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Abstract

The present study deals with the phenomenon of deception in
advertising. It investigates the Arabic deceptive language used by
advertisers within a pragmatic framework. It tackles the problem related
to the tricks used by advertisers in presenting their advertisements in an
attempt to affect their consumers' perceptions. Thus, the study mainly
aims to identify the pragmatic traps in Arabic deceptive advertisements. It
hypothesizes that advertisers, in their promotion, adopt different types of
deceptive claims and they use several strategies in presenting these
claims. It also hypothesizes that all pragmatic aspects and theories can be
used in identifying the pragmatic traps that exist in deceptive
advertisements, and that different pragmatic traps can be identified in
deceptive advertisements at the level of all pragmatic aspects and
theories. The study further hypothesizes that all pragmatic traps can be
identified in deceptive advertisements, but not all deceptive
advertisements have pragmatic traps. To achieve the aim of the study and
to test its hypotheses, two independent models have been adopted for data
analysis. The first one is the "deception by implication" model by Hastak
and Mazis (2011) ; it is concerned with identifying deceptive claims. This
model has been applied to 400 advertisement claims related to different
types of products collected through an observation method from different
sources.The second model 1s an eclectic one; it is concerned with
identifying the pragmatic traps in deceptive advertisements under the
framework of Searle’s speech act theory (1979), Grice's cooperative
principle theory (1975), Leech's politeness theory (1983), presupposition
(1996), and deixis. The methodology of the study has been designed by
following the exploratory mixed approach through which both qualitative

analysis and quantitative analysis have been applied to the collected data.
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The study has arrived at two main conclusions: first, it concludes that
deceptive claims in Arabic written advertisements are of two types; they
are either misleading claims or false claims. The second main conclusion
reveals that all pragmatic aspects and theories can account for and
identify the pragmatic traps in deceptive advertisements. The study also
highlights the pedagogical impact that it has on teachers and students of
linguistics and ends with presenting certain recommendations that can

hopefully be taken into consideration.
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