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ABSTRACT

The current study presents the critical discourse analysis of real estate print advertisements to
examine and report the discursive and social practices exercised by the recipients and the producers of
real estate advertisements (confined to the sale & purchase of small houses only) in Pakistani socio-
cultural context. The framework applied for the analysis of eighteen Pakistani real estate advertisements
is that of Fairclough’s (1989) which is integrated with Halliday’s (1985) Systemic Functional Grammar,
Schrank’s (1974) Language of Advertising Claims and Kress and van Leeuwen’s (1996) Grammar of
Visual Design to ensure theoretical triangulation.

The manipulative moves of real estate companies are unveiled by analysing data gathered from
different sources (questionnaire based on close ended and open ended questions, interviews and the text
of eighteen print ads) with the application of mixed methods (quantitative and qualitative) approach to
ensure methodological triangulation. The findings reveal that all three income groups (Upper-middle
class, middle-middle class & lower- middle class) do not significantly differ as regards their perception
of the real estate ads. However, the lower-middle, middle-middle classes are more attracted towards the
real estate ads as compared to the upper middle class. The study also points out that the main focus of
the most of the real estate companies is upper-middle class- the one which could not afford posh areas
like Defence.

The role of coloured images and code-mixing in capturing the customer’s attention, thereby
revealing the discursive practices, has also been discussed. The current study has followed the
theoretical perspectives such as multi model discourse analysis and applied linguistics, thereby
highlighting this important issue through the critica discourse analysis of real estate print

advertisements.



TABLE OF CONTENTS
ACKNOWLEDGEMENTS ... ottt e et e e et e e e e e e

i
N S I A o P iv
LIST OF FIGURES. .. ...ttt ittt et et e e e e e e et e e et e et e e e e e e e ea e, Xi
LIST OF TABLES. ..ottt ottt et e e e et e e e e e e e e e ee e, Xil
CHAPTER 1: INTRODUCTION . .. ittt it e et e et e e e e et e aan e 1
1.1 StALEMENE OF PUIPOSE. .. et ettt e et e e et e e et et e e et e et e et e e e eaeeens 1
1.2 Rationale of the STUAY......c.o i e e e e e e e e e e e e e e ae e 1
1.3 Background of the STUAY ... .......oooir i e 2
1.4 AIMS AN ODJECHIVES. .. oe ittt i it ittt e e e e et e e e et e e e eae et 3
1.5 RESEAICN QUESTIONS. .. .ttt et e e e e et et e e e e e e e e 3
1.6 RESEAICN PrOCEAUIE. .. . e ettt e et ettt e e e e et e e e e e e e e 3
1.7 SIgnificanCe of the StUAY ... ... e e 4
1.8 DIIMITALIONS. .. ettt et e e et e et e e et e e e et e e e e e e 5
1.9 Organization Of the THESIS. .. ... v e e e e e e e e e e e 5
1.10 Summary of the Chapter. .. ....o oo e e e e e e e e 6
CHAPTER 2: LITERATURE REVIEW. ... ..ot e e e 7
2.1 ApPlied LiINQUISHICS (AL) ... et et et e e e e et e et e e e ae e e 7
2.2 DISCOUrSE ANAIYSIS (DA .. et et et e e e e e e e e e e e e e 8
FZ 0 1o £ 9
2.2.2 DiSCOUISB ANAIYSIS. .. et ettt et ettt e et e e et et e e e e ae et e e e e e e aas 10
2.2.2.1 Discourseanalysisand post MOerNiSM........cvue e v e re e e e eaa e 10
A A = 7o (] {011 oo 10
2.2.2.3 Approachesto diSCOUrSE analYSIS. .. ... .vu et ee et e e e e e e e e e eaeeaes 12
2.2.2.3.1 SPeeCh aCt tNEOIY .. ... et e e e e e e e e 12
2.2.2.3.2 Interactional soCiolingUIStiCS (IS)......uueiieie et e e e e e 13
2.2.2.3.3 Ethnography of communiCation..............ooiiie i e e ee s 13
2.2.2.34 Conversalion @NalYSIS. .. ... cu e et e e e 13
2.2.2.35 Varialion @NalYSIS. ... ..e et et e e 14

2.3 Systemic FUNCLIONE LINQUISTICS. .. ... v ettt e e e e e e e e e e e e 14
2.3.1 MetafunctionSOf 1aNQUAJE. .. ... ... ue et et e e e e e e e 16
2.3.1.1 [deational fUNCHION. .. ... ... e e e e e e e e e e e e e e e e e 17
2.3.1.1.1 MEEITAl PrOCESS. .. ...ttt e e e et e e e e et e e et et e e 17
2.3.1.1.2 MENEAl PrOCESS. .. . eu ettt et et e e e e e ettt et e e e e e eae e ee e e e a e 18
2.3.1.1.3 RE@ONAl PrOCESS. .. ... e e ettt et et et e e et e e e e e e e e 18



2.3.1. 1.4 NV erbal PrOCESS. .. ...ueie ittt e e 19

2.3.1.1.5 BeNaVIOral PrOCESS. .. ... e et et et et et et e e e et e e e et e e e e e e 19
2.3.1.1.6 EXIStONtial PrOCESS. .. ... ie i et et et e e e e et e e e e 19
2.3.1.2 Interpersonal TUNCHION. ... ...ie e e e e e e e e e e 20
2.3 1.3 Textual fUNCHION. .. ... e e e e e e e e e e e e e e e 22
2.4 Kress and van Leeuwen'sgrammar of visual design..........oovvii i i i e, 22
2.5 Critical Applied LiNQUISEICS (CALX) ... uiuutiit e e e e ettt e e e e e e e e 24
2.5.1 Critical discourseanalySIS (CDA). ... .ttt e e e e e e e e e, 25
2.5.1.1 EMergence Of CDA QrOUP. .. ...ttt ettt ae et eae e ae et et e e e eeeaeeaeaenaenaeans 26
2.5.1.2 Critical linguistics Vs Critical discourseanalySiS.........ccovevviiieriiiiiiiecie e ennn 27
2.5.1.3 Mg or approaChesSto CDA ...t e e e e et e e e e e e e e ee s 28
2.5.1.3.1 Norman Fairclough: Discourse as social practiCe..........cc.vvveiieievininiennnnnns 28
25.1.3.1.1 TexXt @0 iSCOUISE. .. ... cu et ettt e et e e et et e et e e ee e 29
251312 Textanalysis..............oo 30
2.5.1.3.1.3 Fairclough'sthree-dimensional model...............cccoevii i, 31
2.5.1.3.1.3. 1 DESCIIPLION. .. ce et e e e et e e e e e e et e et e e e e 32
2.5 1.3 132 INTEIPretalion. .. ... c.enie e et e e e e e e e 33
2513 L33 EXplanalion.............coooeiiiii i, 34
25.132Teun Van DijK (1994) ...t e e e e e e 35
2.5.1.3.3 Ruth Wodak's (1996) sociological and historical approach
B0 D A e e e 35
2.5.1.4 CritIqUE OF CD A . .. e e e e e e e e e e e e e e et e 37
2.6 AQVEITISING DISCOUISE. .. .t ettt et et et et et et et e e e e e e e et et e e e eaeeteeaeaenenaas 38
2.7 The Language of AdvertisSing ClaimsS.........coiiniinii e e e e e e e e e e e e 41
2.7.1 TheWeasel ClaiM. ... ..o e e e e e e e e e e e 42
2.7.2 TheunfiniShed Claim ... ... e e e e e e 42
2.7.3 The"we’re different and UniqUE" ClaiMm..........coiiiii e 43
T 274 The"water ISWEL" ClaiM ... ... e e e e 43
2.7.5 The"SOWNaEL" ClaIM... ...t e e e e e 43
2.7.6 TREVAGUE ClAIM ... ..t e e e e e e e e e e e e e e e e e eas 44
2.7.7 The endorsement or teStimonial...........coouiiuiie it e e e e, 44
2.7.8 Thescientific or statistical Claim...........coooiii i e 44
2.7.9 The"compliment the consumer” Claim............oooiiiiiiii e, 45
2.7.10 The rhetorical QUESTION. .. ... .. et e e e e e e e e e e 45



2.8 PNt AVE T SN S. . . oottt e e e e e 45

2.8.1 Code-mixing in print a0VertiSEMENES. .. ... ... veii et e 47
2.8.2 Real estate market and adVvertiSEMENTS. .. .......ve ittt e 48
2.8.3 Manipulation through advertiSEmMeNntS. .. ......c.e v e, 50
2.8.4 Critical discourse analysisof advertisngmanipulation.............coooviiiiiiii i e e, 50
2.9 SuMMary of the Chapter. ... ... e e e e e e e e e e, 54
CHAPTER 3: METHODOL OGY ...ttt it i i e et e e e e e e et e e e e e eae e 56
3.1 Ethical Consideration in Collecting And HandlingData................c.coveiiiiiiiiicnineenn. 56
3.2 RESEAICH DBSIGN. .. e et iiii e e e et e et e e e e e e e e 57
3.3 Data Collection through Research INStruments. .........oovevevi i e e e, 59
3.4 Population and PartiCiPantS. .. .......c..irueeee e e e e e e e et e e e e e 61
3.4.1 Participants of QUESLIONNAITE SIUAY ... ... ..uieeie e e e e e e e e e e e e eenaenas 61
3.4.2 PartiCipantS fOr INTEIVIEWS. .. ...t e et et e e e e e e e e e e e e e eaeeaans 63
3.5 Validity and Reliability (Achieved through Triangulation
AN PHOL STUAY).....oee 63
2R 300 I o 11 1 (0T 64
GG 07070 1 65
.7 DAA ANGIYSES. ...ttt e e e e 66
3.7.1 Fariclough'sthree-dimensional framework.............ooviiiiiii e 68
7. 1L Frst dimeNnSION EEXL. ... ettt e e e e e e e e e e 68
3.7.1.1.1 Halliday's systemic functional lingUIStICS............c.ouviiiiiiiiiii i, 69
3.7.1.1.2 Thelanguage of advertiSiNg Claims...........oooiiieii i e e 70
3.7.1.1L.3 COUE MIXING. .. ettt et ittt e e 71
3.7.1.1.4 Kressand Van Leeuwen's grammar of visual
(015 o TP 71
3.7.1.2 Second dimension: Production and reception
0107005 PP 73
3.7.1.2.1 Analysis of production process (Institutional
BNAIYSIS) .ttt ettt e e e e e e e e aan 72
3.7.1.2.2 Analysis Of reCEPLION PrOCESS. .. ucieus e et et e e e e et e e e e e e ee e 74
3.7.1.3 Third Dimension: Socio-cultural practices
(SOCIAl ANATYSIS) ... e ettt e e e e e e e 77
3.8 SUMMary Of the Chapter. .. .....cce it e e e e e e e e e e e e 78
CHAPTER 4: DATA ANALY SES. ..o e e 79
4.1 Application of Fairclough’s Model to Pakistan real estate ads.............c.ccooeivveiieineennn 79
4.1.1 First dimension: text analySiS-deSCription...........ovviiiiiee e e e e 79



4.1.1.1 Application of SFL to the real estate ads.............ccouviiriieiie i, 79

4.1.1.1.1 Ideational function (Transitivity analysis)..........ccooeviiiiiiiiiiiii e e, 80
4.1.0.0. 0.1 MaLErial PrOCESS. .. eu et et et et et e e e e e et e e e e e e e e e e 80
4.1.0.1.0.2 MENTAL PrOCESS. .. . eu ettt et e e et e e e e e et e e e e e e e e e e 82
4.1.1.1. 1.3 RE@IONAI PrOCESS. .. eu ettt et it e e ee e e e e e e e e e eae e aanaenas 83
A4.1.0.0. 0.4 Verbal PrOCESS. .. .e ettt et e et e e e e e e e e e 85
4.1.1.1.1.5 EXISTENTIAl PrOCESS. .. ..ttt it et et et e e e et e e e e et e e e e ae e 85

4.1.1.1.2 Interpersonal TUNCHION. .. ..o e e e 86
4.1.1.1.2.1 Analysis Of MOOG. .. .. ..o e e e e 87
4.1.1.1.2.2 Modality @nalySiS. .......ooui it e e e e 91
O e B < 0 PP 93
O O I 00 P 94

4.1.1.1.3 Textual fUNCHION. ..o e e e e e e e e 95
4.1.1.1.3.1 CONBSION. .. ettt et et e e e e e e e 926
4.1.1.1.3.2 REfEr&NCING ... . cv ittt et e e e e e re e ee e eeeeenaneneeeeeene OB
4.1.1.1.3.3 Ellipses and SUDSHITULION. .. .......civeii e e e e e e v e e e 08
4.1.0.1.3.4 CONJUNCEIONS. .. .ttt et e e et et e s e e e e e ee eae eaeeanr e e e n e e eae e e 99
4.1.1.1.3.5 RNetorical eVICES. .. .....oie i e e e e e e e 100
4.1.1.1.3.6 Simileand Metaphor. .........oovi i 102
A.1.0.0.3.7 AQJECHIVES. ..ot et e e e e e e e e e 102

4.1.1.2 Analysis of advertising Claims..........oooi i 104
4.1.1.3 Other techniques t0 entrap CUSIOMEIS. .. ... vu et e ettt ee e e e aeenaas 111
I I O To [ o 01 ([ o P 112

4.1.0.4.1 RESUIL OF SUNVBY ... in it ettt et et e e e e e e e e e e e e e e eeneneaa 113

4.1.1.4.2 Code mixing in the selected ads............ocoiiiiiiiiiii e 113
4.1.1.4.2. 1 Transliteration. .. .....oou e e e e e e 114
4.1.1.4.2.2 Types Of COUE MIXING......uirritiie it it e e e v e e e e e e e eaeaenaas 114

4.1.1.4.2.2.1 Lexical Code MiXiNG......ouree e et ie e e e e e e e ne e enen 115
4.1.1.4.2.2.2 Phrasal Co0 MIXING.......cuuireitie it e e e e e e e e e e eens 116
4.1.1.4.2.2.1 Sentential Code MIXING......oue it e 117
4.1.1.5 Anaysis of the paralanguage: Application of visual
GramMMAr (VG ) ettt e e e e e e e e e e e e e 118
4.1.1.5.1 Representation and interaction (Interpersonal)...........c.ccooiiiiiii i, 119

viii



0 0 ¢ 1 1Y/ o o o PSPPI 119

g I I T 0 0 =Y €] o= o1 1 Y 121
4.1.1.5.1.1.2 SOCIE AISTANCE. ... e. vttt et et e ettt e e et e e 123
41151103 COl0UN . e e e e e e e e e 124
4.1.1.5.0. 0.4 LIgNEiNG. ..o oe et e e e 125
4.1.1.5.1.2 Modality @nalysSiS. .. .....oouiii it e e e e 125
4.1.1.5.2 Layout and compositional meaning (Textual
= Y2 ) 126
A.1.1.5.2.0 SAIBNCE. ...t et et e e e e 126
4.1.1.5.2.1.1 Result of the survey: language-image
[T 4 = Vo= 128
A.1.0.5.2.2 VBCIOIS. .. ettt et e e e e et e e et et e e e e e e 128
4.1.1.5.2.3 The compPOoSItIoNal 8XES.........uiniititie e et 129
4.1.2 Second dimension: Processing analysis-Interpretation.............coccooiiiiiiiicie e enn . 129

4.1.2.1 Analysis of production process (Institutional analysis)................ccevveevevn e 130
4.1.2.1.1 Analysis of Mr. Sarwar Khan's interview...............ocooveieviniiiine s e 131

4.1.2.1.2 Analysis of Mr. Sajjad AnwWar's INTEIVIEW. .. ......ovvieie e e e ee e 133
4.1.2.1.3 Analysis Of StreSS and PAUSES. ... . .uue e e e ete e e een et et ee e e e eaeeaeaenans 134
4.1.2.2 ANalySiS Of FECEPLION PrOCESS. .. ... eueetee et et et et e teeaeeae e ae e e a e e ae e eneaes 135
4.1.2.2.1 Analysis of the closed-ended QUESLIONS..........ovveee i e e e 135
4.1.2.2.2 Analysis of the open-ended QUESEIONS..........cuviriiriieie i e e e, 147
4.1.2.2.2.1 Detailed description of the housing SOCIEtIES.............vvviviiiiiiiiiiie e, 147
4.1.2.2.2.2 Popularity of the advertised housing SOCIEtIES............eveeieiiiiiiiiiiennne 148
4.1.2.2.2.3 IMage OMINANCE. .. ..ttt et et e e e et et e e e e e e e e 148
4.1.2.2.2.4 Cluttered vs uncluttered layout......... ..o 149
4.1.2.2.2.5 Black & white vs colourful ads. ..o 149
4.1.2.2.2.6 PreVioUS EXPEITEINCE . .. . vttt ettt e e et e e e et et e e e aae e eaeae e aees 149
I A L T=Y o o o N - T 150

4.1.3 Third dimension: Socia analysis-Explanation..............cccovve i e 150
4.1.3.1 SItUAtioNal @NAlYSIS. .. ... v e e et e e e e e 150
4.1.3.2 SOCIEtAl @NAIYSIS. .. e e ettt e e e e e e 155
4.1.4 Summary of the Chapter. .. ....c.ooe i e e e e e e e e 156
CHAPTER 5: DISCUSSION-FINDINGSAND IMPLICATIONS.......otiiiiiiiiiieiieeeen, 157



5.1 Interpretation of Linguistics and Visual Devises used in

REAI EStAte PriNt AlS. .. .n ittt e e e e e e e e e e e e e e 157
5.1.1 Systemic functional HINQUISTICS. .. ... ... u i e e e e e e e 158
5.1.1.1 TranSItIVILY @NalYSIS. ... ..uni ettt et e e e e e e e e 158
5.1.1.2 Interpersonal function (SFL & VG)......einiinii e e 159
5.1.1.3 Textua function (SFL & VG) .. v e e e et e e e e e en e 163
5.1.2 AdVEITISING ClalmMS. ... et e e e e e e e e e e e 164
5.1.3 FINdiNgS OF the SUINVEY ... vttt e e e e e e e e e e e e e eaeaenaas 165
5.1.3.1 QUESLIONNAITE STUAY ... . e et e et ettt e e e et et e e e e et e e e e eaeeaeaennennees 165
TR R T 1 (=] Y = PP 167
5.2 Dominance of IMage OVEr LaNQUAGE. ... .. vvu e eeeeeieeiee e eae et e ee e et e e e e eaeeaeaaas 167
5.3 R0IE O COUE IMIXING. .. ..ttt e e e e e e e e e e e e e e e e e e e 168
5.4 Socio-Economic Situation Depicted through Real Estate
S e 169

5.5 Interpretation of the Preferences of the Sections of Middle
O 1T RURPOURROPRPRORRONE, [ 4 |

5.6 Common Findings of Qualitative and Quantitative Study................cccovviiviiin e, 172

5.7 Limitations of the Present Study and Recommendations for Future

RSN N . . et e e e e e e 173
5.8 Summary of the Chapter. .. ....cooe i e e e e e e e e e e 173
(0] Tod 11157 ) o 174
REFERENGCES. .. ... ittt i e e e e e e e e e e et et e et e e e e e aeeens 178
APPENDICES. ... ittt e e e e e e e e e 189
Appendix A Real Estate AdVErtiSEMENTS. .. .......iuiie it 190
Appendix B-1  CONSENt FOMM... ...t e e e e e e e e e e e 198
Appendix B-2  Original QUESTIONNAITE. .. ... ...ttt it e ee e e e enns 200
Appendix B-3 Questionnaire with Re-arranged QUEStIONS..........c.ccovvviiiiiiiiiniiie e enn e, 204
Appendix B-4 Overal and Class-wise Analyses of Middle Class..............ccooovviieiieine e 208
Appendix C-1 Discourse transcription SymbolS..........coviii i e 211
Appendix C-2 Interview Questions: Mr. Sarwar Khan...............ccooviiii i e 212
Appendix C-3 Interview Transcript: Mr. Sarwar Khan.............cccooovii i iiiiiiiece e e 214
Appendix C-4 Interview Questions: Mr. Sajjad ANWar..........c.vvevieieeieeeanieiieienenaeeens 224

Appendix C-5 Interview Transcript: Mr. Sajjad ANWar.........cccoeveriieiieieiieeie e eeniennennn 226

Appendix D C.D. containing audio of Mr. Sarwar Khan's and
Mr. Sajjad ANWAr'S INTEIVIEWS. .. ... ittt e e e e e, 235



LIST OF FIGURES

Figure 2.1 The view of grammar in relation to metafunctions and

FBINK . et e e e e e e e e 16
Figure 2.2 Concerns and domains of critical applied linguistics.............c.covviiiiean.nn. 25
Figure 2.3 Fairclough’s three-dimensional framework................ooooi i, 32
Figure 3.1 Research design of the present study.............coooiiiiiiiiiiii e, 58
Figure 3.2 Framework for the analysis of real estateads..............cccocvvviiiiiie i, 67
Figure 4.1 Code mixing VS the use of only Urdu language.............c.ccoviiiiiiiiiiinnnnnn. 113
Figure 4.2 Element of “gaze” in the ad for Elite TOWN...... ..o 119
Figure 4.3 Gaze and gesture in the ad for Airport SOCIELY..........ovveviiiii i, 120
Figure 4.4 Visual configuration of “‘offer’ ..., 121
Figure 4.5 Housing society captured fromhighangle...........ocooiviii i, 122
Figure 4.6 Buildings captured from low angle..........coooo i 122
Figure 4.7 Houses captured from frontal angle..............ccooi i 123
Figure 4.8 Language-image dOmMINANCE. .. ... vu e v et e v e et e e e e e eae e ee e enans 128

Xi



LIST OF TABLES

Table 2.1 Processes involved in transitivity analysiS.........ccooevvvivie e enn

Table 3.1 Income groups selected for the questionnaire study........................

Table 3.2 Reliability analysis of the questionnaire with the

application of Cronbach’s alphatest.............cccoviiiii i,

Table 3.3 Discussion of interviewees’ responses with regard to

FESEAICH QUESHIONS. .. ..t ettt e e e e e e e e e e e een s

Table 3.4 Questions analyzing the features of real estate ads with

respect t0 researCh QUESHIONS. ... ... et v v e e

Table 4.1 Identification of the material processin the selected red

Table 4.2 Detection of mental processesin the selected real estate ads
Table 4.3 Detection of relational processesinrea estateads.............coooveviiiiiii s,
Table 4.4 Identification of Verbal Process.............ccovv i iiii i
Table 4.5 Examples of existential PrOCESS. ... ...v v ire e et e e e e ae e

Table 4.6 Imperatives referring to the acquisition of the product....................

Table 4.7 Imperative clause referring to the consumption of

product (living in the housing SOCIEtY)........c.covvviiiiiiiii e,
Table 4.8 Imperatives inviting readersto visit model houses.........................
Table 4.9 Examples Of iNterTOgatiVES. .. ... c..ieee et ee e e e e v e e e e e e eaeeaaas

Table 4.10 Use of modal auxiliary “can” to express possibilities....................

Table 4.11 Use of “will” to evoke the impression of promise........................

Table 4.12 Use of Simple present tense stating present condition

Of NOUSING SOCIELIES. ... .oieee i e e e e

Xii

62

74

75

81

82

85
86

88

89
89

91



Chapter 1
Introduction

1.1 Statement of Purpose

The current research intends to present the critical discourse analysis of real estate print
advertisements to expose the manipulative moves of the advertisers in controlling people’s minds
through linguistic and visual devices. The study aims at exploring the discursive and social
practices executed by real estate companies, advertisers and the receivers of the ads by
examining the processes of production and reception of the text. Moreover, the pivota role of
code mixing in attracting readers as well as lucidly conveying advertisers’ messages to them is
also highlighted. In addition, it not only takes into account the socio-economic context reflected
in these ads but also finds out which section of the middle class feels attracted towards them.
1.2 Rationale of the Study

Manipulation in advertisements has been the subject of research in media studies and
critical discourse analysis. An enormous amount of research has been carried out uncovering the
crucia role of advertisements in exploiting customers’ desires and creating unwanted necessities.
However, the manipulative role of the advertisements related to real estate business which is a
‘highly serious business” as rightly put by a real estate advertiser (S. Anwar, persona
communication, September 3, 2012), has not been given its due attention. The importance of real
estate business lies in the fact that it is one of the most expensive investments requiring
customers’ hard-earned money which they have saved their whole life. Therefore, the researcher
intends to study not only the advertising text but also the processes of production and reception

of the text to highlight the exploitative moves of real estate and advertising companies.



1.3 Background of the Study

The importance of advertising cannot be overemphasized as it is ubiquitous and exerts
immense influence on consumers’ minds, lifestyle and behavior patterns through verbal and non-
verbal signs. According to Himmelstein (1994), “Ads are not selling us a product...they are
selling us a life-style. And they have become the engines that drive our way of life” (as cited in
Panik & Legak-Tusek, 2002, p. 280). Therefore, the function of ads extends from conveying
information to persuasion and, more often, manipulation of customers.

Advertising discourse has been the subject of interest for many linguists, sociologist,
psychologists as well as the proponents and students of media studies. During the last two
decades, a number of studies on manipulation in advertisements related to various products,
especialy beauty products, have been conducted examining the crucia role of advertisementsin
creating unwanted necessities in young generation as well as the exploitation of women in and
through advertisements. However, real estate business in general and advertisements in particular
have received little attention by researchers.

The real estate market encompasses “al transactions which involve dealings in rights or
access to land and buildings” as defined in a survey report on Real estate in Pakistan
commissioned by the Ministry of Commerce (n.d.) as part of the larger study on Domestic
Commerce (Niazi & Khetran, n.d., p.8). The survey report discusses that the rea estate market in
Pakistan is not transparent; standards are not uniform as well as there are loopholes in property
transaction and lega system. The current state of the real estate market has inspired the
researcher to analyze real estate ads which are the means of exploitation of the Pakistani people

who are befooled by the deceptive claims made by real estate companies and advertisers.



1.4 Aimsand Objectives

The objective of the study isto

1.

5.

6.

expose the manipulation and exploitation of readers/customers through real estate

ads

. examinethe role of language and images in persuading readers
. find out whether language dominates image in the ads under analysis or vice versa

. Study the social and economic situation mirrored in the ads

throw light on the perception of middle class regarding the real estate ads

highlight the role of code mixing in making ads comprehensible and attractive

1.5 Resear ch Questions

The study aims to provide answers to the following research questions:

1

5

How do advertisers control people’s mind by employing linguistic and visual
devicesin the Pakistani real estate print advertisements?

Does language dominate image(s) in rea estate ads?

To what extent does code mixing make real estate ads more attractive and easily
understandabl e?

How far is the socio-economic situation of the Pakistani society reflected in real
estate ads?

Which section of the middle class feals attracted to real estate ads?

1.6 Research Procedure

The current study employs mixed-methods approach which integrates both qualitative

and quantitative analyses. The qualitative analysis of eighteen Pakistani rea estate print

advertisements is carried out by applying Norman Fairclough’s approach to Critical Discourse



Analysis propounded in his book Language and Power in 1989. Fairclough (1995a, p.44)
believes that media discourses "contribute to reproducing social relations of domination and
exploitation”. Therefore, to study the manipulative power exercised through the Pakistani real
estate print advertisements, Fairclough’s Three-Dimensional Model (1989) is applied to the
advertising text. The model includes the analysis of text, processes of production and reception
and socia practices. For text analysis, Halliday’s Systemic Functional Linguistics (SFL) (1985)
is applied for linguistic analysis while Kress and Van Leeuwen’s Grammar of Visual Design
(1996) is employed to analyse images. The language of the ads is also examined in terms of the
advertising claims propounded by Jeffery Schrank (1974).

In order to study the process of the production of ads, the interviews of the Director Sales
of Valancia Homes and the CEO of Creative Consultants, an advertising agency, are conducted.
The process of reception of the ads is examined by conducting a questionnaire study to 60
participants. The questionnaire comprises questions related to the language, images, code mixing
and socio-economic situation of the Pakistani society.

1.7 Significance of the Study

This study would be a significant endeavour in exploring and uncovering the underlying
principles working behind the Pakistani real estate advertising discourse (print). Modern day redl
estate advertisements influence the social lives of people with the help of the interplay of images
and the verbal text. This study would contribute to the understanding of ads as means of
exploitation of people’s needs and desires in the context of Pakistani society. By applying
Fairclough’s Three-Dimensional Model (1989), Halliday’s Systemic Functional Grammar (1985)

and Kress and van Leeuwen’s Grammar of Visual Design (1996), the strategies employed by the



advertisers to control customers’ minds will be made explicit. Moreover, the quantitative

analysis has been integrated to triangulate the results of the qualitative study.

1.8 Delimitations

The delimitations of the present study are as follows:

1 The research focuses on the study of only print real estate advertisements published in the
Pakistani newspapers.

2 It examines eighteen real estate ads with the exception of classified ads.

3 The study covers only those rea estate ads which advertise houses, apartments and
residential plots ranging from 3 marlas to 1 or 2 kanals because, presently, most of the
housing schemes offer plots of the above-mentioned sizes.

4 The ads for shops or commercial plots are out of the scope of the present study owing to the
fact that it would not be possible for the researcher to do justice with both kinds of ads. The
ads for commercial plots are different from that of residential plots because the requirements
of the customers are different.

1.9 Organization of the Thesis

The thesis is organized into five chapters comprising multiple sections. Chapter 1
presents introduction to the topic and research study. Pertinent literature related to the topic is
reviewed in Chapter 2. After an in-depth analysis of the literature related to advertising discourse
as well as the theories applied in the present study, the methodology deployed for the current
study is explained in detail in Chapter 3. The analysis of the current study with the application of
selected theories and methodological tools is presented in Chapter 4. Finally, Chapter 5 carries

the discussion of the results with respect to each research question. The dissertation closes on a

short note of conclusion.



1.10 Summary of the Chapter

This chapter provides a comprehensive introduction to the current study elaborating the
purpose and rationale of the study. The background of the study is aso given highlighting the
importance of advertising discourse and the need for research in the area of real estate especially
advertisements. The chapter also outlines the researchers’ objectives and states the research
guestions which the dissertation aims to answer. The research procedure integrating qualitative
and quantitative analyses has also been discussed briefly followed by the significance and
delimitation of the study. At the end, the chapter provides a brief map outlining the organization

of the dissertation.





