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RHETORICAL MOVES AND PERSUASIVE LANGUAGE IN ENGLISH
AND ARABIC ONLINE SKIN CARE PRODUCTS ADVERTISEMENTS

ABSTRACT

Advertising communication is defined as “a social activity which functions in our cul-
ture in order to facilitate the selling of products and/or services” (Fuertes-Olivera et
al.2001, p. 1294). Adopting genre analysis in this study aids in identifying the social func-
tions of persuasion in online advertisements of skin care products; since they tend to fol-
low particular conventions that make them distinguishable or predictable. These conven-
tions share a general structure, whereby all of the texts comprise the same rhetorical ele-
ments with similar linguistic features to achieve the intended communicative purpose,
which is persuasion. This research aims to determine the rhetorical moves and persuasive
linguistic features in both English and Arabic online advertisements, with the theme of
skin care products. For this purpose, a corpus of 200 online advertisements was compiled
(100 texts for each language). The collected data were analyzed in two phases; the rhe-
torical moves and persuasive linguistic features. In the first phase, rhetorical moves were
analysed based on the adapted frameworks by Bhatia (2004), Kathaplia (1992) and Lab-
rador et al. (2014). For the second phase, this study based on similar persuasive linguistic
features from related studies (Ahanger & Dastuj, 2016; Bhatia, 1993; Cook, 2001,
Cuddon, 2013; Delin, 2000; Fairclough, 1992; Fuertes-Oliver et al., 2001; Hermeren,
1999; Janoschka, 2004; Kubicova, 2013; Laborador et al., 2004; Lapsanska, 2006; Leech
1966; Linghong, 2006; Pilatova, 2015; Romanenko, 2014; Rush, 1998; Tanaka, 1994).
The findings revealed that English online advertisements for skin care products consist
of three prominent moves: ‘identifying product and purpose’, ‘describing the product’
and ‘urging action’. Meanwhile, Arabic online advertisements for skin care products con-

sist of three prominent moves: ‘identifying product and purpose’, ‘describing the product’



and ‘justifying the product. They also demonstrated the use of various persuasive linguis-
tic features in the selected persuasive sub-step ‘evaluating the product positively’, as well
as the persuasive moves ‘justifying the product’, ‘testimonials’, and ‘establishing creden-
tials’. These persuasive linguistic features are syntactic (i.e. personal pronouns, rhetorical
questions, multiple modification, non-finite clauses and adjectives, semantic (personifi-

cation, metaphor, simile and hyperbole) and discoursal (emphatic enumerative).

Keywords: English and Arabic online advertisements, rhetorical moves, persuasive

linguistic features



GERAKAN "MOVES' RETORIK DAN BAHASA PUJUKAN DI IKLAN
PRODUK PENJAGAAN KULIT DALAM TALIAN DALAM BAHASA
INGGERIS DAN BAHASA ARAB

ABSTRAK

Komunikasi pengiklanan didefinisikan sebagai “aktiviti social yang berfungsi untuk
membantu penjualan produk dan/atau perkhidmatan dalam budaya kita” (Fuertes-Olivera
et al.2001, ms. 1294). Penggunaan analisis genre dalam kajian ini membantu dalam
mengenalpasti fungsi-fungsi sosial bagi pemujukan dalam iklan atas talian bagi produk-
produk penjagaan kulit, memandangkan ia cenderung untuk konvensyen-konvensyen
tertentu untuk menjadikan produk-produk mereka boleh dijangka dan istimewa.
Konvensyen-konvensyen ini berkongsi struktur am, yang mana semua teks mengandungi
elemen-elemen retorik yang sama dan ciri-ciri lingustik yang sama untuk mencapai tujuan
komunikasi yang mahu dicapai, iaitu pemujukan. Kajian ini bertujuan untuk menentukan
langkah-langkah retorik dan ciri-ciri pemujukan linguistik dalam iklan atas talian Inggeris
dan Arab, bertemakan produk-produk penjagaan kulit. Bagi tujuan ini, satu korpus yang
mengandungi 200 iklan atas talian telah dikumpulkan (100 teks bagi setiap bahasa). Data
yang telah dikumpulkan telah dianalisis dalam 2 fasa; langkah-langkah retorik dan ciri-
ciri pemujukan linguistik. Dalam fasa pertama, langkah-langkah retorik telah dianalisis
berdasarkan rangkakerja yang telah diadaptasi oleh Bhatia (2004), Kathaplia (1992) dan
Labrador et al. (2014). Namun, ketiadaan rangkakerja untuk fasa kedua telah menyebab-
kan penggunaan senarai alternative dengan ciri-ciri pemujukan linguistic yang sama
dengan kajian-kajian sebelumnya (Ahanger & Dastuj, 2016; Bhatia, 1993; Cook, 2001;
Cuddon, 2013; Delin, 2000; Fairclough, 1992; Fuertes-Oliver et al., 2001; Hermeren,
1999; Janoschka, 2004; Kubicova, 2013; Laborador et al., 2004; Lapsanska, 2006; Leech
1966; Linghong, 2006; Pilatova, 2015; Romanenko, 2014; Rush, 1998; Tanaka, 1994).

Dapatan-dapatan kajian menunjukkan bahawa iklan-iklan atas talian Inggeris untuk



produk-produk penjagaan kulit mengandungi tiga langkah-langkah yang jelas: ‘pengen-
alpastian produk dan tujuan’, ‘penerangan produk’ dan ‘tindakan desakan’. Dalam masa
yang sama, iklan-iklan Arab atas talian mengandungi tiga langkah-langkah yang jelas:
‘pengenalpastian produk dan tujuan’, ‘penerangan produk’ dan ‘menjustifikasi produk’.
Mereka juga menunjukkan penggunaan pelbagai ciri-ciri pemujukan linguistic dalam be-
berapa langkah kecil pemujukan ‘penilaian produk secara positif’, dan juga langkah-
langkah pemujukan ‘menjustifikasi produk’, ‘testimoni-testimoni’ dan ‘penubuhan ke-
layakan’. Citi-ciri pemujukan linguistic ini adalah sintaktik (i.e. kata ganti diri peribadi,
soalan-soalan retorik, modifikasi pelbagai, klausa-klausa tidak terbatas dan adjektif, se-

mantic (personifikasi, metaphor, simile dan hiperbola)) dan kecewa (penghitungan tegas).

Kata-kata kunci: iklan-iklan atas talian Inggeris dan Arab, langkah-langkah retorik,

ciri-ciri pemujukan linguistic.
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CHAPTER 1: INTRODUCTION

1.1 Background to the Study

Writing online advertisements requires knowledge about the typical rhetorical moves
on the type of text, as well as on the linguistic features that intend to persuade the cus-
tomers to purchase a particular product. An appropriate selection of linguistic features to
fulfill the intended communicative purpose, which is persuasion, is vital for influencing
customers’ decision-making, thus encouraging them to purchase a specific product. This
study investigates the rhetorical moves that were implemented in those mentioned adver-
tisements. The study also focuses on the persuasive languages used in both English and
Arabic online advertisements for skin care products, as they may comprise among the

most creative uses of persuasive linguistic features.

By adopting genre analysis as an approach to textual analysis, the display of persuasion
for social purposes could be potentially achieved through a series of interactions using
various discourse and linguistic choices. This approach was found to be useful in numer-
ous studies in the related literature (e.g. Cheung, 2008, 2010; Labrador, 2014; Mustafa et
al., 2012). The following sections cover two main parts, namely, advertisement as a pro-
motional genre, and persuasion. The problem statement, research objectives, questions,

significance and limitations are introduced hereafter.

It has become increasingly important to investigate cross-linguistic persuasive
messages are conveyed through media, as they support comprehension among various
cultures (Cheung, 2008). Persuasive messages are significant mediums through which
companies convey information about their brands. Such messages make impetus impacts
in boosting sales volume, persuading customers to purchase, enhancing cross-cultural ex-
change, and contributing to modern civilization. Consequently, investigations of these

messages in terms of their persuasive linguistic features merit further attention.



1.2 Advertisement as a promotional genre

The promotional genres presented by Bhatia (2004) include advertisements, sales pro-
motion, book blurbs, and a number of (semi)occluded genres such as reference letters,
fundraising letters, grant proposals, job applications, job advertisements, company bro-
chures and book reviews. The most traditional form of promotional activity is advertising.
Its main purpose is to inform and promote products, services and ideas in order to sell

them. The goods offered are described as good, positive, favourable etc.

As a promotional genre, advertising refers to “drawing attention to something”
(Dyer, 2009, p.17). It is a social activity in a culture which functions as an information
distributor with a view to promote sales of marketable goods and services (Fuertes-Oli-
vera et al., 2001; White, 2000). However, Cook (2001) rejected such definitions which
were confined to persuading customers to buy products, for two main reasons. Firstly, he
claims that advertising cannot be restricted solely to persuading, but should also be uti-
lized to warn, amuse and inform. Secondly, there are examples of other genres such as
poems and songs which can function as ads if they are used in a specific manner. Hence,
based on the above definitions, advertising generally carries various different functions,
including, but not limited to, spreading information, persuading people to purchase prod-
ucts, contributing valuable input to society, changing others people’s behaviors, and
warning. However, informing and persuading are considered the most vital functions of
any advertisement.

Advertising is inevitably part of our modern developed society, in which outstanding
features are seen as competitive fight. It is seen and heard everywhere around us, whether
on television or the radio, in newspapers, in magazines, in public transports, on billboards
along the streets, or anywhere sponsor(s) are willing to pay to portray or convey their

messages. It is an effective teaching source for the intended audience, for instance, on



“how to be men and women; how to dress, look and consume; how to react to members
of different social groups; how to be popular and successful and avoid failure; and how
to conform to the dominant system of norms, values, practices and institutions” (Kellner,
1995, p. 5). Advertising is not only an ‘ideal tool’ to reach out to people economically,
but is also a tool to achieve and assert contact with people socially, politically and cultur-

ally.

The process of advertising depends on various relationships among the sender (adver-
tiser), the content (message transmitted about the product), the medium to interpret the
message (language and image), the receiver (customer) who decodes and interprets the
sending of messages, and the channel (e.g. TV, radio, magazine, newspaper, etc.). How-
ever, to the advertisement’s receiver, it is the content of the message that is regarded as
the most important element that an advert should contain (Sheehan, 2004). In order for
this process to be successful, the advertiser must assume “a common culture or commu-

nicative context” within the audience (Kelly-Holmes, 2005, p. 2).

1.3 Persuasion

Persuasion was first used by the Greeks, who called it “rhetorical”, and described it as
“the faculty of observing in any given case, the available means of persuasion” (Larson,
2010, p. 20). Persuasion is the communicative act that consists of two aims, namely, to
be understood, and to be believed. When the audience is successfully persuaded, for in-
stance, they have certainly comprehended and believed the message from the persuader.
As part of their efforts to influence other people’s attitudes and behaviors, speakers trans-
mit their message in a free-choice atmosphere (Perloff, 2010; Simons et al., 2001). In
turn, this allows persuasion to become enforced in a predisposed rather than imposed

condition. Additionally, this condition instills values and ideologies in the persuaders,



and in turn ultimately influences them to react positively towards the target item as per

the persuaders’ goal.

Among the methods to achieve persuasion is through the use of language. Language
is influential and powerful, and has the capacity to convey any single message in many
various ways. It can also lead to various mental representations of matters in the world in
order to suit people’s beliefs. Hence, an adequate selection of linguistic sources would be
able to help in changing or affecting the behaviors of others, or even strengthen people
with similar beliefs and behaviors that the persuaders are trying to convey. These linguis-
tic sources may include phonological (e.g. rhyme, alliteration, rhythm), semantic (e.g.
personification, simile, metaphor), syntactic (e.g. commands, noun phrases, pronouns) or
discoursal (e.g. emphatic, enumerative). For example, rhyme and rhythm possess a mne-
monic effect, and convey great ‘emotions’ even in written texts, since the readers are
aware of rhythmic patterns and pleasant sounds, despite reading the text silently (Cook,

2001; Hermern, 1999; Lapsanka, 2006).

1.3.1  Persuasive Language of Advertisements

The main purpose of advertising is to persuade people to buy a particular product.
However, this becomes challenging when it faces increased competition, especially since
each advertiser would want to demonstrate their product’s uniqueness compared to com-
petitor’s products. Among the techniques persuaders employ to achieve their goal in ad-
vertising is through the various uses of language. Because the goal of any advertisement
Is to change the audience’s attitudes and opinions, the language of advertising tends to be
‘loaded language’ (Leech, 1966). In contrast with its use in other contexts, such as in
religious oratory or political journalism, loaded language in advertising aims to attract
customers to purchase a particular kind of product by illustrating its uniqueness. There-

fore, it tends to have characteristics such as attention-drawing and mind-changing through



an adequate selection of various linguistic features, namely, syntactic, semantic and dis-
coursal features. These features are not only effective in portraying messages to the audi-
ence, they also play a vital role in assisting customers with the product or service by

informing whether or not it is worth purchasing (Crystal, 1987; Dyer, 2009).

Many scholars provided a list of linguistic features that express persuasion in
advertisements. For example, employing personal pronouns in advertising helps to per-
sonalize the message for customers, since they prefer that over the impression of being
addressed as a part of a mass audience (Delin, 2000). The use of ‘you’ and ‘we” as pro-
nouns in advertising also helps to produce a sense of equality and a conversational tone,
while downplaying the role of the advertising as the possessor of information and author-
ity (Delin, 2000; Fairclough, 1992; Myers, 1994). Multiple modifications, specifically in
syntactic features, which point out a combination of two or more adjectives in a single
noun phrase, are also a prominent persuasive feature used in advertisements “to give a
colorful and attractive description of the products or services and communicates more on

an emotive level” (Rush, 1998, p.161).

1.4 Problem Statement

Persuasion is a vital skill that one can gradually develop. Without persuasion, one will
not be able to totally communicate the unique value of anything that s/he attempts to
promote. More importantly, it is a crucial factor in the practice of marketing communica-

tion, and the inherent nature of all purposeful communication.

Persuasive language has been the subject of investigation in various genres (e.g., pro-
motional texts) in different languages, including English and Chinese sales emails
(Cheung, 2010), Arabic printed newspapers (Hanoun, 2008), English online advertise-

ments (Labrador et al., 2014), English sales letters (Mustafa et al., 2012), English news-



papers (Murphy, 2001), English fundraising letters (Georing et al., 2011), English argu-
mentative essays (Al-Momani, 2014), spoken discourse (Camiciottoli, 2011) and English

earning calls (Suchan, 2014).

Although a considerable number of studies exist on persuasive language, the literature
reveals that little attention has been given to the issue in the genre of advertisements in
general, and in the sub-genre of online advertisements (e.g. online magazines) in partic-
ular. The gap is more acute when it comes to the cross linguistic perspective, specifically
between Western (English) and Non-Western (Arabic) cultures. Hence, this study seeks
to bring the linguistic and cultural differences and/or similarities between English and
Arabic regarding persuasive language into conscious awareness, and in turn help both
English and Arabic native speakers to work together in the business community. Raising
awareness on cross-cultural differences avoids misunderstanding to occur while com-
municating. As highlighted by Daniels (1975), differences are considered right or wrong

when they are not perceived as merely differences.

The way of persuasion in prompting the products may differ in different cultures.
In Western cultures specifically, advertisers encode messages, and expect the receiver to
accurately understand the words used in order to obtain a well understanding of the in-
tended message. However, in Eastern culture, advertisers apply and interpret more of the
advertisements revolving around the message in order to broadcast the understanding of
the message (Hollensen, 2011). Another argument worthy to point out is that ‘skincare
regime’ and ‘beauty’ products can vary in different cultures. The idea of 'Beauty' in East-
ern culture, for instance, Korea, is very different compared to Western culture. They have
a very extensive skincare regime in comparison to Western culture, although they incor-
porate Western products into their regime. On the other hand, for Koreans, products are

produced for the masses, and not for a particular demographic, as in the West. Since the



audience is different, this can potentially impact the rhetorical moves or the manner in
which they persuade people to purchase the products. Thus, there may be some impact

on the rhetorical moves and on the persuasion to a particular degree.

1.5 Research Objectives

Through a contrastive analysis lens, this study investigates the rhetorical moves
employed in English and Arabic online advertisements of skincare products. It also ex-
plores the persuasive linguistic features (e.g., semantic, syntactic and discoursal) used by
English and Arabic native speakers in their online skin care product advertisements. In
order to ascertain persuasive resources in both contexts, a schematic structure analysis

that further helps to determine more persuasive linkage is required.

1.6 Research Questions
In line with the research objectives, the current study intends to answer the following

research questions:

1. What are the rhetorical moves used in English and Arabic online advertisements

of skin care products?

2.  What are the persuasive linguistic features in online advertisements in each con-

text?

1.7 Significance of the Study

Analyzing online advertisements in English and Arabic according to rhetorical moves
is required to meet the needs of novice advertisers in both Eastern and Western cultures.
By doing so, researchers can better understand the internal structure of online advertise-
ments, including the manner in which persuasion works as a social purpose. Moreover,

the results from this study can raise awareness about the differences and/or similarities in



the discoursal structure and persuasive language of online advertisements in the two dif-
ferent contexts, English and Arabic. Also, this study can also be of significance in under-
standing cross-cultures and communication techniques employed for efficient intercul-

tural business collaborations in various business scenarios.

1.8 Limitations

Linguistic resources are definitely not the only means to achieve persuasion in
online advertisements. From a different viewpoint, it can also be hypothesized that the
visual elements they contain carry a persuasive function. However, this study is limited
solely to verbal persuasive linguistic features. The semiotic aspect of online advertising

can be further explored in future work.

1.9 Conclusion

This chapter focuses on three main issues, namely, genre analysis and sub-genre of
online advertisements, the concept of advertising, and persuasion and persuasive lan-
guage. The research problem provides reasons as to why there is a need for this study.
The aims and research questions act the as the frame for this study. Finally, the limitation

of the study is highlighted.

1.10  Organization of the thesis

Chapter 1 outlines different components of the research purpose. The introduction of
this study in Chapter 1 is followed by a review of the related literature in Chapter 2. The
literature review particularly discusses several issues relevant to the present study, includ-
ing a conceptualization of genre theory, contrastive analysis and reviewing the studies
carried out on advertisements in general, and on persuasion in particular. Chapter 3 sets
out the methodology of the research, and discusses how the study is carried out to achieve

the research purposes. Additionally, the instruments used, descriptions of the nature of



context, as well as the corpus selected are presented. Next, the analytical procedures are
discussed and explained step-by-step. Chapter 4 represents the results of the data analyses
with a discussion. Chapter 5 concludes and summarises the present study by first high-

lighting the essential findings, and then presenting its contributions.



CHAPTER 2: LITERATURE REVIEW
2.1 Introduction
This chapter includes the theoretical background and a discussion on the previous stud-
ies relating to genre analysis and persuasive language. This chapter highlights the im-

portance of the discipline and determine the existing gap of this research.

2.2 Theoretical Background
The theoretical framework of this study is established on two crucial pillars, contras-
tive analysis theory and genre analysis theory. The purpose of any contrastive research is

to find out for differences and similarities.

22.1  Genre Theory

Genre analysis is the analysis of language use in an extensive sense to examine
the way text is constructed, interpreted, utilized and exploited in particular contexts to
accomplish specific purposes (Bhatia, 2002). The concept of genre and its multiple func-
tions have been investigated by numerous researchers (i.e., Bazerman, 1994; Bhatia,
1998; Bex, 1996; Swales, 1990). One of the most prominent genre researchers is Swales
(1990) who defines ‘genre’ as “a class of communicative events [whose members] share
some set of communicative purposes” (p.58). These events, are not arbitrary as the par-
ticipating members of the discourse group aim to satisfy certain specific communicative
purposes, and the group “operates to keep the scope of a genre as conceived narrowly
focused on comparable rhetorical action” (p.58). This primary communicative purpose
can be seen in relation to the rhetorical organization of the genre itself (Swales, 1990, p.
10). Bhatia adds that a genre is positioned “within the structure of socially recognized
purpose(s)”, and a certain discourse community will have the skills to make sense of the
discourse, thus being capable of “achieving private intentions” of the genre used. (Bhatia,

1993, p.13).
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Both Bhatia (1998) and Swales (1990) view genre from a socio-cognitive perspec-
tive that shows genre use to be situated in a dynamic, social and interactive process.
Later, Swales (2004) further elaborates on the character of a genre (a notion introduced
by Bazerman, 1994). In this sense, “genres are seen metaphorically as frames for social
action, not as social actions themselves”. (p. 61). He explains that a genre basically acts
as a frame and the user will need to fill up the parts in order that the communicative goal
is attained. This implies that each genre could vary from one internal structure to another.

To describe the workings of a particular genre, Swales (1990) introduced move anal-
ysis as a methodology for examining its rhetorical structuring. He suggested a three-level
genre model; communicative purpose, move structure and rhetorical strategies. Accord-

ing to his model, a genre can be broken down into various move structures.

Swalsian three-level analysis may be conducted via two main approaches; top-down
or a bottom-up (Biber, Connor, & Upton, 2007; Pho, 2008). A top-down approach in-
volves, first, the assigning of moves on the basis of content, meaning, and function of a
text. Then, linguistic realizations are examined in the identified moves. This analytical
approach is different from a bottom-up analysis (Biber et al., 2007; Pho, 2008) which
involves identifying segments of texts based on specific linguistic clues, such as, those
related to the aim to sum up to meet the goal of providing a conclusion in, for example,
aresearch article. Each of the linguistically identified segments are then grouped together,
making clear the overall communicative purpose of the genre used. The present study
employs a top-down approach, where the moves are assigned first on the basis of function
in a representative text. The functionalities of the moves, steps and sub-steps would then

be analysed.

Bhatia (1993) also highlights what he considers as the critical nature of the com-

municative purpose that defines a certain genre. He notes that any core changes within
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the communicative purpose can lead to the development of an entirely different genre.
Using an analogy, he likens the workings of a genre to that of playing a game in which
the players have to abide by predetermined conventions and rules. Both readers and writ-
ers will have to win the ‘game’ by complying with the conventions and rules, though they
may have some leeway to exploit and modify the conventions. Consequently, a critical
issue in genre use is setting up the rules to enable the ‘player’ to accomplish the discipli-
nary and professional purposes (Bhatia, 1999) of that genre. Overall, carrying out genre
analysis of texts will provide concrete evidence about the boundaries “exploited by the
expert members of discourse communities to achieve private intentions within the frame-
work of socially recognized purposes.” (Bhatia, 1993; p.13)

To illustrate further, online advertisements as a professional text can be considered.
As a genre advertisements follow particular conventions that make them distinguishable
or predictable. Generally the texts share a similar structure and contain similar rhetorical
elements, such as linguistic features that are used to achieve the intended communicative
purposes. In this present study, the genre explored is online advertisements. As a sub-
genre-specific, online advertisements, therefore, will follow particular conventions of its
own. Since the genre has persuasion as its main intent, the move analysis undertaken is
concerned with making critical interpretations about how discourse functions persua-
sively. In other words, the investigation of linguistic realization will highlight the persua-
sive value of language use. Textual data are analyzed to determine how advertisers deploy
persuasive language (in persuasive moves) in ways intended to present their products in
an attractive way to influence the customers to make a purchase. Adopting genre analysis
in this study helps to identify the social function of persuasion in online advertisements,

which in this study, centers on skin care products.
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2.2.1.1 Move Models

Move analysis is considered as one of the genre-based approaches utilized to determine
the structure of any genre, which has currently become a crucial area of research and an
inevitable part in genre studies (Ding, 2007). Some effective researches on this specific
form of analysis have been carried out by Swales’ (1981, 1990). A Research Space
(CARS) model, which has been created by Swales, is utilized to analyze research articles

in various fields.

A ‘move’ is defined as a discoursal segment or an expression that represents a defini-
tive or a specific communicative goal (Swales, 2004). It serves functional and semantic
units of texts which have particular functions (Connor, Upton & Kanoksilapatham, 2007)
and associates with the writer’s purpose. A Move is defined also as “a communicative
act that is designed to achieve one main communicative objective” (Swales & Feak, 2003,
p. 35). Because it is a functional category, the length of a move can range from a single
finite clause to several paragraphs. It enables the interpretation of genres as a reflection
of “language application within a conventional communicative scenario to offer expres-
sion to a communicative group of goals of a social or disciplinary institution” (Bhatia,

2004, p. 23).

Moves and steps could be adjusted within acceptable boundaries of specific genre to
achieve communicative purposes. Dudley-Evans and St John (1998) assert also that “a
move is a unit that relates both to the writer’s purpose and to the extent that s/he wishes
to communicate” (p. 89). It is a recognizable section of spoken or written discourse that

performs a certain function.

Moves may also have “steps” (Bhatia, 1993; Swale, 1990), which essentially describe
different strategies for completing a move. A ‘step’ is considered as “a lower level text

unit than the move that provides a detailed perspective on the options open to the writer
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in setting out the moves” (Dudley-Evans & St John, 1998, p. 89). Just as each step func-
tions towards fulfilling the larger purpose of a move, each move will work towards ful-
filling the larger communicative purpose of the genre. Being able to fulfil the expecta-
tions of the steps and moves within a genre thus determine the success of the genre’s

communicative purposes.

2.2.1.2 Rhetorical Strategies

In doing genre analysis, it is warranted to investigate the rhetorical strategies (i.e. lin-
guistic realizations) of the genre. The analysis of linguistic features gives characterization
to the moves like the application of tenses, voice, verbs, or pronouns. Linguistic descrip-
tion of different genres “reveals very little about the true nature of genre and about the
way social purposes are accomplished.” (Bhatia, 2004, p. 18), despite of its great im-

portance in the field of genre analysis.

In ESP, language analysis tasks assists language learners acquire and improve their
awareness of the linguistic characteristics and communicative functions of texts that they
need to read and write in their disciplines and professions (Bhatia, 1993; Dudley-Evans,
1997; Swales & Feak, 1994). Therefore, consciousness-raising is not a novel concept.
Some rules and convention such as (linguistic, social, culture, academic) affect the lan-
guage used in a genre institutionalized setting. It also implies that awareness of these
conventions is generally greater in those who professionally operate within specific gen-
res than in those who start to be
involved in such events. Therefore, it is important to raise the latter group’s
awareness of these conventions to make them sensitive to the genre structure

(Hill, Soppelsa, & West, 1982; Hopkins & Dudley-Evans, 1988; Swales, 1987).

14



It has been found that a number of past studies have concentrated on the linguistic
characteristics of articles, such as personal pronouns, lexical phrases, tense use, hedging,
and voice (Biber & Barbieri, 2007; Harwood, 2005; Hyland, 1996; Malcolm, 1987; Mar-
tinez, 2001, 2005; Stotesbury, 2003; Strunkyté & Jurktinaité, 2008) and have connected
options of linguistic features with rhetorical structure (Anderson & Maclean, 1997; Lores,
2004; Pho, 2008 & 2009). However, it has been noticed that some authors, in the genre
analysis community, do not connect the analysis of moves with the study of their linguis-

tic realization (Hirano, 2009; Sheldon, 2011).

2.2.2  Contrastive Analysis

Another theoretical framework used in this research is aligned to contrastive anal-
ysis which grew from the field of comparative linguistics. Historically, contrastive anal-
ysis concentrates on a systematic comparison between languages to identify correspond-
ences between them. The aim of such comparative studies is to find evidence of a com-
mon origin for a group of languages, and further classify them into specific groups. Since
then, comparisons can also be applied when comparing different stages in the develop-

ment of a single language (Keshavarz, 2011).

The present study utilizes a contrastive analysis (CA) framework developed by
Lado and Fries from the US which dated back to the 1940s and 1950s (Johansson, 2008).
CA refers to a systematic comparison between two or more languages to identify the
similarities and differences between them (Falllahi, 1991; Keshavarz, 2011). The com-
parison is provided through a description of the languages on various linguistic levels;
such as phonology, grammar, and morphology. In the early stages of contrastive studies,
the focus was on micro-linguistics (phonology, grammar, lexis). However, in the 1970s
and 1980s, CA progressed to macro-linguistic analysis which includes text analysis and

discourse analysis (Johansson, 2008).
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This present study basically adopts two approaches. Firstly, a qualitative de-
scription of each language in terms of the internal structure and persuasive linguistic fea-
tures employed in English and Arabic online advertisements of skin care products. This
will fall under genre analysis. Secondly, a comparative process (in the tradition of CA) is
conducted between the two languages to reveal their similarities and differences. Such
comparisons will help in gaining insights into the universals of languages and cultural

peculiarities of both languages.

2.3 Past Studies

The concept of advertising has been among the primary research subjects in a number
of research areas, including marketing, mass communication, sociology, semiotics, cul-
tural anthropology, as well as cultural studies. One particular subject attracting many re-
searchers is the analysis of mass media advertising to gain insights on the manner in which
cultural factors impact advertising techniques and expressions; the manner in which cul-
tural norms are seen in advertising; as well as the manner in which advertising provides

meaning, and impacts the audience with time, in various languages.

Through a linguistic lens, particular linguistic devices have been applied in a group of
advertising texts. Leech’s (1966) study on English—language advertising in the 1960s em-
phasizes the thorough repertoire of linguistic options that exist to copywriters when for-
mulating advertising material; Rees (1982) demonstrates the manner in which slogans are
used. Cook (1992) demonstrates metaphors, parallelism, puns, metonymy, homophones,
rhyme, and parody. Myers (1994) discusses alliteration, rhyme, assonance, homophones,
ellipses, question forms, parallelism and puns. Brierley (1995) demonstrates language
games, similes, repetition, parallelism, omission, paradox and ambiguity. Tanaka (1994)

focuses on the application of metaphors and puns, among others.

16



From an ideological perspective, Twitchell (1996) carried out an investigation to de-
bate that advertising influences in the choice of the products we purchase, but it also
formulates our surrounding culture. Slayden (1999) provides a similar perspective, and
extends on this perspective. The researcher mentions that advertising functions by deter-

mining the prominent symbols and myths of culture, and associates them.

From a pragmatic perspective, Arasso (2003) describes the presence of politeness tech-
niques in Advertising texts chosen from newspapers. Based on a semiotic perspective,
Freire (2014) identifies the semic value of discursive content in symbolic images and
character narratives of every luxury brand within two chosen advertisings. Roades and
Irani (2006) analyzed agriculture advertisements to demonstrate the manner in which the
images used can provide meaning. Ellison (2014) conducted a rhetorical and semiotic

analysis on the discourse of the agelessness in North American skin-care ads.

From a genre-based analysis standpoint, different print advertisements have also been
investigated, namely, advertisements of cars (Howe, 1995), resident property advertise-
ment (Choo, 1999), home advertisement (Teh 1999), and advertisements for hospitality

and tourism (Zanariah, 2003).

Based on a cross-cultural viewpoint, multiple investigations were carried out to assess
multiple Western industrialized and Eastern industrialized countries. Weinberger and
Spotts (1989) assessed information content of tv advertisements in the USA and Britian.
Cutler and Javalgi (1992) carried out a cross—cultural analysis of the visual parts of print
advertising in the USA, the UK and France. Frith and Wesson (1991) assessed the mani-
festations of the cultural values of advertising in England and the USA. Tanaka (1994)
analysed the language of written ads in Japan and Britain. Mueller (1991) assessed the

use of advertising in magazines in Japan and the USA. Motley and Perry (2010) compare
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home loans advertisements in the USA and Saudi Arabia. Ahmed (2000) compares ad-
vertisements for consumer products, national news and business magazines in India and

the USA.

Among the prominent perspectives from which advertising is investigated is persua-
sion. Skinner (1976) studied the design of the various persuasive technologies, mostly in
gamification. Lakoff (1982) identified the various features of language applied for per-
suasion communication in television ads. Wei et al. (2008) assessed the impact of con-
sumers' persuasion knowledge on their assessment of a macaroni brand in nutrition radio
shows. Alvarez et al. (2017) carried out an investigation to comprehend the relative im-
pact of employing Spanish vs English in advertising to identify which language has more

impact in advertising.

However, a review of the related literature reveals that investigating persuasion in
online advertisements (e.g. online magazines and websites) is still in its infancy. Never-
theless, there are notable scholars who have studied the subject of persuasive language
(Ahanger & Dastuyi, 2016; Camiciottoli, 2011; Cheung, 2008, 2010; Georing et al., 2011,
Hanoun, 2008; Murphy, 2001; Mustafa et al., 2012; Pishghadam & Navari, 2012; Saaida,
2009; Spark & Areni, 2000; Suchan, 2014) used in other subgenres of promotional texts
for example sales emails, sales letters, printed newspapers, fundraising letters, argumen-
tative essays and in different languages like English, Arabic, Spanish, Chinese, Persian.

The following section reviews the studies related to persuasive language.

2.3.1  Persuasive language in online advertisement
In a study by Labrador et al. (2014), the authors intended to identify persuasive
linguistic features and rhetorical structure in the sub-genre of online advertisements of

electronic products. For this purpose, 100 texts in English and 100 texts in Spanish were
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used to compile the corpus data, and their internal structure were analyzed. The findings
from the rhetorical structures analysis (based on Swales (1990) move-step model) showed
that ‘identifying product and purpose’ and ‘describing the product’ are two compulsory
moves in English and Spanish online advertisements of electronic products. In terms of
the persuasive linguistic features analysis, the authors only analyzed the English corpus
data. Different linguistic features used to express persuasion in online advertisements
were revealed, such as emphatic enumerates, multiple modifications, and quantifying ex-

pressions.

2.3.2  Persuasive language in other genres

A study was conducted by Ahangar and Dastuyi (2016) to classify and discuss per-
suasive messages in Persian sales e-mails. For this purpose, the authors collected 40 Per-
sian sales e-mails chosen from 100 sales e-mails gathered from 20 Persian clients during
approximately six month, and analyzed them based on a move scheme proposed by
Cheung (2008). Results of the research showed “introducing the offer” is the most fre-
quent move employed in Persian sales e-mails under study. Besides, new steps “present-
ing frequently asked questions” and “motto” were found in the data, which may be added
in the move scheme provided by Cheung, if it is considered cross-linguistically and cross
culturally. In addition, several moves or steps were applied in a twofold manner. Further-
more, the results indicated that culture can be regarded as a factor in choosing the strate-

gies used by the Iranian makers

Hanoun (2008) worked on persuasive strategies utilized in Algerian printed newspa-
per written in Arabic. She analyzed twelve editions of two selected Algerian newspapers
to prove two hypotheses. These two hypotheses represented whether or not the authors
used scientific and unscientific persuasive strategies in newspapers. The findings revealed
a number of persuasive strategies used in printed newspapers. More specifically, the out-

comes supported both of her mentioned hypotheses. Scientific persuasive strategies were
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employed by demonstrating scientific evidence, for example, facts and statistics, to per-
suade the readers. Unscientific persuasive strategies were also identified through emo-

tions and generalization without evidence.

Another study by Mustafa et al. (2012) investigates persuasion in online response
sales letters written in English. The authors chose a total of 29 sites, from which they
extracted the sales letters. The data analysis was carried out in three phases. The first
involves analyzing the sales letters in terms of moves based on Cheung’s move schema.
The second involves searching for persuasive elements following Cialdini’s six principles
of persuasion. Finally, the third involves analyzing sales letters in terms of the creditabil-
ity, as outlined by Fogg’s Stanford’s for web credibility. The results of the rhetorical
moves analysis showed that the most frequent move in sales letters was ‘introducing the
offer’, which was considered an obligatory move. Regarding persuasive elements, ‘com-
mitment and consistency’ and ‘reciprocity’ were the most frequent elements found in the
sales letters. The study also revealed that specific persuasion principles tend to be more

favoured when strategizing moves in online sales promotions.

Pishghadam and Navari (2012) demonstrated the pragmatic functions of polite-
ness in advertising on the basis of Brown and Levinson’s (1987) taxonomy. The primary
focus of the study was to investigate various politeness techniques employed in Persian
and English advertisements, and determine their persuasive factors by comparison. In
their work, several lines of ads were assessed to identify the politeness strategies classes
and their frequencies in both languages. The final results suggest that, although the Eng-
lish ads applied more positive politeness techniques, indirect strategies were more pre-
ferred in Persian. Based on Nisbett’s (2004) stratification of Western and Eastern cultural
systems, Pishghadam and Navari (2012) confirm the collectivist nature of the culture

within these countries in contrast to their individualistic nature.
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Another study conducted by Saaida (2009) investigates the persuasive strategies in
TV advertisements regarding various trends about the nature of persuasive strategies in
Arabic context. She produced two hypotheses; advertisements on MBC channel use emo-
tional strategies rather than mental strategies, and advertisements are mixed with TV pro-
grams to force the audience to watch ads. The corpus data were ads recorded from the
MBC channel over three months in 2009. The findings revealed that the MBC channel
used different ads with different persuasive strategies. However, emotional persuasive
strategies were used more to attract attention, while mental persuasive strategies were
employed to introduce details and features of the product. Therefore, the results obtained

proved the above two hypotheses are valid.

Camiciottli (2011) investigated persuasive language in English spoken discourse
(earning calls from global companies). The author intended to reveal persuasive linguistic
features used to express the ethos by imposing a persuasive strategy proposed by Aristotle
in earning conference calls. For this purpose, transcripts of earning calls were collected
from ten global companies from internet sources. Regarding the procedure of analysis,
ethics-related words collected from related previous studies were investigated. Then,
online lexical database known as WorldNet was used to retrieve all the various inflected
forms of a word present in the data set. Finally, the outcomes demonstrated different lin-
guistic items were used to express ethos (as a persuasive strategy). The results revealed
the word ‘continue’ as the most frequent item used by the speakers, although it does not

inherently express ethos.

A cross culture study on the shaping of persuasive communication by the Arab culture
and language was carried out by Suchan (2014). The author first intended to describe the
key features of Arabic persuasion based on the existing literature, followed by a brief case
study to analyze the use of persuasion in two public sector organizations located in Jordan

and the United States respectively. Based on the literature, the author suggested that most
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Arabic persuasive strategies were represented by metaphoric language which is highly
ornate and emotional. The findings of the case study showed that, although Jarash mem-
bers spoke English, they used Arabic persuasive strategies (e.g., paraphrasing as a claim,
the use of exaggeration, ornate language and emotions) to communicate with members
from the West who were sometimes unaware of these persuasive strategies, and thus,

stunned by them.

Cheung (2010) conducted a cross linguistic socio-cultural study on direct marketing
sales emails. The author intended to display the similarities and differences in employing
persuasive messages in the two corpora; English and Chinese sales emails. A total of 40
emails in Chinese and 40 emails in English were compiled to form the corpus data. Re-
garding the procedures of analysis, the author first analyzed the internal structure of the
emails (based on Cheung’s move structure 2008), which helped to identify the conven-
tions of writing sales emails as a genre and the rhetorical patterns that emerged from it.
Next, the persuasive messages in the selected emails were investigated based on the au-
thor’s suggestions (cross linguistic socio model 2008). The outcomes of the analysis re-
vealed that there were several differences in the encoding of persuasive messages between
English and Chinese in various moves. These variations were found to be based on their
rhetorical aims, which is the relationship between the maker and the viewer that they
wished to establish through the use of texts, as well as the social and cultural context in

which these texts unfold.

In an experimental study, Spark and Areni (2000) investigated the effectiveness of
sales presentation quality on persuasion. They produced two hypotheses; the quality of
the presentation would affect the audience on argument-related thinking, as well as on

persuasion. In order to test the proposed hypotheses, the authors used two factorial
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designs; high-quality vs. poor-quality presentation style for the first hypothesis, and un-
favourable vs. favourable argument quality for the second one. In order to execute the
first experiment, the selected participants were first asked to read the transcript of sales
presentation which were written by students enrolled in a business course, and then they
were given a questionnaire to evaluate the sales presentation and its effects on persuasion.
For the second experiment, the stimuli of the sales presentation was audio-recorded, and
the audio material was played to 63 participants who were asked to evaluate it. The find-
ings from both experiments revealed that the effect of the argument quality on attitude
did not reach statistical significance as much as the effect of presentation quality on per-

suasion, as well as the effect of poor presentation style on argument-focusing participants.

Cheung (2008) conducted an investigation on the effectiveness of the new media
(email marketing) on employing persuasive message on sales letters (email and printed).
The study mainly focused on discovering the ways in which the new media affects the
social or interactional strategy of credibility improvement and the persuasive context ap-
plied in the sales promotion setting. For these two purposes, 160 sales letters (80 printed
and 80 emails) were compiled as the corpus data. These letters were collected randomly
from a database of 10,972 sales letters. Regarding the analysis procedure, the author first
analyzed the internal structure of sales letters in both corpora and proposed a new move
schema. The outcome revealed that the occurrence of all types of moves are found to be
similar in both corpora (email and printed sales letters), because they have similar com-
munication purposes. However, differences were identified when encoding persuasive
messages. New media offered the makers of advertising a variety of means to encode
persuasive messages. By using text as medium, they were able to provide more channels
to further support the sales propositions, since these are also used as ‘social proof” in a
certain context. As a consequence, it allowed them to provide more information about the

product or service and ‘prove’ that the information is true.
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Georing et al. (2011) conducted an experimental study to examine the effective-
ness of linguistic, rhetorical and visual techniques on persuasion used in fundraising let-
ters written in English. In their study, a factorial design was utilized to generate 66 pairs
of fundraising letters varied by one element of this design. The selected participants were
asked to read two letters, and then imagine that they could donate $100 divided across the
two universities, and this was subsequently followed by questions about their choices.
Based on the results obtained, constructing persuasive arguments and having credibility
were the most productive ways to encourage donations. On a linguistic level, a high read-
ability level was more successful in persuading the participants to donate. However, on a
visual level, it was not easy to determine the statistically significant effects of bullet points
on donation. Nevertheless, during the interviews, the majority of participants mentioned

that the bullet points helped in capturing their attention and made letters easier to read.

2.4 Discussion on Reviewed Studies

Reviewing the above studies revealed that there are different means to express
persuasion. These means can be conveyed through different linguistic features (phonetic,
lexical, morphological, syntactic and semantic) and/or persuasive messages or strategies
using different expressions, styles, tones. These persuasive strategies should use the so-
called influence principles to persuade their users. The use of all these different means is

to change the customers’ mind to buy specific products.

It has been found that a sufficient collection of lexical items and a suitable com-
bination and distribution of objective and persuasive information are important for direct-
ing the reader towards making the decision to buy a specific product (Labrador et al.,
2014). Additionally, persuasive messages are among the primary media whereby organi-

zations portray information about their products, services and brands; and that these mes-
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sages have a compound impact to boost sales volumes, positively impact consumers’ de-
cisions to purchase, improve cross-cultural exchanges, and provide a contribution to mod-
ern civilization (Cheung, 2010). On the other hand, it was found that these persuasive
messages differ in different corpora (e.g. sales letters and emails), since the effect of new
media (i.e. the internet) which also impacts the general interactional or social techniques
of credibility improvement and persuasion (Cheung, 2008), in various languages (e.g.
English and Chinese), attributable to the cultural and social context of the texts (Ahangar

& Dastuyi, 2016; Cheung, 2010; Pishghadam & Navari, 2012).

The above reviewed studies undoubtedly contribute to the existing literature and
provide invaluable insights on persuasive language in different genres (e.g. printed sales
letters, email sales letters, newspapers) and in different languages (English, Arabic, and
Chinese). However, some notable gaps remain to exist, despite the mentioned studies,
specifically on the use of linguistic features to express persuasion. Labrador et al. (2014)
and Camiciottli (2011) were the only studies that examined persuasive linguistic features
in online advertisements and earning conference calls. However, Camiciottli’s (2011)
study was restricted to the investigation of linguistic features in the ethos strategy in earn-
ing conference calls, leaving out the other strategies, namely, logos and pathos, which
inevitably carry significant persuasive linguistic features. Additionally, the investigation
of persuasive linguistic features was restricted to only certain verbs. Nevertheless, Lab-
rador et al. (2014) introduced an extensive analysis of linguistic features which expressed
persuasion in English advertisements. The other reviewed studies such as Cheung (2008)
and Mustafa et al. (2012) focused only on examining persuasive strategies, and this gap
was more noticeable in the Arabic context, for example, Hanoun (2008) and Saaida

(2009).
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Needless to say, it is evident that there is a notable gap in investigating the per-
suasive language in advertisements in both English and Arabic contexts, with a more sa-
lient gap on the latter. More importantly, the gap in the existing literature is more acute
when it comes to cross linguistic studies on persuasive language in online advertisements
of skin care products, especially between Eastern (Arabic) and Western (English) cul-
tures. Thus, these gaps motivate the need to extensively explore the persuasive linguistic
features that are present in online advertisements of skin care products, specifically in

English and Arabic languages.

2.5 Conclusion

In conclusion, the investigation of a persuasive language is evident in numerous
studies in the related literature. On the other hand, further research must be made, since
in this modern world, advertising has become a universal concept. With increasing glob-
alization, it is crucial to portray the world’s social and cultural diversity, as seen in adver-
tisements. For this reason, comparing two cultures and languages must be foremost. It is
in this way that one may identify which features of ads are universal, and which are cul-

ture- or language-specific.
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CHAPTER 3: METHODOLOGY
3.1 Introduction
This chapter covers the methodology used in collecting and analyzing the data, and a

description of the analytical framework which was adopted to analyze the data.

3.2 Research Design

The present study adopted a mixed-method approach as shown below in Figure 1. The
extracted texts were analyzed qualitatively to identify the rhetorical moves and persuasive
linguistic features used in both English and Arabic online advertisements of skin care
products. The quantitative approach plays a supplementary role within the overall design
in terms of frequency counts of moves, steps and substeps to determine which were
prominent and non-prominent in both English and Arabic online advertisements. The
quantitative approach was also used to define the extent and forms of persuasive linguistic

features used in both contexts.

Data collection Data analysis Interpretation

Qualitative Il )| Quantitative (numbering) + j‘> Qualitative

Qualitative (coding)

Figure 3.1: Conceptual Framework of the Embedded Design
3.3 The Corpus
This study was guided by a built corpus consisting of 200 online advertisements of
skincare products (100 texts in each language; English and Arabic). The advertisements
were written in their respective languages and were not translated. The entire corpus
amounted to 31,572 words (8149 words in English and 23,423 words in Arabic. The dif-

ference in size is not relevant in this study since the number of texts are the same in each
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language. These texts are advertisements of skin care products that were randomly ex-

tracted from online magazines and confined only to skin care products for women.

The English magazines that were chosen were Instyle, Salon and Glamour, all of
which are well-known online magazines in the UK. The choice was guided by a number
of criteria. Firstly, Instyle is recognized as a pioneer magazine for skin care products in
the UK. Salon has a large following as it reaches 16.000 online customers or readers
every month for their skin care products. Glamour, on the other hand, was ranked among

the top ten in a list of outstanding magazines in the country (https://en.wikipedia.org).

The selected Arabic magazines were Sayidaty, Anazahra, and Al-Jamela which are nota-
bly well known in Saudi Arabia and the whole of the Arabian Gulf. Sayidaty, is the first
and only Pan Arab women weekly that provides quality professional reading, making it
the most powerful advertising vehicle among women's magazines. Anazhara is also con-
sidered as one of the most effective and important magazines in Arab countries. Aljamila

is read by 89.7% of the literate female population. (https://en.wikipedia.org).

34 Data Collection procedure

Various guidelines were followed in the process of data collection. Firstly, there was
no limit set for the text length of each advertisement, because the text is not defined by
its size; rather it is considered as a “semantic unit”: a unit not of form but meaning (Hal-
liday and Hasan, 1976). Secondly, the online advertisements collected were from the pe-
riod of 2011 to 2016. Thirdly, the advertisements were not grouped according to brands
as this was seen as unimportant to the nature of the discourse. The selected corpus was
written in two different languages (English and Arabic) and situated in various cultures.
Then each sub-corpus was divided into four other sub corpora depending on the function
of the product (25 texts per function in each language), that include anti-aging products,

moisturizing products, sun care products and eye products.
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35 Analytical Framework

The following are the frameworks suggested by (Bhatia, 2004; Labrador et al., 2014;
Kathplia, 1992), followed by a complete list of the rhetorical moves that were obtained
from a preliminary analysis and then later used for the complete analysis in the present
study. The first two moves (identifying the product and purpose, and describing the prod-
uct) were adopted from Labrador’s et al., (2014) framework. The moves, Justifying the
Product, Testimonials, Establishing Credentials and Urging Action (suggested in frame-
works from Bhatia, 2004; and Kathaplia, 1992) were added to the framework used for the

study.

1. Bhatia (2004) framework

Move 1: Headlines/Attracting readers’ attention
Move 2: Targeting the market

Move 3: Justifying the product or service

Move 4: Detailing the product or service

Move 5: Establishing credentials

Move 6: Celebrity or typical user endorsement
Move 7: Offering incentives

Move 8: Using pressure tactics

Move 9: Soliciting responses

2. Kathpalia (1992) Move model

1. Appraising the product/service
2. Establishing credentials

3. Justifying the product/service
4. Targeting the market

5. Offering incentives

6. Urging action

7. endorsement/testimonial

8. Headlines
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3. Labrador et al., (2014)

Move 1: identifying product and purpose

— Step 1. Referring to the manufacturing company
— Step 2. Naming the product

_ Step 3. Stating the applications

— Step 4. lllustrating the product with a picture
Move 2: describing the product

— Step 1. Objective characteristics

Sub-step 1. Listing features

Sub-step 2. Listing models

Sub-step 3. Listing data sheets

Sub-step 4. Listing extra options

— Step 2. Persuasive characteristics

Sub-step 1. Evaluating the product positively
Sub-step 2. Comparing the product with other similar products

The following is the developed framework that has been used in the present study
Move 1: identifying product and purpose (Labrador et al., 2014)
Step 1. Referring to the manufacturing company (Labrador et al., 2014)
Step 2. Naming the product (Labrador et al., 2014)
Step 3. Pricing (A new step)
Step 4. Targeting the market (Bhatia, 2004; Kathpalia, 1992)
Step 5. Extra details (A new step)
Step 6. Illustrating the product with a picture (Labrador et al., 2014)
Move 2: describing the product (Labrador et al., 2014)
Step 1. Objective characteristics (Labrador et al., 2014)
Sub-step 1. Listing features (Labrador et al., 2014)
Sub-step 2. Listing models (Labrador et al., 2014)
Sub-step 3. Instruction of use (A new sub-step)
Step 2. Persuasive characteristics (Labrador et al., 2014)
Sub-step 1. Evaluating the product positively Labrador et al., (2014)
Move 3. Justifying the Product (Bhatia, 2004; Kathpalia, 1992)
Move 4. Testimonials (Bhatia, 2004; Kathpalia, 1992)
Move 5. Establishing Credentials (Bhatia, 2004; Kathpalia, 1992)
Move 6. Urging action (Bhatia, 2004; Kathpalia, 1992)

3.6 Data Analysis Procedure

The collected data was analyzed in two phases:



1. Rhetorical Moves Analysis

2. Lexico-grammatical analysis (Persuasive linguistic features)

Following Swales’ (1990) three-level genre model (communicative purpose, move
structure and rhetorical strategies), each text was broken down into distinctive moves,
steps and sub-steps which were identified based on their functions in the text. In a likely
condition whereby two or more moves were present in a sentence, the function of the
step/sub-step/ move was determined based on the move or step that was most prominent
(Del Saz-Rubio, 2011; Holmes, 1997; Ozturk, 2007). The third level, which was con-
cerned with the analysis of linguistic realization was implemented only in the persuasive

moves which focused on persuasive language.

Regarding the first phase of analysis, three themes were deduced when coding
data: (1) the general approach to the analysis of data; (2) the unit of analysis, which means
a text segment that carries a meaning; and (3) the strategies used to identify the boundaries
of moves. The current study primarily takes a top-down approach when coding, based on
meaning. However, to code a text segment the function of which is uncertain, a bottom-
up approach is used for confirmation, and reference is made to several linguistic features.
Since the study is derived from Swales’s perspective on the genre, the unit of analysis
should realise the communicative purpose of the text. Therefore, the study is flexible in
regard to the unit of analysis, initially proposing the sentence as its smallest unit of anal-
ysis. In identifying the writers” intentions and hence the boundaries of the texts, this study
examined the moves and steps of the advertisements through the functional approach. The
three models (Bhatia, 2004; Kathaplia, 1992; Labrador et al., 2014) were referred to dur-

ing this process. In the primary analysis, a coding schema from the three models has been
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created (Appendix A). After the preliminary analysis and subsequent modifications in-
volving other move classifications, the final move classification list, which included 6

moves, has been created and used to analyze the whole corpora.

In the present study, Howe’s (1995) four-grade system was employed to categorise the
moves and steps in the analysis. Howe’s four-grade system has been amended to suit the
current study because a default has been found in considering the level of frequency. In
Howe’s four-grade system, it has been found that 50% of occurrence can be both promi-
nent and not prominent. To avoid confusion, this study considers a frequency of occur-
rence 50-100% as ‘prominent’ while a frequency of occurrence 0- 49% is considered as

‘not prominent’ to avoid any confusion.

The second phase explored several selected moves that may consist persuasive lin-
guistic features (Move 2: Describing the Product, Step 2: Persuasive Characteristics,
Move 3: Justifying the Product, Move 4: Testimonials, Move 5: Establishing Credentials).
Portions of the text labelled as “persuasive” were studied and then linguistic features that
signaled persuasion were extracted and classified based on their parts of speech. Finally,

a frequency count was also carried out.

3.7 Interrater Reliability

Lacking uniform norms in identifying the moves causes an issue (Crooks, 1986; Lores,
2004). In doing move analysis, coding the texts depends largely on coders’ personal judg-
ment, which may be quite hard to replicate. In move analysis, the judgment for textual
boundaries is content-based and is not linguistically constrained (Martin, 1992; Paltridge,
1994; Swales, 1981). Subsequently, the establishment of high reliability toward the anal-

ysis of text structure is essential (Crooks, 1986).
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One effective technique to acquire an accuracy of text analysis, is the use of Inter-rater
reliability. This can be done by using field specialists as independent coders who are ac-
tive members of a specific discourse community and are more acquainted of the generic
characteristics in a specific discipline than people outside the community (Bhatia, 1993).
In the present study, coding reliability analysis was carried out to assure that, two coders
could come up with similar move boundaries in move identification. Thus, a small sub-
set of the corpus (20% of the corpora — 10 texts per context) were coded by the researcher
and a co-rater, an MA linguistic student who speaks English and Arabic fluently. Since
she is bilingual, she can easily code both the English corpus and the Arabic corpus. As
the co-rater, she received a coding schema comprising the explanations, examples and
detailed instructions. The textual boundaries of the selected advertisements were coded
according to the definitions of each move. The researcher and the second analyzer decided
which moves, steps and sub-steps should be assigned to the corresponding texts and found
the equivalent codes. Inter-reliability was then assessed using Cohen’s Kappa. The result

of Cohen’s Kappa was.82 for inter-reliability, which showed substantial agreement.

3.8 Ethics
To obtain permission to collect data in research is an ethical consideration. However,
in the present study, no permission was necessary since the corpora were collected from

the websites of magazines which were available as public domain.

3.9 Conclusion
To conclude, data collected and analysed in a research has to be valid. When the
results are valid then only can the research be considered as worthy. To obtain valid

data, the methodologies used have to be robust. This chapter has explained in detail
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the research design which includes the analytical frameworks, data collection proce-
dure, data analysis procedure, and interrater reliability, the essentials of a sound

methodology for this study.
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CHAPTER 4: RESULTS AND DISCUSSION
4.1 Introduction
In this chapter, findings for move analysis and persuasive linguistics features
found in English and Arabic online advertisements of skin care products are presented
and interpreted. Examples extracted from the corpora will accompany the analysis and
interpretation. This chapter is divided into two parts. Part | presents and discuss findings
of move analysis in English and Arabic online advertisements while Part Il presents and

discusses findings of persuasive linguistic features.

Part |

Part 1 will first show the frequency of moves, steps and sub-steps in both corpora.
This flows into findings for the normalized frequencies of moves, steps and sub-steps in
each of the corpora. Next, each move, step and sub-step will be detailed individually with
examples from both corpora. This is done to illustrate how each move, step and sub-step
are used to meet the stated communicative purposes. It is important to mention that the
analysis follows the unfolding of the texts and as such, the presentation is not governed
by a fixed pattern of analysis. This chapter also compares the frequencies of moves, steps
and sub-steps of the English and Arabic corpora to establish preferences and attempt to

provide insights into these preferences.

4.2 Move Analysis
421  Analysis of Moves
The Figure 4.1 and Table 4.1 summarize the results of the frequency analysis and

prominence level for each move in both corpora.
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Table 4.1: Percentages of all six Move in English and Arabic corpora

Moves English Arabic
Frequency Prominence Frequency Promi-
% Level % nence Level
Move 1: identifying product and 59 Prominent 53 Prominent
purpose
Stepl. Referring to the manufacturing 9% Not Prominent 43% Not Promi-
company nent
Step 2. Naming the product 100% Prominent 100% Prominent
Step 3. Pricing 93% Prominent 18% Not Promi-
nent
Step 4. Targeting the Market 48% Not Prominent 55% Prominent
Step 5. Extra details 9% Not Prominent 4% Not Promi-
nent
Step 6. Illustrating the product with 100% Prominent 100% Prominent
picture
Move 2: describing the product 29% Not Prominent 48% Not Promi-
nent
Step 1. Objective characteristics 19 % Not Prominent 26% Not Promi-
nent
Sub-step 1. Listing features 40% Not Prominent 47% Not Promi-
nent
Sub-step 2. Listing Models 4% Not Prominent 15% Not Promi-
nent
Sub-step 3. Instruction of use 13% Not Prominent 17% Not Promi-
nent
Step 2. Persuasive characteristics 60% Prominent 1% Prominent
Sub-step 1. Evaluating the product 60% Prominent 71% Prominent
positively
Move 3. Justifying the product 46% Not Prominent 62% Prominent
Move 4. Testimonials 30% Not Prominent 3% Not Promi-
nent
Move 5. Establishing Credentials 7% Not Prominent 33% Not Promi-
nent
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Move 6. Urging action 76% Prominent 17% Not Promi-

Table 4.1 showed there are two prominent moves in the English online advertise-
ment of skin care products. They are Move 1: Identifying product and purpose and Move
6: Urging action. The Arabic corpus also have two prominent moves- Move 1: Identifying
product and purpose and Move 3: Justifying the product. This finding agrees with Labra-
dor et al. (2014) who also detected these two moves ‘identifying product and purpose’ in
English and Spanish online advertisements of electronic products as one of the prominent

Mmoves.

4.2.2  Analysis of Steps
4.2.2.1 Move 1: ldentifying product and purpose

Move 1 consisted of six steps which were found in both the English and Arabic
corpora, though they differed in terms of frequency of both prominent and non-prominent
categories. As shown in Figure. 1, both M1S2: ‘naming the product’ and M1S6: ‘dis-
playing products with pictures’ were found to be prominent steps in both corpora. How-
ever, M1S3:‘pricing’ was deemed prominent only in the English corpus while M1S4:

‘targeting the product’ was found to be the more prominent move in the Arabic corpus.
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MOVE 1: IDENTIFYING PRODUCT AND PURPOSE
100%
90%
80%
70%
60%
50%
0% M English
30% W Arabic
20%
10%
o .
Step1. Referring Step 2. Naming Step 3. Pricing Step 4. Targeting Step 5. Extra Step 6.
ta the the product the market details lllustrating the
manufacturing product with
company picture

Figure 4.1: Percentages of Move 1 steps in English and Arabic corpora

Move 1 Step 1. Referring to the manufacturing company

As shown in Example 4.1, in M1S1: referring to the manufacturing company, the
advertisers indicated where the advertised products were manufactured. M1S1: Identify-
ing the manufacturing company in online advertisements helped in establishing goodwill,

thus boosting customers’ confidence towards the advertised products.

Example 4.1

English

a. You're probably already a convert to Olay's totally brilliant anti-ageing Regenerist
line.

b. No7's newest anti-ageing breakthrough is here.
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Arabic

C. = psdl 2 2eli¥Olay

(No more wrinkles with Olay)

d. 8l jee aaliy adl) ad ll Bana Glay S aa85 7 390 Liw) (Estée Lauder introduces new

creams to correct the age of the skin)

M1S1.: referring to the manufacturing company in the present study, was not cat-
egorized as a separate move or step in Kathapalia’s 1992, Teh’s 1999 and Teo’s 2008
studies. Instead, they mentioned that naming the manufacturing company as a factor to
‘establish credentials’ as people would buy the product because of the reputation and
history of the company. This study agrees in principle that mentioning the manufacturing
company’s name can establish the credential of the advertised product. However, sub-
suming it under credentials would not do justice to its communicative intent in the present

study.

Mentioning the company’s name is concluded to stand out as an advertising lin-
guistic feature, as such, it warrants to be a step on its own under M1:‘identifying the
product and purpose’ to give greater accuracy to the matching of moves to the commu-
nicative purpose. Similarly, Labrador et al. (2014) categorized it as a separate step. From
the findings, M1S1 did not fall into the prominent category in both corpora. However, the
frequencies are found to be quite different. In English advertisements, the figure was only
5% while in the Arabic adverts, it was 43%. The step is considered as non-prominent in
both corpora (similar to Labrador et al.’s (2014) findings), but it could be said that the
Arabic corpus appear to perceive mentioning the product’s name to be of some signifi-
cance. This could be attributed to a greater cultural attachment to the importance of a

name. It could be inferred that Arab advertisers value a name as being a trust-building
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device more than their Western counterpart, thus deciding to impact this function more

‘prominently’ in comparison.

Move 1 Step2. Naming the product

While naming the company is a non-prominent step, M1S2: naming the product,
are employed in all the texts of both corpora (100% in each corpus). The results were in
line with Labrador et al.’s (2014) which they also found this step are used extensively in
their corpus. This is to be expected since the product name is regarded as the heart of any
advertisement, and serves as a point of departure for content elaboration of the online

advertisements as shown in Example 4.2.

Example 4.2

English

a. Estee Lauder Resilience Lift Sculpting Oil Cream.

b. Eve Lom Eye Cream.

Arabic

C. ol (o Al i 5,00 " a0 il o S

(Estee Lauder cream for pure skin and free from gloss)

d. Ld i3

(Lifting and Firming Mask for younger skin)
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Move 1 Step 3. Pricing

As for M1S3: Pricing, it refers to the price of the advertised products. The results,
indicated that pricing of skin care products was also found to have differing emphasis in
the two corpora. M1S3 was considered as prominent in the English corpus as it occurred
at a frequency of 93%. However, in the Arabic corpus, M1S3 was non-prominent as it
occurred only at a frequency of 18%. It seems that stating the price is important in West-
ern culture and this could be related to explicit consumerism principles, such as those
relating to consumers’ rights. Perhaps, it is also seen as ethical practice to have a fixed a
price policy. The customers in the West are likely to expect this information as well. In
addition, effective pricing helps to avoid serious financial implications. Advertisers
would believe in a ‘fair’ price for their sales (Wearne, 1990). However, in the present
study, it seems that Arab advertisers may not share the same perspective. This could be
due to the fact that in Arabic culture, prices are not fixed as customers are expected to
bargain. The position of M1S3: pricing, differed in both corpora. In English online ad-
vertisements, M1S3 was followed by M1S2: naming the product, and by M6: urging ac-
tion, as shown in Example 4.3 (a, b, ¢). In the Arabic corpus, M1S3: pricing stood alone
without other accompanying steps, as shown in Example 4.3 (d, e). The differences in
discourse move patterns albeit of a similar genre can be explained by cultural inclinations

(Vergaro, 2004).

Example 4.3

English

a. M&S Formula Age Repair Targeted Concentrate, £12
b. £42; Tel: 0207 84

c. 9057; Murad.co.uk
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Arabic

d. 32650 ;=

(2650 Dirham)

8. 22209 Ja 30 ana 55 )l el iy

(The price of the flask combating 30 MM is 209 Dirham.)

Move 1 Step 4. Targeting the Market

M1S4: targeting the market, refers to the reaching out by advertisers to the intended
audience of the advertised products. Targeting of the market under investigation could be
manipulated by different factors, such as the type of skin or problem, and the time the
product is marketed. These factors play an important role in how the product is promoted
resulting in a chosen angle of persuasive approach. It allows the customers to deliver
messages more precisely and to prevent wasted coverage to people falling outside the
intended audience. In the English corpus, M1S4: targeting the market was influenced by
considerations to factors such as type of skin, season, or problem as shown in the Example
4.4 (a, b, c). In the Arabic corpus, M1S4: targeting the market was similarly achieved
through mentioning the type of skin, the related skin problem, the season with an addi-

tional factor related to origin as illustrated in Example 4.4 (d, e, f, ).

Example 4.4

English

a. Murad’s new Anti-Aging Blemish Control range is designed to specifically target
blemishes in an adult skin while simultaneously addressing the signs of ageing.

(problem)
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b. Sensitive skin sufferers, delight: E45 have launched a new range of moisturisers
to give your delicate skin a touch of luxury. (Type of Skin)
c. Estee Lauder's ultra rich new firming cream is perfect for the winter months when

your skin is zapped of hydration (Season)

Arabic

d. Aoulel s 8208 a3l G e Gldle el 3aa AU ) 500 il (Problem)

(Dior has launched a new product designed to cure signs of ageing)

e. o3 Créme Fraiche®de Beauté —alially Lbaall s duliaall 5 il cula 5 Yad Sl (S 53 (50 paal)

Lephaliy,

(Creme Fraiche®de Beauté introduced an effective solution for sensitive and dry skin.)

f. Gaal Ly Cream BB Lty axiill (e ol iy (Raiid dlle dlan da )y i 48 i 4 e e Cream

BB sl Juad Ji sl 2,0 (Season)

(BB cream features excellent high-level protection for you to enjoy smooth skin during

the summer.)

0. e ondl (el Cladle maaly ) shaiall @8l pmaive 38 (5 ial Re-NULHV oinss (bl o
4e saaal Re-Nutriv Ultimate Lift Age-Correcting Collection. lasas ciuaa 1S 55

A58 ) 4 ¥ 31al 500 (Origin)

(Test the benefits of Re-Nutriv Ultimate Lift Age-Correcting Collection which is es-

pecially designed for the skin of Asian women)

In Kathaplia’s (1992) study on move structure of advertisements, M1S4: targeting the

market, was also found in the move pattern, but it was not a prominent display. However,
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it was considered as prominent (55%) in the Arabic corpus, but in the English corpus, it
recorded a moderate frequency of 48%. Thus the difference between the two corpora was

not that marked.

On the whole, this move do not seemed to have a strong presence, but could still be
considered as a generic feature (Cheung, 2008) with regard to online advertisement of
skin care products. However, the results is rather unexpected as targeting the market was
thought to be a chief strategy in advertisement. Instead advertisers relied on other moves
more prominently to sell their products. Perhaps, while emphasisng a problem is neces-
sary, an over-emphasis may lead to negative reaction. This line of reasoning could be
psychological as most people are more inclined or attracted to ‘positive’ language rather

than to focus on problems, especially in advertisements.

Move 1 Step 5. Extra details

M1S5: extra details, provides advertisers the avenue to go into elaborations, such as
those that pertain to shape, size or colour in order to satisfy the customers’ need to know

the product (Example 4.5).

Example 4.5

English

a. Plus, it comes in a sizeable bottle and lasts for ages

b. Coming in a gorgeous red bottle

Arabic

C. Ja25%sc
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(One item consist of 25 MM)

d. 5,8 A8 Ada Jaly Jie JS5 Adlie de sama 8

(Each package is covered perfectly in luxury bag.)

This sharing of product knowledge according to the data revealed a low priority. The
results displayed a very low percentage of occurrence of M1S5: extra details in both the
English corpus (8%) and in the Arabic corpus (4%). This low frequency of occurrence
suggests that this step is not viewed as a key element (Cheung, 2010) in online advertise-
ment as a sub-genre. This is not surprising as a compact discourse such as an advert cannot
have too much space for elaborations. In addition, details may be technical and too many
of such details would not appeal to the customers. As such, advertisements do not rely
on elaborations to promote the product. More often, they rely on visuals or graphics that

appeal to the sense of sight for effect, which brings us to the next move for discussion.

Move 1 step 6. Illustrating the product with picture

Displaying a visual for each advertisement was found to be obligatory in all the texts
of both corpora (100 %). This confirms the notion that pictorial display and persuasion
are strongly connected in advertisements. However, the semiotic aspects of pictures are

beyond the scope of the present study.

4.2.2.2 Move 2: Describing the Product

The main body of all advertisements consist of product description which is further
subdivided into two sections: one being object characterization of the product and the
other focuses on the persuasive aspects of the advertisement. In other words, the text is a

combination of ‘information and — publicity or telling —and — selling’ (Fairclough, 1992).
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Thus, move 2, describing the product, is divided into two steps: portraying objective char-

acteristics and persuasive characteristics.

M2S1: ‘the objective characteristic,” is further subdivided into three sub-steps which
are listing of features, models and instruction of use. All these sub-steps were found to be
not prominent in both corpora. This result is aligned to the results of M1S5: extra details.
Both are not prominent. On the other hand, M2S2: the persuasive characteristics, which
consisted of one sub-step which is ‘evaluating the product positively’ was found to be

prominent in both corpora.

Figure 2 shows the percentages of all the sub-steps in M2: describing the product.
These sub-steps did not record high percentages. This could be attributed to the fact the
framework used in the present study consisted of two general moves which are divided
into many specific steps and sub-steps, in contrast to other frameworks such as
Kathaplia’s (1992) and Bhatia’s (2004) frameworks. Kathaplia (1992) combined two sub-
steps—‘evaluating the product positively’ and ‘listing features’—into one move and
named it ‘appraising the product.” The framework used in the present study was designed
for a micro analysis and followed the petite categorisation of a few sub-steps under one
move, such as, ‘describing the product.” Similarly, Labrador et al. (2014) had categorized
‘listing features’ under objective features while ‘evaluating the product positively’ under

persuasive characteristics.
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MOVE 2: DESCRIBING THE PRODUCT

30%
0% —
B0%: —
50%: —
40%: —
30%: ——  MEnglsih
20% [ Arabic
[ —
0% .
Substep 1. Substep 2. Substep 3. Substep 1.
Listing features Listing models Instruction of Ewvaluating the
use product
| | posit ively
1
.l. 'l'
Step 1. Objective characteristics Step 1. Persuasive characteristics

Figure 4.2: Percentages of Move 2 steps and sub-steps
in English and Arabic corpora
Move 2 Step 1: The Objective Characteristics

Step 1 Sub-step 1. Listing Features

M2S1SS1: listing features, refers to the listing of ingredients which make the product

unique and attractive to the customers as shown in Example 4.6.

Example 4.6

English

a. The anti-aging formula contains Dr. Murad’s Resilient-C Complex, which is
50 per cent more powerful than ordinary topical vitamin C and maximises
collagen production, while Retinyl Palmitate minimises the appearance of fine

lines and wrinkles and Tangerine Butter smoothes and hydrates.
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b. The (delightfully scented) velvety serum-in-oil formula contains actiscent
complex, VC IP, matrixyl 300 lipo peptide, juvenity, rosehip, evening prim-

rose and jojoba oil.

Arabic

C. d_odulldada yjeil 3 (3 peliall g adiun b el ‘aSilie oS 303 5 JS ) Gy ey anay g LS

5 il 4 gl saliasd e ae Loy Laa ¢ jill Ziglall  dum LAY,

(It also contains 'Regenerist Wrinkle Relaxing Complex," Albalmituil, peptide and

Vitamin 'B3', to strengthen the external layer of the skin and to help to restore moisture

to the skin.)

O 5o Rl ASial 5yt G 1 g s oaliins o il 45 i o) 5] () 5 355

Dallg = gl B e 55 Jsasll 38 55 "Ll Cornflower”

(The texture has been enriched through the addition of four organic plants which are:

the leaves of Ginkgo biloba, cornflower, chamomile and cactus flowers.)

M2S1SS1: listing features, helps to increase the customers’ trust in the product. It was
regarded as not prominent in both English and Arabic corpora as it recorded 40% and
47% respectively in frequency. M2S1SS1 was also found in Labrador et al. (2014). How-
ever, they found listing features to be 100% in occurrence of English and Spanish online
advertisements of electronic products. This notable difference in the frequencies of oc-
currence can be attributed to the nature of the data. Believability of electronic products
depends significantly on their technical features, while buying skin care products depends
on other factors, such as the type of skin or skin problems. The low frequency for

M2S1SS1: listing features, in the present study could be due to the fact that features in
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skin products are varied and technical names of ingredients do not appeal to the majority
of customers. New products require more attention to listing features in comparison with
known advertised products. It could be also due to the fact that some advertisers believe
that product features for skin care should be made simple and adding new features may
affect the firms’ profitability and also decrease established product usability. All in all,
customers’ satisfaction could be negatively affected. (Thompson et al., 2005) if this move

is made prominent.

Step 1 Sub-step 2: Listing Models

M2S1SS2: listing models, refers to the variation of the same product as shown in Ex-
ample 4.7. It was regarded as not prominent in both the English (4%) and the Arabic
(15%) corpora examined in the present study. This finding was in line with Labrador et
al.’s (2014) work which found this sub-step as not prominent in the online advertisements
of electronic products. The variation of the frequency of occurrence of M2S1SS2 between
English and Arabic can only be attributed to the fact that the advertised products often
are regarded as single products and if there are multiple products, they are packaged as a

combination of different items, but not as variants of the same product.

Example 4.7

English

a. Therange includes E45 Touchably Smooth, E45 Nourish and Restore and, our
pick, E45 Silky Radiance.
b. The range includes Eye Contour Complex, Stimulating Serum, Complex

Cream and instant ampoules for a quick boost.
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Arabic
C. kel a KU ) i) (LialS saul atead)5) dagl 530 3 a3l Revitalift <alls a
IR (e
(Revolumizing Serum consists of Revolumizing Day Cream and Revitalift)

d. A sene il e "zl s

- a1 S Y zlab s 2 S Sublimage La Crémeld saod Sl paliiue 2l « Vanilla Pla-

nifolia_sie s (e
- ol zladly o R " Sublimage L Essencecs!. <. o Ll ol sl il 43384 5 « Golden
Champa PFA (Arb)

(Sublimage group consists of Sublimage La Créme which is rich in vanilla planifolia
from Madagascar and Concerted Sublimage L’Essence which contains Golden

Champa PFA.)

Step 1 Sub-step3. Instruction of Use

In M1S1SS3: instruction of use, the advertisers provide instructions on how to use the
product as illustrated in Example 4.8. This is a new sub-step found in online advertise-
ments which is not found in previous frameworks (Bhatia, 2004; Kathaplia, 1992; Labra-
dor et al., 2014). It was determined as not prominent in both English (13%) and Arabic
(17%) corpora. This result was expected as there was not much space for displaying in-
structions for the advertised products in online advertisements. It is likely that instructions
are only relevant if the skincare product is very new in the market or that there are very
specific instructions that need highlighting. Generally, instructions are not foregrounded
resulting in its low frequency occurrence (Cheung, 2010) in online advertisements of skin

care products.
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Example 4.8

English

a. To get the best out of your Moisturizing Soft Cream, take a small amount
between the fingertips and press gently into skin. It works miracles!

b. Though it's supposed to be a mask, we recommend splitting a pea-sized drop
between both eyes — even under make-up. Keep it in the fridge for extra cool-

ing and to brighten up tired eyes in the morning.

Arabic

C. Wula jiSis ) jedae muad & saud (S5 je adding

"It is used once a week to obtain firm and smooth skin."

d. o elas) Ly diagind) RSIal aid) claY saa g daladin) o (bl 4 S 35 5l il dniay (S
LaS pua gy () grhal) @ 8 0o e Qi w8l 5l pladinl 395k e Gaied) Cand ASIA YL
Dbl el s copiall Jind dakia e Calaly () sl S/ guall HA SLI ) aaaYl AL

1l e,

"You can use it under or above foundation cream or by itself. Put a small amount

using your finger or a brush and gently massage the area under the eyes."

Move 2 Step 2. Persuasive Characteristics

Step 2 Sub-step 1. Evaluating the product positively

M2S2SS1: evaluating the product positively, as a sub-step under persuasive character-
istics plays a vital role in persuading customers that the advertised product is worth buy-

ing. M2S2SS1 highlights the qualities and properties of the advertised products conveyed
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through the use of positive adjectives to help the advertisers to reach their goal (Example

4.9).
Example 4.9
English
a. Darphin's Eye Sorbet Mask is a real wonder product. It has a beautiful light
texture that melts into skin and leaves the eye area hydrated and smooth.
b. L'Occitane’'s Divine Cream is still considered one of the best anti-ageing
creams in the industry.
Arabic

C. sy s e spidl o g 55y clui Cun cadaaal ailal 5 45y (el g5 sall i) 138 aiady
Aty ity WS A g ST Gala) g S Gl Jrad EaSto-Smooth™ 5 il mhaw Jiuas il ¢

Gl olidY sluall i

(This liquid is soft, wonderful and easy to use. It flows and distributes on the skin
in a wonderful way, making the application of the foundation cream easier. It also features

with Elasto-Smooth ™ technology which refines the skin's surface to hide the flaws.)

d. A8l e ySI AW 5 o ye (8 Baal s Allad A0S 55 (8 dpnd i g AaDlia] 20l 8 pann @l ) 5SS
6ok osale ae Al 5 U glas 8 () i 5 ) 85 308 ST Al gl el dpans il (e

Y &y yean 5 gl 5a0a Al 2l Llall o el oy I 138 o ) Jdla) 4l e,

(It is a fantastic supernatural cream which combines reform and moisturizing benefits
in one effective combination. Rich and comfortable, its combination has clear results on
the skin. The skin remains refined with less lines. This cream has a new, exclusive, and

captivating fragrance)
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Positive adjectives in M2S2SS1 contribute to customer satisfaction which is bench-
marked on how well the product is supposed to work. M2S2SS1registered a high fre-
quency of occurrence and was regarded as prominent in both corpora (60% in the English
texts and 71% in the Arabic texts). These results were close to the results found by Lab-
rador et al. (2014). This may imply that M2S2SS1: evaluating the product positively, is
a generic part of online advertisements and is regarded as a common strategy of product
differentiation (Bhatia, 1993). While M2S2SS1: evaluating the product positively, is
deemed necessary to elicit sufficient and positive evaluations by customers so as to mo-
tivate purchase, the data shows that the use is moderate as the use of too many strong
adjectives could result in too much of a ‘hard’ sell and the product credibility could be

affected.

4.2.2.3 Move 3. Justifying the product

M3: justifying the product, is an effective way for establishing a positive brand image
of the advertised product. It aims to persuade customers that the products are important
and worth buying. It seeks to highlight the benefits of the advertised products and the
real life problems that the product is able to overcome. M3: justifying the product can be
realized by either highlighting the benefits of the advertised products or by establishing a
niche following (Kathaplia 1992). M3 registered a high frequency of occurrence (60%)
in the English texts and was regarded as prominent and it was considered as non-promi-
nent as it occurred 46 % in the Arabic texts. In the present study, M3: justifying the prod-
uct, is realized only by highlighting the benefits of the advertised products as illustrated
in Example 4.10 (a, b). In the Arabic corpus, on the other hand, M3: justifying the product
were identified by the factors; highlighting the benefits of the advertised products and by

establishing a niche as shown in the Example 4.10 (c, d).
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Example 4.10

English

a. Not only does it wake up and illuminate lacklustre skin but the ingredients
also nourish and visibly reverse signs of ageing (benefits).

b. Working on reducing the appearance of wrinkles, firming skin and fading age
spots, this serum duo is just as brilliant as you'd expect from the brand (bene-
fits).

C. aigyleschiilos [4 Gsne B4380 Lo ghall jedaa g yelaill (5 sine (iad o bulall 138 Jonys
Aadall b pladl) idy 5 da s ST i, Establishing a niche (real problems encountered

by the customers)

"This mixture works to reduce the level of wrinkles and the appearance of fine lines in

just 14 days, which makes the skin appear smoother and hides fine lines."

A, 8 aai ciledlal 4y jlae 25 pe dad sl daclis o Jseanll La il de gonall oda i
O sl apanal 5 A8 Al Glelaie Y s 3l les e 2eluy 5 <l The Reparative Face
Sun Lotion SPF 30 ¢s4ds The Reparative Body Sun Lotion SPF 30 &ilely
L) (38 a1 e 500 Lleal Alle UVA 5 UVB 580 ) i (g aall e sacluall s ¢

AL ) pal) cladle Z3al 5 Lewb 5 e Bany iy (Jiiiud) i, (benefits)

"This group provides an opportunity to get a smooth skin, fighting against the signs of
skin aging and helping to protect the skin against the effects of the environment. The
Reparative Face Sun Lotion SPF 30 and lotion and the Reparative Body Sun Lotion SPF
30 High were designed effectively to protect the skin from ultraviolet UVA and UVB
rays, and to help reduce damage to the skin, as well as hydrate and repair previous damage

marks."
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Highlighting the benefits of the advertised product appears to be a main strategy in
persuasive advertising. The language must be used in such a way that it conveys the
uniqueness of a product. Addressing skin problems is linked to promises to the customers
that these advertised products will satisfy their needs and that the advertised product of-
fers the best solution (Jordan, 1986). Skillful use of such linguistic resources will realize
the secret of successful selling (Bhatia, 1993). M3: justifying the product, was found to
be prominent in the Arabic corpus (62%) but not prominent in the English corpus (46%).
In Kathaplia’s 1992 framework ‘justifying the product’ was also not prominent. This per-
centage is lower than expected in both corpora. When considering that adverts are sup-
posed to be persuasive, this move could be more aggressively used. One possible reason
for it to be not prominent could be the exercise of caution. Advertisements as practiced
today especially in the West, is encumbered by consumers’ civil rights. False advertise-
ments could invite painful lawsuits. As such, advertisers are unlikely to go overboard with
their ‘benefits’ claim. They would rather spread out the persuasion elements in different
dimensions to put the message across. The Arabic adverts were found to use this move
more strongly and again it could be attributed to differences in cultural practices in the

business world.

Move3: Justifying the product

F0%

50%

50%

A%
M Englsih
30% Arabic

20%

10%

0%

Justifying the product

Figure 4.3: Percentages of Move 3 in English and Arabic corpora
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4224

Move 4. Testimonials

M4: testimonials, refers to comments made by customers who had used the product,

or by experts or famous people for the purpose of persuading the customers of the quality

and value of the advertised products. Sharing testimonials help in raising the confidence

level of the target market.

35%

30%

25%

20%

15%

10%

5%

Move 4: Testimonials

Testimonials

M English
Arabic

Figure 4.4: Percentages of Move 4 in English and Arabic corpora

M4: testimonials, was not prominent in both the English corpus (30%) and the Arabic

corpus (3%). There was quite a wide disparity in the frequency occurrences of the two

corpora. Typically, the comments were from experts (specialists) as shown in the Exam-

ple 4.11 (a, b) or from famous people as shown in the Example 4.11 (c, d). The comments

in the form of recommendations were only present in the English corpus. It would appear

that the English adverts were more inclined to use this persuasive function than the Arabic

counterparts. The West could be more open to the sharing of experience in this manner

while the Arabs may not be too open to this public display of confidence. It could also be

that some of the advertised products were new to the Arab region. Therefore, there were

not much recommendations to go by for these advertised products as yet.
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Example 4.11

English

a. We loved the fresh scent and the easy applicator of the Age Defence and
Age Repair pens we tested. (Tested by magazine)

b. “Itdoesn’t feel like you’re wearing sunscreen” is just about the biggest com-
pliment you can pay to a sunscreen. And that’s exactly what Dr. Graber says

about this sheer, fast-absorbing formula. (Expert)

Arabic

Lo jyre Ul el Lghocadi s fpni gld gl i i) s Y 57 ma S e Lt pad Jsa (s sl Aliadl) cilli
e Lalali (Al gha 30 die allasivd o calal gl s caaal) a8 (o (0 nai sl Cal (LS8 JU 55 Y Sl e

Gl maan (s 0 185t asall Sl o lag 368 e e o Jgeanlly sl (actor)

(The actress Thandie Newton talked about her experience with Olay Total Effects
Touch of Foundation cream and her preference for it: "I'm in love with the new Olay Total
Effects Touch of Foundation BB cream. | have been using it regularly for a long time. 1
always wished to get such perfect product, and here is it is available today in the hands

of all ladies.)

d. A JUEY) G sia (ality" Y o Aadle Byt 5 Aaanill dpalall Ailadl (rana L 5 siSall Cullé
il Qe e paldill S aadind of Tas agall (e Cas cle JS0 w0 S o () ki
S8 555 Y51 pleal) saxie ypaad) il 138 palusy s 66 pdully Alinll Jlae (8 admling e JS

5l Leiadia g il dle 5 Jlae (A clilaliia) gues Al ‘S o (2 O g8 Gl i

Cladle AnilSa 41 Glld (1 aa V) 5 cuadll dridl (pe dlaall g Aiulite Gl dakard Glasa s cuda yill

OaiS) s 6V 5 A i e liage A ulls 2358¢ (expert)
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(Dr. Dina Sabih, an aesthetic dermatology specialist said, "Demand for BB cream is
increasing in general. It is very important to use this cream to get rid of skin imperfections.
It provides you with everything you need for skin care. The new multi-tasking Olay Total
Effects Touch of Foundation BB cream provides you with everything you need for your

skin care, most importantly freshness, moisture and protection from the sun's rays.)

Analysis of the present corpus showed that recommendations placed in magazines
were only present in the English corpus. These comments help boost the confidence of
customers toward the advertised product. It seems that English magazines were willing
to take the responsibility and persuade their customers by showing their certainty about
the advertised products and sharing with them their experiences in using a specific prod-
uct. A possible reason for this could be attributed to the fact that the advertised products
are western made. Arab advertisers did not include themselves in testimonials and dis-

tanced themselves from this responsibility.

4.2.2.5 Move 5. Establishing Credentials

M5: establishing credentials, aims to promote the company or the brand in order to
make the readers trust the product. It is considered as ‘adversary glorification’ (Bhatia,
1989) where the advertisers tend to glorify the credentials of the company or the brand of
the advertised product. Advertising language can resort to this tactic to increase customer
confidence. This approach hopefully will influence the customers in the decision-making
process leading to product buying. (Bhatia, 1993). In both corpora, M5: establishing cre-
dentials, was realized through different paths, which include giving rewards, achieve-
ment display, or historical profiling as illustrated in Example 4.12. These approaches help
in increasing the customers’ confidence towards the advertised products. This move as
found in Kathaplia’s 1992 framework, was not prominently used in both the corpora with

the Arabic corpus leading quite ahead in terms of percentage.
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Move 5: Establishing credentails

35%

30%

25%

20%
W English

15% Arabic

10%

0%

Establishing credentails

Figure 4.5: Percentages of Move 5 in English and Arabic corpora

English adverts registered 7% while in the Arabic corpora, it was 33%. The figures
seem to suggest that this approach is not strongly preferred in English adverts. The Arab
advertisers, on the other hand, places more positive value on this approach with the pos-
sible reason that emergent markets might view credentials as a convincing factor to per-

suade the customers of the worth of the product.

Example 4.12

English

a. It won the Best Eye Cream For Crow's Feet gong in our 2014 and 2015 Best
Beauty Buys. (Rewards)

b. When a limited release preview sale of a new beauty line sells out in
36minutes, you know it's worth talking about. (Achievement)

c. With 59 years of expertise in skincare, (History)

59



Arabic

d. Ll lede Jpemall jUasl s il g) 580 56l u 25 + et (Rewards)
i. (It features 25 patents and pending for one more patent.)
e, Cus 2007 el a3 il o gae e paldill Lol Y o a8 s allad) J s lad) Crans S8

ebasiall ASlaall & 406 90 JS 4ie 350 a5 22 (Achievement)

(Women around the world have enjoyed the benefits of the original cream 'Olay' to get
rid of skin imperfections since 2007. One item is sold every 90 seconds in the United

Kingdom.)

f. S 3 2 Créme Fraiche®de Beauté sy Jisy jpmaive asill 851999 e (€ 55 (e

clatidl ow asaill (History)

(Creme Fraiche®de Beauté was launched in Knox in 1999, and today it ranks highly

among other products.)

0. K 55 530 ke A keel 251 de ke 20 o ol 3 Mo o e 33k i,

(tests)

(The results are taken from "The Vivutist" which was conducted on 20 volunteers aged

between 30 and 55 years old.)

4226 Move 6. Urging Action
M6: urging action, aims to ‘force’ customers to make a decision to buy the product.
This can be achieved by mentioning the website, telephone number, email address and

shop name in the advertisement as shown in Example 4.13.
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Example 4.13

English

a. Available at www.boots.com from August

b. Tel: 0208 519 2804

13

Email: office@skinevolution.co.uk;Doctor-renaud.co.uk

d. Awvailable from Sainsbury's stores nationwide.

Arabic

8. a S UV Plus HP (8 dleabay L sl (30 slal ad 53 100 (s gliis e 30 ans B e 3 il sie

ey Sllanall i 0 ¢ 554 Boots.

(UV Plus HP cream, available in a 30 ml package, is sold for approximately

AED 100 or its equivalent, in pharmacies and all Potts branches of Boots.)

f. Radical Skincare” < k¥l Jse ¢ 3 S0 8l jaia 8L pas,

(Radical Skincare is exclusively found at Harvey Nichols, Mall of the Emir-

ates.)
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Move 6: Urging action
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Figure 4.6: Percentages of Move 6 in English and Arabic corpora

Analysis of the data showed that the two corpora exhibited a marked difference in the
frequency occurrence of M6: urging action. It was considered prominent in the English
corpus as it scored a high frequency of 76% in contrast to the Arabic corpus, where it was
regarded as not prominent with a low frequency of 17%. Kathaplai (1992) also regards
this as a move in her study. It can be argued that Arab advertisers prefer to rely more on
persuasive language that deal with product description rather than to devote space to in-
formation for action. English advertisers encourage the customers to visit the company’s
website, on which they will be able to get more information about the brand and its prod-
ucts (Example 13). This could be due to the fact that in the UK, there is a better use of the
digital interface to facilitate communication other than through advertisements. In con-
trast Arabic countries may not have developed such facilities and as such, are unable to
invite customers to use other means of communication for product verification. It is in-
teresting to note that modern day adverts can be more multimodal in reaching out to their
clients. Advertisements in urging for action, goes beyond overt persuasive language, they

now use digital interface to tap on another level of marketing resources.
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Part 11

4.3 Findings of persuasive linguistic features
A list of linguistic features which were identified as persuasive were collected and

analyzed from the corpora of the present study.

Since the present study is concerned with persuasive language, M2 S2: persuasive
characteristics, M3: justifying the product, M4: testimonials, and M5: establishing cre-
dentials, in both the English and Arabic corpora were analyzed for their persuasive lin-
guistic features. They comprised 4682 words and 14,705 words respectively. M2 S2:
persuasive characteristics, M3: justifying the product, M4: testimonials, M5: establishing
credentials, and M6: urging action, are hypothesized to contain use of persuasive lan-
guage. However, ‘urging action’ was excluded as it did not register any persuasive lin-
guistic features. This could be attributed to the fact that both the Arabic and English lan-
guages sought to avoid ‘face-threatening’ acts (Brown & Levinson, 1987) as urging ac-

tion may be considered as ‘strong’ language.

The persuasive linguistic features found in both corpora were syntactic, semantic and
discoursal features. Among these features, syntactic features were used more in both cor-
pora. (Table 4.2) It could be attributed to the fact that syntactic features were preferred
by the advertisers as it is necessary to give ‘explicit information about product which
readers may not be familiar’ (Bruthiaux, 2000)

Table 4.2: Times of occurrence of persuasive linguistic features in both English and
Arabic

Features English Arabic
Times of occur- Times of occurrence
rence
Syntactic 309 401
personal pronouns 86 82
rhetorical questions 8 11
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multiple modification 23 24
non-finite clauses 12 0
Adjectives 140 243
Adverbs 40 41
Semantic 39 26
Personification 18 6
Simile 12 8
Metaphor 0 2
Hyperbole 9 10
Discoursal 43 138
Emphatic enumeratives 43 138

43.1  Syntactic Features

Different persuasive syntactic features, such as personal pronouns, rhetorical ques-

tions, multiple modification, non-finite clauses and adjectives were found in both English

and Arabic corpora. Among them, personal pronouns and adjectives were the most com-

mon syntactic features found in both.

4.3.1.1 Personal Pronouns

In the present study, different personal pronouns which appeared in both corpora are

shown in Table 4.3.

Table 4.3: personal pronouns in English and Arabic corpora

Personal pro- English corpora Arabic corpora
nouns
Subject 52 cases 0
Object 4 cases 40 cases
Possessive 30 cases 42 cases

They are subject, object and possessive pronouns as shown in Example 4.14. In the

English adverts, personal subject pronouns (you, we) were most prominently used (52

cases) compared to objective pronouns (us) (4 cases) and possessive pronouns (your) (30

64



cases) respectively. In Arabic, personal pronouns can be attached to or detached from the

words used. In the present study, the use of detached personal pronouns was absent. This

could be attributed to the structure of the Arabic language. The attached personal pro-

nouns to the words found in Arabic online advertisements were those that were objective

(¢)’you’ (40 cases) and possessive (<l — <ll)’your” (42 cases).

Example 4.14
English
a. This all-in-one anti-ageing product works its magic as you sleep (subject pro-
noun)
b. You can literally feel your skin drinking in this technology-rich gel-cream.
(subject pronoun)
c. We always rely on Burt and his Bees for natural beauty products that deliver
fast results. (subject pronoun)
d. We love Bliss' new face lotion (subject pronoun)
e. After just one use you'll notice your skin looks brighter and feels smoother
(possessive pronoun)
f. It's alcohol-free and is perfect for keeping your skin shine-free (possessive
pronoun)
Arabic
0. O uas asede dlilea 3aas e aelis “your beauty® (possessive pronoun)
h.  oanb Guliie jelae dlipda ) seds ey “yoUr skin’ (POSSessive pronoun)

Ggn o Lalially (il s ll rans Alesall (e Biila al€e (o wal) Gl S e &l g
s g 3,800 ¢ Tt provides you’ (Object pronoun)

e Ll e dl aasd ¢ Tt provides you’ (Object pronoun)
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Using personal pronouns in advertisements carry a persuasive value (Cook, 2001; De-
lin, 2000; Fairclough, 1992; Pilatova, 2015) as they set a personal tone, help to personal-
ize the message for customers and reduce the impression that customers are only being
addressed as part of a mass audience. For example, the personal pronoun ‘you’ helps to
produce a sense of equality in addresser-addressee interaction. The conversational tone
creates within the customer the feeling that the advertised product is made for him (Rom-
anenko, 2014). The plural pronoun ‘we’, on the other hand, creates a sense of solidarity
with the customers and establishes a rapport between the advertisers and the customers.
The use of the possessive pronoun in both English and Arabic ‘your’ (<l - <ll') also makes
instruction more personal. While ‘your’ can refer linguistically to a single person or to a
group of people, customers reading the advert can be made to feel individually addressed

(Janoschka, 2004) as the reader normally would read the advert on their own.

4.3.1.2 Rhetorical Questions

Another persuasive feature found in both corpora was the use of rhetorical questions.
They occurred in both the English corpus (8 cases) and in the Arabic corpus (11 cases).
The questions make the readers feel engaged and as a result can lead to them agreeing
with what the text is saying (Example 4.15). Rhetorical questions expect the customers to
answer the questions mentally and the case for the answers are usually already built within
the text. In a way, the advertisers in using questions draw the customers away from pas-
sive receptivity but uses the information to answer the questions positively. (Fuertes-Ol-

iver et al, 2001; Janoschka, 2004; Leech 1966)

Example 4.15

English

a. You know how most high SPF creams are thick and greasy?
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b. What its secret?

Arabic

C. %odll Calial Ma e S Jraaill Ol janiie @S 58 ) (gan) culS "elilS® G el Ja

(Do you know Clinigue is the first company that provides a solution for dry

skin?)

O, 9 s e o565 A el a3 i€y a5 )

(To what extent you can fight skin aging signs?)

4.3.1.3 Multiple Modification
Multiple modification indicates a coordination of two or more adjectives in a single
noun phrase, building up a positive evaluation of the advertised product in an attractive

way as shown in Example 4.16.

Multiple modification appeared in both the English corpus (23 cases) and in the Arabic
corpus (24 cases) .The cases found in the English corpus were both pre and post modifi-
cation. On the other hand, in the Arabic corpus, all the cases were of post modification
type. As shown in the examples below, modification in the English corpus consisted of
two, three or four modifiers after the word modified, while in Arabic, modification can
be a combination of two, three, four, five or six adjectives. Multiple modifications are
common in advertisements, as they allow for a more compacted, colourful and attractive
description of the advertised product and communicate more on an emotive level (Bhatia,

1993; Labrador et al., 2014; Rush, 1998).

Example 4.16

English
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Pre-modification:

a. ... the new super BB Creams
b. The rich, creamy concentrated cream
c. This roll-on version has all the brilliant de-puffing, cooling and brighten-

ing benefits ...

Post-modification

English

d. ... is perfect for keeping your skin shine-free, smooth and toned

e. ... Cream is refreshing, smoothing and youth-boosting.

Arabic

£l osha s Saan Tonea g Tl T 5 Ly 55 e
(elegant beautiful, healthy and long stability appearance)
0 @oelis Jisegons 3 Jady oanh miie o Jganll g
(naturally, effective, creative, bold, artistic and poetic product)
h. gl b b Sle pasll
(comfortable, natural appearance)
ooebadesdy s aclis pddl deny
(It makes the skin Soft, silky and smooth)
Joo bl Gl dadl 1

(refresh and smooth gel)
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4.3.1.4 Adjectives
Adjectives are another persuasive linguistic feature found in both corpora. Data anal-
ysis shows the heavy use of adjectives in English and Arabic online advertisements, at

140 and 243 tokens respectively.

In the present study, adjectives were classified as gradable (comparative and superla-
tive) and non-gradable (positive adjectives) as shown in use in Example 4.17. Positive
adjectives were the most common in the advertisements of both corpora. The most used
adjective in the English corpus was ‘new’ (25 cases), while, in the Arabic corpus, the

prominent adjectives used were "uwa" ‘new’ (44 cases) and "=2k" ‘natural’ (43 cases).

Example 4.17

English

a. Italso contains SPF, perfect for protecting the sensitive eye area from sun-
related ageing. (positive adjective)

b. Darphin's Eye Sorbet Mask is a real wonder product (positive adjective)

c. you'll notice your skin looks brighter and feels smoother (comparative
adjective)

d. ball massages the eye area for a brighter, more radiant and youthful
appearance (comparative adjective)

e. L'Occitane's Divine Cream is still considered one of the best anti-ageing
creams in the industry. (Superlative adjective)

f. It's worth it as it's our best hydrating eye cream. (Superlative adjective)

Arabic

0. 4asll el syl 23 o8 “Wonder’ (positive adjective)
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h. Zsha)ll gkl Q3L 58 5 “Natural® (positive adjective)

i Tk Y sl msa s =aill most developed (Superlative adjective)

j. ‘Most famous’ Yy sluidly palall o4 ag hay jhae auall jaaie Gaugd @
8 ¢4(Superlative adjective)

K. Wed S jelae s aill st ‘younger’ (Comparative adjective)

| 8l &g deels ST o4 “more flexible’ (Comparative adjective)

The heavy use of adjectives was expected because advertisers need them to describe
and evaluate their product. Positive adjectives were preferred by advertisers to demon-
strate the nature and the purpose of the advertised product. The purpose of advertising is
to introduce and describe the performance and quality of the products (Linghong, 2006).
They help advertisers in communicating the product’s exceptional qualities and in giving
it an attractive description (Ahanger & Dastuj, 2016; Bhatia, 1993; Lapsanska, 2006;

Leech 1966; Pilatova 2015).

Comparative adjectives, in the present study, were used to compare the present situa-
tion with an improved situation made possible by using the specific advertised product.
This would help customers to establish a positive attitude towards the product. Superla-
tive adjectives, on the other hand, were used to express the products’ highest degree of

quality, thus emphasisng that the product was the best.

4.3.1.5 Adverbs

Adverbs were another persuasive linguistic feature found in both the English corpus
(40 cases) and in the Arabic corpus (41 cases). English online advertisements contained
more various instances of adverbial use as illustrated in Example 4.18, compared to the

Arabic counterpart. The most common adverb used in both corpora was ‘instantly’. Ad-
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verbs carry a persuasive value in online advertisements as they attract the reader’s atten-
tion to the verbs especially. Verbs are central features that describe action or the state of
being. Adverbs modify the extent of the results of using the advertised products (e.g.
instantly, perfectly, quickly, powerfully, effectively, freshly ... etc.). Such modifiers en-
hance the action and make it attractive for customers to become participants and owners

of the advertised product.

Example 4.18

English

a. ... the cooling cream and ice-cold roller ball will instantly refresh and
leave your eyes feeling tighter.

b. ...it's left perfectly polished and buffed

C. ... the cream glides onto skin, hydrating drier types as it is quickly ab-

sorbed

Arabic

d. sl e s ill aan Wl (instantly)
8. Ae w3l aaiai (Quickly)

f. Gesodd) sa(deeply)

4.3.1.6 Non-finite Clauses

Non-finite clauses have been identified as a persuasive linguistic feature in online ad-
vertisements (Labrador et al., 2014). However, in the present study, non-finite clauses
were found only in the English corpus (12 cases) as shown in Example 4.19. This is due

likely to differences in the structure of sentences and clauses between English and Arabic.
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Example 4.19

English

a. Avoiding that fake, sweet scent that many creams possess, the fragrance is
deliciously organic and natural.

b. Targeting dark circles, anti-aging and puffiness, the hard-working formula
deeply conditions the eye area, diminishing wrinkles while hydrating and
smoothing skin, leaving it looking better than ever before.

c. Inspired by medical and surgical techniques, it has been specifically formu-
lated to emulate the results of Botox, peels, lifting and injection treatments to
restore radiance and eliminate signs of tiredness and aging.

d. Applied to freshly cleansed skin, the tanning properties take an hour or two to
develop, giving a soft warm complexion that can be gradually built up with

use.

432 Semantic Features

Various persuasive semantic features such as personification, metaphor, simile and
hyperbole were found in both the English and Arabic advertising contexts. Among them,
simile and personification were the most used in the English online advertisements while
hyperbole and simile were the most used in the Arabic online advertisements. Overall,

semantic features were found to be more in the English corpus.

4.3.2.1 Personification

Personification is known as a figure of speech which infuses human like qualities into
an inanimate object. This technique helps advertisers to create more personal and engag-
ing advertisements and ultimately they become more relevant to the audience. It is used

widely in ads (Kubicova, 2013; Laborador et al., 2004 and Lapsanka, 2006) to encourage
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long term memory. This feature has been found in the present study in both the English
corpus (18 cases) and the Arabic corpus (6 cases). The advertisers tried to make their
products ‘real’ by personalizing their products through life-like characteristics (Cuddon,

2013; Pilatova, 2015) as shown in Example 4.20.

Example 4.20

English

a. Pledging to increase skin hydration by 66% in just two weeks, it also promises
to decrease wrinkle depth by half, in four week

b. The kit promises to reduce wrinkles and fine lines within 28 days.

Arabic

C.  ostilly 5l SI) 138

This cream allows the skin to breathe.

0. ol da sl ronsi gl (30 A (aLSe (g0 dpaall Gula) o S e ol 5y

It allows the face to breathe.

4.3.2.2 Simile

Simile refers to “a figure of speech whereby two concepts are imaginatively and de-
scriptive compared.” (Wales, 2001, p.358) It is another semantic feature which appeared
in both the English corpus (12 cases) and the Arabic corpus (8 cases). Employing simile
in advertisement helps to linked two things together to clarify and enhance the image

(Cuddon, 2013) as shown in Example 4.21. However, it seems that simile is not common
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in advertisements (Myers, 1994). It might be due to the fact that similes work on compar-
isons which may be considered to be less impactful against other devices such as person-

ification and metaphors.

Example 4.21

English

ii. a. This wrinkle-tackling amino acid complex might feel as light as tears to
the touch.
iii. b. If you like your skincare products to feel light-as-air but pack a powerful

moisture punch, Clarins' Hydraquench range might just be for you.

Arabic

C. nalS acli g

It is soft as silk

e. JAUY\LASBJJJM:J‘:E&HU)S:JM@

It is designed to be pleasant to the skin as silk

4.3.2.3 Metaphor

Using a metaphor is worth a hundred words of advertising text in stimulating curiosity
of the audience about the product. The use of metaphors is important in advertising be-
cause they can express a message in a compact manner within a limited amount of space.
Additionally, they establish a powerful way of bringing together various types of infor-
mation by relating new information to familiar ones (Hermeren, 1999; Lapsanska, 2006;

Tanaka, 1994). However, analysed data showed that metaphor was not commonly used
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in online advertisements of skin care products though it was found minimally in the Ara-

bic corpus (2 cases) as shown in Example 4.22.

Example 4.22

Arabic

A gl Bl il 0)5S5 8

The eyes can the mirror of the soul

b, cpadl lass elael e eliasll

To eliminate the enemies in the surrounding of the eye

4.3.2.4 Hyperbole

A hyperbole is the deliberate use of overstatement or exaggeration to achieve empha-
sis. It is another semantic feature that carry persuasion as it helps the advertisers to ad-
vertise their goods in as attractive a way as possible. (Lapsanska, 2006). It appeared in
both the English corpus (9 cases) and the Arabic corpus (10 cases). The exaggeration
could convince the customer to try out the result of using a specific product (Example

4.23).

Example 4.23

English

a. We smoothed some on the fine lines around our eyes and noticed an impact within
seconds.
b. Applied to freshly cleansed skin, the tanning properties take an hour or two to

develop.
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Arabic

a. &Hi:\ﬁwu setaa @;ﬁw,mw\,@m}w;)zsis)mjg‘u@mﬂ@

In just 10 minutes, the skin looks more radiant and transparent

b. s et 8 pmathe Jlan 3 (3lin s 5he i 355 il La

Bright and sparkling skin with natural beauty within minutes

4.3.3 Discoursal Features

Discoursal features have not been highlighted by many scholars as persuasive linguis-
tic features in the body of the literature. However, Laborador et al., (2014) found that
emphatic enumeratives as discourse elements can carry persuasive value in online adver-
tisements. In the present study, different emphatic enumeratives have been found in both
the corpora. They are in addition to, also, even, plus, not only ... but, as well as. etc..
However, there was a notable difference in the extent of using these discoursal elements
between the two contexts. In the English context, five emphatic enumeratives appeared
43 times (Example 4.24 a, b). In the Arabic context, three emphatic enumeratives have

been found to occur 138 times as shown in Example 4.24 (c, d).

Example 4.24

English

a. The multi-functional moisturiser assists not only in improving the overall appear-
ance of the skin, but also leaves skin feeling moisturised and looking smoother

and firmer. (Eng)
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b. The multi-tasking formula primes, perfects, hydrates and controls oil - as well as
protecting you from harmful rays with the SPF35 and the anti-ageing anti-peptides.

(Eng)

Arabic

C. delu24 Jasy i) 8 pdal) Ciplali Jgnia ) ABLEYL 3l an o 58l (o il o3l 138 it “Tn
addition’

d. soddl O B ol palis e Wl o g el 138 20l s “also”

By using enumeration, advertisers lay emphasis on the elaboration of certain ideas.
The effect created is an additive chain which leaves an impression on the minds of the
readers. The enumeration facilitates the reader to read on seamlessly and the message is
imparted without much of a conscious effort. This method could be considered as subtle

in the conveyance of details.
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CHAPTER 5: CONCLUSION
51 Introduction
This final chapter aims to present a brief summary of the findings by the study, fol-
lowed by the implications of the findings. This chapter also concludes with some promi-

nent recommendations and suggestions for further research in this area.

5.2 Overview of the Study

This study involves a corpus-based approach of rhetorical moves and the persuasive
linguistic features in English and Arabic online advertisements of skin care products.
Genre analysis as an approach to textual analysis was adopted in this study, which further

assisted to identify the persuasive moves whereby persuasive language was applied.

5.3 Summary of the findings

The following finding are based on each research question proposed:

Research Question 1:  What are the rhetorical moves used in English and Arabic

online advertisements of skin care products?

In this study, a novel analytical framework was developed and designed for online
advertisements. This framework consists of six moves, which are shown in Section 3.5.
The results derived from the above analysis revealed that, in English online advertise-
ments, the prominent moves are: identifying product and purpose and urging action.
Meanwhile, in Arabic online advertisements, the prominent moves are: identifying prod-
uct and purpose and justifying the product. The present of the two moves, identifying
product and purpose and describing the product in both corpora, is due to the fact that
identifying and describing the product are the main characteristics of the advertisements.

It is also notable from the above findings that there is regularity in the existence of certain
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moves in these two structural frameworks, but there is no particular pattern in their exist-
ence. That is, there is a difference in the distribution and sequence of the employed moves.
It should be acknowledged that, for a more detailed description of text-external aspects,
such as socio-rhetorical, contextual and procedural elements, a complementary ethno-

graphic approach featuring writers’ interviews is required (Bhatia, 2005).

Online advertisements have the common aim of providing the customers with the es-
sential details about the advertised products.The finding in the present study has revealed
a prototypical generic structure of online advertisements although they sourced from two
various cultures and contexts. These findings have confirmed Bhatia’s (1993) postulation
that editorials are “universally conventionalized” (p. 68) due to their similar conventional
structure at the macro move level (Cheung, 2008). However, the differences that were
identified in the frequencies of occurrence of the moves, steps and sub-steps, can be at-
tributed to the social and cultural contexts of the texts (Ahmed, 2000; Hong et al., 1987)

and cultural preferences (Vergaro, 2004).

The notable difference in the frequency of moves and steps among the two language
appeared in ‘referring to the manufacturing company’, ‘pricing’, ‘establishing credential’
and ‘urging’. Referring to the manufacturing as a step company appeared more frequently
in Arabic. This could be attributed to a greater cultural attachment to the importance of a
name and could be inferred that Arab advertisers value a name as being a trust-building
device more than their Western counterpart, thus deciding to impact this function more
‘prominently’ in comparison. Establishing Credentials as a move appeared more fre-
quently in Arabic. It seems that this approach is not strongly preferred in English adverts.
The Arab advertisers, on the other hand, places more positive value on this approach with
the possible reason that emergent markets might view credentials as a convincing factor

to persuade the customers of the worth of the product. Pricing as a step is prominent only
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in English advertisements. It seems that stating the price is important in Western culture
and this could be related to explicit consumerism principles, such as those relating to
consumers’ rights. Perhaps, it is also seen as ethical practice to have a fixed a price policy.
The customers in the West are likely to expect this information as well. In addition,
effective pricing helps to avoid serious financial implications. Advertisers would believe
in a ‘fair’ price for their sales (Wearne, 1990). However, in the present study, it seems
that Arab advertisers may not share the same perspective. This could be due to the fact
that in Arabic culture, prices are not fixed as customers are expected to bargain. Urging
action as a move English corpus scored a high frequency in contrast to the Arabic corpus.
It can be argued that Arab advertisers prefer to rely more on persuasive language that deal
with product description rather than to devote space to information for action. Addition-
ally, English advertisers encourage the customers to visit the company’s website, on

which they will be able to get more information about the brand and its products.

Online advertisements can be expected to exhibit a set of characteristics which work
to achieve what are recognized as typical communicative functions; providing specific
information about the advertised products solutions to specific problems, and different
persuasive linguistic features (syntactic, semantic and discoursal) to convey messages
about adverting the products persuasive messages. Goddard (2001) argued that advertis-
ing texts in general can hardly be regarded as strictly informative or strictly persuasive.
However, Leiss et al. (1990) argued that both informative and persuasive elements are
present in advertising texts, to a certain extent. Bhatia also declares that promotional texts
does not include only persuasive language, but also provides information about the ad-

vertised products.
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Therefore, the moves found in this study are of two types; persuasive and informative.
The first move (‘identifying product and purpose’) consists of six steps, and is informa-
tive. All the steps provide information about the advertised product, such as its name, its
manufacturing company, and target audience of the product. The second move (‘describ-
ing the product’) includes only two steps. The first step (‘the objective characteristic’)
consists of three sub-steps. They provide a description of the advertised products and
instructions on how to use it. The second step (‘the persuasive characteristics’), which
consists of one sub-step (‘evaluating the product positively’), is considered persuasive, as

it attracts customers’ attention by positive and credible evaluation of the product (Bhatia,

1989).

The third move (‘justifying the product’) is a persuasive move, because by indicating
the needs of the potential customer, the advertisers promise the customers that this prod-
uct is the only one which can satisfy their needs (Jordan, 1986), and this technique is
considered a successful way to persuade customers to buy the product (Bhatia, 1993).
The fourth move (‘testimonials’) is also persuasive, as it introduces the comments by
customers or famous people to persuade the customers of the value and the quality of the
advertised product. The fifth move (‘establishing credentials’) is regarded as a persuasive
move, because it captures the customers’ attention by a well-established reputation in the
market (Bhatia, 1993). The last move (‘urging action’) is regarded as persuasive, as it
provides some websites or names of shops where the customers can buy these advertised
products, in order to urge the customers to take a further step to buy the advertised prod-

uct.

Research Question 2: What are the semantic, syntactic and discoursal features used

to express persuasion in online advertisements in each context?
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Advertising language is meant to be playful, innovative and full of linguistic features
that would attract the attention of consumers. The results of this study revealed that the
advertisers of such online advertisements in both languages (English and Arabic) em-
ployed different persuasive linguistic features (syntactic, semantic and discoursal) to con-
vey messages about adverting the products. Their selection of such linguistic features
was intended to fulfil the intended communicative purpose, which is persuasion, and fur-
ther help to influence customers’ decision-making and encourage them to buy the adver-

tised products.

The persuasive syntactic features (personal pronouns, rhetorical questions, multiple
modification, non-finite clauses and adjectives) were found in both English and Arabic
corpora. The persuasive semantic features (personification, metaphor, simile and hyper-
bole) were found in both English and Arabic contexts. Regarding the discoursal features
(in addition to, also, even, plus, not only ... but, as well as), different emphatic enumera-

tives have been found in the both corpora.

Among all these features, personal pronouns and adjective were the most applied in
both corpora. In terms of the heavy use of adjectives, Leech, (1966) observed that “ad-
vertising language is marked by a wealth of adjective vocabulary” (p.151), as it helps
advertisers to communicate the exceptional qualities of their products and thus motivate
the audience to establish a positive attitude towards the product. In terms of personal
pronouns, Sternkopf (2005) claims that, through the use of personal pronouns, advertisers
manage to appeal to a wider audience and create an effect of addressing every customer

personally.

54 Implication of the Study

This study has derived several considerable implications.
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Firstly, this research contributes to the growing body of research on genre analysis by
developing a novel analytical framework for online advertisements. Secondly, the find-
ings of this study provide non-native speakers of English and Arabic with rhetorical
guidelines and an inventory of persuasive linguistic features that may assist them to suc-
cessfully write persuasive texts in English; in particular, advertisements for skin care
products. As Bhatia claims, “generic competence is an important contributor to profes-
sional expertise” (Bhatia, 2004, p. 145). Non-native speakers may be trained to achieve
this generic competence in a foreign language by carefully considering the means em-
ployed by native speakers to write text that belongs to a particular genre or subgenre
(Labrador et al., 2014). Thirdly, the findings of this study can also be useful for syllabus
and textbook designers of marketing courses. Teachers can adopt and adapt the move/step
descriptors to facilitate students’ comprehension of how every piece of text contributes

to achieving a communicative purpose.

55 Suggestion for further study
As previously mentioned, visual elements were not analyzed in this study. Thus, the
semiotic aspect of online advertising can be further explored in future studies, as they also

carry a persuasive function.

5.6 Conclusion

Generally speaking, the concept of comparing and contrasting languages and cultures
as reflected in advertisements comes from the interest in international marketing and in-
creasing globalization. This study identified the differences and similarities of rhetorical
moves and persuasive linguistic features between English and Arabic online advertise-
ments of skin care products. This would aid both English and Arabic native speakers to
work together in the business community without misunderstanding during communica-

tion.
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