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Social Discursive Construction of Health Anxiety: a study Based on Textual Analysis of Senti-
ment Polarity
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men, 361021 China )
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Abstract: Medical advertisement, an indicator of how medical discursive system, society, body and gender
interact, is largely conducive to the construction of health anxiety. The present research is based on the sen-
timent polarity analysis of sample medical advertisement from Health Times in 2014, one of the top three
health journals in China. The findings have disclosed at least three arguments: 1. medical advertisement,
not informative of a positive self upgrading as expected, but a negative epideictic oratory in essence, mainly
constructs the health anxiety through three channels gender stereotype, health crisis fabrication and patient
self-diagnosis. 2. What ideologies underline the three constructive strategies They are gender hierarchy,
health technique and private rule. 3. Improper discursive construction of health anxiety would do detriments

to the society in the long run, e.g. Overtreatment.
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