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摘要

 

本研究在康拉德的社会医疗化理论的框架下通过批判性话语分

析的方法分析中国电视媒体中出现的男性肾虚类广告提出制药厂

是通过去处方化来达到社会医疗化和用药平民化的目的其潜在的危

害更大这是一个不同于医生主导的社会医疗化过程。 
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Abstract

Employing the framework of Peter Conrad’s social medicalization theory

and the methodology of critical discourse analysis, the present research 

analyzed major advertisements of male kidney disorder on Chinese TV 

channels. It demonstrates that, by converting prescription drugs into 

nonprescription drugs, pharmaceutical companies make their products 

accessible to lay people without professional intervention. The thesis argues 

that this process of social medicalization, unlike the one described by Conrad 

which is dominated by medical professions, is initiated and influenced by 

pharmaceutical companies and potentially more detrimental to lay people. 

 



6
 

目录

Table of Contents

致谢 Acknowledgement .....................................................................................................2

摘要 ..........................................................................................................................................4

Abstract ..................................................................................................................................5

目录 ..........................................................................................................................................6

第一章 绪论 ...........................................................................................................................8

第二章 药品广告 ............................................................................................................... 12

1. 药品广告的定义.......................................................................................................... 13

2. 药品广告的特殊性 ....................................................................................................... 14

2.1. 非处方药品市场的发展 ........................................................................................... 15

2.1.1. 非处方药到处方药的转化 ................................................................................... 15

2.1.2. 非处方药的转化带来了药品广告市场的迅速发展 ....................................... 16

2.2. 药品广告构建了公众对“健康”认知的范围.................................................... 19

3. 中国药品广告存在的问题 .......................................................................................... 20

第二章 文献综述 ............................................................................................................... 25

1. 医疗化理论的定义 ...................................................................................................... 25

2. 医疗化的范畴医疗化和去医疗化........................................................................ 26

3. 推动医疗化发展的几个因素...................................................................................... 29

4. 中国学者对医疗化的理解 ......................................................................................... 32

5. 男性问题的医疗化研究 .............................................................................................. 33
5.1. Conrad对男性问题医疗化的研究...................................................................................34
5.2. 男性勃起障碍 .......................................................................................................................35

5.2.1 男性勃起障碍研究的发展以及伟哥对医疗化的推动................................ 35

5.2.2. 被动医疗化 ............................................................................................................. 36

5.2.3. 男性勃起障碍在中国是如何被医疗化的......................................................... 38

6. 去处方化是医疗化理论的延伸 ................................................................................. 41

第三章 研究方法 ............................................................................................................... 43

1. 研究样本 ....................................................................................................................... 43

2研究方法........................................................................................................................ 44



7
 

第四章 数据分析 ............................................................................................................... 52

1. 药物广告样本及文本分析 ........................................................................................ 52
1.1. 北京同仁堂六味地黄丸广告..........................................................................................52
1.2. 华佗牌六味地黄丸 ...........................................................................................................53
1.3. 仲景牌六味地黄丸 ..............................................................................................................55
1.4. 修正牌六味地黄胶囊..........................................................................................................56
1.5. 九芝堂补肾固齿丸 ..............................................................................................................57
1.6. 九芝堂浓缩六味地黄丸 ..................................................................................................58
1.7. 康缘六味地黄软胶囊..........................................................................................................59
1.8. 泰华堂牌六味地黄胶囊 .....................................................................................................60
1.9. 汇仁肾宝................................................................................................................................60
1.10. 汇仁牌六味地黄丸............................................................................................................61
1.11. 紫鑫牌补肾安神口服液...................................................................................................62
1.12古汉养生精........................................................................................................................63
1.13. 益肾养元颗粒 ....................................................................................................................65

2. 传统的男性形象的话语分析...................................................................................... 66
2.1. 广告中是如何定义“健康”的状态的 ...........................................................................67
2.2. 中药古方和现代科技在广告中的作用 ...........................................................................68

3. 小结 ................................................................................................................................. 70

第五章 结论 ........................................................................................................................ 72

References.......................................................................................................................... 75

附录 药品广告文本 ........................................................................................................... 85

文本 1. 北京同仁堂六味地黄丸..................................................................................... 85

文本 2. 华佗牌六味地黄丸 ............................................................................................. 87

文本 3. 仲景牌六味地黄丸 ............................................................................................. 88

文本 4. 修正牌六味地黄胶囊 ......................................................................................... 89

文本 5. 九芝堂补肾固齿丸 ............................................................................................. 90

文本 6. 九芝堂浓缩六味地黄丸..................................................................................... 91

文本 7. 康缘六味地黄软胶囊 ......................................................................................... 92

文本 8. 泰华堂牌六味地黄胶囊..................................................................................... 93

文本 9. 汇仁肾宝 ............................................................................................................... 94

文本 10. 紫鑫牌补肾安神口服液 .................................................................................. 95

文本 11. 汇仁牌六味地黄丸 ........................................................................................... 96

文本 12. 古汉养生精 ........................................................................................................ 97

文本 13. 益肾养元颗粒.................................................................................................... 99
 

 




