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ARTICLE INFO ABSTRACT

This qualitative study aims to investigate speech acts in announcements
Keywords: posted at supermarkets and hypermarkets in Bangkok, Thailand during the
announcements, COVID-19 outbreak, under the framework of the speech acts theory. The
coronavirus pandemic, communicative functions and hidden intentions in the language used are also
hypermarket, speech examined. At the data collection stage, the definitions of ‘supermarket’ and
acts, supermarket ‘hypermarket’ were applied to determine the sources. Then, announcements

posted at the entrances to branches of supermarkets and hypermarkets in
Bangkok were collected during the period of April 1 - 30, 2020, by taking
photographs. The criterion for collecting the announcements was that they
had to be information relating to activities stores dealing with the pandemic.
The total number of announcements found was 239. After the elimination of
those with identical content, 32 announcements were used for the analysis.
The findings show four types of speech acts: representatives, directives,

DOI: expressives, and commissives. Such acts perform the communicative
http://dx.doi.org/10.21093  Jfunctions of informing customers about sanitary measures, requesting
fijeltal.v6i2.1121 cooperation in following government regulations, expressing feelings toward

customers, and showing the determination to operate the business in an
ethical manner. The indirect speech acts help reveal the intentions of the
stores to create a positive image. The study also reveals characteristics of Thai
society in terms of hierarchy and solidarity. The study has implications for
knowledge of language use during crises and provides insight into the power
of language to communicate things over and above literal meanings.
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1. Introduction

The coronavirus disease (COVID-19), which first began in China in early December 2019,
rapidly spread worldwide. WHO officially announced that this novel and severe disease can
be airborne, and spread via aerosol transmission (Thailand Medical News, 2020). During the
early stages of the outbreak, the Government of Thailand declared a state of emergency for
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the first time with effect from March 26 to April 30, 2020. It was prohibited to gather in many
areas and places. The motto “Stay home, stop the disease, for the nation” was also launched,
to urge people to help stop the spread of the virus. Due to the severity of the pandemic,
people became increasingly worried about going out and spending time in public places.
However, food and essential supplies were needed to survive during the crisis. One type of
place that was inevitably visited to access these important items was a supermarket or
hypermarket. Studies on shopping during the outbreak mostly investigate the impact of
COVID-19 on consumer behaviors. Sheth (2020) examined changes in consumer habits on
shopping due to lockdown and social distancing. Food Insight (2020); Shamim et al. (2021)
investigated consumers’ health safety practices and their concerns toward grocery shopping,
as well as their eating behaviors and perceptions due to the disease. Public Health England
(2020) studied trends in purchasing various types of food and beverages and volume spent by
age and social class, as an impact of the pandemic. However, no studies on how supermarkets
and hypermarkets communicate with their consumers during the early stage of the pandemic
have been found. This neglected aspect is important for both store operators and customers,
because of the fact that the outbreak was so sudden - no one was prepared to fight it in
advance. In terms of store operators, even though they want people to spend money to
support their business, they also need to comply with government measures, without
negotiation, to prevent the spread of the virus in their venues. As for customers, they get
anxious about having people around them, even closest relatives, and try to avoid getting
infected by remaining secluded in their own homes. Therefore, it is interesting to study how
the language used in the announcements communicates with customers. The study is also
conducted to provide implications for knowledge regarding communication in times of crisis.

From observations during the early stages of the pandemic, there are plenty of
announcements at the entrances of supermarkets and hypermarkets in Bangkok, Thailand.
Examples are shown as follows.

Example 1
iFou gnamnu

A o v % ' A Y ' A oa Y Y '
LWﬂqleﬂTWngﬂ'ﬂiJﬂﬁﬂﬂﬂﬂ 51u1ﬂamm‘waa "U'l’)ﬂ?ﬁJi'JﬂJlJf’JqﬂﬂW]ﬂ‘VnuﬂQﬂﬂﬂ1uu1ﬂiﬂTEﬂJf’Jxﬁﬁiﬂiﬂnui?ﬂﬁ‘WN 2

wasseninny (Golden Place 1)
Translation:
Dear customers,

For your health and safety, Golden Place would like to ask for your cooperation in complying
with government regulations. Please maintain a distance of two meters from each other.

From the above example, it can be seen that the announcement communicates with
customers about the requirements they need to comply with while shopping.

It has been observed that the announcements not only communicate with customers
concerning the requirements they need to comply with, as in Example 1, but also inform
customers about the hygiene-related measures that the stores have adopted, as in Example
2 below.
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Example 2

2 - ¥ v o g & ]
sodiwmznusnagail ldhanuazendiniesinieudinz (Lemon Farm 3)

Translation: All shopping carts and baskets in this area have been cleaned using a
disinfectant.

Relying on the theory of speech acts (Searle, 1969), the messages from the above examples
can be classified as directives and representatives respectively. In other words, the language
used performs the role of getting customers to perform certain actions, as well as the act of
representing states of affairs to customers. This study, therefore, aims to analyze the
language used in the announcements of supermarkets and hypermarkets in Bangkok to gain
knowledge of what store operators communicate with their customers during the early part
of the outbreak. It applies the framework of the speech acts theory, which has the theoretical
background of producing some utterances as performing some actions. Examined through
the lens of the speech acts theory, the results will reveal the actions performed by the
language used in the announcements, as well as the linguistic expressions employed to fulfill
those actions. The speech acts framework will also disclose the real intention hidden in the
language used. The findings can provide an insight into the power of language to
communicate things other than the literal meaning.

2. Literature Review
2.1 Related Studies

During the coronavirus outbreak, numerous studies have been carried out throughout the
world concerning various aspects of speech acts. Some are studies investigating the use of
speech acts, as in Nurkhamidah (2020); Phatthanasutinon and Rattanadilok Na Phuket
(2021), while some are studies focusing on specific types of speech acts, as in Al-Azzawi and
Majeed (2020); Anggraeni et al. (2020); Ogiermann and Spyridoula (2021). Phatthanasutinon
and Rattanadilok Na Phuket (2021) analyzed press conferences held by the Centre for COVID-
19 Situation Administration and broadcast on the “Thai Ku Fah Government House” YouTube
channel between March, 26 and April, 30 2020. They discovered that four groups of speech
acts were used (representatives, directives, commissives, and expressives). The objectives of
those speech acts were to report the pandemic situation, to perform public relations, and to
disseminate accurate and factual information to the public in order to promote good
understanding. Nurkhamidah (2020) focused on a speech given by Donald Trump, the former
President of the United States, about the COVID-19 outbreak on 11 March 2020. He found
that Trump used all five types of speech acts, assertives being the most common and
declaratives the least common. Al-Azzawi and Majeed (2020) investigated the use of
advising, examples of which were categorized as directives, in COVID-19 instructions.
Anggraeni et al. (2020) analyzed comments on an Instagram post made by Ridwan Kamil, the
governor of West Java, Indonesia, about that country’s President’s announcement
concerning the first patient infected with the coronavirus in Indonesia. The findings detected
expressive speech acts of wishing, complaining, and protesting related to COVID-19. Another
study on expressive speech acts is Ogiermann and Spyridoula (2021), which analysed signs
displayed on the doors of closed businesses in Athens and London during the first COVID-19
lockdown. This study revealed four sub-types of expressive speech acts: greetings, apologies,
thanks, and wishes.
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In terms of research on communication from service providers to customers during the
coronavirus outbreak, only the study of Wang and Lund (2020), on types of information
provided in library announcements relating to the COVID-19 pandemic in the United States,
was found. It was conducted through the content analysis approach and found that the three
most prevalent kinds of information from the library announcements were the suspension of
library programs, the closures of libraries, and remote library resources.

After reviewing studies concerning speech acts as well as the communication from service
providers to customers during the coronavirus outbreak, it was found that no studies have
been conducted to analyze speech acts in announcements at supermarkets and
hypermarkets. This study, therefore, aims to fill the gap by applying the speech acts
framework (Searle, 1969) to investigate the types of speech acts and the linguistic
expressions used to fulfill those acts found in announcements at supermarkets and
hypermarkets in Bangkok during the coronavirus pandemic. Referring to this theory, it can
be considered that the language used in these announcements does not only communicate
messages to the customers but also performs certain actions. Studying these actions,
therefore, helps reveal the information and intentions of the store operators when
communicating with their customers during a time of crisis.

2.2 The Speech Acts Framework

In order to communicate with others, not only do we produce utterances containing words
arranged in grammatical structures, we also perform certain actions by uttering those words.
Yule (1996, p. 47) provides examples to show that actions can be performed by utterances,
such as in: “You're fired”. The action performed by this utterance is the termination of the
employment of the employee being referred to using the pronoun “you”. Actions performed
by utterances are called speech acts. The theory of speech acts was introduced by Austin
(1962), and was further developed by his student, Searle (1969). In a speech act, three acts
are concerned. First, a locutionary act is an act that produces a meaningful linguistic
expression. Second, an illocutionary act is an act that is performed by the communicative
force of an utterance. Third, a perlocutionary act is the effect of an utterance, according to
the speaker’s intention.

Searle (1969) classifies speech acts, according to their general functions, into five types:
declarations, representatives, expressives, directives, and commissives. Declarations are
speech acts that the speaker declares something that has the potential to bring about a
change, as in the example presented above: “You're fired”. Representatives are speech acts
that express the speaker’s representations of the world as he or she believes it to be. For
example, “"Red, orange, and yellow are warm colors”. Expressives are speech acts that express
the speaker’s psychological state, for example, pleasure or sorrow. The utterance, “I'm glad
to see you”, is an example of a speech act expressing a speaker’s pleasure. When speakers
say things in order to get others to do things, they are performing directives. For example:
"Could you please come to pick me up at 5 pm?” Commissives are speech acts in which
speakers commit themselves to do things in the future, for example: "I will finish this
assignment within one hour”.

Searle (1969) also proposes that a speech act needs to be performed according to certain
types of conditions, which are the expected or appropriate circumstances for the
performance of a speech act to be recognized as intended. Technically, these conditions are
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known as felicity conditions. He uses the example of the act of promising in order to explain
this concept. Promising consists of 1) a propositional condition (or content condition),
meaning that the content of the utterance must be about the future; 2) a preparatory
condition, meaning that the speaker is capable of performing what he or she says, and the
circumstances are appropriate to its being performed successfully; 3) a sincerity condition,
meaning that the speaker intends to carry out that future action; and 4) an essential
condition, meaning that the speaker is obliged to carry out the action as promised.

Schriffin (1994) mentions the principles used to differentiate these types of speech acts. The
first principle concerns the illocutionary point of an act, which is derived from the essential
condition of an act to define what an act counts as. For example, the illocutionary point of
directives is that they are attempts by the speaker (S) to get the hearer (H) to perform an act
(A). The second principle concerns the relationship between words and the world. For
example, commissives are built upon a world-to-words fit, while representatives are built
upon a words-to-world fit. The third principle concerns the psychological state of the speaker,
which is derived from the sincerity condition. For example, the psychological state of
commissives is the intention of a speaker. There are other principles that differentiate speech
acts within each of these five types. One principle concerns the different strengths with which
the illocutionary point is presented. For example, insisting and suggesting are both classified
as directives, but the former possesses more strength than the latter. Another principle
concerns the preparatory condition of an act, which relates to the interests of S and H. For
example, directives have to do with S’s interests, while expressives relate to those of H. The
last principle concerns the propositional content condition. For example, predicting and
reporting, which are classified as representatives, differ in that the former must be about the
future while the latter can be about the past or present.

According to Yule (1996, p. 54), speech acts can be divided into direct and indirect. A direct
speech act is performed when there is a direct relationship between a sentence structure and
a function. For example, a declarative sentence is used to make a statement, as in “I'm
hungry”. An indirect speech act is performed if a relationship between a sentence structure
and a function is not straightforward. For example, a declarative sentence, asin “I'm hungry”,
is used to make a request. The use of indirect speech acts is therefore associated with the
intentions hidden in the language used.

This study applies the framework presented by Searle (1969) to analyze the types of speech
acts used in announcements at supermarkets and hypermarkets in Bangkok during the
coronavirus pandemic as well as the linguistic expressions used to perform these acts and
Yule (1996) in investigating the intention hidden in the language used through the indirect
speech acts.

2.3 Politeness in Thai

As mentioned above, politeness can be performed by the use of indirect speech acts. It can
be a case of using a declarative sentence to make a request. This example can be considered
as polite because a listener is not forced to do some actions, compared with the use of a
request, which is direct and forceful. However, politeness can also be expressed by other
linguistic expressions. Khanittanan (1988) describes linguistic politeness in Thai, which can
be classified into two categories: politeness expressed through modes of articulation and
politeness expressed through the selection of words. For the first category, politeness can be
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expressed by speaking softly and extending sounds. For the second category, politeness can
be expressed through two types of words. The first type includes politeness particles (i asu
¥z and loan words from Pali, Sansakrit, and Khmer, which are considered as high-level words
such as ussny, @ Khmer word, meaning “to sleep” to be used with members of the royal family.
The second type includes words expressing the elevation of listeners (i.e. v ‘you’), self-
effacement of speakers (i.e. nszwmion ‘I, which literally means a head), words assisting the
expression of politeness i.e. vo ‘ask, please’, ns ‘paying obeisance by prostration’, long and
complex expressions from the combination of politeness words i.e. nswieu ‘please be
informed’.

In terms of the elevation of listeners, the use of terms expressing ranks or occupational duties
are also found. This is caused by modern institutions and forms of work differing from the
earlier agricultural society (Khanittanan, 1988, p. 357). Therefore, listeners were referred to
as siwih ‘head, chief’, Jszsm ‘chairperson’. These lexical items were considered as new and
entered the Thailanguage as a foreign influence. All lexical items mentioned in Khanittanan'’s
work are still used in the present time.

As one feature of politeness is words referring to listeners and speakers, many studies which
were conducted on the topic of pronominal references in Thai (Haruethaivinyoo, 2002;
Palakornkul, 1972; Sangsod, 1989; Tingsabadh & Prasithrathsint, 1986) also found the use of
pronouns to express politeness. The findings of those studies show that Thai society is a
hierarchical one. Thai people are socially categorized into hierarchically ordered social groups
and classes, determined by different characteristics such as age, gender, family lineage,
social class or status, and occupational rank. Therefore, the use of pronouns can manifest
inequality in Thai society. The appropriate use of pronouns to refer to speakers and listeners
is considered as politeness.

From Example 1, politeness is expressed by the use of pronouns as in gnd ‘customer’ and v
‘'you’ as well as the use of words assisting the expression of politeness as in we, Tisa ‘ask,
please’.

The concept of politeness manifested in the selection of words found in the announcements
of supermarkets and hypermarkets will also be applied in the study to discuss the
characteristics of Thai society.

3. Research Methodology
3.1 Data and Sources of Data

According to the research objectives, the study was designed as qualitative research using
the content analysis approach. In the data collection stage, the data sources were first
determined by applying the definitions of a supermarket and a hypermarket. Morgan (2018)
defines a supermarket as a big store providing groceries and items for daily use, while a
hypermarket is bigger than a supermarket, its environment resembling that of a warehouse.
In addition to groceries and other items for daily use, it typically also offers electronic
appliances, toys, clothing, and furniture. The prices of goods in hypermarkets are cheaper
than those in supermarkets. By applying these definitions, the supermarkets included in this
study were Foodland, Golden Place, Gourmet Market, Lemon Farm, Max Valu, Tops, UFM
Fuji, and Villa Market. The hypermarkets are Big C, Makro, and Tesco Lotus.
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When the venues for collecting data were determined, the announcements posted at the
entrances to every branch of supermarkets and hypermarkets mentioned above in Bangkok,
the city with the largest population in Thailand (10,539,415 residents) (World Population
Review, 2020), during the period of April 1 - 30, 2020 (under the first Thailand’s state of
emergency over the COVID-19 pandemic) were collected by taking photographs. The
criterion for collecting the announcements was that they must be the information relating to
activities the stores conduct to deal with the COVID-19 pandemic. Those about information
of viruses, delivery services, pick-up services, infographics, and visualizations were not
included in this study.

For data validation, all announcements, which were collected, were reviewed to ensure that
they met the criterion. The total number of announcements collected for this study was 239.
After those with identical content had been eliminated, thirty-two announcements (nineteen
from supermarkets and thirteen from hypermarkets) remained, and these were used as the
data for this study. It should be noted that some announcements were monolingual (Thai),
while others were multilingual (Thai and English, or Thai, English, and Japanese). However,
the Thai-language data was the focus of this study.

3.2 Data Analysis Procedures

From the photographs of announcements taken from the targeted supermarkets and
hypermarkets, only texts found in the announcements were analyzed to identify types of
speech acts, linguistic expressions used to fulfill each type of speech act, the felicity
conditions for each type as well as the intentions hidden in the language used. The
triangulation method was also employed to check the reliability of analysis by an expert in
the speech act theory.

4. Findings

By applying Searle’s speech acts framework (1969), it was found that announcements at
supermarkets and hypermarkets in Bangkok during the coronavirus outbreak include
directives, representatives, expressives and commissives. The frequency of the speech acts
used in the announcements is shown in Table 1.

Table 1: The frequency of the speech acts used in the announcements

Types of speech acts Sub-types Percentage
Representatives Reporting 35.42
Asserting 2.08 375
Directives Requesting 29.17 29.17
Expressives Thanking 10.41
Expressing concerns 10.41 29.17
Apologizing 8.35
Commissives Promising 4.16 4.16
Total 100 100

Table 1 shows that four types of speech acts were used in the announcements of
supermarkets and hypermarkets in Bangkok during the coronavirus outbreak. It can be seen
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that the speech act of representatives is found with the highest frequency (37.5%), followed
by those of directives and expressives with the equal amount of frequency (29.17%). The
speech act of commissive gains the lowest frequency among four types (4.16%). Considering
the sub-types found in the study, reporting, under the speech act of representatives, is used
the most (35.42%), followed by requesting which is under the speech act of directives. The
third order is found in thanking and expressing concerns under the speech act of expressives.
The sub-types with the percentage less than 10 are apologizing under the speech act of
expressives, promising under the speech act of commissives, and asserting under the speech
act of representatives respectively. The discussion of each type of speech acts and the
linguistic expressions used to perform those acts will be followed.

4.1. Representatives

Representatives are speech acts that express representations of the world as the speaker
believes it to be. This type of speech act is found with the highest frequency (37.5%). The
subtypes of acts in this category are reporting and asserting. In this study, reporting is the act
of informing customers about the measures related to hygiene and safety which the markets
have adopted. This type of act is found with the highest frequency (35.42%). The felicity
conditions of the reporting speech act are as follows:

The propositional condition: Actions have been performed by the speaker.

The preparatory condition: These actions are related to the interests of the hearer, and the
hearer had no prior knowledge of these actions.

The sincerity condition: The speaker wants to let the hearer know.
The essential condition: An attempt is being made to inform the hearer about these actions.

Asserting is the act of stating a fact with confidence. It is found with a frequency of 2.08%.
The felicity conditions of the asserting speech act are as follows:

The propositional condition: Actions have been performed by the speaker.

The preparatory condition: These actions are related to the interests of the hearer, and the
hearer had no prior knowledge of these actions.

The sincerity condition: The speaker wants to build confidence on the part of the hearer.

The essential condition: An attempt is being made to build confidence on the part of the
hearer in what the speaker has done.

The following are examples of reporting speech acts and asserting speech acts.
Example 3

{ o o 4 o & o
wasmshuiialns guanilasasslignauazwinauiie Javimye lhia Talsun

o VA a Y A
- snliiARUTMIadile

a

=

{ o 1 < { @ @t
- ppaHANUAze ANzl LT 15 A S0 wazgenlmsduddlon

Vg Y A A A o o
- 551'!5\7?7‘114616]5@\1%@!,!,1’13'1/]?]ULﬁﬂJ@LﬂJ@ﬁﬂJWﬁ@']ﬂ']iﬁﬂ

o )

. - 1
- galiajuaznszasiyg luienimaeasar (Makro 3)
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Translation: Measures at Makro to take care of the safety of customers and staff in order to
prevent the [spread of] coronavirus:

- provide hand gel stations,

- increase the frequency of cleaning and disinfecting carts and high-contact areas,
- promote the consistent use of gloves and food tongs when handling fresh food,
- provide soap and tissue paper in toilets at all times.

Example 4

Ju ?ﬂ‘lﬁ’ 19\ IA2INAZ D19

- saiunazazni

- gUnsaluazinnimofuamFos
é’aaﬁmwhgfﬁaaa’nﬁi/"'nfma(Big C2)
Translation: You can trust us. We clean
- carts and baskets

- devices and cashier counters

with disinfectant on a reqular basis.

In the announcements in Examples 3 and 4, the speech act of reporting informs customers
about the measures taken by the stores in relation to safety and hygiene. The linguistic forms
performing this purpose are the action verbs qua ‘take care of’, ffesfiu ‘prevent’, sy ‘increase’,

PZS Y

susad ‘promote’, saldi ‘provide’, and vharwazeia ‘clean’. These action verbs always co-occur with

phrases expressing the frequency of the actions taken to prevent the spread of the virus:
anoana ‘at all times’ and sgwminawe ‘on a regular basis'.

Example 4 also reveals the use of the speech act of asserting. The linguistic form performing
this function is the psychological verb siula ‘trust’. These two acts, through the language used,
can be considered as indirect speech acts, which intend to build trust on the part of customers
that the sites are virus-free, due to having been subjected to regular and constant cleaning.
In using the speech acts of representatives, the stores are communicating their attempts to
take good care of their customers and look after their health and safety during the pandemic
through the frequent and consistent implementation of various sanitary measures.

4.2. Directives

Directives are speech acts that speakers use to get others to do things. In the data, this type
of act is the second most frequently found, examples of which belong to the sub-type of
requesting (29.17%). The felicity conditions of the requesting speech act are as follows:

The propositional condition: Actions will be performed by the hearer in the future.

The preparatory condition: The hearer will be able to perform these actions. The hearers
would not perform these actions in normal situations.

The sincerity condition: The speaker wants the hearer to perform these actions.
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The essential condition: An attempt is being made to get the hearers to perform these
actions.

The linguistic expression used to perform this type of speech act that was found in the data
is the use of the requesting markers ve ‘ask for’ and Tisa ‘please’.

Example 5

i g PR o v ' b o v 9 R 4 dq 9 a
Lﬁﬂlﬂuﬂ15ﬂ;]Uﬁﬂ’]uu’]ﬂﬁﬂ’]ﬁmﬂfiiUWﬁ '7/57?]971/ﬂ5[l!@ﬂﬂ'Wlﬂ‘ﬂ']uﬁ'JiJ“Vi'lﬂfnﬂf]u']llﬂﬂ@uLsU'IWT\illﬂ“mLa3@@@@&3@1W1“ﬁu5ﬂ15

retfosiunsszina COVID-19 uaziveanuiasasslumsldusmsvesgndmnii drennuriaelefidfosy lneynyi
ungveunuaz (Big C 1)

Translation: To comply with government measures, Big C asks for each customer’s kindness
in wearing a sanitary mask before entering the store and at all times while inside the store in
order to prevent the spread of COVID-19 and for your safety while we are serving you. With
care for all of our Thai siblings.

Thank you.

Example 6

iFou gnamniu

deidu lamwszmaanumsalanidunniguna nsdimsdestumsunsszinaveslsalaia-19 e fuf 26 fwau 2563

o o A v ¥y A g Y a £
yoawaza1 JysauvinmaeuitenserthmnR e lgusmsaeluiing

4
V3N veveunszamesageluauwilevesgnamnim wieunuvesdsluaiw hiazainu w #iil (AEON Max Valu 2)

Translation:
Dear customers,

In accordance with the declaration of the state of emergency by the government in order to
prevent the spread of COVID-19 [issued] on March 26, 2020, we ask for your kindness in
wearing a sanitary mask or fabric mask while shopping inside the store.

The company would like to thank all customers very much for your kind cooperation, and
apologize for any inconvenience.

Example 7

g &

< ’ ’ o ' { A ' o
maudinlas lasvenawswdalumsasndansesnowdniuiuims az/miu (Makro 2)

Translation: Makro would like to ask for your cooperation in screening before entering the
service area.

In the above examples, the requesting marker e ‘ask for’ is followed by the nouns ayungan
‘kindness’ and anwsawile ‘cooperation’. In Example 6, the requesting marker Tilsa ‘please’
precedes the action requested (wearing a sanitary mask). This linguistic expression is used by
the stores in order to express politeness toward the customers. The stores also show a higher
degree of politeness through the use of the word 1as ‘would like’ prior to the requesting

marker ve ‘ask for’, as seen in Example 7.
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Itis noticeable that the speech acts of requesting in the announcements are found to co-occur
with references to the necessities of the requests, as seen in Examples 5 and 6. The
government declarations and measures are referred to indicate the obligation of the stores
to comply with them and the consequent need for customers to act in accordance with their
requests.

Referring to another text within a text is known as intertextuality. According to Fairclough
(19923, 1992b), intertextuality refers to the relationships between a text and prior texts.
Kristeva (1986) drew upon the work of Bakhtin when coining this term. In the
announcements, references to the government’s emergency decree are used in the text. This
strategy is used along with requests for customers to perform certain actions for sanitary
purposes. It is also used to assure customers that their hygiene and safety will be taken care
of in accordance with the measures set by the authorities. This kind of reference is called
sequential intertextuality (Fairclough, 1992a). This strategy is also used to communicate to
the consumers that what the store operators are doing complies with a legitimate
government order and that violators will be punished. The store operators are required to
strictly adhere to the provisions of this order for the benefit of customers. Ensuring
customers’ safety is also given as a justification for the measures in the requesting speech
acts, as seen in Example 5. As the acts of requesting are performed by the corresponding
linguistic expressions, there is no hidden intention to reveal, except to ask the customers to
cooperate with them.

4.3. Expressives

The speech acts which rank third in terms of frequency in the data are expressives, acts which
state what the speaker feels. The sub-types of this category of speech act are thanking,
apologizing and expressing concerns. Linguistic strategies used to perform these acts involve
the deployment of words expressing emotion. In the announcements included in this study,
these speech acts are used to show the feelings of the store operators towards their
customers. Among these three acts, thanking and expressing concerns are the most
frequently seen (10.41% for each). Thanking is observed in expressions of appreciation
towards the customers for following the markets’ requests. The felicity conditions of the
thanking speech act are as follows:

The propositional condition: An action was performed by the hearers in the past.
The preparatory condition: The action is beneficial to the speaker.

The sincerity condition: The speaker feels appreciative for the hearer’s action.
The essential condition: There is an attempt to express this appreciation.
Example 8

3 CA o U
gnamniu njananihmneunienewdhuaveuhsy vevevaans (Lemon Farm 1)

Translation: Dear Customers, please wear a sanitary mask before entering the shop. Thank
you.

In the above example, the emotion word used to show appreciation is veuqu ‘thank you’. The

customers are thanked for doing what they have been asked to do. In this case, it is wearing
a sanitary mask. The action performed by the customers is beneficial to the stores, helping

Indonesian Journal of English Language Teaching and Applied Linguistics, 6(2), 2022 371



Nuntana Wongthai

them to operate their businesses in a crisis in a strict accordance with government
declarations and measures, as well as for society as a whole, helping to reduce the number of
infections.

The example above also includes the use of the requesting marker ve ‘ask for’ to show

politeness toward the customers. Actually, the action of thanking someone does not need to
require the hearer’s approval. It is therefore not necessary to use the requesting marker.
However, the stores use it to show respect toward their customers. A higher level of
politeness is also found in this example in the use of the politeness particle az, which is

normally used at the end of utterances by female speakers.

It was observed that the act of thanking can be performed using a variant of the linguistic
form weuqu ‘thank you’, which is veuwszqu (@an honorific form) seen in Example 6:

14
V39 veveunszgarsngaluanunilevesgnamnnim wieunuvesssluaiw hiazainu w #iil (AEON Max Valu 2)

Translation: The company would like to thank all customers very much for your kind
cooperation, and apologize for any inconvenience.

The linguistic form veuwszau ‘thank you’ (an honorific form) expresses a higher level of respect

towards the customers. In fact, the store operators and the customers enjoy equal status. The
store operators sell merchandise and/or provide service, receiving money from the customers
in exchange. The way in which the stores perform the act of thanking using honorific forms
indicates their deep appreciation towards the customers.

In expressing concern, the announcements use language to show expressions of good will on
the part of the stores toward their customers in a difficult situation. The felicity conditions of
the expressing concern speech act are as follows:

The propositional condition: The hearer is experiencing difficulties.

The preparatory condition: These difficulties cause the hearer inconvenience.

The sincerity condition: The speaker has concern for the hearer.

The essential condition: An attempt is made to express that concern to the hearer.
Example 9

a 1 =] ' A v ' E3 CO Y 4 =] Y a

007 WINA VBANIINUDYNATNNNTU Iﬂiﬂﬁﬂuﬁu1ﬂ1ﬂﬂu1uEJﬂf’Jut"lﬂ“lj‘ﬂL‘ﬂf’]iiﬂilﬂWLLﬁ%WﬁﬂﬂL]ﬁWﬂﬁi%‘Uiﬂﬁ

iegueuiouazanuasadodogndmaniu deazwr2elean Jam insiia (Villa Market 1)

Translation: Villa Market asks for the cooperation of all customers. Please wear a sanitary
mask before entering the supermarket and at all times while inside the shop for your health
and safety. With care from Villa Market.

The emotion word anninele ‘care’ is used to show the concern of the markets for their

customers. Also, Example 5 contains this kind of expression in the phrase
foanuraleiidessn lnennving *With care for all of our Thai siblings’. The customers are referred to

as fifosynIne ‘Thai siblings’ in order to create a feeling of solidarity. This term of address is used

in each of these cases to refer to the customers as part of the store’s family. Members of a
family would always do their best to take good care of and support each other. This strategy
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can influence the feelings of customers, leading them to feel a sense of unity and
togetherness with the stores.

The last sub-type of the expressive speech act found in the data is apologizing, which is
observed in 8.35% of cases. It can be considered that the markets are expressing guilt at
having to request the customers to comply with the measures referred to in the
announcements. Such apologies express the stores’ awareness of the difficulties experienced
by their customers in complying with the markets’ requests. The felicity conditions of the
apologizing speech act are as follows:

The propositional condition: An action was performed by the speaker in the past.
The preparatory condition: The action causes some difficulties for the hearer.
The sincerity condition: The speaker feels guilt toward the hearer.
The essential condition: An attempt is made to express this feeling of guilt.
Example 10
ileanulasafugegavesniiuamyszmaaniunsalanidy quénisi & BuTniow
= LA (A aa = y & o
ﬂQ“l.l’?]ﬂ313J5’JJJN@ﬂ;]ﬂ@]@nlli%mﬂﬂﬂﬁﬂﬂwu‘ﬂ
] o s

~HINUUININDUINYVULBYNUNAADALIA

' al g X 4 ay 1 a ~
—mumimwqmﬁguﬂaumwummzqmﬁgﬂmﬂu 37 NI 15T

voarssluau liazain (Emporium 1)

Translation: For your utmost safety [and] in accordance with the declaration of the state of
emergency, Emporium department store asks for your cooperation in acting in accordance
with these rules for entering the shopping precinct:

- Wear a sanitary mask at all times while in the precinct.

- Undergo a temperature check before entering and have a temperature not exceeding 37-C.

Sorry for any inconvenience.

The emotion word weesis ‘sorry’ is used to express the store operator’s empathy towards the

customers in relation to any inconvenience experienced by them in having to act in
accordance with the sanitary measures for eliminating the disease.

Not only does the data include singular speech acts of thanking and apologizing, but
combinations of these types of speech acts are also found, as in Example 5.

v Y
3N veveunszgansngsluanusmilovosgnimnim wieuny veassluaiu liazainu w 7l (AEON Max Valu 2)

Translation: The company would like to thank all customers very much for your kind
cooperation, and apologize for any inconvenience.

These three sub-types of the expressive speech acts can be considered as indirect speech
acts, which intend to get customers to perform certain actions as they need. By using these
acts, the stores can also build rapport with their customers by showing appreciation (from
thanking) and empathy (from expressing concern and apologizing) towards them.
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4.4. Commissives

These types of speech acts are those that speakers use to commit themselves to performing
certain actions in the future. In this study, this type of speech act occurs with the lowest
frequency (4.16%). In the data, the sub-type of promising is found. The felicity conditions of
the promising speech act are as follows:

The propositional condition: An action will be performed by the speaker in the future.

The preparatory condition: The speaker believes that the hearer wants the action to be
performed. The speaker is able to perform the action, which has never been done before and
will be beneficial to the hearer.

The sincerity condition: The speaker is willing to perform the action.

The essential condition: An attempt is made to make the hearer believe that this action will
be performed by the speaker in the future.

The linguistic expression used to fulfill this act is action verbs.

In this type of speech act, the stores show their determination to provide good service to their
customers by operating their businesses in an ethical manner, by improving their service, as
well as by supporting their customers, as seen in Examples 11 and 12.

Example 12

Y A

’ H y
mdanagaiimaz IR msdeaudiiiquamdnmgn laseleniaiusialaodavia (AEON Max Valu 4)

Translation: We are still determined to serve you with quality goods at cheap prices. We are
definitely not taking advantage [of this situation] to increase our prices.

Example 12
Iz ] F4
i wFauitoz Wau A0y nag sz Mudsevignamasdlsusms ludedu (Foodland 2)

Translation: We are ready to improve [ourselves] and walk side-by-side with [our] customers
and [other] users of our services.

The action verbs, juiu ‘determine’, ‘himasloma ‘not to take advantage’ in Example 11,
wiouilwzsiann ‘be ready to improve [ourselves]’, and duifsshs ‘walk side-by-side’ in Example 12,

are used to show the commitment of the stores in doing business on a fair and honest basis,
even during the most difficult of times.

This type of speech act can be considered as anindirect speech act, which intend to build trust
on customers that even the major impact of the coronavirus 2019 on their financial stability,
the stores always prioritize customers.

From the analysis, the speech acts of declaratives are not found. According to the definition
of declaratives, which are speech acts that change the world, it implies that the status of a
speaker and a hearer are not equal. One can say something that affects the conditions
experienced by another. However, in this study, the speakers are the business operators who
need to obtain the support of their customers. They are not in a privileged position to be able
to perform this type of act.
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5. Discussion

The study reveals what supermarkets and hypermarkets communicate to their customers in
Bangkok via announcements during the early stages of the coronavirus pandemic. Four types
of speech acts are found: representatives, directives, expressives and commissives. Analyzing
the language used in these announcements, those speech acts are found to perform the
communicative functions of informing customers about sanitary measures taken by the store
operators to prevent the spread of coronavirus; requesting customers’ cooperation in
following government regulations; expressing their feelings of appreciation, regret, empathy
toward their customers; and showing the store operators’ determination to operate their
businesses in an ethical manner.

Comparing the results of this study to those of Phatthanasutinon and Rattanadilok Na Phuket
(2021), it is found that the same types of speech acts are used in the communication of the
COVID-1g situation. However, there are more sub-types under the speech acts of directives,
expressives, and commissives found in the study of Phatthanasutinon and Rattanadilok Na
Phuket (2021). The difference may be due to the genre of language used. The previous study
analyzed the spoken discourse transcribed from video clips, whereas the present study
analyzed the written discourse in announcements. The sub-types of acts which have not been
found in this study are recommending which is under the speech acts of directives,
threatening which is under the speech acts of commissives, and expressing condolences,
admiring, congratulating, and blessing which are under the speech acts of expressives.
Moreover, communicative functions performed by each type of speech acts are different due
to different contexts and purposes.

In terms of the real intentions hidden in the language used as proposed by Yule (1996, p. 54),
the findings show that, from four types of speech acts used, three of them are used to
perform other acts. The speech act of representatives, which performs the acts of reporting
and assuring customers about the measures implemented for safety and hygiene, is also used
to perform the act of building trust with customers that their shopping venues are virus-free.
The speech act of expressives, which performs the acts of thanking, apologizing, and
expressing concern to customers, is also used to perform the act of getting customers to
perform actions as the stores required. The speech act of commissives, which the stores use
to demonstrate their commitment to doing business with fairness and honesty was also used
to build rapport with customers and assure them that they would get the best services and
reasonable prices from the stores as in a normal situation.

The speech acts, both direct and indirect ones, and linguistic expressions found in this study
are used by the store operators to demonstrate their status as responsible entrepreneurs
complying with government orders. These speech acts help them to create a positive image
in the eyes of government authorities and customers, showing that they are conducting their
business operations with consideration for the welfare of society, and not only for their own
benefit. These speech acts also help customers to feel confident that they are very important
people being taken good care of and protected from the disease while they are shopping,
even though being in public places increases the likelihood of their becoming infected.

Considering the expressions used to perform acts found in the announcements of
supermarkets and hypermarkets in Bangkok, the findings show the correspondence with
what Khanittanan (1988) proposes. Some characteristics of Thai society also can be seen to
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have been reflected. It is apparent in the speech act of expressives, which is used indirectly to
perform the act of getting customers to perform specific actions as required. It is found that
the stores displayed a high level of politeness toward their customers by using the requesting
marker ve ‘ask for’ in the acts of thanking and apologizing. Moreover, the act of thanking is
also performed by a variant of the word weuqu ‘thank you’, which is seuwszaa (an honorific
form). This variant is normally used with people who are highly respected by the speaker,
including people who are older than the speaker and those with higher qualifications. In the
context of store operators and customers who are in the same status, the selection of words
reveals hierarchical relationships in Thai society.

Another finding to support the hierarchical characteristic of Thai society is that the stores
always address their customers as v ‘you’ (an honorific form), in the announcements. This
may be considered as a strategy on the part of the stores to make customers feel that they
are very important persons (VIPs).

What have been found in this study fall into the category of politeness expressed through the
selection of words according to Khanittanan (1988). The language used in the
announcements includes politeness particle (iz), words expressing the elevation of listeners
(v ‘'you', veumszam ‘thank you'), words assisting the expression of politeness (ve ‘ask for’, 1ns

‘would like’), and long and complex expressions from the combination of politeness words
(vemnwnjanllsa ‘ask for your kindness please’, 1asve ‘would like to ask for’).

Another characteristic of Thai society is revealed by the act of expressing concern. The term
of address used to refer to customers as iifoasnalng ‘Thai siblings’ shows solidarity in Thai
society. Addressing others who are not members of one’s own family by using kinship terms
iscommon in Thai culture as also found in the studies of Haruethaivinyoo (2002), Palakornkul
(1972), Sangsod (1989), Tingsabadh and Prasithrathsint (1986). The usage of kinship terms to
refer to customers is found in the study of address terms used by department store vendors
(Banthuchai, 2006). The findings show that most department store vendors used kinship
terms as address terms. By using kinship terms, the stores can build rapport with their
customers by counting them as members of their own families. This finding also corresponds
with Hofstede Insights (n.d.), which claims that Thailand is considered to be a highly
collectivistic country, where people belong to “in-groups,” both within the family and within
the extended family. By using these speech acts and the expressions which show a high-level
of politeness in the announcements, the stores have tried to keep their business going in the
difficult COVID period.

One interesting finding from the study is the use of the word gn#1 (customer), which can be
considered as new and entered the Thai language recently. As mentioned above, Banthuchai
(2006) found in his study that vendors mostly used kinship terms to refer to their customers.
However, it is apparent that the word gnfh (customer) is commonly used in the
announcements of supermarkets and hypermarkets during the early stages of the COVID-19
outbreak. It might be due to the influence of the social media since the first post by a
Facebook user in November 28, 2017 to show the negative opinion after being addressed so
by a seller (Voice TV, 2017). The post went viral and sellers started to use this term to manifest
the equal status between sellers and customers. This may be considered as the first
movement to call for the equality of this kind of relationship.
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6. Conclusion

The results of the study reveal how examples of public places, supermarkets and
hypermarkets in Bangkok, Thailand, communicate to their customers during the first attack
of COVID-19 disease in 2019. Applying the framework of speech acts, it is found that the
language used in the announcements by these stores aims at creating a positive image of the
stores. Politeness found in the announcements help make customers pleased to gain a high
level of respect and to be treated as important ones. By the power of language which conveys
these positive messages to customers, their business can survive during the pandemic.

This study, however, focuses mainly on language use, and does not involve other elements,
such as sign, color, picture, or font styles. These factors need to be considered in further
research to enrich the results of the study.
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