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Reflection . ent of The Performer:
v raison d ‘etre for the establishment O ournal of the

& . the official J ! .
f Horin JW’;’ ‘h‘gf Pgm U:i’;":rsil}' of llorin, Horin, Nigeria |
J . snartite heritage of the Afncan thm.m.
: 'to deepen scholarship in the tripart : bic and essential}

heritage is represented by the multi-rhythmic, technopho®. :
. didactic total theatre aesthetics which has three children with o0 cilluretly
' Lefiective, critically assertive, informative and socially relevant umbilica)

cord. These children are; Dance, Drama and Music. 1?’“5' an objective
' evaluation of the previous Volumes of The Performer since 1998 to date
" will show that this Journal has satisfied the artistic and intellectual desires
| of our contributors and the purpose for its establishment.

Interestingly, the 21* Century scholarship has expanded knowledpe

i and it has made scholars and researchers to embrace interdisciplinary and
l multi-disciplinary fertilisation of ideas beyond their main fortes or areas of
,  academic interests. Thus, silos and artificial walls are literarily gnd

artistically broken down to reflect on the current themes and tendencies of
| scholarship. Indeed, this present Edition contains Volume 17, 2015 and
: Vn!umey ;:1;12:11@ u::kt: 10 articles respectively, making a total of 20
g Music and Musicological studies dominat :
: arl:icltfs whose thescs and trends cover -;mhal?la:;;l: 2;'.‘*:2:5 ::;;n;
: ﬁm song aesthetics, political music and revolution, liturgical art music
! musicians, popular music and so on. We have 2 relevant articles on

emanity in perticular. Do not wait 100 much afer reading this W& %

.. Editorial, read, and digest our Vol 17 and 18! T 4
~ | -
R T T LRt ol £l
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Analysis of Deixis in Advertisements in Selected

AB ngerlan NBWspapers

By

Ibukun Osuolale-Ajayi (Ph.D.)*
and
Monsurat Nurudeen*

"‘P‘m;inm}’inﬂ that man uses language to perform different functions
Jtis 00 . from interpersonal to transactional, among others. These

that .mm often implied and to a larger extent, they need to be situated
ﬁmﬂﬂwm pe fully understood. This work sought to uncover how deictic
in Wms gre employed by advertisers to manipulate the buying
ﬂ of their target customer. The pragmatic tool that is employed for
d;:gwﬂy showing the relationship between a word and what it stands
;m. that is, deixis taxonomy 1dentlﬁed by Saeed (29[]9) will be deployed to
ihe Fifien randomly selected mobile telecommunication and bank adverts
from the Punch newspaper. The content analysis of some is presented,
while the tabular analysis is provided for the others. The study revealed
that the predominant deictic elements used by the encoders of
telecommunication and bank advertisements are personal and spatial. The
study reveals that their usage is to craftily make the audience personalise
the meanings in the advertisements, by reducing the distance between the
products advertised and their target consumers. This basically suggests that
there 4 personal and at times communal common ground between
mﬂa&mms. However, the usage of these deixis is a gimmick to
rget audience to see themselves as of high value to them.

K%ﬂrﬂ;; L] i .
Deixis, Newspaper, Advertisement, Telecommunication,

mm'ﬁhn Pragmatics,

- belief gy " %€ 2 & too] of communication is often used to sway the

i '::l:l ofp?"l’lﬂ and a common " aspect of human WI{OM
PN 90 this is advertisement or the act of advertising,
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N #mlm#ﬂﬂﬂﬁ e vt of 100 Fusprmmm 5
o |
griere’, Which means 1o tum the mind fo, This mewns i

: ﬁﬁwﬁwnmmmbynfw.m,

wummmwﬂum&mﬂwwﬁumm
% a5 any form of non- personal presentation and promotioa ¢

Wwor_'wﬁcuhym{dmﬁﬁadmm.hhhﬁw.m

mmpg,,.,pmes thal_qdvm.same:mwuﬂymdduﬂymdimhm

mwmﬁ?ﬂwﬂﬂ?‘mmﬂmmmﬁ&.maﬁm
the l,mrideinfumunnuamtum-end,mnmdinimt

e ¥ 2007, p. 1), states that the most important aspect of a

Wiﬁfhﬂm?mmsmmwmuﬁnamdmim

4 mﬂMMhﬁ??ﬂMMMHmelegm.Myi

Mﬁm and banking sectors, the use of different pragmat
Iubyadverﬁsersisntacﬁcwtumthenﬁndoftheirmdimu
md',ctinthawaythey want them to. This study thus sought t

:h; the use of one of the pragmatic principles, as one of th

m,ﬁginuicacicsusodbyadveﬂ designers in manipulating the buyin

yaisions  of those perceiving an advertorial. The study chos

'wmicaﬁnnandbankadverﬁsemmtsbecausetheymomuftb

4 and consistent in Punch newspaper, a media outlet that he

Liersture Review )
pragmatic element is a given fact as it

The concept of deixis as a
eference by means of an expression whose interpretation is relative to th
““(ully) extra linguistic context of the utterance” (Dylgjeri and ‘Kazaz

2013,p. 88). *',-according to Yule (1996, p. 130), is a word derived fro1
Greck which means ‘pointing via language’. Saeed (2009, p. 191) opint
th e deitic devices in a language commit a speaker 10 set up a frame ¢
M wound herself. According to him, Pronouns like 1 you, he, e
m‘“&ﬂd devices-which need various forms of contextual support. I
.mME of language that are contextually bound are callc §
ot g At all sugigest that deictic expressions are bound ! §
u-m“mfﬁ'bywawmmmﬂm.mmrﬁfm |
belef Plsce 6r-thing and a considerable contextual knowledge ¢
y i and other hnguiﬂ:w €
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. the pﬂb“‘hed text, but described certain propositions as having common

ol status: :
g™ gter Schaffer in 1968 refers to this same notion as ‘mutual belief’.
in (2002, p. 701 ), however relates the notion of Common ground
S “pposiﬁﬂn- According to him, Common ground is what the speaker
to Pre> to be mutually known by him and his target audience based or |
.ts in the world. Mey (2008, p. 11) states that although commor
what i similar to presuppomti?n, they are not referring to the same thing |}
ates mmon Ground is a meta-pragmatic element.
He d (2002, p. 223) :dentifies two functions of common grounc
o mationsl and socio-affilational. An informational imperative compe!
8 (o cooperate with their interactional partners in maintaining
tial understanding, mutually calibrated at each step of ¢
o *action’s pmgressiun. He adds that this aids the economy of expressio
?}Iﬁs iy 50 . - eraction, not everything is being stated, inste:
teation and inference aré both made on common ground. Affilatior
ocutors to maintain a common degree

iperative compels interl ' a
interpmf’“al affilation (trust, commitment, and intimacy), proper to 1
gaus of the relationship, and again mutually calibrated at each step of

interaction’s progression. -
Nettle and Dunbar (1997), cited in Enfield (2002, p. 224) ident
wo levels of common ground: il

: ersonal level, shared experiences
g as the interactants ke

(and remember) they were chared. PR
2. Cultural Level: at 2 cultural level common ground may be inde

by signs of ethnic identity, and the common cultural backgre

such signs may entail. Nettle and Dunbar (1997) cited in En

~es (2002, p. 224) say such marker i native dialect (as signaled;”
by accent), a readily, detectable and reliable indicator.of long 3,
°f°0mmcn_social andmﬂtural expericnce. . ;-’

Clark (1994):: cited in Saeed (2009), distinguishes; bet
communal coramon: ground for the knowledge shared b)-

i W"Of comiiiities and personal common round fo
g edge two people Share from their past experience OF

P, ople .
w (3010: »p. 201-202) illustrated the-mporta?
& ~riendd in fhe follawing CORVETSAtIONS: gy




;‘m.ﬁ?ﬂm»a 18 2016) R e s witig W
p. 191) asserts that every language carries an implicit
fthe s ce around the current speaker: a division of time relative
g, and, via pronouns, a shorthand naming system for

involved in the talk. Adverbs of location can be used
e ﬂyf For gxamp!e,_the adverbs here’ and ‘there’ pick out places
4B heir proximity to the location of the speaker. If the speaker
A ipterpretation of the adverbs will change. Demonstratives work
2OVES " waY. The curmnt_ speaker occupies the reference point: items
2 simild’ her will be described as this/these, items further away as
o 7 1o when languages contain such deictic divisions of space,

(hat o5 to be calculated by participants in actual contexts.

thef "5:.1 Deixis :
Te:!lll":',l_he word temporal means time, thus, temporal deixis refers to the
ojements that &€ used to show or point to time

¢ system also grammatically indexes the roles of

. s in @ discourse: the current speaker, addressee (s) and others.
P’I_l’c.lw tion is grammaﬁcalised by pronouns: Typically, a first person
ingular pronous is used for the speaker, second person pronouns for
= imally a third person category ‘neither- speaker —nor-

dressee (5 and minim
:gdmsu Es;‘ (Saeed, 2009, p. 196). This type of deixis is used to refer or

point to the object(s) or referent(s) in a discourse. The knowledge of
common ground can also be used to infer the relationship the person deixis

signals between the discourse interactants.

Social Deixis i
Social deixis is a type of deixis and they grammaticalise

infurmalion-a_bout social relationship. Saeed (2009, p. 197) explains that
Eﬁh;'::‘ﬂh}ﬂ?s’exam;ﬂe is the distinction in many European languages
i jfgfm and ‘polie’ pronouns, €.& n/vous in French, dsie in
deitic w ;’&3 -b‘{en said that contextual pressures on he:usage of
that conmgyg,. cauired for successful communication; ‘it is important
the usﬂguug%! I, 2 pragmatic element that explains”ftbe'_assﬁﬁ:tpﬁuns in

should be revi . A T

- S reviewed. it

A deicti

. 2
g ]

y A ._..?:-.-_"__'-.:p__-!!" o

I TR L
'rhac.u ‘?.' .'_-.-'—.'i .'.- 5
Seept of pEIN R

: £ im0 :_.ﬂ;

. Co -
A L N'M?n Gm“nd ,..,.'=;.$_ p ; = o
- “5D. 701), ‘states. that the expression 'M

N i
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B not present in any reasonable dictionary entry for the

W“’Iedge money.
“ﬂdgﬂﬂﬂd o A':}'Came over next week
B:It’s Ramadan
ond B are Muslims then A will infer that B’s reply means ‘No’.

ifA :es on the insight of communal common ground to identify
his il o (communal] that is implicated in the usages of the deictic
the smﬁom:; in tclecnnnnunicatinn, bank, and drink advertisements in
gltﬂi"“t,s ;sunch pewspaper. The following subsection was devoted to the
Niger :nsl ysi of 11 data and statistical analysis of the fifteen purposively
contert

:'::unwing s the content analysis of some of the sampled data
. followed by a statistical analysis. The statistical analysis
whichHﬁﬁ e findings of the data.

s‘nﬂ:wm : .ation Advert

Datum 1: ! .
__ but it can refresh your relationship

cond person (singular or plural) possessive deixis above
osts the encoder of the advert knows each of his target consumer’s
::lga%ionship. The usage of this deixis is aimed at making the advert less

- ' eople. It carries a friendl undertone; and
sy o amacu}f;stﬂaf afhieving friendly interyactions with the
people they relate with, it appeals to their positive faces. This _is one of the
ploys.advertisers use t0 attract people to their products and 1t reveals the
stereotyping of people as love, attention, and friendly-relationship seekers.

Datum 2:
 get free credit...
When you call me
-‘ uhjechi;E: person singular pronoun ‘I’ and ‘me’ (nominative and
objective) bee refer 1o the female in the ad, while ‘you’ refers to the male

Eﬂt::t?mn as the target audience. The uses of these direct referents
_and even y, l.;p m'e"i.sﬁﬂg relationship between the participants in the ad

" their frieng, , o0 2udience; it thus encourages the target audience to call

- W Telations 5o that the “free credit’ can go round.

el e Nl Datum 3: ety

e & e Call that someone on Glo this Valentine season and

The sé

e
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ﬁmﬁ Datum 4:
Call someone this Valentine's season

éumunstl‘ﬂﬁ"‘ pronoun ‘this’ in the first expression shows that
season is pear. The demonstrative pronoun ‘that’ is usually
the \falﬂ’wthat ihe referent (the object or person) being referred to is far
said 10 mﬂ;rent speaker. However, in the expression above it is used 10
from the 7 inty that the target audience have a particular i
Y « information here is based on assumed knowledge about the
some0n® . o Ad. Thatis, 1t has been taken as a known fact that the target
udience hes someone special that exists in the world that is also known to
3

Bank Advertisement
Datum 5:
We identify with all Nigerians at home and in the
diaspora
We remain committed to ourheroes past

The first person plural pronoun ‘we’ refers to FCMB, while plural |
possessive pronoun ‘our’ refers to what is owned by FCMB and Nigerians. |
These deixis reflect & cordial relationship between the target audience and
the bank. These pronouns are employed by the bank to show a presumed
oneness of dreams and desires by FCMB and Nigeria.
Datum 6:

Qur dedicated call centre
We are happy to answer all your enquiries
- The deixis underlined are used to indicate that both the encoder and ;
“:.‘;md'“"“"’ of the+ad -know the people that are being referred to. I
tphc dﬁ? ﬁt & Pm"fﬂﬂs relationship is in existence between the pka
appeals ml;le to. This:is used to make the ad less formal and 1t T,
extends frieng) Shmyold“ and customers who will feel that theif: besf
. yrelationship to them and has their interest at heart.

-

" - ~ Datum 7: ' n, :
g, More value for you in Nigeria and actosé 0
¥ p "% Weare pleased to inform all Ecobank et

LT e e et et GOR




Call me_ if you need....

person singular pronoun (objective case) ‘me’ refers to the
%mﬂuﬂm%m( ing other call centre
modeh ® e you refers to the target audience of the ad (customers of First
agen® upnderlined deixis suggest an existing close relationship between
pak) Tl:ﬂ  their tarE<t audience.
thcb‘ﬂk Datum 9:
A contact centre s0 versatile, it speaks YQUI mother
tongue
Choose a bank that speaks whatever language You

nderlined Jeixis are reference to the audience and their
‘m es. These deixis are employed in a way that suggests that
indi a close (former) relationship between the bank and the
there b5 This i used by the banks to convince the people that they are
referedts rouch with their customers. This reveals another reason

ip close :
ih“;ysadm .. or service providers have been stereotyped to be
manipulstive-
Drink Advertisement
Datum 10:

] know exactly what [ want from my drink

So, you can imagine my joy when | discovered La
Casera Apple

The person deixis ‘I’ in the above extract refers to the speaker.
When a person refers to himself as ‘I’ and not his name, it signifies that
i:rfi }I:f ;f;& Tpilrewous reference to him and that the hearer knows who
Grociliam Pet:.ipl:al;:e a?f both ‘I’ and ‘n?y’ are used here to tell a personal
they tend 10ryor adopt ways ready to listen to the experience of others,
y,0radopt methods or things that work for them. That is, they

believe more i ‘
customess (mm?;fmgehfd things). This reveals the stereotype of
in need of asgap Id by encoders of advertisements) as always

s eth“thatﬂm will iser
| N e D““"ﬂ“ 11;:,r get value for their linnney,
i oo e e (DR ol your definition of fun; you will always
o P S e o DM
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Analysis and Discussion of Findings
_ in the data analysed for the study. Tt was closely foliowed by Y

;‘*ﬁ'@mﬂaa{m findings from the data.

%ﬁﬁww and object) singular :“M‘if“ |
% mngular or plural pronouns : :
Mmﬁlmlw) 2 1.3%
e i 4 3.75%
=g Total 5 o

Wgwing The statistical distribution of person deixis in the data

From the table above, it can be seen that First person plural pron
had the highest percentage of occurrence. It thus buttress the point m
earlier that advertisers try as much as possible to achieve personal com:

und between them and their target audience. Their main aim 1S to r
it seem to each target consumer that they are interested in him or her
reachable and are willing to stay friends with them. Bank advertisen
make more use of the first person plural pronoun ‘we’ more than m
telecommunications.

. Coming next on the table is: Second person singular or
pronouns (possessives inclusive). It thus buttress the point mades
that advertisers try as much as possible to achieve personal co
ﬁmd between them and their target audience. Their main aim is i

| m each target consumner that they are interested in her or hi
wiable and are willing to stay friends with them

2y, it a e said that the deixis' expressions foure

g ey 0724 BY advertisers to make customers identify Wi

?ﬂdial'rclatiomgt on the stereotype of man as having needs for

indivigy, ionships by using synthetic personalisation to com¥

‘ﬂ;h“wh:wmmmhwofﬂwdiﬂ specifically
.. F 1 n_jlr;.'

.‘.l’--i '.h"
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This, thus, proves that deictic thetorical strateo:
;:Lyiﬁiwdgmtomhuma::y. e Tt omay b
_ Since, deictic elements are veritable linguistic tools i appealing to




