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| vio follow the transliterationsas followed

by G.U, Pope in his 'A'Haﬁﬁbu&k of the Ordinazy
Dialect of the Tamil Language' (Poper 1911); for the

Tamil advertising message in this study. The

transliterations of the Tamil vowels are ag followss

VOWELS

- -

It

1

2.

3.
4,
5.

W

k]

£

i

- a (America) |6.

i {pin) i7e
ulcopk) 8,
e (gnsble) |[9.
o (opinion) 10,

a
4
a

@
0

(father)
(machine)
{school)

{enabie) |
{opium)

11,

12.

« ai (k&tﬁ)

. S



*A transliteration of the Tamil consonants as followed

by G.U. Pope in his "A Handbook of the Ordinary Dialect of the
Tamil Language® {Pope: 1911).

ﬁf? /h/; 2 - /dé/ 8N - J‘/

and - /87,

CONSONANTS

ﬁésifiggs P »?;@ﬁunsiaﬁiqni iﬁclass
te | {é lAs k and g in 'king', fgone' ‘Gutturai Ryg
2, | V1% |as ng in long ' L i A
3. 1. & {Pronounced as nearly as At mdn 1 )

‘{. possible as a dental - Pa;“tal | ¢
4, { 21% The Spanish & y " i
B | ,.{& when doubled tu = t% {Lingual dy $t
5& 3“"" n«impﬁiutﬁtﬁu.' " n
T & |(d, in Sanskrit der&vatinS-f e . em

) { Sy o fpentar |ty th
8&7 f ? Is & » o » n . v @ a&m é [ Aﬁ“ o El
9. r{'-ﬂ o & » 5 » c 5 = sno - . Labial ] pgb
10, 9 o 1 s e # e e s e ;a' » @ " n |
11. (@ {s o & 5 « 5 9 & 5 » c QQ& Pa},af.al 4
12,1 . { 7 {Very soft = as nearly - | r
13, 6 % \dental as possible | | | i
14, W ls & % & 5.+ & & 5 & » . i Labial ¢
194 .{yézsemething 1ike the Welshil Cerebral i

2 . D . or -
164 ,7 Tle o o o % o« o 0 a4 9 5.8 Lingual x5
1741 (% |when doubled +o = tt Palatal L &t
184 81 o IThe English sound b » | &
?I As thexe are no transliterations for the Tamil cansanants,

by Pope, the following

 transliterations are used respectively for the above
- ‘consonants: h; 33 sh and s,
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Any syafem:af-cnmmﬁﬁica%i@h is 3vV1ﬁﬁlipa§ﬁ
of man's life and culture. And language being the

- most powerful of all,@ﬁth‘cammunieatiah systems that

man has evolved through the years, the increasing
importance given %o Eammunlcation studies at present
brinaa‘ianguage within'%he étape of the study of man
in-relation to his social surrounding and setting,
Thercfore, bas&caily anv'study of language is a study
of man himself since the "linguistic tzaﬁsactions”'
(Leechs 1966:3) which he makes in his day~to=day life
reflect every aspect of his behaviour as an individual

as well a2s a s&a&al'bélhg;-

“Laﬁguagem-aﬁservesvColia'Gherxv "1 a vocaw
bulary (of signs) and the way of using it... a sot of
signs and rules we use in everyday speech and conversa=
tion in a highly floxible and mostly illogical way"
(Cherzy: 196638), The core of the study of ¢omnunica-
tion lies in the study of signs that are made use of in
communication and of the rules which gﬁverﬂlth@s@ signs.
Words are not mere symbols but are empirical signs, Unlike
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‘codes, there is no one«to-one torrespondence -in the
relationship between words and their meanings. The
complete meaning of a word is not known unless it is
contextualised. As a powerful medium of communication,
language is capablé of shaping and manipulating communi-
cation. Thus the subtlest differences in meaning and

~ the most iﬁ%ri&agﬁ of thoughts are expressed powerfully
through language by means of a shift in the emphasis
of a words the use of one word for another; or by the
very manner in which words or parts of sentences are.
ayranged ﬁn a gentence, '

Since language reflects human behaviour, it
also reflects the diffezences which exist in the society.
The life style of individual beings, of groups of people,

thelir s%atné, regional background, the social restraints
'which act upon them - whether they are rich or poor,
educated or illiterate, their eeeupatidns\w all these

are weflec%ed<§§5ﬁhe'1angﬁaga they use, in its own
subtle way. The same language is used in its spoken
aﬂﬁlwxitten forms by different people, in different

ways for different;ieasanag ?ér the same reason language

varietieos exist.



Languages do not exist in a vacuum, As
social conditions keep changing languages are also
subject to continual changes., Differences in xaagﬁage
are not only brought about historically through the
course of time, but a particular lenguage may also
show differences at a specific point of time because
of environmental conditions. Thus a conversation over
a iaiephana differs from an ordinary canversationa.

The language used in such specific situations due to

certain situational constraints acquires peculiarities

of its own, Thus, the frequency of certain woxrds

changeé; wafﬁs shift their rank orderings; and repetitions

of certain phxases‘aﬁa~wards gain new significance.

Broadly spéaking. language va:iei&es e&ist-
for three main reasons: first, because a particulax
variety of language yeflects characteristics peculiar
to a particular group of people who belong to a part$*,

cular region or class in the socletyj secondly, because

‘1t reflocts peculiarities of individual speakers;

Lastiy, because it roflects ehaﬁac%eiisﬁics peéuliar

" to a séecific’oecasion or situation. These can be

conveniently categorisedgg34qr thé heads~dialect,
idiolect and register, respectively, It is the third
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category, that is 'Register', which is taken into
consideration and 15 linked to the present study:
‘haﬁguagé in Advertising’. |

| Registers are “"varieties of English distin-
guished by use in relation to social context® (Leeché
1966¢ 68), The varicties of language which come under
this cétagazyexistbaﬁaase; they differ from ihé
staﬁdérd“variaty of that particular language due to
cortain situational and occupstional sonstraints, |
These constraints tend to contribute certain syntacti-
cal feaﬁux@& pecniiai_ta\the gituatieng to the language
which resulte in the existence @f'a seporate variety
tdentifiable from the other varieﬁies as well as the
~ standard variety of that language. A feature becomes
"stylistically significant® ng"styliétiaaliv distinctive"
accoxding to G:yéﬁal and Davy "when 1% is restricted P
in its occurvence %o a lim&%9d n§mber‘af soclal contexts"
(Crystal and Davys 1969: 11). The language of newspapers,
journals, commerce, administration, sports commentaries,
teldgrams, legal paéumeﬁts, church services and the
language of aéve:tisamaﬂts constitute all such “situational
dlalects® (Brooks 1973:13),
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The rules of registers ¢an be vialated‘ They
are not xigid‘aanventiaﬁs; The regi@terairdistinctians
made, in order to differentiate one variety from another
or from the normal usage, are relative and not absolute.
According to Leech (19663569) registeral varietions may
be of three kinds: |

(1) wvarlations of the style of discourse,

(ii§ variations of the mode of discourse and

(154) variations of the role of discourse.

{i) These variations are determined by the relation
between the participants of the discourse, Such varfate
ions result in %ﬁe‘caiiaqu&ai.‘impetsgnal and casual
atyles, “

{i1) These are variations governed by the medium of
transmission of the message, that is, whether the
message is spoken or written, |

- (414} These are variations determined by the part
pl&yéé by the linguistic mogsage as a form of social
activity. The iinguistic message can assume private
roles like greetings, condolences and giving orxders,
er public roles like literature, journeliem, legal

and scientific writing.

In the register of advertising, variations are
determined chiefly by the mode of discourse, that is,
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the medium of transmiseion of the advertising message =
whether it is br@aé#ast»grppriﬂt@dra and also by the
role of discourse, &hat is,-tﬁe public role assumed

by the lingulstic message of the advérti&emeﬂts as

a certain form of social activity.

As in journalism, the langusge of advertising
is telographic and lapidary, Brevity is the most
important aharacteristic_af adVertising language, the
~ chief aim of all advertising being to convey the message
as clearly as possible in the fowest number of words.
And this &s achieved by reducing the redundancy of the
- language greatly. Redundancy basically implies some |
kind af'keyetitions or additionel signs which arxe highly
reduced in the language of advertising. |

| 'Alengwith the langusge varieties of pélit&eal
Journalism and religious oratory, the advertising
variety of language also comes under the broad category
of what s known as ®loaded language” (Leechs 1966128},
The 1anguaga of adverﬁ1seman€a is 'loaded’ because the
motive behind it is persuasion; to change the likes,
alter the opinions and shape the ideas and attitudes
of its audience in a subtle way. But 1t fe certeinly
diffarent from the other types of loaded language,
because é@th its prédcmiﬂant&Y matemial&sﬁiz and cone
crete language to match its precisely materialistic
purpose, it confines its appeal to the concrete things
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of life, like the basi¢ human needs and drives like

gain, protectiveness and the physical appetites. On

the other hand, other types of loaded language deal

mainly with abstractions like moral and ethical principles.

. Its goal being purely materialistic and commer-
cial and the means c¢hosen by i§ to achieve its goal
being primarily language, through which it not only
informs but persuades its audience, the regzsﬁex of
advertising can be sald, to be a sarﬁ of cOmprﬁmise'

botween the registers of commerce end journalism

Advertising:

In yecent times, in India ap clcewhere, adverw
tising has developed into an art in itself. The blend
of creaﬁiﬁity; market research and profossionalism have
made advertising into a typo of literature and even
helped it to gain the status of a minor ari form.
Advertising is a form of comnunication, in which the
twentieth century man has become more and more involved
in the recent years. GCetting across the message, which
is the nain function of all %Qrms of communication,
applies to advertising as wells In advertising this
is dcnenmainly ﬁhrangh‘langnﬂgg, though visual aids

accompany the written or the spoken message in order
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' to make the message impressive and clear. It is
mainly through the medium of language that the message
is communicated to the audience in almost all the
advertisements. However, exceptions exist, A few

of the recent TV and film advertisements have succeeded
in transmitting the message ihtough and through, by
meoans of visuals, thus totally foregoing language except
for the trade names and names of the products which
are the only written message, of the advertisement.
Examples of these kinds of advertisements are the
television advertisement for Co-optex fabrica and the
press advertisement for Garden saris (See Appendix;

ad no. 1 ).

The rale of ¢opywriting is af great 1mpertance
‘while stuﬁying the ianguage ef a@vertisements. The
copywriter has his own repértoire of linguistic choices
that are determined or governed by various faciﬁxS'Iike
the medium of transmission of the advertising message,
" whether it is broadcast or printed; the aim of the adver-
tising message, whether it is to persuade the audieneé
" to buy a product, or to give some sort of assurance,
or to promote a public opinion; the type of audience |
to whom the advertising message is addressed « to the
the mess audience, retaildrs, the potential customer

or to private individuals; also the very fact that



he is writing an advertisement and not a novel or an
afficiéi report or an information bulletin. It is intereste
ing to study what kinds of choices the copywriter mekes,

how froquently he makes them, and why he makes thoge
particular choices and avoids ﬁany otherss

it has been pointed oﬁt by Leech‘(195634) that
one of the ihteresiiag aspects of advertising lahguage
is its “éeliéatejegmpﬁﬂmise between the opposed tendencies
of éanf#rmity and unorthodoxy; between following a pres~
cribed_gatﬁ of adve:tiain§ ¢1i@hés and exeycising the‘
fxeeﬂ9m4t¢_deviatﬁ from the xn1a§'@? the Engiisﬁ\languagé
itself",. Therefore, iz,ﬁaxébéeluﬁely essential for a
liagﬁiéi er:a student of language to deweiep a czitiéal
awareness of the language used in the advertisements in
all its linguistic aspects. | |

| Linguists and students of language have from

time to time engaged themselves in the criticeal, énalytical

~ and evaluative study of advertising in general and
advertising language iﬁ'éatticulaz@ ‘*Hidden Persuaders’

by Vence Packard (1970), ‘Advertising' by william M.
Weilbacher (1979), 'Investigating English Style' by Crystal
and Davy (1969), 'Yarieties of English' by G.L. Brook (1973),
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" are all works devoted to studies of such & kind. But

it was Geoffrey Leech's *English in Advertising' (1966) -
ajfﬁllwfledgeﬂ #nalyti#az studv:bf advertising English
based on the British Press and broadcasting advertise-
ments = which aét the trend and guidelines for the studies
of aéveétisiag language- made in India, bésed-en Indian
advertisements. Indubala H. Pandya's O'English language
in Advertising’ (1977) and Suresh Kumar's 'Hindi in
AdvettisingJ (1978)uare two such remarkable works fellowing
the trend set up by Leech. 'There are also a few other
minor watkewand project studles made in this particular
area by the ;ndian Institute of Mass Communication, A
fow of these studies aret ‘Advertising - its Role in Mass

»C@mmunitatian‘ by S.Gs Joshi {1969); 'Role of Advertising -

in Tourism in India' by Mangale Iyengar (1967); 'Image
of Women in.ﬁﬂvertisinéf by Ami%a Kauls 'The Role of
Advertising in India' by N, Venkata Ramiah (1980);
YCreativity in A@vé:tisihg* by Narayan Kumar (1982)%
'The Changing Pattern of.ﬂewspape: Aﬁvertiéing‘ by .
Sanjay Lal (1982); and 'Cartoons in Advertising' by
Shekar Raj (1982). ‘

it is quite cleax that advertising English has
registexal features of its own which rendere it as an
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established variety ﬁf_ﬁggiiéh@ iike many other varieties,
that is, the language of journaliem, of legal documents,
of church services and sc on, The present study undexr-
takes to analyse whether the same is true of advertisinﬁ
Tamil also, whether an advertising variety of language
exists in Tamil, It also goes further to comparatively
study Tamil and English advertisements, in order'ta find
~ out whether the registeral features peculiar ﬁé advé@e
tisiﬁg<ﬁngliﬁk are found in advertising Tomil also or

is it different., The work also c¢ompares and contrasts
the characterlstic features which render the grammars |
of the advertising varieties of English and Tamil abbre-
viated, |

It is expected that this study will be of
interest to linguists and provide useful material to
students of language and all these interested in knowing
how lenguage works or is used in specific situations.
It is essential to point out that the study approaches
 the subject purely from a iinguistic peint of view and
is concerned only about *how' language works under

* The term 'reglster® is a relative ¢oncept., Theres
fore, what is saild te be standard advertising
language may also sometimes have non-standard

features. Yet the concept of register is accept-
able simply because what we accept as standard
-language is itself a particular variety of that
language and is therefore a relative concept,
being subject to the continuous changes inflicted
by time and society.
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certain situational @anstraiﬁt@ and not *why' it works
in such a way of 'what' is its effect on those who are
at the receiving end. |

The study is bésad oh the written form of adverw
tising and the type of media chosen is the press. The
type of advertisements selected are commercial consumer
advertisements, The_exéminat&au is based on about
f£ifty English and fifty Tamil advex%&se@ents chosen

from various product clagses « the chiof ones being

| textiles, cosmetics, foodproducts, beverages and watches.

The advertisements chosén for the studf have been pubiishﬁd
iﬁ‘vézieus'ﬁgﬂiish'aﬁd‘Taméi'§é;§papers and magazines
during the last two yéﬁ?ég that is,during 1981-83,

The study is synchronic, being made on a laagaage:vafiety
at 8 particular perlod of gimw, as againsi'tha'dxaﬁhr@nic
study of languages The study iﬁrai30‘5§¥ﬁﬁiﬁrﬂlg'baing
concerned about the syntax of the particular language
variety; it is Intrinsic, in the sense, it is an investi-
gation of the aiyla of the English and Tomil advertise-
ments in India, for its own sake. The analytical model
of Aanguage’deécxigtionvfailewéd by G.N, Leech in his
*English In aévaxtis&ﬁg"_ts chosen for the comparative
analysis of the English and Tamil advertisements, as
presented in Chapter 1II, |
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) The need o develop a critical awarcness of
the“vaxiétiés of a language arises when one &s Interested
in knowing why people speak or write im a particular
manner and to f£ind out what forms of expressions they
use or do not use in specific gituati@ﬁs; “This sort
of awareness leads to the analysis of the speaking and
writing habits of people and to ﬂé@gr&be the patterns

which ai&tiaguish'one variety of language from another.

it iﬁvéxpeﬁféﬁ thet the present study will
throw lighﬁ on those areas of language use, regardiag
which ébﬁgis persist in the minds of the étﬁé@ntg of
language. It will answer some of the questions that
arise in the minds.of the lay reader of advertisements
as to how évgarticuxar language works in a given situate
ion under certain constrainis and given the ssme situat-
ional constraints whether other languages also work
in the same way, that isg, dﬁ-ﬁhﬁ? establish a distinct
situational varfety which éventuai&y becomes standard
-to that situation; or; retain their normal miandard
variety. |

“The study of registers or of language verieties
is only the study of language at a tertiary level, and
is ultimately connected to the study of language in

general, For those who are interested first and foremost
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in knowing how language works and in finding about
the overall relation eoxisting between language and
socicty, the study of langusge varieties 18 an end in
jtoelf, . |

In order to pré?iée a clear framework of the
advertising situation, before going into o detailed
study of the registeral features of the advertising
varieties of English and Tamil, it becomes necessary,
at this juncture, to give a broad outline of the role
played by advertising in mass communicetion, the xole
of the copywriter, the factors that influence the copye
writer's linguistic choices and the situation of adver-
tising in Kadia. a1l of which are discussed in the
following chapter.
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It is essential that the mass be informed from
time to time of the social, poiitical, commercial and
technical changes thet affect the society, for, "more
and more of the time more and more of us bs;oﬁe consumers
of more and more things - from material goods to human
relations® (Hoggart: 1970:148), |

~ The application of i .: technical knowledge

alongwith universal iiteracy is the resson for the asppeare
ance of the different f@fms.ef mass communication, Mass |
- communication is made possible by these 'Mass media'—

the press, the einema§ sound ané television braadcaﬁiiﬁé;
and most of the magszines end pepriodicals. All of these
are édﬁxeasad to a large and classless audiencs undivided
by age, socisl status and background. Of these mass
media, broadcasting and cinema do not depend on literacy
but the xésé‘doy

The numerous and elsborate stratifications of
the Indien society caused by various distinctions like

caste, regiéa; language, literacy, occupation and financial
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status necessitates mass communication to move towards
a world acceptable by all sections of the aaciéty and
not justzidenﬁified\ér recognised by a particular section
or sections as the primary need of mass communication is
to reach as large and wide en audience as possible.

In & multi-stratified society 1ike-ﬁﬁat of India, a |
cam&bn meeting ground of varying attitudes and distinct-
ions becomes necessary if the society is not to be
constantly disturbed by an inner dissent which would

be the natural uﬁﬁeomé-af such elaborate divisions.

This sort of homogeneity of attitudes and ideas can be
made possible in large and intricately divided demoe
cracies like India, only by means of persuasion, which

is the ﬁlﬁeriax motive of all kinds of mass communication
in g@nazai; and advertising in pamﬁiamiﬁx, Thus, a |
standardization of character marks almost all the works
produced for the mass media of caﬁmﬂniea%ién. This

aims to arrive at a sort of "cultural classlessness®
(Hoggart: 1970:147) by cemeating thé eﬁigting internal
diatinctiansuaaa'nff@t&ng their audience experience

which do not really vary at any point, bui nevertheless
include a wide range of seemingly varying attitudes.

The differences are only apparent end not absolute. To
the newly emerging mass audlence sil mundene things

riont from shaving to smoking have to be gshown and made

ints a now experience by the mess medis, for their aim
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is to persuade the audience ia accept the 'reality’

that is offered to them. Failure in the same will

- inspire differences leading to the creation of minorities
thereby contradicting the basic principle of mass communi-
cation. This explains the disinclination of the mass
media to suggest complex choices and to make individual
decisions., The mags media always encourage and are
concerned about wider social changes because the need

%o reach a large audlence becomes acute especially when
they are commercially 1n£1uehced as in aﬂv&ttiﬁiﬂg¢

They need a "centralized and concentrated audience® to
sell their "centralized and concentrated goods” (Hoggart:
19701 146), |

Advertising, a major fefm of mass communication,
- 4s carried out by the different media of mass communicate
ion such as the radio, television, ¢inema, newspapers
and magazines, A classification as shown in the figure
below will explain the role playad,by advertising in

mass communication:
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Mass Communications
Advertising

Radio

Television

Cinema , o
Newspapers & Periodicals

t1r v

These different media of mass communication
offer different opportunities to the advertisers, have
different communication capabilities and axa-ﬁeant for
different audiences. |

Advertising is general, single~faceted, non-
intoractive mass communication rather than interactive
and responsive individual communication. This is bééaﬁ&@
it has to address and sppeal broadly to many people - |
simu&taﬁeﬁuslya &imul%éné@u@~¢ammﬁﬁieaﬁian‘%@‘eacﬁ _
ahd every member of mass éuﬁianae demands that advertising
techniques should be used to attract gass attention
and to incite general ﬁﬁxexasi;
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The mass media of communication have produced an
enormous increase in the amount of cemmer#ial-prepagaﬁda
to which we are subjected. In its need ta'réach the mass
‘and in creating a sort of bodlless range of attitudes
acceptable by the different sections of such a mass,
advertising exercises extreme caution and care and carries
“out a thorough research of the mass before conducting a
campaign. For the same reason, advertisiné also tends

to filstter and persuade its audfence,

The world of advertising, which the consumer
finds himself happy to inhabit, ic essentially an arti-
ficial one, created out of persuasion. Yet, aﬂveriising
in general is a valuable se:viﬁe'ta the members of a
socliety, becaﬁse it defines for consumers the meaning,
and the role of products and their institutions, It helps
pecple in knowing about the different brands of products
and the differences that exist between them and the
distinguishing characters of their companies and insti
tutions. In the case of new commodities, advertising
is necessary to introduce them to the consuming public
and to explain their uses, This is particularly true of
mechanical eqaipmen$3‘witﬁ which ihe-mass may not be
familiar. S.R., Ayer, President of the advertising agehcies
of India comments: “@ags production, with allgits‘attendant
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advantages for the consumer, is not possible without

mass consumption. In turn mass consumption is not possible
unless an awareness of pradaat\attrib&tes and produét
availability is widely aisseminsted. The advertising
industry makes this awareness possibles...” (S.R. Ayer
1nThakaiez 198Qe36). |

Apart from being an ;nforéatiVe and persuasive
medium, aﬁ?eftising has also recently become a branehvei
the entertainment industxy and show business to such an
extent that we come across many advertisements today which
seem hardly to be related to a product at all, but rather
sectm to exist in their own right as megsages of amusement,
wonder cr~aestheti;fgigasura. This is the kind of adver-
tising which is not associated with commercial sﬁecess
but 1is interesting and humorous to many whe find it
stimulating, pleasent and thﬂug§t~910VQking_ The Alr
India, and the Amul Butter ads tﬁat are very popular
among the literate few, céﬁa under this category. (See
.Appehdix; ad, nos. 3,4 %33),

For ény language to be used in a specific way
with special features of its own, a context or a situation

is necessary., Such a situation is usually created by



various determinants and factors which can be otherwise

~ called 'situatiqnalhéonsﬁraints‘@ 'Seme:bf'ﬁhévimpoxtahﬁ
conditioning factors which create the advertising situat-
ion in relstion to the use of iaﬁgqage in a 2estrictéd\,
context are: the mode of address, piﬁﬁﬁét$~aﬂd their
standaxds, aims, the media, the audiences and the types

of advertisements.
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The mode of address of an aﬁvertisemént can
eithor be direct or indirect. In the first case, the
audience or the readers ave directly addressed by the
advertiser. For example, the Colgate ad uses‘ﬁhé diteﬁt
mode of address whan it says:

“*Stop bad breath, f&ghﬁ tooth decay with

Cc&gatﬁ Dental Cream',

But in the indirect mnﬁe,'the advertiser recedes
to the background and tﬁe readers are addressed through
a participant or perticipents of s monologue or a dialogue
situation, fhe.mﬂﬁolagué'situatianlaf the indirect mode
of address is used in the Boroline ad where the whole

message is rendered in the form of a monologue by a girl:

'A working girl like me needs a hard-working
akin c¢reams ﬂaturally its Boroline!

(See Appendix; ad.no.5 )

'8;,.,4;03;.-%@;:5533' -
| g TH/B24
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As far as press advertising is concerned,
the direct mode of address is more common than the
indirect mode. Even if the indirect‘maﬁe is introduced
it is the monologue situation which is used widely.
Bialagué situations are less common in press advertising,

whereas radio broadcasting is mase inclined to dialogue

situations.

| Saaen@iv, the qualities an&‘spégial features
of the products advertised also will restrict the use
of language in the advertising situation. But this is

relevant only to the commercial consumer advertisements,

Ihe Media:

The form of the advertising message, whethey
spoken or written, and the medium of the advertisemenﬁg
conveyed through the radio, television, éiﬁema, newss=

papers, magazines or posters are also important in the

“use of the advertising variety of language.

Atn:

The contextual use of language is alsoc determined

by the motive behind an adverticement, which may vary from
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selling a product to aVailingﬂa service or extending
goodwill. w f

Apart from the factors of media, aim and audience,
¢onsidered mainly on.z&e basis of age, sex end soclal
status, the t?pés-of advextiééments - Consumer; none
commercial ﬁr‘sezviée promoting - also play an important

part in the creation of the advertising situation.

2.2.5

Advertisements cover a widé.range of things
varying from the usual consumer items to the matrimonial
advertisements and even extending to such things as
public announcements and roadway campaigns, However,
Indian press‘aﬁve;tising can be broadly clessified
into four major gteupsz the commercial consumer advertise-
ments%servicaaptomoting advextiseﬁents;vprgsti@e advers=
tisements and matrimonial advertisements. The majorx
and minor tyves of Indian adwertiaements can be fllustrated
as follows: o

Advertisemsnts
4 =

ga?gg Mi?or

N S N
Commercial Service- Prestige Matri- Retail Wanted Personal
Consumer Promoting monial
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The majority of %ﬁe\advértisements balong to
the first categazy;'that 1$, the consumer advertisements,
&nyihing from the Forhan's tocthpaste ad to the Sclidalre
TV ad &s a purely cammareiaavbaéedcanﬁumar adverﬁiaeﬁ

nent,

. sérvicasprpmotiﬁq advertisoments are those
.that cover banks, building societies, uﬁit'%ﬁusts and 
insurance companies, They are mainly concerned with
money transactions. The Stete Bank ad with the signature
line, 'Security 1& a warm feeling! is an'example-of this
kind., {See Appendix; ad.nos ¢ J. Prestige sdvertises
ménts axé those Whiéh are Sﬁti@tly non-commercial and
are mostly governmentwsponsoxed. They very often give
sﬁéaighﬁnfcrward information xégarding sucial benafits,
house~improvement grants, anti-smoking campaigns and
s0 on. For example, the advertisement: 'Prevent losses;
promote prosperity' by the Loss FPrevention Associagtion
of Indie Ltd, is a prestige ad of this kiné, {See
Appendixs ad.no.'7 ). Another category which occupies
quite a good deal of space in the ﬁewSpapers is the
matrimonial column advertisements. These advertisements
have features peculiar to their own, very‘uﬁlike the
othery iygés of advertisements. They make use of a
ianguage which is highly ellpitical, resembiing the
telegraphese., It is interesting to study how the highly
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flexible and resilient English language is tossed and
twisted in the cage of matrimonial advertisements. The
following 42 a typical example of advertisements appear-

ing in the matrimonial ¢olumn in the Indian nevispapers:

'Beautiful, tall, educated, non-working
or working doctor, teacher, executive
only for Punjabi Khatri enginoer boy,
25«3/4/171/3,000 Belengs high statue
senior officer's/professionalts family,
Caste no bar.' ‘

- {See Appendix; ad.no. ? )

Matrimoniasl sdvertisements have developed their
own register which needs to be studied separately. The
xetéil, the 'wanted' and the personal advertisements are
relatively minor categories and of less importance than
the rest,

This study is basged on commercial consumer
advertisements for 1§ is mainly this and the service-
promoting advertisements that appear both in English as
well as in Temi) and other regional languages.

2,246

Advertisements are created more and more in
the image of sudience motives and desires, As the
audience participation increases the product matters

less and lesss ¥The need is tc»make the advertisement
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inaludé the audience experience®, obsexves Mcluhan
(Mcluhan: 19643 226). Advertising as one of the forms
of mass communication is addressed both to the ‘high
brow! and the *low brow' types of audience. vthe first
type is a selected and very small group and the second
s divided by class, culture and custom.

1%t is essential for the advertiser of a product
to take into consideration the type of audience to whom
the a&vgrﬁising message is being sddressed, if he wants
te ensure that the advertising message is communicsted
to the cansumer'and succeeds in gﬁrsaaﬁiﬂg him to buy
his product, Variations that one comes across often

in the advertising language can be mainly attributed

“ to the type and nature of Qhévauﬂieﬁcé which is divided
by the distinctions of aga,”éai, region, occupation and

social status.

Though the usual commer(cial advertisements
ére addressed to & lavge audience, some épe@iai types of
advertisements which are often found %P service, business,
trade and industrial journals are always addressed to
@ambers of a specific group or a specific occupational
c¢lass., It is naturel that an advertisiﬁg‘measage addressed
to an occupstionally specified group, will abound in
technical terms. It will have & relatively less familiaz
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vocabulary and also a syntax which is relatively less simple
than that of the advertisements addressed to the mass.

(Copywriting? . .

The baii& message conveyed by any advertisement
lies in its linguistic text. The essence of an advertise-
ment, therefore, is in its copy. An advertising meséage
is structured alang;éiffexeﬁi lévels beginning almost
élways with a headiiné* which sometimes congists of sube
heads, going on to a body copy, some standing details'ana
usually ending with a signature line.

The headline ié always presented in bold type

which is an effective device for drawing one's attention.

The language used is precise and pithy. Sub-
heads usvally reinforce the message of the headline.
New ideas, xecasons or explanations for the elaim\maéé.in
the headline are introduced in the bodycopy. The infor-
mation canteni of the bodycopy helps in inducing the
reader to be convinced of the positive qualities of the

‘product advertised. The sigaatnxe line is usuaily a

* It is intexesting $0 note that headliines do not
exist in some advertisementss Such advertisements
are called "headless wonders® by ﬂavid Qgllvy.
(Cailvv in Leech: 1966:59)
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- catchy slogan which condenses the information of the

message in a few words,

The preserntation of an advertising copy can
be classifled into two groups: the hard-sell approach
and the goft-sell approachs The former is quite straighte-
forward, with statements urging the consumexr to buy a
particular 9rgdnet aﬁd‘giving reasons why i%'shadld be
boughts On the other hand, tﬁe so?tnsell technique |
makes use of subtle and indirect methods and appeals to
the emotions. This téehnique.is usﬁally assocliated with
luxury- items like chacel&tea and eosmetias and fashion
advertising, whareaﬁ, the hardwsell technique is often
canne¢ﬁea,wiﬁh utilitarian_pxa@gats like detergents,
low=-priced food pxedaétsvané,thé like. A close look
at the contemporary Indian advertisements shows that
as far as advertising on a natiorial level is concerned,
the gsoftwsell t@chhique is in vogue., But local aéveru
“tising carried out on the regional levels use the more
direct hard-sell approach, being short of money and

time,

wWith the increase in the standardizetion of
products recently, the advertiser has come to depend more
and moxre on the language of the advertising message in
order %o sell his goodss The role of copywriting, therefore,
becomes very significant and increases the responsibility ‘
of the copywriter,
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Advertisements do not try to approximate literature
because the burpaﬁe of all advez%isemenﬁ; is not to create
an everlasting impzessiﬂn on the reader's mind as works
of art are expected to, but té gell a product: Hence the
advertising message i¢ so written as to create anAiﬁmediate
impact which will charnge the indifferent reader into a
potential customer. In order to arrest the attention ’
of the reader an advertisement has to be crisp end logicals
the message also has to be artistic and unpretentious at
the same time so that the reader will find the information
it carries as acceptable, being instantly impressed by
what he reads; but more than anything else the édVe:tisem
ment has to be aa_pieeise and sﬁccinc€ és %n epigram for

moxe words.mean marevmanév spent by the advertiser,

The copywriter's main tool is persuasion; for,
it is through this, he can make the product advertised
- seem interesting and'atttacﬁiva. Therefore, the copy=
writer chooses his words with great care. Good copywriting
lies essentielly in making use of language that is simple
anc accessible to all readers. At the same time it uses
language that is likeable, colourful and that carries a
contemporary meaning which immediastely appeals to the

reader's interest,



As many of the advertising creations of various
copywriters are so &astéfui that they can be even called
honest works of artistry, advertising apart from promoting
economy also is an interesting and ¢olourful aspect of
thé life of a socletys The copywriter engages himself in
a continuous creative process of rearranging ideas and
thoughts in novel and unusual ways, which leads to his
creation of unexpecteé mataphars, similies, slang usages
and unanticipated combinations of words andiimages. Copy=-
writers, like posts, make frequent use of rhymes, rhythms,
symhols and imagesg‘ Language has to be cleverly used
by the copywriter to complete his task successfully.
Everything has to be shewn-és an interesting or novel
experience; the slightest change has to be megnified and

 shown as an entirely different thing. This is precisely
how the advertiser will overcome the ever enlarging thraat
that his highly competitive commercial world faces,
that is, standardization of products,

2.4

" Indian advertising in keeping with the changing
times has grown in;professionalism, skills, variety and
sophistication. A media explosion in the form of numérnua

new magazines and the television, which has opened new
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vistas in advertising, the sophisticated maikéﬁ research
carried out by var&aaS'advertiéing agencies, the use of
7pavchiatric and psychological techniques in studying

and charting out consumer behaviour and aspirations

by public relaﬁian experts, computerising the market

into clearly defined sections and the new heights reached
by the creative artists and copywriters have all, over
the last decade or ﬁwn, braught great changes in the

indian adverﬁﬁsing saeneg

In India the task of the advertiser is doubly
difficult ~ for he has to address a mass which is not
Just divided by caste, money or ﬁacial status but also by
languages. With their diverse cultures and languages,
the diverse regiens nf'tﬁe Indian socliety pose a streng
challenge to the advertiser in wantihg fo reach a large
and ciassleés-audﬂance, The Indian advertiser, conseqnenely.
has to divide his audience not just according to their
age or soclal status but also tntavtwa~maj@r groups,
that is, the Bnglish-speaking group and the non-English
speaking groups Thus the Indian advertiser not only
addresses his'measage to his,auﬁience in English bu%iin

the zegional languages as well.

. The constant threat to effective mass communicat-—
ion brought about by the cultural and linguistic diversity:
of India has becn successfully overcome by the Indian
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advertisers. T.Ns Ninan and Chandexr Uday Singh in
thelir article on advertising in "India T@ééyQ observe:
*Through its sustéﬁn&d'gibwth, édvéztisiﬂg has become
arguably the tauﬁtry‘ﬁfmast persuaéxvé~£ammﬁnica%ion
form»bridgihg’%he gap between fourteen major linguistic
groups and daunting cultural diversities® (Ninan and
Singht 1982:101). |

Many of the consumey advertisements, especially
advertiéemeﬂta for lazge-scale prnéu;ts on 2 ¢entral
level are writtien in'ﬁngiish and then translated into
the various xé@iﬁﬂailxanguagesﬂ On the other hand,
for small scale products at the-rggianai level, the
advertisements sometimes are written in the regional
language originallyv and then %ranslated intd English.
But the foxmer is the usual process and 2 common practice
as regards advertising in India. When an a&VQrtising
campaign is launched on a national level, the message
is written by & copywriter originally in Engiish, After
this, various other copywriters are asked to translate
this advertising message into their respective regional
laﬂquagea;

Packard's c¢laim that “"many of us are influenced
£
and manipulated fer more then we realize" by means of

the "hidden appeals® of the advertising messages that we
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come across in our everyday life is very true. Packard
points out that this is because of the use of mass psychow
analysis to Quide cempaigns of persuasion and the large
scale efforts to chahnel our unthinking habits, thought

" processes and purchasing decisions with the help of '
psychiatry (Packard: 1957:3). That this 1s txue of

the advertiéing’industxy of inaia also, is éstablished

by the L&nta’s Managing Director, Alyque Padamsee's
statement: "For the Liril campaign, we found that while soaps
were being sold fér cemplexgans, beautv and skin care,
there was no soap to f£ill the slot of freshness, So

" we planned Liril as & rippledegreen lemonescented soap
and advertised it_wiﬁh a2 girl bsthing uﬁder‘a waterfall®
(A. Fadamsee in Ninan and Singh: 1982:104) (See Appendix;

adeno. 10 Js

Not 211 the pxoduétg advertised or their adver-
tisigg translations in the regional languages can be
said to be successful. But some products launched in
established fields with the aid of large advertising
budge{s have been successful, ’P:@me,taathrpasﬁe, Nirma
washing powder, Vicco~turmeric venishing cream, Liril
soap, Reliance teoxtiles and Weston television are some
‘of these new products thet have boen successfulj though

large~scale suecess in these cages may be because of the
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various methods of persuasion followed by the advertisers
instead of the impazt of the linguistic message of the
advertising t:ans;atians'aloneg For as Bob Jones says
"the effect of adVé:tising cannot be treated in isolation®.
It is part of the total marketing plan. (Jonest 1974:11).

A lot of rational f&searchﬁbased argument; f&air; intuition
and judgement go into the planning of advertising which

i the most 1mpcrtant and axgensivé part of the campaign.

- A keen study of the recent advertisements
shows tﬁai iha Indian press asdvertising, as far as
English is c&nnarned, mokes use of & language that |
ranges fr&m the strictly conventional style»like ﬁhat

of Johnson and: John son earbuds ad:

‘Presenting Johnson's Buds
The Safe, hygienic way to clezan ears?

through a more casual stvle like that used in the advere
tisement for Uptron TV (See Appendix; ad.no.1l ), to

the very personal and intimate style of the *Made for
each other' Wills Clgarette ads. Adverﬁisements ﬁay be
straightforward statements or they may maka use uf‘
product comparisons., Some advemtisérs believe in giving
demonstrations of the product capabilities; some dramatize
the products; some make uée of metaphors and hyperboles;
some have a spokesperson to render the advertising |

message; and some carry testimonials. I1.P. Tewari in
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his article on 'Advertising and its goals' classifies
the advertising copies into four different groups. They
aret the reason - why copys narrative copy, testimonial
copy and the suggestive copy (Tewari:s 1972:8). The
vreaéan = why copy is used in almost all advertisements
of utili%arian ptaauctés An example of this is the
Closewup ad which has a subhtad: *'For fresher breath.
Whiter teeth' thus giving the customer the reason as to
why he should use Clogsewup toath—pésfe. On the other
hand, the narrative topy is seldom used by the copy-
virltex, except on rare occasions when he wants to relate
an incident of the past, as a8 testimony for the product.
he advertises, An éﬁvertisem@nt for HMT watches makes
use of the nagrrative copy by-relating,thé expedition
made by a team, %o the Antartica, ié 1982. (See Appendix;
ad.no.12 ). The Complan ad with a statement by Jim O'
Doherty for its headline is an example of the testimonial
kind af»copy {See Appendix; ad.no.13 ). The suggestive
copy is used by the Regent Filter King cigarette ad:

"An Exclusive Affair" (See Appendix; ad.no. 4 ).

A typicai.adve:tisement as Leech‘Suggasts,
should fulfil the following requirements: first, it
should be able to attract attention, that is; have
attention vélue; secondly, it should &ﬁstain interest,
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that is@ it should have readability; thirdly, it must
be remembered or recognised as famillarg and lastly,
the adﬁe#txéementvmust prompt the right action from the
reader, that is, it should have selling power. {Leech:
1966127), | |

While particular features of the register or
certain linguistic péeuiiérities of the advertising
gituation can be atiributed to the first three qualities ~
attention value, readabllity and mémerability - §t cannot
be established that eny particular linguistic phenomenon
or the use of language in a specific way attributes_t@
the selling power of an advertisement. A particular
product may sell because of many known or unknown factors.
Yet, iinguistic featurés ¢an be analysed objectively,
in order to find nut,tﬁe type»ﬁf lahguage‘varietv‘uaed

in a particular situation.

It is possible for any language used im the
“advertising situstion to evolve a specific variety of
its own belonging: to that situation, Thﬁs, a close
look at some of the Tamil advertisements shows that the
advertising situation has made it possible for the
Tamil language té'daveiep‘an advertising variety of its
own as in English. Moreover, the advertising translations

are not always translations but are samstimas'just
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transliterations of the English advertisements, or a mixte
ﬁrﬁ‘nf h@thﬁ'-in‘faétg Tamil advertisements abound in
transliterations. 7This is because, sometimes it is hard
to f&ﬁdiQ © the equivalent expression in Tamil resulting
in the use of the original English expression. Transliter~
ations are used in case of technical terms which abound
in advertisements of ehgineering products, insecticides
and other mechanical éﬁﬁipﬁﬁﬁﬁ@g despite the aveilability
of synenymsvﬁar gg@h technical terms in Tamil., The

main reason for this is the impextance given to the

use of ordinary and simple language that is accessible

to the eumman.man-ig~wﬁam\the original expression of

such technical terms in English would be less confusing
and more familiat than the advertising translations of
Tamil. R

As in English, the sdvertising veriety of Tamii
" also violates some érammatical'rulaﬁ which renders the
grammar of this variety abbrewiated. But it is important
to note that the advertising transiétiens'in Temil do
not violate the grammatical rules as much as the English
éd§ertis§ﬁgsvaxie£y does. Excessive use of rhymes,
alliterations, enometapaeicwwaiﬁé and the usage of minor
constructions, imperatives:.and adjectiyes mark the
adverﬁisiﬂgvva:iety-ef t&milg' It shouid be noted that

almost all advertisements in Tamil make use of a language
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that is not quite colloquial inspite of being simple

and accessible to thé common man. These characteristics
@f'tha-?émil’aﬁﬁer%ﬁ@iag~vérie@y ha#e created an artifici-
ality about the language uged which mékesvit seem quite
lifeless and drabe This may be because of the Iim&t§
ations that the topvwiitet of the Tamil advertisements

has %o face while doing advertising trenslatians. ¥ost
of ﬁhem are literal translations and not transcreations,
thexeby making the advertising language in Tamil quiﬁe
aniﬂtexeating aaﬁ art&f&cial;

i The features which render the grammar of the
advext&ﬁing varieties of English and Tamil abbreviated
aﬁd the #%her‘lzngaistia peculiarities that mark the
varieties are brought out by means of an snalysis of
the syntax of the English and Tamil advertisemenis in
Chapter 1iI, | |
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The advertising variety of a language, as mentioned
earlier, has features peculiar to its own. These peculiar~

ities are caused mainly by:

1« Deviations from standard usagea i

9, Syntactic incidence of grammatical features
that are most frequent in this variety than
in normal usage. }

3, 'Extraorﬁinagtiy high or low ¥requency of
linguistic features.

Deviations, however, c¢an occur on cifferent
levels phonological and graphological, lexical, syntactic

and semantic.

- The advertising varieties of English and Tamil,
as discussed henceforth, have all the above-msntioned
features which help the particular variety to generate
a DISJUNCTIVE and ABEREVIATEﬁ grammar of its own as

~

@ppesad'tn the DISCURSIVE grammar generated by the lang-
‘uage uaeéAin n@rmal disgaqrse sitnations,*

* *"The DISJUNCTIVE and ABBREVIATED modes are two relatively
restricted varieties of English with an important bearing
on the advertising language. The abbreviated mode is ine
¢luded in the disjunctive mode, and both are distinguished
from the DISCURSIVE mode of ordinary, connected discourse
by peculiarities of grammatical structure” (Leech: 1966:90)
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Besides, deviations on the syntactic leve&,‘
syntactic incidence and frequency 6f linguistic fegtﬁraa.
lingulstic switch and come features of punctuation
that aze unique to the advertisiﬁQVVarieiy of language
are also diseussed in this @hapt#:g Ags the present
study restricts itself to Indian Press advertisements,
the category of phonological deviation is not discussed;
moreover, the tategories ~ 1§xi¢a1 vioclation, semantic
deviation ané grsphéieginai deviation, are discussed
in the fellowiﬁg'chapﬁer « "Creativity in Advertising®
since the shove meaiisnad:caiegaxies play a aignificant

role in the creativity of advertising language.

9 \
.

;"*_: .
A

q'“@rammatisal deviance® points out ﬁils Erik
Enkvist, “invngea aa\actual tinkering with the normal
system of rules. This tinkering can be explained in,

- terms of rule omission or suspension, rule change and

rule addition® (Enkvist in Chatman (Ed.)s 1971:35).
The deviations found In the syntactic campcnent Qf the
advertising variety which ganerates & dis!ﬁpctix o and
abbreviated grammar of 1%s own are brought about by
these three rules.
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Language as found in the register of adver-
tising is sometimes "stiructured in texms of single

words and phrases, rather than in terms of morxe

~ highly organized units of clause and sentence.

Languege s6 used may be termed block lenguage" say
Quirk and Greenbaum (1973:209).

I4

\

_ ?he.abbreviaﬁéq.grammar of the advertising
vazieties of English and Tamil isvgénerate& paxtiaily
b? this rule of omission of certain grammatical items,
by other rules being the occurrence of non-finite ;
and minor independent clauses and extensive,prem&dié
fication of nouns. “Qn'%he,facﬁ of it" says Leech,
”thié type of grammar lends itself... to descripiien
in terms of ‘omissions'. It might be described as .
*ordinary grammar' (i.e., discursive grammar} with
items of low information vaiue left ous® (Leech: 19663
é&)g The abbrevisted nmode of languagénigmalse used in
telegrams and newspaper headlines: As in these
varieties, so in advertising, high premium is placed
on the physical brevity of the linguistic message.
Thus the advertlising variety has a tendency to delete
structure words of low information value and retein

contést words of high information values Some of the
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grammatical items thus deleted are articles, conjunctions,
prepositions, and relative pronouns. Sometimes, even

nouns and verbs anKOMEttﬂds

Azticle

in English advertisements there is a tendency
to omit the definite article 'the' in the determiner

position in nominal groups; before superlatives like

tpheét' and before intensifiers like ‘only'; whereas

indefinite acticies 'a' and ’an' are omitied only on
rare occasions in determiner positions in nominal
gzaups\ér:eisewhexe. For exampie,‘i% tﬁe following
adveétisemeﬁ%s, which have nominal groupé as their
headliines; the defiaite article is deleted in one
nominal group, whereas in the other the indefinite
article *a' is retained as a determiner of the'naminal

group:t

t. {The) 'Hew Citizen Eagles'

2. ‘*a great new way to good tea'
Likewise, the definite article is omitted before
‘best’ and ‘only’ in the following advertisements:

1. 'Buy {the) best. Buy Bajajs'

2. (The;} 'Only Juicer, Glinder &nd Blender
in India today. Velly good.’'



"In the following headline of an advertisement, the
indefinite article *a' §s omitted before the noun
‘woman's - -

‘wWhat kind of (a) woman does a media
man dream of?' ,

.As there is no equivalent grammatical catew

gory for axticlee in Tamil s this feature of article

. omission does not apply for the Tamil advertising

variety.

3*2&102‘1

In trying to load the advertisingicapy with
information, the copywriter tends to omit certain
itgme.whieh are recoverable from the context. Con-
junétians are such items deleted quite commonly in
‘advertising messages. Cow-ordination is a Very common
feature of both advertising English and Tamil. But,
when clauses are co~ordinated there is a strong

~ tendency to omit the co.ordinating conjunction and
thus the clauses are usually in apposition. The

following cases may be considered as examples of

* "In Tamil there are no definite or indefinite
Articles, as there arxre in English. The English
Article mey be regarded as inherent in Tamil '
Noung® (Ardens 1942:73),
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‘agyndetic co-ordination'

1. ' tClean fresh breath... (and) strong .
healthy teeth with Colgate Dental Cream'

2. 'You live only once... (so) do 4t
in style!

and their respective Tamil counterperts:
¥ ‘'puttunarcel tarum tays cuvacem(um)
“uruti mikka 2rokkiyaména parkal{um)
alittiduté kolked denttal krim.!

2, .. 'varuatd oru mural (enavé) #ﬁ?ﬁﬁgal )
kavargciyuden,*

392&"“5‘3(&

’Omissinﬁ of preposition is not frequent
eithét in English or in Tamil, In Temil, case difference
is brought @ut by means of postpositions or ﬁrepbsﬁtiaﬁal
suffixes attached to the NOUﬁBm** Moreover in Tamil
advertisements these prépaﬁitiéaai suffixes are rarely
omitted, ihey are omitted only occasionally and that

too when the Tamii‘aéve:%isement ia an exact translation

*  The type of co~ordination found in a sentence
where co~prdinating conjunctions are absent but
could be*supplied is called asyndetic co~ordination.
(Guirk and Greenbeum: 1973§253). _

##  In Temil such Propositions are represented by
suffixes added to the words which they govern,
often c¢alled Particles and sometimes celled
Postpositions {Arden: 1942:125),
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of the English advertisement. The advertisements for
'Weikfield Custard Powder' and *Dolphinar TV' (See
Appendix; aé.nasiuwﬂ omit the following prepositions
in their headlines:

1. 'The creamiest (of) cﬂstards

The jolliest (of) jellies!®
2. {On) 'Sunday and everyday of the week
Relax with Dolphinar'

Prepusitional suffix 'ai' attached to the noun 'biscuit’
which is in the accusative case, is omitted in the
Parle Gluco biscuit advertisement in Tamil:

*nagdit ternteduttir pappavukku nalamana

biskatt(ei)’ '

{You have chosen a healthy biscuit f@:
the baby)

When a nominal group is followed by a finite
or non-finite dependent cléhsa, the relative pxauoun
relating the two units of sent@nce structure is often
missing in the English advertisements. The Nescafe
and the Johnson's Baby Cream ads (See Appendix; ad,
nos. 18 % 19 ) in their signature lines omit the

relative pronoun 'that' and » form of the verb 'be's



1. 'the only instant coffee (that is)
made from 100% pure .coffee’

- 2+ tJohnson's baby cream (that fs) trusted
by mothers all over the world'

On the éther“hané, it is the demonstrative prcnauns
that are often missing in the Tamil advertisements,
The Tamil advertisementsfor Amul cheese powder omits
the demonstrative pronoun ‘atai' (i.e., 'that' in
the accusative case) in its subheadliine:

*cudacguda jorana bakkoda (atai)

guvaittida innamum kondu vadatl®

{Nice hot pakoras. Bring some more of them)
3.2:1.5 Nouns:

As nouns are high frequency ftems in this
register, they are rarely omitted. But whenever
they are qmitzéd in a sentence, the sentence eithet
fol&bws or is followed by a noun or nominal group
forming a minor aenténaeﬁ of'ita own and isolated
from the rest. Thus the Crompton Greaves Fan ad
headline reads thus:

{(Crompton Greaves Fan) *Built with care,
built to last'

Minor sentences are discussed in detail in sectian
3.2;4 of this chapter.

&
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in minai.seﬂtences which consist of adjectival groups,
aouns agre omitieds
1e 'Caal,'enmfarﬁable‘aﬁa carefree!

2. 'Utterly,..butterly..sdelicious®

Nouns are hardlv\ever“ami%ted in Tamil adver-
tisements, They are omitted only in case of minor
sentences made of Ssolated verbal groups. For example,
a Handiplast advertisement reads:

1. '*nagqut tadai seykiratu. Patukakkiratu.
gunappaduttukiratu’

{Prevents poison, Protects. Cures.)

2. ‘*pEtukattu gugamelikkiratu®

{Protects and gives comfort)

In these cases ihe'vezbal group follows an iéolaisd
noun which is usually the brand name,

-

3.2.1.6 Vecrhs:

Verbs are omitted in all ‘minex‘élauswa‘*
which have a freguent @ccurrence'in the advertising
vai&eties of English and Tamil. Finite predicators
arévmxsséag in the following advertising message in
Engiishs | |

*¥ "Minor clauses have zero predicators and in discursive

grammar they are usually dependent" (Pandya: 1977:108).
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'Each one (18). very stylish, very

~ distinguished'

And cach one {is) verybpreai&&,
very accurate!

(HMT watches)

*Natarsj (are) Pencils wiﬁh a'x¢ﬁger

life-~line?

In the same manhner finite predicators ‘b;;eﬁu‘ (1s)
and 'kondatu’ (has) are omitted in the following Tamil

advertisements respectively:

e

2.

Lhange:

'avarukkena oru tani pani, tani racanai'
{uliatu) -

(For him a unique style, unique taste (is))
‘murumaiyana Gtta unavirkut teévalyana ella
cattukkalum, cuvaimikka oré vadivil' (kondatu)

{All ingredients needed for a complete
nutritious food in one tasty form (has))

Grammatical deviations are c¢aused not only by

omission of certain grammatical items of low informat

ion value, but also by changes in the order and function

of grammatical featurea. Thess changes in the order

of words and sentence units resuli in rendering the

language of advertisements disjuncied@' Change 4in the

gramméticailfmnstian of lexical items is otherwise

known as 'functional conversion'. {£eeché 1969:43).
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These features -are common to both the'English and
Tamil registers of advertising.

%

A non=finite clause whiéh postmodifies the
nouh'gwﬁnp appears in end position, after the predi-
cator, 1n$taadvhf appearing immediately after the
noun group in the follewing headline of th@,ﬁyiwaﬁia
Laxman Bulb ad: | |

%f*&"For light that needs ‘the right dispersion

Sylvania Laxman pruvidés‘the 1deal luminaire.,.
- desiaped with advanced lighting technology!

The underlined portion wﬁiéh is the postemodifying

| non-finite clause that ﬁhculd Eppéar after the noun

group 'Sylvania Laxman' instead takes the end positien.‘

Another example of change in the order of

- sentence structure units can be seen in the folldwing

body copy of the Shaxp Iétarcoms ad:

‘At SHARP, cﬁstnmer serviee means people
and technozﬁgy working together to help
you get the most out of your systomsess’

'At Sharp we call it 'Staying Power'.
In both the above sentences the adverbial phrase

beginning with 'at' takes an initial .position instead
of the usuval final position.
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The basicISéﬂteﬁee patternvin Tamil being
SOV (subject, object, verb) as opposed to the VO
pattern in English, a change in the order of sentence
eléments takes place whenever the finite predicator
ﬁhieh usually takes the end position in a sentence, takes
an initial oxr maedial p&gitiaﬁ@* The advertisement
for Fab éetergent»seap changes the order of sentence
elementéz |

"Féb dittarjend katti velukkiratu ungal
tunigalal atigat tuymalyadga!

{Fab detergent cake washes your clothes
whiter) : .

Here, the finite predicator 5Ve;ukkiga%a' { *washes’)
instead of taking the final positién cccurs next to
the noun group - Fab detergent cake,

Similarly, the signature line of the Lacto-
Calamine ad reads! |

*ﬁégikku alippir menneril?

(Give your body softness and beauty)
Finite predicator 'alippir' ('give') takes a medial

position instead of the usual end position inm the above
advertisement,

e  ; — ‘f‘:,_ _ .7, —
% “There is one Finite Verd in a sentence and it
coneludes the sentence.” (Ardent 1942:178)
‘he , b or Participle which
vThe object precedes the Verb or Participle wh
Qégernsjit.”p(Ardenz 1942:179).
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"Functional conversion” says Leech "consists

~ in adepting an item to a new grammatical function®

{Leech: 1969:43)s The convérsion of nouns into

verbs and vice versa has become quite a common feature

_in advertising language as in the general use of

language. The following advertisements are some

' examples of nouns converted to verbs:

1. 'Did you Cherzy Bl

LT m your shoes today?!
2, ‘Gift it with sentiments.' (Jayco watches)

~ Nouns converted into adjectives:

1.~ 'You'll love its ghocolatey goodness'
2,  ‘'Brush the Colgate way.®

Functional conversions abound in English advertise-

ments, while in Tamil they are very few., In the

foilawiug‘Colgate ad the brand name is used to perform
 the function of an adjective qualifying the noun

‘way':

*k31kéd muraiyil pal'tﬁlakkgﬁgal"
(Clean your teeth in the Colgate way)
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Peculiarities of grammatical structure are
also enhanced often by means of repetitions of
identical or rhyming words, groups and clauses of
the éaﬁé pattern and even sometimea whole sentences,
These repetitions are effecteﬂ by means of rule
addition: A Charminar cigarette ad goes on like
this: ! '

'"Give me a drizzle. Give me an umbrella,

Give me a snuggle. And give me the taste

of toasted tobacco.’ '
All the sentences in the above advertisement have
the identical pattern of imperative + indirect object +
direct object. However, the co~ordinating conjunction
tand? pxecedes the imperative of the last sentence
and the direct~abﬂéci is q&a&ifﬁed‘by prepasiiian +
adjective + fnoun, |

Similarly the pattern SPC (subject, predica~
tor, complement) is repeated four times in the follow-
ing Bajaj Super Fans ad: | |

t1t's super swift. It's super silent@
"It's super cool. I1t's super fan,'

‘Repetitions frequently occur in Tamil advertisements
also. In the following Ponds Vanishing Cream ad the



construction Noun + particle + Adjective ié repeated
twicet |
‘pattu pol menmai pavarampol aragu®
{513k like softness Coral like beauty)

Likewlise, two ldentical constructions of the &P
pattern are linked by means of a comordinating con-
Sunction in the following headline of the Horlicks

ad:

tandl maral porikiratu eninum arokkiyam
tavarkiratu'

(Though the evening rain is showering
health prevails)

3:244

The restricted vaxietie§ of advertising
English and Tamil are also marked by another important
feature, that 1s, the frequent occurrence of minor
sentences, In the English as well as the Tamil
advertisements, minor sentences occur mostly in
the headlines, subheads and signature 1ines, English '
advertisements inclﬁde a large'mumber of minor
séﬁiehces iﬂ;%héit buéyﬁé;gv a&aﬁ; whereas in the
Tamil advertisements, minor sentences in the body

copy is a rarity.
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ﬁﬁinn& gentences" gay Crystal and Davyy are
not mezre “ellipses of major sentences - types” (Crystal
and Davy: 1969:151). According to them {Crystal and
Davy: 19691 49-50) any of the following structures
occurring tn&ePgndeatly 1& a2 minor sentence:

s+ A subordinate 5P(CA) structuze, as in the
headline of the following ads
*Because the voltage fluctuates?
2. An element of gléuég,sﬁﬁncturﬁ (&,P,Q,A,v@c)*

oceurring indepeaﬁeﬁtl?. Fa?'éxamplé;

1. 'An Exclusive Affair' ($)
2. ‘Grinds. Grills. Chops® (P)

3+ A combination af-elameﬁté of clause structure
other than those dllowed for in major sentences
1ike, 5C, PC, PA, AA,

 The following is an G%%%plé of this type of
S

minor zentences

'For fresher breath, whiter teeth® (AA)

* - The various elements of sentence strugture are symbol-
ised as follows by Crystal and Davy (1969:46):
Subject ' :
Predicator
Complement
Adverbilal

Vocative

Fanu
§ ol 2R X )

8
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4, A non-finite construction as in,

k) ‘Made for each other!

Minor or moodless clauses occurring independently
¢an also be included under minor sentences.

3920401

Subordinate siructures functloning independently
are frequent in the headlines, subheads and bodycopy
- 4n English advexrtiscments and occur less frequently iﬁ‘
sighature 11&35;;”?%@ following are examples of sube
ordinate structures functioning independently from
various advertisecments: |

1« 'When people talk about the quality
of tyres.,.' {(Head)

2. ‘'Because we make it the way Methet
makes it* (Bodycopy)

3, ‘'Because s special occasion needs a
special paint' {Signature line)

4, ‘Which is why you get super~gilent
service for years together' (Bodycopy)
Subordinate stiructures having independent status are
not as frequent in Tamll advertisements as they are
in English advertisements, Whenever they occur it
is either in the subhead or in the signature line:
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1. ‘*kareanam ippotu tanlccirappana van nils
' vanna vay tulakkiyullatu flash mattumé.'
(Because only Flash now has an exclusive
sky~blue mouth purifier)
2., ‘'enenil pamoliv shév krim onpiltan esjielsd
ullatu... atan 'Irsmmigunta nurai' mige
murattu romattaiyun mirutuvakkukiratu.!

{Because there is SGL~4 only in Palmolive
shave ¢ream... 1ts lather softens even the
coarsest hair). |

3e2:402

"In disjunctive language" obsexves Leech,
"a gingle nominal group or a siﬁgla adverbial group
nay beﬂgrammaﬁicaily independent." (Loech: 3966:93).\
The type of diéjunetive English that utilises only
nominal group étructuzés 18 also known as 'block
language' (Leech: 1966391). Isolated nominal groups
functioning as minor sentences is a very common feate
ure of advertising Eagiishiaslweil4as Tamil, They
occur in all sections of an advertisement, namely,
the headline, subheads; body copy aﬁd»abouad in sig~
nature lines. Some examples from the English adver~-
tising variety are: |

t+ 'The perféct mateh'  (Headline)
2. ‘'Modella Power' - (Headling)
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3. ‘'The taste of an international o .
~ favourite' ~ {signature line)
4. 'The pick of plckles’ ~ (signature line)
5. *A big leap in time® ~ (signature line)

In the Tamiizaévartiaemanté, nominal groups abound in
headiines and subheads!
1+ *kivi p&tukappu {Subhgad)
(Kiwi Protection) '

2+ ‘giranta ragangal. cariyana
) ’?i&ai - gaie § (Subhead)

{Good varicties. Ceraet price)

3¢ ‘'nératin aragu mugangal® (Headline)
(Time's beauty faces)

4,  ‘'kudi kiura aragi' {Headline)
{Cuticura beauty) :

5. ‘puttunarvu ¢op' (signature iine)
{Freshness soap) :

3+2:4:3

Adverbisl groups functioning indepéndently freely
. occur in all sections of the English advertisements.
For examplet

te *Yeu 11 emerxge elean, fresh
: aﬁﬂAgiﬁWihQ» , OV

(Body copy)

2s ’The taste that makes a wnr&d ‘ .
of a difference. The
pver.* R (signature line)

1



«HGwm

3. ‘At a svrptisingl? low price’ (Body copy)
4, 'First time in India' (signature line)

5s  'Capture the nature, its
vagied beauty'

(Headline)

Prepositional phrases functioning as adverbial groups
alse have independent statue in English advertisements.
1» 'For this summer and every N
sunmex' {signature 1ine)

2+ ~‘'For fresh breath aanfiﬁance o |
'“that lasts' R (Signature line)
3. 'Wills Excellence. in ,
kingsize' . : {signature iine)

Adverbial groups functioning on their own are also found
in Tamil advertisements. The following are some examples:

t. 'ippStul intiyavila!' (Headline)
(Now! In Indiai)‘

2. ‘'kalangamatta Qatumangadku’ {Subhead)
A(Far spotless skiﬁ)

I e

3. *maksfaadazzn eril ulagattili- | _
runtul! ~ (Signature line)

(From Maxfactor's: beauty world)

3e2:4,4

Non~finite clauses which are always dependent
in the normal discourse situation are independent in the
aﬁvertisihg variaty of language., Next to nominal groups,
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non~finite élangés‘axa the most frequent constructions
fanetibningnindepéndeatiy as minor sententes in the dise
junctive modes of advertising Tamil and English,

| In the English advertisements, independent
non-finite clauses are frequent in body copies and head-
lines and infrequent in @ignatuza liness
1, ’Rippled ‘green with the exait&ng
| freshness of limes’ {Body copy)
2, “Hade £or bach other' . (Headline)

3s. 'To match your moods and
attire! (Body copy)

4, ‘Backed by a stuxay motor for ,
trouble free running' (Body copy)

5, 'Styled to please, built to
last a lifetime’ {Body copy)
In the Temil advertisements, non=-finite constructions
taat are independent are more frequent in headlines and
signature lines than in body copies: |

1. ‘iyarkaiyaga carumattai kakke' (Hea#line)
{To protect the skin naturally)
2+ ‘'palapalappu nidittu nilaikka' (Signature 1iﬁe)
(For shining to stay on) . '
8¢ ‘alaiyeriyum talatalap paggal' (Body copy)
(The green frashness brought by
the waves)
4, ‘mangala mati mugattil merugutta' (Headline)

(To add elegance %o aharmiag moon=
1ike face)
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“Iﬁ‘aisjunctSVé;lénguageﬂ says Leech, "a
sentence need not contain a finite predicator® (Leech:
1966:193), Moodless clauses which have no finite or
non=finite pxeﬁicétar occur freely in the restricted
veriety af,advartising language.

1.  'Freshness in a flash' (Headline)
2. ‘Nature's gift to everybody.
A frosh, young complexion all _
over? (Headline)
3. 'With an accuracy up to 15
seconds a month, And a battery
with a Seyear life span - longer
than other watches avalleble in @ :
~ the country’ (Body copy)
4, *Time~koepers to the nation' {signature 1ine)

5. 'Your time for life time®  {(Headline)

All the above examples have no predicators.
simiiaxlv, the féliawing examples from the Tamil vagiety
have no predicators and até‘thereforé~méedié$9 construct-
ionst

1.  'il3cana migap porutianana
~ mekkep. mugap pavudarukku

migag ¢iranta ataram. garumattirku

nalla patukdppu.? (signature line)

{Light and very suitable makeup.

Face powder of the bost standard.
Good protection for the skin)
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2. 'ippdtu aragiya putiya pekkile' (ﬂeadliﬂ@)
{Now in a beautiful new pack.)

3. ‘'tollaiyillet tolaik kadci'  (Signature line)
- {Disturbance~iess distant vision)

Apart from these five categories there are
also one~word nouns, adverbs and adjectives which
function independently as minor constructions. Some

of them ares

1s ‘Persanaiiaed’ (verb)

2;:° *No winding. ﬁb x@palriﬁgi No adjuating.

' (negativ¢ + noun {(gevund))
3. 'Timeproof, Sgratchpxnaf. valueproof.

styiepreaf.
~ {Adjective)
4, ’ﬁo viga, No passports No tustoms-checking?
| " {negative + noun)
5¢ 'ippotu! intiyavilal' (Adverb)
6.  ‘cirappanatul'  (adjectival noun)

 Syntactic incidence of certain grammatical
features are far mote frequent in this register than
Some ot these

in the other varieties of lenguage.

.'impaxﬁaﬁt»features are: {a) a noun or a nominal group
followed by another nominal group, (b) a nominal group

‘



followed by a\aemeﬁstrative pznnauﬁ:which‘gcta as a
grammatical pain%aré {c) dependent clauses rélated L7}
groups, (d) loose sentences in which a dependent clause
follows the main tlause, (&) éuapenéed‘séntenées in
which the main clause follows the,dapéﬁéent ciaase@
and finally (f) a dependent clause linked to another

~ dependent clause.

3.3.1

This £?pe of construction is often found in
the headlines and signature lines where the brand name
is followed by a catchy slogan which is usually a nomie
nal group that speaks for the quality of the product.
The immediacy of the attr&butes of a product to its
‘brand name is a common feature of the adveft&aing variety
of 1anguagé@. In these cases the noun is separated
from the nominal gruup by a dash. All the advertisements
given below follow this pattern (i.e., Noun + nominal
group) either in their headlines or signature lines:

tgl *Hindon « A new way of living' (Headline)

2+ ‘'Apsara = The Professional’s , _
Drawing Pencil' {Signature line)

3, ‘'Complan « the complete planned T
food! (54gnature iine)

4, ‘Autumn Rust =~ a creation frém
" the fashionh house of carpetSees _
Transasia® (Headline)
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Likewise, in Tamil also, this type of syntactic incidence
froquents tﬁe\héadi&nes and signature lines:

SQ' *kadbaris bomvida ungalddu
valarum nanmai' - ({signature 1ine)
(Gadbugyfs'ﬁdﬁrnﬂita - the
goodness that grows with you)

2, 'Hindon varvin oru putu
vapimurail® {Headline)
(Hindon - a new way}nfliviagﬁ

" 8¢ ‘'Nadaraj nedungalam’erutum .
7 nigarills pencilgal' (Signature line)

(Na%azajiﬁ»inGOmgaréble pencils
that write for e long period)

44 ' nesdam - elitil § 1pansmagum
kurantai upavu'
(Nestum ~ easily digested baby £00d)

Like the previcus one, this feature of co=
otcurring nominal groups is alse often found in the
head and the signature lines, While in the previous
construction the brand name takes the place of a noun,

here the brand name end the name of thetﬁ%géﬁ@% forms
the nominal group in most of the cases:



1« ‘apsara drawing pen¢1&as.q _
The professional®s pencil’ (3ubhead)

2. 'Britannia Maric biscuits ; -
the crisp tea-time favourite' (Signature 1ine)

Sometimes the attributes of the product are given in
nominal groups in apposition, as 1& the Bajaj Fan ad:

‘More Alr Delivery Less Power
Lansnmptian' (Headline)

The same ﬁ@ twaa of tha Tamil aévert&temgnts also:

%; 'ungal mutal velai ungaiukkozu o
- mukkiya vélai' (Headline)

{Your first jab gis} your
impertant period

2+ ’biridagiva, mari biskal kappi
nérak karakara t&ﬁpandam‘

{Britannia Marie Biscult = crisp
tea time snack}

3+ ‘'nerdlak peyﬁnds ik;angalakku
erildttum vennangsal'

{Nerolac palnts beautifviag colours
for houses) :

34343

It 4o quite a common practice of copywriters
to follow an -isolated nominal group with a sentence
starting with a demonsirative pronoun that behaves
as a grammatical polnter, referring back to the
nominal group. In such cases the continuity of thé

adveriising message 16 kept by the gremmatical pointer,
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1. 'Ihe 2 v Quartos ; is
evexy' g ?”~“i éxgae fmwa

iy

{Bodycopy)

(Bodycopy)
3, . TRames 2h£$ star hiliiag
v"*:eatxas at conbine high S
performance wi%ﬁ»xew cost' {Headline)
4“ ' } .. ¥ s ‘. ' ; ,i.‘ 2 v
it's pazt af'yaur at?;e'

(Subhead)

In all the asbove advertisements the nominal group
functioning independently Ls followed by a Sentence
beginning with the greammatical pﬂ!ﬁﬁer@ Yit's Similarly,
in‘ihe following Tamil ad?etiisﬁm@at the nominal group
is followed by the grammatical gaintex tatai' (..,
tthat! in the atcusative tase)s

trerfrl w&tuképpu - atalp pol )
véronrilial : (Headline)

{Carefree protection ~ nothing
eise like that)

| 5%411l another peculiar feature of the adveg~
tising variety of language is that dependent clauses
instead of being related to independent clauses as An
normal usage, are related to groups functioning inde~
pendently., Thus in the following G&iﬁﬁ% Fan advertise=
ment, |

*Orient. For this summer and every summex®

A
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the dependent adverbial ¢lause 'for this summer and
every sunmer' is related to the noun 'G:ie@i‘ which §s
the brand name, And inh the advertisement for British
Paints Vinyl, the finite subordinate clause is related
to the nominal group that precedes its

*British Paints Vinyl. Because a _
special occasion needs a special paint,t

{Signature line)

In Tamil advertiséments algso, most non~finite clauses
appearing in signature lines are related to nominal
groups, ¢eﬁsis%£ng of the brand name and the name of
the product that either precedes the dependent clause
or follows it. The following are a few examples of
the kind:

t.  ‘'kurl-on mattresses. Ovvoru iravum nal

- 4iravavatagku'

(For each and every night to be a good
night)

2. *putiya sanrals iés@aq@ ,
ammavin kalaik kaéppiyin puttunarceiyattum
anubavattiiku?
(New sunzise instant

For the freshness giving experience
of mother's morning coffee)

Sentences with the dependent clause following

the main clause are termed 'loose'. As the maln unit



T
of information ig contained in the main clause it
catches the immediate attention of the teader'leaving
the rest of the‘seﬁience containing the dependent
structure to fade away into 1ngi§nific3n¢eg Mittine,
regarding *1@03@"9ansﬁxuc£iéns, says “the main point
is made first and further matter is added, with a
tendency to ’tail away' in a &ecl&ning:meVeméht@"'
(Mittins: 1962:147). Examples of 'loose sentences'
from the adéertising-vat&et&es of Tamil and English
. ape g1VQn below: |
1« 'kolgéd dendal krim uba?agittu vay turnattattal
taduttidungai par¢itaival etirttidungal’

(use Calgate dental cream. Stop ba& breath,
fight tooth decay) :

2. ‘Gnly Complan has 23 vital foods (ummh)
- they need every day*

3346

‘Suspended® sentences, on the contrary,
have the&# main ¢lauses in the end and the dependent
clauses in thé béginning‘ Mittins xemarks, “When
the main clause isvpiaﬁéd finally it tends to acquire
a strong emphasis. The effect is, as 1t were, of
building up to a kind 6f climax which is held back
to the end." {(Mittins: 1962:147). -'Sa&peﬁdeﬂf sentences
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frequent the signature lines. The following are
examples of 'suspended' sentences:
1, ‘When péep&a talk about the qnality of
tyr&sbaa the debate ends with CEAT.!

2, ‘If youlve the inclinatian, we've the time,
~ The exact time.* {3ignature line)

3« *Since all fans are designed to aeal you,
we made ours better by design.' (Headline)

4, 'Clean fresh bxeath..strong healthy teethﬁﬁ
with Colgate Dental Cream.’

and its Temil counterpart:

*puttunar¢ed tarum tuya guvacam
uruti mikka Brokkiyamana parkal
alittiduté kolked dendal krim’

and also,

1, ‘varttaigalal golla mudiyatataikkidda
nérttiyagag ¢olvatu kadbaris'
(Cadbuxy*s says (it) better than wonds)

2. ‘ubgalukku engum viruppamdna ¢ikke intiyavilé
tayarakiratu Slvin enra peyaril.!

{The Seiko which you like always is made
in India = in the name of Allwyn)

3.:3.7

Dependent clauses apart from being related

to groups are also related to other dependent clauses



G

and the co=ogcurring dependent structures gain an
| indepondent status in the language of advertiscments.
Eaaaccurring‘éépanﬁent @%rncturéé:accax'mainly in the
bodycopy of advertisements, but they also appear in
the headlines sometimes. Co=-optex textiles advertises
its fabrics thus, in the bodycopy:

*Beautifully woven inte modern styles and
designs blending ard afrayvéf colours'

In the above example, two dependent non-finite clauses
are linked togethexr. Duncan's kingsige cigarette ad
links & non~finite clause with an adverbial Qlause in
its headline: |
*Perfectly blended for that perfect pleasure’
Dependent structures are linked together in Temil ade
vertisements also.  The foliowing are examples of this
type of rsyntactic incidencé:
1. ‘murumaiy@na Gtta unavirkut tévalyana ella
cattukkalum, cuvaimikka ore vadivil®

(A1l the ingredients necessary for a complete
nutritious food in one form)

2s %ﬁ%ga;\nalla'vélaiyai nalla velaiyai kurikka-

{ggT?ark your geod job, your good period-
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Advertising English as well as Tomil are
marked by ¢ertain high f:équency grammatical features

and & few low frequency grammatical features which

are characteristic of the register of advertising.
An enalysis of fifty sententes from twenty randomly
selected Engiish advertisements‘aﬁﬁ another fifty
sentences from twenty randomly selected Tamil adver-
tisements, which wére taken only from the'heaéliﬁes,
subheads and signature liééaﬁ shows the following

results:

‘ﬁmﬁﬁg‘sénfenﬁe t#peé, iﬁ.ié the minor type of
Senﬁengﬁsqand not the major type which frequent the
headlines and the signature lines of the English and
Iamii advertisements. (See Table No.i, p,ﬁ4 J+ Simie-
larly, declarative and imperative sentences have a |
relatively high frequency than interrogative and exclae
matory ones. In Tamil it is the axeiamatéry %ypa;
which is more frequent than the inﬁemrogativertype;

whereas in the English advertisements it 1s vice versa.

® The body coples of these advertisements are not
included since the body copy of an advertisement
is a complex structure, with a mizture of the
disjunctive and discursive modes of language in
English advertisements, whereas in the Tamil adver
tisements the language used in the body coples
are almost always in the discursive mode. .
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As t&g&rﬁs trangitivity, passive cansii&ctians’ara
almost nil in the advertising vapieties of English
and Tamil. Of a hundred sentences analysed from
fifty English adverticements and fifty Tamil adver~
tisements only one passive ganstxuctién was found in

an English advertisement.

The high ffequéaéy Qf the minor sentences ¢an
be explained by the copywriter's ambition « to give
moxe infazmatiaﬁ in less space; whereas the highly -

frequent imperative constructions speak for the central
'ptiﬂciple'ai all aﬁ?ertising - persuasion. Passive
constiructions which de-pexsonalise ﬁﬁe‘sﬁbﬁects and

are more fregquent in sclentific and other formal uses

of &énguége are astrictly avoided by the copywriter,

whose main task is pérs&asion, which he secks to practise
through more informal and porsonal style. Thie explains
the low frequency of passives in the register of
aﬂwertising;

It is the independent moodless and non-finite
clauses which oecur regularly in the head and signature
lines of advertisements, The highest frequency is
athieved by the moodlees clauses and the lowest by the
relative clouses. (See Table Nos2, pe74 ). Once again,

~this is beCause brevity being the main tool of the copy=~
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writer, maximum compression of language is achieved
by eschewing complex constructions such as relative

. claﬁses,.aﬁd by making maximum use of moodless clauses.

Among group types, nominal groups have the high-

est frequency = an occuzrence of 110 nominal gré&pa

in 100 sentences; as opposed to the 1@wést frequency

of the adverbial groups = 32 adverbial groups in 100
sentences (See Table No.3, p.75 ),Afﬁaﬁinal groups

which mainlyJccnstitute'brand-namesgﬂbroduct némes

ana attributes'@f/proﬁac%s‘arevﬂaturaliy given more
importance by copywriters than adverbial groups whose
information value is vezy ;ow compared to that of
nominal groups, and whose exietenée is not always

indispensable in linguistic messages.

Among word classes it is the ¢lass of adverbs
 which seemvte be rare in advertising copies coghared
to the high frequency of nouns and adjectives. (Table
Nogég peZ5 ). The occurrence of auxiiﬁary verbs is
very low as compared to other lexical and substantive
vetbs, the ratio of the frequency of their otcurrence

compared with the other verbs roughly being 13114,
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~ On the contrary, the use of unqualified
cnmpaxatives*. that is, construction such as *whiter',
*brightexr', 'easier' and ‘nicer' in isolation are

freely used among adjectives.

Apeart from the grammatical features analysed
so far which render the language of English and Tamil
advertisements disjuncted, there is also a linguistic
peculiarity characteristic of %ﬁe'Tamil advertisements,
This pecullarity 1é caused by the constant switch
made in the advertisements from the vernacular to
English, In case of the Tamil advertisements, as
most of them are translations of the English advertise~
ments, switches from %he'xeginﬁal language to English
are often resorted to. Sometimes the language switch
is graphic¢al as well as phonemical resulting in a
complete switch to the English language. But, sometimes
theé switch is only phonemical and this results in
transliterations, | | -

S L

# It 4is characteristic, particulariy of the English
advertisements rather than the Tamil advertisements,
to use comparatives that are unqualified. Fox
example, the subhead of of the Fab detergent scap

- ady 'washes your clothes whiter, brighter' doesn't
answer the question 'whiter or brighter than what?®
Tamil advertisements use such unqualified compara-
tives only in case of direct translations from
English. (For further reference on unqualified
comparatives see Quirk: 1962:223). :
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Sentence Types

Nos |

Sentence

~ Types

o, of occurrences

sentences

fééalrne;”@fj

Percente
| ase

Temil

Tamil

1e

{Minor

|Hajor

14

36

33
17

Eog. [Temi1

I 80
Y

50
{50

28 |

Eng}

72

66
24

24

Imperative
Declarative

| Interrogative

Exclamatory

o w o o ;

. A < B 3

- 50

- 50
80
‘80
50

50
| 50
| 50

10
12 |
| 6

e

12
18

5
12

e

Active

Fassive

- N |

50
: 50

50
| 50

12

Clause Types

Nos

Clause

No. of occurrences

.

Total no. of |

clauses

age

Porcents

L

»».ifypasA ‘

 Nonefinite
jclauﬁe.

13 |

_ﬁguhﬁ

10,4,

Tamil

26,5

2,

Relative
clauae_

2%

- 8.3]

B41

3e

Moodless

clause

-

22

n

45,8

44.8
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 Group Types

!

Group types

3 i

1.
2s
3.
4.

Nominal

Verbal

Adverbial
Adjectival

| 53
24

12t

No. of occurrences

34

19 13

27

Total no.

18.4
| 20.8]

23 ‘,a. 3

‘ Peréeﬁtagé
51,4

40,8
29,5
11.3

234

Word Classes

No.

word

. classes |

1.
2.
3.
4.
5.

{Nouns

Pronouns

Verbs

jAdverbs

|Adjectives |

i

| No. of occurrences

1Zsh T Tamil-

112
12
:4@

&

{273 |2

| Pexcentage

el
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A complete language switch occurs only in
the case of brand names and names of products; and
appears almost always in the headlines, or signature
lines, For example, in the Tamil advertisement for
Hindon £abrieé,>%he brand name Hindon is written in
English, but the rest of the headline is in Tamil:

*HINDON varvin oru putu varimurail
{Hindon = a new way of living)

On the other hand, iransliterations abound
in the headline, signature line and the body copy of
the Tamil advertisements. Sometimes, even a whole
sentence in %ﬁe body copy is transliterated as in
the advertisement for Allwyn Quartz watches:

thand vavundu attomadik kuvards®

(Hand-wound autcmatic quartz)

English words are transliterated in Temil not only in
the case of brand names and product names but also
ordinary words such as 'pack', 'strong', 5offi¢é‘;
'bathroom' and 'paint’ used frequently by the common
man in his day-to~day linguistie transactions, are
transliterated, Such transliterations explain the
copywriter's need to reach out to every section of
the society and %o c¢reate a mass appeal.
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Apart from this, technical terms which have

no exact transiations take *vitamins', ‘'proteins?,

Ygement' and the like and scientific terms which

could be translated but when translated sound more

unfamiliar and strange to a novice are transliterated

~ in Temil. Examples of some of these technical terms

are 'microfine’, 'designt, *refrigerator’, 'automatic’,

Ydialecase' and s¢ on.

_Puuetuatian plays an important part in the
register 6f‘advertiéing@ though the current tfana is
to eschew all sorts of punctuation marks altogether

as in the following aﬁve;iisémentsa

f« t*viruntinar k3ppi aruntidum néram
poruntidat tarir biridiniya mari®
{Guests for tea time N |
Give Britannie Marlie to suit the occasion)

2. Speak any foreign lenguage in just 90 days.
French Spanish Rugsian Japanese Chinese
& 38 others with the most exciting Lingua-
phone Language Courses.

8. Use K3 medicinal hair tincture
Stimulating the growth of healthy hair
But punctuation marks when used have different

meanings, Advertising language shows preference to
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pexiad\maiks éuchuae dashes, a line of dots and
stogs than sammasa On theoother hand, ¢olons and
semicolons are hardly used. In the hundred adver-
tisements that were analysed there was only one
instance of a colon, that isy in the signature line
of the Carefree ad in Tamll {See Appendix; ad.no, 25 )

and there were no instances of semicolons.

When clauses ex'@ruups are in aﬁpagitian
ox iﬁ asyﬁdemiﬁ camcrdinatian, cammas are used to
replace the deleted co-ordinating eaﬁjunﬁﬁi@nsg a8
in the Bovanvita Tamil a@*
*azokkiyam, é@aﬁtam;vaggukkog@a.éﬁéramif»
{good heaith, happiness, go together)
Here the linking suffix ‘un® to be attached to the

nouns 'arokkiven' and *anentam' are replaced by commasg.

In the advertising varieties stops do not
necessarily mean the end of a sentence. Sometimes it
even appoars that a sentence is cut into pieces and
stops are introduced in the appropriate places. Thus
a sentence in this restricted variety of language may
semantically continue even after a stop. The body
copy 6? an advertisement for HMT watches serves as an

excellent example for this:
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‘HMT Quartz Analog Electronic Watches.
these 16 no second to be dosts OF gained!"
Dashes appear frequently in the signature
lines and in the headlines where a dependent clause
45 usually related to a group. Dashes almost always
follow a nominal group preceding a dependent structure
or they precede a'namiaa& group at fhe end of & sentence
preceded by a ﬂepénﬁ@nt structure. Exampieg of these
kinds ave: |
1. ‘'Complen ﬁ the complete planned food'
2y ‘'nesdam - e¢litil jiranamdgum kurantal unavu’
(Nestum - casily digested baby food)

3. 'tiggamiﬁga paripurana unavu ~ kamplan?
(Planned complete food ~ Complan)

Yet enother important feature of the punctuat-
ion system in advertising language is the use of under-
lines. Usually the i%émé underlined are brand names
or the part of the sentence which is considered as
the nucleus of'ihé information given in the advertising
message. The following advertisements use underlines
as attention catching devices: '

1« '1If you've the inéiiaation,_we’?e the time,
The gxact time.* . {Signature line)
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2. ‘'ungel kurantaiyin katugalai pattiramdga
gugatara muraiyil cuttam geyys'

{To clean your child's ears inia‘aéfa and
hygenic way) | B
Tamil advertisements show a greater preforence
for the use of ax@lamaﬁéxy-magks than English advertige-
ments. Exclamatory marks in Temil advertisements
not only fallew-ex&Aamatafvv%ypa of sentencés, but
q&iﬁé‘curiﬁﬁsiy'aisa follow imperative constfuctions,
whi¢h is not the case with the English advertisements.
The Tamil advertisement for Nyeil powder follows this
punctuation device, |
tarippum ex&gqalum»ﬁa:um»ﬁijaxkkuru
tollaiyiliruntu vidutalal peruvir!®
(Be free from the irritating, prickly heat)

Therefore, punctuation in the advertising
copy as Leech says "is peculier, largely because it
imitates the rhythms of speech and expounds s kind of
grammatical patlerning far removed from that which
punctuatfon normally has to deal with." (Lecch: 1966:63)



The copywriter, once aware,; of the infotmaiian
he needs to present in the advertising message ('what')
faces the task of presenting the message in e form
(*how') that will change the passivg‘ﬁgadar into a
potential customex. The fﬂﬁdaiénigi éﬁiv&xsal'message
of all a&vextiaiag campaigns necessitates diversifacét~
lon. As "a lot of copythinking has to precede aﬂﬁfﬁ
writing” (Pandyas 1977:30) the copywriter, whose ain
is "poeticizing of consumer goods”, (Hayakawa in
Redferns 1982:274) like the peet, takes liberties
with the language. The creativity which he secks to
achieve is sometimes effected through deviations -
those deviations function at various levels of the
linguistic fraﬁéworg, namely, the phonological,
graphological, lexical, grammatical and the sementics
and sometimes by the employment of rhetorical devices.
Since advertising is "all about assnmiation”# associating
& particular product with a particulsr firm and with
an ides of quality, and so wsrd»and £haught association®
{Redfern? 1982:270) it i¢ natural for the copywriter
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to make use of rhetorical devices such as similde,
metaphor, allusion, pun and 5o on. The creative
element of the advertisements also, sometimes relies
on introducing special patterns of regularity into
language such as 2ﬁvme, alliteration and parallelism,
in this chapter, the ¢ategories of grapheiagical
deviation, lex$¢a% vialatign, semant&c deviatien and

contextual devaaticn and some of the rheterieal

devices in relation to advar&i&zng language are
discussed in detail.

4.2

Crthographic violstlons are abundant in
sdvertising English. Spelling changes are common,
both &n brand names and in the text of advertiszements,
Brand names ghat a:é-mis~sp@1%é&rivatio&s of other
Engiigh‘wbxda'hu% which retain thelr original pronuncia
tian‘%hus achleve & unique orthographic image. tHappy
days are here again...' says the Thums Up* adj whereas
the Thril ad promises %that *%hera ie nothing like a
Thril's The elision of the letter *b! in *Thumbs?®
and '1' in *Thril)' gives a casual tilt to the ads
that goes well with soft drinks.
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Eldision of the letters '3’ and ‘d‘ in the
co-ordinator 'and' has alse become very common in
édveztigémentsg Examples of this kind of elision

are 'Wash 'n’ Wear', 'Cock *n' Grill' and 'Black 'n’

white's The Limca ad with the signature line, 'Limeca
is veri veri lime 'n' lemoni' is stiil ano%ﬁer of these
kind of advertisements which 1ndu1geé in a lot of
ortholiraphic deviations in its advertising messagea
{See Appendix; ad.no, 28 },

L

Lexical violation provides the copywriter
with a humbey of passibilities to practise his creatie-
vity. As Fandya saya the copywriter can either have ‘a
Tecourse to functional conversion, or he can introduce
neologisms ané‘nance~farmatians,_or else he can make
use of anomalous lexical collocation to satisfy hisg
need to express himself imaginatively." (Pandya: 1977116)

As 'functional conversion' is also a type of
grammatical violation, 4t has already been discussed

under the heading ‘Grammatical Deviation! (See shapter

111 bl 382&302)
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The language of advertisementis has no
long-lasting literary value since i%ﬁ:aimﬁs.ﬁﬁt
'$a eiﬁeﬁé an everlasting impression aﬁ the mind of
the reader as wérks of art and literature are expected
to do, but only to catch the immediate attention of
the casual onlooker and to persuade him to buy the
product advertised,

Therefore, poetic devices such as neologisms
oy coining of n&w-ﬁbzds to express and assoclate
comple® ideas are also made up for %the occasion and
remain unabsorbed by the stondard langusges Such
neclogisms which are coined by “extending rather
than breaking the boundaxies of the rules” {Pandyat
19775 18~19) can be called "nonce~formetions® (Leechs
1966:178) .

These neologioms are mostly formed by means.
of compounding and affixation. In advertising
English extensive premodification of the noun head
is carried through compounding. As a result, there
are more instances of compound pre-modifiers than
compound heads. Some examples of such compound
pre-modifiers are seen in the following advertisements:
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"That once-in~s-iifetime occasion...” begins a Modella
suliting message in the headline which is completed
by the subhead: "calls for the one-ofeits«kind suiting:
modella®, "Whisper-soft shades”™ describes the Luxol
‘silk ad, its emﬁigians; The ad for Rado wathges simply
has one word for its advertising message: 'Styleproof’.
Yet anatheg'aﬁvezzigamgnt‘af the same says that Rado
watches are 'Valueproof's It is important to note
that in thege nonce~formations the hiphen which indie
cates the compounding of the adjectives does not
exict, thus presenting it as an isolated word.

Adding an affix to an already existing
word to form a hew word is also very common in adverw
tising English. Thus Weston cslaur‘rv;»*auiﬁalﬁu:s*,
outbrightens? and 'antﬁe%ails','evaxy étherﬂabianr
TV and Cadbury's chocolates have a ‘chewey, thocolatey!

goodness about them,

443.2

Anomalous lexical collocatlons are often
used by copywriters who want € calch the customer's
eye by using striking and new adjectives that would
bring out the gquallities of the product. Rado watches'
*Styleproof' and *Valueproof® are once again ads that
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make use of unorthodox combination of lexical items
such as 'style' and 'value' with *proof' in contrast
to the other two ads of the same company which say
that Rado watches ére *Scratchproof! and 'Timeproof®

which afe collocations prevalent in normal usage.

The influence that the English language
has on the vernacular is sometimes reflected in
the language of advertisements, The Englich as
well as the Tamil advertisements sometimes have words
that are partially ﬁné&ish and partlally Tamil,
In the Tamil advertisements, it is usa&lly‘%he plural
suffix '~kal' which is added to the transliterated
noun, Therefore, the resulting word is a peculiax
blend of the English word translitersted in Temil
with the Tamil suffix attached %o it, for example,
!ééktarka;* and 'pencilkal', Kaghru calls such
words ‘Lexical Hybrids' (Kachru: 1983). These lexi-
¢al hybrids sometimes appear in English aéverﬁiSQ-

ments also, for example, the word *crorepati' in a

‘lottery ticket ad. ‘Crorepati' is a hybrid of the
 English terore? and the Hindi 'pati' meaning 'lord’,

Lexical violations other than lexical hybrids are

rarely seen in Tamil advertisements.



Semantic Deviations like paradox and contra=
diction are powerful tools in the hands of the copy~
writer as they are with the poet, who wants to project

or foreground his advertising message by the very

nature of ite deviation, though as Leech says "any
infringement of the semaentic code of a language s,

by the standagrd ﬁf’éﬂ&mal communicative functions

1a plece of nonsense'. However, he adds, "This does

not netéscarily mean that it will communicate nothing®
{Leech: 1966:179),

§8mantia:i&l@gi@a&ityKaﬁcurs usually when
there is a collocation of anomalous lexical items.,
'Wear~a-basic~difference’ proclaims the Gwalioy Suft
ing ad,'whii®'9$n&sh ¥orsted Suitings ad confirms that
tonly Dinesh designs the essential difference’. In
both these ads, an abstract ﬁﬁuﬁ is uged in place of
a2 concrete ones The Dulux Velvet Touch ad invites
to *Paint your walls with Velvet Touch., And watch

" them come alive with the glow of pearls. It's visual

musicsss Dulux Velvet Touch is a dream in 39 shadesS...
Like the mystique hint of yellow in an Easter Lily.
Or the shyness of rved in a Apple Blossem, Such a

range of shades 1s a beautiful persuasion’,
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*Now drape your walls with silk that
whispers® says Luxol silk emulsion ad.

Both the above advertisements entirely
depend for their appeal on semantic illogicality
that peyrvades the entire texts.

In spite of the occurrence of sementic
_devigtions to a iaxga extent in the othex varieties
or uses of Tamil, there are few semantic deviations
in the Tamil advertisements. This may be because
most of the aévertisementsiﬁ Tamil or for that
maitet in any regional language are mere ftranslations
of thﬁ‘Engliah 9ﬂé$i and most af'ihaae translations
atﬁ-ﬁﬁﬁ‘dﬂﬂé by professionel copywriters but people
11ke Journalists, writers or transletors; moreover,

a strict word-to-word trenslation of an English
ad#erﬁi@@ment inte the regional language clamps

the imagination and ereativity of the copywriter.
Also, untranslateble devices such as puns, topical
allusions and idioms pose anothexr crucial problem

for the advertising translator who recourses to the
uninteresting dull prose of the normal usage, which.
is ﬁﬂmﬁletel? out of place in an advertising situvation.
As a result, any cort of creativity as such suffers

a serious set~back in Temil advertisements.
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The use of laaguage'iﬂ a situatéan not
appropriate to that gartiﬁuiaz use causes whaﬁ is
anWﬁ as contextual deviation. 'Role borrowing'
is an aspect of the vaxsatality allowed within the
linguistic framework of the advertising situation.
Role borrowing is ”the use in one role of liﬁguistia
features-appréptia%e to enother” (Leschi igéﬁaiéa)w
Role borrowing and register mixing, whers the regist-
ers of two or more linguistic roles are mixed @g
juxtaposed; are types of contextual deviations
allowed fully in the advertia&ng.#axiaties.af English
and Tamil.

Contextual deviations of these kin&s are
not necessarily extended throughout an advertisement.
Sometimes, they appear only in the headline, or in
the signature line. Very rarely are they sustained
throughout the body copy. 4 Tamil advertiscment

for Dinesh Sﬂitiugs,‘fbt‘guample, renders the whole

. advertising message in the typical manner of a wanted

¢olumn adt

From the superscription,

tovai - tévail ~ tévai
{wented « Wanted =~ Wanted)
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and the headline =

*teéval ¢ abicarukana anthacgthu®
(wanted: an officer’s status) .

and throughout the bodycopy that goes on like this:

*thaguthi: anibsvar anubava puthumai
adaiyum vennam athan cdaililé athu
menmal iﬁagut%i pettizukka véndum'
éﬁuaiifica%ioni ghould have the quelificate
' fon of softness in its style so that the
- ~ wearer can have a new experience)

‘anubavamt sen ' (experiences..s)

‘vayathus ..’ {AGE: el

the whole ad ie in the form of a diffexent type of
adverticement that appears only in the wanted columns

for job scekers.

On the other hand, the English ad for Piccolo
eolour film negative has & typlcal fairy~tale like

ending for iﬁsvsagnaﬁuze line.

*with Piccolo all those memeries ilve
happiiy ever aftex!? o

Ané,suri@usly~thﬁmgﬁ, the body copy of the same ad
eﬁﬁ@ with %he phrase 'Once upan a time!' - a tvpieal
fdixy tale h@ginniﬁg‘
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TAnd all your stories of their childhood

will sound like a beautiful fairy tale

about what happened. ©Once upon a time!®

Sometimes it becomes ﬁé@éasafy to supply
enriméginaxy context for an advertising message in
order to get a clear, complete picture of the message
and understend its meaning. This type of contextual
deviation is called "Implication of Context" (Leecht
 1966:180). For example, in the headline of the Piccolo
colour film ad,

*She was the prat%leat 1ittle Red Riding

Hood. Only she'd have rather been the
wolf*

the pronoun 'she' has no contextually determined ref-
erent, The copywriter assumes that we have already
been introduced to the person. The same applies to
the Tamil ad for ﬁérlicks,

‘niggaivamaga avazga;ukku véndiyathu

kidaikkiratha?'

{Do they really get what they need?)

Sometimes an advertising message is given in
the form of the continuation of an imaginary sentence.
The contextual incongruity thus caused demands a
iinguistic and non-linguistic tontext to be supplied
by the reader, The ad for *CEAT' tyres begins thus:



~90—

*When people talk about the guelity of
tyres.es’

and ends as follows:
*the debate ends with 'CEAT'.®

Here the 'debate' of the signature line indicates
~ what precedes 4n the body copy of the ad which is
_blank but fér the numﬁroﬁs dashes and appropriate
punctuation maxrks that denote an imagingry debate.,
- Thus the reader is expected to supply the missing
contextual link (See Appendixy ad.no.32 ).

Role borrowing is often seen in Amul butter
ads which are famnas~f¢r'%héix*witty slogans, full
of puns and t@éi@a& aliusions, One Amul ad, thus,
in an attempt to use the varlety of language used
in courts proclaims,

¥It is fundamental and is right - order Amul'.

The context is»expiaineﬂ,furthér by the help of the
visual -« the Amul c¢hild in the guise of a judge
pronouncing, as if, ihe judgement. Role borrowing
combined with mﬁltiﬁle.meéninq enhances the witticism
and liveliness of the ad.

Two other ads which serve as excellent

examples of contextual deviations are the ones for



. =93~

- Kerala Tourism Development Corporation and the Unit
Trust of India (See Appendix; ad.nes.34 %35 ). The
former, @ case in role borrowing renders its adver-
tising meéssage in the form and style followed by the
weekly forecasis according to the various signs of
the Zodiac, that we come across often in newspapers

and magazines, The headline of the ad simply says:
*This Week for you'
This is explained by the signature line:

*Tourism Week 1982
29th August to 4tn-$eptembe$*

and still further by the body copy which begins thus:

YThis woek the stars foretell of travel.
of ﬁi&ﬁ@‘f&w; on

+s+« Favourable dizection ~ South.
More exactly, the South-West ~ Kerala.!'

The latter, that is, the Unit Trust ad, is
an exampleo of régistei of sports, in this case, that
of the football game, mixing with the regisﬁéx,af
\advertisiag ta7¢@nvey the advertising message. Register
mixing is found in the headline:

‘At a football game, a hat-trick is a
possibility.

with ULIP, it's a certaintyl?®
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as well as in i%s bodycopy:

‘Right from the kick«off, ULIP has shown
aniexaelient goal aVezage. Its s¢oring
TBLCsas #55 won

Like the dependable c&ntr&~f0¥warﬂ who
weaves his way to goal after goaly ULIP
spells surely and seﬁaritv@v

4.6

The ¢reative copywriter in his keenness to
immedistely attract the attention of the reader makes
usé of similies comparing the pxadaet»ax’the»quaxities
of the product advertised to a wide range of things
from the most concrete to the most abstract, Apasra
aﬁélaa%araj Picture pencils ad claims that they come
out

tin such colourful designs, it's iike
writing with a rainbow',

'Soft as a Whisg@rqusi begins the headliine of Luxol

emulsion ad. The Biue Lagoon Jeans ad carries the

recquest 'Watch your Blue Lagoons fade jﬁsi'aﬁ the sea
| fades_iata'thﬂ distance." |

Simiiiee occuy 1axgely in Tamii ads also.
A Jnhnsén‘s Baby Soap ad claima that it is,

*annaiyin @agﬁm pﬁl-ﬁtﬁi@a menmaiyvanathu?
{Very soft and gentle like mothexr's affection)
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Fonds Vanishing crcam ad promises that those who

use it are sure to have,

*pattu pol menmai, pavatam pdl aragu'
{811k like softness, coral like beauty)

4.7

"in a similie, comparison between two
different things is indicated by the word 'like’
or 'as'®, observes Abrams, Whereas in a metaphor,
‘na word which in standard (or literal) usage denotes
one kind of iﬁiﬁg, guality, or action, is applied
$o énather in the form of a statement of identity
instead of g@mparisénﬁ (Abrams: 1978161). Meotaphoxs
are more effective than similles in that they are
able %o convey more meaning in less number of words,
While the comparison wrought by means of similies
are explicit and %her@fﬁre the number of words ugéé
is larger, the meaning conveyed by metaphors are
move precise and powerful besides being effective,
Therefore, not surprisingly, the copywriters of both
the English and the Tamil advertisements largely

favour metaphorst

1. *Dinesh is designs' séys,ﬁihesh'suitiugs

2, 'It is not just a shoe
It 4i¢ a decisfon' -
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3,  ‘'nératin aragu mugangal' (IST watches)
~ {Time's Beauty faces) |
4, - *'mahgala mathi mugathil merugutia® (Eyetex

| | o Deluxe Kumkum) .
{To add elegance to chaming moonface)

In order to intensify the relationship
between the product snd the customer, the copywriter
aftaﬁ usé$ zanguéga figuratively, employing the
device of pexsonification, which endows the product
with human qualitics, feelings and activities in the

advertising messago.

.. 'The ldentical Twins' states the headline of

'an»ﬁm?'ad pointing to tﬁe HMT electronic 'analog'

watch and the BMT mechanical handwound watche. And,

‘meet your persenal bodvguard' introduces the heade

1ine of the Cinthol soap ad, The Tamil ad for Pal

dotergent soap in i&ﬁ body copy reguasts: |
tpal kumix #i:&xka@ai geyalpada anumatiyungal®
(Allow Pal foam warriors %o act.)

In sll the above three advertisements inanimate objects

auah,aalwatﬁhaé, deodarant and detergent soaps are

personificd as animate beings and are labelled as

'twins'y *bodyguards' end twarricrs' respectively.
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Aliuﬁﬁaﬁ is an excellent device for the

copywriter who seeks éipréssiVeaesg along with

economy of words,: The reader is expetted to uﬁﬁerw

stand the édvertising message by bringing into
context something from his own experience. In
advertisements this is done usually by quoting,

or referring to & person, cobject or event of current
interest, %1t ié a valuable labour-saving device
which, if properly used, has the effect of pushing

a button that gives the writer the benefit of an
area of reference without his:having’ta spelil it
put.” {Jordon in Pandya: 1977135). ﬁun@aﬁ*a advertise
thelr cigarzettes by ouoting from Oaéaz'Wilﬁ@: A
clgarette is the perfect type of a peffsﬁ% pleasure’.

Copywriters, sometimes exploiting the latest
intera$ts of the iiterate section of the public, make
use of topical alluclions in their advertising messages.
Most of the Air Indie ads, Amul butter ads and the '
recent Crown TV ads are all eds carrying topical
ailusian&gef the concernad perieds. The following
ape a fow of such interesting ads, all of which carry
an allusion to the recent cxicket test series between
India and the West Indiss. -



'_, ~08-—

1+ ‘''Don'of a sunny era
utterly 'batteriyt Amnl*

[ This is'an'Amui a@fin praise of Gavaskar, the Indian
cricket player, for his 29th eeataryvﬁ~which.@as'a
*Don Bradman® . like feat, in the recent test match
between India and the West Indies (See Appendixy ad.
foe 8 )]

2. ‘'The matech is overt
But carry on with. « Crown TV?

3. ‘L.ive Coveraiye
See it all on =~ Crown TV?

4, '%he wins the ‘Crown' today?
With Crown TV everybody feels like a
aiﬁn&i‘s

Se *%ﬁhiﬁ:h way will the *mm@w blow?
See them on =~ Crown TV,

6s  'Don't run out! o
Stay at home with Crown TV.!
The following are somé of the Amul ads of topical
interests capturing the mood of the appropriate
momentst

12 'Sunny side upl?
2« 'The International cheer of the child « Amul?
{*cheer' xhyming with 'year')
3« 'Kapil of these mskes all the‘diffgr@aca
- Amull

{*touple’ rhyming with *Kapil' « the name
-~ of a famous Ind&an cricketer - Kapil Dev)
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4, *Block dowries! « Amul?

5,  YHurry Home ﬁurrya» to Amul’

"~ {rhyming with the religious chant ‘Hari Om
Hazi”) _ ‘

6¢ 'Utterly 'Bo'tterly’ deliciousi’
7, *Paul lo Rozhi with Italy butterly Amul.*

N\

GWaxﬁay;ay with i%s distortions, bifurcate
ions ana‘xewéreat&aaé'iut$oéueéa'vawieﬁy and refresh-
nent into saturation® says Redfern (1982:1269). Puns,
the most intercsting of all wéra~p1ays¢ are eﬁan&miaai
and lsbour-saving devices favoured very much by
copywriters. Puns may either arise out of homonymy or
polyseny. Pﬁnniag»mageé advertising interesting and
pays a compliment %a_éhe.re&&er who understands its
subtleties and thus naturally promotes the sale of
the product. However, when a copywriter makes such
scphiatigatéa use af,langéage like puns and allusions,
he naturally aﬁéresséé\@nlyja limited section of the
public - especiaily the elitist audience. Therefore,
it is important to observe that 4t is the advertisements
for luxury Stems such as textiles, cosmetics, telévisiaﬂa

-and airline advertisements that make use of ambiguities
1ike homonymy, polysemy and puns. Utilitarian products

such as detergents, medicine, beverages and ¢o on have
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& more direct way of addressing the audience -
without any subtleties or wordwplay, The Vimal
texturised Yarn advertises its product thus:

*hat vau.see in this phetagxaph
isn't just anatherigmga

While the visual suggests the liberal meaning of

*yarn', punning on the word 'yarn', the idiomatic

usage of 'yarn® in the linguistic message means
that *it is not a story or & lie'. Similarly, the
Ricoh Quartz watch ad proudly puts forth its trade
name as 'The Name to watch® punning on the word

'watch' which c¢an either denote a noun or » verb,

The Crown TV ad headline,
?ﬁhi@h way will the windie blow?"

puns on the word 'Windie’ which is 2 lexical violate

fon of the word *wind® as well as ‘the term 'West

Indfes's The signature line of ﬂerblaﬁ bain%s says
that 4t 35 *always - o shade betier', where,wfshade

b g g it s A

iﬁiematic usages

paﬁs’are rare in Tamil advertisements.

'thnaleﬁieal and syntacﬁical regularities
1ike alliteration, rhyme and parallelism also add

W%ﬁam@n *¢olour', as well as 'a step further', in

i
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ic the creative aspect of advertisements. Tamil
advertisements which unfortunately though strangely
lack the aephigtica%ad-wit,'wagd piay and use of
figurative laﬁgsage of the English advertisements,

on the other hand, abound in alliterations and rhymes.
Tamil advertisements give more importance to phonow

logical parallelisms than to any other iiterary or

thetorical device.

Aliiterations are Common in the headiines
of Tamil ads: ' |
1. | *azakkiyam. anantham, anrukkonzu atharam' (Bourn~
LY Jas/ Jas/ vita)

2»  ‘uruvathilum iyakkathilum ulla vilaikku
fu/ - fu/
fu;arﬂtha mathippei peruvir® {Orient fans)
u

3. ‘'mangala methi mugathil mezugutta‘ {Eyetex)
/mf faf  Jaf /n/

4, ‘irukke i;ukka inbam iruthivarail' (Paname
I: VARV ARV A Y cigarette)

as wall as in Eﬁglish adsy

is 'Erxiya peps ﬁp,gi¢ﬁ£&5’
2, ‘'Perfectly blended for that perfect pleasure'.

Bhymer

Rhymes are as widely used as alliterations
in Tamil advertisemenis:
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1. ‘'menaththal kaverum palapalappu /ppu/
- ularatha kivi palish ¢ireppu’ /opu/

2. ‘kaceithamBge udei anivatharke  /ku/
| iccat udalydrkkut ' /xu/

in the first ad the consonants end the vowel! cluster
(/ppu/) of the final word of each sentence rhyme
with each other; whereas in the second ad, the medial
consonant /t / of the first word of each line and
also the finsl consonant ancé vewel cluster {(/ku/)
of the final word in each line rhyme with cach other.
Rhymes oc¢eur 1érgalw in the headlines and
subheads of the English ads:
*You'll go far with a five stsr Bar!
Here *far' rhymes with *bar’, and in the Marlse
Biscuit ad -

TGuests fexqsfé L
Bring out Britannia Maxie.!

Here the final vowel /i:/ of the Ytea' and "Marie!

rhyme with each other. .

Parallelism can be either phonological,
1ike aliiteration and rhyme, or syntactical. ¥hile

deviations are abbreviations from standard usage,
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[-]
paraiiezi@m-"érganizéﬁ language more regularly than
it normally is, by repetition® (Pandya: 1977:38),

~ In syntactic parallelism, despite the choice
allowed from a variety of structures, the structures
are repeated to produce a hypnotlic effect which is
very effective in the advertising situations The
following Graviera Suliting ad‘ﬁas the stmueturé,
- article + nounj article + nounjy article + adjective +
~ nouns noun, Thus the pattern article + noun is
éepeaﬁed three timest
*A Heritage
The New Exa
Gravieza'
‘Similarly, in the folilowing Charminar headline, the
pattern verb-é'behaun~* article # noun 1s repeated
three times: |
fGive me a drizzle,
Give me an umbrella.

Give me a snuggle. A , ,
And give me the taste of toasted tobaceo.!

The headline of the Orkay fabrics ad readss

*From Polyster 'chips' to yarn
to fabrics to garments,?!

ﬁ@re the pattorn preposition + noun is repeated four
tines.
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~ The verbal vepetition of the word ‘getting'
in the body copy of the following wWills Filter Kings

ad causes a vér? strong syntactic parallelism:

a2tting first night tickets.
i ;par for the course in golf.
ing a rare plece of ari,
ting the experience of truly gxeat
smoke.?

Verbal repetitions also sometimes result in an

open~ended paratagtiﬁ construction as in the ad for

Chopsticks Chinese restaurant -

'The Longest Course After Lourse After Course'

, Tha'aga of what 48 Enown as stylistic switch
in the adv@xiiging mecsege also contributes o the
crentive element in the advertising variety of languagég
Change in the style, which the copywriter makes use
of when he suddenly switches over from a formal to
a nore informal, casual or golleoquial style, is egsen=
tially an attention catching device.

. In the advertisenment fat Cleartone in Tamii,
8 sudden change in the style, from the formal to the

'eaiiaquial is seen in the body copy of the advertise-

ments
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*iyarkaiyddu iyarkaiysi geyalpadum kliyar~don
aragu céppakkuthu ungal méniyal,
nikkuthy macumatukkalad,..

The underiined parts in the sbove advertisement are
collotyuialisms 2¢ far as pronunciation is concerned,
and would read as 'civappakkukirathu' and 'nikkukirathy!
in formal wzi%tén‘ar spoken Tamil, These two words
stand apart from the rest of the lingulstic message
which is yvendered in formal Tamil, thus resulting in
a stylistic switch. Similarly, in an English adver=
tisement for Claridges Hotel, contemporary formal
English style is juxtaposed and mixed with an old
Engiiéh style that resembles the style of the Biblical
era. While ﬁhe headline of the advertisement begins
in Biblical tones the vest of the advertisement is
rendered in formal Englishs |

'O come all ye faithful to an ‘
Old English era that still believes in hospitality
o {headline)

Come be a part of a greof era, in Dickensian
surroundings and the graciousness of old o
fashioned hospitality. Relax in a splendid ..
setting of quaint furniture and priceless porcelain,
- sw»s Begin if you please with Grandma'’s Broth

or a Boat Brittaniass.' ‘

{bodycopy)




Creativity in advertisements is also shared
by visual effects, Sometimes an advertisement depends |
entﬁruly:én‘the visual and there is no linguistic
message whatsoever. The Arvind fabricsad is an
example of such an advertisement. (See Appendix
adenos2 ). Sometimes the linguistic message present
in the advertisement becomes meaningful only by the
presence of the visual and relies on the visual for
its'impaﬁt,an the audience., Two such advertisements
where the visual and the lingulstic message aﬁcampanya
ing it are syh%heéizgd‘awa the ads for 'Khatau

Tarkosa' and *Vimal' sarcess

‘Some of the beautiful moments in
a womanh's life are shaved by Khatau'

and its Temil counterparts
*Oru mahgaiyin varvil inimelyana nerangalil
inainthiruppathu kattav,?
The varying visuals - of a mother and a child, a
wife and her husband, a newly married girl and so on =
accﬁm@aﬁyiﬁg'the-linguistie message of the above .
advertisements, where a woman is always given primary
importance and around whom the visuel effect is bullt,

are excellent examples of advertisements where the
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visual effect combined with an effective advertising
message immediately capture: the reader's attention
and Interest. Vimal sarses advertisement is another

advertisement that produces the same effect:

'A woman expresses herself in many ways.
Vimal is one of them.®

and its Tamil counterpart,

- *Oru pen thannei pala vi%haﬁga;il
velippaduthukiral vimal avattil GQQ&@‘

The visuals aeéampanyiug these advertisenmnts

‘also bring the linguistic message alive and create

a powerful impact on the audience (See Appendixg
adeNOBY 43 44,45%46) »

~ Graphical representation of the lingulstic
message, agattvfiﬁm visuals - the size of letters,
the space occupied by them and their colours = also
plays a aignif&ﬁaﬁt part in ééﬁt¥§£§£ing to the

creative element of advortisements,




In the preceding chapters, especlaliy:
Chapters 1II and IV, an attenpt was made te analyse
the registeral features of the Engiisﬁ and Tamil
advertising varieties of language. Analysis as
seen in the third end fourth chopters shows that
an advertising varliety of language as in English,
exists in Tamil also. The advertising variety of
Tamil iangnage $ﬁ9ws igpartant lexical, grammatical
and semantic deviations, syntactic incidénce of grammati-
cai features raze in ﬁorﬁéi diac@uta¢, high\fxeqaéncv
of certain linguistic features and low frequency of
some other linguistic féaturas, Y ia\thé English

variety.

Grammatical deviations in the advertising
varieties of English and Tamil are maxkéﬁ by omission,
changes in the word orxder and grammatical function
of some lexical items, and addition or repetition.
Except for articles, other functionsl items like

conjuncltions, prepnaitiens ang pronouns are frgq&éﬁtly



s R el

omitted in Tamil ads just as in the Bnglish ads,
since there is no equivalent of the English definite
or indefinite articles in Tamil.

In the English ads, non-finite clauses
modifying the noun groups s¢me%ime$ appear in the
end position instead of occuring immediately af;ér
the noun-group, On the other hané; adverbial groups
which normally appear in end or medial positions
take an initlal position in the English ads. These
result in a change in the normal order of words.
Sut in the Tamil ads change in the oxde# of words
is usually marked by the predicator taking an 1ﬂitial
or medial position instead of its usual final position
as in normal discourse. Apart from omissions and .
¢hanges, adaitions or repetitions of identical cone
structions like @13&559v9f'€he‘same pattern are
common in both the English and the Tamil advertise-
ments. The occurrence of miu@r'éentenéés is a
cheracteristic feature of the language of the Engligh
and Tamil adss While minor sentences occur in all
sections of an English ad - the headline, the subhead,
bedyaapy snd signature line - they are rare in the
bodycopy of Temil ads. Minor sentences in English
and Tamil advertisements include sub@tﬂinate.canatrﬁﬁﬁﬁ
ions occurring independently, inﬁepanden%wheminal and



~110-

adverbial groups, independent non-finite: clauses
and-@aad&ass'clausés« All these types of minor
constructions aegéx freguently in advertising English
and Tamils

Apart from gremmatical deviations, the
English and Tamil registers of advertising are alss
marked by lexical violation and semantic and contexte
ual deviations, Neologisms that are nonce~formations
' and anomalous lexical collocations are common in
English advertising. But the analysis shows thet in
Tomil there aye none, On the other hand, the adver-
tising language of Temil is full of ‘laxicalAhvbriéS‘
which are very few iﬁ-&aglish ads. The advertising
variety of Tamil is a@markaﬂ\ﬁy'anypspmantic deviation,
whereas semantic iiiagicagitieafaamagd in;ﬁa@lish
advertising; Role borrowing and iegister mixing ere
the two types of contextual deviations prevalent in
these two a&veztisimg reglisters. There are very few
instances of role~borrowing snd hardly any register
'mixiﬁg in Tamil ads, while both types of céatextnal'
deviatfons are common in the English ade.. Orthographic
deviations present a rich source of variety for the _
copywriter of the Eng&igh‘éésg whereas the copywriter
of the Tamil ads, who mostly translates from English,
rarely indulges in orthographic deviations.
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Rhetoric devices like similies, metaphors,
and personifications are used interestingly by the
'cnpywriﬁers of both the English end Tamil ads. The
English copywriter also makes use of some sophisticated
devices like allusions and puns to arrest the attention
of the audience. On the contrary, there are few
allusions or puns found in the Tamil ads as“m@at of
them are mere translations and the allusions and puns
used in the Eﬁglisﬁ ads do not suit the Tamil idiom
and, therefore, are untranslatable, On the other
hand, phonological parallelisms like alliterations
and rhymes abound $n Tami1 advertisements, aspecially
in the headlines and the signature lines. They also
oc¢cur freely in English advertisements. syntacéic
parallelisms occur on a2 larger sc¢ale in English ads
than in Temil ads. |

The English and Tamil advertising varieties
are also marked by tﬁevgyaiéatiﬁ incidence nf‘cextain
grammatical features. Syntactic incidence of ling-
uistic features peculiar %o the English and Tamil
advertising registers are as followss

{a) noun followed by a nominal group

(b) nominsl group followed by another nominal
group

{¢) nominal group followed by a grammatical
pointer
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{d) meain clause followed by a dependent clause
{such constructions are termed 'loose’
gsentences) .

(e} dependent clause followed by a main cleuse
(such constructions are known as !suspended
sentences)

{f) dependent clause followed by another dependent
¢lause ,

{g) dependent clause related to groups.

English and Tamil advertisements also have
& very high frequency of minor sentences as compared
to the low frequency of major sentences. And it is
thevé@eiaséﬁive»aﬁﬁ imperative types which occur
freely in %the English ads while in Tamil ads, the
otcurrence of the exclamatory and imperative types
are frequents Passive constructions are extremely
rare in English as well as Tamil advertisements.
Among clauses, it is the non - finite and %ha'maediass
éiauses which fsaqéent the English and Tamil adver-
$ising messages compared to relative clauses which
- are quite infrequent, Nominal groups have a high
frequency in both the varieties, while adverbial
groups have a low frequenty. Similarly, among word
clagses, nouns have the high frequency compared to
the low ftequénﬁy of adverbs. aAdjectives are more
frequent in Tamil advertisements than in Englisch

advertiscnments.
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It has been said that the language of
advertisements is 'abbreviated' and 'disjuncted’
(Leechs 1966). This {5 proved by the analysis of
English and Tamil ads in the present study (see
Chapter I1l1). A roview »f the analysic shows that
the fali@wing featurés‘xeader the grammar of the
advertieing varieties of English and Tamil a&bravia%ed
and disjuncted:

(a) the occurrence of minor sentences _
{b) constructions cempietaly made of naminal
?xaups resultiﬁg in what is known as
block language
(¢} the occurrence of non-finite clauses as
independent structures, which are normally
dep&ndent in standard usages
Punctuation also plays a very important
role in the register of a&vertising; Punctuztion
marks used ﬁn.&nﬁlish and Tamil advertisements vary
significantly from normal usage. Dashes and a line
of dots are freguent in advertisements. S%ops are
preferred to commas whereas c¢olons and semicolons

are quite rare.

The present study of the advertising varieties
‘of Tamil and English could not by any means be considered
as an exhaustive one, for it has left untouched the
language of advertisements as used in the radio and

the %aiéviaién,'whigh-may have important registeral
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features of their own, peculiar to the respectiive

- media of communication. The study hes also not
touched upon grammatical areas like inter-sentence

'relatianshiﬁ‘ané concord, %ﬂ!@&?&f, the limited

aim of the study“maﬁéglii,&mp@ss1ﬁ&e to exploxe

those areas of sociolinguistics which determine

the cepywritez’a'lingwisﬁﬁe choices, the reasons

behind such iinguistic choices, and the effect

these tholces have on the audience that may affect

the sale of a product, %il of which can form the subject

matter of further study. Yet, some passing comments

on the reasons of the copywriter's choice have been

made.

A comparative study éf the characteristic
features of this particulaz use of language, aﬂd-tne
othey uses of language will bevinﬁereating as well as
rewarding. o
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flying experience. cuisine, inflight movies and music.”
Step aboard and delight in temptations Air-India’s world ... irresistible.

uniquely Indian. Exotic interiors, gracious

LD - T D 8

The airline that treats you like a Maharajah

HTB-AIR-9517



PASTEURISED

BUTTER

GREAT AMUL ADS

Here they are again. We thought you might enjoy

another look at some of Amul’'s much-loved ads.

Ending with the most popular advertisement of all:
that utteriy butter|y delicious smﬁ




hard, I'm out all day —.in every kind
of weather, in the dust and the heat. "
And | love it. But! knowitcan harm

my skin. That's why | use a cream.” -
That can keep up with me. Boro//ne Sy
Boroline is antiseptic. It protectsmy. = -
skin against dryness and chapping, -
rashes and sunburn throughout the " ...
year. Italso helps heal smallcutsand . .
bruises. Boroline is gentle. It keeps .. «
my skin soft, smooth and healthy. |
work hard. So does my skm Thank
you, Boroline! ,J

‘orolme“
Ant:sept:c Perfumed Cream
BO|

SCT&E A

5

n The hard-workmg cream '
: that protects your skin

working lrl
needsa hard-wy




Fortune favours those
who save with State Bank

Cash

Annuity Deposit
Certificate

MR
N Term
" - A Deposit

Recurring
Deposit

i-
Reinvestment
Plan

Perennial
Pension Plan <

Drop in at any of
our over 6000 branches
nearest to you for many
other ways to do
your “money planning”.

od: . Bant
A m o v G Maﬁ [CPN
Mot ga* Security is a warm feeling

112 CHAITRA-SBI-881



may wc sugt prevention.

in india, fire destroys property and The sad part of it all is that most fires
’ . goods worth Rs.3 crores every day. are preventable. They can be foreseen
Vit R ) Over a thousand people die and , and their damage potential minimised.
TS g . several lakhs are injured or Make Loss Preventiona way of life. At
P incapacitated every year. home, on the road, in the factory and
Apart from the foss of life and office. We, at LPA, are committed to

propeny, equipment and material lost  the prevention and minimisation of
take time to replace. Production is losses. But we can only offer our help.
] badly affected, the market is lost to You must act.
X competition, workers face
unempioyment and goodwill of
business developed over years is
suddenly jeopardised.

Prevent losses: promote prosperity.

1on-d\ LOSS PREVENTION ASSOCIATION OF INDIA LTD.

.4 (Sponsored dy the Generai Insurance industry) Warden House, Sir P.M. Road, Bombay 400 001.

CASLPA-36-254

40



1 BEAUTIFUL, TALL, EDUCA-
. TRD NON-WORKING OR WORK-
i ING DOCTOR, TEACHYR, EXH.
CUTIVE ONLY FOR PUNJARBI
XHATRI ENGINEER  BOY,
E5B1417118,006, BELONGS HIGH
. BTATUS  S¥NIOR O¥FICER'S|
PROFESSIONAL'S FAMILY,
CASTE NO BAR. BOX 52300-CA,
HINDUSTAN TIMES, NEW
DELH-110001,




Totally different LIRIL 7Rippled green with the
exciting freshness of limes\ Tangy, tingling LIR{L
...makes a fresh new woman of you.

® o
AT II . .
e rresness sone. WIER the exciting freshness of limes

TN LINTAS.LR. 27.2416 A Quality Product by HINDUSTAN LEVER

Society, March 1



You can tuck it unger
YOUr arm. o eyl ake it

nook and crannv

‘You can even take It

to jped. And

2] lodge It on
T YOUr

tummy.

it's the Uptron .4
“ portable B & W TV . 1 ‘\-""""'m,,,,. -
| For Rs. 1943/-* only. &5

Take It. .
=
R

N (§

|

|

1 *Price includes excise duty

[ Other taxes, freight, insurance fee extra. - ’

bio
| / .‘
|
F A
j We
| Qo(\vf-
| (= \
€ ,up',mon. TV' | 5
e rwe ey L_, _J The cost ef_fectlve prop05|t|on.
i\ Bangalore, Bombay, C a, Delhi, Dehra Dun, Hyderabad, Indore, Jullundur, Kanpur Oow, Madras. Meerut, Nagpur, Pune
For details contact any one of our branches or write to: Uptron India Ltd, 10 Ashok Marg, Lucknow 226 001 — Phones 31371, 48131, 33964




. IN ANTARCTICA,
TNLE '_WITHSTOOD ITS
' TEST

L B A1 |

wctireg Ang
GOVERNMENT OF INDIA
- PEPARTMENT OF ENVIROMMENT

Blaaer Hows.
Shabmdan Rosd,
New Daidy 110008

0. 43, 8/3/82/P3/ jacy
Mareh 5,1983

- ! It was one long spell of iceand ~ the =7°Cto +10°C fluctuations.
. sky blending intp an awesome Coping with the compasses that -
s E white. An icy continent, failed and cameras that went We had used all the watches which you had
preserved in the deep-freeze of  haywire. ' " 'i"iuif ow: i;‘;;,;iifi‘?ai"ﬂd*?oi;‘é‘?ﬁf;Lf"éir?i?iiif“‘
time. Wild, but abounding in HMT watches went on the D mtivive Sheide. T ah :f‘f’bgaﬁp:;m ‘éo°25’~5“§é‘é

natural resources. Challenging, Antarctic voyage with il the details,

yet beckoning the Adventurerin . . qasim’s team. Kept good
Man. time. And returned home, ticking
30 minutes past midnight, Sth triumphantly.

January, 158 2, Dr. Qasim and Yet another testimony to HMT’s

;: __e. = Bt - o g STYY 2R K g > & =
on Antarctica. Brm ng the walcn-makxing cAattuciis ?
100 kmph storms. W ..r3.—~,h<.. ing _ ok R =

Lancr.tve ulmeator D4} \:

Ko Limdted,
3G- % Xusrorbe A, Bangaiord- 360 UaR 3

2

WATCHES




. Olympic Coach Jim O'Doherty says:
~ “Nothing like Complan to build
* strength and stamina.

. Olympian Jim O’'Doherty has trained young talent all over the
world, including India, for tough competitive 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, athletes and particularly
growing children,” says Jim O'Doherty, “Complan is a complete
food easily digestible with 23 vita!l 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!

Comp!

GLC.9.2317




: srcrony waswns CIGARETTE SMOKING IS INJURIQUS TO HEALTH



“Only Juicer, Blinder and

Blender in India today. Velly good.” _

{20

is

the only one of its kind

to operate on

a centrifugal system to give you juices, grinding and
blending—all-in-one like no oti:er machine can.

See what Electrocom
does for you:

More juice for every fruit
Electrocom gives you 4 glasses instead of 3.
It literally sucks out every drop of juice.
“No-fuss” blending and grinding
The blender and grinder are comptetely
separate units. So you do masalas and

milk-shakes separately, without one
smelling of the other.

If you want, you can get additional grinding
or biending jars.

Easy cleaning

One'twist separates the blades, the base and
the jar. So easy 1o reach, so easy to clean.

Come éeé vedly good

Low power consumption

Compact, rugged, the motor consumes 25%,
less power, yet does the same job faster.

No voltage problems

Electrocom will continue working smoothly

even if the voltage drops to 50 or rises
to 300!

Noiseless, cool-running motor
The motor's 50 smooth, it just purrs, even
under full load. You can run it without any
fear of overheating. Because a solid state
device in the circuit protects the motor from
overheating during continuous operation,
And makes it safer, and longer lasting.

Just lift and pour

No twisting ard turning. Just put the
blender or grinder on the motor and start.

demonsthodion soom!

You can even lift them off while the
motor is on,

Servant-proof

Made of stainless steel or the toughest
plastics, the attachments won’t scratch or
dent easily, even if dropped.

Fail-safe, solid-state controls

That won’t rust and jam because of moisture.
Electrocom controls are solid-state.

N2

1 year guarantee
Assured
after-sales service

§-dS3-VHLIVHD

Society, March 1982 '




- The creamiest custards,
b s the jolliest jellies
2 ready in minutes

P e e SR

CREAMY
CUSTARDS

Yummy thmgs kecp happening athikﬂeld




phin r TV, ‘ou cqn‘ slt back and relax. Supremely confident of

ﬂormgnce of a set that Integra gstht best of Jap.anese. German and Indian technology.
hat every set is tropicalised to suit harsh thanging weather conditions.: Revelin the
: ays a week Aftel' Sales Servlce that'only a truly involved group of

nly two models; n#lg 51 cms screen and a blgger 61cms screen. And
£ 80 that you c: get more out of it o :

MAPP,/MDS/KJ/C2/82




TOHNSCN’S
ream wor<s

ere

I be a whil~ between
5, JOHNSC V'S acts
iusture barrier, '
>aby dry, b it
clog pores.

Why JOHNSON’S
baby ¢ eam works
best he e

When crawler’s knees and

elbows ¢t scraped and

start pec.ing,

fast-wor:ng JOHNSON’S

smooths roughness,
keeps skir silky soft.

: w
Why JOHNSON’S Why JOHNSON’S
baby cream works baby cream works
besi here best here :

Velvety-white
JOHNSCN’S comforts
sunburned shoulders,
softens dry skin. Rich
in lanolin, not greasy,
won’t stain clothes.

Wind, weather, runny cold
and even tears are hard
on baby skin. Gentle 5
JOHNSON’S soaks in quickly
and soothes away chapping
or soreness.

-

@ 2o
FREE
‘Baby Record Folder’

Write to: Consumer

Information Centre (FM),
Johnson & Johnson Ltd.,
30, Forjett Street,
Bombay 400 036
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2 Yourshoesne
C herry Bﬁ;@%\%@m for the -
T shine that at profects.
Evefy day your shoes kick up dust, step into puddles :
or stub their toes. That’s why they need Cherry Blossom. Its rich i ok 3
~wax ingredients give them a suner shine and protect the leather BLACK
' 100, kev:pmg it soft and sup: = for years.Give your shoes that s '
Cherry shine....and watch them take the smooth with the rough in their stride, -\"" / :
. 1 Available in black, dark tan, light brown and neutral. e I
ng vms Che?,\ ry Blossom your shoes today ?
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Etiquette

A ticket to enter
the Limca society

Limca. A zingi, tangi mixture of
Jamaican lime and Sicilian lemon
flavours. A zero-bacteria drink. !sotonic
salts to quench your thirst. Vitarmin C
too. Calorie-watchers prefer Limca to
stiff drinks. Limca. Just the drink to
meu=e the scene with. Any thirsti time.

foIA TODAY, JULY 31, iyN2

RADEUS PE L 8 82
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‘This week the stars

foretell of travel. Of discovery.
Of an exciting new culture. An
enchanting land. Lucky dates 29 August-
4 September. Favourabhle 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 Piscean......

A\

Kathakali: Ancient dance - = * WX
Snake boat rzces :

form in whi s Held on )
Athapoovu: Intricate floral make-upwa,ec';fcs:::lz:a;?nd the Kerala backwaters and Caparisoned elephants :
design, Decorates the court- significance. Originally performed rivers. Spurring the oarsmen RERAOE X fo0pi ¥ el Wtk
yard of every home during in tha temple, it vivifies episodes on to victory are the Vanchipattu, glory are the decorated
the festive season, from the religious epics. the traditional boat songs. elephants.,

Umbrellas : Gaily coloured Theyyam : A dance performed Mohiniattam : The dance of
satiric in style, performed by a umbrellas twirling in the breeze 10 propitiate mystique deities the enchantress. Soft, lyrical
solo performer. lend a festive touch, and spirits.

movements are a typical feature,

Kaikottikali : Folk dance

Kalaripayattu : Ancient Kerala Panchavadyam : Traditional Tourism Week : Kerala
: . : : : - see
';uertormedl‘t:;'y‘:i wdo:nen in a group martial art calling for lightning- Kerala orchestra composed of it at its varied best during
- around a lighted lamp. fast reflexes. drums, horn pipe and cymbal. Tourism Week, 29 th August-
4 th September,
TOURIST KERALA TOURISM

DEPARTVENT  BRYROUMT TOURIS
Park View k001 ré.eg_. '3“3:6 vl
Trivandrum : ind Secretaria

Phone : 61132 b 5 Rl 29th August to 4 th September




At a football game,
a hat-tfrick is a possibility.

With ULIP, if’s a cerfainty!

otk ’ T
S8 B [ ! d
L=l )L
! ®»
J. ;

DIVIE

i\

# §

Plus | |
*Tax Rebcale *Life Insurance
*Accident Insurance

~ Right from the kick-off, ULIP has shown an excellent goal average. Its scoring rate has

been increasing all the time. In 1978-79, the dividend score was 8%. In 1981-82, it had
mounted to 9.5%. And this year, ULIP gives you a dividend of 10.5%... right out!

ULIP also awards you 3 penalty kicks. From each of these, you can net a sure goal.

* Tax Rebate—on your contribution under Section 80 C: dividend also exempt from income tax.

* Life Insurance-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 goal after goal, ULIP spells
surety and security.
You 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 aofter 3 years of joining the first plan., j

To join ULIP-contact UT! Offices/Agents/Chief Representatives in
your area or the nearest branch of Bank of Baroda.

UNIT LINKED INSURANCE PLAN from

) UNIT TRUST OF INDIA

(A Public Sector Financia! Institution)

Shilpi UTI 5A/83
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CROWN-TV

India’s largest selling tv.
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a Chinese butiet offered so
fascinating & selection.-

And a new meny svery day’

Hera's & pesk —

Sweel Corn Cnicken,

Souwr and Pepper Soup.

Lamb Peking Styls, Sliced Fish
n Garlic Saucs.

Egnt vewei Vegetabie in
Black Bean Sauce, Pork
Cantoness Styie, Haka Noodies...

Come over today.

And meke lunch go on forever

The Chinese
Buffet Lunch at

COOPSTICKS |

Mondny 1o Friday every week. |

el

TN G AL

Asian Games Viliage, ¥
Biri Fort Road,
New Deihi - 110 (49

HIDXIC- 81134 Tel: 660754
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‘Some ofthe most
beautiful moments

i worvian's life
hared by Khatau.

Radiffusion/K/161%
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