A STUDY OF LANGUAGE OF ADVERTISEMENT

ABSTRACT

Advertising is one of the means through which marketers or manufacturers convince buyers to patronize their products. It involves the dissemination of information about products, services, ideas e.g from advertisers to the public in a short time and space. There are different kinds of advertising but this research work will focus on retail advertising. This work examines the meaning and features of advertising and by using the descriptive approach. Audio tapes were collected from selected media stations and were transcribed and analysed. Data were drawn from both English and Igbo advertisement. The researcher endeavoured to highlight the choice of words used in the advertisement. The imageries and figurative expressions of the selected advertisements were also discussed. The study tried to account for the reasons and meanings of some grammatical expressions in the selected radio advertisements. In advertising specialized terminologies enable advertisers to sell the products, services, or ideas being advertised to the public. Advertising has its peculiar linguistic devices which are used to get the attention of the audience to patronize the advertised products. It has preference for short and condensed sentences, as well as catchy phrases and sentence fragments.
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CHAPTER ONE

INTRODUCTION

1.0
Background of Study

Advertising is one of the tools of public communication. Advertising is essentially a persuasive means of communication task to reach a defined audience in a given form of non-personal presentation and promotion of ideas, goods and services. Advertising has become a part and parcel of man’s life in society.

Every linguistic setting has peculiar language items that are acceptable and appropriate to it. This is also applicable to advertising. It would be recalled that communication is one of the most essential roles of language and that advertising is a specialized form of communication. A given set of utterances devoid of meaning does not make for effective communication. For communication to be effective there must be a sharing of the symbolic representations between the sender and receiver. Meaning therefore is always at the core of communication. Before a given advertisement communicates effectively to its target audience, it must be meaningful; if not, the purpose of such an advertisement is defeated.

The ultimate goal of an advertiser is to appeal to his audience to accept his view on the advertised products, services, etc as well as to retain the patronage of those already using the product. In some cases an advertiser only informs his audience of the availability of the advertised item. In order to effect these within the shortest time and space available, the advertiser tilts the language items in such a way as to suit his purpose. This results in the linguistic style of advertising.
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The aim of this research is to highlight the various linguistic features of advertisement which make for effective communication.

1.0.1 Brief History of Advertising

According to Ranson (1997:204), advertising began around 3200 BC when the Egyptians stenciled inscriptions of the names of kings on the temples being built. Later, they wrote runaway slave announcement on papyrus. Signboards were placed outside doors in Greece and Egypt around 1500 BC. Ranson says, it was not until 1704 that paid advertisements were printed in the U.S. Benjamin Franklin made advertisement more readable by using large headlines and by surrounding the advertisement with considerable white space. By 1771, there were 31 newspapers in the colony and all carried advertisement.

Dominick (1990:364) observed that the most important event in the history of advertising was the printing of the Gutenbery Bible, about 1450 to 1455 in which the first printed advertisement in English announced a prayer book sale. The first newspaper advertisement appeared on the back page of a London newspaper in 1625. The early town crier was also a “medium of advertising”. The development of a national transportation system during the last half of the 19th century increased the number of readers who could be reached and led to expansion in newspaper and magazine circulation. At first, service to advertisers was provided by news dealers who accepted advertisements for any U.S. newspaper. This gave rise to advertising agents who obtained information about publishers their locations, rates and susceptibility to bargaining. The agents usually received 30% in commissions.
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Consequently, commercial radio dates only from about 1920, when Westinghouse began to utilize the vast investment it had made in radio research and in the manufacture of radio equipment during World War I. On November 2 of that year, Westinghouse’s station KDKA in Pittsburgh Pa, initiated programme service by broadcasting the presidential election returns. The growth of radio usage was fast. By 1926, the foundation had been land for national networks, resulting in much greater use than ever before of radio as a major advertising medium. From modest beginnings, there were over 198 million radio sets in the U.S. or 3.2 per home. By that year the nation had 3,922 AM radio stations and 1,270 FM stations on the air (Ranson 1997:204).

The advent of the television brought about the “radio transmission of faces and pictures”. This took place in the late 1920s. Before the coming of the British, advertisement in Nigeria, especially in the rural areas before the advancement of technology was carried out by town criers. The first printed advertisement in Nigeria appeared in the Daily Times of Nigeria in 1926. With the advancement of technology in Nigeria, the electronic media was introduced and with time, advertising was not only done in the print. It is equally done in the electronic media, which include radio, television, E-mail, internet and so on. Most of the advertisers however opt for network broadcasting because of its ensured coverage.

1.0.2 Kinds of Advertising

According to Shally-Jensen (2004:197) advertising can be classified according to who advertises what to whom and where in order to bring about what response. The following eight classifications of advertising provide an overall view of the kinds of advertising.
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National Advertising: Branded consumer products and services are

closely identified with the firm’s name: producers advertise nationally although sometimes differently in different geographical regions to consumers. The message is “Buy our brand or service”.

Retail Advertising: The advertisers are consumer outlets such as department stores, supermarkets and drug stores, and service institutions such as dry cleaners, laundries and banks. Their items and services are advertised to consumers within a geographical market area. The message is: “Do business with us”.

Industrial Advertising: The advertisers make such products as office equipment, machinery and computers – items and services that are used in manufacturing or that aid the operation of a business or institution. These items and services are advertised to industrial buyers, either nationally or regionally. The message is: “Use our product or service in your operation”.

Trade Advertising: Producers and distributors have both branded and non branded consumer products ready for consumption that is bought for resale or someone else. These products are advertised to retailers and to wholesalers through whom the products are sold to consumers. The message is “Stock and promote the sale of our product”.

Professional Advertising: Certain producers and distributors depend largely on professional people to recommend, prescribe or specify their products to buyers –items strongly influenced by a professional person are advertised with the message: “Recommend, prescribe or specify our product”.

Farm Advertising: The farm is a consuming until –and some advertising features consumer products that appeal to farm families as household
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units. But the farm is also a producing unit, and other advertising is directed to greater farm efficiency. The message is: “Buy our product or service”.

Non product or Idea Advertising: Churches, political parties, individuals and groups (fraternal, trade and social) advertise. Institutions, ideologies and social betterment are nationally and locally advertised to citizens and community leaders. The messages are: “Accept our idea”, “Vote for our candidate” or “Help our cause”.

Classified Advertising: Most of the “want advertising” (classified advertising) in newspapers and in some magazines are short statements, one column wide, set in small type. Some of the advertising, however are of the display variety –that is a bit larger and presenting more white space, various kinds of type and sometime illustrations to attract special attention. Classified advertisements are grouped according to products and services. The message is: “Get in touch with me for what you want”.

1.0.3 Advertising Media

It should be emphasized here that there are eight principal media for advertising. (Shally-Jensen 2004:198) These are; the newspaper, magazine, radio, television, direct mail, outdoor billboards and posters, advertising and miscellaneous media.

The Newspaper: Of these media, the newspaper is the most basic, which offers advertisers large circulation, a readership close to the advertiser’s place of business and an opportunity to alter his advertisements on regular basis.
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Magazines: The other chief print media, the magazines may be aimed at specific audiences (like people interested in literature, health issues, outdoor games or politics) and offer the manufacturers of products of particular interests to such people the opportunity to make contact with their most likely customers.

The electronic media: This includes radio and television. These are pervasive in many countries, especially in the western industrialized nations. Although in some countries radio and television are run by the state and so accept no advertising. In others, advertisers can buy short “spots” of time, usually about one minute duration. Advertising spots are broadcast between or during regular programmes, sometimes at the time discretion of the broadcaster.

Direct Mail: Direct mail offers advertisers enough time to make a highly detailed and personalized persuasion to the audience.

Outdoor bill boards and posters and transit advertising: These are used to reach millions of people who use the mass transit system.

Miscellaneous Media include the use of dealer displays and promotional items such as calendars to win the public patronage of the advertised products.

1.1
Purpose of Study

This study will make members of the public understand that the language of advertisement has connotative meaning not just the denotative meaning of the expressions used. Also the construction of the sentences observes linguistic devices which feature prominently in expressions.
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1.2
Significance of Study

This study will enable linguists to know that advertising has its own style of language use. To this effect, linguists will direct their minds towards learning and using the correct forms, since meaning is always at the core of communication.

1.3
Scope of Study

This study is limited to the electronic media, specifically radio advertisements, especially on consumables. The data are drawn from both English and Igbo advertisements. The Igbo and English data are analysed based on linguistic devices that relate to the relevant advert pieces in the appendices.

1.4
Area of Study

The area under study falls within the range covered by the Radio Nigeria (Purity FM), Awka and the Anambra Broadcasting Service (ABS) Awka transmitting stations. This area is made up of Anambra, and parts of Delta, Enugu and Imo States.

1.5
Limitations of Study

It was not possible to get copies of the scripts because the advertisements are usually played by the radio stations from the tapes. The researcher therefore had to transcribe the advertisement pieces orthographically. The arrangement of the advert pieces into stanzas or verses was at the discretion of the researcher.
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1.6
Conventions Used

The orthography used for Igbo examples is standard Igbo. The audio tapes were transcribed orthographically. The Igbo examples were tone marked; leaving high tones unmarked.

1.7
Data Collection

The data for this research was obtained from audio tape-recorded advertisement copies collected from Radio Nigeria (Purity FM) and the Anambra Broadcasting Service (ABS) Awka. The audio tapes for the advertisements were played repeatedly and were transcribed orthographically. Brand names were left as they were perceived. The researcher did not subject such brand names to Igbo orthography.

1.8
Data Analysis

The data was analysed based on a number of linguistic devices such as figurative language, idiomatic expressions and appeal among others. Each linguistic device was examined with the relevant advertisement piece in the appendices.
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CHAPTER TWO

2.0
REVIEW OF RELATED LITERATURE

In this literature review, an attempt is made to review the literature on advertisement proper and the linguistic devices used in advertising.

Advertising as an academic discipline has no generally accepted definition. Many have defined it in different ways according to the purposes of their studies. To the economist, advertising is a force affecting the allocation of resources in an industrialized economy. For the sociologist, advertising is a means of exercising social control.

According to Bovee and Arens (1994:7) “advertising is a deliberate management process of disseminating informative and persuasive messages through a paid non personal communication by an identified sponsor to a target mass of anonymous audience or individuals”. Advertising is about communication of information on products, services, ideas by an identified sponsor through the mass media to a target audience. Thus, the goals set for advertising are communication task to reach a defined audience to a given extent and during a given time period. Advertising therefore is any form of non-personal presentation and promotion of ideas, goods and services.

Crystal (1995:175) states that “it is any of the various methods used by a company to increase the sales of its products or services or to promote a brand name. Advertising is also used by organizations and individuals to communicate an idea or image to recruit staff, to publicize an event or to locate an item or commodity”.

According to Nwosu (1990:289) “advertising is mass communication which is aimed at helping to sell goods, services, ideas, person and institutions or organizations. It is therefore a vital tool of promotions and
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marketing which are very essential for economic and broad national development”.

The above definitions point to the fact that advertising is the transfer of information about products, ideas, services and so forth, from an advertiser to the public via a medium. It is expected that once the members of the public decode the advertiser’s message, they will believe in a desired way. Advertisements are seen or heard in our bedrooms, sitting rooms, at motor parks, at market places, on the high ways, in the streets and in fact, almost everywhere. Okigbo (1990:25) says that “it has been observed that anyone living and working in any modern society today is under the influence of advertising. Everybody and for most of our lives we see and hear many advertisements”.

Rossiter (1987:4) sees advertising as “a process of relatively indirect persuasion based on information about product benefits which is designed to create favourable mental impression that turns the mind towards purchase”. Considering Rossiter’s view, the target of an advertisement is to make sales and what it is selling are the products. Hence, the success of any piece of advertisement is measured in terms of how many converts it was able to make to the product and to the sales record of the product. Ordinarily, if an advertiser uses words or expressions that are based purely on their basic dictionary meaning, there would be no effect created and the people would still see the product just as they have always seen it. There is no doubt therefore, that their feelings towards the product might remain unchanged, hence the aim of such an advertisement would be defeated.

According to Rossiter (1987) advertisement carries information about the benefits of a product. It is this information that the advertisement tries to package in emotive and meaningful expressions. It is worthy of note that
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even though the advertiser uses persuasive words to convince his audience, the persuasion is not direct. Advertising Practitioners Council of Nigeria (APCON) (2002:4) says “advertising is a form of communication through media about products, services or ideas paid for by an identified sponsor”.

Fayoyin (1994:36) claims that “advertising is calculated to move products and stimulate the use of services by consumers. It attracts attention, creates desire, inspires conviction and finally provokes action”. The thing that creates these effects on the audience is the choice of words and the skill with which the advertiser puts these words together. Advertising is viewed from different angles. It is seen as a communication process, marketing process, economic and social process, public relation process or an information and persuasion process. It is now left for an advertiser to creatively produce his advertisement and jingles bearing these processes in mind.

Advertising is the dissemination of sales message through purchased time and space (Fletcher 1979:91). A sales message is one that intends to sell, what it is selling may be a product, service, idea or cause. Whichever it is, the message tries to present a view point favourable to the product, service, idea or cause and is so understood by the target audience. The sales may simply be to imbue them with a favourable predisposition, disposition and opinion. Advertising serves to move prospects through the levels of unawareness to awareness, to comprehension, to conviction and then action.

According to Jacob (2003:113) advertising refers to the techniques and practices used to bring products, services, opinions or causes to public notice for the purpose of persuading the public to respond in a certain way toward what is advertised. Most advertising involves promoting goods which are for sale. But similar methods are used to encourage people to
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drive safely, to support various charities or to vote for political candidates, among many other examples.

Norma (1993:148) describes advertising as a collective term for public announcement designed to promote the sale of specific commodities or services. Thus, advertising is a form of mass selling, employed when the use of direct person- to-person selling is impractical or simply inefficient. It is to be distinguished from other activities intended to persuade the public, such as propaganda, publicity and public relations.

Shally -Jensen (2004:174) posits that advertising is any paid form of non-personal presentation and promotion of products, services or ideas by an identifiable individual or organization. The products advertised may be as varied as tooth paste and automobiles, and the services may range from laundries to travel agencies. The ideas advertised may involve contributing to a mental health agency, voting for a certain candidate, or going to church on Sunday. In each case, the advertisement points out qualities of the product, the services, or the idea that would make it attractive to the persons the advertiser wishes to influence.

Ranson (1997:111) says that an advertisement is a message printed in a newspaper or magazine, broadcast on radio or television, sent to individuals through the mails or disseminated in some other fashion that attempts to persuade readers or listeners to buy a particular product favour a particular organization or agree with a particular idea. It is paid for by the advertiser and may be prepared either by the advertiser or more commonly by a professional advertising agency.

Law and Dixon (1970:90) consider advertising as a branch of business concerned with selling goods and services. However such simple description can cover all its activities. It is also used for recruitment purposes, for

13

informing people of things wanted as well as things to be sold, for publicizing charities and making other announcements that are not commercial, churches, government and political parties all make use of advertising.

Advertising is any of the various methods used by a company to increase the sales of its products or to promote a brand name. Advertising is also used by organizations and individuals to publicize an idea or image to recruit staff, to publicize an event or to locate an item or commodity. From the perspective of an economist, advertising is either beneficial or is a hindrance to perfect competition. This seems to be so because it attempts to make illusory distinction between essentially similar products. (Emblen & Dresner 1999:10).

According to Dale (1994:72) advertising is a message designed to promote a product, a service or an idea. In everyday life, people come into contact with many kinds of advertising. Printed advertisement makes up a large part of the newspapers and magazines. Poster advertisements appear in many buses, subway and trains. Neon signs along Downtown Street flash advertisements. Bill boards dot the roadsides. Commercials interrupt television and radio programmes.

The goal of all advertising is not only to make sales but also to awaken or produce predispositions to buy the advertised products or services. This may be illustrated by the following three categories of advertising.

Immediate Action:- The primary purpose of some advertising is to induce immediate action. Most newspaper advertising, especially for bargain priced products, special ideal, coupon offers, food and departmental - store items as well as mail order advertising.
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Awareness: - this kind of advertisement primarily creates awareness on the part of the listener, viewer or reader. This category, according to Jacob (2003:114), includes announcements of a new product or model, improvements in price or change in package design.

Image:-some image advertisement seeks principally to create, reinforce or change the image of a product or service (or organization) in the minds of those to whom the advertising is directed. Usually, it is expected that the desired change of attitude will take place gradually, over a period of time (Dale 1994:73).
In conclusion advertising has an important role in informing and influencing consumer. Virtually every individual is exposed to advertising. It has become one of the most important economic and social forces in society, partly because of the influence of advertising people have learned to seek for better products and services, to improve their way of living. Advertising cannot turn a poor product or service into a good one. What advertising can do and does is to create awareness about both old and new products and service. It stimulates wants, indicates the differences among various products (and services) and shows how various needs and wants can be satisfied. Increasingly, advertising performs one of the main functions of a salesman by providing some advance information about products and services to consumer before they reach the place of purchase.

In order to achieve the objectives of advertising, the advertiser makes use of a variety of linguistic devices such as hyperbole, personification, onomatopoeia, simile, alliteration, repetition, idiomatic, expressions, rhetorical question, style, appeal, economy of words, nonce, parallelism, among others to enliven the language of advertising.
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Hyperbole is a greatly exaggerated statement; not intended to be taken literally but used for stylistic effect. This figure of speech deliberately exaggerates to create special emphasis or humour (Ndimele 1992:108).

It is used a lot in advertising to project a product, service or idea, sometimes beyond proportion. It has the special effect of giving emphasis to the quality of a product.

Advertisers at times personify their products. Oliphant (1962:162) says that personification is the attribute of life to inanimate objects. This simply means that human attributes are bestowed on non- living entities thereby giving them an animate characteristic. Advertisers make use of this device to give obvious human attributes to products. Advertisers make use of onomatopoeia, which is the use of words that sound like what they describe. In other words, such words suggest their meaning by their sounds.

The figure of speech, simile, is equally used by the advertisers. It involves a comparison of one thing with another. Simile makes use of such words like “as” and “like” (Ndimele 1992:106). In Igbo, the lexeme “ka” or “di ka” may be commonly used. Alliteration involves the selection and arrangement of different words that have the same initial consonant in close succession in a phrase or a sentence. Wales (1989:30) comments that such arrangement is connected with any of the following literary language, idioms, tongue twisters and advertising. This repetition of consonant sounds at the beginning of a word or syllable gives some rhythmic effect.

Most often, advertisers repeat their expressions. Repetition is a device used in advertising and other forms of art like prose and poetry. It makes use of repetition of words for emphasis or emotional effect. The main feature of this device is that words or expressions are repeated over and over again; perhaps for the purpose of achieving communicative prominence. This way
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the name of the product or its features gets registered in the mind of the audience. Information about a product might be repeated again and again. This makes the key words in the advertisement to get registered in the mind of the audience and therefore create an additional reaction. It is also the easiest way of producing rhythm.

Advertisers, equally make use of idiomatic expressions. They are elements that give flavour to an advertisement. The devices such as idioms, proverbs, adage etc are among the indices with which an advertisement can be evaluated to be adequate. Rhetorical questions are questions asked just for effect and not because an answer is expected. Most times the answer to a rhetorical question is common knowledge. Advertisers use this device to elicit some kind of emotional effect on the audience. Such an effect would invariably produce a reaction. Rhetorical questions are used as a form of persuasion. The mode of persuasion is very subtle, often it has a satirical tone but more often it is comical.

The use of style is also a feature of advertising. According to Wales (1989:31) the varieties of language usage as it is used in different occasions are known as style. He enumerated different kinds of varieties and different situations where there could be a variety change. But one point is clear, no matter the style, only two situations are noteworthy: formal and informal. In product advertising, style can also include the way in which the advertisement is presented. The elements of style we shall consider here are dialogue, code-mixing, vocative and humour or incongruity.

Dialogue is a special affective device employed by advertisers. It makes use of two or more people talking about the same advertised product. Usually one of the people involved feigns ignorance of the existence of the product which ironically is what he needs at that point in time. The other
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member(s) of the group will then recommend the product and convince him to try it. Towards the end of the advertisement the ignorant partner would testify to the efficacy of the product. Dialogue as a stylistic device is not used only in informal situations as in the home, but also in formal situations as in offices between employers and employees, in hospitals: between doctors and patients, and so on.

There is other style like code-mixing which simply means using two languages at the same time, in other words, mixing the two languages together. Vocative is a form of direct address when addressing a person. Another style used by the advertisers is humour or incongruity. It refers to any situation where there is a mismatch between what someone says and what they mean Simpson (2004:45).

In persuasive advertising, appeal is made to the emotion or reason of the target audience. This is achieved by using language skillfully so as to influence the behaviour of the audience by making him believe that advertised product is the best among equals. When this remarkable feat is achieved, the influenced audience goes to patronize the product. Advertising welcomes appeals. Words are highly economized in advertisement due to advertisers’ want to reach their audience within the shortest time and space available. Nonce form or neologisan is equally used. Advertisers sometimes form words for the purpose of advertising that product, so that advertisement can be epitomized and catchy.

The use of linguistic parallelism is another feature of advertising. According to Yankson (1987:14) linguistic parallelism is the use of pattern repetition in a literary text for a particular stylistic effect. Parallelism operates at all three levels of linguistic organization. At the phonological level pattern congruity may take the form of alliteration, internal or end
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rhyme or stress isochronicity in two or more structures. At the semantic level lexical items that occur in the same paradigm (or belong to the same grammatical category) may be related either synonymously or antonymously. The structures are syntactic equivalents when they have similar patterns like NP, + VP + NP2 (or SVO), structures may also be marked as equivalents when they are initiated by the same lexical item, for instance, by a wh-question form or by a comparative marker like “As” or by an adverbial like “perhaps”. We can also say that two or more structures are equivalent by virtue of the fact that they express the same proposition.

2.1
Language of Advertising

According to (Crystal 1995:390) “advertising relies almost totally on the use of language”. The art of writing and selling messages in advertising is called copywriting. The effectiveness of an advertisement depends on the ability of the copywriter to manipulate the language system to suit his purpose. A message that can be quickly read and easily understood is more likely to be read by people. If an advertisement fails to provoke the desired feeling, interest or desire in the mind of the consumers. It has failed and the money and time spent on it are wasted. So, an efficient advertiser uses all available means to reach the consumers.

Advertising is a specialized form of communication which has two major constraints; time and space, imposed upon it. This makes its stylistic pattern unique, though it draws from the common core of the language in which the advertisement is made. In the words of Jefkins (1994:116) “the writing of advertisement copy is a special skilled kind of writing and has a style utterly different from that of a book, poem, article, short story or news report”. As a form of business communication, what matters most in
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advertising is the ability of the advertiser to pass his message instantly. Hatch (1983:11) rightly observes that “business messages are written not to edify future generations of mankind, but to meet the immediate needs of here and now situations. The time scale in business differs from many other settings and that makes the message different”. An advertiser sees himself as somebody in a business setting who talks nothing but business and dispatches his business instantly. Also, as a form of mass communication, the language must be used with care so as to achieve the desired effect. It must be clear and straight to the point. As a result of these, advertisers are more interested in passing their message across to their audience than in any other thing. The sole aim of an advertiser is to disseminate a given message in the twinkling of an eye. Commenting on this (Jefkin 1994:15) says that “advertisements are not only studied in detail, but are glanced at, seen in passing, or seen on television or heard on the radio very briefly. The message must have instant impact”.

One way to convey a message quickly is to use a jingle or a slogan.

(Ikeme 2004:61) For example:

Safety on wheels – labour mass transit. Always better for cooking – life vegetable oil. Takes good care of you – British Airways

The language of advertising is rich in positive, unreserved statements used to highlight the good qualities of a product. Examples:

Saclux Paint – High quality emulsion paint

Lipton Yellow Tea – No other tea is quite like Lipton.

Compound words are also used extensively in advertising to portray the degree of distinctiveness of the product advertised as opposed to many of its
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kind available in the market. Examples, ‘long –lasting’, ‘extra power’, ‘super drive’ and many others are common in advertising. Furthermore, single words, phrases, clauses, simple sentences and fragments are all acceptable structures of the language of advertising.

In conclusion, advertising is a non personal form of communication and communication involves language. So, language is a vehicle for advertising language is used to perform so many different activities in the society. Therefore, it brings about the variations in language use. The language used by advertisers is different from the one used by the bar and the bench. Advertisers send across their message to their target audience using colourful and unique words, phrases, clauses, simple sentences and even sentence fragments.
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CHAPTER THREE

3.0
THE ANALYSIS OF RADIO ADVERTISEMENTS AND JINGLES

The data will be analysed based on the linguistic devices used in the language of advertising. Its connotative meanings will be discussed equally. The devices to be dealt with include figurative language like hyperbole, personification, onomatopoeia, simile, alliteration, repetition. There are other devices like idiomatic expressions, rhetorical question, style, appeal, economy of words and nonce form etc. These devices will be illustrated using the advert pieces in the appendices.

3.0.1
Hyperbole

Hyperbole is a greatly exaggerated statement; not intended to be taken literally but used for stylistic effect. This figure of speech deliberately exaggerates to create special emphasis or humour (Ndimele 1992:108).

It is used a lot in advertising to project a product, service or idea, sometimes beyond proportion. It has the special effect of giving emphasis to the quality of a product.

Hyperbole features prominently in the following examples of advertisement.

Saclux paint (appendix 1 lines 1-2, 19-20) Saclux paint

Okacha mma Saclux paint Penti ka ibe ya

Dr Aladin’s 7 keys to power (appendix 3, line 7) “Ogwu bu okacha mma”
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Blue Band Margarine (appendix 9, lines 3&4) BB! BB!! Blue Band Margarine

No 1 everywhere.

Lipton Yellow Tea (appendix 10, lines 8,9&20) Because when it comes to premium quality No other tea is quite like Lipton

No 1 wherever you go.

The examples from Saclux Paint and Dr Aladin’s 7 keys to power show that they cannot be compared with any other product. Even if there is any basis for comparison, they are believed to be the best among all others. The word “okacha mma” occurs in both of them. The hyperbolic statement “okacha mma” is derived deverbally from “kacha mma” (most superior) by the prefixation of the low tone nominalizing prefix “o”. As a result this prefix “o”, there was tonal adjustments. “kacha mma” which is high tone is changed into low tone “okacha mma”. “Penti ka ibe ya”, the advertiser used exact Igbo adaptation for “penti” simply for emphases.

Blue Band Margarine and Lipton Yellow Tea are claimed to be the best. Blue Band Margarine is “No 1 everywhere” while Lipton Yellow Tea is “No 1 wherever you go”. Hyperbole is very persuasive in nature, because of its claims; anybody wanting good quality would opt for these advertised and supposed products of no mean repute.

3.0.2
Personification

Advertisers at times personify their products. Oliphant (1962:162) says that personification is the attribute of life to inanimate objects. This simply means that human attributes are bestowed on non- living entities thereby giving them an animate characteristic. Advertisers make use of this
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device to give obvious human attributes to products. The use of personification can be found in the following copies of advertisement.

In Lipton Yellow Tea (appendix 10, lines 15&21) Lipton Yellow Tea smiles always in your stomach The tea that kisses you all over.

Saridon P (appendix 11, lines 5&13)

…wrestles with aches

(c) Saclux paint (appendix 1 line 11)

Jiri saclux paint tee ulo gi ka i hu na ulo na –achi ochi.

In the above examples, Lipton Yellow Tea is personified; the words “kisses” and “smiles” are human attributes ascribed to the product, Lipton Yellow Tea. It simply means that Lipton Yellow Tea will never give you stomach upset. The last example was drawn from Saculx paint:

“Jiri Saclux Penti tee ulo gi ka i hu na ulo na-achi ochi”. (Use Saclux paint for your house and watch it smile).

It is a general concept that inanimate objects do not smile, but it has been portrayed here that when a house is painted with Saclux Paint, the house will smile, thereby giving the house an animate quality. It means that once you use Saclux Paint to paint your house, it will look very beautiful and people will admire it.

3.0.3
Onomatopoeia or Phonoenthetic Idiophone

Advertisers make use of onomatopoeia, which is the use of words that sound like what they describe. In other words, such words suggest their meaning by their sounds.

The political jingle below (appendix 5, line 1) illustrates the use of onomatopoeia.

24

“O ga –eme ha viam n’anya”

“Viam” echoes the sound the word refers to and it contributes to the rhythmic structure. “Viam” conjures up the meaning of surprise. The claim and belief that Peter Obi will surely assume office again will come through without hindrance.

Another instance is drawn from IGNIS home appliances (appendix 7, line 12)

IGNIS splashes

Saclux Paint (appendix 1, line 16)

“O gbukepu buru igba”

The words “splash” and “gbukepu” evoke their respective meanings through their sounds. This will arouse the interest of the target audience to use the products.

3.0.4
Simile

The figure of speech, simile, is equally used by the advertisers. It involves a comparison of one thing with another. Simile makes use of such words like “as” and “like” (Ndimele 1992:106). In Igbo, the lexeme “ka” or “di ka” may be commonly used. Simile is observed in Ariel detergent (appendix 4, lines 8&9)

“o bu sooso Ariel ka nwaanyi a ji asa akwa Mere o ji wee di ka akwa ohuru”

In the above example, “akwa” probably the old one is likened to “akwa ohuru” (new cloth). The word “di ka” conveys the idea of simile here.

Blue Band Margarine (appendix 9, line 5)

B without BB is like a train without an engine.

Lipton Yellow Tea (appendix 10, line 9)
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No other tea is quite like Lipton.

The word “like” is used for comparison. To eat bread without Blue Band Margarine is likened to train coaches without an accompanying locomotive. The comparison here makes one see Blue Band Margarine as very vital. It implies that bread without blue band margarine has no taste. Likewise, Lipton tea is claimed to be the best.

Andrews Liver Salt (appendix 6, line 7)

“ i hula na afo m anaghikwa ada ka igba

(see, my bowels no longer sound like a drum). The word “ka” is used to portray simile here. The sound of the man’s bowel here (which is usually associated with animate entities) is likened to the sound of a drum which is inanimate.

3.0.5
Alliteration

Alliteration involves the selection and arrangement of different words that have the same initial consonant in close succession in a phrase or a sentence. Wales (1989:30) comments that such arrangement is connected with any of the following literary language, idioms, tongue twisters and advertising. This repetition of consonant sounds at the beginning of a word or syllable gives some rhythmic effect.

For the use of alliterative effects, consider the following examples:-Coflin cough mixture (appendix 12, lines 1&2)

“Coflin cough clears cough

…deep deep down”

There is an occurrence of the /k/ sound in “coflin cough clears cough” and /d/ sound in “deep deep down”

Dr Aladin’s 7 keys to power (appendix 3, line 1)
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“Nne Nkechi! Nne Nkechi”

There is equally occurrence of /n/ sound in the above example. The repetition of these sounds in the words produces an appealing sound pattern.

3.0.6
Repetition

Advertisers repeat their expressions. Repetition is a device used in advertising and other forms of art like prose and poetry. It makes use of repetition of words for emphasis or emotional effect. The main feature of this device is that words or expressions are repeated over and over again; perhaps for the purpose of achieving communicative prominence. This way the name of the product or its features gets registered in the mind of the audience. Information about a product might be repeated again and again. This makes the key words in the advertisement to get registered in the mind of the audience and therefore create an additional reaction. It is also the easiest way of producing rhythm. Repetition is observed in most of the advertisement copies in the appendices. Examples where cases of repetition can be seen are given below:

Saclux Paint (appendix 1, lines 1-4, 19-24)

Saclux Paint

Okacha mma

Saclux Paint

Okacha mma

The above example is repeated up to 10 times, in lines 1 to 4 and 19 to 24, simply for emphasis.

Blue Band Margarine (appendix 9, lines 1-3&7)

Blue Band Margarine

Blue Band Margarine
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BB! BB!! Blue Band Margarine

The expression was repeated up to four times in lines 1 to 3 and 7.

Vitalo Beverage (appendix 2, lines 1-3&10)

Vitalo!

Vitalo!!

Vitalo!!!

It was repeated up to three times consecutively and finally in the last line (10)

Dr Aladin’s 7 keys to power (appendix 3 lines, 1,10-12)

Nne Nkechi! Nne Nkechi

Dr Aladin’s 7 keys to power

Ozo

Dr Aladin’s 7 keys to power.

In the above example, “Nne Nkechi” is repeated two times in the first line while “Dr Aladin’s 7 keys to power” is repeated two times in different lines emphasizing the name of the product (drug) repeatedly for easy recall.

Political jingle (appendix 5, lines 1,2&4)

“O ga-eme ha viam n’anya”.

This structure was repeated three times. This is to emphasize that the assurance that Peter Obi will surely assume office again will come through without hindrance.

IGNIS Home Appliances (appendix 7 lines 1&2)

Your wife is having an affair

Your wife’s secret love IGNIS

The above two lines are parallel and they have semantic and lexical repetition. It is made to raise anxiety and incite fear. To dowse the man’s anxiety the next two lines followed (Before your mind starts playing tricks
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on you what we are talking about is IGNIS). The advertiser uses it to attract attention. The message is confusing to some gullible people because its denotation is very clear, while the connotation is not. “Having an affair” or “wife’s secret love” can be seen as infidelity or cheating on one’s spouse and it has cultural reference which is an abomination. However, someone who is not gullible should understand that a woman takes care of the home. These appliances make her chores easier and better for her thereby making her fall in love with those appliances.

Based on the above examples, repetition can enhance meaning, in addition to creating a sound pattern. It is used for emphases and it equally draws the attention of the listener.

3.0.7
Idiomatic Expressions

Advertisers, equally make use of idiomatic expressions. They are elements that give flavour to an advertisement. The devices such as idioms, proverbs, adage etc are among the indices with which an advertisement can be evaluated to be adequate.

These are manifested in

Ariel detergent (appendix 4, lines 4 &7) Onye nyere awo kotu?

(who gave toad coat) Tupenye m azu

(give me some fish)

In the above expressions “Onye nyere awo kotu” literally means “who gave toad coat”. Idiomatically, what it means in that context is; “it is not possible, Nneka’s father has not acquired wealth to the extent of buying new cloth for his wife”.
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“Tupenye m azu” means give me some fish but idiomatically it means tell me exactly what happened.

Vitalo Beverage (appendix 2 line 7)

“…kporie ndu di na vitalo”

A good advertisement gives enough information to arouse interest and create recognition for the product. The advertiser must find a way to express a complex idea in a vivid and simple form. What matters is the power of the content and not expansive vocabularies of complex words. In the “Vitalo” advertisement, drinking vitalo is likened to enjoying life which is captured in “kporie ndu di na vitalo”. This could be interpreted in several ways, all depicting the nutritious value of vitalo.

Saclux Penti (appendix 1, line 12)

“O dighi mma nwa agbogho machaa mma e were akpa gari kwaara ya akwa”

The above expression means literally that it is not good to make a dress for a beautiful woman with gari sack. Idiomatically, it tells us that something that is worth doing deserves to be done well. In other words, a beautiful woman deserves a beautiful dress; likewise a beautiful house deserves original good paint like Saclux Paint.

A good advertisement is one that can be recalled easily through its simple and interesting nature. Various ways can be utilized to get and retain the attention of the listener or audience. One can always recall the Saclux paint advertisement in Igbo language: when you see a good house that is not properly painted, such a house is described in the advertisement as using an empty bag of gari to make a dress for a beautiful woman, “… o dighi mma nwa agbogho machaa mma e were akpa gari kwaara ya akwa”.

Also in Saclux penti (appendix 1, line 16)
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“o gbukepu buru igba”

This expression literally means it will shine and become a peace of beauty. “…Gbukepu buru igba” idiomatically means to brighten up like sunshine, so that everybody will see it. In other words, Saclux paint will make your house quite outstanding (buru igba) in beauty that everyone will easily notice and highly admire it.

Dr Aladin’s 7 keys to power (appendix 3, line 5) “…were oso were ije”

(run and walk)

This expression literally means “run and walk” but idiomatically it means make haste or move quickly and buy Dr Aladin’s 7 keys to power.

3.0.8
Rhetorical Questions

Rhetorical questions are questions asked just for effect and not because an answer is expected. Most times the answer to a rhetorical question is common knowledge. Advertisers use this device to elicit some kind of emotional effect on the audience. Such an effect would invariably produce a reaction. Rhetorical questions are used as a form of persuasion. The mode of persuasion is very subtle, often it has a satirical tone but more often it is comical.

This is manifested in Ariel detergent (appendix 4 line 4)

Onye nyere awo kotu?

This is a rhetorical question which does not need any answer. In the above question “awo” would refer to Nneka’s father while “kotu” likely refers to “ego” (money). Though, it is an idiomatic expression, it simply means that Nneka’s father has not acquired wealth to the extent of buying new dresses for his wife.
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Andrews Liver Salt (appendix 6 line 3) Afo oruru?

(Stomach upset?)

The above question is asked simply to elicit some kind of emotional effect on the listener. The question stresses the state of health known as “afo oruru” (stomach upset). The effect of this device in the advertisement on the audience is such that they are made to believe that no matter the kind of stomach upset, Andrews liver salt is capable of handling it. As soon as Andrew Liver Salt is taken, relief comes.

3.0.9
Dialogue

Dialogue is a special affective device employed by advertisers. It makes use of two or more people talking about the same advertised product. Usually one of the people involved feigns ignorance of the existence of the product which ironically is what he needs at that point in time. The other member(s) of the group will then recommend the product and convince him to try it. Towards the end of the advertisement the ignorant partner would testify to the efficacy of the product. The advertisement copy of Andrews Liver Salt is a good example of dialogue (appendix 6).

1st man:
Nnaa, anwuola mu o!

Afo oruru ekweghi m hu uzo taa bu ezumike m

(Gosh, I’m finished! This stomach upset would not allow me

rest today that I am off duty)

2nd man:
Afo oruru?

Gaa nuo Andrews

Otu n’ime ogwu magnesium sulphate

i na –ekuli ka onye ndu di n’ahu

32

(stomach upset? Take Andrews Liver Salt, a brand of magnesium sulphate and get up and go like a vibrant man).

1st man:
i hula na afo m anaghikwa ada ka igba Ekele diri Andrews

(see my bowels no longer sound like a drum, thanks to Andrews).

The above dialogue is between two men. The first man feigns ignorance of the existence of Andrews Liver Salt which is what he needs to take care of his “afo oruru” (stomach upset). The second man recommends Andrews Liver Salt for him. The first man then takes Andrews and testifies the efficacy of the product.

Appendix 4: Ariel Detergent

Ada:
Ngozi, i hukwara akwa nnukwu ego Mama Nneka na-eyizi?

O di ka di ya enweela nnukwu ego.

Ngozi: Ada, onye nyere awo kotu?

Di ya enweghi ego o bula …

The dialogue is between Ada and Ngozi. Ada asked Ngozi whether she has seen the expensive clothes worn by Nneka’s mother these days. In Ada’s opinion, it does appear that her husband has made some money. Ngozi’s cynical remark “Onye nyere awo kotu” shows her doubt or disbelief about the wealth of Nneka’s father. Ngozi claims to know the secret behind it and Ada is anxious to know. Ngozi tells her the secret – Ariel detergent.

“O bu sooso Ariel ka nwaanyi a ji asa akwa mere o ji wee di ka akwa ohuru”

Another one is Dr Aladin’s 7 keys to power. (Appendix 3)
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Nne Nkechi! Nne Nkechi

Ee! Nna anyi

I zutago ogwu a na –akpo Dr Aladin’s 7 keys to power.

Nna m ukwu mba o!

Ngwa were oso were ije gaa ebe a na-ere ogwu …

The above dialogue may be assumed to be between husband and wife

(Nna m ukwu na Nne Nkechi). The man asks “Nne Nkechi”, if she has bought the medicine named Dr Aladin’s 7 keys to power. Nne Nkechi responds “Nna m ukwu mba o!” He tells her to go quickly and buy the medicine for prevention of measles, fever and pains. He equally reminds her of its name “Dr Aladin’s 7 keys to power”.

3.1
Code Mixing

This can be observed in some of the Igbo advertisement. For example:

Saclux paint (appendix 1 lines 1&7)

Saclux paint

Saclux di na “oil”, “emulsion” na

“sandtex” nwere eze.

In the above example the English and Igbo languages are code-mixed. “Saclux paint” in Igbo language, it supposes to be “penti saclux”. The second sentence: “Saclux di na oil, emulsion na sandtex nwere eze”. In this sentence “oil, emulsion and sandtex” are English words. “Na oil” in this structure default in Igbo structure it ought to be “n’ oil” because “na” is a preposition. The advertiser used it for emphases.

Appendix (3 lines 3,6,10)

Ka i zuta Dr Aladin’s 7 keys to power

Dr Aladin’s 7 keys to power
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There is code-mixing of the English and Igbo languages in the above example.

3.2
Appeal

Advertising welcomes appeals. For example in:

MARS stabilizer (appendix 8, lines 1&2) Don’t gamble with the life of your appliance Protect them with MARS Stabilizer

The very nature of this advertisement makes it very effective. Line 1 sounds like a warning, which is then followed by an appeal to reason on the part of the target audience in order to prolong the life of their electrical appliances with MARS Stabilizer.

Dr Aladin’s 7 keys to power (appendix 3, lines 9&11)

Aha ya bu gini?

Ozo

The above two lines in “Dr. Aladin” are all for emphasis as well as an appeal to emotion, in order to get the attention of the audience. The ultimate goal of an advertiser is to appeal to his audience to accept his view on the advertised products, services etc, as well as to retain the patronage of those already using the product.

3.3
Economy of Words

The economy of words manifested in almost all the different examples of advertisement (appendices)

MARS Stabilizer (appendix 8, line 1)

“Don’t gamble with the life of your appliance”.
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The advertiser economized words by using the word gamble. The advertiser is warning that one should not put the life of one’s electrical appliances at risk.

IGNIS Home Appliances (appendix 7, lines 6-8)

“That are durable, affordable, made to international standard and tropicalised –giving you long lasting performance and value for money”.

In the above example, the word durable is used instead of saying that the appliances are likely to last for a long time without breaking down or getting weaker. The advertiser uses affordable instead of saying that the prices of the appliances are very low that one can buy. The advertiser equally uses “value for money” instead of saying that IGNIS home appliances worth more than the money used to buy them. In other words buying the product is not a waste of money or resources.

3.4
Nonce Form

Nonce form is manifested in Ariel Detergent (appendix 4, line 13)

“Ariel ebe a no”

The word “ebe a no” is adopted by the advertiser for the purpose of advertising Ariel Detergent.

3.5
Vocative

Likewise, vocative as one of the style can be observed in (appendix 3 line 1) Dr Aladin’s 7 keys to power.

Nne Nkechi! Nne Nkechi.

This is a direct address to “Nne Nkechi”. Also in (appendix 4 line 1) Ariel Detergent.

“Ngozi, i hukwara akwa nnukwu ego mama Nneka na –eyizi?”

36

The advertiser is directly addressing Ngozi in the above expression. “Nnukwu ego” is an irrelevant idea. The most important thing is that the woman’s dress is very new.

3.6
Humour

Humour is equally observed in (appendix 7 lines 1&2)

IGNIS (Home Appliances)

Your wife is having an affair

Your wife’s secret love IGNIS

The above expressions create humour among the audience. Whenever, one hears “your wife is having an affair” he sees it as infidelity or cheating on ones spouse. The advertiser uses the above expression to explain that the woman is in love with IGNIS home appliances because it makes her house chores easier.

3.7
Parallelism

Parallelism features prominently in (appendix 2, line 2).

Vitalo Beverage

“Ma o di oku, ma o di oyi”

The above example is semantic parallelism. It was used for a particular stylistic effect (assonance) under normal circumstance, it ought to be

“ma o di oku, ma o juru oyi”

The advertiser used the above structure for emphasis and rhythmic effect. To show that vitalo is very good taken either cold or hot.

From Lipton Yellow Tea (appendix 2, lines 15&16).

It’s a sign of good taste

The sign of good taste.
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The above expressions are syntactic parallelism.

3.8
Summary

This analysis reveals that certain usages are peculiar to advertising. So advertising has its own linguistic devices. These devices enable advertisers to meet the demands of their profession, which is to inform and (or) persuade the public to patronize their products, ideas or services in the shortest time and space. Consequently, they use a lot of figurative language, idiomatic expressions and appeals to bring out the good qualities of the advertised products. Also in order to create very sharp messages, copywriters sometimes deliberately violate the rules guiding good usage. Occasionally, they try to arouse curiosity in the minds of people by creating messages with contextual meanings. The advertisers equally choose evocative words which help them to paint a good picture of their products. Such words make positive remarks about their products, without condemning any similar one, or another competing product.
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CHAPTER FOUR

OBSERVATIONS, RECOMMENDATIONS AND CONCLUSION

4.1
Observations

Man uses different styles of language to perform various functions in the different spheres of life. The style that is acceptable in one area tends not to fit in another. So, every profession has its own unique language. Advertising is not an exception. In advertising specialized terminologies enable advertisers to sell the products, services or ideas being advertised to the public. Advertising is carried out via the print and electronic media.

The advertisements studied show that, advertising has its peculiar linguistic devices which are used to get the attention of the audience to patronize the advertised products. Advertising has preference for short and condensed sentences, as well as catchy phrases and sentence fragments. Sometimes, style, like humour or incongruity, creates anxiety. For example:

In appendix 7 lines 1&2

Your wife is having an affair

Your wife’s secret love IGNIS

The above example creates anxiety because there is a mismatch between what the advertiser says and what he means. The anxiety is later calmed down by the following (line 3) which says:

“What we are talking about is IGNIS home appliances”. Figurative language is one of the linguistic devices used to spice up

advertisements. Among the common figure of speech found in advertising are hyperbole, simile, personification, onomatopoeia, alliteration, and repetition. Other devices like idiomatic expressions, rhetorical questions, style like dialogue, code-mixing, vocative etc, appeal, nonce and linguistic
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parallelism were equally observed. Most of these devices help to portray the connotative meanings of the advertisements, as well as conceptual meanings. They are all used to project the image of advertised products to the limelight. This makes the products find favour in the eyes of the public.

Sometimes, one needs to apply basic intelligence in order to arrive at the meaning of some advertisements. This is because some advertisements are framed in such a way that meaning is hidden. This is exemplified by the IGNIS advertisement- Your wife’s secret love.

RECOMMENDATIONS

Advertising is germane to man’s existence. It contributes in no small way to the growth and survival of institutions, industries, factories, establishments, organizations etc, by selling their products, services or ideas to the members of the public. It is through advertising that the audience are informed about what they ought to know about their society as well as the products and services available in the society. Advertising has so much influenced man that it has become part of him. Consequently, the researcher recommends the following:

There is no gain-saying the fact that advertising, as a specialist area has its own specialized style. It tends to have its unique linguistic devices which enable the advertisers to capture the attention of the audience within a short period.

At times, the physical representations of some advertisement differ from the meaning the advertiser intends to convey. In a case like this, the listener should be patient enough to listen to the advertisement with a critical mind so as to decode the advertiser’s actual message.
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Where the advertisement is meant for the entire population of Nigeria, Pidgin English is preferable, considering the fact that up to 60% of the populace is uneducated. The famous AIDS advertisement. “AIDS no dey show for face” illustrates this well.

Advertisements meant for people living together in a particular area and speaking the same native language should be made in that native language. This is to make sure that everybody understands what is said.

Furthermore, advertising should not be an all comers-field. People going into it should be knowledgeable in the art of the profession.

Lastly, the advertiser should endeavour to present a true image of what they advertise.

CONCLUSION

Advertising is a specialist area which deals with the marketing of ideas, products, and services to the members of the public. The goal of an advertiser is to send across his message about the advertised product to the public within the shortest time and space. Advertisement copies

have linguistic devices which enable the advertisers to capture the attention of the audience within a short period.

Consequently, the advertisers use a lot of figurative language, idiomatic expression, appeal and styles to bring out the good qualities of the products and equally portray the conceptual and connotative meanings. Occasionally, they try to arouse curiosity in the minds of people by creating messages with contextual meanings.

The analysis reveals that certain devices are peculiar to advertising. So advertising has its own unique language and style which help to convey the intended meaning. This enables advertisers to meet the demands of their
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profession, which is to inform and (or) persuade the public to patronize their

products, idea or services.
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	APPENDICES

	
	
	IGBO EXAMPLES

	
	
	APPENDIX 1

	Jingle:
	
	
	
	Saclux paint

	
	
	
	
	
	
	

	1.
	Saclux paint

	
	
	
	

	
	Òkàchà mmā
	

	
	Saclux paint

	Comment:
	Òkàchà mmā

	
	
	
	
	
	
	


Ò bụ ụlò kà i nà –àcho ite penti Kà ò bụ ofiisi, ebe obibi

Ihe ọ bulà ọ bù

Wèrè saclux paint tèe ul ò naāni otu ùgbòrò ị nọkwàghị n’ ịkwa mmàkwàrà

Nà nteghari ulò kwà afò kwà afò.

Jiri saclux paint tèe ụlò gị ka ị hụ nà ụlò nà-achị ọchị

dịghị mma nwa àgbọghò machaā mmā è wère ākpā gàri kwaara yā akwà

mbà nù ! Okeeke ììì !

Naanị saclux paint gà- ènye ụlò gị ihe ọ chòrò O gbukepu bụrụ ịgbà

Saclux di nà “oil”, “emulsion” na “sandtex” nwere eze

A na-ere ya ebe a na-ere penti gburugburu ala anyị niile Saclux paint !

Peńti kā ibé ya

Jingle:

Saclux paint

Òkàchà mmā

Saclux paint

Òkàchà mmā

43

APPENDIX 2

Vitalo (Beverage)

Jingle:

Vitalo ! Vitalo !!

Vitalo na –amasị mmadụ niile Ányi gaa ahịā, ānyi azụọ otu mkpò Ányị gà-èji kporie ndụ dị nà vitalo

Vitalo !!

APPENDIX 3

Dr Aladin’s 7 keys to power

A:   Nne Nkechi ! nne Nkechi

Ee ! nna anyi

Ì zụtago ọgwù a nà-àkpọ Dr Aladin’s 7 keys to power?

Nnà m ukwu mbā ō !

A:   Ngwa wèrè ọsọ wèrè ijè gàa ebe a nà-ere ọgwù

Ka ị, zụta Dr Aladin’s 7 keys to power

Ọgwụ bụ òkàchà mmā

B:   Dr Aladin’s 7 keys to power
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Òzọ

Dr Aladin’s 7 keys to power

Ọgwù e mèrè màkà àlùbara Onụ ahiā yā dì àlà.

APPENDIX 4

Ariel Detergent

Ariel !

Áda: Ngozi, ị hùkwàrà akwà nnukwu egō màma Nneka nà –eyìzi ?

dị kà di yā è nweela nnukwu ego Ngozi: Áda, ònye nyèrè awò kòtù?

Di yā enweghị ego ō bùlà

Kamà amà m ihe nzuzō dì n’akwà ndị ahù ọ nà-èyi

Ada: Ngozi nwanne m, tùpenye m azù….

Ngozi: Ọ bù sọọsọ Ariel kà nwaànyi ā jì asa akwà mere o jì wèe di kà akwà ohuà òcha karịa kà ọ dị mbụ

Ariel adàghì oke ego

Ariel ebe a nò

APPENDIX 5

Political Advert

Jingle:

Ọ gà –ème hā viam n’anya
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gà-ème hā viam n’anya Peter Òbi gà-àchikwa ōzō

gà –ème hā viam n’anya.

	
	
	
	
	APPENDIX 6

	
	
	
	
	Andrews Liver Salt

	1.    1st man:
	
	
	
	
	
	
	

	
	Nnàà anwụọla mụ o !

	
	Afọ ọrụrụ ekwèghị m hụ ụzọ taā bụ èzùmike m

	2nd man:
	Afọ ọrụrụ ?

	
	Gàa nùọ Andrews

	5.
	Otù n’ime ọgwụ magnesium sulphate

	
	ì na –ekùli ka onye ndụ dị n’ahụ

	1st man:
	Ì hụla afọ m anaghịkwa adā kà ịgbà

	
	
	
	
	
	
	

	
	Èkèle dịrị Andrews.

	
	
	ENGLISH EXAMPLES

	
	
	
	
	
	
	
	


APPENDIX 7

Ignis (Home Appliances)

Your wife is having an affair Your wife’s secret love, IGNIS

Home appliances freezers, cookers, washers, and driers.

That is durable, affordable, made to international standard and tropicalised –giving you long

Lasting performance and value for money
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Good reason to fall in love with IGNIS.

And if you thought otherwise

You probably have a one track mind IGNIS splashes.

APPENDIX 8

MARS Stabilizer

Don’t gamble with the life of your appliance Protect them with MARS Stabilizer.

APPENDIX 9

Blue Band Margarine

Jingle:

Blue Band Margarine Blue Band Margarine

BB! BB!! Blue Band Margarine

B without BB is like a train without an engine Of course, BB serves so many purposes.

BB! BB!! Blue Band Margarine No I everywhere.

APPENDIX 10

Lipton Yellow Tea

Jingle:

Lipton Yellow Tea No I wherever you go It’s a sign of good taste
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A sign that you know all over the world.

People with discerning taste for things Truly classy and special

It is made from a blend of special selected tea bags That captures its distinctive

Refreshing tastes and full bodies flavour

Lipton infuses quickly and has a sting and tag for easy jiggling Lipton yellow label.

Lipton Yellow Tea smiles always in your stomach Tea with or without milk is more than a drink. It’s a sign of good taste

No I wherever you go

The tea that kisses you all over

APPENDIX 11

Saridon P (Paracetamol)

Saridon P

A brand of paracetamol

Now wears a new distinguished look

For fast effective relief of aches, pains and feverish conditions.

Saridon P boss and master
Now comes in more convenient blisters of 10 tablets
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And pleasant tasting syrup in wrapped tamper proof bottles.

Saridon P tablets are for adults

Pleasant tasting syrup in tamper proof bottles for children.

For every pack of Saridon P you buy;

You contribute 10k to the endownment fund for sicklers. Saridon P

A brand of paracetamol made by Roche Is tough on pains and wrestles with aches

APPENDIX 12

Coflin Cough Mixture

Coflin cough mixture clears your Family’s cough from deep deep down Pursue coflin always.
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