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ABSTRACT

The present paper attempted to investigate thei@xdibcourse of print advertisements in Algeriafoltused in
analysing the phonological features which char@sehe discourse of advertisements and which aifalfil advertising
primary task of persuading people to buy the produservice. The study was hopefully aimed at éngvout some hints
for Arab, particularly Algerian, advertisers espdlgi in print advertising, which may help to impetheir effectiveness
and professionalism. A total of 72 advertisementsenselected as representative for the analysilgdrian printed
advertising. The advertisements were randomly takem three Algerian popular newspapers pressediriabic
(Al-khabar, Echourouk and Ennahar) and the Algen@mgazine Echourouk TV published between 2014 &idb.2This
investigation was specifically concerned with thpsenological and rhetorical features that contelto the development
of text in advertisements. Thus, this investigatimhich was based on a linguistic analysis of dates carried out in the
hope that it will contribute to our understandirfgdoabic printed advertising discourse.

KEYWORDS: Advertising, Language, Phonological Features, AraBersuasion
INTRODUCTION

Advertising is a form of media communication whiplays an important role in spreading informatiorowh
products or services from the seller to the buioreover, advertising is, according to Bovee anén&r (1982: 10),
a form of “non —personal communication of inforroatiusually paid for and usually persuasive in realout products,
services, or ideas by identified sponsors throdghvarious media”. Thus, advertisers’ major aintoisttract people’s
attention and persuade them to buy. An effective ofslanguage helps people remember and identdypitoducts.
Accordingly, the current paper attempts to shebtlgn the phonology of the language of advertisémerhe different
phonological choices made by copywriters to makedttivertising message persuasive and highly eféeatie subjects of
investigation.

Creating effective and impressive words in advertients requires choice of words. The copy writeisugsords
that can easily be remembered and which have pleasainds. Hence, in advertising, techniques sintdathose of
poetics are often used. Like in poems, advertidarguage uses the so called mnemonic devices (rhyhyghm,

alliteration and assonance) which guarantee arlretteembering of the text and also a later reddtl o
RHYME AND RHYTHM

Rhyme is related to the use of correspondencellabdys at the end of words or lines e.qg. still&ilmore/bore.

It “presents a formalized consonance of sounds dmtwwords or the endings of words” (Cuddon 2013:608
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Discussing rhyming in Arabic, Gully (1996:24) argubat the rhymes in advertisements are “createtbimbination of a

long vowel plus a consonant at the end of each ¢ingalf of a two part slogan”.

Rhythm is “the perceived regularity of prominentitsnin speech” (Crystal, 1999:290). In advertisetagn
copywriters often use a rhythmical arrangement st the text becomes subconsciously memorable doeivers.
Even scientists are unable to explain the powenfubtional and mnemonic attraction of rhythmic laanggt Langer (1967,
cited in Cook, 2001:125), for example, suggests thgthm is an imitation of the body’s vital proses and recalls the
regular sound of the mother’s heartbeat in the womlrner (1992, ibid) claims that rhythm may stiatel creative
neuronal circuits in the brain. Moreover, Gluckli@®97, ibid) compares it to the dances of rituabm because it induces
both emotion and alteration of consciousness. ThereCook (2001:125) advocates that “descriptiohthis power are
commoner than explanations, and explanations albire highly speculative”. Moreover, discussing théent to which
prosody is used in prose, Cook (ibid) says: “Thopgletry is exceptional in the degree to which ipleits prosody,
and bureaucratic prose is exceptional in the detpeehich it does not, most genres make more usi thfan it is

generally supposed”.

According to Hermerén (1999), it is very import#mit the advertising text sounds pleasant and gatche more
acceptable and effectively remembered by receivimis is also applied to written texts since “evarsilent reading
people are aware of the way words are pronounceédrenrhythmic patterns that are created when wareput together”
(Hermerén 1999, 120). In fact, this technique migbkt considered as an attention seeking device weraising.
Discussing the importance of rhyme and rhythm imeatising, Cook (2001:125) claims: “On occasion mpétic and
phonological criteria may dominate, and a word titeo linguistic unit is chosen primarily for itsyime, rhythm or

syllabic structure, and in spite of its meaning.”

Rhyme and rhythm are used in print advertisemenslgeria. Here are some examples that might doutzi to

the memorability of sentences and phrases andtieushole advertisement
A slogan for ‘obei’” milk
?u:bi: huwa hli:bi:
(‘obel” is my milk)
In this slogan, a rhyme effect is created by répgahe same final syllabtéi: ’ in ‘ ?u:bi:’ and ‘hli:bi: .
An advertisement for ‘Dozia’ coffee, the slogan is:
gahwat @:zja mdo:zja wa bni:na
(‘Dozia coffee, a dose and delicious coffee)

Here in this example, a rhyme effect is createdh@yrepetition of the final syllabledo: / zia in ‘do:zja’ and
‘mdo:zja’.
In most cases a product’s name is not derived Bondentifiable root in the Arabic language. Howehis fact

does not impair the copywriter’s ability to credtgming schemes. As noticed, in the two examplev@bthe brand name

! Rhyming and rhythming prose technique in Arabicalied 'sgs’
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is part of the rhyme in both advertisements. Exasfike these are so frequent in the data of thidys Such technique
helps to make the brand name memorable and effediscording to Dubovien¢é and Skorupa (2014), rhyming the brand

name in a slogan is one of the best techniquegrnoduce such brand to the audience.

Moreover, in the second example, the words ‘do:ajal ‘mdo:zja’ are morphologically similar wordsdathey

occur in close contiguity. In print advertisemeint&lgeria, a lot of examples like such are found.
‘arabella’ coffee
?arba alkarru:sa w alSarru:sa
(Win the car and the bride)

As seen, the two wordalkaru:sa’ and‘al€aru:sa’ are morphologically similar and they are only saped by

the conjunction ‘w ‘ (and).

Worthy to note that in Algerian print advertisenrgerhe rhyme effect is not only created betweertessgive

words but also between lines or two parts slogan #® following example for ‘Facto coffee capsile
fa:ctu: espres: ahsan ma: xtatt:
(‘facto espresso’, your best choice)

In this example, the copywriter uses a maximum noremeffect by repeating the long vowel sound twice in

‘fa:ctu:’, ‘espresi;’ and ‘xtarti’. In addition, between the two lines, the syllalte:’ is repeated.
More examples on rhyme and rhythm in Algerian paiditertisements are described in the followinggabl

Table 1: Examples of Rhyme and Rhythm

The Brand Name The Ad Text Containing Rhyme T?,S()'?:gﬁ?g;é&: r;ds,
1-'al¢ajla’ brick mSa dju:l afa:jla majdatna: halq (with ‘al€ajla’ brick pastry la
pastry sheets sheetspur table is superb)
2-‘Milkospray’ milk | hali:b muaffaf ka:mil li sihhatikum wa sihhati ?atfa:likum lkum
powder ( powdered whole milk, for yours and your childrehealth)
3-‘Alliance’ ?Pamnu: sijja:raltum ¢la: gi:skum ( get the suitable car kum?
assurances insurance)
4-‘Dermacol’ make| makiaz mida:li: lilSajnajn wa fafa@jn (perfect make up for ain®
up products eyes and lips) J
5-‘Maria’ pasta L . . .
products maria:zaudh wa nalfija ( ‘Maria’, goodness and quality) a
6-'Super Tab’ tablet Cala:ma tiarija beki :kija alhadja Imi6a:lija...( The Belgian iia

commercial brand, the perfect present...)
Zhgie\;g(:he qui rit wasfa zadi:da muzawwaad bilhadi:d ( a new recipe rich in iroh a
8-‘starlight’ brand
for household kun da?iman nggman la:mifan ( Be always a brillant star) an
appliances.

2Kum’ is a plural possessive pronoun in Arabitisladded to a noun as a suffix. Ryding (2005} 3@4tes that the possessive pronouns “agree éth t
gender and number of the possessor”. She addsoUA with a pronoun suffix is considered definite”
3ajn’ is a dual noun marker in Arabic added tocaim as a suffix.
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Example 1 of brick pastry sheets explains anottmreet of rhyme and rhythm in Algerian advertising.
In this example, the two nounsSatjla’ (family) and ‘ha:jla’ (superb) are examplek‘sinas’ in Arabic ( paronomasit)
(Gully,1996:26). In this case, it is what Gully lsalzinas na:qgis’ ( incomplete paronomasia) in which thmas’
components, that is, the words{aljla’ and ‘ha:jla’ contain identical vowels anchdil syllables, but different initial

sounds.

Similarly, the previous example of ‘Arabella’ coéfgpowder displays the pattern of incomplete paragimin
which the words ‘daru:sa’ (car) and ‘@hru:sa’ (bride) are identical in the number of alyles and vowels but differ only

in the first sound of the second syllable as shiwold.

In examples, 1,5,6 and 7, rhyme and rhythm pattarasenhanced by the common occurrence of the feenin
noun and adjective marker pronounced as ‘a(h)anspl form ( Gully, 1996); for instance, the notfsjla’ ( family) in
example 1, 4audh’ ( goodness) and ‘n8ija’( quality) in example 5, ‘alhdad’ ( the present) in example 6, ‘¢fa’
(recipe) in example 7, and the adjectives ‘ha(jlsuperb) in example 1, sg:riija’ ( commercial), ‘beti :kija’ ( Belgian), *
almida:lija’ (perfect) in example 63adi:da’(new), and ‘muzawwaal (provided in example 7. Therefore, the feminine

vocalic ending ‘a’ helps the copywriter to creatdhame scheme in Arabic.

ASSONANCE

Unlike rhyme which appears only at the end of wandbnes, assonance refers to “the repetitionroflar vowel
sounds, usually close together, to achieve a pdaticeffect of euphony” (Cuddon, 2013: 56). Assaralis also a
technique used by copywriters in advertisementsdidition to rhyme, the previous example of ‘doziaffee displays a
repetition of the long vowel ‘o0:" in the two sucses words ‘do:zia’ and ‘mdo:zia’. El-daly (2001)46laims that
“Arabic lends itself well to this type of schem@™he following table presents more examples of amsca in the current

corpus (the sounds which present assonance atemwiritbold).

Table 2: Examples on Assonance

The Brand Name The Advertising Text The Repeated Sound
1-'Maria’ pasta 3auda wa mufija ( goodness and quality) au
2-‘arabella’ coffee alkariu:sa w afarmu:sa ( the car and the bride) u:

Ca:fot mfa:na: lahaza:t fil fasima (she lived moments with us

3-‘la vache qui rit in the capital) a
4-‘Choco dada’ Joko da:da: sirr aduig wa safa:da ( ‘choco dada, the secret
chocolate of good taste and happiness) a
5-'‘Alliance’ assurances| @oqa :t?alija:ns littd?mi:na:t (‘alliance’ assurance package) a:
6-‘Ramen’ pasta JUi:rijja saii: Cat attadi:r (an easy noodle to prepare) i
4 Paronomasia is “a punning play on words which s@esar or identical phonemes for its effect (assonant pun’)” ( Cuddon, 2013:516) . A pun

is “a witticism which relies for its effect on plag with the different meanings of a word, or biitgytogether two words with the same or similanfor
but different meanings” ( Crystal, 1999, 279)

-Discussing paronomasia in Arabic, Hami AL-HajjajdaNazar Ali (2013:20) argue: “paronomasia occurs ilexical domain involving two or more
lexical items which are similar or almost similarform. That is to say, these lexical items miginéithe same phonological form repeated twiceey th
may have a certain amount of phonological simifarit
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In example one, a double assonance is createdebrefietition of the diphthong ‘au’ induda’ (goodness) and

‘nautija’ (quality).
In example two, the long vowel ‘u:’ is repeatedtie stressed syllable ‘rru:’ which adds an intemhgime to the
utterance.

The repetition of the long voweh? in example three creates a pleasing rhythmic effec

In examples four, five and six, the vowel sounds’&’and ‘i’ are repeated respectively.

ALLITERATION

Alliteration occurs when there is a “sequence ofdso(or of stressed syllables within words begigniith the
same sound” (Crystal, 1999:11) in order to makepecigl communicative effect. Dealing with the Ambhetoric,
Abdul-Raof (2006:259) provides a simple definitiohalliteration. It is, then, the employment “ofrmmber of words
whose initial letterSare successively identical”. Because of the clelmice of words, alliteration is pleasing to ears.
Leech (1966: 188) considers this device “striking &elpful as far as memorability is concerned’litédation is generally
a common device in verse. It is occasionally usgardose (Cuddon, 2013: 22). Hence, in the corpuhkisfstudy, very few

examples have been found. Consider the followibtgta

Table 3: Examples of Alliteration

The Product The Advertising Text The Repeated Sound
(1) ‘Venus’'shampoo tamlistee:m (Complete smoothness) t
Nl ma® zavelsi:l zadi:d
(2) 'Aigle” household bleach (with household bleach, new generatiom)3
arba alkaru:sa va °ISaru:sa ( Win the
car and the bride)

(3) ‘Arabella’ coffee powder al

In example (1), the consonant't’ is repeated irtiahiposition. This is a very simple and clear epdamof

alliteration.
In example (2), thes' sound at the beginning of each word createseaditton.

In example (3), the prefix ‘dlis repeated which creates alliteration in thiseatisement.

TRANSLITERATION

Transliteration refers to “the conversion of onétiwg system into another. Each character of thecmlanguage
is given an equivalent character in the targetlage”. Transliteration is frequently used in theeatising discourse in
Algeria. It has been noticed in the current stutbt foreign words, especially those representiegniime of the product,

are transformed to the Arabic script and thus fedling of foreign words is different. This deviogakes a positive result.

% In general, Arabic words do not start with a vawel

® Because it is preceded by the vowel ‘a’ of thejuoction * wa’ (and) , the short vowel which accamies the elidable weak hamza ( hamzat al)wa
is not pronounced. Noting that heren the elidatdakvhamza is also dropped out because it is niramce-initial’ Ryding (2005:19).This technical
process is called aphaeresis or aphesis, delefian imitial vowel of a word and substituting forthe final vowel of the previous word. for morealks
on the glottal stop?’ ( hamza) consonant and its realisations in Arabic , sgeii) (2005:16-20)

" In Arabic, ‘al' is a definite article. It is a @iix, a particle which renders the noun or adjectiv which it is added definite. ‘al’ does nofléat
for gender plurality, or grammatical cas®yding (2005: 40) argues: “In general, the dédimirticle is pronounced “al” but many speakergtsimothe /a/
sound so that it sounds more like “el” (as in Estglielbow”)”. Along this study it is transcribed*a
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It attracts reader’s attention and makes him tlihthe unusual spelling. Yet, the transliteratienhnique is excessively

used and has become a growing phenomenon in thecAredia discourse (Georges and Farghal, 2013: 12)

Moreover, transliteration is also a form of unpotalle spelling. The latter is a deviated spellivijch makes
words in advertisements unusual and memorable. dgys may sometimes make deliberate mistakesoimis? spelling

in advertisements in order to catch the attentiatheir readers (Sternkopf 2005) and achieve mehilitsa

In the case of this study where the target tegtrist to the Arabic language only, the translitienraconcept is the

same as arabicization which means, according toMaaw1996), transferring into Arabic.

Although, studies dealing with Arabic translitecatiin advertising are so rare, it is noticeablarfrihe present
investigation that this linguistic device is prefat by copywriters in producing the discourse oal#fic advertisements.
Thus, a lot of examples of transliteration are fibum the corpus of the present data. The list bedbaws a number of
foreign words transliterated to AraBicAnd then, the table shows the frequency of timraktion occurrence in the

collected data (the transliterated word is writtebold).

Table 4: Examples of Transliteration

The Text as it Appears in the Ad and . : The Foreign
The Brand its Translation to English The Translation to English -
(1)‘Alliance’ o alinalill (i) 8l Alliana: Al :
T . S alliance’ assurance package ‘Alliance
assurances ba :qa :Ralijans litta?mi :na :t
(2)'Philips’ Jumial sl ¢ L oS ol Gl ohili i
household fidli-bs tutihu lakum aRistimtzes bil | PPIPS allows you to enjoy | i
) : your preferable meal
appliances yidee? almufaidal
(3)'Andrea dotti’ | (st =il Jeaa Lyl ‘ o . .
hair dye masl of6r 2andria du:ti Andrea dotti’ hair serum Andrea dotti

(4) ‘La vache qui
rit' cheese

daalall b cillaa] Ulee cuile g S GIEY
la:va:f ki: ri; Sa;fot mfa:na: lahaza:t
fil Casima

‘La vache qui rit’
lived moments with us in th¢
capital

2 ‘La vache qui rit’

(6)'Nounourse’
brand

LSS NUINULES L.

‘nounours’

‘Nounours’

(7)'facto’ coffee

i) Lo Gl som el giSEfa:CLU:

‘Facto espresso’ the best o

f & )
facto espresso

capsules ?ispri:su:, ?ahsan may tartu : what you have chosen.
(8)'venus’ O inall sual ugind ‘Venus' is a shampoo for |, ,
DT T . : Venus
shampoo Vi :nu :s [ambu : liimdhtarifi:n professionnels.
3 jled 30 | 3 gigyUlasruinu )
(9)'Renault’ car " e il ¢ e y’;J > UL - Renault offers you the first | , ,
tuhdi: lakum awel mura :qaba Renault
manufacturers NN control for your car
lisaja:ratikum
_ Ciine cula (o) s 98 mislku: i .
(5)Milkospray’ e quls g) g8l mitlkuispree:] ‘Milkospray’

milk powder

hali:b musaffaf

‘ Milkospray ‘ dried milk ...

Let's analyse the first example of ‘alliance’ asmges.

ba :qa :Ralijans litta?mi :na :t ( ‘alliance’ assurances package)alill guidi il

In this advertising text extract, the foreign wéatliance’ is written using Arabic letters. Howeyéhe element of
foreignness can still be felt. In order words, lthhend name is not completely translated into itabde equivalent ‘attza:

luf’. Advertiser does it in purpose not to trartslghe word because in order to sell the produbts,brand names are

8 1t will be noticed in the list that some foreigousds are arabicised with some alternations apiieaological level. Thus, sounds such as 'p’, ‘¢,
which do not exist in the Arabic script are repthdy’ b’, ‘f' , 'q’ respectively. This technique adrabicisation is referred to as the loanword mettho
(Thawabteh and Hreish, 2014: 34). For more detailthe loanword method, see Al-Najjar (1989, 78-9).
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supposed to be known for consumers. Therefordeiftrand name is completely translated into itsbi&raquivalent,
there is a risk that the potential readers aregonatg to recognize the brand name, and thus theyrefeain from buying

such products because of the none mentioning iabtelsource. In addition, a complete translatidhalso sound odd.

In the second example of ‘la vache qui rit' chedbe, words ‘vache’ ‘qui'and ‘rit’ in French undergihonetic
adaptations for the sound ‘v’ and Rivhich become ‘f and ‘r’ respectively. This adaja is be attributed to the fact that
the sounds ‘v’ and ‘r’ do not exist in the Arabiound system. Torresi (2014: 21) advocates that soree brand names
undergo “phonetic/graphic adaptation”. Their phagatal and writing systems are adjusted from onguage system to
another in order to meet the target audience eapent (Eshreteh, 2016). This is achieved by ustiegtransliteration
technique; whereby the foreign words are transfiefrem a foreign writing system to the Arabic wmigi and phonetic
system. The table and the graph below illustragedibtribution of phonological features in the ersdata.

Table 5: The Distribution of Phonological Features

Rhyme | Assonance| Alliteration | Transliteration | Total
22 19 10 25 76

28,94% 25% 13,16% 32,89% 100%

35.00% -~

30.00% -

25.00% -

20.00% -

15.00% - 5%

10.00% -

5.00% -

0.00% T T T ?

Transliteration Rhyme Assonance Alliteration

Figure 1: The Distribution of Phonological Features

14.81%

M Brand names

m Other words

85.19%

Figure 2: The Transliteration Strategy in Advertisements

For the sake of making the advertising text mortéceable and memorable, copywriters play with thargls
within the utterance to create euphony. The talleva and the graph in figure one show clearly tihat highest
occurrence of phonological features is that of dlisgration (32, 82%). Copywriters do frequentlgrsliterate foreign
words to Arabic script. In the pie chart, it isarleéhat the transliteration of brand names to Arabthe prevalent. 85, 19%
of the transliterated words are those of brand samteere as only 14, 81% represent transliteratiorother words in the

text. This result can be attributed to the fact thast advertising brands are of foreign originsugd, the advertiser’'s aim

°[R] is a French Contoid which does not exist neitheéEnglish nor in Arabic. [r] is its representagiin these languages.
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behind transliteration is probably to make the atisiag text easy to understand, more familiar aluder to the Arabic
audience.

As expected, rhyme, precisely $§4in Arabic, as explained above, is also widelydige the language of print
advertisements to make advertising texts sound dgoahrs. Yet, in advertising, it's very importahat the text sounds

pleasant and catchy to be more acceptable andieffiscremembered by receivers.

Though not to the same degree of transliteratiahragme, assonance is also interestingly usederdibcourse

of advertising. However, surprisingly, alliteratiorarks the lowest score (13%).
CONCLUSIONS

A close descriptive and statistical analysis ofghenological features appearing in the collectagbes of Arabic
print advertising discourse in Algeria shows thhe tadvertisers do not randomly use words in adwartents.
Yet, to achieve their aim and persuade consuntehssibeen seen that Algerian copywriter use aukageg which sounds

good to ears; a language which makes the readécs@iby the advertised product or idea.

Therefore, it has been confirmed in this study thHayme, transliteration, assonance and alliteratiowa
phonological features meant to be attention-grablinadvertisements. These sound strategies madieca of writing
memorable and provide the ad, particularly the a@hogvith the strong beating rhythm. Furthermoreb®ugienc and

Skorupa (2014) consider these devices as haviegnghatic effect on the meaning.
REFERENCES

1. Abboud, Peter F. and Ernest N. McCarus. (1983) Efdary Modern Standard Arabic 1: pronunciation and

writing. Cambridge: Cambridge University Press...
2. Abdul-Raof, H. (2001) Arabic Stylistics: A Coursatto Wiesbaden Harrassowitz Verlog.

3. Adawi, A. (2008) “Stylistic Features of Advertisihg University of Jordan. Available from

http://documents.mx/documents/stylistic-featuresa¥ertising.htmi

4. AL-Hajjaj, H.H and Nazar Ali, M. (2013) “Pun in Ab&c Classical Rhetoric with Reference to Transtdtio

In Al- Fatih Journal. No. 54. Available from : wwiasj.net/iasj?func=fulltext&ald=77557

5. Al-Najjar, M. (1989). “Linguistic Methods for Tratsing Non-Arabic Signifiers into Arabic”. In: Shoaq,
A. Dollarup, C. & Saraireh, M. (eds.) Issues in fsiation. Amman: Irbid National University and Janian

Translators’ Association, pp.77-94.
6. Beaugrande, R. and Dressler, W. 1981. Introdudtofext-Linguistics. London and New York: Longman.
7. Bovee, C. L. and Arens, W.F. (1982pntemporary advertising. 4th ed. Homewood, IL; Irwin. 58 pages
8. Cook, G. (2001). The discourse of advertisifijeziition. London and NewYork. Routeledge.

9. Crystal, D. (1999) The Cambridge Encyclopedia oftef English Language. Cambridge. Cambridge Unityers

Press.

10. Cuddon, J. A (2013). A dictionary of literary terausd literary theory. Hoboken, N.J.: John Wiley &nS, Print.

| Impact Factor(JCC): 2.1783 - Articles can be seniotwww.impactjournals.us |




| An Analysis of Phonological Features in the Arabi®iscourse of Print Advertisements in Algeria 29 |

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Dubovitiere, T. and Skorupa, P., (2014), “The Analysis of So8iglistic Features of English Advertising
Slogans”. In Man and the Word / Foreign Languaé$3), pp. 61-75., http://dx.doi.org/10.15823/z4.2@13

El-daly, H, M. (2011) “Towards an Understandingtbé Discourse of Advertising: Review of Researclhwi
Special Reference to the Egyptian Media”. In Africlebula, Issue 3, June 2011 25 United Arab Engrate
University; Avaible from http://nobleworld.biz/imag/M._EIl_daly AN3.pdf

Eshreteh, Mahmood K. M.(2016) “The TranslatabilifyBrand Names in Cosmetic Advertisements”. In Arab
World English Journal (AWEJ) Special Issue on Tlaisn No.5 May, 2016 PP. 100- 107

Fawwaz, Al-Abed Al-Haq. (1996) “Toward a Theoreti€@amework for the Study of Planning Arabicization
Paper presentation. Thirteenth Conference on Lstigsi Literature and Translation. Yarmouk Univisrsirbid,

Jordan... Print

Georges, A and Farghal, M (2013) “Elite (Foreigndnguage in Arabic Media Discourse: Impacts and
Implications”. In International Journal of Arabiaifflish Studies (IJAES) Vol. 14. P 7-24. Availablerh
https://www.researchgate.net/publication/285299246

Gully, A. (1996). “The Discourse of Arabic Adveitig, Preliminary investigations”. In Journal of Aie and
Islamic Studies 1. 1-49. Available from www.lancsuk/jais/volume/docs/voll/1_001-49 GULLYOQ7.PDF

Hermerén, L. (1999) English for sale: A study af tanguage of advertising. Lund: Lund Universite$.
Leech, G.N. (1966) English in advertising: A lingig study of advertising in Great Britain; Londdrmngmans.
Myers, G. (1994) Words in adsondon: Edward Arnold.

Ryding, K. (2014) Arabic: A linguistic introductio€ambridge: Cambridge University Press.

Ryding, K. (2005). A Reference Grammar of Moderan@ard Arabic. Cambridge University Press. USA

Sternkopf, S.V. (2005) English in marketing: int&ional communication strategies in small and medsized

enterprises. Berlin; Frank & Timme,

Thawabteh, M.A and Hreish, K. (2014) “Translatiand Arabicisation within Tertiary Education Courses
‘Social Work as a Case Study”. In Studies about Languages2BISSN 1648-2824 KaipStudijos..

Torresi, I. (2014). Translating promotional and exdiging texts. Oxon, USA: Routledge

Impact Factor(JCC): 2.1783 - This article can be denloaded from www.impactjournals.us







