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ABSTRACT 

This thesis examines German advertising texts and 

their text linguistic properties within a system of text 

typologies. Four different text type classification 

methods representa ti ve of typologies in German text 

linguistics are considered. Of these, Katharina ReiE' s 

] 976 model is shown to be the most efficient for a textual 

aI1alysls of advertising texts. Her communicati ve-

functional approach to text analysis permi ts distinction of 

three variants of advertisements: those which appeal to 

t'Cdson, those which appeal to emotion and those TN'hich are 

01 a dual nature (mixed). The thesis concentrates on 

j c1enU fying text type and text type variant characteristics 

by nnalysing the text consti tuting techniques, text 

s L rucLure, and the appellative language means. 
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ABSTRACT 

Cette thèse examine le texte annonce allemand et BCG 

caractéristiques textuelles dans le cadre des typolog i cs ùu 

texte. Quatre méthodes de classification de types ùe text0 

actuellement utilisées dans la linguistique du Lexte 

allemand seront considerées. A partir de CC5 mé Lhodc5 il 

sera demontré que le modèle développé par Katharina H('U-:. en 

1976 est le plus efficace pour l'analyse tex t u(·ll (, (le 

l'annonce. Son approche communicative-fonctionnel 1(' pOli l' 

l'analyse de celui -ci permet de distingu p r cn t n' Llo i 1; 

variantes du texte annonce: celle qui fait aPP01;J. lei 

raison 1 celle qui fait appel aux émotions et ce] 1 C '111 i ('1;1 

de nature mixte. Cette thèse se veut une concen l ra 1 i Olt ::;\1 t' 

l'identification des caractéristi.ques au niveilll L1('!~ 1 YI)('r~ 

de texte ainsi que des variantes, en ill1alis.lIll 

techniques qui constituent le texte, la strucllll (', (" 1(' 

langage appellatif. 
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l N'rHODIJCT l ON 

1.0 This thcsis examines a specific text type, the German 

~(lvertiscment, within the system of text typologies. The 

sampl~ texts have been selected from four different German 

pllbU Cil t ions and repre5en t a variety of products. The 

purpose ot t-his thesis i5 ta textually categorize and 

(l('~~cri be the German advert_ising text and its variants. Ta 

Lh i;; (~Il<1 il stlld~T of text typologies as presented in current 

l i llqU i ~~t i c } itera Lure will be made in arder ta determine 

dll<1 rlpply the lllost efficient typology to a group of 

~~p10cL0d Lex\ s. This thesis naturally presupposes tllat 

lélllquaqe OCCllrs ln texts and not in isolated words or 

[~('Il \ 0nc\'~~; th Ü~ w L Il be demonstra ted in Chapter 1. 

1.1 ],'01' mos\: of tllis century, linguists have focused on 

t he' ~~0n\ CllC(' in t.heir attempts ta understand and explain 

1 cl Il q li ( HJ (' • Inùped, even Bloomfield excluded any other 

l drq('r or' morC' complex element in his work of 1933 (ct 

('!1dp\f'J l, 1.0). Tld s 50-ca] led sentence-} inguistlcs could 

dCCUIlII\ lor rela\-ion~:;hips within the sentence, i.e. SUB + 

PHI';]) dqn'(-'IlleIlL, but WdS lacking in its description of 

('('1'1 cl i Il 1 1'(lI1sphrast i c phenomena, such ilS personal pronoun -

,1111('(,0<1('11\ relationships or contextually dependent adverbs 

!~\!('ll li:; "\ Iwt'ea ft cr" . POl' pxample, consider the following: 

1. 'l'IH'1'0,\ fter he resolved never ta go to that 
1'1,lC<' WIH'1l she would be there. 

\<J,' ,'.lll dl1 1111<1<'1 ::;t ,llHl the qist or \~his utterance, but it is 



impossible to recover the intended meë:llling of .. l hercù ft l~r" , 

i.e. the textually dependent proform' s anteecc1cnt within 

the sentence; it is necessary to refer to another section of 

the text to recover this information. As weIl, contextually 

dependent adverbs have no value in isolatioll: when is 

"thereafter" , and where is "there"? Text linguists realizcd 

that the answers lay outside of the sen tence () nd (11 scovcl'ec1 

that language' s ultimate construction was not the ~,enLcncc 

but rather the text. 

1. 2 Study of text requires a textual1 y or i en l cd él pprchlcll 

from which a theory capable of defining 1 h(-~ bas Le 1111 i t., 

text, can be derived. Text linguists vary q1'(,illly in Illeir 

definitions of text: the main ill 

demarcatlng text from non-text. Most scholé1r~o, 

concur in the identification of the followi 119 rl!~ k('y 

components of textuality: 

cohesion. 

completenpss, col101'CI1('(' , 

Concerning the establishing of textuél11 Ly, l 11 i ~~ LlI(~!; i ~, 

relies on the role of recurrence in tht' t(~xlllé111zinq Pl()C('~;~; 

(cf Mealing 1988). This recurrence is prc'sc'nL aL dll 1 h(' 

different levels of text, i.e. phonologictll, lIIorpllo1oqictll, 

syntactical, lexical, sentence and parag 1'ap11, dlld i~; () f 1 VlO 

primary types: semantic or gramma t ica 1. S('ma Il t i (' t CCII r t ('!lCC' 

consists primarily of the repeti ti on 0 f l ex('rn~; wh i ch d r (' 

semantically bound. This repeti-LLon can lw (!ilhc'r ('xpl icit 

or implicit. Explicit recurrence involves ~;iTllpl(' !c:f!(·t iLioll 

of lexerns or pronominalisation. l mpl je 1 t re'C11 t r ('IIC(' 

invol ves lsotopy, which can be cha J élctf> ri ",('c] ri;; d ('h<l 1 Il () f 

? 
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lexems which are semantically related. Semantic 'recurrence 

creates coherence, which is one of the three key components 

of textuality. Grammatical recurrence does not occur 

primarily at any one level, rather it manifests itself 

throughout the hierarchy in different degrees of complexity 

as substitution, ellipsis, or parallelism, ta name three. 

Grammatical recurrence creates cohesion, which is another of 

the three components of textuality. 

The NpermissibleH length of a text is also a point of 

debùte: sorne text linguists accord text status to one word 

utterances while others pre fer longer manifestations. <1> 

1.3 Once it has been determined that the utterance is a 

text, the next step is to identify the text typ~. This 

necessitates a text type theory which is able ta describe a 

text's production, transmission, and reception; as weIl as 

its possible forms, and is able to place it within a textual 

hierarchy, i.e. text group or text type. My evaluation of 

the sample text typologies is based on Schmidt's criteria as 

outlined in Chapter II, 3.0. In addition to those 

cnumerated above, one of the more important aspects is the 

practical applicability of the approach. It will be shown 

that a function-based approach is superior as aIl texts have 

a Lunction, and as it is the underlying motivation which 

de termines their true meaning and to a certain degree 

construction and presentation (cf Brinker, Chapter II, 4.3). 

Mcthods \,,11i ch do not consider function are unacceptable: 

Olle cannat properly understand the content and context if 

onE' dops not comprehend the motivation. If a t..ypology 



utilizes a broad spectrum of analysis factors and is 

flexible enough to permit identification and classification 

of texts, text types, and text type variants, then lt is 

universally applicable. Katharina Re LE. 's 

cornrnunicative-theoretical approach is the most efficient of 

the function-based models and satisfies Schmidt's evalualion 

criteria (cf Chapter II, 4.2) . Regarding other 

function-based models such as those developed by B~hler and 

Brinker, it will be shown that they are more limited than 

Rei&'s. For example, BOhler identifies function but omits 

orientation (cf Chapter II, 4.2) and Brinker does not 

account for li terary texts (cf Chapter II, 4.3). I\n 

efficient and comprehensive text typology is crucial because 

before language as a whole can be understaod, we rnUL~ t 

understand its components and appreciate how orientation éllHl 

function determine form and content. 

1.4 Rei& describes text types as u'super-individual spcech 

or writing acts' which are bound ta recurring conoounicaLivc 

actions and which have developed characteristic language ilnd 

form models due to their recurring appearance in similar or 

like communication constellations U (c f Chapter TI, 2. 1 ). /\~~ 

already demonstrated by ReiE, and as will be shawn jl1 the 

forthcoming analysis, advertisements conform to the yen0r~1 

definition of text and to Rei~'s definitian of il disLincL 

text type. The studied advertisemenLs are rcal j Z('(] j n 

wri tten form al though sorne ma.J be presen Led or il] ] y . 'l'hey 

are bound ta a recurring communicative action: l })(' i t 

function is to manipulate behaviollr, 



recipient to acquire the product; the focus is always the 

product, and the orientation, the recipient or the consumer. 

They have a characteristic language which is appellative in 

nature, and have a particular structure which remains 

constant in a given medium, i.e. magazine, radio, or 

television. Rei~ has also identified distinct text type 

characteristics as enumerated in Chapter III, 2.0, which she 

classifies as being either text type typical or text type 

specifie. 

Rei~ categorizes an operative text as one which is 

recipient and behaviour oriented. This reflects the primary 

function of an advertisement which is the offering of a 

product or service with the intent of influencing or even 

manipulating the recipient to acquire it. A crucial tool in 

this process is language, specifically appellative language, 

which is characteristic of this text type. Such language 

serves not only to distinguish texts but also ta increase 

the product appeal and memorability, as demonstrated in the 

advertisements presented in this thesis. These are the 

primary elements of any advertising text. Rei~ further 

identifies other text type characteristics such as the 

simple grammar constructions; vagueness, suggestion, easily 

oiqcstiblc vocabulary etc. (cf Chapter III, 2.0). It will 

be demonstrated that an advertisement is a distinct text 

type whlch belongs to the operative text group by virtue of 

ils fllnction and orientation (cf Chapter III, 2.0). 

1.5 TllC nexl consideration is whether or not distinct text 

type variallts can be identified. This will be the focus of 



the analysis section. Of particular interest are the 

mechanisms which differentiate these variants, which include 

form (construction), content (product), style (language) llnd 

orientation (emotional or rational). 

Neither Reii nor others involved in the study al 

advertising texts, sueh as Gniffke-Hubrig or Ogi 1 vy, 

distinguish between the different variants oL the 

advertising text (cf Chapter III, 3.1). ReL&' s élpproilch, 

however, does permit further classification of the 

advertisement. 

" 

:' 

i 
2.0 The flrst ehapter deals with llnd 

" 

development of text linguistics as an alternative La t 1H' 

more limi ting tradi tional sentence-based linguis t Lc[,. '['() 

start its possible roots, i.e. sentence linC]uistic or 

rhetoric will be considered. To follow th(~ mas t popu 1 cl r 

text defini tions are explored with particulal' crnphrlf; i ~~ 1 () 

text-building mechanisms, i. e. coherence and colws i on. OIlC' 

1 

à 
of the difficul ties lies in the defini tion of h~x [: i t:~('l l , 

" 
f 

for text is not yet uni versally recognized as an j ndcpc>I}(]('1l [ 

entity, nor is there a commonlY accepted detjnit jOli. 

An overview of current research in text 1 i nqu i !~t i c!; i:; 

then presented, together with a summary basj c ob J(~ct- i ()Il!~ t (J 

text linguistics from sentence grammari ans. 'ro 1 i Il i ~;}I t}lf' 

potential of thematic progression as él texL-bu il <l i nq ollld 

text-characteristic element is explored, él S L r c'cll ('d i Il t )H' 

framework of the Functional Sentence Perspect i V(~ (Jo'SI') (.( 

the Prague School. 



2.1 The second chapter evaluates four different text type 

classification methods which have been developed by Rei~ 

(1976), Brinker (1985), and Werlich (1979) Sandig (1972). 

The evaluation is primarily theoretical, based upon 

Schmidt's (1978) criteria. It will be shown that a 

communicatively-oriented, function-based approach is 

superior, such as the one developed by Katharina Rei~ 

(1976). 

First the construct text type is defined, and the 

problems in setting up a classification method are 

discussed. Then the individual typologies, starting with 

Rei~'s, are presented and evaluated. 

2.2 The third chapter concentrates on the operative text 

type and then specifically on the German advertising text. 

It is comprised of two main parts, the first, theoretical; 

the second, practical. The first part deals with Rei~'s 

theory of operative type texts in general and then of 

advertising texts in particular. The second part consists 

of an analysis of thirty German advertising texts taken from 

four different German publications over a period of four 

years. The analysis starts with an empirical classification 

of the 985 advertisements which appeared in the selected 

magazines, based on their appellative direction. The 

advertisements either appealed to reason, ta the emotions, 

or to both. Ten advertisements representative of each 

cilLegory (reason-targeted, emotion-targeted, or mixed) were 

t )WI1 selccted for a more j n-depth analysis. Althc>ugh Rei~' s 

lq16 Lypoloqy forms the basis of the analysis, not aIl 

7 



criteria found in her theory are applied, e.g. the text 

constituting and text specific characteristics (cf. Chapter 

II, 2.0); and others are introduced, such as thematic 

progression in a functional sentence perspective. This has 

resulted in a shift of emphasis: of foremost interest is the 

advertisement as a static text form; first in its 

text-building mechanisms, then in its form, and then in the 

appellative language means employed, whereas Rei& 

concentra tes on the text dynamically, analysing UH' 

translation problems associated with specifie text types. 

P. 



NOTES TO THE INTRODUCTION 

<1> The premise is that the exclamation ·help·, for 
exarnple, would constitute a text as it is certainly 
complete (the situation provides the context), and 
coherent and cohesive in itself (cf Chapter l, 2.0). The 
following authors support this concept: Dressler (1973), 
Ifalliday and Hasan (1976), Gulich and Raible (1977), 
De Beaugrande (1980), Stubbs (1983), and Scherner (1984). 

q 



l TEXT LINGUISTICS: GENESIS AND DEVELOPMENT 

1.0 With Bloomfie1d's pronouncement that the sentence w~n 

the focal point for any linguistic ana1ysis (1933:110), 

linguistics was temporarily diverted from its search for il 

more empirical and comprehensive language ana1ysis. GivillfJ 

the examp1e of the fo110wing utterance, 

(1) How are you? 
It's a fine day. 
Are you going to play tennis? 

Bloomfield stated: "Whatever practica1 connectioll t 11<'1 (' 

may be between these three forms, there is no qrarnltlill i Cd 1 

arrangement uniting them into one larger fOllll: 

utterance consists of three sentences. Eacl1 r~C'tll PII(,(' 

is an independent 1inguistic form, not inc111ded ... i Il <Illy 

larger linguistic form" (1933:170). He recogniz(~rl Ih( 

sentence as a 1inguistic unit, but ca tegorical 1 y n' f 1l!~(·(1 1 () 

acknow1edge the existence of él higher unit as Lh(~ bc\~;(· Ull i 1 

of a system (Bloomfield J930:]70; Gu1ich/Raihle 1911:~(). 

Sentence grammar was an adequate beginnj I1g cUle] yi (·1 (h·C] 

very positive and revealing insighb, j III () 

structure, but i t was seen as an end in j lsc 1 f, (11)(1 CU\11 (1 

on1y be app1ied in limi tee] si tu ~tions using ,1CCOflllllOc]d 1 i Ilq 

examp1es. It cou id identi fy most of the vari GlU; (>1 ('lfIPIl 1 !~ 

of the sentence, but only in relation la Lll(~ !;Plt!('IlC(' 

itselfi it was 1ackj ng in j ts expl <Hia t i O!l of ~;(}1fI(' 

transphrastic phenomena such as proforms, 

and the semantic organjzat ion 01 the tc~Y.t Ihrollqh Ihr'III(' dlld 

ln 



rhcme (Scherner 1984:29). Sorne sentences, however, must be 

taken in sequence or in context in order to fully 

understand their nature, especially those which are 

deictic. Deictic utterapr.es, also known as "indexical 

expressions or "token bound sentences", are those 

utterances which can only be employed in a given situation 

or a fixed context and retain their intended meaning. 

Words such as Mhere M, "there" , "this", "that", "now" and 

"thereafter" are common in such utterances (Sakayan 

3986:5). Consider the fo110wing examples: 

(2) He did it the day before. 

(3) After that, she followed his advice. 

ln dealing with isolated sentences, one loses a wealth of 

contextual information and with it the potential for 

complete understanding. In the first sentence, one can 

udsily determine the function of each element within the 

"entence: "He" is the subject; "did" , the verb; "it" , the 

direct object; "the day before", a temporal adverb. The 

1Il('l1n i ng bp-comes ambiguous when the semantic aspect of the 

!~('n Lence 18 examined and the linguistic and 

vxtra--linguistic contexts which determi~e the intended 

lI\l'cll1 i nq of any utterance are lacking. "He" is a pronoun, 

bul whai ls the referent? "He" refers only to a male in 

ql'IH' l'cl1 . "Did it" is infinite in its permutations: it 

('o1l1d he t'lny action from "mailed the 1etter" to "shot the 

IIldl1 cl/Hl thcn gave himself up at the police station". The 

on1y 1illlitalion is that of time: the action must have 

1 1 



taken place in the pasto But how far distant? We know it 

happened the day before, but the day before what? llerc 

again it could be any time from the day before t.oday­

yesterday - to the day before the subject's birthday. We 

cannot determine the time relative to a known Lime un 1 es!~ 

we know when the utterance was voiced or in the latter 

case, when the subject' s birthday is. 'l'he spconr1 (~xi1ll1plc 

presents similar ambigui ties, again in terIlI~3 ai i t!; 1 i Ille 

referenee, agent, and object: after what l_ncidpnl clic1 t hi~; 

unknown female take a male' s advice, dnc] Wh,l t w,w t II(' 

advice given? 'J'his inability of sentence bé1!;('c} .llld1 y:;i:; t 0 

aecount for 

extra-linguistic 

necessity of a 

namely the text. 

and explain the 

factors led to the 

different, potentially 

trùnphrr1!;Lic ,,11(1 

reëlJizr1tio[) (JI Iltf' 

1.1 It is di ffieul t ta pinpoint the bcq Llllllllq 01 1 c';': 1 

oriented linguisties, sinee it develope(l OV('[, cl p('ri O() 01 

years, wjth different groups coneentratinq on dlll('n'llI 

aspects. The Soviet formalist.s werC' Ollt' Cl 1 1 il(· 1 1 l':; 1 

groups to examine language from thC' vi(,Vlpoinl ni I(·yl 

rather than sentence: Vinokur, Smi rnov, 

Figurovsky published their studies on in t (' l'SPI) \ ('11 \ i ,11 1 i Il k:; 

as early as 1948 (Gindin 1978:261). ]n the' Illlilf·t) Slrllr':;, 

Zellig Harris was the pioneer; hi s worl< Il i !;("Olll :;r' !\Ilrll '}:; i:; 

was published in 1952 (Rieser 197B:h). Pr·tf·t' IIdlll11dllll 

introduced text linguistics ta Gennany VIl t li hi:; rlll i r: 1 (. 

"Text, Texte, Klassen von Texten" oi 1964 (!{ic!.(;t l'IfE: 1). 

In working with the text as the base UIlI \ d:; 0llf/()!;/"j 1 1) 1 !J(. 



sentence, linguists were able to solve many transphrastic 

and intersentential problems. It became possible, for 

example, to trace and specify such phenomena as anaphora or 

cataphora, or time reference within the text itsclf (Rieser 

1978:6). with the development of such text related 

concepts a new method of analysis was required as weIl as a 

new terminology. This new branch of analysis was first 

called Hlinguistica deI texto· by Coseriu in 1955. The 

term ·Tex~linguistikN appeared in German for the first time 

in an article by H. Weinrich which was published in 1967. 

Wolfgang Iger referred to NTextwissenschaft N as early as 

1969, and the term Ntext linguistics N was used in the USSR 

for the first time in 1974 (Enkvist 1978a:181). Further 

the noun Ntext" slowly began to be applied to the 

ever-developing fields of syntax, semantics, grammar, 

praqmatics, and even phonology (Dressler 1973:4), and the 

need for a specifically designed text grarnmar became 

apparent. Linguists naturally used already developed 

(although by no means complete) sentence grammars as a base 

and extended their conditions to accommodate textual 

concepts, eventually developing an independent text grammar 

system (Rieser 1978:10). 

In his Gook Sprache aIs Text (1984), Scherner 

characterizes the two main streams of text linguistics end 

their development, noting that they are related. The first 

one, he explains, stemmed from the long tradition of 

rhetod c and stylistics, in which bigger language uni ts 

thlln the sentence were examined, and which developed jnto 

t ('X t linquistics proper in the Inid 1960's. The 

1 1 



relationship between language and text WdS cmphdsizcd ~s 

well as the rhetorieal-poetic effeet oi cl 

conversation/utterance or of a text upon the reeipiC'nt-. 

Due to this ernphasis, only the linguistic phenomena which 

served this end were eonsidered, so that in effeet 0111 y t-h<' 

rules which applied to a particular text formation \IlL'l'(' 

generated, as opposed to a set of elementary ru les 101' the 

"textualizing of linguistic and language clement :," 

(Seherner 1984:29). As he points out 1 in rhetor i e <111<1 

poetics neither the attempt to systematize the: (,1 ('II\('l1t <1 t'y 

conditions of language communiea tian, nor LIll' ('l t () 1 t t () 

categorize an utterance or a text as a whole t hrollqh <lll 

explici t defini tion was made, even though one Wei S COI1:;C i (JII:; 

-,- of a definite entity with a beginning, a develol'lll('lll (JI 

expansion, and a conclusion (Scherner 1 CJU1: ~ll). < 1 > 

Scherner is careful, however, to emphas ize the di f 1 (' 1 ('Ile! '!; 

between rhetorie and poetics and modern text] j llqU i:;t i ('!~. 

Aeeording ta him, the sphere of study, L s the sam(', bll \ t}}(' 

analytical perspective is different. 

Unlike Scherner, Dressler make~> il di st i net ion lI('\ WC'('11 

rhetoric and stylistics, identiiyinq Iwo (1 i 1 t (' rit 1 (1 

evolutions. He explains lhat rhctor i (' 'vi"'; lIld i III ï 

preoccupied with the ordering of thollqhts (di ;,PO!;]t i () <l''cl 

the formulation of language (eloeutio). 'l'he rlpprOrl('h "/rI'; 

prescriptive - no interest was paid to ordinrlry lrtllqlld(P'; 

the examples of contemporary éluthol':> \oIcr'(' IllUr<' i ["fJU! t dltl . 

Text linguistics, as he pOillU:; out, ]' (' 
L> 1 C!~ ,) co 1 1 fil 1 ( ·d , ri II <1 

its area of analysis mueh bro(l(kr' (Drpf;,;l r 'r l'J/l:',) 

Reg arding stylist ies, Drcs~~l (~l COll!~ i df' r ,; ] t t () 1 J(> :'( 'f'd t dt (, 

1 Il 



from, although a product of, rhetoric. Stylistics builds 

on sentence grarnrnar, but the text is theoretically the base 

unit, and all suprasentential relations are examined 

(Dressler 1973:6).<2> 

The ser.ond strain identified by Scherner confines 

itself to this century. It appears to have its roots in an 

almost forgotten philological dissertation authored by 

Irene Nye in 1912, which at the time had very little impact 

(Dressler 1973:6; Scherner 1984:30). This has resulted in 

the generatively oriented studies of the seventies, such as 

those used by Dressler (1972), and in the conception of 

Functional Sentence Perspective (FSP) by the Prague School. 

According to Halliday's (1974:44) definition, FSP His 

concerned with the organization of the sentence as a 

message; with how the grammatical and semantic structures 

function in the very act of communication H, and with the 

examina ti on of the sentence parts which function in the 

Lotal comlllunication process (1974:43). The development has 

been Ijnear; the common characteristic is the thematicizing 

ot ] êlt1tl11<lcJe phenomena which cannot be adequately explained 

in Lhc context of a sentence-based linguistics (Scherner 

IQ84:30). Dressler concurs with Scherner's description but 

<lIno credits Henri Weil, who in 1844 authored a work 

(}(?éll i nq wi th word order in ancient and modern languages. 

nros~~ 1 el' a lso identi fies the structuralist approach as 

(ltlOthcr wh i ch developed from these concepts. 

,~. 0 But whêl t eXélctly is a text; how is i t defined and 

\I/h,1I d J'(' i t- s properti es? Where does any gi ven text start 

1 ~ 



and finish? And what is the difference between "text" and 

"discourse"; "text linguistics" and "discourse analysis H

? 

Those who recognize text as a valid unit impose 

varying criteria on it. Brown and Yu le (1983:6,190) 

qualify text at first simply as "the verbal record of il 

communication", later adding the coherence anù cohesion 

factors discussed in the coming paragraphs. Brinkcr 

(1985:12) describes text as a N(written) fixed lingujntic 

unit, which normally encompasses more than one sentencc." 

He also mentions that it is a "complex language aet", whLch 

is characterized by a "limited sequence of ]inqlli_~~tic 

signs, which is coherent in i tse1f and which Siqllill ~~ él 

recognizable communicative function" (Brinker 19~E): l~), Il) • 

Dressler (1973:1,2) describes a text as il C 1 O!~c<1 , 

context-related, primary linguistic" si gn N, wlüch j [~ il 

basic language unit. He states that text carmot yct he­

adequate1y defined syntactica11y nor phonetica 11y, bit L 

rather at the most semantical1y or pragmatica Il y (Iln~sr~l (' r' 

1978b: 13). Hasan says that "the boundaries 01 cl t (~xL Crln 

normally be determineà by reference to the pôl t ('rl1[; 01 

cohesion ... " (in Longacre and Levisohn L97U:]()4). Sovi('1 

formalists ma':'ntain that in the realm of seman L i cs cl :~ j Il<j 1 (' 

text is concerned with a single subjccL, ,1I1d Lhell il 

paragraph, whether in wri tten or spoken form, i. C'., ;1 lollq 

pause during speech, can be considered d~~ t lw s('lllrlnl 1 C 

boundary. 'rhey identify coherence as dll dc]<1 i t j onal 

property of text (Gindin 1978:263,2~7). 

qualifies text as: a coherent, Lhcllla t i cal1 y () r i (~111 c'd , 

self-contained communication act, which 

1 C 



.. written medium." Gniffke-Hubrig (1972:39) also limits text 

l to the written form in her studies of text type 

classification. In his definition, de Beaugrande stresses 

that texts are not necessarily larger units or sequences of 

sentences, an erroneous belief held by many linguists prior 

to 1972; rather, they can be composed of one word or of 

sentence fragments as well (ùe Beaugrande 1980:xi,xii).<3> 

He is less concerned with demarcating text from non-text, 

which he regards as a cornplex gradation, than with 

identifying the state of text itself, which he sees as 

being characterized by different types of connectives 

(1980:11,17).<4> Textuality is not rigid but fluid in his 

perception. A deviation from the ideal at one point in the 

text does not constitute a "non-text"; it will, however, 

usually evoke "regulatory operations" in the recipient in 

the form of questions or cornments.<5> The communication as 

a whole is still a text (de Beaugrande 1980:18). 

2.1 Concerning "text" and "text linguistics" as opposed 

to "discourse" and "discourse analysis," here again there 

1s much variety and hence confusion. Sorne authors 

scrupulously avoid the one term in favour of the other, 

sorne use the two seemingly interchangeab1y. Dressler 

regards the term "discourse" as "looser and less obliging" 

cornpared to "text" and favours the latter (Dressler 

i918:2). Certainly within the realm of text linguistics 

,md serniology, the term "text" is applied as a rule. 

IIilrris characterizes his discourse analysis as "the 

,lI1él1 ys is of connected speech (or writing)" (Prince 

17 



1978:191) . Longacre' sand Levinsohn's 1978 article 

they speak 

is used 

concerns discourse 

about discourse 

analysis, and on the whole 

al though the word "text" 

interchangeably with "discourse" in reference to d~scourse 

genre and type. De Beaugrande (1980:1) describes text as 

the naturally occurring state of 

a set of mu+ually relevant 

describes the term discourse 

language and discourse as 

texts. " Stubbs ( 1983 : 1 ) 

analysis as being very 

ambiguous, usually associated with the linguistic analysis 

of what he terrus" connected" spoken or wri tten discourse. 

He associates text wi th the wri tten, and discourse w l th the 

spoken. For him, discourse implies interactive 

communication and length, whereas text carr .les 1-he 

connotation of non-interaction, as with monologues, and 01 

great diversity in length, from one or two words to a book. 

He himself employs the term udiscourse", saying thal 

"text", along with Utext linguistics" are European t('rlll~3. 

For sorne, then, the terms are on equal fooLing, 

whereas for others "discourse" is a less specifie term, 

sometimes subordinate to "text" , sometimes superior. ln 

European research, "text" would appear to be the frlvourc~ 

term, regarded by most as more tangible and precinc, ~n~ 

~ence more appropriate. 

2.2 As seen ln th~ preceding paragraphs, it js genc'rdll y 

agreed that coherence élnd completeness are two of th(~ ilia i Il 

criteria in determininq whether or not a "cqllcnc(' () f 

elements of speech can be classi fied as a texL. I{(~qrl rd i Ilq 

the term coherence and the closely rclatcd cohpr; j (JIl, t lJ(~ n' 
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i:=; again . much dispari ty in their usage. In this thesis, 

the word "coherence" is employed to describe the semantic 

relations within a text, and "cohesion" to indicate 

syntactical or grammatical relations. Or, as de Beaugrande 

describes it, coherence involves knowledge (elements) whose 

.. conceptua l connecti vi ty" is maintained and hence 

recoverable wi thin the text (de Beaugrande 1980: 19) . 

Cohesion consists of "sequential connectivity" which is 

establi.:hed by grammatical and semantic means and upheld 

through context (de Beaugrande 1980:19) . Both are 

necessary to a text (Halliday & Hasan 1976: 23). Halliday 

and Hasan (1976:2,4) state: "A text has texture and this is 

what distinguishes i t from something that is not a text 

Thi s texture i s provided by the cohesi ve rel a tion. " 

'llhese cohesive relations exist where the correct or desired 

interpretation is text-dependent. They further define text 

as a passage of discourse ... coherent with respect to the 

context of situation (register) (and) coherent in 

respect to itself (cohesive) (Ibid.:23). In their book 

they use the term cohesion to represent both coherence and 

cohesi on; this thesis differentiates between the two. 

Coherence i s created through lexical relationships, 

wh l.ch are estab1ished primarily hy recurrence in the form 

oi simple repetition, reference< 6>, and isotopy. This 

repeti tion can be ei ther explici t or implici t. Examples 0 f 

the latt.er encompass hyponymy (tiger is a hyponym of 

an -Lm., 1 ) ; part -whole rel a tion s hi ps (brake ta car) ; 

coll oCilbi 1 i ty (Tuesday - Sunday); structural relationships 

(Donna Wél t.ches 'Il. V. every evening. SO does John.); and 



comparison (His house is farther away than mine.). I\ny 

reference is 

extra-lingui stic) 

either 

or 

exophoric 

endophoric 

( si tua tional 

(textual 

/ 

/ 

intra-linguistic). An example of an exophoric co-reference 

would be: .. Feel that!", where .. that" has no semantic value 

since its interpretation is not in the text itself, and it 

therefore makes no contribution to textual cohesion 

(Halliday & Hasan 1976: 18,33) . An endophoric reference in 

turn can be ei ther anaphoric (referr ing back to someth i nq 

already mentioned 

ahead), and will 

or identified) or cataphoric (referr.i nq 

be either personal, demonstrative, or 

comparative in nature (Halliday & Hasan 1976:14-]'7,33). 

l sotopy (repeti tion of semantic characteristics) al ~~o 

coheres a text. 

III, 4.3. 

This is explained more fully in Choptc'r 

Cohesion is established in a text by gramllla t i cal 

means, of which Halliday and Hasan (1976:5,6,16,1'1) 

identify three: substitution, ellipsis, and conj UllCU ails. 

While reference concerns semantic relations, subsU Lu U on 

concerns the lexico-grammatic relations betwcen unj ts l Hw 

words and phrases. The unit which subsiiiutes usually 

retains the same structural function as i ts rd erenL, 

however this is not always the case. 't'here i1re thre(~ l ypor: 

of substitution: nominal (one(s), sorne), v0rbal (do), and 

clausal (so, not). Ellipsis j s a type of Sllbf~ti lut ion 

where the referent is replaced by zero" (lia] 1 i clay & Jla~)dll 

1976: 89,91, 142) . Regarding conj unctions, UH'y a t (~ furt.Jwr 

classified as either additive (and, or), adv(~n~rltiv(' (buL, 

however), causal (so, in this way), or a~~ 1(~rnp()r(Jl (th(·n). 



Parallelism (syntactic repetition) and consistency of tense 

also contribute to cohesion. 

2.2.1 One cannot, however, depend exclusively on such 

devices ta determine correctly if a text is coherent and 

cohesive. Very often the extra-linguistic factors and/or 

knowledge (manifested in exophoric references or omission) 

are not known to a third party, creating the semblance of 

disunity when in fact the text is quite coherent. 

(4) HGive me the spoon. Thank you. What the ,? 
Why did you go and do that?!» 

flere there would appear to be a break in the coherence. 

'rhe speaker is the same, but the third and fourth sentences 

seem illogical taken after the first two, unless one knows 

thai a cat has just knocked over a glass of orange juice 

onto the lap of the speaker. One must recognize the change 

of addressee in arder to see the logical progression of the 

Lext and hence be able to classify it as such. 

Wi lh the next exarnple, Brmm and Yule ernphasize the 

weakness of judging a text to be a text by using coherence 

a]one. It is an essential aspect, but as stated, needs to 

be supported by register (appropriateness to a particular 

conLext of situation) (Brown & Yule 1983:195). They 

concur, hmvever, wi th the assertion of Halliday and Hasan 

'1fI' 
t hal such relations are found in each type of text (Brown & 

{ 

tulo 19B3:195, Halliday & Hasan 1976:3). 

'", , 
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(5) a) "There's the doorbell." 
b) " l 'm in the bath." 
c) "O.K." 

Everyone will see the sense in this exchange Rn~ 

properly classify it as a text, although it is not readiJy 

proved since there are no explicit markers ta demonslrate 

neither coherence nor cohesion. These markers are Ilot-, 

however, absolutely required ta identify a group 01 

sentences as a text; in such instances it js tJ)(~ 

"underlying semantic relations" which possess tlw cohc:t'('1l1 

power (coherence) (Brown & Yule 1983:195). 

(6) a) A requests B to perform an action 
b) B states why he cannot comply with the requcsl 
c) A undertakes to perform the action 

(Brown & Yule 19B3:??!!) 

If this exchange is interpreted according ta .U· ~~ i IiIp 1 kd 

meaning, the coherence becomes apparent. 

2.2.3 Consider the following (Werlich 1979:16): 

(7) Today's Weather 

Rain will spread from the 
west today. It will be 
mild nearly everywhere, with 
strong ta gale-force south­
westerly winds in the west. 
Outlook: changeable. 

Despite the fragmented nature of this report, Î 1 Î:; d 

text, unified through its ti tle .. ']'oday' ;:; W('d l J)(' t ... 

Al though the subj ects ot the individual sen Lellef':; Chrlll<j", 

they aIl relate to the weather. 'l'he abbrevjal·C'C] :;1'/1(' Î:; 

consisterlt wi th wea ther reports, which is anothc r UII Î f ï i IHl 

factor. 
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.... 

To illustrate the point that an utterance can possess 

the necessary explicit markers but still not be a text, 

Brown and Yule offer the following example taken from 

Enkvist (1978a:110): 

(8) 1 bought a Ford. A car in which President 
Wilson rode down the Champs Elysées was black. 
Black English has been widely discussed. The 
discussions between the presidents ended last week. 
A week has seven days. Everyday 1 feed my cat. 
Cats have four legs. The cat is on the mat. Mat 
has three letters. 

This passage has the necessary recurrence: "Ford" -

car"; "black" "Black"; "discussed" - "discussions" and 

so on, but could in no way be termed coherent and is thus 

Ilot a text. Despite early evidence of disjointedness, 

however, the reader will probably try to read sense into 

this passage, since there is usually an expectation of 

logic and of coherence on the part of the reader/hearer 

which seeks fulfillment (Brown & Yu le 1983: 197-198).<7> 

Brown and Yule (1983:197) conclude that "'texture' in 

the sense of explicit realization of semantic relations, is 

not critical to the identification and co-interpretation of 

texts", as seen in the first two examples. They continue: 

"Nor does [ormal cohesion assure valid identification of a 

text nor textual coherence" (Brown & Yule 1983:197), as 

S00n in the la st examp1e. The danger here is to apply them 

(lbsolutely (Brown & Yu le 1983:299); however, when correctly 

~pp]jed and interpreted, they serve weIl in determining 

3.0 'l'here are many different groups examining text in its 
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varying manifestations and from varying angles and 

interests, both those composed of text linguists "proper H

, 

and those of other fields, such as semiotics, styJistics, 

psychology, and functional sentence perspective, to mention 

a few. Very often the borders between these groups anù 

their work with text are as ambiguous or as overlapping as 

their definitions of text itself. 

3.1 Enkvist identifies three schools of research based on 

what they study<8>: first, the Prague ~:;chool under 

Mathesius with i ts Functional Sen tence Perspect ive; [~ecolld, 

the Tagmemic Schoal under Kenneth Pikej and thirù, LexL 

linguistics proper (Enkvist 

Sentence perspective concentrates 

The Tagmemic Schaol develaped in 

and is concerned with the 

1978a: 180) . Io'Ullctjollal 

on themaLlc pt·oqte~-;~-;i()n. 

the fort i (·~s e1l1<1 f i ft i ('S 

link between 1 i llqU i ~-;t le 

structures and larger patterns of human behaviouJ', whi 1(~ 

emphasizing language in context, speech acts, lil1tJlli~}Lic 

units, and discourse phenomena. In lhe Sj;.::Li0~; lor 

example, Longacre and Pike worked on rela Li nq q t il III III il t i ('dl 

features to the structure of discaurse clnd ~~ i t Iitl t i Olld l 

rales, and separated text into five parL~;.<9> 111 cl lrJt('1 

article af 1972, Pike and Pike preseIlL(~<1 il IHdct ical 

analysis of discourse (Enkvist 197 Ba: 1 B 0) . < 1 (J> 'l'('xt 

linguistics proper, on the other hand, concc t'Il!; i t [~(·1 f 1,1 i t 11 

text theory, text analysis, and wi lh t he <1('v(' 1 0rJl!l('lI t () f 

text grammars, as seen in the work 0 f Véll1 J) i j k (1 (JI J. ) , 

Petofi and Rieser (1973)<11>; and with proIJ1(~fII!> uf ['r) rlllc) 

cross-reference (Enkvist J978a:180,J84). 



( 
3.2 Dressler takes a different view and is broader in his 

categorization. He bases his division of the three groups 

on their attitude towards, and classification of, 

utterances. First come the ·sentence linguists·, who 

regard the sentence as the highest unit. The second group 

comprises those who perceive any utterance as a unit 

whether it consists of one word or of many sentences - and 

hence as the unit of investigation. The third are those 

who work with text or discourse (with varying definitions, 

however) as the basic unit. It is interesting to note that 

for the second group, a dialogue would not qualify as a 

text, since more than one person is making an utterance: 

each such utterance would be considered as a text in 

itself, not part of any grea ter whole (Dressler 

1973:10-12) .<12> 

3.3 Brinker identifies two main streams in the current 

research of linguistics proper. The first is oriented 

towards the language system, and is a product of 

structuralist linguistics and transformational grammar. 

Text coherence is examined in a purely grammatical way; the 

syntactic and semantic relationships between sentences as 

weil as linguistic elements are analysed. The aim is • to 

uncover the system through the application of suitable 

inter-subjective methods, as weIl as to de scribe the 

immanent language competence of the ideal communication 

~spect· (Brinker 1985:12-15). The second, which he 

identifieR as having developed in the early 1970's out of 

rr~qmatics, concentrates on the actual communication. One 

.... r. 



very important concept is that a text is always embedded in 

a concrete communication situation and process. 'rexts arc 

regarded as 

grarnrnatically 

complex 

joined 

language 

groups of 

acts, no longer élS 

sentences. In this 

framework, the cornmunica ti ve function of the text becolllcs 

important - it will always be identi fied, as it has a 

bearing on the purpose and the formation of the text 

(Brinker 1985:12-15). He stresses, however, that the lwo 

orientations should be regarded as complementary concepts 

which are closely related, rather than as altertlélLive~) 

(Brinker 1985:17). 

4 .0 Not aIl linguists have embraced of text-. ori l'n 1.('<1 

linguistics. Throughout its development, text linguisLics 

has met with considerable opposition from certain groups, 

particularly from sentence grammarians. Lang (1972) Wil!:; 

one such cri tic. He agreed wi th the need to moc1if y tll(~ 

existing sentence grammars, but resisted the idea of él U~X t 

as the focal point and cri ticized Isenberg (1971) -Lo L1d!~ 

end (Rieser 1978:16). Dascal and Margalit (1971) weTC 

opposed as weIl and strongly criticized van Dijk's (197~) 

work on text grammars. rrhey identified hlm iJf, l h(~ 

representative of text linguistic research and hopec1 thd L 

by disproving sorne of his theories and argument!:" llt0y 

would be able to refute aIl text grammé.lr reS(':!arcfl. 'l'lt(~y 

strongly advocated remaining at the 1 evel of the [;(·nt-.0nC(~ 

but did not resol ve any of the problems as!}oc i a t C!CJ YI i 1 II 

sentence grilmmars, nor did they suyqcsL any al U~rrlaLiv(·!~. 

They maintalned tha t the theoretica l noU on of" [~on 1 ('Tl(~('" 

.... r 



corresponded to the observational term Rdiscourse R and that 

there was hence no need to introduce 

construct, Rtext R (Rieser 1978:16). 

another theoretical 

Thomas Ballmer is 

another who has criticized text oriented linguistics and 

grammar. In his work of 1975, Sprachrekonstruktionssyteme, 

Ballmer makes no real distinction between sentence grammar 

and text grammar. He considers the former to be the 

theoretjcal foundation of the latter. He does, however, 

acknowledge the shortcomings of sentence grammar, 

especially in regard to co-reference, sentence connectives, 

and macrostructures, but opts for Rlanguage reconstruction 

systems", which would be based on a grammar capable of 

dcscribing the syntax and semantics of language fragments -

texts with particular properties (Rieser 1978:17-18). 

Ricser points out the similarity between Ba1lmer's approach 

and those of Montague and Thomason, explaining how Ballmer 

emphasizes the necessi ty of respecting Montague' s 

slandards, which cali for rigid descriptive tools (Rieser 

19/8: 1 e). Wi thin the framework of these sentence grammars, 

Bél]]lIlcr regards punctuation as a 

~pjng essential to syntax and 

Cil Il regard a text made up of 

special type of morpheme, 

semantics. In this way he 

multiple sentences as a 

fragment, neither a sentence nor a text.<13> Bierwisch also 

crilicized early text linguistic research, especially 

lia rri s .~) theory. He acknowledged the need for an expansion 

of contemporary sentence grammars, especially in regard ta 

t l',lllS formil Lional grammar but rej ected Harris' s proposais as 

ou Ll i lied Ln Discourse Analysis (Brinker 1971:219). 

R iC'1 wi ~)ch cri t- i cized the methodology of the theory and i ts 



lack of precision, saying that it was not possible to 

distinguish between acceptable sequences of senl<'llce~~ ônd 

randorn accumulations of disconnected sentences accordillq 10 

Harris's definition, nor was a single correct anô1ysis 01 Cl 

discourse provided, but rather several possibilj L i c!;. Ile 

was not closed to a textual approach, howevcl'. IIr f cl t i t 

would be better to build on Chomsky' s "sentence j Il 1.", Lo 

develop a "text in L", and to determine PXé1ct 1 y whdl 

constituted the connection between the sentences ot Il 

discourse. He was the first to formulate the ('01H'1 ('IlCf' 

problem, but unfortunately made no suggestions d~; t () i 1 !~ 

interpretation or resolution (Rieser 1978:6). 

5.0 Functional Sentence Perspective can be COll!; i l1<'!'<'d 1 () 

be in part a bridge between sentence and text lill</IIL,,1 ÎC!;. 

It uses the sentence as the basic unit, but look:; 1)( 'YOllf] 

it. <14> Theme and rheme are examined closely bCCdll!:~(' 1 !t(!y 

determine the thematic progression and are i IllP()l\ (\1l1 

concepts in establishing and identi fying coll('!; i on dlld 

coherence and hence textuality. Later on tJwLr 1'01(· in 111(' 

classification of texts is tested to determinC' i f Ct· 1'1 cl i Il 

patterns of thematic development can 

characteristic of certain text types or variants. 

5.1 Mathesius of the Prague School recogn i z(~(l 1 h0 IW('(1 

to go beyond the sentence as early as 1929, and c](!v(! 1 Of)('c] 

Functioni'll Sentence Perspective (FSP) to (](~rll VI i Lli 111(' 

problems posed by intersentential phcnOm(~n,l (Br i IlK('r 

1985:40; Kuno 1978:277). Yet he cannot truly be cdl1(·d tlt(· 



pioneer in this field, since Henri Weil, a French classical 

scholar, published the work De l'ordre des mots dans les 

langues anciennes compareés aux langues modernes as early 

as 1844 (Firbas 1974:11). Firbas maintains that this was 

the work which inspired Vilem Mathesius to develop FSP, 

but, as pointed out by Gülich and Raible, Mathesius 

explained the relationships linguistically, not 

psychologically as did Weil (Firbas 1974:61). Firbas cites 

one of Mathesius's more significant contributions to be the 

discovery of the role of FSP in determining the word order 

in a sentence, saying that "the word order phenomena 

constitute a system characterized by a hierarchy of word 

order princip1es" (Firbas 1974:13). Working within the FSP 

framework, the advocates of this method still claimed the 

sentence to be the basic unit and maintained that an 

expanded and modified sentence grammar, such as the one 

they were in part developing, would be able to account for 

intersentential relations and to explain and characterize 

them. Functional Sentence Perspective is thus "concerned 

with the organization of the sentence as a message; with 

'how the grammatical and semantic structures function in 

lhe very act of communication'" (Danes in Halliday 

1974:44). It describes the sentence from the point of view 

of its potential use in a message, frarned in a 

text/situation. A text is regarded as a group of 

sentences. The sentence is the largest unit and is taken 
,.. 

in context, but not as a text (Palkova & Palek 

1978:212-213). FSP also tries to place constraints on 

~naphoric and cataphoric pronominalization (Functional 

?q 



Syntax) (Kuno 1978:277). No preconceived limitations are 

placed on the sentence. Instead the advocates of this 

system emphasize the correlation between language and 

extralinguistic factors and study linguistic form and 

organization of texts. Most importantly, they developcd 

the idea of Thema/Rhema, which is also known as "topic and 

comment" (Chomsky), "subject and object" (Halliday), or 

"known and new information" (Er-kvist 1978a:179,80). l'his 

idea was further developed in the 1960's by F. Ddnes and 

Benes among others for semantic analysis and for tcxt 

linguistic application (Gulich & Raible 1977:60), as woll 

as by Benes (Brinker 1985:44). The concept has also been 

used in the 

1978a:179-180). 

study of text coherence (EnkvisL 

5.2 The exact meaning of theme and rheme, and of othe- t 

elements and terms such as transition and basis ~re :ltill 

being debated, as weIl as the best method of idpnLifyinq 

them. Basically the theme is the subj ect of the sen l-(~nc(~ -­

although not necessarily in the grammatical sensp. Il ls 

what the sentence is about, i ts topic. AnoU1Cl qlla li t Y 

usually attributed to theme is tha t i t is tllc' kllown 

information. This, however, is not al ways the Ca!3e. 't'he 

rheme, on the other hand, supplemenls t1w t herne ilnd 

describes it, usually introducing new information. H1CJ!tl 

from the start, however, Mathesius introduced cl dj:~LirH'Li()n 

to theme, a context-bound "starting point" 

1974:221). Benes' s perception of theme is :; i In J J il r t 0 

Mathesius' s, and he also recogn izes th i s "s la r t j nq po i tl t " 
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except that he calls it "basis". He describes it as being 

the opening element of the sentences which links the 

utterance with the context and situation (Firbas 1974:24). 

What Benes regards as the basis however, Boost, whose 

definition is somewhat simpler, regards as the theme. He 

identifies the theme with the "first field" of a sentence, 

the part which occurs before the finite verb in a main 

clause of a German sentence (Danes 1974:221). Basis, then, 

can be understood as a potential part of, but distinct 

from, the theme (Danes 1974:221). This idea is also 

reflected in Halliday's terminology. He differentiates 

between the terms "theme" and "topic" and introduces 

"~ubject" and "object". He maintains that the theme is the 

element which is realized by the first position of a 

sentence, a view shared by Travnicek (Halliday 1974:53). 

Chomsky uses the terms "topic" and "comment" to express 

theme and rheme respective1y. Gtilich and Raible categorize 

two different approaches in defining theme ~nd rheme. When 

they are sentence-re1ated or dependent, the theme is that 

which is spoken about, and the rheme is that which is said 

about the theme. When they are context-related or 

dependent, the theme becomes the derivable information, and 

the rheme, the unknown, new information which is not 

derivable. In terms of the development of text models, 

Gulich and Raible (1977:62,63) consider the latter 

definitions ta be better. Firbas characterizes theme and 

rheme llsing communicative dynamism, which is "the degree to 

,.,hich the element contrihutes to the development of the 

communication ... Known information contributes less to 

11 
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development than new, hence the known has a lower degree of 

communicative dynamism. The subject is accorded the 

highest degree of communicative dynamism, the adverb the 

lowest, and the verb has a value between the two. 

Contextually independent objects have more communicative 

dynamism than the verb since they are new informdtLon 

(Firbas 1974:19). The theme therefore has the lower if nol 

lowest degree of communicative dynamism (Gulich & Rn1ble 

1977:64). Firbas warns, however, that every elemcnt 

containing known information belongs to the therne, but l:hrlt~ 

the theme with the least communicative dynarnisIll must Ilot. 

absolutely be the carrier of known information, Hy the 

same token, rhematic elements always carry new inform~lion, 

but not every element with new information belonqs lü 

rheme. For example, in the sentence nA girl broke a VnS0, 

nA girl" is new information (as evidenced by the use 01 the 

indefini te article), but is less dynamic than the r e~; t () j 

the sentence (Gulich & Raible 1977:64). He emphclSi7.e~~ Lhélt 

theme and rheme are extreme values, between which lie il 

whole scale of thematic and rhematic elemenU~ f.>uch cl~3 

transition, which he categorizes as that which i;, 11('1 t her 

theme nor rheme (Gùlich/Raible 1977:64), Ma t.h(·!:> i 11[; 

understood transition to be elements whj ch nCLIlrl11 y dn~ 

part of the rheme, but occur at its edge and hcnce fllllctiotl 

as a link between theme and rheme, such as a f i Il i 1 (~ v(~rb 

(Firbas 1974:13), Kuno (1978:282) 

approach. He considers three concepts: 

i) the old in formation (not nece~)!Jrl r i 1 Y i (kil t i cd1 
to anaphor), 
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ii) the new or unpredictab1e information, and 
iii) the theme. 

Old information is information which is recoverab1e 

from the preceding context; new information is not. Kuno 

stresses the difference between old information and 

anaphora. He states: "A noun phrase is 'anaphoric' if its 

referent is uniquely identifiable either due to its 

previous mention in the discourse, or to the shared 

nonlinguistic knowledge" (Kuno 1978:283). He gives the 

following example: 

(9) (1) Speaker A: Which of the two, John or Bill, won 
the race? 

(2) Speaker B: John did. 

"John" in (1) is anaphoric, since he is known to both 

speakers, and in (2) because it refers back to the "John" 

of (1). In (2), however, "John" is not old information, 

but rather new, unpredictable information (Kuno 1978:283). 

Regarding theme, Kuno says that it is what the rest of the 

sentence is about. He emphasizes that the theme is not 

always old, predictable information, although this is often 

the case. To 

( 10) ( 1 ) A: 

( 2 ) B: 

( 3 ) A: 

( 4 ) B: 

illustrate he gives the following examples: 

What does your brother do for a living? 

John teaches music at a high school. 

What do your brothers do for a living? 

WeIl, John teaches music at a high school, 
Bill works for an insurance company, and 
Tom is a free lance consultant in management 
(Kuno ]978:283). 

Kuno C'xplains: "ln (2), 'John' i8 the theme of the 

1 



sentence because it is what the rest of the sentence is 

about, and it a1so represents old, predictable information. 

On the other hand, in (4), 'John', 'Bill' and 'Torn', 

a1though they are themes of their respective clauses, do 

not represent old predictable information." To identify 

this phenomenon Kuno uses the terms ·predictab1e theme" and 

·unpredictable theme" (1978:284). 

5.3 Dane~ identifies five different forms of thematic 

progression in the development of theme and rllenlC' 

(1974:189). The first i8 called simple anaphora or linoar 

progression, in which the rheme of the first sentence or 

phrase becomes the theme of the second and so on, rH, 

demonstrated in this example: 

(11) l have a car which was given to me by my friend. 
He works at General Motors, which is a big compilny. 

The following is a schematic representat ion of Lh i !.-, 

progression: 

1. Tl - RI 
1 

'1'2 ( RI) - R 2 
1 

T3(R2) .•. 
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The second type of progression is characterized by a 

running or recurring theme: 

(12) My car is new. It is very nice. It is blue. 

Schematically: 

2. Tl - RI 
1 
Tl - R2 
1 

Tl - R3 

'rhe third type is one that has a "hypertheme .. to which , 

everything is related. Although the individual themes can 

be different, they are aIl parts of a greater whole: 

(13) My car is really nice. The seat covers are blue 
to match the interior. The radio gets good 
reception. 

Schematically: 

3 . T 

1 1 1 

'r1 - RI T2 - R2 T2 - R3 ... 



In the fourth type the rheme diverges. There is in essence 

a double theme, whose respective eomponents can form lheir 

own independent progressions: 

(14) l saw two boys on the corner yesterday afternoon. 
One was sitting i the other, talking on thc pho!le' ... 

Sehematieally: 

4. Tl - R1(R1a - R1b) 

1_1 1 

T2a - R2a T2b - R2b 

Characteristic of the fifth and last prog rL'i..~~; i 011 dl (' 

thematic jumps, which often oceur as a modi flCcll iOIl of t 1\f' 

simple linear progression or even of hypertheme. 

(15) We were in the park yesterday. 'fhe weathcl Wi-l!; 

nice. The sun was shining and it waG warm. Mdlly 

children were playing. An iee-creant truck C<1I1I(' 

by abolit two ... 

Schematically: 

5. Tl - RI 

T2 - R2 

(t henlélLic jUill)!) 

'1'3 - ln 



{ 
5.4 Gulich and Raible characterize Functional Sentence 

Perspective as the forerunner of communication oriented 

research and of modern text linguistics, even though these 

two areas of research are now distinctly separate, having 

developed independently of one another. They stress that 

Functional Sentence Perspective does not really form text 

models, but rather the possible elements of such a model 

(Gulich & Raible 1977:60). One of the more positive 

aspects of Functional Sentence Perspectjve is that it is 

part of the general linguistic theory of every language, 

and hence practically universal in its applications 

(Halliday 1974:52). As stated earlier, thematic 

progression will be tested not only as a textual property 

but also as a characteristic which differentiates text 

types and their variants. 



NOTES TO CHAPTER ONE 

<1> This "structural formula" idea that an utterancc con­
sists of these parts is central ta Hasan's conception 
of text in the systemic-functional model, since it 
demands a language model Yin which context is a well­
defined category" (Hasan 1978:228-9) 

<2> One of the prevalent questions concerns the extent tü 
which the text grarnrnar contraIs the application of a 
text 1inguistic element and how this corresponds to 
the preferred style of the author. 

<3> This view is also held by Gulich & Raible (1977), 
Dressler (1973), Scherner (1984), Halliday and HaS,111 
(1976), and Stubbs (1983) 

<4> The conectives are either sequential, grammatical, 
conceptual and planning (De Beaugrande 1980:11,17). 

<5> Cf. van Dijk (1981:3,74,75) and Stubbs (1983:89). 

<6> Halliday and Hasan's term; Brown and Yule substiLuLe 
the term Mco-referenceu in their work. 

<7> This is similar to de Beaugrande's "regulatory 
responses M. The recipient will try to make sense of 
any text as he expects to it make sense. 

<8> Enkvist's classification refers especially to 
stylistics within a text linguistic [ramework. 

<9> They identified the five parts as follows: ùl1J10UnCp­

ment, introduction, body, conclusion, and closjng 
(Dressler 1973:14). 

<10> Cf. Dressler (1973:7). 

<11> De Beaugrande identifies 1972 as beinq the lime when 
interest swi tched over from sentence <ll1d sen L cncc bd !;(·(1 

grarnmars to text grammars (1980: xii 1) . 

<12> Cf. Phil1ips (1985:4) and ùe Beaugri1nde, CllrlpLel l, 
2.0 this thesis, for the status of dialogue as texL. 

<13> Rieser blames Ballmer's approach :tor the lack of 
attention paid to the cohcrence thCOl'y, wld ch h<' 
claims should be the centréll task of tc~xl~ ljngui!;t ie!; 
(1978:18). 

<14> Cf. Dressler (1973:53) 
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II TEXT TYPOLOGIES 

1.0 In this section sorne of the text type classification 

methods currently being used in German language text 

linguistics are reviewed. This is a very important aspect 

of study, for if we are to comprehend how we are capable of 

producing and understanding texts, then it is Imperative 

that we not only define text, but also that we de scribe aIl 

of its possible manifestations. Further, as we must 

distinguish between different kinds of phonemes, morphemes, 

lexemes, and sentences, so must we also distinguish between 

the various types of text which exist, with the goal of 

being able to describe and account for all possible 

occurrences. Due to the complex nature of text, however, 

many different ways of proceeding have been developed. 

These procedures can be classed into two groups, namely 

lhose which are based on the function and those which are 

based on the language features of texts. Despite Dimler's 

experiments with the identification of text types based on 

ntructure alone<l>, 8rinker's criticisrn of such an approach 

~n Ilot being sufficiently effective as it is too limited, 

in justified. Also, as we shall see in Sandig's approach, 

Ilot a11 criteria can be applied ta aIl text types, which 

Tenders sorne of the factors redundant. In sorne cases, 

hO\vpver, the lack of a factor can be in i tsel f a cri terion, 

O.g. the absence of Imperatives in a text. Basing the 

pdl1l11ry categorization on function, as done by ReiE, and 

Hrinkor, is better. First of aIl, every text has a 



function, hence it can be classified within such a 

framework. Such systems also account for texts with dual 

or multiple functions. Despite the potential strength of 

any given text function in any part of a text, one function 

is usually dominant at the text level and it is according 

to this text function that the text will be categorized. 

Should a text possess several functions where none is 

dominant, then allowance is made for mixed function texts. 

Such a text can usually be classed empirically; however, a 

theory should identify the normally occurring 

characteristics of any one text type to make il possible lo 

confirm the original grouping and to establish which 

properties of which group are used in the mixed type lexL. 

The functional method is also superior as it can be appljed 

equally weIl to literary as to nonliterary works, as wlth 

Rei.R,' s method. This is the weakness of Brinker' s metho(], 

as none of his five text functions apply ta literary lexls. 

He does acknowledge this, however, and explain~; LhaL 

present classification methods for such texts arc more of 

literary than linguistic origin and as such arc hLqhly 

subjective (Brinker 1985:42). Werlich concurs, !~I dt i n{l 

that the groupings are based primarily on content dncl JOrJll 

factors (Werlich 

classification of 

1979:21). This, 

such texts any 

however, does ri JL lIIil kf> 

lcsf3 rel evan t:. One' 

strength of Werlich' s method in this regard j s tllil L he: 

supplies an excellent definition of fjcLiol1ill d !l(] 

nonfictional texts, but unfortunately goes on only lo 1 [('dL 

the latter. ReiR,'s theory is the most eiflci{~lIt cl!; il 

accounts for the representation of al] pO!;!3i bl (' 1 c'yl t ïf!(·! .. 
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She does not recognize spoken texts as valid texts, rather 

only as a text type characteristic (cf Chapter l, 2.0), but 

such texts could be classified equally weIl using her 

system, as each such text will have a function (Rei~ 

1976:2). The text-specific and text-constituting 

properties would require sorne modification, however, to 

account for spoken texts because of such characteristics as 

pauses, intonation, and volume. AlI texts investigated in 

this study are, however, written. 

1.1 The study is based on research done in German and 

regarding German texts, first because the texts to be 

analysed are in German, and second because the 

( text-linguistic research in countries such as West and East 

Germany along with Austria is among the most advanced in 

the world. This is due not only ta individual achievement, 

but also to the fact that text-linguistic in these 

countries has a Jonger tradition. In the United states, 

where the transformational-generative grammar prevails, 

hardly any work has been done on texts and text-type 

class -LficaU on. As de Beaugrande points out, the 

transiormationalists were and are very conservative and are 

not jnterested in text nor even in the sentencejtext 

rclatjonship per se, and the transformational-generative 

approach is not effective on a textual level as it is too 

rcstricted: jt will be incomplete until it can account for 

( loxt production and comprehension, which have not yet been 

fully determjned on a sentence level (de Beaugrande 

\llgO:xij I~). There has been a change in the American 

/1 1 



attitude towards text linguistics, however, as evidenced by 

works published in the States after 1970 (Dressler 19~3:8). 

2.0 Text type classification processes are deslgned to 

describe and to define the different manifestations of texl 

and ideally to account for them as weIl. In doing 50, mosl 

methods group and subgroup again the texts in an ever 

narrowing process. The terminology used to denote the 

different levels is however not consistent from author ta 

author. Of those discussed, most do, however, use the L('rm 

HTextsorte H to describe the different individual types of 

text which exist, such as essays, recipes, reports, or 

poems. l employ the term H text type" to represen l Uli s 

level of categorization. Going down the scale, for cilch 

text type there are possible subforms, which Ci111 

variants, a term borrowed from Werlich (1979:45).<2> Por 

instance, if we have the text type "report", then eXclmp] (~~) 

of report variants would be weather, sports, or 1l0W~) 

reports. One could go even further: 

(1) worlù news 
news report < 

local news ... 
report < 

hockey report 
sports report < alpine 

ski report < 
X-couIltry < 

worn( > Il ' !~ 

but l feel that the term sports report i ~~ an accu t cl 1 (> 

enough designation. In the framework of mod(']!; bclr;(~(l (JI! 

Buhler or Searle, where the text f uncl ion ,lC L~~ rI~; 1 11(' 

primary determining factor, there exj st!, r1 1 (·v(·l of 1 ('xl 

A ., 
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type classification one step above text type, which l calI 

text group. Taking again the example of a report, in such 

models the text group would be informative; text type, 

report; and text type variant, sports or news. These terms 

are compatible with aIl the theories discussed in this 

chapter. < 2> 

2.1 As can been seen, it is difficult to decide exactly 

When one should stop categorizing, what one should consider 

to be a true text type and not just a variant. The limits 

are still being debated, and at a more theoretical than 

practical level, which is not surprising given the 

uncertain definition of text itself. Rei& perceives text 

types as H'super-individual speech or writing acts' which 

are bound to recurring communicative actions and which have 

developed characteristic language and form models due to 

their recurring appearance in similar or like communication 

constellations. H<3> She stresses that these forms change 

from language to language (Rei& 1978:30). In Werlich's 

view, text types are to be viewed as Nactualizations of 

groups of text constituents which speakers select on the 

one hand in agreement with text typical invariants and on 

the other hand according to definite historically 

lormulated conventions for textual utterances in text 

production H
(4) (Werlich 1979:44). Brinker's definition is 

Rimilar. He regards text types as complex language acts 

which are products of convention and which can be 

(ij[lerentiated from one another on the basis of typical 

n'lilt-ions of characteristics en three levels. He adds that 
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they deve10ped 

1985:118,124). 

out 

Sandig 

of communicative needs 

(1972:113) considers text 

(Brinker 

types to 

be social1y norma1ized action or behaviour schemes which 

are at a speaker's disposaI, and which require a certain 

communicative competence (on a textual level) to be 

produced and understood. De Beaugrande (1980:197) s~es the 

individual text types as being "a distinctive configuration 

of re1ational dominances obtaining between or among 

elements of the surface text, the textual world, stored 

knowledge patterns, and a situation of occurrence." Gulicll 

and Raible consider text types to be distinguished by thcir 

text parts; one must describe type, the sequence and/ol' 

succession, and the j oining together of the text parU:; , 

which exist in a hierarchical relationship. 'rhese th rt·c 

e1ements are the invariants of any text type, as opposed lo 

the text function, which can and will change dependinq on 

the context. For certain types of texts there is a 

definite construction that is to say a pRrticul~r 

sequence or knotting together of text parts whjch plélys il 

deciding role in the mnemonic technique of the ~~peak<'r 

(GtiJL.:h & Raible 1977:53-55). This idea is ta be (~XLc'lld(~c1 

to the functional thematic level, to see whethcr or llol 

there is a certain thematic progression wllieh if) uniquC' 1.0 

a gi ven text type or which a t least can be éHWOC i R !.0d w i 1 Il 

it. Later on in this study it will be deterrnined whC'lher 

there is a fixed pattern of thematic clave] (Jv'!(~n t () 1 

advertising texts, and whether thcre is a (] if f (~t (:IlC(' 

between the three text type variants. 

1111 



3.0 In his article "Sorne problems of Communicative Text 

( 
rrheories " Siegfried Schmidt outlines sorne of the 

difficulties in establishing a text typology. First of 

all, any such text theory has to provide for the 

representation of aIl text types, so that any text produced 

in social communication is a manifestation of a 

recognizable type. Real life examples must be taken into 

account and used as the basis for judgement. Controlled, 

generated examples do not reflect the whole, since real 

everyday language is often not as "correct" as the models. 

'l'his is a view held by many text linguists, among them 

Brinker, Dressler, Schmidt, de Beaugrande and Kummer (de 

Beaugrande 1980:196). Also important to note about the 

nature of such a theory is: a) how widespread is its 

application and how were its rules formulated? b) can a 

stricter definition be empirically tested? and c) does the 

competence to produce, understand and process meaningful 

sequences also app1y to types of texts? (Schmidt 1978:54). 

Schmidt maintains that a text typology is necessary to 

judge text coherence, macro-structures, and acceptability 

of Lexts. De Beaugrande (1980:196) shares these views. He 

~;l l'esses that any typology cannot simply identify the 

leatures of a given text type, it must be able to justify 

t Lem as \vell. He cautions against rigidity, as only 

contl"ived examples usually conform to inflexible limits: a 

tl'xl lypo1ogy must deal with authentic manifestations of 

( na t li 1'.11 1 anguage. Defaul ts and preferences are better than 

l'clteqorîcdl l"ulesi one should define what i8 likely, not 

\\'hdt 11l11:~t hapPC'l1, using a broad, empirical base. FOI de 



Beaugrande, the state of textuality i5 more important Lhéln 

demarcating between text and non-text (de Becwgrélllde 

1980:14,15). The danger i5 to attempt to classify ~ll 

texts using the same dimensions - de Beaugrande states t ha t. 

this will not work (1980:196). 

3.1 Schmidt categorizes between two main approaches, those 

which 1) based on pre-characterized text types hélV0 

developed a text theory whose rules allow for 1 he 

production of theoretica1 text types whj ch Cdll b(' 

empirically tested, and those which 2) involve cl~~~ilyinq 

text types according ta function (Gulich & Raib1e lYl~:~~). 

Brinker describes grammar based approaches 1 sucl! d~~ wOIIl <] 

be used in the framework of the first approach, d!; l ('~~!~ 

efficient and more limited than methods wh ich t OCll!; 011 

communication itself, which are representatj ve 01 t Il,, 

second approach. The latter methods are also bett(~r 

because they reflect intuitive judgement. S('}lIlli<1t, 

however, points out the futili ty of assigniny il pd r t i cll1 <1 r 

communication function to ,',exts until él " l C'z t COll t ('X t 

grammar" has been worked out which deU nc~:; t Il(> fiO~;!; i il 1 ('> 

correlations. As he sees i t, the main prohl('>l!I r<>~~lll I!; t t 0111 

the possibly different hierarchies of sueh tUllet l Oll!;, d~; 

one text call have more than one funct" ion i Il t Il(' !;clfll( > 

context (e.g. ta persuade and to warn) or pdrl'!; tllerc'of l'lcly 

take an partial functions which rnay con IIi cl -/1 1 t Il 1 h( > 

entire text functian. Brinker and ReiI'f. ilppear Ilot ln rt<Jt(>" 

with this last aspect of Schmidt'!; perc(!pt.joll (JI t('/.I 

functian, as bath maintain that wh il (> j Il dll'/ '1 i '/(-11 1 {'X t 
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there may be more than one communica ti ve function, there is 

one which is dominant and is the single text function, 

which is also the intent of the author. 

4.0 In the following, the varying methodologies of the 

selected scholars, namely Rei.B., Brinker, Werlich and Sandig 

will be examined. Rei.B., Brinker, and Werlich aIl use a 

communicati ve/functional approach; however, Werlich 

concentrates upon text internal characteristics and groups 

his text types according to the theme whereas Rei.B. and 

Brinker first classify by identifying the main text 

function. One difference between the latter two methods is 

t.hat ReiE.· s identification of text functions is based on 

Buhler' s 1934 model, while Brinker' s is based on Searle' s 

1975 model. < 5> Sandig' s approach is very different from 

the other three. Her rnethod i s almost a hybrid of the two 

described by Schmidt as she starts out with a set of 

predetermlned characteristics, which are in part 

qramméltical, which she applies to each text. Each 

di f [erent combination of characteri stics is representative 

01 il difierent text type. Al though she does not consider 

the text function, she does take the communication 

situa t ion into account. 

'l'here are, naturally, many other methods currently 

bc' Lng llsed ta examine texts. Dressler, like Werlich, also 

WH'S 1IH' thematic text base and insuing progression as a 

~;Lll·til1q poinL, but maps the latter in the manner of the 

Ftlfle t i Ol1ill Sentence Perspective approach of the Prague 

S,'hoo 1. Ot- hor[; 1 like E. Hj es€' ] 1 place more emphasis on the 



participants of a given discourse, or on the relationship 

between them. Hennig Brinkmann (1965:158) differentiated 

between two types of discourse - conversation and report -

and working from this premise, based the difference on the 

actual presentation of the material of the discourse. 1\ 

more language system oriented approach can be scen j Il 

Bailmer and Brennenstuhl' s Speech Act Classification ----------

(1981: 17-26 ), in which they make an exacting analysi s of 

what they calI activity verbs and the resuiting "semantjc 

centres" which qualify the text in question as bei nq one oL 

eight model types. Their approach also encompasscs cl tcxL 

function modei adopted from Buhler and adapted to their own 

needs. The following discussion will bc li mi terl to il 

review of the first four classification methods citeel 

however dS they are more relevant for my area of r:; t wly, 

namely German advertising texts. 

4.1 When regarding any text, it is crucic~l t hat. bot-h the 

text internaI and text external aspects, linqnintic .llle1 

non-linguistic action (co-text élnd con Lex t) , il n~ t cl kpll 

into consideration, for they a] l in f] llf_'nCe t he j i Il i ~;lj('cl 

product of text and the part icipa n t s' pe rcc'p t i Oll 01 il. 

Examples of internal elernents incl u<k ~~ Lyl i ~;L i c <l('V i cc'r;, 

tense choice, meta-communicative Siqllclls, illoc'llliollrlt'y 

signaIs 1 stereotypical opening s and cl o~;i n(p; 1 () Ilil/l'" tl f ('vi. 

By external phenomena are rnc~a n t 1 h(' C;OlTlIIIUli i Cd 1 i Oll 

situation, the medium, the (JI 

recipient(s), and social Ilorm~; or CO!lV('lJl i()l1~~ (!;cl!llIirll 

1978:55). 



markers which in their various manifestations and 

combinations are characteristic of the different text 

types. Any deviation from an established, expected 

arrangement of these phenomena in a given text produces a 

change of text. An aberration from, for example, the 

expected content or tone would in result in parody: a 

serious limerick would definitely not be the norm. AlI of 

the examined methods realize the importance of such 

extra-linguistic factors and incorporate them to various 

degrees into their analyses. 

4.2 ReiE' s text type classification method is, as already 

stated, translation oriented. Her main point is that the 

text type influences and indeed determines the chosen 

(optimum) translation method. For 

differentiating between the various 

this study, simply 

text groups will be 

sufficient. ReL& distinguishes between three different 

text types in three different areas: empirical, 

linguis li c, and communicative theory. Empirically she 

rnaintalns that texts are conceived for three and three 

rCdsons alone: to inform, to express an opinion, or to 

readerjrecipient or to provoke direct Lhe opinion of the 

sa i.d person to action. Texts which inform include reports, 

i nsLruct i OIlS , or scholastic works such as science 

t_exLbooks. Among those texts whose primary purpose is to 

expn~s.s iln opin ion are narratives and commentaries. 

P rop,HFlndil II nd f.,ermOllS on the other hand try to change or 

d.i l'pet t he' api Il ion oi the recipient. A text can contain 

C'1pllll'nl:, ot ill1 thrce types as does an editorial which 

A n 



gives the facts about a certain event, expresses the 

author' s views of the same, and attempts to convince the 

reader to adopt the presented viewpoint or ta provoke Id !TI 

to action or at least ta thought. One is usually dominant, 

however. From a linguistic, Saussurian point of view, 

language has again three main purposes: to represen t, Co 

enrich, or to change the world. According to Buhlcr's 

model, the text function is either representative, 

expressive, or appellative. Representative texts describc 

the world neutrally, as in newspaper articles. Exprcssiv0 

texts, sueh as li terary works, seek to enrieh i t, bu t L h(~y 

also deseribe it to a certain extent. Appellative lexts, 

sueh as laws, are concei ved ta influence the opin ion 01 1 he 

reeipient and to prescribe a certain behaviour, bul éHlil i Il 

they can also be representati ve and expressive. As i JI iln 

empirical framework, every text usually has a bit ot cl11 

three functions in combina tion; there i s, howcvc l' 1 cl 

hierarchical ordering of thern where one will be clom i Ildll L. 

In a communicati ve-theoretieal frarnework one must COll:, i d('1 

the role and importance of the sender, ai the rc'c j ri ('Ill , 

and of the cO:ltent/subject of the tcxt. 'rexts ilre' llH'1l 

ei ther content-, sender-, or recipient/behaviou r-- or i ('Ill ('cl. 

In content-oriented texts it is what is silid thal i!; Il\()!;\ 

important rather than who says i t or ta vlhél t ('Ilcl. 

texts usually contain information. Sender--ori cll[J·d 1 ('/\:; 

are distinguished by thei r author among othe rIde 1 (Il:; 1 

hence li terary texts are represen t a li ve 0 f \ Il i ~ q t(JIIf). 

Those texts '-Ihich are recipient-or ientccl [J(~ek \ 0 plo'lok(' d 

certain behaviour or to di rcct t 11(' 
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recipient. Propaganda and advertising texts have this as 

their goal. Again, each text may contain elements of aIl 

three, but one is usually dominant. 

different approaches, 

correlations: 

ÇommjTheoretical 
(orjentation-function) 

con lent - in formative 
sender-expressive 
bel1ùviour-operati ve 

Rei.B. makes 

Linguistic 

representative 
expressive 
appellative 

Among these three 

the following 

Empirical 

informative 
expressive 
changing 

To classify a text based solely on B~hler's model is 

Iwt sufficient according to Rei.B., sinee i t is not only 

relevant how an author transmits information, but also to 

what end it is done, in other words, what the communicative 

fUl1ction of the text is. For this reason Rei.B. prefers the 

communicative theoretical approach and bases her text 

categories not only on function but also on orientation. 

'('exls have then either an informative, expressive or 

()p~rat_ ive function . Informative texts, explains Rci.B., are 

conceived to transmit information and are authQred by one 

01 more people wi th one or more recipients in mind. The 

(,olllpofd ti on of such a text is determined primarily by the 

:;1111 ject- matter. Expressive texts are artistic statements 

but which cnn simultaneously be authored with an audience 

in mind, and can inform about a subject. 'l'he composition 

1:; dl'pC'ndenl upon the author' s desire to communicate; the 

1'('~;1I1 t Cdll be in tensi ty, as in a poem 1 or a more relaxed 

P'\('I', .1:~ in il novel. Operative texts ideally trigger a 
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certain behaviour. Their composition is more dependent 

upon the most effective type of appeal to the tarqet 

audience (Rei~ 1976:18,20). Should a text mùn L fe~:; t 

conflicting qualities - representative language in il text 

with an operative function - then it is the function whLch 

determines the text type. There can be only one main text 

function, however there can also be different functions 

which are dominant at certain times, but which i1re 

subordinate to the main text function. True mixed types 

are those in which no one function is clearly dominant. 

After identification of the primary text function, the text 

is further classed on the basis of its text constituting 

and text specifie characteristics. The text constituting 

characteristics are based on the communicative function; 

the text specifie are a product of the partieular type of 

language used, be it appellative, expressi ve, or 

representative.<6> 

The following is a visual representation of her 

classification process (ReiE 1976:19): 

. 
~ 

", 
:' 
;; 
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Rei~'s method is employed since it is an efficient 

model for the classification and analysis of advertising 

texts. This is primarily due to her excellent analysis of 

operative texts, the group to which advertisements belong. 

The strengths of ReLF., , s method include its broad 

applicability: it treats aIl text types in same linguistic 

model and makes allowance for mixed forms. Although she 

does not treat spoken texts per se, the y could be 

incorporated. The primary distinction is based on text 

function which is effective since aIl utterances have a 

certain function and sometimes only make sense when 

analysed at this level: 

( 2 ) 

There's the doorbell. 
r'm in the bathtub. 
O.K. 

A requests B to perform an action 
B states why he cannot comply 
A undertakes to perform the action 

lIere the function ls identified at a sentence level, but 

the same concept applies at a textual level. Rei~'s 

criteria are unified and she avoids the pitfall of 

inconsistency in making her distinctioll, which is a problem 

wjth nLihler's model. Brinker criticizes it and later 

versions based on i t as not being homogeneous in their 

classification. He states that the division of text groups 

i8 based on djfferent criteria; appellative and contact 

functions are defined on the communicative functional level 

whi le repro8enta tion and expression are defined on the 

t 1lC'lt1a U e lovel (Brinker 1985: 96) . Because of her practical 

il pproi1ch étl1(l 90al the identification of texts for 

t 1 i1n~)1 élt Lon purposC's - her method i8 designed to work for 

1 l'll! t ('X t ~) 1 not i d('i11 on('8 ll~)ell dB examples in models wh leh 



only work at the theoretical level. Further, hcr 

classification works at all three levels: text group, text 

type and text type variant. Her method evaluates coherence 

and textual acceptability, and identifies the structure and 

features (text internaI characteristics) particulùr to il 

given text type. As weIl, she takes into account the Lext 

external characteristics (cf Chapter III, 2.0). And 

although she herself does not distinguish per se bcLwccn 

different types of advertising texts, it is by using her 

criteria that this can be accomplished. It is for t.hc'[;c 

reasons that her typology is judged to be superior ,IIH1 i:~ 

applied in this analysis. 

4.3 Like Rei.B., Brinker also bases his classif ica l i 011 011 

text function, but as stated he rejects Buhler' s 1lI0dc> 1 du(-' 

to its inconsistency in favour of Searlc'!;, whi(']) 

identifies five different text functions. <7 > His Cl i t Cl id 

are unified; the distinction is made according Lo lhe t YI'(' 

of communicative contact through which the senc1(-> l COIlV('Y:; 

the text to the recipient (Brinker 19W.>:96). 

examination, like Rei.E,' s and l " " 

communication-oriented as opposed Lo ldllqlld<j(' 

system-oriented, but progresses in il 81 ilJhLly di 11('r('111 

fashion. Most classi fica tion procedures Céln b(~ (1( 'fi i cl (,cl d:; 

inverted triangles, where the subsequent cl ël!;n IIi ('d 1 i (JlI i:; 

dependent on the previous one, WherCd!; wi t Il Br i rd:r'r d 

straight line with points would b(' d lIlOr(' d(:('llr"lr' 

representa t:ion, where cri teria are (lpp1 i ('<1 

what came before. There arc, howcvcr, ('(~rlilln lii('rdr('hir'dJ 
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relationships to be observed at each point. 

To start he isolates the communication function or 

functions: one of these is dominant and is the text 

function. According to Brinker there are five basic text 

functions: 

1. informative function: the sender wishes to inform 

the recipient about something or to give his opinion. Such 

texts take the form of announcements, teaching, passing on 

of information, news broadcasts, etc. The "content" can 

be emphasized, or an opinion. Grammatically, the use of 

modal verbs and sentences using the impersonal" es is 

cha ractcristic of this function type. 

( 2. appellative function: the sender wishes to 

convince the recipient to adopt a certain attitude towards 

a qiven object or thing, or to evoke a certain behaviour. 

'l'he sender seeks to influence the recipien t. Such a 

rUllel Lon is characteristic of advertising and propaganda 

Icxts, commentaries or laws. Here one sees extensive use 

01 imperatives, infinitive constructions (because of their 

('ompilC Lness and simplici ty), questions, and f irst person 

pt·ol1ouns. 

3. obligation function: here the sender promises or 

ljllill ,1 n tCf'[~ a particular behaviour or response. This is 

loun<1 in quarantees, contracts, or offers. In the former 

i t i!; t he' rd qner who is the sender. Characteristic of such 

1 t ('X t!~ in 1 (-'gal phrasing and use of clauses. 

,1. COll Lact function: in this instance the emphasis 

l ,' .' on rplationship between the sender and the 



.. ' .. 

recipient. It demands the expression of the attitude of 

the sender, who fulfills a social expectation, such as 

congratulating someone or sending a letter of condolence. 

Again there are certain forms which are usually observed: 

.. Congratulations on ... ", "My deepest sympathy ... " 

5. declarative function: the sender makes it known 

the text creates a new or understood that 

something which the recipient should notice. 

reali -Ly, 

'l'his 18 

represented by such documents as wills, depositions, etc. 

Again, there is a certain vocabulary and certain struc-LuT0S 

associated wi th such texts: formaI wording; lists i or ,H; 

in a will, clauses or stipulations. 

It is important to note that in 8rinker's perception 

the text function determines the text structure, i . e. the 

grammatical and thematic form of the text, or the mode () t 

communication 1 and has therefore the dominant raie. 1\ lf..;O 

important ta Brinker is that every language act is (>mbeddc:<1 

in a context or situation, and that everything changes w L th 

each communicat.ion system. A given object (a woul) III il Y 

have the same value in a different comlTlUnicatlon !~yst (!III, 

but it may have a completely different one. Such obj('ct[~ 

or words may change value due ta a variety ai [acLors !~llch 

as region, time, or situation. Consider t.he Br i t i ~;h 

"bonnet" and "boat" as opposed ta the North ÀIflPl i CiHl 

interpretations and expressions "hooe]" and" t t'llnk"; L1}(' 

metamorphosis of the meaning of words likc "gay" cllid "cool" 

or the disappearance of the subjcct pronoun "t hou" rlnd i t [; 

corresponding forms fyorn 8nql j ~)h, and ITlCéln i nq d i ~;1 i /wl ion!: 

l. L 
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due to situation: a musician's conception of a fugue does 

not correspond to a psychologist's. Further, Brinker 

emphasizes the importance of recognizing and evaluating 

non-linguistic action such as body movement (gestures), or 

the occurrence of an event (someone arrives or leaves, an 

object falls). The text function combined with the true 

intention produces a given effect. The text function is 

hence the expressed communication intention of the speaker 

and is indicated by intertextual and external (contextual) 

means. 

Along with the five text functions, Brinker postulates 

that the different text types as manifested in everyday 

language (or situations) can be defined principally through 

thematic and situative characteristics.<8> Although 

grammar and grammatical characteristics can play a 

determining role in text classification and must be taken 

into consideration, he maintains that it is dangerous to 

use them as the sole criterion: in practice they have a 

subordinate, serving role.<l> Brinker does not really 

consider literature; he observes that the various 

classification methods presently in use are of literary and 

not linguistic origin, and are highly subjective, based on 

either form (as with a sonnet) or content (as with a 

-(able) . He also points out the Iack of unit y in the 

literary community regarding these definitions: one need 

only look at the varying definitions of a novella to see 

the truth in this statement. It is only fair ta point out, 

however, lhat the linguistic community is not united in its 

cl~RRification of texts. 
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The three major criteria in determining a text type 

according to Brinker are: communication situation, text 

function, and text content. Different communication 

situations include face to face conversation, letters, 

telephone conversations, radio or television programmes, 

newspaper articles, or books. These are difterentiatec1 on 

the basis of time and place contact. In a face to [nce 

conversation there is both time and place contact 

(+time/+place) . With 

neither (-time/-place). 

a letter, for 

Further to 

example, thcre is 

the communLc<ltjol1 

si tuation are defini te social contexts or areas, sucll il!~ 

the everyday, the scientific, the religious or legaJ Lo 

name a few. Here the primary concern i8 not the COlltf'llt, 

rather the context: the type of role relationship bcLwcc~n 

the communicating partners. Brinker 

distinctions: private, official, 

Characteristic of the first is that the 

rnakes t hree 

and pulll ie. 

sender and 1 !l<' 

recipient comrnunicate in private roles 1 as pri vaLe! pc~op 1 (', 

as within a familial or friendly relation. 

instance the participants communicate 

associates or 

instltutions, 

as companies: 

not individuals. 

they are 

'l'he 

III 1- he !)(~c()tld 

oi[icldl:~ or' 

public r ('cl lm 

encompasses mass communication 8uch as represetlt<~d Ly 1 h(' 

press, radio, and television. 

Brinker acknowledges the relative vaquene!3S of Ill('!;(' 

distinctions, but points out that they acqlli ,'(> qt('df (:t 

precision when used in conjuncti on wi th 

classifications, and that they do build cOmmllrlicill ion 

models and are hence of great j mportance in c]f' 1 (. tlli j Il j Ilq 

Li Po 



-( texl types (1985:129). 

The text function distinguishes between the different 

text types as established by cornrnunjcation situation: hence 

a radio broadcast could be either instructive (a 

documentary), appellative (an advertisement), obligatory 

(the station promises a certain service), contactive (the 

station congratulates a group or individual on an 

achievement) or declarative (a news item). 

The text content narrows things down even further: it 

ls a report, but what kind? It can be a weather, a sports 

or a news report to narne a few. An announcernent can 

concern everything from an election to a marriage. 

Regarding the thematic aspect, Brinker has borrowed 

criteria from K. Ermert, whose original study applied only 

to letters. Brinker has expanded his criteria to fit aIl 

text types. First to consider is the temporal fixing of 

the theme relative ta the actual moment of execution. The 

LempOl"al od entation is then ei ther before the fact, 

flimult-aneous, or after the facto Second is the 

1"C'lclLionship Qf the theme relative to the sender or 

l'CC i pi en t: is it more closely associated with the former 

(ll~; \Vi l h advertising), with the latter (job offers), or 

\vith neithcr (commelltaries concerned with politics, for 

('Xdl1lP 1(') . 

'l'hp 1011 o\>1il1<] ùiagram is a visua l represen1-a t . on of 

HI illke'l 'n Cl(lS~;ificution process (1985:137): 
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communicative­
functional aspect 

1 

structural aspect 

1 I-------T 
text function 

1 

/ 

grammatical level thomalic 1 ~V('J 

grammatical 1 çoherence 1-----1 .. / 
informative 
appellative 
obligatory 
contact specifie 
declarative 

1 them. dev. 

1 

(directly­
indirectly 
signalled) 

repetition (imp./exp) 
temporal continuity 
conjunctive binding 
semantic text-forming 

types ... 
/ 

/ 

.1--------j 

-r-'-----rl--- 1-- ----- -- - ---
base forms realised forms temporal 

1 1 1 

descriptive descriptive- bcfore 
narrative object/opinion simul-
explicative emphasized, taneous 
argumentative rational- aftel' 

suggestive. . timeless 

plclCC~ 

1 

empha~~ i :~ : 
l'PC' i pi t'Ill 

sellùcr 
11<' 1 l l!f> r 

t ypc' 
1 

('v<'111 
Il!> j('CI 
1 h( '!; i !~ 

('1 ('. 

Although he discusses and inc] udos thern i Il hi !, 
typology, Brinker does not inclllde U1<' con l ex t 

communication forms and of area of élcl iOIl 111 hi!> didqrdlll. 

Were they included lhey would belonq 10 Ih(~ ('Ornl1lIIIlICrll IV(' 

functional aspect and cou] d bc so (1 i rHJ 1 ilflllll('r]: 

commlll1i ca l i VI' j ulle\ j ollcll 

T-- ---- 1 _ 

context 
___ 1 __ - ____ _ 

l 1 

comm. fonns COIllIII. !; i \ Il ri 1 1 () ri 

face t_o [ace 
letters 

telephone conversclli 011:; 

radio/t.v. programs 
newupapcl drliclc~ 

books 

f1 t l '/ il \ (, 

IIIIH'\ iOli .. 
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When evaluated against Schmidt's (1978) criteria, 

Brinker's method shows several strengths, which includes 

his differentiation of text types based on function, and 

his identification and justification of internaI textual 

features. The primary objection ta his method is that none 

of his five functions provides for 1iteT~ry or fictional 

lexls, which limits the applicability of his typology. 

4.4 As stated, Werlich rejects a function based 

classification method in favour of one which classifies 

LC'xts by i denti fying lhe thematic text base (" thematische 

'L'('X Lbasis" ) . 'l'here are six different text bases and each 

olle l~; characteristic of a whole class of text types 

( "'t'ex t formen" ) . < 2 > These text bases and their resul ting 

l hema ti c development (" thema tische Entfal tung") which is 

r, lruclured ln sequences, combine to quali fy the text ta be 

011(' of f j ve diiferent fundamental text groups ("Texttype"). 

'l'exL bases ("'l'extbasen") are those "text opening 

!,t ruclul,ll cntities which are a part of a potential text 

dl1d which have lhe lenglh of word groups (particularly in 

('()!l(' t <'1 (' 1 Y III a Il i fest-ed headlines) respecti vely of sentences 

ClI l'Olllf,l('tc 1I1llLs <lIHl which can be "unfolded" or developed 

tlll'ouqll (lu"> t('xL srquences which follow" (1979:28).<9> 

\I]IH'1I t lH'y dn' const ructeù with lexemes which have reference 

to d(·f initp parts 01 the shared "reality model" of the 

then they are thematic text bases. 

'l'lit' :,p<',lk<'1 r<'l<'l~, ln ,1 Iclct-or of this cornIllon reality rnodel 

1 Il t h(' t t ':-.1 bd!~ i:, j or l he purpose of developing i t in the 

, 1 



... Weather" (cf Chapter l, 2.2.4). The head] ine "'l'Od,lY' ~~ 

Weather in England" is tho text basis which t.hemêlt i ci Zl'~; 

the whole weather - in relation to a contcxt deppnd('111 

tim~ factor ("Today's", not "Dec. 5") anù a conl('xL 

independent setting factor ( .. England", not "a t hom('''). 'l'h(' 

paragraph deals wi th weather: the headline set"vC'!, d!~ Il)(' 

thematic text base.<lü> 

The first typical thematic text base If; c]C'!~cri pl IV(': 

the speaker' s utterance concerns happenings êlnd ch(lIlq(':~ 111 

place (" Raum" ) . In English the grarnrnc1tlcëll !~111J('1 lIl(' i:; 

SUB + PRED + ADV (place), wi ,-11 the prediccl t (1 

"be" or one indicating non-change, in presenL or illll)(11 1('(" • 

The adverb, as indicated, is one 01 rl~c0, 

ei ther con text dependent or independen t . < } l> 'l'h 1:; 1 y Ill' () 1 

sentence is " phenomenon registerinlj" ( " 1" 1,1 II ( Jill( 'II 

registriercnd"): 

(3) 'l'he two cars were on the left. (COllll'x\ <1('}' 

The cats were sitting on the cOllch. «'0111"" 
(indep.) 

'l'Iw secoll,-l lypicdl lexl ~hemillic \l(l!~(' i:; Ildll.\\ 1'/" <111'1 

is uscù [or ut tc~lélllCCS ilboul III 

time. The struclure is the" !,êl!llC (l!; lor t II<' (k:,( '1 1 l" 1'/" 

base: the prcùicdte is d v('lb 01 clldnq(' 

the adv(=~rb Ls le"IIlpol',ll, 'd L h (lll op 1 i Olld 1 

Again, conf ('zl Il ('c 

'l'his sentence type i!; ca11er] "(lC~1 IOIl 01 

("handlullgsé1llfzplcllTl0IH]" / vCrrllld0nlnq~dlJf/('I('!Jtl( 1I<J"): 

(, ) 



The third and fourth bases are expository and are used 

tor the dismantling / decomposition (nZerlegung / 

Dekomposition H

), or the assembling / composition 

("Zusammensetzung / Komposition H

) of the speaker's 

concepts. The bases are thus either of a synthetic or 

analytical expository nature. For the former the 

construction i5 SUB + PRED + COM. The predicate is the 

verb "ben in the presenL, and the complement is nominative. 

'l'he sentence type is nphenomenon identifying n 

( "phùnomenidenti fizierend n) : 

(5) A cat is an animal. 

01 h('l' COIllInOll predicates are verbs c:uch as "refer to", "be 

d('fll)('(],W" and "becalled." 

1\ Il il l Y 1- i cal types distinguish themselves in 

PII'dir'llle - here the normal verb is "have" ln the present; 

,111<1 t 1](, ~;('Il t el1cC' t.ype lS considerec1 to be "phenomenon 

COIlIl( '1: 1 i nq" (" phanomellvcr kn up fend" ) : 

(6) 1\ cat has four legs. 

'l'hc~ t L Il h lhcmatic lext base is argumentative and is 

l'p] ations are drawn between concepts or 

:;1" 1 ('IIH'lIt~; of the speaker. 'j'he constructi on i5 again SUS + 

l'In:]! 1 ('Ot-1, but the predicate Ls the Ilegated form of the 

vl'l'b "bl''', and t11P complement LS adjectival. l\ "but" 

l'h 1 d :;(' i:~ () f t en appcndcd. It Ls a quality allributing 

( qll,l1ildt ,1t(ribl1iet'(~nd") senlence: 



(7) Learning a new skill is not easy (but not impossible). 

The last type is instructive; the con lent of t 11<' 

utterance is an indication of the speaker' S \-li11 concern i nq 

his or the addressee' s future actions. The biUd C vL'rb fonn 

is an imperative, with either an adjectival 01' éHlvC'rbii\l 

complement, or both. The sentence type bc'hilviollr 

demanding (Nhandlungsfordernd N): 

(8) Come' Be quiet' Come bel'(' ri qlt t IlOW 1 

The imperative can be tempered \Vith m()(ll1]~~ or dllXilidl'Y 

verbs: 

(9) You ought to be quiet. Sh~ must work II<M. 

Once the text basis has bec~n e~;t,l1)li~~hl'\1, Ill\' 11('zl 

step is to identify the dominanl ~~cqlI('IlC(, il 

which can be either implicit 01 ('Xpl1ci 1. 'l'!J(' !~("Ilj('Il<'('!; 

structure the text, which usually OP('Il~~ 'vI11l! e\'I!dill 

signals or signs which sel V(' d!~ :;('qu\ '1)('(' i Il JI i ,tt 01 :; 

( N Sequenzini tiatoren N ) for the; ('Il tir \' :;un'{':,:; i <JII. 

Components of such scquence~; a t l' k Il o v/] 1 d:; i :;( II ()rH ':;, "1l(1 

there can be many di fferpn t seqlletlcC'!; dlld 11('11<'<' i :;o! ()I>( '!; 

present in any given lext, l t i:; 110 t IIII('()IIIIII()II 1 () li" 'J(' 

multiple sequence jnitiators ,mc] 1 Il{' i r 

terminators ("Scquenzlerminatorc'll") ill cl 1(';·:1 (,jllic'I 

individual sequence or isotope' 

locatj on, or 

possibil i t j cs. 

é1 parUculru' 

('Olllcl ('(Jllr'f'r Il 

If) Ildlll(' " 

The> followilltj c()rn'!~pollc1('I!C('!; ('dll 1)(, .],,1 ('rllil 11(',] 

1 flif ' f 
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Con cern Text Base Text Dominant ----

Structure Sequence 

time narrative temporal temporal 
place descriptive place place 
assembling expository analytical explicatory/ 

additive 
relations argumentative dialectic contrastive 
behaviour instructive listing enumerative 

The five texi groups then are narrative, descriptive, 

exposiiory, argumentative, and instructional.<12> They are 

ci ther ~~Llbj ecti ve or obj ecti ve, are at the speaker' s 

disposaI and are conscioLlsly and unconsciously manipulated 

by 1 \w r;pcaker, in fI uencing the selection of text forms and 

!,L rucLm es dS pl ev iously outlined. Werlich acknowledges 

t h,lt t \\(>[3(' cll'e j(1l'alisLic norms for text structure and that 

thr'ouqh t he mixture of any of the characteristics a mixed 

lpxl group emerqes, of \J\üch there are numerous sorts. Any 

Lexi will, however, usuaIIy have elements of at least on~ 

of L!H' q i ven groups and one will be dominant, determining 

t h(' strucLure ot the text. 

subcatcgory of text group is text type 

( "'l'ex t f onu" ), the cletermining of which is the next step in 

\'1('1'1 jch'~) ci-llegorizaUon. As previot1sly stated, Werlich 

1IlHkn;l é\!l(h; t exl I-ypes Lo be "actualizations of groups of 

1 l'X l (,OI1~)t i tuent;;, whj ch speakers select, on the one hand, 

i Il dq 1 (>clll('1l1 \.,rj ih text invariants, and on the other hand 

\V i 1 h histo1'ically determined and formed 

t'on V('11 1 i ()ll~; f or Lc~xLua 1 ut ierances in text production" < 3 > 

( (\',1('11 kil }9/9:44). The different text types are 

dl~;1 inqui~~hl'(l by Ih("ir texi constituents, which are either 

"Il'xl IYl)i~;l'h" (ll'xl lyrLca1) or "textformspezifisch" (text 

101111 !)pc('iljc). Hl'pr('~;cnt-alive of the former are the 



already mentioned text structures and thematic 

is the latter which further characterize the 

bases. L l 

varyinq ll~x l 

forms, so that once the text typical structure and them~Lic 

base (with its accompanying sequences) have b('PIl 

identified, the investigation turns to these consti luen l!;, 

which are determined through a contrast and compa r Ü;oll 0 f 

the text basis with the opening sentence type(s). W(~rl ich 

considers primarily the following elements: persppc Li vc', 

language variants and text idiom. Under perspeclive Il(' 

examines presentation, focus, tense, aspect, gellll!> cl 11<1 

mode.<15> Among the various factors which d('Lclmin(' 

language, Werlich concentrates on style and comlllllllicdl iOIl 

medium. Language variants are a subcode of thll lit ,lI 

language, and are for example, of an individual, Lt'llIpotdl, 

or regional nature. There are b",-;cally three (]j 1 f('I{'111 

communication medium pairs, the first being mono log i ('d 1 v:;. 

dialoglcal communication; the second, or a l vs. vil i 1 1 ( 'Il 

communication; the third, "non-language" (vLmldl) v:;. 

language communication. Each one ('{'II di Il 

characteristics: monologues contain an lin i III ('! 111!,1 {'C~ 

speaking role, usually consisting of sta tCII\CIl 1 ~~; cl j ïll (JCJ lif ':; 

will contain questions, commands, .1 Il cl 

the speaking role will shift from pen-;on Lo Iwt':;oll. '1'11(· 

different kinds of sentences thc "p0r1klll<j ClI 

starting role. 'rhere are, 

and receiver sentences" . 'l'he formpf ,1 t'(. IJO! Ifld 11 ï 

gramma tically complete; the] a t ter, !;hor t el' cl IH] (J t 1 (>11 rJol 

complete. Dialogues a te usuall y !;rJOk(>Il, :;(Jlfll' 

consider, an applicc1t-Lon 10 bc rl v/ntt('n !Olm 01 did1()(J'JI', 



as information is solicited and answers are given. The 

communication medium is not on the same level as text form 

or even text type. It belongs to the hierarchy of the 

different levels of text constitution, and represents the 

basic methods of communication which are typical of a given 

text type or text type variant. The text idiom is 

characterized by the sentence structure models which are 

subject to syntactical requirements and composed of 

different arrangements of lexical units, both of which are 

lcalized by the speaker. Only a part of the conventional 

Lexl form variant will contain a single text idiom. Just 

ilS normal are text farm variants in which different text 

idioms are found in mixed form. As already stated, each of 

t hc~~e sentence structure models indicate a specific text 

t-yP(~ ; hence there are five text idioms, each of which 

corresponds to one of the text types. A further 

(lislincLion can be based on style, which concerns the 

11l,1ll i pu 1 cl L 1 on of syntax and vocabulary by the speaker wi thin 

c1 pd!"t icu1ar text. In terms of text idioms or language 

V cll j cL i (' ~~ , t.he styJe tYfJe is either pure (unmixed) or 

mixed. 'l'he style i tself can be neutral, metaphorical, 

t ()l'nlt11, in formal, ironic, technical etc . Representative of 

<ln unmixctl style i5 a -language variant which is 

Ch,l racU'r L zed through the speaker' s choice of lexical and 

!,yn t ilet i ca 1 fOrIns which originate from only one distinct 

t't'It'n'nt i(ll language variant" (Werlich 1979:61). Typical 

ott Il<' mi xcd styJ e ùrc lexica land syntactical [orms which 

,\ t l' ,\ t the :3il1l\0 t illle related to several ùistj nct language 

T!1t'!,C' ('lC'mc>nls in their various combinations 



categorize the differing text type variants. 

The following chart is a visual representatj 011 0 [ 

Werlich's classification process: 

spoken { wr i t ten 

fictional / nonficlional 

1 
thematic text base 

poetry prose 
sonnet novella 
haiku short storr 

1 content/forrn factors \ 

1 1 1 
-T- --- -.. -. ---î 

descriptive narrative expository argumentative instlllcLiv(' 

-.--\ _I-T 
synthetic analytic111 

1 ----
_ sequences __ _ 

temporal place additive conll a~~ti ve (.::'I1UIIlPl'ill i VI' 

1 - - - -
TEX'!' TYPES 

descriptive narrative expositive argumenLdlivp ill:;! tllcl iv(' 

TEXT FORMS 

text idioms comm. medium 

The strengths of WellLch':; i lIclurl(' 1 ! ! ~ 

excellent definitions 01 

fictional/nonfictional text8, llltl10llqlt ]H' IlIIJortlltldl('ly 

does not inclucle fict.ional te'xl:, ill hi!~ ,\IIdly!;i:~ 1>IOI)(·t. 

As well, by using hi8 method Olle ('dlltlOl idr'llt i f'/ t ]1(' 1 t 11(' 

(intended) rneaning of (li 1 LI t te: 1 dllCf', 

The theme of a gjven uIL(~ralIC(·· i!; 'v/i1 h()lll d(JIlI>! llfll)ortdll! 1 

but j t does Ilot 1 (''1(',) l 1 li (. 1 Il! (. 1 JI 1 ()I 1 1 '1111 1 ( 'II l'. () 1 



( 
paramount importance as aIl text have a purpose. Due to 

its function-based classification, Rei~'s typology is more 

flexible and hence more broadly applicable. 

4.5 A fourth approach, as seen in the work of Barbara 

Sandig, works from the premise that any given text type 

will possess certain chdracteristics which are constant. 

As stated, Sandig regards the different text types as 

Hsocially normalized action/behaviour schemes which are at 

~ speaker's disposa1 H (Sandig 1972:113). She looks to 

dcscribe the construction and understanding competence of 

tcxt types and their regulated use, which includes 

dcscribing this competence on a sentence level, and 

( incorporating such variables as social rules, typical 

f~ i tua U on relations, and stylistic rules as weIl. She 

stresses the difference between sentence and text or 

COIlll1\lIllicùti ve competence. Her goal is to de scribe those 

tl'xt Lypl's which occur in natural language. As they are 

illLuitjvcly chosen and mastered, Sandig asserts that they 

mll!~l be dcscribed accordj ng to their relevance to society. 

Any t ('xt t yp(~ theory must be compatible wi th a language 

1 ('il t'li i IH1 Lhcory, mus t keep the occurrences of communication 

III mi lIll, 1Il11!~L be able to recognize the intended meaning of 

" t ('X '-, ,md shau] d be able ta determine which groups of 

tpxt Iypes <11'0 <1ctjvcly or passively mastered and by whom, 

"nt1 \.,11 i ch coul cl not be used by the same groups. Wi th the 

( ut !H'l' Il1r<'l' moll1ods there is a certain progression which 
, 

ln the framework of this method, 

ho\.,{,v{'I'. no :"';u('!1 ordpl' need be followed: there is a list 

LO 



of opposing characteristics which may be determ. ned in any 

or der , and depending on their combination, different text 

type patterns emerge. She explains that she is looking 

more to differentiate between features of text types than 

between the text types themselves. She wants the ordcrinq 

of the content and expression to be known, both on a 

sentence and on a text level, and to be described as a rule 

of use. Text function plays no role here, rather texl 

content and ccntext are stressed. Sandig emphasizcs, 

however, that the intended meaning, which Brinker and He i J; 

refer to as the text function, must be recognj zed. Li k(· 

Brinker and Werlich, however, Sandig acknowled~les t:llt, 

importance of internai and external markers and contpxts. 

The following is a list of Sandig' s text f (lel 01 !~ 1 

given wi th their original German abbreviations ,me] 1 h<' il 

translated English long forms. Most are either 1 (pJ"(,!~C'IlI) 

or - (absent), al though sometimes agi ven c}wrac 101 i :; t i (' 

can be both (Sandig 1972:24): 

" 

IfI 



,1 . .... 

+gesp 
-gesp 
+spon 
-spon 
+mono 
-mono 
+tdia 
-tdia 
Se 
Em 
+rkon 
-rkon 
+zkon 
-zkon 
+akon 
-akon 
-1 anfa 
+ende 
+aufb 
tlhem 
-them 
t-lper 
+2per 
t3per 
+impe 
-- Lmpe 
+temp 
-temp 
-Iokon 
--okon 
+redu 
t-nspr 

--nspr 

t part 
--part 

spoken 
written 
spontaneous 
not spontaneous 
monolog 
dialog 
text dialogue (less structured) 
text dialogue (more structured) 
sender 
receiver 
physical contact (between Se and Em) 
no contact 
temporal conti nuit y of the communication 
no contained time frame 
acoustic contact 
no acoustic contact 
clearly defined st art 
defined end 
structured 
rigid thematic structure 
not rigid 
in the first person 
in the second pers on 
in the third person 
imperative forms 
no imperative forms 
non restricted use of tenses 
restricted use of tenses 
economical forms 
uneconomical forms 
redundance (repetition) 
only language properties determine 
text constitution 
non-languagejlinguistic phenomena 
determine text constitution 
participants of equal status 
participants not of equal status 

This method is, in its present form, the least 

('ffccllve of the four because, as Sandig herself points 

Ollt, the current determining markers are tao general, and 

more are required ta make the most exact 

Jiffcrentiation and classification possible. Another 

problelTl Is that there can be no generic tenn given ta a 

text type; all that can be done is ta list the general 

Chc1l',\C t el' L s tics of the text, wi th li ttle consideration or 

(k~~t'r i pt Lon of the internal struclure. De Beaugrande 

( Il) HO: l'lb) c rj l ie L zes t hi s approach as i t merely Il,ù rks the 



"', varying features, without trying ta account for them. 

Kummer questions its lack of formalism and its failure to 

establish a norm for adequate text usage, which, according 

ta Sandig would be difficult as such a norm is of a social 

nature (Gülich and Raible 1972:136,138).<14> Dress1cr 

(1972:136) feels that spontaneity would be better c]assed 

on a graduated scale rather than simply (+ -). GUlich's 

criticism that not aIl of the listed features w~re relevant 

for aIl texts prompted the reply from Sandig that it v~s 

important to include the (-) results, as comparison cou Id 

not be made from similarities alone (Gulich & Raible 

1972:137). The basic problem would seem to be that this 

method lacks a formaI framework, within which norms could 

be established. It becomes most useful then, according lü 

Raible, within a text the ory (G~lich & Raible 1972:14~). 

It is included here because it gives a comprehensive li~,1 

of characteristics which can be used to distinguish bctwPCl1 

text types and text type variants. 
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NOTES TO CHAPTER TWO 

l Dimler gave people texts in which key words had been 
replaced by meaningle~s words, with the result that in 
rigidly structured text types sueh as obituaries, weather 
reports or recipes, the grammatical structure alone 
was enough for the people to correctly identify the text 
(Brinker 1973:122). See also 4.3 this chapter. 

~ Wcrlich distinguis~ s between "Texttyp", "Textform" , 
"Textformvaridnte", and "Textexemplar", adding one 
sma]]pr unit to the end of the scale. Dressler uses the 
tcrms "Text" and "Textsorte" interchangeably, HS does 
I~rinker, who ~lso uses the term "Textklasse" with the same 
meaning. It should be noted, however, that although 
WC'rl1ch ll[~eS the term "'l'ext typ", i t does not correspond 
to "text type" as refered to in this study. What Werlich 
c,l1]!J "'rexLtyp" ls called "text group", "Textform" is 
cal1ed "text type", and "Textformvariante" becomes 
"t ('xL lype variant". 

'l'hcsj ~~: text group text type text type variant 

1<C.' i g: Texttyp Textsorte 

BI' i Il ke' r : Textsorte 
Textklasse 

Werlich: Texttyp Textform Textformvariante 

Drcssler: 'l'exttyp Text 
Textsorte 

3 My Lt'dnsl ~ l i011 of the following: 
('l'C'x L[~or te) : ... llbcd ndi viduelle Sprech- oder Schreib­
Cl k L(~,' die éln wj ederkehrende Kommunkationshandlungen 
qebundpn [~ilJ(1 und bei c1cnen sj ch eben aufgrund ihres 
w i ('(kt hol t en Auf Lrctens j n gleichartigen Kommunikations­
konsLC'l L11. i onen Chéll'élkter lstische Sprach- und 
G('SL.ll LUIH]fJllltU;tcr herausgebi] det haben." 

t\ fv1y Lrdn~;lélU()n of lhe following: 
"'l'C'xt fonnC'1l [d.nd aIs l\ktualisierungen von Gruçpen von 
'l'('x t kons t i 1 tlPnten zu ve l'stehen, dj e Sprecher einersei ts 
i n Ul)(~n~illst irnllllll1g mi t lcxttypischen Invarianten und 
all(kn,e Il s gC'mal~ bestirnrnter historisch ausgebi ldete.c 
Konvcntiol1E'1l fur tcxtliche AuE:.erungen in der Text­
pt'oÙllkl jon lluswahlen." 

ddrsll'11 PIHi 
<lppF'11 <lt i v 
,HI !~(1J tiC kt' nù 

Rei1~ 

informative 
operative 
expressive 

b H\'ll~ illll'odUC('f~ ,1 lotttlh group h0r0, comprised of audio­
lllt'didl tl"·:l,~, whic!l ,;11l' d('! ill(-,~~ as being part of a grealer 



whole (a song, for example, is composed ot wonh, alltl IIIU:,IC) 

or which are transmitted by technical 111('illl:; cl 1'<11'1 ieu1dl 
cornrnunica tion channel such as radio or Lel evi sion. 'l'h(':,(, 
are fixed written texts which are heard, ilnd :;0111<'1 illlt':, 
seen as well. 

7 Searle 

representative 
directive 
commissive 
expressive 
declarative 

Brinker 

informative 
appellative 
obligatory 
cor.tactivc 
declarative 

8 These designations are taken from Dimler (B l' i Il k< '1 Il) / ~ : 1 .~ 1 ) 

9 Cf. Dressler 1973: 13,17,19 [or discussion 01 l>d:;(' 

sentences and theme. 

10 In this case the headllne also s('rve~-; cl!: d 

the Functional Sentence Perspecti ve sell['('. 
1, 5.3. 

hy l'l-'I 1 lit '1IIl' 1 Il 
St'(' dl:,t) ('Jldldt'I 

11 Werlich base(1 his studie~) 011 the l':I](Jli~;h lill1<jlld'j(', IJll'll' 
fore ail related eXi1mples are in English 

12 Werlich identifies the lJrigin of these terlll[;i 1 he· 1 il ::1 
four haviny rooU; in rhelodc and in l'cul ililitr·lclllllt·, 
the fifth is more usually termed "appe1J(lLivr", "1I{Jldlt)IY' 
or Hdidactic prose". 
Kane/Leonard J. Peters 1964 (Wer] ieh 's Ilot c·) 

13 'l'he following is a more detailed 1 isl ot t IIc':;(' 1 clet 01 :.: 

person: 1, we, you, he, she, nomLnal inil idlul:;: d('1 illill' 
personal speaker perspecLive' 

one, i t: not definite 

presentation: 

focus: 

tempus: 

aspect: 

genus: 

modus: 

open ing (widen Lny) or cl o:d nq 

present: present, fu turc, f '(' r f ('c t 
past: plusqutlmperfecL, condit IOllill, IlIq)['llp('1 

choice of verb tense 
continuous -Lenses are "n1clrkcr1

H i Il 1':lIql 1 ::11, 1 JI(' 
simple ones are H non -mil rk(~r]" 

active (no1'l11, unlllûrkcd) 
passive (marked, ob] ect i v(· TJl (':;('11 t dl i ()II) 

factual, l1cgativr, rJrobélbl(' 

14 rrhe comrnents eitcd VICIe' Laken froili fll(' di';CII:.:,lflll 1111/('11 

followcd Sandig's prr~fj(~nl(lI_loll dl tTi(' cOld"II'II(:I' 

, ,., 



l l l GEHMAN l\DVER'rISING TEXTS 
-- ~ -~~ ~--------------

1 .0 1 n thi s section advertising texts which appeared in 

four German language magazines from 1984 to 1987 are 

C'Xrllld ned. '1'0 begin ù synopsis of ReiB,' s theory concerning 

opera I~; ve type texts dnd more specifica11y advertising 

L('xU~ j S pl esented. 'fhe resul ts of a initial survej of 985 

r1dvcrL isements follow. The first task was ta classify 

C>llIpi ri ca] 1y l he advcrlisements according ta their approach, 

wldch wa~~ expected to be either reason ( RT) or 

('moLi 011- ori f~nted (ET). 'l'his led to the discovery of a 

1 !l i 1 (1 Lype, which is neither clearly reason- nor 

L'Ill 0 1. i on - Largeted but more or less a hybrid of the first 

1 WO. [l ls iJlen li fied as mixed type (MT). Then ten 

ddverL i scment s of eaeh type were analysed to determine 

L!leir Lext type and text variant characteristics. The 

m<,1 holl i s an adapta lion of Kalharina ReiB,' s typology as 

di !;ClIsscd in UlC second part. rfhe ba sic di f ference lies in 

1 !l(' purpo[:;(~ of t~lle classification. ReiB,'s analysis is 

l>él!:c'd on lexl wi lhin a translation theory, and hence 

C'ollccntraLe!; on identifying the text function and on the 

di f fieu11 ies in renùering a good translation, while this 

!~t ully i~; i nlcrestec1 more in the textuality and form of 

Lexl!~ éllHl plélces no emphasis on translation. Addi tional 

Cl' il (' ri cl wi 11 oe iIllroduced into the analysis such as the 

pl oL t i nq 0 t t- hl' thcmatic progression using the theme-rheme 

COllc('pl. 'l'ln!~ wi 11 t'slablish whether any one of the text 

Vdli,lllt:~ c()II!~i:d(,l1l]y l'Illploys ,1 certain proqres~:aon and if 

1 r: 



thernatic progression can be described as 

feature. The texts are cxamined wi t Il t hl' \!Od 1 ul 

describing their text-type and lcxl-typ(' Vell 1.1111 

characteristics, thereby demonstrating an {' l 1 k i ('Ill 1 t ':d 

typology. The analysis starts by (]('lCll1l i III 11<1 1 Il\' 

textuali ty of the advertisements anù does ~;() by COll!; i dl' 1 IIl<j 

text-building fea tures. Ali of the levcl S 1 Il U}f' Il 1 (' 1 dl < 'hy 

corne under scrutiny, from the srna 11 c!; t- (,1 ('111('11 t, 1 h<' 

phoneme, through the morpheme, 

paragraph and to the text as 

recurrence, 

lexem, synlllglll, 

" who1 c, 'l'h<' 

the focus of this pllrt, 

!~I 'Ill l'IH'(', 

1 1''1<'] (11 

coherence, ls 

structure of the advertisements is CXc1IUiIH'c] III {lI <ll'I t () 

determine i ts various components and 1 he Il 101(· III t ]](' 

text, 'rhe third part of the ana ly~~ i s l ()()"!~ dt 

manifestations of appellative language ilnd <1('!~l'1 Il}('!, i t :, 

function ln the text. To supplement Ll prillldr Il '1 1 (",1 

linguistic 

Advertising, 

dpproach, the 1983 

was consulted in 

publlcé1t ion, \)<]11'1,/ (J11 

orùer t 0 

non-linguis tic based description of é1" gooc!" dt!V(' Iii" i IIIj 

text and by extension, effective appellaL ive t ('('hll i (III<'!;. 

2.0 ReiE, states that operative texts an~ t ho!;(! t (':-:I!: 'I/Ii i ('II 

are recipient and behaviour oriented: 

influence the opinion of the red pient llfld lo [JI ()'/(Jk(' ri 

certain reactlon or behaviour. ln 

appear in the [orm of propaganda; j n rel i q 1 0/1, j Il 1 hr· 1 (JI III 

of sermons; in the world of busiI10~f~, il! th(' IrJIli1 (JI 

advertisemcnts. (JI 

J f 
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( 
t clrqct-cd recipients, this function never varies, and this 

cl i~) t i l1quishes such texts trom their informative and 

('Xpt C'~;sj vc counterparts in ReiE.' s theory. 

Oespite the fact that an operative text might employ 

('l('[It(~llt;; of the two other text groups, the operative text 

q l'oup l~j rlll independent one. For example, an operative 

1 (~X l In iqht use technical or poetic language, which is 

IU;II,lll y clssociated wi th informative and expressive texts 

respf'ctively, but it is still an operative text. What 

d i !~L i lH) Il i !~hes i t from the other texts is the role of such 

1 d llqllclq(~. I\s a lready stated, an in forma ti ve text in forms 

dlld <1n expressive text represents the world: the language 

1 t con LI i n~) reflects these goals. An operative text tries 

( t () (·f Lect change and to provoke action, and language is one 

() 1 t h(~ lIIcans i t employs to this end. As Bodeker sta ted, 

"l\dvc·t Lis i nq language is appellative language" ( ReL!?' 

Il) 1),: 3B); the message .L
, C! • ..., . buy this product l ReL!?' refers 

t 0 t Il i ~~ lIIcssclge as lhe "Klartext" (clear text) , from which 

t Il(' t nIC lex L or communicative function can be determined. 

1\11 <1dvcr'tisillg t-ext is an operative text wi th an 

<111[1('11 ill ive 1 unction. 

'l'Il(' f ocus of the communication situation is the 

() f f f' l' i ng 0 L él product or service. Through the effective 

u!~(' of c1ppC'll ati ve language the recipient is manipulated 

in t () buyi ng the product or service in question. The 

I\Llrtf'xt convjnces through suggestion. The attempt is made 

( t 0 !~Il,\do\V 1 nol to enlighten the product' s quali ties or the 

('Ull!~llmC l' !, lle('d - in such tex ts vagueness or indistinctness 

suggestiveness lS 



one of the most effective appellative elements. Ht'qélr<linq 

the language used, however, precislon Illay hl' lilckinq in 

what is said, but never in how it is said. 

The language is mixed: various levels 01 lanquélqe, 

aside from the lowest and the hiqhest, ('an bl' tOlllHl i Il 

advertising texts: slang, technical terIlUl, tOl ci 'lll word~;, 

and poetic words and phrases. 'l'he la lltludqe t ('IHlr: t 0 1>(' 

simple, however, to avoid rea(lc~l f ru~;tl'd t Ion dl1<1 

misunderstandings. Words and terms ! lom ou b~j (1(! "vcryc1r1Y 

language are used because out 

acquire more impact (Rei~ 

of th('il llOlllldl (,0111(,;·:1 

19 l ,~ : 3!J ) . 

1 lH'y 

(JI 

technical words function as objecUv(~ lllfolllldLi()ll ('cll'Il('l'!; 

in informative texts, in operé1tivc 1 ('xl ::, I!U\d('V('I, 1 III'y 

have the function of suggestive il1el (,(l~;j nq of Vr11 \1(' d!: IllI'y 

lend an air of authority (Romer 196B:IJ~~). l'o(,tic ll1llql1,\(/(' 

in an expressive text possesscs t'voc,ll i V(~ (':-:1'1 ('!;!; i v(' 

strength; the same word in an infol'maLi vc LexL Cclll de1l'li 1(' 

a simply dennotative function; whercl1~, in rll1 01,('lrll ive· 1(,;.:1 

i t can have ei ther ef fect, depcnd i I1q Oll 1 Il<' COli 1 (·z L. 

Su.perlati ves are often in evic1c'Ill'(', dl 1 lIollqh Uq i 1 vy 

(1983:82) claims that they have les~; Vdlu(' !l()\'! d!: Ilwy hI1V(' 

been over-used. Word associatioll i!; Il:;(·r] t 0 ('rlilrlllC(' t he· 

value of the product. 

The product name receives much con:;i(]f'r,ll iOll, ,1:; il 

ean umake or break u the producl. 

chosen, then the produet will have' 

l f \JI(> lI(Jm(~ i!, 

11 1 Ile ('IIr1II('C> 011 

market. One has but to remcmber t II(~ fil t (' () f 

i 1 1 

the Rolls Royee "Silver Mist U ln G(~.tl!lr1ny cilie] Uj(' Clw,/(·tol(>' 

'Nova u (No va) in Latin America. 

1 () 



evoke a picture or a memory of the product in the mind of 

the consumer: the closer the semantic sense of the name in 

relation to the product, the greater its mnemonic value 

(ReiR 1976:40). The wording itself is carefully chosen; it 

should awaken an indirect increase in value through 

association. Comparitive and superlative forms are used 

oflen and freely. 

Sentence construction also tends ta be simple. Reii 

Gays that this communicates a greater insistency or 

urqency, which increases the language appeal and makes the 

Lcxl casier to remember. When there are dependent clauses, 

in German they are most often first degree, and do not 

hi ndcr the n-'.'ader. 

Rhetorical means are also applied, due to their 

emphasis on the recipient. B6deker characterized four main 

purposcs in the use of rhetoric: 

Lhrough the use of assertions, 

suggestion is exerted 

commands, and direct 

,ïddr0Ss; int.crest is piqued wi th leading in questions and 

c1ifi hangcr statementsi trust is established through 

euphemimns illld the listing of qualities in groups of three, 

élnd Ul0. whole bccomes more memorable due to repeti tion, 

an Li thesj s, connccted language, rhythm and rhyme, and word 

p]ays (ReiR ]976:41). 'l'hree other rhetorical devices which 

enn be applied are negation, allusion, and personification 

ol lhe produc t. 

Reil~ discusses other elements which are related to the 

commun ica Li vc function under the heading of text 

constiLutinq and text specifie characterlstics. The former 

('nCOl1lpil!~!;C'!> t-he appellcltive function, the appeal of the 

ln 
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product itself, the language appeal, the dominance of the 

recipient, the setting, the time frame, the men Lll i Ly 01 

the recipient and the possible tension crcaled betwccn th<' 

product and the style of the presentation. Regardinq tl\p 

latter, ReL/?, identi fies the following appe 11 él Live t ilC t {) n~: 

tradition and comprehensibility, trueness to 1ite tllld 

relation or relevance to current events, " Cil tell i 111 .:~ ~ ~ " 

(mnemonic strengt.h) and sentimental value, suqgcsti vi 1 y tllld 

pre-formed value judgements, emotionalism, 1 rlI1QIl,H!(' 

manipulation, and the strive for credibiJjty. 1\11 (" I('cl iv(' 

advertisement will exploit these clemen ts ta il:, [H'II<' 1 il, 

for example using a grandmother to sell cook ie~, (t l'tl<l i 1 i (JII, 

sentiment) or promot ing efficient gas consulII[lL i ()I\ "!ICI 

economy cars in times of restraint (relevélnce). 

Again, while recognj 70ing the importance 01 1- h(·:~(· 1 d:: 1 

factors in the overall make up of advertising L(>xl !~, 1 ])('y 

cannot be investigated in depth in this study. 1I0V!('V('I, 

the appella ti ve nature of the 1 anguage, wllj ch Iltll III ,,1 l Y 

involves sorne of these characteristics, 0~:;r)('ci dl1 y 1110::(' 

which are text specifie, is 2xamined. 

3.0 'J'he advertisements used in the analysi s COIll(~ 1 r 0111 1 (JI! r 

different magazines, namely "Das Besle" , "SI(>fll", 

"Spiegel", and "Bun te", which 'Nere pub1ishcd b~tviC'('1l I\IICJlI:: 1 

1984 and June 1987. Each year is H~presen 1-(:>(1!Jy 1 Il t'('(' 

magaz ines for a total of twel ve. I\ppr ox irnêl L(~ 1 ï ()(){J 

advertisements were examinec1 and classified êI[; ()n(~ 01 Ihr('(> 

types: 
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1) reason-targeted 

2) emotion-targeted 

(RT) 

(ET) 

(MT) 3) mixed 

'l'he distinction was 

problematic. 'l'he 

made 

present 

intuitively and it was 

analysis establishes 

criteria which may be of future use. 

quite 

further 

3.1 There exists no precise definition nor categorization 

of Ruch advertisements. Ramer (1968:226) does qualify a 

ICilson-largeted type advertisement as being argumentative 

clnù convincing and an emotional one as suggestive and 

rJC>rsuélsive, but does not recognize either as an independent 

Lcxl type variant. Nor does Rei&, who maintains that 

rH (le llcall y aIl advertising texts function, at least 

fllibconsclously, on an emotional level, as the influence of 

wi Il through emotions is more effective than through 

cltqument (Rei' 1976:42,43). She recognizes the importance 

of the rational approach, however, she aiso states that 

l'eîlSOn i s as much a target as are the emotions of the 

recipient (Rei' 1976:55). Advertisements without argument 

d I"C' not.. ser lous, they are mainly "market cries" i while 

,lc1verU semen ts wi thout an emotional appeal have generally 

lont their most effective components and become simply 

intormative type texts (Rei' 1976:57). Ogilvy (1983:7) 

m,l kC~3 110 ~;uch distinction, but does refer to advert i '3ements 

,l!; be i 119 a medium of in formation first and foremost, which 

1 C'<ldn 10 the pm"chase of the product in question (1983: 7 ) . 

Ih'!~P il (' t 1w probabl e existence of bath the réltional and the 
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emotional in 

advertisements 

any given advertisement, lher~ rlrc 

which are predominantly ralional or 

emotion-targeted, and those which reflcct botll of lllL'~H' 

appeals (mixed), each possessing distinct text typc variant 

characteristics. Most of the adverti semen ts 1 a Il i Il Lü o Ill' 

of the three categories; 

information, and as Rei.& 

sorne, however, 

suggests, are 

simply lisL 

nol r0dl1y 

advertising texts, but rather informative L<=·xts. Hp.g'll'(linq 

the illustrations, although they are not the object of my 

research, i t was sometimes necessary to i I1clucle t lWlIl i Il t h(~ 

analysis, as without them, the adverti sernent wOllle] Ilot 

convey the 

especially 

emotions. 

desired 

when the 

message. This 

advertisement i8 

condition 

ta l'geLc~d 

One advertisement (Wrangler tJC<lllS, 

1 u 1 Il<' 

\': 1 ) 1 (H 

example, consists of a picture of a man j 11 1 ealls (ln(1 <1 -j ('<lll 

jacket sitting in a barn. The copy js made ur) of Lwo 

words: "Feeling Wrangler Y

• without the illustration L1H' 

advertisement would make no sense and have 1 i L t-1 (~ i 1I\1);1C t 

the picture evokes or should evoke the jrnagc oi WI dll<l1 ('1 il:: 

desired by the company. 

an advertisement (El) 

The circumstancps illf> ~~illliL1r ill 

where we sec lIlan in ( t II (. 

product), the copy being: "Fur Manner mil Ld)('Il~~dlt (FOI 

men who have style). The picture pro jectr; 1 h(~ i III cl< ! < , ul 

such a man. So while i t has been a t templcd t () r1 i vor ('f' L}j(' 

illustration from the written in thLs analy~;i!;, il i!~ olt('11 

impossible to do so wi th emotion- tarqct(~d ;lClvr' r t i :;1 '111('11 t :~, 

where the illustrat Lon provides the copy 1 Lhlu: t h(' t)rl:~ i:: 

for the desired interprelation. Ont' t lt i r'cl ni t II" 

emotion-targeted <1dvertiselflellls lc1,/ O!l i l 1 Il:.' r oJ t i 0/1:; d Il Il 



slogans or comments as copy to convey their meaning to the 

public. In reason-oriented advertisements the illustration 

is usually one of the product, or depicts satisfied 

customers, rather then a certain image or feeling. In such 

advertisements, the illustration serves m01e as another 

medium of displaying the product or the product name, hence 

as a means of increasing the mnemonic value of the product. 

The mixed type advertisements predictably have both types 

of illustrations. Although the illustration can play a 

very important role in an advertising text, 

emotion-oriented texts, it is primarily 

especially in 

the textual 

characteristics, structure, and appellative language means 

and devices which are analysed. 



3.2 The following chart gives a breakdown of the t- lu'cl' 

advertising text variants for each of the magazines: 

TYPE: 

SOURCE: 

Das Beste: 

1 Aug. 1984 

2 Nov. 1984 

3 Feb. 1985 

4 Mar. 1985 

5 July 1985 

Spiegel: 

6 Aug. 1984 

7 Feb. 1987 

Stern: 

8 May 1986 

9 June 1986 

10 Aug. 1986 

Bunte: 

11 Mar. 1987 

12 June 1987 

Total: 

Rational 

Il 

22 

13 

21 

21 

38 

22 

3] 

39 

17 

35 

40 

310 

P.1l 

Emotional 

12 

47 

22 

24 

15 

92 

53 

59 

50 

29 

53 

25 

481 

Mixec1 

9 

22 

16 

15 

8 

41 

20 

L) 

10 

() 

'rot al 

L~ 

B~ 

~) 1 

GO 

'14 

1 / 1 

1 1 ). 

lOt] 

101 

/4 

') B' J 



'l'he breakdown according to subject matter is as follows: 

1 2 3 4 5 6 7 8 9 10 11 12 Tot 

F'ood 3 7 4 5 5 2 0 7 6 3 12 10 64 

'l'ob 0 0 0 0 0 9 6 8 11 6 3 2 45 

Jewel 0 2 1 0 0 7 0 0 1 1 0 0 12 

Cars 4 12 2 5 1 16 Il 10 18 5 3 5 92 

Moncy 2 Il 7 8 6 9 9 9 11 2 6 4 84 

/\lcohol l 10 5 10 2 21 8 4 3 3 Il 1 79 

Pcrf~on 0 2 1 2 2 3 4 8 3 1 4 8 38 

"'ravpl 0 l 8 3 1 15 10 6 7 0 3 2 56 

I!('éllth 6 9 8 13 14 5 4 7 5 3 30 23 127 

Service 5 6 6 4 4 4 9 9 6 8 8 0 69 

/\pp/F'lIr 3 7 2 1 1 36 13 18 16 9 5 7 118 

Mjsc B 18 7 9 8 44 21 26 17 15 16 12 201 

'J'u ta1 : 32 85 51 60 44 171 95 112 104 56 101 74 985 

'l'he following is a list of the more frequently 
PllCOlll1Lercd items in each of the groups: 

I·'oue]: cll ~~o candy, nona lcoholic beverages 
'l'obacco: (l1so cigau..: cine] cigarettes 
dc'w('lI'Y: Illor;tly watchesi earrings 
Carn: calS, oil, gas, research,accessories 
1\1oncy: lhtnk!~, credi l cards, savings, investment, insurance 
P01'SOlld 1 i t-ems: deodorant, sharnpoo, lotions, perfume 
']' l' d V l '1: 11 () l c l ~;, é1 g e n c j es, air 1 in e s 
\1(',11 t 11 : n'lllcdies, vi tamj ns, ti ps, spas 
~;l' l'V i l't'!~: l'dllca t ioné"ll, social, leasing 1 post office 
/\ppl iélIlCl'!;/Ful'niture: tv' s, cameras, kitchen ensembles 
1\1 i !;cl'11 dl1l'OU!~: cl othes, books, magazines, records, film 



3.3 The results of the analysis of ten advertisemenls 

randomly selected from each of the three categories will 

now be presented. First the various elements within the 

text are examined and it will be demonstrated how they 

contribute to the coherence and cohesion and llence Lo the 

overall textuality of the advertisement. Coherence and 

cohesion are established primarily through both implicit 

and explicit recurrence, which occurs on each of the lcvcls 

in a variety of forms. The basic units of the ]C've1n ~re 

again, the phoneme, the morpheme, lexem, syntagm, sentencc, 

paragraph and the text as a whole. 'l'he recurrC'nc(~ Ciln 

occur semantically or grarnrnatically. Coherence is crcatcJ 

through sernantic recurrence (isotopy) , whi ch i ncl \I(1('!; 

reference, substitution, and lexical 

Cohesion, on the other hand, is created granllll.ll iCrll1 y 

through substitution, ellipsis, and conj uncU ons, il!: w(·l 1 

as through parallelism and consistency of t0n~~e. 'rh(~ 

second part of the analysis deals with the unique ~;\ l'IIc1 \\ t't' 

of·an advertising text. The different compolH~nLn of dll 

advertising text, which are text t_ype t yp i ca 1 clll(] Ill) i ql!(' 

are identified first and theli thelr fUllcti on i Il t h(' 1 (·zl 1• ,. .. 
described. Finally the appellative Ilflture of Il)(· 1 dllqlldqc' 

is analysed. This involves the ex.aminatioll of vlOn1 choic(' 

and the use of rhetoric. rfhe analyr;i~~ coule] h(· diiHJlrlllll[)C'c] 

as follows: 



4,'" 
A: TEXTUALITY B: STRUCTURE C: APPELLATIVE 

ill~ i.-
....,.' 

LANGUAGE 

phoneme product name/id word choice 

morpheme headline rhetoric 

lexem slogan 

syntagm body 

sentence comment 

paragraph (info section) 

text (illustration) 

The section concludes with a summary of the analysis 

results. The interpretation of the data is presented in 

the Conclusion. 

P'7 
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A. TEXTUALITY 

4.0 As stated in the first section, the elements of 

textuality include completeness, coherence, and cohesion. 

The advertising text certainly reflects the first of these 

three conditions due to its single-minded goal: sell the 

product or service. This has resulted in a fixed style and 

cont.ent which culminates in the Klartext: "buy! " . The 

studied advertisements show a common pattern in this 

respect which will be studied at the textual level in the 

forthcoming analysis. Recurrence plays a major role in 

establishing both coherence and cohesion. Coherence is 

established at ail levels, but particularly through 

semantic repetition at the lexical level in the form of 

duplication, isotopy, or lexical relationships. It is also 

established through thematic repetition and development, 

which will be examined using Functional Sentence 

Perspective (cf Chapter l, 5.0-5.3). Cohesion is created 

at the various levels through grammatical repetition in the 

form of substi tution, ellipsis, parallelism, and 

consist.ency of tense, as weIl as through conjunctive 

relations. AlI of these elements work together to create a 

meaningful text with a specifie function. 

Ph.onological Level 

4.1 The least complex recurrence occurs at the 
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phonological Ievel in the form of either aliiteration or 

rhyme. The former invoives repetition of individual sounds 

at the start of words, and is used in seven of the thirty 

texts, predominan tl Y .in the emotion-targeted 

advertisements. There are no incidences of ailiteration or 

rhyme in the reason-targeted advertisements. In the 

emotion-targeted advertisements, alliteration occurs twice 

in the product name as with (E2): "Range Rover" and (E4): 

"Cognac Courvoisier."; once in the slogan (E6): "The Great 

Tea from Great Britian"; once in the comment (El): "Tn 

fUhrenden Fachgesch~ften Europas.", and once in the body 

(E8): " ... geben Gas - und geniegen den Spag" , 'Ehe last 

example features not only alliteration of the [g] and [5] 

sounds, but aiso rhyme: Gas/Spai, whirh is used only in 

the emotion-targeted advertisements. A second example of 

rhyme is in an advertisement for Seiko watches (E3): 

"Lassale. Jede Uhr dieser Collection ein kleines, feines 

Meisterwerk. " There are two incidents of alli tera tj on in 

the mixed-type advertisements, however none of rhyme. ln 

M2 it is in the product name, "Ford Fiesta", and in MB, an 

advertisement for SEAT cars, in the body: 

(1) Kein Geringerer als Karmann zeichnet 
Karrosserie-Konstruktion. ( ... ) Eine 
Sensation in der Kompaktwagen-Klasse. 

ftir d.ie 
klelne 

The use of "Karrosserie-Konstruktion N seems especjal1y 

deliberate. 

These two devices serve not only to establ i ~;h 

textuali ty, but also to increase the memorabi 1 il Y of thc! 

words invol ved, especially as wl th producL names suell ,H; 

"Range Rover" or with slogans such as "'l'he Greal 'J'Cd frolll 
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Great Britian", which again is a primary goal of the 

advertisements. 

Morpholoqical Level 

4.2 The recurrence at this level can be seen in the 

suffixes, which are primarily bound morphemes.<l> There are 

no patterns to be observed with verbs - the only reccuring 

suffixes are attached to nouns, adjectives or adverbs. At 

this level the recurrence is predominant in the 

reason-targeted advertisements, where at least one series 

is present in half of the advertisements, as in this 

excerpt from the advertisement for BMW 524 td (R6): 

(2) Es ist einfach, sich ein abschliegendes Urteil 
über den Entwicklungsstand neuer Diesel zu 
verschaffen: Fahren Sie nach ihnen den BMW 524td 
zur Probe. 

ZuverUissigkeit und WertbesUindigkei t des BMW 524td 
sichern Ihnen auch noch nach Jahren die Freude am 
Fahren. 
Der 524td entspricht den hohen Anforderungen 
Uberzeugter Diesel-Fahrer an Zuverl~ssigkeit und 
Gesamt-Okonomie perfekt. Dazu stellte z.B. "Die 
Zeit" (1.6.84) fest: "Wir erprobten einen td, der 
bereits 120.000 km auf dem Buckel hatte und nichts 
von seiner Elastizitat und Leistungsfahigkeit 
verioren hatte." 

The llIorpheme "-end", indicative of the present participle, 

appears seven times in the text attached to both adverbs 

and adjectives. The suffixes "-heit" and H-keitH are 

appel1ded to eleven verbs in the text such as in 

"UITI\veItfreundlichkeit", HZulademëglichkeit" 1 HLeistungs-

Uihigkeit H, and HWertbestanëiigkeit". The suffix "-keit" is 



... " 

preceeded by the bound morpheme "-lich" in two cases and by 

"-ig" in five Cases. The morpheme "-lich" is also used in 

R2, R3 and R7, and "-heit/keit" are found in R5 as weIl. 

Aside from comparative or superlative pairs in sorne of 

the emotion-targeted advertisements, there is only one 

other example of morphological recurrence. It is in an 

advertisement for the Mazda 323 LX (E8) and involves the 

repeti tion of two free morphemes, " frei" and " Zei t " : 

(3) Ein gutes Stück Freizeit 

Auch das Auto sollte ein Sttick Freizeit sein! 
Da.B der Mazda 323 einen besonders hohen 
Freizeitwert hat, ist leicht festzustellen. 
AIs Fahrer haben Sie sogar noch ein biEchefl mehr 
Freizeitvergnügen aIs die anderen ( ... ) 
Und bitte: Uberzeugen Sie sich, wieviel Gepàck Sie 
in diesem wendigen Auto mitnehmen k6nncn. 
Schlie.Blich ist auch jeder Koffer, jede Liege, 
jeder Picknickkorb ein NStlick Freizeit. N 

The repetition of the words "Freizeit", "Freizeitwert" and 

"FreizeitvergnUgen" not on1y creates coherence because of 

the recurrence of the morphemes "frei" and "Zeit", bul also 

cohesion due to the paradigmatic relationship which exists 

between the words containing these morphemes. 'l'his in a] sa 

an examp1e of lexical recurrence and will bc exami ncd j 11 

the ana1ysis of that 1eve1. The mixed-type advertisemenl 

for Bergasol CM3) has the most examp1es of morphoJogicéll 

recurrence: 

(4) Der Bergaso1-Br~unungsfaktor regt durch 
natürliche Wirkstoffe se1bst empfindliche "auL 
schonend zur Br~unung an. Je hbher dabei der 
Br~unungsfaktor ist, desto starker wird die 
Br~unung aktiviert . 

As can be seen in this excerpt, the suffix N-lich N 
i~ 

the most repeated among the adjectives. 
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"-er", indicative of the comparative, is used four times in 

the advertisement. Two other advertisements feature 

recurring morphemes. In MS, an advertisement for V.A.G. 

Leasing, the rnorpheme "-ig" is repeatedly attached to 

adjectives as is the morpheme "ung" to nouns in the Konica 

film advertisement, MIO. 

One further aspect of morphological recurrence which 

contributes to text coherence and cohesion involves 

compounds which are non-lexicalised and comprised of free 

rnorphemes. Briefly, the repetition of such morphemes in 

other lexems crea tes coherence through the semantic 

relationship which exists between like rnorphemes, and 

cohesion through the paradigmatic relationship which is 

established. 8uch compounds are described as ad hoc and 

will be examined at the lexical level (cf Chapter III, 

4.3.4) . 

Lexical Level 

4.3 At the lexical level coherence is established through 

both explicit and implicit recurrence. The explicit 

recurrence is manifested through simple repetition or 

duplication of the product name and, through use of 

pronouns. Each of the studied texts contains this type of 

recurrence. The implicit recurrence is manifested through 

isotopy, which involves the repetition of features which 

are semantically or contextually related. It too is found 

in every text which contains a written body. 
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4.3.1 Again, explicit recurrence (exact duplication or 

pronominalisation) is used extensively in the reùson 

targeted advertisements, as in the one for 'fexas 

Instruments (R9): 

(5) Der wissenschaftliche Rechner TI66 von Texas 
Instruments. Er hat mehr drauf aIs andere in 
seiner Klasse. Der wissenschaftliche, 
programmierbare TI66 von Texas Instruments isl kùUI11 
mit anderen Rechnern seiner Preisklasse zu 
vergleichen. 

In this excerpt the product is mentioned at the start of 

each sentence to increase emphasis: "Der wissenscha fU i che' 

Rechner TI66" , "Er tl 

, "Der wissenscha f LU cbe, 

programmierbare TI66" . Throughout the en Li 1'0 

advertisement 1 the product name appears in each ot the 

sentences, either duplicated or pronominalised. 

Exact duplication is favoured over pronominalisaLion 

in the emotion-targeted advertisements, as can be soen in 

this next example (E4): 

(6) COURVOISIER 

Cognac Courvoisier. Le Cognac de Napoleon. 

Courvoisier. Der einzige Cognac mit d('r 
Auszeichnung "Diplome du Prestige de la France." 

This advertisernent not only highlights lhe prorJuct nilJllC' j Il 

the written section, but also in the illuslrat ion, wldclt 

takes up rnost of the page. A bott le of th(~ cognac i [; 

depicted, displaying quite clearly lhe product nam(' il!} wcll 

as the slogan "Le Cognac de Napoleon", which ilpp0an~ on 1 hr 

label. As a matter of fact, almost a11 of t he! won]:; IJ!~(!r1 

in this advertisement are deri ved [rom the prorlu(; t /lame: 

"Cognac" is repeated five times, "Courvoisier" :;j;.: t illl('!;, 
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and MCognac Courvoisier ff itself, twice. Considering that 

the advertisement technically has no written body, the 

incidence of repetition is very high. 

In the mixed-type advertisements exact duplication and 

pronominalisation are used about equally, as demonstrated 

in the next example (M6): 

(7) D~r neue Sennheiser HD 414 SL. 

Rock at its best. Knallhart und prazise gespielt. 
Kompromillos und authentisch. So ist seine Musik. 
Und so gibt sie der neue Sennheiser HD 414 SL 
wieder. Klar, brillant und verfarbungsfrei. Jede 
Nuance seiner Musik erhaltend, Denn beim neuen 
Sennheiser HD 414 SL wurde durch intelligente 
Technik ein Optimum an Klangfülle erreicht. Und 
das horen Sie. Erfahrung und technische Neuerungen 
von Europas groltem Kopfhorer-Hersteller stecken in 
ihm. 
Probieren Sie ihn an. Hbren Sie ihn sich an. 
Ausschlie~lich im guten Fachhandel und in den 
Fachabteilungen der Warenhauser. Dort finden Sie 
auch die anderen ·Perfekten M von Sennheiser. 

The product, Sennheiser HD414 SL, is identified at the 

sLart of the advertisement and then is repeated twice in 

jts entirety before being replaced by the pronoun er 

(ihm) in the last sentence of the first paragraph and in 

the first two sentences of the second paragraph, (ihn), 

Tl1€ pronominalisation in the advertisement is not lirnited 

ta the actual product name either. MMusik" is replaced by 

Llle direct object pronoun Msie" and the phrase nein Optimum 

an Klangf~lle· is replaced by Mdas·, 

In aIl the text type variants pronouns are used to 

address the potential consumer. The buyer is usually 

j'eferred te directly using the polite ferrn of address, 

"Sie", as in this advertisement for V.A.G. repair service 

(M4): 
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.... (8) Was passiert, wenn Sie mitten in der Nacht mit 
Ihrem Wagen liegenbleiben? Nichts. Es sei denn, 
Sie fahren einen Volkswagen oder Audi. Dann rufen 
Sie bei uns an, und Hilfe ist auf dem Weg. 

The advantage of direct reference is that the 

advertisement can seem more personal as it can lalk 

directly to the con~umer and tne imperative form can be 

used to urge the consumer to action. Direct reference in 

used in the majority of the advertisements. 

One exception to this personal direct reference ts found 

in the advertisement for American Express (MS), whcre the 

reference is impersonal and indirect: 

(9) Bevor jemand mit seinem guten Namen bezahll, 
hat er sich diesen Namen gemacht - und die Vortcile 
der American Express Karte verdient ( ... ) Kcin 
Wunder, daR diese Karte nicht nur hierzulan~e 
ebenso erfolgreich ist wie die Menschen, dje Hjr 
besitzen. 

Instead of talking directly to the consumer, ... ,ho dOl'!; 

not have an American Express card and thcrefore Cill1llOl 

identify directly with the depicted perSOll, t 1)(' 

advertisement sets up this person as a l'a] e rnodel. 'l'he IIIcln 

has the card because he has earned and desel vc:'n (v(~n1 i en l) 

i t. The advertisement suggests lha t anyone who abLil i lin Lhr 

card fa Ils into this category. 

4.3.2 As seen in the above exarnples, pronond nal i Bill ion j~; 

widely used in the advertisments. As an expljciL IOfrn 01 

recurrence, both a'1aphoric and cataphori c p rOll ou n!~ 

contribute greatly to text coherence. I\naphori c proforlli!~ 

force the recipien t ta refer back to thE;: iln lCGe(h~n t, ... ,ld le· 

cataphoric proforms crea te an element of tens i on wh i ch il; 
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resolved when the referent is revealed. The proforms 

create bridges in the text. As well, proforms clearly 

demonstrate one of the reasons why language must be studied 

at a textual level: without the context, it is usually not 

possible to determine a proform's referent and intended 

meaning. 

Proforms can replace not only individual lexems, as is 

the the case with pronouns, but also more complex units 

such as syntagms, sentences or paragraphs, as in the 

Polaroid advertisement (E9): 

(10) Es gibt Dinge im Leben, die sagt man am besten 
sofort. ( ... ) Wenn man einer Reklamation 
zweifelsfrei Nachdruck verleihen mochte. Wenn man 
ein hübsches Kleid entdeckt und si ch nicht allein 
entscheiden kann. ( ... ) Oder ... Was irnrner Sie auch 
sagen wollen - wenn Sie Polaroid sprechen, wird Sie 
jeder sofort verstehen. 

In this example, the pronoun "die" replaces the noun 

"Dinge", and the proform "Was immer" replaces the items 

described in the preceeding paragraphs. 

Proforms are very much in evidence in the studied 

texts, especially in the reason-targeted variants. In 

these advertisements the proforms are primarily anaphoric, 

whj ch êlS mentioned contributes greatly to text cohesion as 

the reader i8 forced to recover the referent from context 

or from that which has already been stated or established. 

'fhe proforms replace nouns the majori ty of the time, but 

alsa larger units such as phrases, sentences, or recurring 

ideas, and on two occasions, adverbs or adverbial phrases. 

'1'he Texas Instruments calculator advertisement (R9) 

dcmonstrates this use of anaphoric pronouns with particular 
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"',, emphasis on the product: 

(11) Der wissen~chaftliche Rechner TI66 
Instruments. Er hat mehr drauf aIs 
seiner Klasse. 

von 'rexa8 
andere jn 

Der wissenschaftliche, programmierbare '1'166 von 
Texas Instruments ist kaum mit anderen Hechern 
seiner Preisklasse zu vergleichen. Denn er bielpL 
Leistungen an, fUr die Sie sonst wesentlich mchr 
bezahlen mUssen. 

Auf ihn kOnnen Sie z~hlen, wenn Sie schwLcrigsl~ 
Aufgaben zu rechnen haben - ob in Schule, UnI oder 
Beruf. Denn er besizt aIle notwendigen FunkU onen, 
die Sie fUr die komplizieresten Aufgaben brauchen 
etc. 

In this example, the pronoun "er" (ihn) appears four LimC'!;, 

and always near the start of the sentence. 'Phere if;!lO 

mention of the product name in these sentence!) hc/wc t Il!' 

reader is forced ta recover the context from the pr(~vi O\l!~ 

sentence, which contributes to text coherence aile] colt(~~~ i 011 

due to the paradigmatic relationship which exists bc'LvJ('PIl 

such forms. The other pronouns link clauses Coqet !lC'r 

within sentences, as in: "Denn er bietet Lelsltl/lqcn tlll, IllI 

die Sie sonst wesentlich mehr bezahlen mussen." 

relative pronoun "die" refers back ta "Lei.slunq~n", Il!~ t hl' 

"die" in the third paragraph refers back to "Fun k t- i OIl(~ll ... 

In an advertisement for Flachglas AG (H 1 ), '1/(' 1 i ncJ 

cataphoric proforms: 

(12) Uberlegen Sie sich daher gllt, welchef~ Slc~ i 1\ 

Ihr Haus lassen. Denn Glaser sind Id ch L ,,11 (~ 
gleich, und Al tballten sind oft nur ungel1u(J!l('Il(l 
gegen Kalte, Hitze, Larm und Einbruch genich(·rt. 
Doch fUr diese Probleme gibt es ei ne Losun~l. Iii p 

Flachglas AG. Wir liefern lhnen Glascr, die> 
drau.R.en hal ten, was stërt, aber rei n lél;';'CTl , vld!: 

schOn ist. Viel Tageslicht, 7.um Beispje1. 1><1:: 
alles wollen wlr Ihnen auf den nclchs t en s(~ i l.r'rl 
einmal naher, ausführlicher zeigen. 
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In this example, the ·Das alles· of the last sentence 

is both anaphoric and cataphoric. It refers back to the 

already mentioned qualities of the glass and hence binds 

together the paragraph in which it appears, while 

simultaneously introducing and bridging over to the 

following paragraphs or pages. Although cataphoric 

proforms are not used as often, this is not because they 

contribute any less ta cohesion. Indeed, cataphoric 

pronouns have the same value as their anaphoric 

counterparts, and in different text types are a very 

effective means in creating tension or suspense as their 

referent is unknown for a time. Ideally, the reader is 

compelled to continue in order to identify the referent. 

The emotional-targeted advertisements by contra st 

contain very few proforms and of these, aIl but one are 

pronouns. The majority are again anaphoric. In the 

following advertisement for Konica Film (ElO), an anaphoric 

proform coheres the text as it refers back ta the entire 

advertisement: 

(13) Stellen Sie sich einmal vor, Ihre Kinder 
wurden Sie eines Tages fragen, warum es so wenig 
Fotos von ihnen gibt. Und sie mü~ten ihnen 
erkl~ren, da~ Sie vom Konica Film nichts wu~ten. 
Und da& Sie auch nie etwas von seiner 
Belichtungstoleranz geh6rt haben. Un da~ Sie nicht 
dje geringste Ahnung hatten, da~ es den Konica Film 
im guten Fotofachgesch~ften gibt. Nur gut, da& 
Ihnen das nicht passieren kann. 

The l~st sentence of the body binds the whole advertisement 

together as the rldas· refers to the previously described 

consequences of not using the product. It also provides 

furlher incentive to buy Konica film. 

98 



..... 

....... 

The mixed type variant advertisements make more use of 

proforms than the emotional-targeted advertisements, but 

only half as often as in the rational-targeted ones. These 

advertisements do, however, almost match the rational 

advertisements in terms of distribution of pronouns, 

pro-adverbs and pro-sentences. In the following 

advertisement for Sennheiser earphones, we see both 

anaphoric pronouns and pro-adverbs (M6): 

(14) Der neue Sennheiser HD 414 SL. 

probieren Sie ihn an. Horen Sie ihn sich an. 
Ausschlie~lich im guten Fachhandel und in den 
Fachabteilungen der Warenh~user. Dort finden Sie 
auch die anderen "Perfekten" von Sennheiser. 

In this advertisement, the product is replaced with the 

relative pronoun er" in the accusative. 'l'he pro-adverb 

"dort" refers back to the "Fachhandel" onc1 

nFachabteilungen". Both proforms serve to link the 

sentences and hence establish coherence. 

4.3.3 Isotopy was first identifiec1 by Greimas i/l his 

Semantique structurale of 1966. As later characterlzed by 

Kallmeyer, it is the repetition of semantic characteristics 

or features in a text (Thiel & Thome 1987:51). Such 

features are context relatec1, as "only by virtue of its 

co-occurence with other lexems in a particular context cloes 

a given lexem acquire an unambiguouG interpretation" 

(Mealing 1988:68). If there is more Lhan one isolopy 

present in a text, then one will normally be dominant 

(Thiel & Thome 1987:57). This dominance is determLnec1 by 

the recurrence of the feature withJn the text (McnlJng 
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1988:69) . The other isotopy ean be deseribed as a 

Nebenisotopie ("subordinate") (Thiel & Thome 1987:57). The 

presence of multiple isotopies in the same text ereates an 

isotopie hierarchy (Mealing 1988:69). It contributes not 

only to text coherence due to the semantie repetition, but 

also to text cohesion as a paradigmatie relationship exists 

between the units (Thiel & Thome 1987:58). 

The most predominant isotopy is derived from the 

product name, and has proved to have a high rate or 

recurrence in the different parts of the advertisement. 

This contributes greatly not only to the memorability of 

the product, but also to the overall coherence and cohesion 

of the text. 

In the advertisements, eaeh of the 27 which has a 

written body contains at least one isotopy related to the 

product. 

Each of the RT advertisements contains at least two 

isotopies. As stated, one of these always deals with the 

product or service in question, as in R9 (Texas 

Instruments) : 

In 

(15) Der wissenschaftliche Rechner TI66 von Texas 
Instruments. Er hat mehr drauf a1s andere in 
seiner Klasse. Der wissensehaftliche, 
programmierbare TI66 von Texas Instruments ist kaum 
mit anderen Rechnern seiner Preisklasse zu 
verg1eichen. Denn er bietet Leistungen an, fUr die 
Sie sonst wesentlich mehr bezahlen müssen. Auf ihn 
konnen Sie zahlen, wenn Sie schwierigste Aufgaben 
zu rechnen haben - ob in Schule, Uni oder Beruf. 
Denn er besitzt al1e notwendigen Funktionen, die 
Sie fùr die kompliziertesten Aufgaben brauchen. 
Der TI66 bewaltigt bis zu 512 Programmschritte etc. 

this example the isotopy eoncentrates on the 

characteristics of the product: ·wissenschaftlich", and 
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- "programmierbar", and on its advantages: "Leistungen" , and 

"Programmachritte." As these lexerns all deal with the same 

concept, product description, they are semantically related 

and cohere the text. They are also connected 

paradigmatically and hence function cohesively in the texte 

In an advertisement for Flachglas AG (RI), the 

dominant isotopy is not related directly to the product: 

(16) "Was ich nicht sehe, interessiert mich nicht'" 
denkt rnancher, der renoviert, greift zu irgendeinem 
Glas und erlebt ein paar nette Uberraschungen. lm 
Winter sind die Raume 'loU kalt, im Sommer zu heiR>. 
Der StraR>enlarm wird zur Plage, oder Einbrecher 
finden leichte Beute. Schuld ist oft dus falsche 
Glas. 

Here the connected lexemes are: Uberraschungen, Raurne ZlI 

kalt, zu heiF." StraF.,enlarm, Einbrecher, Beute. 'rhey 

represent the problems which may result if the product ts 

not used. 

In the ernotion-targeted advertisements isotopies 

relating to the product name are also present in each of 

the advertisements which have a written body. The sets are 

of course smaller due to the lesser amount of words ln Lhc 

texts. Also because of the smaller size, six out of seven 

of these texts contain only the one isotopy. Each started 

off in the headline with a reference to the product and 

four of them incorporate logos into the series. In the 

advertisernent for Seiko watches, (E3) the recurrence i5 

implicit: 

(17) Einer der erfreulichsten Aspekten der 
Verganglichkeit von Zeit. Lassale. Jede Uhr 
dieser Collection ein kleines, feines Meisterwerk. 
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The related lexernes are " erfreulichsten Aspekten" , 

"Verg~nglichkeit", "Zeit", "Lassale", "Uhr", "Collection", 

and "MeIsterwerk". The implied association is the value of 

the product for and in the passing of time. 

In the advertisernent for polaroid (E9), the product is 

described as a language, so that the isotopy consisted of 

references to polaroid, photographs, and the speaking and 

understanding of language: 

(18) SPRECHEN SIE POLAROID. Es gibt Dinge im 
Leben, die sagt man am besten sofort. Mit einem 
Polaroid Sofortbild. Denn das sagt rnehr als 1000 
Worter. ( ... ) Was immer Sie auch sagen wollen­
Wenn Sie polaroid sprechen, wird Sie jeder sofort 
verstehen. 

The nouns usually refer to Polaroid, whereas the verbs 

usually refer to language. The recurring theme of language 

coheres the text whereas the paradigmatic relationship 

which exists amongst the repeated nouns and verbs 

contributes to text cohesion. 

The only emotion-targeted advertisement which has a 

subordinate isotopy is the one for Konica film (E10) and it 

consists of references to the consumer. Not including 

personal pronouns, only two of the advertisrnents use 

pronouns in their isotopies. 

The mixed type advertisements all have at least two 

isotopies, and four had three different ones. Regarding 

the product isotopy, it starts in the headline of six 

advertisements and includes a logo nine out of ten times. 

'rhe second isotopy refers either to the consumer, 

description of the product and its advantages or qualities 

associaled therewith. Although the consumer is referred to 
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at least once in each of these advertisements, there are 

multiple references only in four. ~he other isotopies 

usually originate in the headline and contain bath types of 

references, as weIl as pronouns. 

In the following advertisement for the savings bank, 

the isotopy has to do with the passage of time (Ml): 

(19) Wenn's um die Zukunft der Kinder geht ... 

Wer Kinder hat, kann die Zeit in Zentimetern 
messen. Jedes Jahr werden sie gro~er und ein 
bi~chen erwachsener. Diese Zeit sollten Sie 
nutzen, ein kleines Vermogen mitwachsen zu lassen, 
um z.B. eine gute Ausbildung abzusichern. Denn 
Einlagen auf lange Sicht bringen bei der Sparkasse 
ho he Zinsen. SA spüren Eltern heute nur eine 
geringe finanzille Belastung, die Kinder aber 
kënnen eines Tages über das eigene Startkapital 
verfügen. Reden Sie bald mit uns darüber . 

This isotopy consists not only of nouns (Zukunft, Zeit, 

Jahr), but also of verbs (messen, mitwachsen), adjectives 

(gro~er, erwachsener) and adverbs (heute, eines Tages). 

In this next example (M2), the isotopy derives [rom 

the product, the Ford Fiesta, and its parts. Such a 

relationship between parts and the whole is describcd as 

hyponomy: 

(20) Unser Ford Fiesta hat uns vom preis bis zur 
Ausstattung komplett überrascht. 
Uberraschend ist der Ford Fiesta schon von augcn: 
Er sieht nicht nur gut aus , sondenl ist auch 
erstaunlich windschnittig. Und innen: keine Spur 
von einem Kleinwagen, weder um Platz noch in der 
Ausstattung. Sogar ein 3fach variable Rückbank ist 
ab L-Modell serienm~lig. Uberraschen wjrd Sie 
auch, wie temperamentvoll der Ford Fiesta ist. 
Besonders wenn Sie dabei auf die Benzinuhr achten. 
Denn der Ford Fiesta verbraucht jetzt noch wenjger. 
Mit dem Ford Fiesta sparen Sie aber nicht nur an 
der Tankstelle. Fragen Sie mal nach seinem Preis. 
Sp~testens dann ist die Uberraschung komplett. 

The first references are to the car as a who]e (Pord 
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Fiesta, preis), but soon transfer to the parts 

(Ausstattung, Platz, Rückbank, Benzinuhr), and then back to 

the whole (Ford Fiesta, Preis). Coherence is created 

through the simple repetition of Iexems as weil as through 

the isotopy, which aiso creates cohesion. 

It is through isotopy that we can see the continuai 

reference or allusion to the product in the advertising 

text, which ernphasizes the product a certain and 

necessary goal of any advertising text. It is aiso a 

powerful means of establishing coherence as it not only 

binds together the words in the body, but aiso those in the 

other parts of the advertisement, such as the headline, 

slogan, comment and even the illustration, through the 

semantic and paradigmatic relationships which are 

established. 

4.3.4 Ad hoc compounds form their own ties within the text 

which are both semantic and paradigmatic, hence they 

contribute not on1y to text coherence but to text cohesion 

as weIl. They' are a special type of compound which 

requircs a textual environment in order to be effectively 

decoded. They are non-lexicalised and therefore have no 

fixed, cornmonly-known meaning. Their specifie denotation 

and connotation must be deduced from the context (Mealing 

1988:2). Outside of a particular text or in isolation they 

would either have no meaning or acquire a different one. 

Coherence is created as the reader is forced to refer to 

other parts of the text, and as dernonstrated by Levkovskaja 

in her book of 1968: Lexikologie der deutschen 
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Gegenwartssprache, there exists a paradigmatic relationship 

between such ad hoc compounds and their lexicalised 

counterparts which possess a common stem (Mealing 1988:10). 

This establishes cohesion. 

Ad hoc compounds are employed in all three text type 

variants, however, less 50 in the emotion-targeted 

advertisements. In each case though, the compound ls 

associated with the product in question. 

There is extensive use of these compounds in an 

advertisement for BMW 524td Turbo Diesel (R5): 

(21) Es ist einfach, sich ein abschlie~endes Urteil 
über den Entwicklungsstand neuer Diesel zu 
verschaffen: Fahren Sie nach ihnen den BMW ~24td 
zur Probe ( ... ) 
Die beispielhafte Okonomie des 524td laEt Sie seine 
Leistungsfahigkeit noch überzeugter genie~en. ( ... ) 
Bei einem Vergleicn werden Sie feststellen, da~ der 
BMW bei den Verbrauchswerten in seiner Klasse 
weiterhin den Magtab setzt. 

Zu der grogeren aktiven Sicherheit und dem 
C]ünstigen Verbrauch kommen alle Vorzi.tge der 13MW 
Reihen-6-zylinder-Laufkultur. 
Diesel-Fahrer, die bisher meinten, mit weniger 
Zylindern und damit weniger Laufkultur zufrieden 
sein zu müssen, konnen beim 524td dic 
entscheidenden Vorteile des BMW Reihen-6-
Zylinder-Konzepts gewinnen. 
Denn auch der BMW Turbo-Diesel profitiert von der 
BMW Erfahrung als grë~ter 6-zylinder-Hersteller 
Europas und bietet bei Laufkultur und 
Gerauschniveau ein neues Diesel-Erlebnis. 
Dazu tragt die Vibrationsarmut des BMW 6-Zylinders 
genauso bei wie die aufwendigen DammungsmaE,nahlllen 
im Karosseriebereich. 

As demonstrated in this excerpt, the correct 

ir..te:rpretation of the ad hoc compound is dependenl on lhe 

previous text. The term "BMW Reihen-6-Zylinder--Lau fkul Lur" 

is introduced approxima tel y halfway throuqh 

advertisement and forms a semantic and paradiqmaLlc 
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relation with the following terms: "BMW 

Reihen-6-Zylinder-Konzepts", "6-Zylinder-Hersteller(s)", 

and "BMW 6-Zylinder." A relationship is also created with 

aIl the other compounds containing any one of the parts of 

the mentioned compounds, especially "BMW" or "Diesel". The 

expressions "Diesel-Erlebnis", "Laufkultur" , and 

" Diesel-Komprornisse" are also used in the advertisernent and 

interconnect with other compounds cited in this example 

which are made up of at least one cornmon morpheme. 

Ad hoc compounds are also found in the 

emotion-targeted texts, although to a lesser extent. In 

this excerpt from an advertisement for the Mazda 323 (ES), 

the emphasis is on "Freizeit": 

(22) Ein gutes Stück Freizeit 

Auch das Auto sollte ein Stück Freizeit sein! 
Genauso sportlich, genauso leicht und unvbeschwert 
zu fahren und zu nutzen! 
Da~ der Mazda 323 einen besonders hohen 
Freizeitwert hat, ist leicht festzustellen. Zum 
Beispiel: Mehr Platz im Innenraum, aIs man es von 
einem Fahrzeug dieser Klasse erwartet; der 
Gepackraum ist durch geteilt umklappbare 
RUcksitzlehen fast zu verdoppeln. Da kann manches 
mit zum Strand oder auf die grUne Weise, was sonst 
zu Hause bleiben mü~te! 
AIs Fahrer haben Sie sogar noch ein bi~chen mehr 
Freizeitvergnügen aIs die anderen - sofern Sie ein 
Herz fur's Auto und für's Fahren haben: Sie drehen 
den ZundschlUssel und geben Gas - und genie~en den 
Spa.B( ... ) 
Schlie~lich ist auch jeder Koffer, jede Liege, 
jeder Picknickkorb ein "Stück Freizeit." 

First the term "Freizeit" is introduced. This is then 

broadened to include "Freizeitwert" and 

"Frelzeitvergnugen", The advertisement i8 made coherent 

and cohesive through the relationships which exsist between 

the ad hoc compounds, as weIl as through the repetition of 
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"stück Freizeit" which appears at the very start and at the 

very end of the advertisement. This aiso emphasizes the 

Freizeit concept. 

The ad hoc compounds are used the most in the mixed 

type advertisements, where approximately 55% of the noun 

compounds are non-lexicalised. Often they were technicai 

words or terms specifie to the product as in M3, and 

advertisement for Bergasol sun protection products: 

(23) Der Bergasol-Br~unungsfaktor regt durch 
natürliche Wirkstoffe selbst empfindliche lIaut 
schonend zur Braunung an. Je hëher dabei der 
Braunungsfaktor ist, desto st~rker wird die 
Braunung aktiviert (z.B. Faktor 4=4 x so schnell). 
Sie werden traumhaft braun. 
Der Bergasol-Lichtschutzfaktor sorgt 
l~ngeres Verweilen in der Sonne. Je 
diesen Faktor wahlen, desto besser ist 
geschützt. Sie br~unen schonend schnell. 

für ein 
haller S Le 

Ihre lIallL 

The term "Bergasol-Doppelfaktor H aione is introduced in the 

headline and is repeated three times. Related to this 

compound are the two mentioned factors, which each becomc 

the focus of one paragraph: HBergasol-BraunungsfaktorH and 

HBergasol-Lichtschutzfaktor H. 

Such ad hoc compollnds are employed in four other mixcd 

type advertisements. In each case they are product relaled 

and created cohesion and coherence within the text. 

Ad hoc compounds contribute to textua1ity on two 

levels. Due to the semantic relationship which j s 

established amongst compollnds which share a common 

morpheme, coherence is created. Cohesion Ls in Lurn 

created dlle to the paradigmatic relationshLp whjch i!, 

established between compounds which share a cornrnon 
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grammatical function in the text. As weIl, ad hoc 

compounds are favoured as they contribute t@ che uniqueness 

of the product because they increase memorability when 

employed as catchwords. They are more likely to he 

retained as they are different. 

Syntagm 

4.4 At the syntactic level we see how the use of recurring 

word groups contributes to text cohesion. The recurrence 

is manifested primarily as lists or as grammatical 

repetition within a sentence. In the Mazda advertisement 

(E8), there is repetition of the ADVERB (ADV) + ADJECTIVE 

(ADJ) and the ·zu· + INFINITIVE (INF) combinations: 

(24) Auch das Auto sollte ein Stück Feizeit sein! 
Genauso sportlich, genauso leicht und unbeschwert 
zu fahren und zu nutzen. 

This type of recurrence is present in aIl the text variants 

and its use is about equal. The most common combination is 

the infinitive construction, as shown above, or a NOUN + 

TNF pair. The advantage of infinitive constructions is 

that. they allow for more consise wri ting and a more 

readable abbreviated style. One of the best examples of 

this is found in an advertisement for the Management Diary 

(R7): 
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(25) Manageralltag hei~t: Arbeitsabl~ufe plnnen, 
Konferenzen vorbereiten, Termine absprechen und 
koordinieren, Ferngesprache führen, auf Reisen aIle 
wichtigen Information zur Hand haben, Ideen und 
Einf~lle in knappen Satzen notieren, Gesprdchs-
inhalte oder Vereinbarungen stichwortartig 
protokollieren. . 

In this example the first four combinations are simply NOlJN 

+ INF, thereafter nominal phrases are added but the basic 

construction is maintained. This results in a shortcr, 

more easily digested text due to the concise and paral1cl 

structure, which in itself creates cohesion. 

In the emotion-targeted text for the Mazda 323 (MB), 

there is extended use of the infinitive construction, ns 

can be observed in the following excerpt: 

(26) Auch das Auto sollte ein Stück Freizejt sein' 
Genauso sportlich, genauso leicht und unbeschwcrt 
zu fahren und zu nutzen! 
Dai der Mazda 323 einen besonders hohen 
Freizeitwert hat, ist leicht festzustellen. Zum 
Beispiel: Mehr Platz im Innenraum, aIs man es von 
einem Fahrzeug dieser Klasse erwartet; der 
Gepbckraum ist durch geteilt umklappbarc 
Rücksitzlehnen fast zu verdoppeln. 

In addition to the in fini ti ve constructions, thcl'e il'; III GO 

the repetition of "jeder" with different nouns ln the! final 

sentence: "Schlieilich ist auch jeder Kotfer, -jecle Li eq(-" 

jeder Picknickkorb ein ' Stück Freizei t .. ", which nol on 1 y 

creates cohesion, but also emphasizes the worc1s iL 

modifies. 

In E9, an advertisment for Polaroid film, the 

construction wenn + SUBJECT (SUB) + PREDTCl\TE (PlU:!» l, c' 
.> 

used four times, as seen in this example: 
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(27) Wenn man einer Reklamation zweifelsfrei 
Naehdruek verleihen moehte. Wenn man ein hUbsehes 
Kleid entdeckt und sieh nicht allein entscheiden 
kann. 

Again, this abbreviated style allows for easier reading, 

and the repetition emphasizes the rneaning of the phrases 

and creates cohesion through the parallelisrn of the 

grammatical constructions. 

Another popular cornbination is that of ADJ + NOUN as 

found in the reason-targeted advertisernent for Flachglas AG 

(RI): 

(28) Sie 
Hauserzeile 
Wert dieser 
zu kënnen, 
hinzusehen. 

besichtigen saeben eine renovierte 
der Jahrhundertwende. Urn den wahren 
schonen alten Hauser richtig schatzen 

rnUssen wir Sie bitten, etwas genauer 

In this first paragraph we see the combination three tirnes; 

throughout the text it is used a total of nine tirnes. This 

repetition emphasizes the adjectives as weIl as the nouns 

they rnodify, and creates cohesion. Further, the 

pnrallelisrn rnakes the text easier to read. 

THE SENTENCE 

4.5 At this level the recurrence rnanifests itself 

grarnrnatically as parallelisrn. There are other elernents, 

however, which aiso contributed ta both coherence and 

cohesion, specifically recurrence of a particular sentence 

type and ellipsis. 

4.5.1 parallelism builds cohesion as it establishes a 
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grammatical relationship between two or mor~ sentences. It 

is not that widely used, despite its ability to emphasize 

and to facilitate reading. In these two excerpts from 

emotion-targeted texts, the parallelism is used in most of 

the sentences of the text: 

(29) Polaroid film (E9): 

zweifelsfrei Nachdruck 
ein hübsches Kleid 
entscheiden kann. 

mbchten, was Bello 

Wenn man einer Reklamation 
verleihen mochte. Wenn man 
entdeckt und sich nicht allein 
Oder wenn Sie abends zeigen 
tagsüber gefressen hat etc. 

(30) Konica Film (ElO): 

Und Sie müiten ihnen erkl~ren, da& Sie vom Konica 
Film nichts wuiten. Und dai Sie auch nie etwas von 
seiner Belichtungstoleranz gehort aben. Und d~g 
Sie nicht die geringste Ahnung hatten, da& es den 
Konica Film im guten Fotofachgesch~ft gibt etc. 

The majority of the sentences in these two excerplD 

are not complete, rather they are dependent clauses (marked 

by "wenn" and "dai") which function cohesively in Lhe texL 

due ta their similar structure 1 grammatical depenc1ence 1 i1llc] 

abbreviated form. 

parallelism can also occur at the parr1q raph l Cv(~ 1 i1IH] 

this will be examined in the section dealing witl1 

paragraphs (4.6). 

4.5.2 In the body, 28% of aIl sentences are incompletc and 

aIl but one advertisement contains aL leasl one incoHlpl~Le 

sentence outside of the illustration and comment. 'J'her,e 

sentences contribute greatly lo ovelail coherence due to 

their structural and semantic rel at ionshi p vli lh the 01 her 
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sentences. The majority of the in00mplete sentences fall 

into one of two categories. They either complete the 

previous or lead off the following sentence, or are part of 

a list. In the first instance, were there a comma or no 

punctuation whatsoever between the sentences and sentence 

fragments, then the whole would farm a complete sentence. 

We see this twice in the Texas Instruments advertiseroent 

(R8): 

(31) Der wissentschaftliche, programmierbare T166 
von Texas Instruments ist kaum mit anderen Rechnern 
seiner preisklasse zu vergleichen. Denn er bietet 
Leistungen an, für die Sie sanst wesentlich mehr 
bezahlen müssen. 

Auf ihn kbnnen Sie zahlen, wenn Sie schwierigste 
Aufgaben zu rechnen haben - ob in Schule, Uni oder 
Beruf. Denn er besitzt aIle notwendigen 
Funktionen, die Sie fur die kompliziertesten 
Aufgaben brauchen. 

'l'his is the more common pattern of the two and as a matter 

of fact, the technique of starting off a sentence with 

"denn" is used at least once in eleven of the 

advertisements. The following example is representative of 

the other pattern, which resembles a list (E3 Seiko): 

(32) Einer der erfreulichsten Aspekte der 
Vergânglichkeit von zeit. Lassale. Jede Uhr 
dieser Collection ein kleines, feines Meisterwerk. 
Nur in ausgesuchten Fachgesch~ften. 

'J'here are no verbs in this advertisement, hence, no 

complete sentences. The qualities and identity of the 

product are given in abbreviated forro in these sentence 

frtlgmen ts. 

ln lhe next three examples we see how the sentences 

Ù.re in tact almost br ok en up, in order to conform to the 
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more easily digested, abbreviated form of the advertising 

text: 

es eine 
Ihnen 
aber 

(33) (RI): Doch für die se Probleme gibt 
Lësung. Die Flachglas AG. Wir liefern 
Glaser, die drau~en halten, was stërt, 
reinlassen, was schon ist. Viel Tageslicht, 
Beispiel. 

zum 

(34) (E5): Da ist der Zauber der Weltstadt Madrid 
mit ihren breiten Avenidas und Fontanen wie auf der 
Plaza Cibeles. 
Oder die sprëde Schënheit von Ronda im Inneren 
Andalusiens. Eine der altesten Stàdte Spaniens. 
Wei~e Hauser auf steilen grauen Felsen unter einer 
blendenden Sonne. Vielleicht auch eine stille 
Urlaubs-Impression eines Küstenstreifens von 
Calella de Palafrugell, der sa ganz anders ist aJs 
die Erinnerung, die man an die Costa Brava hat. 
Und var dem etc. 

(35) (M2): Uberraschen wird Sie auch, wie 
Besonders 

der Ford 
temperamentvoll der Ford Fiesta iSL. 
wenn Sie auf die Benzinuhr achten. Denn 
Fiesta verbraucht jetzt noch weniger. 

Such sentences contribute to overall coherence since they 

connect with each other either grammatically or 

semantically or both. As weil, in the first example the 

fact that the product name is a sentence in itself sets it 

apart and emphasizes i t. Due to the period, the n~adel' i f~ 

forced ta slow down at that point. Punctuatioll is i11~>o 

used ta indicate emphasis in the second and third examp]os. 

4.5.3 Ellipsis is described by Halliday and Hasan i1~1 

"substitution by zero" and creates cohesion and coherence 

because one must recover the missing structure as we]] ëlfl 

the meaning (Halliday & Hasan 1976:144). 

In the advertisement for Flachglas AG (Ri) Lhere arc 

examples of nominal ellipsis (the words in parenthcs ü; rl rc 

those which have been omitted): 
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(36) lm Winter sind die Raume zu kalt, 
(sind die Raume) zu hei~. 
Wie liefern Ihnen Glaser, die drau~en 
stort, aber (die) reinlassen, was sehon 

im Sommer 

halten, was 
ist. 

In an advertisement for beeel diet produets (RB), 

there are examples of verbal ellipsis, where the phrase 

"wurde ... entwiekelt" has been omitted: 

(37) Und jedes wurde speziell für Ihre Diat 
entwiekelt: Die beeel Diat-Pflanzenereme zum Baeken 
und Koehen. Das becel Diat-Pflanzenfett zum 
Braten. Das beeel Diat-Speiseol für Salat und 
Rohkost. Und die becel Diat-Margarine für Brot und 
Brotchen etc. 

In these two advertisements, ellipsis contributes to 

textuality, and due to the resulting brevity the texts are 

easier to read and have more impact. Despite these 

advantages, however, ellipsis is not widely used, but is 

most popular in the reason-targeted advertisements. 

paragraph Level 

4.6 The reeeurence at this levels involves first of aIl 

repeated use of the paragraph structure. Paragraphs 

themselves are highly indicative of text as in written 

texts they are used to demarcate different aspects of a 

greater theme and are recognized strueturally as smaller 

units of a greater whole. Also of intereot is the general 

progression of ideas in the text as represented by the 

paragraphe There is a definite pattern to be observed in 

the use of paragraphs in these texts. In multi-paragraph 

texts, for example, the first pdragraph mentions the 
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product in question either generally or specifically, as in 

R6: 

(38) Es ist einfaeh, sieh ein abschlieEendes Urteil 
über den Ent~'1icklungsstand neuer Diesel zu 
versehaffen: Fahren Sie naeh ihnen den BMW 524td 
zur Probe. 

The produet is first refered to simply as a "Diesel H and 

then as the "BMW 5 24 Turbo Diesel" . There is a similar 

progression in R5: 

(39) Dieser Tablette kënnen Sie vertrauen. 
Wenn Sie einmal eine Kopfschmerz-Tablette brauchen, 
dann sollten Sie sich bewuEt entscheiden: 
Thomapyrin bei Kopfschmerz. 

The reader is first exposed to "Tablette H

, then to 

"Kopfschmerz-Tablette" and finally to "Thomapryn" . 

The next paragraph generally identifies the product 

(if necessary), and highlights its principal attractions. 

The following paragraphs go on to extoll the virtues of the 

product. The last paragraph contains general information 

again and the Klartext: the inciternent to visit, test, or 

call. 

Such use is made of paragraphs in an advertisement [or 

Flaehglas AG (Rl). The foeus of the first paragraph i.s 

general: the house and its worth. The second sent.ence of 

this paragraph states: "Um den wahren Wert dieser schënen 

alten H~user richtig sch~tzen zu k6nnen, mUssen wir Si.e 

bitten, etwas genauer hinzusehen. " vlith i ntercst 

effectively piqued, the reader continues, and the rest of 

the advertisement is introduced. The second paragraph 

beeomes more specifie and talks about glass. The thjrd 
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paragraph identifies the exact product and finishes off 

with a reference te the preceeding paragraphes) and with a 

lead-in ta the rest of the eleven page ad: "Das alles 

wollen wir Ihnen auf den nachsten Seiten einmal naher, 

ausführlicher zeigen." This makes for an text which is 

certainly complete, not to mention very coherent. 

In M3, an advertisement for Bergasol Sonnenkosmetik, 

there is an incident of repetition of form: 

(40) Der Bergasol-Braunungsfaktor regt durch 
natürliche Wirkstaffe selbst empfindliche Haut 
schonend zur Braunung an. Je hëher dabei der 
Braunungsfaktor ist, desto starker wird die 
Braunung aktiviert (z.B. Fakter 4=4 x so schnell). 
Sie werden traumhaft braun. 

Der Bergasol-Lichtschutzfaktor sorgt 
langeres Verweilen in der Sonne. Je 
diesen Faktor wahlen, desto besser ist 
geschützt. Sie braunen schonend schnell. 

für ein 
hëher Sie 
ihre Haut 

The two middle paragraphs have the same construction. 

The first sentence of each lists the "Faktor" in question, 

the second employs the" je hëher/desto besser" promise and 

the third assures quick, successful results. 

There is no significant difference amongst the text 

type variants in regards to paragraph use per se. AlI that 

use them keep them short and follow the development 

outlined here. They do tend ta be longer in the RT 

advertisements, and naturally there are less of them in the 

ET advertisements, due ta lesser arnount of copy in general. 

Textual Level 
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4.7 At this level the role of conjunctions and tenses in 

the text is studied. The recurrence of one part of the 

advertisement, namely the slogan is discussed. As weIl, 

the thematic development within the texts is examined. 

4.7.1 Conjunctions have proved to be a valuable element in 

the text building process, for they serve not only to 

connect individual words, but also phrases, sentences, and 

paragraphs. The most popular conjunction in aIl type 

variants is "und" (and), which worked at aIl four of these 

levels to create cohesion, as does "oder" (or), although to 

a much lesser extent. In aIl of the text variants the 

conjunction's primary role is to bind phrases withjn a 

sentence as in the following examples (R1, E8, and M4): 

(41) "Was ich nicht 
nicht!," denkt mancher, 
irgendeinem Glas und 
Uberraschungen. 

sehe, interessiert mich 
der renoviert, greift zu 
erlebt ein paar nette 

(42) Genauso sportlich, genauso 
unbeschwert zu fahren und zu nutzen. 

leicht und 

(43) Den Transporter habe ich geleast und den 
gesparten Kaufpreis in die Filiale gesteckt. 

Co-ordinating conjunctions function cohesively ln the 

text as they bind syntagms and phrases toaether. 

In the RT advertisements their secondary functlon i8 

to connect words, whereas in the ET and MT ones it 18 ta 

connect sentences, as in the se two advertisements (M? and 

ES): 

(44) Die Diners Club-Karte ist mehr aIs eln 
modernes Zahlungmittel sie dokumentiert den 
anspruchsvollen Lebensstil ihres Besitzers. Und 
bringt ihm obendrein eine FUlle handfester 
Vorteile: die einzigartigen Club-Serviceleistungen 
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- für mehr Komfort und Sicherheit 
Lebensbereichen. Und ganz neu: 
Partnerkarten für ihre Angehorigen. 

in fast allen 
kostenlose 

(45) Vielleicht auch eine stille Urlaubs-rmpression 
eines Küstenstreifens von Calella de Palafrugell, 
der so ganz anders ist aIs die Erinnerung, die man 
an die Costa Brava hat. Und vor dem einzigartigen 
Panorama der schneebedeckten Sierra Nevada liegt 
Granada, das selbst die maurischen Konige zum 
Traumen brachte. Und deren Traume in der Alhambra 
zu Stein wurden. 

As can been seen in these two excerpts, the conjunction 

"und" connects the sentence and sentence fragments 

together, which contributes to text cohesion. If there 

were no periods, the two advertisements could be viewed as 

one long sentence each. 

Paragraphs are also joined in simila~ fashion, 

especially in the ET advertisements, RS in 

adertisement for Spain (E5): 

(46) ( ... )Da ist der Zauber der Weltstadt Madrid 
mit ihren breiten Avenidas und Fontanen wie auf der 
Plaza Cibeles. 

Oder die sprode Schonheit von Ronda im Inneren 
Andalusiens. 

this 

As can be observed in this and the previous excerpt, the 

co-ordinating conjunctions "und" and ·oder" are used not 

only to bind sentences but also paragraphs in the same 

fashion. This coheres the text as there is a recurring 

lheme, and contributes to text cohesion by connecting the 

sentences and by the parallelisrn which is created. 

4.7.2 Recurrence can also be found in the use of tenses. 

The most popular tense by far is the present. Of the 25 

texts which conta in verbs, it is used exclusively in 13 of 
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them, and primarily with the conditional or past in Il 

others. There is only one advertisement which contains no 

verbs in the present tense. Of the three text-type 

variants, the reason-targeted variants show a elear 

preference for the present, whereas it is used exclusively 

only once in the ernotion-targeted advertisements, and half 

the tirne in the mixed-type advertisements. 

4.7.3 The slogan merits special mention as it is the 

surnrnary of the impression of the product or service tha t 

the sender is hoping to implant in the reeipient's memory. 

The slogan is used in nineteen of the advertisements and is 

repeated or nearly repeated in seven of t.he advertisements, 

primarily in the emotion-targeted ones. The repetition 

occurs not only in the written part of the advertisments, 

but in two cases in the illustration of the product as weIl 

as in R5: uThomapyrin bei Kopfschmerz· appears not only in 

the illustration but also in the headline, body, and 

information section. In an advertisement for bonds (R3), 

the slogan is present in the headline as Hkurze Zeit, gule 

Zinsen U and became" die 'kurz und gut' Anlage". 'rhis is 

elassified as near repetiton. Il. an adverti sement for 

Polaroid cameras and film (E9) there is a nomlnalisation uf 

the verb. In the body it was ... wenn Sie Polaroid 

spreehen, wird Sie jeder sofort verstehen N. In the slogan 

it became Npolaroid. Die Sprache, die jeder soforl 

versteht U

• Recurrence of the slogan ereates coherence 

because meaning is repeated, and cohesion bccause farm is 

repeated. The funetion of the slogan within the tcxt per 
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se is discussed in the next section, Text structure 

(5.1.3) . 

4.7.4 As stated earlier, the plotting of thematic 

progression is used as a textual marker and ta test its 

application as a text type variant characteristic. 

Although it was found that FSP worked better in theory than 

in practice, it is possible ta draw sorne general 

conclusions regarding the studied texts. 

The main problem arises from the distinction between 

theme and rheme. As shawn in the first section, there are 

many different definitians of theme and rheme and many 

different methods of identifying them. It was first 

( attempted ta establish the thematic element of each 

f sentence using ward arder but it was quickly realized that 
t 
t 
~ 
l' this was not very reliable due ta the variable ward arder 
1 
{ in the German sentence. It is not practical ta relegate 

i- the thematic element ta that part af the sentence which 

i- procedes the finite verb because of the possible 

displacement of the verb from the second field in a German 

sentence due ta interrogati ves, adverbs, or dependent 
,l 
~ 

clauses, which oceurs frequently. Ideally the examined 

0-

sentences shauld aIl be assertions, complete, and in " 

standard arder, i.e., SUB+PRED+OBJ, which is often not the 

case in the texts. Having te rearrange a sentence ta 

conform ta the ffnormalY ward arder te apply this method is 

cumbersome and ineffieient. There is also a prablem in 

classifying the verb as a transistory element (albeit a 

part of the rheme) and then using it as a di vi ding point 
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between theme and rheme. For a start, many of the 

sentences in the advertising texts contain no verbs, as in 

E3, an advertisement for Seiko watches, or El, for Atelier 

Torino menswear (cf Chapter III, 4.3.3). A theory should 

be able to account for such occurences. There is Iess of a 

problem with the elliptic sentences as they often formed a 

greater whole when linked with the preceeding or following 

sentence, however one is still forced to reconstruct the 

missing elements. 

Firbas offers an alternative: communicative dynamism, 

although again there are problems. With CD one is foreed 

ta extremes: the words with the lowest and highest degrees 

of CD are the theme and rheme respectively. This is a more 

precise way of classifying the sentence elements, but one 

can end up with thematic elements in the rheme and vice 

versa, as shown in the following example (R2): 

(47) Gehen Sie mit ihrem 
Ihrem Erfolg. 
Eine spotane, herzliche 
deutlich, da~ der Erfolg 
aus Ihnen gemacht hat. 

Geld genauso um wje mlt 

Reaktion zeigt ganz 
keinen anderen Menschen 

The problem in this example is that if we assume LhaL 

"Sie" of the first sentence is the theme, then al] Lha t 

follows, including the verb which is not in the jdeal 

position, is the rheme. If we take the words procecdinq 

the verb in the second sentence ta be the theme (due to 

their position), then we have a theme with now information 

and a rheme with known information. If we del:ermine Uwt. 

"Erfolg" and "Ihnen" are thematic elements (due Lü thcjr 

levelof CD), then we are almost forced ta identjfy lhQ 

1 ., 1 



( 

{ 

( 

latter part of the sentence as the theme, relegating the 

rest of the sentence to the rheme. We then have a sentence 

with the rheme proceeding the theme, which contains new 

information. In any case, the ascension of CD will not be 

constant, let alone from lowest to highest, which is the 

theory. Even if the ascension were constant, there has to 

be sorne way of determining the boundary between the two, at 

what degree the theme ends or the rheme starts, so that the 

words in the sentence can be assigned to the proper area. 

As pointed out, the finite verb can not always assume this 

function. This could be accomplished perhaps by using the 

additional criteria of known and new information, but not, 

as far as can be determined, by using CD alone. Another 

problem with CD is that it is variable: depending upon how 

one understands the sentence, the emphasis and hence the 

degree of CD will change. This is less of a problent with 

spoken language where the speaker can indicate the desired 

emphasis by using pauses or pitch changes. 

In applying the theory, the premise is made that the 

theme will generally proceed the rheme and broadly classify 

the thematic progression of the 

Danes description. In this 

text variants according to 

fashion differences are 

apparent :letween the variants. Again, Danes identifies 

five different progressions (cf Chapter l, 5.3): 

1. linear progression 

2. recurring theme 

3. hypertheme 

4. theme divergence 

(theme becomes rheme) 

(same theme) 

(different aspects of same theme) 

(one theme, two aspects) 
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5. thernatic jump (underived theme introduced) 

In the reason-targeted advertisements for example, the 

most popular type is that of a recurring theme. It is 

predominant in five of the advertisements, as in R9: 

(48) Der wissenschaftliche Rechner TI 66 von Texas 
Instruments. Er hat mehr drauf aIs andere in 
seiner Klasse. 

Der wissenschaftliche, programmierbare TI 66 
von Texas Instruments ist kaum mit anderen Rechnern 
seiner Preisklasse zu vergleichen. Denn er bietet 
( ... ) Auf ihn konnen Sie zahlen ('0') Denn er 
besitzt etc. 

In this example, the theme is the first element of tl~ 

sentence and is always the product: Der TI66, er, ihn, cr 

etc. This consistent repetition of the theme (product) ~t 

the start of the sentence serves to emphasize the product, 

and the overall structure resembles a list. 

Linear progression is aIse used in the reasen-targetcd 

advertisements, although to a lesser extent, as in R6: 

(49) Den Fortschritt, den ein Diesel bei der 
aktiven Sicherheit bietet, miE.t man nicht in km/h, 
sondern in Sekunden. 
Der 524td beschleunigt von Q-100km/h in 12,9 s­
diesen Wert erreicht kein vergleichbares 
Diesel-Fahrzeug. 

In this excerpt, Diesel is part of the rheme in the firsl 

sentence, but becomes the theme in the second (Der 524td) 

There are also occurences of theme divergence in threc 

of the advertisements, as in R7: 

(50) ( ... )Das Management Diary wird in salchcn und 
vie1ep ahnlichen Situationen schnell ~um 
unentbehrlichen Arbeitsmittel. Der KalenderLcil 
ist klar und Ubersichtlich aufgebaut und bietet 
viel Raum fUr Eintragungen und Noti~en. Der 
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Informationsteil enthalt eine Fülle von Angaben 
etc. 

In the first sentence, the theme is H Das Management Diary· 

(Tl). The second sentence has MDer Kalenderteil M (Tla) as 

its theme as the third has -Der Informationsteil M (Tlb). 

It is more difficult to establish patterns in the 

emotion-targeted texts due to the lesser amount of copy, 

the many incomplete sentences and the lack of verbs. The 

recurring theme as illustrated above is predominant and 

there is one incident of theme divergence. The foilowing 

advertisement for Konica film (EIO) is an example of a 

recurring theme: 

(51) Stellen Sie sich einmal vor, Ihre Kinder 
würden Sie eines Tages fragen, warum es sa wenig 
Fotos von ihnen gibt. Und Sie mü~ten ihnen 
erklaren, da~ Sie vom Konica Film nichts wu~ten. 
Und da~ Sie auch nie etwas von seiner 
Belichtungstoleranz gehort haben. Und da~ Sie 
nicht die gerinste Ahnung hatten, da~ es den Konica 
Film im guten Fotofachgeschaft gibt. 

The consumer "Sie" is the theme of ail the above sentences. 

This continuaI reference to the recipient emphasizes 

his/her role in the eventuai disappointment if the product 

i5 not used. 

The pattern in the mixed-type advertisements is more 

complicated in that there are more incidents of theme 

divergence as shawn in the example (49). The most popular 

sequence is however again a recurring theme. The following 

is an example of theme divergence (M3): 

(52) Denn Bergasol hat den Dopelfaktor. 
Der Bergasol-Braunungsfaktor regt durch natürIiche 

Wirkstoffe selbst empfindliche Haut zur Braunung an. 
Je hëher dabei der Braunungsfaktor ist, desto starker 
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wird die Br~unung aktiviert. ( ... ) 
Der Bergasol-Lichtschutzfaktor sorgt fUr ein langeres 

Verweilen in der Sonne. Je hoher dabei Sie diesen 
Faktor w~hlen, desto besser ist ihre Haut gesch~tzt. 

In this text, the rherne of the first sentence given here is 

Hder Doppelfaktor H (Tl). In the following s\'~ntence, the 

theme is one aspect of this double factor, H Der 

Bergasol-Br~unungsfaktorH (Tla) , and in the following 

paragraph, the theme of the first sentence is the other 

aspect: HDer Bergasol-LichtschützfaktorH (Tlb). 'l'he 

thematic relationship between the first two sentences oI 

each of these paragraphs is a recurring theme as in the 

first paragraph: HBergasol-Br~unungsfaktor· (TJa) ta 

HBr~unungsfaktorH (Tla). 

One constant in aIl the variants is that the ploduct 

name functions as a hypertherne for the whole, and lA 

introduced in the headline in more than half of lhe 

advertisements. The rnost popular progression for il 11 the! 

type variants is that of a recurring theme. 

4.8 In general advertising texts are very coheren L iHld 

cohesive due to their rather intense, focused nature. 

Their sole purpose is to sell the product henco the' 

majority of the text is geared directly or indirectly ta 

promoting it. Everything relates back to the hyperthem0 -

the product in question. The high incidence 01 

repetition of the product name alone (an average of 9.6 

times per text) and that it can occur in every parl of Lhe 

advertisem8nt and in different forms bears this ouL. Also 

a major factor is the high rate of recurrence in th0 
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advertising text, both semantic and grammatical, from 

individual letters to ideas, all of which increase the 

coherence and cohesiveness of a text. 
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B. TEXT STRUCTURE 

5.0 An advertising text ia made up of several distinct 

components, wh i ch can be dE'scribed as follows: the p roduct 

or company identification, the title or headline, the 

slogan, the body, the comment, the information section, and 

the illustration. As will be seen, not every advertisement 

utilizes each of these components; rather they appear in 

different combinations unique to the text type variant. ~s 

previously stated, when an illustration is used i t j.s 

acknowledged, however it is otherwise disregarded in the 

analysis. The information section is also excluded as jt 

has no appellative function and simply lists information 

such as addresses or priees. The purpose of the analysjs 

is to identify the combination of components favoured by 

each text type variant and to describe the individual 

components and their function in the text. Each subsecl· ion 

concerning the individual components is followed by ù chart 

which diagrams the results of that particular analysi!~. 

5.1 As can be seen from the statistics given in the charL 

below, no advertisement need contain aIl of the rncntionc(1 

components, nor is any one component present in all of Lhe 

advertisements, although practically aIl of the 

advertisements have an illustration and a body. Concerning 

the components, there are differences amongst the Lhrec 

type variants except in the use of the slogan, wtd ch i!.:; 

about equal. Headlines are popular in the RT and MT 
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advertisements, but less sa in the ET ones. There is a 

written body in all the advertisements except for in three 

of the ET advertisements, however, in these the 

illustration assumes this function. Also, informative 

comments are more frequently employed in the RT 

ad',crtisements than in the ET ones, where appellative 

comments are predominant, which is also the case in the MT 

advertisements. Of the three types, on1y the RT 

advertisements use coupons. From these observations the 

fol1owing may be concluded: First, the most popular 

combination for the RT and MT type variants consists of a 

headline, body, and illustration, whereas for the ET type 

variants it is slogan, body and illustration. The head1ine 

plays a subordinate role in these advertisements. Second, 

although the RT and MT variants appear on the surface to be 

very similar, if the other components are taken into 

consideration then the two become distinct. For example, 

the RT advertisements often contain an information section, 

while this is less common in the MT ones. As weIl, the MT 

advertisements make extensive use of logos, which appear in 

only half of the RT advertisements. These points will be 

examined in more detail in the specifie sections which 

follow. 

The following chart gives the exact figures of the 

component analysis of the thirty example text type 

varjants: 

1'\0 
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ADVERTISEMENT COMPOSITION 

, 
~ headline illus body comment slog info coup logo 

app/inf 

RT 10 9 10 3 5 5 6 4 5 

ET 5 10 7 5 1 7 5 0 4 

MT 9 10 10 2 1 7 3 0 9 

AVE: 8 9.7 9 3.3 2.3 6.3 4.7 1.3 6 

illus=illustration app=appellative inf=informative 
slog=slogan info=information section coup=coupon 

Notes: Three of the appellative comments from both ET and 
MT advertisements appear in the information section 
(E2, ES and M9) 

PRODUCT NAME 

5.1.1 One component which is present in ail of the text 

variants is the product identification, which is indicated 

by the actual name, a logo, or an illustration. This is a 

crucial part of any advertisement, for if the product is 

not c1early identified, the advertisement loses its punch 

line and its focus, and fails in i ts purpose. lIovlever, 

despite the extreme importance of the presence of the 

product name, the name itself is less significant in this 

particular analysis as it is not subtype dependent; the 

product name would remain the same in no matter what type 

of advertisement it appeared. What is more important is 

its form and rate of occurrence. - There are great differences in terms of form. Por 
....... 

example, the product name appears as a pronoun 10% of Lhe 

time in the RT advertisements, but never in the RT ones. 
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The MT ones use pronouns as frequently as the RT 

advertisements, but make sUbstantially less use of product 

illustrations themselves to show the product name. This is 

compensated for, however, by extensive use of logos, which 

are used twice as often in this type variant as in the 

others, where they are used about equa11y.<2> As well, the 

RT and MT advertisements feature the product name in 

written form in the body more than twice as often as in the 

ET ones. This lack is compensated for, however, in the 

comment, and in certain cases in the illustration. In an 

advertisement for Courvoisier Cognac (E4), for example, the 

product name is repeated eight times although there is no 

written body, rather, merely a picture of a bottle of the 

cognac. 

The product name is mentioned more than twice as often 

in the body and in the head1ine of the RT advertisements 

than in the ET ones, although the norm for the headline 

itself is not very high for the RT ones. Both make almost 

equa1 use of the illustration ta display the product or 

product name, although it is mentioned marginally more 

often in the slogan and in the comment in the ET variants 

than in the RT ones. On the average the product name is 

repeated 50% more often in the RT advertisements. The 

incidence of repetition is even higher in the MT ones, 

where the average is e1even times per advertisement. The 

product sees the most slogan exposure in these 

advertisements, but the 1east comment exposure. As weIl, 

the MT values for the headline and illustration resemble 

those of the ET advertisement than those of their RT 
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counterparts. In a11 the advertisements the average 

occurrence of the product name is 9.6 times per 

advertisement. 

The fo110wing chart gives a breakdown of the findings: 

PRODUCT NAME 

1ength (words) prod composition 
1 2 3 num let acr prop for corn 

RT 4 4 2 4 2 

ET 2 7 1 4 1 

MT 1 8 1 2 2 

ave occurrence 
tot body hd1n s10 corn i11 

RT 10.7 5.8 1.1 0.5 1.3 1.7 

ET 7.2 2.4 0.5 0.7 1.7 1.6 

MT 11.0 5.9 0.5 1.1 1.1 1.5 

3 2 o 4 2 

1 o o 9 o 

1 1 o 6 3 

forrn % 
logo o.p. word pron 

(body) 

6.5 14.0 69.2 10.3 

5.6 19.4 75.0 0.0 

15.5 6.4 67.2 10.9 

proù=mentions product num=contains nurnbers 1et=letters 
acr=acronym prop=proper noun for=foreign corn=compound 
hd1n=head1ine slo-slogan com=comment i1l=illustration 
o.p.=on product pron=pronoun 

Notes: Any discrepancy in the totals for occurrence are 
due to the fact that a1though not noted, the appearance 
of the product name in the form of an unattached logo 
is counted. If the logo was in any defined section, 
say, slogan, then it is counted as part of the sarne. 

The product or product name appears in all 
illustrations with the exception of the fol1owing: Rl0, 
Ml, and M4. The product is disp1ayed in the illustration 
but the actual product name is not given in the 
fo11owing: R1, R10, El, E7, E9, M6, and M9. 

Regarding those advertisements in which a service 
is offered, each time a service or the company is mentioned, 
it is counted once, as the services offered are the producl. 
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HEADLINES 

5.1.2 Headlines play an important role as they are read 

five times more frequently than the body and have the 

potentia1 to make or break the advertisement (Ogilvy 

1983:71). Ogilvy also states that headlines should mention 

the product name, so that if nothing else is read, the 

product will have been identified. Headlines should also 

avaid complexity in their structure and vocabulary, lest 

the reader become discouraged and not read further 

(1983:71,74). In the studied advertisements it appears 

that the potential of the headline is appreciated, as it is 

used in 23 of the 30 example texts. The headline is 

distinguished visually in three ways: the print i8 darker, 

the type is always larger and sometimes different, and with 

one possible exception, it precedes the body. <3> In 

regards to the illustration, 12 out of 23 precede it; 7 

fo1low it, and the other 4 bracket it. 

Each RT advertisement uses a headline, and it tends to 

be longer in these variants than in the other two. As 

well, it may be composed of more than one sentence. AlI 

precede the body and nine out of ten mention the product 

name. Only in the RT advertisements is the language in the 

headlines out of the ordlnary. In sorne of the headlines 

language specifie to banking and ta automobiles is used, 

however, the terms are fairly common. Slightly more than 

half of the sentences used in the headlines are complete. 

The ET headlines are the shortest both in terms of 

word and sentence length, and the y are used in only five of 
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the advertisements. Two are complete sentences, and four 

out of five precede the body. Two consist only of the 

product name, while the other three mention it. Ali 

contain everyday language. 

In terms of length, the headlines of the MT 

advertisements are shorter and contain fewer sentences than 

those of the RT ones, but are considerably longer in all 

respects than those of the ET variants. The only 

remarkable aspect of the MT advertisements in terms of 

headlines is that only two out of nine mentioned the 

product name. MT advertisements do have, however, the 

highest occurrence of the product name. 

HEADLINES 

used length dcl body picture sen p.n. lang 
wo/sen b a b a bt corn inc 

RT 10 1-24/1-4 0 10 0 3 3 4 12 9 9 ycs 

ET 4 3-9/1 1 3 1 2 1 1 2 2 4 no 

MT 9 4-16/1-3 1 9 0 6 3 0 4 5 2 no 

wo=words sen=sentence dcl=dependent clause body b=before 
body body a=after body picture b/a/bt=before, after 1 both 
com=complete inc=incomplete p.n.==mentions product name 
lang=language 

Notes: a ·yes· under language indicates that other than 
normal language has been u3ed, in this case, technical 
terms pertaining to cars a~d banking. 

As headlines often act as an hypertherne or 
introductory sentence, they are then usually elaborated in 
the body, hence repeated in part 

Recurrence of headlines in body: E5 1 (rnodified) 
R2 1 (rnodificd) 
R7 7 (=prod. namn) 

---------------------------------------- - --- --
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SLOGAN 

5.1.3 There is little difference among the variants in 

terms of slogans, although they are employed the least in 

the RT advertisements, where they appear in only half of 

the advertisements. In total they are used in 19 of the 30 

texts. Almost half the slogans are repeated in other parts 

of the advertisement in the RT and ET variants, whereas 

they are used only once in the MT ones. They consist on 

the average of 5.7 words each and of one to two sentences, 

which are usually incomplete. They generally follow the 

body and tend to be grammatically and semantically 

uncomplicated; only three use dependent clauses, and only 

10 out of 32 sentences contain verbs. The majority mention 

the product name and more than half use foreign words. In 

the latter case, however, the majority of the foreign words 

are part of the product name. Imperatives are used only 

twice and the rest of the slogans are assertions. The logo 

is usual1y included in RT and MT variants, but is used 1ess 

in the ET ones. Direct address (Sie) is employed in only 

three of the slogans, and on1y in the RT and MT 

advertisements. No negation is used nor is the language 

remarkab1e in any way, except for the presence of foreign 

words. 
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RT 

ET 

MT 

RT 

ET 

MT 

used 

5 

7 

7 

p.n. 

4 

5 

7 

freq 
123 

302 

421 

700 

for 

3 

4 

5 

SLOGANS 

length 
wds 1s 2s 3s 

6.0 3 1 1 

5.0 3 4 0 

6.1 1 6 a 

sen pos/b dpcl 
co in b a 

1 7 0 5 1 

1 la 1 6 1 

3 la a 7 1 

imp ass logo Sie neg lang 

1 7 4 1 a no 

a 11 2 a a no 

1 12 6 2 a no 

verbl 
sen 

3/8 

2/11 

5/13 

freq=frequency of appearance wds=words 1s=one sentence 
2s=two sentences... sen=sentence i complete, incornplet:e 
pos/b=position relative to body; before, after dpcl= 
dependent clauses verb=verbs used over total arnount 
of sentences p.n.=rnentions product narne for=foreign 
w0~ds imp=irnperatives ass=assertions logo=logo used 
Sie=used or not neg=negation lang=any rernarkable 
language, such as technical words 

Notes: Frequency refers to appearance in aIl other parts 
of the advertisement, including the illustration and 
information section. 

In two of the RT advertisements, 2 of the slogans il rc 
repeated in full or in part in the headline, thus technlcally 
they come both before and after the COp~1 

Regarding position relative to copy, in one ET lrxL 
there is a slogan but no body, but as the slogan precedes 
the illustration, l catalogued it as preceding the body. 
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BODY 

5.1.4 The bodies of the RT advertisements are predictably 

longer than those of the ET ones - they are in fact on the 

average 2.6 times longer, with 3 times as many paragraphs. 

The MT advertisernents have about the same word average, but 

about 25% fewer paragraphs. In terrns of sentences the MT 

advertisements have the most with Il.6 per advertisement on 

average. The RT advertisements have eleven and the ET ones 

less than ha1f that: on1y 4.1 per text. These results are 

consistent with Ogilvy's (1983:80) description of an 

effective advertisement which is one with short sentences 

and paragraphs, making it easier to read. As we1l, the RT 

and MT advertisements ref1ect his be1ief that longer copy 

is more effective as it 1ends credibility (1983:80,82,97), 

which in turn supports rny contention that such 

advertisements, especia11y the RT ones, are more 

argumentative. 

BODY 

words ave sen ave para ave writ 

RT 56-483 124.2 3-28 11.0 1-21 5.0 10 

ET 0-155 47.8 0-12 4.1 0- 4 1.5 7 

MT 48-260 113.3 2-24 11.6 1-14 3.6 10 

ave=average sen=number of sentences para=number of 
paragraphs writ=written body 

Notes: regarding word count: contractions, hyphenated 
words, proper nouns, product names, auxi1iary verbs 
(haben, sein, werden), abbreviations, and figures with 
units (100 kph) are regarded as single words 
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SENTENCES 

5.1.4.1 In terms of sentence composition one can see a 

marked difference between the reason-targeted and the 

emotion-targeted advertisements. First of aIl, there are 

almost three times as many sentences in the RT 

advertisements as in the ET ones. As weIl, on the average 

the sentences of the RT advertisements are more than twice 

the length of those of the ET ones. A clear majority-

85.5% of the RT texts' sentences are complete, as 

compared to only 48.8% of the ET ones. Bath favour 

assertions over imperatives, and neither use any questions. 

One surprising result is the lack of imperatives in Lhe ET 

variants: they are present in only two of the texts and in 

each case, there is only one. In the RT advertisements, 

imperatives are used in seven of the advertisments a total 

of seventeen times. As weIl, the RT advertisements use 

three times as many dependent clauses and infinI Live 

constructions. 

The mixed type advertising texts' values fall in 

between the RT and ET ones, but refleet more the RT 

composition and trend those of the ET variants. The only 

discrepancies are in sentence number total, where the M'l' 

advertisements have slightly more, and in Lhe lise; 0 r 

questions. Four of the MT advertisements use them, once al 

the start, and three times at the very enù. 

rhetorical question, this is a very effective lAs!. 

sentence, é1.S it is a final appeal to lhe consumer af, 1 fi M'/: 

"Wann kommen Sie zum Club?" or in MS "Wie war' S 1II1L cd ner 
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Probefahrt?" 

ad tot length 

RT 11. 0 14.9 

ET 4.1 6.7 

MT 11.6 11.4 

aà=advertisement 
asser=assertion 
dependent clause 

NOUNS 

SENTENCES 
(body) 

corn incom asser ques imp dep inf 

89% 11% 90.0% 0.0% 10% 4.3 2.0 

49% 51% 96.0% 0.0% 4% 1.6 0.4 

78% 22% 87.5% 4.3% 8% 2.5 0.7 

tot=tota1 com=complete incom=incomp1ete 
ques=question imp=imperative dep= 
inf=infinitive construction 

5.1.4.2 The variants differ somewhat in their use of 

nouns. The RT advertisements, for exampIe, contain 50% 

more nouns than the ET ones.<4> The percentage of simple 

common nouns is similar for both but other noun types 

differed. Of the nouns used in the RT advertisements, 29% 

are compounds and slightIy more than half of these are 

lexicalized. On1y 19% of the nouns in the ET 

advertisements are compounds and 70% of these are 

lexicalized. Proper nouns are employed less often in the 

RT variants than in the ET ones. They constitute only 

12.6% of the RT nouns as opposed ta 21.6% of the ET nouns. 

The RT texts employ almost twice as rnany pronouns in 

general and pronominalize the product narne four times more 

often than in the ET advertisements. The latter do, 

however, use more personal pronouns and rnany more foreign 

words. Not counting the product name or foreign proper 

nouns, there is only one foreign noun in aIl of the RT 
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advertisements as compared to ten in the ET ones. 

The MT advertisements resemble the RT ones in regards 

to use of compounds and personal pronouns, both of which 

are used slightly more frequently in the MT variants. 

Regarding average number of nouns and use of proper nouns, 

the MT advertisements are similar to the ET ones. In terms 

of use of pronouns and pronominalisation of the product 

name the MT values lie in between those of the RT and ET 

variants. The MT advertisements do, however, use 22% fewer 

simple nouns and only 40% of the compounds are lexicalized. 

As well the MT advertisements contain by far the most 

foreign nouns: they number eighteen in the five 

advertisements in which they appear. 

NOUNS 
(body) 

tot sim compound prop pron/ ppn for 
lex nlex pnpn dic no 

RT 412 58.3% 15.0% 14.1% 12.6% 21/11 65 l 

ET 106 59.4% 11. 3% 7.5% 21. 6% 5/1 32 8 

MT 253 46.2% 13.1% 18.6% 22.1% 3/13 61 15 

sim=simple lex=lexicalized n1ex=not lexicalized 
prop=proper noun pron=pronoun pnpn=product name pronoun 
ppn=personal pronoun for=foreign 

Notes: Compound nouns include proper nouns 

Proper nouns: includes product name 

Pronouns/product name pronouns: the first figure 
does not inc1ude pronominalisations of the product name, 
the second figure gives only that. 

0 
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Foreign words: only those which have not been 
germaniclzed (c1ub- K1ub, Manoeuvre - Manover). Does 
not include any product narnes or foreign place narnes, which 
are counted un der proper nouns. Compound words are 
counted as foreign if any component foreign, as in 
"Fu11-Service-Vertrag" . 

COMPOUND NOUNS 

5.1.4.2.1 In this analysis of compounds, only nouns are 

considered as they are the most visible representative of 

ad hoc compounds, which are the type of interest here. 

Further, the classification is limited to only those 

compounds which have been formed from two or more free 

morphemes, the base being a noun, the other(s) a noun, 

verb, adjective or preposition. <1> This e1~~inates a11 

other types of compounds sueh as with bound morphemes 

( "hei t " or "kei t" ) . Any noun abbreviation, acronym, 

numerai + NOUN eombination is regarded as a NOUN+NOUN 

combination. 

The majority of the RT and MT variant compounds 

approximately 85% - are NOUN+NOUN combinations, whereas 

ooly 55% of the ET ones fall into this category. The 3 

text variants differ in their usage of the other 

combinations as weIl. The next most popular type in the RT 

advertisernents are VERB+NOUN combinations ("Spar+kasse") 

fol1owcd by PREP+NOUN ( "Vor+zug" ) and ADJ+NOUN 

("Kleinlwagen"). The reverse is true for the ET ones, 

where the AD,J+NOUN combination is favoured (30%), followed 

by PREP+NOUN and VERB+NOUN. In the MT texts the descending 
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order is as follows: ?REP+NOUN, ADJ+NOUN and VERB+NOUN. 

Approximately 50% of the compound words in the RT variants 

are lexicalized as compared to 70% of the ET ones and 40% 

of the MT ones.<5> The amount of two and three-part 

compounds is basically the same for all the texts, however 

the ET ads have no four-part compounds. The majority of 

compounds is composed of two morphemes and practically all 

of the compounds had no more than four morphemes, which is 

consistent with Rei~' and Bodecker's findings (ReiE. 

1976:39). The maximum number of parts in a compound is six 

in the RT, three in the ET, and four in the MT 

advertisements. 

COMPOUND NOUNS 
(body) 

tot n/n vin a/n pin 1ex n1ex 2 3 4+ max 

RT 120 101 11 3 5 62 58 91 26 3 6 

ET 20 11 1 6 2 12 8 15 5 0 :3 

MT 80 68 2 4 6 33 47 61 17 ? 4 
---~-

n/n vin a/n pin lex nlex 2 3 4+ 

RT % 84.2 9.2 2.5 4.1 51.7 48.3 75.8 2] .7 2.5 

ET % 55.0 5.0 30.0 10.0 69.2 30.8 80.8 19.2 0.0 

MT % 85.0 2.5 5.0 7.5 41.3 58.7 76.3 21. 3 2.4 
~--- -- ----_. 

n/n=noun+noun v/n=verb+noun a/n=adjective+noun p/n=-
preposition+noun lex=lexicalized nlex=non lexicalizec1 2--
cornposed of 2 morphemes etc. max=maximum number of mOJ'phelllen 

Notes: categorization based on most complex grouping: 
Wirkstoff Wirk + stoff == vin 

Wirkstoffmenge = Wirkstoff + mcnge == n/n 
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hyphenated words treated as compounds 

numeral+noun, abbreviati0n+noun,acronym+noun aIl 
counted under noun+noun: u6-Z-Hersteller U

, uKfz-Werkstatt" 

foreign compounds not counted: uTransporter U
, 

uRendezvous u 

VERBS 

5.1.4.3 There are also differences in the use of verbs 

amongst the different advertising texts. The average RT 

text has 21.7 verbs, 3.2% of which are in the pasto The 

average ET text has much fewer, only 6.7, but this is again 

due to the size differential. When viewed as a verb to 

total word COllnt ratio, the average ET text has only four 

less verbs than a Rt one<4>, and of these verbs, Il.9% are 

in the pasto They differ as weIl in their use of the 

subjunctive: only 2.4% of the verbs in the RT 

advertisements are in the subjunctive as opposed to 10.4% 

of the ET verbs. Imperatives make up 7.8% of aIl verbs 

used in the RT advertisements while they make up only 3% in 

the ET ones. The RT advertisements use twice as many 

passive constructions as the ET ones, but the RT total - 3% 

- is not great. 

The MT advertisement values mirror those RT ones 

regarding u~e of active and passive verb constructions and 

imperatives, and are fairly close regarding use of verbs in 

the present, but in all other respects the values are 

significantly different. As in the ET advertisements, 12% 

ot the verbs are in the past tense. Unlike either the RT 
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and ET advertisements, however, the MT ones use many fewer 

infinitives - practically half of the amount use by each of 

the other types. As weIl these texts use the least amount 

of verbs per number of words. The indicative is used much 

more frequently than in the other two types, whereas the 

subjunctive is used more than in the ET advertisernents but 

less than in the RT ones. 

VERBS 
( body) 

ad tot pres per irnp inf sub ind act pas com 

RT 21.7 %: 71 0.5 2.7 25.8 2.4 71. 8 97.0 3.0 7.8 

ET 6.7 %: 65.7 4.4 7.5 22.4 10.4 67.2 98.5 1.5 3.0 

MT 15.0 %: 76 6.0 6.0 12.0 6.0 82.0 97.0 3.0 7.3 

pres=present per=perfect imp=irnperfect inf=infinitives 
sub= subjunctive ind=indicative act=active pas=passive 
com=imperative 

Notes: All the subjunctive forms used are Konjunktiv Tl, 
except for M4, where Konjunktiv l is used. 

R6: under imperfect: one Plusquamperfecl 

E9: under present: one Future 1 

Passive forrned either with werden (7), lassel} (3) 
or infinitive constructions (2) 

Present: includes subjunctive, indicative, and 
imperative 
---------------------------------------- -

ADJECTIVES AND ADVERBS 

5.1.4.4 Adjectives and adverbs play an importanL rolp irl 

an advertising text since they serve to de~;c r i b(~ t 11(' 

product in question. They assign in part the qUel 1 i L i (~!; t () 

lA~ 



the product which will illicit a favourable response from 

the consumer and conv~ nce him/her ta buy the product. 

Adjectives are most prevalent in the RT texts. Each 

has an average of 12.7 as opposed ta slightly less than 10 

in each of the two other variants. Approximately 13% of 

the adjectives in each of the advertisements are derived 

from participles. The RT advertisements favour past 

participles over present; there are 40% more of the former. 

The difference is more marked in the ET texts where there 

are four times more past than present participles. The 

situation is reversed in the MT advertisements where 18% 

more present than pa st participles are used. Despite 

ogilvy's contention that superlatives have been overused 

and are not trusted (Ogilvy 1983:82), they are very much in 

evidence in the ET and MT advertisements where they 

constitute 10-11% of the adjectives. In the RT texts they 

constitute only 5.5% of all adjectives. Comparatives are 

used less in the RT and MT advertisements, and not at all 

in their ET counterparts. 

In the examination only those adverbs which modify a 

verb, adjective or another adverb as opposed to those 

indicating time or place are considered. Adverbs are used 

less than adjectives in the texts. The RT and MT 

advertisernents use approximately the same amount - 5 per 

advertisernent - and 93% of these are non-derived. There is 

an average of 2.9 (adjusted) adverbs per ET 

adverlisment.<4> Only the RT advertisements use past 

participles, dnd the y account for 2% of the adverbs. In 

lhe RT advprtisements present participles account for 4% of 
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all adverbs as compared to 7.1% in the MT ones, whereas 

participles are not used at all as adverbs in the ET texts. 

Comparatives are much more popular than superlatives: 

approximately 16.5% of the adverbs in the RT and MT 

variants are comparatives, while only 2% (RT) and 4.8% (MT) 

are in superlative form. The ET advertisernents conta in 

neither. 

ad tot ndr 

RT 12.7 % 87.4 

ET 3.7 % 86.5 

MT 8.9 % 87.6 

ad tot ndr 

RT 4.9 % 93.9 

ET l.1 % 100.0 

MT 4.2 % 92.9 

ADJECTIVES 
(body) 

p.p. prp. 

7.9 4.7 

10.8 2.7 

5.6 6.8 

ADVERBS ( % ) 
(body) 

p.p 

2.0 

0.0 

0.0 

prp. 

4.0 

0.0 

7.1 

corn sup 

3.1 5.5 

0.0 10.8 

5.6 10.1 

corn sup 

16.3 2.0 

0.0 0.0 

16.7 4.8 

tot=total ndr=non-derived p.p.=past participle prp= 
present participle com=comparative sup=superlaljve 

PROFORMS 

5.1.4.5 Proforms are used much more f re r:pIPI1 Ll yin H'I' 

advertisernents than in any of the oLhers. 'l'herC:! i~; i1n 

average of 5.6 per advertisernen L campa red w i thon 1 y/.. j 

(adjusted) in the ET ads and 3.4 (adjUGlec1) if) UH' M'" 

variants. The distribution of the dLfferelll Lype:; 0/ 
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proforms is broadest in the RT ads: 67.8% are pronouns, 

3.6% are pro-adverbs ( "da" , "dort" ) and 28.6 replace 

phrases, ideas, or sentences ("deshalb", -dazu"). AlI but 

one of the proforms in the ET advertisements are pronounsi 

the other replaces a sentence. In the MT texts 71% are 

pronouns, 3.2% pro-adverbs, and 25.8% pro-sentences. None 

of the advertisements contain any pro-verbs and the 

majority of the proforms are anaphoric. In the ET 

advertisements, 22% are cataphoric, compared with only 

10.7% in the RT ones and a mere 3.2% in the MT ones. 

PROFORMS 
(body) 

tot noun verb adv sen cat ana 

R'r 56 % 67.8 0.0 3.6 28.6 10.7 89.3 

ET 9 % 88.9 0.0 0.0 11.1 22.0 78.0 

MT 31 % 71.0 0.0 3.2 25.8 3.2 96.8 

adv=adverb sen=sentence cat=cataphoric ana=anaphoric 
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C. APPELLATIVE LANGUAGE 

6.0 Appellative language is a distinct characteristic o( 

the operative and advertising text, 

important what is said, but also 

where it is not only 

how it is said. The 

progression is clear: mention the product, extoll its 

virtues, and incite the recipient to buy it. It is the 

carefully chosen language which manipulates the reader and 

increases the appeal of the product, and it is complimented 

by the accompanying illustration. Within the written text, 

this effect is achieved primarily through selection of 

vocabulary and rhetorical devices. As already explained, 

the vocabulary is generally straightforward to avoid any 

confusion on the part of the recipient, but terms may be 

borrowed from other languages or domains in order to create 

a certain atmosphere or image, or to make the advertiscment 

unique. Rhetoric serves to heighten the appellative effecL 

and increase the mernorability of the product. Among the 

devices used are different sentence t'pes, word plays, and 

allusions. Metaphors and association also contribute ta 

the product's appeal and mernorability. 

6.1 Regarding word choice and the Klartext, one rinds the 

indirect nature of the advertisement in play. Althouqh 

there is a definite "buy this product" line in 19 01 the' lO 

advertisements studied, never once is the word "kaufcn" (La 

buy) actuôlly used. The RIf advertisements cont,}j n t Il i:; 

"buy line" nine of ten times, whereas it i5 ernployc~ only 
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twice in the ET ones, and even then it is in the 

information section. The MT advertisements have the line 

in eight out of ten of the texts. In the RT variants, one 

is told four times ta send in a coupon, thrice ta contact 

the merchant for more information, and twice to come and 

test the product. In the ET advertisernents, in bath 

instances an address and/or phone number are given with 

which the consumer can obtain more details. In the MT 

advertisments, five contain an appeal to try, test, or 

visit, while the other two urge the recipient to ask 

questions or cali. Such wording is consistent with ReiE's 

and Ogilvy's observations concerning the tendency of 

advertisements not to say anything clearly; that they 

suggest rather than state (cf Chapter III, 2.0). 

The language used is predictably not cornplicated and 

cornes for the rnost part from everyday German. Disregarding 

the product name, foreign words are used in only 12 of the 

30 advertisements. The borrowed terrns are usually 

individual nouns, but there are four phrases. The source 

language is either English or French. Technical words or 

terms are used in eleven of the advertisernents, five of 

which are RT; two, ET; and four, MT. The terrns concern 

either photography, cars, or banking. A different level of 

language in terrns of construction or vocabulary is used in 

only four of the advertisernents and consists three times of 

a phrase, and once of a word. Bergasol (M3) clairns that 

j tH suntan lotion will make one "traurnhaft bra"n, traumhaft 

Hchnell" 1 while Mazda (E8) explains how their car" durch 

die Kurve zieht". Minolta (MIO) borrows the theatre word 
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"Szenenwechsel" and applies it to Africa's landscape and 

fauna, while BMW (R6) warns of the dangers of diesels with 

slow acceleration which could result in passing manoevers 

which "schon recht schweil?,treibend ausfallen (konnen)". 

Such special language elevates the appellative effect as it 

creates a certain tension and can add an air of exoticism, 

especially when foreign words are used (Reil?, 1976:39). 

The following chart is a schematic representation of 

the results enumerated in the previous paragraphs: 

FOREIGN WORDS 
tot ads 

RT 1 1 

ET 17 5 

MT 17 6 

APPELLATIVE LANGUAGE 

TECHNICAL TERMS 
tot ads 

14 5 

2 2 

10 4 

SPECIAL Ll\NGUAGE 
no of élds 

1 

2 

Notes: The foreign ward count does not include product 
names nor foreign proper nouns, such as Napoleon or 
Serengeti. 

RHETORIC 

6.2 Rhetorica1 devices are effective appcllùt Lve IIlCiUW cllIc1 

are hence often employed in advertising. 'ro re l U~ril Le, 

Bodecker identified four main purposes i 11 t- hc US(~ 0 f 

rhetoric: assertions, commands, and direcL ilddrcs:; t () ('x('rL 

suggestion; leading-in questions and r.] j 1 f h,Hlqer 

statements to pique interest; use of euphem i SIIlS <111<1 l i :~ t i nq 

of quali ties in threes to establish trust; and rep0U Li OIJ, 

antithesis, connected language, rhythm, rhyr~I(-~, élnd V/ord 
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plays to contribute to memorability (Rei~ 1976:41). Other 

rhetorical devices found in advertising texts include 

negation, allusion, and personification of the product. 

Bodeker characterized assertions, imperatives and 

direct speech as being among the most effective suggestive 

means. In the texts, assertions are the most popular 

sentence type. They are employed in aIl of the 

advertisements which have a written body and constitute an 

average of 91% of the total of sentences. Imperatives are 

used in 63% of the advertisements which have a written 

body. The forms of address in the advertisements are 

either direct: "Sie" 1 or indirect: "man", "jeder", "wer", 

or "aIle". Direct address is employed in eight of the RT 

variants, in five of the ET, and in nine of the MT ones. 

Indirect address is employed less frequently. The personal 

pronoun "Sie" is used in 22 of the 30 advertisements and in 

21 of these, it is the primary reference to the consumer. 

In regards to piquing of interest, questions are used 

in only four of the advertisements (aIl MT), and only one 

of these is a leading-in question (M4): "Was passiert, 

wenn Sie mitten in der Nacht mit Ihrem Wagen 

liegenbleiben?" The answer is "Nichts" and the 

advertisement continues on to explain that if one has the 

VAG service, that there will not be a problem as they will 

take care of everything. There are no real cliff-hanger 

statements with the possible exception of the following, 

taken from a MT advertisement for Sparkasse (Ml): "Wenn's 

UI11 die Zukunft der Kinder geht ... ", which is targeted at 

parents. 
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No use is made of euphemisms, however qualities are 

listed in groups of three in nine of the advertisements, 

most frequently in the emotion-targeted ones. These 

qualities came in the form not only of individual words, 

but also as parts of sentences and as incomplete sentences. 

The technique is employed twice in three advertisements. 

Regarding those devices which increase the 

memorability of a text, the studied texts tend to favour 

repetition and word plays as opposed to antithesis, rhythm 

and rhyme. Antithesis is not really used, nor are rhythm 

and rhyme. There are only two exarnples of the latter and 

both times the text is emotion-targeted, as with the 

agsonance in the Seiko advertisernent (E3): "ein klelnes, 

l, feines Meisterwerk." Word plays and allusions are more 

common, and are found in all three text types, but are usee] 

in only ten of the advertisements. Arnerican Express (M8) 

transforrns the proverb: "Erst die Arbeit, dann das 

VergnUgen" to "Erst der Erfolg, dann das Vergn~genN, while 

VAG (M3) promises emergency service on a figuralive and 

literal level: er l~'t Sie nicht im Regen stehen" , One 

of the word plays is even in English (E6), and ls probably 

done to ernphasize the British nature of the proe]uct (Sir 

Winston Tea) and to take advantage of the alljteratjon 

which exists in the English: "The Great Tea [rom Great 

Britain," 

Metaphors and allusions noL only 

memorability, but also product appea1. In an élc]v(~rLi[;eHl(>llL 

for VAG Leasing (E5) 1 all the re[erenc(~s lü the f 1 owerr~ dlHl 

the flower shop apply equally to the succC>~:;;, olt he! 
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business and to its owner, who has just leased a van from 

VAG: "es blüht und gedeiht auf blühende Geschi3.fte .... " 

Polaroid (E9) states that "Denn das (ein Bild) sagt mehr 

ais 1000 Wôrter" and goes on to refer to Polaroid as a 

language. 

Regarding negation and personification, neither is 

used extensively. Personification is used just once in the 

ET advertisement for Spain (ES), however, the personal 

pronouns could have been referring to the Spanish people. 

Negation is present most often in the RT advertisements and 

is usually marked by "nicht". In total, nine of the texts 

contain negation. It is always very straightforward and 

creates no confusion. 

Associations are also emphasized through repetition. 

In an advertisement for a camera from Minolta (MiO), the 

impression is given that the best place to try the new 

camera would be in the Serengeti, in Africa, chasing down 

giraffes and zebras. The association is a double one: 

first the camera itself with the mystique and allure of 

Africa, and second the potential buyer with the people who 

could and would go to such a place to take pictures. In 

this same advertisement the illustration is also repeated 

in a sense, since it stretches 

the three columns of the body 

over three pages 

in half. One is 

and cuts 

forced to 

look at it at least three times while reading the copy. 

'l'he following chart is a representation of the 

sLltistic.c: quoted in this section: 

1 S? 
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impera ti ves : used 

RT 

ET 

MT 

RT 

ET 

MT 

8/10 

2/7 

7/10 

assertions 
used % 

10/10 

7/7 

10/10 

90 

96.3 

87.5 

RHETORIC 

total normal 

16 11 

2 2 

11 7 

questions 
used % 

o 0.0 

o 0.0 

4/10 4.3 

w modals implied 

3 2 

0 0 

3 1 

dir three neg w.p. 

8 3 3 

5 4 :2 3 

9 3 3 

normal=conunand form w=wi th dir=direct address three= 
listing of qualities in groups of three neg=negation 
w.p.=word plays 

Notes: direct address (with NSie N) 

word plays: includes any puns, allusions, irony 
or double meanings 
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7.0 The following is a summary of the analysis results in 

terms of structure and appellative language. The role of 

text building elements as text type variant markers is 

treated in the Conclusion. 

The average reason-targeted text can be described as 

follows: In terms of structure the advertisement is 

nominally composed of a headline, body, and illustration. 

If another element is present then it is usually an 

information section, set apart from the advertisement. The 

product name has a high occurrence rate, and appears 

primarily in the body in the form of a word (as opposed to 

a logo). Alternately it appears in the illustration. A 

headline is always present and is longer than in the other 

( text variants. It usually mentions the product name, may 

contain language out of the ordinary and is characterized 

by its use of complete sentences. The slogan is not used 

as extensively as in the other variants, but when employed, 

the product is usually mentioned. 

The body of an RT advertisement is generally longer 

and has more paragraphs than its ET and MT counterparts, 

although a MT advertisement usually contains slightly more 

sentences. These sentences, however, are longest in the RT 

texts and are usually complete. As weIl infinitive 

constructions are most popular in these variants. The RT 

advertisement has the highest ratio of nouns, most of which 

are simple. Less use 18 made of proper nouns although 

( personal pronouns are widely used as are pronouns which 

have lhe product name as their antecedent. There are not 

many forelgn terms. Noun compounds are used the most in 
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the RT 

Slightly 

advertisements, 

more than half 

followed 

of the 

by verb compounds. 

noun compounds are 

lexicalized. Regarding verbs, rnost are in the present 

tense, indicative mode and active voice. The verbs are in 

their infinitive form 25% of the time. The imperative form 

is also widely used. The subjunctive is used the least in 

these advertisements. 

RT advertisements 

Adjectives are most popular in the 

and are generally non-derived. 

Superlatives are not in great evidence and a moderate 

amount of comparatives are used. Adverbs as weil are 

usually non-derived and are used both in the comparative 

and superlative forms with the same frequency as in the MT 

advertisements. Proforms are used the most in the RT 

advertisements; they generally replace 

cataphoric. 

nouns and are 

While the emotion- and reason-targeted advertisements 

share certain textual characteristics, the E'[' 

advertisements possess a certain number of distinct 

properties. In general they are shorter and less complex. 

In terms of structure, for example, the ET text varj~nL 

favours slogans over headlines. As weil, the ET texts have 

a lower occurrence of the product name and use the comment 

and illustration to display it rather than in the body 

proper. The headline is not employed as often, 18 shorter, 

and its sentences are incomplete one half of the time. It 

does mention the product name however. The slogan in useù 

more in the E~ advertisements and usually jndicatcs the 

product name. The body is predictably shorter w L th thc' 

fewest sentences and paragraphs of the three va r i an t~~. 
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Three of the advertisements in this category actually 

contain no written body, which is a characteris~ic 

particular to this text variant. The sentences are also 

very short and simple in their construction and 

approxirnately one half are incomplete. There are fewer 

nouns jn these advertisements, however, proper nouns are 

used more frequently than in the other text variants. 

Where compounds are used, they are usually NOUN+NOUN 

combinations. The second most popular grouping is 

ADJ+NOUN. The majority are again lexicalized. Adjectives 

are not widely used, however, these texts contain the most 

superlative forms. AlI of the adverbs on the other hand 

are non-derived and are neutral. The ET variants use the 

fewest proforms, although they use the most cataphoric 

proforms. 

It i8 to be expected that the average mixed-type text 

would be a composite of the other two types, showing 

mid-range values. This has been borne out in the analysis, 

with a few notable exceptions. For example, the MT texts 

make significantly more use of logos, not only in the body 

but also in the headline and slogan than their 

counterparts. As weIl, the majority of headlin~s are 

composed of incornplete sentences and the product narne is 

usually not identified. The MT variants also use the most 

sentences, most foreign words, and the most comparative 

forms of the three. They use the least compounds, but thd 

majority of these are non-lexicalised and as such make a 

special contribution to text coherence and cohesion (cf 

Chapter III, 4.3.4). One other distinguishing feature of 
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this variant is its use of interest-piquing questions, 

which are not found in the other variants. 

The potential of these differences as text variant 

markers is evaluated in the Conclusion. 
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NOTES TO CHAPTER III 

Morphemes are either free or bound. Free morphemes are 
independent words, they can occur ~lone. Bound morphemes 
have no meaning when not attached to another morpheme. 
For example, in the word "Umweltfreundlichkeit", there 
are fi ve morphemes, three of which are free: "um" , 
"Welt", and "Freund" rand two of which are bound: 

Umweltfreundlichkeit 

Umwelt + Freundlichkeit 

Um + Welt + freundlich + -keit 

Um + Welt + Freund + -lich + -keit 

<2> Of interest here is Ogilvy's contention that trademarks 
or logos are anachronisms and hence no longer necessary as 
people are no longer illiterate (1983:90). This is obviously 
not the opinion of the companies and agencies who are 
responsible for the analysed texts. l too would argue against 
Ogilvy's position. Logos are very effective as visual short 
forms which represent the product. 

<3> The exception is ES, an advertisement for Spain. The 
headline is at the foot of the page and is centered under the 
illustration with the body off to the right of both. It could, 
however, be argued that the headline proceeds the copy if one 
ascribes to ogilvy's description of the perception process of 
an advertisement, which states that one will first look at the 
picture and then what is below it, in which case the headline 
will be read before the body (1983:89). 

<1> When comparing the different type variants, the size 
difference had to be taken into account. This was resolved 
Jn part through the use of percentages. When a straight 
Ilumber comparision is made, as is the case here with nouns, 
l he E'l' variant figures are adj usted by mul tiplying them by 
2.6, the ratio between RT and ET variants in terms of total 
ward caunL. The ration of RT to MT variants is 1.1:1 and this 
hùs also been taken into account. When this multiplication has 
h0en performed, it has been noted in the study, indicating that 
the given figure has been adjusted. 50 while the RT ads in 
lùct lIsed almost 4 times as many nouns as the ET ads, in terms 
of nouns to the total word count they used only 50% more. 

<5> The standard dictionary reference is: Duden. Das 
CroE-c \o.Jort-erbuch der deutschen Sprache, Vols. 1-6 (1976-81). 
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CONCLUSION 

1.0 As stated in the introduction, the purpose of this 

thesis is to textually categorize and describe the German 

advertising text and its variants. To this end a study of 

current German text typologies has been made in order to 

identify and apply the most efficient one to a group of 

selected texts. 

1.1 As determined in Chapters II and III, a function-based 

approach is superior as all texts have a function, and iL 18 

the underlying motivation which determines the true mea/1 inrJ 

and to a certain degree form and style (cf Brinker, Chapter 

II, 4.3). This is clearly ~he case with advertisinq texts. 

There is a fixed construction which is characteristic of the 

advertising text, Le. headline, body, and illustraUon, 

wi th the product prorninently displayed. In terms of style, 

the advertising text has a particular language which LG 

appellative in nature, and which i5 also characLeristLc of 

the operative text group. 

1.2 As has been dernonstrateù, Keltharina Re i r<l. • ~~ 

communicative-theoretical approach is the IIIOSt efficiellL of 

the function-based models and satisfies Schmidl's cvall1aLion 

criteria (cf Chapter II,4.2). Jt is broi1dly applicable ilnd 

flexible: 1. e., al though Hei f?, does nol L l'ca t spoken t (·xt ;, 

as an independent text type, it wou1d be por;rdhlp Lo illléllyr;(' 

them using her theory. Once funct i on a Ile] CH' i cn La t- ion hdV(' 
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been determined, the corresponding text specifie qualities 

can be identified according to Rei~'s global model, 

regardless of whether the te~t is written or spoken. It 

would simply be necessary to introduce additional criteria 

particular to spoken texts, to encompass such aspects as 

volume changes, emphasis, or verbal punctuation. 

2.0 As evidenced in the textual analysis, advertisements 

are utterances which are complete, coherent, and cohesive. 

They are complete as they aIl contain the information 

necessary to fuifiii their function of attempting to provoke 

action and by convincing the recipient to buy the product. 

The product is always identified, its virtues extolled, and 

a source indicated: either where the product can be acquired 

or where more information may be obtained. The coherence is 

established at each of the different levels through semantic 

repeU U on, as cohesion is through grammatical repeti tion 

(cf Chapter III, 4.0-4.7.3). Therefore despite their 

~isparate natures it can be stated that aIl of the examples 

are indeed texts, from the two word emotion-targeted 

~~verLLDement (E7) HFeeling Wrangler H to the reason-targeted 

(H6) BMWtd 483's almost 500 words. Obviously a weIl 

formula Led but flexible text and text type theory is 

required in order to properly evaluate and classify text 

types of suell diverse natures. As has been demonstrated, 

l~ueh ùlléllys if> is possible wi th Re i.E. , s text typology. 

('onC0rn.illg the determining of textuality, this analysis 

reinlorces the alreéldy proven role of reeurrenee in the 

lext-Uél1izinq process (cf Mealing 1988). This recurrence i5 



.... present at aIl the different levels of text and is both 

semantic and grammatical. In the advertisements, this 

semantic recurrence creates coherence, while the grammatical 

recurrence contributes to the cohesion of the texts, thus 

satisfying two of three of the conditions for textuality. 

3.0 The next step is to identify the text type. In Rei&'s 

1976 typology, this distinction is based on a combination of 

function and orientation. The function of the advertising 

text is to manipulate behaviour and/or attitudes, and jL 

concentrates on the product and the recipient. It can be 

stated then, that 

which belongs to 

an advertisement is a distinct texL lype 

the operative text group by virtllc 01 iLn 

function and orientation (cf Chapter Ill, 2.0). 

4.0 The next consideration is whether or not di !~l i neL 

advertising text 

described. This is 

particular interest 

these variants. 

type variants can be idenli ri(-~d illld 

the focus of the analysis secLion. Of 

are the mechanisms whieh (1 i f 1'c n".!111 i rll (> 

4.2 :tegarding the individu al variants, thcy diff(~r 1(·!~!; 

from one another than do type texts for they na tu t'dll y f;hil rC' 

certain characteristics as advertising texts: cl COltllflOIl 

function, orientation, basic structure, and COlTllTlOtl 1.001 ::. 

They differ, however, in their appeal to "l:he COn!>IIJlI(~t· illld 

organization. 

In terms of their textual j ly, no tex L var i il Il L Cri Il br· 

regarded as unique, as thjs fundamenta] sLélte 01 
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shared characteristic. As has already been mentioned, the 

variants' single goal of selling their product results in a 

complete utterance: the product is always identified and 

the Klartext is expressed. As for the coherence and 

cohesion, these are established at the different leve1s 

within the textual hierarchy. Generally, the coherence and 

cohesion building re1ationships within the reason-targeted 

and mixed-type texts are understandably more complex than 

those within the 

relative lengths. 

emotion-targeted texts 

It can be seen, however, 

due to their 

that in the 

longer emotion-targeted 

complexity is evident. 

text variants this degree of 

1.3 The primary differentiating factor of the variants is 

their appellative direction, which is again 

or emotion-oriented or a mixture of 

ei ther reason-

the two. The 

appellative direction in turn influences the text type 

variant in terms of its structural organization and content. 

It is interesting to note at this point that almost half of 

advertisements appeal primarily ta the emotions: 481 out of 

985 advertisements were sa targeted. 

descri bed as follows: 

The variants may be 

The reason-targeted (RT) advertisement is written as an 

argument. It always begins with a headline, which i8 

designed ta attract reader attention, whereas in an 

C'lllotion-targeted 

illustraLion. This 

(ET) text this 

is a subtle but 

task falls to the 

important distinction: 

th0 goal of the RT advertisement is to manipulate behaviour 

t hrollqh 10gic; it is written as such and gives facts and 
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figures. It is longer and more structured than the ET 

advertisement, and is grammatically more complex. The goal 

of an ET advertisement, on the other hand, is ta convince 

through impression and suggestion: it plays on the 

expectations and desires of the reader. The illustration 

becomes crucial when it serves as the written body, for the 

reader's impression 

illustration; any 

written element of 

grammatically less 

is derived almost exclusively from the 

written copy becomes secondary. The 

the advertisement is shorter, and 

complex and rigid, which contributes ta 

the informal nature of such advertisements. The mixed-Lype 

advertisement combines the strengths of bath approaches. 

These advertisements tend to contain a long writlen body anù 

present rational arguments on beh ~' f of their pror1ucl whU e 

the illustration and appellative features of the 1 anguaqe 

used play an important role in the creation of the deBir~~ 

impression which is linked with the product. 

But what determines the strategy behj lH] lheR(~ 

advertisements? Two factors which have a grea L in flllcncc 

are the product itself and the target recipicnt or élllclic'llce. 

Certain products can on1y be sold in a cC'rtaj 11 way. FOI' 

example, a calculator demands a reason-targeleù rlpproilcll dl/(' 

ta its primary selling feature ratiana1 cùlculdLioll. 

Clothing, on the other hand, tends ta se] l wj t 11 illl ('mot j nnrll 

approach, for the recipient is firsl in lereslecl i 11 tlH' 1 (':;:; 

tang ible aspects of look and feel, and then in !;L i t ch i Ilq ,111<1 

care. Most products, however, invite (1 v,n j(,ty of 

dpproache.s-, as seen in the sample car ar]v0rtin(;llIPllt:" HI, 

(BMW 524td); E2 (Range Rover); and M2 (Ford Fje:;LéI). 'l'hi:; 
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is also indicative of the importa,nce 

specifie target audience. In the BMW 

of writing for a 

524td advertisement 

the approach is cIearIy rational: the text is the focus of 

the advertisement. It is argumentative, and atternpts to 

Iogically convince the recipient that this is the ideal car 

due ta its mechanicai efficiency. This approach is designed 

for people who have enough money to buy such a car, most 

likely upper middle class with an eye on status and money. 

The Range Rover (E2) on the other hand is presented as an 

adventurous vehicle. The advertisement is not looking for 

conservative businessmen, rather, the type of person who 

embodies the out of the ordinary, the explorer type. This 

image is reinforced by the illustration. The Ford Fiesta 

combines elements of the two approaches. It is a fun car, 

yes, but aiso efficient. Its target 

couple or family and is written as 

audience i5 a young 

such. The text is 

shorter in the emotion-targeted and mixed advertisernents ta 

conform with the probable attention span of the reader. AlI 

these factors influence the appraach and appearance of the 

finRI advertisement. 

4.3.1 The plotting of thernatic progression did not prove as 

useful as hoped in distinguishing text variants aithough its 

important role in establishing coherence and hence 

textuallty has been clearly demonstrated. Further study 

must be conducted in order to determine its role as a text 

type marker. Regarding text type variants, it distinguishes 

lhem primariIy in terms of variety and complexity. The 

plllotion-targeted texts used only the basic recurring theme 
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whereas the reason-targeted and mixed type texts used not 

only the basic pattern but also linear theme development and 

divergence. 

4.3.2 The text variants also differ in terms of appellative 

language, especially in regards to foreign and technical 

terms. predictably the reason-targeted advertisements used 

many technical terrns to enhance their official, 

argumentative nature, whereas the emotion-targeted 

advertisements used foreign terms, which lend an air of 

exoticism to the product and contribute to the ovcrall 

impression. The mixed-type texts used both technieal flnd 

foreign terms in many of the advertisements. Regarding lIRe 

of rhetorical language, the differences were not significéll1t 

except that only the mixed-type texts used rhetol'ical 

questions, and only the emotion-targeted texts usoe] rhytne 

and personification. 

5.0 It ean be seen then that the advertisinq t0xL cl oc!.> 

possess distinct text type variants by virtue of Uw i r 

appella ti ve direction and organization. ] t j R llllport <ln t \ () 

note, however, that text variant eharaeU~ri~;licf3 are lloL 

necessarily consistent from one text type \:0 anothol. For 

example, advertising text variants are dislinglli!~he(l by 

their structure and style whereas ree j pe or sport l'C'pm t 

text variants would be distinguished 50] cl y by con l<~tl L, i. e. 

be it a vegetable or meat recipe; a swirmnLnq or curl illq 

sports report. It is necessary lo estab] i sh bOUllcld r i (~::; 

concerning the classifica+-.ion of text lypes (lTl<l \.(·X L Lyp(~ 
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variants, however. in order to have a constant upon which to 

base results, as the problems of distinguishing between a 

text type and a text type variant are largely ones of 

degree. Reil's definition of a text type as given in 3.0 of 

the Conclusion can be applied to both the text type and its 

variants: they become individual when they develop 

characteristic language and form models, though this is 

evident on a lesser scale in the text type variant. 

1 fi fi 
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APPENDIX 

1.0 PRODUCT NAME, PRODUCT AND SOURCE 

Reason-targeted advertisements: 

1. Flachglas AG 
2. American Express 
3. Finanzierungs-Schatze 
4. Boxazin 
5. Thomapyrin 
6. BMW 524td 
7. Management Diary 
8. becel 
9. Texas Instruments Tl 66 
la. Sparkasse 

glass 
credit card 
bonds 
medicine 
medicine 
car 
business aid 
food 
calculator 
banking services 

Emotion-targeted advertisements: 

1. Atelier Torino, Konen 
2 . Range Rover 
3. Lassale Seiko 
4. Courvoisier Cognac 
5. Spain 
6. Sir Winston Tea 
7. Wrangler Jeans 
8. Mazda 323 LX 
9. Polaroid 
la. Konica 

Mixed type advertisements: 

1. Sparkasse 
2. Ford Fiesta 
3. Bergasol Sonnenkosmetik 
4. VAG 
5. VAG Leasing 
6. Sennheiser HD 414 SL 
7. Diners Club 
8. American Express 
9. SEAT IBIZA 
la. Minolta 7000 

1(,,7 

men' s clot.hes 
Cêtl' 

watch 
alcohol 
travel 
food 
clothing 
car 
camera and film 
film 

banking services 
car 
personal 
car service 
leasing service 
headphones 
credit card 
credit card 
car 
camera 

Stern, May 86 
Stern, May 86 
Spiegel, Feb 87 
Spiegel, Peb 87 
Beste, Mar 85 
Beste, Métr 85 
Spiegel, Aug 84 
Spiegel, l\llg 84 
Spiegel, Aug 84 
Stern, June 86 

Spicgcl, l\llg 84 
Spiegel, Feb 87 
Spiegel, l\ug 84 
Spiegel, Auq 84 
Spiegel, Feb 87 
Beste, F'eb 8~ 
Stern, AU9 B6 
Stern, Aug 86 
Stern, ,] une 86 
Stern, .June 86 

BesLe, Mar R~J 

Beste, AU~l B4 
Stern, ,lune B6 
Stern, AlH] fH 
Bun Le, Mar Il'! 
Spieyel, Aug 84 
Splcqel, F(:b 81 
Spieqel, Fcb BI 
Ste rn, ,J une> BI, 
Stern, Auq B(, 
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2.0 ADVERTISING TEXT TYPE VARIANT EXAMPLES 

Texas Instruments Tl 66 (R9) 

/ 

• • 

1 

Der wissenschaftliche Rechner 
TI 66 von Texas Instruments. Er hat mehr drauf 

ais andere in seiner Klasse. 
Der W1ssetlschaftlk'he. program­

mieroare 1166 von Texas Insnuments 
ist kaum mit anderen Rechncm seiner 
Pmskla.sse zu verg\e.chen. Denn er 
bletet Le.stungen an. fur die SIe sonst 
wl'Senthch mehr beo.ahlen mussen. 

Au( Ihn kennen Sie zahlen. 
wenn SIC schWlenl,'Ste Au(gaben :u 
rechnen haben - ob ln Schule, Uni 
oder Bernf. Denn er besltzt aile not­
wendlgetl Funknonen. die SIe tUr die 
komph:lertcstl'fl Aufgaben brJu,hen. 

Der TI 66 bt,'walngt bls:u 512 
PI'ClgrJmmschntte ooer hat bIS :u 
64 Datenspt'I,herzur Verfû(.'Ung Und 

wenn Sie ihn an den PC 200.Drucker 
anschlieBen. druckt er die Ergebnl5Se 
Ihrer Rechnungen auch aus. 

Desweiteren kennen Sie vorhan­
dene 11 58 C-Programme verwenden. 
die cin breites Speknum von beruf­
lichen Gebieren abdecken. oder sogar 
Ihre eigenen Programme entwtckeln 
und schreiben. 

Testen Sie den TI 66 von Texas 
Instruments. Der mehr kann ais fast 
jeder andere zu dlesem Preis. 

TEXAS ." 
INSTRUMENTS 



Range Rover (E2) 

-...... 
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Bergasol Sonnenkosmetik (M3) 

RENDEZVOUS MIT DER SONNE. 

DER BERGASOL-DOPPELFAKTOR 
MACHT TRAUMHAFT BRAUN -

TRAUMHAFT SCHNELL 
Sommer und Sonne Da locken dte Wtesen, 
CIte S/lande und Kltppen wteder lum Rendez· 
IIOUS m~ der Sonne. Und Ste werden /Taum· 
hall schnell - Iraumhall braun Mil Bergasol 
Denn Berga50l hal den OoppeHaklor 

• Der Berga5Ol·Braunungsfaklor regl durch 
nalurhche Wlfkslolfe selbsl empflndhche Haut 
schonend lur Braunung an Je hOher <label 
der Braunungsfaktor IS~ deslo starker Wlrd 
die Braunung aktlVlel1 (LB Faklor 4-4x 50 

Sie werden traumhafl braun. 

• Der Bergasol·LlChtschutzfaklor sorgt lur eln 
langeres Verwellen ln der Sonne. Je hoher Ste 
dlesen Faktor wahlen, deslo besser ISt Ihle 
Haul Ste braunen schonend schnell 

Machen Ste deshalb dtese auBergewohnl1Che 
Sonnenkosmettk lU Ihrem Begletler. 
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3.0 INDIVIDUAL RESULTS .. 

3.1 SENTENCES 
(body) 

ad tot/1ength/com/incorn/asser/ques/cornrnand/dep c1/inf con 
ave. imp/exp 

R1 15 11.1 12 3 13.0 0 0 2.0 7 2 
R2 9 12.7 8 1 8.0 0 0 1.0 4 0 
R3 12 8.8 Il 1 11. 0 0 0 1.0 0 0 
R4 3 18.7 2 1 3.0 0 0 0.0 3 1 
R5 9 13.4 9 0 8.0 0 0 1.0 2 0 
R6 28 17.3 24 4 25.5 0 0 2.5 12 2 
R7 6 26.8 6 0 6.0 0 0 0.0 2 8 
R8 12 12.4 9 3 11. 0 0 1 0.0 3 4 
R9 9 14.2 7 2 8.0 0 0 0.0 5 ? 
R10 7 13.1 6 1 5.5 0 0 1.5 5 l 

El 0 0.0 0 0 0.0 0 0 0.0 0 0 
E2 3 8.0 2 1 3.0 0 0 0.0 0 0 
E3 4 5.3 0 4 4.0 0 0 0.0 0 0 
E4 0 0.0 0 0 0.0 0 0 0.0 0 0 
ES 12 12.9 6 6 12.0 0 0 0.0 6 a 
E6 1 3.0 1) 1 1.0 0 0 0.0 0 0 
E7 0 0.0 0 0 0.0 0 0 0.0 0 0 
E8 9 16.9 7 2 8.0 0 0 1.0 3 4 
E9 7 9.9 3 4 7.0 0 0 0.0 3 0 
E10 5 10.8 2 3 4.5 0 0 0.5 1\ 0 

Ml 6 12.0 5 1 4.0 0 0 2.0 3 2 
M2 9 9.8 6 3 8.0 0 0 1.0 1 0 

M3 14 8.4 10 4 12.0 0 0 2.0 ,-, 0 
M4 14 8.9 Il 3 13.0 1 0 0.0 3 1 
MS 16 10.1 8 8 15.0 0 0 1.0 t-

:J 0 
M6 16 6.4 9 7 14.0 0 0 2.0 0 0 

M7 4 13.8 2 2 3.0 1 0 0.0 0 0 
M8 2 24.0 1 1 2.0 0 0 0.0 1 0 
M9 Il 9.5 10 1 10.0 1 0 0.0 ? 0 
M10 24 10.8 20 4 20.5 2 1 o L-.:J I 4 

--------~-- ---

ad=advertisement tot=tota1 ave=averagc corn=completc 
incom=incornplete asser=assertion ques=quesl:ion imp=-
irnplicit exp=explicit dep cl=dependent clausc, j n[ 

con=infintive construction 

Notes: decimal values (R6 ... ) lndicatc Lhat t h(~ f,cn Luncn 

.- contains both an assertion and an irnperativc 
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3.2 NOUNS 

tot sim compound prop pron/ ppn for 
lex nlex pnpn die no 

R1 33 25 7 0 1 5/0 12 0 0 
R2 23 18 2 2 1 1/0 10 0 0 
H3 2S 12 6 6 1 0/0 6 0 0 
R4 11 5 3 2 1 1/0 0 0 0 
R5 27 14 9 2 2 1/0 7 0 0 
R6 144 87 19 18 20 5/3 14 0 0 
R7 62 34 7 12 9 1/0 0 0 0 
R8 40 21 2 8 9 2/1 6 1 0 
H9 29 13 1 4 7 3/5 6 0 0 
R10 22 11 6 4 1 2/2 4 a a 

El 0 0 0 0 0 0/0 0 a 0 
E2 6 5 0 0 1 0/0 1 0 0 
E3 8 7 0 0 1 0/0 0 0 1 
E4 0 0 0 0 0 0/0 a 3 1 
ES 42 21 4 1 16 2/1 7 3 0 
E6 2 1 0 a 1 0/0 a 2 0 
Ii: 7 0 0 0 0 0 0/0 a 0 0 
E8 3 L 19 6 5 1 1/0 8 0 a 
E9 9 6 2 0 1 2/0 7 0 0 

.-r 

~ 
Ino 8 4 0 2 2 0/0 9 0 0 

" 
Ml 16 12 3 0 1 0/0 4 0 0 
M2 14 3 4 2 5 0/1 4 0 0 
M3 25 13 1 6 5 0/0 6 1 0 
M4 26 17 4 1 4 0/5 8 0 0 
M5 4J J9 5 6 11 0/0 10 6 1 
M6 23 9 4 5 5 1/3 4 5 0 
M7 14 2 4 4 4 0/1 2 1 1 
M8 8 6 1 0 1 1/1 3 0 0 
M9 29 8 1 8 12 0/0 5 2 1 
MJO 57 28 6 15 8 1/2 15 0 0 

simo=s imple lex:olexiealized nlex=not lexicalized 
propooproper noun pron=pronoun pnpn=product name pronoun 
ppn=personal pronoun for= foreign 

Notes: Compound nouns include proper notins 
Proper nouns: includes product narne 
Pronouns/product name pronouns: the first figure 

does not include pronominalisations of the product name, 
Lhe second figure gi ves only that. 

Foreign words: only those which have not been 

( germrlllicized (Club: yes, Klub: no). The list does not 
i nclude any product names or foreign place names, which are 

'" COllll ted under proper nouns. rompound words are counted as 
fOl'eLgn if any cornponent foreign, as in uFull-Service-Vertrag u . 
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3.3 VERBS 
(body) 

..".. 

ad tot pres per imp inf) sub ind act pas com 

RI 32 27 0 0 5 0 27 32 0 2 
R2 16 12 1 0 3 1 12 16 0 2 
R3 14 12 0 0 2 1 11 13 l 3 
R4 8 6 0 0 2 0 6 8 0 0 
R5 17 14 0 0 3 1 13 14 3 ? 
R6 59 39 0 5 15 1 43 59 0 3 
R7 19 10 0 0 9 0 10 ] 9 0 () 

R8 17 8 () 1 8 1 8 17 0 2 
R9 22 15 0 0 7 0 15 21 1 1 
R10 13 11 0 0 2 0 11 ]? 1 :~ 

El 0 0 0 0 0 0 0 0 0 Il 
E2 3 1 0 1 1 l 1 3 0 () 

E3 0 0 0 0 0 0 4 0 () Il 

E4 0 0 0 0 0 0 0 0 U () 

E5 13 10 1 2 0 0 13 13 0 () 

E6 0 0 0 0 0 0 0 0 0 () 

E7 0 0 0 0 0 0 0 0 0 () 

E8 25 1( 0 0 7 2 16 ~~ 4 1 1 
E9 ] 5 7 1 0 4 2 1) 1 '::> 0 () 

E10 11 3 1 2 3 2 6 1 1 () 1 

Ml 14 8 0 0 6 1 7 ] 3 ) 
/. 

M2 11 11 0 0 0 0 11 11 () 1 
M3 14 14 0 0 0 0 14 l1 1 ). 

M4 20 17 0 0 3 1 16 7.0 0 1 

M5 20 15 2 2 1 0 19 lB ) 1 -. 
M6 10 9 0 1 0 0 JO ') ). 

M7 5 5 0 0 0 0 :.> '::> 0 () 

M8 6 4 2 0 0 0 6 (j 0 (J 

M9 12 5 2 5 0 1 11 17. () (J 

M10 38 26 3 1 8 6 24 3B 0 /. 

pres=present per=perfect imp=irnperfec t sub= ~;lll>jlltlCl ive· 
ind=indica ti ve act=active pas=passi ve COtn=COllllllél tH] 1 0 l'fil 

" i Notes: AlI the subjunctive forms used were Konjllllkl iv 1 l, 

t 
except for M4, where Konjunktiv 1 was used. 

R6: under imperfect: one Plusquélmperfecl 
E9: under present: one Futur ] 

Passive formed either with werden ( "/ ) , 1 a~well ( ~) 

or infinitive constructions ( 2) 
Present: both subj une ti ve, jndjcaLive, élll (1 i tIlIH·t'd 1 i Vr' 
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3.4 ADJECTIVES AND ADVERBS 

ADJECTIVES ADVERBS 
tot non p. p. prp. corn sup tot non p.p. prp. corn sup 

R1 15 13 2 0 0 0 8 7 0 1 3 0 
R2 8 8 0 0 0 0 7 7 0 0 1 0 
R3 9 8 0 1 1 1 1 l 0 0 0 0 
R4 8 5 2 1 0 0 4 4 0 0 1 0 
R5 7 6 0 1 2 a 6 6 0 a 0 1 
R6 43 40 1 :2 1 2 5 4 0 1 1 0 
R7 15 14 1 0 0 2 7 7 0 a 0 0 
R8 10 7 3 0 0 0 4 4 0 0 2 0 
R9 8 7 0 1 0 2 4 4 0 a 0 a 
rua 4 3 1 0 0 0 3 2 1 0 0 0 

El 0 0 0 0 0 0 0 0 0 0 0 0 
82 2 2 0 0 0 0 2 2 0 0 0 0 
E3 4 3 1 0 0 1 0 0 0 0 0 0 
1'~4 0 0 0 0 0 0 0 0 0 0 0 0 
E5 16 14 1 1 0 2 3 3 0 0 0 0 
~:6 0 0 0 0 0 0 0 0 0 0 0 0 
E:7 0 0 0 0 0 0 0 0 0 0 0 0 
88 9 7 2 0 0 0 5 5 0 0 0 0 
E9 2 2 0 0 0 0 1 1 0 0 0 1 

". Ina 4 4 0 0 0 1 0 0 0 0 0 0 
J . 

MJ 9 8 0 1 2 0 1 1 0 0 0 0 
M7. S 7 1 0 0 0 2 2 0 0 1 0 
M3 9 8 1 0 2 0 11 9 0 2 3 0 
M4 8 6 0 2 0 1 2 2 0 0 0 1 
MC' ,) 13 Il 1 1 0 1 8 8 0 0 a 0 
MG 12 10 1 1 0 2 6 5 0 1 0 0 
M7 7 7 0 0 0 2 3 3 0 0 1 0 
MS 4 4 0 0 0 1 3 3 0 0 1 0 
M9 4 4 0 0 0 1 2 2 0 0 0 1 
M10 15 13 1 1 1 1 4 4 0 0 l 0 

non~non-derived p.p.= past participle prp.= present 
participle com=comparati ve sup=superlati ve 

Notes: only those adverbs which modify either a verb, 
aù:iec.: t: ive or adverb are included in this tally. 

',f 
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3.5 PROFORMS 

~ tot noun verb adv sen cat ana 

RT 60 % 68.3 0.0 3.3 28.3 10.0 90.0 

ET 12 % 91. 7 0.0 0.0 8.3 25.0 75. a 

MT 34 % 73.5 0.0 2.9 23.6 2.9 97.l 

---------

3.6 COMPOUND NOUNS 

tot n/n vin a/n pin lex nlex 2 3 1\ 1- Illi1X 

RT 139 120 Il 3 5 72 67 108 ,;W J fJ 

ET 26 17 1 6 2 18 8 :n ~. 

::> 0 1 

MT 85 73 2 4 6 35 :)0 6 () 1"1 7. 1\ 

n/n vin a/n pin lex nlex 7. ~~ 1\1 

RT % 86.3 7.9 2.2 3.6 60.0 40.0 ï 1 . 7 ,~O. 1 J. • :~ 

ET % 65.4 3.8 23.1 7.7 69.2 30.8 80.8 1 C) • 7. 0.0 

MT % 85.8 2.4 4.7 7.1 41.2 58.8 77.6 7.0.0 /..1\ 

------ ----------~----
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