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Abstract

In the new scenario of consumerism advertisements become very popular and an indispensable soafrggformation.
The very language of advertisements triggers cii@nd surprise. Innumerous sophisticated and rogerary printed and
visual media emphasizes the role of language inatheertisements. Compared to a few decades baekmn#dia of this
century depends more on linguists than the stollgrte The persuasive power of advertising languéges/ery much
experienced today. How these advertisements affechuman mind is a quite interesting enquiry. Hasvethis has been
done from different angles by anthropologist, psjatists and sociologists, no approach is compleith out a linguistic
analysis. The basic requirement of advertisementasimunication. Discourse and pragmatic approache @f the
spontaneous outcomes of the traditional languagdistis made use in this analysis. Persuasiveneadwertising language
is explored at three levels; 1) Cohesion and cohege 2) Speech acts and 3) Ideology. A few adesntents published in

Indian print media are selected for the analysis.

Keywords: Advertising language, discourse approach, persensss of language.

Introduction

In the context of innumerous sophisticated and ropteary
printed and visual media, the role of language lhesome so
important. Compared to few decades back, the meflithis
century depends more on linguists than the stdigrée The texts
create different versions of reality in the societhe media

human communication such as; meaning, form andtautes or
discourse, syntax and phonology. However BloomffelcLised
on relation between form and substance, Firth amoh@ky led
linguists towards the study of sentence structueyobd
morpheme and phoneme, and analysis of conversatibhese
two initiatives were the impetus to all types o$atiurse level
analyses. To find out whether there are suppoliiggiistic and

which is representing the society in all its aspéets understood giscursive elements which have very decisive moledrsuading

the power of language. It can never ignore thedagg in the
pretext of flood of different modes of advertisersent is not the
experience and events that rule and mould the tyoeither the
way these experiences and events are reported pessed
through texts is important. The focus in language dpone further
to the structure of the language. The pragmatic diedourse
approach to language with special concern with cgiras
initiated a system of contextual and ideologicaklgsis of

language structure, discovering irresistible infice of language
structure. This has been one of the spontaneityfraitdof the

traditional language studies. The persuasive pafdanguage
depends on these language structures. The pemsyasiver of
language is very much experienced both in printed asual

media advertisements. This is how this languagkffisrent from

other types of language structure like argumentsiResion
manipulates emotions, appeals to heart, changdmdgeevel

while arguments appeal to the brain, sense of neaso logic.

the viewers or readers is the main objective of thsearch paper.

Methodology

Though there are many approaches, discourse appi®acade
use in this analysis. Persuasiveness of advertiginguage is
explored at three levels; i. Cohesion and cohereinc&peech
acts and iii. Ideology. A few selected advertisetagublished in
different printed media in India are selected Far &nalysis.

Cohesion and CoherenceCohesion is not just the linguistic
feature within the text, but the fact that thistéea leads readers
to perform certain mental operations to locate & note of
earlier or later parts of the text as they are gahrough i. At
grammatical level of cohesion, there are two amtedts with
exophoric and cataphoric references in this adertent. The
exophoric reference ‘you’ and its generic formsussanore than
15 times referring to the reader who exists outtiidetext. The

Objectives: How these advertisements persuade the human miataphoric reference ‘we’ pointing forward to therd ‘STAR

is a quite interesting enquiry. This has been uaHden by
different disciplines such as; anthropologist, psjogists
sociologists and so on. But no approach is compiéte out a
linguistic analysis since the basic target of atisement is
communication. According to linguists there areséhtevels of
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CRUISES’ has not been used yet, occurs fives tiattegether.
There are no anaphoric references. The more nunaber
references indicates the more focus on the sufjjeetstar cruise
is not concerned with anything other than the reatlés is the
reason more references have been given on therrdadghort
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this is set as a conversation between the stasexuind the Lexical cohesion occurs as a result of the semaetationship
reader. They focus the reader greater than thgisecitself. This between words. The simplest kind of lexical cohesi® the
creates such a feeling of significance in reademshif, to be repetition of the words and more common is the titipe of

attracted to what have said in the ads.

Set out for a country
where your view from the
. balcony changes every hour.

SPECIAL OFFER ON

words related to the same subject. This creatdsalexhains
through out the text. In the above advertisemeattaipom the
grammatical cohesion the clauses and phrases aeated
regularly. The words such as; ‘view’ and ‘specta@peated five
times, the noun ‘offer’ is repeated three times ddiday’ four
times etc. In cohesion small turns of phrase, eggbarently
isolated, constitute, in the aggregate, the warg wawoof of
persuasive discourse

At coherence level the very first sentence isrgllabout the
holiday destination without mentioning the placet bas
incredible. While reading the text in forward tleader is curious
about the place where this cruises is going. Thdeehas to wait
until the last sentence to end up the suspensefifdlesentence
tells that the holiday destination is nowhere kpdradise’. The
key words such as; ‘view’, ‘offer’ and ‘holiday’ ethe coherence
markers which add the whole text a flavor of pdrfesherence.
Structural choices like verb voice can even altdre t
persuasiveness of messages at cohesion level bgagity
enjoyability of the messafje

Speech Acts:The title of the advertisement of Tata Steel is a
question asking ‘Why would we encourage this ladyntake
people breathless?’ The very title is a direct jioeseferring to
the lady whose name is mentioned later. She is éatrh Pal,
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The Week, June 3, 2012
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““"Bachendri Pal

Head of the Tata steel Adventure Foundation. Tlhagun ‘we’
refer to the Tata Steel. The rest of the textnisaaswer to this
guestion.

g

TATA

WHY WOULD WE ENCOURAGE THIS
LADY TO MAKE PEOPLE BRERTHLESS?

Betause Bachendri Pal of The Tata Steel Adventure Foundation conducts leadership training

camps across India‘s mountainous terrains for business leaders of tamorrow.

Because, we believe that pushing people to their limits makes them indestructible leaders.

Sra

Because to climb a mountain or cross a river, it takes nothing but willpower.

Because in the same way, determination is all it takes to take on the challenges of tomorrow.

Because, by pushing themselves to go on. people are able to scale great heights.
Because making leaders is just as essential as making steel.
Because it’s not just a company policy, it's an unwavering belief.
Because, each time a new leader rises to the surface, our conviction deepens.

Because however strong our steel may be, our values remain stronger.

TATA STEEL

Values stronger than steel

Head, Tata Steel Adventure Foundation

|owMain/a

v tatasteelindia.com | wwawvalueabled.com & Join us at [l § Follow us on

Figure-2

Industrial Economist, June 2013
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The first sentence, Bachendri Pal of the Tata Steklenture
Foundation conducts leadership training camps acindia’s The given phrases tell about different ideologied how these
mountainous terrains for business leaders of tamdrrlt is a ideologies promote different versions of realiieshe mind of
declarative sentence telling about the programntkeoT ata Steel the reader. The finely dressed and colorfully ptugentle man
Adventure Foundation. is standing inside the room where all types ofcamiarticles and
objects are seen to be alive. The left top of tbiuge is given the
The third sentence is an assertive sentence bagirwith the first three phrases referring to the gentleman stamd in the
phrase we believe that pushing people to theitdirmiakes them centre of the canvas. The middle bottom of theupgctjuotes the
indestructible leaders. fourth phrase referring to ‘100 PIPERS' tin at thght end of the
bottom.
To climb a mountain or cross a river, it takes mghbut will
power is an indirect imperative of speech act. éarms that we
must need will power or to climb a mountain or erasriver will  FEzeyRel
become impossible. MILES TRAVELLED 5.47,000

VILLAGES ADOPTED 2

The sentence making leaders is just as essentiaakisg steel is
an indirect warning that both making of steel andkimg of
leaders are essential. We can not escape fronespensibility of
making leaders. Warning is for the benefit of adsee not of the
speaker. We, the readers must be responsible ofngndke
leaders.

The phrases such as; it's an unwavering beliefaamatonviction
deepens point forward the most attractive phrase thaf
advertisement that ‘however strong our steel mayobe values
remain stronger’ it's a declarative sentence.

Final note at the bottom of the brand name ‘vaktesnger than
steel’ is an assertion that our values are strotfymn the steel
produced.

The conditional indicative ‘because’ beginning atle sentence
signals the intended relationship among the clausash that
message recipients automatically infer the pressifipo

necessary for completing the argument. Thus it deaol

persuasioh

There are altogether three types of direct speeth such as;
question (1), declarative (2,6) and assertive @qd)two types of
indirect speech acts such as; imperative (4) amding (5)

Ideology: Advertising claims vary in the degree of confidend
signalled by the language used. Specific wordspntdses are g
often used for signalling the probability of a otabeing trué
Whether we are aware of it or not, these wordsaver neutral.
They always represent the world and create a Kimdlationship #E%
with the people with whom words are communicatedother ' P

100 PIPERS

—_

words it always to some degree promotes a partictémlogy.
An ideology is a set of beliefs and assumpti@garding good

or bad, right or wrong and normal or abnofmdDifferent |
ideologies indicate as many as models assumingtieworld is

supposed to be. BE REMEMBERED FOR GOOD [RLTaEd
The phrases quoted in the ad of ‘100 PIPERS: i. GEQI0, ii. Figure-3
MILES TRAVELLED 5, 47,000, iii. VILLAGES ADOPTED 2 The Week, December 8, 2013

4. BE REMEMBERED FOR GOOD
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CEO means the Chief Executive Officer. The manrrefehere is
a CEO at the age of 40. Becoming a CEO at suchuagyage is
really surprising and adorable. CEO is one of thge d¢orporate
officers in any Organization. He often reports e Chairman
and Board of Directors. He drives change withindhganization,
by applying policies and motivating the employdesequires lot

Res. J. Recent. Sci.

The ‘LARSEN and TOUBRO’ industrial developer reashat
the people by their future commitment and targéte phrases
are: i. Forests- Our Green Lungs, ii. As long aytthrive, we
survive. iii. LandT is committed to a future of ustrial growth,
iv. Compatible with a clean environment- a trulyegner

of hard work, experience and business networkirgettbome one tomorrow.
of then?. CEO's are very social persons and have reallyl goo

contacts with executives of other companies. This iposition
that a man can dream as the end of the heights career. How
does he achieve this?

Travelling is a sign of rich world experience. Tigare 5, 47,000

Ideology of Forest as a metaphor ‘green lungs’iviing lungs,
the symbol of life and survival

The commitment of L and T is not just industriabgth rather
a clean environment — a green world tomorrow. The

is the total miles travelled within the age of #0s as large as to environmentalist's charge regarding the industzé&lon is that

travel the whole universe 20 times. The distanoarad the Earth,
also known as its "circumference"”, is 24,906 milésw could he
travel all these miles?.

The social commitment is exemplary. In the midshisf heavy
busy schedule in the corporate world and travelraidhe world,
he found time to spend with the ordinary villagemple. Who or

the city swallows the forest. The environment psbtal over
India has become a major concern of the socialgioels
organizations and even of the political partiese Tgollution
diseases in the city are increased in large sdalis. in this
context LandT, one of the major industrial developemmit
itself to a green industrial world tomorrow. Thetdis of the text
is not on the industry of LandT rather on the forasd

what is the inspiration behind this commitment?. environment. They make strong cry against the im@dlization
along with the environmentalist.

The answer of all the above questions represeribtith phrase.

It is an indirect imperative, shortened for dictich is to be Multi modal discourse analysis: According to Michael
remembered for Good'. ‘It’ refers to the ‘100 PIPERin liquor. Halliday whenever we use language we are alwaysgdibiree
The so called ‘good’ is nothing but the above nwmmd things; we are representing the world which isezhideational
achievements. To achieve good things in life, veesmpposed to function of language, we are creating, ratifyingnagotiating
remember the ‘100 PIPER’. It is at the same timeaening that our relationships with the people with whom we are
if it is not remembered, there will be no good. Rember all the communicating, which is called interpersonal fuoiati of
way to achieve good in life and shall not forgetliten something language; and we are joining sentences and idegether in
is achieved in life. particular ways to form cohesive and coherent tewtsich is
called the textual function of langud§eAll of these functions
together promote an ideology to persuade the ksseror
readers. He says we are representing the worldghrtanguage
which represents people, character, concepts, ddgoktc.
These are called participants in the function. Woeds which
tell about the doings and actions of these paditip are called
the words of processes. This is summarized as ‘@hdsvhats’
in the all texts.

The antiques in the rooms reminds the legacy optbduct. The
product is labeled as ‘100 Pipers, pure music, Tegend’.

A

Ideational: Ideational function at textual level is accomplidhe
through the relation between the participants witbcesses.
The participants are mainly nouns and processethangerbs of
fe i 1 action. In images patrticipants are portrayed agréig, and the
' processes are portrayed visually. Images can beatiay,
classificatory; or analytical. In narrative imagesgction
processes are usually represented and called tgvec

Narrative represents figures engaged in actionsvents; two
young man in an airport. Both are ahead of traV/ké luggage
for the travel is in their possession. The aircrafteady down
the runway.

Corporate India, January 15, 2012
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WAKE UP crusoe

TOTHE =~ °*
ADVENTURE
INSIDE YOU.

B simply taking a hike, there's

an adventurer inside every man. [ -

MEN’S
INNERWEAR

Find the Crusoe inside you

g
www.crusoeworld.com €

BJr] uems xoelg

e l:ﬂwww,facebook.com/crusoeworld

" FENT ) " Trade Enquiries - North India:098110 85840 / 093105 89042 | West India:093706 23875 | East 41568 | 1095337 89966 140200 | K: ki
lableat: & CENTRAL uchan g&select retail outlets | P | | Karnataka
wvalable at ENTRAL Zud ancay o SCIECLIETANOULELS | ¢ 60a:093428 41410 | Tamil Nadu:098434 43374 « Shop online at : www.crusoeworld.com | www.myntra.com | www.homeshop18.com | www.flipkart.com | www.jabong.com

Figure-5
The Week, December 8, 2013

Classificatory represents figures in ways in whitley are face to the viewer. His body is turned the othelesof the
related to one another in terms of similarities difterences or viewer. He is also far away from the viewer.

as representatives of types; one among the twodmessed well

but sleeps on a chair closing the eyes withoutgithe face to Producers: close photograph on the ‘Crusoe’ manl@amgl shot
the reader. The other young man standing gazirigeateader on the sleeping man. Closeness creates intimacyeatdong
closely. He is having only underwear named ‘Crusa®und shots create an impersonal feeling. Photograpkemed to be
his waist as a dress, a roll of rope on his shauladounch of highly saturated colour image which can not be ictamed as
hooks with a cap hanging on his another shouldémepiece realistic compared with the other black and whitetpgraphs
on his right hand with the time of 7:24. in the newspapers.

Analytical represents figures in ways in which paate related Textual Function: Texts are organized in a linear fashion based
to the wholes; both are in an airport, a publiccpland part of on sequentiality whereas images are organizedadlyatrigures

it. The luggage is part of the travel. The rope hndks on the in an image is placed either centre or periphey,dr bottom,
shoulders and time piece in the hand part of aertdve trip. left or right and foreground or background.

Interpersonal Function: It is to create and maintain some kindpatial: the textual information is given at th& kkide of the
of relationship between the producer of the message its picture. The ideal world of a man is narrated ie kbft side (1,
recipient. These relationships are created thrabhgHanguages 2, 3, and 4). Though product's name is introducedhie left
of system of modality, as well as through the ubelifferent side, the complete product is introduced in thétrigjde. Here
social language or registers. In images viewerspieed into only the viewer understands completely about tleyet (5).

relationships with the figures in the image ancelension, the i. Wake up to the adventure inside you. ii. Whettlenbing a
producers of the image, through devices such appetive and cliff or simply taking a hike, there’s an adventuneside every

gaze. man. iii. Find the Crusoe inside you. iv. www.cragmrid.com

) . . . V. Crusoe, MEN'S INNERWEAR.
Viewers: the man who is standing ready to makedwemture is

gazing at the viewers with sharp eyes and veryechosthe
viewer whereas the other sleeping in the chairnoagiven his
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Background: Airport, aeroplane etc. in vague anédsw 2. ‘IDULGE IN THE 3Bs OF SUMMER- BEACH, BODY
image, sleeping man and his luggage etc. rathesldar but AND BEER IN THIS ISSUE’ promotes the ideology ofdere
distant life in summer.
3. LIVE THE FINE LIFE
Foreground: The Crusoe man with extra clarity aixelp
Shillum, a retreat in Mumbai’s backyard. Denimhse way. 36
Multi modal discourse approach enable us to undedshow hoursin San Juan
participants in interaction work cooperatively teave together
lower-level actions such as gestures, glances aad And body These are the explanations of fine life in Mumlsai; escape
movements into higher-level actions and in doing selp to from the society, the style of dressing and the@laf retreat,
create and reinforce social practice, social rehstiips and San Juan. San Juan Islands are an important tal@ssination
social identities. In short verbal text paired witlagery is more today, with sea kayaking and orca whale-watchiray boat or
memorable than verbal text alone. Although we doimtend to air tours, two of the primary attractions.
equate memory with persuasion, the picture supbrieffect
implies that images produce more elaborate praegssith ‘THE MAN- THE LAST WORD IN THE LIVING' it is a
attendant implications for strengthening the impafttverbal declaration that the magazine’ MAN’ represents la&stort of
persuasive appeafs fine living. This is asserted in the subtitle ofetmagazine;
‘THE LUXURAY MAGAZINE FOR THE DISCERNING
MALE’. The man who is having discerning power would
choose this magazine.

The image, the angelic beauty of Bollywood, Amykan is
visualized on the cover of the magazine, gazinthatviewer
with a mesmerizing eyes.

Suggestions and Findings:i. It is not necessary that
advertisements should be an image. The more nurober
cohesive and coherence markers the more will bdatties on
the subject at textual level. These markers augtevel itself
create persuasion among the readers. ii. The spadshis a
powerful persuasive technique among textual adertents.
The different patterns of speech acts such as;tigneanswer
method, problem- solution methods, suspense createthods
are some of the most influencing attractive methoded in
many of the textual advertisements. iii. There ame
advertisements without ideology. If the ideology@werful the
ads will be compatible. The weak ideology ads renstééale and
less persuasive. iv. Image level advertisementsnare realistic
and strongly represent the truths. Photographseemed to be
more persuasive than paintings and drawings. Béazk white
photographs are realistic than highly saturatedwolmages. v.
Attraction and persuasion are two different lewaisnfluence.
Attraction is more sensory and immediate whereasuasion is
more intensive and long lasting.

Conclusion

Advertising is a hybrid communicative process basedboth
textual and visual corpus. The agents who involrethe
advertisements are lexical and grammatical worddekiual
level and figures and images in the visual levéhe textual
analysis at different levels such as; cohesion emtterence,

1. The indirect politeness of invitation ‘HIT THEBACH, speech acts and ideology and visual analysis oni maidal

BEAT THE HEAT telling that you hit the beach thgou beat d_|scourse level gives an over all view of the _btﬁhtua! and
visual ads. In advertisements both text and imagedually
the heat, a warm welcome to the beach.

important. On the basis of mode of presentationdibgree of

THE LUXURY MAGAZINE FOR THE DISCERNING MALE LUXURY | FINE LIVING | DESIGN | ART | FASHION

Figure-6
The Week, April 28, 2013

International Science Congress Association



Research Journal of Recent Sciences

ISSN 2277-2502

Vol. 3(1SC-2013),62-68(2014)

persuasion varies. Discourse approach based oantgsis of
text and context of the advertisement is purelguistic rather
than sociological and anthropological. However, cdisse
includes all such branches of knowledge too. Thisls elicits

6.

the supportive

linguistic elements such as disearsi

structure¥’, genres in the persuasive language of

advertisements.
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