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Abstract

Nowadays, the bulk of e-commerce is carried out in English. At the same time, however, the
emergence and growth of Arab e-commerce has attracted attention from e-commerce giants, such
as AliBaba and Amazon. Acquiring a deeper understanding of culture-specific advertising
practices is thus quickly becoming necessary for digital advertisers and marketers seeking to tap
into both English- and Arabic-speaking consumer markets. Despite this, little has been written on
online advertising discourse within the particular contexts. To address this, the present study
reports on a pragmatic two-level rhetorical analysis of the macro-structure of the sub-genre of
online advertisements in English and Arabic and focuses on the identification of the persuasive
linguistic features employed to signal constituent moves. Drawing upon Swales’ move-step model
of rhetorical analysis, the exploration of a comparable corpus of 100 online advertisements of skin
care products per language introduced new layers in the rhetorical organisation of [online]
advertisements. The results revealed that English and Arabic advertisements consisted of both
common and culture-specific rhetorical moves. The persuasive strategies employed common
lexico-grammatical features at syntactic, semantic, and discoursal level, albeit to a different
extent. Overall, the results of this study illustrate that online advertisements of skin care products
could be considered as a particular sub-genre with context-specific macro- and micro-structures.
Through the investigation of the specific datasets, this study expands upon the existing analytical
frameworks used for the study of advertising discourse and adds to the intercultural exploration
of the rhetorical structures and persuasive strategies used in online advertisements.
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AHHOTALINA

B Hamm nHM Gonblias 4acTh MHTEPHET-TOPTOBIIN OCYIIECTBIISIETCS C MCIIOJIb30BaHUEM aHTJINH-
CKOTO s13bIKa. B TO ke BpeMst BOBHUKHOBEHHUE U POCT apabCKOi HHTEPHET-KOMMEPIIMHY ITPHUBJICKAET
BHHMaHHE TAKUX THTAaHTOB HHTEPHET-TOPToBIH, kak AliBaba u Amazon. B cBsi3u ¢ 3TM Bo3pac-
TaeT NoTPeOHOCTH B OoJiee TiTyO0OKOM MOHUMAaHUH KYJIbTYPHO-CIEIM(PUIECKUX PEKIAMHBIX TIpakK-
TUK PEKJIaMOJATENSIMU U MapKETOJIOTaMH, CTPEMSIIIIMMHUCS BBINTH KaK Ha aHTJIOA3BIYHBIC, TAK U
apabos3bIUHbIC TOTpeOuTENbCKNE PHIHKU. OTHAKO, PaOOTHI, TOCBAIICHHBIE OHIAWH-PEKIIAMHOMY
JVICKYPCY B OIpEICJIEHHBIX KOHTEKCTaX, HEMHOTOUNCIICHHBI. HacTosmee ncciepoBaHue mocssi-
IIEHO NParMaTHYECKOMY JIByXyPOBHEBOMY PUTOPHYECKOMY aHAIIN3y MaKpOCTPYKTYpPHI Cy0rkaHpa
AHIVIOS3BIYHON M apabos3bIuHON OHJIAMH-peKiaMbl. B 1leHTpe BHHMaHUs aBTOPOB — SI3bIKOBBIC
cpenacTBa yOeXKICHHS, HMCIIONb3yeMble KaK CHUTHAJIBI KOHCTUTYTHBHBIX X0m0B. PaccmoTpeHnme
cpaBHHUTENLHOTO Kopityca 100 HHTepHEeT-peKyIaM NpoIyKTOB Ul yX0Jia 32 KOKEH, IIPOBEJICHHOE
C OMOpOW Ha MOJICJIb PUTOPHUYCCKOIO aHaiu3a xo1oB/ maroB (Swales), MO3BOJISET BBIICIHUTH
HOBBIC CJIOM PUTOPUYECKON OpraHU3allMHM OHJIAaWH-peKNamMbl. Pe3ynbTaTsl MOKa3bIBAIOT, HYTO
B aHTJIOSI3BIYHOM M apabos3bIYHOM peKiIaMe MPUMEHSIOTCS KaK 00Iue, Tak U KyJIbTypHO-CIIeLH-
¢uunble puTopHyeckue xonbl. CTpaTeruu yOeKACHUS B Pa3HOIl CTENEHH HMCIIONB3YIOT oOuine
JICKCUKO-TPAaMMAaTHYECKUE YEPTHl HA CHHTAKCHYECKOM, CEMAHTUYECKOM U JHCKYPCHBHOM YpPOB-
HAX. B menom, pesyabpTaThl aHaIM3a MOKa3bIBAIOT, YTO OHJIAMH-peKIaMy IIPOAYKTOB JUIS yXOJa 3a
KOKel MOXKHO paccMaTpUBaTh Kak OIpEIeNICHHbIH Cy0)XXaHp C KyJIbTypHO-CIeHU(pHUUECKUMU
MaKpo- ¥ MUKpPOCTpYKTypamu. MccienoBanue cnenndudeckux 0a3 ZaHHBIX MMO3BOJIAET PacIliu-
PHUTH AHAINTHYECKHE ITOAXOIBI, MCIOJB3YEMbIE ISl aHAIN3a PEKJIAMHOTO JUCKYypca, U BHOCUT
BKJIaJl B MEKKYJIBTYPHOE HU3y4E€HUE PUTOPUIECKON CTPYKTYPBI U CTpaTeruil yOeKIeHHUs, HCIIOIIb-
3yEMbIX B OHJIAMH-pEKIIaMe.

KnioueBble cioBa: ounaiin-pexiama, Jdcanwp, pumopuieckas CmpyKkmypa, Xoo, sA3uik y0edcoeHus,
MexXHU4ecKoe NUCbMo
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1. Introduction

The term advertising derives from the Medieval Latin verb advertere, ‘to direct
one’s attention to’ a service or product through some oral or written public
pronouncement (Danesi 2015). Since its roots in antiquity, the craft of advertising
has, ipso facto, created a type of promotional discourse whose mastery requires an
understanding of the typical rhetorical structures and lexico-grammatical devices
employed for reasons of persuasion. That is, a sensible adoption of linguistic
features and an adequate balance of persuasive and objective information are central
for turning consumers towards accepting the message transmitted and acting upon
it. The study of advertising as a persuasive social discourse has been approached
from many disciplinary perspectives, including anthropology, psychology,
sociology, linguistics, and semiotics. This is because advertisements clearly
enhance intercultural exchange as well as contribute to modern civilisation (Cheung
2008). Persuasive language has also been the subject of investigation in various
genres in different languages, including English, Chinese, and Persian sales emails
(Ahangar & Dastuyi 2017, Cheung 2010), English and Arabic earning calls
(Crawford Camiciottoli 2011, Suchan 2014), English fundraising letters (Goering
et al. 2011), English commercial advertisements (Romanova & Smirnova 2019),
English online social advertisements (Popova 2018), English media texts (Larina et
al. 2020), and English argumentative essays (Al-Momani 2014).

Despite the considerable number of studies on persuasive language, the
literature reveals that only a handful have explored it in the sub-genre of online
advertisements (e.g. online magazines). Among the few is the study of Labrador et
al. (2014), which looked into the rhetorical structure and the persuasive language
of online advertisements of small electronic devices in an ad hoc English-Spanish
comparable corpus of 100 texts. The gap is more acute when it comes to the
intercultural exploration of advertising discourse where, for example, there seem to
have been virtually no systematic investigation of persuasive language in online
advertisements of skin care products in Western (English) and Non-Western
(Arabic) cultures.

To address this, the current investigation attempts to bring to light cultural
similarities and/or differences between English and Arabic by examining
specifically the rhetorical structure as well as the persuasive linguistic features
employed in online advertisements of skin care products brought forward in both
languages. In order to ascertain persuasive resources in the two contexts, following
past studies (e.g. Cheung 2008, 2010, Labrador et al. 2014), this study draws on a
schematic structure analysis that further helps identify persuasive features and
connect them to the moves and steps that represent the communicative functions
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conveyed in the text. This approach, which adopts genre analysis, aims to explicate
persuasive techniques in a series of social interactions, exploring the discursive and
linguistic choices involved. In general, the major research questions addressed in
the present study are as follows:

1. What are the typical rhetorical patterns used in English and Arabic online
advertisements of skin care products?

2. What are the lexico-grammatical resources signalling persuasion in such
advertisements in each context?

3. What are the similarities and differences between English and Arabic online
advertisements of skin care products in terms of rhetorical structure and persuasive
techniques?

2. Theoretical background
2.1. Genre and move-step rhetorical analysis

Culture is an indispensable part of writing and affects its habits. This is because
writing, as a product of social activities, is a “cultural object, existing only in the
social world of humans” (Mauranen 1993: 4). As with academic genres, discourse
construction in professional settings demands compliance with particular norms,
which make promotional texts recognisable as belonging to a particular genre. Such
norms build up a common pattern where all writings within a given genre are
composed of the same linguistic features with nearly similar functions in virtually
identical positioning. That is to say, discourse communities develop specific
rhetorical patterns for a specific text type. To illustrate, full-length empirical
research articles conform to the Introduction, Method, Results and Discussion
(IMR&D) layout — a widely accepted conventional format proposed by Swales
(1990).

Within the field of discourse analysis, scholars have approached the study of
genres from different linguistic angles. A functional perspective was followed in
this paper to study the sub-genre of online advertisements. The field of discourse,
the participants in the communicative event, and the importance of the context are
all aspects of variations across languages that accentuate the social function of
language as the key attribute of human communication. Within this framework,
Swales initiated the exploration of discourse genres with his pioneering work on
research article introductions (1990), establishing the communicative purpose as
the focal point shared by all the writings within the same genre. Rather more
recently, Bhatia (2004) referred to genre as “language use in a conventionalised
communicative setting in order to give expression to a specific set of
communicative goals of a disciplinary or social institution which gives rise to stable
structural forms by imposing constraints on the use of lexico-grammatical as well
as discoursal resources” (Ibid: 23).

The description of communicative units in specific genres and the development
of a model for the rhetorical analysis of the internal structure of various forms of
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discourse have been attempted by a number of approaches. Among them is Swales’
move-step model of rhetorical analysis, which hierarchically systematised a number
of ‘moves’ and ‘steps’. He defines move as a discoursal segment or an expression
that represents a definitive or a specific communicative goal (Swales 1990, 2004).
In the words of Biber et al. (2007), “each move not only has its own purpose but
also contributes to the overall communicative purpose of the genre” (Ibid: 23). In
essence, a move is likely to be made up of smaller units (steps and sub-steps) that
work together to create “various patterns of similarity in terms of structure, style,
content and intended audience” across the text (Swales 1990: 58).

Swales” move—step model has been further expanded and/or modified in
several rhetorical genre studies, such as grant proposals (Connor & Mauranen
1999), research articles (Brett 1994, Dudley-Evans 1994), recommendation letters
(Precht 2000), letters of application (Upton & Connor 2001), and business letters
(Bhatia 1993, Vergaro 2004, Zhu 2001). Intercultural investigation has been an
important line of inquiry in many of these rhetorical studies focusing on different
genres, such as medical research papers (Williams 2012), academic book reviews
(Suérez Tejerina & Fernandez 2008), football match reports (Diez-Fernandez
2009), and scientific abstracts (Arroyo et al. 2007, Martin 2003, 2005). We will
follow Swales’ move—step model in this paper for the study of the rhetorical
structure of online advertisements of skin care products in English and Arabic.

2.2. The sub-genre of online advertisements

Within the genre of advertisements, we may consider online advertisements as
a particular discourse sub-genre, along with other sub-genres including print, TV
and radio advertisements. They all share the communicative purpose of offering a
service or presenting a product in such a way that the reader is convinced of its
quality and utility and reflect on purchasing it. Despite this, online advertisements
“tend to apply a more interactional-conversational language approach [which
affects] language use, message flow, and types of direct user addressing’’
(Janoschka 2004: 9-10).

Following Cook’s (2001) classification and based on the criteria listed below,
Labrador et al. (2014) offer the following description of online advertisements:

1. Item advertised: product versus non-product advertisements. Online
advertisements may offer services, or they may serve to sell products.

2. Medium: The fact that they appear on the internet (and not in printed books,
newspapers, television, radio, or magazines) greatly determines their internal
structure.

3. Length: short copy versus long copy. Online advertisements belong to the
long copy group because unlike short attention-grabbing advertisements, they are
more informative and descriptive texts.

4. Technique: Services or products may be sold on the internet by the use of
the soft-sell technique that “relies more on mood than on exhortation, and on the
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implication that life will be better with the product” (Cook 2001: 15) or by means
of the hard-sell technique (i.e. making a direct appeal to consumers).

5. Consumer profile: This criterion deals with the socio-economic background
of targeted consumers who are computer-literate adults usually looking for
advertisements on the internet.

6. Appeal type: tickle versus reason. “Reason ads suggest motives for
purchase. [...]. Tickle ads, on the other hand, appeal to emotions, humour, and
mood” (Cook 2001: 15). Online advertisements may be of both types.

2.3. The persuasive language of advertisements

By seeking to combine “information-and-publicity (or ‘telling-and-selling”)”
(Fairclough 1992: 279), advertising relies on the use of ‘loaded language’ (Leech
1966) that exploits emotive words, catchphrases, metaphors, informal expressions,
and comparisons to appeal to consumers. This implies that what is typically
considered to be colloquial language is used to approach potential customers, for
example, by giving the impression of treating each of them as an individual rather
than en masse. This strategy, called ‘synthetic personalization’ by Fairclough
(1989), could be achieved through the use of inclusive language, which extends
beyond the application of personal pronouns. Examples would be expressions such
as “Welcome to Shawarma Palace” or “Have a safe journey” in the case of
restaurant and air travel advertisements respectively, which seem to project a
personalised message. Other researchers (Fuertes-Olivera et al. 2001, Janoschka
2004) have listed some of the most frequently used persuasive features found in
advertisements, such as rhetorical questions, alliterations, or commands. Multiple
modifications, specifically of syntactic features, such as combining two or more
adjectives, are also used “to give a colourful and attractive description of the
[advertised] products or services and [communicate the intended message] more on
an emotive level” (Rush 1998: 161).

3. Methodology

This section provides a description of the methodology used in collecting and
analysing the data, as well as of the analytical framework developed to suit the
purpose of the study.

3.1. The corpus

This mixed-method study was guided by a built corpus consisting of 200 texts
(100 per context). The entire corpus amounted to 31572 words (8149 words in
English and 23423 words in Arabic). The unequal corpus size was not relevant for
the aim of this study as an equal number of advertisements in each context were
used. The texts, randomly extracted from online magazines, concerned online
advertisements of skin care products written originally in English and Arabic.
Although they did not advertise the same products, they were all promoting items,
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models, and brands of skin care products for women. The English advertisements
were obtained from InStyle, Salon, and Glamour, which are prestigious online
magazines in the UK. The texts in Arabic were sourced from the Arabic magazines
Sayidaty, Anazahra, and Al-Jamela, which are equally popular in Saudi Arabia and
the other Gulf Cooperation Council (GCC) countries.

3.2. Data collection procedure

Various guidelines were followed in the process of data collection. Firstly,
following the understanding of a text as a ‘semantic unit’ of meaning (Halliday &
Hassan 1976), there was no limit set for the length of each advertisement. Secondly,
the texts collected were published between 2011 and 2020. Thirdly, the selected
texts in each language were grouped according to the functions of the products
advertised, including anti-aging products, moisturizing products, sun care products,
and eye products (25 texts per function in each context). Finally, while we are aware
of the fact that non-verbal elements, like visual features, play an instrumental role
in fulfilling the communicative purpose of advertising, we limited the study of
persuasive strategies to linguistic resources necessary to express persuasion so that
professionals working in both advertising contexts may construct their messages in
attractive and conducive ways. We are of the view that the non-verbal elements will
not pose a problem in constructing online advertisements in the two cultures as they
are similar in that aspect. Therefore, the exploration of the semiotic dimension of
online advertising goes beyond the scope of this study. The challenges are to be
found in the verbal elements, which were the focus of the work at hand.

3.3. Analytical framework

The current study was guided by the existing frameworks developed by
Kathpalia (1992), Bhatia (2004), and Labrador et al. (2014; see Tables 1-3). A
preliminary analysis of a small sub-set of the corpus (10 texts per context) showed
that the following moves (M) were observed across the corpus: ‘identifying product
and purpose’, ‘describing the product’ (Labrador et al. 2014), ‘justifying the
product/service’, ‘endorsement/testimonials’, ‘establishing credentials’ (Bhatia
2004, Kathpalia 1992), and ‘urging action’ (Kathpalia 1992). Furthermore, the
corpus at hand presented some new steps (S), ‘pricing’ and ‘providing extra details’,
and one new sub-step (Sub) ‘instructing the use’. This led to the expansion of the
existing analytical models to meet the needs of the analysis of the corpus at hand
(see Table 4). It needs to be noted that ‘illustrating the product with a picture’,
which was introduced as a step in the move model by Labrador et al. (2014), was
not taken into consideration because as mentioned in the previous section the
exploration of semiotic features in advertisement was beyond the scope of this
study.
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Table 1. Move model by Kathpalia (1992)

Move 1: Appraising the product/service
Move 2: Establishing credentials

Move 3: Justifying the product/service
Move 4: Targeting the market

Move 5: Offering incentives

Move 6: Urging action

Move 7: Endorsement/Testimonial
Move 8: Headlines

Table 2. Move model by Bhatia (2004)

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

Table 3. Move model by Labrador et al. (2014)

Move 1: Identifying product and purpose
e Step 1: Referring to the manufacturing company
e Step 2: Naming the product
e Step 3: Stating the applications
e Step 4: lllustrating the product with a picture
Move 2: Describing the product
e Step 1: Objective characteristics
0 Sub-step 1: Listing features
0 Sub-step 2: Listing models
0 Sub-step 3: Listing data sheets
0 Sub-step 4: Listing extra options
e Step 2: Persuasive characteristics
0 Sub-step 1: Evaluating the product positively
0 Sub-step 2: Comparing the product with other similar products

Table 4. Framework 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 (New step)
Step 4: Targeting the market (Bhatia 2004, Kathpalia 1992)
Step 5: Providing extra details (New step)
Move 2: Describing the product (Labrador et al. 2014)
e Step 1: Objective characteristics (Labrador et al. 2014)
0 Sub-step 1: Listing features (Labrador et al. 2014)
0 Sub-step 2: Listing models (Labrador et al. 2014)
0 Sub-step 3: Instructing the use (New sub-step)
e Step 2: Persuasive characteristics (Labrador et al. 2014)
0 Sub-step 1: Evaluating the product positively (Labrador et al. 2014)
Move 3: Justifying the product (Bhatia 2004, Kathpalia 1992)
Move 4: Endorsing the product (Bhatia 2004, Kathpalia 1992)
Move 5: Establishing credentials (Bhatia 2004, Kathpalia 1992)
Move 6: Urging action (Bhatia 2004, Kathpalia 1992)
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3.4. Data analysis procedure

The collected data was subjected to two phases of analysis: rhetorical moves
analysis followed by the exploration of lexico-grammatical features expressing
persuasive meanings. Regarding the first phase of analysis, the study followed
Swales’ (1990) three-level genre model (communicative purpose, move structure,
and rhetorical strategies) to break each text down into distinctive moves, steps, and
sub-steps, which were identified based on their functions in the text. Reference was
also made to previous studies on the rhetorical structure of advertisements or similar
genres (Bhatia 2004, Kathpalia 1992, Labrador et al. 2014). However, as discussed
earlier, after the preliminary analysis and subsequent modifications to the existing
move classifications, a coding schema, which best fitted the purpose of this study,
was tailored and used to analyse the whole corpus.

When coding the data, three themes needed to be addressed: (1) the general
approach to the analysis of data; (2) the unit of analysis, which refers to a text
segment that carries a meaning; and (3) the strategies used to identify the boundaries
of moves. Therefore, the study primarily took a top-down approach (based on
meaning) when coding the data. However, to code a text segment that its function
was fuzzy, a bottom-up approach was used for confirmation, and reference was
made to several linguistic features. Since the study is derived from Swales’
perspective on genre, the unit of analysis should realise the communicative purpose
of the text. Hence, the study was flexible about the unit of analysis, initially
proposing the sentence as its smallest one. To identify the writers’ communicative
purposes and then the boundaries of the texts, a functional approach was taken to
identify moves and steps. Following past studies (del Saz Rubio 2011, Khedri &
Kritsis 2018, Ozturk 2007), in a likely condition whereby more than one move
appeared in the sentence, the most dominant one was selected.

Concerning the prominence level of occurrences of moves, steps, and sub-
steps, reference was primarily made to Howe’s (1995) four-grade system. However,
to avoid possible confusions, the marginal prominence level of frequency — 50%
of occurrence as both ‘prominent’ and ‘non-prominent” — was revised as follows:
0-49% and 50-100% of occurrences were considered as ‘non-prominent’ and
‘prominent’, respectively.

Regarding the second phase of analysis, following Labrador et al. (2014),
linguistic resources expressing persuasive meanings were only searched in the
persuasive section (M2S2: persuasive characteristics), as this is the part where we
expected more cases to be found. Each piece of text designated as persuasive was
read and then all lexico-grammatical features associated with persuasion were
identified. Following that, the final list of persuasive features was categorised
according to part of speech and then used to determine the frequency of occurrence.

In this study, to reduce the risk of randomness and demarcate the precision of
the analytical approaches taken at an adequately high level of consensus, a
consistent method was very central to data codification in this study, where the
focus is on content analysis across languages or cultures with different rhetorical
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norms. As a result, the analysis was improved through a channel of inter-coder
agreement, albeit the data was mainly analysed by the researchers. The texts were
first coded sentence by sentence and a sheet of analysis was appended to each one
for systematic analysis. A PhD graduate, who was bilingual (English and Arabic)
and had completed his dissertation on genre-based text analysis, was then recruited
to analyse a small sub-set of the dataset (10 texts per context). He received extensive
training for several sessions and was also given a coding manual comprising
descriptions and examples. Once the corpus was analysed, the coder and the
researchers went through the texts to identify any conflicting results. Despite minor
inconsistencies in move boundaries, which were ironed out in discussions, the
obtained value of the inter-coder agreement measured by Cohen’s kappa signalled
a high reliability index of .87.

4. Results and discussion

In this section we will first comment on some general findings concerning the
rhetorical structure of the English and Arabic online advertisements of skin care
products. This is followed by commenting upon the analysis of the different
persuasive linguistic features mapped onto moves and/or steps that integrate the
rhetorical structure of online advertisements.

4.1. Rhetorical structure in English and Arabic online advertisements

Findings depicting the frequency and prominence level of moves, steps, and
sub-steps found in the present corpus are presented in Table 5. The data showed
two obligatory moves in each language sub-corpus: M1 (identifying product and
purpose) in both corpora as well as M6 (urging action) and M3 (justifying the
product) in English and Arabic, respectively. The prevalence of M1 was not
unexpected given the high importance the particular function carries in adverts
(Labrador et al. 2014). What follows presents a detailed description of the analysis
of moves, steps, and sub-steps in each advertising context accompanied with
examples sampled from the corpus.

Table 5. Frequency and prominence level of rhetorical moves, steps, and sub-steps
in the English and Arabic corpora

English sub-corpus | Arabic sub-corpus

Moves % PL % PL

Move 1: Identifying product and purpose 59 P 53 P
Stepl: Referring to the manufacturing company 9 NP 43 NP

Step 2: Naming the product 100 P 100 P
Step 3: Pricing 93 P 18 NP

Step 4: Targeting the market 48 NP 55 P

Step 5: Providing extra details 9 NP 4 NP
Move 2: Describing the product 29 NP 48 NP
Step 1: Objective characteristics 19 NP 26 NP
Sub-step 1: Listing features 40 NP 47 NP
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English sub-corpus | Arabic sub-corpus

Moves % PL % PL
Sub-step 2: Listing models 4 NP 15 NP
Sub-step 3: Instructing the use 13 NP 17 NP

Step 2: Persuasive characteristics 60 P 71 P
Sub-step 1: Evaluating the product positively 60 P 71 P

Move 3: Justifying the product 46 NP 62 P
Move 4: Endorsing the product 30 NP 3 NP
Move 5: Establishing credentials 7 NP 33 NP
Move 6: Urging action 76 P 17 NP

PL: Prominence Level; P: Prominent; NP: Non-prominent.

4.1.1. Move 1: Identifying product and purpose

As shown in Table 5, M1 consisted of five steps which were found in each
language sub-corpus, albeit to a different extent as far as their prominence levels
are concerned. As can be seen in Fig. 1, ‘naming the product’ was a prominent step
within M1 in the two sets of data. However, while ‘pricing” was deemed a
prominent step in the English advertisements, ‘targeting the market’ was regarded
prominent in the Arabic advertisements. The following figure illustrates the
frequencies of steps within M1 in both datasets.

M1: Identifying product and purpose

M1S1: Referring to the manufacturing company
M1S2: Naming the product
M18S3: Pricing

M1S4: Targeting the market

I

M1S5: Providing extra details

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B Arabic ® English

Fig. 1. Frequencies of steps within M1 in the English and Arabic corpora

When buying a product or acquiring a service, people usually consider the
reputation and history of the company or retailer offering it. M1S1 assists in
establishing credentials and boosting consumers’ confidence towards the
product/service on offer. Unlike past studies (e.g. Kathpalia 1992), mentioning the
company’s name was concluded to stand out as an advertising strategy warranting
to be a step on its own within M1, as was also categorised by Labrador et al. (2014),
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to give greater accuracy to the matching of moves to their communicative purposes.
While this step was not prominent in the corpus at hand, it was denser in the Arabic
dataset (43%) than in the English counterpart (9%). This could be attributed to the
Arabic greater cultural attachment to the significance and value of name as being a
trust-building device, thus deciding to impact this function more ‘prominently’ in
comparison.

(1)

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

b. Olay g pstll 2s 2elai ¥
[No more wrinkles with Olay.]

Regarding M1S2, it was extensively employed in all the advertisements in each
language sub-corpus (100% per context), which could be considered as a point of
departure for content elaboration (see examples in 2). The present result is
compatible with Labrador et al.’s (2014) findings.

)
a. Estee Lauder Resilience Lift Sculpting Oil Cream.
b. cOlealll (o S i 5 ] )0 5] ] T S

[Estee Lauder cream for pure skin and free from gloss.]

Emphasis on M1S3 (pricing) was different in the two corpora as it was more
prominent in the English sub-corpus (93%; example 3a) than in the Arabic sub-
corpus (18%; example 3b). The norm that stating the price appears to be more
important in Western advertisements could be explained through explicit
consumerism principles (e.g. consumers’ rights) or ethical practices (e.g. fixed price
policy). In addition, effective pricing helps avoid serious financial implications.
Advertisers would believe in a ‘fair’ price for their sales. However, the results of
the present study indicate that the same perspective is not necessarily shared in the
Arabic context. There are different possible explanations. One could be that citing
a cost can sometimes lead to a turnoff as consumers might consider it to be (too)
high and decide to simply ‘flip the page’. Another explanation could be the sense
of pride and dignity consumers in Middle Eastern culture(s) feel when being able
to negotiate better prices. Therefore, the absence of a fixed price signals the
possibility of a special deal or treatment to be held.

3)
a. M&S Formula Age Repair Targeted Concentrate, £12.
b 2209 o 30 axs 5 i G iy

[The price of the flask combating 30 MM is 209 Dirham.]

Another step within M1 was S4 ‘targeting the market’, which refers to the
reaching out by advertisers to the intended audience of the advertised products.
M1S4 could be determined by different factors, such as the type of skin or problem,
the time of marketing a product, etc. These factors play an important role in the
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way(s) in which the product is promoted and the persuasive approach that will be
adopted accordingly. This enables advertisers to deliver messages more precisely
and to prevent wasted coverage to people falling outside the intended audience. In
the English sub-corpus, M1S4 was influenced by different factors, such as type of
skin, season, and problem (examples 4a—c). In the Arabic sub-corpus, M1S4 was
similarly achieved through mentioning the type of skin, related skin problem,
season, and other factors like origin (examples 4d—g).

4)

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.

b. Sensitive skin sufferers, delight: E45 have launched a new range of
moisturisers to give your delicate skin a touch of luxury.

C. Estee Lauder’s ultra-rich new firming cream is perfect for the winter

months when your skin is zapped of hydration.
d. o dawl] daguz S0 0080 8pt] s pad ladle M) Spaz UL 905 cod

[Dior has launched a new product designed to cure signs of ageing.]
e. Dlanly dwlio)! paisl] coleyi) 315 3 LSy 0 wax//CTE@ME Fraiche de Beauté ..z

«abulaliy Szl
[Créme Fraiche®de Beauté introduced an effective solution for sensitive and
dry skin.]
f. il il cpo iyt Kokt il Blom Ty jliod LSy a6 0 CTEAM BB s/ sy
. iuall fas S5k 27 Cream BB
[BB cream features excellent high-level protection for you to enjoy smooth
skin during the summer.]
0. owivar 083l 2o REENULIIV o oo s ptit)] Sl mamaaiy jplaiel] @8] it A3 5yt
Lol sl 32 [aat e o5 RE-NULriv Ultimate Lift Age-Correcting icsoxe/
] @y
[Test the benefits of Re-Nutriv Ultimate Lift Age-Correcting Collection which
is especially designed for the skin of Asian women [ ...].]

Despite not being a clearly prominent move in the English sub-corpus (48%),
which is compatible with Kathpalia’s (1992) findings on move structure of
advertisements, in the Arabic sub-corpus M 1S4 was considered prominent (55%).
Having said that, its strong presence in the two sets of advertisements indicates that
it could be viewed as a generic feature (Cheung 2008) in online advertisements of
skin care products.

Finally, regarding the last step within M1 (providing extra details), this step
provides advertisers an avenue to go into elaborations, such as those that pertain to
shape, size, or colour in order to satisfy the consumers’ need to know the product
(see examples in 5). This sharing of product knowledge revealed a low priority in
both English (9%) and Arabic (4%) corpora, which arguably suggests that this step
is not viewed as a key element (Cheung 2010) in the sub-genre of online
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advertisements. This is not surprising as a compact discourse, such as an
advertisement, cannot allocate too much space for elaborations as details may be
technical and would not appeal to all consumers. Instead of elaborations,
advertisements may rely on other persuasive strategies to promote a product, such
as using non-verbal elements that appeal to the sense of sight for effect.

®)
a. Plus, it comes in a sizable bottle and lasts for ages.
[Each package is covered perfectly in a luxury bag.]

4.1.2. Move 2: Describing the product

The main body of all advertisements consist of product description which is
further subdivided into two sections, namely a) object characterisation and b)
persuasive aspects of the advertisement. Thus, M2 was divided into two steps
portraying ‘objective characteristics’ (M2S1) and ‘persuasive characteristics’
(M28S2). The former, which was non-prominent in the two sets of data (19% in
English and 26% in Arabic), was further split into three sub-steps: ‘listing features’,
‘listing models’, and ‘instructing the use’. All these sub-steps were also found to be
non-prominent in both corpora. On the other hand, M2S2, i.e. the persuasive
characteristics, which only consisted of the sub-step ‘evaluating the product
positively’ (M2S2Subl), was found to be prominent in the two sets of data (see
Table 5).

Move 2: Describing the product

M2S1Sub1: Listing features _
M251Sub2: Listing models [JJmm—
M2S1Sub3: Instructing the use -
M2S2Sub1: Evaluating the product positively —

0% 20% 40% 60% 80% 100%
M Arabic ® English

Fig. 2. Frequencies of sub-steps within M2 in the English and Arabic corpora

M2S1Subl refers to the listing of the product’ ingredients that render it unique
and attractive (see examples in 6). This in turn helps increase the consumers’ trust
in the product. As discussed above, it was found to be non-prominent in both
corpora recording the frequencies of 40% and 47% in the English and Arabic
advertisements, respectively. The same sub-step was also observed in the corpus of
Labrador et al. (2014), albeit to a different extent compared to the present findings
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(100% in both English and Spanish advertisements). This notable difference in
frequencies can be attributed to the type of products studied. 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. Although advertisers of new products need to be more attentive to listing
their features in comparison with known products, the features of skin care products
are varied, and technical names of ingredients do not appeal to most consumers.
Advertisers of skin care products in general might be of the view that product
features should be simple and that adding new features may affect the profitability
of the company and decrease established product usability.

(6)

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.

b. Do) i) Syt g dipeins il laliins o) BLob 457 51 oY) 05 s
eally il Sjs Jsin) 507 5 Lskw COTNFlOWET s

[The texture has been enriched through the addition of four organic plants

which are: the leaves of Ginkgo biloba, cornflower, chamomile and cactus

flowers.]

M2S1Sub2, which concerns reference(s) to the collection range of a product
(see examples in 7), was non-prominent in both English (4%) and Arabic (15%)
corpora. This result is in line with Labrador et al.’s (2014) findings. Variation in the
frequencies of the particular sub-step in both advertising contexts can be attributed
to the fact that advertised products often are regarded as single products. In case
there are multiple products, they are packaged as a combination of different items,
but not as variants of the same product.

(7)

a. The range includes E45 Touchably Smooth, E45 Nourish and Restore and,

our pick, E45 Silky Radiance.

b. (LS g piaelly) il S50 5 piie/ REVOIUMIZING SEIUM gy o ifls a5
Sl I ) L)

[Revitalift is packed in a beautiful bag and consists of serum and day cream.]

As illustrated in examples in 8, the advertisers provided information on how to
apply the product. This is a new sub-step (M2S1Sub3) named ‘instructing the use’,
which is absent from the existing frameworks (Bhatia 2004, Kathpalia 1992,
Labrador et al. 2014). Some cases were found in the dataset (13% in English and
17% in Arabic); however, the sub-step was regarded as non-prominent in both
corpora, which is not surprising as there is not much space in online advertisements
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to give detailed information about how a product should be used unless it is very
new in the market or there are very specific instructions that need highlighting.

(8)

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

b. Gleing g Kaled 15T 5yl ol g £ 3] S 0 prtseiy
[Use once a week to make skin look firmer, lifted, and younger.]

As regards the only sub-step within M2S2, ‘evaluating the product positively’
plays a key part in persuading consumers that the advertised product is worth
buying as it highlights its qualities and properties using positive adjectives (see
examples in 9). Positive adjectives in M2S2Subl also contribute to consumer
satisfaction, which is benchmarked on how well the product is supposed to work.
M2S2Subl registered a high frequency of occurrence and was considered as
prominent in both corpora (60% in English and 71% in Arabic). These results were
close to Labrador et al.’s (2014) findings. This may imply that M2S2Subl is a
generic part of online advertisements and is viewed as a common strategy of
product differentiation (Bhatia 1993). While this sub-step is deemed necessary to
elicit sufficient and positive evaluations from consumers and motivate purchase,
the results showed that its use was moderate as the use of too many strong adjectives
could result in too much of a ‘hard’ sell that could affect the credibility of the
product.

9)

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.

D, e« @l gmi e Sl e giging lonis o ¢ prnbirae]] oy i« oo il (5090)) L) i o
sboidl] s 5 syl o Jiai ). TMENQSTO-SMOON st st 87 g 257 olod) S ke

.ykﬂj/ﬁ[.é-;y

[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 ™Elasto-Smooth technology which refines the skin's

surface to hide the flaws.]

4.1.3. Other rhetorical moves

The following figure shows the frequencies of Moves 3—6 in both English and
Arabic corpora. M3 (justifying the product) is an effective means of establishing a
positive brand image of the advertised product. It aims to persuade consumers that
the product is important and worth buying by highlighting its benefits as well as
abilities to overcome real-life challenges. Highlighting the benefits of the advertised
product is a key strategy in persuasive advertising, and the language used must be
such that it conveys the uniqueness of the product. Addressing skin problems is
arguably linked to the promise that the advertised product can and will offer the
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best solution. Considering that the skilful use of such linguistic resources lies
arguably in the secret of successful selling (Bhatia 1993), one would have expected
this move to have been more aggressively used.

M3 was regarded as non-prominent in the English sub-corpus (46%) and was
realised only by highlighting the benefits of the advertised products in the English
data (example 10a). In the Arabic sub-corpus, on the other hand, this move
registered a high frequency of occurrence (62%) and was materialised by features
not only to highlight the benefits of the advertised products but also to establish a
niche (examples 10b—c). One possible reason for it being non-prominent in some
contexts, such as English, could be the exercise of caution, as false claims could
invite painful lawsuits. As such, advertisers are unlikely to go overboard with
‘benefits’ claim preferring instead to spread out the persuasion elements. However,
the Arabic advertisements were found to use this move more strongly, which could
be attributed to differences in cultural practices in the business world.

(10)
a. Not only does it wake up and illuminate lacklustre skin but the ingredients
also nourish and visibly reverse signs of ageing.

clrios oo Lo logs 1A i 3 261 bglas] solaog e el sgims innites e Laalo)! s Josss

L] Lyl s dagai 15T 5t
[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.]
C. ! 3 Sy o loda) &y lea 135 o dimngiag dasls Syt o Jparl] dcyd)] ds gomel) onis S
The Reparative Face SUN s/ poci o adl . ide] clslased) ai spidl Dlo> e aclugg
Llex) 4Jle idele The Reparative Body Sun Lotion SPF30 5.4/ 4 LOtion SPF30
e )] 3 8] yyiai o anl e saclacelly JUVB 5 UVA fmeii) 4o ilas¥] o 5,21
L] Y] lodle Poly ol e o osy oty

[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.]

Regarding M4, this move refers to comments made by consumers, who had
used the product, experts, or famous people, i.e. celebrities, for the purpose of
persuading consumers of the quality and value of the advertised product. Sharing
testimonials helps in raising the confidence level of the target market. Although to
a different extent, ‘endorsing the product’ was another non-prominent move in the
English (30%) and Arabic (3%) texts (see Fig. 3), with comments made either by
experts or specialists (example 11a) or by famous people like celebrities in the form
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of recommendations (example 11b). English advertisements appear to be more open
to include the sharing of experience in this manner, while the newness of some of
the products advertised in the Arab contexts could explain the lack of such public
display of confidence.

Moves 3-6

M3: Justifying the product
M4: Endorsing the product

MS5: Establishing credentials

IH‘

M6: Urging action

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
® Arabic ® English

Fig. 3. Frequencies of Moves 3-6 in the English and Arabic corpora

(11)
a. We loved the fresh scent and the easy applicator of the Age Defence and
Age Repair pens we tested.
D dosso 61 lphoiaiiy” otaighs g 5 iS5 U 5y 00,5 0 b o g i il o)) 5y
oy WIS « gl 6o ito Wl e Llay c el S o o ointia B 3 5 iS5 Jligd (5Ys) i
] e 5t o gita pal] 30 Loy < LS oo grtia e el o2l
[The actress Thandie Newton talked about her experience with Olay Total
Effects Touch of Foundation cream and her preference for it: “I am in love
with the new Olay Total Effects Touch of Foundation BB cream. | have been
using it regularly for a long time. | always wished to get such a perfect
product, and here it is available today in the hands of all ladies”.]

As an ‘adversary glorification’ move (Bhatia 1993), M5 helps advertisers
glorify the credentials of the company or the brand of the advertised product. As
illustrated in examples in 12a—b, M5 was realised through different paths, which
include giving rewards, achievement display, and historical profiling. These
approaches help increase the consumers’ confidence and trust towards the
advertised product leading to product buying. Regarding its frequency, the
advertising option was non-prominent in both groups of advertisements (see
Table 5), with the English advertisements (7%) employing it less than their Arabic
counterparts (33%; see Fig. 3). One possible explanation for such difference might
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be that emergent markets may consider credentials as an important factor in
persuading consumers of the worth of the advertised product/service.

(12)

a. It won the Best Eye Cream for Crow’s Feet gong in our 2014 and 2015 Best
Beauty Buys.

b. Mklﬁu&:d}aﬂ/‘)&yb&ﬁ&f/‘)&/a;:qu_lw

[t features 25 patents and pending for one more patent.|

Regarding the last move, ‘urging action’ aims to ‘force’ consumers to decide
on buying the product. This can be achieved by mentioning the website, contact
number, email address, and/or the name of outlet in the advertisement (see
examples in 13). The data analysis revealed that the two languages varied in the
frequency of occurrence of M6 (see Fig. 3), which was considered prominent in the
English sub-corpus (76%) and non-prominent in the Arabic sub-corpus (17%; see
Table 5). Contrary to the English advertisements, which encouraged consumers to
visit the company’s website where they would be able to get more information
about the brand and its products, the Arabic advertisements appear to have preferred
to rely more on persuasive features related to the description of the product
advertised (see examples in 13). This proclivity among the English advertisers
could be attributed to the wider use of digital interfaces to facilitate communication,
which may be lacking in Arabic countries making it more difficult for advertisers
there to invite consumers to use other means of communication for product
verification.

(13)

a. Available at www.boots.com from August.

b. 5o lslar o gf o] 02,5 100 Jlgms elis. fo 30 o 556 5 51520 UV PlUS HP 5
BOOLS 4,5 guor 5 b/

[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.]

4.2 Persuasive language in English and Arabic online advertisements

As mentioned earlier, the present study also aimed to explore persuasive
strategies used in the sub-genre of online advertisements of skin care products. To
this end, the corpus was searched for persuasive linguistic features exclusively
employed in the persuasive section (M2S2: persuasive characteristics). As can be
seen in Table 6, persuasive language was characterised by syntactic, semantic, and
discoursal resources used to express positive evaluation and thus contribute to the
overall persuasive force of the moves. As previous studies have long established,
positive evaluation is achieved by mentioning different properties, qualities, and/or
characteristics of the advertised product within the same paragraph or even sentence
(Hunston & Thompson 2000, Labrador et al. 2014, Martin & White 2005). The
lexico-grammatical resources used to express evaluation in discourse in the corpus
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at hand were found to be wide, including superlatives (smallest, best, etc.),
comparators (brighter, smoother, etc.), personal pronouns, adverbs, adjectives, as
well as enumerations (in addition to, also, etc.), and personifications (this cream
allows...). What follows is a detailed description of the analysis of each set of
persuasive linguistic features found in the corpus at hand.

Table 6. Incidence of use of persuasive features in the English and Arabic corpora

English sub-corpus Arabic sub-corpus
Features
Frequency Frequency

Syntactic 309 401

Adjectives 140 243

Personal pronouns 86 82

Adverbs 40 41

Multiple modifiers 23 24

Rhetorical questions 8 11

Non-finite clauses 12 0

Semantic 49 41
Personifications 29 17

Similes 14 7

Hyperboles 6 11

Metaphors 0 6

Discoursal 61 192

Emphatic enumeratives 61 192

4.2.1. Syntactic features

Different persuasive syntactic features, namely adjectives, personal pronouns,
adverbs, multiple modifiers, rhetorical questions, and non-finite clauses were found
in the advertisements in each advertising context. As can be seen in Table 6,
adjectives were prevailing in the two corpora, especially in the Arabic texts (243 vs
140 cases). To be specific, non-gradable positive adjectives were used more often

in the corpus, typically signalled by terms, such as 23 (new; 44 cases) and 2+
(natural; 43 cases) in the Arabic advertisements and new (25 cases) in the English
counterparts. Such features help advertisers give an attractive description to the
product advertised and communicate its unique qualities (Ahanger & Dastuyi 2017,
Bhatia 1993, Lapanskd 2006, Leech 1966, Pilatova 2015). As illustrated in
examples in 14, there was also evidence of gradable adjectives in the dataset. For
instance, comparative adjectives were used to help establish a positive attitude
towards the product advertised by offering consumers a comparison between an
assumed present situation and an improved situation made possible by using the
product. Superlative adjectives, on the other hand, were employed to express the
high quality of the product, thus emphasising its superiority over competitors.
Below are some actual uses sampled from the data.
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(14)

a. It also contains SPF, perfect for protecting the sensitive eye area from
20sun-related ageing.

b. You'll notice your skin looks brighter and feels smoother.

C. L’Occitane's Divine Cream is still considered one of the best anti-ageing
creams in the industry.

d. -l Jlo by g @l 03 o) s
[It gives a wonderful golden color.]

e Y NN
[It makes the skin look younger.]
f. g 15y oLl o)l ganss) 305

[Losyon is specially designed for women and it is the most famous one.]

At other times, the two groups of advertisers used personal pronouns carrying
a persuasive value to set a conversational tone, create a sense of solidarity with
consumers, establish a rapport between themselves and consumers, and reduce the
impression that consumers are only being addressed as part of a mass audience.
Results showed that in the English advertisements personal subject pronouns,
namely you (33 cases) and we (19 cases), were more frequent than objective and
possessive pronouns, which were only characterised by us (4 instances) and your
(30 instances). However, in Arabic where personal pronouns are typically attached
to a word (acting as subject pronoun) or detached from it (acting as either object or
possessive pronoun), only attached personal pronouns, such as the object pronoun
& (you; 40 cases) and possessive pronouns <l and U (your; 42 cases) were found
in the dataset. In general, the use of the possessive pronoun in both English and
Arabic makes instruction more personal. Linguistically speaking, they refer to a
single person or a group of people; however, when reading the advertisement,
consumers feel that they are individually addressed (Janoschka 2004, Sternkopf
2005). Below are text examples in both languages.

(15)
a. This all-in-one anti-ageing product works its magic as you sleep.

b. After just one use you '/l notice your skin looks brighter and feels smoother.
C. O i psgier Mo sy e asley

[This will help you in renewing your beauty at night.] ‘
L Ao Llinlly il dgl) o flue)] o dicle 2 Lo o cpien)] olod] S geitin U 35
g s
[It provides you with a layer of pores that allow your face to breathe and keep
your skin pure.]
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Adverbs were also used as means of persuasion to describe action or the state
of being (e.g. instantly, perfectly, quickly, powerfully, effectively, freshly, etc.; see
examples in 16). Although the data analysis showed a similarity between the two
corpora in the incidence of use of adverbs (see Table 6), with instantly being the
most frequently used adverb in both datasets, the adverbial features appeared in
more various forms in English than in Arabic.

(16)
a. [...] the cooling cream and ice-cold roller ball will instantly refresh and
leave your eyes feeling tighter.

b. il e 5 il s L

[t smoothens the skin instantly.]

Another notable resource carrying persuasive value was multiple modification
of a single noun phrase. This implies the coordination of two or more adjectives in
a single noun phrase (see examples in 17), building up a positive evaluation of the
advertised product in an attractive way. Scholars like Rush (1998) have also
highlighted the complex noun phrase structure used in advertisements where
descriptive pre-modifiers (and post-modifiers) allow for a more compacted,
colourful, and attractive description of the advertised service or product, and so
communicate more on an emotive level. Although multiple modifications were
attested at a similar frequency in English (23 cases) and Arabic (24 cases), the cases
found in the English sub-corpus were either pre- or post-modifiers (examples 17a—
b) whereas all cases in the Arabic sub-corpus belonged to the post-modification
type (examples 17¢—d).

(17)
a. This roll-on version has all the brilliant de-puffing, cooling and
brightening benefits [...].
b. [...] is perfect for keeping your skin shine-free, smooth and toned.
C. ULLL”QLUEJMLIMJWLMLMJJL&JJJJM
Elegant, beautiful, healthy, and long stable appearance.]

plada 5 Ly daelis il Jeny
It makes the skin soft, silky, and smooth.]

l—\o_rﬁ

Other noteworthy syntactic features conveying persuasive characteristics of
the product advertised were rhetorical questions and non-finite clauses. The former
make consumers feel engaged and as a result can lead them to agreeing with what
the text is about (Fuertes-Oliver et al. 2001, Janoschka 2004, Leech 1966). The
results showed that rhetorical questions were present in both corpora, albeit to a
slightly different extent (8 cases in English vs 11 cases in Arabic; see examples
in 18). Regarding non-fine clauses, like past studies (e.g. Labrador et al. 2014), they
were observed only in the English advertisements, totalling 12 cases (see examples
in 19). This is likely due to structural differences between English and Arabic
languages, which merits further focused study.
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(18)
a. You know how most high SPF creams are thick and greasy?

$ sl Slie) Sl canis A o] piamtons ol Syl g 5 lidS L pneda s
[Do you know Clinique is the first company that provides a solution for dry
skin?]

(19)

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

b. [...], it has been specifically formulated to emulate the results of Botox,
peels, lifting and injection treatments to restore radiance and eliminate signs
of tiredness and aging.

4.2.2. Semantic features

As illustrated in Table 6, persuasive semantic features were materialised by
various rhetorical properties, such as personifications, metaphors, similes, and
hyperboles, but were used to a lesser extent than syntactic and discoursal features.
This could be attributed to the possibility of the particular advertisers’ aversion to
the risks of meaninglessness and misinterpretation entailed in the use of figurative
language (Larson 1998).

As a figure of speech that attaches human-like qualities to inanimate objects,
personifications are used in advertisements to encourage long-term memory
(Labrador et al. 2004, Lapanska 2006) and create more personal and engaging
advertisements. Cases of personification were found in both English (29 cases) and
Arabic (17 cases) corpora. As shown in examples in 20, the advertisers tried to
make their products ‘real’ by personalising them through life-like characteristics
(Cuddon 2013, Pilatova 2015).

(20)

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

b. M@Sﬂl—”ﬁ)ﬂ//&@.«m

[This cream allows the skin to breathe].

Other resources conveying a persuasive effect were similes and hyperboles.
The former refer to “a figure of speech whereby two concepts are imaginatively and
descriptively compared” (Cuddon 2013, Wales 2001: 358; see examples in 21). As
regards the latter, a hyperbole is the deliberate use of overstatements or
exaggerations to achieve emphasis so that consumers are persuaded to try out the
result of using a specific product (Lapanska 2006; see examples in 22). The two
sub-sets of semantic features occurred in both advertising contexts, albeit to a
different extent. Similes appeared in the English advertisements twice as often as
their counterparts used in the Arabic advertisements (14 vs 7 cases). In contrast,
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hyperboles were almost two times more frequent in the Arabic context than in the
English one (11 vs 6 instances).

21)

a. This wrinkle-tackling amino acid complex might feel as light as tears to the
touch.

b. HAILS 22l 54
[/t is soft as silk.]

(22)

a. We smoothed some on the fine lines around our eyes and noticed an impact

within seconds.

b. - ol L) loglia s Lislaiy Lolasily dlisg Lubyi 25T 8001 g o Jadd G165 pis g3
[In just 10 minutes, the skin looks more radiant and transparent.]

Despite metaphors playing a key role in advertising by stimulating curiosity
and expressing a message in a compact manner (Lapanska 2006, Tanaka 1999), in
the present corpus they were exclusive to the Arabic sub-set (6 cases; see
example 23) with no evidence in the English counterpart. As mentioned earlier, the
limited use of such figurative language is arguably the result of the advertisers’
strategy to pre-empt possible misinterpretation or lack of reference on the
consumers’ end.

(23)
a. ol s glae] Lo g Laill

[To eliminate the enemies around the eye.]

4.2.3. Discoursal features

Discoursal features have not been frequently highlighted as persuasive
linguistic features in the literature. A notable exception is the study by Labrador et
al. (2014) where the authors found that emphatic enumeratives are discourse
elements with persuasive effect and force in online advertisements. Likewise,
emphatic enumeratives were persuasive discoursal features that frequently occurred
in the present data, materialised by different phrasal and clausal resources in
English (in addition to, also, even, plus, not only ... but also, as well as, that’s not
all it offers, go beyond) and in Arabic (i) 48ba¥U 4eaii L JS ad 138 Liad]) etc),
By using such features, advertisers lay emphasis on elaborating certain ideas in a
seamless way and without burdening consumers with much conscious effort.
Interestingly, enumerations were more than three times more prominent in the
Arabic context than in the English one (192 vs 61 cases). Text examples are:
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(24)

a. The multi-functional moisturizer assists not only in improving the overall

appearance of the skin, but also leaves skin feeling moisturized and looking

smoother and firmer.

b. oy 5] Syl Aol Jpmio I ALOYY ¢ 8] S s 8,08l s58)) g o)) i e
el 24y

[It smooths the skin. Additionally, it refreshes the skin for 24 hours.]

5. Conclusion

This corpus-based linguistic study reported on an intercultural investigation of
rhetorical structure and persuasive strategies used in an ad hoc English-Arabic
comparable corpus of 100 online advertisements of skin care products. Regarding
rhetorical structure, while similarities were observed in the way the two groups of
advertisers organise their advertising discourse, the results also revealed subtle
differences in the two advertising contexts. These differences are mainly related to
different culture-specific practices in terms of retail trade traditions (M 1S3: pricing)
and caution exercised towards false claims (M3: justifying the product) as well as
different levels of access to digital media (M6: urging action).

As for persuasive strategies found in the corpus, they comprised syntactic,
semantic, and discoursal features used to express positive evaluation and thus
contribute to the overall persuasive force of the moves. The results indicated
variations in both the frequency and use of persuasive strategies, especially when
both corpora were compared for contrasting effects in terms of non-finite clauses
and metaphors used. The absence of the former in the Arabic sub-corpus is to be
attributed to the structural characteristics of the particular language, while the
absence of the latter in the English sub-corpus can be explained by advertisers’
attempt to forestall any misinterpretation or inability of the consumers to decode
the intended message.

Overall, the genre-based approach followed by the work at hand revealed that
online advertisements of skin care products constitute a particular sub-genre with
context-specific macro- and micro-structures requiring advertisers to tailor their
discourse to represent values, beliefs, and perception processes that are congruent
with the culture addressed.

As for implications, in addition to contributing to the intercultural investigation
of the rhetorical structures and persuasive strategies used in online advertisements,
this study further adds to the growing body of research on genre analysis by
expanding upon the existing analytical frameworks used for the study of advertising
discourse. Despite not being a central concern of the present study, one cannot
overlook its potential usefulness for the creation of pedagogical materials to
facilitate comprehension of how specific text types achieve their communicative
purposes.
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There are some limitations to this study which further research could tackle.
The dataset was limited to specific products advertised within specific cultural
contexts. Therefore, the findings cannot be extrapolated to other types of (beauty)
products or to other cultures represented by the working languages. Future research
will help determine whether the rhetorical differences found in this comparable
corpus of online advertisements of skin care products are relevant in these and other
advertising cultures. Another limitation to the present study is that the observations
here were restricted to the scrutiny of verbal elements. It would be interesting to
replicate this study taking into account the semiotic features in advertisement to
cast more light on advertising discourse in the two contexts.

REFERENCES

Ahangar, Abbas Ali & Seddigheh Zeynali Dastuyi. 2017. Persuasive language
in the subgenre of Persian sales e-mails. Language & Communication 53. 69-86.
http://dx.doi.org/10.1016/j.langcom.2016.08.010

Al-Momani, Kawakib Radwan. 2014. Strategies of persuasion in letters of complaint in
academic context: The case of Jordanian university students’ complaints. Discourse
Studies 16 (6). 705—728. https://doi.org/10.1177%2F1461445614546257

Arroyo, Belén Lopez, Martin J Fernandez Antolin & Rosario de Felipe Boto. 2007.
Contrasting the rhetoric of abstracts in medical discourse. Implications and
applications for English Spanish translation. Languages in Contrast 7 (1). 1-28.
http://dx.doi.org/10.1075/lic.7.1.02lop

Bhatia, Vijay Kumar. 1993. Analysing Genre: Language Use in Professional Settings. London:
Longman.

Bhatia, Vijay Kumar. 2004. Worlds of Written Discourse: A Genre-Based View. London: A&C
Black.

Biber, Douglas, Ulla Connor & Thomas Upton. 2007. Discourse on the Move: Using Corpus
Analysis to Describe Discourse. Amsterdam: John Benjamins.

Brett, Paul. 1994. A genre analysis of the results sections of sociology articles. English for
Specific Purposes 13 (1). 47-59. https://doi.org/10.1016/0889-4906(94)90024-8

Crawford Camiciottoli, Belinda. 2011. Ethics and ethos in financial reporting: Analyzing
persuasive language in earnings calls. Business Communication Quarterly T4 (3).
298-312. https://doi.org/10.1177%2F1080569911413810

Cheung, Ming. 2008. ‘Click Here’: The impact of new media on the encoding of
persuasive messages in direct marketing. Discourse Studies 10 (2). 161-189.
https://doi.org/10.1177%2F1461445607087007

Cheung, Ming. 2010. The globalization and localization of persuasive marketing
communication: A cross-linguistic socio-cultural analysis. Journal of Pragmatics 42 (2).
354-376. https://doi.org/10.1016/j.pragma.2009.06.012

Cook, Guy. 2001. The Discourse of Advertising. London: Routledge.

Connor, Ulla & Anna Mauranen. 1999. Linguistic analysis of grant proposals: European union
research grants. English for Specific Purposes 18. 47-62. http://dx.doi.org/10.1016/
S0889-4906(97)00026-4

Cuddon, John Anthony. 2013. Dictionary of Literary Terms and Literary Theory. Oxford: John
Wiley & Sons.

Danesi, Marcel. 2015. Advertising Discourse. New York: John Wiley & Sons.

del Saz-Rubio, M. Milagros. 2011. A pragmatic approach to the macro-structure
and metadiscoursal features of research article introductions in the field

621



Mohsen Khedri et al. 2022. Russian Journal of Linguistics 26 (3). 596—-624

of Agricultural Sciences. English for Specific Purposes 30 (4). 258-271.
http://dx.doi.org/10.1016/j.esp.2011.03.002

Diez-Fernandez, Mercedes. 2009. English—Spanish Contrastive Analysis of Football Match
Reports in Printed Press. From Description to Applications. PhD thesis. University of
Leon, Spain.

Dudley-Evans, Tony. 1994. Genre analysis: An approach for text analysis for ESP. In Malcolm
Coulthard (ed.), Advances in written text analysis, 219-228. London: Routledge.

Fairclough, Norman. 1989. Language and Power. London: Longman.

Fairclough, Norman. 1992. Discourse and Social Change. Cambridge: Polity Press.

Fuertes-Olivera, Pedro A., Marisol Velasco-Sacristan, Ascension Arribas-Bafio &
Eva Samaniego-Fernandez. 2001. Persuasion and advertising English: Metadiscourse
in slogans and headlines. Journal of Pragmatics 33 (8). 1291-1307.
http://dx.doi.org/10.1016/S0378-2166(01)80026-6

Goering, Elizabeth, Ulla M. Connor, Ed Nagelhout & Richard Steinberg. 2011. Persuasion in
fundraising letters: An interdisciplinary study. Nonprofit and Voluntary Sector Quarterly
40 (2). 228-246. https://doi.org/10.1177%2F0899764009339216

Halliday, Michael, Alexander Kirkwood & Ruqaiya Hassan. 1976. Cohesion in English.
London: Longman.

Howe, Yuen Sen. 1995. A Genre-based Analysis of Car Advertisements in a Local Newspaper.
PhD thesis. National University of Singapore, Singapore.

Hunston, Susan & Geoff Thompson. 2000. Evaluation in Text: Authorial Stance and the
Construction of Discourse. Oxford: Oxford University Press.

Janoschka, Anja. 2004. Web Advertising: New Forms of Communication on the Internet.
Philadelphia: John Benjamins.

Kathpalia, Sujata Surinder. 1992. A Genre Analysis of Promotional Texts. PhD thesis. National
University of Singapore, Singapore.

Khedri, Mohsen & Konstantinos Kritsis. 2018. Metadiscourse in applied linguistics and
chemistry research article introductions. Journal of Research in Applied Linguistics 9 (2).
47-73. https://dx.doi.org/10.22055/rals.2018.13793

Labrador, Belén, Noelia Ramon, Héctor Alaiz-Moreton & Hugo Sanjurjo-Gonzalez. 2014.
Rhetorical structure and persuasive language in the subgenre of online advertisements.
English for Specific Purposes 34. 38—47. http://dx.doi.org/10.1016/j.esp.2013.10.002

Lapanska, Jana. 2006. The Language of Advertising with the Concentration on the Linguistic
Means and the Analysis of Advertising Slogans. Diploma thesis. Komenskeho University,
Bratislava, Slovakia.

Larina, Tatiana, Vladimir Ozyumenko & Douglas Mark Ponton. 2020. Persuasion strategies in
media discourse about Russia: Linguistic ambiguity and uncertainty. Lodz Papers in
Pragmatics 15 (1). 3-22. https://doi.org/10.1515/1pp-2019-0002

Larson, Mildred L. 1998. Meaning-Based Translation: A Guide to Cross-language
Equivalence. University Press of America.

Leech, Geoftrey. 1966. English in Advertising: A Linguistic Study of Advertising in Great
Britain. London: Longmans.

Martin, James R. & Peter R. White. 2005. The Language of Evaluation: Appraisal in English.
Basingstoke, UK: Palgrave Macmillan.

Martin, Pedro Martin. 2003. A genre analysis of English and Spanish research paper
abstracts in experimental social sciences. English for Specific Purposes 22. 25-43.
https://doi.org/10.1016/S0889-4906(01)00033-3

Martin, Pedro Martin. 2005. The Rhetoric of the Abstract in English and Spanish Scientific
Discourse: A Cross-Cultural Genre-Analytic Approach. Bern: Peter Lang.

622



Mohsen Khedri et al. 2022. Russian Journal of Linguistics 26 (3). 596—-624

Mauranen, Anna. 1993. Contrastive ESP rhetoric: Metatext in Finnish—English
economics texts. English for Specific Purposes 12. 3-22. https://doi.org/10.1016/0889-
4906(93)90024-1

Ozturk, Ismet. 2007. The textual organization of research article introductions in applied
linguistics: Variability within a single discipline. English for Specific Purposes 26. 25-38.
https://doi.org/10.1016/j.esp.2005.12.003

Pilatova, Adella. 2015. The Language of Advertising: Analysis of Advertising Slogans in Fast
Food Industry. PhD thesis. Masarykova University, Brno, Czech.

Popova, Ksenia. 2018. Persuasion strategy in online social advertising. Training, Language
and Culture 2 (2). 55-65. https://doi.org/10.29366/2018tlc.2.2.4

Precht, Kristen. 2000. Patterns of Stance in English. PhD thesis. Northern Arizona University,
Flagstaft, USA.

Romanova, Irina & Irina Smirnova. 2019. Persuasive techniques in advertising. Training,
Language and Culture 3 (2). 55-70. DOLI: https://doi.org/10.29366/2019tlc.3.2.4

Rush, Susan. 1998. The noun phrase in advertising English. Journal of Pragmatics 29.
155-171. https://doi.org/10.1016/S0378-2166(97)00053-2

Sternkopf, Sylva-Michéle. 2005. English in Marketing: International Communication
Strategies in Small and Medium-Sized Enterprises. Berlin: Frank & Timme.

Suarez Tejerina, Lorena & Ana Isabel Moreno Fernandez. 2008. The rhetorical structure of
academic book review of literature. An English—Spanish cross-linguistic approach. In Ulla
Connor, Ed Nagelhout & William Rozycki (eds.), Contrastive rhetoric. Reaching to
intercultural rhetoric, 147-167. Amsterdam/Philadelphia: John Benjamins.

Suchan, Jim. 2014. Toward an understanding of Arabic persuasion: A Western
Perspective. [International Journal of Business Communication 51 (3). 279-303.
https://doi.org/10.1177%2F2329488414525401

Swales, John. 1990. Genre Analysis: English in Academic and Research Settings. Cambridge:
Cambridge University Press.

Swales, John & Christine B. Feak. 2004. Academic Writing for Graduate Students: Essential
Tasks and Skills. Ann Arbor, MI: University of Michigan Press.

Tanaka, Keiko. 1999. Advertising Language: A Pragmatic Approach to Advertisements in
Britain and Japan. London: Routledge.

Upton, Thomas A & Ulla Connor. 2001. Using computerized corpus analysis to investigate the
textlinguistic discourse moves of a genre. English for Specific Purposes 20. 313-329.
http://dx.doi.org/10.1016/S0889-4906(00)00022-3

Vergaro, Carla. 2004. Discourse strategies of Italian and English sales promotion
letters. English for Specific Purposes 23 (2). 181-207. https://doi.org/10.1016/S0889-
4906(03)00003-6

Wales, Katie. 2001. 4 Dictionary of Stylistics. Harlow: Longman.

Williams, Ian A. 2012. Cultural differences in academic discourse: Evidence from first-person
verb use in the methods sections of medical research articles. In Stefania Marzo, Kris
Heylen & Gert De Sutter (eds.), Corpus studies in contrastive linguistics, 63—88.
Amsterdam/Philadelphia: John Benjamins.

Zhu, Yunxia. 2001. Comparing English and Chinese persuasive strategies in trade
fair invitations: A Sociocognitive Approach. Document Design 2 (1). 2-17.
https://doi.org/10.1075/dd.2.1.02yun

623



Mohsen Khedri et al. 2022. Russian Journal of Linguistics 26 (3). 596—624

Bionotes:

Mohsen KHEDRI is an Assistant Professor at the Faculty of Language Studies at Sohar
University in Oman. His research covers a wide field centred on the study of language,
ranging from discourse studies to pragmatics and English for specific purposes. He has
publications in such prestigious journals as Australian Journal of Linguistics, Discourse
Studies, Poznan Studies in Contemporary Linguistics, Southern African Linguistics and
Applied Language Studies.

e-mail: mkhedri@su.edu.om

ORCID: 0000-0002-9286-4230

Eatidal HASAN was awarded an MA in Linguistics by the University of Malaya,
Malaysia. She is currently an Assistant Lecturer at the Faculty of Arts at the University of
Gharyan in Libya. Her research interests include genre analysis, discourse studies, and
second language writing.

e-mail: eathasan@yahoo.com

Konstantinos KRITSIS is a Lecturer in Translation and Interpreting Studies at the
Department of English Studies of the University of Cyprus. His areas of interest centre on
translation and interpreting, as well as cross-linguistic and cross-cultural discourse studies.
He has published papers in high stake journals, including the Australian Journal of
Linguistics, Journal of Research in Applied Linguistics, Sendebar, and Translation &
Interpreting.

e-mail: kritsis.konstantinos@ucy.ac.cy

ORCID: 0000-0002-8011-2138

Caenenns 00 aBTOpax:

Mocen XEJIPH — nouenT daxynprera TMHrBUCTHKN Coxapckoro yausepcurera (Oman).
Ero Hay4HbIe HHTEpECHI COCPEAOTOUCHBI Ha UCKYPCOJIOTHH, TPAarMaTHKE U aHTIIMHCKOM
SI3bIKE TS CTIeUUaNbHBIX Ierneid. [TyOnmuKoBancs B TaKMX MPECTHIKHBIX JKypHajiax, Kak
Australian Journal of Linguistics, Discourse Studies, Poznan Studies in Contemporary
Linguistics, Southern African Linguistics, Applied Language Studies.

e-mail: mkhedri@su.edu.om

ORCID: 0000-0002-9286-4230

Hrupans XACAH mnomyunna MarucTepcKkylo CTerneHb B ManalickoM YHHBEPCHTETE
(Mamnaiizusi). B HacTosimee BpeMs SIBIISIETCS CTapIIUM MpernojaBartesieM (akysbTeTa
uckycctB [appanckoro ynuBepcutera (JIuBusi). Ee HaydHble WHTEpECHl BKIIOYAIOT
KaHPOBEIECHUE, TUCKYPC-aHAIN3 ¥ MUChbMO HA HHOCTPAHHOM SI3BIKE.

e-mail: eathasan@yahoo.com

Koncrantnnoc KPUTCUC — crapmwmii mpenomaBareias Kadeapsl aHTIHHCKOTO S3bIKa
Kunpckoro ynusepcurera. B chepy ero Hay4HbIX HHTEPECOB BXOJIST MEPEBOAOBEICHHE,
KpOCC-S3bIKOBasi U KpPOCC-KYJbTypHas AucKypcosorus. OH sIBIsIETCS aBTOPOM CTaTel
B TaKUX NPECTHXHBIX XKypHanax, Kak Australian Journal of Linguistics, Journal of
Research in Applied Linguistics, Sendebar, Translation & Interpreting.

e-mail: kritsis.konstantinos@ucy.ac.cy

ORCID: 0000-0002-8011-2138


https://orcid.org/0000-0002-9286-4230
https://orcid.org/0000-0002-9286-4230
https://orcid.org/0000-0002-8011-2138
https://orcid.org/0000-0002-8011-2138



