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As indicated by the label “complementary” and “alternative” accorded it,
complementary and alternative medicine (CAM) as a field in the healing arts occupies
the less desirable position of “the Other”, a position at the periphery of legitimate
mainstream medicine also known as conventional or allopathic medicine. The
peripheral position of CAM as opposed to the central position of conventional
medicine is not least due to unresolved issues in CAM pertaining to regulatory
controls, safety, consistency, and scientifically verifiable results, all of which are the
mainstay of conventional medicine. Despite its weaker position as an option to
healing, CAM has gained a large following among the health seeking public. The
increasing popularity and commercial success of CAM in the health industry
necessitates a closer attention to how CAM legitimizes its product claims and services
in the marketing of health products. In the legal framework, conventional medicine is
prevented from indulging in any kind of advertising or public promotional activities.
However, for CAM, product promotion is allowed, and hence the promotional
discourse of CAM products would be the site where product claims and services are
actively constructed as legitimate, and defended, in view of counter-discourses
surrounding its legitimacy. The study seeks to discover how CAM is legitimized
through the use of genre and language in the promotional brochure, a specific type of
text used for product marketing. Specifically, the research addresses the following
questions: 1) How are generic structure and language used to promote health care
products in CAM brochures?; 2) What ideologies about health and medicine are
constructed in the text?; 3) How are the discourses of marketing/advertising and
medicine appropriated in the commercial product marketing of CAM?; and 4) How
do the discourse elements in the brochures work to legitimize CAM products in the
face of oppositional discourses questioning CAM's position as legitimate medicine?
Using a combination of critical discourse and genre analysis frameworks, the study
advances a critical perspective of the practice of the marketing of CAM health care
products. The findings of the present study reveal that CAM promotional brochures



are represented by six compulsory moves and two optional moves. Each of the moves
and steps used in the generic structure of CAM brochures are intentional to help serve
the different communicative purposes, in promoting CAM products. Also, the present
study reveals thirteen themes emerging from the lexical analysis to show how selective
lexical words can be used to combine the ideologies of both ‘Science’ and ‘Nature’ to
legitimize CAM focusing on natural properties in healing. The interdiscursive
practices of science and nature are found evident through the appropriation of the
discourse of medicine into the marketing/advertising discourse of CAM products,
which aim to increase the perception of reliability, credibility and legitimation of
CAM health care products. The present study also highlighted some defensive
strategies employed in CAM promotional texts in the attempt to silence criticisms
from CAM’s opponents to secure CAM’s legitimation in the health care industry.
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Sepertimana yang telah dilabelkan “pelengkap” dan “alternative”, ubat pelengkap dan
alternatif (CAM) merupakan suatu sistem yang telah menerima kedudukan yang
berkurangan kepentingannya berbanding dengan perubatan arus perdana (CM).
Malahan, kekurangan CAM telah menyebabkannya lebih dikenali sebagai “ubatan
yang lain”.Kedudukan pinggiran yang diberi kepada CAM apabila dibandingkan
dengan CM adalah akibat kekurangan atau kegagalan CAM dalam menangani isu-isu
penting yang berkaitan dengan kawalan pengawalseliaan, keselamatan, konsistensi,
dan keputusan yang boleh diperolehi secara saintifik.Semua isu berkenaan ini
merupakan tunjang kejayaan kepada perubatan arus perdana (CM).Walaupun
sedemikian, namun CAM masih mendapat sambutan yang hangat daripada
masyarakat yang mengutamakan kepentingan kesihatan.Populariti yang semakin
meningkat dan kejayaan komersil CAM dalam industri kesihatan memerlukan
perhatian yang lebih teliti untuk memahami cara-cara CAM melegitimkan produk dan
perkhidmatan dalam pemasaran produk kesihatan.Dari segi undang-undang, bidang
perubatan CM dihalang daripada membuat sebarang pengiklanan atau aktiviti promosi
awam. Akan tetapi, promosi produk CAM dibenarkan dari segi undang-undang. Oleh
yang demikian, pengiklanan serta brosur promosi produk CAM akan merupakan
bahan promosi yang mengandungi strategi-strategi untuk melegitimkan produk-
produk dan perkhidmatan CAM untuk mengharungi cabaran-cabaran dari penentang
CAM dalam industri kesihatan dan perubatan yang mengutamakan kepentingan
legitimasi produk kesihatan. Kajian ini bertujuan untuk menemui cara-cara CAM
disahkan melalui penggunaan genre dan bahasa yang digunakan dalam brosur promosi
untuk menjual ubat pelengkap dan alternatif (CAM). Bagi mencapai matlamat
tersebut, kajian ini dijalankan untuk menjawab soalan-soalan yang berikut: 1)
Bagaimanakah struktur genre dan bahasa digunakan untuk mempromosikan produk
penjagaan kesihatan dalam brosur promosi CAM?; 2) Apakah ideologi berkenaan
kesihatan dan perubatan yang tersirat dalam kandungan brosur promosi CAM?; 3)
Bagaimanakah wacana pemasaran/pengiklanan dan perubatan diperuntukkan dalam



pemasaran produk komersial CAM?; dan 4) Bagaimanakah elemen-elemen wacana
dalam brosur berfungsi untuk mengesahkan produk CAM dalam menghadapi wacana
pembangkang yang mempersoalkan kedudukan CAM sebagai ubat yang sah? Kajian
ini menggunakan gabungan wacana kritikal dan rangka kerja analisis genre untuk
memajukan perspektif kritikal amalan pemasaran produk penjagaan kesihatan CAM.
Penemuankajian ini mendedahkan bahawa brosur promosi CAM diwakili oleh enam
langkah wajib dan dua langkah pilihan. Setiap langkah yang digunakan dalam brosur
CAM generik adalah untuk membantu melayani tujuan kumunikatif yang berbeza
semasa mempromosikan produk CAM. Selain itu, kajian ini mendedahkan tiga belas
tema yang muncul dari analisis leksikal untuk menunjukkan bagaimana perkataan
leksikal yang terpilih boleh digunakan untuk menggabungkan ideologi ‘Sains’ dan
‘Alam’ untuk legitimasi CAM yang memberi tumpuan kepada sifat-sifat alam dalam
tujuan penyembuhan.Amalan interdisciplin sains dan alam semulajadi didapati
terbukti  melalui  peruntukan wacana perubatan ke dalam  wacana
pemasaran/pengiklanan produk CAM, yang bertujuan untuk meningkatkan persepsi
kebolehpercayaan, kredibiliti dan legitimasi produk penjagaan kesihatan CAM.
Kajian ini juga menyerlahkan beberapa strategi pertahanan yang digunakan di dalam
teks brosur CAM dalam usaha untuk membungkam kritikan daripada pihak lawan
CAM untuk memastikan legitimasi CAM dalam industripenjagaan kesihatan.
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CHAPTER 1

INTRODUCTION

1.1 Background to the Study

Studies have shown that advertising discourse of medicine through the media is
gaining much interest from advertisers. A study carried out by Terje Skjerdal, Lando,
Ndati and Batta (2013) investigates to what extent the traditional medical practice is
being discussed and advertised in Nigerian newspapers as well as the perceptions of
print journalists towards the traditional medical practice in Nigeria. Their results
found that even though conventional medicine is recognized as the only legitimate
medical practice in hospitals and in formal medical healthcare system, nevertheless,
the traditional, alternative, or complementary medical practice still exists and has
gained increasing popularity and attention in studies worldwide since a decade ago.
Another study conducted by Hillenbrand (2006) reported that the interest in the use
and study of traditional medicine has increased steadily and its importance in
providing health care needs has been acknowledged by the World Health
Organization (WHO), 1978. On two separate accounts, Terje Skjerdal et al. (2013)
reported the findings of Gray, Cantrill, and Noyce (1998) conducted in the United
Kingdom, summarizing that:

“Newspapers commonly included health information in the
form of advertisements and news; magazines included
features and readers' letters. Descriptions of disease treatment
and states were the most common subjects. Although
conventional therapists were featured more than alternative
options, there were a considerable number of advertisements
and features for alternative therapies especially in
newspapers” (Gray et al., p. 189).

The increasing recognition of traditional medicine did not, however, replace or
overshadow the legitimized position of conventional medicine in the healthcare
industry. This is so as Gray, Cantrill, and Noyce's study (1998) also reveals that 97%
to 100% occurrence of television and radio advertisements focused only on
conventional medicine products. Gray et al. claim that health and medical issues
aired on television and radio medias were extensively broadcasted in relation to the
use of conventional medicine treatments rather than the traditional, alternative, or
complementary medical practice that has attracted the public attention (1998, p.
180). This is because the selection of information and health news advertised in the
mass media such as newspapers, magazines, brochures, television and radio must be
substantiated with proven clinical results, reliability, safety and standardization or
legitimized. The objectives of advertising discourse of medicine is informing the
truth about the medicine and persuading readers to try the medicine. Hence, in media
advertising, text producers or journalists agree with Schwitzer, Mudur, Wilson,



Goozner et al. (2005) that health information or health news being broadcasted
should be truthful and transparent and at the same time reflect the needs and
concerns of the society in a comprehensive and unbiased manner. This is important
as Terje Skjerdal et al. (2013) state that readers make their health options based on
the information they read or see in the media. Fairclough (1995) has explained the
influence of the media saying that the information shown on a television
documentary may on one level aim to be educational and informative to viewers as
the documentary film increases the knowledge and understanding of viewers
concerning a current issue of interest. However, according to Fairclough,
documentaries also bring with it the elements of persuasion and entertainment to its
viewers. Documentary film producers or text producers try to influence viewers to
see things, to think and act in a particular way that aligns with their self-interests and
hidden intentions. Documentaries also serve to entertain its viewers through good
stories and interesting film-making. Such powerful advertising effects for any
discourses, as explained by Fairclough, are influenced by the economic, political as
well as cultural factors in the society (1995, p. 42). Therefore, a central issue
involving the advertising discourse of medicine is the truth and accuracy of text
producers or advertisers in reporting health and medical issues through text, visual,
audio or a combination of these information.

A study done by Bonevski, Wilson, and Henry (2008) highlights the importance of
scrutinizing whether advertisement of medical discourse addresses the following
concerns: 1) reporting the methods of the treatment, 2) providing the availability of
the treatment, 3) describing the options of treatment, 4) showing the evidence of
health care product's effectiveness, 5) listing the health care product benefits, 6)
giving warning about possible side effects, 7) mentioning the costs of products, 8)
including comments from experts, 9) elaboration of the problems, and 10) the
reliability of the advertisements. In their study, Bonevski, Wilson, and Henry (2008)
assert that media in Nigeria advertises largely about western conventional medicine
whereas the media coverage for traditional, alternative and complementary medicine
is scarce. This scarcity is due to the revelation of advertising medical discourse in
newspapers that contain, ‘...varying degrees of inaccuracies and omissions in health
news stories...” (p. 2). Besides that, the authors also provided a list of other issues
pertaining to the news coverage of traditional medicine such as provoking redundant
feelings, insufficient follow-through, overemphasis of product values and benefits,
inability to present reliability and evidence, unable to give warnings on possible
risks or side-effects, inconsistency in quality and costs, and lack of substantial
comments from experts in the field (p. 72).

In order to protect the interests of consumers, as in western countries, Malaysia also
has implemented its own code of medical practice where the overall principles and
ethical issues of medicines advertising in Malaysia are clearly defined and confined
within the Medicines (Advertisement & Sale) Act, 1956 and the Medicine
Advertisements Board Regulations, 1976. In the Medicines (Advertisement & Sale)
Act, 1956, the term “advertisements” is defined as “any notice, circular, report,
commentary, pamphlet, label, wrapper or other document, and any announcement
made orally or by any means of producing or transmitting light or sound.” The
examples of modes of advertisements include printed media, broadcast media,
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internet media, billboards, banners, etc. The objectives of the medicine
advertisements acts are to exercise control over the advertising of medicine and the
services of medical practitioners. This is to make sure that the content and
information advertised by medicine producers and advertisers are truthful, accurate
and not misleading to medicine consumers. The standardized legislation also aims to
protect public health by imposing laws on medicine advertising that only allow the
promotion of registered medicines to guarantee the safe use of medicines and being
transparent and accurate about the benefits, uses, risks and effects of the medicines
advertised. Though the medicines must be registered through appropriate acts, the
levels of legitimacy gained through the legislation vary according to the types of
medicine.

According to the Therapeutic Goods Act (1989), conventional medicine (CM)
products have been given an Australian Registered “AUST R number on products”
and labeled as “registered”. Conventional medicine is highly regulated and more
widely accepted due to its availability for scientific research, strong evidence base,
standardized procedures and consistency in efficacy. All these advantages have
helped the CM as a field of medicine to earn the confidence of the general
practitioners, pharmacists, and patients. In modern society, it is undeniable that CM,
with its strength derived from advances in the natural sciences, occupies the
mainstream position of legitimate healthcare practice. Under the Therapeutic Goods
Act (TGA, 1989) definition, complementary health care products are classified as
“listed” products and are given an Australian Listed “AUST L number on the label
of products”. The production of complementary health care products, though
controlled by the TGA requirements, are not strictly evaluated for its product's
effectiveness or by proven results of clinical trials. The complementary health care
products are approved by the TGA as long as the ingredients of complementary
products fall into the category of TGA’s “relatively low-risk” list. The leniency in
market entry requirements and product's efficacy has somewhat lowered the values
of CAM products and services. As a result, CAM is relegated to the position of “the
other”. Nevertheless, CAM is still being used because it gives an impression that it is
made up of natural ingredients, and so, it is considered as harmless or low-risk
products. The leniency of the medicine acts for CAM health care products has
resulted in CAM advertisements being less regulated in the advertising medicine
discourse. However, as Harvey (2009) points out, “low risk does not mean no risk”.
The less rigid regulations of CAM advertisements create opportunities for text
producers or advertisers to use language to sway readers’ minds into believing
whatever that are produced in the texts. This is suported by Terje Skjerdal et al.
(2013) mentioned earlier who stated that readers make their health options based on
the information they read or see in the media, and how the effects of advertisements,
according to Fairclough (1995) are able to manipulate and influence viewers and
readers to see things in a particular way intended by text producers or advertisers
that is aligned with their personal interests and hidden intentions of corporations.

Therefore, it is crucial to scrutinize the advertising discourse of medicine through the
CAM health care product advertisements available in Malaysia. The present study
does not involve any CAM brochures produced by international companies for two
reasons. Firstly, the study is only interested to look at the Malaysian setting
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pertaining to the promotion and legitimation of the CAM health care products. Next,
the present study assumes that the philosophies and ideologies of the CAM field are
universal for the national and international companies selling CAM products. Since
the success of the CAM health care industry is not confined only in Malaysia,
therefore, the common shared legitimation strategies to help promote and legitimize
CAM products in Malaysia should also have some similarities contributing to the
success of CAM advertisements worldwide. In particular, this present study will
focus on the CAM advertisements through the use of printed promotional brochures.
The analysis of conventional medicine (CM) brochures will be excluded in this study
due to the unavailability of promotional brochures to advertise conventional
medicines. The promotional brochure is a specific genre that has a combination of
two types of discourses, namely, the discourse of medicine and the discourse of
advertising/marketing. In this genre hybridization, the discourse of medicine serves
the function to inform readers or consumers about the complementary and alternative
medicine (CAM) products. The discourse of medicine is based on the concept of
altruism. Its primary purpose is to promote good health / healing to mankind and
disregards the importance of profit-making. The second type of discourse in this
hybrid genre is the discourse of advertising. This discourse reflects an array of
functions prominent in the business of advertising that includes persuasion
strategies, consumer consumptions, consumer needs, consumer satisfactions, and
maximizing profits. The discourse of advertising is based on the concept of creating
'‘wants' for a better life or ideal health and beauty. Its primary purpose is to create a
competitive advantage for its products and persuade readers or consumers to
purchase the advertised CAM health care products. When combined, the discourse of
medicine and the discourse of advertising become evident in a specific form of genre
known as the medical promotional brochures. From a discourse analytical point of
view, the medical promotional brochures do not only reflect the CAM health care
products’ information and the advertising information in the brochures, but the
medical texts also bring along with them relevant histories, philosophies and
ideologies of complementary and alternative medicines (CAM). In order to
understand the marketization of medicine in promotional brochures, the analysis
should therefore, take into consideration the related ideological and philosophical
aspects of CAM.

The promotional brochures advertising medicine product is thus ideal material for
analyzing the language in this study. In analyzing the text brochures, Fairclough
(1995) explains that it is crucial to observe the presences and absences in texts.
Fairclough further claims that any text is a manifestation of both the explicit
meanings and the implicit meanings. He defines “explicit meanings” as what is
actually “said in the text”, and the “implicit meanings” as the “things left unsaid” but
the “meanings considered as given, as presupposed in the text” (1995, p. 106). In
addition, Fairclough states that "the unsaid, the already said, and the presupposed”
are very important in any ideological analysis as Fairclough believes that ideologies
are embedded or blended into the texts within the implicit meanings of a text instead
of being explicitly written in texts (1989). The critical discourse analysis (CDA) is
an approach of analyzing text in context that is able to uncover hidden meanings,
ideologies and private intentions of organizations, which may not be apparent to
readers or consumers' understanding through reading. Hence, the CDA method



applied on this study will be able to show how complementary and alternative
medicine is marketized in the promotional brochures and the types of strategies that
are used to legitimize the CAM health care products, which are affected by the
social, cultural, political, and economical factors.

1.2 A Brief History of Conventional Medicine and Complementary and
Alternative Medicine

Both Conventional Medicine (CM) and Complementary and Alternative Medicine
(CAM) have their own unique histories and they adopt different philosophical
perspectives towards health, illness, disease and healing. In a study conducted by
Ventola (2010), he informs that in the American history, people at large began to
realize the apparent ideological differences between the movements of these two
opposing medicinal fields in the early to mid-19th century. Ventola asserts that
during this time, the CAM medical practitioners gained increasing recognitions and
demands from the public, and was motivated to compete with CM medical
professionals. The two types of medicine field have different approaches and
theories towards health and healing. The CAM treatments were significantly
different from those in the CM treatments as the former is ‘integrative and holistic’
(Modi, Wright and Seeff, 2007) and emphasizes safe or natural therapies and the
emotional and spiritual aspects of health, and the latter is ‘interventionist’ (Modi, et
al., 2007) and emphasizes on evidence-based results and the scientific interventions
of drug and surgery to heal a disease (p. 286). The concept of CAM based on natural
resources, according to Ventola (2010), has triggered a great competition between
the CM and the CAM throughout the 19th century. This trend, however, showed a
shift in the early to mid-20th century when people became more aware of the
importance of evidence-based medicines; educating people of the need to use
medicines that are scientifically experimented, proven with efficacy and safety
consistency (Ventola, 2010). This awareness is much more relied upon when more
discoveries were made about how medicines are able to help the human body cure
illnesses and diseases. In addition, new information about treatments, diagnostic
techniques, and vaccines were also discovered to help patients. As a result of having
higher awareness and needs towards scientifically sanctioned medicines, CAM
started to experience a fall in the confidence levels of consumers causing the
popularity of CAM to decline tremendously (Ventola, 2010).

The decline of CAM, however, did not eliminate the need for its existence and
continuation until today. In order to understand why something works the way it
does, there is a need to find out how it affects and will be affected by the
surrounding factors related to the subject (Fairclough, 1995). Consequently, the
present study will look into the histories, theories, philosophies and ideologies of the
two different fields of medicine in order to understand why the structures and
language are being used in the way they are displayed in the CAM promotional
brochures. Refer to Chapter 2 for more information about CM and CAM
background, philosophies and genre theories that help to shape the form/structure
and language use in the CAM health care product promotional brochures.



1.3 Introduction of Conventional Medicine and Complementary and
Alternative Medicine

According to Modi (2007), conventional medicine (CM) refers to all types of
medicines that are evidence-based, have been scientifically tested and validated for
its efficacy and safety to treat a particular illness. The conventional medicine is also
known as the mainstream medicine and is recognized for its effectiveness to treat
acute illnesses or critical conditions that need immediate surgery. The conventional
medicines are used by medical doctors and pharmacists in the hospitals, clinics and
pharmacies. Modi (2007) adds that conventional medicine or Western or allopathic
medicine is practiced by people who have medical degrees and are qualified as a
medical doctor (MD) through several years of formal medical studies and houseman-
ship trainings in the hospitals. Conventional medicines are prescribed by the general
practitioners of CM such as psychologists, pharmacists, health professionals,
registered doctors and nurses who strongly support the application of scientifically
tested and proven medicines.

On the other hand, complementary and alternative medicine (CAM) products and
practices/services refer to all types of medicine in pills, drinking tea, strictly
controlled health supplementary food, massage cream, reflexology, acupuncture,
herbal medicine, spiritual healing, meditation and even energy healing. Hemel
(2001) defines CAM as treatments and practices “not presently considered an
integral part of conventional medicine.” In addition, Hemel claims that CAM is a
group of diverse medical and health care systems, practices, theories, methods and
ideologies that are not generally recognized as the conventional medicine. He
explains that the word “complementary” means the use of CAM treatments to
supplement the mainstream medicine (CM) while the word “alternative” means the
use of CAM treatments to replace the mainstream medicine. He asserts that the
concepts of CAM focus on “wholeness, balance, energy, spirituality, lifestyle,
biology, sociology and other beliefs” that can be combined with other medicine or be
used individually to cure an illness. In another related study about CAM for the
treatment of hepatitis ‘B’ and ‘C’, Modi (2007) claims that the term
“complementary” medicine is used to explain when herbals are used together with
CM in treating an illness. Modi (2007) also explains the term “alternative” medicine
to mean the use of herbals to substitute the conventional medicine to treat a disease.
He notes that complementary and alternative medicine products may be prescribed
by CAM practitioners who believe in natural healing that addresses not only the
physical but also the emotional and spiritual aspects of patients.

14 Marketization of Complementary and Alternative Medicine

Just like any other industries in the market, such as food, clothing and even the
education industries, almost everything is being marketized, and there is no
exception for the health industry. CAM has a strong presence in the health industry.
In the world of product marketing, promotional brochures for CAM compete for
space on pharmacy counters and for market share. As each field of medicine tries to
carve out a legitimate place for itself in the competitive health industry, it is expected



that the promotional discourses would incorporate persuasive strategies that are
congruent with its unique ideological stance. The CAM field of medicine would try
to appear more professional in order to change the public perceptions that CAM
products and services are equally effective and legitimate as the CM products and
services.

Any research that aims to study the discourse of the marketization of medicine must
take into account the social and discursive context where the voice of CAM exists in
conversation with the voice of CM. The modern practice of labeling CAM as the
“alternative” in relation to CM clearly points out the inevitability of the differences
in ideologies of the two fields of medicine being reproduced in the promotional
discourses that seek to market them. The ideologies of the different medical fields
would affect the way language is used to produce a text as Fairclough (1995, p. 25)
asserts that the ‘ideational function', which is how we view and represent the world,
and the ‘interpersonal function', which is how the social relations and identities are
enacted can cause a text to be viewed as multifunctional through the choices of
vocabulary and grammar. Fairclough (1995) states that, “a discourse is seen as a
field of both ideological processes and linguistic processes, and ... there is a
determinate relation between these two kinds of process.” He adds that the
“linguistic choices in texts can transmit ideological meaning”. In other words, any
research that seeks to study the genre of medical promotional discourse of CM or
CAM should pay attention to the contrasting ideologies in the two fields of
medicine, which would be reflected in both ideational and interpersonal functions,
which in turn would help determine the choice of vocabulary and grammar in
producing a text.

As it is, the ideologies of CAM are expected to be reflected in their promotional
discourse as language is basically the medium used to convey messages to people.
To reach potential consumers, various ways can be considered to promote the CAM
products and services, and one of the best ways to do it while paying attention to the
genre and language use in the Complementary and Alternative Medicine (CAM) is
through brochures advertising. Promotional brochures are an ideal discourse type
that would reflect the preferred means of persuasion in the field of medicine. This is
because promotional brochures fulfill the characteristics of a hybrid genre: which are
to “inform and persuade customers to buy products and services” advertised (Bhatia,
1993). In the arena of commercial advertising to gain profit in business, CAM is
competing on equal footing to market their products to discerning consumers. CAM
not only wants to achieve a competitive advantage in the health industry, but it is
also aware of its downplayed position as the “other” in the health industry.
Therefore, it would not be surprising that CAM would probably spend more time
and effort to persuade and give legitimacy to its products and services compared to
mainstream medicine.



15 Promotional Genres

Bhatia (2005) claims that promotional genres in recent years have invaded
professional and academic forms of discourse in fast growing pace and are still
becoming popular and imminent in the areas of “professional and academic
activities” (p. 214). Bhatia adds that the advancement of advertising activities have
influenced other types of discourse, whether they are social, professional, or
academic, in which the genres in many areas like academic, business, medical and
health care, arbitration, etc. have incorporated elements of promotion into the
traditional non-promotional genres. Featherstone (1991) agrees with Bhatia (2005)
by saying that the modern society today is a “consumer culture” and evidence of
promotional initiatives have found themselves being immersed in the “discursive
activities in business, academia, or in personal contexts.” In line with these changes
in discursive practices, Fairclough (1993, p. 141) explains that there is an extensive
restructuring of boundaries between orders of discourse and between discursive
practices; for example, the genre of consumer advertising has been colonizing
professional and public service orders of discourse on a massive scale, generating
many new hybrid partly promotional genres.

One of the attempts done by Fairclough to show the advancement of hybrid genre is
through the marketization of the discursive practices of British universities (1993).
The information about universities education is not just merely informational, but
also contains within it some promotional values of university education. Bhatia
(2005) adds that professional and academic discourses contain promotional generic
patterns, which involve genre mixing and embedding of non-promotional generic
elements to realize its promotional goals (p. 214). In addition, Bhatia explains that
the traditional form of promotional discourse found in advertisement focuses on
informing and promoting ideas, products or services to potential customers. The
marketing/advertising, according to Bhatia, is one of the most fast-paced and flexible
genres of public discourse today as it uses various lexico-grammatical, discoursal
forms and rhetorical strategies within the boundaries of promotional discourse to
achieve its promotional goals. Notwithstanding the flexibility and variability of
promotional discourse, Bhatia highlights that mostly all print advertisements of hard
sell type demonstrate some of the rhetorical moves in an unfixed manner in order to
promote and persuade potential customers to buy their advertised products or
services. The rhetorical moves used in the generic structure of print advertisements
as suggested by Bhatia (2004) consist of the following: 1) “Headlines”, 2)
“Targeting the market”, 3) “Justifying the product or service by establishing a
niche”, 4) “Detailing the product or service”, 5) “Establishing credentials”, 6)
“Endorsement or Testimonials”, 7) “Offering incentives”, 8) “Using pressure
tactics”, 9) “Soliciting response”, and 10) “Signature line and Logo”, etc.

Bhatia (2005) asserts that every promotional genre delivers its own communicative
purposes to their own targeted customers. Communicative purposes are sometimes
combined by a few closely related genres that have an overlapping communicative
purpose, that is, to promote a product or service to potential customers. Some of the
examples of promotional genres provided by Bhatia include promotional letters, job



application letters, sales letters, printed advertisements, company brochures, travel
brochures, book blurbs, book reviews, etc. All these and many other promotional
genres have some overlapping in their communicative purposes in the promotional
genres, that is to promote positive description and evaluation while marketizing their
products or services as the main and ultimate aims in the promotional discourse (p.
217).

1.6 Colonization of Genres

Of all the genres available, Bhatia points out that ‘advertising’ is the most
predominant element for colonization of genres. The process of colonization has
anchored itself in different institutionalized genres, such as, academic, medical,
political, corporate, journalistic, reporting genres, arbitration, and many more
through the appropriation (Bhatia, 2005) of lexico-grammatical and discoursal
resources, or “hybridization” (Fairclough, 1993), or “mixing” and “embedding” of
genres (Bhatia, 1995, 1997c). Also, Bhatia explains that genre-mixing and
embedding take place in genres that are traditionally considered non-promotional in
their communicative purposes. Examples of genre-mixing and embedding given by
Bhatia are in the genres of job advertisements, academic introductions, sales
promotional letters, philanthropic fundraising letters, job application letters,
testimonials, reference letters, CVs, etc. Other public and professional genres such as
leaflets on services from corporations, banking letters, financial letters, medical and
health care institutions, travel and tourists industries, educational introductions, and
government department correspondences are considered fundamentally informative
and traditionally non-promotional in their communicative purposes, but these genres
are now increasingly being colonized by the promotional genres. These informative
and non-promotional genres are fast becoming promotional in character as the
contents in these genres are being emphasized mainly on the positive description,
values and evaluation rather than the negative sides of it (Bhatia, 2005), thus
incorporating informative and promotional components to form the new hybrid
promotional genres (Fairclough, 1993).

1.7 Persuasion and Legitimation

Bhatia claims that traditionally informative and non-promotional genres are
increasingly being colonized by promotional genres through the efforts of genre-
mixing and embedding, interdiscursivity and hybridization. Some reasons that drive
genre change from the traditionally informative and non-promotional genres to
becoming the incorporated informative and promotional genres is due to the
communicative purposes and the use of persuasion language to achieve the
communicative purposes in the promotional genres. In advertising or promotional
discourse, the issue of persuasion is the cement that holds the promotional writers
and the potential customers together in successful promotional transactions.
Effective persuasion; however, according to Ostman (1987, 2005) is implicit
persuasion. Bhatia states that genres are partly made up of lexico-grammatical and
discourse-organizational forms. He adds that persuasion in a genre loses its power to
persuade readers or potential customers successfully if the persuasive purposes in a



genre is made too obvious and explicit to its target audiences. Hence, in order for
persuasion to be effective in a genre, the linguistic markers of persuasion need to
change so that persuasion can be more implicit. Bhatia argues that the more the
audiences become accustomed to the persuasive language used, the more the
persuasion is exposed and become explicit to audience, and thus, loses its power to
persuade. In contrast, the less conscious the audiences are with the persuasive
purposes of the text/genre, the more successful it is for effective persuasion to take
place to persuade target audiences to accept the ideas, products or services being
promoted (p. 230).

1.8 Appropriation of Genres

One of the ways to legitimize CAM health care products is to combine the medical
discourse, which is traditionally informative and non-promotional with the
marketing/advertising discourse, which is promotional in character. This process
could be seen as combining or mixing the two different discourses together to form
the new hybrid genre of CAM promotional genres. In order to understand more
about combining two or more discourses into one text, the following sections briefly
explain about Bhatia’s and Fairclough’s perspectives towards appropriation of
genres.

18.1 Text appropriation

Bhatia explains about genres from two main perspectives, which are intertextuality
and interdiscursivity. Bhatia defines intertextuality as matchings of texts with other
texts and interdiscursivity as the matchings of genres with other genres (2005, p. 10).
The Bakhtinian perspective on genres explains that intertextuality can be the cause
of the “emergence, maintenance, alteration, and disappearance of genres.” The
multiple voices found in the textual realization are constantly being compared with
other texts for similarities and differences, and adopted and assimilated to form a
new text. Genres, as explained by Bhatia, contain different linguistic classifications
depending on the communicative goals, but they still allow speakers or writers to
achieve their communicative goals or purposes that vary from context to context. In
addition, Bhatia claims that genres can also be different through time and different
cultures. Moreover, Bhatia argues that texts are not seen as ‘unitype’ or ‘unigenre’.
Instead, the characteristics of most texts appear to be “multitype” or “multigenre”.
Bhatia defines the term multigenre to mean the blends of several different genres in
one single text by combining the prototypical characteristics in actual texts.
Multigenre texts, according to Bhatia, are also known as “genre-mixing” and
“embedding of genres”. In Fairclough’s (1992) words, the terms multigenre, genre-
mixing and embedding of genres are similar to what he proposes as
“interdiscursivity”’, which means the practice of matching genres with other genres.
Interdiscursivity thus can be viewed as a function of “appropriation of generic
resources” for written texts or genres (Bhatia, 2010). Besides, Bhatia asserts that
several genres can be combined or represented in one and the same text, in which he
calls it the “appropriation of genres”. In the same vein with this, Fairclough (1992)
claims that the combination of different genres into a single text can create a new
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hybrid genre, in which Fairclough calls the “hybridization of genres or discourses”
(p. 11). From the concepts clarified by Fairclough (1992) and Bhatia (2010), it can
be concluded that Fairclough and Bhatia have similar view about the combination of
different genres into a single text to form a new hybrid genre either through the
concepts of "interdiscursivity”, "hybridization of genres or discourses” or the
"appropriation of genres".

1.8.2 Defining Intertextuality and Interdiscursivity for This Study

In the context of this study, the term intertextuality refers “to the relationship or
linkage between one text to other texts” (Bakhtin, 1986). In other words, it means
the connection between one’s knowledge of previous texts to facilitate the
production and also the way certain words or statements are used in creating a text at
present or in future (Kristeva and Bakhtin,1986). Fairclough (1995) quoted an
example of intertextuality done by Leeuwen (1987) that focuses on the generic
heterogeneity of an article from the Australian (Sydney) newspaper called Daily
Mirror (p. 86 — 88). In this example, Leeuwen’s analysis of the newspaper article
was divided into three stages that include 1) “the narration about an individual
child”, 2) “the exposition of a child expert”, and 3) “the adhortation given by the
expert to urge parents to take certain actions.” Each of these stages was divided by a
transitional sentence before it shifts into the next stage. These three stages of
analysis, according to Fairclough (1995), reflect the combination of different genres
(as Narrative, Exposition and Adhortation) into one single text called Report or
Description. Fairclough points out that, different linguistic features such as the
simple past tense, present tense, subjects of the clauses (Mum, 1), the themes of the
clauses (topics / people), the reference of the story (generic / specific), etc. were used
to differentiate the stages of the analysis. This kind of analysis, according to
Fairclough (1992a: 118) are called the “sequential” and “embedded” forms of
intertextuality. In Fairclough’s words, they mean “the different generic types
alternate within a text, or where one is embedded within the other (as Narration,
Exposition and Adhortation are embedded within Report)” as shown in Leeuwen’s
(1987) example of analysis.

In the context of this study, the term interdiscursivity refers to “the constitution of a
text from diverse discourses and genres” (Fairclough, 1990). Interdiscursivity
emphasizes that focus is on discourse conventions instead of the constitution of other
texts known as intertextuality as it was originally known (Fairclough, 2011). As it is,
the term “interdiscursivity” can be traced back to Bakhtin (1981, 1986). According
to Bakhtin, “utterances in language are always dialogized and changing”, which
results in “hybridization” that is “the mixture or combination of different utterances
within a single piece of language” (Bakhtin, 1981). However, Bakhtin is more
concerned with language in specific social situations. For Bhatia (2004), texts and
contexts are vital in professional genre. He sees genre being organized as “text-
internal and text-external resources”, which highlights two types of relationship that
involves texts and contexts. Firstly, the relationship within and across texts which
focuses on text-internal properties is known as intertexuality. In addition,
intertexuality can be considered as texts of voices which are embedded within other
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texts. For example, an author, who borrows words, phrases or sentences from a prior
text written by Bhatia (2010) regarding "the appropriation of genres™ and uses these
words in the new text being written would need to use quotation marks and in-text
citation to make references and show that Bhatia's words are being borrowed to add
more meanings to the new text. This is viewed as the application of words, phrases
or sentences from one text to another. Secondly, the relationship within and across
genres which involves text-external resources is known as interdiscursivity. For
instance, Bhatia (2004) shows that the language used in arbitration genre is similar to
the language used in litigation genre when the arbitrators also use highly formal and
legal words in producing documents or letters. This can be seen as a result of
interdiscursivity when the arbitration language and procedures that was previously
less formal was being colonized by the formality and legalized word expressions
used in the litigation discourse. Bhatia (2004) argues that interdiscursivity is an
attempt to create a hybrid or relatively new genres by appropriating or exploiting the
existing conventions or available generic resources that are already in practice. Thus,
he claims that a move towards Critical Genre Analysis (CGA) is the most
appropriate approach to analyze the combination of different genres in one single
text.

In addition, Bhatia claims that in the process of the production and interpretation of
texts in professional discourses, the application of semiotic and contextual resources
are within and across four main dimensions of space: “textual, genre-specific,
professional practice and professional culture” (Bhatia, 2004). The four-space model
constructs and interprets meanings in typical professional contexts. Fairclough
(1992) claims that the interdiscursive relations in text can reflect the three aspects of
contemporary public discourse, known as the “democratization” of discourse, the
“commodification” or “marketization” of discourse, and the “technologization” of
discourse. According to Fairclough (1992), language is invested by ideology. Texts
can be written at various levels with the embedded ideology that shows unequal
social power balance between people. Fairclough defines the “democratization” of
discourse as the reduction of the power imbalances between people of unequal
institutional power. In addition, Fairclough explains that, due to “marketization” of
discourse, the main functions of informing or reporting could have been promoted to
the functions of persuading and marketizing of a product in a text. Another example
resulted from the effect of “technologization” could be traced by the way a
company’s memos that were traditionally written on papers have now been
transformed into emails that are being circulated within and among the company
staff. All these changes in the way how languages are used owing to interdiscursivity
play an important role in social changes that would affect the development of post-
modern society (pp. 200-224). Based on the background of intense interdiscursivity,
Bhatia (1995) argues that:

This dynamic complexity of professional communication is the result of several
factors, including the ever increasing use of multi-media, explosion of information
technology, multi-disciplinary contexts of the world of work, increasingly
competitive professional (academic as well as business) environment, and the
overwhelmingly compulsive nature of promotional and advertising activities (p.1).
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Adopting Fairclough’s (1995) three-dimensional framework, Musson and Cohen
(1996) conducted a study of medical practice in Britain over the past decade. They
are of the view that medical discourse has been taken over by the discourse of
marketing. For example, arbitration discourse was taken over by litigation discourse
in Bhatia’s (2004) example of interdiscursivity. This has produced a significant
interdiscursivity between arbitration and litigation genres. This present study intends
to explore the interdiscursive relationship of the medical discourse and the
marketing/advertising discourse of CAM.

1.9 The Problem Statement

The term Traditional Medicine (TM) and Complementary and Alternative Medicine
(CAM) are used interchangeably, or more precisely to mean the types of medicine
and treatments that do not belong to the mainstream Conventional Medicine (CM) or
sometimes known as Conventional Western Medicine (CWM), modern medicine,
biomedicine or orthodox medicine, which are widely practiced in hospitals and
clinics regulated by a medical board. The literature provides numerous studies
(Jonas, 2001; Callaghan and Jordan, 2003; Modi, Wright and Seeff, 2007; Harvey,
Korczak, Marronand Newgreen, 2008; Harvey, 2009; Shivakumar, Agrawal and
Gupta, 2013; Isola, 2013; etc.) that prove the prevalence, popularity and recognition
of TM/CAM in the health care system of many countries in the East and the West.

In recent years, due to the increasing demand of CAM use alongside CM treatments,
many scholars have attempted to carry out studies to understand better the
contributions and relationship between CM and CAM. For example, Emmerton,
Fejzic and Tett (2012) explored consumer perceptions towards the use of CAM and
the relationship between CM and CAM practitioners. Their findings emphasized the
need for open communication and developing concordant relationships among the
consumers, CM and CAM providers in health care. In an earlier study, Callaghan
and Jordan (2003) also investigated people’s perceptions and attitudes towards the
use of CAM treatments. The authors found that consumers’ age, belief in natural
remedies and their positive cooperation in the healing process are significant factors
towards the use of CAM. Other researchers such as Hemel (2001), Harvey, Korczak,
Marron, and Newgreen (2008), and Harvey (2009) have conducted studies in relation
to the challenges, and the state licensing and regulation of CAM practitioners. These
studies show that while the popularity and demand for CAM treatments are
increasing, the regulatory framework and the handling of CAM issues and
complaints are weak, and more attention and advance regulations to protect the
health care needs of patients are required. Another study related to people’s
perceptions and acceptance towards the use of CAM treatments was done by Iwu
and Gbodossou (2000).The authors claim that herbal-based treatments, which were
formerly used only in traditional medications, are now being used to heal certain
serious diseases that are not adequately cured by modern medicine. Meanwhile, Isola
(2013) explains traditional medicine as a form of healing practice that uses
supernatural powers. Isola adds that the service providers of traditional medical
practice in Nigeria comprise of “witches, sorcerers, magic curers, fortunetellers,
devil chasers and the like” that are believed to have magical powers to perform
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rituals and healings on people in Nigeria. Traditional medicine which cannot be
scientifically tested and proven can also be considered as “occultism”. Isola (2013)
and Elujoba (1999) describe traditional medical practice to include “extrasensory
perception (ESP), psychic experiences, mysticism, supernatural indications,
astronomy, esoteric features, oracular consultation, witchcraft and so on” (p. 321).
All these refer to the unexplainable belief in and the practice of supernatural
phenomena disregarding any scientific studies and evidence. Despite the lack of
scientific acknowledgements in CAM practices, it is undeniable that CAM is still
popular and widely accepted by the society seeking for alternative treatments.

Due to increasing popularity of CAM use, many scholars have attempted to observe
the factors and characteristics of CAM use among the people. According to WHO
(2003), the current status of global market of herbal medicines is reaching over 60
billion US dollars yearly and its growth will continue to expand progressively. CAM
is a billion dollar business (WHO, 2003), indicating it is successful in persuading
consumers to buy the products. This may mean a lot of people may be self-
medicating using CAM products (see Ferro et. al, 2007; Hamilton et. al, 2008;
Shaharudin et. al, 2011, Humairah, 2012; etc.) However, doctors and health
regulatory bodies have cautioned on the indiscriminate use of CAM products
without proper supervision, especially when there have been many cases of adverse
effects (see NPS, 2008; Harvey, 2009; etc.) Brian Grogan (2008), the national
president of the Pharmaceutical Society of Australia, stated that “while those
products that lack evidence for effectiveness may not actively harm the physical
health of those who take them, they may well be harming patients’ financial health,
some of whom may have to forgo other more beneficial evidence-based treatments
or other necessities.” The success of CAM may be due to its success in persuading
and influencing consumers as to its legitimacy and efficacy as an option to health
and healing. Therefore, it is imperative to investigate how CAM is able to exercise
its influence on consumers through its advertising texts. It is important to know how
this persuasion is being carried out in CAM promotional texts as its effect on society
is very significant.

The literature about the popularity as well as criticisms of CAM treatments
demonstrates prevailing debate about the use of CAM. The past studies mainly focus
and describe about the effects of CAM treatments, the reasons why society accepts
or rejects CAM treatments, all of which contributed to CAM’s demands and
popularity or CAM's criticisms and weaknesses as compared to the mainstream
medicine, CM. The findings of these past studies are mainly obtained from the
positive or negative feedbacks on the consumers’ perspectives through interviews,
questionnaires, opinions, surveys, etc., which are more focused on customer-or
patient-oriented approach. All of this debate points to the argument on the legitimacy
of CAM, and the popularity of CAM is evidence of CAM’s success in legitimating
itself despite the existence of oppositional discourses questioning its lack of
scientific backing. However, no research can be found investigating how CAM is
able to advance its cause through discursive means, that is, to use discursive
resources to position itself as legitimate medicine, and as CAM has spawned a very
lucrative business in the sale of products under the label of supplements, to persuade
readers to buy CAM products. Specifically, little is known about how CAM product

14



advertisers employ, exploit or manipulate genre and language in CAM promotional
brochures to promote and legitimize their products or services to consumers.
Numerous past studies have been conducted involving discourses in other areas such
as printed advertisements in relation to hotels and tourism, university education,
litigation and arbitration, beauty products, skin care products, perfume products,
slimming products, children’s food and beverages, airline advertisements, banking
services, etc. as shown in the works of Bhatia (2004); Edelheim (2006); Asquith
(2009); Gregorio-Godeo (2009); Ylanne, Williams and Wadleigh (2009); Vahid and
Esmae’li (2012); Tahmasbi and Kalkhajeh (2013); Al-Harahsheh (2013); Kaur,
Arumugam and Yunus (2013); Abdelaal and Sase (2014); Ellison (2014); Atalik,
Eylul and Kocak (2015); etc. These and many other studies have shown that genre
and language are used to promote, market and legitimize their products or services in
printed text advertisements. However, none of these studies relate to the promotion
of health care or medical products that would belong in a different discourse context.
The discourse context of CAM products, for example, is unique as it requires
navigation between discourses of CAM and its most severe critic, CM. Any attempt
to legitimate itself would entail claiming a position in relation to the central position
occupied by CM, given the opposing ideological underpinnings that give legitimacy
to both the different fields of medicine. Furthermore, the practice of medicine is
ideally anathema to profit-making which is the core of commercial marketing.
Discourses that set out to promote products that are included under the label of
“medicine” are expected to entail subtle use of interdiscursive strategies that straddle
both discourses of medicine and marketing. How promotional discourse of
healthcare products such as CAM products navigates the different layers of
interdiscursivity to market products in the medical domain has not been investigated.
At the time of writing, there are no studies found on the use of genre and language in
the promotional discourse of CAM products.

The modern practice of labeling CAM as the “alternative” in relation to CM clearly
points out the differences in ideologies of the two fields of medicine in the
promotional discourses that seek to market them. Due to the contrasting ideologies
and unequal social positioning of both fields of medicine, CAM faces more
challenges in promoting, marketing and legitimating its products or services as CAM
is constantly being construed in relation to CM. Having said this, any research that
aims to study the marketization of medicine should consider the social, ideology,
discursive practices and situation of the discourse, in which it is expected that a
significant amount of discourse and linguistic strategies may be used to gain
legitimation for CAM health care products in CAM brochures. The CAM
promotional brochure thus represents a hybrid genre that encapsulates both the
scientific/medical information description and the advertising genres. The present
study aims to fill in the gap in the literature by examining how genre and language
are used in CAM promotional brochures that have been rather successful in creating
the demands for its products among consumers. This study incorporates genre theory
(Swales, 1990) in order to analyze the recursive generic structures in the promotional
brochures. The study also draws on critical discourse analytical (CDA) perspectives,
specifically, Fairclough’s (1992, 1993, 1995) three dimensional framework in
helping to explain the relationship of the social (structures and relations) with
discursive practices (production and consumption of texts) and the text(genre and
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language) to understand how legitimation is gained through discourse elements /
genre and language in brochures promoting CAM health care products or services.

1.10 Scope of the Study

The focus of the study is on how the medical discourse elements in the
Complementary and Alternative Medicine (CAM) product brochures are used to
persuade and give legitimacy to CAM products. This study will select 100
companies that sell CAM health care products in Malaysia. These 100 companies
promote their medicinal products in printed brochures obtainable in Malaysia.

1.11 Objective of the Study

The study is an investigation on a hybrid genre, that is the promotional discourse in
brochures promoting CAM products. Specifically, the study examined how
discursive resources are used to assert CAM as a legitimate field of health care and
persuade readers to buy CAM products.

The study takes the critical view of discourse that considers language as not merely a
vehicle to convey messages, but as a tool that constructs experiences, relationships
and identities of the users of language within a socio-cultural context. Language
performs communicative as well as persuasive functions through manipulation of
ideologies and assumptions that are not readily apparent as they cannot be read
directly off the text without examination or awareness of the co-text, context and
wider social practices.

1.12 Research Questions

In order to accomplish the objectives of the study, the following research questions
are formulated:

1) How are generic structure and language used to promote health care
products in CAM brochures?

2) What ideologies about health and medicine are constructed in the text?

3) How are the discourses of marketing/advertising and medicine appropriated
in the commercial product marketing of CAM?

4)  How do the discourse elements in the brochures work to legitimize CAM
products in the face of oppositional discourses questioning CAM's position
as legitimate medicine?
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1.13 Significance of the Study

As the field of complementary and alternative medicine (CAM) crosses over into the
threshold of promotional discourse, it not only publicizes its intention to save lives,
but also appear to be making profits out of medicinal products. This perhaps would
have lowered the nobility of the medical discourse as the public start scrutinizing the
benefits and importance of CAM in the health care product advertisements. From the
health industry perspective, there is an ethical need to find out how the CAM health
care products or services could be promoted to the public while safeguarding its
customers’ trust, and at the same time competing against its rivals in the competitive
medicinal industry. One of the ways to achieve this need is through a hybrid genre of
medicine and advertising for the purposes of informing and persuading in the
medicinal brochure advertisements. Through the promotional brochures, the CAM
ideological stances can reveal the hidden meanings of organizations and the
recurrent persuasion strategies that are used to promote health care products.

Hence, this study will be carried out to analyze the overall generic structure and the
linguistic features of CAM promotional brochures on how CAM advertisers promote
their medical products. Through the analysis, it is intended to provide some insights
to academic researchers, CAM practitioners, and English for Specific Purposes
(ESP) trainers on how CAM is marketized and how CAM is legitimized through the
strategic use of medical discourse elements (genre and language) in printed
brochures. Refer to the diagram below for a hybrid genre combining the discourse of
medicine and the discourse of advertising.

Field of Medicine Field of Advertising

CAM Promotional
Brochures
Use of medical discourse
elements (text & genre) to
inform, persuade & legitimize
CAM products

With its set of ideological
stances:
Healing,
altruism, scientific, evidence, etc.

Persuasion,manipulation
of emotion, profit making,
promoting benefits, etc.

0

Interdiscursive field

Figure 1.1 : A Hybrid Genre combining medicine & advertising

1.14 Definition of Key Terms

The key terms used in this study are as following:
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a) Genre: In the context of this study, the term genre refers to “a class of
communicative events, the members of which share some set of communicative
purposes. These purposes are recognized by the expert members of the parent
discourse community and thereby constitute the rationale for the genre. This
rationale shapes the schematic structure of the discourse and influences and
constrains choice of content and style” (Swales, 1990, p. 58).

b) Conventional Medicine: The term refers to all types of conventional health care
systems and concepts that have been scientifically tested and approved and which
are used by medical doctors in the mainstream and in government hospitals. The
conventional medicine that comes in tablet forms, liquids, creams and specially
formulated milk powder are also available in local pharmacies and clinics in
Malaysia.

c) Complementary and Alternative Medicine: The term refers to CAM health care
systems that sell CAM health care products in pills, drinking tea, strictly controlled
health supplementary food, massage cream, reflexology, acupuncture, herbal
medicine, spiritual healing, meditation and energy healing. CAM health care
products are available at special counters in shopping malls, traditional medicine
shops and local pharmacies in Malaysia.

d) Legitimation: In the context of this study, the term legitimation means “a
normative acceptance of its rightness” (Habermas, 1973; Brown 1998, p. 2) while
Della Fave (1991, p. 1) explains legitimation as “a recognition that it is reasonable
and just”. The terms legitimation and legitimacy are used synonymously and are
defined as “legitimacy is a generalized perception or assumption that the actions of
an entity are desirable, proper, or appropriate within some socially constructed
system of norms, values, beliefs and definitions” (Suchman, 1995, p. 574).

1.15 Organization of the Study

The first chapter of the study comprises the background of the study, the concepts, a
brief history of medicine fields, problem statement, objectives of the study, research
questions, significance of the study, limitations of the study, and the definition of the
key terms used in the present study. The second chapter includes the philosophies of
medicines, the social positioning of conventional medicine and complementary and
alternative medicine, previous studies on the conventional medicine and the
complementary and alternative medicine, theoretical frameworks, the marketization
of complementary and alternative medicine, advertising promotional brochures, roles
and functions of advertising, and the frameworks for advertising. The third chapter
addresses the research design, sample size, sample selections, sample features,
conceptual framework, theoretical frameworks, analytical frameworks, and lists of
sample brochures chosen for the analysis of the current study. The fourth chapter
includes the presentation of data findings and interpretations of results. The last
chapter presents the conclusions, suggestions, and recommendations for further
research.
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