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The purpose of this thesis is to identify the role of amulet magazines in
promoting Buddhist commercialism in Thai society. The amulet magazines in Thailand
can be classified into two types, 1) Knowledge type (Knowledge-based) magazine, and
2) Catalog type magazine The researcher analyzed the format and content of these
amulet magazines of today’s market as the sample of analysis in terms of Buddhist
Commercialism and superstitions. The concept used in the analysis is Media Literacy
analysis, especially used A) All media are construction; B) The media construct reality;
D) Media have commercial implications, and E) Media contain ideological and value
messages; of eight key concepts of Media Literacy Media literacy analysis with these
concepts showed us that the role of the amulet magazines is to try to shape readers’
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in which “Amulets have sacred power and can facilitate miracles.” (i.e., all media are
construction, the media construct reality.), and emphasizing the sacred power of the
amulets (i.e., media contain ideological and value messages.) in their components, in
order to effectively sell amulets (1.e., media have commercial implications). The amulet
magazines which have been established since 1987 have played a very significant role
in establishing amulet business in Thailand and at the same time enlarging its market
and the circle of consumers from the local level to the national level, because the
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CHAPTER 1

INTRODUCTION

1.1 Introduction

When 443 Thai troops were deployed on humanitarian duty to Iraq in 2003, they
were heavily protected — not just by armor, but by over 6,000 amulets. In an ancient rite,
army commander General Sarayud gave each recruit clay Buddha images wrapped in
sacred cloth, depicting cabalistic yantra diagrams and inscriptions in Khom (archaic
Khmer). Many of the soldiers already bore magic tattoos or amulets; often a soldier
would carry the hem of his mother’s skirt, believed to disable weapons. Among the 46
amulets Staff Sgt Phetchai Srikhem carried to Irag is one of only eight golden Garuda
images issued by King Rama IX. It’s the centerpiece of eleven amulets slung around his
neck. This practice is not unusual. Amulet collection is a hobby, as well as an industry

worth Bt 10 billion (USD 250 million) a year" in Thailand.
1.2  Rationale

In many Southeast Asian countries — Sri Lanka, Burma, Laos, Cambodia and
Thailand — Theravada Buddhism is the primary belief of the people. Yet no country
supports such a well-developed amulet market, comprised of countless varieties of
amulets, as that which exists in Thailand. At present, the collecting of small Buddha
image amulets and charms is popular practice in Thai society, more so than ever before
in Thai history. This demand for amulets has produced more markets and businesses

geared toward amulets, the proliferation of which is often referred to as Buddhist

1 Philip Cornewel - Smith, Very Thai Everyday Popular Culture (River Books.,
2005), p. 142.




Commercialism.

Pre-Buddhist inhabitants carried animistic charms to ward off harm — or to win
riches, luck, or ladies.? As a result, present Thai Buddhism encompasses animism or
supernaturalism. (Thai people believed in supernaturalism or animism before Buddhism
was introduced. And even after Buddhism was introduced, these supernaturalism and
animism have still been believed by Thai people. Thai people did not give up them.)
However, the amulet and amulet-related businesses, particularly in mass-produced
Buddhist tablets, boomed only in the last half of this century. According to TFRC (Thai
Farmers Research Center, which is the research center of Thai Farmers Bank), amulet
trading emerged as big business around 1953, with trading areas in front of what used to
be the Civil Court, opposite Sanam Luang. Later, the exchange expanded to Wat
Mahathat Temple and the Tha Phrachan Area. In 1962, market prices surpassed Bt
100,000, especially for exchanges of Phra Somdet-type images. In 1987, most traders
moved to Phantip Plaza, the first department store to open a venue for large-scale

amulet trading.

Presently, there are more than 5,000 Buddhist amulet trading shops nationwide.
Of these, over 3,000 shops are located in Bangkok. The better-known venues where
amulet trading shops are located include Tha Phrachan, Wat Ratchanadda, Chatuchak
Weekend Market, The Mall Tha Phra, The Mall Bangkapi, Nomcit Department Store
Bangkapi and Bang Lamphu Department Store. According to one estimate, amulet

trading occurs at approximately 10,000 stalls and shops across the land, some of which

2 Tbid. P142



net huge profits.®

The popularity of collecting antique Buddhist amulets has given birth to

*3

widespread sales and purchases of ‘Phra Khruang” and ‘Phra Bucha *’, and other related
businesses. According to a KRC (Kasikorn Research Center, which is the research
center of Kasikorn Bank) estimate, the market value of trade in antique Buddhist
amulets and in related businesses in the year 2000 was about Bt 5 billion; in 2003 it was
nearly Bt 10 billion; and in 2005 it topped almost Bt 20 billion. The market is set to
grow further in line with the economy, by around 10 — 20 percent per annum. The cash
flow in this trade is enormous, given the number of amulet-related businesses: Buddhist
amulet casting; amulet trading shops; advertising business; amulet pawning and amulet

banks; amulet framing and encasement; amulet plating; amulet photography; amulet

competitions; amulet magazines, etc.

Of all the present manifestations of Buddhist Commercialism, amulet magazines
are perhaps the most interesting because they are the biggest medium for Thailand’s
amulet and amulet-related businesses, and are maintained, in publication and
sponsorship, by the very people who engage in the amulet business in Thailand. As a
result, they reflect the demands and expectations of the amulet market in Thailand (for
example,. prices, market trends, etc.) Moreover, the amulet magazines have played a
very important role in establishing amulet businesses and amulet-related businesses in
Thailand, while enlarging its market and its circle of consumers from the local to the

national level.

3 Ibid. P142
* Phra Khrueng is the Buddha image amulets. Phra Bucha is the Buddha
images.



1.3  Objective and Hypothesis

This thesis researches the role of amulet magazines in promoting Buddhist
Commercialism in Thai society. It will use mainly the amulet magazines of today’s
market as the sample of analysis. The aim is to analyze the format and content of Thai
amulet magazines in terms of Buddhist Commercialism and superstitions, and to
identify the role of amulet magazines in the amulet market in Thailand. The general
content of the magazines focuses on superstition, phenomenon, amulet knowledge,
amulet prices and market trends. Their format consists of covers on which pictures of
the famous amulets are shown; articles about magical power and tales of the
supernatural; and sales advertisements. The main focus of this study is the analysis of
these contents and formats of amulet magazines. The hypothesis of this study is that
amulet magazines, which have been on the market since 1987, have played a very
important role in establishing amulet businesses in Thailand, while at the same time
enlarging its market and the circle of consumers from the local level to the national

level.

1.4 Literature Review

There have been few academic studies that directly research the role of the
amulet magazines in promoting Buddhist Commercialism. Only two such academic

papers were found; these research the relationship between mass media and amulets.

The first one is called “Buddha Commercialism: Media Effects of Buddha

Image Advertising on the Attitudes and Beliefs of Buddhists in Buddhism Symbols,”



and was written by Chainum Pavavimol®. The purpose of his research was to find the
attitudes, beliefs and impact of media and advertising Buddhist Commercialism viewing
as an outstanding variable in social and cultural change. Chainum used the
questionnaire survey as his primary tool for gathering data. The survey was
administered to a total of 316 persons in three sample groups: Buddha image collectors;

devout Buddhists; and general people.

Chainum found that in terms of Buddhist Commercialism, those in the Buddha
Image Collector group upheld the view that the buying and selling of amulets is a
normal thing; they believed this, Chainum found, more strongly than the other groups.
Those in the devout Buddhist group believed that the amulet trade is very profitable
trade. In terms of using mass media as ads for selling amulets, those in both the Devout
Buddhist group and the Buddha Image Collector group believed that these ads boost
sales for temples or related organizations producing amulets. Those in the devout
Buddhist group believed that the use of mass media in terms of advertising can
commoditize amulets, and make people believe in the miraculous and holy power of
these amulets. Chainum points out that with changes in Thai society and culture came
marketing theories and advertisement techniques which have since been used in the
selling of amulets. However, he says that Buddha image advertising affects only those

persons with a willing attitude and a belief in the supernatural.

The second academic paper on this subject is entitled, “The Role of Mass Media

in Value Promotion the Amuletic Buddha Image and the Buddha Image”, and is written

4 Chainam Pavavimol, Buddha Commercialism: Media Effects of Buddha Image
Advertising on the Attitude and Beliefs of Buddhists in Buddhism Symbols (Thesis,
Chulalongkorn University, 1993)




by Preecha Wongsasuluk®. This paper aims to study trends in mass media and the ways
in which it has served in the value promotion of the amuletic Buddha image, as well as
the widespread Buddha image. This qualitative approach is based on Baudrillard's
‘consumption logic’ concept, and the theory of ‘value engineering’ and consumer
culture in the postmodern era. This specific case study of Phrabencaphaki, Rian 5

Khanacarn, and the Buddha image contained in 14 statues, produced noteworthy results.

Preecha points out that the amuletic Buddha image and the Buddha image are
the sacred media containing the message. People automatically respect them, regardless
of whether they understand the details of these images. As traditionally warranting
respect, the Amuletic Buddha image and the Buddha create a need and desire for
possession of the amulet, especially when this need or desire is supported by a
miraculous and holy story, or general praise and celebration of what is regarded as the

beautiful and intricate art of the amulets.

However, neither Chainum nor Preecha refer heavily in their studies to amulet

magazines to explain in detail their role in promoting Buddhist Commercialism.

15 What is Buddhist Commercialism?

According to Chainum Pavavimol, Buddhist Commercialism (Phutthaphanit)
means openly selling, buying and exchanging amulets as sale items; it is based on

marketing and advertising concepts, including the production of amulets for profit;

5 Preecha Wongsasuluk, The roles of mass media in value promotion the

amuletic buddha image and the buddha image (Thesis, Chulalongkorn University,
1993)




amulet shops; and amulet clubs or amulet centers selling amulets®. Sirisuk’ adds that
Buddhist Commercialism treats amulets commercially, as products that reap profits — a
practice no different than that found in a typical business. Amulets are bought as
cheaply as possible, to be sold at the highest margin, in order to make net as much profit

as possible.

1.6 Definition of Old Amulet and New Amulet

In this thesis, the amulet which was made before B.E. 2500 is defined as the old
amulet and the amulet which was made after B.E. 2500 is defined as the new one in
accordance with the definition of the amulet trade in Thailand. The reason why the

amulet trade defines like this is because of the followings;

1. In B.E. 2500 (A.E. 1957), the government at that time (Marshal Plaek
Phibunsongkhram was the prime minister.) made the amulet “Phrachalong 25
phutthasathawat (wsznasi25wnsanissy)” In large quantities and sold at a low price.
The consecration ceremony of this amulet, which was held at Sanam Luang, was
the biggest consecration ceremony ever and attracted a great deal of attention of
Thai people at that time. After this, many Thai people have started to be interested

in the amulets and many new amulets have started to produce.

2. The year of B.E. 2500 is the half year of the 5000 years after Buddha entered
Nirvana. It is said that Buddhism has been existed for 5000 years after Buddha’s

entering Nirvana. Therefore, the year B.E. 2500 is the memorial half year for

6 Ibid.P. 6.
7 www.thaiworldmarket.com/index.php?topgroupid=1&subgroupid=51&groupid=34



Buddhists.

1.7  Transliteration of Thai into English

In this thesis, the transliteration of Thai into English (Romanization) is based on
the Royal Institute system®, except the titles of the amulet magazine: Chienpra,

Dudchaneepra, spelled as used by the owners of the magazines.

* Please see Appendix E.



CHAPTER I

RESEARCH METHOD

2.1 Introduction

This chapter explains the research method of this thesis in identifying the role
of amulet magazines promoting Buddhist Commercialism. There are several ways this
is done. One way is by analyzing the amulet magazines through a Media Literacy
analysis, which is based on eight key concepts.® The concepts “...provide an effective

"2 There are several

foundation for examining mass media and popular culture.
approaches to Media Literacy analysis. The approach taken here is the ideological
approach, the reason being that “the ideological approach to the study of the media
helps us become more sensitive to the prevailing values or ideology in media [i.e.,

amulet magazines] presentation,”®

and can unveil the techniques and the values within
media — in this case, the amulet magazines. The values in the magazines influence their
readers very much. Therefore, it is essential to analyze the values or ideology in the

amulet magazines. Hence, the researcher uses Media Literacy analysis.

2.2 Eight Key Concepts of Media Literacy

1 Please see p8, 2.2 Eight Key Concepts of Media Literacy.

2 http://www.media-
awareness.ca/english/teachers/media_literacy/key_concept.cfm John Pungente, S.J.
From Barry Duncan et al. Media Literacy Resource Guide, (Ontario Ministry of
Education, Toronto, ON. Canada, 1989.)

3 Art Silverblatt, Jane Ferry, Barbara Finan, Approaches to Media Literacy
(M.E. Sharpe, Inc., New York, 1999), p. 62




According to John Pungente, S.J.%, there are the eight key concepts for Media

Literacy which “...can provide an effective foundation for examining mass media and

popular culture.” The following are the eight key concepts for Media Literacy:

A) “All media are construction: The media do not present simple reflections of

B)

C)

external reality. Rather, they present carefully crafted constructions that reflect
many decisions and result from many determining factors. Media Literacy works
towards deconstructing these constructions, taking them apart to show how they

are made.”

“The media construct reality: The media are responsible for the majority of the
observations and experiences from which we build up our personal
understandings of the world and how it works. Much of our view of reality is
based on media messages that have been pre-constructed and have attitudes,
interpretations and conclusions already built in. The media, to a great extent, give

us our sense of reality.”

“Audiences negotiate meaning in the media: The media provide us with much of
the material upon which we build our picture of reality, and we all ‘negotiate’
meaning according to individual factors: personal needs and anxieties, the

pleasures or troubles of the day, racial and sexual attitudes, family and cultural

4 http://www.media-

awareness.ca/english/teachers/media_literacy/key_concept.cfm John Pungente, S.J.
From Barry Duncan et al. Media Literacy Resource Guide, (Ontario Ministry of
Education, Toronto, ON. Canada, 1989.)
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D)

E)

F)

G)

background, and so forth.”

“Media have commercial implications: Media Literacy aims to encourage an
awareness of how the media are influenced by commercial considerations, and
how these affect content, technique and distribution. Most media production is a
business, and must therefore make a profit. Questions of ownership and control
are central: a relatively small number of individuals control what we watch, read

and hear in the media.”

“Media contain ideological and value messages: All media products are
advertising, in some sense, in that they proclaim values and ways of life.
Explicitly or implicitly, the mainstream media convey ideological messages about
such issues as the nature of the good life, the virtue of consumerism, the role of

women, the acceptance of authority, and unquestioning patriotism.”

“Media have social and political implications: The media have great influence on
politics and on forming social change. Television can greatly influence the
election of a national leader on the basis of image. The media involve us in
concerns such as civil rights issues, famines in Africa, and the AIDS epidemic.
They give us an intimate sense of national issues and global concerns, so that we

become citizens of Marshall McLuhan's ‘Global Village’.”

“Form and content are closely related in the media: As Marshall McLuhan noted,
each medium has its own grammar and codifies reality in its own particular way.

Different media will report the same event, but create different impressions and

11



messages.”

H) “Each medium has a unique aesthetic form: Just as we notice the pleasing
rhythms of certain pieces of poetry or prose, so we ought to be able to enjoy the

pleasing forms and effects of the different media.”

In sum, these concepts tell us that media messages are constructed, and are only
representations of real or imaginary worlds. Media messages communicate explicit
and implicit values to inform, entertain, and/or persuade for political, commercial,

educational, artistic, moral, and/or other purposes.

Of these concepts, the researcher especially uses A) All media are construction;
B) The media construct reality; D) Media have commercial implications; and E)
Media contain ideological and value messages. This is because the researcher assumes
that the amulet magazines try to shape people’s thinking about amulets, and reinforce
those ideas, in order to effectively sell amulets (i.e., media have commercial
implications). They do this by constructing their own world view (i.e., all media are
construction, the media construct reality.), and emphasizing the sacred power of the

amulets (i.e., media contain ideological and value messages.)

2.3 Approach to Media Literacy Analysis

There are several approaches to the Media Literacy analysis. The

researcher has chosen the ideological approach, because, as Art Silverblatt says,

“ldeology is integral to all aspects of media production, distribution, exchange, and

12



consumption. A primary objective of the ideological approach, then, is to move beyond
the description of a media production into a discussion of the values implicit within the
presentation, as well as whose interests are served by such ideas.”” In other words, the
ideological approach can help us to (1) examine amulet magazines in a way that
identifies their prevailing ideology; (2) become more sensitive to the impact of ideology
on the magazines’ content; and (3) understand the magazine content as a vehicle which

shapes, reflects, and reinforces the ideology within the amulet market.

In his book Approaches to Media Literacy, Art Silverblatt introduces several
means of analysis which take the ideological approach.® The researcher chose two of
these: world view analysis and production elements analysis. World view analysis asks
the question “What is the prevailing Ideological world view in the media
presentation?”’ This is due to the fact that the amulet magazines, in the researcher’s
opinion, have their own world view. They invent the world of the amulet, in which
dreams meet the expectations of people who, after becoming addicted to the magazines,
will consider the world created by the amulet magazine publishers as real. The result of
this is, effectively, commercial benefit. In order to construct their ideological world view,
the amulet magazines use several media techniques. Therefore, we must analyze how
the amulet magazines make use of these techniques, and successfully increase their
maximum value. One of the most effective ways to do this is the utilization of element

product analysis.

5 Art Silverblatt, Jane Ferry, Barbara Finan, Approaches to Media Literacy
(M.E. Sharpe, Inc., New York, 1999), p. 5

6 Ibid. p.6-p.62

7 Ibid. p.p63
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World View Analysis

World view analysis is the analysis of the value or ideology in the “world”
constructed by the use of media; that is to say, it is analysis by asking, “What kind of
world is portrayed by media?” and, “What value or ideology is cardinal in the
constructed world by media?” Media convey cumulative ideological messages in the
constructed world. Art Silverblatt says, “In producing a media presentation, media
communicators construct a complete world based on certain fundamental assumptions
about how this world operates.” Consequently, media “establish who and what are
important within the world view of the media presentation.”® Therefore, we can know
the value or ideology by analyzing who and what are important within the world view
of the media. Media convey cumulative ideological messages through their own world
view. Art Silverblatt says that the following questions related to world view are useful in

identifying the ideology of a media presentation:

® What culture or cultures populate this world?
® \What do we know about the people who populate this world?

® \What does it mean to be a success in this world?®

In this thesis, the researcher uses this world view analysis in the analysis of the
articles and advertorials in the amulet magazines in order to explore the world portrayed
in the articles and advertorials of the amulet magazine, as well as the related value or

ideology; this is done by analyzing the world constructed by amulet magazines.

8 Thid. p.20
9 Thid. p.20
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Production Elements Analysis

Production elements are the elements such as editing, composition, point of view,
angle, connotation, graphics, color, lighting, shape, movement, scale, sound, and special
effects, which refer to the style and attributes of a media presentation, and shape the
interpretation placed on the information by the media communicator. Art Silverblatt
says: “Production elements such as color, shape, and movement convey ideological

» 10 .

messages by affecting our way of seeing, attributing meaning” = ; they in turn

“influence:

® the way in which the audience receives the information
® the emphasis or interpretation placed on the information by the media
communicator

® the reaction of the audience to the information

Production elements touch the audience on an affective (or emotional) level, creating a
mood that reinforces manifest messages or themes. Through production elements, the
media communicator creates an environment that enables the audience to experience (as
opposed.to merely understand) the messages. Media communicators strive to create
seamless, self-contained productions that conceal the process of designing and
assembling the presentation. Because many of these production choices slip past
conscious awareness, they predispose viewers to think about the presentation from the

point of view of the media communicator. During the production process, the media

10 Thid. p.47
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communicator actively selects, manipulates, and coordinates various technical elements

which support media messages. "

An awareness of stylistic product elements contributes to our appreciation of
media content and provides insight into media messages. The analysis of production
elements can be a useful tool in uncovering ideological messages in media presentations
and identifying what technigues the amulet magazines use to sell amulets. The analysis
of media production elements has several objectives: (1) this approach enables
individuals to understand how production elements are utilized to construct meaning in
media presentations; (2) examining production elements offers an excellent way to
identify messages and themes within a media text; and (3) this approach can increase an
individual’s awareness of the ways in which production elements affect him/her
personally, as well as a wider audience. Therefore, in this thesis, the researcher uses
production elements analysis in the analysis of the front covers and advertisements in
the amulet magazines, in order to know what kinds of ideological messages or values

amulet magazines convey, and with which elements amulet magazines accomplish this.

World view analysis is the analysis that asks what kind of world is portrayed in
media presentation; and production elements analysis is the analysis of the techniques
used in portraying the world. The purpose of using these two analyses together is to

identify the value or ideology in media presentation.

2.4 Procedural Outline for the Analysis

11 Thid. p.106
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In terms of the actual approach for the analysis, the researcher divides the
amulet magazine into the three parts: (1) cover (2) advertisement (3) article. Cover,

advertisement, and article were chosen as the tools of the analysis, for many reasons.

Front Cover

“The front cover is an important aspect of the magazine as it initially attracts the
reader and is a taster of what can be seen within the contents of the magazine.” * Front
covers are certainly the factor influencing purchasing behaviors of people who are
interested in amulets, who attempt to have amulets, and who desire more knowledge or
information about amulets when buying a magazine. The front cover also promises that
the contents of the magazine will fulfill the needs of the individual. Therefore, by
merely looking at the front cover of a magazine, a potential reader will be able to
determine how far it will fulfill their needs. There are many defining paradigmatic and
syntagmatic elements on the covers of the amulet magazines that attract people to
purchase the magazines. These effectively demonstrate the dominant value of ideology
of the amulet magazines. We can know how the amulet magazines construct the image

of amulets, and what kinds of ideology they have, by analyzing the front covers.

Advertisement

Advertisements, particularly in print ads, are important because they are

current visual records of behaviors, values, lifestyles and roles of objects in a particular

12 Linda McLoughlin, The Language of Magazines (London: Routledge, 2000), p.
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culture. About the importance of advertisements, Katharyn Burke says, “Kassarjian
also states that the analysis of historical documents, such as advertisements, could lead
to conclusions about public opinion, consumer values, or buyer beliefs in an earlier

eranl3

Article

Usually articles are the main contents of the magazines, and are thus strong
reflections of the values of a particular magazine. Therefore it is necessary to analyze

them in order to know the values within the amulet magazines.

The two types of analyses — world view analysis and production elements
analysis — were applied to three parts of amulet magazines: cover, advertisement, and
articles. In order to analyze the ideology of the amulet magazines and understand their
role, this is the best way to look all the amulet magazines. However, it is not possible to
analyze all the amulet magazines in Thailand. Therefore, in the analysis, the researcher
uses the amulet magazines below as representative of all amulet magazines sold in the

present market:

A) Dudchaneepra Magazine
B) Khaophrakhurang Magazine

C) Lanpho Magazine

13 Kathryn Elizabeth Burke, How the Media are Portrayed in Print

Advertisements: A Content Analysis of Magazine Advertisements Throughout the

Twentieth Century (Thesis, Louisiana State University, 2000), p.20
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D)
E)
F)
G)

H)

Chienpra Magazine
Namo Magazine
Itthirit Magazine
Mongkonrit Magazine

Phrakehci Magazine

Burapha Magazine

AONUUINYUINNS )
ANRINITNINENAY
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CHAPTER II

ANALYSIS OF AMULET MAGAZINES

3.1 Classification of Amulet Magazines in Thailand

According to Ram Wacharapradi, one of the specialists on the amulet in
Thailand, “At the first time, Prachum Kanchanawat, the owner of photo shop Mona
Lisa took the pictures of amulets and put them together into a book and distributed to
the members of the amulet fan club.” This is the beginning of the amulet magazines in
Thailand. After that, Triyangpawai, one of the specialists on the old amulets wrote one
book, “Du Phra Somdet le Phra Chut Benchaphaki (gquszauaazwszyaifigania)” and sold.
The appearance of this book made people be more interested in and want to read more
books about the amulets. Then, the knowledge type amulet magazines, for example,
Anachakphrakhrueng, Aphinihan le phrakhrueng, had started to issue. After that, the
catalog type amulet magazines, which emphasize on the commercial purpose, have

started to issue.

Today many amulet magazines are sold in bookstores, stalls, amulet shops and
other outlets — 44 amulet magazines by the researcher’s count (September, 2005)."

Kasikorn Research Center (KRC) affirms, “the amulet magazines...presently number at

* Please see Chart 1 in Appendix B. The magazine names in black are still on
the market, those in red are no longer on the market. This list of amulet magazines
does not cover all the amulet magazines which had existed or have existed in Thailand
because the researcher couldn’t find all the amulet magazines. Some amulet magazines
are not listed in this chart.
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least 40 on sale.”! We can classify these amulet magazines into two types, 1)

Knowledge type (Knowledge-based) magazine, and 2) Catalog type magazine”.

3.1.1 Knowledge Type Amulet Magazines

A knowledge type magazine is a magazine in which the majority of the content
deals with the knowledge of amulets. They pose questions such as, “Who produced the
amulet, and when?” and “What kinds of efficacy does the amulet have?” There are few
pages containing catalogue-based information. The sacred or miraculous power of the
amulets plays an important role in determining the contents of these magazines.
Knowledge type amulet magazines deal with the knowledge of both old and new
amulets. However, knowledge type amulet magazines can be categorized by two types:
1) magazines that emphasize mainly on old amulets, and 2) magazines that emphasize

mainly on new amulets.

3.1.1.1 Knowledge Type Amulet Magazine with an Emphasis on Old Amulets

A Knowledge type amulet magazine with an emphasis on old amulets is a

magazine that focuses on old amulets. Almost all of the articles in this type of amulet

magazine are amulet-related articles. Much of the content deals with knowledge about

1 Trade of Antique Amulets 2005: Worth Almost Bt 20 Billion January 19, 2005

http://203.146.18.24/tfrc/cgi/ticket/ticket.exe/0544770474/tfrc/thai/tmemnew.htm

" KRC also says “From interviewing people in amulet circles, it was found that
these journals are divided in 2 types, the first being journals that list the central prices
or market prices of amulets, known among aficionados as Hang Cheng (Amulet price
indexes). The circulation volume of this type of amulet journal increases dramatically
when amulet pawning increases. The other kind of journal is mainly concerned with
esoteric knowledge about amulets.”
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amulets — for example, the history of old, famous monks and their amulets; special
features of old, famous amulets, etc. These magazines are like textbooks educating
amulet fans about amulets. The magazines introduce many kinds of amulets from all
over Thailand whose history is supported by many amazing episodes and tales. These
articles describe factors related to the amulets, including their history, and the artistic
traditions in which they were created; who made them and what kinds of sacred power
these amulets possess, as relayed by episodes and tales. The magazines create an
interest in, and — more importantly — a desire for the amulets. Once a reader desires an
amulet, he requires more information about the amulet in question. Therefore, these
magazines offer many techniques for amulet shoppers, such as how to distinguish the
authenticity of the amulet in order to avoid purchasing a fake one. Although an amulet
is physically no more than a piece of clay or iron, once the details of its background are
explained in full, it can become a “sacred amulet”. As seen in Chart 1, the number of
knowledge-based magazines is decreasing. On the other hand, the number of catalog
type amulet magazines is increasing. If we can assume for a moment that the contents of
the amulet magazines reflect of the values of people in the amulet trade, this
phenomenon tells us that people are much more interested in pricing trends of amulets,
or in the buying and selling of amulets, than they are in background knowledge about

amulets.

3.1.1.2 Knowledge Type Amulet Magazine with an Emphasis on New Amulets

The knowledge type amulet magazine with an emphasis on new amulets is a

magazine that primarily features new amulets. Almost all of the articles in this type of

amulet magazine are amulet-related articles. The contents display information about
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new amulets. This could involve information about the history of a monk and his new
amulets; the miraculous episodes associated with one amulet; the sacred powers of
another, etc. The magazines introduce many kinds of new amulets from all over
Thailand, along with amazing stories about these new amulets. The reader is educated
about the details concerning these new amulets — their history and the artistic traditions
in which they were created; who made them, and what kinds of holy power the amulets
possess, as evidenced by the episodes associated with them. They generate an interest in
and desire for the amulets. The major differences between this type of magazine and the
knowledge type amulet magazine for old amulets are 1) usually these magazines
introduce only new amulets, which have just been made, or are soon to be made; 2)
most articles emphasize the sacred power of these amulets; 3) the magazines contain
many advertorials; and 4) the magazines have many amazing and fantastic pictures
enhanced by special media effects. The increasing number of knowledge type amulet
magazine with an emphasis on new amulets means that more people are being exposed
to a growing number of amulets. This in turn increases the absolute quantity of amulets

circulating in the amulet trade, and helps to expand the amulet trade.

3.1.2 Catalog Type Amulet Magazines

The catalog type amulet magazine is a magazine in which most pages contain
pictures of amulets and their prices, along with brief descriptive notes. There are only a
few of these pages, which are organized by columns, in this type of magazine; the
magazine’s appearance is similar to any catalogue of goods. The main purpose of this

type magazine is the buying-selling of amulets. The archetypical catalog type magazine
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is Dudchaneepra magazine®. The number of catalog based amulet magazines has been
increasing over recent years; at least 12 (though probably more) new magazines have
been published over the past five years (Please see Chart 1 in the Appendix B). In other
words, there is a growing demand among Thai people for this kind of magazine. Usually
in the catalog type amulet magazine, amulet professionals, known as “Sian”, check as to
whether certain amulets are genuine or not. Therefore, when trading in the magazine,
there is little possibility of purchasing fake amulets. The magazine guarantees the
authenticity of the amulets. In addition, the magazine shows the amulet prices, so that
buyers are not cheated. You can purchase amulets for a reasonable price; if you do not
like the amulet you purchase, you can return it to the magazine. Therefore, you can
purchase amulets through the magazine without worry. It is safer than purchasing

amulets in the general amulet shops.

3.2 Amulet Magazines: Analysis

As described, there are two types of amulet magazines: the knowledge type

magazine — of which there are two kinds, the knowledge type magazine with an

emphasis on old amulets, and the knowledge type magazine with an emphasis on new

* First published in 1994, Dudchaneepra Magazine issued by Dudchanee
imaging Ltd., which issues several kinds amulet magazines, is the oldest catalog type
magazine existing in the market today. The contents of this magazine are mainly the
buying-selling of amulets by individual traders, as is indicated by its name,
“Dudchanee” (means “amulet price index”). These traders send their amulets to the
magazine. The magazine staff checks the amulets’ authenticity. If the amulets are
identified as genuine, their listings will be printed in the magazine without charge. The
magazine functions an agent between people who want to buy and people who want to
sell amulets. Therefore, most of the pages are for amulet selling among individual
traders, even the front cover is the space for selling amulets. The magazine price is 45
baht. The date of publication is the 1st and the 16th of month. The circulation is 13,500
copies for one issue.
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amulets — and the catalog type amulet magazine. In this chapter, the researcher analyzes
each type of amulet magazine in terms of its three parts: front cover, advertisement, and

article.

3.2.1 Knowledge Type Magazine with an Emphasis on Old Amulets: Analysis

3.2.1.1 Front Cover: Analysis

The visual images on the front covers of amulet influence first impressions.
Therefore, knowledge type amulet magazines attempt to attract readers by placing
pictures of famous amulets or famous monks in the centre of their covers. This is
especially the case with knowledge type amulet magazines with an emphasis on old
amulets, which put pictures of old famous amulets on the covers in order to draw
attention. For example, on the front cover of Mahapho magazine, Vol. 455, the colorful
image of Phrakringphairiphinat, a famous amulet, is disproportionately large in order to
draw attention to the magazine (see picture 3F-2). In addition to drawing attention, this
large-scale image serves another purpose. According to Art Sillverblatt, “Scale refers to
the relative size between objects. Scale is a very basic means of conveying messages:
The larger an objects appears, the more important it seems.” And: “Scale determines
how the audience responds to the people and objects depicted and influences our
perception of the events portrayed.”® Therefore, the large-scale image of the amulet

conveys the message that the amulet is sacred. On an individual level, the magazine is

2 Art Silverblatt, Media Literacy: Keys to Interpreting Media Messages.
(Praeger, 1995), p.101

3 Art Silverblatt, Jane Ferry, Barbara Finan, Approaches to Media Literacy
(M.E. Sharpe, Inc., New York, 1999), p. 236
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telling you that the amulet on the front cover represents the ideal amulet for you; it is a
sacred amulet that can protect from danger and bring happiness and wealth. The
inclusion of a large-scale image of a famous amulet is there to present a sacred amulet
that every collector desires to have, for example, Phrasomdet Wat Rakang®. The
placement of the image on the front cover implies that you might be able to acquire this
famous amulet if you purchase and read the magazine. Thus, knowledge type magazines
with an emphasis on old amulets often put a large-scale image of an amulet on the cover

to draw attention, as well as to give the featured amulets a sacred appearance.

The titles of knowledge type amulet magazines reinforce the sacred atmosphere
constructed by the front covers. For example, Mahapho magazine, Lanpho magazine,
and Namo magazine use words in their titles that signify something related Buddhism/
something holy. Since 1967, there were 55 knowledge type amulet magazines issued,
and 18 of them are still on the market. Of these 55 magazines, 31 of them (more than
half, at 56.3%; see Table 3F-1) use words related to Buddhism in their titles, which have
sacred connotations. This tendency among magazines has become stronger in today’s

knowledge type amulet magazines. Of the 18 knowledge type amulet magazines,

* Phrasomdet Wat Rakang Phrasomdet were made and consecrated by Somdet
Phra Phutthajan To Phromrangsi about 140 years ago. He made these amulets
especially for three temples: Wat Chaiyo Worawihan, Wat Rakang Khositaram and Wat
Mai Amatarot. Phrasomdet Ketchaiyo was the first to be made. It is believed that they
were erected to gain merit with his mother and grandfather, because his mother's
hometown is near Wat Chaiyo, and her maiden name was Ket. Chai was his
grandfather's name. Therefore, the amulet is called Phrasomdet Ketchaiyo. Phra
Somdet Wat Rakang was made when Somdet To became abbot of Wat Rakang. During
his final years there, he made his last amulets and buried them under a big chedi in
Wat Mai Amatarot. These last amulets were called Phrasomdet Bangkhunphrom since
both temples were situated in the area of Bangkhunphrom . Although this is the
newest amulet among the Benchapakhi, it fetches the highest price. The most
expensive pieces are from Wat Rakang. A beautiful piece in perfect condition can easily
reach more than one million baht; these amulets are much sought after by many people.
Most owners of these amulets tend to be wealthy.

26



surprisingly, 14 of these display this tendency (see Table 3F-2). That is almost 80% of
all knowledge type amulet magazines. The sacred atmosphere is primarily conveyed by
the visual image of amulet on the front cover. However, this visual image cannot alone
create this sacred atmosphere; the titles, too, play an important role here, as they
reinforce through language what the visual image represents. Recalling
Buddhism/something as sacred, these titles reinforce the sacred atmosphere of the
amulet on the front cover. The amulet magazines use the combination of iconic image
(visual images) and linguistic representation (titles) on the front covers in order to create
a sacred. It can therefore be argued that the sacred atmosphere on the front cover might
not be guaranteed if the visual image is not reinforced by the titles — if, say, the front
cover consisted only of a visual image, without a title which contextualizes and clarifies

the visual image’s meaning.

Table 3F-1
Titles with a Sacred Atmosphere
1. @wIni (Lanpho) 2. dnthfn3d apatihan) 3. 1h§m 38 (Patihan)
4. NG (Mahapho) 5.  SnSqns (lthirio 6. wnsA (Phutthakhun)
7.  wn51n (Phuttho) 8. . wnsuud (Phutthamon) 9. _ wszawifa (Phrasomdet)
10. oAfivisuaznizinTes 11. wszinfesfinfans 12. ynsinsnsziaies
(Aphinihan le phrakhruang) (Phrakhruengsaksit) (Phutthachakphrakhrueng)
13. wanaiiew (Mongkhonthip) 14. dndans (Saksio 15. 1asWnd (Traithip)
16. findniziaieq 17. wszniosusna 18. wn1gail (Mahaut)
(Thipphrakhruang) (Phrakhruangmongkhon)
19. 3uTw#(Rompho) 20. ua9555U (Sengtham) 21. Tnines (Phothong)
22. a3 (Trithip) 23. q*n%!ﬁmm (Ritamnat) 24. #a1im3 (Aphinihan)
25. UNNWY (Nangphaya) 26. amuens (Khanetphon) 27. wvena (Mahamongkhon)
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28.

g Ty (Namo)

29. onduana (Itthimongkhon)

30. ﬂsﬂiwﬁi (Prokpho)

31.

VUM (Khamangwet)

Title

s with a Non-sacred Atmosphere

1. 2amsnsznses

(Wongkanphrakhruang)

o o E
2. DIUIINTINITINTDY

(Anachakphrakhuang)

3. woailou (Yotniyom)

4.  (Fouwsy (Sianphra)

5. wszngeulSind (Phrakhruangparithat) 6.

FUIINTE (Sanamphra)

7. inaunse (Naklenphra)

8.  vdneFeu (Laklaksian)

9. 151 (Burapha)

10. sdioanse (Muengphra) e ﬂﬂﬂquiz (Pitkruphra) 12. nszueanse (Krasephra)
13. ﬁuﬁTWi:Lﬂ?m (Sunphrakhruang) 14. wszm?mﬂizq*nﬁ (Phrakhruangprayuk) 15. *IJ'TJWiZLﬂ%;EN
(Khaophrakhruang)
16. aluersnsg (Samosonphra) 17. awemsuuziimse 18. sulwdnszinios
(Khanetphonnenamphramai) (Insaiphrakhrueng)
19. w3203 (Phrakechi) 20. ;ﬁa‘wwm?mzﬁaﬂm 21. wsznsouileameny
(Khumuphrakhruangmuengthai) (Phrakhruangmuengsayam)
Table 3F-2
Titles with a Sacred Atmosphere
mui‘w%f(Lanpho) BANNIT (Aphinihan) ALUNT (Khanephon)
U1 TWE (Mahapho) pATMNINAZNIZIATES  (Aphinthan le | WNSAY (Phatthakhun)

phrakhrueng)

< 7
o

ANAANT (Saksit)

NWI2INT0914AR (Phrakhruengmongkhon)

4
NP1 (Ritamnat)

N5 1N (Phuttho)

angns (Itrit)

NILND (Phrakechi)

uzly (Namo)

UsnIng (Prokpho)

Titles with a Non-sacred Atmosphere

NISUANTY (Krasephra)

910190 N521T04 (Anachakphrakhruang)

HIUNT (Sianphra)

1J3W1 (Burapha)
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The taglines on the front covers on knowledge type magazine with an emphasis
on old amulets persuade people to read on, and believe the messages contained therein.
The taglines imply that many amulet fans read this magazine because its contents are
valuable and reliable, making this particular magazine the best choice for prospective
collectors/readers. Take the tagline of Lanpho magazine, which reads: "asuinye 504 an
pssnsaauysauY dasmsnszaiosfidmangalulszmalng This translates to, “It's complete, with
good stories, and colorful and perfect contents....The oldest amulet magazine in
Thailand.” This implies that smart collectors buy Lanpho magazine, as they know it will
provide them with accurate information; and that you, too, can acquire famous,
important amulets like the one on the front cover if you take the advice offered in the
magazine. The tagline adopted by Lanpho magazine is effective because readers

construe an appropriate interpretation that gives them the urge to buy and read the

29

magazine.
Magazine name Tagline Meaning
Mahapho (uming) | misdenssiniesiisimiisvisaige The best selling amulet

magazine

Lanpho (awing) ATUIAGEY (309R Fan essnsaewysaiiuy desans | It's  complete, with good

wizassinuaigalutszmalng stories, and colorful and

perfect contents....

Chienpra  (§ou | finsnmsnsziaies desntin@eniisosa Gassn | The onlyamulet magazine

Wsz) wizates  mannsddaialuednauailegin 3l that includes many of the

wy 4 greatest  readings  about
nuldnnige

famous amulets and monks

from the past to the present.

Thus, publishers of knowledge type magazine with an emphasis on old amulets

try to make the amulets on the front covers look sacred and important, in order to



persuade people to buy and read their magazines. The front covers create a world in
which, amulets have sacred powers; this message implicitly shows us the underlying

value or ideology of this message, which is, "Amulets have sacred power."

3.2.1.2 Advertisement: Analysis

3.2.1.2.1 Classification of Ads

First, the researcher classified the ads in knowledge type magazine with an
emphasis on old amulets. The researcher analyzed Lanpho magazine. As one can see in
Table 3A-1, Table 3A-2, all ads are amulet-related ads; most of these are ads for selling
amulets. The ads in knowledge type magazines with an emphasis on old amulets can be
categorized in two ways: 1) the ads for amulet shop, and 2) the image-based ads of

amulets. Most of the ads are ads for new amulets of famous monks or temples.

Lanpho (Table 3A-1)

\ol. Amulet-related ads | Non-amulet related ads | Total Ad | Total
pages Pages
940 19.75 0 19.75 56
939 10.25 0 10.25 56
937 9.5 0 9.5 56

Lanpho (Table 3A-2)

Amulet shop ad page Amulet ad pages

\ol. 940 4.25 pages (34 shops) 15 pages (Amulet picture ads)

0 pages (Advertorials)
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\ol. 939 3.75 pages (30 shops) 6.5 pages (Amulet picture ads)
0 pages (Advertorials)

\ol. 937 4 pages (32 shops) 9.5 pages (Amulet picture ads)
2 pages (Advertorials)

In Lanpho magazine, all ads are amulet-related ads and most of these are amulet-selling

ads for new amulets. However, we can also see some ads for amulet shops.

3.2.1.2.2 Amulet Shop Ads

As one can see in Table 3A-5 and Table 3A-6, not all amulet shop use specific
product elements. That is, they do not employ any metaphorical devices, nor any special
digital effects; these are straightforward, information-based ads. Interestingly, however,
the amulet shops, which place ads in magazines, are from central, northern, southern,
and north-eastern Thailand. In other words, they are from all over the country. Therefore,
people can find the nearest amulet shop to them by consulting the ads. The role of these
ads is to connect many amulet shops all over Thailand with magazine readers, which
helps the buying and selling of amulets — which in turn leads to the revitalization of the

amulet market on the nation level. (Please see Picture 3A-10)



Lanpho (Table 3A-5)

Chienpra (Table 3A-6)

Amulet shop ad pages Amulet shop ad pages

With Without With Without

product product product product

elements elements elements elements

\ol. 940 0 pages 4.25 pages \ol. 403 0 pages 0 pages

\ol. 939 0 pages 3.75 pages \ol. 402 0 pages 0 pages
\ol. 937 4

ol. 93 0 pages — \ol. 401 0 pages 0 pages

3.2.1.2.3 Picture Ads of Amulets

As one can see in Table 3A-7 and 3A-8, almost all amulet ads in knowledge type
magazine with an emphasis on old amulets are picture-type ads in which product
elements are used. These picture ads are, generally speaking, very carefully crafted. An
advertising team from the magazine concentrates on one frame. As a result, all elements
have been carefully selected to fulfill the objective of the ad; that is, to portray a world
in which the following statement is true: “Amulets have sacred powers, and can
facilitate miracles.” This makes the readers want to possess the amulets. Chinum
Pavavimol says that people who buy amulets and “fall" for the sales pitch are people
who are willing to believe (or predisposed to believing) in the power of amulets. The
editors of the amulet magazine use many media techniques to generate a sense of

sacredness about the amulets in the ads.
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Lanpho (Table 3A-7) Chienpra (Table 3A-8)

Amulet picture ad pages Amulet shop ad pages

With Without With Without

product product product product

elements elements elements elements

\Vol. 940 | 15.5 pages 0 pages \ol. 403 0 pages 0 pages

\Vol. 939 | 6.5 pages 0 pages \ol. 402 0 pages 0 pages
\ol. 937 : v

ol. 93 95 pages — \ol. 401 0 pages 0 pages

For example, in the ad for Phraphutthachinarat on the back cover of Lanpho magazine,
\Vol. 935 (Please see Picture 3A-11), the publishers have used a large-scale amulet
image in order to create a holy atmosphere. The ad features the Phraphutthachinarat
amulet, which is depicted as being disproportionately large. As mentioned in the
analysis of the front cover, the large-scale image of the amulet makes us feel that the
amulet is very famous, important and sacred”. Adjacent to the amulet is a photo of tons
of Yantra papers“and description of the amulet to the left, and below. Underneath this
image of the amulet is the word: 'Suswwiluiud (Which translates to “Chinarat with a
million Yantra papers”). It is easy to deduce one thing, which is that the image of the
amulet creates an atmosphere of sacred power. The notion of sacredness is primarily
conveyed by the image of the amulet, which seems strong, solemn and sacred.
Furthermore, an image of two deities is featured; the remaining background space is
devoted to bouquets of flowers, which also contribute to this strong, solemn and sacred

atmosphere. However, these images do not alone convey this sacred atmosphere; the

" Please see the analysis of front covers of knowledge type magazines for old
amulets.
* Yantra paper is the holy paper on which holy spells are written.
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explanation of the amulet is a necessary reinforcement.

) o oA a s Y gy v o & &
AINNNFUIUNTZIUA eodbdLUAY NNszinTemsdnioudornarasianilszmansuazilqnienmnniluasasnly
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This description of the amulet relay the degree of sacredness the amulet in the picture
possesses. Even if you had no previous knowledge of amulets, this explanation would
inform you that the amulet in the ad Is indeed a sacred one; and you may in turn want to
possess it. Thus, the strong relationship between the photographic image and the
description of the amulet further enhances a sacred atmosphere. This combination of
photographic image and linguistic representation primes readers to receive a message:
“This amulet is very sacred.” Therefore we can argue that this sacred atmosphere in the
ad, and the message, “This amulet is very sacred”, might not be guaranteed if the
photographic image were not reinforced by the explanation — if, say, the ad is consisted
merely of a photographic image without a description that served to contextualize and
clarify the image’s meaning. Thus, the picture ads for amulet in knowledge type
magazines with an emphasis on old amulets attempts to impart a sense of sacredness to
the amulets, in order to portray a world in which amulets have holy powers, and can
facilitate miracles. This is all performed in order to make readers desire the amulet in

question.

* This translates to: “Made by the sacred 10,666 Yantra papers, which Great
masters including the head priests from all over Thailand made and consecrated,
which is the first time in the history of making Phraphutthachinarat. The making
Phraphutthachinarat in this time is for the commemoration of the 72nd anniversary of
the Buddhist Association of Thailand. The Great Buddhism ceremony by 108 Great
masters from 76 provinces in all over Thailand at the main hall of Wat
Suthatthepwararam.”
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3.2.1.3 Article: Analysis

35

Almost all of the articles in knowledge type magazines with an emphasis on

old amulets are amulet-related articles. For example, in the articles of VVol. 938 ~ 940 of

Lanpho magazine, we cannot find any non-amulet-related articles at all, as seen from

the table 30-1 below.

Articles in Lanpho magazine (Table 30-1)

Issue number Articles about amulets Acrticles not about Total
amulets Pages
936 43 0 43
937 41.5 0 41.5
938 40.5 0 40.5

The amulet-related articles usually introduce specific amulets and monks. For

example, each issue of Lanpho magazine has either eight or nine documentary stories

and either eight or nine columns, as seen in Table 30-2, 30-3, and 30-4 (Please See

Appendix D).

What kind of worldview, then, does the magazine portray in these articles? Not

all, but many articles attempt to portray a world in which amulets have sacred power,

and the ability to facilitate miracles. For example, of all the articles in Vol. 938 ~ 940 of

Lanpho magazine, more than 50% refer to the sacred power of the amulets. There are 49

articles in Vol. 938 ~ 940, as seen in Tables 30-2 ~ 30-4 above. Twenty-eight of 49

articles (gray denotes contents) refer to the sacred power of amulets. The other two




magazines, Chienpra and Mahapho, contain articles that refer to the sacred power of
amulets as well, though they do not contain as many as Lanpho. There are 54 articles in
\ol. 402 ~ 403 of Chienpra magazine. Out of 54, only nine articles refer to the sacred
power of amulets; it is the same case with Mahapho. There are 23 articles (not including
32 advertorials) in Vol. 457 ~ 458 of Mahapho magazine. Of the 23, only six articles

refer to the sacred power of amulets.

All these articles demonstrate a similar writting pattern. They explain 1) the
profile and behavior of the monk who makes the amulet; 2) the appearance of the
amulet; and 3) what kinds of sacred powers the amulet possesses. (If there is enough
space, the writer will often refer to a miraculous incident for which is responsible, and
the price of the amulet.). For example, in an article in Mahapho magazine (P.12-14, 35-
38, Wol. 457, October 2005), the amulet of Luangpu Naak, Phrapittamahaut is
introduced. First, the writer explains that the amulet of Luangpu Naak,
Phrapittamahawut is the best among Phrapitaa“-type amulets. He describes how popular
the amulet was during that time by mentioning: “It is said that at one time one
Phrapittamahaut amulet of Luangpu Naak at Huaichorake temple was exchanged for
three Phrasomdet Bangkhunphrom” This statement describes “How at one time in
history, one Phrapittaamahaaut amulet of Luangpu Naak at Huaichorake temple was
exchanged for three Phrasomdet Bangkhunprom®.” In the magazine, this sentence
appears in bold in order to emphasize its importance. The writer explains why the
amulet is so popular by giving a few examples of its high Phutthakhun (“divinity”):

“The man put the amulet into the mouth of a fish and tried to cut it but couldn’t.” And

" It is believed that Phrapitta represented one of a Buddhist Phra Kawampati.
" Phrasomdet Bangkhunphrom Phrasomdet were made and consecrated by
Somdet Phra Putthajan Toh Phromrangsi about 140 years ago.
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this one: “He put the amulet on a chicken and shot the chicken with a gun but the
chicken was bullet-proof.” The writer quotes Achan Phao, who was a specialist in
Phrapitta matters: “lasfinssTamuosmarsifinnazildnuetiuogmilofagny”. (or: “Anyone who has
Phrapitaa amulet of Luangpu Naak is beyond Yama, the King of Hell”), in order to
emphasize the sacred power of this amulet. Then the writer offers profiles of Luangpu
Naak by citing many amazing episodes. For example: “Luangpu Naak was very good at
Magic. One day, when he rowed a boat out to ask for alms, he was attacked by a
crocodile in a canal. Luangpu Naak used Thuagphanchang, the spell which makes heavy
things turn into light things or makes light things turn into heavy things, and made the
oar, which was made of wood, heavy like a big hammer, and hit the head of the
crocodile and drove it back.” And this one: “A village man was very sick. Therefore the
people in the village took him to Luangpu Naak’s place to receive treatment. Luangpu
Naak meditated in order to know what made this man sick. After meditating, he said
that the man was cursed by Black magic. He put sacred water on the village man’s body
and chanted a spell for curing him. After a while, the man vomited a chunk of animal
meat. Then Luangpu Naak put holy water on the man’s body again and tied a sacred
string on the man’s wrist. The next day, this man became well enough to work as usual.”

In the final page, the writer describes the appearance of the amulet.

As one can see from the article on the amulet Luangpu Naak, this world is one
is one in which black magic tortures people, and monks with sacred powers fight black
magic and bad things. People believe in the sacred power of the monks and their
amulets. Thus, through the article the magazine tries to tell us that the amulet of
Luangpu Naak has sacred powers and is a tool used in making miracles. The article

strongly shows the ideology or values summarized in the statement: “Amulets, with
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their sacred power, can facilitate miracles.”

The article mentioned above is an example of how amulet articles explain how
sacred the amulet in question is by introducing the legend of the amulet. However, the
knowledge type magazines with an emphasis on old amulets often use other types of
articles to explain how sacred the amulet in question is. For example, in the serial story
of “Luangpu Suag” of Lanpho magazine, the writer introduces a particular monk as an
“angel” or, better, “a person who has unbelievably sacred powers.” The story recalls
many amazing episodes featuring Luangpu Suag, especially those which deal with the
lottery, since this particular monk is famous for his prediction of the lottery numbers.
For example, in the column “Postscript” of Vol. 938 (See Picture 30-5), the magazine
shows a letter from one reader in order to lend credibility to the sacred powers of this

monk. The letter says:

“After | bought the amulet of Luangpu Suag from Lanpho magazine”, | asked Luangpu

Suag to make me win in the lottery. And | bought the lottery and really won it!!”

The magazine explains that this reader, who bought the amulet of Luangpu
Suag, won the lottery because of the sacred power of Luangpu Suag. The magazine tries
to portray a world in which the amulet of Luangpu Suag has very sacred powers,
enough to make miracles for all of us. The magazine prints this letter to give credibility
to the sacredness of the Luangpu Suag. This “real people, real stories”-approach is often

used in articles of the amulet magazines, because “Testimonials from ‘average people’

* Lanpho magazine sells the amulets of Luangpu Suag.
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lend authenticity and credibility”, and “The more amateur their performance, the more
the audience identifies with them and believes their testimony.”* This “real people, real

stories”-approach is often used in the articles.

Each of the three knowledge type amulet magazines has many articles which
try to portray a world in which amulets, through their sacred powers have the ability to
facilitate miracles. However, each of the three knowledge type amulet magazines has its
own characteristics and style. Mahapho takes an academic approach — for example, by
elaborating on how to distinguish real amulets from fake ones. They accomplish this
with the use of many pictures (some are large, high-quality color photos), which attempt
to educate readers in matters relating to the different types of amulet, and the differences
within categories. Mahapho magazine is the instruction magazine for amulet collectors

(See Picture 30-1).

Chienpra is the amulet trend magazine, posing questions, such as, “Which
amulet is popular among the collectors?” and “Which amulet is rising up in price?” and
“Which amulet is a good investment?”, etc. The contents follow trends in the amulet
trade. In addition, Chienpra also differs from the others in the respect that Chienpra
tends to introduce cheaper amulets with sacred powers equal to those of the more
famous expensive amulets. In fact, Chienpra has a column called, “Good Amulets with
Cheaper Prices” for these kinds of amulets (See Picture 30-2). Their columns
encourage a desire for the amulet in question. The pattern of these articles is similar to

that found in Dudchaneepra. First, they refer to a very expensive, famous, and popular

4 Art Silverblatt, Media Literacy : Keys to Interpreting Media Messages
(Westport Conn: Praeger, 1995), p220
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amulet associated with a famous monk whom everyone respects. Then comes the
caveat: “But it’s very difficult to acquire this amulet, as you all know.” Then, the
alternative amulet is introduced, along with the explanation, “Although the amulet is not
expensive, it is in no way inferior to the aforementioned famous amulet with sacred
powers.” Sometimes this is because the amulet was made by a disciple of the famous
monk; sometimes because the famous monk joined in the consecration ceremony (#31/gn
wn) Of the amulet; sometimes because a piece of the famous amulet was incorporated
into the new amulet in the production process; sometimes because of the way of
producing the cheaper amulet is the same way in which the famous amulet is produced,
etc. The articles emphasize exactly how much sacred power the recommended amulet
possesses; how its low price compares favorably in today’s amulet market; and how it is
a good investment. The text refers to the amulet’s holy powers, and the prices are
written in bold font (See Picture 30-3). Some articles encourage readers to buy amulets
as an investment (See Picture 30-4), as one can see from the title of the article on page
five of Vol. 402: “simmszilamiudaaudniiinszan dedesuimismilonsnuiii-iusias” —or, “The
price of the amulet Phrapittayanduaglek is rising sharply. By buying and holding it for a

short time, you can get more for your money than you will by putting it into the bank.”

In terms of content, Lanpho magazine occupies a middle between Mahapho
and Chienpra. Lanpho is not too academic; yet neither does it emphasize trends too
much. Some articles concern a specific monk and his amulets. Some articles tell how to
identify fake amulets. It is suitable for those amulet fans desiring both academic and

technical knowledge of amulets.

3.2.1.4 Summary
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Compared to knowledge type magazines with an emphasis on new amulets,
knowledge type magazines with an emphasis on old amulets do not as often
demonstrate the ideology which says that amulets with their sacred powers and can
facilitate miracles. However, this does not mean that we cannot observe this ideology at
work. Some articles refer to the sacred powers of the amulets by attempting to portray a
world in which amulets with their sacred powers can facilitate miracles. Not only by
recounting these miraculous episodes precipitated by the amulets or the sacred powers
of the amulets, but also by academically explaining the historical and artistic value of
the amulets, do these magazines significantly increase the value of the amulets. The
amulet magazines establish a value for the amulets by academically explaining their
historical and artistic backgrounds of the amulets. These explanations are what

transform a clay object into an object of high net and “spiritual” worth.

3.2.2 Knowledge Type Magazines with an emphasis on New Amulets: Analysis

3.2.2.1 Front Covers: Analysis

On_the front covers of knowledge type magazines with an emphasis on new
amulets, visual images of the amulets are often featured as being disproportionately
large (See Picture 3F-4), just as on the covers of knowledge type magazines with an
emphasis on old amulets. The use of large-scale images works in a similar fashion here
as it does in the knowledge type magazines with an emphasis on old amulets — that is,
the magnification of images can make small products like amulets look not only big, but

also powerful and important.
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While knowledge type magazines with an emphasis on old amulets use a simple
design on their cover (See Picture 3F-3), knowledge type magazines with an emphasis
on new amulets have more creatively and colorfully designed front covers produced by
media editing techniques. These techniques make the amulets on the front covers look
sacred, thereby helping to portray a special world in which amulets, possessing sacred
powers, have the ability to facilitate miracles. For example, in the front cover of Vol. 22
of Burapha magazine, the publishers have juxtaposed images as a comment on the
relationship between objects and events. They have juxtaposed a graphically altered
image of a monk with the amulets, linking the power, nobility, and sacredness of the
Buddhist monk with the amulets. In other words, the idea of the sacredness personified
by a Buddhist monk is transferred to the amulets, equating the holiness of the amulets
with that of the monk (See Picture 3F-4), and thus portraying the special world in which

amulets have sacred power and the ability to facilitate miracles.

Thus the front covers of knowledge type magazines with an emphasis on new
have often been more heavily edited than the covers of knowledge type magazines with
an emphasis on old amulets, in order to create a sacred, noble and solemn image.
Graphically altered images of famous monks are often placed with amulets on the cover
of a knowledge type magazine with an emphasis on new amulets, lending the
magazine’s cover a kind of sacred, noble atmosphere that makes the amulets look
sacred as well. Almost all magazines in this category issued in the present market place
images of famous monks on the front cover in a similar fashion. This is presumably
because new amulets do not possess namesake value like old amulets, and cannot

independently create a sacred atmosphere like that created by old, famous amulets;
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neither can a new amulet be an ideal amulet, even if it is put on the front cover.
Therefore, knowledge type magazines with an emphasis on new amulets enhance the
image of famous monks with visual effects in order to make the amulets look sacred,
and thus draw attention from current and potential readers. Articles about these monks
(and the amulets of monks as well) are featured as reading material in the magazines.
(The famous amulet images on the front covers of knowledge type magazines with an

emphasis on old amulets are also always linked to the contents of the magazines.)

As mentioned in the analysis of the front cover of knowledge type magazines
with an emphasis on old amulets, the titles of knowledge type amulet magazines

reinforce this sacred atmosphere on the front covers. (Please see Page 22 for details.)

As for knowledge type amulet magazines with an emphasis on new amulets,
their taglines also help to reinforce this sacred atmosphere. For example, Burapha
magazine states that "gqaseananmds arwdndans sresss il Tsaain nnilsamaegiil”, or, “The
sacredness, amazement, miracle, and luckiness from all over the country are in here.”
Phrakechi magazine states- that, "dasasdmsudasnsiinnay dewiaguena aszdudn”, or, “The
magazine for people who believe in necromancy, for people who like amulets. Rich
contents.” In-order to compliment the visual images on the front cover, the taglines
place much more emphasis on superstition, than do the knowledge type amulet
magazines with an emphasis on old amulets. However, these taglines could also be
interpreted (perhaps by a non-amulet collectors or foreigner) as being too superstitious.
It is only Thai cultural backgrounds and values which anchor the preferred

interpretation of the readers. This familiarity with the cultural background is needed to

fully appreciate the taglines on the cover of amulet magazines, since a belief in
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supernaturalism is part of Thai culture.

Compared to knowledge type magazines with an emphasis on old amulets,
knowledge type magazine with an emphasis on new amulets make more of an effort to
create front covers that look sacred and important, portraying a special world in which
amulets, with their holy powers, can facilitate miracles. The front covers of the
knowledge type magazines with an emphasis on new amulets strongly show us the

value or ideology which affirms that amulets have sacred powers.

3.2.2.2 Advertisement: Analysis

3.2.2.2.1 Classification of Ads

First, the researcher classified the ads in knowledge type magazines with an
emphasis on new amulets. The researcher analyzed two magazines, Mongkhonrit
magazine and Namo magazine. As seen in Table 3A-9, Table 3A-10, Table 3A-11, and
Table 3A-12, almost all ads are amulet-related ones, and most of these are ads selling
amulets. Interestingly, most ads are advertorials, though picture ads (which rely solely
on images) are also used. For example, in Namo magazine, all ads are amulet-related
ads and most of these are amulet-selling ads, which advertise the amulets of temples
from all over the Thailand. This magazine has many ads, especially advertorials (please
see Table 3A-11 and 3A-12). The ads in knowledge type magazines with an emphasis
on new amulets have been classified into three types: 1) amulet shop ads; 2) picture ads

of the amulet; and 3) advertorials.
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Mongkhonrit (Table 3A-9)

\ol. Amulet-related ads | Non-amulet related ads | Total Ad | Total
pages Pages
\ol. 3 32 pages 0 32 pages 76
\ol. 5 39 pages 0 39 pages 76

Mongkhonrit (Table 3A-10)

\ol. Amulet shop ad Amulet ad pages
pages
\ol. 3 3 pages (6 shops) 2 pages (Amulet picture ad)
27 pages (Advertorial)
\ol. 5 1 pages (3 shops) 4 pages (Amulet picture ad)

34 pages (Advertorial)

Namo (Table 3A-11)

\ol. Amulet-related ad | Non-amulet related ad | Total Ad | Total
pages pages pages Pages
798 73.5 1 74.5 95
797 70 L 71 107
796 51 1 52 91

Namo (Table 3A-12)

Amulet shop ad pages

Amulet ad pages

\ol. 798 19.5 pages (39 shops) 28 pages (Amulet picture ads)
26 pages (Advertorials)

\ol. 797 20.5 pages (47 shops) 17.5 pages (Amulet picture ads)
32 pages (Advertorials)

\ol. 796 10.25 pages (54 shops) 13.75 pages (Amulet picture ads)

27 pages (Advertorials)
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3.2.2.2.2 Amulet Shop Ads

As one can see from Table 3A-13 and 3A-14, all amulet shop ads in knowledge
type magazines with an emphasis on new amulets do not use specific product elements.
That is, they do not employ any metaphorical devices, nor any special digital effects;
these are straightforward, information-based ads, like the knowledge type magazine
with an emphasis on old amulets (For example, please see Picture 3A-12). Interestingly,
however, the amulet shops, which place ads in magazines, are from central, northern,
southern, and north-eastern Thailand. In other words, they are from all over the country.
Therefore, people can find the nearest amulet shop to them by consulting the ads. The
role of these ads is to connect many amulet shops all over Thailand with magazine
readers, which helps the buying and selling of amulets — which in turn leads to the

revitalization of the amulet market on the nation level.

Monhgkonrit (Table 3A-13) Namo (Table 3A-14)

Amulet shop ad pages Amulet shop ad pages

With Without With Without

product product product product

elements elements elements elements
\ol. 3 0 pages 3 pages \ol. 798 0 pages 19.5 pages
\ol. 5 0 pages 1 page \ol. 797 0 pages 20.5 pages
\ol. 796 0 pages 10.25 pages

3.2.2.2.3 Picture Ads of Amulets
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As seen in Table 3A-15 and Table 3A-16, all the amulet picture ads use
production elements. Knowledge type magazine with an emphasis on new amulets use
many production elements, especially in the amulet picture ads, in order to involve
readers in the media experience. Art Silverblatt says, “In advertising, as with all media
formats, style reflects content. The originality of the presentation sends a message about
the uniqueness of the product and directs us to see and think about the product in a new
way. Production elements can also create a mood that affects how we react to the
product. And in some cases, style may make a product look better than it is.>” The
editors of the amulet magazines create a fantastic, sacred, mysterious, and solemn mood
through digital imaging techniques in order to emphasize the sacredness of the amulets

and the monks who make the amulets.

Mongkhonrit (Table 3A-15) Namo (Table 3A-16)

Amulet picture ad pages Amulet picture ad pages

With Without With Without

product product product product

elements elements elements elements

\ol. 3 2 pages 0 pages \ol. 798 28 pages 0 pages
\ol. 5 4 pages 0 pages \ol. 797 | 17.5 pages 0 pages
\ol. 796 | 13.75 pages 0 pages

For example, in the amulet ads in knowledge type magazine with emphasis on

5 Art Silverblatt, Media Literacy : Keys to Interpreting Media Messages
(Westport Conn: Praeger, 1995), p. 211.
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new amulets, the editors often use dark tones and colors in the background. This creates

a spellbinding mood and thus makes the amulets in the ads look even more (see picture

3A-1). This effective color selection attracts the attention of readers, which is the main

objective of an ad. In addition, the choice of colors also can yield other subtle messages
61s.

about the products. “Color talks its own psychological language.””; in this case, using

dark tones and colors makes the amulets look sacred.

Special effects are also very effective in making the monks or the amulets in the
ads look sacred and solemn. For example, the editors often place a halo around the head
of a monk to emphasize his sacredness (see picture 3A-2). Sometimes they use graphics

of lighting bolts to make an amulet look amazing (See Picture 3A-3).

The layout of an advertisement can also affect audience response. The product is
always prominently displayed, suggesting that it is central to the moment depicted in the
advertisement. The main photos of amulets and monks in ads are always placed in the

center or upper position of the page (see picture 3A-5). According to Art Silverblatt,

The upper portion of the page connotes positive message, so that people
who appear on the upper portion of the page display power, dominance,
importance, happiness, control, enlightenment, health, prosperity, status,

virtue, and reason.’

Therefore the amulets or monks placed in the center or upper areas of the ad assume

6 Kleppner, Otto, Advertising Procedure (Prentice Hall, 1998), p. 374.
7 Art Silverblatt, Jane Ferry, Barbara Finan, Approaches to Media Literacy
(M.E. Sharpe, Inc., New York, 1999), p. 48.
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powerful, dominant, and important roles.

The juxtaposition of images is also very effective in making amulets and monks
look sacred. In fact, it can produce a third, distinct meaning. This fusion of images
operates on human gestalt”, or predisposition to order, so the audience naturally makes a
connection between the two disparate images.® The editors of amulet magazines also
use the juxtaposition of images in ads to comment on the relationship between objects
and events. The front page ad of Burapa magazine (Vol. 29, Nov. 2005) is a good
example of how juxtaposition of images works. The ad juxtaposes an image of a monk
and his amulets with a lightning bolt and a total eclipse of the sun, in order to associate
the power, sacredness and mystique of natural phenomenon with the monk and his
amulets (See Picture 3A-6). The magazines try to make the amulets on the ads look

sacred by the juxtaposition of images.

Thus, compared to knowledge type magazines with an emphasis on old amulets,
a knowledge type magazine with an emphasis on new amulets will typically place much
more emphasis on the sacred attributes of the ad in order to portray a world in which
amulets have sacred power. This is done through digital imaging techniques. The picture
ads of the knowledge type magazines with an emphasis on new amulets display strong

examples of the value or ideology that states, “Amulets have sacred power”.

3.2.2.2.4 Advertorials

" Gestalt is the natural predisposition to order. Human beings tend to look for
balance, that is, an equal distribution around a center.
8 Ibid. p. 51.
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The distinctive feature of the ads in knowledge type magazines with an
emphasis on new amulets is the advertorials, because, compared to other types of
amulet magazines, the knowledge type amulet magazines with an emphasis on new
amulets contain more advertorials, as mentioned in the classification of ads (see Table
3A-10 and Table 3A-12). Advertorials are ads that appear in the form of an editorial.
Very little effort is made to distinguish these advertorials from other stories featured in

the magazine.

David Abrahamson states about magazine advertorials:

Publishers and advertisers increasingly use advertorials as a means
of boosting the value of a magazine as an advertising medium.
Advertorials are ads that appear in magazines that take on the
appearance of genuine editorial content. Sometimes they are a page
or less, sometimes inserts composed of several pages. The goal is to
put commercial content before readers, cloaked in the respectability

of editorial content.’

For example, Vol. 5 of Mongkhonrit magazine has 14 advertorials (34 pages).

The magazine has 32 articles in total; almost half of them are advertorials. (See Table

3A-17 in Appendix C; gray denotes advertorials.)

If a magazine has many advertorials, however, it is very hard to distinguish these

9 David Abrahamson, The American Magazine : Research Perspectives and
Prospects Ames, Iowa : Iowa State University Press, c1995




advertorials from genuine ads, since the editors skillfully blend them in with editorial
content, and the advertorial either conceals the disclaimer “advertisement” within its

presentation, or does not show the disclaimer, as is often the case.

For example, an article (in fact, it is an advertorial) on pages 24 — 25 and 63 of
Mongkhonrit (Mol. 5, Oct. 2005) entitled “afulfuan” (“Special Scoop”) “usnand 3assrah
T¥n” (“The Sacred Master and the Amulets that Bring Good Fortune)” reports on two
kinds of amulets, Takrut and Ruemetakian, of Luangpho Somcit Sucito in Lopburi
province. The article explains 1) the origin of amulets; 2) the background of the temple
and the monk, with special emphasis on the sacred powers of both; 3) the way in which
these amulets are produced, which is, according to the article, a very orthodox and
authentic one; 4) the personal and miraculous experiences had by those who own this
very amulet (the advertorial always and necessarily emphasizes the sacred power of the
amulets); and finally 5) how one can purchase these amulets. As the purchase
information comes up in the last paragraph, it is difficult to ascertain that this article is,
in fact, an advertisement. This is not made evident until the purchase information
appears in the last paragraph. For some readers, the last paragraph containing
purchasing information is still not enough to show that this article is actually an
advertisement, because 1) the fonts of advertorials are the same as those of editorial
pages, the reason being that advertorials are designed to look like editorial pages; and 2)

advertorials have no disclaimer which reads “advertisement”.

Some articles, which are actually not advertorials, have the same effect as
advertorials. For instance, an article on pages 33 — 34 of Mongkhonrit (Vol. 3 July.

2005) entitled “wanand Wuvdweran” (“A Sacred master Who Has Very Sacred Powers”)
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tells about the amazing experiences and sacred powers of Master Yokphon
Rochanathanmo. The article includes information about personal, miraculous
experiences facilitated by the amulets. Directly after this article, on the next right-
hand page, is an amulet ad of Master Yokphon Rochanathanmo. This is no
coincidence. The contents have been arranged so that the ad page comes right after the
article. If the previous page had not contained an article about Master Yokphon
Rochanathanmo, the readers would perhaps simply glance at the ad page without
interest. However, because the previous page contains an article about Master
Yokphon Rochanathanmo, there is a strong chance that those who read it might
become interested, and then read the ad. Putting a related ad right after the article and
not putting it so produce different results. There is synergy between the ad and the

article, an effect similar to that created by an advertorial.

One of the reasons why advertorials work effectively in amulet magazines is
because by introducing amulet pictures and text, the advertorials are able to engage
the readers in the particular world view. Pictures and articles create a kind of

synergizing effect.

Of the worldview of the media Art Silverblatt writes:

In producing a media presentation, media communicators construct a

complete world based on certain fundamental assumptions about how

this world operates. Consequently, (media presentations) establish who
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and what are important within the worldview of them.°

What kind of worldview do these advertorials portray? These advertorials
always emphasize the sacred power of amulets. Through the use of advertorials, they try
to portray a worldview that says that amulets have sacred power and the ability to
facilitate miracles. The advertorials of amulet magazines have their own worldview. We
can see many stories in these advertorials of amulet magazines that pose situations
related to this world view: “The amulet brought about a cure”; “I didn’t have any injury
at all in the big accident because | was wearing/carrying the amulet”; “I succeeded in
business soon after | bought the amulet”; “I won in the lottery after | bought the amulet”,
etc. It is through these stories that the advertorials portray the particular worldview that
says that the amulets have sacred powers, which solve problems or troubles and grant
wishes. (Actually, not only the advertorials, but also the contents of the entire magazine,
possess this kind of worldview.) This is a very effective method to employ in Thai
society in particular, for That culture has a traditional predisposition toward
superstitious belief and the supernatural. This worldview is conveyed in every corner of
the amulet magazines including advertorials, ads and articles. By reading these
magazines readers receive influences from the cumulative ideological messages. In
other words, the cumulative messages of the ads encourage the readers to adopt a
consumer mentality. In advertorials, personal problems are transformed into consumer
needs. Advertorials position products as keys to emotional well-being and happiness.

That is to say, amulets solve problems and bring contentment.

10 Art Silverblatt, Jane Ferry, Barbara Finan, Approaches to Media Literacy
(M.E. Sharpe, Inc., New York, 1999), p. 20- 21.
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In an advertorial of page cocan (s) of Namo (Mol. 797, Dec 2005), the personal

experience of one Thai woman is introduced:

“Everyone in the car was injured except her. She was safe because she

put on the amulet coin of Master Mahasubin.”

The conclusion reached by the advertorial is that despite the seriousness of the
accident, this Thai woman came out miraculously unscathed, simply because she was
wearing the amulet. Conversely, the latent message is that by not buying the amulet
you are more than likely putting yourself in harm’s way. To support these statements,
the magazine places a picture of the accident scene and of this Thai woman, along
with her address; this is in order to make this story more credible (See Picture 3A-8).
Thus, the advertorials in amulet magazines portray a particular worldview, which they
maintain by cultivating a longing for the possession of amulets. In other words, they
depict a world in which people’s problems are resolved through consumption — that is,

through the purchase of amulets.

The second reason why advertorials work effectively in amulet magazines is
because the -advertorials use ‘“performers” - that is, persons whose actions and
statements adhere to or support the story of the amulet. Art Silverblatt says “advertising
depend on performance to make a promotion appealing and convincing.”** We can see
performers in this peculiar worldview. Advertorials of the amulet magazines also

depend on performers to make their ads appealing, convincing, and reliable. Therefore,

11 Art Silverblatt, Media Literacy : Keys to Interpreting Media Messages
(Westport Conn: Praeger, 1995), p. 219
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performers in the ads are very important, and fall into several categories:

A) Monks: Advertorials almost always feature monks. In advertorials, monks display
the intended “look” (e.g., sacred, amazing, mysterious, powerful, or solemn) that

will influence readers, the target consumer (see picture 3A-9).

B) “Real people, real stories”: “Testimonials from ‘average people’ lend authenticity
and credibility to an ad. The more amateur their performance, the more the
audience identifies with them and believes their testimony.”*? This “real people,
real stories”-approach is often used in the advertorials. The example mentioned
above (the advertorial in Namo, page Jorjarn \ol. 797, 2005) employs this “real

people, real stories”-approach.

The last reason why advertorials work effectively in amulet magazines is
because advertorials in the amulet magazines are designed to look like the editorial
pages. They appear in the form of an editorial piece, making it very hard to distinguish

these advertorials from other stories featured in the magazines.

Many-advertorials are found in knowledge type magazines with an emphasis on

new amulets. However, the researcher discovered a few common traits among them.

Contents

A) Profiles of the monks or temples related to the production of certain amulets

12 Thid. p. 220
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B) Details about amulets (If they have more space, this will include personal
miraculous experiences had by the amulet owners)

C) The information about how to purchase amulets (prices, contact numbers, etc.)

Visual Design
A) Pictures that appear sacred and spellbinding, with images of monks, amulets, or
ritual blessings, are often printed with advertorials
B) The fonts of advertorials are the same as the fonts in the editorial pages;
advertorials are designed to look like editorial pages

C) Advertorials offer no disclaimer which says “advertisement”

3.2.2.3 Article: Analysis

As is the case with other type amulet magazines, almost all of the articles in

knowledge type magazines with an emphasis on new amulets are amulet-related articles.

For example, in the articles of Vol. 26 ~ 28 of Itthirit magazine, a knowledge type
magazine with an emphasis on new amulets, we cannot find any non-amulet-related
articles at all (please refer to Table 3N-1 above). Like the other types of amulet
magazines researched so far, the amulet-related articles in this type of amulet magazine
usually introduce specific amulets and monks. For example, Vol. 161 of Phrakechi
magazine (refer to Table 3N-2 below) has 20 articles; all 20 articles are amulet-related
articles. In addition, 12 of 20 articles (gray denotes an advertorial) are the advertorials
for selling amulets. (As mentioned in the analysis of ads in amulet magazines, this type

of amulet magazine contains many advertorials.)
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Articles in Ithirit magazine (Table 3N-1)
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Issue number Avrticles about amulets Articles not about Total
amulets Pages
26 55 0 55
27 95 0 95
28 55 0 55
Table 3N-2
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(Contents of Phrakechi magazine, Vol.161 Nov. 2006)

What kind of worldview, then does the magazine portray in these articles? This

type of magazine portrays a world in which amulets have holy power and can facilitate

miracles. For example, in Vol. 161 of Phrakeci magazine, there are 20 articles about

amulets and monks. Of the 20, 14 articles (70%) refer to the sacred powers of the

amulets (See Table 3N-3).
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All of these articles are based on the same writing pattern as the other types
amulet magazines previously studied. They explain 1) the profile and behaviors of the
monk who makes the amulet; 2) the appearance of the amulet; 3) what kind of sacred
power the amulet has (including, when space allows, miraculous incidents associated
with the amulet); and 4) the price of the amulet, often listed with the contact address, for
those who want to purchase the amulets. (Knowledge type amulet magazines with an
emphasis on old amulets do not usually include contact addresses.) For example, the
article about the amulet “Phrachaichanaphairi” of Luangpho Thuam on pages 58 ~ 57 of
Itthirit magazine, Vol. 26, follows a format. First, it describes the profile of the monk
(for instance, the name and address of the temple where the monk lives, the age and
date of birth of the monk, a brief history of the temple). Then, it refers to the monk’s

two masters, and amazing episodes from their past which confirm their sacred powers.
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(For example, a wild boar that ate the excretion of one of the masters was shot at by a
hunter, yet the bullet did not penetrate the body of the wild boar.) Then, the article
describes the significance of the amulet of Luangpho Thuam. It says the amulets
“Phrachaiwatphitakchaiden”, which were made with “Phrachaichanaphairii”, were
given to police and army personnel working in the three provinces in southern Thailand,
who were the subjects of miracles. Some were shot, but the bullets did not penetrate
their bodies. This episode implies that the amulets of “Phrachaichanaphairi” have as
much sacred power as the amulets of “Phrachaiwatphitakchaiden”, because the two
amulets were made at the same time. In order to emphasize how much sacred power the
amulets have, the article refers to the consecration ceremony of the amulets, at which
several famous and sacred monks, including the chairman of the monk committee in
Surathani province, were present. And it says that the many people who became
subjects of miraculous incidents expressed their thanks to the monk by placing gilts™
on his door in his temple. The picture of the gilt door printed (see picture 3N-1). Then
the article explains that the amulets have divine power, especially in the business aspect.
These amulets can make you rich. Finally, the article relays the price of the amulet and
the contact address, for people who want to purchase the amulet. (Thus, the article
connects directly to sales, making it very difficult to distinguish the normal articles from
advertorials.) - The article attempts to portray a world in which amulets have sacred
power and aid the bearer; this encourages in readers a desire for the amulet. In the world
portrayed by the article, monks have special sacred powers, and people believe in the
sacred power of the monks and their amulets, which are powerful enough to make a

body bulletproof. Thus, through the article, the magazine tries to tell us that the amulet

13 A gilt object is covered with a thin layer of gold or gold paint.
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of Luangpho Thuam has sacred powers and can facilitate miracles. The article
demonstrates the ideology or values that affirm that amulets have sacred powers and

facilitate miracles.

In addition to pictures of amulets are pictures of the other objects; this is seen
more in knowledge type amulet magazines with an emphasis on new amulets than in the
other type amulet magazines (see picture 3N-2). In contrast, most pictures in the
knowledge type amulet magazines with an emphasis on old amulets are only those of
amulets (See Picture 3N-3). Using many other pictures effectively helps to portray a
world in which the amulet has sacred powers and aids its owner; this is achieved by
creating an amazing and sacred atmosphere, as well as by making articles themselves
more realistic and convincing. The magazines can persuade readers to take a preferred
reading of these articles, which is one that supports the idea that amulets possess holy
power and can facilitate miracles. This is probably because the new amulets do not have
namesake value like the old amulets, which themselves are already known well.
Consequently, these magazines must place more emphasize on the sacredness of the

amulets, than the knowledge type amulet magazines with an emphasis on old amulets.

The articles in the knowledge type magazine with an emphasis on new amulets
often use the “real people, real stories”-approach to give credibility to the amulets and
thus create a convincing article. V.I.P. like government officials and police generals
often serve as spokespeople for amulets. The rationale is that the readers who admire
these public figures will accept their recommendations and their faith in the sacred
power of these amulets. For example, the article on page 4 of Mongkhonrit magazine,

\ol. 5, introduces the congressman Udomdet Ratanasathian. In the article he talks about
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his own miraculous experience resulting from his possession of this amulet, and
discusses his belief in its sacred powers. The article on page 27 of Singsaksit magazine,
\ol. 70, introduces the miraculous experience of the police general Santhan Chayanon.
It says that a bomb he was in the process of setting exploded, yet he was not killed,
because of the amulet he wore. Sometimes even Hollywood stars make an appearance
in these articles. A column on page 14 of Phrakhruang Aphinihan magazine says Steven
Segal, a Hollywood star, came specifically to Banglamphu amulet center to buy
Phramahesuan. The article goes on to say that Steven Segal also believes in Buddhism,
and the power of amulets in Thailand. Thus, magazines use V.I.P.s in order to give
credibility to their contents and make the readers feel that a world in which amulets
have sacred powers and facilitate miracles is in fact the real world. These techniques are
used not only in knowledge type amulet magazines with an emphasis on new amulets,

but also in other types of amulet magazines.

3.2.2.4 Summary

Compared to the other type amulet magazines, the ideology which says that
amulets have sacred powers with which they can facilitate miracles is best demonstrated
in knowledge type amulet magazines with an_emphasis on new amulets. This is
probably because unlike old amulets, which are well-known and very popular in the
amulet trade, new amulets do not possess namesake values. Therefore, the magazine
must use many pictures in order to make the contents more convincing. The role of the
knowledge type amulet magazine with an emphasis on new amulets is almost the same
as the knowledge type amulet magazine with an emphasis on old amulets — that is, to

make readers desire amulets by taking advantage of Thai people’s longstanding cultural
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belief in superstitions and emphasizing the sacred, supernatural powers of the amulets
featured in their magazines. The magazines introduce many kinds of amulets from all
over Thailand; they relay countless amazing and miraculous episodes. The articles
furnish details about the amulets, from their history to the artistic styles in which they
were conceived, to who made them and what kinds of holy powers have been
demonstrated in amazing but real-life episodes. In summary, the magazines harness the

reader’s interest, and induce a desire for amulets.

In addition, by not only recounting the miraculous episodes or sacred powers
associated with the amulet, but also offering profiles of the monks who made the
amulets, the magazine emphasizes the credibility of these monks. When the monks win
the trust of the readers, their amulets gain even more credibility. Furthermore, those who
desire amulets and want to purchase them require information, which is why these
magazines offer many details about amulet purchasing and specifications, such as
techniques on testing authenticity in order to avoid a bad purchase. The amulet
magazines thereby increase the value of the amulets in the eyes of the readers by
offering these detailed explanations. With the right details and background information,

a simple piece of clay or iron becomes a “sacred amulet”.

The major differences between these magazines and knowledge type amulet
magazines with an emphasis on old amulets are 1) usually, these magazines mainly
introduce new amulets; 2) most articles emphasize the sacred power of the amulets; 3)
these magazines contain many advertorials; and 4) these magazines contain many
amazing and fantastic pictures, which provoke a preferred reading of the articles — i.e.,

that which describes for readers a world in which amulets have sacred power and
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facilitate miracles. The increasing number of knowledge type amulet magazines with an
emphasis on new amulets means that more people can now be exposed to more new
amulets. This in turn increases the absolute quantity of amulets circulating in the amulet

trade, and helps to expand the amulet trade.

3.2.3 Catalog Type Amulet Magazines: Analysis

3.2.3.1 Front Cover: Analysis

The knowledge type amulet magazine often places visual images of famous
amulets or monks on their front covers. However, on the front covers of catalog type
magazines, the visual images are totally different. In the catalog type magazines, even
front covers serve as catalog pages (see picture 3F-5). The amulets are treated as a
commodity. Many amulet images are displayed all over the front covers, making the
front covers themselves a space for buying and selling amulets. That these magazines do
not publish front covers that appear holy, as is the fashion with knowledge type amulet
magazines, suggests that their.ideal readers are amulet collectors who already accept the
view that the amulets possess sacred powers. We can therefore say that catalog type
magazines simply publish front covers that are catchy enough to attract the attention of
potential buyers/readers, while also asserting that the contents of the magazines contain
many good amulets for buying and selling. Therefore, the front covers always feature
famous, expensive and rare amulets, which every amulet collector desires, along with

prices on the left side or center of the cover, as a loss leader. For example, the front
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cover of Krantiphra (see picture 3F-5, the front cover of Krantiphra, Vol. 847) features
a picture of “Phramahesuandiao”, with the price (Bt 110,000) at the center of the front
cover, as a loss leader. The picture of Phramahesuandiao is about four times larger than
the other pictures, and is placed on the center of the front cover. As mentioned in the
analysis of the knowledge type magazines, the large-scale image denotes importance. In
other words, the publishers of this catalog type amulet magazines see
Phramahesuandiao as being more important than the others, and therefore place a large-
scale picture of it in the center of the front cover. This is most likely due to the fact that
Phramahesuandiaw is more expensive than the other amulets. The catalog type amulet
magazine always treats expensive amulet in this manner, which is evidence to the fact
that the publishers of catalog type amulet magazine place a greater importance on these
amulets than others due to their [higher] prices. It also reveals that the catalog type

magazine upholds the values that “The higher the price, the more important the object.”

The titles of catalog type magazines anchor the texts to the genre of amulet
magazines. The titles of the catalog type amulet magazines, such as Dudchaneepra,
Khaophrakhruang, and Khlangphrakhruang tend to be more direct in their meaning;
that is, we can easily guess the contents and purpose of the magazines, which are
primarily for the buying and selling of amulets. Since 1987, there were 33 catalog type
amulet magazines issued, 29 of which are still sold on the market. Of these 37
magazines, 21 magazines (66.4%; see Table 3F-3) display this tendency in their titles.
This is most likely because these catalog type magazines deal primarily with the

buying-selling of amulets. It is the objective of the publishers to make people aware,

* Please see Appendix B
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upon first sight of the cover, that these magazines deal amulets commercially.

The taglines, placed directly underneath, above, or on the right side of the titles

in a contrasting color and font, are also signals that tell us the magazine has a

commercial objective. For example, Khaophrakhruang states that esinife smnwie 1553
“4rmszinies” (“use Khaophrakhruang if you want to buy or sell amulets™). One glance at
the tagline tells you that the magazine is primarily for the buying-selling of amulets.
Furthermore, the amulets are displayed right under the tagline, which demonstrates that
these amulets are commodities, which can be purchased by calling the telephone
number supplied (See Picture 3F-1). These taglines reveal that these magazines exist for

the purpose buying-selling amulets.

Thus, even though amulets are sacred in Thai society, the catalog type
magazines portray amulets as a commodity. The front covers of the catalog type
magazines express the value, which can be summarized thus: “Amulets are a

commodity. The higher the price, the more important it is.”
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e aAD  e e ~ as

1. wifsdousz (Amulet Book) 2. qilerinaza (Amulet | 3. ¢wilnsy (Amulet Index)
Guide Book)

4. dnmsznies (Amulet News) 5. mfuinsz (Guarantee of | 6. Wiisswsinse (Amulet
Amulet) Museum)

7. swmnaw (Mid-price) 8. amansz (Amulet | 9. seadaduiu  (Collection
Market) One)

10. ATINIZIAT DY (Amulet | 11. satifiuiiion (Index of | 12. fUTUNIZIAT 0N
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Warehouse) Amulet Trends) (Amulet Tale)
13. Anuwazazan  (Research | 14. WsziATeed AN 15. WIZIAT0IAUINIE
and Collect) (Valuable Buddha (Buddha Amulets of
Amulet) High Priests)
16. m&mnsziaToagananse 17. gilorh ndorhnue 18. poulatinse

(Pricing & Buddha Amulet

(Guidance for Buying-

(Amulets Online)

Business) Selling)
19. Hounznizinioq (Media | 20. Affedony (Guidance | 21. Tnalmi/usanwsziaio
and Amulet) for Buying-Selling) (Guidelines/ Buddha
Amulet Properties)
/F /)ﬁlfh ‘g})n -direct meaning
1. auSnwse (T Love | 2. imaswse (Amulet | 3. HOTLINE (Hotline)
Amulets) Collector)
4. iedlne (Thailand) 5. diwies (Lucky Model) | 6. Fuws (Blessing from the
Buddha)
7. uzlaansud (Wealth) 8. Tnulss (Prelude) 9. own (Immortal)
10. elianymns (Amitabha | 11. wnsiui (Buddha | 12. yamszinies (Amulet virtue)
Buddha) figure Models)

3.2.3.2 Advertisement: Analysis

3.2.3.2.1 Classification of Ads

First, the researcher classified the ads in catalog type amulet magazines, using

two examples, Dudchaneepra magazine and Khaophrakhruang magazine. As one can

see from Table 3A-18, Table 3A-19, Table 3A-20, and Table 3A-21, although there are a

few amulet selling ads and advertorials, almost all ads are the amulet-related ads, and

most of these are ads for amulet shops. However, the researcher believes that the ad



page is a page for selling; therefore, the catalog pages, which are the main contents of
catalog type amulet magazines®, are also treated as ads in this analysis, because the
catalog pages are also for selling amulets. The ads in the catalog type amulet magazine
are classified into two types of ads: 1) amulet shop ads; 2) amulet picture ads; and 3)

catalog pages.

The catalog type magazines have very few amulet ads. This is most likely
because the main contents of the magazines are themselves ads for buying-selling
amulets. If there are any ads, most of them are for amulet shop. Many amulet shop ads

can be found in Khaophrakhruang magazine in particular.

Dudchaneepra (Table 3A-18)

\ol. Amulet-related ad | Non-amulet related ad | Total Ad | Total
pages pages pages Pages
262 2.5 0 2.5 76
263 2.5 0 2.5 76
264 2.5 0 2.5 76

Dudchaneepra (Table 3A-19)

\ol. Amulet shops Amulet ad pages

262 2.5 pages (3 shops) 0 pages (Amulet picture ads)
0 pages (Advertorials)

263 2.5 pages (3 shops) 0 pages (Amulet picture ads)
0 pages (Advertorials)

%

* Much of the content of catalog type amulet magazines is within the actual
catalog pages for buying-selling amulets among individual amulet traders. For example,
the contents table in Dudchaneepra magazine, Vol. 265. is like the table 3C-1 below.
Most pages are catalog pages for buying-selling amulets (grey denotes catalog pages for
buying-selling amulets.).
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2.5 pages (3 shops)

0 pages (Amulet picture ads)
0 pages (Advertorials)

Dudchaneepra magazine has very few ads. Each issue has only 25 ad pages, which all

contain ads for amulet shops.

Khaophrakhruang (Table 3A-20)
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\ol. Amulet-related ads | Non-amulet related ads | Total Ad pages | Total Pages
183 29.5 1 31.5 62
186 25 0 25 62
188 25 0 26 62

Khaophrakhruang (Table 3A-21)

\ol. Amulet shops Amulet ad pages{Advertorial pages}
183 23.5 pages (147 shops) 4 pages (Amulet picture ads)
2 pages (Advertorials)
186 24 pages (112 shops) 1 page (Amulet picture ads)
0 pages (Advertorials)
188 24 pages (105 shops) 1 page (Amulet picture ads)
0-pages (Advertorials)

In Khaophrakhruang magazine, most ads are amulet-related ads, and almost all of these

are for amulet shops from all over Thailand. There is no use of metaphor in these ads;

they are very simple ads.

3.2.3.2.2 Amulet Shop Ads



As seen in Table 3A-22 and 3A-23, none of the amulet shop ads employ specific
product elements. That is, they do not employ any metaphorical devices, nor any special
digital effects; these are straightforward, information-based ads. (Please see Picture 3A-
13). Interestingly, however, the amulet shops, which place ads in magazines, are from
central, northern, southern, and northeastern Thailand. In other words, they are from all
over the country. Therefore, people can find the nearest amulet shop to them by
consulting the ads. The role of these ads is to connect many amulet shops all over
Thailand with magazine readers, which helps the buying and selling of amulets — which

in turn leads to the revitalization of the amulet market on the nation level.

Dudchaneepra (Table 3A-22) Khaophrakhruang (Table 3A-23)

3.2.3.2.3 Picture Ads of Amulets

Amulet shop ad pages Amulet shop ad pages
With Without With Without
product product product product
elements elements elements elements

\ol. 262 0 pages 2.5 pages \ol. 183 0 pages 23.5 pages
\ol. 263 0 pages 25. pages \ol. 186 0 pages 24 pages
Vol. 264 0 pages 2.5 pages \ol. 188 0 pages 24 pages

As seen in Table 3A-24 and 3A-25, all amulet picture ads use production

elements. These amulet picture ads are the same ones found in knowledge type

magazines with an emphasis on old amulets.
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Dudchaneepra (Table 3A-24)

Khaophrakhruang (Table 3A-25)

Amulet picture ad pages Amulet picture ad pages
With Without With Without
product product product product
elements elements elements elements
\ol. 262 2.5pages 0 pages \ol. 183 4 pages 0 pages
\ol. 263 2.5 page 0 pages \ol. 186 1 page 0 pages
Vol. 264 2.5 page Aales \ol. 188 1 page 0 pages
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For example, in the ad for the Phrakrigtibet amulet on page two of Khaophrakhruang
magazine, Vol. 186, a large-scale amulet image is used to create a sacred atmosphere
and make the amulet look important and powerful (please see Picture 3A-4 in Appendix
B). The ad features the Phrakringtibet amulet, which is projected as being
disproportionately large. As mentioned in the analysis of front covers of knowledge type
magazines, “The large-scale image of the amulet makes us feel that the amulet is very
famous, important and sacred.”" In addition, the amulet image has been digitally edited
in order to make the amulet look even more sacred. The editor of the magazine added
three glitter marks onto the body of the amulet. These marks convey the sense that the
amulet is very sacred. Underneath this image of the amulet, the name of amulet,
Phrakringtibet, is written. On a simple-level it is easy to deduce one obvious thing — that
is to say, the image of the amulet produces an atmosphere of sacredness. However, this

sacred atmosphere is also reinforced by the explanation of the amulet:

A o g
FUIUUI lavieHauniugua

* Please see the analysis of front covers of knowledge type magazine for old
amulets.
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Or, “This amulet is very holy, because its materials are mixed with millions of Yantra
papers and the chairman of this ceremony is the Chief priest of Suthatthepwararam, one
of the famous Royal temples in Thailand.” Even if you do not possess knowledge about
amulets, you will feel upon reading this explanation that the amulet in the ad is a sacred
one indeed — and one that is worth acquiring. This combination of photographic image
and linguistic representation delivers a strong, clear message: “This amulet is very
sacred.” Therefore we can argue that the holy atmosphere of the ad would decrease if
the photographic image were not reinforced by the explanation — if the ad consisted
only of the photographic image without the explanation, that which contextualizes and
clarifies the meaning behind the visual image. Thus, the amulet picture ad in the catalog
type magazine attempts to make the amulets in the ads look holy, in order to portray a

world in which amulets have sacred powers.

3.2.3.2.4 Catalog Page

The catalog pages, which are the pages for buying-selling amulets, constitute
the main contents of the catalog type amulet magazine. In the pages, there are color
pages and black-and-white pages. At first glance it seems that there are no differences in
the contents of the color and the black-and-white pages. However, a more careful
inspection reveals that the cheaper amulets have been placed in the black-and-white

pages, and the expensive ones in the color pages. For an example, in Vol. 258 of

* Means “(Made) of the iron which is mixed with millions of Yantra papers. The
chief priest of Suthatthepwararam temple is the chairman of this Buddhist ceremony.
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Dudchaneepra magazine (see picture 3C-4), the average price of an amulet on a color
page is Bt 7,753; the average price of an amulet in a black-and-white page is Bt 676.
The average price for an ad at the top of the page, costs no less than Bt 42,000. The
same thing can be observed in Khaophrakhruang magazine. For example, in the color
pages and black-and-white pages of Vol. 183 of Khaawphrakhrueng magazine (see
picture 3C-5), the pages containing Bencaphakhi®, which is one of the five immensely
popular and expensive amulet groups in Thailand, is a color page. On the other hand,
the cheaper amulets are in the black-and-white pages. This tells us that the magazine
treats the amulets differently according to market prices. The higher priced amulets

receive preferential placement than the lower priced ones.

Most of the contents of these catalog magazines are for buying-selling amulets
for amulet traders. The contents tell us that the catalog type amulet magazine strongly
upholds the ideology that amulets are a commodity, and that their prices depend on the
quality, which, in this case, is the sacred power possessed by the amulet. This vividly
reflects the values upheld by people in the amulet trade: that even amulets can be
commodities, and that their prices depend on the quality — i.e., the sacred power an

amulet possesses.

* Among Thai amulet circles, there are the five immensely popular amulets,
called Benchapakhi. Benchapakhi is a Pali word. Bencha means five kinds or types:;
Phakhi means grouping or set. So Benchaphakhi means group or set of five different
types of amulets. The idea of grouping five different kinds of amulets was originally
from one old collector during the 1950s or earlier. His name is Mr.Triyangpawai and he
specialized in studying old Buddha amulets. He found that Thai people like to wear
different amulets around their neck but Thai people are often very confused which
grouping will suit them best. So he aggregated a group of amulets into one set. He
concluded that grouping five pieces of amulets to make a set was the best choice
because Buddha's first students after his enlightenment numbered five. Through many
discussions, he had finally decided that the five pieces should be Phra Rot, Phra Nang
Phaya, Phra PongSupan, Phra ThungSethi and Phra Somdet.
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3.2.3.3 Article: Analysis

As is the case with other types amulet magazines, almost all the articles in this
type of amulet magazine are amulet-related articles like. In fact, there are very few
articles, most likely because this type of amulet magazine is media for amulet traders,
and because the purpose of this magazine is to give space for amulet traders, not to give
knowledge or information. For example, in VVol. 263 ~ 265 of Dudchaneepra magazine
(See table 3C-1), there are only 4.5 article pages. Of 4.5, 3.5 pages are amulet-related
articles, as is seen in the table below. Even though this type of amulet magazine has few
articles, we can still observe an ideology at work in the articles — the same observed in
knowledge type amulet magazines — which is that amulets have sacred power and can
facilitate miracles. For example, each issue of Dudchaneepra magazine always prints
columns called “Special Topic” and “Special Scoop”. Both articles always introduce
specific amulets. Both “Special Topic” and “Special Scoop”, as one can see in Table
3C-3, always refer to both the sacred power and the price of amulets, or, they at least
refer to either the sacred power or the price of amulets. (ST means Special Topic; SS

means Special Scoop. H means Sacred Power. P means the Price of the Amulet.)

Articles.in Dudchaneepra magazine, Table 3C-1

Issue Number Articles about amulets Articles not about Total
amulets Pages

263 35 1 4.5

264 35 1 4.5

265 3.5 1 4.5
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Table 3C-2
Vol. 244 Vol. 246 Vol. 247 Vol. 249
ST SS ST SS ST SS ST SS
H/P 1 P H/P 1| H/P H 1| H/P
2 P 2 H 2 H
3| H/P
Vol. 250 Vol. 251 Vol. 252 Vol. 253
ST SS ST SS g SS ST SS
H/P 1| H/P bl P H 1|/ H/P
H/P / 2 P 2ONELTNR 2| H/P
H/P 3 P
Vol. 254 Vol. 255 Vol. 256 Vol. 258
ST SS SfFf SS ST SS ST SS
H/P 1| H/P H/P 1| H/P H 1 H H 1 P
2 H 2| H/P 2| H/P 2 H
Vol. 259 Vol. 260 ST: Special Topic SacredPower: 34 /
ST SS ST SS SS: Special Scoop 39
H/P 1|H/P| H/P |1| P |H:SacredPower Price: 28 / 39
2 H 2 H P: Price Sacred Power &
Price : 23/ 39

There are 39 articles in total in Vol. 244, \ol. 246 ~ 247, \Jol. 249 ~ 256, and

\ol. 258 ~ 260 as seen in Table 3C-2 above. Thirty-four out of 39 articles refer to the

sacred power of amulets; 28 of 39 articles refer to the price of the amulets; and 23 of 39

articles refer to both the sacred power and the price of the amulets. A bold font is always

used to emphasize any reference to the sacred power and the price (this especially

includes the words “Sacred Power” and “Price”; for an example, see Picture 3C-1).

These articles always portray the worldview (that amulets have sacred powers and can

facilitate miracles) by introducing incredible episodes associated with amulets. For




example, in the article “Special Scoop” of Dudchaneepra magazine (Vol. 262 Page 11;
please see picture 3C-1), the article introduces the medal amulet of Phra Achan Aep.
First, the article refers to the price and the appearance of this medal amulet. Then, it
refers to the profile of Phra Achan Aep: Phra Ahcan Aep was the first disciple of
Luangpho Sot and mastered “Thammakai”, which implies that Phra Achan Aep is one
of the great masters. The article refers to the miraculous episodes associated with the
amulet, namely this one: A soldier, who did not believe in Buddhism, received the
amulet as a medal from Phra Achan Aep. But this soldier became interested in it and put
the amulet into the pocket of his uniform, only to forgot about it. One day, when he
went outside on business, he was four or five times; but the bullets did not penetrate his
flesh. He wondered how this could be, and when he checked his pockets he found the
amulet inside. His body had been bullet-proofed by the medal amulet of Phra Achan
Aep. This story implies that the amulet of Phra Achan Aep has a sacred power and even
can help he who does not believe in Buddhism. Thus, the article portrays the worldview

that amulets have sacred powers and can facilitate miracles.

This same attitude can be seen in the editorials. Generally speaking, the
purpose of an editorial is to introduce the magazine’s contents; however, editorials of
this magazine do not do this, to a great extent. Broadly speaking, the editorials of this
magazine introduce a specific amulet, or the opinion and the philosophy of the chief
editor on amulets or amulet trade. However, all editorials are based on one common
value, which is that amulets have sacred powers and make miracles. For example, nine
of the editorials of 14 issues (Vol. 244, 246, 247, 249 ~ 256, 258 ~ 260) refer to the
miracles of amulets — in particular the editorials of Vol. 244, 246, 247, 252, 259, and

260, which refer to a specific amulet and introduce the miracles associated with that
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amulet. For example, the editorial of Vol. 244, which was issued after the tsunami in
Phuket, says that many people in southern Thailand miraculously survived the tsunami

because of the amulet of Luangpho Chem (see picture 3C-article).

Another pattern is noticeable here, and this one deals with the writing pattern:
first, an editorial will refer to a very expensive, famous, and popular amulet that is in
high demand. It will then offer the caveat that this amulet is understandably very
difficult to acquire. Then, another amulet is introduced. This one, it is explained, is
recommended: despite its lower price it is in no way inferior to the famous and popular
amulet possessing sacred powers. Sometimes this is because the amulet was made by
the disciple of a famous monk; sometimes because a famous monk joined in the
consecration of the amulet; sometimes because a piece of the famous amulet was
combined with the amulet when it was made; sometimes because the way this amulet
was produced is the very same process by which another, more famous amulet was
produced, etc. For example, in the article “Special Scoop” of Dudchaneepra magazine
(Vol. 263 Page 11; please see Picture 3C-3), Phrakhunpenphraikuman, the amulet of
Luangpho Sakon, is introduced. First, the words of Luangpu Thim, a famous monk in
the Eastern Thailand: “The person who will succeed me is Luangpho Sakon.” Then, it
explains why-Luangpho Sakon can and will succeed him: Luangpho Sakon was the first
disciple of Luangpu Thim, and learned magic from his master. Then it recommends the
amulets of Luangpho Sakon, because these amulets are of a lower price than the amulets
of Luangpu Thim, though they are in no way inferior to the amulets of Luangpu Thim in
terms of sacred power. The article tries to emphasize the sacred power inherent in the
recommended amulet, claiming that the very low price in the amulet market makes it a

good investment. As is often the case, these recommended amulets are also sold in the
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catalog pages (see picture 3C-3). These articles have the same effect as an advertorial.
The appeal of these amulets, states the articles, is rooted in the fact that the amulet is a

very good buy, in terms of current market prices.

Thus, catalog type amulet magazines try to introduce to readers the idea of
amulets as a commodity — yet a commodity that has sacred power, which shows us that
catalog type amulet magazines strongly uphold the value that amulets are commodities,

and that the higher the price, the greater the importance.

3.2.3.4 Summary

The role of catalog type amulet magazine is to make the distribution of the
amulets possible; in other words, to make the buying-selling of amulets all over
Thailand possible. Usually, in the catalog type amulet magazines, professionals called
“Sian” (weu) check whether the amulets are genuine or not. Therefore, even when
trading through the magazines, there is very little possibility of buying fake amulets.
The magazine guarantees the authenticity of the amulets. In addition, the magazine
shows the amulet prices, to ensure you are not cheated in a purchase. In catalog type
magazines, you can purchase the amulets at a reasonable price. And if you do not like
the amulets you purchase, you can return them to the magazine. Therefore, you can
purchase the amulets through the magazine without any worry. In a sense, it is safer

than purchasing amulets in general amulet shops.

Founded in 1994, Dudchaneepra is the first catalog type amulet magazine in

Thailand, which is still sold in the present market. As mentioned in the editorial of the
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first issue, their motto is to report “the most genuine price in the market”. On that point
Dudchaneepra is the first magazine whose main purpose is to expose the public to
genuine amulet prices, which for so long had been the secret of the select few in the
amulet trade. This makes the appearance of Dudchaneepra an event of great
significance in the history of the amulet trade. Dudchaneepra has in effect helped
people who were interested in collecting amulets but could not themselves be collectors
because they did not possess knowledge of and experience with amulets. With
Dudchaneepra these people were able to enter the amulet trade more easily. In other
words, the appearance of this type of magazine has rapidly increased the population of
amulet collectors. At the same time, it has helped the commercialization of amulets — a

factor of Buddhist Commercialism — by promoting amulet dealings through money.

We can see from the contents of catalog type magazines that this type of amulet
magazine reflects the values in the amulet trade: “Amulets are items for buying-selling,
with prices, which depend on the sacred powers that they possess. The more sacred
power the amulets possess, the higher the prices.” In addition, as seen Chart 1, today
many catalog type amulet magazines are on the market. We can therefore conclude that

the commercialization of the amulet trade has been expanding.

3.3 Summary of This Chapter

Knowledge type amulet magazines promote the buying-selling amulets by
emphasizing in their contents (this includes the front covers, ads, and articles) the sacred
power of amulets, which thus leads readers to desire the amulets, and to possess that

which contains sacred power. These magazines help to construct the “image” of the
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amulet, which is that amulets have sacred powers and can facilitate miracles. This is
especially the case with knowledge type amulet magazines with an emphasis on new
amulets. They create a demand for new amulets by giving knowledge and information
on the new amulets and emphasizing the sacred power of these amulets. Catalog type
amulet magazines help the buying-selling of amulets on a national level. In order to
meet the demand for amulets, catalog type amulet magazines play a major role in
helping both the buying and the selling of amulets, in order to drive the amulet trade on

a national level.
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CHAPTER IV

CONCLUSION

This thesis researches the role of amulet magazines in promoting Buddhist
Commercialism in Thai society. It analyzed the format and content of Thai amulet
magazines of today’s market as the sample of analysis in terms of Buddhist
Commercialism and superstitions. The researcher especially used A) All media are
construction; B) The media construct reality; D) Media have commercial implications;
and E) Media contain ideological and value messages; of eight key concepts of Media
Literacy. Media literacy analysis with these concepts showed us that the amulet
magazines try to shape readers’ thinking about amulets, and reinforce those ideas by
constructing their own world view, in which “Amulets have sacred power and can
facilitate miracles.” (i.e., all media are construction, the media construct reality.), and
emphasizing the sacred power of the amulets (i.e., media contain ideological and value
messages.) in their components, in order to effectively sell amulets (i.e., media have

commercial implications).

4.1 The Role of Amulet Magazines in Promoting Buddhist Commercialism in Thai

Society

In previous chapters, we found that the content of each type of amulet
magazine (knowledge type amulet magazines with an emphasis on old amulets;

knowledge type amulet magazines with an emphasis on new amulets; and catalog type
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amulet magazines) differs significantly.

Knowledge type amulet magazines promote the buying-selling of amulets by
emphasizing in their contents (that includes front covers, ads, and articles) the sacred
power of the amulets. This emphasis is complimentary to a general belief found in Thai
culture — that of supernaturalism (Saiyasat); this in turn leads readers feel that they want
to possess some of this sacred power, as represented by an amulet. In this way, the
magazines create a cultural value. Quite differently, catalog type amulet magazines
promote the buying-selling of amulets on a national level. Knowledge type amulet
magazines offer basic knowledge about amulets while also promoting the image of the
amulet key to the industry’s survival, which can be summed up as: “Amulets have
sacred powers and with them the ability to facilitate miracles.” By planting this message
in the readers’ minds, they are encouraging readers believe that they want the amulets.
These magazines help construct the “image” of the amulet. Knowledge type amulet
magazines with an emphasis on new amulets especially demonstrate this tendency, and
create a demand for new amulets by supplying readers with knowledge and information
on new amulets, answering-questions such as “How sacred is the amulets?” and “What
kinds of sacred powers do the monks who made the amulets possess?” Then, in order to
meet the demands inherent in the amulet trade, the catalog type amulet magazines offer
buyers/sellers space in their pages in which to do business, thereby encouraging amulet

trading on a national level.

In the period during which there were no amulet magazines on the market, it
was difficult to be an amulet collector. One of the main factors for the expansion of the

amulet market on the national level is the increase of the absolute quantity of amulet
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magazines after 1987 (see Chart 1 in Appendix). The distribution of amulet magazines
all over Thailand has lowered the hurdle to becoming an amulet collector. Today, people
can acquire knowledge about amulets, evaluate them properly, and purchase the amulets
— no matter what their domestic location — through the amulet magazines. In addition,
the introduction of ads of new amulets, as printed in amulet magazines, has led to an
increase in the number of amulets. We can observe a cycle here, in which the amulet
market expands through its relationship to amulet magazines. The role of the amulet
magazines in promoting Buddhist Commercialism has been to maintain and enlarge the

amulet market by creating a demand for amulets, and then responding that demand.

Thus, each type of amulet magazine works differently to achieve this aim.
Although each type of magazine has an effect on creating a demand for amulets, taken
together and spread all over Thailand, the magazines synergize their characteristic
components (ads, catalog pages, advertorials, etc.) to commercially maintain, encourage
and expand the amulet market on the national level. Will the amulet market grow larger
in the future? According to Kasikorn Research Center (KRC), the market value of trade
in antique Buddhist amulets and related businesses in 2005 toped almost Bt 20 billion.
The market is set to grow further.in line with the economy, by around 10-20 percent, per
annum. The researcher thinks the amulet market will not wane as long as Thai people
believe in superstition (Saiyasat). .Some people blame amulet magazines for instigating
Buddhist Commercialism in Thai society. However, the magazines may merely reflect a
trend that is already present. The researcher thinks that the truth is probably a middle

ground — that amulet magazines both reflect and affect present Thai society.

4.2 Three Reasons Why Amulet Magazines can Maintain and Enlarge the Amulet
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Market

1. Medium

The amulet magazines are the medium for the amulet businesses. The amulet
suppliers or the people who engage in the amulet related businesses can advertise,
promote selling their amulets or their services on the nationwide through the amulet
magazines. On the other hand, the amulet consumers can buy the amulets, get the
information on the amulets that they want to know, and use these services no matter
what their domestic location is. The amulet magazines work as the medium for the
amulet businesses between the suppliers and consumers in order to sell and buy the

amulets or amulet related services on the national level effectively.

2. Create and fulfill the demand

The relationship among amulet magazines is very systematic. Knowledge type
amulet magazines increase the value of amulets, stimulating the desire for the readers’
possessions of amulets, while the catalog type amulet magazines meet these demands.
In other words, the knowledge type amulet magazine creates the demand for amulets

while the catalog type amulet magazine supplies the amulets in order to fulfill the

demands.

The contents in amulet magazines attract the people who are interested in
amulets. They contain information that people want to know about — for example,

pictures of famous rare, amulets; detailed information about amulets; pricing trends, etc.
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Therefore the amulet magazines are read by many people who are interested in amulets.
This attractive presentation of information helps to create the demand for amulets as

well.

Moreover, it is very clear that at least 45 amulet magazines (see Chart 1 in
Appendix) hit the market every month; and most of these magazines are sold all over
Thailand although it was impossible to investigate the circulation of each amulet
magazine in Thailand (all magazines surveyed considered this to be confidential
information). Therefore, this systematic relationship of the amulet magazines can work
on the national level. In other words, they can create and fulfill the demand for amulets
on the national level. As a result, they maintain and enlarge the amulet market on the

national level.

3. Serve competitive purpose in the amulet business

Some amulet magazines do not maintain neutrality. They serve the competitive
purpose for the specific amulet suppliers, who are their sponsors. They often discredit
the specific amulet. suppliers, who are the competitor of their sponsors, in order to
depress their businesses and give credit to the specific amulet suppliers, who are their

sponsors, in order to promote their businesses.

Through a combination of said features, amulet magazines have played a very
significant role in establishing the amulet business in Thailand while at the same time
enlarging its market and the circle of consumers from the local level to the national

level.
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As seen in Chart 1, the number of amulet magazines is increasing after 1987,
especially the number of catalog based amulet magazines has been increasing over
recent years; at least 20 (though probably more) new magazines have been published
over the past five years (Please see Chart 1 in the Appendix B). In other words, there is
a growing demand among Thai people for this kind of magazine. If we can assume for a
moment that the contents of the amulet magazines reflect of the values of people in the
amulet trade, this phenomenon tells us that people are much more interested in pricing

trends of amulets, or in the buying and selling of amulets.

Moreover, many amulet magazines have been kept issuing for long times. For
example, Lanpho magazine (1974), Mahapho magazine (1980), Phuttho magazine
(1984), Namo magazine (1984), Saksit magazine (1984) have been kept issuing for over
20 years. Chienpra magazine (1988), Phrakechi magazine (1993), Phutthakhun
magazine (1995), Dudchaneepra magazine (1994), Nangsuephra magazine (1995),
Khaophrakhruang magazine (1996) have been kept issuing for over 10 years. In other
words, we can assume that there has been a strong demand or popularity among Thai

people for amulet magazines.

4.3 Limitation to Study

There are limitations to this study. The researcher could not analyze the
back-issues of every amulet magazine, since it is very difficult to find them in the
present market. The analysis was applied mainly to amulet magazines issued in 2005.
Another limitation concerns methodology. As Les Mastermann warned, “Media

institutions, that is, possess their own ideologies — their own philosophies, imperatives,
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conventions and practices — which will not always be entirely congruent with dominant
ideologies. That is the source of any strength they possess. ldentifying the actual
ideology of a media presentation is far more complex, for several reasons. First, rather
than accept a preferred interpretation, the audience may assume a far more active role in
interpreting media content, based on their own personal experiences. Furthermore, the
media is not always the mirror image of dominant ideology. However, the researcher
still believes that even although the premises and assumptions of the ideological
approach may not explain all media patterns, issues, and cumulative messages, the
ideological approach to the study of media can provide considerable insight into media
content, as well as to the behaviors, attitudes, values, and preoccupations of media

audiences and the culture.

4.4 Suggestion for the Future Studies

One recommendation for future study is to take a more in-depth analysis of the

back issues of every type amulet magazine, in order to further reinforce the results of

this study.
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Picture 3A-3
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Picture 3A-4

(Khaawphrakhruag magazine Vol. 186. Page 2)
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Picture 3A-6
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Picture 3A-8

(Namo magazine Vol. 797 Page 1)
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Picture 3A-9
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Picture 3A-10
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Picture 3A-11

Flidf e

LELa S TliR) it ]

- N



Picture 3A-12

w4 m';'u'l.ﬁﬁuﬂi:l; LTS ]
And rueaiaa i el

i .'!' ';:-;(i"-"

-

= 4

Z PSSR0 g

aaiuiiiions ; mazinfag WaEYN anum.n-ﬁ'mt
maninaania 0% amia) BukGee @l in

avfluanTng T 08 T s ie-513916d
i . ) |

s il&e ._".(‘*”Ilt 11 E .'
NS NSNS

#

S—
S I
|

ll“" n T ) ik

st |
(Usunmiisumn
1. iy ilmon ) AR T 0 Rewrundind dnthin
wan s Dwyuala e
2 imiae al=an FeatEGmnge 3 dmbm W S
£ ifkii 1 | B
L iwingaelinn Tersilo: 6w 1 R e
- L
4 uilne aalwas Sedrals 0 o8 funfion mmee

oL
& ity Loy A TLin Fasii o in Lo
fo ixfineg amdensd 181 wan

T awinig anmens Sndnien 107 s % 70 GlEs
AR 13
{Us:nnnizun)

K, auifen ez B aonnon Baledmne T 1 #ud
Tl wnwbn Sy S dine mitiis gamon 5.
%, muvdnmagagis Tnldin 1 s b gl .

A 1, e -

(Namo magazine Vol. 821, Page 15)

I meviie el e TeEusd ppemalyad S
Ing minwin 2.+
1L anifiugi avills Snadimenud B % aw
mn -
1% ;muf'l ] {l'll anl i dnngly 597 wanin ko
IJ.‘iul,.Ini S b uﬂru.m Tulng s dis
CE ' ) H -
o, wllwan Tmaliis T 08 Auvabn gan,  oa-
15 T rds r|:|?m'|un|nh-|-| CELR p-:-||=||] (o
ik T Tumaeuian winl ety ) o
(Usanmidpau) | |

[ 18 H1|li|'|1:|.r ||'|'|;|||:n|r|uu'|n-|l i;uﬁhﬁul-l,m-
K. whagan B iy dum e aan vlakn 256
18, iy spen v lan wsiaminining u.;u’._

Eina i 150 -
. wrmyrm e e AR D AU Fanbi g

109



110

Picture 3A-13
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The amulets which the articles recommend are sold in the catalog pages
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Picture 3C-4

(Dudchaneepra magazine Vol. 258, Page 74)
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Picture 3C-article
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Picture 3F-1

(Khaawphrakhruang magazine Vol. 186 Front page)
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Picture 3F-2
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Picture 3F-3
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Picture 3F-5

(Kranteepra magazine Vol. 84 Front page)
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Picture 3N-1

(Ithirit magazine Vol. 26, Page 57)
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Picture 3N-2

(Mogkolrit magazine Vol. 5 Page 41)
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Picture 30-3
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Picture 30-4

(Chienpra magazine Vol. 402, Page 5)
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Picture 30-5
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APPENDIX B (CHART 1)
Magazine Type KNOWLEDGE TYPE MAGAZINE CATALOG TYPE MAGAZINE
Magazine Already
Magazine Still Sold Magazine Already Not Sold Magazine Still Sold
Not Sold

1969 - 1986 | awIns(74)uming oanininizinios(1969)erimsinznsznies
(1980)wns15(1984)uz | (1974)voniivunszinioalszynd(1977)
w(1984)daani(1984)

1987 - 1996 | @ouns=(1988) wiamd(1987)wszanufia (1987 nszimio diins=(1994) Viaansz(1992)
wizin3(1993) V5imi (1987 quisnnn(1987) Insiing wisdonsz(1995) diforinazan(1994)
wnsnu(1995) (1988) Amsznies(1996)

aummnsz(1989)guinazinioa(1990) 1 Ind
(199D unwana(1991)sniihgnsd(1991)
wngal (19915 1ni (199 1) ausurtns
(1992)siniduns=(1992)nszindoaiiosdos
(1992)aamswszinsoa(1992)inmszmsos
(1992)uanai5ou(1993) Tninoa(1993)
1hin13d(1998) ansusna(1994)usnaiion
(1994)uamn(1994)7ida(1994) wnsuud
(1994) amemsigaimsz (1994 findwse
1n309(1995)/dilonszinsoudioqlno(1995 )
533(1995) aluaans=(1995) ioanaz
(1996)

1997 - 2005 | eaiims(2000) a3nnd(1998) miuins=(1997)ausansz(1999) s1nae(1997)
nszuamsz (2002) wimpsasinaan(2000) fowazazan (1999)dyiifunfiion diferhnderhnue
fainadns (2002) dumanszniea(2001) (2000)dmmmszn3es(2001)gsdomse | (1997)
yn(2004) suladnszinioa(2002) (200D deunzmszndos(200Dama | mimansundos
ndqns (2004) Wangns=(2003) w52(2002)wszintesdra(2002wns | (1999)
wnsinawaznges(2005) | %inia(2003) inf(2002)oiianyni (2003)adansz | gilodons(2000)
wozntouna(2005) in38:(2004)noaaniuin(2004) HOTLINE(2002)

oo lmingz(2004)iies1ne(2004)yy | fifssuainse
wszindod/oun(2005) Inali(2005)/ | (2001)
wiannzinioa(2005)us Tnansnd
(2005)/11134(2005) Funs
(2005)/wszisesnmnsd(2005)

a3 (2005)/dlasn(2005)/

wns$nun(2005)

(2005 September)

* This list of amulet magazines does not cover all the amulet magazines which had existed or have existed in Thailand

because the researcher couldn’t find all the amulet magazines. Some amulet magazines are not listed in this table.
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1 | Fudnws 8 | wnadag 15 | naugnlu 22 | werdaluinse 29 | Jaquena
. .
WNAYNG 21035Nal 19007 NTITNUBLTAN
Fn
a o ' a a = a A o
2 | vesmnnIa 9 | wsglumin 16 | wnapnignd 23 | wnam s | 30 | wenanwansal
1eN] nadawedu ey
115
3 | #eaVIP 10 | wiupuauy 17 | wnadag 24 | waand 305 | 31 | esAnaneuy
=~ ¢ v o '
WINAYNT ae 91033Wal 15 YBIVAY HANBIUT
9
o8
a a 2 . - ) a o P P
4 | aeane ywn | 11 | wizgAaag 18 | wenama  wu | 25 | wenany  vidand | 32 | 5esiiaosvens
= [ Vv a
N5 YA9RIAN. NI AFUUIN YDA
RNV IY 01913588n0Na 15
UTH Y
5 | wnaind Wiy | 12 | afiiiey 19 | nlszdaues 26 | thmsdwdunn
Va991AY yananI WA HAeNe
195945191 1w suns
T
6 | dewseowsz |13 | afUiemsie | 20| naaeildu swu| 27 | wszdunsnsadng
a ' v A
N3 189N AI8ATBITN nls
1w
7 | afuieny 14 | wpandsaw | 21 | afiien wana | 28 | wadwwenun Inad

3R

wifamé

ORRIEN!

15




APPENDIX D Table 30-2

135

Contents

Specific content

deandes uoanzgiaud nszyuIHY

Column

A am A ~ o v Aa
wsgh-wnmen ssgynizynsgl halseiriuna

a A i
UDIALUDIANIN

HaNNeanany

Walasie gaAburagazu

Walan unmhguisdnuidessd

nadweiien Janauf

g = o
BIDTITNNAI FUAINTEWA3Y Ta

Story

pANMI MW 1relangevey Haaieay Janoueigrean

4 "y
IATONTNUG

9

ATUANTE

JURTTUANILIATEY

neulayn

] v oo o
IAAAUVIVTILNA

= =
FYOIUDIVDIA

Column

(Contents of Lanpho magazine, Vol.938 Nov. 2005)

Table 30-3

Contents Specific content
wsrdmanaiiiy Story
WIEWNTHUI Y

A aad
NITA-NDLYYY
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wszagIgssssuandu (varondon)

walasie gaAburagazu

ndaduiuduna

doandoanenzqaud

Column

naeion Janauda

Story

aANMs M uralaneevey MalKoay JanenEEol

& Y
IATOITNUY

9

ATUANTE

%"unszuaws:m?m

neulaln

Ed
FHOINDIVDIA

Column

HANNOLY?

HaNNBIEY

Story

daouldReuvia maiiedeu

Column

(Contents of Lanpho magazine, Vol.939 Nov. 2005)

Table 30-4

Contents Specific content
ws=Amanadiy Story
NIEWNTHUIY

~

NsEA-NBHown

wszagIgssssuandu (vasaendou)

wanias faAburagazu

ndaduiuduna

Column
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doandoananzqaud

nadaweiien Janauf

Story

oA M uralaneerey HalKedy Saneueerow

& "y
INTDITNUIY

ATUANTE

JUNTTLANILIAT DY

neutlailn

e =
FHOINDIVDIA

Column

GRNLCIOER

HaNNBIEY

Story

asuldRsuua valioden

Column

(Contents of Lanpho magazine, Vol.940 Dec. 2005)



138

APPENDIX E Royal Institute System

Consonant Vowel
Thai Roman letter Thai Vowel Roman
Initial Final letter
consonant consonant
f K- ‘K -y, ¥ a
Ua X KH- 518 3 am
q NG- -NG 5z 1
? CH- -T %% u
¥R CH- AV e e
] Y- -N W, - ae
agm D- - T-2,1- 12, - 0" 0
a9 T- -T og, 19, I oe ail
DINNG A TH- -T oz, "y ia
ua N- -N ‘8z, i'9. Mg, N, - ua
U B- -p 1-, 1-,%,18 ai
1l P- -P |1, M ao
WW A PH- P i ul
o 9 F- 37 1o, -08 oi
N M- -M f iu
8 Y- e Fa, -2 eo
3 R- -N 18 oel
aw L- -N o8, -8 uai
g W- 1 aeo
% o Bl S- -T Fon ieo
na H- -
p 5 3

(Royal Institute 1968 : 7)

This table is from “msAnums1¥snusIsiuumusnusine / ves Sunsiia Tamsgquns”, p 18-19.
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