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Abstract
This study investigates the discoursal structure of TV commercia
(consumer) advertisementsin Arabic. It focuses on analyzing and describing
the visual and linguistic verbal strategies and their structures, specifically
aspects attempting to persuade the viewers together with their syntactic and
semantic features, which are reached through tape-recorded situations of 75
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samples shown on two channels of Nile satellite. However, non- verbal
strategies are going to be tackled just in passing. It is believed that an
effective advertisement can be best presented if the advertiser is well
acquainted with the linguistic and rhetorical devices used in the advertising
message. In addition, since both Arabic and English have increasingly come
world-wide use, we hope this research raise the level of awareness of the
persuasive techniques used in advertisements. Such awareness might be
important, for example, for students of translation whom we hope to enable
to a better use of Arabic and English through exposure to the use of this
particular variety of language. We hypothesize that TV commercia
advertisements vary in the strategies adopted in presenting the advertising
message. We aso hypothesize that exaggeration is the most prominent
strategy. The study has come up with the findings that first, TV commercial
advertisements involve various strategies accompanied by some modes that
help for an effective presentation of the message. Second, the study proves
that TV commercial advertisements are highly exaggerated; this is really
reflected in the use of adjectives that are mostly superlative.

1. Introduction:

Language has a great influence over people and their
behaviour. This can be seen in the field of advertisement. The design
and visual content have a great impact on the audience or consumers,
but what helps people remember and identify the product is the

2. What is Advertisement ?

Advertisement is any paid form to motivate large audience for
commercia purpose (www1, 2005: 11). For Hermerén (1999: 4), it is
a short message that consists of sentences to persuade viewers or
readers to buy or sell a product or service. On his turn, Al-Nasiri
(2002: 44) argues that it is a complex phenomenon since it involves
two interacting processes, viz, communication and persuasion.
Welilbacher (1979: 11) states that, in present time, the word
"advertise" means ‘to heed the attention and notify someone about
something". Gradually, the word has acquired a more general meaning
particularly, 'to make something publicly known'.(ibid).
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3. History of Advertisement:

Many historians think that the signs above shop doors were the
first shape of advertisement. As early as 3000 BC, the Babylonians,
who lived in Irag, used signs above their shop doors. The merchants
used signs or symbols such as a boot that advertised a shoe maker's
shop because few persons had the ability to read (Kaufman, 1980: 18
and Al-Nasiri, 2002: 6). Rusu (2000: 5) says that the first printed
advertisement was in 1477 in London. By 1771, there were 31
newspapers, al carried advertisements. The development in
trandation during the last half of the 19th century increased the
number of readers who could read magazines and newspapers. The
growth of radio usage was fast. So, by 1926, there was much greater
use than before of radio as a major advertising media. (Rusu,2000: 6).

After that, in 1920s, during World War 2, the progress in
commercial televison slowed up. However, there were 75 stations
operating commercialy in the US in 1949. Nevertheless, in the US,
advertisement has developed more than any other place. (ibid).

There were developments in magazines and newspapers and the
development in radio and television with the use of moving pictures
led to the establishment of a commercial force by the mid — 1950s,
and the dominate medium during the 1960s and 1970s. (Weilbacher,
1979:12).

4. Advertising Strategies:

Advertisers hope to make the audience pay attention to the
advertisement throughout using verbal and non-verba strategies.
These strategies attempt to persuade the consumer. Moreover, Al-
Joburi (1998. 46) states that in any advertisement, there is an
introduction, which gives an idea about the product, a development,
which gives some details, and conclusion.

Rusu (2000: 7) believes that the techniques of advertisement are
Important principlesin many nations. In addition, Dirksen, 1977( cited
in Al-Nasiri, 2002: 67) states that there are some features that can be
considered to be practical and objective bases for the advertisement.
They are:
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1. Be brief: Presenting the ideas briefly helps to be understood easily
and to be remembered well. White (1980: 23) and Al-Nasiri (2002:
68), believethat no one reads long advertisements.

2. Be simple and clear: To be clear, the message should be simple,
well- structured and the ideas should be arranged logicaly. In this
sense, the advertiser should make his message involve no extra
effort on the part of the audience (Al-Nasiri, 2002: 69).

3. Be appropriate: The advertising message should be appropriate in
both form and content. Its sounds should be familiar to native
speakers of alanguage in a specific situation (ibid: 70).

4. Be objective: In an advertisement, both objective and subjective
types of language are manipulated to get certain amount of effect.
Subjective language tells the audience very little about things and
events with which it deals. The advertiser embodies the objective
aspects by placing emphasis on the objective sides of what he/she
has to tell. The advertiser clams that he is telling the truth, he
emphasizes his objective sides trying to convince the audience to
believe his message (Al-Nasiri, 2002: 71).

5. Becredible: Advertisers often speak to persuade the viewersto
believe the message. In this sense, the language of the message
should inspire credibility of what is being conveyed (ibid: 71).

6. Bepleasant: A pleasant message is able to attract the attention, it is
more acceptable than unpleasant one. The sentences should vary in
length, use illustrations, sex attraction, cartoons and any other
pleasing devices (ibid: 72).

However, based on an eclectic model, the data analyzed in this
study has shown that there are various strategies manipulated by
the advertisers to persuade audience to buy their products. These
strategies are:

1. News. The most important feature of it is that it explains the type

of product by news or a sort of news. This can be seen clearly in
the following excerpt:

aSall g 3l gau¥l Gyo Ba300 9 (hgaslll ¢ BEAS (e il gfune lalll Glef ... Jale pa-1-
- Jaa
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"Breaking news, the fox declared his responsibility for the
disappearance of the lemon and flower in the market; details as
follows:"

This advertisement is about a detergent called "extra’. An announcer
appears, then afox speaks to advertise the product in a narrative style.

2. Commands. They are simple, easily understood and have strong
power and effect on the audience (Al-Joburi, 1998: 93 and Al-
Nasiri, 2002: 46). This can be seen in the following extract:

”Don’t lose the opportunity” ¢ Lol (a5 485 Lo-2-

This advertisement is about "Lipton” tea. A person is holding atray to
offer cups of "Lipton" tea to the customers who are ditting in a
restaurant. In this advertisement, there is a free gift for the one who
buys this type of tea, so, the advertisement says " Lo, aseds Lo "
which means "Do not lose the opportunity of winning a free gift". At
the same time, it urges the audience not to lose the opportunity to
drink or to taste this kind of tea.

3. Specific — fact: It attracts viewers' attention because of the specific
facts of interest to those seeing the advertisement. Thisis shown in
the following example:

Liagalall U3 gy8 9 4593) pad o £535 Olagaalidl lél-3-

"Most shampoos make your hair loseits natural oils and proteins”.

4. Statistical: It contains one, two or three of the statistics about
the product. Thisis presented in the following excerpt:
J81 590 VA s wauall uigsle jeaS -4-
"The new Knor mayonnaise with 68% less oil".
A woman and her husband are in a kitchen preparing food. Then, they
cover the food with "Knor " ,sis mayonnaise and taste the food and

say: “mmm” to show that the flavour is perfect.

5. How-to: In this type, the advertiser promises the audience to tell
how the product will act. This can clearly be seen in the following
excerpt:

Future Studies Centre- Al-Hadba’ Un. College 11
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- 858301 Jlaad 3Ll DOVE Sk jo ©olel Slelw Ve 3 -D-
"Dove moisturizers have brought back life and beauty to the flower in
10 hours'
s Jlaad Bliadl waase S LS

"Imagine how it will bring life back to the beauty of your skin, too.”
A wilted flower appears as a symbol of the skin. As soon as this
flower is put in "Dove skin cream, it becomes alive.

6. Testimonials and Endorsement: They are direct quotations from
statements made by individual customers or individuals in
customer companies or even by experts. The advertisers tend to
assure the audience that the product has been checked thoroughly
by a specialist who confirms that these products are free from
common diseases. Thisis reflected in the following extract:

wie Ogans pu gyl o &8 Liallall dawall Latiie § jgaball 355150 (o dala el —6-

(Vo) daye

“Are you afraid of bird flu? The International Health Organization

approved that the virus dies at 70”.

"Koke" is a chicken company. The International Health Organization

endorses this product to make the audience be sure that with "Koke"

they will be away from "birdflu" disease.

Furthermore, the advertisers, sometimes, tend to mention the
ingredient and the features of the product in order to assure viewers
that the products are safe, natural and more acceptable. For example:

"Knor mayonnaise with 68% less 0ilS" ¢ a1 ;988 7VA as 53sale 5938~
"Shetokal pill 100% natural content” « 73+« caub Wl gias JISgisd La-

LMl dag il o rgade glas-
" Chicken have been slaughtered according to Islamic rules’.

These quotations, however, are believable since the advertiser is

not making any statements of his own about the product. (Hermerén,
1999: 27,34-39, Rusu, 2000: 10 and Al-Nasiri, 2002: 20).

7. Dialogue: It is a conversation between two or more people or

characters. The characters are either rea people or cartoon

characters or even speaking shapes from the advertiser's
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imagination. This can be seen clearly in the following excerpt:
Crieadl (e dio (4o 8531 Oy gus Lisudl ells - /-
¢ Buall 038 Jlgb Ll aguiew Jay
e i (Ll G
"King of dinosaurs died millions of years ago."

“Will our teeth last for the same period of time?’
“My teeth will stay".

The conversation is between a dentist and few boys
surrounding him. He explains how this toothpaste "Golgate" keeps the
teeth safe from food acids. The dentist says that the dinosaurs died
long time ago. One boy asks the dentist if their teeth will last for along
time, too. Another boy answers that his teeth will remain safe because
he uses "Golgate". Finaly, the dentist tells them that by using
"Golgate" they will reach the am of keeping their teeth safe from
tooth decay.

8. Reason-why: It tells viewers whether the thing advertised will
interest them or not. This can be seen in the following example:
" Why don’t you speak?" ¢ S e glue il -8-
In afarm, a little boy is sitting with a little girl watching cows. The
girl asks the boy the above question but he doesn’t answer because he
Is busy eating “Kery” cheese. The girl asks the boy this question and
he answers nothing.

9. Comparison: The advertisers compare the product with
competitive ones or with other models of the same product to
improve results which are positive points to the audience. This can
be shown in the following excerpt:

Jealiews 3 Lo Jawddt 3 TidE e -9-
“washing with Tide, there is nothing impossible”
The TV. screen isdivided into two parts. On the right, thereis
a shirt that has been washed by normal detergent. On the l€ft, there is
ashirt that has been washed by "Tide". The shirt which ison the left is
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whiter than the other because "Tide" has made the clothes look new.

10. Prediction: It is effective if there is logical explanation why the
prediction is made. In this type, the product promises some
positive benefits (Al-Nasiri, 2002: 50). This can be seen clearly in
the following excerpt:

A8 Lalie g IS o pgaial (0o Jgb (log e GLIAT Lasls 034 ¥ -10-

Kinder &y agl, s
"Because my children are awaysin mind, and | want to give them
more love and more care, | choose Kinder chocolate for them".

A mother surrounded by her children is speaking. She gives them the
chocolate. The chocolate is shown to the audience to arouse their

appetite.

11. Question: This type arouses the viewer’s curiosity and makes
him/her follow the advertising message. For example:

¢ Gualls acy Sla pas -11-
“Isyour hair dry and breaking ?"

Beautiful women with thick and healthy hair are walking in the beach,
riding horses and wearing crowns on their heads to advertise a
shampoo called "Sunsilk".

12. Teaser: It has the ability to arouse enough interest within the
viewers by presenting a problem with its solution. Let us look at
the following:

L<as easl Luiaull 8yl qaids -12-
"Brightening the oiled skin has become possible"”.

Oiled skin sometimes represents a problem for some people. The

solution is by using a product, viz. a cream. A woman with oiled skin

appears again with dry, white and soft skin after using the cream.

13. Emotional: It arouses people’s emotion throughout showing
comfort, relax and fresh scenes. This can be seen in the following:
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sssall G299 Gebo e (il -13-
"Refresh yourself with the new Dosh soap".
"Dosh" soap is presented by photos of faces and hands of men or
women. The foam of the soap, the water and the good smell have been
shown with happy, fresh and comfortable faces with wide smiles.

14. Slogan: It is a short expression which creates a favorable image of
a product. (Rusu 2000:10 and Al-Nasiri, 2002: 20).This is
reflected in the following excerpt:

"Haircode, cream gel" Jea ays Haircode -14-

Many young boys and girls are dancing and singing to advertise the
hair gel. They are repeating the name of the product more than one
time with musical harmony.

15. Cumulative: This type is characterized by the fact that two or
more elements of the headlines are physically separated from
each other in the advertisement.It enables the audience to get
more information, news and benefits of the products. For
example:

Nokia6111 -15-

danay g1, ¢ ol G

"Nokia 6111 isamazing in action, wonderful in size".

Photos of Nokia mobile are presented to show the features of the

mobile, shape, technology and size. The words and the photos are

used to give information to the viewers about the product.

16. Negative: It includes negative words or phrases. So, the viewers
can easily consider the negative thought not the positive one
which the advertiser wants to convey. Let us look at the
following excerpt:

Cudd g 3 g gl S g‘! pholalall ¥y (uddl 3,y 3 —16-

"Neither lettuce leaves, nor tomato makes the sandwich light and

delicious’.

The negative liesin the use of the words: ( ablakal ¥y ¢ yuall 3,9 ¥)

Future Studies Centre- Al-Hadba’ Un. College 15
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17. Brag and Boast: Advertisers use very exaggerated expressions to
arouse the attention of the viewers. They make their product the
perfect one by using unbelievable expressions. For example:

" dale Gawl bal jaddu Latsl -17-

“We are proud to put our name on our product "
GMC company for electrical apparatuses presents the advertisement
throughout photos of its electrical tools and apparatuses to show the

features and characteristics of the products. Brag and Boast expression
liesin the use of the word: ( AldN)

18. Exaggeration: Information and evidence about the product make
the advertisement more truthful. Exaggerated words, expressions,
phrases, drawings, pictures, photos and colours have an important
role in the success of advertisement (Al-Joburi, 1998: 89-90).
Thisis applied to our data:

Cagl a1 J g3 18-
“An effective cure for cold symptoms"

"Panadol" is a medicine for headache. A woman is putting her hands
on her head to show that she is suffering from headache. The
exaggeration liesin the use of the word: ( yts)

elaass il 3430 Piffpaff -19-

“Piffpaff, is the power that protectsyou "
The insecticide "Piffpaff" appears on spray can and few flying and
creeping insects appear alive. After the insects had been sprayed by

"Piffpaff", they became dead. The exaggeration lies in the use of the
WOrdS: (etsasty il 3 430)

19. Offer: In this type of advertisement, the advertiser offers the
products or the services in a way which creates satisfaction on
the part of the audience. Let uslook at the following excerpts:
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" asaal Oust pf -20-

» Here you are the new (Oust )
"Ougt" air freshing spray is shown to be able to remove bad smells
completely. Women appear in this advertissment in bathrooms
spraying "Oust" and smelling the good smell of this product. ( .su is

an offer.
¢ Judl By LA oY eiSay —21-

“Now, you can choose a better way "
The offer in this advertisement liesin the use of the word: ( etisas)

20. Pressure: This type is used to make people choose quickly
without long consideration. Some advertisements, for example,
use the expression:

"Buy now, before they're all gone!" (wwwl, 2005: 10). This can be

presented in the following excerpt:

e A s Y Raffaello gty gl -22-
"Hurry up and buy Raffaello ... hurry up ... ".

Raffaello is a type of candy presented in its coloured packet. Then

photos of different beautiful places, rivers and islands appear to show

that with this candy, one can win avoyage to that beautiful places.

21. Narration: In this type, the advertisers use a narrative technique
in presenting their products. Sometimes, they use real people to
narrate but

some cartoon characters or children may be used instead. Let us look
at the following excerpt:

cdasea Glaad oSSla e FOIY i alge¥ o e -23-

"For many years, Fery added a unique brightnessto your lives".
The passage of time is presented in this advertisement by showing
many occasions which happened in the past. For each occasion, there
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are photos or video scenes in which Fery bottle is put in the sink to be
used in washing the dishes after each occasion.The advertiser presents
"Fery" asif he narrates a story or atale.

22. Pun: In using pun in advertisements, the advertiser has two ams:
first, he wants to make fun; second, to heed attention of the
audience to the words themselves. (AL-Joburi, 1998: 99 and
Al-Nasiri, 2002: 98). This can be seen in the following excerpt:

Sl eilly psilSIL GOlgate auiiunl SY aguiew Sluwl B -24-

asl,9dddl poud ISIL deall
"My teeth will stay because | use Golgate with Kalthom and Al-
faoreat.”
“You mean with calcium and floride".

The boy says ( o,y asitiss instead of wsl,glishy p gacuttssl )

23. Reversal: A pair of words in a phrase is repeated in reverse order
and there is incorporation of binary opposites in phrase as well
(Al-Nasiri, 2002: 91). Thisisclear in the following example:

Byl e Gulad aliall (le (568 -25-
“Tough on germs, sweet on skin "
The words ( s43) and () ,as binary opposites, have been used to

show the reversel.

This advertisement talks about soap for killing germs. A mother with
her son enters her house and there are germs in her son’s clothes and
hands, shown by black small points. As soon as she washes her son’s
hands, by ° Life boy plus’ soap, the number of the germsis reduced to
one or two.

24. Rhyme: The advertiser uses repeated sounds at the end of words
or phrasesto create rhyme. This involves repetition of consonants,
syllables or even repeated words at the beginning and end of the
phrases. Thisis shown in the following excerpts:
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" (k3 gauuo) ¢ Bolall 398 LlSy Bub)y ol — 26-
" Extra whiteness and abnormal cleanness'
Rhyme lies at the end of the two words: .¢ 3sta « 3uL3)

=27 ¢ jgakall 15391850 oo Lsla 3 Hyudy il Lald —
"Don't let us go round and round, are you afraid of bird flu ?".
Rhymeliesin: (b « ,9u)

25. Repetition: It is a fundamental technique in advertisement.The
advertisers use repeated words, headlines and repeated slogans to
draw the attention. (Al-Joburi, 1998: 101, Rusu, 2000: 11 and Al-
Nasiri, 2002: 21-22). Moreover, Rusu (2000: 10) affirms that this
technique involves repetition of the advertisement several times a
day. It helpsto build or reinforce a company's reputation. This can
be represented in the following excerpts:

Lacl Lol ... Bylad Laslo 3,801 DOVeE -28-
"Dove for aways bright skin and always soft"

Many women of different ages (young, middle, old) are presented to

show that they use "Dove" soap and the skin is active, clear and young

without any wrinkles. Repetition in words appears in this
advertisement through repeating theword " " wais" twice.

ey 33 Jaa p05S haiT code —29-
sy 34y > ms hair code
el g 33y Jaa p05S haiT code

"Hair code cream gel feeds and fixes'.
Repetition is very clear in this advertisement when this headline is
repeated more than one time.
" Dettol to stay refresh” ... Laaiie S Dettol -30-

" Dettol be sure .. Bustia S8 Dettol
o2y LG Dettol puaiis S
"The family which uses Dettol rarely gets sick"
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Bad smell of body sweat is a problem talked about by a little girl in
referring to her farther. One of the mother's friends advises the
mother to use "Dettol" soap. Before using "Dettol"”, the girl closes her
nose by her fingers and runs away from her father, but after using the
soap, the girl comes to hug and kiss her father. Repetition is clear in
the name of the product "Dettol" which is repeated three times.

26. Homonymy: It is used in advertisement when one word can have
two senses (Al-Nasiri, 2002: 97). This can be represented in the
following excerpt:

¢ Jis| e Deux Gl;a—.?:l—
“Deux chickens are more healthy"

In a farm, there is a large number of chickens; they are large and
active. These chickens are eating, walking in French countryside. The
advertiser wants to say that consumers can get not only one chicken,
but two normal chickens. Thisisindicated through the use of the word
(Deux) which means 'two' in French. So, when the consumer buys one
chicken of alarge size, as if he/she buys two, so he/she saves money,
asaresult.

27. Metaphor: It is used in advertisement when there is substitution
based on underlying resemblance (ibid). Let us look at the
following excerpts:

¢ guaddl ulgaldl Jiay gulga Sl BF -32-
"I am miss Hawas which means the five senses"
An actress presents 'food fat' called (. This actressis called
(o> ey Mrs. Hawas in the advertisement. The advertiser
connects and makes similar the name with the real five senses.
¢ el il Basaa 30¥y Olay -33-
“Olay, anew birth for your skin"
The advertiser usestheword 'ssy, asif he wantsto say that with
" Olay ' women can get new skin, and anew birth, in result.
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Al gpd oo Wila -34-
“Your life without meis salad"

A woman and her husband are in a kitchen. The man tastes the salad
without "Knor", he gets no flavour. Then, his wife brings "Knor" and
adds it to the salad and says! (&t gné = eSlia) She wants to say:
"Your life is without flavour, without me it is empty and without
meaning just as the salad is without flavour because of the lack of
"Knor” So, indirectly, the advertiser urges viewers to use “Knor” to
add flavour to their salad and their life .

28. Ellipsis. It is shown in advertisment when there is a gap or
omission that has to be completed (ibid: 95). This can be seen in
the following excerpt:

e OSI OBgl (99 O ulead p)S Sl Jgeaadl sl e =35
"It's difficult to find afoundation without defects, but ... ".
'Max factor' face cream is presented by a woman. She puts the cream
on her face and appears with a soft and attractive face. There is a gap
after theword ( <1y inthis headline.

29. Monologue: It is used in advertising when there is one speaker.
(www1, 2005: 3). This can be shown in the following excerpt:

¢ gaaagds M el -36-
“Y ou who understand me"

A woman is shown in this advertissment speaking to herself and
looking at  ( s<1,a11) cheese. This woman holds her wedding dress in

her hands and she is hesitant about her wedding party.

30. Allusion: It is a reference to an event, story, poem, drama, novel
..., €tc that may be held in common with the audience (ibid: 1).
Thisisrepresented in the following extract:
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¢ Bagaad Juliet ewn-37-
“ Hereyou are, the new Juliet"

A handsome man appears in the advertisement. He is shaving with a
tool to show the shape and the size of the tool and how to get soft and
delicate skin by using "Juliet". The advertiser uses the name of the
famous heroine Juliet in the famous play "Romeo and Juliet" to arouse
the attention of the audience and as an indication of being handsome
in using the tool as Juliet’s beautiful face.

31. Proverbs. Though rarely, proverbs are used in Arabic TV
advertisements. The advertiser presents the proverb to say
much in little. As such, the advertiser aims at keeping the idea
of the advertisement in the viewers’ mind as long as possible
since both the advertiser and the viewers have something in
common, i.e. the proverb.

This can be shown in the following example:

Ly M da gy loguad) o gl -
"The black pimples go out without return”.
"Newtrogena' is a skin cream to remove pimples. A girl is shown to
explain the problem and to show the solution. Small black balls are
used to present these pimples. The girl pushes these small black balls
to show that by using

this cream, pimples will be removed. The proverb liesin:
" daa, M Ay,
5. Miscellaneous M odes:

To arouse viewers’ attention greatly and to persuade them when
presenting the advertising message, advertisers use various modes

within the previous strategies. According to our data, they are:

a. Verbs: Aitchison (1999: 146) states that most of the sentences do
not contain verbs, but if the verbs are used in the main message
of the advertisement, they are often commands. However, if they

22 Buhuth Mustagbaliya (17) 2007, 1427A.H.



The Discourse of TV Arabic Advertisement

are not commands, they are aimost in the ssmple present tense and
they express past and future. Furthermore, Vestergaard and
Schorder (1985: 67 and Leech 1969, cited in Al-Joburi, 1998:
101) believe that the verb "buy" has unpleasant connections. So,
instead, verbs which are synonyms of the verb "buy" are used.
The most common verbs are: make, give, get, have, see, come, go,
use, know, keep, look, need, love, fed, try, like, choose, take,
taste, start, enjoy, and call. (www1, 2005: 4). On the other hand,
the verbs used in our datarefer to past especialy in narrative style
such as
(joined) ss1, ,(stayed with) sy ,(shook) méls ,(added) i

In addition, the verbs may have a present-time sense especialy in
referring to facts. Thisis exemplified in:

(MiXygras (Feed)gisy (@rantypias ,(Satisfy) aadis
Moreover, verbs may refer to future time, for example the verb:
will last forever) a guic

Finally, verbs may be imperative, for instance 1 yuaicl (depend, (1515), Say)

b. Adjectives. There are adjectives, Sells (2003: 18) calls them
"positive adjectives’, which are commonly used in advertisement.
Another type, Sells calls "negative adjectives'; these are used to
describe a problem before it has been solved. In general, the most
common adjectives that are used in advertisement are: new, good,
better, best, free, fresh, delicious, full, sure, clean, wonderful,
special, crisp, fine, big, great, real, easy, bright, extra, safe, natural
and rich. (www1, 2005: 4). Arabic TV advertisements use
positive, sometimes superlative adjectives. They can be grouped
in the following:

,(soft) Laets ,(bright) 3,a3 ,(better) g (better) s
#...(beautiful) dtees

c. Specific Words and Expressions:
Hermerén (1999: 182) defines the words used in advertisement as
"a complement to pictures’. So, advertising verbal message tends to
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be expressed in few words. Al-Joburi (1998: 96) contends that the
words used in the advertisement should be recognizable, easy and
familiar. Furthermore, AL-Nasiri (2002:1) states that the words used
in advertisement have a direct impact on expressing the idea of the
message. The good arrangement of words has the ability to convince
the audience. It should be noticed that language mixing or code
mixing is manipulated in Arabic advertisement, in particular, English
loan words.

For his part, Rusu (2000: 1) believes that the use of the words
"sale", "bargain”, "reduction" and "discount” with great frequency
makes the advertisement attractive. On their turn, Vestergaard and
Schorder (1985: 60-62) say that the promice of free gifts and the
surprise element are also used as an attractive strategy in
advertisement such as promices to give prize, cash money, presents or
trips to some places. Furthermore, the use of the

word "secret" or "discover the secret" is also used to arouse
consumer's curiosity, (ibid).
Let uslook at the following excerpts:
" Lakty well, I likeit" - 38-
" Lakty well" is hair cream. The advertisement explains the features of
this product. The woman appears after she uses this cream, she says.
"I like it". She says that in English while the advertisement is an
Arabic one.
LYY pans i -39-
“Enjoy 33% discount”

A woman in this advertisement is trying the product. She puts some
cream on her leg, she draws the shape of heart on her leg to show that
there is no hair in her leg since she uses "Jonhson" cream, which
removes hair from the body. The discount appears in this
advertisement to arouse the attention that one can get the product with
low price.

Jalll S eli i wie Ll pa,S Ll 40 -

"Day cream is free when you buy night cream".

A paill woman face appears before using "revliox", then the same

24 Buhuth Mustagbaliya (17) 2007, 1427A.H.



The Discourse of TV Arabic Advertisement

woman face appears again, but this time, it is bright, soft and active as
a result of using the product. The word "free" " uwsis used to

persuade the viewers.
COSLY (I ) Lyan O, myl -41-
"Win seatrips to best places"

One can win atrip to very beautiful placesif he/she buys the product.
The advertiser uses this attractive expression: (- &yas oda; ) 10
convince the viewers to buy the product .

Arial e 8 a0 oS Wy i AlNE Olalis yaiusy — 42—
"Arid's surprises continue. Congratulation, you won U'mra from
Aira".
Theword " otaws" (surprises) isused in this advertisment to arouse
peopl€e's attention. In addition, the expression
Byac CrauS gpo (congratulation, you won U'mra) is used to
say that one can win U'mra by using this product.

Mol 3l &)y g2l Jlan pow ¢ uadl -43-

"The secret behind my hair's beauty is Daber Amlaoil”.
A famous actress is employed in this advertisement to try this hair oil
for her hair. There is a mother with her daughter. The girl touches her
mother's hair and says. " padas oy i LiL" " Mammy, your hair is
falling". The mother's

hair fallsinto her girl’s hand. The mother says: " e g5 o e, "
“l wish that my hair islike U'la’s “.
The girl says: " 5,<s “ an ided’, and then goes to the actress and asks

her about the secret behind her hair's beauty. The actress replies that it
Isusing the hair oil. The word "the secret”, " . " isused twice.

(I havethe secrety  « yuull ot -
The word "The secret”, " " is used to attract the attention of the
viewers.
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d. Pronouns: The pronouns that are used in advertisement are limited
to "you" and "I". However, Al-Joburi (1998: 89-90) believes that
the advertisement which uses the pronoun "you" is more believable
and noticeable. Let uslook at the following excerpts:

19,88 Liaw Vo (o (Ol () 9a20) (5l guasd low pudiieol Luadds B -44-
"I myself use Sansodine ( atoothpaste) for amost 20 years"
iy ey Slanws (5,5 33 el -45-

"Y ou should choose your home carpets by yourself".

e. Association: Dedrable associations are found in  Arabic
advertisements when the advertisers depend on relax scene, puzzle
words, signs, mimes, sentences, songs or some sounds to make the
audience connect between these things and the product which is
advertised. (For more details, see www1, 2005: 9). This can be
shown in the following excerpts:

sty Jiff (oudicul ¢ Busiall alall L3 -46-
"To remove stubborn spots, always use Jiff".

A man, with dirty suit and hat which are covered with greasy spots,

appears as if he has just come form his work. He opens a door and

enters. The sound of water is heard. In this sense, the advertiser wants
to say that the man wants to have a shower. Then the man appears
with white and clean suit and hat after having the shower with "Jiff"

[the liquid detergent]. This advertisement lacks the use of words except

the slogan above which is printed on the screen.

)3 (e 095 plasl IS a0y - ao aomA -
“Ring ring ring ring ...and make me happy ...al my nerves are
hurting me. When will you relief me?”
The Iragi famous singer Kadim Al-Sahir sings a private song to
advertise a mobile communication company. So, employing such a

celebrity makes people connect between the value and position of this
famous singer and this

mobile company especialy when the singer has not used one of his
songs, but he sings a new special song for "Iraguna"’ company.
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f. Animation: The advertisers in some advertisements give human
features to the products such as drawing a mouth and eyes for the
product to make it act like a human being, i.e. speaking and
dancing. Some advertisers cal this technique "personification”
(wwwl, 2005: 10). This can be presented in the following
excerpts:

JIS il o gaa -48-
This advertisement is about medicine that reduces the weight called "
Jissina" Two capsules are speaking about a fat cartoon woman. The

first capsule says that this woman wants to eat everything and is till
dim at the same time. "Shetoka" capsules have the ability to reduce
the high weight. The fat cartoon woman appears slim after using this
medicine. The capsule says:

JS5iad g o i Lo galliy dipy wmfsle JS -
"Eat what you want, your weight will decrease and not increase with
Shetokal ."

g. Cartoons: cartoon animals which are familiar to people are used in
some advertisements to attract the attention and create a sense of
fun and to give avalue to the product aswell. (ibid). Thisis clear
in the following excerpt:

(Jaad Bl e el ) ..o WA G dladghune e oalalll et — 49

"The fox declared his responsibility for the disappearance of ...".

(detergent advertisement.)

h. Celebrities: Advertisers recently have the custom of advertising the
products through a celebrity figure. Celebrities are used to
persuade the viewers. The use of a very famous actor/actress gives
the product more value and more persuasive effect especialy if
precious and expensive products such as jewelry are to be
advertised. People may trust the celebrity’s claim especidly if the
person image suits the product. (Rusu, 2000: 10 and Al-Nasiri,
2002: 20). Thisis presented in the following excerpt:
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Galery as Lasls daiis «1-50-
" Youare alwayS brlght with Galery "

Miss Lebanon appears in this advertisement to advertise very
expensive and

atractive jewelry. She employs her beauty and fame for this
advertisement to give the product high value.

i. Children: The use of beautiful, handsome, smart and attractive

boy<girls and babies is found in some advertisements to heed
great attention. Their lovely faces, movements, voices, smiles and
sometimes their crying and tears make them exciting. It has been

employed to arouse people's emotions and attention but the use of
children is often limited to advertising children's products. This
can be represented in the following examples:

| sxS Laa / very innocent beautiful boy and girl with beautiful voices

are used in the advertisement

Pampers / a very beautiful sleeping baby is used in this

adverti sement

[ Sl psls yad sy /@ beautiful girl with long hair is used in this

advertisement.

L¥es s Kindor /' two boys and a girl appear in this advertisement

taking the chocolate from their mother's hand.

J. Women: Women are found in advertisements to attract the attention

to the product and give it value. The manufacturers employ
beautiful sale — girls to make the advertisement a particular one.
What is more, they organize competition with surprises and prizes
for the winners. Nevertheless, the use is not limited to their
images, but their voices are aso employed as an important
element in advertisement. (Tibbitts, 1979: section5 and wwwl1,
2005: 21).
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Vestergaard and Schroder (1985: 102-106) believe that for
making the advertisement attractive, the use of women with attractive
looking, who are intelligent, well spoken, well dressed and 23-33
years old is employed. On his part, Rusu (2000: 9) adds that 'sexual
themes' are often used in advertisement to attract the opposite sex, for
example an advertisement for a sexy perfume might suggest that the
product would help a man attract woman and vice versa. This can be
seen in the following excerpts:

( men shaving tool) Juliet -51-
A woman comes and smells the sexy perfume on the man's cheek.
(sexua theme)
( shampoo) Sunsilk -52-
Very beautiful women are used in this advertisement
(‘hair colour) Koleston-53-
'‘Koleston' hair colour is presented in this advertisement by
employing very beautiful women with attractive coloured hair to show
'Koleston' colours and results.
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6. Conclusions
The study has come up with the following:

1.To convey their am and to persuade the viewers, advertisers
manipulate thirty one strategies which are accompanied by various
modes such as the use of specific verbs, adjectives, expressions,
pronoun, animation, cartoons, women, etc.

2.The discourse of Arabic TV advertisements tends to be friendly and
informal; it has a persuasive nature.

3. It has been found that the structure and style of advertisements are
determined by their purpose. Thus, advertisements may represent a
complete text of a considerable length or they may consist of short
sentences or even phrases.

4. The words used in advertisement are easy in meaning and
pronunciation.

5. The information about the product includes the advantages of the
product, though sometimes disadvantages precede.

6. The exaggeration is the most prevailing strategy adopted by
advertisers. Thisis, in fact, an attempt to make the advertisement
sound more truthful. The exaggeration is presented through the use
of comparative and superlative forms of adjective.

7. Arabic advertisements tend to make heavy use of command,
narrative, rhyme and repetition strategies.

8. Arabic advertisements are characterized by code — mixing. They
combine different languages for their symbolic value, viz. the use
of words from English.

9. Arabic advertisements are building in interactive features,
dialogue- like structure.

10.Brighter colours and white spaces have been used in Arabic
advertisements. Sells (2003: 30-31) argues that these colours show
happiness and cheer that can be caught once the problem has been
solved and give the advertisements high salience..

11. It has been found that children do not always advertise children’s
products.
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7. Suggestions for further studies:

1. Further research might be done on studying thoroughly the non —
verbal strategiesin advertisements.

2. A further study may investigate advertisement on the net.

3. The strategies found are, to the best of our knowledge, almost
similar to those adopted in written (printed) texts, so aresearchis
required to show the similarity and differences between the two
media or even other media such as outdoor advertisements.

4. A contrastive study may be made with English or any other
language as far as advertisements are concerned.

5. An investigation may be done to show whether or not there are
culture-specific norms behind making any advertisement.

6. The study of viewers’ psychology and behaviour is necessary to
those specialized in the art of advertisement.
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