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A. we follow the transl1tetat1onsas followed 

by a.u. Pope in hla 'A Handbook of the 0%'dlnazy 

Dialect of the Tarntl Language' (Pope& 1911 ), for the 

Tamil advertising message ln \hSs study. The 

tralls11teratlona ·of the Tamil vowel-s an as follow&t 

D1pthOfl9tl 

1. -a {Ame~lC.&) 6. ... a (t;~theJ:) 11 .. ,... al (k,lte) 

2. -1 (p,ln) 7. -1 (machine) 12. -au (f·ow1) 

3. -u(o.ak) ·-e •. .. u (school} 

4. -e (!.J\able) 9. .... e (en@ble) 

s. -0 (opinion) . to •• ... 0 (~p1wn) 



'"- *A tl'ansl1tel'ation of the Tamli consonants as followed 
by a.u. Pope 11\ hla •A HandbOok of the O~diru1ry Dialect of the 
Tamil Langua9e" {Popo: 191 t ). 

CONSONANTS 

No. i Clcu.~• P.-onunc1at1on Class 

a,. 
9. 
H>. 
tt. 
12•' 
13. 
14 •. 

t5. 

16. 
1?. 
1& •. 

· As k and 9 1n t ,tlr&g' t t Jilone' 

As ng ln lOJlS. 
Pronounced as nearly as 
poe&lble ae a dental 
The Spani.ah .i\ 
When doubled t.:. L.:. = tt . . ~ ' ~ . . . . . . . 
. (dt in ·.Safl&krlt derlvatl}lee 
only) · . . . . . . . . . . ~ . . . . 

• • • • • • • • * • ~ • • • 
Ver:y soft • aa nearly 

' dental aa possible 

_SOI'Ileth1ng like the Welsh lL 

. . . . . . . . . . . -. 
When doubled '?'? = tt 
The Engl1sh sound 

l -

Gutttu:a1 
1f' 

Palatal 

Lingual .. 
Dental 

··Labial 

.Palatal 
' 

Labial 

CeHbral l 01' . 

Lingual •• 
Palatal 

9 
-n 
:Q, \1: 
I]; 

t. th 

n 
p,b 
ttl 

'I 
r 
.l 
9 

r -. 

t 
•• '!~ 
Jl 

* As then are no transliterations for the T.amil consonants, . 
...rp- Jh.;; ~- Jdj/; ~ - 1s1 and dl'\)- 1s1, by Pope-• tbe follow1ng . 
t:rans11t.e~:at1onf;l are used re.&pectlvely for tbe abo.ve 
consonants: hJ jJ sh and s. 



C,H A Pdt E B •dl 

mmo~·ttoN 

Any system ·of communication 1:s a •1 tal pett 

of man's life and culture. And language be1ng the 

moat powerful of all such communleet1on aystema ~at 

man has evolved tbJ'ough the years. \be 1nc;teaslng 
' 

importanee given to eomtnUftJ.(;atlon stu41es :at present . 

b.rin9s language within ·the ecope of the study of man 

1n:;.relat.1on to his social eur:rounding and setting. 

therefore., basically ;any stu.cly of language le a stu.dy 

of man himself since the n 11ngu1etlc transaetlons• 

(Leectu 1966t3) whtc·h he makes 1ft h1a day•to-day lite 

reflect evesy aspect of hls behavlo\lr as an 1na1v1dual 

as well ae a social belng, · 

"l-anguage"' observe$ Colin Cherry " 1c a voca• 

bulaq {of nlgns) and the way of using it ••• a set of 

stgns and J'.ules ¥.10 use 1n evet:yitay speech and conver.s~· 

t1on. ln a highly flexible and mostly 1lloglcal way• 

(Cher.cy: 196618). the core of the G tu.<ly of tommuntca• 

tlon 11es in the study of slgns \hat. a~e mede use ot in 

commUftleatlon end of tbe rules wnt.ch oovem these signs. 

words are not mere symbol& but ~re empirical Gigna. Unlike 



codea. there is no one•to-one ·COI:.fes·pOndence ·in the 

:relattonehl.p between words and their meaning$. The 

complete meaning of a word la not known unloes 1' it 

contextuaJ.la•d• A.s a po'l$rful rn$dlum of eon'lt-nunteat1on, 

language J.& capable of shaping and manipulating ~ommunl

cation. fbue the $\tbtlest diffo~:ences tn meaning and 

the most. . .lnttlcat.-e ,of tho\lghts are e•pressed pOwerfully 

~hrough language by meane of a &bttt in the emphasis 

of a wordt the use of one wotd fox- another a or by ·the 

very manner 1tt wttl.ch. words or parte of sentences are. 

arranged 1• a sentence. 

Since language :eeflecta human behavlout; it 

al&o reflects the differencet Whtch eaiot .ln the so'Ciety,. 

The life &tyl• of indtvl<h.tal beings. of· groupa. of people, 

their statue., regional backgr-ound, the social restraints 

v;hlch act Upon them, .. whether tbe.y a1:e rich or pool', 

educated o:r: llllt~J;'ate, theit occupat1ona ... all these 

are .l'eflec\od(:!:_fDthl.l language they u&e, ira its own 

subtle way. The same language 1s u$ed in ita spoken 

and WJ:itten fOl'm$ by different peop.\e, ln different 

ways for different reasoru1,. fol' the same nason language 

varieties exlat. 



Languages do not e•tet S.n a vacuum. As 

eoe1al condition& keep changing languages are also 

subject to eonti.n.u$1 changes.. Diffe~enc&a ln languag<t 

are not only brought abOut historically through the 

course ot time;; but a partlculrd:" language .may also 

show ditfer~nces at a specific polnt of Ume because 

of environmental conditions. thus ,a ~onversation ~V',,r 

a telephone d1fferG frorn an ordinary conversation. 

The language used ln such spectftc situations due to 

certain s1tuat1onal constraints acquires pecu11ar.ltles 

of its own. Thus, the frequency of certain ·words 

changes;'words .afllft thel.r rank orderlngsl and repetitions 

of certain phJ:ases a~d ·wo1'ds galn new s1ga1ficanoe. 

Broadly cpeekin;. lanouate var.t.etles &Xlst 

for three main reaaoruu fl~st. because a particular 

variety of l~nguage retleet.a.characterlatics peculiar 

to a partlcular group ot people who belong to a partl• 

cula¥" reg.lon or class ln. the soeletyt secondly, because 

J.t %efleet• pecultar1t1e.s of i.nd.t.vldttal speakers; 

lastly, becaute .lt reflects chuacter1stlca peculiar 
-

to a spec1f1c oc,easloft or situation. These can be 

conven1eftUy categorlsedt.Mnder the .heads•dialeet, 
... -'· •• , >· 

idiolect and :register. respectively. It J.s \he third 



category, that ls •aegi$\e"t' • Which ts taken lnto 

consideration and is .linked: to the pteectnt s·t.udy:e · 

• Language· 1n Adv-ertl•tng*. · 

Reg1ff9rs are ttvaz:letf.ea of English di.&tin

guished by ue:e ln relation to eoclal conte.ct*' (Leecht 

1966: {tS). The val'ietles o~ language which come ~Ad$r 

this categcu:y ~xis t because t they differ ftom the 

etanderd·var1ety of thai patUculer 1ertguag~ due to 

certain situational and oceupetlonal ccnatraints .• 
• 

these constraints tend to C!!ililtrlbute certalri &yntaoti.

cal featurei pe,cul1ar t.o the nttuat1on.9 to the language 

whieh re$ulte tn the ex1etence of a separate variety 

1dent1f .table from the ~~her va:tietle s as well es the 

etandera vaJ:le\y of ·that language. A tca_tu.re becomes 

"styl.lstl-eally stgnificantt; or·- n st.yl.1&tleal1y 41stinctt:ve• 

according to CJty,stal and Di!lV'f "when it ia restricted / 

in its occurz:ence ·to a limlte-d -number of social contexts* 

(Crystal and Davy! 1969• 11)..- The languag& of newspaper-s. 

journals, conunerc;:e, admin1$\l'at1on, spoS"ts commentaries. 
' telegJ:ams, .legal ;documents, chu#ch $en1e-es end th• 

language of advel'tisement.s constl,ute· ell such "situational 
i . . 

dlalect$4t (Brookt: 1973t 1 3). 



The ruJ.ee,of reg1t\$i:& can be violated. Tbey 

are not rlg.ld conventions. The ::teglstel:'al 41st:lnctiotui 

made, tn order- to d1ffe~en\1a.te one varlety ftom anotbet 

or from the noJrmal uaage1 a~o relative al\d n.ot absolute_. 

Acco~dlng to Leech ( 1966169) J:egJ.steral vertationG may 

be of three klnds; 

(1) variation& of tne style of dl$Course. 

(il) V;arta\J.ons of tbe mode of d.ltH::ourse and 

(lit) var1at.1ons of t.he .~le of dltHtOUJ:"Se• 

( 1) The.ese va~:lations are detemt.ned by the relation 

between the part1d.pant.s of the dlScour.tse.. such variat-

Ions ft$Ul t: 1n ·the e~lloqulal, impersonal and ea$ual 

atyle& .. 

{11} These are varia·tlons· governed by the medium ot 

transmle$1on of the metsage, that is .• Whether t1le 

m&~sage is ~~ok<Jn ot: written. 

( 111) tnese are variatiotu; detel'!nlned by the part 

played by the' l1ngui$t1.c messag~ s.s a form of 'SOcial 

ac·t1v1 ty.. The 11nguJ.st1c message ~en assume private 

rolea lUte gre-etinge, ccndolenees and o1v1ng ordcnrs• 

or public roles like 11t<tra.ture 1 journelitm, legal 

and $c1entl.tlc wrt ting. 

In the .register of adverttslft~h variatlons are 

deteJ.-mined. eb1ef.ly by t.l'Kt mode ·of d1$CO\ll"SCtt that is., 

. 



·-6-.. 

tbe medium of tr;an~1es1on of tt$ advertls1nt message • 

whe\h-er 1t. le broad~a:st .or prlJlted • .and. a leo by i;he 

rcl~ of d.lecoult:':;e• that let t1,1e public role assumed 

by the liftgUis\lc uaaage of the adve-rtl.tements a• 

a certain fo.-m ot soclal ,f:ictivity; 

A$ t·n journalism, the langueoe o.f advertlalno 

is te1Qg~ap'h1c: and lapidar:y.. Btav.t'ty ia the most 

i,_pcrrtent ch•raef.~r.lstlc of .advett1 sing language• t.be 

chlef aim of a11 adveriis.lng bo1ng to convey the mess.age 

as c.learly ae possibL~ in tbe fewest number of wol'dt:~ 

And t.hls ltJ aehteved by .J"e<l\Jcing the ridund~ncy of the 
' . 

language gnatlY• Redundancy ba.s1ca11y tmplt.es aome 
I 

ki.nd of re.pet1tlons or addi\ionel elgna Whlch are highly 

reduced in ·the langua-ge of advenlstng. 

Alongvd.th the language va~l.eti.ee ot polltl.eal 

journal1$m and religious oratot'y, the adVertising 

variety of langu.age also COJI'le$ ,under the blt'ood category 

of what ls known ae '*loaaed language" (Lee.c:tu 196(u25} •. 

The language of advertl.sement& is •loaded" becauee the 

motive behltld lt ls P91'$U~Ui.1on; to chango tbe· .l.t.kes; 

a1te~ the op:ln1one and Gbape t'h~ ldea; and attt·tud"t$· 

of l·ts audience ln a subtle \~ay. ·But l\ $.a certaiftly 

dlffeftnt t1>{om the othe:r types 'Of l;o&ded ·laft9uage, 
.. ;., 

becaua:e With 1te predom£nant1y matartalJ,atlc and con• 

erete language to match lts pt:eol4ely matfu:ialiatlc 

purpose,, it confines 1ts eppeal to the con¢ret.e thing& 



of life• lUte the b&s1e human needs ana drives l.ike 

ga1n 1 proteetiveneas and the .phy$1cal appeti. tes. on 

the other heM. other types of loaded language deal 

mainly with ab$traet1ons like moral and ethica~l r>rinc1pl.e$ • 

. Its goal being purely matertal1&t1c and com.mer• 

clal and tne'rneans ~hosen by lt to achieve its goal 

being primarily .language, through which it not only 

informs but persuad0s 1 ts audience, the register of 

advertising can be saldt to be a sort of compromise 

between the registers of comm•r.ce and journalism• 

In t:ecent timt.HJ, in India ~s ~lsewh~.re, adver

tising has developed into an a.tt ln itself. The blond 
' of creativ.:tty, marke.t resea:cch and prof~t1S1onalism have 

made advertising 1ntCJ a type of liter<lturo and ·even 

helped it to gain the status of a minor art form. 

Advertising i.s a fom o:f communication, in which the 

twentieth CGntu:y man has b()<:ome more and more involved 

in the re(:$At years. ~tting ac.ro$s the messagf:t, which 

is th9 main funetton of.all forms ot CotnmUl'lication, 

applies to advertising aa well. In a<iverti$1ng 'this 

is donenmain.ly through language• though visual &ids 

accompany thq written or the spoken message in order 



· to make the message 1mpress.i.ve and clear. lt 1s 

malnly through the medlum of language tbat the message 

1s eommunicated to t·ne audience in almost all the 

adver-tisements. However. exc:ept1ons exist. A few 

of the recent TV and film advertisements have &ucee&ded 

in. transmitt1ng the mes.sage through and \hrough, by 

means of vlsua.ls, ·thus tota.lly foregoing ·language except 

for the trade names and names of the products which 

are the only wrltte.n .message;: of the advertisement. 

sxaJBpleo of t.hese ~inch; of advertisG'ments are the 

television advert1$ement. for Co•optex fabric& and \be 

press advertisement .for Garden saris (See Append.lx; 

ad no. 1 ). 

the :-ole of copywr1t1ng 18 of great .importance 
. '\· .-~ ~ ,.., '\ 

·while e\udy1ng tbe language of ·'advertisements, The 

copywr1 \eJ: has hl$ own rep•h:tolre of l!nguis\1c, -choices 

that are determined o~ governed by various facto:rs lit~ 

the medium of transmission of the .advenia~ng message, 

whethGJ: 1 t is broadcast or printedJ the aim of the adve.r

\ising message, whether lt lt to peHuade the audience 

to b~y a pJ:oductt or to give some sort of . as.suranctt, 

or to promote a pub11c :opintonJ the type of audi•nce 

to whom the advertising me$&age is addressed ... to the 

the mess audience., retailers, the potential customer 

or to private lnd1V1duels; al&o the vet:y fact that 



h.e is Wl'iUng an advel'tloemen' and no\ a novel ozo an. 

off1cla1 .~:eport or an lnfo~matlon b\llle,tn. lt. l:s interett• 

lng to study what kinde ot choices 'he c:Opymlter makes, 

how frequenUy he maket them~ and why be makes those 
. \ 

partlo-utar cbt:alcee and avolds, many othe.rth 

ltha$ been polnti'td out :by t.ee~b (1966:4) that 
' 

ono of \he s.·ntere'stlng aspects of advert1&ing lengua.9e 

1s lts '*«Sellea\e c~mJU:Omt..ae .bet.,.en ·\he op.,Oaed tendencies 

of confom1ty and unorthodoxy;· be\wee.n t.ollo, .. ving a pres

orlbed path of ac:lveJ"t1~1ng cliches and ·exercising the 

freedom t<t deviate from the I'Ules ot the English language 

1 t.self" • Therefore, it. 4-• .abso·lu\ely essential fer e: 
11agu1et or a. student of language •• develop a crltlcal 

ewa.reneea of the 1aaguage used in th-e advertt $&mente in 

all its ltngui$\lc aspects. 

t.1ngulsta and atudenta of .language nave fJ."Ora 

tlmo to 'timt engaged themselves ln the ctlt1te1, anal ytlcal 

and evaluatlve etucly. ot .. advel"t.lslng 1n ·general. and 

advertising language .ln partl.c:ular,. 'Hidden Persuadera'· 

t,y Vane• Packacd (1970)., 'Advert1&1ng• by William JA, 

We11Ncher (1979), • I·nveet.S.gatlng Engllab Style' by CryGtal 

and .Davy (1969}• ·•varieties of ingliah• by G.L. Brook (1913), 



-to-
\ 

are all work& devoted to etudlea of suet\ a kin"<t. But 

lt wa$ Geoffrey Leech's 'Eng.liGh 1n Advertising' (1966) -

a .· full-f.ledged anal ytlcal. study of a.dvect1a1ng English 

based on the BJ:S.Usb. Press ~nd broadcasting advertise .... 

menta - whtcb let the \~encl and guldeltnes t·or the studies 

of advertising languageQil&.de 1n lnd1a, baaed on Indian 

actvert.iset~ents. lndubal~ H. Pandya t a 0• Eng11sh language 

-1n Advertising'· (19'77) and suresh Kumar's 'H.tnd1 in 

A<lvett1s1nv• (1918}£•are two suc:h remarkable wot;ka following 

the trend &Gt up by Leech. There are al&o a few ·Other

minor works· end p:roject st\KlS.es made in th1:s partlculat: 

area by the .1nd1an lnsti. tute of Mat$ Commun1·tetlon,. A 

few of t.heee studle& ,arec 'Advert1a1ng ·• its 1\ole J.n Mass 

. Commun·s.ca\t.on• by s.o. Joshi ( 1969}; 'Role of Advertising , 

&n Tourism ln lndla• by Mangal~.lyengar (196?}a 'Image 
. ~ 

of Women in Adver\1slng' by Amlta Kaul; 'The Role of 

Advert1sl.n; ln Ind1a' by,,~N• Venkat.a R4mlah ( 1980); 

'cret~t1v1ty 1n Advertlslng' by NaJ:ayan Kumar ( 1 982) 1 ., 

·•the Changing Pattem of Newapaper: Advertising' by : 

Sanjay Lal ('1982); and •c;ar\oons 1n Advortlsing• by 

Sheka:t Raj (1982),. 

.t·t is quite clear that adverl1sing English has 

registe.-al features of 1\s own whlch renders s.t·· as an 



.. * 
established ·variety o-f Engl.l-&b like many other. va.:r:letlee, 

.. ;:;.~ 

that 11. the language o? joumal1GtD• of legal document&. 

of church s.ervices and eo on. · Tb& present t;'tudy unde:-

tekea to analyse Whether the. salle le true of advertising 

Tamtl al&o, whether lin a<1veriisi.n9 varl•ty of lenguage 

exists in Tamil. lt alao goe$ f~the:t to comparatively 

study Tamil and English advertisements, tn order to find 

out wbether the regieteral featut"e& peculi~r to adve..

tising Entl.t.sh are found ln cu:lve·rtlsing Tamil al$0 or 

is it dlftete.nt.. The work also ·compare$ and· contrasts 

the c;haracte~lst.to teaturea \.'lhl·eh render the grarrur.tare 

of the adve:ctis!n9 varietlee of Sngllsh and tam11 abb~e· 

via ted. 

..It ls expected that this etudy will t>e of 

interest to linguist& end provide usetul i!lQterial to 

&tude~ts of language .and all thoae inte,r-ested in knowi-ng 

now language works or 1& used 1n tpec1t1c situations. 

It ls essential to point out that the &tudf approaches 

the subject purely from a llngu1stlc point of View and 

1s concerned only about 'how' .language works unde:» 

* the tel!Ui •.-eg1ster•_s.s a relative concept. There• 
fore, what ts said t.o be standard advertlslng 
languag• may alt;o sometimes have :non-standard 
teatuJ:Ets. ·ret the concept ot register is accept
able .simply becaus-e what we accep-t -aa standard 
lan,guage is itself a particular varlety of. that 
language and is therefore a relative concept, 
being subj.ect. to ·the ~onttnuous c:hanges 1nfl1eted 
by time and toc1ety .. 



' 
certaJ.n situational coru!ltrainte and not 'why• 1\ works 

in such a way ot ·•what·' 1s lis e.ffect on 'hOse who are 

at the ~"•cel.ving e~&d• 

The etuay ts ba#ed on thtt written tom of edves.-

t1sing ano the type of' Jn(!di.e chosen 1$ the press. The 

type ct adv.ert1$ements Geloeted a.re commercial consumer 

adv$rt1stment•• The examtnat.ton .1$ baeed on about 

fifty English an<i fifty Tamtl advertisements chosen 

f.-om va.t1oua product cl·atae$ """ 'be chiof on~$ being 

textiles,. eosmetl-ce •. foottproduet&. be'Verages and watcn..s. 

The advert1$emeat.s chosen for the study have ~en publish~d 
" -' -., f. ";:<: • r~ 

in various Egnlish ana Tamil new&papet"$ en4 maga21nes 

dtal"1ng the last two yeiis; that· is~ du·r1nt 1981.-.aa. 

The &tudy is ayaeht:onlc, belngmade on a language \1ar1ety 

at a particular p~rlod .of 't~, a-. against the dtaehronlc 

study of l.antuat•~ ihe study .1$ ·al&o. &tl'U'Ct\lral• being 

concemed a~ut the synu• ,of tbe paa-tieulex- l~nt\.fl ge 

v.arietyJ J.t 11 1ntr:1nalc., in the· setUUh ~t ls an investi• 

gat;1on of tho aty1e ot the Engllah and Tamil adve:rt.1ee ..... 

menta ln l~ctta, to~ lts ow-n e.ake~ The ana.lyt1ca1 model 

ot language det·crl.ptton followed by G.N. Leeeh 1n hlt 

•E·nglish ln AdVer\is1ngtt 1s chosen tot the compa•etJ.ve 

analysis of the English •nd Tamll advertisernen.ta. as 

preaen~ 1n Chapte&" Ill, 



The need to develop a critical awareness ,of 

the 'VarJ.oU~e of a languafe :c.u:1aes when one ls 1ntetestoo. 

tn knowing why peo)Pl& Gpeak ·:or 'Wrtt.e ln a pattteu..la~r 

rnannex and to flnd ou't what for• of expt"eesions they 

USe Oli dO not use 1n _tp.tclt.tc sf. tUcl"tlOi'Uh l"bis sort 

of awanness ieads \o the enalyiftac of the speaking and 

wrlttng hab.tts of_ people and -to de$cdbe the pa-tterns 

wh1ch distinguish one Ya.J"iety of language from another. 

lt 1$ tUcpeoted thet the present study will 

throw light on tboae e~a& of language u$e, regarding 
'·:, ·. . ' - . -

Which do~bis p&rslst ln tnrt minds or the !itudents of 

language. It wt11 ,al\awer- so~ne ,of the que$t1on$ that 

a~lse in th& m1nd~· jof the lay .-eade1: of adve-:rttsements 

as to how a particular language \NOJ:~ke 1n .a given sltuat

lon unde'i' eet:tain eonstraiD.i$ $nd given the same .s.ttuat

ional. eonst.rain~s \Vhetber other languag(is also work 

in the sl:lt'fte way, tha\ s.,., do they establish a distinct 

s1tuat1onal vartety which ev&ntually become$ $\andar4 

·to that $ltuat1on, OI:t retatn the!~ normal a.tandard 

variety, 

,The etuoy ct regl$tel's ol' of language vat1etlee 

1 s only the study ot laaguage at a tertiary level • .and 

ts Ultimately connec-ted to th• study- of .language in 

g,e,neral. For \hose who are interested f1t$t and to.:remo$t 



tn knovd.ng bow langua9e works and in f1ftd1ng about 

the ovex:all :relation extstlng between language and 
soo.1ety, the stud! of la·n-guege vaa:-letl.es le an end ln 

it~elf .• 

In orde-r to prov J.do a clea~> fr,a,mewol'k ot the 

adver,laittg eituatloa.1 befo•~ goJ.ng J.nto a <~•tailed 

study of the reg.lster-al teaturea .of the adv-er:-tislng 

varieties of English and Tamil• :it be'Comos rtecesaary; 

at th,.ls Junetu~e, to g1ve a bJ'oad ou.t.llne of the role 

played by adVel'ttstnt J.n masr:; communication• \he Rlo 

of the copywt-1 ter, the tac:tora 'tha" 1nfluenc,e the copy• 

w~1 ter• $ llngt.t!st!c cho1cet and the st·tuation .of adver

t1$1ng to lnd.la, all of which an dlscu&sed in the 

following chapt.~J:. 



P.!t,A. P, I § . .a -:. u 
THE ADVERTISING SITUATION 

It is essent1a1 that the iQass be intomed from 

t.lme to time of the soc1a1 1 poiltieal,, _COiib"ne.rcial and 

technical -ehanges thcrt aftect the soc.1et.y. f()~t 11 m.ore 

end more ot the time more "and more· o£ ·us bscome consumers 

of more and more things • from material good$ to human 

relationstt: (Hoggart: 19?!h148). 

The application of :~,.; technical k&\OVJlcdg-e 

.alon~ith universal literacy i.s ·th-e reason fo~ the appear

ance of 'he d1ff·e!'&nt foJ:ms of· mass comun.1eat:1on. ·Mass 

· communication is made po.eu~lt>l~ by these 1 1.\~C$ medi-a•~ 

the press, the ci·nema, sound and television broadc;ast.tng, 

and most of the magazines and pn»io.dicale. All of the&et 

are addteasf)d to a large .and claE~s1e&$ audien~e u.nalv1ded 

by age., social status. and ba.ckground.. Of thes~ ma&e 

media,. bt'oadcasting and ,cinema do not dE:pend on li.\eracy 
I 

but the rett do .. 

The numetoue and elaborate stratifications· of 

th~ Indian aoc1ety caused by Val'ious dtstlnetlons like 

·caste, req1on1 languag~,, literacy, occupation and .financial 



status necos&i tates' mafls communication to move b>v1ards 

a world acceptable by all s~ctlone: of the society and 

not just identified or recognised by a particular .section 

ot sections a; the pr.1mary need of maas comrnuni~ation is 

to !7each at large and "".ide M audf.enc~ as possible .• 

In a mult!-sttat1f1ed society l:i.kath!)t of !ndla:t a 
.,,,,; 

commcl'l meeting ground of val'y1ng atti·tudes and dl&ti.nct.-

tons beft~s nec:eesary t.f th~ society i.e not to be 

con$tantly .rU.$t,urbed by an inner d1$ttent which would 

be the f).atural out¢otne of. s'Ueh elaborate divisions. 

this $Ol"t of homQgene!.ty of at.tit·udes and ideas can be 

made possible in lar;~ and lnt:J'ieately divided demo ... 

etacies lite tndia, only by mean1i of persua.$1on, Which 

is the ulterior motive of all kinds .of 't.nass communication 

tn g~neral .• and advertising in pa~tieula:c., 1hua" a 

st.endard1zatton of etwra.racter markf.i almost all the wotk.s 

produced for the mae& m~d.la of coaitnl.U'i,ication. Th!$ 

aims t.o arrive $t a aort of "cultural classle!Hanesstt 
I 

(Hoggartt 19701147) by cementing the .existing internal 

dltJtinctione and off•J:lnq their Clud!enc:e ~xperience 

which do· not really V{tX'Y at any point. but nevertheless 

1nclude a wide Jt.ange of se~mingly varying attitudes. 

Thet differeru:es iaN ~nly apparent and not absolute. To 

the ru.:wly .~merging mas$ aud1f3'hC$ ~ll munc'h1ne things 

rigt"1t from ~Jt.aving to $motd.ng have to be 4hown and made 

into a n0w expe.t'1e·rtel~ by th(l >ID&S$ rut.!dia. fo.r their aim 



_,,_ 

is to ptlr&uade the audience to accept the •:aal.ity• 

that 1s otfel'ed to them. fallul'e ln tbe same will 

inspire d1f£Eu:en,ces leading to the creation of minorlt.les 

thereby COft\tad10t1hg the baGJ.4 pl'if\Clple of l!laSG COtnmun1-

eat1on. thls •ucplains the disinclination of the mas& 

media to sugg,e-et comple~ choices and. to make 1ndlv1aual 

declaione. The mass media always enco\1rage and are 

concerned about Wider social chatlges because the need 

to reach a laJ:te aucU..ence becomes acute especially when 

\hey are coinmerctally 1ntluenced as in advertising,., 

they need a '~entr,allaed and concentrated aualenceo to 

sell their "centralized and concentrated goods" (Hoggart: 

1970: 146),. 

Aclve~tlsinth a majos- form of mass communication, 

is carried out by the diffehnt media of mas$ communi-cat• 

ion such as the radio, television. cinema. newspapers 

and magazines. A clas&J.f~cat1tm a& sho~ in the figure 

below w1ll explain the J;olo played by advertising in 

mass eommunic::ation: 



ra.c. 
ADVT. 
ft 
t,-.V,., 
c 
N&P 

• ,Mase Conwnt.mlcatlons 
• .Advertising 
• ttedto· 
• lelevislon: 
• Cinema 
.. Newspaper& & f.eriodtca1a 

l'httae different medle ot·mass communitatlon 

offer ·dllle"n' oppoX"t\inltles to \ht~ adv&l'tleers. have 

dilterf1nt commttnicatton capeb111tles· ahd ase meant fo¥ 

dlfte~ent audtenc,t••· 

Adver't1s1nt la · gene tal. .st.ng1e•face\ed1 non• 

lnteractlvo ma;s comraunica\ion r:atbe~ than· .lntencilve 

and l.'eepon&1'Ve lndl111dua1 communlt:at.lo"• ·Tbl& ls becauoo 

it has to address ancl .appeal broadly to many people 

$1mu1taneou&ly. Simultaneou,e Mmmunlcation to eaCh 

end evecy mtmb$11 of tnass audl&nce :demands that advertlttng 

tl!chnlquee &bould be ueed to a"tt$act sa$& attention 

and to tnctto ;enerel tntel'est. 



The mass medla of communication have p.roduced an 

enomous increaae in the eUlOUnt of commercial propaganda 

to Whieh we &l'e subjected. ln 1ta need to reach the mass 

·and in c:re.atillt a sort of bod1.1os& range of attitudes 

acceptable l">y t.he different sect.ions of such " ma.ss. 

adve;"\1a1ng exerctae$ extl'eme cautt.on and care and carries 

. out a thor:ough fts&arth Of tbe mass before CoftdU.ctlng a 

CiHllrnpaign.. Pol' the JHQie reat~n, advertising also tend& 

to flatter a~ pe:r•uado lts audience~ 

The wotld of advertising, Wb1<;h the consumer 

finds himself happy to inhabit, 1& essentially an art1• 

t1c1a1 onEt, .created. out. of per&uaslort. Yet,, advertising 
. . ~ . 

in general .l$ a valuable eerv1Ce to the membe.rs ot a 

society,. because J.t defines for consume&-& the mecm1n~h 

and tho role of products and thei.l" lnBtltutions. It helps 

people ln knowing about the dittet'ent brand$ of products 

and the dlffGrence:t that eld.$1'.. between them and the 

d1sUngu1ahin; characters of thel:r compan1e.s .Qf\d ln$t1-

tutions. I.n tht cas$ of new commoo1·ttes, advertleing 

is neeeasa:ry to 1.ntroduce them to the con$um1ng pu~lle 

and to explain thel~ use$.- ·this 1-& ptu:tlcularly. true of 

mechanical equipments 'fith which tho mass may not be 

familiar. s.a. Ayer. President of the cu:SvertJ.sing agencies 

of lndl.a comments' "Ma~s producUon, with ell:-~yit& att•ndant 
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advantages tor the consumeJ:.I 1s not possible wl thout 

mass consumption. In turn ma&s e•nsumpt.ton is not possibl& 

unless an awa~rcmess of product attributes and product 

ayailab1l.1ty 1t w1dely dlssemlnated. the aovertiGlng 

lndust~ ·ma.kee this awareneas pt;.u.is.lble~. •" (s.R •. Ayer: 
' 

1n thako:Y.e' 19ao·: 35). 

Apart. from being an 1nfoa:matlve and persuasive 

medium, adve1't1sing bas also .-ecently become a branch of 

the entertainm-ent 1ndutt ittY and show business to $uch an 

extent that we come a~ross·many adve:rt1$emettts today which 

seem h~rdly to be .relat.d to a product at all,t but rathel' 

seGrn to &x1st·1n their own right. as messages of amuGement, 

wonder or aesthetlc;;·,pleasure. This is the kind of adver

tising whieh 1·s not aetsoc1ated wlth commercial success 

but is interesting and humoroue to many who fJ.nd !t 

stimulating, pleasant and thought-provoking. The Air 

India, and the Amul Butter ads that are very popular 

among the literate f9w, come under this category. (See 

Appen.tU.;c p ad~ nos. 3 j 4- ~: 33 ) • 

for any language to be used in .a apec1f1c.way, 

wtth special fea:~u~eG of ita own,. a context or a situation 

iG ne·ces.saty. Such e $1 tua:tlon is ueuall y created by 



various detemlnants and factors which can be e~therw1se 

called • sltuattonal conetra1nts''.. · some of tho important 

cond1t1on1ng facto~~ which el'e&te the advertising situat

ion ln relation to the use of language in e. s-est.rict.ed 

context en: tbe modEl ot address, products Q.nd their 

steada:rd$, af.mt1 tbe'medl.a, th-e lilUd.lences and the tYP'& 

of advertisements. 

The .mod~ of addroGa o.f en adverttaement can 

elthar be diree·t. or tncU.rect. In the fll'$t. case. the 

aucU.E"mce 01: \!'e reade~G are .d:lreet.ly addl"esseei by the 

adverti.$eri"; Fot' example. t~e Colgate ad u&es the direct 

mode .of address Wbert lt aays: 

· 'stop bad bweeth. fight. tooth dec.ay wl"th 
Col.ge~ Dent-al c~eam',. 

But S.n the 1nd1J"ect mode, the advertiser rQcede& 

to the backgroun<t a;n~ th& readers are addt"e$s.ed through 

a ,participant ol' partlclp.ants of a monologue ,or a «.1lelogue 

sl tuatlolh The monologue et;tuatioft ot the, 1nd1reet mode 

of addi:e.sa 16 used in the Borcline ad wber·& tb~ whole 

message ta rendered in the fom of a monologue by a girls 

•A working gtrl· like me needs a bard•work1ng 
skin cream. Naturally its Boroline' 

(See Appendix; ad.no,. 5 ) 

81u+c-3J:~(_x:si3J · 
~!~..,S,CI' 
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As tar as p~esG adveri1stng J.s concerned,, 

the direct mode of address is more eol'1lm0n than the 

indirec\ mode. · Even lf the in.dlre.;t mode ls .tntro4ueod 

1t t.e the monologue situation wh!eh .is U$ed wi.dely. 

Dialogue t1tuat1ons are less common tn press ad'lert1s1ng, 

whereas radio br.oad:east1ng ts mon 1nc11ned to dialogue 

situations. 

SecondlY• th& qualt.t1es and special features 

ot th~ products advertised also w111 nstrlct the u&o 

of .language ln the .adver.ie:i.ng situation• But. thia is 

relevant only to the commercial consumer advertisements. 

The form of the advertising me~rsage, whether 
• I 

spo.ten or written, ana the medium of the advertisement, 

conveyed through the radio, television, clnema • news

paper.s. magazt.nes 02: poste::.a an also impo!'tant ln the 

· uee of the adve:rUeing var.S.et.y of language. 

The contextual use of lan,;uage ia also <totermin&d 

.by thEt motive behind an advert.1sement, which may va:ry from 



t;elling a pr:oduet to aval11ng a service or extending 

goodwill. 

Apart f:om ·th$ tactol's of me41a; a:lm and aud.lence • 

considered 1ila1n1y on t.be basis of age, sex and soelal 

status, th~ type:s of advert.lsement& .... consumer, non• 

commercl,al or e~rv1ce promoting - alGo play an important 

pal't in the creat.1on of \he advertlsir\g ttltuat1on. 

Advertisements cover a wi.de.rcgo of things 

varying ft'om \he usual con•umex.- it<Jms to the matrimonial 

advtu:ti&ementa and even exteRdittg· to .such things as 

public announcemen,t& .and,roadwaycampalgne!J However, 

Indian prees advert.lsing can be broadly claasifi.Etd 
' 

into four majoJ: groups~ thG comme.rc.ial consumer advertise• 

mente, serv1ce-promot.1ng advertl·se-m&nta. Pi'~st1ge adver

tisements and matrimonial a~vertlsernent.s.; ;The rn~jor 

and mlnor typet of Indlan advert.14ement• can be illustrated 

as .followst t ' 

Advert.1semente 

-• I• I • t ,-. l _ rt • . T"$ ~ C r· -·q ·. F _ 

1 ·' , _u_u.,_· _ _ t -·· · r ; , • ur u t- _1 f rt r ··~ 

Commercial sen1ce• Prestige Matt-1- Retail wanted Personal 
consumer Promoting monial 



the maJority of the cutver-.tsemen·t• belong ·to 

the f1r:at eategol'y, that 1$, the consumeJ> advertisements. 

Anything from the Forhan's tootbpaate a4 to t.he So11dal:re 

TV ad 1& a pUrel.y commenlsl based con·sumer acvertiae

f!lent. 

Se.rvlce-promotlng advertieornents are those 

. that cover banks, building aoc1etle&, unit trtu~tta and 

insurance companies. They a:re mainly concerned with 

money 'tranaaet.ions.. The 5\ate ·aank ad vdth ·the signature 

11ne, 'Seeu~lty ls a warm feel1no.! 1t> an e.J¢ample of this 

kind. (See Appendix; ad.no,. 6 ).. P.re$t1gG advertise ... 

monte are thoSJe which are strltt.ly non•<:ommereial and 

are mostly govetmment•spontoi:'ed. They very often gJ.ve 

et.ralgbt-forward 1ntormat1on regarding st~clal benaf1'ts, 

house-improvement ·grant$., .anti-smoking campaigns and 

so on. Fo:r e•ample, th& advartisement.; 'Prevent lossetu 

prQmate proape.r1ty' by the Loss Prevention Association 

of lndta Ltd. l$ a. prest1g& ad of this kind. {See 

Appendix;· ad.no. ·7 ) .. Anotbex category which occupies 

qui tfl a good deal cf space in ·the newspape~:s is the . 

matrimonial column aavertl,sementa. These advertisements 

have f,eaturee peca11ial' \o thelJ: own, very unlike the 

othel' typee ot advertisements. They mate uee of a 

language which la hl-ghly ellpitlcal, retelnbli.ng the 

telegraphese. lt it~ inte~esting to study how the highly 



flexible and $·ea111ent English language is tossed and 

twl$ted ln the caae of matr!.monle1 a-dvert.toamentt.t. The 

following i.t a typ.1eal example of adv-ertisements appear

ing in the rnat:rlmon.tal column in t.he Indian newspapers: 

'Beautiful• tall, educated, non•wo%'ld.-ng 
OJ: worktng doctol';. teacher, executive 
Gnly f<>r. P.unjabi Kbatrl engineer boy., 
25""'3/4/171/3, ooo _ .Be· longs high status 
senior o'fflcer• s/p:rofet:us!on$1 1 s family. 
Caste no bar.' 

. (See Appendix; ad.no. q ) 

Matrimonial advertitemen-t$ have developed their 

0¥.11 r&g1$\el' V~Jhich needs to· be studi.ed separately.. The 

retail, the 'wantea• ana tho pe;rQona.l advertisements are 

relatively minor categories and of less lm,portance than 

the rest. 

This study is baaed on commere1a1 consumer 

advertiaementa for J.t J.s mainly this and the service

promoting advertisements t:hat appear both f.n -Engli.sh as 

well as ift. Tamil ahd otb&r regional langua.ge$. 

Advertisements are created more and more 1n 

\he .image of audJ.ence motives ana desires.. As the 

auateru:e partic;1paUon tnereasea the pl'oduct m·atters 

less and less. nthe need :ia 'to make the advertisement 



include the audience experlenco" , obse.tVe$ Mcluhan 

(PAcluhan: 1964; 226). Advertising .as one of the ~orms 

of mas$ c:ommunl~ation .le addressed both to the 'h.igh 

brow• and the •·1ow brow' t.ypes of a·udtence. The first 

type is a selected and very small group and the second 

is diVided by cla•s• culture and custom. 

It ts 'essential fo:r: the advertiser of a pJ:oduct 

to take into consldel!'ation the typE! of audien.::e to whom 

the advertising message i& t>e1ng addreesed, 1f he wants 

to ensure that the advertis1ttg message ls communicated 

to the consumer and succeeds in persuading him to buy 

his product. Variation~ thiitt oae comes across often . 

ill the actvert1td.ng language can be mainly attributed .. . ' .. 

t<> the type and nature of the audl•uu:e which la divided 

by the distinetiona of age, ··;ex,. region. oeeupation and 

social status. 

Though the usual eomn1er:~c1~);J a<ivertlsements 

ax:e addressed to a l~rge audience,. some $pec1al types of 

adver"tse.me-Ots vJhi.<:h a:to often found tn service, business, 
' . ~ 

tJ:"aee and indu$ltrtal jotttnal$ .:are alwllys ,addressed to 

membets of .a ·apec1flc g.roup or a spe.eif1e oceupa.tional. 

claslh It 1s natural that an advertising me$&&ge addressed 

to an oecupat.ionally spf:t<::ifleu 9l'OUP• will a~und in 

technical terma. It will have a relatively less familiar 



vocabulary and a.tco a syntruc whS.ch 1& telat1vely ress simple 

than that of the advertisement$ addressed to the mass .• 

,---....._, ~ 

<.,Copywriting:--
·- ~----~- ~~-, 

'• 

The baaic mecsa;e conveyed by any advertisement 

11es J.n its .11ngu1st1c text. The essence of an ad:vert1$e• 

mont, therefore, ls l.n J.ts copy... An adver:tlGlng message . 
is atNctur-ed a.long different levels beginning almost 
' ' * ' '' ' 

always with a headline which some\i.mes consists -of sub-

beads, going on to a body copy, some $tttfld1Jlg details and 

usually ending with a signature line. 

The headline is always presented in bold type 

whlch lo an effective devlce .for .dr-awing one's attention .• 

Tho la;ng~a~e used ls precise and pithy. Sub

heads usually reinforce the message of the headllne. 

New ideas, reasons o.r eaplanatlons f.or the c1a1m made ,in 

the headlf.:ne are S.n tro·duced .J.n. the body copy • The 1nfor.

tD$t1on. con\ent. of the bodycopy helps 1n inducing ·the 

reader to be convinced of the poslt.ive qual1t1e& ot the 

· product advert1.$ed. The td.gnatux:e llne 1& usually a 

* lt 1$ lraterestlng to note that headlines do not 
exist in Gome advertisements. such advertisements 
are called nheadless wonders• by David Ogilvy-. 
(Ooilvv in La~!ch: 1966:59} 



catchy .slogan which ·condenaea 'the intonuatJ.on of the 

message in e few word•• 

The presentation ~ot an advert1s1ng copy ,can 

be classified in.t.o two troup&« . the hard-tell apprQaCh 

-and the &oft-sell approach.. the fozmer is qu1te stralgbt• 

.forward, with statements urging the consumer to buy a 

particular product and glving reasons why lt should be . . 
bought,. on th.e other hal'ldt ·ttte soft-sell technique 

makes use of subtle and indirect methods and appeala to 

the emotions .• t.hl$ technique l:a usually aasoclat.ed w1th 

luxu·ry, ltem.~ likce chocolates and cosmetics and fashion · 

advertising. whereas, the hard•sell technique 1& ·oftf!n 

connected with util1tar1a.n p{O(i~cts like detergent&, 

1·ow-pr1ced food products ancl the like. A close look 

at the contemporary Indian advertisements shows that 

as fa.r a'S advertising on a. natloP,al lev-el ts concerned, 

the soft•eell technique is i'n vogue. aut local adver:-

. t1s1ng carried out en the .tegion-al level.s use the more 

dt.J:"ect hatO.sell approach, being sb'Ort. of money and 

t1me. 

:Wl tb \he increase in the ,standardize~tion of 

products recently, t.he advertiGer has come to depend more 

and rnox-e on the language ~of tho advertising message in 

or~der to Gell hle goods,. The. role of copywr1 ting, therefore, 

becomes very stgntficart\ and increases the responsibility 

of the copywt'1tor. 



Advert.i.Gements do not. try to appro.xt.mate literature 

because th-e purpose of all aavel"tisemen~a 1s not to create 

an eve.&" lasting lm:pression on \be reader' G mind a a "·.ro.tk$ 

of art are expected to, but to $ell a product.- Hence the 

aaver\ls1ng message .is so wr.l.tton aa to cnate an immediate 

lm.pact which will change the indifferent. read~r J.nto a 

potential _cus\omer. I~ order to a-rx.-est the attention 

of the readel' an advel't1scnoent bas to be crisp end logi.ca1J 

the message also has to ·~ artistic and unpretentious at 

the same time so,that the reader will find the 1nfomat1on 

it carries as a~ceptable, being instantly lmpreesed by 

what he reads; bu\ more thaa .~nyt.h.lng else the advertise• 
.'• 

ment baa to be as preelse and $ucc1nct as an ept.trram for 

more words mean mou money spent b¥ the adve:rtl$er. 

The eopywx~lter•a main tool 1s persuasion; fo1: 1 

it. !s through· th1s;: he can make the product advert1eed 

seet!l interesting and attracti•e. Therefore, the copy

WJ"iter chooees his words with great care. Good copywt1tlng 

lies G&scnt1elly in making use .of language that 1s simple 

and accessible •o all readers. At the same time lt uses 

language t;bat is likeable. colourful and that carries e, 

contemporary meaning \'IIllich immediately appeals to the 

reader's interest •. 



As many of the aclvert1a1ng cxeations of various 

copywriters are so tasteful \1\at they can be even called 

honest \vorks of artl.stry, ad.ver·tlstng apart from promoting 

economy also 1& an 1nterest1nv and colourful aspect of 

th9 life of a soclety;jJ, The copywr:tt•r engages himself tn 

a continuous creative pr-ocess of s:earranging ideas and . 
thoughts 1n novel and ~unusual ways. which leads to his 

ereat1on of unexpect.d metaJ.')hors, slmili&s, slang usages 

and unant.iclpat.ed comb1hatlons of words and·~lmages.. Copy

wri te~s, like posts. make fr.equent uee of rhymes, rhythm.s, 

syma.ole and images.. Language hill t<> be cleve.rly used 

by the copywr1te&" to complete hla task successfully. 

E.vez:yth1ng: has to be shown as an tnt:ettst1ng or nov~l 

expe-l'.ience; the ellghte&t change ha.s to be magni.fied and 

shown aa an enti:nly different thing. T.hlt is precisely 

how the advert1set will ovetcome tbe ever enlarging threat 

that. his highly competitive· commercial world faces., 

that is, standardization. of produeta. 

· ··Indian advertising ln keeping with the changing 

times ha.e grown 1n}.protessiona11sm, skills• vat:1ety and 

sophl&t1catlon.. A media ,explosion in tne fo.nn of numerous 

new magazines and the ·tel~vi:a.i.on, wh.ich has opened new 



vistas in edve.r:Usiag, the sophleticated market research 

carried out by variousadVerlJ.alng agencies, the use of 

psychlatrolc and psychologt.cal tech-niques 1ft et.udy.lng 

and ·charting out COI'Uiutner behaviour and aspirations 

by public relation expene, comput.eri&1ng the market 

into clearly deflned sections and the .new bel~hts HaChed 

by the creat1ve\art1sts and ~eopywd.ters have all, over 

too last tlecade or tv10, brought great chang•s S.n the 

Indian adver'tislng s;ene. 

In India the task of the advertiser is doubly 

dtff1cul\ - tor he has to a4dreas a tnase which la not 

just dlvld$d by caste, money ol' .socJ.a.l statw; but also by 

languagas. w1th thetr cU.vel'ee cultutes and languages, 

the diverse .regions of the Indian society pose a 1 trong 

challenge to the advertlse.t ln wanting to reach a l-arge 

and classlet»s audience. The .tneilan edvertiser; consequently. 

haa to dlv1d. hie auCI1ence .not jtast aecording to their-

age or social tstatue but al$o tnto two majo: groupe, 

that is. the ungllen-speaktng group and the non-English 

spe&ktng group.. Thus the ln41an advertiser not ·only 

addreaoea. his message to his audience .in English but 1n 

the :rational languages aa well. 

/ The constant thr·e&t ·to effective mass commun1c.at-

- ion brought about by the cultural and l.ingulatic dtverslty · 

of Inclla hes been successfully overcome by the .Indian 



adver\tael'lh· t ,N,. Ntnan and Chender Uday Singh in 

their attlcle on ac:tveril.s!ng in nlndla Tod'ay" ob&$ne.: 

11 Througb its tu&tatned gtowth, advertls.lng has .become 

arguably thu country' 11 most pereuaslve communic.atian 

fom•br:i<tg1ng·th.e gap betwoen foul'toen ·majot: llnguiattc 

groups and ·daunting cultural d.lveralties• (N1nan and 

Singh& 1982: 1 01). 

Marty of the conawnel' advertl$eNnts, e&peclally 

advertleement$ f.oJt large scale products on e ·cent:ral 

l·evel are written ln English and then tran6lated· into 

the var.lous regional languages. On. the other nand, 

for small scale products at the regional level, the 

advert1$Gntents sornet1mes are written. in the r:eglonal 

language originally and then translated into Englith. 

aut t.ho for·mer is the u-suai process and a common -practice 

as regard& aave:rt.islng ·1n lndia. When an adverti.$l.ng 

<::asnpa.1gn is launchGd on a national level, the mes.sage 

1s written by e copywtlter or1.g1nall.y in English. After 

- this, var1ous other copywriters ~re .asked to translate 

this advertising m~ssage into their reepeet1ve reg.ional 

language&. 

P.aekard'EJ elatm that ~many of us are 1nfluertced 
1 

and manipulated fer tllOX'& than VlG realize>" by m~ans of 

the "hidden appealsn of the advertising mes&ages that we 



come across in our evel'fday life ls verv tl'Ue• Packard 

points out. that tl;ia is because of the use of mass psycho• 

analyt;1s to guide campaigns of persuat1on and the large 

scale effori$ to channel t~u• ·unthinking habits. thought 

processes and pureluui\lng dec1·s1ons with the help of 

psycbl.atry {Packard: 19tl7t3). That .thJ:e .1& tr'ue of 
-

the advert1$ing industry of India also. ls·ectabllshed 

by the L:J.nta• s Managing Direct.or, Alyque Padamsee• 6 

stateme.nt: '"Po.r the LJ.ril campaign, we found ·that whiJ..e soaps 

were bein" sold for: complexions, beauty and skin care 1 

there was !lo eoap to fill the slot of tr·eshnttss. So 

we planned Lil"il as a rippled•·gx-een lemon-scented soap· 

ana advertised lt with a girl bc.thing under a waterfall" 

{A. f adam see in N inan and s ingh: 1 982; 1 04) (See Appendi.x; 

ud. no. 1 o ) • 

Not all the products advertised or t.heir adver

tising tran$lat1ons in the .t*lgional languages. can be 

sa1d to t.e successful. But some produ<:ts launched in 

established f.!Lelds w1 'th the ald of large· advertising 

budgets have been successful. Pro!tle _tooth•paste, Ntrma 

washing powder, V1cco-turmeric vanishing cx-eam .• Ltril 

soap, .fte1ianee textiles .and v:Je$ton television are soma 

of these new products that have been sueeessf'ttl.; t~otl9ll 

.large-scale success in these cases may be becauae of the 



various rnethods of persuasion followed by, the advertleel's 

instead of the impact of the 11ngulstlc mesa.age of the 

advertising ttansl.ations'· ~lone.., FoJ" a& Bob Jones says 

tt the effe:ct o.f advet'\l$i.ftt cannot be ~eated ln 1$olat1on"· • 

It !.s pa~t of the to·tal tnarke:tlng plan. (Jones: 1974;11}. 

A lot of rational researeJl•based argumen·t. fla.1r., 1ntui. tion 
. ' . 

and: judgement go into the planning ·Of advertising ·which 

is the most ln~poriant and 41a:pens1ve pa~:t of the campaign. 

A keen etudy .of th&· recent advett1sements 

shows that the lndian press adv~rtis&,n~r. as (ar aa 

English is cc.nce.rned;; n1akes use of a language that. 

ranges from the st.-ictly conventional style-lUte ·that 

-of J ohn$Ol\ and , .Johnson &arbuds ad c 

'PJ:"esent,..ng Johnson's Buds 
'The Sate, hygien.tc: way to cle~n •ars• 

through a more casual style like tbat u&ed in the adve~· 

ti&eJnent for Uptron TV (See Appe.nd1x; att •. no.11 ), ~9 

the very personal and tntlmate style of the 'Made for 

eaeh other• Wills Cigarette ads. Advertisements may bo 

stra1g1\ttorward statements or they may make use of 

product comparisons. Some advertisers believe ln g1v1ng 

demonstret1cns of 'he product capab11tt.ies; some dramatize 

the pr:odu~tsJ some make use of metaphore and hyperboles• 

some have ~· spokespez-aon to· render tho advert1&1ng . 



his. ar\icle OJ\ 'Adve l'tlting and 1 ta goals • classi fl.es 

the adverUeiftg ·Copies into four diffcu:ent g~oups.. they 

a :tea ·the nason - why c:opy, nan a Uve copy., test1monla1 

copy and the .&ugge&tlve copy (Tewal'l: 1 972&.8). Tbe 

reaGon • why ~qpy ls used ln almost all advea::t.taements 
' \ 

ol uttlitar1aft products. An tnuunple ot th1a la the 

Close-\lp a.d .ntch has a aubttead.a • For fresher bxeath. 

Whiter teeth' thus givlng the customer tho reason as to 

why he ehould use Close-up too·tb-paste. On the ethel' 

hand, the nanatlve copy ls ·&eldom used by 'the .copy .... 

writer, ex~ept on ·c-at'• occasions wnen he wants to rela'te 

an lncldent of ·the past .• as a testimony~ for the product. 

be adve:rt1&es. An advertt&ement for HMT watches makes 

use of the narraUve copy by hla.t1ng the expoditt.on 

made by a teata., to \he Antart1oa1 ln 1982. (see Appendix; 

ad. no. 12, ,) • The Complan e~d wtth a st.atem~nt by Jim O' 

Doherty fo:r: 1ts bead11ne 1s an example of the \eetlmont.al 

klnd of copy (See Appendix; ad.no.n ) • Tho suggestive 

copy ts used by ·the ltegent .filter K1ng c1ga~ette adt 

ttAn Exclusive Affair" (See Appendix; .ad.no. 14- ). 

A typical .advertisetnent as Leech suggests, 

should fulfil the following :r:equireJnenu: first., it 

should be ;able to attrae~ a\tent1on1 that is, have 

attention value; ee¢ondly, lt ahould I)Ust.ain interest., 
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that 1$, 1t should have readability; iht•dly, lt rn:u&t 

be remembel'ed or rocogn1sed as famlliarp and lastly, 

the ad'fert1scement .must pr~pt the right action from the 

reader, th.at ls1 it should hav:e selling power. (Lee<:Ju 

1966&27). 

'While part1cul'ar features of the register ot" 

certain lingui$tlc peculiarities of the advert.lslng 

situation can be attributed to the first ~tu:ee qual1t1e:a • 

at·tentlon value. readability and memorability ... 1t cannot 

be established tbat any particular lingu1st1c phenomenon 

or the use of language in a GpecifJ.e way attributes to 

the e.ell1ng power of an advel!'t1aement. A particular 

product may sell because of many known or unknown factors. 

Yet, 11ngu1sttc feature$ can be analysed obj~u:t.1vely1 .. .....·.:, .. ~ 

1a order to fl.nd out the type of language vatiety used 

in a particular situation. 

It i~J pos&ible fo~ any language used ln the 

advertising eltuation to evolve a specific variety of 

its own belonging· to that situation. Thus; a <;lose 

look at some of the Tamil adVertisements shows that the 

advertising s1 tuat1on has made 1 t possible for the 

Tamil language to· develop an advertising vat:1et.y of J.t.s 

own as in English., Moreover, the advertising transla\1ona 

are .not always ·translations but are sometimes just 



tran.&liter.atl.ons .of the Eng.lish adve~tlsements,. .or e tnlxt-: 

ure of bo'lb1• ·ln tact, Tamil advert.lsement.s abound in 

t.rarualiterattons. This is becauGe, sometimes lt .1$ hard 

tc f$.ncl ~. '·. the equivalent expn.ssion 1n Tem11 tr~sulttng 

in the u&st of the otlginal English expression. T:ranaliter• 

etions are used tn case of technical terms which abound 

1n advertlsemeJltG of eftg.in.eer.J.ng products., insecttcldes 

end other mechanical equipments, despite the ava11a.b111ty 

of synonyms foJ: such toctmical te.'tt'ns in Tamil. The 
., 

.main reason .fo:: this l$ tbe lmpo.rtcrnce given to the 

use of ordlnarv and s.i.mp1e language that 1s accessible 

to the common man to Whom the· or1g:1nal expression .of 

e~ch tee~nteal. ~etms J.n Englleh would be le$s co.ntua1ng 

and more famili«u: than tbe adVe~\1s1ng translation$ ··Of 

Tam11. 

As 1n Engl1sh, the a~vert1sing "arle ty of Tamil 

also violatet some g:rammetical ·~ulee ·which renders the 

gr.ammar of \bi.e vat1et'Y abb"e~1iated. But it 1& lmpol'tant 

to note that the advertising tran$lat.ione in Tamil d.o 

not violate th.e grammat1<::al rul(ls as much as the English 

a<:hrert1$~ft9 variety does. Excessive use of .rhymes .• 

all1terat1oas;~ onometapoelc words and t.he usage of minor 

eon$·tl'uct1ons,. lmperatiVEHii .. &nd a<ij"et1,es· maJ:k t.he · 

advertising va~:lety of tamll. lt a·bould be noted that 

almoet. all advert1seme.nt$ tn Tarn11 make u.s~ of a lanquag:e 
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thiJ't ls not quite. colloq\11a1 lnap1te of being. simple 

and aeeess1b1e to the tommoa rman •. these charaetexistlo& 

of the · tamll · aavert.t..e!ng vaJ:-1e~y na•e created an artlfte.t

a1lty about the language U$ed wh1Cb mak<Ete 1t seem quite 

llfeless. end dra~. 'ibis may be beeauae of the llmi t

attons tbat the copywriter of the Tam11 advertlsement.tt 
' has to face wbtle doing adve:rtl.sing translations. Most 

ot them are literal translations and not t.ranscreat1o.na, 

thereby m~lAg the advQrtf.GJ.ng language ln· ··taud.l qu:l\e 

unint-eresting and artit1e1al. 

The features whtch render thE! g~ammar of the 

advertising varieties of English and Tamil abbrev!at...,d 

and the other 11Agulat1o peculta~it!·es ·t..totat mark the 

varieties are b~ought out by meafts of an analysis of 

tl\e eyhtax of the ih911:sh ·and taldl adVeJ:tiaements in 

Chapter t.zx. 



'"-· 

GRAMMATICAL fEA TURBS . . . ' -

The advertlatrw vartetyof a language,aa mentioned 

earlier, h&$ features peculiar to 1 ta own. Thee$ pecul.J.ar• 

ities are caused mainly by; 

1 .~ Deviations from .t1tan®.:rd usage. 

· 2. syntactic 1nc1dence of grammatical features 
that are. most f~:equer:tt. in thl$ variety than 
in normal·usage. 

3• Ext:taQrdinaz:i:l Y. high Ol' lOW frequ&l'lCY of 
llngu!.$t1c f~atures., 

Dev1atior.a1. howtiver, ¢an oc.c.:l.l:r o.n different 

levels; phonological and g:rapbologl.cal, lextcal. syntactic 

and eemanti'c. 

The advertising varieties of .English and Tamil, 

as discussed henceforth, have .ell the .. above-mentioned 

featur&fi wh1ch help the p.articular var-iet.y to gene.rate 

a DISJUNCTIVE and ABBREVIATED gr.e.mmar ~of 1 ts own as. 

opposed to the DISCURSIVE g~am.7lar generated by the lang-
. * uage uaed in normal dl.eeourt~e sltuat.ions. 

- ·- . . ·~ . 

* "The DISJUNCTIVE and AS9REVIATED modes are two f!elatively 
:restricted varieties of English with an .impo~:tant bearing 
on the adfertising language •. The abbreviated mode 1.& in
cluded in the disjun¢t1ve mode, and both are distinguished 
ftom the DISCURSIVE mode of orcU.nary, connected dlseourse 
by pecu11arit1es of grammatical structure" {Leech: 1966;90) 



Be$ides, devt~ttons on the $ynt.act1c level• 

syntactic 1n.c1:deru;e and frequency of· l1ng.uietle featureo. 

l1nguistic $witch .an.4 some _features of punctuation 

that atte Qnlque to the adV$1'ti.s1ng variety ot .language 

&l'e eleo dl$cussed in this ·chapter. Aa the ptesent 

study restricts 1ttelf to Indian Press advertisements, 

the category of phonologl.:cal d-evt-atic~ 1-s not d1sG\usse<i; 

moreover, tht1 eateoorie,g • lexical v1o1atloR, seman\ic 

decvietton and graphological deviation, nre dlseuoted 

in the following chapter :.. •creat1v1ty ln Advertising" 
. . 

since the abovo mentioned: categorie$ play a stgn1ficant 

role in the creat.iv.lty of advertising language. 

Enkviat._, "involve# an a·cttaal tinkering filth the normal 

t.Ys~ of rules. Tnia Unkertng can be explained in,.~ 

toms of l"Ule om1&siotl or euspen4.1on. rule change and 

ruJ.e addition" (Enkvt.st in ,Chattnan (Ed,.).t t91t :55) •... 

The deviations found l.n the syntactic <:ompon~nt ·:Sf the 

advertl$ing vC:~~lety Whieh genera·te$ a dic~J)ctl~' and 

a bbrevlateo grammat ,r;f its own aro brought about by 

theno thre~ r.ules .• 



Language as found in the regb;ter ot advet-

t1sing 1s sometimes '"structured in terms of single 

YJOrds al\d phrases, rather than in terms of more 

h.1ghly organized up i-ts of clause and sentence. 

La_nguage so used nuly be tez:med block lan.guag·e" · say 

Quirk and Greenbaum (t973:205)• 

Tbe abbreviated grammar of the adVertising 
' 

varieties of English and Tamil .is generated partially 

by thia rule of otn1$sion of certain grammatical items, 

by other rules being tht~ occurrence ot non•fin1te 1 

and minor independent clauoe$ and extensive_premod1-

fieation of noun$. non the fece of 1tfl says Leech,. 

nth.1.s type of grammar l~nds itself •• ., to des-cription 

in terms of '*omissions•. It ml.gbt. be described .a.s . 

• ordlnan grammar' ( 1,e •. , discursive grammar) with 

items cf low infomation value l·eft outn {L~ech: 1966: 

94) ~ The abbrevla\~d mod-e oft lenguag~~ ~.s, .. , .. alGo used i·n 

telegram$ and n.owr.papet: hE~edlines. Ao ir. these 

varieties, so in advel't1sing 1 high premium is plaeed 

on the phy~d.ca.l brevity o.f the li.nguist1c message. 

Thus the advertl.sing vartety has a tendency to delete 

strueture \VOrds of low information valuo ana ret-ain 

content words of hlgh infot'mat1on valua. some of the 



grammatical items thus deleted are articles" conjunctions. 

prepositions, afid relative pronouns. Sometimes; even 

nouns and verb& are omitted. 

3.2.1,.1. ,A!'+i·lMt .•• "s __ ...... 

In Eng.li&b advertisements there 1s, a ·tendeney 

to omit the d&.fin1te a~tlcle •tne' in the determiner 

position l.n nominal group&; before superlatives l1.ke 

· t beet• and before intenstfi.~re lite 'only•; whereas 

ind:ef i:•i 'tet a ,rticle s • a J and 1 an • .are omit ted only on 

rare oc<;atioris in determiner p0$1\i.ons !nnomlnal 
/ 

groups or elsewhere. l7ol' eJunnp.te. , 1n the following 

advertisements, W11ch have nounal groups as the1~ · 

headlines~ the dG£inite article is deleted in one 

nom1nal grou.pt whereas .in "tbe other the indefinite 

article ! a• is tetalned e& a determin.er of the nominal 

t.. (The) •t.mw Citizen l!agles' 

2. '.! great new way to good ·tea• 

Lik:ewiae, the de-finite article .is Qmitt.ed before 

•·bestt and tonly' in the fo1J.ow1ng adver~tsements: 

1. 1 Buy (the) best. Guy Bajaj .• • 

2. (The) 'Only Juicer, Glinde-r and Sle.nder 
.tn IneU.a today. Velly ga·od.' 



· In the following headline of an advertisement, the 

1n<ief1nlte article •a• ls omitted before the noun 

'What. ld.rtd of (a) vmm.an does a medl-a 
man dream of?'' 

, ..... ,_. .Aa \hen is no equivalent grammati.cal cate

gory for a~:ticlea in Tamil* • this featuJ:>e of article 

omission does no\ apply for: the Ta$11 adVertising 

varJ.(Ity., 

ln trying to load the advertising copy w1th 

1nfotmati.on, the copywrli.el' tends to omit ce.rteln 

1 tems which are t:ecoverable from the context.. Con ... 

junctions are such lt$ms deleted qulte commonly ln 

advertising mea~agee. Co-ordination la a'-very cotnmon. · 

feature of both adVertising English and J.amll. 8ut9 

when clauses are ·co--ordinated there 1• a .at.rong 

tendency to omit the · co,.,.ordlnattng conjunction end 

thus the clause$ are usually in appos1 t.ion. The 

fol.lowtng cases ma.y be considered as examples of 

* "'In tamtl there an no ~ef1n1te or tndefl.nite 
.AI'ticles,. as there are .in sngl1eh. The Englleh 
Article may be regacded .as inherent in Tamil 
Nounen (Ardene 1942:73) .• 



k * •aeyndetl.c co-ordtnat~on• 

t. 

a. 

•clean fresh breath ... :. (and) strong 
healthy teeth with Colga'o Dental cream• 

*'You l.tvo only once ••• {so) do lt 
:ln style' 

. . . I. t end. theil' ~:especttve Tamil counterpar s: 
. ·.; 

f.. *puttul)arc;tJi tawm tuya ~uvac;em(um) 
u~u:tl mUdta irolctiyamaJ)a pa~ka~(wn) 
.ali:ttlduti ko1ked dent tal krltn. • "' . ;. . . - . . . 

'2; . . • viJVa\0 o&"U mural (el}ave) va,unga~ 

kav.:u."''tyufen. 1 

' 

Om1seion of preposS. Uon ls not frequent 

~1the~ J.n Eng11$h ot tn Tas11. ~n Tam111 ·caae difference 

ls ·btougl\t out by means of postpositions or prepos.S.,l.onal 
. . 1.1 ** "'I' •1 suffixes attached 'to tl\e ,..,ourUh MoteoYet in .am ... 

adver\1sements thea$ prepo.$1tlona.l auff1xee Sl'e rarely 
. ' 

omitted. They ere 'om1\j;o only occasionally and that 

too \"~hen the Tamil adverUeement 1~ an exact translation 

* The type of eo-ordination found in. a· sentence 
whe:e co-ordS..natlng conJunction$ are abeent . but. 
could be+supp11. e .. d 1s eallod aeyndet1c · eo•ordtnat:l.on. 
{Quil'k and Gzoeen'bauma 1973i253J. · . 

•* In Tamil etteh P.repotd.ttons a~e repnaented by 
$ulf1xes added to the words which they govern. 
often called Particles and eornetimos called·· 
Po$\pos1t1ons (Atdenc t 942t12!l). 



of the English advenlaemerrt. tilt advertisements for 

'WeUtfleld Cust.ard Powder• an4 •oolphinaf' TV• (see 

Appendlxt ad.nos.'"a.'7) oal\ the to.llowlng prepos1tloao 

1n their h•.adllhes•-

1 .• • The creamiest ( o:f) cu-stard& 
The jollie.st (of) jellies• 

2. (On) 'Sunday and $Veryday of the week 
Relax with Dolpbinar• -

PJ:epoa1t1ortal suffix :tal' attached to the :noun 'bhscult' 

which 1e in the ac:cusaUve caee, la omitted ln the 

Patle Glueo b1$c~tt advertisement in tamllt 

'ni~lt ti~n~4uttlz:o pappavukku nalamal)a 
biskatt(ai)' .. 
(You nave choten a healthy b1scu1\ for 
the baby) 

When a nominal group is. followed by a fintte 

or non-f.1nlte depe.nd~nt c.i:tuse, thc;} telatlve pronoun u ' 
relat.1ng .tbe two unlta of aentence structure is otteft 

ml&&1ft9 in the En;l1$h advertisements. The Nescafe 

and. the Johnson's Baby C.reaut ads (see Appendix; ad. 

nos. ,g Jk 1<1 } in the,t.r ,stgnatute lines omit the 

"lattve pronoun • that• and a form of the verb • be'; 



1. 1 the -only ine\ant coffee (that is) 
made from 100% pu:re .eoffee• · 

2. 'Johnson's baby cream (that la) trusted 
by mothers all over the world' 

On the other hand, 1t te the. demonstrative pronouns 

that are oft.en missing in the Tamil advertisements. 

The 'Tarnil adver:Usement:nfor Amul cheese pow4Jer omtts 

the demonstrat!:ve pronoun ·• atat• (i.e. • •·that• tn 

the acc.usauve case) i.n lts &ubhead11ne: 

'~u~a~~u4a joraoa bakko4a (atai) 
'juva1tt14a 1ooamum kor_t4u vi4it• 

(N1ce hot pakor:as. Bring some more of them) 

As n.ouns are hlgn frequency 1 tems in th1a 

reg1stez;. they are rell.'ely omitted~ But wheaever 

they ate ~mltted tn a eentence, the sentence either 

follows or l·s followed by a. t:toun or nomlnal group .. 
t.om1ng a minor ae.ntenee · .of its own and isolated 

from the rest. Tnus the Cl"ompton Greevtul Fan ad 

headline read& thus& 

(Crompton Gxoeaves Fan) 'Built with care. 
~ullt to last·• · 

M!nor $ententes are dl8CUS$&d in detail in section 
3,2.,4 of \hie chapter. 



ln m1nol' $entonces which ·consist ot adj~ctlvel groups •. 

nouns aJ:e omlttoch· 

1. • COo.l, comfot"table end carefree • 

2. 'Utte.-ly.,,butter1y ••.• de11cious• 

Nouns al!'e hardly evezo omitted tn Tamil adver

t1setnents. they are omitted only in e~se of' minor: 

aentenees made of isolated ve.-bal groups. Pol' e•ample, 

a Hana1plaet advertisement reatis: 

1. • na~crut ·taqai &eyk1;atu. Pituka"tkl~atu. 

gutJappa.;tuttukl~atu• 

(Prevents polson, Protecto. Cures,.) 

2. "pitutittu ~ugama.;!kki~atu• 

(Protects and gives comfort) 

l,n these eases the verbal grou,p follows an isolated 

noun \vh1th 1e usually· the brand name._ 

* Vot:bs are omitted· in all 'rninor clau&ea1 

which have a frequent occul"rence ln the advertlalng 

var1e'\t.es of English and Tamil. F.lnlie p~ecU .. catots 

are rnl.ss1ng ln the following advettlsing meaaage in 

English• 

* "Minor clauses have zero predicators and in discursive 
grammar they are usually dependent" (Pandya: 1977:108). 



1 ·!t •eecll one i( ;,~) • v~ry styllsh, V£J'$Y 
dist1ngu1ehed' 
And eaQb one (io) very,,prec.S.~•~ 
very accuratf'l1 

(HMT watches) 

.2. · 'Nataraj ·(are} Pent:1la wl'Ul a longet 
life..-llne• · 

ln th& sattte manner finite predica\ore •u~~atu-. ( J.$) 

end. *koz:.4stu• (ha$) are omit~d in the following Tamil. 

advert1semanta l'&$peet:S.vely= 
I 

1. • avarukkel}a oru taoJ. pi_,!, tatJl ra~a?al' 
(u~+atu) 

(FOf him e ua1que style. unique taste (is)) 
. ' . 

2,. •mu~lya~a ii~~a Ul)av1~kut tevalyaoa elli 
<lattukkl~um, quveim1kka Ol'i va.1v111 (ko~~atu} 

(All ingredients . needed for a . complete 
nutritious food lh one taat.y form (has}) 

Grammatical deviations are caused no\ ·Only by 

omiss1on of Ct)rtain grammatical 1tems of low infomat.

ion value,, but al$0 by changes in the order and tunct1on 

of g~ammattcal feature•• These change$ 1n t.he o.r:der 

of wo"ds and sentence units ~eeult in render1ng t'he 

language o.f advertisements disjuncted. Change in the 

g~:ammatical fun¢tion of .lexical 1tems .l$ otherwise 

known as 1 funet.lona1 eonverslon'. (Leech: 1969:43) .• 



These .features ·are common to both the English and 

Tamil registers of advert-ising.-

A non•finlte clauoe whiCh postmodlfios t'he 

noun ·gi'Oup ap-peaz-e il'l end posi tlon. after ·the p.redi

cator,. instead of appea;ring .immediately after the 

noun group ·tn ·tne follot~1ng beadllne ef the. Sy lvanta 

Laxman Bulb adc 
., ... ' 

'~' '·- 'for .light that needs ·the right dispersion 
Sylvan1$ LaxmaJ'l pl'OVidea the ideal lurninaire.~. 
dft§igneg wii,b ady_ans:@d 1J.ght1ng . ttshoelgcv' . 

The underlined portion wh1Ch 1s the post-modifying 

non-finite claus·e that should appear afteJ: the noun 

group 'Sylvania Laxman• inste-ad takes tbe end posltloa. 

Another example of cha.nge ln the order of 

sentence structure unlts can be seen in the following 

body eopy of ·the Sbarp Inter come ad: 

•At SHARP, customer service meana people 
and technol<,lgy wozokl:ng togethel' to help 
you get the most out of your systems ••• • 

'A~ Sharp we call lt 'S't~ying Powe.r' ,. 

In both· ·the above s•ntenee$ the adverbial phrase 

beginning with 'at.• takes an initial ,posltton .instead 

·of 1.he u&ual final position. 



The baslc sentence pattern .tn Tarnll ;bel.ng , . 

sov {subject, object, verb) as opposed to the svo 
pattern 1n Engl.ish., a change in the order of sentence 

elements takes plaee Whe-never the tlnite pretU.cato.l" 

which usually take$ the end poclt1on in a &entence, takes 
. * an initial or medial poai.tlon. the advettisement 

lor Feb detergent seep change$ the otder of sentence 

elementsc 

'Feb 41\t:arJer:t'1 kat}~1 VeJ:ukkl.~atu unga~ 
tui)J.9~.l-a1 attgat tuymelyiga.' 

{Fab detergent aate washe$ your clothe& 
whiter} · , 

Here., the finite pr:edlcator 've~ukki;atu• ( • washes•) 

1n$tead .o.f taking the final position occu:es next to 
the noun group ..... Fab detergent cake. 

Sim11ar.ly• the signature line of the Lacto• 

Calamine ad reads: 

1megikku a~1pplr me~!!efil• 

(Give you%" body &oftness and beauty) 

Plnite predicator • a.\ipplr• · (*give') tak·es a medial 

position instead of the Uf.Jual end position in t.he · abf>v.e 

advert! semen t. - , .. 

- . 

"there 1& one finite verb in a sentence and it 
concludes the sentence .• " {Ardent 1942:178) 
~the object precedes t.he Verb o~ Parti~iple whi<:h 
go¥e:cn$ 1 t.,. (Arden: 1942& t79) .. 



"P\Inct:lonal converalontt aays Leech "con&!s·ts 

in ·.adapting an 1 tem to a new grammatical tunc tion" 

(Leechi 1969;43). The conversion of nouns into 

verbs· and vlce versa, has become quite a common feature 

1n ad'Vert.1s1ng language as in the gene:ral :use of 

language. The following advertisements are some 

e~amples of nouns Cl'nveried to verbsc 

t. • Did you Qbesrv alsuaapm you~ shoee today?' 

2. 'Q1f! tt with sentlments. • (J.ayeo watches) 

Nouns converted into .adjectives: 

·1. '¥ou• ll love 1ts Sb9CQlftttY goodnets' 

2. 1 Brusn ·the Cplg§tt way • • 

functional .conversions abound 1n E.ngl.1$h advert1e~ 

m&nta, ·while .in tamll they are very few., ln the 

following Colgate ~d the brand name 1s used to perform 

\he function of an adjective quallfytng tbe noun 

•way•; 

"Jtilke<.\ muraiyil pal tulakkunga.t.• 

(Clean. youJ:" teeth 1n the Colgate way) 



Pe<:uliarittes of grammatical stJ:Ucture are 

also onhaneed often by means of repetltlona of 

ldenU~al or rhyming wcn:ds, ~roups and clauses of . 

the same pattern and even sometimes whole sentenceo. 

These t:epetJ.·\ion• are effee\ed. by ·means of rule 
- . . .;~· 

addition. A Chatmlnar cigarette ad goes on l1ke 

th1$l 

'G1ve me a d:r:lzzle.. Glve me an umbrella. 
Give me e t.nugg·le. Artd give me the taste 
of toasted tobacco. • 

All the sentences in the abOve advertisement have 

the idef'lUcal pattern -of impetatlve + indirect object·+ 

dire~t object. However1 tbe co-ordinating conjunction 

'end' precedes the i.mperative ot the last sentence 

and the direct object .is qualified by preposition + 

adjectlv-e + noun~ 

Similarly the pattern SPC (subject, predica• 

tor, complement) ls repeated tour tlmes in the follow

ing BajaJ Super fane ada 

'It's supe~ swift. lt'a super silent~ 
·tt • a super coo :f.. It,, :s super fan. • · 

Repetitions frequently occur 1n 1'em11 adv&rtt·sements 

. also.. ln the following Ponds Yan1sh1n.g Cream ad the 



construction Noun + particle + Adjective .i.e repeated 

twice a 

•·pa~~u pol meoma1 pava~ampo1 a,agu• 

(.Sll'k llke &oftft&G$ Col'al like beauty) 

Likew1&e, two identical eonatruc:tlone ·Of the SP 

pattern are linked by me ana of .a co..-orcU.nating con• 

junctton 1n the following h~adllne of. the Horllcks 

•andl mata1 po,lkl~atu enloum irokktyarn 
tavarlciratu• . -., 
(Though the evening :rain is showering 
health prevails) 

The teatrlcted VaJ."1eUes of advertising 

English and Tam11 are also marked by another irnportant 

feature• that 1s, the fl'equont occuwrenee · ot minor 

Gentences. In the Enqllsb .as well as the Tamil 

advertisements, mtnor sentencet occur mostly !n 

'the headlines, subheads and st.gnatUJ:e l!ftes. Engllsh. 

advet-tlsements include a large rtumber ·Of minor 
.:: .·~ ,. 

sent~nces ln \heir body copy alsoa whe~:eas in t.he 

Tamll ·adve:rtltunnen••• mtnor •nte.nees ln the body 

copy ts a rarity. 



nMtnol' aentences• eay Crystal and D&Vft are 

not mel'e '*.ellipses of major senf.enceG· • types" ~Crystal 

and Davy• 1969t51 ) • Aeeo:ldtno to thern (C'rys tal and 

Davy~ 1969: -49 .... $0) any of the following st.tueturet 

o<;.cut$1ng 1ndep,ndent.1y 1a a minor eentence; 

1. A subo~c:u.nate SP(CA) st~ruct.ure. ae in thft 

headline .o,f ·the following &th 

. . * 
2. An elem&n\ ot olaus"'. stl'uotun {s,p,c.A, voc) 

oceur:rtng .independently. f'o_r e•a~np.le. 

1 * *An Exclualve Affair' {.Sj · 
2. • Grinds. Gr.tll$. Chopt' (P) 

3. A comb:taation -of elements of clause structure 

· othe$" than thoatf"'al~owed tor in major sentencee 

llk• 1 SC, PC, PA, AA;. 

' ' ' 0 
the followlng 1e an e~fltnnle of thls t.yne of \) ,.. ,.. 
minor aentencer 

* · The various ·el.entnnts o-f .&enteMe structure are symbol-
ised as follows by CJ:ystal and navy (1969t46)s 

Subject. = s 
Preal.catoao = P 
Complement = C 
Adverbial = A 

Vo(;at!ve . . - . 



Mlnor ,ox- moodl·ess claus,e& ocetn:~i'ng t.ndep~ndently 

.:an also be t.n~lUd't'd under mJ:nor sentences. 

Subordit\&te structurea tunet:ion1ng iftde:pcmdently 

are frequent. i.n the headlines, subheads and .boayeopy 

· in English advert1.sement-t and occur le&& frequently in 

signature l.1h••• . ·rhe following are exemp1Gs of &'ub-
. ' 

ordinatG sts-ueturee funetloning independently trom 

vat10U$ advertitlem~ntfia 

t. 'When people talt ,abOut the quality 
of tyres •• ,.• (Head) 

a. ·•aecause we matte 1\ tho way Mother 
make$ ~\" (Bodyeopy) 

3,. 'Bec;autut· a . s"'clal occasion .. needs a 
spee1al paint• (Signature l1ne) 

4 • 'Which :1$ why you get supe~•&11El'nt · 
service :for year& tcg.etber• { Boaycopy) 

Subordinate auuetur~s having lndependont etatua ere 

:not as frt>quen.t in tamil adverti:!i~ment$ as they are 

ln Engli&h adV'ertl6em.enttt. Whenevt-r they occur lt 
ir. e1 thet l.n the .wbhead or in the slgnature 1.lne * 



•karanam lp· potu tanlcc1.-anpane van nlla 
.. - - ~> - r - -

val)tta viy tulaltk1yu~~atu fliah ma~1;wni•' 

(Be~auae only Flesh now hila an exclusl\fe 
sky-blue mouth pur1£1er) 

2. •e~enll pitno11v: •hev ltrlm oo-t11ti~ esj!el-..4 
:\1~.\-atu •• • a tau ·•Irammigunta nural. • mlga 
mu!'a;,\u riJnattelyum mlrutuvikkuk1~atu.• 

(Seeause there l$ SGL.,-4 only 1Jl Pa1tl'loltve 
shave · eream. * • 1 to lath&r s.oft~ns oven- the 
coa.-sest halr), 

. ' 

"In dlejun.ct1Ve language.• observes Leech• 

n a single nominal group ·or a a ingle adVerbial group 

may be grammet1·cally 1·ndependent." (Leech: 1 966t 93). 

T:he type .of dtajunct!ve £ng1i·sh that utilises only 
I 

nominal group etructul'e$ 16 .al$0 known as *block 

language' (Leech: 1966a91). Isolated nominal groupe 

.functioning at 'minor sentenCe$ .1• a very comm-on te.at

ut'e of advert1;lng Engll.eh a ·s well at Tam11. Tbey 

occur in all sect.lona of an t;adve~:tlsement., namQly, 

the hoadline, subheads, body copy end abound J.n $lg

nature J.lnes. SOme examples fl"om the E·ngllsh adve.-• 

tlslng V$1tlet.y atteJ 

t. • The perfect match' (He.adlJ.ne) 

2. 'Modella Power' ~(Headline) 



\ 

*the taste of 811 lnte.tlla\lonal 
tavout>lt•• (Signature .line) 

·~.tw pick of pleklea• (Slgnatun llne) 

• A btg leap l·n t..ltle • ·.( stgna tu~:e line) 

Xn tbe tam11 advert1semants, ftorntnal groups abourtd in 

headltnee end eubbead$1 

•.ttv1 patu~appu 
(1<1w1 Pn:tectlon) 

• <;ir_a_ nta ~ag.anga~. c;erJ.ya~a 
·vllal' , 
(Good va.tf.eUes. Cor#ect ptJ.ce) 

'neratt.~ a fagu rnuganga~ • 
(Ttme•s beauty tacee) 

'ku"l kuri afagl.' 
(Cutlcura beauty) 

'puttuQa"u ~op' 
(freshness .tJOap) 

(Subhead) 

(Subhead) 

(Headline) 

(Headline) 

(Signature ltne)' 

Adve:-b1al groupa functioning· independently fdely 

occur 1n eli .s~c'\1ons of 'Ule English advertisements. 

P·Or ttxampl-et 

1. •vou'* 11 ·emerge clean, freah 
and gJ.<tw!ng. 6&1.. ottf.. 
§veu 'lml• ' · (Body ~opy) 

2. •·the taste that. makes a world 
of. a differel'lce. Ifll .ntl4 
9!!£• • , .. · (Signature line) 



a. . 'At a $urp~1:singly .low pl'ice• (Body eopy) 

4. • P lrs'\ time '" India• ( s1gnatufe ltne l 

P:tepOsl\1ona1 phrase$ funet1oll1·ng .as adverbial groupt 

alto· havo independent $tatu& 1n Engli!:lh advert1semente. 

1. • ftot \hia summer and ev•ry 
Sumlt\Qtt 

2. . · .•for fresh. br~a.th tConftdenco· 
· · that la&t&' , 

a. *Wills Excellence. .la 
.k1t\Sl!& •• •• ' 

(Signature 11ne) 

(Sigrtat.ure 11ne) 

(Signature 11ne} 

Adverbial groupe tunctlonirlg on \belr om are also found 
in Tamll advertlsemebts. The following are sorae example&: 

1. 'i.ppotut lntiyavtlet• 
(Nowt In India t ) ·· 

2.' *ka~angama\\a .yanunanga4ku'' 
(For spotless·· sJd.·n) 

(Headline) 

(Subbead) 

3. •mikafalu;~cn:J.q et.tl u1agatt111• . . 
ru~tut• , (Signature lJ.ne) 
(From Maxfacto~:(a, ... beauty. worl·cl) · 

Non-t1n!te c~uses Wh.t.ch are always dependent 

ln the normal disGour$• situation are independent ln the 

aov.erl1sing variety :of language. Next to nominal o:•ups., 



... · ... 

non-finite 0.1.(1\U'i;~s- ate the moat frequent const.:octlone 

functioning .1ndepend&r&t1V ae mlnor &entl!nees in the dis• 

juhct1vet modes ot advertising t.amll. and Engll.eh • 

. In the English e4ve.rt1sements:; .independent 

non-finite clauses are fr$quent in bodY co.p1es and head .... 

lines a·nd 1atrequen:t. in signature 11ne.s t 

1. 

4. 

'Rippled -green with the exc1Unu 
freehnes$ .. -of limes' (Body copy) 

. . . "' . ~· . . . . ~ ~ :· ~. i 

'*Made for· •ach other' (Keadlin.-G) 

•r.o mat-ch yottt moods .and 
attire• 

tsac~•d by a etultdy motor to~ 
trouJ:tl,e free running' 

'st .. yled. t;o. . please, built 'to 
last a lifetime' 

(Body copy} 

(Body copy) 

. (Body ·copy) 

In the Te:m1l advertisements; non•tinl te con•t:-uct1ohs 

that. aJ:e 1ndepend~nt are more f%'equen:t in headtinea and 

&1gnatt.ere llne.s than 1n body copleAi 

1. •1vatkaiyaga ~a.rumattal kikke 1 {Headline) 
(To protect the skin naturally) 

2. •pa . .lapa:t.appu nl~ittu nlla-lkka• (Signature line) 
(F .. or sh1n1ng ·to stay on) . 

3• •aia1yer1ywn ta4atatap paq9el' (Body eopy) 
(The gret:n f~•.shnea.s brought ·by 
the waves) 

·4• •anangala ma'i mugatt11 -mezoug\i~i;a:t (Headline) 
(t.o add elegance t.o chit.rrnlng moon-
like face) . 



. a ln d1sjunctlv• language• says LoeCht fta 

sentence need not ¢Ontain a flnlte predl<:ator" .(Leectu 

1966t93)~ Moodle&s clause$ whlch have no f'!nS.te or 

non•flnite pndl<:atot oceu~ freely An the re&tr1cted 

variety of ·Gdv.ettt.slng langua~e. 

(Headline) 

2. •t1ature' s glft >to ~verybOi!ly~ 
A fresh.t young eomple.xlon all 
oves:-• (Headline.} 

3. 'W.I.tt\ an aCCUI'&Cy Up to 1!) 
seconds a month. And a ba·ttel!y 
with a ·$-year lite span • longer 
than other watcbe$ available ln 
the eoun\tt• (Body copy) 

*Tlme_.keep&l"·S to the nat.Lon' 

'Youl' \lme for 11fe time• 

(Signature .line) 

(Headlitie) 

All the above examplos have no p~ed1ca~o~·th; · 

Sim1l.a~lY• the to.llowlng tncamples from t-he tam11 va~rtety 

have no predtcatos-s and q:tflll. therefoJ"e moodless construct

ions a 

1. 'ile~i~a mlgap ·:poa;utt.aQaoa 
.miklcap. mugap pavu~arukku 

mig&9 c;i.tan·ta etarem. r;.awmattl;,ku 
nella pitukippu. • (Slgna,ure 11M) 

(Llgbt and very~au1tab1e makeup. 
PaCQ poWder of the b&$t standa:r:d. 
Good pJ:oteetion for the ett!ftj 



2. t 1ppot.u arag1ya puttya piklt.tle' (Heitd11ne) 
(Now 1n a bea~tlful new pack.) 

3. 'to1lalyt1iat tolelk kiqqt• (Signature .11ru~) 
(nl.sturbance•l•ss dls~ant vt•1on.) 

Apart frolft, tbes~ fl.ve categorlo.e thet:e an 

also one-word noun$, a(lverbs and adjectlvee which 

fun~ct.lon independently as mtno.- conatl'UC:ttons, some 

of them aret 

.. ' 

,. No winding. No repairing. No edjuet!ng. • 
(negative + noun (gelY-und)) . 4;r 

•1tmeproof, S¢J:atchproof. Valueproof. 
S\y1ep.:root .• ·• . . 

, (Adject• v,) 

•No vt.sa,. No passpoJ>t.. No customs•cheoking• 
{negative + noun) 

'ippO.tu! tnt1yav.lli1' (Adverb} 

t~1tappa~at.ul ,, (adjectival noun) 

·· syntactic 1acldtnce .of eertaln grammatical 

f.eatures ere fat mote ft:equen\ ln thls .regl&teJ" than 

1n the othel' varieties of language. ~!..~~~-~:!t:t;•• 
.·importan-t features a~~&: (a) a noun or a nom1na1 gtoup 

followed 1?Y another nominal group* (b) a nollt1nal group 



3.3.1 

followed by a d1!monetra·tl.ve pzo_nouo whlch acte as e 

grammatlcal. pe1ntel'~ (c) 4epen4&nt clauses related to 

groups; (d) .)Loose sentences ln whtoh a dependent clause 

follow.s the main clause, (e) suspended .. sente.nc~a ln 

Ylhlch the~ meln clause follows the dependent clause. 

and finally (f.) a dependent cl.au&~ linked to .anotbhe~: 

dependeat .. clause • 

'Thls type ot ·construction ls often found ln 

tbe headline$ and s1gnatul'e 11nee \vhere the brand name 

it followed by a catchy slogan whieh ls 'Usual.ly a noml• 

nal group that apea:k:Q for the qua.ltty of t.he product. 

The immediacy ot the attributes of a product to lts 

brand na-me Is .a common feature of the $dvertJ.sing varf.e.ty 

of language. ln theee. c.aaes the noun 1s separated 

from the nominal gJ>Oup by .a dath. All the advertisements 

given b&low follow t.hls pattern ( 1.e., Noun + Dom1nal 

group) eithet !n the1J: headlines ot signature lines:· 

1. •Htndon ~ A b:Gw way of living• ·(Headline) 

2. • Apsara • the Profeestonal·s 
Pl'awJ.n.g Pencil' (Signa tur• line) 

s. •complan - the complete planned. 
f,ood' (ss.,gnature 1lne) 

4" •Autumn .Rust • a cte·atlon from 
- the faehlon houte of ,carpets~ •• 

Tran·saet.a• .. (Headline) 



l..ik&vdset tn T'Mil also• ·thi$ type of syntactic incidence 

tnqueat$ tb:t headll•• and ~!;nature linea~ 

1~ 1 ka4ba~i.s bo:rt}'iida ungll;04U 
va 1arum nanma! • 

'- .· - . . -
(Cadbu.Z'V'G 8oUJ:nl!S.ta •.the 
goodness that g%'0WS' 'Wlth you) 

• H1nd0a vi.rvio o!':u pu,tlt 

(stgnat.ure line} 

va:r:1rnura11 t (Headline) 

~Hind<>~ ,. a ~w _ w~ ot Uvtft!#) 

'Na4a:r:aj lle<!ungalJ ""'tum 
nigari.l.la pel]~.ll.gaJ.. ~ (Signature line) 

{l~ataraj . .,... tnCOftlp&reble pencil&. 
t'htt write fot- e long period) 

4, 'nesqam ...... ,e~it11 jlt:af!a1l'iigtun 

kurantat unavu' . .. 
, . (Ne_stum .... ~asUy dige$ted baby tood) 

Like the prey,loue one. thla featur,e pf co• 

o-ccurring nominal 9%'0UP> ts also often f'ou.nd 1n th.e 

head and the slgnsture J.lnee. While in the pr~vious 

conttructl()n the brand nsme takee t.he plaee of a noun·, . 
here the brand name and the name of the\':p·~o·d~·C\t foms . - lr.....:_.__..---~·:,..C 

the nominal group !n moat of 'the cates: 



1 •. • Apsata drawing _ penclla. ·• • 
tbe prcfe$G1onal'e pen.e11 1 (Subhead) 

. 241 • &"ltannia MaJ:le bl.s~ults 
the c~itP \ea•Ume favourtte• (S.lgnatve llne} 

sometimes the sttributes -of the product a~ g1von in 

nominal g"ups in apposition .•. a a 1n tbe Bajaj Fan ath 

'More Air Delivery t.e.sa PoweJ: 
Conswnp\lon• · (H~adl1nt) 

t ungal mutal_ velet ·ungalukkoru 
muidd.ya Vi.\al' : • (Head1.1ne) 
{_Your filt'_a,_:Job_· _____ (tsl your·.·:-<·, 
important. period) 

2. 'bir,14a1)lya,, mid biskat kipp! 
.nil'ak karakaiia tJ.npa'i;.'cJam• 
(Br1tannla M.arle-81scu1t • crltp 
tea tim• snack) · 

3., •nerolik peyil)q$ lllanga~ukku_ 
e;iliitttmf Val)t}atigal.'. 
(Nerolac pa.lnts beautifying colour:G 
for house$). -· 

It la qulta a conmon pJ:aet1c;e of copJ1.vrltera 

to f-ollow an -l:&o1eted nominal group wlth a antenc·e 

starting \"11th a demo~stratlve pronoun th-at .behaves 

as a grammatical pointer, referr1'ng back· to the 

nominal gNup. ln sucb cas-es' the co-ntlmd.ty .of the 

advertising te:efisave l$. k~pt by the grammaUcel polntt.Jr-. 



•J:t\1 ,ttl- 9YfPI• li 1a . everi hWvou?~eapeet from: 
the, flrat quart% watch• 

·.•.tad. Rfitd!l• . .L\:a not eaeilf 
b~ushe · awei'f' 

-··~··. J1 gets s\a.r billing 
lftlfiiatrie that. combine tll9h 
perforaan.ce wlth low cott·• · 

·•m•T.u;a&f!luu&ns ~''!'t'··· 
I lfi · put of yoU$' sty .· e 

(.Bodycopy) 

(Headltn~) 

(Subhead) 

In all \he above edvea-\J..sements the nominal g~oup 

functtoning in<tttpenctenUy t$ fol.loweH;t bf a ·sentence 

beglnnlng wlt.h the g·ramat.lca1 pointer, 'lt' ·• Similarly, 

in the follovd.ng Tamll adv.-.u;U$~1'lt the nomtnal gz-oup 

ls followed by the gJ>ammatltal polnt.et •a~tal'. (i.e., 
. I 0 

*kirf:ti pi\ukippu • atal.p pol 
Vi~Olllillel 

(Carefree p¥Ot.ectlon .... not:hlllg 
elo• like that) 

(Hee.ctlitle) 

S\ill I ano the• peculia~ featu~e of the advef• 

\ising vad.e\y of J.ar\yuag.e to that. 4ependen~ ·Qlauses 

instead of beint relatctd to independent clauses as.ln 

ftOI:U'ta1 utage.; are related 'c group~ fun~·t1on:$.ng 11\d&• 

pendently. thue ln the followl.n; o.-s.~rtt Fan advel'tlse

mentt 
• 

'Orient. f.or t hl$ summer and eV'<e"' e\.tiM'lar' 



the dependent adverbial clause • for this summe.r and 

every summer• 1s .related to the noun • Orlent 1 whlch ts 

the b~:and name. And tn the advertlGement for British. 

Paints V1nyl• the finite eubordl.nateclause J.s related 

to the nominal ga:oup that pre~cedes .itt 

1 8~:tt1s'h Paints Vinyl,. Because ,a 
specta1 occasion needs a special pa.ln\.* 

(Signature line) 

In Tamil adve.-tisement.s also, most non~fhlite clauses 

appearJ.ng 1n signature l:lnes are x-elated to nominal 

group&, consisting ot the brand name and the name ot 

the product that el thel: pree~des the dependent clause 

or follows 1 t. The .following are a few examp.le& of 

the kind: 

1. • kurl-on mattresses. ovvoru l.t:avum nal 
lravivatarku• 

(For each and every night to be a good 
.n1ght) 

2. •putiya eaora1s 1ns4aQ4 
ammaViiJ kila1k kappiyi@ puttu~l1lr~~tyu'\i;um 
atjubav~.ttitku1 

(New su.nr.tse ins tent 
For the freshness giving experience 
of mot.her•e momtag .-;offee) 

Sentence.& with th~ dependent clause following 

the main clause are termed 'loose'. As the main unit 



of.information i:e contained in.the main clau&e it 

catches the immedla te attention of th.e t:eader leaving 

the reat of the sentence contaJ.rd.ng the dependent 

stl'Ueture to ·fade away into 1neignlflcan·c:e. Mlttina. 

regard1rtg 'loose' constructions,. says ntbe main point 
' . . 

1s made tlrst ,and futth,&l' matter is adttod. wlth a 

tendency to 'tell away• in a d•c11n1ng movement.·" 

(Mlt.tlru.u "1962:147). Examples of 'loose· sent&nees• 

f.rom ·th$ adveZ'tising varl~ties -of Tamil and English 

· cute given below; 

1. 1 kolge4 4en4a1 krlm ub4lyog1ttu viy turna\tattai 
taqut tlc,tunga:.t. pa~~itaJ.vai etlrttlcjunga.t .• 

(Us& Colgate dental cream. stop bad brea·th,. 
tight tooth decay) 

2. *01\l.y Complan bae 23 vi tal foods (which) 
they need evet:y day• . 

•suspended' senttlncetJ, on tbG contr.a~Yt · 

have their main clau&es ln th9 end_and the dependent 

clauses tn the beg1nn1ng. Mltt1ns renu.arks• "When 

rt.he main claule ls placed finally 1t tends to .acqult:e 

a strong emphasis. The &ffect 1s, as It were, of 

bu11ct1ng up to a lind of climax which ls held back 

to the encl.'* (M1\tln$.t 1962: 147). · • Suspended' s&ntences 



frequent the signature lines. The following are 

examples of *$ut;penfied• sententess 

t • 'When people talk about the quality .. of 
tyres *.. the (lobate ends w1 th CBAT. ' 

2..- •tf you·•ve the tnc11nat.1on. we•ve the time. 
The exact time.• (Sf.gnatul:'e ltne) 

a. 'Since all tanG are designed to cool you1 
we 11\ade oU:re better by design. • (Headline) 

4. • Clean ft-esh breath •• &tl:'ong healthy teetl'h, 
wi'h Colga.~e ·oental Cream.' 

and its Tamll counterpart: 

•puttu~arq~l t.al:'Um tuya quva~am 
u;utl mikka arokki.yamicgil pa~ka-l
alitt1duti kolked dendal krlm' . . . . ~ - . 

•varttalgalal colla mudlvatatalkkuda . .) - , . 
nib;ttiyinac colvatu kid:ba:rls' 

• . :J :1 • 

(Cadbury*s says (lt) better than woad&) 

t unga~ukku eo~um vlrupparnaQa ~tkko 1nt1yiv.11i 
t$yirak1tatu alVil) G.IJ~Cl poyaril.' 

(The Se1ko wh1cb you like alway.s ls made 
in Indla ... 1n the name of Allwy.l\) · 

Dependent clause& apa~t from being related 

to g.roups .. a..-e al•o &-elated ·to· ~other depen.dent. clauses 



and the eo-o~eUl't.'ing dependent stnti:tu~es gal,n an 

lndepend:ent status 'in the language of advertisen!enta. 

co-occurring dependent Gtructures ,otcull' ~ma1nlf in the 

botlycopy of adve:rt.taemen\e, but they also appea~ in, 

the headlines some times. eo.o,pte• textiles adVettise$ 

1t$ fabrics tooa, 1n the bodycepyc 

• Beautifully woven into modem styles and 
d~ud.gns blending and array,,- ~f c·o lours' 

In the agove example-. two dependen~ non-f1n1t& clauses 

are linked together.- Dun-ce:n• s 'kJ.ngsi:~• c.i.garette ad 

links a nol'l•f1n1te clause with an a:dverblal clause ln 

its headline; 

Dep"'-ndent structures a.re linked toget.hett in T.anlll ad• 

vert:l.sement$ also. · The foliow1ng are ~Gxamp.l-es of t-h1a 

type of r syntactic incidence: 

1, •mu~uma1yif)a U~i!a 'Ur:}aVi~kut WV&ifilla $lli 
~attukka!um. ~uva1rn1kka cs-e.va4iv1l' 

(All the .ingredients necessary for a compl~t~ 
nutrl tious food in ·one ,form) 

2.~ ~,a~ nalla vila1ya1 n~lla veJ:aiyat ku~lkka

( to me.rk your good j.obt you:r: good petied• 
HMT) . . 



AdYQ:l'tlstng English as ,well a& tamil are 

marked by certain high f.requen:cy grammatical featurea 

and a few low froquc!U\~y OJ:atbmatical feature& which 

at:e characterlstlc; t>f tbe :reglste:r of advert1&Jng. 

An analY«d.s of fifty sentences trom twenty rand~lbly 

selected English adverttseJnGn ~. and another f.1fty 

sentenc:es from twenty randomly $.el.(H~ted Tamil adv,eli'• 

ttaementG-:t vd"tich were taken only trom the headlines. 
,. * 

subheads and stgnature lines shows the follov;ing 

results: 

.Among sentence type&. lt 1s the m1no·r type of 

sentencetnand not the major type wlll<:h frequent the· 

headline$ and the signatuxe lbaes of 'the Englleh and 

T$1011 adverti&ement~h (see table No.1, P• 74 ). stmi

la.rly • deelarat1ve end impe:rative ,sentences, have a 

relati-v•lY nigh.frequeney •han 1nterr:ogat1ve .and exela• 

matory onee. In lamll 1t ts the exclamatory type 

which is- more frequent than the lnte!l'rogat1ve type; 

wbe:teae 1n the English advea-t1sements tt 1s vice ver·sa. 

Tbe body eopiea of these a<lvertlsementa ar.e not 
included a!nce.the bOdy ¢opy of an advertisement 
.is a complex struc,tu:·e, with a mixture of the 
d1:&j~et1ve and dtscura&ve modes of.langu.age in 
English at:ivert1eementa, wherea$ in the Tamil adv~r
tlaement,s the lahg\lage used 1n the body copies 
are almcu~t always in the d.1scu:ts1ve mode. . 



As tegards tr'ansttlvlty, ,pa.G.eive consbucUo.ne an 

al.most nil in the adveri1~ing vs~letiee- of_ Englleh 

end Tam.S.l. Of a hundred $entences analysed from 

fifty English a!'ve.l'tisement• and fifty Tamll edveJ:• 

tJ.eernentG only one p~esive co·nstructlon wae found in 

an English adVer\1$eznent. 

·' The high frequency of ;.ne m1not sentences ean 

be exp1a1n&d bt: the copy\u'ite.l'•s ambition .. to give 

more infoanatton 1n less space; whereas the ·highly -

fHq\Jent. imperative constructions ,$peale for.- the centJ:al 
\ 

p.-!nciple·ot all edV&rt1slng ... perGuaslon,. Passive 

conctructlons WhJ.eh de~peraona11se the subjeet$ and 

&l"e more trequen:t ln S(:1entlftc and other foJrmal use& 

of 1artgUage are strictly avoided by ·the copywrite~, 

whoiU'i main ta$k is persuaaio.n, which he seeks t-o pr.aet1se 

through mote .informal and personal tSt}".l.e. This. expla1n6 

'he low 'requoncy of P•:&s1ves in the reg.lster of · 

advertising. 

It A.s the independent. moodless and non-fin1 t.e 

c;lauses wh1eh O¢c:ur regularly in the ~ad and signature 

lines of adve.rt.f.semonts. lbe highest frequency is 

aehie.ved by the moodlese e1ausee end the t·oweet by the 

relative clauses. (See Table No •. '2, P• 74- )... Once again, 

thl$ .is bee~)e brevity being the matn tool ot the copy• 



writer, maxJ.mwn . compre&s ton of .languagt .S.e achieved 

by eschewl·ng complex constructions such a$ relative 

clauses, and by making tn4Ximwn use of mooclless cleu&ta·. 

Among group types, nominal groups have the high

est ft'equency • ·an occurrence ·of 110 nominal groups 

:ln 1 00 sentene&s, as opposed to the lowest f.requency 

of the adverbial group& - 32 a·dve.l'bia.l groups in 100 

sentencee (.See .table No.3, P• 75 } •.• Mo£l1na1 groups . 
...... 

which mainly.constltute br~nd·names. product. n;!mes 

anr.i attributes of products are naturally given more 

importance by c:opywx·itere than adverbiel group& whose 

ln.forma.tJ.on value J.s •ery ~ow eornpared to that of 

nominal gi'Oups, and whose existence is not always 

indlspen$able 1n linguistic mes$ages. 

Among word ·Classes 1t is the class of adverbs 

which seem to be r•re in advertising ~opies eomP.ared 

~o the high frequency of nouns and adjec-tives. (Table 

No.4; p •. 2s- ) • The occurrence of aux111axy VGrbs is 

very low as compa~ed ·to othe·r lexical end Gubstantive 

verba, the ratlo of ihe frequency of their oc;currence 

compared w1th th~ eiher verbs roughly b$lng '1:14. 
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On t.he contrary. the use ot unquallf,led 

~omparat1\fes* • that 1&, conGtructlon .such as *whiter•, 

•.brighter' ;f· •easltlf' and 'nicer' in 1solat1on are 

freely used among adjecti.ves* 

·Apart from the gxoammat1ca1 features analysed 

$0 tar which .:render the language of .Englith and Tamil 

adve:rt1~oemen\t diajuncted •. thete 1& also a linguletlc 

pecul1ar.ity character1$tlc of •he Tamil adve"tlsements. 

This peculla~ity ls caused by the constant sw~tch 

made in the advertisements from the vernacular to 

Eng1i$h. In ·Case ot th$ Tamil advertisements, as 

most of them az:e translations of the .En.g11sh advertise• 

men.ts., swttehes from the regional languaQe to Engllah 

are oft.en reso~•ed to. Somet.1m&s the language SttJ.ltch 

1s. graph leal ac well as phonemlcal resulting Ln a 

complete switch to the English language. But, somettme& 

the switch 1s only phonem1eal a-nd this results in 

transli t.eratlons. 

It 1.& charecter1st1c. J)art1cuJ.arly ot the &ngll&b 
advertisements ·ra'tber than the raml.l advertisements. 
to us~ comparatives that are unqua~lfied. Por 
example• the .subhead of of the Pab det·e.rge.nt soap 

· ad,, • washes your clothes whi te~r, brighter• doe.sn' t 
answer the question 'whiter or br1gnte,r than what?' 
Tamil adVeztls-ements use such unqualified compara... 
tlves only ln ca&e of direct transletlon,s from 
English. (For further reterence on unqualifi-ed 
eompatattves see Quirk: 1962t223). 



..• . 

No. Sentence 
Types 

. ,. 

1. Minot: 

Major 
' 

2., Imperative 

Declarat.1ve 

Interrogative 

Exclamatory 

a. Act1ve 

Passive 

No. Clauae 
!Types 

-

1. ·Non-finite 
clause 

' 

2. Relative 
clause 

3. Moodlees 
clause 

Iaf!At -!isb.·-l 
scm.tenoe Typee 

No. of OCCU%"1'$0,&$ 

.. 

En;liah T&tnil 
.. 

36 33 

14 17 
.. ... ., 

'f) 6 

6 9 -
3 1 

0 6 
. .. .. 

6 3 

1 0 

Clause Types. 
-

No. ot occurren.ces 
.. 

Ent'illsh Taml-I 

·~· 13 
.. . 

4 4 
-~ .. .. 

22 22 
' 

.. 

Total no .• of, Percent-
. sentences age 

., 

.Eng • Tamil .Eng J Tami l 
.. . . 

-

50 !)0 72 66 

50 so 28 34 
... 

10 t;O 10 12 

50 50 t2 18 

ao 50 6 2 

50 50 0 12 
'"" .. ,• •. 

50 ·50 12 6 

50 so 2 0 
' 

'' 

Total ft.o. of Percent-
clau&es age 

"~L -

~n:a-: rr·Atnll lEna. tTam!l 

48 49 t0.4 26.5 
.. 

ff n 8,.3 8,.1 

"' fl 4!l.8 44.8 



~ .. ·' .. 

No .• Gt'oup types 
'•' .. 

"· .·Nom1na1 

2. Verbal 

3. Adverbial 

4. Adjectival 

.. 

No. VJord 
elassea 

' ~. -· 

1 • .Nouns 

2. Pronoun a I 3. Verbs 

4. Adje·cttves 

5. ,Adverbs 

I 
t • t 

Iaa.\.Q. tia.tw3 

Group TYPeS 
·-·- .,. 

No. .of ocwrt•ru~e$ 

Enallsh· I Tamil 

!lS 47 

24 34 

19 13 

21 21 

Ia\'!lft ttb .. ~ 
word. Claatiee 

. 

No. of oc~uttences 
. -"· -~ .. 

.Ena.l1sh ~ T.am11 

' 
94 112 

l 12 12 

28 Sf) 

25 40 

7 e 
. 

Total. no. Percentage 
::Of.· ,e:;, 

1Ena. !Tamil_ EnG. Ie.ml.l 

103 115 51.4. 40.8 

t .. .. 23.3 29S; 

u " 18,.4 1 t .3 

tl ft 20.5 23.4 

·---

total no,. Percentage 
of W~>rds .. 
Ena • . r.am1.L Bna,. !Tamil 

l 273 227 34.4r9·3 
rt 11 4.3 5.2 

ft " 10 .• 2,15.3 

if "" 9.1 .17.6 .. ft 2.5 2,.9 



A e0111ple'e language awl tch occur a only ln 

t.ne caae of brand name·t and names of products, attd 

appear& almost .always 1ft th.e headlines* o~: a1gnature 

lines. for example. '-'n the Toll adve/tt1$emen\ for 

Hlndon fabrlce, the brand name Hlndon ls written in 

Engl1$h,. but the re$.t of the headline ls ln Tamil.; 

''KINOON vi:rv1n cru nutu var1mura1' . - ~ . 
UU .. ndon - a new way of ltvlng} 

O.n \he other nat~d. transllteratlon.a abound 

in \he h.eadllne, $1gnature line and the body copy ot 

the Tamil adveJ:t1S.ments,.. SomeUm$·s:,·· e·ven a Vlbole 

senten~e ill the body copy is transliter:ated as ln 
the advert1setnent tor Allwyn Quartz. wa,ehes: 

'hand vavunctu ittoma<tlk kuvard~' 
• • . .• • - - 0 • .. • 

(Hanct...wound automatic qua.r:tz) 

English v.rol;'d& are tr&tlsl1tezated in tamil not ·only ln 

tho case of brand names .and p~oduct name$ but · ai,tto 

ordinary ttlorda auch .as 'pack•, t strong', 'office•, 

• bathrcOin• end. 4 paln.t • used frequ.ently by the colnl'IlOn 

man in hl$ dav-to.-day 11ngu1st1c tranoac:ttons. are 

transl1to.ra.ted,. such· transllteratlon~ explal.n the 

copywr:iter:'s need to reach out to every &&etlon of 

the tiociety end to Ca:"eat.G a mass appf!al •. 



Apart from this, teehnlcal terms whi~h have 

no exact transla~1oM take •vitamins' • ''pt-oteJ.ns• • 

'<;ement• and the lUte and scientific te~:rns whieh 

could be t~anala ted but when tt-an$la t.ec:l sound :more 

unfamllJ.ar end strange to a novice are 'ran$11terated 

in Tamil. Examples of some of these technical terms 

are 'm1crof1net, 'design* • ·• ref.rigerator•, • automa'ttc• • 

'dial-case• and so on • 

. Punctuation plays an important part .tn the 

r•g1ster of advertlslng., though the curr'ent trend is 

to eschew al~ Sj)tto ot punctuation marks altogether 

ae .1n t.he following adve~isernents: 

1. 1 v.i»un't.~aw kappi arunttqum neram 
por:un tidal 'teJ'l.r blrldani ya marl' 

• • .. - < '~""" 

( G~'S ts fo~ tea time 
Give Britannia Ma~ie to sult tne o.ccas!on) 

2. Speak tlny fore!gn langu&ge 1n juat 90 days. 
French SpanS.oh Ru&&ian Japanese Chinese 
& 38 others wlt.h the most exciting Lingua .... 
phone Language Couraea. . 

3. Use K!1t med1eina1 halr tincture 
St1mulattng the g:r:owth of h~althy hal%' 

aut pu·nctuat.lon marks when U$0<1 have d1fferen.t 

meanings. Adve.ttt~d.ng· language ehow:s preference to 



period mar:ts such .as dashea, a 1.1ne of do<ts and 

stope than commas. On tneooth$t band, colon$ end 

semicolons are ha~:cU.y uted1j In the hundred adve.r

tlsements that wep: analysed ~here waa only one 

lnatance of a colon. that 1s, in ·the &lgnat.ure line 

of the Carefree ad ln Tamil (See AppendlXJ ad. no. z.s- ) 

e·nd the.n we.re ·no !nstancea of semi·co:olons. 

When e1aus.,$ or ~roupe .are ln ,~ppoatt1on 
,.~ •' 

or tn asyndeltic co-ordination., comaae: are u&ed to 

t"e,place the delQtod co-orttina~ing conjunctions. as 

ln \be nournvi ta r amil a<h 

t arok,t1yatnt aljantam.t QYJ~UltkOt)~U atiraml f · 

(·good healtJ1• happiness.• go tooethe,r) 

H~rt t\!le 11nktno $Uff1lt 'urn•· to l)e .attached ·~ the 

notme ~ arokld.yam• and * a~antam• are ~placed by commath 

In the .adverllsing varieties stops. do not 

nec&G$1Ui1ly mean the end of a &entente.. SOmetimes .1\ 

even appear$ that a sentence .i.s cut .lnto pie.co.s and 

stops ar(: tntrodueCJd ln the apprc>pl'iate places.. Thus 

a s~nt-ence in \nts ~:estir1t;ted votiety of language may 

semanttGally continue even after a atop. the body 

oopy .of an adverUeement fo·r HMt watc.t.e& serves a·s an 

ex~elle·nt example for this; 
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• HMT Qual'\z Analog El·ectronlc watches • 
. It's a diffennt wo&"ld.. A woz;ld wher:e 
tn•u:e 1t no second to be loa t.. or gained I'' 

Dashes appear frequently in the s1gnetu~:e 

lines and in the headli·net where a dependent clause 

is u&ually zoelated to a g~:"oup,. · Dashes almost always 
I 

follow a nomin,al group preceding a dependent 1tructu~e 

or they pteeede a noml.nel g~oup at the end of e sentence 

preceded by a dependent st~cture. Examples of these 

kinds are: 

·•. •complen .. tbe complete planned food' 

2. • nes<Jam ... e,l.ltil jir<lt~arnigum kufanta1 Ul)avu• 
{Ne:Stum ... easily d.t.gested baby food) 

3, • t1 tl;aml\'a parlp6ral}a ul')avu - k~Plit1-' 

(Planned complete food - -Complan) 

Yet .another important feature of \he purtctuat• 

ion. system. in adve:t'\lst.ng language is the use of undez.o

llnes. Usually the 1 tems underlined are brand names 

ot the part of the ,t~ent-ence which la considered as 

'the nucleus of the infoX'Jnatlon given S.n the advert1s1hg 

message.. The following adverttsement~ .. use underlines 

as attention catching ctev:loe$: 

•If you've the incllne't.lon, we've the t.tme. 
The ti@Sil time.• . (signature line) · 
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2. •unga+ kufantaiy~ :katug:a~at pattt~amaqe 
~gata.ra mu~aly!i ~ut:t.am fi$VY&' 

(To clean you.l' ehild'' s ears tn .a $efe and 
hygErd.e way} · 

T.am11 adverUeementG. show a gnater pt'eference 

f·o~ the u&e of exelamatory marks than English ad~ertlee

ments. Exel$matotty matkG ln TM\11 advet't1sernents 

not only follow exclamatory type. of &entent:es, .but 

quite c\txJ.ously also follow irnpex:atlve constru~tt .. ons. 

whiCh A.s .no\ the ease wlth the Eng1lth adverUsement~. 

the Iamil advertl•emellt' for Nyctl powdat f·oll·OVJS tht.s 

punctua,ion dt\vlce, 

• .e:rippum ert.;qaltml tarum. ·vi¥o.rkkutu 
\o11a1ylliruntti' v14utalai pe~uvlrl' 

(Be t.ne from the lr~;ltatlng, pJ:lckly heat) 

Therefore, punttua.tion in the adver\ls11'l9. 

copy as Leeeb says n .ts peculiar., la)}gely because tt 

imi~atos the :rhythms of spf!u>,eh and expounds a -ind ot 
grammatical pa'tt.ernlng ,tat removed from that 'Which 

punctuation ~o.rrnally .has to deal wltb." (Leech: 1966:63) 



the co.pywr1 ter, once .aware, of t.be 1nfomatlon 

he needs to pusent in the adveJ>\lstng rnesaage ( •rma·t') 

taqea tn& task of pr<G$enting the mesaage ln e f.oxm 

('now•) thai wlll cl\tftg$ the pass1v.e J:eader into a 

potential c,u,t:otner. Tbe fundamenbi . ~nive,~>sal mecsage 

of all adVe:rtletng ·campaigns necea•ltates dlver:slficat

ion. As tt.a .lot. .ot copytblnking h.as to pl'eCedf;! eopy

w.t'i.ting" <Pandya; 1977c30) the C:Opf\vr1te~:, whose aim 

I.e •poe\1ci.~ing ot consumer goode'' • (Hayakawa .1n 

Redtomu 1982:274) like the poet. takes :t!be#tiea 

vtlth the language. The ereat1v1ty \l'h.1ch. he seeks to 

achieve La $OmetJ.mes eteect&O thro\lgb de-v1a\1ons ·-

.the$e dev1at1ona function at various levels of t.he 

llngulatic: fr.am.ewott~, ;f'lamely, the phonologl<:al• 

grapbologtcalt lfJXS.~al, grammatlc&l and '~ semantles 

and aomettmes by the etQployment of. .. rhetosolcal devices. 

Since adver.is1ng .1& ••a1.1 about associa"lonn.,. .associa,t.lng 

a parti.culc.u:· product wl tn a pa.rt1Culeu: f1.rm and witt\ 

an idea of quality• and so word and thought asGoclation" 

(RedfemJ 1982t210) lt ts natural tor the copywJ:ite%' 
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to make use of a:-hetorlcal devices auch a$ Gltn111e .• 

rnotapho.r, allusion. pun and eo on. The cl.'eat1ve 

element ot the adve.rt~sements alee, soMt1me&. telJ.es 

on introdue!.ng tpec:i.al pattem& of :regul.ari·ty into 

.language such as ;taysne, allltoratlon and pa,rall.el.l&m-. 

In thts Chtipter, the ¢a\eg<ut!es of graphologlc~l 
- ~ 

dev1at1on •. l&»r1ca1 violation,; somantlc; deviation and 

<:ontextual devla\1on and •o• o.t tho J'tu~tor1cal 

d&1t1tea in ~'elation to adVert1e1ng language are 

dlseu&s&d 1n detall .• 

orthographtc v.iolati.ons oar& abunaeni in 

advertts1ng English. Spelling cha.ftge• are cotn~non,, 

both in brand name$ end tn the te•t of adve.rtl.sernents. 

Brand name$ tnat are mis-spelt derivations of other 

English wo:rdG but \\"hlch retaln their original pronuncie· 

tlon thu• achieve a \in:tqu& ortbograpt.lic lma{Jt:• •Happy · 

days a~:e here again ••• • says the 'thums Upt adJ whereat 

·the tbril ad pr.OJn.tsea that • ther~ t.e notll1ng like a 

Thtll''. The elision, of the letter 'b1 in • Ibu.mbt1 

and •1• in 1 Thr11l' gtvee a eaauai tilt to the ·ads 

that goes well wlth &oft dr1nkth 
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Elision of the letter& •a• and 'd' 1n the 

co--ol:d1nator •and' baa also become very ¢omon tn 

advert-isements~ Examples of this kl.rtd of elision 

are •waall •n• Wecu,\'•, •·coek •n• Gt1.11' and 'Black •n• 

White•. The Liltlca .ad with the $lgna\ure l!ne., 'Ltmca 

ls ve~l veri lim• "n' 1emon11 is stJ.ll ,another of the·se 

kind of advertl,settlents whleh, indulges ln a lot of 

orthographto devtationtJ tn .tts advertising message:. 

(See Appendix; ad~no. ea ) • 

Le~t1ca1 violation pxov:ldes the eopywr1te~ 

with a number of p0&$1b.lllt1es to practise hls c.teati-
., 

vi ty • Ae Pandya tJaye the copywriter can el ther nave "a. 

:t'e~ourse \0 functional conversion.: o£' ·he" ean introduce 

neologi•s and non.;e-fomaUons., or ~lse he can make 

u&e of anomalous lexical ·eoll.ocat1on to· sat1$£V hls 

need to express himself itnagJ.na\ively.tt {Pandya' 1977st6) 

As •ttmctlonal conve!'o.ion' .t& also a type of 

graromuti<=al v1olatf.on, lt has already been discussed 

under the beading 'Grammatteal Oev1at1on~ (See chapter:
) 

111 - 3.2 •. 2.2) 
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the language ot advertisements has no 

long.-la$ting 11 tftrarv valut 11nco 1 \.s aim. t·s not. 

to c;~ate an ev~:tlast:tng itnp:;ession on ~he mind of· 

the zeader aa wQrlts of al't ;md lltqrature are expected 

to dOt but qnly to catch 'tM 1mrneaS.ete at.tentt.on ct 
the eatual onlooker and to pelt'suade him ·to .buy tlle 

p~octuct ad.vett..t:t.ed, 

tbentore, poetic tlE~vf.ee$ auch as neolog1:sms 

01: cotntng of new wot:d$ to CJ.xpress ann a$sooiate 

eolt'.p.J.tut ideas ar~. rd.ao rnade \tp for the occu.·uJ1on and 

remain unabsoi:'beo by the stcnd.ard language. such 

.neologt&rns Which al"e <ooined by "exte.nding rathe,J!' 

than b::eaking the boundartel> o£ the rules"{Pandyat 

1971• 1 a-1 ·9) 4;atl ba called ~ fiOnce--tormations" ( Leeclu 

1966: 178.}. 

These· neologlsrna a~ mostly t·ozm.ed by means . 

of' compounding ai\d aftlJtatioth l.n advel'tie:J..ng 

English ext.en$lVe premod1t1catl~ of--·th4)· noun head 

ls carr.ied . ~through compoun.dlng. As a J'eSUl t, t.het:e 

an: more met.ances of compound pre-modlf.lers then 

compound hea<le-. Sonte ·cucamplos of suck compettnd 

p:te-aodlfit.~a a,te t>Qera ln. \be tol1owi:ng advert1aell\ent$t 
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"That oace•lA•a•11fetlnte occaalon •• •" begina .a Modella 

suiting •ssage in the headline wnlcb 1s completed 

by the wbbeadt • cello fo.r tbt:t one-of•1 U•kS.nd su1 tln.g • 

:mode.tla". "Whi:tpe&'•soft Eihadet" destt:l"s the Luxetl 

silk ad, 1ts emulsions, The ~,td fo~ Redo ~thces ti.mply 

hae one wo,rt~ fox 1tG. adv,ui·tlslng message:. • styleptocf'. 

Yet another &dve~tlsement of the &:arne aays \bet Redo 

\4J&tche& are *Valueproot• •· 1.t is ltnpol'tani to "0~· 

\bat .ln these nonc:e-fonatlons the biphen ·wb1.~ll J.nai• 

cates: the compounaS.ng •f tile adject.lves does not 

ex1$tt th"s. p.resGnttng 1\ es an bolated wor4. 

Adding en t\fftx to an al•e•dy ex1$tint 

word to t.orm a new word ts :$lto very coa:mon ln adv·er

t1s1ng Engileth thu$ Weston colouc 'JiV, *ov,colou-l's1 • 

· 'outbr1ghtens' and 1 .outdet~i1s', every ·other colow: 

TV and Cadbury•s choeo.l:a\ea have a •cbewey., tthocolatey• 

goodness about tm.m. 

Anomalous l~utteal ,colloca·tlons ate often 

used by :eopyw~1te#S Who want to ca\Ch the custot'l\er-1 $ 

eye by ualag st . .t.lld.ng end new adj~c\1vee that would 

.bring 011\ tb~ qua11.iie.G of the prod.~t. Rado watohee• 

• StylepJ.'OO.f' and ntaluepzoof1 are on4e again ad& that 
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make use of unox-thodox combination of lexical S.tems 

such as :t,styl.e' and 'value' wlih 'proof'J in contrast 

to ·the ottuu:· two ads of the same company whleh Gay 

that Redo wat.che& are •scratehproof' and 'TI.meproo.t• 

which al'e collo<:atlons pl'$Valent in normal usage •. 

The influence thi\t the English languag$ 

has on the vernacular 1s som.et.S.mes reflected ift 

the 1$nguage ,of adve~1sements. ~· li.ngl.lsh ae 

well as the Tamil advert1seme.nts sometimes have words 
/ 

that are par'tlalJ.y £ng1tsh and partially Tamil. 

In the Tamil advertlsemen·t.s., lt is ·usually the plural 

eutf1x •-k&l1 which ls add&d to tM translt·terated . . 
noun.. Thetefcu:e, the re$ult1ng wor-d 1& a peculiar 

bleftd of ttu~ Sngli&b wotd translite.re\ed in ·ram11 

w1 th the Tamll suffix atta,cne4 to 1 t., for exampl~, 

t dak\ark,al • and ,, ·pencllka 1 •· • l<achX'U call·f.l' .&uth . - . _, ~ ~ 

wo.rd$ 'L&x1eal. Hybrids' {KQchru; 19&3). the•e leJ¢1-

cal hybt:ida sometf.mes et'pea.r in Engl1$h advert..l.te

ments also, fo~ exa.tnple1. the ViOX'd 'crol:'epat1i tn a 

lottnrr ticket ad-. •ct:orepat1' J.t; a hybrid of the 

. Engltab •crore• and the Hindi •patJ.• me~Anlng • lord·•. 

Lexical viol.at.ions other then leXl¢al 1\ybrlda are 

rarely s-een 1n Tam11 adverti.Gernents. 
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Semantic Dev&.ations 1tke· paradol ahd contzoa., 

dietion &h powex-ful tools in the hand$ of the eopy• 

writer> a& they are with the poet, who wants to p.rojec' 

or for.agtourui hie adverti.:slng me.ssage by tne ver:y 

nature of lts <ileviatlont though as Leech eays ~any 

1~tr1n;emtfnt of the seman,:te code of a language ts, 

by 'the &ta.ftdard ().tf UO·l!'mal r:.P111mun:teati ve function$ 

*a piece ()f nonsen~Je•. However., he adds, "This does 

not :ne<:esoarily mean that it will ccmmunic;ate no\h1ng* 

(L~ech c 196th 179) • 

Seman\.le i1log1cali\y occurG ust~ally v;hen 

\here ia a collocation of an•rnalous lexl·cal items. 

• W4'Hl,...,.a•bae1c~1fterence•· prQCl.a1ms the Gwallo:t S;rd. t-· 

tng tul, while Dj.n.esh worsted St~1\1ngs: ad confirms that 

•only Dirutsh design$ the essential dlffet'~nee'. In 

both tneae ads• an abstract noun is uaed 1n place of 
. . 

a eoncr$\e one~ the Dulux Vel:v(;)t. Touch a<l invite$ 

to '*Paint your wall.& with VillVet Touch,. And wa~'Ch 

the.m <;ome alive with the glow of pea:rls. lt's V'1aual 

mu$1c •.•• lJuitiiX Velvet. Touch is ~ dream ln 39 .&hades •• ,. 

Like the mystique hint of yellow in an Easter Ltly~t 

01:' the shyness of red tn a Apple Blo-ssom. Such a 

rangf) of shades ls a beautiful pertiuaelon'• 
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*Now drape your Walls wl\b &ilk that 

whi,tptu.·e• say& LuJCol e11k emulsi$ft ad. 

Both the abave advertisements, enttr·ely 

dep$nd for their appeal on semantic illoglcallty 

that pe.rvades the entl.re texts •. 

Ia spite .of the oOGurrence of senuantlc 

deviation& to a 1a~ge extent ln the othez ·ver1oti.Gs 

or uses of 'Tatall. there a;-e .fe·w &emant.1·C <leviations 

t.n the Tamil. adver:tieements. This m.ay be because 

mo$\ ot the ad'Tet:t1semeJl'ts in TaMil tilt for that 

matter ln an.y •eglonal 1an.guagf) a~re mere translations 

of the English ones, a.n<l most of these translations 

are not done by p.tOf$tslonQ1. copyw,-tt.ers but people 

like journalists., wz-itel'& or tran$lators; moreover• 

a st"·11lt WQJ:ei-to-word tr-anslation of an EnglJ.sh 

advert1$4!11V!tlt into the regions! language elamps 

the 1tnaginat1on and cre.atlv.ity of tbe <Qopyvalter. 

Also. untr:antlatable :devlee$ &ueh -' puns, topical 

al.lusicns and idioms pose ano the!.' ¢.ruc.lal pr~blem 

fo~ the adver't1s1ng translator 9ihO racoutte.s to the 

tU~t.n.tes-e$tlng ~u-11 pto$e of the normel ueage, whi<:h . 

L$ completely out ot place in an advert1.tJlng situation. 

As & result_, any soJ't of -creativity as such suffers 

a. serto\!s set•back tn T~i.l adve.rt.lsementa. 
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The uso of language ttl a st. tvetloa not 

appzoop~::1ate to that pat'tlcwl-ar use causes what 11 

kno-wn as contextual <tevtet!o:n. •aole b0r.):'ow1ng• 
' 

is an aspect of the ver.satali.ty allowod within the 

11ngui.at..1c f:rarnewor:.k of ~he adv~~t1s.1ng sl.tuatton • 
• 

Role :borrow1ng .l.s nthe use in on~ role of 11ngu1$t1c= 

features approp.rt.a·te ·to anotbe~ {Leech& t966a1.00). 

Role borrowing and reg-.ster m1;x1ng, wnere the .:tegtst

exs of two o.t more ltnguts·t1c :role$ a::e mlxed ,~ 

juxiaposed, al'e types of ~on,eJCtual deviations 

allowed £uUy ln the eclvert1$1ng va~:1et1es of Engl.1sb 

and Tamil. 

Contextu~l devtations of theae kincts are 

not R*lc;e$sar11y extended tdlr:oughout an advertts~ment. 

S9ntetime$• tll~y appear only In the headline, or in 

the: signature l':JUh Ve~y ,rarely are they sustalned 

throughout th~ body eopy. A Tamil advelrtlsement 

fo• Dinesh sultt.ngs. · f'er example• rend.e~$ the whol,e 

adve.ttlsing mes-sa9e in the typical man9er of a wan ied 

column aa; 

from the supet!l<;l'i;pti\')n, 

tiv:at - 'tival - tevai 
(want-ed ~ wanted • wan·ted) 
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•tevat t ibicarutaoa antbactbu' 
- , - ~ 

(Wanted# an offi¢e~~:s status) . 

• thagutht: a1)1bavai at!ubava puthumal 
a4a1yum vaJ)~am a~alJ 9dailile athu 

megma1 the~guthl pe~~l~ukka Vit:u:Jum' 

•(Quall~icatlont &hould have the· quellt-.cat.
io~ of eoftnes$ in it$ style so tha\ the 
wearer can have a new e;cperlence) 

'f '""·;,.-u o•"'••-• J YCllif go \i>U'IOJ4 + -iO •• 

(e·xperlenc(l: • •,.) 
( Ag~H -, -• .• -• ) 

the whole ad is ln. the fol'!Jl of a dlftereAt type of 

&dvetrttcement that appQa~s only in the wanted columna 

for job seekers. 

on the other hancft \11~ tngli_sh ad fer Piccolo 

coloux- film- negative has a tYPi-Cal fatryntal~e lito 

ending for its signature J.tne,. 

• Wlth Piccolo all. thote me-mories live 
happily ever afters• · 

Atld.cut1ou$ly -though, tne bo4f copy of the same ad 

ends with tn0 ph:rase .'(Yfictt' upon a ttnrel • ,.,.. a typ.leal 

lair¥ tal-e oog,.nnl~g-: 
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·• And all your stories of thetr Childhood 
w111 sound like a bef;lutlful fairy tale .. 
about what ft.apperted. once upon a tlme!' 

Sometime$ lt b~comes nec:essal'y to supply 

en tmaginary context for an adver,istng message in 

·Ol"det to get a e~eazo, eomp.lete picture of the message 

and understand its meaning.. Tbls type of contextual 

dev1att.on 1t called ttimplieation of :Context.• (Leech: 

196tU180),. fo» example,. tn the headline .of tbe Piccolo 

colour fllm edt 

''She was thfi prettiest 11 ttle Red Riding 
Hood. Only stae•d have rather been the 
wolf' · 

the pronoun 'ehe' has no 4ontextually determined r:ef.

erent,. the copyw~iter asaumes that we have •lready 

been introduced to t~ per$on. The .same applies to 

the Tamil ad for Hox:llcke, 

•nJ.q-ratyamega avarga.\ukku vig<Jlyaihu 
kiqatkk!tatha?:' 

(Do they really gel what they need?) 

some·tlmes an adverUs.tng meesage J.t.r given l,n 

tho foxm of the continuation of an J.mag!nai'Y sentence. 

The contf;utt.ual 1n-¢ongrui:t"Y thus caused demande a 

11ngu1sttc end non•llngult.rtic context to .be suppll.ed 

by the reader. The ad tot: •cur• ty.fes begins thU$ 1 
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'\\'l'uJn people tGJ.k about the quality of .. ,......... . ~ 
• &V<~;J··· * ~ 

Here the '·debate• of the slgna.\ure llne indicates 

whet preeeuea "J.n.tbe bOdy copy of the·ad whicb is 

_ blank but for the numerous dashe6. and appropriate 

punctua"tlon maJ<k$ that denote an imaginary debate. 

· 'Jhu$ tn. reader .ls eape.;ted to sttppl y the mlsslng 

.contextual link (See Appendix; act. no. 3Z ) • 

R·ole borrowing ie often seen in Amul butter 

ads wh1·ch a" famous :for theiJ: ·witty slogans •. full 

of puns and top.lcal allus.loru.~;, One Amul ad1 thu&, 

in an att~mpt to ·uce the va.tle\y of language used 

in c-ourts pi'Oclatm$; 

The context 1e e•pla1ned further by the help of the 

visual • the Amul child ln the gu:lse of a judge 

¢Jronoune1ng, &$ 11, thct jtu:tgement. Role borrowing 

combi-ned with mul\ip1• meanlng en~neee the witticism 

end l.lve11ness of the ad .. 

Two other ads whi.cb •erve ae excellent 

example.$ of centetttual deviations .are the ones for: 



-93-

KeJ:"ala Tourism Oevel.opment corporation and the Unlt . · 

Tr:us\ of lru.U.a {See Appendi:ttJ ad.nc&. 34 & 35" ) • The 

fomer, a ·case ln role bottowlng rendota 1 ts adver

tising message 1·n t.he tom and style followed by the 

we~kly forecasts accot'dtng to the various signs of 

the Zodir;lc, \bat we come acro:S& often ln newspapers 

and rnage.ztne&. ·the headline of the ad ·almply .&aye: 

This 1& e:K:ple~ed by the ;.tgnatut'e line• 
( 

1 Tou•ietn week t982 
29th · Auguet to 4th Septembe:r• 

and &ttll further.by tbe body copy which .beglft& ·thus• 

• This week the staJ:& foretell of trave·l· 
ot d1&coverv...... ' 
••• Favourable di~ectlon ... south. 
More exactly, the South-We&t • Ke&-ala.• 

The latte:r., that is, the Unit Tru&t ad• is 

an example of regl.ster of .epo~ts. ln thi:$ case, \bat 

ot the football game, mlxint with the register ot 

'&dVel't1&1ng to c:onvey the .~dvert1slng mes$age.,. Register 

mi.xtng is found in the headlifie; 

~At a football. game,. a bat-tr:lck 1s a 
possibility. · 
With ULlPt it's a cortat.ntyt* 



-94-

1 iU.ght ftom the ktck-oft, ULIP haG shown 
an excellent teal avetNlge. Its eeorlng 
rato.... *.. . .. 
Like the dependable .centre-fo%war(:l who 
weaves his way to goal efter goal• ULlP 
$pel1.e su~:e\y and t;ecur.tty. • · 

The c.reativ.e copywri tor 1n bts keenness ·\o 

immedi.ately attr:aet the· •ttentt.on of the reader makes 

use of s1Dlll1e& compar-ing the product or the qualttie.s 

of the product advex-tlsf!ld to .a w.lde range of thing$ 

from the most concrete to the most. abttract.. Apa&$:a 

and Natas-aJ Picture penci.l$ ad claim& that they ;ome 

out 

*In such eolourful deslgna., it's like 
w~:itlng with a ratnbowt • 

• Soft as a whi.s.per.~ .•• ' begins the :headline of Luxol 

emulsion ad. the Blue Lagoon Jean$ ad carri~s the 

l:'equest ''vat-en yout .Blue Lagoons fade ju:st a.s the sea 

fades into the dl$tan¢th' 

S!m111es oeeur la:rg:ely in Tamil ads also. 

A Jol\nsc:m•s Baby Soap ad elaims tba't 1t is, 

'at_!@aiylf! piqam pol ath1ga me.gmatyanathu' 
{Ve·r:y soft and gentle .like. mother's ~ff,ec·tion) 
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Ponds Vanishing CJ:e-am ad promisee that those who 

use it are sure to have,. 

'pa\~u pol mef!mal• pa;,a;am pol a~agu• 
(Silk 11ke softness,. coral like beauty) 

"ln a s1m111o • campar1so.n between two 

different thlnus J.s 1nd1cated by the word •like' 

or • as•" • obs•.rve$ Abx-ams. Whereas 1n .a metaphor. 

,. a word wh:icb ln etandard (o.r 11 teral) usage denote& 

one klnd cf tb!ng, qualt.ty, or action. is applied 
.. 

to ~nother itt ·the form of a statement of 1dentlt.y 

instead .of comparison" (Abratnst 1978&61 )., Metapho.:s 

are more effective than a1m111ee 1n that they are .. 

able to .;onvey more meaning in less numbe~ of words. 

Whlle the ecunparison wrought bY l'OOans of s1m11ies 

are expll.elt end therefore the number of words used 

ls larger, the meaning conveyed by r.n·etaphors ere 

more p~eeiee and, powe.rful besides being effective. 

Therefore, not $Urpr1.sinqly, the copywriters of both 

the English and the tamll advttrtlsemente .largely 

f av,ou.r metaphore: 

1 • • Dinesh is deslgn$• says D!neoh Su.i t1ng a 

2, 'It is not just a shoe 
It ,1$ a. decision• · 
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•neJ:a,1n a;agu muganga.t.' (1ST watche$) 
(Time"& .Beauty faces') 

*mangala math1 mugathil me~ugu\i;a • (:E.yetex 
. Deluxe.Kumtum) 

(To add elegan.ce to cbaming moonfaee) 

In orde~ to intenetfy ~the relat.ion~htp 

betwe~&n the product end the customer, the eopywr1.ter

o:ften \l&~$ language figurattv~l v. ~mploying the 

device of p&~nt.ft-catien, flhieh endows tht produc:t 

with human qua11t1~S'J· .fMlings and a~t,ivt. tles in the 

advert.! sing tnC1HtsagQ * 

'the l,d()nt1ci$J. T¥1!n,s• stat~s the headline of 

an maT ad pointing tc the HMT el.eetronic •. analog• 

watch and tbQ HMT. UJ$~h~nical handwound wateth A.n.d, 

• meet you:t perscni)l bodyguard' 1n\l'Odt.ac.es the head

lin& of the Ct.nth¢1 soap ad"' tho Tam1l ad for Pal 

d~·tergent soap in .t ts body ~PY requf)st.sa . 

'pi1 kuml, vira;-tut.J:ei qey.alpaqa aownat1yunge~' 
(Allow P.al foam warriPI'& to act .•. ) 

I 

ln all \be aboVG \bft.tt advel'tlsement$ tnard.mat.e objects 

such. as wa.t.ches• deodal'ant and dete:tge,nt soaps M;'e 

personttled as anima\e be.tnge aftd are labelled as 

• twine• ., 'bodyguard$' and •wal'r1ora' •espec'ttveJ.y. 
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AllU$ion 1s an eJ(tellent devlce f:or the 

eopym1ter who $tek& expx-essivene&s along wlth . ' 

economy of wot-ds. · .:' !he ~eder is expected to under

stand the aavert1elng meesage by bxinglrv~ 1nto. 

cont.ex.t ~otneth!ng fx-om bi.& own experience.. In 

adV$.r't.1sem&nts thJ.t 1& dOne usually by quot.lnt:• 

or retetJtln.g t.o a penon, object oz event of cur•ent 

interes-t. ••I t i& a valuable leboul'"•savit&g device 

whlcn, if p:rop-erly used. 1\as the effe.ct. of pushing 

a button that gtve·$ the wxlt~er tl\~ bentfit of an 

area of refex-ence witbou" hie having to spell it 

o-ut~" (Jotdon in P1Uldya: 1977135). Dunean'.s adveZ'tlse 

thtSir ciga:rettes by quoting from O;ear Wi,lde4 ·•A 

(.:J.gax-ett.e it ·the ptu:fect type Gf a perfect pleasure'. 

Copywriters.~ sometitnes expla1t1ng the latest 

inte~ests of tht lit~rNate section of tne public., make 

use of toplc:a.l .ellualont in t.helr adve;rt:L&1;ng messages .• 

MGst of 'th$ Alr India ads, Amul butter ads and the 

tecent crown TV ;SJd$ are all ed~ car!fylng toplc.al 
·It 

~lltu'J!Ontl of the concerned per.iods.. The to1low1ng 

a~e a fow of suoh intez~HJJting ads, all of which carry 

.an all'4tsS.on to the recent c:tleket test series between 

ln.dla and t!)~ We$t lndlea~ 
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'· • • .con• of a sunny era 
utte,;ly 'batte-r1y1 Amul' 

[ th1& 1& an .AmUl ad· ln pralte of Gevaskar, \be lntUan 

criet&t plave.-, for b.:l$ 29th century • wblch was- a 

• Doh &radftlan* ~llke f\lat.- in the lN:u:en•- test match 

betwe,en Inola and the we·st Indies {See Appendia; ad. 

no .• 8 ) J 
.. 

·r the ma\cl\ 1s overt 
But ca~ry on wltb .... crown tv• 

"Llve eovez-age _ 
see it all on • Crown rv• 

• wtto wJ.na ·th.Et tCrown' today1 _ 
\ll'h CroWl\ 1V ·evel'}'body feels likil a 
winner .• ' -

'Whleh way will the •wtn<t.l•' blow? 
see 'tbetn on • Crown ~. • 

• non• t tun eutt 
stay at ~tome· wt t.h crown- -TV. j 

the following an eorne of the Amul ads ot' ·t.oplcal -

intet:eat; capturing the mood of ttl-e appi'OpJitate 

momeatst 

1 • ·• sunny ;id-e upt • 

2. 'The International cheert of ·the child • Arnul • 
{*c:htet'' rhyming wltb •year•) 

3. 'l<ap11 of tl\-ese makee all the dlfferonce 
• AmuJ.• 

(•couple* rhyming wlth *Kapll' .. tne name 
· of a famous lndA.an Q:rJ.c:ket.et- -- Kapil Dev) 
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4. '*Block d~iec! ·• Anaul' 

5., 'Hutty Ho-e Hurry .,. to Amul' 
(rhyming witt\ the· religious. chant •Hart. Om 
H&#l.~} . 

1. •Paul lo Roanl w1~h ltaly butterly Amul. • 

..WOI'd-p.lay ,with ttG dls'\ort!on&t blful'cat• 

lons and re•cl!'eatton.; lntl'oduce.a ·variety a-nd t:e-f.resh•· 

ment. lnt.o Gatu.tationtt s{lya Redfern ( 1982 J.26~) • .Puns • 

the mos' tntensttag of e.ll woJ'd-p1ays, &I'O ~conomlcal 

end labour-saving devlC9J$ favoured very much by 

4:opywri 'ters. Puns may e·itbel' Elt'ise -out. of homonym.y or 

polysomy.. Punning ma,ke& adVertising 1n,tere.st1ng and 
'.f., . 

. pays a complimebt to the tea·der: wno -understands ito 

subtlettee t)nd thus naturally promotes the sale .of 

t.he p.rodu-et. Howevel'• ·wh~n a eopywrlter makes eue~ 

sophletlcat&d use of l<~nguage lik$ pun.a and allusions, 

he naturally addre~ses only· a limited seetlon of ·the 

putJl$.c .... ·especially tbt eli.\ist audience. therefore, 

1 t 1s J.mpo:rtant to obt~tti'Ve that &'t is the adveri1sementa 

for luxury lt•rns such as textll.es, cosmetics, telGv1s1ons 

• and airline· advente•ente that ·make use of ambtgut.tl-es 

like homonymy,, ;pOlysemy and puna.. Utllltarian products 

sueh a& deteJ"Oeftts t medicine 1 bev.erages and so on ba.v~ 
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a .mors dine\ way of acidftasing the audietuu; ..... 

w.i \bout .any $UbtlC"t\les oJ; wo~d .. play. The V.lmal 

textu~1aed Ya~:rt advert.l.ae$ its product thuau 

· 1 Wha~· you &ee in 'his photogJ:.apb 
. tsn• t Jtu;;t .another ~~~~· .. 

\"tbile the visual suggesta th$ 1lbe:ta1 meaning of 

•yam•:, punning on tho word tya~n' • 'the l<.U..orna~lc:. · 

usage ot • ya~m·• in tbe 1ingu1stic me&lage ~ant 

that • it J..a no-t a story O!l' a 11•*. Similarly, the 

Rlcoh Quartz wa·tch ad pr:QUdly puts. forth lt& trade 

name as • The Name to watch'' punnl.ng on the . word 

'wett:h' which can either denote a no~ft or a verb. 

The. CI'Qwn TV a<i tu:adl1he1 

"Wbtcb way w11~ the W1nd1;e bloW?• 

puna en the woN 'wlncU.e•· whicb la a le.xie&al vi.olat

ion of the word 'wind' a! well as 'th'i term 'We.s\ 

Indies' • th.e slgna:ture li·ne of N.erolac paints say$ 

•hat 1 t t:e • alwaye · .,.. a. Ghafle bette:-• ., f~gre~,~;::fs~~'Cie' 
. - "'~--~-~~:._~~,.,..,.r-.,~~- _ _,;~;,...<;:~'.'---~;- -,-~ 

~p~an t c:olou~', as \\'ell as • a step further' • ln 

1d1omatic U$age. 

Phonolol)ical and syntact.tcal regularities 

like all1teratton1 J"hyme and paralle11• also ,add 
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to the ereatlve aspeo\ of advenitement~h Tamil 

adver:tlse#\entt whi~;h unfortunately thOugh sttangely 

lack ·the tophlst1<Cated w.t.t, wo:;d play and Utle of 

f1;urat1ve language of t:h-e Engllah adVerttaementa, 

on tbe othe1r band, abound .tn alli.\tu:atl.ons and s-hymea. 

Tamil adVettiaeme·nt& glve more ·importance to phono

logical pat"al.lellsms than, to any ••heJ> J.1tcu.-acy or: 

l'netorlcal device. 

Alli~rattons are common in the beadlineo 

of 1'am11 adtn 

1 il'ikklvam... .iftent.ham'. enrukkon:nt ithiram • (Bourn-
/A!/ ' "tail " -~ · --- I~= I · v1t~l 

'uruvathtlum 1yakk&thlltnn u.}.~a v11aU:ku 
/u/ /ul 
utamtba mathippsi peruttlr• {Orient fan.s) 

/ul 

i:ingalal:ithJ./:jga~lll:irugu~~a• {Eyetex) 

'1r.ukka 1tukk.a 1obam t~thlvarat• (Panama 
/il lll /1/ /tl cigEirette) 

aa w&ll .as ,in English ad$1 

1. •grtyl.! aeps up .Ql~n1e.s' 

2. '£erfectly blended tor that .aedect . .Qlea.st.u-:e•. 

Rhyme$ a~e as v~14ely uted as alll tet:ations 

1n Tamll advo:rtlsement$t · 
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*maJ!ath:\nat kavalfum pa~.apa~appu 
utcu:itha kivl pilleh q1~appu• 

'la~f1tham~g~ u4a1 af}l11athafku 
t~qai u<Jaiyo~ldtu' 

/ppu/ 
/ppu/ 

/ku/ 
/ku/ 

ln the fi.z-at ad ttwi eonsonen\s end the vowe 1 :. cluster 

(/ppu/) of \be fSrnal word of each •errl!!~Ce i'hyme 

with ~ach other; whe:t'e.aa 1n the .$econd ad, the medial 

consonant /t I of tho fl&-et wor:d of each line and 
also the final cotU)CJ\an:t .and vowel. clu,ste·:r: (/ku/) 

of tbe flnal word la eacb 11tilf. r-hvmCJ with each other. 

R'hymes oeeur lat:gely in the headline• .and 

$ubbeads of the English ad~u 

Here • far•; J'hym(tG with "·bal.'" • 4:nd in the Marte 

Biscuit. .ad -.. 

• Guests foJ: . .l.tl! 
Bring out 8H"'tenn1a Ma~!i., t 

Here the final vowel /it/ of \he •tea' and 'Ma·.r:ie'' 

l'hyme with each other • 

,Parallell$tn can be either phonological, 

lite alllt~ratlon and rhyme. or syntactical. ~'bile 

deviations are abbreviations from standard usage, 
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0 

pat:al.le11em a Ot9anJ.zes languag-e nliit'G' l;'Gg\ll&.tl Y than 

1.\ normally 1s, by repetittonn (Pandyat f977t38). 

- .J.n syntactic parallelltun, deapi.t• the choice 

allowed trom a variety of etructures, the stweturea 

are repeated to produce a hypaotle effect whleh 1o 

very effeet1ve tn the advertising attuatl.t)ft.. The 

f'ollowlnq ~avJ.era suiting ad bas the &tructute, 

article + noun; article + nottnJ .article + adj.eet.lv& + 

noW1s noun. Tnus the patt"m ettt1~1e + noun is 

%epeatod. thr~e· ttme~n 

'A Herltage 
An Image 
The New E:ta 

Gl'avlera• 

5.1m1larly, .1n the tollo\vf.ng ChaJ:m1nat- headline. the 

pattern ve!'b + PJ:"onoun + artiele + noun 1$ tepeatf:td 

three tlmest 

t Give me a drizzle. 
Give me ~n ·umbrella. 
Glve me, a 'Snuggle .• 
And give me· the taste .of toasted tobacco.; 

'F.rom Polyster "<thips' to yarn 
to fab~1cs to g~ments.' -

Here tt'l• patt~.tn :Prepos!tlon + noun is repeated tour 

tlmes. 
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T:he Verbal repeti.tl.on Of th~ WOl"d t getting't 

1n tb.e body eopy of the following Wills filter Klngs 

ad causes a v~:ry strong syntaetlc paralle.lltrru 

Verbal repetit:tone al·ao aometime$ l'S&ult tn an 

open..-ended parat-acUc construction it& tn the ad for 

Chopsticks Chi~eee restau:ant -

ThQ us~ of 1vhat ta kno\m as sty.llstlc switch 

in the adv·ed.lsing n: .. seag~ al..$o cont.ril>uter; to th$ 

creotive element ib the advertising vat!ety of language .• 

Change 1n the stylo,. v.'hich tbe copyw;i:te:r makes ta&e 

of wnt;n h" &uddenly $witches over ltom a fo:mal to 

a raore 1nlorma.l, ¢a.ttual or co .. tloqula.l .style, 1s essen .... 

tt.ally an .attention catching devlce,. 

· tn the adve:rt!eeJnent for Clear-tone tn T.amtl• 

a $Udden change ia. the style, f.r_om the f.ormal to the 

colloquial. is s.een in \be body ·eopy of the adVel"t1ae

mentc 
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'lya:rkalyodu J.yarkaiyi.l ceya1pad.um kliyar..iodon 
. - . - ~ . . . 

C\fagu cippakkutbu ungal. tn$1'j1ya1, 
;DlkkuSJlumicumaJtukkalal ••• 

. ) 

The uftdet:llfted p«trts .ln tbe .abe\te advertlsement am 

col.loqu1al1•ms a.& fa.r- as p:onunetatlon is concemed• 

and wov.ld teed ae 'filVappakkuklratnu• and •ntk·kuki~athu• 

ln fozmal V~Ji'1tten or spoken tamtl,. theee two words 

stand apal't tr<>m the :l'~&t of \he 11ngulsU·o message 

wnlch 1& ..-ndered tn fotma1 lara11; \hus s-es:ul tS.ng 1n 

a styll;;tie aw$.tch. stnt1lar1y, in an English adve:r:... 

'tsement for Clar1dges Ho\elt contemporary formal 

sngll.s-h etyle ls jtUl.tapo.aed and tal_xed with $11 old 

English style that resembles the style of '\be Slbllcel 

&I'Eh V.'h11e the nead11ite of the advertisement begln& 

in:' 81bllcal. tones the nat. ot the advertlsemen\ is 

reru!ered tn tow:rnal Jlnglisbt 

10 come a11ye f$1thtul \o an . 
Old English era that attll bellev~a J.n hosplteltty 

· (headline) . 
Com& be a part of a gl'eg..t era, lft.. DS.ckeneian 
suRundS.ngo $1.\d the grac;iousnese o.f eld 
fa&hioned hospi. ta11ty. Relax ln e $plendJ.d ... · 
&e,ttng ot. ~$1n\ f. urn .• ttw:e. and.· p.:r-~celeas _porcelat.n. 

· ".. Begin 1f you please wJ.th Grandma* s .Broth 
or a Boat 8r1ttanla .... ·' . 

{bodycopy) 
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. Croa.t1v1·t.y :ln advertisements is .alto ah.anci 

by vlaua1 effect$,. .sotnetiaeG an adveat"ttsement dependt 

entirely on the visual and tbeJ:>e ls no lin{IUistlo 

message whatsoever. The A.rvind tabrlcs ad 1$ an 

.example of such an advertisement. (See Append1xt 

ad.no. z. ) • Sometimes the lingu&a·tic message pre.eent 

1n the adveJ:tisement becomee me.~lngful only by the 

p.:esence ot the vtsual Eind relioe on the vl$ual for 

it& l.mpaat on the audience. Two such adve:rtleements 

where the V1$Ual and the 11ngulstlc: mesaage accompany

ing it an syn·tne•1zed an the :ada for *Kh$tau 

terto&a' and 4 V1mal.' sareea; 

•some of the .beautiful moments 1n 
a womsn•s 11te ez-e shared by J<hateu• 

•oru mailoaiy1o va~ll 1·!_!1malya~s nerant~-1-11 
lr)at·nthlrttppathu ka\~v. • 

The varying visuals • of a :root~r and a ebf.ldt a 

wife and bet: husband. e newly mauled girl and so on .. 

accompaftying tbe llngutstlc message of the above 

achtert1.semente, whe" a woman ta .always gS.veh primtu:y 

impol't&nce end anun:d ·Whom the vlaua1 effect 1$ bullt, 

are excellent examples of adve.rtisetnen ts wbe.re th& 
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visual effect eomtd.ne¢1 \Vlth ail efteetiv.e :advertising 

mesu~a.ge lmmedla:tely capture· the reader's attention 

an.d interest. Vlmal sa~~;u!s advert!.a~ement. is anotber 

adve:r:t1soment that p.toduoes the $&me effect~ 

•oru p·eQ \ha~aJ. pala v1thanga,t.11 
ve~ippaquttnt.klfal vimal ava\~1l OIJ~· t 

The visuals accompanying th&$e advertiserr.Jlts 

als() bx-1ng \h~ 1.tngu1etlc meseage aliv~ and creat• 

a pow~rful .lmpac:·t ~o.n 'the audience· (See Appendix J 

ad,.nos.· 43,4Lt,4F~<4d • 

Gtaphical l'ep:resentat1on o.f the. 11ngulst1c 

roessagt),, apart fi"om vi.&ualti _. the size o·f letters. 

the space oettlpled by them and theil' colo\lrs • al&o 
I • ' '<' ..,_..,.,,~~ · .. 

playa a tlgnlfic-aftt pa%t ia corttr.lbl.lt.ing to the 

creative element of adVQ~·tlsement$,. 



CONCLUSION 

In the ptet&ding ehapte.r;s • .e&pec1a11y· 

Chapters !Il and lV • an attempt was made to analyse 

the reglste:ral fe.aturef.f ot the Jingli.$.h .ana !atnll 

advertlaing vor.tetles of la.nguage. Ana.lysl.$ as 

seen J.n the thlrd and fourth chnpters shows tbat; 

an advartltd.ng varl~ety .of language as 1n Engl .. i$h,. 

exl&t; ln tomll also,. The attve.rtislng vari.ety of 

tamll language ehows itapOz-tant l~xical, grammatical 

and &emanttc dwtatlon$, syntactic incidence of grammati

cal featuite& t"are 1n normal <llscourse1 htgb frequency 

of cert.atn linguist.1.4 features and low frequency of 

some otber llngutstlc features, as 1ft the English 

varlety. 

Grenunatlcal dev1at.ittn8 J.n the advertising 

varletiee of Engll&h and Tamil aro mal'ked by omission, 
chang«!'s in the WOI'd order and gramma.tlta1 tur .. ctlon 

of' aome 1elt1cal 1teuu~; and ~dditt.on or npetition. 

Exeept tor ,~u:t1~1es. ,otbea" f'unct.1onal 1\ems like 

~onjunct1ons, prepositions and pronouna ate frequently 



orn1tted in Tamil ads just ef in the English Qds, 

since lhel"e .1.& no equivalent .of the Engl1$h def1nltG 

or iJAd$f 1n1 te articles 1n T atn1.1 ~ 

ln the E:nglish ads 1 non-finite cJ.auset 

modl..fy1ng the noun gl'oup$ sometimes ap~a.v :ln the 

end pos1·tion 1n$tead of oecuring lmrnet.U~a·tely .after 

the .. noun· group·• ·on the· other hand • ildVerblal group$ 

which normally appear: 1n end or medial po$1\tons 

tate an 1nit1al poslt.1o.n ln the English ads~ These 

reault in a change 1n tbe normal order of wor:ds •. 

But in the Tamil ads change 1n the ord~l' of wc:u:ds 

ls usually mark•d by the p:r:edicato~ taking an lnltial 

or metlta1 post:tlon 1nstead of .tt.s usual final position 

a~ in no.~al dte.coursEh Apar·t from omissions and· . 

·Ch.anges, ada1t1ons or repet1ttons 'ot 1ctentlcal .:on-
• 

$truc\1ons 11ke clauses of the same patteltft are 

Cotl'llilOft in both the English and the r.amil adVertise• 

me·ntt. The occur:rence of m1nor sentences .is a 

Cbaracter1st1c: featu~e .of the lah.guage·· Of the Srtg118h 

and Tamil ada. While m.lnol' sentences ocwx- ion all 

&eetJ.o;n-G of an sngllsh .ad • ·the beadli•, the t;ubneac:t, 

bodycopy and :$lgnature lln"f! - they are H~& in the 

bodycopy of Tamil ads. Mlnor sentences in English . 
and Tamil advertleemente lnciude su&.;turd1nate eonat:ruct-

ions occurring lndepend~t.ly• independent nominal and 
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adVei'bial gtoups. lndetpendent :non•fin1te< aleus•s 

and moo<U.-ess clauses. All these \;'peG of minor 

constructions occur ft"9quently in advertising Sngl1sh 

and Tmn!l. 

Apart from g~aaunettcal devJ.crttone, the 

tsnglleb and Tamil hgl&ier$ of advettis1tl9 at-e also , . - . 

marked •Y 1es1cal v1o1atlon and semantic and oon'te)it• 

ual de\tla t1ons. Neologisms that are :ftonce~tormati.ont 

and anomalous lextcel collocatlone are conmton 1n 

&ngl.ub edve nls.lng. aut the anal.yal& sbow!l that; ln 

Tflmll there ar-e notuh on the other nand. tht adver

·tislng language of Tamil it full ot 1 lea1c.al bybt.ldt1 

'Which an ve-ry few ln e.nglish ad.s,. the advertising 

variety of fatnll ta unmal'ked by any ~~mantle devt.ation., 

whereas &emantJ.c t11og1;al1tlea aboupd ln Sngli.&h 

advertising. ft,ole ,bol'rowtag and r-egister mixing ~u:Q 

th~ two types of conte~tua1 deviation• pre:valent S.n 

these tvJo adve.rticing r-egisters.. There are very few 

i-nstances of !'ol-e-bo~rowt.ng and hardly any l'egister 

mlxtng 1n Tamil ads, while both types of .contextual· 

deviations a~:e co•mon u the Bngl1$h eds •. orthographic 

deviations pJ'eoent a .-ieh souree of va:-iety for tbe 

copywr1 ter of t.ne E.ngl!fah ads; whe~as the copyw~r!;ter 

Of the fatnil adS 1 WhO nl0$t'.ly tJ'&n:sla't&$ frOnt !ft9118h; 

rarely indUlge$ in orthograph1e deviations. 
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Rhetor1c devices like $ltnilles., xnetaphcu:s, 

and per~onlf1cations a~e ut:ed interestingly by the 

copywl'iters of bOth ~e EJ\gll$h and Tamll. iads-. The 

Engl.1$h copyw.r1te.r also maktt$ use o:f 1ome aophl$t1catErd 

devlcfU~ 11k& 4llus1ons and puns to arrest the attention 

of the .audten~e. on ·tne contrary,, there a.re lew 

allus,.ons o:r puns f.ound tn the Tamil aa~ as most of 

them are mere ·transla't1ons and th~ ~llustons and puns 

used tn th~ English 11ads do not SJ>Ui.t. the Tamil 1d1om 

and• therefore, are untraru~latable. O.n the· o'he.r 

hand, phonological para11elJ.sme llke alllte~ations 

and rhymes abound S.n Tamil adVel'ttsement&1 especially 

in the h&a411nee aftd the s .. lgnatui'Q line&. They alao 

occu:r tree.ly 1n Engl1s'b adVertisements. Syntactic 

parallell$m8 oe:eur ,on a larger scale 1n finglish ads 

than 1n Tam11 ads. 

The ~ngl1$h ana tam1l ativ~.r\i:t;lng varieties 

are also tn$rked .by tbe syn\actle inclden<:e <>f certain 

.gJ:ammatica,l tea turee" Syntactic ln<:ldence of 11ng• 

ulst1c feat.ur,~H:J pecultaJt to the tanglisb and Tamil 

adve.rt1&t·ng #:.'eg1$Wh are as follows; 

(a} noun fo11ov~ed by a nominal .group 

(b) nominal group followed by another nominal 
group · 

(c.) nominal OI'OU.P followed by a Gl'amtna.tif;al 
pointe%' 



(d) 

{e) 

(f) 

(g) 
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maln clause followed by a dep&ndeftt clauae 
{such constructions are temed 1 loose• 
sentenees} 

d~pendent claus~ f'cl.lowed by a main clause 
(au:eb eon&\ruc\1on.s a.r:e known as • au,spended 
sentenr;e&) 

depe-nd(!nt claus~ follOWE)d by another dependent 
clause 

depeiu.ient clause related to groups. 

English and f.amtl advel'tlsements alst.t heve 

a ve~ high f~equency of. mlnor sentences as compa!'ed 

to ·the l<>W frequency ot major . sentences.. And 1t i·s 

·the declarative and imperative types which oceul' 

frEtely in the £ng1l&b ads Vtid.l$ ln Tamil ads, the 

occur:z:enee of the .exclatnatory and. tmpe.:rattve types 

are f'nquent.. Passive e.onGtructions are enremely 

eta~te 1n Entllsb as ·well •• Tamil advc:u:tisementa. 

Among clauses, .lt ts the non- t1n1te and the moodles.s 

elauses whit.b fr&quen.t the .English and TamJ.l adver

'tlsing m.essege~ compirri to relative clau$e$ wh1Cb 

ar:~ quite inf&"equeat.. Nominal Ql'CUp$ have .a h1gh 

f'"equeney in both \he varietie•, While .adVe-rl)ial 

groups have a low frequency. Similarly, fimong word 

cJ.aa$&5, nouns nave the .high frequency compand to 

the low t.~equency of adv-erbs.. Ad.j.ectives are more 

froquen.t ln. T$m1l ~<ivel'ti&ement& than tn aaglf..sh 

adVert.lsemerttt .• 
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It has been sald that the language of 

advel'tte.ements ls 'abbreviated' and 'd.lsjuneted1 

(Leech,• 1966}.,. This is p~VF)d t)y the analyats of 

E.ng11sh .and'fmntl ads in tb~ ~ret1:tnt study (see 

Chapter Ill). A reY1C!w e.f the .analysis shows th&\ 

the fol.lqwtng t•atures reruiot the grammar of tha 

advert1s1"'9 vat:1ot1es of English and Tam11 abbreviated 

and dlsjuhcted; 

(a) 

(b) 

(c) 

the oeturrqnce of :mino.f senten~• 

~cnstnetions completely made of nominal 
y:r:oups resul tl~ ln what is kn~wn a$ 

block langueg& 

the oceurrenee of non•f1nite c:lauaes as 
lnctflpendf;nt strucdture·s, whlch ar~ nol.'zually 
de.pendent .in standard usage,. · 

Pun$tuation also playa a very tmpo:totant 

role in the register of adverttsi,ng. Punctuation 

matk.s used in Engl.lsh and T:am1l adverttsementa vary 

significantly fS"Om nomal usage,. Dashes and a line 

of dots &:t'e frequent .in edvertisemen·te. Stops are 

preferred to commas wne.J!eas colons and semicolons 

are quite rare. 

Tha p~esent .s'tudy of the adve.srtie.i.ng varieties 

·of Tamt.l and Engli.sh coulo not , by any means be considered 

as an ~xbaustive onfh for 1\ bas le.ft untouched the 

.language of advertisements as used 1n the radio and 
-

t:he telev1Gion,. which may have !mport.an't registeral 
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feature$ of their own, pecullar to the respective 

media ·of eommuni<:atlon.. The study .has also not 

touched upon grsm.maUca.l anas like 1nter-sentenc• 

rela't1onshlp and ,cortcord. lf..to.reover1 the ltmlted 

aim of the $tuay makes 1\ .tmpossibl• to t'iXplore 

those areas of sociol1iVJp~stlco. which determine 

tbe copywriter's linguistic choices, the reasons 

behind such linguistic choices,. and the effect 
~ . - . 

the~e .choices have on the audience tbat may affect 

the sale of a pJ:"oduct; all of which can form the subj-ect 

matter of further ~tudy. Yet, $0100 paas.l.ng :comments 

on the reasons c'l th-e copywr1 'ter·' s choice have been 

made. 

A Gomparat,.1ve :EJ.tuoy of the charac te:rlst1c 

feat·ures ·of this partteul~r use of language,. and tbe 

other use:g of language will b~· J.nteresting .as \VGll as 

rewarding. 







. :A.Ir~ . worldly temptation.s 
· !· .a ross five continents · .. ·· 

Air-India's temptations span over 45 cities 
across the globe on a modern fleet of 747s, 
A 300s and 707s, backed by 50 years of 
flying experience. 

Step aboard and delight in temptations 
uniquely Indian. Exotic interiors, gracious 

sari-clad hostesses who welcome :9ou with the ,. 
'namaste'- a traditional Indian greeting. A 
choice of exclusive Continental and Indian 
cuisine, inflight movies and music: 

Air-India's world ... irresistible. 

~~~-11116111~ 
The airline that treats you like a Maharajah 



PASTEURISED 

E u 
Here they are again. We thought you might enjoy 
another look at some of Amul's much -loved ads . 
nding with the rTJost popular advertisement ol all: 

that utterly butterly delicious stu H. 
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· ''·Stayat 
hard, I'm out ali da 
of weather, in the'· 
And /love it. But I 

. my skin. That's why . 
""7hat can keep up · · · 
Boroline is antiseptic. 
skin against dryness 
..rashes and sunburn ·· 
year. It also helps .,, 

' bruises. Boroline.is 
my skin soft, smooth 
work hard. So ~oes/ny 
you, Boroline! '' '·:··-·-·-········· 

I . 

The hard-working cream 
that protects your skin . ~ 

. ·' '• 
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Fort•n•e favours those 
w o save with Sta· e Bank 

Recurring 
Deposit 

f.l2.' 

Perennial 
Pension Plan 

Drop In at any of 
our over 6000 branches 
nearest to you for many 
other ways to do 
your •money plannlog". 

Reinvestment 
Plan 

·· " .. 
Security is a warm feellns 

CHAlTRA·SBI ·801 

\ 

! 

\ 

"" ) 

.~ 
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In 11"1d:a, fire destroys property and 
goods wortil Rs.3 crores every day. 
Over a t'lousand people die and 
several lakhs are inJ•Jrl':d or 
tncapacttated every year. 
Apart from the loss of life and 
property, equ tpment and material lost 
take time to replace. Production is 
badly affected, the market •S lost to 
competition, workers face 
unemp,oyment and goodwill of 
business developed over years is 
suddenly ;eopardised. 

II 

The sad part of it all is that most fires 
are greventable. They can be foreseen 
and their damage po~ent t a l minimised. 

M.ak.e Loss Prevention· a way of life. At 
home, on the road, in the actory ~nd 
office. We, at LPA, aw committed to 
the p reventton and minimisation of 
losses. But we can only offer our help. 
You must act. 
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BEA lfi'll"U'...., TALL, n>UCA· 
'l')l(D NON·WOR.IO.NG OR WOR.K
ING DOCTOR. T'li!A.CHElt, EXJ!:. 
ctrriVI: ONLY JI'Oll :PUNJ.A:BI 
lCH.ATIU :r..NGINEER .BOY', 
2WI<i!l71lJ,OOO. Bl!!LONGS HIGH 

. STATUS mr.NIOR Oll'F!CF-R'Sl 
PllOYE.SSIONAL"a ~ .AMILY, 
CA.STIC NO :B.AR. BOX lS2..'W»CA, 
lD.NDUSTAN TI.MY.S, Nl:W 
.VEUU-110001. 

= II 



.. f 

To ally different LIRIL~Ripplui ureen with thG 
exc iti ng freshness of limes' Tat•\JY, t111gl1nu l!RIL 
.. . makes a -fresh new woman of yo•J. 

·-· 
~· L . 

-~~~ , 

• . ,t-'.1£ ~:{~ 1 

.( }"· ~ li .~.~~·:;~:-.;~ ~-=· ._,. .-.~ .. ~~ ~;;Y 
-...,.~-~ .. ~ 

t e exciting freshness of limes • 
THE FRESHNESS SOAP Wl 

-.... 
'\ ~INTAS - LR. 27,Ht6 

./' "\ A Duality Product by HIND US T A N LEVER 

16 
~·uciety, March 1 



V u can tuck it under 
your arm. ake it . 

to a picnic. 
Perch it ... ~A~ 

anywher . Into any 
ook and cranny. 

Yo ca even take it 
to ed. And 

· lodge it on 
~·.:JI ~ your 

tu my. 

I 

Its the Uptron · 
portable B & w TV. 
For Rs. 1943/ -*only. · 

Take it. 

'Pnce tncludes exose duty . 

;;;; 
~ " 

Other taxes. fre1ght. tnsurance fee extra. ~· • , 

_/ !ii,i 
-..:::7 

VJ The cost effective proposition. 

• r 

" p 

a 
c 
;= 

Bangalore. Bombay, calcutta. Delhi. Dehra Dun. Hyderabad. Indore. Jullundur. Kanpur . Lucknow. Madras. Meerut . Nagpur. Pune ~ 
'-

For detatls contact any one of our branches or wrtte to . Upt ron lndta Ltd. 10 Asllok Marg. Lucknow 226 001 - Phones 31371, 48131 . 33964 
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It was one long spell of ice and 
sky blending Into an awesorpe 
white. An icy continent, 
preserved in the deep-freeze of 
time. Wild. but abounding in 
natural resources. Challenging, 
yet beckoning the Adventurer in 
Man.-
30 minutes past midnight, 9th 
J anuary, 1982, Dr. Qasim and 
t J. -' ·' · -•' · · ··t r' · ' 

1 1-.J ~ !:J\., "" · ' !::; - d .. ~ ~ '-- ... r..,. 
on Antarctica. Braving the 
100 kmph storms. Weathering 

the -7°C to +10°C fluctuations. 
Coping with the compasses that 
failed and cameras that went 
haywire. 
HM T watches went on the 
Antarctk voyage with 
Dr. Qasim's team. Kept good 
time. And returned home, ticking 
triumphantly. 
Vet nother testimony to HMT's 
watch-making exct:it(:l l\. oe. 

o. . s . z . ~ _.. 

-·m1 -..~ 
C)&f'IAHNI:)oet 0, IHI)fA 

tvAlr><v<T or t><V1lO•>'M . .._. ....... ................ 
,_, ~· 1111Cd' 

DQ,lf<),6/)/91/I>S/~~ 

~rcn S,19U 

:;t-•• 1 . 1( . ,.,.1tt .... 
r.,..,<-·.1'. 1•• !Jil:'f>C:tr>r tw) 
~~=~· "!Jr.1h4. 
10 - ~ 'l "o st .. rt..- ,_,104,8~,.;. ., f'i~ )tO 1101 

I 
Watd 

1WD 
M~ 
f~JctO 
Bang 
Srloa: 
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. Olympian Jim O'Doherty has tra ined young talent all over the 
world, including India, for tough competiti ve events. He believes 
champions are not born, they are made. And what it takes to make 
a winner is.will power-and body.power. 
"I recommend Complan for swimmers, ath etes and particularly 
growing children," says J im O'Doherty , "Complan is a complete 
food easily digestible with 23 vital ingredients necessary for the 
healthy growth which develops stamina." 

.Take a tip from Jim O'Doherty. Give your children Complan every 
day for all-round healthy growth. Complan comes in delicious 
flavours that children love! 



You ... and Rt;:,oent Special I:1lter 

EGENT 
~ ·nl' hhPYJ ~~~ 

- /c:J. 1- l.ll'l · TW · !Jt . 

STA'CfORY WARN!'JG CIGARETTE SMOKING IS INJURIOUS TO HEALTH 



44 

I 
I' 
I 

d 
oday. Ve v d

,, 
OD • 

is the only one of its kind to operate on 
a ... ntrifugal ystem to give you juic s, grin ing and 
ben i g - all-in-one like no ot ·' .. er mac ine can. 

low power consumption See what Electrocom 
does for you: ' Compact rugged. the motor consumes 25% 

less power. yet does the same job faster. More ju;ce for every fruit 
Electrocom g1 ves you 4 glasses nstead of 3. 
It li terally sucks out every drop o f juice. 

"No-fuss" blending and grinding 
The blender and grinder are comp}ately 
sepa rate units. So you do masalas and 
milk· shakes separately, without one 
smell ing of thu other. 

If you want, yoc cari get additional grinding 
or blendrng jars. 

Easy cleaning 
One_ tw ist separates the blades, the base and 
the jar. So easy to reach, so easy to c lean. 

No voltage problems 
Electrocom will cont inue working smoothly 
even it the voltage drops to 50 or rises 
to 3001 

Noiseless, cool-running motor 
The motor's so smooth. it just purrs, even 
under full load. You can run 1t without any 
fear of overheating. Because a solid sta te 
device 111 the circu it protects the motor from 
overheat1ng dur ing continuous operat ion. 
And makes it saf er. and longer lasting. 

Just lift and pour 
No twisting ard turning. Just put the 
blender or gr, nder on the motor and start. 

You can even lift them off while the 
motor is on. 

Servant-proof 
Made of stainless steel or the toughest 
plast ics. the attachments won' t scratch or 
dent easily, even if dropped. 

Fail-safe, solid-state control• 
That won 't rust and jam because of moisture. 
Electrocom controls are solid-state. 

Society, Murch 19111 ' 
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OHNS . 'S 
~ eam wor , s· 
ere 
ll be a whi le- betW('Cll 
',.JOHNSC. ~·s ·acts 
1isturc barr ~' f. 
) y dry, b t 
clog pores. 

;vhy I HNSON'S 
~ baby cJ am works 

best ht',·e 

Why JOHNSON'S 
baby cream works 
best here 
Velvety-white 
JOHNSON'S comforts 
sunburned shoulders, 
softens dry skin. Rich 
in lanolin, not greasy, 
won't stain clothes. 

When cn wler's knees and 
elbows~ -t scraped arid 
start pet .ing, l ::jj·l.i:i.!ii)jj)i):: :: )ii 
fast-wor .. c ng JOHNSON'S [ 
smooths roughness, · 
keeps skin silky soft. 

.tru tedby 

Why JOHNSON'S 
baby cream works 
best here 
Wind, weather, runny colds 
and even tears are. hard 
on baby skin. Gentle . 
JOHNSON'S soaks in q.ui.ckl 
and soothes away chapping 
or soreness. 

FREE . 
'Baby Record Folder• . 
Write to: Consumer 
Information Centre (FM), 
Johnson & Johnson Ltd., 
30, Forjett Street, 
Bombay 400 036 

. · b by cre~m 
others aU over _u,e · . 
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Every day your shoes kick up dust, step into puddles 
or stub their tf'e:;. That's why they need Ci-terry Blossom. Its rich 

wax in~ ·edients ~ive them a sun,.,.. shine ancl protect the lea ther . 
too, keeping it soft ','ld sup • '"or years . Give your shoes that '~~~""""-
Cherry shir.e .. :.and watch them take tr1e smooth wi th the rough in their str:de. 

Available in black, dark tan , tight brown and neutral. 
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Eti.qtiette 
A ticket to enter 

the Limca soc:e1y 

~imca. A zingi, tan<;; mixture of 
Jamaican lime and Sicilian .emon 

flavours. A zero-bacteria drink. Isotonic 
salts to quench your thirst. Vitarnin C 
too. (alone-watchers pre1er Limca to 
stiff dnnks. Limca. Just the drink to 

mo '.e the scene with. Any thirsti time. 

! Jl;\ !t)lJA\', )L'I~ Jl, i')S~ 

1 · Jl\e'n' lertJ 8 ller1 vcr\ \\ 01)1 
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Athapoovu : Intricate floral 
desrgn. Decorates the court· 
ya rd of every home during 
the festive season. 

Ottam Tullal : A dance. 
saw rc in sty le, performed by a 
solo performer. 

Ka ikottikali : Fo lk dance 
performed by women in a group 

. around a lighted lamp, 

·This week the stars 
foretell of travel. Of discovery. 
Of a n exciting new culture. An 

enchant i ng land. Lucky dates 29 August-
4 September. Favourable direction-South. 
More exactly, the South -West-Kerala . 

For its Tourism Week time here. With 
events guaranteed to fascinate every sign 
of the Zodiac · be it the majestic Leo or 
the artistic Pi scea n ...... 

An cr•nt dance 
f orm in which costumes and 
make-up are of particular 
significance. Origrnally performed 
in the temple, it v ivifies episodes 
fr om the reliqious epics. 

Umbrellas: Gaily colourPd 
umbrellas twi rl ing rn the breeze 
lend a festive touch . 

Kalartpayattu : A ncien t Kerala 
mar t ial art calling for lightning· 
fast reflexes. 

Snake boa t races : Heide:.~~ 
the Keraia baL~w a te r s and 
rivers . Spurring t he oarsmen 
on to vrctory are the Vanchipattu. 
the traditional boat songs. 

They y am : A dance performed 
to propnrate mys ti que derties 
Hnd spirits. 

Panchavadyam : Traditional 
Kerala orchestra composed of 
drums, horn pipe and cymbal. 

Caparisoned elephants : 

en ,.... 

0 .... 

Lending a touch of old world 
glory are the decorated 
elep hants. 

Mohiniattam : The dane" of 
the t:mch "·n tr ess. Sof t . lyrical 
movements are a typrcal feature . 

Tourism Week : Ke ra la · see 
it a t its varied best during 
TorJflsm Week , 29th August · 
4th September. 

TOURIST 
DEPARTMENT 
Park View 
Tr ivandrum 695 001 · 
Phone : 6 1r32 

KERALA TOURISM 
DEVELOPMENT 
CORPORATION 
P. B. No 46 
Behind Secretariat 
TAIVANDAUM 695 001 
Phone: 60542/64261 

TOURISM WEEK 1982 
29th August to 4th September 
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Right from the kick-off, ULIP has shown an excellent goal average. Its scoring rate has 
been increasing a ll the time. In 197 8-79, the dividend score was 8%. In 1981-82. it had 
mounted to 9.5%. And this year, ULIP g ives you a d ividend of 1 0.5% ... right out' 

.... 

ULIP also awards you 3 pena lty kicks. From each of these, you can net a sure goal. 
• Tax Reba te- on your contribution under Section 80 C; dividend also exempt from income tax. 
• Life Insuranc e-for a maximum amount of Rs. 12,000. And without undergoing a medical 
examination. 
• Accident Insurance-free cover up to Rs. 15,000. 
Like the dependable centre- forward who weaves his way to g oal o tter goa l, ULIP spells 
su-rety and security. 
YotJ can join ULIP if you are between 18 and 45 years of age. And for a minimum of 
Rs. 3,000 and a maximum of Rs. 12.000. For 10 years or 15 years. And you can take up a 
new ULIP for Rs. 12,000 again otter 3 years o f jo ining the first p lan. 
To jo in ULIP-contact UTI Offi ces/Agents /Ch ief Representatives in 
your area or the nearest branch of Bank of Baroda. 
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Ne'o"8f' before hee 
a ChineH buffet ottered 80 
taacinahng a selection.· 

And a new menu .,.,y day! 
Heu1'a a peek-
Sweet Com Gnic;;(en, 

SOUl' and Pepoer Soup. 
Lamb P~~Jking Style, Sliced Fllh 

ln Garlic Sauce. 
E.gnt ..1owe1 Vegetable 1ft 

Black Bean sauc•, P011c 
Cantonese Style, Haka ~oodles ... 

Come over today. 
And mak• lunch go on forever. 

The Chinese 
Buffet Lunch at 

QK)(>sflCKS 

Aelan Games VIllage, 
8iri Fort Road, 
New Delhi -110 (l.;g 

Te.1 : e6075"' 
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