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ABSTRACT

Advertising is something that we are all exposed to in our everyday life.
It is likely to affect most of us in a number of different fields of our lives.
Advertising takes many forms, but in most of them language is of crucial
importance. The wording of advertisements is, in most cases, carefully made to
get particular results. Sometimes it is intended to inform, but more often, and
more importantly, to persuade and influence. This study attempts to investigate
and analyse Arabic adverts and concentrate on the pragmatic aspects of them
in relation to the communicator and the audience. The study aims at
investigating the speech acts that are involved in Arabic adverts and drawing
attention to the main pragmatic aspects of Arabic adverts. One of the main
problems that may appear is the usage and interpretation of the speech acts in
Arabic adverts. It is hypothesised that this problem can be handled by
employing a hybrid approach based on the principles of Relevance Theory and
the Speech Act Theory as they are the most important theories that deal with
language from a pragmatic perspective. Though this study is not the first
attempt to analyse Arabic adverts, it is among few works which tackle Arabic
adverts within a hybrid approach based on the principles of Relevance theory
and Speech Act theory.

The study concludes that the most frequently used speech acts are the
representative speech acts then directive speech. It has also concluded that
Arabic adverts are extremely intentional. Regularly, the advertiser offers clear
ostension for the product or service being advertised. Finally, the study has
concluded that Arabic adverts sometimes employ ambiguity to stimulate the
consciousness and curiosity of the readers to make more processing effort to

solve this ambiguity.



Chapter 1 starts with the statement of the problem. It also contains the
aims, hypotheses, value and limits of the study. Finally, it gives a summary of
the approach of the study. Chapter 2 starts with the theoretical background
which contains the language of advertising, Relevance theory and Speech Act
theory while the literature review contains the approaches to the language of
advertising and the previous studies. Chapter 3 starts with the approach of the
study, data collection, data analysis, and the findings. Finally, chapter 4
includes the conclusion of the study, recommendations and suggestions for

further studies.
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