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 This research is a genre-based analysis of muscle building product advertisement 
in health and fitness magazine distributed in Thailand. The study mainly aims to 
explore the organization and linguistic features of muscle building product 
advertisement. The first part concerns the analysis of the move structure of the 
advertisement. In the second part of the analysis, three linguistic features namely 
personal pronoun, modal auxiliary verb and verb tense were studied. Furthermore, 
the overall characteristics and the percentage of space devoted to pictures in the 
advertising were investigated. 
  
 Thirty-six advertisements were analyzed using the framework of move 
analysis developed by Swales (1990) and Bhatia (1993). The communicative 
purpose of each move, and that of the muscle building product advertising as a 
whole were determined. Dynamic genre were referred to Foulger (2004) and 
Yoshika and Herman (1999) to verify the differences between two periods in this 
study. In addition, a computerized concordance program was used to identify and 
analyze prominent linguistic features of move 3 ‘Describing Product’. 
 
 The result reveal that the muscle building product advertisement contain four 
prototypical moves; 1.) ‘Identify Product’, 2.) ‘Attracting Readers’, 3.) ‘Describing 
Products’ and 4.) ‘Noting Suggestions’. The personal pronoun ‘it’ and ‘you’ appears 
most in the early 1990’s and 2000’s respectively as well as the modal verb ‘can’. 
Surprisingly, the verb tense found in advertising both period are present, past and 
perfect in the proportion in 8:1:1.    
 
 The output from the analysis could be used as model for writers of muscle 
building product advertising. Besides, the findings can be guidelines for teachers of 
the genre in the English for advertising courses. This would contribute strategies for 
advertising of the muscle building product advertisement particularly in Thailand 
and other countries where English is not the first language, thus serving as a way to 
improve marketing communication in muscle building product as a health 
supplement product. 
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CHAPTER I 

 

INTRODUCTION 
 

Rationale of the Study 

 

 The language of Print media magazines is the focus of the study. The reason is 

that magazines are valuable media for reaching many objectives (Wells et al., 2000). 

This media successfully attract their specific group of readers with unique content. 

Moreover, advertising is one of the activities of marketing communication. Some 

firms view advertising as the most important promotional tool and allocate large sums 

of money to it. According to Wells et al. (2000), advertising in magazines are 

valuable medium for reaching many demographic groups. By their nature, magazines 

must fill a niche with unique editorial content to satisfy specific groups of readers. As 

a result, they are extremely diverse in terms of their characteristics, readers, and 

reader’s interaction. Moreover, the benefits of magazine advertising include the 

ability to reach specialized audiences, audiences receptivity, a long life span, visual 

quality, and the distribution of sales promotions. Thus, Wilmshurst (1994) declares 

that advertising comes in so many forms and carries out so many different tasks that 

the common factors may not be obvious. They are however very simple. What 

distinguishes advertising from other forms of promotional activity is that it: presents a 

totally controllable message, delivers messages to large members of people at low 

cost per ‘contact’ and it is a fast method of communicating with many people at the 

same time. Generally, in the dynamic world of advertising, there is continuous 

pressure to create adverts that are increasingly in the image of audience motives and 

desires. The actual product has come to matter less as audience’s participation 

increases, so there is a need to include audience experience within the adverts. 

Dominick (2002) believes there is generally a balance between the processes of 

cognition, attitude formation and behavioral change, though this balance may be 

variable. Ultimately, the underlying philosophy behind advertising is commercial. The 

genre itself implies the practices of buying and selling in an economic market, while 
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advertising discourses enable audiences to negotiate the roles of consumer, employee 

and citizen. Genres are not static and though they share similar characteristics, change 

overtime. For example, an advertisement from 1900 is significantly different to 2000. 

According to As Guru English in BBC Education (Online), there will be obvious 

differences in layout, language, content, and the relationship with the audience. 

 

 Muscle-building supplement products are under the spotlight, as can be seen 

via broadcasting and print media. People are increasingly likely to consume this kind 

of product in addition to food from natural sources in recent years. Actually, muscle-

building products aim to be sold to hardworking and athletic targets. Therefore, these 

products are mostly advertised in magazines about health and fitness. The muscle-

building supplement products advertise to persuade their target group through health 

and fitness magazines by emphasizing their benefits. It is accepted that advertising is 

the tool of communication that conveys important messages about business to target 

customers as stated in Wells et al. (2000). 

 

 To serve communicative purposes, the language used in advertising plays a 

particular role. Meanwhile, English has become essential because it is increasingly 

important to conduct international business. This concerns knowledge including what 

the text is used for and how the text is organized.  

 

 As mentioned above, advertising in the field of English for Specific Purposes 

(ESP) is included in genre analysis. Genre is discussed within the context of discourse 

communities and is conceptualized as a type of communicative event which is 

regulated by members’ shared communicative purposes in a discourse community 

(Swales, 1990). The principle aim of a genre mainly concerns its purposes of use, 

organizational structure and linguistic patterns, thus providing writers and learners of 

the genre with a viable applied linguistic procedure to describe authentic linguistic 

data, and this procedure requires a realistic cognitive designer to provide input 

relevant to the tactical aspect of genre-specific writing cited from Bhatia (1991).  
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 The great benefits of genre analysis and studies on genre analysis, which 

involve either the use of the genre approach in teaching writing (e.g. Marshall, 1991; 

Badger and White, 2000; Flowerdew, 2000) or the analysis of text structure (e.g. 

Brett, 1994; Holmes, 1997; Vongvanit, 2001) are all centered on academic genres. 

Since little attention so far has been given to the texts used in the muscle-building 

supplement product advertisement field, the present research is a dynamic genre 

analysis of muscle-building supplement products advertisement in health and fitness 

magazines in the early 1990’s and 2000’s. Consequently, this study is intended to 

identify characteristics for writing muscle-building supplement product advertisements; 

the analysis involves only those written in English by native speakers which are 

distributed in Thailand, and will show changes in approach over time. 

 

 Furthermore, according to Yakhontova (1997), the genre is static and dynamic 

at the same time. Genre is a model, or a scheme, because through its normality and 

regularly it acts as an example for generating new utterances of the same kind, but any 

newly born utterance predictability modifies the model, generating some new features 

but still preserving old essential ones. Consequently genre is predictable; it is and a 

process, a norm and concurrently, an everlasting and creative renewal. 

 

 Therefore, the dynamic features of genre acquired from a corpus of data from 

the muscle-building supplement advertising from the early 1990’s and 2000’s are 

compared to determine whether there are any dynamic changes in move-step structure 

and the use of personal pronouns, modal verbs and verb tense within the same move 

which have occurred over the course of ten years. 

  

Objectives of the Study 

 

 The objective of the study is to conduct a dynamic genre analysis of muscle-

building supplement product advertisements, which are written in English by native 

speakers and distributed in Thailand by comparing the early 1990’s and 2000’s.       

The main concern is to analyze the way both periods of advertising were written after 

having observed special differences. Consequently, this present research aims to: 
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 1. Investigate 

 

 1.1 General characteristics of the muscle-building supplement product 

advertisements. 

 

 1.2 Sequence and position of moves in the muscle-building supplement 

product advertisements. 

 

 1.3 Prototypical text structures of the muscle-building supplement product 

advertisements. 

 

 2. Components of the advertisement and differences between the two periods. 

 

Benefits of the Study 

 

 The findings mainly concern a descriptive study of general characteristics, 

organizational structure and linguistic features of the investigated health supplement 

product advertisements.  

 

1. These findings at two different times could serve as a model for writers of 

this information, especially in health supplement product advertisement firms of non-

native speakers of English.  

 

2. Also it serves to understand the development of changes from the last 

period and the latest written advertising and how the communicators of this kind of 

message view what is appropriate in order to communicate something through 

language. (Wallace, 1981:201) 

 

3. The model obtained from the study can also used as guidelines for teaching 

how to write this type of advertisement text (e.g. muscle-building supplement product 

advertisements staff who are non-native of English speakers and require further 

knowledge on how to write muscle-building supplement product advertisements) as 

Thompson (1994) suggests, the implication of the research is pedagogic. 
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4.  From these guidelines, advertising students should also gain ideas of how 

to write muscle-building supplement product advertisements and thus be more 

prepared for their future careers in the advertising firms particularly in Thailand and 

other countries where English is not the first language.  

 

5. Dynamic genre analysis also has the benefit of giving people a source for 

new ideas in order to design new communication methods, redesign existing 

communication methods or resolve problems relating to communicative actions. 

 

6.  It may also be possible to anticipate possible changes in a genre by 

examining any evolutionary histories of similar genres. It might be able to adapt the 

genre to the change by mimicking or modifying variations of a similar genre that 

occurred during its evolution. 

 

Scope of the Study 

 

 1. The study is limited to ‘muscle-building’ health supplement product 

advertisements in English health and fitness magazines in the early 1990’s and 2000’s 

that were distributed in Thailand. 

 

 2. The sources of ‘muscle-building’ supplement product advertisements that 

are collected in this study are Muscle & Fitness Magazine.   

 

 3. Only ‘muscle-building’ supplement product advertisements that are written 

in English by native speaker are considered in this study. 

 

 4. The advertisements of ‘weight-loss’ health supplement product advertising 

was excluded. 

 

 5. Since the study is concerned with dynamic genre and linguistics features, 

personal pronouns, modal verbs and verb tense, it may exclude many other interesting 

points of investigation and discussion. 
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Definitions of Terms 

 

 1. ‘Dynamic genre’ “Genres that change over time in response to their users' 

sociocognitive needs.” Berkenkotter and Huckin (1995: 4 cited in Breure, 2001: 2) 

 

 2. ‘Muscle-building’ products to promote the human muscle strength and 

elastic through concentrated training. 

 

 3. ‘Moves’ refer to segments of a text. Each move aims to accomplish a 

particular intention while contributing to the overall communicative purpose of the 

genre. 

 

 4. ‘Step’ refers to rhetorical options that provide writers choices to realize the 

communicative intentions of a move. 

 

 5. ‘Genre’ “comprises a class of communication events, the members of which 

share a set of communicative purposes.” (Swales, 1990: 58) 

 

 6. ‘Modals’ are traditionally called ‘defective’ in that there are only one form 

of each. They have no inflexion, imperative and non-finite parts, including will, 

would, shall, should, can, could, may, might, must and ought to. (Thomson and 

Martinet, 1990) 

 

 7. ‘Prototypical’ refers to the degree of resemblance that typically represents 

the prominent properties of a particular genre. 

 

 8. ‘Verb tense’ refers to the facets of verb phrases that are past tense and present 

tense as well as the perfect aspect using the primary auxiliary ‘have’. (Ballard, 2001) 

 

 9. ‘Personal Pronoun’ refers to the substitution to subject or object of the 

sentence in order to avoid unnecessary repetition which are I, you, we, they, he, she 

and it. (Ballard, 2001) 
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CHAPTER II 

 

LITERATURE REVIEW 
 

Genre Analysis 

 

 The concept of genre has been a central issue in language teaching and 

learning especially in the field of English for Specific Purposes (ESP). The notions of 

genre tend to emphasize the importance of social situations in which the genre occurs 

and of the communicative purposes of the genre. From these definitions, it can be 

seen that the concept of genre does not only focus on the study of language but also 

attempts to relate language of particular text to the content or situation in which it 

occurs. Thus, apart from the language used in a genre, genre analysis needs to take 

into account the features of situations including the reader, the writer, their 

relationship, and communicative purposes of the text. 

 

 In ESP, a well-known theorist of genre analysis is Swales (1990) who 

particularly stresses the role of communication or purpose in genre analysis. Swales 

states that “a genre comprises a class of communicative events, the member of which 

share some set of communicative purposes” (Swales, 1990: 58). He points out that the 

communicative purposes provide the rationale of the genre, which determines the 

choices of content and style and the structure of the genre. In the book ‘Genre 

Analysis’, Swales offers a view concerning the role of communicative purposes on 

the consideration of genre: 

 

 Communicative purpose has been nominated as the privileged property of a 

genre. Other properties, such as form, structure and audience expectations operate to 

identify the extent to which an exemplar is prototypical of a particular genre. (Swales, 

1990: 52)  
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 According to Swales, a communicative purpose is the major factor to identify 

text genre, while other factors can be used to determine the text’s prototypicality. Any 

major change in the communicative purpose is likely to provide a different genre 

whereas minor changes can assist in distinguishing sub-genres. As Dudley-Evans 

(1986) remarks: 

 

 Communicative purpose is, in fact, the defining feature, where a genre such as 

the academic article is distinguished from other genres and by which the consideration 

of genre is distinguished from the consideration of register. The use of genre in ESP 

or applied linguistics is thus distinct from its use in literary criticism, where a 

particular genre, for example a tragedy, a comedy or a novel, is distinguished by its 

form. (Dudley-Evans, 1986 cited in Couthard, 1996: 217)  

  

 Swales (1990) has emphasized that communicative purpose is the main factor 

that identities and that is recognized by the members of the discourse community.  

The definition of Swales is supported by that proposed by Dudley-Evans (1994).                     

He discusses it further as follows: 

 

...within the conventions of the genre studied it was the writer’s 

communication purpose that governs choice at the grammatical and lexical 

levels. Communicative purpose is, in fact, the defining feature by which a 

genre such as the academic articles is distinguished from the consideration of 

register. ...a genre is a mean of achieving a communicative goal that has 

evolved in response to particular rhetorical needs. The emphasis is thus on the 

means by which a text realizes its communicative purpose rather than on 

establishing a system for the classification of genres… 

 

 Drawing on the definition of genre by Swales (1990); Bhatia (1993) describes 

genre as having the following characteristics: 

 

 1.  It represents a recognizable communicative event characterized by a set of 

communicative purpose. 
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 2.  It is identified and mutually understood by members of the professional or 

academic community in which it regularly occurs. 

 

 3.  It is usually a highly structured and conventionalized communicative event. 

 

  4.  It is bound by constraints (e.g. structure, linguistic features) that are readily 

noticed when broken. 

 

 According to Bhatia (1993), each genre is an instance of successful 

achievement of a specific communicative purpose and members use conventionalized 

knowledge of linguistic and discourse properties to produce that genre. In other 

words, genre can be defined as types of communicative action realized and enacted by 

members of a community to realize particular communicative purposes. 

 

 Bhatia (2002) points out that analyzing genre means “investigating instances 

of conventionalized or institutionalized textual artifacts in the context of specific 

institutional and disciplinary practices, procedures and cultures” in order to 

understand how the genres in a specific discourse community are constructed and 

interpreted, and how the members use them to achieve their community goals, as well 

as how and why they write these genres in the way they do. 

 

 In 1990, Swales expressed the notion of move analysis in analyzing genre. He 

stressed the move analysis as a way to investigate and to represent the overall text 

structure. The text can be, in other words, viewed as comprising a series of moves or 

segments of a text. Another point of view that Swales suggested is the notion of steps. 

He defined steps as “elements that make a paper coherent to a genre experienced 

reader.” Furthermore, he pointed out that steps provide writers rhetorical options as an 

approach to realize the communicative intention of each move. Most of Swales’ work 

in this area has been developed with respect to introductions in research articles. 
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 Drawing on the genre analysis proposed by Swales (1990); Bhatia (1993) 

applies the theory to be more effective in analyzing text discourse by emphasizing 

socio-cultural aspects. In 1990, he defines four contributors to the view of language 

use (Bhatia, 1999 cited Bhatia, 2002): 

 

 Purposes: Institutionalized community goals and communicative purposes 

 Products: Textual artifacts or genre 

 Practices: Discursive practices, procedures and process 

 Players: Discourse community membership 

 

 He is making an attempt to explain that in analyzing, genre analysts should not 

pay attention to the construction of text, but to integrate these four aspects “to get as 

complete and comprehensive account and understanding of the genre as is possible 

(Bhatia, 2002).” Notwithstanding, the products are regarded as the most important 

contributors in analysis genre because genres continually develop (Berhenkotter and 

Huckin, 1999 cited Bhatia, 2002), conflict of their discliplines (Bhatia, 1998), and 

consequently novel patterns are created. Additionally, forms of textual artifacts are 

exploited, mixed, and embedded (Fairclough, 1993 cited Bhatia, 2002) to convey 

private intentions of authors while member of discourse communities have varying 

perspectives on and interpretation of them (Canlin and Plum, 1999 cited Bhatia, 

2002). 

 

 Genre analysis has always been a multi-disciplinary activity attracting 

attention from linguists and discourse analysis as follows: 

 

 One of the main objectives of genre analysis, therefore, is to understand and to 

account for the realities of the world of texts. The real world is not only complex but 

dynamic too; complex in the sense that in incorporates texts of various kinds, serving 

often overlapping and at the same time, conflicting communicative purposes. 
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 A genre-based approach to text analysis requires an investigation of moves. 

Moves analysis is a way to investigate the overall structure of a text. According to 

Swales, a text can be viewed as comprising a series of moves or segments of text. 

Swales also stresses the notion of ‘steps’ by pointing out that writers have ‘rhetorical 

options’ from which they can choose to realize the communicative intentions of a 

move. This way of looking at a text has proved valuable in the academic field. As 

Hyland (2002) suggests, this kind of analysis has yielded useful information about the 

ways texts are constructed and the rhetorical contexts in which they are used, as well 

as providing valuable input for genre-based teaching. 

 

 The following is an example of an identification of Moves and Steps. One of 

Swales’ seminal works, which contributes to the teaching of writing at the tertiary 

level, is the analysis of organizational structure of the introduction to academic 

research articles. His study reveals the following moves and steps: 

 

 Move 1  Establishing a Territory 

   Step 1 Claiming centrality 

    and / or 

   Step 2 Making topic generalization (s) 

    and / or 

   Step 3 Reviewing items of previous research 

 

 Move 2  Establish a niche 

   Step 1a Counter-claiming 

    or 

   Step 1b Indicating a gap 

   Step 1c Questioning-raising 

   Step 1d Continuing a tradition 

   

 Move 3  Occupying the niche 

   Step 1b Announcing present research 

   Step 2 Announcing principal findings 

   Step 3 Indicating RA structure 



 12

 Another view regarding the move approach to genre analysis is Bhatia (1993). 

Bhatia’s definition and concept of genre follows Swales (1990). Concerning the 

analysis of move structure, Bhatia points that each move of a genre serves a 

communicative intention that helps fulfill the overall communicative purposes of the 

genre. However, regarding this kind of analysis, Bhatia tends to emphasize the 

psycholinguistics aspect of genre description. He thinks that Swales “underplays 

psychological factors, thus undermining the importance of tactical aspects of genre 

constructions, which play a significant role in the concept of genre as a dynamic 

social process, as against a static one” (Bhatia, 1993: 16). Bhatia suggests that these 

psychological aspects involve individual rhetorical strategies used by the writer to 

achieve the purposes of the genre. He divides strategies or what Swales call ‘steps’ 

into discriminative and non-discriminative strategies. According to Bhatia, non-

discriminative strategies do not change communicative purposes of the genre, 

whereas discriminative strategies tend to vary the nature of the genre significantly.   

 

 In ‘Analyzing Genre’ Bhatia (1993) explored a couple of samples of 

promotional genre: sales promotional letters and job applications. It was suggest that 

the two texts are instances of the same genre since they share the same 

communicative purposes (i.e. primarily to be persuasive and to elicit specific 

responses from the readers) as reflected in the move structure. Bhatia finally points 

out that other types of texts including various kinds of advertisements, company 

brochures and tourist brochures or leaflets, which can be regarded as promotional 

genre, are also worth investigating. 

 

 Regarding the structure description of a sales promotional letter, Bhatia (1993) 

assigns the following moves: 

 

 Move 1  Establishing credentials 

 

 Move 2  Introducing the offer 

   : Offering the product or service 

   : Essential detailing of the offer 

   : Indicating value of the offer 
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 Move 3  Offering incentives 

 

 Move 4  Enclosing documents 

 

 Move 5  Soliciting response 

 

 Move 6  Using pressure tactics 

 

 Move 7  Ending politely 

 

 Bhatia (1993) viewed the main communicative purpose to persuade customers 

to buy products or services. In the medium sale promotion letter, the moves and 

sequence are the instruments that writers use to achieve their communicative goals. 

He has mentioned business letter, advertisement and brochures or leaflets are 

members of promotional genres since they seemed to share the same communicative 

purpose such as to persuade. 

 

 Following Bhatia’s pioneering work on the sales promotion letters and the job 

application letters (Bhatia, 1993), other scholars applied genre analysis to other types 

of move in different genres. 

 

 In conclusion, this section has primarily presented definitions of genre and 

concepts of genre analysis in the field of English for Specific Purposes. The best-

known definition of genre seems to be that of Swales (1990). He emphasizes the 

notion of communicative purposes which is a way to distinguish genres. He also 

stresses the notion of move and step as a way to observe the overall organizational 

structure of a text. Specific genres are recalled by members of a specific discourse. In 

genre analysis, Bhatia (1993) notes the socio-cultural aspects in analyzing text. He 

initiated using genre analysis in other kinds of text than academic genres. 
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Dynamic Genre Analysis 

 

 According to Bhatia (2002: 5) genre theory encourages simple reproductions 

of discourse forms and indicates a simplified view of the world. The main goals of 

genre theory are as follow: 

 

 1.  To present and account for the seemingly chaotic realities of the world. 

 

 2.  To understand and account for the private intentions of the author, in 

addition to socially recognized communicative purposes. 

 

 3.  To understand how language used in and shaped by socio-critical 

environment. 

 

 4.  To offer effective solutions to applied linguistics problems. 

 

 As mention above, genre is an evolving phenomenon and a recurring type or 

category of text. It is better to think of language that represents the specific 

requirements of the interested and participating group as an evolution. It does not 

evolve logically or in any preconceived way, it changed to suit the needs of 

expression. Genre theorists generally agree that genre is dynamic (Duff, 1999, pp. xiii  

cited in Foulger, 2004) and that genres evolve over time (Duff, 1999, pp. xii cited in 

Foulger, 2004). According to Foulger (2004) every medium of communication, which 

depends on the success of its ability to accumulate multiple genres, is a dynamic 

genre system as shown in the cycle of genre (Foulger, 2004). 
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Effects

Uses Practices

 
 

Figure 1  The Cycle of Genre  

 

 The sphere of uses encompasses to which a medium is applied. Members of a 

discourse make use of the medium, which has been invented in the intersection of 

those uses, to meet various goals. A success and continuing existence of a medium 

depends on the number of uses it can magnetize with each distinctive use having a 

unique relationship with the medium and a potentially set of effects on the members 

of discourse and the world in general. 

 

 The sphere of effect encompasses the actual impacts of the uses of a medium 

has on those that are directly and indirectly involved with it. Some effects are 

considered desirable to members, some are not. An effect that is hardly considered at 

one point in time may be extremely important at another. This matter is that the 

effects are recognized and evaluated by members of discourse such that they engender 

pressure for change in the sphere of practice. 

 

 The sphere of practice encompasses the pattern of behavior that participants 

within a medium adhere to when using a medium. Participants optimize specific uses 

of the medium to maximized desired effects and at the same time minimized 

undesirable effects. All practices are, through their effect, relationship messages. They 

are the message structure that encapsulates message content, the relationships that tie 

messages together in particular ways, and the constraints on participant behavior that 
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express the relationship of the medium to its members. While practices may be the 

visible message of the medium, they do not act in isolation. Practices close the loops 

that allow genre to continue to evolve within established discourse. 

 

 Moreover, the genre concept has a number of facets, which from different 

theories in linguistic, literary, rhetorical and social disciplines are all engaged in 

studying this phenomenon. Describing genre from a sociocognitive perspective 

Berkenkotter and Huckin (1995: 4 cited in Breure, 2001: 2) formulated a framework 

that summarizes the prevalent aspects of the modern genre concept: 

 

 1.  Dynamism. Genres are dynamic rhetorical forms that are developed from 

actors’ responses to recurrent situations and those serve to stabilize experiences and 

give coherence and meaning. Genres change over time in response to their users' 

sociocognitive needs. 

 

 2.  Situatedness. Our knowledge of genres is derived from and embedded in 

our participation in the communicative activities of daily and professional life. As 

such, genre knowledge is a form of “situated cognition” that continues to develop as 

we participate in the activities of the ambient culture. 

 

 3.  Form and content. Genre knowledge embraces both form and content, 

including a sense of what content is appropriate to a particular purpose in a particular 

situation at a particular point of time. 

 

 4.  Duality of structure. As we draw on genre rules to engage in professional 

activities, we constitute social structures (in professional, institutional, and 

organizational contexts) and simultaneously reproduce these structures. 

 

 5.  Community ownership. Genre conversations signal a discourse community's 

norms, epistemology, ideology, and social ontology. 
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 The elements of this framework can be traced back in the theory of genre, as it 

has developed during the 20th century. The overview of this development below 

covers the dominant ideas and theories that have given rise to the genre concept as 

summarized by Berkenkotter and Huckin. 

 

 Genre evolves over time, according to Yoshika and Herman (1999), and is 

used in a process cycle that consists of enacting a genre observing genre use. 

Members of a discourse community included in a communication observe the use of 

genre which simultaneously influences them, and throughout this process they 

recognized a recurrent situation and changes in a situation based on which they make 

adjustment in the way they communicate, in both written and spoken. In enacting a 

genre process, the members of a discourse community identify genre rules from their 

genre experiences and select a proper genre. They usually reproduce a genre but 

sometimes elaborate, replace or undercut it either in advertently or deliberately in 

order to change of situation. A sender of communication, who in this study is the copy 

writer of the advertisement, usually chooses a similar recurrent situation and identifies 

the genre or genre variant, and finally enacts it in a community. Genre use over time 

process cycle is a dynamic state of production, reproduction and change represented 

in genre. A genre can evolve from another genre because participants can elaborate or 

replace a genre during the enactment of a genre process. As shown in process cycle of 

genre use over time. 
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Identify genre rules

Enact genre
Observe genre use

Reproduce genre

Undercut genre

Elaborate genre

Replace with different genre
Select genre

Reinforce/Undercut

Ongoing use

Be influenced by genre use

Identify a situation

Identify a change of situation

 
 

Figure 2  Process Cycle of Genre Use Over Time 

 

 Genre as communicative text indicates what kinds of activities are regarded as 

important within a society. This means that genre change over time because they 

reflect the way social situation change. At the same time by reflecting social change, 

they can actually reinforce such change. As cited in Beard (2004), it is possible to see 

language change connecting to genre in the three basic ways. 

 

 1.  There can be change within a genre e.g. the way a sports fixture is reported 

after the event, the way a recipe is written. 

 

 2.  There can be new sub-genre, which belongs to a genre in one sense, but 

which takes it off in a different direction in another, e.g. a preview of sports fixture, a 

celebrity cooking book. 

 

 3.  Sometimes the process of generic change goes beyond adapting existing 

genres, however. New discourse communities may develop with particular interests 

that are not representing within existing genres. In such cases radically new genres are 
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likely to develop. In addition new genres may develop because new technology 

allows new forms of communication, e.g. fans discussing the match in a chat room, 

recipes on the internet. 

 

 The meanings that are created within text depend upon contextual factors at 

the point of production and reception and interface between these factors after over 

time. Meanwhile, print texts are increasingly reflecting internet language being less 

linear in what they expect from a reader, and more bite-sized in the way they present.  

 

Advertising Language and Related Studies 

 

 For ESP, it appears that the analysis of linguistic features at the level of 

lexicon and structure is widely applied and has been manifested firstly in scientific 

and technological English studies (Robinson, 1980). However, few studies on 

advertising language have been carried out.  

 

 A detailed study has been done by Leech (1966) in English Advertising in 

Great Britain. It describes what British advertising language is like. Unfortunately, it 

is mainly limited to television advertisement of various fields, e.g. food, cosmetics, 

tobacco, hygienic products etc. Though the work was later criticized as ‘too 

descriptive’ since it lacked precise quantitative data (White, 1975), his grammatical 

framework is useful to the present study. Hence, Leech’s study concentrated on 

advertising on television, but this study was interested in the advertising’s language in 

printed media. 

 

 Leech (1966) states that a number of other general difference between the 

advertising situation and other loaded language situations are: 

 

 1. Advertising is of necessity honest in declaring its purpose. The mention of 

the brand-name is usually sufficient to identify an advertisement for what it is. 
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 2. The advertiser has to buy the way to the public’s attention; budgeting 

economy of results in sales return is important. 

 

 3. Whereas other forms of persuasion can expect to meet with interested 

response varying from person’s attitude to advertising is bored tolerance. 

 

 4. Advertising uses a predominantly concrete language, matching its concrete 

purpose.  

 

 5. The advertising itself is often made to moral and ethical principles; 

advertising largely confines itself to basic human drives such as gain, emulation, 

protectiveness, and the physical appetites. 

 

 The most straightforward kind of advertising is one which describes what 

special role the product fulfils, or what special advantage it offers. To be success, a 

typical advertisement must accomplish four things in sequence: 

 

 1. It must draw attention to itself. 

 2. It must sustain the interest it has attracted. 

 3. It must be remembered, or recognized as familiar. 

 4. It must be in the right kind of action. 

 

 Leo (1985) studied the changing communicative structures of advertisements 

from 1850 to 1930.  The communicative structure of advertisements was examined 

over an eighty-year period to discover and analyze the changes that occurred. Leo had 

found out that there had been many changes in the communicative structure of 

advertisements since the mid-nineteenth century. While the early advertisements had 

an informational and descriptive function, the modern advertisements try to create 

images geared toward persuading the customer that the product will fulfill some 

human desire.  
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 Geis (1982) also studied and described how language is used especially in 

America television advertisements and also how they are understood by consumers. 

Geis emphasized the most prominent linguistic devices which are used interestingly 

and problematically in television advertising. However, this study focused on the 

dynamic genre and the linguistic features of advertisements in printed media.  
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CHAPTER III 

 

METHODOLOGY 
 

 The methodology used in this study comprises three parts. This study is 

divided into three main sections; 1.) Data Collection Procedure,  2.) Data Analysis 

Procedure, and  3.) Reliability Assurance. 

 

Data Collection Procedure 

 

 Data of this study are from the health supplement advertising of muscle- 

building products printed in health and fitness magazines, Muscle & Fitness 

Magazine, distributed in Thailand. The samples in the corpus are drawn by simple 

random sampling; they include only those in English fitness magazines in the early 

1990’s and 2000’s. Each data will be marked in numbers in order to be drawn 

randomly. Then the sample will be collected in 30 percent of all data as Bryman and 

Cramer (1998) declared. Then 60 muscle-building advertisements in each period were 

collected from the early 1990’s and 2000’s. The calculation for the representatives in 

this corpus at 30 percent equals 18 samples for each period. Thus, there will be 18 

representatives for each period that must be drawn from 60 advertisements. Finally, 

the total number of samples in both periods is 36 samples and they were photocopied 

to analyze move and step sequences. From these, all the muscle-building 

advertisements in each sample were collected as a potential corpus for analysis and 

any repetitions of the advertisements were discarded. 
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Data Analysis  

 

 The data analysis consists of three main processes by comparison of examples 

from the early 1990’s and 2000’s: general characteristics, sequence and position of 

moves in the advertising and prototypical text structures of the muscle-building 

supplement advertisements. 

 

 To begin with, an investigation will be conducted into the general 

characteristics by comparing the components and display of the muscle-building 

supplement advertisements between those printed in the early 1990’s and 2000’s. 

 

 Secondly, the sequence and position of moves, where the methodology will be 

used is largely based on the approach of move analysis established by Swales (1990) 

and Bhatia (1993). Initially, the overall move structures of the advertising were 

determined. Afterwards, the prototypical moves and steps were identified. Obligatory 

and optional moves and strategies or steps used to realize the moves were also 

identified at this stage for both periods. Then, the percentage of occurrences of the 

moves in each advertisement and the sequence of the moves were determined 

separately for each period. The analysis of move structure was presented in the form 

of the percentage of occurrences of each move in the corpus. The results were collated 

and converted into percentages and presented in the form of qualitative tables. This 

study was a descriptive research. The statistical formula used was more on frequency 

count, to find out how many times each move appeared in each sample. 

 

Occurrence Percentage = (x / n) 100 

 

 x = frequency of move occurrence 

 n = total sample = 18 

 

 The third part will be concerned with the analysis of prototypical text 

structures in the corpus. The Concordance program will be utilized to analyze the 

appearance of each text structure, which is applied in both periods to observe the 
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differences. Accordingly, corpus and concordance have been regularly described as 

one of the most promising ideas in computer-assisted language learning (Stevens, 

1991a; Flowerdew, 1993; Hanson-Smith, 1993; Stevens, 1995; Somogyi, 1996). This 

program is available on the Internet Concordance Program Free Download (Online). 

Available: www.rcjw.freeserve.co.uk/concordance_software_download.htm (Concordance 

Program, n.d.) 

 

Reliability Assurance 

 

 The research method was designed to establish the reliability of the study both 

in the data sampling and in the process of data analysis. In order to ascertain the 

validity of the representative samples of genre of muscle-building supplement product 

advertisement use in this study, the sampling design and research instruments for data 

collection were used. The 30 percent of data was drawn randomly from each year’s 

population. This is to avoid bias in sampling the representatives. 

 

 In the analyzing data process, the reliability of move structure and linguistic 

features in the corpus was established by the following procedure. Five photocopied 

muscle-building supplement product advertisement were randomly selected. They are 

sample advertisements with marked move-step and the criteria for identification of 

moves were presented to two experts on genre analysis. They were asked for opinions 

on the appropriateness of the move analysis of muscle-building supplement product 

advertisement and definitions of the moves. Finally, the analysis was refined based on 

the feedback from the analysis of linguistic features after the researcher manually 

marked prominent linguistic features. The concordance computer program was used 

to ascertain the number and percentage of occurrence of those features.   
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CHAPTER IV 

 

RESULTS  
 

 This chapter contains four sections of research findings. The first section 

presents a general observation of the muscle-building supplement product 

advertisements from the early 1990’s and 2000’s. The second section shows the 

analysis move structure occurrence. The third section demonstrates the prototypical 

text structures followed by the final section which indicates the changes between 

these two periods and the factors influencing the dynamics of the genre. 

 

General Observation of the Muscle-building Supplement Product 

Advertisements 

 

 The collected data represent muscle-building supplement product advertisements 

used for advertising in the Muscle Building Magazine purpose, available only in 

printed format from the early 1990’s and 2000’s. In this section, the general 

observations from two sets of muscle-building supplement product advertisements 

will be represented separately. 

 

 1. General Observation of the Muscle-building Supplement Product 

Advertisement from the Early 1990’s 

 

  The collected advertising represents the broad characteristics of muscle-

building supplement product advertisement that are used for persuading potential 

customers to try the supplement product. The organization of muscle-building 

supplement product advertisements identifies the product, attracts readers, describes 

the product and finally notes suggestions. The length of advertising was about 300 

words per advertisement. For non-verbal material ‘picturing’, it was also interesting to 

note that advertising pictures can attract the reader’s attention to the product. It takes 

place as the background of the advertising. The more interesting pictures such as firm 

and strong figured presenters provided in muscle-building supplement product 

advertising means the more that advertising will attract the readers’ attention.  
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 2. General Observation of the Muscle-building Supplement Product 

Advertisement from the Early 2000’s 

 

  The general observations of organization in this period were the same as 

the early 1990’s period in that they identified the product, attracted readers, described 

the product and noted suggestions. Moreover, there is another alternative to obtain 

advertisements via the Internet. The length of advertising was about 200 words per 

advertisement. ‘Picturing’ as non-verbal material was also found in early 2000’s 

advertising. These pictures act as the background of the advertising and this non-

verbal material can attract the reader’s attention to the product. 

 

  However, muscle-building supplement product advertisements in the 

corpus tend broadly to share the same communication purpose which is to persuade 

readers to try the products. 

 

Move Structure of the Muscle-building Supplement Product Advertisements 

 

 This section discusses the move structure of the muscle-building supplement 

product advertisement. The following are the moves and steps found in muscle-

building supplement product advertisements in the corpus. Then the percentages of 

occurrence of moves in each advertisement are determined. Finally, the move and step 

percentage occurrence in each period will be presented separately. 

 

 1. Moves found in the Muscle-building Supplement Product Advertisement 

 

  Move 1 ‘Identifying the Product’ 

 

  Step a ‘Stating product brand name’ 

   and/or 

  Step b ‘Inviting reader to try’ 
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  Move 2 ‘Attracting Readers’ 

 

  Step a ‘Highlighting outstanding qualification’ 

   and/or 

  Step b ‘Claiming outstanding citations’ 

 

  Move 3 ‘Describing the Product’ 

 

  Step a ‘Scientific references’ 

   and/or 

  Step b ‘Ingredients’ 

   and/or 

  Step c ‘Performance’ 

 

  Move 4 ‘Noting Suggestions’ 

 

  Step a ‘Giving contact information’ 

   and/or 

  Step b ‘Warning’ 

 

  Table 1 shows that four moves are prototypical since they are found in the 

majority of advertisements in the early 1990’s. Thus, all four moves occurred in 100 

percent of the corpus. 

 

Table 1  Frequency of Occurrence Moves in Muscle-building supplement Product  

    Advertisement in the Early 1990’s 

 

Name of Moves Advertising no. No. of 

Occurrence 

Percent 

(%) 

Corpus 

Move 1  

‘ Identifying Product’ 

1,2,3,4,5,6,7,8,9,10,11, 

12,13,14,15,16, 17,18 

18 100 18 
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Table 1  (Continued) 

 

Name of Moves Advertising no. No. of 

Occurrence 

Percent 

(%) 

Corpus 

Move 2 

 ‘Attracting Readers’ 

1,2,3,4,5,6,7,8,9,10,11, 

12,13,14,15,16, 17,18 

18 100 18 

Move 3  

‘Describing Product’ 

1,2,3,4,5,6,7,8,9,10,11, 

12,13,14,15,16, 17,18 

18 100 18 

Move 4  

‘Noting Suggestions’ 

1,2,3,4,5,6,7,8,9,10,11, 

12,13,14,15,16, 17,18 

18 100 18 

 

  Table 2  shows that only move 1, 3 and 4 are prototypical since 100% are 

found in the corpus in the early 2000’s. On the other hand, move 2 ‘Attracting 

Readers’ appears in 11 advertisements or 61% of the corpus.  

 

Table 2   Frequency of Occurrence Moves in Muscle-building Supplement Product 

 Advertisement in the Early 2000’s 

 

Name of Moves Advertising no. No. of 

Occurrence 

Percent 

(%) 

Corpus 

Move 1 

‘ Identifying Product’ 

1,2,3,4,5,6,7,8,9,10,11,

12, 13,14,15, 16,17,18 

18 100 18 

Move 2  

‘Attracting Readers’ 

1,2,4,5,9,10,11,13,14,1

7, 18 

11 61 18 

Move 3  

‘Describing Product’ 

1,2,3,4,5,6,7,8,9,10,11,

12, 13,14,15, 16,17,18 

18 100 18 

Move 4  

‘Noting Suggestions’ 

1,2,3,4,5,6,7,8,9,10,11,

12, 13,14,15, 16,17,18 

18 100 18 
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  In the following section, these were moves and steps in each period which 

will be discussed in detail separately. Examples of each move and step will also be 

provided. 

 

  1.1 Move 1 ‘Identifying the Product’ 

 

   ‘Identifying the Product’ aims to inform the readers of the name of the 

product. This move could be realized in two steps. In general, it is realized by merely 

stating the name of the product. However, it is also possible to find a move for that 

particular product. This move consists of two steps.  

 

   Step a  ‘Stating the Product Brand Name’ 

    and/or 

   Step b  ‘Inviting the Reader to Try’ 

 

   The following examples are excerpt from advertising in the corpus. 

 

   A.  Step a ‘Stating the Product Brand Name’ 

 

   Early 1990’s 

 

   Advertising no. 1 THE BUILDING BOX  

 

   Advertising no. 3 90-PLUS PROTEIN 

 

   Advertising no. 8 CYBERGENICS PHASE 1 
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   Early 2000’s 

 

   Advertising no. 2 CREATINE FUEL 

 

   Advertising no. 17 VITROGO-CGL 

 

   B.  Step b ‘Inviting Reader to Try’ 

 

   Early 1990’s 

 

   Advertising no. 1  The Most Powerful Tool Ever Created For Total 

Muscle Development Is Now Available To You. 

 

   Advertising no. 2  Introducing Joe Weider’s BREAKTHROUGH the 

new isotonic thirst-quencher that cools you down, fuels you up, and tastes great. 

 

   Advertising no. 3  PURE POWER! Get it with low-fat, sugar-free 

 

   Early 2000’s 

 

   Advertising no. 4  AWARD WINNING TASTE !!!  

 

   Advertising no. 6  SOME OF THE BEST-BUILT THINGS ARE 

STILL MADE IN AMERICA. 

  

   Advertising no. 8  WORL WIDE Bio-Engineered Beveragely. No 

Added Sugar. No Aspartame. No Food Colors.  
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  1.2 Move 2 ‘Attracting Readers’ 

 

   The move ‘Attracting Readers’ which usually appears after move1 

mainly aims to get readers attention and motivation to use that particular product. The 

following steps are used in this move: 

 

   Step A ‘Highlighting Outstanding Qualifications’ 

   and/or 

   Step B ‘ Claiming Outstanding Citations’ 

 

   A.  Step a ‘Highlighting Outstanding Qualifications’ 

 

   Step A ‘Highlighting Outstanding Qualifications’ is generally realized 

by presenting the main qualification or the prominent point of a particular product as 

indicated below: 

 

   Early 1990’s 

 

   Advertising no. 1  Inside The Box, you’ll find seven formulas, each 

created to give you specific, unparallel gains in body development, strength and 

endurance. Each blended to maximum strength and specially selected for its ergogenic 

performance. Placed together for the first time in The Building Box, they form a 

formidable body building program. 

  

   Advertising no. 2  BREAKTHROUGH provides fluids to keep your 

body cool, minerals to help replace those lost in sweat, and more energy fuel than the 

leading sports drinks. And its carbohydrate blend gives you sustained energy, without 

a rapid rise and fall in your blood sugar level. 

   

   Advertising no. 11  Now you can take out with you. 
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   Early 2000’s 
 
   Advertising no. 11 The only 100% pure nitrovarin Slow-release night 
time protein complex. You drink it at night, right before you go to bed. Why? Because 
it helps you grow muscle mass overnight while you sleep!!! 
 
   Advertising no. 13 SETTLE FOR LESS. AND ENJOY IT. LESS 
CALORIES. LESS CARBOHYDRATES. LESS FAT AND LESS SUGAR. 
 
   B.  Step b ‘Claiming Outstanding Citations’ 
 
   Step B ‘Claiming Outstanding Citations’ is generally realized by 
presenting the optional points of the product and represents the product quality such 
as in the examples below. 
 
   Early 1990’s 
 
   Advertising no. 4 To gain muscle fast you need over 4000 calories a 
day. Of course that might make you fat. Now you need to lose that fat on less 2000 
calories a day. Then you lose some of your hard-earned muscle. Two steps forward, 
one step back. This compromise has been the dilemma of most every serious athlete. 
Until now. 
 
   Advertising no. 6 Weider Victory powders capitalize on the latest 
scientific discoveries to bring you the hottest powders we've ever made. 
 
   Advertising no. 8 Six months ago when we introduced Cybergenics 
Phase I we could have never even imagined the response we'd get. Literally thousands 
of letters, before & after photos and telephone calls poured in; all telling the same 
story-phenomenal success. Health food stores and gyms sold out of stock during the 
first week. And bodybuilders in Japan, Europe and Canada have paid as much as 
$400.00 per kit, because of the tremendous demand. Never in the history of modern 
bodybuilding has a new product been met with such unprecedented enthusiasm and 
praise. 
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   Early 2000’s 

 

   Advertising no. 4 Introducing the new peanut Butter & Jelly Sandwich 

lean Body Bar From Labrada. PB& J Sandwiches aren’t kid’s stuff anymore! 

 

 

   Advertising no. 18 Whey Guru’s New ‘KONG’ Is every BodyBuilders 

Instant Gain.  

 

  1.3 Move 3 ‘Describing Product’ 

 

   The move describes the details that the reader wants to know. The 

details are important for the consumer to be aware about the product and this might be 

the section where consumers make comparisons with other products. This move 

represents the majority of the advertising to present their product to the reader. The 

following steps are exemplified below: 

 

   A. Step a ‘Scientific References’ 

 

   Early 1990’s 

 

   Advertising no. 4 In a landmark University study, athletes eating 3600 

calories a day of regular food plus 600 calories of Metabolol lost 12% of their total 

body fat in only six weeks. They lost fat on 4200 calories a day! By contrast, another 

group ate 3600 calories of the same food and trained the same. After six weeks and 

600 fewer calories a day, this group gained 5% more body fat.  

 

   Advertising no. 8 The secret behind this incredible scientific breakthrough 

is an unprecedented research effort, studying the precise mechanisms involved in 

muscle-growth and the metabolism of body fat. Phase I, being the culmination of this 

research represents the pinnacle of state-of-the-art in systematic training and nutrition 

systems. 
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   Early 2000’s 

 

   Advertising no. 7 Designer whey works harder to maximize your 

results. Since 1993 researchers behind designer whey have conducted more than 

2,500 individual tests budgeting more than $ 2.77 million to provide you with the 

critical proof that what designer whey does on the inside, you’ll soon see on the 

outside. #1 in getting results 

 

   Designer whey has produced more winning results than any other 

protein supplement in history. Clinically proven to help increase lean muscle mass (- 

4lbs. average) when used in conjunction with just 4 weeks of systematic workouts, it 

also provides bodybuilding’s first triple anabolic protein advantage. 

 

   Increased anabolic glutamine levels 15.84% 

   Decreased catabolic cortisol levels 26.09% 

   Increased anabolic IGF-1 levels 101.32% 

 

   Because it works! 

 

   Advertising no. 12 As shown by the graph above, in a study published 

in the Journal of applied physiology (volume 87, issue 4: pp 1381-1385, 1999), 

regular daily supplementation with whey protein concentrate (20 grams per day for 3 

months) produced a huge increase in anaerobic power (i.e., peak power and work 

capacity) a measured by a 30 seconds all out sprint on a cycle. 

 

   B. Step b ‘Ingredients’ 

 

   Early 1990’s 

 

   Advertising no. 3 MADE WITH WHOLESOME milk and eggs  
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   That’s why I switched to Joe Weider’s new sugar-free 90 plus begins 

with a healthy base of highest quality and egg protein. No soy is used, so you know 

90 plus is the purest, most complete protein powder. Fortified free form amino acids  

Then comes a booster of free form and branch chain amino acid (protein final from 

before utilization) for easier assimilation. 

 

   Strengthen by vitamins and minerals 

 

   Joe added the essential nutrient you need to pump harder so you can 

pak on muscle: calcium for strong bones and dynamic muscle contractions, potassium 

to help stimulate nerve impulses, vitamin A for healthy glands, and vitamin C to help 

strengthen connective tissues, just to name a few. And the digestive enzymes and 

dietary fiber in 90 plus help these vitamins and minerals do their-through the last rep 

of your workout and beyond! 

 

   Special low-fat, no-sugar formula 

 

   Of course, the big bonus with 90 plus is that it contains no sugar or 

added salt, and nothing artificial. This means 90 plus won’t contribute anything to 

your diet that’ll get in the way of the rock-hard to build. 

 

 

   Advertising no. 9 We’ve packed it with amino acids, vitamins, 

important minerals and natural carbohydrates. The specific type of nutritional support 

important to successful weight training. But best of all, Dynamic Muscle Builder 

tastes great. Delicious vanilla and new chocolate flavors. 

 

   Early 2000’s 

 

   Advertising no. 3 There are a lot of average proteins on the market, but 

if you’re looking for one of the best protein blends available look no further.  

Optimum Nutrition’s 100% Whey protein is a synergistic blend of high biological 



 36

value (BV) proteins including low temperature processed/ ultra filtered Whey Protein 

Concentrate, Whey Protein Isolates, Hydrolyzed Whey peptides and Glutamine 

Peptides. Because 10% Whey protein I low temperature processed, the valuable 

protein micro fractions are left intact and un-denatured. 100% Whey protein is great 

for low-fat and / or low-carbohydrates diet plans. Each serving provides 22 grams of 

protein, with only 2.5 grams of carbohydrates and 1.5 grams of fat. That’s not all. 

100% Whey is available in three delicious flavors (chocolate, vanilla & strawberry), 

in original and all natural formulations.  

 

   Advertising no. 6 Like more and more Americans today, you can start 

getting leaner and healthier with the help of the pure protein bar.That’s because just 

one pure protein bar supplies you with a healthy 32-34 bar of quality protein and only 

9-15 of carbs. That’s the best protein-to-carbohydrate ratio of any bar of its kind in the 

world. It also gives you 50% of your recommended daily value of vitamins and 

minerals. The pure protein bar is low in fat, low carbohydrate, low in sugar and low 

glycemic-which means no insulin spikes, sugar crashes or at storage.  And you can 

choose from 5 fabulously delicious flavors: peanut butter, chocolate deluxe, chewy 

chocolate chip, white chocolate mousse and new blueberry cheesecake! All of which 

explains why the pure protein bar is the #1 Best tasting best-selling, high-protein , 

sport nutrition bar in America. 

 

   C. Step c ‘Performance’ 

 

   Early 1990’s 

 

   Advertising no. 12 CAN HELP RESTORE YOUR DIETS NUTRITIONAL 

POWER: The pure minerals in Megabolic act as sparkplugs for your body’s 

metabolism and recuperative powers. They are the same nutrients that have nourished 

and strengthen humankind for countless centuries with the raw nutritional power of 

the earth in each tablet, Meagbolic can revitalize your training diet, putting back the 

essential minerals and trace elements that processing and mass production farming 

techniques have taken out of your foods.  
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   YOUR SUCCESS DEPENDS ON THESE NUTRIENTS: 

 

   Every biochemical reaction in your body, every metabolic process, 

every muscle contraction, every ounce of energy depends on an adequate supply of 

minerals, trace elements, and vitamins. Megabolic has them!  

 

   Don’t wait for fatigue, injury, or loss of muscle size and strength to 

signal that you’ve developed a deficiency. Be smart and do what the superstars do to 

mineralize their bodies-get Megabolic today. 

 

   Advertising no. 14  Get a Grip on Success. 

 

   To help you start your actual training, there’s a set of Heavy Duty hand 

Grips. They’re great for helping you increase strength in your important when training 

with weights. 

 

   Early 2000’s 

 

   Advertising no. 11 Nitrovarin PLS the specially prepared, slow-release 

(patent-pending) protein complex specifically designed to overcome Nocturnal Post-

absorptive muscle catabolism. 

 

   Advertising no. 15 New improved Meso-Tech is powered by 45 grams 

of turbocharged nitro-tech protein. It contains 27 vitamins and minerals enough carbs 

to fuel even your toughest workouts! A study on the protein source found in toughest 

workouts! A study on the protein source found in Meso-Tech showed that subjects 

using it with a diet and training program gained over 3 times more lean mass than a 

placebo group! If you’re ready to get the gains you’ve always wanted, it’s time to add 

new, improved Meso-Tech to your program. 
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  1.4 Move 4 ‘Noting Suggestions’ 

 

   Move4 ‘Noting Suggestions’ gives the reader information about the 

necessary usage instructions but it gives the strongest suggested or recommended 

information in the muscle building supplement product by the firms. This move also 

contains imperatives in great number when compared with other moves. However, 

there are two sections: giving contact information and warning. The examples are 

provided below: 

 

   A. Step a ‘Giving Contact Information’ 

 

   Early 1990’s 

 

   Advertising no. 4  Champion Nutrition 

   2615 Stanwell Drive, Concord, CA 94520 

   1-800-225-4831 

 

   Advertising no. 5 For more information and a free catalog call toll free     

1-800-247-6263. 

   P.O. BOX 184 

   Marlboro, NJ 07746 

   1-908-972-2220 

 

   Early 2000’s 

 

   Advertising no. 2 www.twinlab.com 

 

   Advertising no. 6 www.sportnutrition.com 
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   B. Step b ‘Warning’ 

 

   Early 1990’s 

 

   Advertising no. 6 As with all supplements, use of this product will not 

promote faster or greater muscular gains. This product is, however, a nutritious low-

fat food supplement which, like other foods, provides nutritional support for weight 

training athletes. 

 

   Advertising no. 7 As with all supplements, use of this product will not 

promote faster or greater muscular gains. This product is, however, a nutritious low-

fat food supplement which, like other foods, provides nutritional support for weight 

training athletes. 

 

   Early 2000’s 

 

   Advertising no. 1 These statements have not been evaluated by the 

Food and Drug Administration. This product is not diagnose, treat, cure or prevent an 

disease. 

 

   Advertising no. 9 These statements have not been evaluated by the 

Food and Drug Administration. This product is not diagnose, treat, cure or prevent an 

disease. 

 

Prototypical Text Structures of the Muscle-building Supplement  

Product Advertisements 

 

 This part of analysis has been conducted to support the results from the 

analysis of move structures and language patterns in move3 ‘Describing Product’ 

since this move is the major part containing information on the muscle building 

supplement advertising. To begin with analyzing its linguistic features and separating 

them into two periods of time change in the corpus of move3. The analyzing 
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I
11%

You
18%

We
18%

They
10%

It
43%

particularly focuses on three main aspects: personal pronouns, modal verbs and 

imperatives. The analysis performed by a computerized program yields the following 

results: 

 

Personal Pronouns in Move3  

 

 

 

 

 

 

 

 

  

Figure 3  Distribution of Personal Pronouns found in Move3 in the Early 1990’s 

 

 The number of the personal pronoun ‘it’ appears most at 43% comparing with 

other personal pronouns. The percentage appearance of pronouns is 18% for pronoun 

‘you’ and ‘we’ following by the pronoun ‘I’ 11% and the least frequently used in 

move3 is 10% for the pronoun ‘they’. 

 

 A.  Language Pattern for the Personal Pronouns in the Early 1990’s 

 

 The following results were retrieved from the concordance program that 

analyzed the 18 samples.  

 

 Personal Pronoun ‘It’ 

 

the program so complete that it requires no additional supplem 

supplements, so natural that it is totally safe and health, ye 

health, yet so powerful that it can assist your body in attain 

complete, so results-getting, it could only have been developed 
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n College of Sports Medicine. It's all natural, too, with no fa 

ig bonus with 90 plus is that it contains no sugar or added sal 

n your bodybuilding routine.  It has good nutrition for hard wo 

s ago and we've been refining it ever since.  That's what keeps 

ength increases-that's what's it's all about.    For living leg 

ng performance.  Muscle Stuff-it's the stuff that champions use 

and Krebs cycle metabolites.  It will help replenish your prote 

rge number of milligrams.  If it doesn't have what you need, mo 

er to intermediate athletes.  It contains 5 Ultra-sophisticated 

ining and nutrition regimen.  It is incredibly easy to use and  

UILDING CYCLE    We've packed it with amino acids, vitamins, im 

s ago and we've been refining it ever since.    That's what kee 

ilder High protein Shake Mix. It's specially formulated to prov 

all the help you need. Go for it!    Dynamic Weight Gainer  Pac 

 Weider's comprehensive “Pack It On” plan.  64 oz. Chocolate (J 

Natural Amino Acid Vita-pak … it's your money, take the challen 

ey, take the challenge… build it better and save!      In the f 

d potency herb, then combines it with vitamins, minerals, herba 

actually works harder because it isn't working alone.    In eig 

xtra from our Enhanced Herb's it's because you demand extra fro 

r. And whether they glamorize it by calling it fruit syrup or h 

they glamorize it by calling it fruit syrup or high fructose s 

to pay a buck-and-a-half for it, or eat it when we need stable 

uck-and-a-half for it, or eat it when we need stable energy for 

ose will pick you up now, but it may drop you harder later.     

venience. How does that feel? It doesn't feel good to us.    Th 

cture. They heat the syrup so it gets thin, then they blend in  

the other ingredients and let it cool and sets up. Cytobar is d 

hard to make sure you'll like it and your muscles will like it  

it and your muscles will like it too. Cytobar has lots of other 

elow and we'll tell you about it, one-on-one. We're the guys at 
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 Personal Pronoun ‘You’ 

 

price.You can pay more … but you can't buy a better value or 

Enhanced Herb's it's because you demand extra from yourself. Th 

no acid pool isn't full yet? You guess it, your body pulls amin 

ay to turn the protein foods you already eat into high yielding 

syrup! Read their  label. If you're like most of us you'll be s 

l. If you're like most of us you'll be surprised that they woul 

t's when. Dextrose will pick you up now, but it may drop you ha 

you up now, but it may drop you harder later.    Why then are  

drates, flours and starches, you know, just like the food you e 

you know, just like the food you eat!    So the next time you'r 

ou eat!    So the next time you're looking for energy bars, gi 

orked real hard to make sure you'll like it and your muscles wi 

number below and we'll tell you about it, one-on-one. We're th 

 

 Personal Pronoun ‘We’ 

 

E FAT?    That's part of what we call Th Science of Metabolic O 

utrition over 5 years ago and we've been refining it ever since 

e you the most potent powders we've ever made, in flavors you'l 

ad, compare us to the rest.   We dare you.    Formulation.  The 

hat recovery is all about?    We give you oue best, so that you 

OLIC MUSCLE BUILDING CYCLE    We've packed it with amino acids, 

f fat.    That's part of what we call The Science of Metabolic  

utrition over 5 years ago and we've been refining it ever since 

ntensive training. That's why we've included Dynamic Muscle Bui 

Bilberry and Valerian.    If we seem to demand a little extra  

syrup is over half dextrose!) we still wouldn't want to pay a b 

a-half for it, or eat it when we need stable energy for trainin 

nts in so many bars? As far a we can tell, the primary reason i 

r energy bars, give us a try. We've worked real hard to make su 
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l at the 800 number below and we'll tell you about it, one-on-o 

ell you about it, one-on-one. We're the guys at Champion.       

 

Personal Pronoun ‘I’ 

 

ME milk and eggs   that’s why I switched to Joe Weider's new s 

of the rock-hard to build.    I've been at this sport too long 

en at this sport too long and I know how too much-to settle fo 

just train, train smart like I do. Include a glassful of 90-p 

etabolism of body fat.  Phase I, being the culmination of this 

l Body Building System, Phase I is designed for beginner to in 

ails all aspects of the Phase I training and nutrition regimen 

with Victory AMINOGESt!      “I eat more than 400 grams of pro 

 

Personal Pronoun ‘They’ 

 

dy fat in only six weeks.   They lost fat on 4200 calories a da 

ents, and other cofactors.  They're specially created to meet y 

technology. The nutrients. They're all here.    DYNAMIC MUSCLE 

sm and recuperative powers. They are the same nutrients that ha 

t of Heavy Duty hand Grips. They're great for helping you incre 

us you'll be surprised that they would do this to an exercise b 

n exercise bar. And whether they glamorize it by calling it fru 

sary to form the structure. They heat the syrup so it gets thin    

syrup so it gets thin, then they blend in all the other ingredi 
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I
4%

You
54%

We
4%

They
3%

It
35%

 

 

 

 

 

 

 

 

 

Figure 4  Distribution of Personal Pronouns found in Move 3 in the Early 2000’s 

 

 The personal pronoun ‘you’ appears most at 54% of other personal pronouns 

following by the pronoun ‘it’ at 35% and 4% for both the pronoun ‘I’ and ‘we’ then 

the least frequency appearance is 3% for the pronoun ‘they’. 

 

B. Language Pattern for the Personal Pronouns in the Early 2000’s 

 

 The following results were retrieved from the concordance program that 

analyzed the 18 samples.  

 

Personal Pronoun ‘You’ 

 

post-exercise recovery.    You see. Creatine Fuel isn't like  

muscular performance. So if you're looking for a creatine that 

teins on the market, but if you're looking for one of the best 

d all natural formulations. You demand a lot for your hard ear 

ide the nutritional support you need to get into great shape a 

est of all, it's ready when you are. No fuss, no mess, no wait 

protein bar can go anywhere you go. It's that simple!    And h 

ement var on the planet. If you don't happen to be on of the m 

e pure protein bar supplies you with a healthy 32-34 bar of qu 

in the world. It also gives you 50% of your recommended daily  
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crashes or at storage.  And you can choose from 5 fabulously d 

n $ 2.77 million to provide you with the critical proof that w 

er whey does on the inside, you'll soon see on the outside.    

gy-cranking dynamite. So if you wouln't settle for last year's 

or last year's workout, now you don't have to settle for last  

is a proprietary compound (you will not see this formula in a 

studies seen here. Whether you are just weeks from an upcomin 

s from an upcoming event or you simply want to shed unwanted p 

single weight loss formula you have used. Losing body fat has 

or easier!    These things you can't ignore, but with APM 60  

n't ignore, but with APM 60 you can definitely improve on them 

ing your genetic potential. You can rely on APM 60 to deliver. 

rotein powder that prepares you to defy nature. Increase lean  

Defy nature and be the ebst you can be.    Why 60 grams of pro 

itive nitrogen balance. And you know the importance of a nitro 

support. Each serving gives you 46 grams of high-quality prote 

otein is crucial to support you muscle and maintain a positive 

a. But we didn't short you on the protein! Every MET-RX r 

fically developed to assist you in gaining lean body mass whil 

e the nutritional insurance you need to help you get big and l 

insurance you need to help you get big and lean. Its precise  

ss than a placebo group! If you're ready to get the gains you' 

u're ready to get the gains you've always wanted, it's time to 

Weight Gainer doesn't give you the following, Switch Immediat 

Switch Immediately!    Give you 55 grams of protein per servin 

ritional profile that fills you up without weighing you down!  

lls you up without weighing you down!    Kong bars deliver 30g 
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Personal Pronoun ‘It’ 

 

n nutritional sports science. It redefines muscle protein synth 

like other creatine products. It's made by Twinlab and is the m 

in a recent university study it was determined that after just 

peptides    What we put into it!    There are a lot of average 

s and convenient alternative. It's the first high protein, low  

r in the world.  Best of all, it's ready when you are. No fuss, 

n bar can go anywhere you go. It's that simple!    And here's t 

ure protein bar has going for it, it's no wonder that it's the  

protein bar has going for it, it's no wonder that it's the #1 s 

g for it, it's no wonder that it's the #1 selling high protein, 

of the millions who've tried it and love it, no problem-there' 

ions who've tried it and love it, no problem-there's always roo 

bar of its kind in the world. It also gives you 50% of your rec 

weeks of systematic workouts, it also provides bodybuilding's f 

F-1 levels 101.32%    Because it works!    We call them competi 

ve formula of nitro glycerol. It take no prisoners extreme powe 

athers ruffed. And no wonder. It's 22 oz. of bulk-building, mus 

ECA stack I proud to announce it has secured the rights to dist 

ncluded for extra energy. And it's available in 3 deliciously s 

sted for potency and quality, it's personally guaranteed by Lee 

bocharged nitro-tech protein. It contains 27 vitamins and miner 

ch showed that subjects using it with a diet and training progr 

e gains you've always wanted, it's time to addnew, improved mes 

xture of oatmeal and combines it with three assorted flavor cre 
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Personal Pronoun ‘I’ 

 

of Twinlab Creatine Fuel. I'll be the best thing to happen 

s. Because 10% Whey protein I low temperature processed, the 

and the patented ECA stack I proud to announce it has secur 

 

Personal Pronoun ‘We’ 

 

Glutamine peptides    What we put into it!    There are a lo 

32%    Because it works!    We call them competitors.  The tr 

berry and Vanilla.      But we didn't short you on the protei 

 

Personal Pronoun ‘They’ 

 

n Body Bar tastes great but they also provide the nutritional s 

ere's the really good part- they taste great! Creamy chocolate 

 

Modal Verbs in Move 3  

 

 Modal verbs in this study were found that they were used to show the promise 

and opportunity as Leech (1966) states that ‘will’ appears in the form of conditional 

sentences in which the imperatives perform a function of conditional clauses. In 

addition, he insists that the modal verb ‘can’ is usually employed in informing the 

consumers about the possibilities or the benefits the product offers.    
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Figure 5  Distribution of Modal Verbs found in Move 3 in the Early 1990’s 

 

 The majority of modal verbs found in move 3 is the modal verb ‘can’ which 

represents 49% of other modal verbs. The next most frequently used modal verb ‘will’ 

at 23%. Then ‘may’ takes 13% and 6% for ‘could’ and ‘should’ and finally ‘would’ at 

3%. 

 

 A. Language Pattern for the Modal Verbs in the Early 1990’s 

 

 The following results were retrieved from the concordance program that 

analyzed the 18 samples.  

 

Modal Verbs ‘Can’ 

 

th, yet so powerful that it can assist your body in attaining  

need to pump harder so you can pak on muscle: calcium for str 

ined 5% more body fat.  How can you get fatter on less calorie 

dedicated training routine can reach peak peformance.  Rapid  

e you our best, so that you can give yours!  Two tough new for 

r's Signature Chewables.    CAN HELP RESTORE YOUR DIETS NUTRIT 

h in each tablet, Meagbolic can revitalize your training diet, 

gained 5% more boy fat. How can you get fatter on less calorie 

aining with weights.    You can have the body you want. With t 
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at a no nonsense price. You can pay more … but you can't buy a 

You can pay more … but you can't buy a better value or quality 

amino acid supplement. You can, with Victory AMINOGESt!       

and want every amino acid I can get out of it. You bet I'm usi 

n so many bars? As far a we can tell, the primary reason is pr 

 

Modal Verbs ‘Will’ 

 

rebs cycle metabolites.  It will help replenish your protein an 

mines how well a supplement will help satisfy your body's needs 

ning!  That means your body will adsorb, breakdown and utilize  

so important that the body will even breakdown muscle tissue t 

redibly easy to use and you will see visible to use in just wee 

ever, that's when. Dextrose will pick you up now, but it may dr 

ll like it and your muscles will like it too. Cytobar has lots  

 

Modal Verbs ‘May’ 

 

d not get Metabolol!  Which may explain what over 300,000 seri 

=more fat? Metabolol! Which may explain what over 300,000 seri 

sold. First, your body may not be very efficient in break 

ill pick you up now, but it may drop you harder later.    Why  

 

Modal Verbs ‘Could’ 

 

te, so results-getting, it could only have been developed by DA 

 

Modal Verbs ‘Should’ 

 

us about about training, you should be training with Metabolol.    
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Will
18%

Can
82%

Modal Verbs ‘Would’ 

 

u'll be surprised that they would do this to an exercise bar.  

 

 

 

 

 

 

 

Figure 6  Distribution of Modal Verbs found in Move 3 in the Early 2000’s 

 

 There are only two modal verbs found in move3 in the early 2000’s which are 

‘can’ and ‘will’. The modal verb ‘can’ occurs 82% and ‘will’ takes 18% of the modal 

verb appearances in move3. 

 

 B. Language Pattern for the Modal Verbs in the Early 2000’s 

 

 The following results were retrieved from the concordance program that 

analyzed the 18 samples.  

 

Modal Verbs ‘Can’ 

 

m bag, the pure protein bar can go anywhere you go. It's that  

hes or at storage.  And you can choose from 5 fabulously delic 

he truth is, no other drink can stand up against the new and i 

ed, natural diet powerhouse can help both the beginner and adv 

easier!    These things you can't ignore, but with APM 60 you  

ignore, but with APM 60 you can definitely improve on them. Mu 

your genetic potential. You can rely on APM 60 to deliver.     

nature and be the ebst you can be.    Why 60 grams of protein 

her company's shakes or bar can make this claim.    And because 
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a propiertary compound (you will not see this formula in any ot 

teady release of energy and will not increase serum cholesterol 

 

Linguistic Features in Move 3 

 

 

 

 

 

 

                     

 

 

 

 

 

 

 

Figure 7  Distribution of Verb Tense found in Move 3 in the Early 1990’s 

 

 From figure 7, the present tense found in move3 is predominantly used at 87 

% followed by the past tense and perfect tense at 8 % and 5 %, respectively.  
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Figure 8  Distribution of Verb Tense found in Move 3 in the Early 2000’s 

 

 Figure 8 shows that the present tense was used most in move 3 in the early 

2000’s at 86 % following by the past tense at 8 % and perfect tense at 6 %.   

 

Investigation of Dynamic Genre 

 

 As mentioned in Bhatia (2002) genre is an evolving phenomenon and a 

recurring type or category of text. This section is investigates the dynamic changes 

that have happened over the course of ten years, comparing muscle-building 

supplement product advertising from the early 1990’s to the early 2000’s to identify 

what has changed and what has remained the same. This section comprises three 

parts. 

 



 53

Dynamic Changes in General Characteristics 

 

 Organization 

  

 The collected advertising represents the broad characteristics of muscle-

building supplement product advertising that are used to persuade the readers to try 

the supplement product. Both periods contains four sections; stating the name of 

product, attracting readers, describing product and noting suggestions. It is 

worthwhile to note that in the early 2000’s, the section of attracting readers, move2, 

has declined to 61% of the corpus. Moreover the section of noting suggestions in the 

early 2000’s found new alternative contacts via the Internet. 

 

 Article Length 

 

 The average article length of muscle-building supplement product advertising 

from the early 1990’s is around 100 words longer than the early 2000’s. 

 

 Non-verbal Material 

 

 This part comprises a comparison between samples in muscle-building 

supplement product advertising in the early 1990’s and the early 2000’s to investigate 

picture space percentage used.  
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Figure 9  Picture Space used in Percentage terms in the Early 1990’s and Early  

     2000’s 

 

 Figure 9 shows the distribution of background pictures in the early 1990’s and 

early 2000’s. The average percentage of picture appeared in the early 2000’s is 41% 

which is 10% larger area than the previous ten years which were at 31%.  

 

 Consequently, a conclusion that could be drawn from the data above is that the 

organization in muscle-building supplement product advertising has slightly changed 

within these ten years, which might be explained by changes in trends of advertising 

to fit the target group of the product and the new challenging style of advertising of 

copy writers. Goddard (1998) illustrates that images work alongside the verbal text to 

create a complete impression, and we should pay close attention to the background 

pictures. Copywriters, however, give a particular type of image they want to represent 

or it would be more accurate to say that image is a re-presentation of product. As can 

be seen in appendix A and D which show that people are pictured and become 

representative of particular social groups. They are seen to represent gender, 

sexuality, age, ethnicity, social class, occupation and region. The people, however, are 

not only pictures that represent the product but they are the text interacts with the 

readers (Goddard, 1998). 
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Dynamic Changes in Move Structure Occurrences 

 

 This part comprises a comparison between move occurrences in muscle-

building supplement product advertising in the early 1990’s and the early 2000’s to 

investigate dynamic changes which happened in the course of ten years. Each move 

was put together to compare the percentage occurrence. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10  Distribution of Move Structure Occurrences in Four Moves in the  

       Early 1990’s and Early 2000’s 

  

 Figure 10 shows the distribution of move structure occurrence in each period. 

It can be seen that move 2 in early 2000’s has declined by around 40% compared with 

move 2 in early 1990’s. Nevertheless, other moves which were move 1, move 3, and 

move 4 remains 100% occurrence in both periods. 
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Dynamic Changes in Prototypical Text Structure 

 

 This part comprises comparisons between the data from the early 1990’s and 

the early 2000’s to investigate the dynamic changes which happened in this decade, 

and each move was put together to compare the occurrence of personal pronouns and 

modal verbs which were found in move 3. 

 

 

 

 

 

 

  

 

 

 

 

 

 

Figure 11  Distribution of Personal Pronouns Occurrences in Move 3 in the Early  

       1990’s and Early 2000’s 

 

 Figure 11 shows that there are five personal pronouns found in move 3 of the 

muscle-building supplement product advertising in both periods. The figure stated 

that pronoun ‘I’ has declined by around 7% from the early 1990’s to the early 2000’s. 

The pronoun ‘you’ has dramatically increased to 54% in the early 2000’s, followed by 

the pronoun ‘we’, ‘they’ and ‘it’ moderately decreased by 10%, 7%, and 8%, 

respectively. 
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Figure 12  Distribution of Modal Verbs Occurrences in Move 3 in the Early 1990’s  

       and Early 2000’s 

 

 Figure 12 shows that modal verbs found in move 3 in the early 1990’s are can, 

could, will, would, should and may. On the other hand, in the early 2000’s, there were 

only two modal verbs that occurred in move 3 which are can and will. Modal verb 

‘will’ slightly decline 5% and note that modal verb ‘can’ gradually increased by 

around 42% from the last period to the early 2000’s. 
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Figure 13  Distribution of Verb Tense in Move 3 in the Early 1990’s and Early  

       2000’s 

 

 Figure 13 shows that the present tense appeared the majority of move 3 then 

followed by the past tense and finally with the perfect tense while these two periods 

have the same trend of tense occurrences which indicates the proportion of present: 

past: perfect at 8:1:1. 
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CHAPTER V 

 

CONCLUSION AND RECOMMENDATIONS 
 

Dynamic Genre Conclusion 

 

 This chapter contains three sections of research conclusions. The first section 

presents general observations, the second shows an analysis of move structure in the 

corpus and the third shows previous studies which share certain similarities in terms 

of linguistic features of muscle-building supplement product advertising. 

 

 To begin with, from the general characteristics in muscle-building supplement 

product advertising; it can be found that the length of advertising in the early 2000’s 

has declined. The reduction of the word number in advertising in the corpus might 

have a connection with new technology, particularly the Internet, which has made 

advertising more convenient for the reader to approach, while the advertising in the 

early 1990’s had more words per advertisement since there were no approachable 

alternatives via the Internet for the reader. Therefore, the writers have to show details 

and utilize a persuasive written style to attract the reader to their product identity, 

which was the factor that makes advertising in the early 1990’s longer than 

advertising in the early 2000’s. The reasons are: the advertising copywriter pays close 

attention to the rhythm of the words as well as the conversational body copy pattern. 

Thus, the length of the body copy and the amount of detail depend on both the 

product and the needs of the audience. The length and amount of detail should reflect 

the assessment of the consumers’ needs (Keding and Bivins, 1992). In accordance 

with Suwannetr (1998), the study was found that the advertising should be clear, 

concise, and conversational. Some specific characteristics of conversational language 

that are used in advertising writing include the use of short sentences, even sentence 

fragments. Conversational language is spoken in thoughts and ‘thought’ expressions  

are usually simple sentence constructions and short. People enjoy reading clear, 

simple and easy-to-understand writing. And the simplest, clearest style is to write the 

way you talk (Bly, 1991). This might be related to changes in use of words from 
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British English and American English in the early 2000’s word’s that were written in 

less formal American English style which has increased. These dynamic changes 

could have originated from new technology; a computer program such as Microsoft 

Word offers help in spelling of words and sentences. In addition, it is necessary to 

note that the process of Americanization has been accelerating in past decade (John, 

2003; Ramblings, 2003; Whitton, 2001). Furthermore, the average number of tables 

and figures used in the early 2000’s has increased, and this could very well be 

evidence to claim that technology provides relative effortlessness in creating tables 

and figures used in advertising, and consequently reduces the read for detailed, 

written explanations. 

 

 Secondly, the section summarizes a few issues from the analysis of move 

structure in the corpus. It presents important issues drawn from the findings of the 

present research. The following are the moves and steps found in muscle-building 

supplement product advertising in the corpus in the early 1990’s and 2000’s. 

 

 Move 1 ‘Identifying the Product’ 

 

  Step a ‘Stating product brand name’ 

   and/or 

  Step b ‘Inviting reader to try’ 

 

 Move 2 ‘Attracting Readers’ 

 

  Step a ‘Highlighting outstanding qualification’ 

   and/or   

  Step b ‘Claiming outstanding citations’ 
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 Move 3 ‘Describing the Product’ 

 

  Step a ‘Scientific references’ 

   and/or 

  Step b ‘Ingredients’ 

   and/or 

  Step c ‘Performance’ 

 

 Move 4 ‘Noting Suggestions’ 

 

  Step a ‘Giving contact information’ 

   and/or 

  Step b ‘Warning’ 

 

 Move 1 to move 4 above are prototypical moves of the genre. These four 

prototypical moves assist in the realization of the overall communicative purpose of 

the muscle-building supplement product advertising in the corpus which is not to give 

information about muscle-building supplement products to consumers but also to 

persuade the reader to trust their product. However, the move 2 in the early 2000’s 

was not found 100% as the early 1990’s. It might be the reason of summarizing the 

words into move 3 to be more concise for the reader to read. Given the persuasive 

communication purpose of the text as a whole, it is not surprising to find examples of 

persuasive writing style in each move. 

 

 A persuasive communication purpose is quite evident in the moves found 

below the product name of the muscle-building supplement product advertising. 

Move 2 ‘Attracting Readers’ appear before the ‘Describing Section’. It is attempting 

to attract the readers’ attention and motivate them to read more details inside the 

advertising and to make a decision to try the products described in the advertising. As 

the results show, it does not aim to provide details of the product or how the product 

works, but to motivate readers to try by claiming a short message about the product. 



 62

In both examples below, the words ‘why’ and ‘because’ play an important role in 

persuading a reader to try the product. 

 

 Early 1990’s 

 

 Advertising no. 10 It is the biggest and the most powerful mega-weight gainer 

ever developed. Here’s why. 

 

 Advertising no. 14 Because now there’s the Joe Weider dynamic Muscle 

Builder Kit. 

 

 Early 2000’s 

 

 Advertising no. 2 Why does Lee Wood all put such fear into quarterback? 

Because he puts Creatine Fuel into his body. 

 

 Advertising no. 11 You drink it at night, right before you go to bed. Why? 

Because it helps you grow muscle mass overnight while you sleep!!! 

 

 It’s also worth noting that move 1 and move 2 could be viewed as overlapping 

since writers chose to present move1 ‘State the Product Name’ in the form of an 

invitation or suggestion aiming to motivate readers to try such as ‘Introducing Joe 

Weider’s BREAKTHROUGH the new isotonic thirst-quencher that cools you down, 

fuels you up, and tastes great.’ Advertising no. 2 in the early 1990’s and the early 

2000’s Advertising no. 11 ‘The only 100% Pure NitroVarin Slow Release Night Time 

Protein Complex’. 

 

 Apart from the two beginning moves in the advertising, move 3 ‘Describing 

the Product’ is a crucial move, which gives details about of the product. If move 2 is 

viewed as performing the function that is comparable to that of the headline of an 

advertisement; it might be possible to view move 3 as similar to the body copy. Move 

2 and move 3 attempt to persuade readers to try the product as well. Therefore, it is 
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not surprising to find that the two moves share certain steps the attempt to motivate 

readers. For example, move 2 step B ‘Claiming Outstanding Citations’ is quite similar 

to move 3 in step a ‘Scientific References’ and step c ‘Performance’ in that they all 

aim to persuade readers to try the product by claiming that the muscle-building 

supplement product is superior to other products in certain aspects. 

 

 As the name of the move suggests, move 4 ‘Noting Suggestions’ mainly aims 

to give readers information. However, this move could also be written in a persuasive 

style, for example, in move 4, instead of merely giving contact information such as a 

telephone number, a writer may choose to present the information by giving a 

suggestion to contact as in ‘For immediate xxx call ...’. Giving contact information 

with the readers as in advertising no. 13 in the early 2000’s ‘visit us at www.met-

rx.com’. A more evident example of the persuasive style in this move is in advertising 

no. 8 in the early 1990’s ‘Please rush me a Phase I Kit at $ 79.95’. In this example, 

instead of giving only the information to contact, the writer chooses to use personal 

pronoun to persuade the reader to make further contact and the modal verbs is used to 

show the value to readers would obtain when they try the product.  

 

 In conclusion, although the main communicative functions of each move are 

different, each move could be written a persuasive style. For example, move 4 aims to 

give contact information but writers can choose to realize them by using a persuasive 

writing style. Moreover, in the early 2000’s a new alternative has been offered to 

make a convenient connection via the Internet for the reader. As a consequence, it is 

not only move 2 ‘Attracting Readers’ or move 3 ‘Describing Product’ that contributes 

to the overall persuasive purpose but the overall persuasive communication purpose 

of muscle-building supplement product advertising tends to be realized through each 

move in both periods. Finally, utilizing the results above in finding dynamic changes 

that have occurred comparing muscle-building supplement product advertising from 

the early 1990’s and 2000’s, the dynamic changes are more classified and shown in 

terms of the percentage of occurrences of personal pronouns, modal verbs and verb 

tense in move 3.  
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 Thirdly, the present research and previous studies share certain similarities in 

linguistic features. The first feature is the use of personal pronouns. As shown in 

figure 1, sentences containing ‘it’ are found in 43% of all sentences in move 3 of the 

muscle-building supplement product advertising in the corpus. Following by the 

occurrences or pronoun was found that ‘we’ and ‘you’ at 8% then ‘I’ and ‘they’ at 

11% and 10%, respectively in the early 1990’s. On the other hand in the early 2000’s 

the pronoun ‘you’ was found 54% next by ‘it’ at 35% then ‘I’ and ‘we’ for 4% lastly 

with ‘they’ at 3%. 

 

 As the result in the previous chapter implicates that the highlight of sentences 

in move 3 tends to contain personal pronouns. For example the pronoun ‘it’ is used 

instead of the product name while ‘we’ is generally used to refer to the product firm 

and pronoun ‘you’ is used to address the reader. Iborrs and Garrido (2001 cited 

Gronzalez, 2000) points out that the use of ‘you’ is a direct way to address the reader, 

attempting to attract the readers’ interest. Similary, Henry and Roseberry (1996) 

suggest that ‘you’ is used in addressing the reader to create a friendly personal tone. 

This is consistent with the use of personal pronouns particularly ‘you’ in advertising. 

Nevertheless, pronoun ‘you’ was increase in usage in the early 2000’s which asserts 

in advertising language of Leech (1966) and he points out those personal pronouns are 

generally used to produce a sense of solidarity and that ‘you’ is usually used to create 

a one-to-one relationship with potential customers. Furthermore, advertising language 

is generally characterized by the use of a personal style of writing. As Leech (1966) 

suggests, the use of the first person and second person reference is one of the 

characteristics of a personal style. He particularly points out that the pronoun ‘we’ is 

used to refer to the advertiser in certain types of advertisements, and that the use of 

‘you’ and ‘your’ is the direct way to address the reader. Sugarman (1998) also notes 

that the use of such words as ‘I’, ‘you’ and ‘we’ which are generally used in a one-to-

one conversation would allow the writer to talk to the readers directly. With reference 

to Fuertes-Olivera et al., (2000), they point out that personal pronoun ‘I’ and ‘we’ are 

used to identify the product and the personal pronoun ‘he’, ‘she’, ‘it’ and ‘they’ imply 

shared knowledge between the addresser and the addressee and are used to suggest a 

personal bond. 
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 Apart from personal pronouns, Gould (2005) states those modal verbs are 

usually connected with ideas of doubt, certainty, possibility and probability, 

obligation and permission. They are not used to talk about things that definitely exist, 

or events that definitely happened. The modal verbs ‘can’ and ‘will’ also appear 

frequently in promotional genres. They were used to describe product benefit’s and 

seems to be comparative to the use of modals in the muscle-building supplement 

product advertising where modals are often used with the pronoun ‘you’ to indicate 

value or benefits the reader would obtain if they try the product such as advertising 

no. 6 in the early 2000’s ‘And you can choose from 5 fabulously delicious flavors; 

peanut butter, chocolate deluxe, chewy chocolate chip, white chocolate mousse and 

new blueberry cheese cake. Leech notes that modal verbs are usually used to show 

promise or benefits that the product offers. From the present results shown that in the 

early 1990’s used modal verb ‘can’ at 49% and ‘will’ for 23% which these tables the 

majority of modal verb usage, which in the early 2000’s modal verb appears only 

‘can’ and ‘will’ at 82% and 18%, respectively. As shown in figure 5 and 6, the trend 

of modal verb usage was occupied by ‘can’ and ‘will’. In addition, Leech (1966) notes 

that the modal verb ‘will’ and ‘can’ are used to show promise and opportunity. The 

epistemic modal ‘can’ is usually informs the consumer of the possibilities or benefits 

that the product offers. When the modal verb ‘can’ is used with the subject ‘you’ 

which generally refers to the consumer, the purpose is to inform the consumer that the 

product gives the power or ability to do something. 

  

 Lastly, the verb tense in both periods have slightly changed at only 1% that is 

present and past tense was decreased in the early 2000’s but the perfect tense 

increased. The overall comparisons in the distribution of verb tense in both periods 

have the same proportion of present: past: perfect at 8:1:1. According to Ballard 

(2001), the present tense is indicates either a time reference or is stating a general 

truth. Hence, the proportion of present tense was significantly high; it may be related 

to the functional of the present tense itself in stating the general truths which were 

product benefits and qualifications.   
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 Consequently, the above discussion concerns the similarities among sub-

genres of promotional genres in three main linguistics features; personal pronouns, 

modal verbs and verb tense. Due to the small corpus of this study, no generalization 

concerning the findings could be made. However, it might be possible that all the text 

discussed above of promotional genres even though the changes occurred through 

decades which was influenced by new technology and the written style identified by 

Bhatia (1993: 75) that they share certain characteristics and ‘use somewhat 

overlapping linguistics resources in much the same way’. 

 

 Besides, the average distribution of background pictures in the early 2000’s 

and early 1990’s of picture appeared in the corpus is 41% and 31% respectively. 

Thus, a conclusion that could be drawn from the data above is that the organization in 

muscle-building supplement product advertising has slightly changed within these ten 

years, which might be explained by changes in trends of advertising to fit the target 

group of the product and the new challenging style of advertising of copy writers. 

Nowadays, besides, several programs such as 3D Maya, 3D Max, Rhino, Flash, 

Firework, Illustrator, and Photoshop use lesser time and offer more convenient in 

attaching, uploading or downloading various types of pictures into the advertising 

page. New technologies have enabled advertising in magazines to distinguish 

themselves from one another and the database was stored using a computer program 

in order to produce special sections for subscribers. ‘Desktop Publishing Technology’ 

was combined with satellite transmission, which allows magazines to close pages just 

hours before press time so that advertisers can drop up-to-the-minute information in 

their advertising. Sophisticated database management has also improved the 

advertising effectiveness (Wells et al., 2000). Consequently, (Goddard, 1998) 

 

 In summary, genre is changing all the time as a result of the technological 

developments. As the rapid advances contribute to the web, they produce a fruitful 

new genre. Raddon (1996) claims that during the next ten years, most social changes 

will pivot partly on what telecommunication make possible for dynamic genre.  
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Pedagogical Implications 

  

 Like most of the previous research on genre analysis, the present study 

intended to be of great value to the writers of the genre and teaching and learning of 

guidelines of how to write muscle-building supplement product advertising. In 

addition, the findings would particularly provide benefits to the design of syllabi, 

teaching materials and teaching strategies for English in advertising courses. 

Although the corpus in this study is limited to brief on muscle-building supplement 

product advertising, the result of the study would be the foundation for the writers and 

the teachers and learners of genre as to how the genre is produced. 

 

 Furthermore, as this research is a dynamic genre analysis of muscle-building 

supplement product advertising, the use of pictures in the advertising might help by 

attracting the audience to read about and try the product. In other words, the pictures 

are used as a background in the early 2000’s and shows the superiority of the product 

more than the pictures used in the early 1990’s. 

 

 This part of analysis would at least give writers and learners of the genre basic 

ideas as to where to position each move in the muscle-building supplement product 

advertising and how to allocate space in the advertising to each move.  

 

Conclusion and Recommendation for Further Research 

 

 The corpus of the study was made up by 36 representative samples from the 

muscle-building supplement product advertising field. With the limited size and field 

of the corpus, a generalization was not exactly made with the whole muscle-building 

supplement product advertising field. Therefore, it would be excellent to undertake a 

genre analysis with a larger amount of authentic data in order to ascertain the 

accuracy of genre-specific language descriptions. This study can serve as a guideline 

for further research. The recommendations for study are as follows: 
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 1. Enlarging the corpus 

 

  As the corpus used in this study is rather limited, a larger number of 

representative samples would be accommodating, in which it may be able to support 

the result of this present study and then, more accurate generalizations for the study 

could be made. 

 

 2.  Making comparison with other magazine sources 

 

  This study examined only the muscle-building supplement product 

advertising that were published in Muscle & Fitness magazine. Thus, it would be 

interesting to study other comparable types of English advertising such as Muscular 

and Flex magazine in masculine as well as Oxygen, Fitness: Mind, Body&Spirit, 

Shape, Muscle & Fitness Hers and Glutes for feminine magazines. In this way, a 

comparison of results from the study can be made. 

 

 3. Examine other linguistic features 

  

  As the present study focused only on genre analysis with regard to the three 

main features; personal pronouns, modal verbs and verb tenses, further research on 

other linguistic features or on the same features with deeper analysis, would be useful. 

Other interesting linguistic feature for scientific language could be the study of nouns 

that might be newly invented to accommodate of clauses such as passive 

transformation, and nominalization, also the culture and technology influence that 

might have an impact on the language would be interesting study. Nevertheless, that 

kind of analysis is protracted, especially in collecting and processing data, so a higher 

extent of endeavor and tolerance is necessitated. 
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 4.  Extending the type of advertising 

 

  As the present study analyzed muscle-building supplement product 

advertising, in order to generalize about the whole muscle-building supplement 

product advertising field, other types of advertising, and also comparing advertising 

that are written by non-native English speakers to native English speakers might 

prove to be beneficial in making comparisons to generalize the findings.  
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Appendix A 

Health Supplement Advertising of Muscle Building Products Printed in Health and 

Fitness Magazines Distributed in Thailand in the Early 1990’s 
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Appendix Figure A2  Advertisement no. 2 
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Appendix Figure A3  Advertisement no. 3 
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Appendix Figure A4  Advertisement no. 4 
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Appendix Figure A11  Advertisement no. 11 
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Appendix Figure A15  Advertisement no. 15 



 93

 
 

Appendix Figure A16  Advertisement no. 16 



 94

 

Appendix Figure A17  Advertisement no. 17 



 95

 

 
 

Appendix Figure A18  Advertisement no. 18 



 96

 

 

 

 

 

 

 

 

 

 

 

 

Appendix B 

Health Supplement Advertising of Muscle Building Products Printed in Health and 

Fitness Magazines Distributed in Thailand in the Early 2000’s with  

Move-Step Marked 
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Summary Occurrence of Moves and Steps in Muscle-building Supplement Product 

Advertisement in the Early 1990’s 
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Appendix Table C1  Summary Occurrence of Moves and Steps in Muscle-building  

      Supplement Product Advertisement in the Early 1990’s 
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Health Supplement Advertising of Muscle Building Products Printed in Health and 

Fitness Magazines Distributed in Thailand in the Early 2000’s 
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Health Supplement Advertising of Muscle Building Products Printed in Health  

and Fitness Magazines Distributed in Thailand in the Early 2000’s with  

Move-Step Marked 



 137

 

 
 

 
 

Appendix Figure E1  Advertisement no. 1

Step b 
Step a 

Step c 

Step a 

Move 1 
Step a 

Move 2 
Step a 

Move 4 

Move 3 



 138

 

 
 

Appendix Figure E2  Advertisement no. 2 

Step a 

Step b 

Move 1 

Move 2 
Step b 

Move 3 
Step c 

Step a 

Step b 
Move 4 



 139

 

 
 

Appendix Figure E3  Advertisement no. 3

Step a 

Step b 

Move 1 

Move 3 
Step b 

Move 4 
Step a 



 140

 

 
 

Appendix Figure E4  Advertisement no. 4

Step b 

Step a 

Move 1

Move 2 
Step b 

Move 3 
Step c 

Move 4 
Step a 



 141

 

 
 
 

Appendix Figure E5  Advertisement no. 5

Move 1 
Step b 

Move 2 
Step b 

Move 3 
Step c 

Move 4 
Step a 



 142

 

 
 

Appendix Figure E6  Advertisement no. 6

Move 1 
Step b 

Move 3 
Step b 

Move 4 
Step a 



 143

 

 
 

 

Appendix Figure E7  Advertisement no. 7

Move 1 
Step b 

Move 3 
Step a 

Move 4 
Step a 



 144

 

 
 

Appendix Figure E8  Advertisement no. 8

Move 1 
Step b 

Move 3 
Step b 

Move 4 
Step a 



 145

 

 
 

Appendix Figure E9  Advertisement no. 9

Step b Step a 
Move 4

Move 2 
Step b 

Move 1 
Step b 

Move 3 
Step a 



 146

 

 

 
 

Appendix Figure E10  Advertisement no. 10

Move 2 
Step a 

Move 3 
Step a 

Move 4 
Step a 

Step b 

Move 1 

Step a 



 147

 

 
 

Appendix Figure E11  Advertisement no. 11

Move 1 
Step b 

Move 3 
Step c 

Move 4 
Step a 

Move 2 
Step a 



 148

 

 
 

Appendix Figure E12  Advertisement no. 12

Step a 

Step c 

Step b 

Move 1 
Step a 

Move 3

Move 4 
Step a 



 149

 

 
 

Appendix Figure E13  Advertisement no. 13

Step b 

Step a 

Move 1

Move 2 
Step a 

Move 3 
Step b 

Move 4 
Step a 



 150

 

 
 

Appendix Figure E14  Advertisement no. 14 

 

Move 1 
Step b 

Move 2 
Step b 

Move 4 
Step a 

Move 3 
Step c 



 151

 

 
 

 

Appendix Figure E15  Advertisement no. 15

Step a Step b 
Move 4 

Move 3 
Step c 

Move 1 
Step b 



 152

 

 
 

Appendix Figure E16  Advertisement no. 16

Step b Step a 

Move 1 

Move 3 
Step c 

Move 4 
Step a 



 153

 

 
 

Appendix Figure E17  Advertisement no. 17

Step a 

Move 1 

Move 2 
Step b 

Move 3 
Step c 

Move 4 
Step a 

Step b 



 154

 

 
 

Appendix Figure E18  Advertisement no. 18

Move 1 
Step b 

Move 2 
Step b 

Move 3 
Step a 

Move 4 
Step a 



 155

 

 

 

 

 

 

 

 

 

 

 

 

Appendix F 

Summary Occurrence of Moves and Steps in Muscle-building Supplement Product 

Advertisement in the Early 2000’s 
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Appendix Table F1  Summary Occurrence of Moves and Steps in Muscle-building 

    Supplement Product Advertisement in the Early 2000’s 
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