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ABSTRACT

Advertisements play a crucial role in enhancing sales and marketing for a wide range of products and ideas.
Defined as commercial messages designed to promote and sell goods, advertisers often craft meticulous and strategic
language in their advertisements to convert viewers into consumers. This study undertakes a contrastive linguistic
analysis of persuasive appeals in TV advertisements from Algeria, France, and Saudi Arabia, focusing specifically on
detergent products. The research is grounded in Aristotle’s rhetorical framework and Grice’s cooperative principles
to analyze and compare the language used across these three countries. A purposive sample of fifteen detergent TV
commercials (five per country) was selected for analysis. The findings reveal that while all three countries employ a
variety of persuasive strategies, there are significant linguistic differences that contribute to both shared and distinct
advertising practices. Results indicate that Algerian detergent TV advertisements rely mainly on pathos. French
commercials focus on both pathos and logos. Saudi Arabia uses a combination of all three appeals (logos, pathos, and
ethos). This study provides insights for advertisers regarding the importance of adhering to strategic appeals. This
work explains how following these communicative principles can encourage advertisement designers to enhance the

persuasive power of their messages. Hence, advertisers ensure greater effectiveness of their promotional efforts by
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optimizing the linguistic and pragmatic elements of their advertisements.

Highlights

 This study undertakes a contrastive linguistic analysis of persuasive appeals in TV advertisements from Algeria,

France, and Saudi Arabia, focusing specifically on detergent products.

» The research is grounded in Aristotle’s rhetorical framework and Grice’s cooperative principles.

* There are significant linguistic differences that contribute to both shared and distinct advertising practices.

Keywords: Advertisement; Cooperative Principles; Cross-Cultural; Detergents; Linguistic Analysis; Persuasive Strategies

1. Introduction

Technology is now regarded as a primary tool people
rely on to achieve various goals and objectives. It simplifies
life worldwide, reducing the effort needed compared to the
past. With technology, industries and companies carefully
target specific audiences and personalize advertisements
based on their audience preferences and behavior according
to Salah and Alzghoul M. Additionally, the global market
continuously introduces a variety of products and services,
largely driven by tailored commercials and advertisements
as stated by Egieya et al. . Companies use crafted dis-
course and visuals in their commercials to ensure greater
sales efficiency. Blair et al. B! clarified that TV commercials
are a set of organized methods of informative communica-
tion about a product that a company wants to sell as also
explained by Albarq et al. 1.

The influence of commercials on consumer behavior
is complex and requires thorough investigation. Advertise-
ments today blend psychological, social, cultural, and lin-
guistic elements. This paper aims to explore how advertise-
ments are designed to meet consumer needs and identify the
significant similarities and differences between Algerian,
French, and Saudi television detergent advertisements, spe-
cifically related to detergents. These countries, recognized
as economic forces, differ in social, educational, religious,
and cultural aspects, all of which may impact their adver-
tising strategies as stated by Agag et al. ¥ and Rachmad ().

Moreover, this study seeks to analyze how these fac-
tors influence advertisement design in each country and
to provide data on effective strategies. The research uses
quantitative and qualitative approaches, guided by Aristot-
le’s Rhetoric framework, to categorize appeals such as gen-

der, celebrity, music, colors, and puns. Each advertisement

will be analyzed in detail, and quantitative data will assess
the frequency of these appeals in each country, identifying
commonalities among Algeria, France, and Saudi Arabia. It

seeks to answer the following questions:

1.  What are the main persuasive strategies used in Algeri-
an, French, and Saudi TV advertisements?

2.  What are the differences and similarities between them?

3. How have the advertisements made use of Grice’s

Maxims to persuade the audience?

These questions have led the researchers to suggest
two hypotheses. First, music and gender might be the most
commonly relied upon strategies. Second, it is expected
that Arab advertisements employ more appealing strategies
compared to French advertisements. Also, the language
used in the advertisement is more likely to be culturally

bound.

2. Literature Review

Several studies have closely examined the linguistic as-
pects of advertisements, focusing on the various persuasive
strategies employed within them. They mainly explore how
advertisers use language, visuals, and emotional appeals to
influence consumer behavior and effectively convey their
messages. Heath [ explored the use of emotions as a per-
suasive strategy in advertisements, highlighting their effec-
tiveness in promoting products or ideas. He found that ad-
vertisers often employ various emotional appeals to capture
attention, noting that emotional significance in advertise-
ments functions not only as a tool to increase attention and
support message communication but also as a persuasive
mechanism. Emotional appeals are widespread globally,
used to attract attention and promote specific ideas or prod-

ucts.
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Furthermore, gender appeal has become one of the
most prominent appeals in advertising, either on its own
or in combination with other appeals. It has proven to be
strong enough to attract diverse audiences, including chil-
dren, adolescents, and adults of all genders. Blair et al. !
focused on gender appeal in advertising, noting that it is
increasingly used to capture attention, whether explicitly
or implicitly. However, the impact of this appeal remains
a topic of debate, with uncertainty about whether it is ulti-
mately positive or negative.

Many researchers have compared and contrasted adver-
tisements across different countries or contexts. For exam-
ple, Zhou and Sun ® compared the language use of Chinese
and English advertisements. Their study primarily focused
on the explicit cohesive devices in both languages, reveal-
ing that English advertisements rely more on reference and
conjunction devices. Meanwhile, Chinese advertisements
frequently use ellipses to attract viewers and play on curi-
osity, a crucial factor in product promotion.

Similarly, Rababah and Khawaldeh ) conducted a con-
trastive study on the advertising appeals used in Arabic and
English television commercials, specifically focusing on
electronics such as televisions, air conditioners, and camer-
as. Their research aimed to identify the primary advertising
appeals in each language and uncover significant similari-
ties and differences. The findings reveal that TV advertise-
ments implicitly employed emotions, rationale, and play on
words strategies to persuade viewers, with emotional ap-
peals being the most frequent.

In another contrastive study, Biria and Hassani ' ex-
amined the advertisement techniques used in single-gender
and coeducational institutes. Their qualitative analysis fo-
cused on the discourse differences in advertisement tech-
niques, particularly the lexicon used to attract attention, by
comparing advertisements from English language institutes
with their mixed-gender counterparts. The results indicate
that the stimulating phrases in both cases were remarkably
different. These differences are associated with gender, ed-
ucation, and the financial background of the viewers.

Kaynak et al. 'l compared the functions of advertise-
ments within agencies and their relationships with clients
in Canada and Turkey. Their study highlights the value of
cross-cultural research in advertising, especially given the

different developmental stages of the two countries. They

sought to clarify and understand the dynamics between cli-
ents and agencies concerning advertising strategies. The
findings indicate that the personal relationship between the
advertising agency and the client is very important in a de-
veloping country like Turkey. They also highlight signifi-
cant differences in terms of certain advertising functions.
These differences are attributed to the different levels of the
industry and its competitive situation.

Farrall and Whitelock 2! contributed to comparative
linguistics in advertising by comparing global and national
brand advertisements through different frameworks, includ-
ing creative strategies, advertising forms, and styles. Their
study revealed both the similarities and differences between
these two types of advertisements, while also emphasizing
the unique functions each type serves.

Furthermore, Brunel and Nelson 3! examined the inter-
action between gender, values, and message sequencing in
shaping responses to various types of advertisements. The
findings indicate that both gender and message order sig-
nificantly influenced persuasion, with women demonstrat-
ing a more pronounced modernity effect than men when ex-
posed to two types of charitable advertisement: self-benefit
(help-self) and other-benefit (help-others).

Numerous studies have scrutinized the linguistic fea-
tures of TV advertisements. Karsita and Apriana ¥ focused
on the syntax of the advertisement, Boltz et al. ') inves-
tigated the phonetic symbolism and memory for adver-
tisements, and Sidiropoulou '® examined the cultural en-
counters in advertisement translation. However, there are
limited studies that have examined cross-cultural aspects of
advertising. Beyond mere curiosity about what exactly ad-
vertisements are, how they function, and what effects they
have, several factors have driven the researcher to investi-
gate advertisements in a variety of contexts. Advertising is
a complex field that integrates various social, cultural, psy-
chological, and intellectual elements. The primary objec-
tive of this research is to examine the structure of different
advertisements, analyze the appeals employed within them,
and conduct a contrastive study to highlight the significant
similarities and differences that may emerge between Alge-
rian, French, and Saudi detergent advertisements. This anal-
ysis would reveal how language reflects a cultural feature

occurring in a particular culture 719,
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3. Methodology

3.1. The Framework of the Study

It is crucial to theoretically explore different aspects
related to advertising to better understand and analyze the
data presented in this work. This study employs Aristotle’s
rhetorical framework, as presented in Reeve 2. Aristotle
states that rhetoric is “the faculty of observing in any giv-
en case the available means of persuasion” and classifies
these means into three appeals: ethos, pathos, and logos.
Ethos accounts for the speaker’s credibility and the extent
to which they are perceived as trustworthy by their audi-
ence. Pathos is concerned with the strategic use of emotions
to evoke feelings that support the argument. Logos employs
logical reasoning and rational argumentation as the basis
of persuasion. This tripartite model provides a fundamental
framework for investigating persuasive strategies through
understanding how advertisements appeal to emotions, es-
tablish credibility, and employ logical reasoning in different
cultural contexts, making it a valuable tool for cross-cultur-
al linguistic analysis.

Grice’s ! cooperative principle is also adopted in this
study to analyze the tools that companies use to influence the
targeted audience. Grice’s cooperative principle describes
how people achieve effective communication in various so-
cial situations. He proposed four conversational maxims:
quantity addresses the appropriate amount of information—
neither insufficient nor excessive; quality emphasizes truth-
fulness and accuracy in communication; relevance requires
focusing on the topic and supplying information relevant
to the discussion; and manner entails clarity and avoiding
ambiguity. These maxims function as guiding principles
for successful communication, ensuring coherence and en-
hancing the overall efficiency of interactional exchange. In
other words, Grice explains how interlocutors (speaker and
listener) cooperate to facilitate discussion, ensuring mutual
understanding. Geis %! applied Gricean principles to tele-
vision commercials in his paper: The Language of Televi-
sion Advertising, where he demonstrated how advertisers
exhibit various features of the Gricean tenets. Geis pointed
out that while advertisers strive for intelligibility, their com-

mercials are not always fully cooperative, as they are often

driven by “economic self-interest.” He distinguished be-
tween natural speech and commercial language, noting that
while viewers interpret commercials using familiar strate-
gies from natural speech, advertisers often use structured
language to create strong-sounding claims, which may be
misleading and lack credibility.

In 1991, Partridge Beale called Thomas J. Barratt the
“father of modern advertising.” Barratt, a key figure in
18th-century advertising, worked for the Pears Soap com-
pany in London and created numerous effective campaigns
using catchy slogans. He introduced several crucial ideas
that laid the foundation for successful advertisements, em-
phasizing the importance of carefully chosen words and
puns. Beale ! believed that effective word choice could
sell anything within the right context. He also understood
the need to constantly reevaluate the market to keep con-
sumers engaged with something new, different, and interest-
ing rather than repetitive and boring. Lawrence ¥ famously
stated, “Tastes and fashions change and the advertiser must
change with them,” a concept that remains influential today,
as contemporary advertisements require a significant level
of pragmatic competence to align with consumers’ evolving

tastes and needs.

3.2.Data Collection and Analysis

This study analyzed 15 detergent advertisements ran-
domly selected from YouTube, comprising five each from
Algeria, France, and Saudi Arabia. The selected advertise-
ments were recent, spanning from 2014 to 2019, with du-
rations ranging between 20 and 65 seconds. This selection
aimed to reflect contemporary advertising appeals, taking
into account the rapid technological advancements and the
implementation of innovative strategies in recent advertise-
ments. Detergents were categorized into five subgroups:
hand-washing soap, machine-washing liquid, bleach, air
freshener, and dishwashing liquid.

Aristotle’s The Art of Rhetoric, as well as Grice’s co-
operative principle, were employed to address the research
questions. The advertisements were viewed multiple times
to identify and assess various strategies. The collected data
was thoroughly examined to extract the linguistic elements
where persuasion was taking place. Then, these elements

were classified according to Aristotle’s rhetorical types,
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and the persuasive strategies employed were deduced. Ad-
ditionally, this research underscores the complexity of ad-
vertising as a phenomenon. The paper includes a statistical
analysis of the different appeals used and their frequency
across the selected advertisements. Aristotle’s framework
will guide the analysis, and it will be further expanded into
specific advertising appeals such as gender, celebrity, sta-
tistics, scarcity, music, and humor appeals. The goal is to
gather detailed data to support a thorough analysis and dis-
cussion. Also, this research uses Grice’s cooperative princi-

ples to analyze the effectiveness of the language used in the

advertisement under scrutiny.

4. Results and Discussion

4.1.Persuasive Strategies in the Advertise-
ments

This section presents the different types of persuasive
strategies used in Algerian, French, and Saudi TV adver-
tisements. It also shows the similarities and differences be-
tween them. Table 1 shows the overall frequencies of the

persuasive strategies.

Table 1. Frequencies of persuasive strategies used in Algerian, French, and Saudi detergent advertisements.

Persuasive Strategies Algerian Advertisements French Advertisements Saudi Advertisements Total
Emotional 3 2 4 9
Gender 5 4 5 14
Music 5 4 2 11
Colors 5 2 3 10
Assertive 4 4 2 10
Scientific 1 3 1 5
Code-switching/mixing 3 0 0 3
Puns 1 2 0 3
Celebrity 2 0 0 2
Statistical 1 1 4 6
Jokes 2 1 0 3
Snob 3 0 2 5
Providing precautions 0 3 0 3
Rhyming and catchy language 0 1 1 2
Providing instructions 0 3 0 3
Total 35 30 24 89

4.1.1. Algerian Advertisements

(1) Hand-washing soap: Winet

The advertisement presents its product in a colorful
musical show (Ethos). It features no human figures, focus-
ing solely on the various scents that this hand-washing soap
offers to its users. Notably, the advertisement incorporates
both Arabic and French languages to address as many view-

ers as possible, as seen below:
- Original slogan: “cpyll Bl ¢ 5ba” and “savon a main
liquid”

- Translation: “hand-washing liquid soap’

It also provides statistical information about the safety
of the product in both languages as follows: “7100% (s »

T3

paraben “ “protection contre les bactéries/ad yall 1 iles”
which indicates that the soap is free from parabens, sub-
stances known to cause allergic reactions in some people.
Additionally, it offers protection against bacteria. This fea-
ture provides soothing relief for those concerned about their
delicate skin. The advertisement also highlights the avail-
able scents in both Arabic and French, as follows: “citron
glace, miel, rose, [’huile d’olive...” “u) -2)5 -due - sal
Osh)...” ‘lemon, honey, roses, olive oil’. Finally, it includes
a slogan in both languages as shown in Figure 1: “sbad <l 5

daa” “yinet pour une vie saine” ‘winet for a safe life’.
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Figure 1. Hand-washing soap: Winet.

Note. https://www.youtube.com/watch?v=Qkh7jAhy-oY.
Translation: Hand-washing liquid soap: Winet. For a healthy life.

(2) Machine-washing liquid for clothes: Ariel

This advertisement for “Ariel” demonstrated in Figure
2, is emotional to a certain extent. It tells, with some music
in the background, the story of a child who adores “Fou-
zi Chaouchi” the Algerian goalkeeper in 2009, who helped
qualify the Algerian team for the 2010 World Cup. This
celebrity appeal (Ethos) attracts a wide range of Algerian
viewers who consider Chaouchi a national hero, just like
the kid in the advertisement. The story depicts how the kid
wears the T-shirt of the Algerian team without any name on
the back; however, he always writes on the T-shirt with the
permanent autograph of the goalkeeper. Nevertheless, this

never angers his mother. She always encourages her son to

do better in football and never gives up on his dreams. She
keeps his T-shirts clean and smells good thanks to “Ari-
el” powder. The end of the advertisement shows how the
mother got him a T-shirt with Chaouchi’s autograph, which
made the boy excited and happy (Ethos). This advertise-
ment demonstrates how the celebrity appeal can be strong
and effective enough to attract different kinds of viewers.
The advertisement provides comfort and relief to the moth-
ers in similar situations. It also offers children hope and en-
couragement to pursue their dreams (Ethos). Remarkably,
the appeals used in this advertisement are so effective that
they attracted viewers, even those who are not familiar with

the daily challenges that mothers face.

Figure 2. Machine-washing liquid for clothes: Ariel.

Note. https://www.youtube.com/watch?v=490g2Rm3-el.

(3) Bleach: Top

The story in this advertisement shows a mother and her

son going to see a girl whom the son intends to be engaged

to. At the beginning of the video, you can notice how the
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mother is not quite happy with the whole situation. How-
ever, the turn of events starts right when she enters the
house and observes the remarkably clean and white floor
of the girl’s house. The video then shows how the mother
becomes curious and inspects the bathroom and the kitchen
as a detective searching for evidence to cancel the engage-
ment. Nevertheless, the mother ends up feeling happy and
satisfied with the girl and permits her son to proceed with
the engagement. At the end of the video, the mother started
laughing and having a nice chat with her future daughter-in-
law (Ethos) before turning to her son and saying:

- Original slogan: “fop 4ik”

- Translation: ‘a top girl’.

The advertisement also provides information (pathos)
about bleach, such as how it cleans and whitens different
kinds of floors and eliminates all bacteria and germs, mak-
ing you feel safe and comfortable in your home. Overall,
this advertisement relied on humor and provided an account
of the Algerian culture, without dismissing other anon-
ymous bleach brands. The language used in the Algerian
advertisement was purely Algerian dialect (see Figure 3),
including the rhyming and catchy slogan that appears at the
end of the video, which says:

- Original slogan: “4yla Ly elilile 48 Lo & la”
- Translation: ‘Your house is always clean, and your
family is always safe.’

Figure 3. Bleach: Top.

Note. https://www.youtube.com/watch?v=fv6S6-wNuR8.

Translation: Top bleach. Your house is always clean, and your family is always relieved.

(4) Air freshener: L orage

Similar to the previous advertisement, the L orage air
freshener company uses humor to promote its product. The
video features a moody wife who seems to dislike her daily
life. Suddenly, her husband called, telling her that his moth-
er (her mother-in-law) was coming to visit. The wife panics
over cleaning the house to properly welcome her mother-
in-law; she feels that something is still missing. The son
calmly comforts her by saying: “I’oragele; d>g, inaldile
58 ‘Do not worry, mom. We have /’orage’. She then feels
relaxed enough to host her mother-in-law with a happy face
and enjoy the fresh air that makes the house feel lively and
full of energy. When the husband arrives, the mother and

her son are surprised to see him alone, and when they ask

him about his mother, he replies with a playful answer: “¢
DI ges (b Loy SIe3Y” “so you need my mother to clean
the house?’. At the end of the video, the advertiser chooses
an Algerian Arabic slogan that delivers an effective mes-
sage: “dbla lgiso )9 4wl Uyls” ‘we have a bright home that
has a lovely odor.” This advertisement (displayed in Figure
4) demonstrates how Algerians often rely on humor (Ethos)
to promote their products. It illustrates the importance of
employing humor to attract the audience’s attention and to
serve the discourse it occurs in Tawalbeh et al. 1. This ad-
vertisement also reveals the use of the musical appeal, as
the music shifts from suspense to comfort in parallel with

the events of the comedic advertisement.
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L'orage ahla Leis) 9 aual Byl
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Figure 4. Air freshener: L orage.

Note. https://www.youtube.com/watch?v=NNWOHPj1pyo.

Translation: Our home is beautiful, and it semlls wonderful.

(5) Dishwashing Liquid: Pril ISIS

The dishwashing liquid Pril ISIS advertisers try to con-
vince and persuade viewers using several strategies and
appeals. The video (displayed in Figure 5) opens with a
musical atmosphere showing a lovely garden party, where
“Samira Sahraoui” (who played the role of Meriem in the
popular Algerian comedy TV show Djemei Family) wel-
comes the viewers. The celebrity strikes up a conversa-
tion with the chef responsible for the food at that party and
thanks him for the delicious variety of dishes they enjoyed.
She then explains how difficult and tiring for her team to
clean all those large plates. Samira suggests that the only

solution is Pril ISIS, which, unlike other dishwashing lig-

uids, contains a powerful lemon-based formula that effec-
tively removes all dirt: “Ogaull Jle ad sdxdl ¢S 5 xe
daoMI Lladl 9.7 At the end of the advertisement, the chef
dismisses all other dishwashing liquids, emphasizing in Al-

gerian dialect that Pril ISIS is the best:

- Original slogan: ““,sxoll 92 (i ol ldy loge”

- Translation: ‘whatever they say, it remains the best.’

To sum up, it can be deduced that this advertisement
relies on several appeals to persuade viewers, namely music
(Ethos), celebrity (pathos), snub appeal, and providing an

account (logos).

Figure S. Dishwashing Liquid: Pril ISIS.

Note. https://www.youtube.com/watch?v=0F _mjcM5u24.

4.1.2. French Advertisements

(1) Hand-washing soap: Dettol

In the French advertisement for hand-washing soap,

Dettol is promoted clearly and concisely. The video, which
lasts only 21 seconds, features soft music (Ethos) while
showing how important it is to have our hands clean all day

long, especially for women who have many responsibili-
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ties like cooking, cleaning, and teaching. The French adver-
tisers of Dettol aim to emphasize the importance of being
healthy and protected from disease. Furthermore, the adver-
tisement tries to convince viewers that this hand-washing
is soft for the skin and does not cause allergies that could
threaten human health (Ethos). The strategy highlights that
Dettol contains antibacterial agents that help eliminate all
kinds of dirt. The advertisement also promotes the new Det-
tol No-touch, an automatic dispenser that releases sprays of
Dettol soap to keep the house and its occupants as safe as

possible.

)

25 B

Dettol

woarw . dettol.fr

-

To conclude, it is worth noting that this French adver-
tisement is simpler than those discussed earlier. However, it
still delivers a powerful and effective message. Being con-
cise and providing valuable scientific pieces of information,
Dettol makes a strong impression with its final rhyming slo-
gan (Ethos):

- Original slogan: “Doux pour la Peau” (see Figure 6).

- Translation: ‘soft for the skin’.

The advertisement includes a product’s website for
anyone wanting more information. This appeal was not

present in the advertisements previously analyzed.

Doux
pour La peau

Figure 6. Hand-washing soap: Dettol.

Note. https://www.youtube.com/watch?v=V5V8Som42w0.

Translation: Dettol, soft for the skin.

(2) Machine-washing liquid for clothes: Ariel

Ariel is creative in promoting their products. The ad-
vertisement (Figure 7) shows a little girl imitating her
mother, pretending to be cleaning the house and washing
clothes just like her mother does. The video, accompa-
nied by calm, soft music, depicts the father watching his
daughter enjoying her role-playing. Suddenly, he notices
his daughter pick up a toy phone and pretend to talk to
someone, saying: “Je suis desolé, mais je ne peux vraiment
pas te parler car j’ai plein de choses a faire.” ‘1 am really
sorry, but I cannot talk to you right now because I have a
lot to do.” This conversation touches the father emotional-
ly (Ethos), as he realizes how tiring the job his wife does
truly is. At that moment, the husband goes to check on her

and helps with the laundry using Ariel’s machine-washing

detergent. At the end of the video, the following is said:

- Original slogan: “fout ce qu’ils voient ils copies, mais
est ce-qu’ils saient que la lessive n’est qu’un travaille
de femmes”

- Translation: ‘They copy everything they see, but do

they know that laundry is not just women’s work?’

This statement aims to be effective by delivering a clear
message: women should receive help and support with
household chores in general, and laundry in particular. The
advertisement implicitly appeals to emotions (ethos) with
the hashtag “#partagesDesTaches” (#ShareTheTasks). An-
other distinctive feature of this advertisement is the caution
notice at the end of the video, which says, “Toujours con-
server hors de portée des enfants” ‘keep out of reach of

children’ because it contains harmful chemicals (pathos).
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Figure 7. Machine-washing liquid for clothes: Ariel.

Note. https://www.youtube.com/watch?v=wM7JwyBPK_A.

(3) Bleach: Mr. Proper

The Mr. Proper bleach advertisement displayed in Fig-
ure 8 presents several appeals. The first is the lively music
throughout the video. Second, the story features a group of
unknown bleaches that come together to witness the arriv-
al of the new bleach. The product is distinguished by its
power, which can be achieved using only a few drops from
Mr.Proper, giving it the advantage of economy (logos). The
third appeal is the use of a foreign language for the prod-
uct’s name, which is in English, Mr.Proper (rather than Mr.
Propre). The only difference between the two is in the final
syllable: /per/ in English, and /pre/ in French. The fourth
appeal highlights the competitive rivalry, showing how
Mr.Proper is the best at cleaning and whitening floors. The

final appeal is the use of scientific facts. The advertiser pro-

- = - e =
NOUVEAU MR. PROPRE GEL

vides scientific data (logos) claiming “pénétre et décolle la
salté plus facilement” ‘penetrates and removes dirts more
easily.” This information demonstrates how this bleach de-
stroys bacterial cells and germs instantly. To snub other
bleach brands, the advertiser uses the following slogan:

- Original slogan: “il va y avoire de la jalousy dans le
cartier”

- Translation: ‘There will be some jealousy among the
neighbors.” (Ethos)

Overall, the combination of cultural elements, story-
telling, and scientific evidence makes the Mr. Proper bleach
advertisement highly effective in highlighting the product’s
superiority. These carefully crafted strategies successful-
ly establish Mr. Proper as a powerful brand in the French
bleach market.

P

Figure 8. Bleach: Mr. Proper.

Note. https://www.youtube.com/watch?v=jx0S8SYLv2A.

Translation: The new Mr. Proper liquid gel.
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(4) Air freshener: Air Wick Pure

Music is consistently one of the appeals that is pres-
ent in advertisements. The air freshener Air Wick Pure ad-
vertisers in France opt for a brief video to attract viewers.
The video depicts several events that may cause unpleasant
odors, such as diapers, fish meals, dirty laundry, pet waste,
and garbage. The advertisement promotes Air Wick Pure to
eliminate those unpleasant odors that disrupt the mood and
atmosphere inside the house. Unlike other advertisements,
this video demonstrates a step-by-step guide to use the air
freshener Air Wick (logos): “insérer;, fermer et régler” ‘in-
sert, close, and adjust’. Another appeal is the selection of

scents tailored to the audience; Air Wick offers many scents

PARFUMS Al

such as “Roses, Jasmine, vanille et lilies” ‘Roses, Jasmine,
vanilla, and lilies’, all floral varieties as presented in Fig-
ure 9.

Furthermore, it has also been noticed that this adver-
tisement includes a cautionary warning (pathos) at the end
of the video. This element appears to be crucial in prevent-
ing chemical accidents and injuries among consumers. It
is conveyed through the expression: “Dangereux, respecter
les precautions de [’emploi” ‘dangerous, respect the precau-
tions of the use of the product.” This technique is absent in
the Algerian and Saudi advertisements. This may serve as a
strategy to enhance the company’s trustworthiness (pathos),

thereby facilitating the promotion of the product.

= ]=3

{ HUILES ESSENTIELLES

Parfum partiellement de synthése. Dangereux, respecter les précautions d'emplol.

Figure 9. Air freshener: Air Wick Pure.

Note. https://www.youtube.com/watch?v=LbDMWH YachO.

Translation: Essential oil perfumes.

(5) Dishwashing liquid: Finish

The Finish Protector company in France delivers a
more scientifically oriented advertisement to promote their
dishwashing liquid product. The video features a scientist
who systematically explains how Finish Protector works
(see Figure 10). Step one is the prewashing stage, where
the dishes are dirty, as he explains: “regardez ce verre, il est
entiérement blanchis, et ce probleme concerne la majorité
des gens” ‘look at this glass, it has become completely pale
and faded, and this problem affects the majority of people’.
In step two, he places the glass under the microscope to test
and analyze it through a scientific procedure: “observations

le microscope, ce n’est pas un calcaire, c’est de la corro-

sion” ‘let us observe under the microscope, it is not lime-
stone, but corrosion.” However, this can easily be remedied
with the Finish Protector in step three, which prevents and
eliminates corrosion effectively, especially when used with
warm water. Additionally, precaution serves as an appeal
that is used in this advertisement, expressed in this state-
ment: “dangereux, respecter les précautions de |’emploi”
‘dangerous, adhere to the product usage precautions.’ Fi-
nally, competitive rivalry (pathos) with other dishwashing
liquids is evoked in the advertisement by displaying a note

saying:

- Original note: “N°I recommandé”

Translation: ‘N°1 recommended.’
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At the conclusion, the advertisement highlights a

partnership with Finish and other reputable brands, such

as Beko, Siemens, Bosch, and Villeroy and Boch, aiming

to attract the viewers and customers of these sponsors.

Figure 10. Dishwashing liquid: Finish.

Note. https://www.youtube.com/watch?v=dMcknNMuS8lII.

4.1.3. Saudi Advertisements

(1) Hand-washing liquid: Dettol

Dettol hand-washing soap in Saudi Arabia promotes
the product through an emotional appeal. The narrative of
the video presents three types of mothers: 1- “8ssdall o917
‘the terrified mother’ who does not allow her children to
play anywhere and is constantly fearful of germs and con-
tamination. 2- “duwgw gl o3 ‘the meticulous mother’ who
feels compelled to verify everything before permitting her
children to play. And 3- “Jgis pdsind U e ‘the moth-
er who uses Dettol’, who is constantly at ease and joyful
with her children. This confidence is attributed to Dettol,
which is the only soap that Saudi mothers trust to provide
100% protection against germs and bacteria (“84Ste T

++1%,” meaning ‘be 100% sure’). Music is also employed

as a persuasive appeal in this advertisement, transitioning
from tones of terror (associated with the terrified mother)
to suspense (the meticulous mother), and finally to calm
and relief (the mother who uses Dettol). The advertisement
concludes with a rhyming and emotional slogan, tailored to
evoke the profound love and concerns (Ethos) mothers have
for their children:

- Original slogan: “lg= sl3 33 gald Caso (S7
- Translation: ‘so that her worries decrease and her love

increases.’

This slogan effectively captures the intense fear that
mothers experience regarding the health and safety of their
children (as displayed in Figure 11), which the Dettol com-
pany addresses by basing the campaign on authentic expe-

riences.

Figure 11. Hand-washing liquid: Dettol.

Note. https://www.youtube.com/watch?v=K4nuLbZnSGU.
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Translation: Be the mother who uses Dettol.

(2) Machine-washing liquid for clothes: Vanish

The video in this advertisement depicts the story of
two young kids playing together, and one of them tries
to impress his friend by making pizza, rolling it high in
the air, and accidentally staining his T-shirt. The mother
then appears perplexed and asks herself: “jalsil 71y S
faadld 10” ‘How am I supposed to remove these stains?’.
While thinking aloud that she should use bleach to clean
the dirty shirt, she recalls that the bleach could damage col-
ors and ruin the T-shirt. Suddenly, the Vanish expert offers
a logical (logos) solution and reminds her of the instruc-
tion on the T-shirt that says: “)$fdl plaseiwl aiey” ‘do not
use bleach’ because: “_sled)l w455 9 Ol gVl Canai” “it fades

colors and damages the fabric.” Therefore, the new Vanish

is recommended, which is twice as strong on stains while
protecting the fabric. It can be observed that several appeals
have been employed so far, including scientific, musical,
gender (female), colors (pink), providing an account, and
snubbing. The latter is conveyed at the end of the adver-
tisement through a slogan that evokes credibility (pathos):
“Uald-aid) 3o Jundl 27 “try the best stain remover, Van-
ish’. The use of the word ‘the best’ (as shown in Figure
12) implies that Vanish advertisers are providing accounts
and conveying a sense of superiority over other competing
brands. The Vanish company clearly positions itself as su-
perior in this advertisement and conveys a dismissive atti-

tude towards its competitors.

Figure 12. Machine-washing liquid for clothes: Vanish.
Note. https://www.youtube.com/watch?v=fJV5xsIZAWS.

Translation: Try the best stain remover.

(3) Bleach: Clorox

The creativity of the advertisers of Clorox Bleach in
Saudi Arabia is easily demonstrated in this advertisement.
First, two women are questioned about the reasons that mo-
tivate them to use Clorox over other bleaches available in
the market. In a musical setting, the first woman responds:
“41" ‘T love it, in a Saudi dialect’ while the second enthusi-
astically replies: “ 4> o¢”*for real” indicating that she shares
the same affection for Clorox as the first woman. Follow-
ing this, the advertiser explicitly presents facts and infor-
mation (pathos) about the product, such as: “clizlaiw @5li>
vamall (S 9598 e ‘astonishing facts about the whitener
Clorox.’ Furthermore, a particularly effective strategy is the

inclusion of the real names of the interviewees. The first

woman, named Meriem, states:

- Original slogan: ) sasd) o px30) 1, i Cud g L
JS a5 daal sl Gudle Granl 5 ekl liie ol Alesius cils
oS JLAN (S5 DY cindla

- Translation: ‘I never expected to use the same bleach
that my mother used to use, but to clean my son Ah-
mad’s clothes, and after all these years, Clorox remains

the safe choice.’

This statement illustrates the emotional appeal of nos-
talgia by invoking the word mother, which resonates with

viewers and evokes comfort. Subsequently, the advertise-

330


https://www.youtube.com/watch?v=fJV5xsIZAW8

Forum for Linguistic Studies | Volume 07 | Issue 10 | October 2025

ment provides clear instructions for use: “ow ©gS (> !
bl opo IO U 89,55 mix a cup of Clorox with 5 liters
of water’ to facilitate correct usage for consumers unfami-
liar with the product. The advertisement also shares statisti-
cal claims about its efficacy: “adlw 9 @l =l (0 99.99 Jsb
el 9 ellabl dodls e kills 99.99 of germs and protects
your children and their toys.” The second woman, Nour, re-
veals how Clorox helps her flours stay fresh: “J w $us

S 9095...Jsbl cdg) (33,3 e uaslw” T have the secret
that keeps my flours fresh longer...Clorox’. Ultimately, the

advertisement features real interviewees sharing their ex-
periences and reasons for preferring Clorox, enhancing its
ethos and appeal to pathos (credibility and emotion). At the
conclusion, consistent with many prior advertisements, the
slogan implicitly disparages competitors (as presented in

Figure 13) by stating:

- Original slogan: “@Jl (3 03, pamell (1S 9)98™
- Translation: ‘Clorox, the number one bleach in the

world.’

Figure 13. Bleach: Clorox.

Note. https://www.youtube.com/watch?v=E4s5BmE-u_Q.

Translation: Clorox, the number one bleach in the world.

(4) Air freshener: Air Wick

The Air Wick advertisers in Saudi Arabia strategical-
ly begin the advertisement by sharing what inspired them
to choose the Air Wick fragrance. The video opens with the
following statement (by a soft-spoken female voice): “daulall
Lyhas)l O3l dxlgd wgll Lo lin g 38,01 33,01 e layghe Jais
gl o Blaxll” “Nature transfers its scents through delicate
sprays, and that is what inspired the new Air Wick air fresh-
ener.” The use of a delicate voice effectively attracts viewers’
attention and encourages them to listen attentively to the mes-
sage conveyed. Moreover, the evocative imagery of nature
evokes a sense of comfort and tranquility. The video depicts
a woman inviting her friends for a coffee to enjoy a pleasant

evening together, highlighting the friends’ fascination with

the enchanting scent upon entering their friend’s house:

- Original slogan: “as 83 olax) JI BBl o chg ol
T IRERWRN i
- Translation: ‘Air Wick transforms your moments into

memorable times with friends and family.’

Employing a musical appeal (Ethos), as commonly ob-
served in previous advertisements, Air Wick emphasizes the
exclusivity of the new automatic sprayer as illustrated in Fig-
ure 14, offering different scents, such as -l 33-3)9-J& 5
O, ‘orange, roses, lavender, and pomegranate’. This variety
provides consumers with different options, thereby increas-

ing the advertisement’s appeal and persuasive power.

Figure 14. Air freshener: Air Wick.

Note. https://www.youtube.com/watch?v=v_gnP9rVV-E.

Translation: The all-new essential oil freshener.
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(5) Dishwashing liquid: Finish

As usual, music is the primary appeal used in the Fin-
ish dishwashing liquid advertisement in Saudi Arabia. The
advertisement presents facts and statistics indicating the
substantial amount of time women spend washing dishes,
stating: “ O goumall JuusS Al (B pg ©) ain due S cach
family spends around 15 days washing the dishes’. Finish
dishwashing liquid presents itself as a solution to this prob-

lem, using an emotional statement (pathos) that says:

i

- Original slogan “clb> _due 9 =l ud
- Translation: ‘Forget about washing the dishes and live

your life.’

The statement provides a moral encouragement specif-

ically targeted to women, as evidenced by the use of the
inflectional feminine marker in the Arabic letter (s, y). The
music transitions from a somber tone to a lively one as Fin-
ish is introduced as a solution. Figure 15 shows the amount
of happiness mothers have gained since they began using
Finish and the joyful time they spend with their kids, hus-
bands, and family members. By the end, the video depicts
the happiness mothers have experienced since they started
using Finish and engaged in more pleasant activities like
reading, painting, and having romantic dinners with their
husbands. In conclusion, the advertisement demonstrates
the effectiveness of emotional appeals (pathos), highlight-

ing their persuasive power, especially among women.

Figure 15. Dishwashing liquid: Finish.

Note. https://www.youtube.com/watch?v=uPnVLX4Rr9I.

The analysis so far highlights significant results. It shows
how each advertisement embodies its culture and the varia-

tion in appeals in TV advertisements. However, many simi-

larities were also observed regarding the persuasive appeals.
Table 2 displays the frequencies of persuasive appeals used

in Algerian, French, and Saudi detergent advertisements:

Table 2. Frequencies of persuasive appeals used in Algerian, French, and Saudi detergent advertisements.

Persuasive Appeals Algerian Advertisements French Advertisements Saudi Advertisements Total
Ethos 3 2 4 9
Pathos 5 4 5 14
Logos 5 4 2 11
Total 35 30 24 89

The results indicate that Algerian advertisements prom-
inently feature appeals related to gender, music, and celeb-
rity endorsements. The celebrity appeal was unique to Al-
gerian advertisements, notably those of the dishwashing
liquid Pril ISIS. The finding aligns with previous studies

highlighting celebrity endorsements as a strategic tool to

enhance product appeal in North African contexts Fleck et
al. ?. Additionally, the reliance on both Algerian Arabic
and French to target diverse demographic segments (chil-
dren, youth, elders, educated, and illiterate) supports the no-
tion that multilingual advertising can effectively reach var-

ious social strata, as evidenced in Berenger’s #7 study. The
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excessive use of color appeals in Algerian detergent adver-
tisements reflects a trend noted in similar studies, where vi-
sual elements are employed to emphasize product efficacy,
as demonstrated by Romeh et al. )1, Algeria’s use of 35 ap-
peals in five advertisements surpasses both France and Sau-
di Arabia, highlighting its distinctive advertising approach.

French advertisements, utilizing 30 appeals, demon-
strate a strategic focus on gender and color appeals, mirror-
ing some practices observed in Algerian advertisements by
Almeida-Santana and Moreno-Gil *. However, contrary to
expectations, French advertisements do not employ celeb-
rity endorsements and use exclusively French, indicating a
more localized approach as highlighted by Whitelock and
Rey BY. Notably, French advertisements incorporate ap-
peals that provide precautions and instructions, a strategy
shown to enhance consumer trust and perceived product
safety. This contrasts with Algerian advertisements, where
such appeals are less prominent. The emphasis on consumer
protection and clear usage instructions in French advertise-
ments aligns with research by Taylor and Bower B, sug-
gesting that these elements can significantly influence con-
sumer behavior.

Saudi Arabian advertisements, however, exhibit dis-
tinct characteristics. The use of local dialect instead of clas-

sical Arabic suggests a targeted strategy to resonate with the

local audience, consistent with findings reported by Papad-
ima et al. 2. The frequent use of statistical appeals to ad-
dress consumer concerns about germs and bacteria is note-
worthy. Research indicates that statistical evidence can be a
powerful persuasive tool, especially in markets with prev-
alent health and safety concerns, as Parrott et al. 3! high-
lighted. In contrast to Algerian and French advertisements,
Saudi advertisements do not feature celebrity endorsements
or humor, which reflects a more conservative advertising
approach, as noted in Abdul Cader’s ** research.

The observed similarities between Algerian and French
advertisements, particularly in their use of gender and col-
or appeals, may be attributed to historical and geographical
influences, such as the colonial legacy of the French pres-
ence in Algeria pointed out by Boukreris and Bouchegra %,
Conversely, the distinct characteristics of Saudi advertise-
ments, such as the use of statistical appeals and local dia-
lect, highlight a divergence in advertising strategies, likely
influenced by different cultural and societal norms, which

aligns with Kalliny and Ghanem’s ¢ findings.

4.2. Grice’s Maxims

The analysis revealed the use of Grice’s maxims in the

advertisements, as highlighted in Table 3.

Table 3. Frequencies of Grice’s Maxims used in Algerian, French, and Saudi detergent advertisements.

Maxims Algerian Advertisements French Advertisements Saudi Advertisements Total
Quality 19 13 16 48
Quantity 24 16 19 59
Relevance 11 9 2 22
Manner 9 6 7 22

The analysis of the use of Grice’s maxims in Algerian,
French, and Saudi detergent advertisements reveals mean-
ingful patterns in advertising strategies across different cul-
tures. The table highlights that all advertisements employ
Grice’s maxims, underscoring the universal relevance of

these communicative principles in the field of advertising.

4.2.1. Maxim of Quantity

The maxim of quantity emerged as the most frequently
employed across the advertisements, with a total of 59 in-
stances. This finding aligns with the fundamental objective

of advertising, which is to provide adequate information to

persuade potential customers. The prominence of the max-
im of quantity indicates that advertisers prioritize convey-
ing detailed information about their products, ensuring that
potential buyers are well-informed about the product’s fea-
tures, benefits, and usage. The reliance on quantity can be
traced back to the necessity of creating a comprehensive
narrative that effectively portrays the product’s value prop-
osition, which is critical in influencing consumer behavior
137381 For example, in the Dettole ad, the Saudi Arabian ver-
sion focuses on describing the types of mothers with regard
to their attitude towards their children, while employing
this as a strategy to claim that mothers who use Dettole are

confident their children are protected from germs and bac-
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teria. Conversely, the French ad for Mr. Propre Bleach opts
for a direct introduction of the product, thus avoiding dis-

tracting viewers by including unnecessary details.

4.2.2. Maxim of Quality

In contrast, the maxim of quality was the second most
used, appearing in 48 instances. This reflects advertisers’
cautious approach when making claims about their prod-
ucts. For example, when examining the ad for the dish-
washing product ‘Finish’ in Saudi Arabia claims that peo-
ple spend 15 days per year washing dishes, but with their
product, washing is eliminated, freeing up time for leisure.
This can be misleading since cleaning without washing is
implausible, thereby violating the maxim of quality. Con-
versely, the Air Wick ad provides a concise description of
the product and how it offers a fresh scent, thereby satisfy-
ing the maxim.

Geis ) emphasizes that exaggerating or providing
misleading information can lead to consumer dissatisfac-
tion, which may result in negative feedback and reputation-
al damage for the company. Hence, advertisers appear to
balance effective promotion with maintaining credibility,
avoiding claims that could be easily disproved or diminish

consumer trust.

4.2.3. Maxims of Relevance and Manner

The use of the maxims of relevance and manner is rela-
tively consistent across the advertisements, with totals of 22
each. Adherence to relevance ensures that advertisements
remain focused and pertinent to the consumer’s needs and
expectations, a critical factor in maintaining engagement
and enhancing the persuasive strength of the message, as
mentioned in Sperber and Wilson . Meanwhile, the max-
im of manner, which emphasizes clarity and brevity, aligns
with cultural norms and expectations, as different societ-
ies may have varying thresholds for what constitutes clear
and concise communication. For example, most advertise-
ments in the Arab context tend to be significantly longer
than those from Western countries. In the Clorox advertise-
ment, advertisers devote most of the airtime to people giv-
ing testimonials about the product rather than giving con-
cise presentations. By contrast, the Air Wick ad in French

is straightforward, highlighting how the product neutralizes

bad odors and providing usage instructions, thereby satisfy-
ing the maxim by remaining relevant and clear.

The data also reveal that Algerian advertisements em-
ploy Grice’s maxims more extensively compared to their
French and Saudi counterparts. This could be attributed to
cultural differences in communication styles. In some cul-
tures, such as Algeria, there is a stronger emphasis on pro-
viding comprehensive information and ensuring that the
message is clear and detailed, which explains the higher fre-
quency of maxim usage. The cultural context in which ad-
vertisements are produced plays a significant role in shap-
ing message content and style, reflecting the values, norms,
and expectations of the target audience %41,

The analysis of Grice’s maxims in detergent advertise-
ments from Algeria, France, and Saudi Arabia illustrates
how these principles are employed to enhance advertising
effectiveness. The varying frequencies of maxim use sug-
gest that advertisers tailor their communication strategies
to align with cultural expectations and consumer behavior
patterns, ultimately aiming to maximize the persuasive im-
pact of their advertisements while maintaining credibility

and relevance.

5. Conclusions

This contrastive study examines and discusses the per-
suasive appeals in Algerian, French, and Saudi detergent
TV advertisements. It seeks to uncover the main strategies
each country relies on to effectively convey the intended
message and identify the commonalities operating simul-
taneously between the three countries. Furthermore, this
work outlines the main similarities and differences that
confirm universal principles for persuading consumers in
distinct sociolinguistic landscapes.

By employing both qualitative and quantitative ap-
proaches, this research effectively addresses the research
questions at hand. It is found that Algerian advertisements
rely heavily on pathos-driven appeals, particularly through
appeals to celebrity, music, and gender (females). The find-
ings reveal a significant pragmatic utilization of bilingual
patterns (Algerian Arabic and French) to ensure a broader
audience. French advertisements, on the other hand, tend
to emphasize logos and pathos, often through the appeal of

providing scientific facts, music, and subtle emotional strat-
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egies.

Unlike their Algerian and Saudi counterparts, French
advertisers include precautionary advice, especially given
the chemical nature of detergents, to prevent serious inci-
dents or fatalities. Saudi advertisements are characterized
by a balanced use of Ethos, pathos, and logos, with a nota-
ble emphasis on gender (females), music, and diminutive
strategies. Despite the different persuasive appeals em-
ployed across the three countries, they share several com-
mon strategies, namely music, gender, color, and snobbery.

Furthermore, the analysis of Grice’s maxims in these
advertisements adds another layer of understanding regard-
ing the effectiveness of these strategies. The study revealed
that the maxim of quantity is most frequently employed,
providing detailed information to persuade consumers. In
stark contrast, the maxim of quality exhibited less frequent
adherence, likely due to advertisers’ cautious approach to
making claims. The consistent use of the maxims of rel-
evance and manner across advertisements underscores the
importance of clarity and focus in maintaining consumer
engagement.

This research paper offers readers a new perspective by
introducing and analyzing valuable strategies used in ad-
vertisements. It underscores the importance of possessing
significant pragmatic competence to understand and ana-
lyze the full scope of an advertisement, which reflects the
linguistic and cultural systems of a given society. The study
also highlights the crucial role of pragmatic and socio-cul-
tural competence in grasping the deeper meanings behind
advertisements, regardless of the strategies used or the cul-
tural context in which they are embedded. We demonstrate
that socio-cultural awareness and pragmatic competence
are essential for understanding the complex nature of ad-
vertisements, which are loaded with linguistic, cultural, and
ideological components.

Moreover, the findings of this study provide valuable
insights for marketing professionals, brand managers to be
better communication strategists, particularly regarding the
importance of adhering to Grice’s maxims to build cred-
ibility and trust with their audience. By following these
communicative principles, advertisers can enhance the per-
suasive power of their messages, thereby increasing the ef-

fectiveness of their promotional efforts.

To conclude, this work offers practical guidelines for
cultivating consumer credibility and fostering enduring
brand trust. We also believe that this work will prompt ad-
vertisement designers to adhere to both frameworks (Aris-
totle’s rhetoric and Grice’s Cooperative principles) to foster
brand recall and improve consumer attention. We trust that
the findings of this work will significantly improve the per-
suasive efficacy of advertisements by optimizing their pro-

motional return on investment.
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