes that in media manipulation, the media does not directly control the actions of
readers; however, it is the minds of readers that the media can control. When the
media can control people’s minds, they can control people’s actions indirectly. To put
it another way, advertisements hint, suggest, and imply through verbal and visual
clues to normalize particular consumer practices and convince consumers to believe
in certain claims or to accept that particular values are embedded in the advertised
products or services (Hackley, 2010, pp. 51, 62).

In this study, insurance companies exploit the customer’s need for a
secure old age by using annuity brochures as a tool to disseminate the idea that
annuity policies can strengthen financial security and can lead to a happy retirement.
The benefits that annuity policies provide are consistent with the current lifestyles and
goals of individuals living in a capitalist society of being happy, secure, and
successful. Money is power, and success is measured by the possession of material
things (O’Shaughnessy and Stadler, 2012, p. 152).

Annuity advertisements reproduce the discourse of risk by highlighting a
fearful situation based on a modern risk society and an aging society. Retirement is
also portrayed as worrying, full of risks and expenses, e.g., health problems, the rising
cost of living, and medical expenses. In a modern risk society which is characterized
by uncertainty and insecurity, risk is pervasive and beyond control (Beck, 1992,
p. 19). One of the concerns of people in a modern risk society is how to be financially
secure in retirement (Zinn, 2008, p. 1).

Insurance companies create annuity policies as a means to strengthen
financial security in retirement. Annuity policies are promoted via brochures to

persuade white-collar Thais working for government sectors or for private companies
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to purchase annuity policies. Insurance companies as text producers construct the
discourse of happiness in annuity brochures to constitute and exploit consumer needs
in order to generate profits by fostering the hegemonic idea that financial saving for
retirement is essential for a happy and secure retirement, as shown in such clauses as:

Q) esnnanuduly1dvesszeznains 193 iandsiointivaenas

' < A a a L & g
smmun'mzﬂ:rmflumim‘uaamwaﬂmﬂyUmua:amgimmmﬂ

A <3 ] 1 <3 1 =} A oA Y 1 Ana " 9
ﬂamﬂ'lu‘mm';m;mmﬂ:maﬂma"lummmummzwmm 'lﬂum

°

Bnua vy

Transliteration: nueang chak khwampenpaidai khong rayawela
kanchaichiwit lang waikasian atcha yawnan
kwa rayawela nai kankepom lae ik mumnueng
sueng kho khue rao mai sap wa cha cheppuay
ik rue mai rue mae tae wa cha mi chiwit yu dai
ik nan kae nai

Translation: Since it is possible that we might live longer
after retirement than the period in which we
saved for retirement, or, from another
perspective, we do not know whether we will
be ill again, and we do not know how much
longer we will live.

Source: Retirement Saving Plan (1) 55, 60, 65

- , a o A Ao o 2
2 MINEUN IRyl andeailuaidaguniy

Transliteration: kanwangphaen thang kanngoen nai chuang
kasian pen sing thi samkhan mak khuen
Translation: Financial planning for retirement is becoming
more important.
Source: AIlA Annuity 60/85
Another way to sustain the continuous consumption of annuity policies
is to present insurance companies as experts who can help manage customers’ risks.
This can be seen from the verbs that insurance companies perform in annuity

advertisements. Insurance companies are presented as the ones that conduct active
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actions such as “offer”, “guarantee”, and “build” to present the benefits of annuity
policies in providing a worry-free retirement, whereas customers are passivated by
performing passive verbs such as “receive”, “look for” and “read”. Additionally, the
insurance companies position themselves to be able to fulfill customers’ needs
through their knowing and understanding in advertisements through the use of such
verbs as “think” and “understand” and through the use of a discourse of information
which recommends an appropriate financial plan that can provide financial security
and happiness in every age of life.

5.2.2.2 Neoliberal Ideology

Neoliberal ideology promotes individualism and assumes that all
individuals should exercise choice, freedom, empowerment and personal
responsibility. Each individual views themselves as a free and rational individual who
chooses how to live their lives and indeed has chosen the life that they lead because
this is the image of lives and themselves that is reflected back to us in the family,
school, media, and etc. Structural inequalities defined by race, class and gender are
rendered invisible, and each individual is positioned as fully responsible for their own
successes or failures (Crossley, 2005, p. 154).

Moreover, in a neoliberal state, the state provision of welfare is rapidly
being withdrawn, and an individual is encouraged to take care of their own risks
(Loader, 1999, p. 377; Loxley, Walisiewicz, & Westhrop, 2015, pp. 141, 277). With
the rapid growth of the elderly population in Thailand, the government cannot
exclusively provide universal and fair financial welfare for elderly people because
that may result in fiscal vulnerability in the future. Insurance companies, then, make
use of this point by encouraging customers to feel a sense of responsibility to manage
their own risks by urging customers to start collecting savings for their retirement
earlier since savings can bring about financial security for the well-being of the
elderly in the later stage of their life. Insurance companies create annuity policies as a
retirement savings to meet the demand of customers who are planning for their future
incomes during their retirement.

Annuity policies also gain support from Thai government through a tax-
deduction policy for a person who purchases annuity policies in order to please

insurance business owners.
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According to Jurgen Habermas, the government of modern cities has to
serve the interests of powerful business owners for maintaining legitimation. The
government, as a manager of the free market economy, is simultaneously responsible
for solving economic problems, ensuring democracy, and satisfying voters. If the
public feels that the government policies are unfair, it withdraws its support for the
government. Thus, government policies must favor business owners, whereas social
welfare, economic equality, and quality of civil life become subordinate to the logic
of business efficiency or profit (Loxley, Walisiewicz, & Westhrop, 2015, pp. 107,
287; Machin & Mayr, 2012, p. 25). In the case of insurance business, the government
supports the purchase of annuity policies through tax deduction policy in order to cut
state funding and please business owners by claiming that the government cannot
exclusively provide universal and fair financial welfare for elderly people whose
number keeps rapidly rising, and doing that may result in fiscal vulnerability in the
future. The government, then, encourages self-responsibility in making long term
saving, and purchasing annuity policies is one option (Kaewphadung, 2008, pp. 69-
70; Noisamran, 2010, para. 1, 3; Phutrakul, 2007, pp. 13, 77; Rattanasamai, 2009, pp.
52-53; TGRI, 2012, pp. 9-10).

Furthermore, there is a change in family ties in Thai society that people
nowadays have a small number of children or have no children which is different
from the past when Thailand was an agricultural society, family members take care of
one another. Nowadays, Thailand is an industrial society, people work in government
and business sectors, the elderly need to take care of themselves. Insurance companies
see market opportunity from this situation by turning retirement savings into a
commodity for sale. Individuals can create their own financial security in retirement
by purchasing annuity policies. Thai people might find this convincing because the
neoliberal ideology that each individual takes care of their own retirement runs
parallel with the Buddhist teaching of self-reliance or the Thai saying: ton pen ti
phueng haeng ton. In Buddhist’s teaching, each individual is responsible for one’s
own happiness and well-being, and one needs to eliminate the habits of dependency
on others. Self-reliance covers two levels of development: mundane (worldly) and
supra-mundane (higher spiritual) development under the magga or the Noble
Eightfold Path. While supra-mundane (higher spiritual) development is related to
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aspects such as meditation, the mundane development deals with discarding all three
types of dependencies in daily living: physical, mental, and livelihood. What is related
to the findings of this article is developing self-reliance for livelihood. According to
Buddhist teaching, one should develop self-reliance for livelihood by getting rid of
financial or livelihood dependencies on other people like one’s spouse. Since future is
unpredictable, a breadwinner might have serious illness, injury or death. As a result,
one should learn to be self-reliant by developing the potential to earn a living for
oneself (Rajapakse, 2003, pp. 72-73). Insurance companies make use of this teaching
by promoting that purchasing annuity policies is a way that an individual can be
financially self-reliant during retirement because annuity policies provide incomes
during retirement as in the clause:
@) Tidlumsg Iiungnwau
Transliteration: mai pen phara hai kae luklan
Translation [You] will not be a burden to [your] children.
Source: Retirement Saving Plan (1) 55, 60, 65
5.2.2.3 Patriarchal Ideology
In patriarchal society, men dominate women in all domains: household,
economic, political, and social (Sultana, 2010, p. 123). In a family domain, men are
traditionally assigned to be a head of household. Concerning financial issues,
financial experts state that being the breadwinner is ingrained in the DNA of men, and
women naturally earn less than men (Ealy & Lesh, 2003, p. 39). Research also found
that less than half of men believe women should provide equal amounts of money to
the family budget, and men feels unhappy or threatened if their wives earn more than
them. These men feel that they are not fulfilling the provider role (Gulli, 2012, p. 16).
Additionally, women are more “now-money oriented” and men are more “future-
money oriented” in that women use shopping to celebrate or make them feel better in
an impulsive manner. Men, on the other hand, are more likely to save with a future
orientation, and are more comfortable with money and confident in investing (Ealy &
Lesh, 2003, p. 40).
In this study, annuity advertisements perpetuate the hegemonic ideas
about gender role that men are a breadwinner and women are subordinate to men. The

majority of the advertisements depict men as a main character. The number of the
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images of men are double those of women. Both men and women are presented as an
individual, as a couple, or as a family. Interestingly, men are mostly presented as an
individual whereas women are mostly presented with men as a couple or as one of a
family member. Additionally, the premium rate for men of insurance is cheaper than
that for women. This implies that men are the major potential customers of annuity
brochures due to their expected role as a good breadwinner taking care of the family
while women still need to financially depend on men. Purchasing insurance is a way
that men can create financial security for their family. When they pass away, their
family is the beneficiary of the insurance benefits.

In conclusion, developed as a consequence of risk society and aging society,
financial security is commodified in the form of annuity policies created by insurance
companies for profit making. The insurance companies use brochures as one of
promotional texts to promote annuity policies as a means to strengthen financial
security during retirement. To convince customers that annuity policies are essential
for a happy retirement and to maintain continuous consumption of annuity policies,
discourses of annuity advertisements reproduce existing capitalist and consumer
ideologies, neoliberal ideology, and patriarchal ideology. Simultaneously, these
ideologies circulate class and gender inequality which are presented in the following

section.

5.2.3 Research Question 3: How do the discourses of annuity

advertisements perpetuate social inequality?

The media is used as a means to disseminate the ruling class ideologies, and
the media manipulates society into buying goods, services, and lifestyles (Loxley,
Walisiewicz, & Westhrop, 2015, p. 187). Media manipulation, as a result, leads to
class domination in which the working class are subject to the ideological illusions
perpetuated by the ruling class (Loxley, Walisiewicz, & Westhrop, 2015, p. 178). In
other words, the media reinforces the existing class and social relations. A
combination of verbal and visual resources in a given text shapes social cultural
practice by circulating social inequality through the reproduction of certain

hegemonic ideologies.
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In this study, the insurance companies exploit customers’ needs for
annuity policies by reproducing three ideologies in annuity advertisements; namely,
capitalist and consumerist ideologies, neoliberal ideologies, and patriarchal
ideologies. The capitalist and consumer ideologies and neoliberal ideology circulate
class inequality, while patriarchal ideology perpetuates gender inequality. The details
of each one are presented in the following sections.

5.2.3.1 Class Inequality

Class inequality is perpetuated by capitalist and consumer ideologies and
neoliberal ideology. Class inequality in the discourses of annuity advertisements can
be divided into two categories.

First, the inequality between the insurance companies and customers. As
text producers, the messages in annuity policies are for the interest of insurance
companies to convince customers to purchase annuity policies. The transitivity
analysis in Chapter 4 discloses the power of annuity policies and the authority of
insurance companies over the customers. In annuity advertisements, annuity policies
are presented as the ones that bring about benefits to customers such as the use of a
material verb, “guarantee sufficient incomes”. Insurance companies are represented as
a financial assistant who provides service and solutions for financial problems for
happiness at every age of life such as the use of a material verb, “tailor customers’
retirement plan”. Although the advertisements seem to present customers as the one
who performs an active verb such as “build happiness in retirement”. This action can
happen only when the customers purchase annuity policies. According to Walisiewicz
and Westhrop (2015), the illusion of wide range of free options in consumer culture
serves to mask and maintain the status quo of dominant class (p. 245). In the case of
insurance, there seem to be a variety of annuity policies available for customers to
select for their happy and secure retirement. In fact, it is the insurance companies who
choose and offer these annuity policies for them.

Second, the inequality between customers who buy annuity policies and
those that do not. According to Immanuel Wallerstein, capitalism perpetuates the
difference between the rich and the poor; capitalism receives economic advantages by
maintaining this difference (Loxley, Walisiewicz, & Westhrop, 2015, p. 135) through
the reproduction of certain ideology. In a capitalist society, success is measured by the
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possession of material objects, and money is power. In addition, individuals in
capitalist society are determined by struggles for social recognition, status, and power.
Therefore, individuals from lower class try to emulate, both consciously and
unconsciously, the consumption practices of the dominant class (Loxley, Walisiewicz,
& Westhrop, 2015, pp. 217-218). Under capitalism, advertising is a powerful
marketing tool that represents the affluent lifestyles and fosters the idea that
possessing products that make individuals look and feel more like the rich people in
society is a desirable and successful lifestyle (O’Shaughnessy & Stadler, 2012,
p. 152).

In case of insurance business, insurance companies use annuity
brochures to constitute and exploit consumer needs for profit. The middle class and
lower class are oppressed by the capitalists (i.e. insurance companies) in annuity
advertisements. Through the discourse of happiness in annuity advertisements, the
producers of the advertisements manipulate the middle class and lower class by
convincing them to buy annuity policies so that they can have financial security
during retirement and can live an affluent life like the rich class. This, however, helps
perpetuate inequality and class division in society due to an expensive rate of annuity
premium that only a certain group of people can afford as in the clause:

@) duduarmguieiugin afiasigiadld e lsi1d
Transliteration: toemtem kwamsuk ngai ngai pen unit krang la
ki unit ko dai muea rai ko dai
Translation: You can easily pay the premium based on the

number of units you are satisfied with, and you
can buy it whenever you want.
Source: BLA Unit Pension

From the word “unit” in this clause, it seems that the price of the
premium costs only a small amount. However, the tables in the brochure show that the
premium rates cost almost ten thousand baht to more than twenty thousand baht
depending on the age and gender of a customer. This is consistent with Ewald (1991)
who notes that although the purchase of various kinds of insurance provides security,
this is not for everyone and insurance can cause social inequalities (p. 206).
According to Proudhon, security is turned into a commodity for sale. Since the
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insurance compensation is rated on the amount of money the customer insures, not on
the misery of the customer, insurance is quite fruitless for the poorer class; insurance
is a new privilege for the rich and cruel irony for the poor (Ewald, 1991, p. 206).
Although the purchase of various kinds of insurance provides security, this is not for
everyone and insurance can cause social inequalities (Ewald, 1991, p. 206). Since the
insurance compensation is rated on the amount of money the customer insures, not on
the misery of the customer, insurance is quite fruitless for the poorer class. Insurance
is a new privilege for the rich and cruel irony for the poor as the cost of the premium
is quite high because it includes the commission of the sales representative (Ewald,
1991, p. 206; Phutrakul, 2007, pp. 217-218).

As mentioned in Chapter 4, both verbal and non-verbal resources in the
advertisements reveal the class and career of the potential customers of annuity
policies. The advertisements aim at white collar-workers, aged 20-60 years old, who
work for government sectors or a private companies with10, 000-20,000 bath salary.
This suggests class inequality. Some groups of people; i.e., blue collar workers, self-
employed person, or freelancer, are excluded because they do not have regular
incomes nor official retirement age.

Class inequality is also perpetuated through the reproduction of
neoliberal ideology.

Living in current modern risk society, individuals in a neoliberal state
are encouraged to manage their own risks due to the withdrawal of state welfare. In
the case of a retirement plan, the government urges individuals to make a long-term
saving plan, and annuity policies are one option. To cut state funding, the government
supports the purchase of annuity policies through a tax deduction policy. In annuity
advertisements, insurance companies persuade customers to purchase annuity policies
by offering one condition in applying for the policies by saying that

@) lilasnanins14...1loseng 20-60 1)
Transliteration: mai wa khrai kho samak dai
Translation: Anyone 20-60 years old can apply.
Source: Retirement Saving Plan G 55, 60, 65

It seems that anyone aged 20-60 years can apply for this policy. It seems
to be class-free but actually only a person who can afford to pay for the premiums can
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apply; only the upper and middle classes can apply for this policy. This widens the
gaps between the haves and the haves-not.

Another persuasive strategy employed in annuity advertisements to
encourage an individual to take care of one’s risk and causes the feeling of inferiority
is the assigning a positive image to a person who purchases annuity policies. Zygmunt
Bauman claims that in consumer culture, value of the individual is defined by things
he acquires, and diverging from dominant ideas is classified as irrational thought and
humiliating (Loxley, Walisiewicz, & Westhrop, 2015, pp. 143, 151). Hovland &
Wolburg (2010) further state that the messages in advertisements suggest that by
buying a product or service customers are satisfying desire; attaining power from that
product or service; acquiring positive quality or qualities from that product or service;
developing their values, tastes, lifestyles, and identities; and distinguishing themselves
from others (p. 3). In the case of insurance, insurance is highlighted as a tool that
helps one to act responsibly and that demonstrates affection for loved ones, and
customers who are reluctant to have private insurance could be portrayed as a moral
failure, as a lack of responsibility (Lehtonen & Liukko, 2010, pp. 380-381). Similarly,
a person who buys annuity policies is portrayed in the advertisements as a prudent and
smart person who cares for the loved ones as in the clause:

@) adrunnuiundldauiinusn

Transliteration:  sang khwam mankhong hai khon thi khun rak
Translation: Build financial security for your loved ones.
Source: Retirement Saving Plan G 55, 60, 65

In addition, a person who buys annuity policies is presented in the
advertisements as the one who can take care of oneself, and not being a burden to
children as in the clause:

(1) liiflumsg Iiungnwanu

Transliteration: mai pen phara luklan

Translation: [You] will not be a burden to [your] children.
Source: Retirement Saving Plan (1) 55, 60, 65
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Consequently, this implies that a person who does not purchase annuity
policies is not smart, does not care for the loved ones, and being a burden to children
which can lead to the feeling of inferiority of certain groups of social members.

5.2.3.2 Gender Inequality

In this study, patriarchal ideology related to gender role is reproduced in
annuity advertisements. The analysis of visual cues in the advertisements discloses
that men are mostly presented as an individual whereas women are mostly presented
with men as a couple or as one of family members. The premium rate is cheaper for
men than that for women. This suggests that men are the major potential customers of
annuity policies and reflects patriarchal ideology in the sense that men are expected to
be a breadwinner who takes care of the family whereas women financially depend on
men.

This, however, is different from Buddhist teachings about self-reliance
that each individual should take care of one’s own livelihood. Financial dependencies
on others like spouses should be eliminated because life is uncertain. The breadwinner
might be ill or dead, or the spouses might get divorced.

5.3 Contributions of the Study

By disclosing the reproduction of capitalist, consumerist, neoliberal, and
patriarchal ideologies through persuasive strategies used in Thai annuity
advertisements, this study can contribute analysis and insight to those who consume
advertisements and those who are interested in media discourse in two aspects.

Firstly, since the goal of critical discourse analysis is to empower and
emancipate from social suppression and hegemony made possible by discourses, the
findings of this study provide consumers with a greater awareness of the potential for
media exploitation and manipulation, especially through the persuasive strategies in
advertising discourse. In other words, the results of this study can enhance the media
literacy for consumers, who read annuity advertisements.

Secondly, this study provides a framework to those who are interested in
employing critical discourse analysis to study media discourse because the framework
of this study can be applied to analyze other texts such as news, books, and other
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messages in new media. Additionally, the findings of this study can fill in a gap in

knowledge of financial discourse in Thailand.

5.4 Limitations of the Study

The total of only 15 annuity brochures of the top-five insurance companies
that have the biggest market shares in 2014 were analyzed in this study since the
major concerns of this study is not to make generalization but to offer rich
descriptions and explanations of the reproduction of ideologies and social inequalities
and to reveal the manipulation of advertising discourse, excluding details on how the
companies produce the advertisements and how the readers perceive the
advertisements. Furthermore, this study focuses on Thai annuity advertisements
distributed only in Thailand; annuity advertisements of other countries may be read

very differently.

5.5 Recommendations for Further Study

Based on the study of the persuasive strategies used in Thai annuity brochures,
the researcher would like to recommend two aspects for further investigation. First, it
would be constructive to analyze a variety of advertising texts for annuity policies and
other insurance policies such as advertisements in newspapers, TV commercials, and
billboards in order to offer less partial perspectives on the exploitation of consumer’s
needs for financial security and the reproduction of ideologies and social inequalities
in insurance business. Second, further valuable insight could be stimulated by
incorporating quantitative analysis in analyzing annuity advertisements together with

the interviews of both producers and the receivers of the advertisements.
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Appendix A

A List of 15 Annuity Brochures

No. Name of Policy Name of Company

1. Retirement: AIA Annuity 60/85 (AlA, 2014)

2. RETIREMENT AIA Annuity FIX (AIA, 2014)

3. RETIREMENT AIA Annuity Smart (AIA, 2014)

4. BLA Unit Pension (Bangkok Life Assurance, 2014)

5. Annuity 600 (Bangkok Life Assurance, 2014)

6.  Annuity 555 (Bangkok Life Assurance, 2014)

7. i-Wish Krungthai-AXA Life Assurance,
2014)

8. PR 60 Krungthai-AXA Life Assurance,
2016)

Q. Retirement Saving Plan G 55,60, 65 (Thai Life Assurance, 2014)

10.  Retirement Saving Plan (1) 55,60, 65 (Thai Life Assurance, 2014)

11.  Muang Thai Retirement Saver (Muang Thai Life Insurance
Public, 2014)

12.  Muang Thai 8560 G 15 (Muang Thai Life Insurance
Public, 2014)

13.  Muang Thai Retirement 8501 and 9901 (Muang Thai Life Insurance
Public, 2014)

14.  Muang Thai 8501 D 55 and D 60 (Muang Thai Life Insurance
Public, 2014)

15.  Muang Thai Return Retire (Muang Thai Life Insurance

Public, 2016)
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1. Material Process

Name of the Policy: AIA 60/85

Appendix B

A Form for Transitivity Analysis

No. Circumstance Material Goal Beneficiary  Circumstance Translation Communicative
Function
1 o'lore 1ugy miud RuA Tnu fudery 60-85 7 AlA Annuity To present the
60/85 i guarantee 1y hai khun tangtae ayu 60-85 60/85isthe only  benefits of
AIA bamnan ngoen pi policy that annuity policies
khuen guarantees to
thaonan thi bamnan return the annuity
to you from the
age of 60 to 85.
2 Furewdi AP Fiandon Weuduiianienndre  Itis hightimeto  To stimulate
thueng wela tong chiwit Sy uaziiule plan for people to start
laeo thi wangphaen  kasian phuea roemton retirement to planning for

chiwit kasian
yang mi
khwamsuk lae
manchai

enjoy life after
retirement with
happiness and
confidence.

retirement at the
working age for a
happy retirement

L0¢



Name of the Policy: BLA Unit Pension

No. Circumstance Actor Material Goal Circumstance Translation Communicative
Function
1 i #o 32 Bedy The sooner [you] buy 1) To stimulate people
ying sue reo ying khum the greater the to start planning for
coverage. Per-unit retirement at the
price varies by age and  working age, 2) and to
gender. present the benefits of
annuity policies
2 laidoansan quam Sukkhaphap No health checkup is To present the
maitong truat required. conditions of applying
for annuity policies
3 udh G R RAulfifieane fudIanduntonndmsed? And have you prepared 1) to stimulate people
laeo khun triam ngoen wai kap chiwit lang kasian ~ sufficient savings for  to start planning for
phiangpho laeo rue yang? your retirement yet? retirement at the
working age, and 2)
to construct the idea
that retirement
savings are necessary
for a happy retirement
4 Ao Funmulsziuiianient  fdninowlng awnidszma Contact a sales To indicate the
tidtor Wammsidutuataen  Tns. 02777 8888 representative or a establishment and
prakanchiwit rue  wuww bankoklife.com financial consultant at reIiabiIiFy of thg
thipruksa thi samnaknganyai sakha the head office and companies, V\_/hlch can
kanngoen thua prathet to bra_nche§ create brand image
02 777 8388 nationwideTel.
02 777 8888

www.bankoklife.com

www.bankoklife.com

80¢



Name of the Policy: i-Wish

No. Circumstance Actor Material Goal Circumstance Translation Communicative Function

1 RIRVIG) 1neEN Tlw¥oudumiunBon [You] Don’t stop To present retirement period
ya yut thukyang  pai phromkap kham wa kasian ~ €verything when you as a worrying one

retire.

2 wsoundou s Suiidne i-wish, suulszmninngen - Prepare for your 1) To stimulate people to
triam ngTne-uendn sz fida tangtae retirement today with i- start planning for retirement
phrom wanni duai i-Wish baep Wish, an annuity policy at the working age, and 2) to

orakan bamnan chak of Krungthai-Axa Life present the benefits of
krungthai-aeksa prakan chiwit Insurance. annuity policies

3 5u maden Tumsisudunaumuownng vduniiswes  [YOU] receive various To present the benefits and
rap SS— aw Nai kan roemton wangphaen  alternatives in planning conditions of annuity

thangluea  anakhot lang kasian khong for- your future after policies
K laklai Khun retirement.

4 Audenu Khamtuen Agan AN Twaziden TuenansilszneumsueupaniEng Remark: please study, all ~ To present the conditions of
karuna Fanay nai ekkasan prakop kankhai additional details in the annuity policies
sueksa  rgila-iat  Khong borisat company’s sale

ohoemtoe document.

m
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Name of the Policy: Retirement Saving Plan (1) 55, 60, 65

No. Initiator Process Actor Material Goal Circumstance Translation Communicative Function

1 nnlsedu ansasin mi 18 andninaaiiaasnng This insurance plan To present the benefits of annuity
il baep aaidou phasi S, allows tax deductions  policies
prakan  samat hak dai tam lak ken thi in compliance with
ni lot yon sanphakon kamnot Customs Departments

criteria.

2 Inodsedu  qua A aaoa il Thai Life Insurance To create brand image and brand
e dulae khun talot pai always takes care of positioning by indicating that the
thaiprak you. company will always provide
an financial products and service for
chiwit customers

3 LERY mwguly  lugesdunieneyssieod  Build happiness in 1) To present the benefits of

sang khwam  uasesil every retirement age, annuity policies, and 2) to construct
sukchai  naj thuk chuang wai 55 years, 60 yearsand  the idea that_financial security can
kasian ayu 55 pi 60 pi 65 years. lead to happiness
lae 65 pi
4 H01% amsduiiu - flula pen S ARERIE [Retirement Saving 1) to construct the idea that
chuai Fa pai yang rapruen Plan (1)] helps you retirement savings are necessary for
hai kan live your life a happy retirement, 2) to present the
damnoe smoothly. benefits of annuity policies, and 3)
n chiwit to construct the idea that financial

security can lead to happiness

0T¢



Name of the Policy: Muang Thai 8501 and 9901

No. Circumstance Material Goal Circumstance Translation Communicative Function
1 NUHUTY ey diesInfednldtana  [You] planto receive 1) To present retirement period as
wangphaen rap  bamnan phuea retain the annuity for a worrying one, 2) to construct the idea
yang rai worry-free retirement.  that retirement savings are necessary
kangwon for a happy retirement, 3) to present
the benefits of annuity policies, and 4)
to construct the idea that financial
security can lead to happiness
2 1o il aSudw [You] pay for the To present the conditions of applying
chai bia khrang diao premiums only once for annuity policies
(single premium
payment).
3 4 $u ey oM But [You] receive To present the benefits of annuity
tae rap bamnan yao annuities in a long run.  policies
4 saass chatsan Suownfionr  edradluszuy [You] manage To present the benefits of annuity
ngoen yam yang penrabop annuities policies, and 2) to construct the idea
kasian systematically. that retirement savings are necessary

for retirement

1T¢



2. Relational Process

Name of the Policy: AIA Annuity Smart

No. Circumstance Carrier/ Relational Attribute/ Circumstance Translation Communicative Function
Token Value
1 LAz @o'loto szimat iy wildluandnvesngy  Taeldawduasedludne  And (AIA To create brand image by
lae Tne) pen 1Bmelon mslsemuaaa msnausy 1 hailand) is one of  indicating the establishment of
(AIA nueng nai oouuiteSundoa ns th_e AIA Grc_)up companies and a Yariety of
pratetthai) samachik khong  jsc fusbqinmmun: Limited which products and services the

krum borisat
AlA

quam uazmylszauaia

HUVAIUNITNINU

doi hai
kwamkhumkhrong
nai dan kanprakan
chiwit
kanwangphaen
omngoen phuea
wai kasian
kanprakanphai
ubattihet lae
sukkhaphap lae
kanprakan chiwit
baep kuap
kanlongthun

provides services
on life insurance,
retirement savings
plan, accident and
health insurance,
and investment
insurance.

company offer to customers

[AX4



Name of the Policy: BLA Unit Pension

No. Circumstance Carrier/ Relational Attribute/ Circumstance Translation Communicative Function
Token Value
1 agamnsziudan (a0 i ANV Bangkok Life Assurance To create brand image and
33aw krungthep  (khun) mi khwamsuk mak (for) life with greater brand positioning that the
prakan chiwit kwa happiness ammgwpmwd%fmmmm
chiwit ti security that can bring
about happiness to
customers
2 iy o FZOYNAMIFINNAQ Living longer means a To construct the idea that
ayu yuen maithueng P longer post-retirement savings are necessary for
khuen rayawela life. retirement
kanchai chiwit
lang kasian yao
nan khuen
3 iy o mldolusondon Living longer means To construct the idea that
ayu yuen maithueng 1 more post-retirement savings are necessary for
khuen khachaichai nai expenses. retirement
waikasian mak
khuen
4 iy o fousoniiueauun Living longer means the  To construct the idea that
ayu yuen maithueng i tong triam need to save more in savings are necessary for
khuen advance. retirement

ngoen-om mak
khuen

€Te



Name of the Policy: PR 60

Circumstance Carrier Relational

Attribute

Circumstance

Translation

ANUYY

khwamsuk
kap
khropkrua
kasian

funseunirsuiuiinly
Jontiom

an pen thi rak nai
wal

And [You] enjoy
your life with your
family after
retirement.

f=d}

anslasuy
matlse Toand
inANInEY
Tuwa

sit dai rap
phonprayot
poemtoem

chak ngoen
panphon

o TUATUTOUMNUAT YN
7IGA 18% YBITIUINTUID
sziuss

na wan khroprop
kamnot sanya
sungsut 18%*
khong chamnuan
ngoen-ao-
prakanphai

You will receive
additional benefits
from dividend on a
day that the contract
completes with a
maximum of 18% of
the sum insured.

Communicative Function
To construct the idea that financial
security can lead to happiness

To present the benefits and conditions of
annuity policies

v1¢



Name of the Policy: Retirement Saving Plan G 55, 60, 65

No. Circumstance Carrier/Token Relational  Attribute/Value Translation Communicative Function
1w Aw i Aunilafideamsng If you are among those ~ To construct the idea that
hak khun pen urums19aSana e who want to plan for retirement savings are
i Ii'fe after r'etirement necessary for a happy
khon nueng thi since Thallanq has retirement
tongkan wangpaen lsnggi%rtr;e an aging
kanchaichiwit lang '
kasian
2 il TasadalszangIne Ididhg danurgeeny To present retirement period
phro thuk khrongsang dai khaosu  Sangkhom as worrying one
wanni prachakornthai phusungayu
3 msthduilelseiu i wihivedienlsziusde Premium payment is To present the conditions for
kannamsong bia pen nathi khong phu-  the responsibility of the  applying for the policies
prakan ao-prakanphai insured.
4 msfwunudseindtan il msu3msminiu Itisonly aserviceofa  To present the conditions for
Eudelsesuse pen kanborikan sales representative to  applying for the policies
kan thi tuathaen thaonan collect the premium.

prakan chiwit ma
kep bia prakanphai

1%4



Name of the Policy: Muang Thai 8501 D 55 and D 60

No. Circumstance Carrier/ Relational Attribute/VValue Circumstance Translation Communicative Function
Token
1 e msunasguam derlu Todoniislums Health declarationis  To present the conditions of
lae kan thue pen fnsanfutse sy one factor evaluated  applying for annuity policies
thalaeng patchai nueng by the insurance
sukkhaphap nai kan company.
pitcharana rap
prakanphai
2 Wail NERTERELTREAT il Towndnnaet pai fiusing swua Remark: To present the conditions of
thang ni Uszust pen tam lakken thi borisat underwriting should  applying for annuity policies
kanphitchar kamnot comply with the
ana rap company’s criterion.

prakanphai

9T¢



3. Mental Process

Name of the Policy: AIA Annuity FIX

No. Phenomenon  Sensor Mental Phenomenon Circumstance Translation Communicative Function
1 Tagiiudi L nalald iomnBondalaluoung Today that you can trust To present the benefits of
patchuban thi  khun wangchai phuea kasian sotsai ~ for a quality future in your  annuity policies
dai nai anakhot retirement
2 AlA Wl Fn AIlA understands lifeand  To create brand image and
khaochai chiwit understands you. The real brand positioning that the
3 AN a0 life company company provides financial
khaochai I;hun security and the right solutions
for real life that is
unpredictable
4 () Roemsii Ruooumn Yunnmsaangeunia (You) want to have more  To present the benefits of
(khun) tongkan mi  ngoen-om mak  dwnsusssiggege  Savings from tax annuity policies

200, 000 UIN

khuen chak
kanlotyon phasi
suan krommathan
bamnan sungsut
200,000 bat

deduction on annuities of
200,000 baht as maximum

LT¢



Name of the Policy: Annuity 600

No. Sensor Mental Phenomenon Circumstance Translation Communicative function
1 npunnilsziudia e M3 3nBandon Anugw Bangkok Life Assurance To indicate that financial
krungthep chuea Sty believes that the more security can lead to happiness in
prakan wa chiwit ying preparation the happier the every stage of life
chiwit phrom life.
khwamsuk ying
poem
2 apumwlszdudin  Tujuiufadu wanlszdugtuoulvl  idlenouTandynandiinedn  Bangkok Life Assurance is To indicate the establishment
krungthep chueng lak prakan soudn iteliqamdemjeg  firmly focused on new forms  and reliability of the companies,
prakan mungman rupbaep mai Fyuethasiuna of insurance answering to the  which can create brand image
chiwit khidkhon ohuea topchot thuk all-around needs of every

chuang chiwit yang
rop dan phuea hai
khun phrom mung
Su paomai yang
mankhong

period of life, allowing you
confidently to pursue your
goals.

8T¢



Name of the Policy: PR 60

Mental

Phenomenon

Circumstance

Translation

Communicative Function

Tl
manchai

Suntion Modudou w01y 60 1 &
%uagjﬁumq%uﬂﬁzf‘fuﬁﬂ e
vosufysuduiunioaldiudian
wai kasian duai ngoenkon
na ayu 60 pi sueng
khuenyukap ayu rap
prakanphai phuea pen
khongkhwan roemton wai
kasian hai kap tua khun

[You] can be
confident of
retirement age with a
lump sum payout at
60, depending on age
of becoming insured,
as a retirement gift to
yourself.

To present the benefits of
annuity policies

No. Sensor
1
2 U35 g9 lng-uensn

UsznuTia s1na
(UHIHU)

borisat
krungthai-aeksa
prankan chiwit
chamkat
(mahachon)

yau

mungman

fuiugsnuiemauuiim susy
il lulovesaulng

damnoen thurakit phuea
kao pen borisat andap
nueng nai chai khong khon
thai

Krungthai-AXA Life
Insurance Public
Company Limited is
committed to
conducting business
so as to become the
number one
insurance company
in Thailand.

To create brand image and
brand positioning that the
company develop itself to be
the best insurance company
in Thailand

6T¢



Name of the Policy: Retirement Saving (1) 55, 60, 65

No. Circumstance Sensor Mental Phenomenon Circumstance Translation Communicative Function
1 15710 Tinsw zduihedanieli We do not really know  To present retirement
rao ko mai sap wa cha cheppaui ik if we are going to be period as a worrying one
rue mai rue sick.
maetae wa cha mi
chiwit yu dai nan
ik khae nai
2 GE)) Ml fuduasoamsidediaii (You) can be certain To present the benefits of
(khun) wangchai Tigaynldn about the coverage of annuity policies
kap khumkhrong death.
kan sia chiwit thi
mai sun plao
Name of the Policy: Muang Thai 8560 G 15
No.  Circumstance  Sensor Mental Phenomenon  Circumstance Translation Communicative Function
1 Audou o aasthnadhle Tus1gazidenni Note: The insured To present the conditions
khamtuean phusue khuan tam fuasoauazidou'ly should thoroughly of applying for annuity
khwamkhaochai  naj raila-iat study all the details, policies
khwamkhumkhr insurance coverage and
ong lae terms t_)efore applying
ngueankhai for an insurance.
2 now aagulom sziudy Y]ﬂﬂ%ﬂ
kon tatsinchai tham prakanphai  thuk khrang

0¢¢



4. Verbal Process

Name of the Policy: Annuity 600

No. Circumstance Sayer Verbal Verbiage Translation Communicative Function
1 uaz (Am) lidoanou Mamgunm And you do not have to  To present the conditions for
lae (khun) maitongtop  khamtham sukkhaphap answer questions about  applying for the policies
your health.
2 Junsdii fentlsziust uoay fonnulag lusweenilsziuhinssau  In case that the insured
nai korani thi  phu-ao thalaeng anuiuesa viimez ludunsea ascertain any invalid
prakanphai khokhwam dai dai nai statements, the company

khamkho ao prakan mai

will not insure.

trong tam khwampenching
borisat cha mai khumkhrong

Name of the Policy: Retirement Saving Plan (1) 55, 60, 65

No. Sayer Verbal Verbiage Circumstance Translation Communicative Function
1 Bl (i) Aoaunas doya awanuiluasdduenars  Besides, you shall provide To present the conditions of
ik (than) tong khomun vortlssiusaite truthful information in applying for annuity policies
thang thalaeng R R A——— insurance application forms

tam khwam pen
ching nai ekkasan
kho ao prakanphai
phuea phonprayot
sungsut khong than

for your own benefits.

Y44



Name of the Policy: Muang Thai 8560 G 15

No. Circumstance Sayer Verbal Verbiage Circumstance Translation Communicative
Function
1 idnaez higuases  demlsziusde Tidlaume LDGRRIRER The case that the To present the
asél phu-ao- mai khokhwam company would not conditions of applying
borisat cha mai  prakanphai  poetphoei ching cover: In case the for annuity policies
khum khrong insured conceals any
korani truth, the Comp_any
2 UIHNA WUNI dyanmely 2 7 ﬁm‘izuwiﬁ”uﬁwﬁ"ﬂumun Wiy Sh?” have the right to
borisat cha bok sanya phainai 2 TRYELPI vo_|d_the contract
orisa : ya p MPVYNITNEITN HIDIU within two years from
lang pI AdUAUgEIIUIAN VRN

¢ & 9
ATUHIIUATIFANIY

naptangtae wan tham
sanya rue wan to ayu
krommathan rue wan
klap khuen su
sathana doem khong
krommathan khrang
sutthai

the effective date of
contract or the date of
last reinstatement of
the policy.

¢cc



5. Behavioral Process

Name of the Policy: AIA Annuity FIX

No. Behaver Behavioral Circumstance Translation Communicative Function
1 wn  qu Mdweam Aadhdaumanil (Gulsz 13 ldemnndenlusau  If you are looking for these To present the benefits of
hak  khun kamlang mong ha  Suihngiigaudendies aeandeatuLife Style important things: a retirement  annuity policies

lutfagiiu uag Whranemseeuluiiganu)

sing samkhan lao ni (ngoen
pracham wai chai yam kasian nai
chamnuan ngoen bamnan thi khun
lueak dai eng sotkhlong kap Life
Style nai patchuban lae paomai nai
chiwit thi chatchen)

pension in an amount that you
can choose yourself consistent
with your current lifestyle and
a clear savings target.

Name of the Policy: AIA Annuity Smart

Circumstance

Translation

Communicative
Function

No. Behaver Process:
Behavioral
1 N A MAINBIN
hak  khun kamlang
mong ha

Fedhmanis Gusgi I omndoalusnauiminng i
idonTdeq doandestuLife Style lutTagiiu uag Whnuemsooudu
g

sing samkhan lao ni (ngoen pracham wai chai
yam kasian nai chamnuan ngoen bamnan thi
khun lueak dai eng sotkhlong kap Life Style nai
patchuban lae paomai nai chiwit thi chatchen)

if you are looking for the
following important
things (a regular chosen
amount of pension that is
suitable for a current
lifestyle and a clear
saving plan)

To present the benefits
of annuity policies
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Name of the Policy: BLA 555

No. Behaver Process: Circumstance Translation Communicative Function
Behavioral
1 @qw woalna infommne [You] Look far ahead for a To present the benefits of annuity policies
khun mong klai kasian sabai comfortable retirement.

Name of the Policy: Muang Thai 8560 G 15

No. Initiator Process  Behaver Behavioral Circumstance Translation Communicative Function
1 dedlnusseoc W am iy diofefuniion muea  (Muang Thai 8560 G15]) 1) To present retirement period as
15) hai khun yim thueng wai makes you smile duringa  worrying one, 2) to construct the
(Muang Thai kasian worry-free retirement. idea that retirement savings are
8560 G15) necessary for a happy retirement, 3)

to present the benefits of annuity
policies, and 4) to construct the idea
that financial security can lead to
happiness
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6. Existential

Name of the Policy: BLA 555

No. Existent Circumstance Translation Communicative Function

1 noanuldounlas @ faiia 1aue There are always good things in 1) to present that life is full of uncertainty
o mi sing thi di samoe every change in life. and 2) to stimulate customers to make
thuk financial planning in every stage of life
khwamplianpl
aeng khong
chuang chiwit

2 noanuldounlas @ faiia oo There are always good things in
ves¥in mi  sing thi di samoe every change in life.
thuk
khwamplianpl
aeng khong

chuang chiwit

Name of the Policy: i-Wish

No. Existent Circumstance Translation Communicative function
1 nay il 109 15% voinHom fiF3andunioaoiuguani And there is only 15% of 1) To present retirement period as a worrying
lae mi hiang 15% khong  thi mi chiwit lang retired persons lead a one, and 2) to stimulate people to start
phukasian kasian yang suk sabai happy and comfortable planning for retirement at the working age

life.
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Name of the Policy: PR 60

No. Circumstance Existent Translation Communicative function
1 e el Fnauinhldailadoems But how many people can do 1) To present retirement period as a worrying
tae cha mi sak ki khon thi tham dai tam  What they want? one, and 2) To construct the idea that

thi chai tongkan

financial security can lead to happiness

Name of the Policy: Retirement Saving Plan (1) 55, 60, 65

No. Circumstance Existent Translation Communicative function
1 waznalss Teniii 1850 vzl msinmillaqiedu  There is no tax deduction fromthe  To present the benefits of annuity policies
asusssIlsEiuEGa cha mai kan hak phasi  benefits of the insurance policy. and conditions for applying for the policies
lae phonprayot thi dai ~ Mi dai dai
rap chak krommathan thangsin

prakan chiwit

9¢¢



Name of the Policy: Retirement Saving Plan G 55, 60, 65

No. Circumstance Existent Circumstance Translation Communicative function
1 i mssesfumaneiutiing  lunsdideddadeufiungasuiidas There is a guarantee of  To present the benefits of
mi kan rongrap kan Tmsduiuaianasiontoantiulyl coverage for death annuity policies
chai ngoen bamnan EJEJ'NiT]Jdiiu before receiving the
. S complete pension so that
na I;oranl S'i Chw\;}'? ki?n customers can live their
Lilri) k:?g:%ﬂggﬁ t:hli\SVi'tjay retirement life smoothly.
lang kasian pen pai yang
rapruen
2 uazwalsgTonditld5uan whi  msinmilaqieau There is no tax To present the conditions for
asuEsslsiuEia cha kan hak phasi dai deduction from the applying for the policies
lae phonprayot thi dai Ml dai thangsin ben-efits of the insurance
rap chak krommathan ~ Mi policy.

prakan chiwit
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Appendix C

A Form for Analyzing Phrases in the Brochures

The following table shows the sample analysis of communicative functions of
the phrases. It should be noted that the number of the brochures are as follows: 1)
Retirement: AIA Annuity 60/85, 2) RETIREMENT AIA Annuity FIX, 3)
RETIREMENT AIA Annuity Smart, 4) BLA Unit Pension, 5) Annuity 600, 6)
Annuity 555, 7) i-Wish, 8) PR 60, 9) Retirement Saving Plan G 55,60, 65, 10)
Retirement Saving Plan (1) 55, 60, 65, 11) Muang Thai Retirement Saver, 12) Muang
Thai 8560 G 15, 13) Muang Thai Retirement 8501 and 9901, 14) Muang Thai 8501
D 55 and D 60, and 15) Muang Thai Return Retire. The types of phrases refer to 1)
names and types of insurance policies, 2) contact channels, 3) company names and

slogans, and 4) miscellaneous.



No. Phrase No. of bro. Type of Communicative Functions
Phrase
1 Retirement AIA 60/85 1 1 To indicate the age range of receiving benefits
2 wlow thwasiing aivnauuuaavdoumi1é) 2 1 To present the benefits of annuity policies
Transliteration: AIA bamnan munkhong
(bamnan baep lotyon phasi dai)
Translation: Retirement AIA Annuity FIX (a
tax deductible annuity policy)

3  thereal life company 2 3 To create brand image and brand positioning that
the company provides financial security and the
right solutions for real life that is unpredictable

4  aia.co.th 2 2 To indicate the establishment and reliability of
the companies, which can create brand image

5 wlewe thug anin o 019 55 ahnauuuaandeuni'ld) 3 1 To present the age of receiving benefits and to

Transliteration: AIA bamnan samat na ayu 55

(bamnan baeb lotyon phasi dai)

Translation: Retirement AIA Annuity Smart at
the age of 55 (a tax deductible annuity policy)

create a positive image of customers who

purchase annuity policies
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No. Phrase No. of bro. Type of Communicative Functions
Phrase
6 wansweiiuzhaiandnlseiu: Usziuiaeindunsensy unu 4 1 To present brand image indicating that the

o A o v v o ¢ A =
veuudyivegnsn, Yszau tuea to wisnds Mensany 10/5,
szaungamw 115 waa, Uszaugunm, Ussiugiinmgdiuyana

Transliteration: phalittaphan naenam sang
lakprakan: haungrak khumkrongkrop, phaen
khongkhwan pue lukrak, BLA phromchua
phueakarnsueksa 10/5, Krungthep 115 Plus,
prakan sukkhaphap, prakan ubattihet

suanbukkhon

Translation: Recommended insurance policies:

Care and Protection for Loved One Plan, Gift
for Beloved Child Plan, BLA for Child’s
Education 10/5, BLA Happy Home (home
loan), BLA High Protection, Bangkok 115
Plus, Health Care Plan, and Personal Accident
Plan

company provides a variety of insurance policies
and to create a positive image of customers as
good and grateful family members, who care for
the loved ones by creating financial security for

them
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Phrase No. of bro. Type of Communicative Functions

Phrase
viEnnummlsziudiasida (wiwu) 23/115-121 seda 5 2 To indicate the establishment and reliability of
$Roni o.mszsm 9 wadawyn ngamwa 10310 the companies, which can create brand image
Translation: Bangkok Life Assurance Public
Company Limited
23/115-121 Royal City Avenue, Rama 9 Rd.,
Bangkapi, Huaykwang, Bangkok 10310
o lumssilszduse: oghsulszdu 20-507) 6 4 To present the conditions of annuity policies: the
Transliteration: ngueankhai kanrap prakanphai: insurable age range
ayu thi rap prakanphai 20-50 pi
Translation: the insurable age range is 20-50.
nupsziulszinminng 7 1 To present brand image indicating that the
Transliteration: baebprakan praphetbamnan company provides a variety of insurance policies
Translation: Annuity Plan
nzaInouendan owlmiveamsilsziudin 7 3 To create brand image and brand positioning that
Transliteration: Krung Thai-AXA niyam mai the company offers new and better insurance
khong kanprakan chiwit policies than those of other companies

Translation: Krungthai-AXA Life Insurance: A
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No.

Phrase

No. of bro.

Type of
Phrase

Communicative Functions

new definition of life insurance

11

AN uRLRUATOIRANA

Transliteration: chutden phaen khumkhrong thi
khumkha

Translation: appealing benefit — a worth

insurance plan

To present benefits of annuity policies

12

v 9 ¥
LLUUﬂi&ﬂuﬂMﬂiﬂiIiﬂi‘lUui\1

Transliteration: baebprakan
praphetkhumkhrongrokrairaeng

Translation: Serious Disease Plan

To present brand image indicating that the

company provides a variety of insurance policies

13

' Y Y 2 Aa
Quiﬂﬂﬂﬂ’J‘Iilﬂilﬂiﬂiﬂﬁlﬁﬁl“lﬁm

Transliteration: unchai kap kankhumkhrong
kansiachiwit
Translation: Peace of mind with death

coverage.

To present benefits of annuity policies

14

] El ]
”lmﬂiznmf'mamws‘f nannaeIsmInselisdsznuidzain

s3I eI 10 seanis

10

To present brand image indicating the

convenience in premium payment
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No.

Phrase No. of bro. Type of

Phrase

Communicative Functions

Transliteration: thaiprakanchiwit easy pay
laklai withikanchamra thisaduakraudreo phan
chongthangtangtang kwa 10 chongthang
Translation: Thai Life Insurance: many fast,
convenient ways to pay premiums through over

10 payment channels.

15

remsnaumuialumaintonety fu ieslne 3 Inswust 11 4
o
1of

Transliteration: pueakanwangphaenthidi
naikankasianayu kap Muang Thai Retirement
Saver

Translation: for a good retirement plan with

Muang Thai Retirement Saver

To present benefits of annuity policies

16

iealng Smile 1766 12 2

Translation: Muang Thai Smile 1766

To create brand image that the company is
willing to offer services to customers with

pleasure

€ee



No. Phrase No. of bro. Type of Communicative Functions
Phrase
17 Qivaue 13 4 To indicate the establishment and reliability of
Transliteration: phunamsanoe the companies, which can create brand image
Translation: the name of sales representative
18 MTL Retirement 14 1 To present brand image indicating that the
company provides a variety of insurance policies
19 Suih Tag 12% vestwauGuenlsziuds ar fudnh 14 4 To present benefits of annuity policies

Fyan geaaiim 372% vesswnuluenlszduds a TuGFui
Ty dmFuuuuisziuse iealne 8501 855 (Whwguuy
aandou'ld)

Transliteration: ngoen bamnan pi la 12% khong
chamnuanneongaoprakanphai na wan
roemtham sanya sungsud ruam 372% khong
chamnuanngeonaoorakanphai na wan
roemtham sanya samrap baebprakanphai
Muang Thai 8501 D 55 and D 60 Translation:
Receive Annual Annuity at 12% of the initial

sum insured at the beginning of contract,

14 %4



No. Phrase No. of bro. Communicative Functions
totaling
up to 372% for Muang Thai Retirement 8501 D
55 (a tax deductible annuity policy)

20  widmiledInelsziudia saida (wwiwu) 250 aunyeiwn 15 To indicate the establishment and reliability of
et ngammwa 10310 the companies, which can create brand image
Translation: Muang Thai Life Assurance Public
Company Limited 250 Rachadaphisek Rd.,

Huaykwang, Bangkok 10310

21  0-22274-9400 (Tnswn) 15 To indicate the establishment and reliability of
Translation: Tel. 0-22274-9400 the companies, which can create brand image

22 0-2276-1025 (Tnsdni) 15 To indicate the establishment and reliability of
Translation: Tel. 0-2276-1025 the companies, which can create brand image

23 0-2276-1997-8 (Tnses) 15 To indicate the establishment and reliability of
Translation: Fax 0-2276-1997-8 the companies, which can create brand image

24  www.muangthai.co.th 15 To indicate the establishment and reliability of

the companies, which can create brand image
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Appendix D

A Form for Analyzing Visual Resources

No. Ilustration Name of Policy Communicative Function
1 A man of working age in a suit AlA 60/85 To provide vivid pictures of the age range, gender,
and class of a potential customer of annuity policies
2 A couple with money in a man’s hand Retirement Saving Plan G,  in order to reinforce the information that is stated
55, 60, 65 verbally in the brochures.

3 A man and a woman of retired age holding Annuity 600
insurance policies in their hands

4 Diagrams of financial benefit and All brochures 1) To convince customers that annuity policies can
coverage offer financial security during retirement.

5  Tables of premium rates 2) To support the verbal cues that currently the

6  Diagrams showing ways of making a majority of Thais have unhappy retirements due to
financial plan for retirement insufficient savings.

7 Tables showing benefits concerning tax 3) To convince customers to plan for their retirement

deduction

while of working age in order to enjoy a happy
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8  Charts showing proportion of retirement i-Wish retirement
savings of Thai people
9  Charts showing statistics of Thai PR 60
population of working age and those of
retirement age
10 Image of money AIlA Annuity Smart To provide vivid pictures of the age range, gender,
11  Image of a tea pot and a cup of tea PR 60 and class of a potential customer of annuity policies
12 Image of a pair of glass Muang Thai Retirement in order to reinforce the information that is stated
Saver verbally in the brochures.
13  Image of a suit case Muang Thai Retirement
Saver
14 Image of a laptop Annuity 555
15 Company trademark All brochures
16 QR code 1) Annuity 600, Annuity

555,

2) Retirement Saving Plan
G, 55, 60, 65,

3) Retirement Saving Plan
(1), 55, 60, 65,

LEC



4) Muang Thai 8560 G 15,
5) Muang Thai Retirement
8501 and 9901,

6) Muang Thai 8501 D 55
and D 60, and

7) Muang Thai Return
Retire

17

Awards the company has received

1) Muang Thai Retirement
Saver,

2) Muang Thai 8560 G 15,
3) Muang Thai Retirement
8501 and 9901,

4) Muang Thai 8501 D 55
and D 60, and

5) Muang Thai Return

Retire
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Appendix E

A Form for Analyzing Major Colors of Each Brochure

No. Name of Policy Name of Company Major Colors Communicative Function

1. Retirement: AIA Annuity 60/85 AlA white and red

2. RETIREMENT AIA Annuity FIX AlA white and red To create a brand identity and

3. RETIREMENT  AIA  Annuity AlA white and red the brand image of the
Smart insurance company as

4. BLA Unit Pension BLA sky blue, white, and blue reliable, modern, and

5. Annuity 600 BLA sky blue, white, and blue professional

6. Annuity 555 BLA sky blue, white, and blue

7. i-Wish Krungthai-AXA brown, orange, red, and white

8. PR 60 Krungthai-AXA brown, orange, and grey

9. Retirement Saving Plan G 55,60,  Thai Life Assurance  sky blue and white
65

10.  Retirement Saving Plan (1) 55,60,  Thai Life Assurance  sky blue, white, and blue
65

11.  Muang Thai Retirement Saver MTL green, pink, and white
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No. Name of Policy Name of Company Major Colors Communicative Function
12.  Muang Thai 8560 G 15 MTL pink and white
13. Muang Thai Retirement 8501 and MTL pink and white
9901
14.  Muang Thai 8501 D 55 and D 60 MTL pink and white
15.  Muang Thai Return Retire MTL pink and white

ove
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