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Abstract
The language of written commercial advertising, advertisements for Saudi
companies on Twitter, a model for a deliberative study.
Researcher: Nada Omar ALwesaidy
Supervision: Professor Khalid Suliman ALgossy
Academic Degree: Master
University:Imam Muhammad bin Saud University
Department and Major: Applied Linguistics.
Academic year: 1442/1443

This study aims to analyze Saudi commercial advertising discourse via
Twitter as a communication speech in order to elucidate linguistics
characteristics of such advertisements, and to clarify persuasion mechanisms
and the effectiveness of argumentation order on persuasion process as per
argumentation scale theory.

This study examined certain samples of commercial advertisements
published via Twitter during last 2 years 2020-2021.

Study plan consists of three chapters as follows: the first chapter examines
bilingualism, media and dual ads., and persuasion, whereas the researcher
sought to make connectivity between all what related to the argumentation,
influence and inducement. The second chapter is a sequel to the theoretical
part which examines the concept of discourse, discourse analysis strategies,
and deliberative analysis. The third chapter examines the applied aspect,
whereas the researcher analyzes a sample of twenty-five commercial ads.
based on the deliberative linguistic approach.

The study reached a set of findings, the most prominent are as follows: the
indirect speech act is prominent in advertising discourses; as ads sought to
deliver meanings beyond the written words. Emotional and logic
inducements are included in many advertising discourses, the most
prominent inducement is (The Emotional “Psychological” Inducement) due
to its emotional sentimental excitement that its effects are felt most strongly
and long lasting. It is notable that a large number of advertisements have
supported texts with some graphics, as a means of persuasion, as a
supplement to the text, and added some fun as well.

In view of the aforementioned finding, the researcher suggests the following
recommendations:

Scholars must deal with new concepts of modern linguistic studies such
as persuasion, argumentation, deliberation and speech act as integral parts as
they are tight almost inseparable. For example, persuasion is related to
argumentation, meanwhile the argumentation is based on speech act, with a
view to convince



S g gl oyl

irdal) O gand
\ PRV
o SIRUEWARIAL
g dly ) alent (B0
g Ayl Colaal 1 BG
1 )yl e 1,
g Fel ) 39> 1 Lals
\ ) mgie 1ol
A i)l ldlawes (el
A aa Ll olel,adl b
\ ¢ gL3Y1y Oy adle g dalll paalio 1 oY1 fuadl
\ o P ITREURME, ' e ol
\ 1 FE (RPN IAY
VvV 2l psghe oY g4
VY A el Sl gal Y
\ ) e aall ol esl 56
YY i) Gy (3 sl JIgY) o el -G
Y¢ il aa by :L}w\ @ﬂ\
YA ahe Y sl Gl
Y4 Syl pseio 1oV g4
¥ ailasy ezl 3 oY) Piloy (sl 3Ll ¢ 4l
Y e yL Ll B3le s edul Cdlal




O g

Y4
¢)
&)
¢ ¢
$o
$o
¢V
¢

oy

o¢

o¢
oA

11

\Al

V¢

AT

19

Ve §

gudyly O ) Coudd

43 5531 Jolgally cadibyg castgily (DY) asgda 1 Jg¥1 Cllal
OMeYN psgis I

Ol sl - o

Ol Colual —

OMeyl sl —

ENPNICEET R

Syl OV YN A jailas ) kel

bt St A T edu Cllal

Weadluly el Bl ) Ogonaey pldY1y zlndt tayl ) bl

L3y
C\-?J-‘ =\
tt;.é}!\ —Y

3Ly by 250y AL ) Ogan —Y
Wy Dlexwl 1 wetd1 Cllal

lozwY) =

WU -y

s J«Jﬁ :C}L‘J\ Jadlt

a3 agede : g1 ol

Clad S Sl ! R RUENY
Jold) ol c I Coe

Wdgrdl LISl SUMe] yand dglls dwlyd 1CIW fadll

Joy s




O giad

Gyt Bguke kS 1 JoN1 Emdd

S sy ( Audadl GOl Wyl G palal) eal gl Coud
LJglde

Blwogig dwhyldl il s Sl

el okl







