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ABSTRACT

Hyperbole is a linguistic device used to exaggerate emotions, attitudes, beliefs, and ideas. This paper studies the
lexico-grammatical forms of hyperbole in Jordanian-spoken Arabic. Specifically, it studies the forms and meaning of
hyperbolic expressions in the everyday use of JSA. The study reports findings from a corpus of 1373 hyperbolic expressions
collected from naturally occurring conversations between Jordanian friends and family members. This study uses content
analysis methods to analyze its data. It also adopts an integrative approach, adapting lexico-grammatical categories from
previous studies. The findings reveal that hyperbole in JSA manifests in various lexico-grammatical forms, which interact
together to achieve the aim of hyperbole. In addition, single lexical words (nouns, adjectives, verbs, and adverbs) and
multi-words (phrases and clauses), thirteen prominent hyperbolic lexico-grammatical forms were identified in this study.
They include idioms, similes, extreme terms, temporal, numerical, metaphorical, scale, negation, comparison, repetition,
intensifiers, conditional, and proverbs. The findings reveal that idioms were the most frequently accruing prominent
lexico-grammatical category, followed by similes and extreme terms. On the other hand, proverbs were the least frequently
occurring form. All of these hyperbolic forms are used in JSA to emphasize feelings, attitudes, opinions, and ideas. The
study also shows that context is essential in the interpretation of hyperbole in JSA. Finally, this study suggests some
recommendations for future research.
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1. Introduction

Hyperbole (overstatement or exaggeration) is a linguis-
tic device that offers significant insights into people’s lan-
guages, cultures and societies. It provides substantial infor-
mation about how people think, convey emotions, send mes-
sages, and socially interact. Claridge!'! argues that humans
have the tendency to use hyperbolic language. Hyperbole
is a trope that allows the hearer to make necessary changes
to arrive at the correct interpretation of an utterance[?!. It
is the most frequently used trope after metaphortl. Even
though this powerful rhetorical device is universal, its lexico-
grammatical forms and meanings vary across languages and
cultures, which makes it a vibrant field for linguists.

There is a strong association between hyperbole, irony,
and metaphor since all of them are figurative language by
which the speaker says something and intends something
else[*l. Hyperbole is an exaggeration used to communicate
attitudes, emotions, beliefs, and opinions rather than cogni-
tion or behavior[®]. Hyperbole can also create strong emo-
tional reactions and impressions®!. According to previous

1.5, 7.8] ‘hyperbole can be realized by a variety of

research!
lexico-grammatical forms, such as words, phrases, clauses,
idioms, numbers, times, negation, conditionals, and others.
However, there may be differences between languages in the
forms where hyperbole occurs.

Hyperbole, primarily used as an intentional exagger-
ation in different contexts!"> %!, is a common characteristic
of Jordanian Spoken Arabic (henceforth JSA). JSA, a con-
textually rich dialect, has a good potential for investigating
hyperbole from a lexico-grammatical viewpoint. Hyperbolic
expressions in JSA reflect Jordanian culture’s emotions, val-
ues, and humour. As such, they serve as a communicative
tool that shapes cultural and interpersonal norms. Therefore,
examining how Jordanian speakers employ hyperbole in their
daily interactions will help linguists uncover the linguistic
functions it serves.

Because of its pervasiveness and multi-functions in
communication, hyperbole has attracted the attention of

scholars across several fields!!7- 1]

. Despite its ubiquity
in JSA interactions, little scholarly attention has been paid to
this linguistic phenomenon within Arabic linguistics. This
paper addresses this gap by investigating the structures of
hyperbole and their meaning in JSA. It aims to study the most

frequently occurring hyperbolic lexico-grammatical forms

and their meaning in everyday JSA settings. Specifically,
this study aims to answer the following questions: What are
the most common lexico-grammatical forms of hyperbole
in JSA? How do lexico-grammatical forms contribute to the
meaning of hyperbolic expressions JSA?

This study is significant for linguists and intercultural
communication specialists, who aim to understand how hy-
perbole is used and functions across languages and cultures.
Furthermore, studying hyperbole in JSA enhances our under-
standing of the linguistic and cultural richness of this variety
of Arabic. JSA was particularly chosen because it aligns with
the interests of all the study’s authors, who all come from a

Jordanian background and are native speakers of JSA.

2. Literature Review

2.1. Definition and Characteristics of Hyper-
bole

Hyperbole is a universal aspect of language™ '), It is
broadly defined as a deliberate exaggeration that goes beyond
the literal meaning to accomplish an emotional or rhetori-

cal function or attract attention!" 121,

The term hyperbole
comes from the Greek word “hyperbole” (Lit. a throwing
beyond)[!*]. Abrams and Harpham['#! define hyperbole as
“bold overstatement or the extravagant exaggeration of fact
or possibility. It may be used for serious or ironic or comic ef-
fect.” Hyperbole has an explicit meaning, which is the literal
meaning, and an implied meaning, which is the figurative
one.

Hyperbole is a type of trope. However, one feature that
distinguishes it from other types of tropes is exaggeration!%).
According to Sternl, there is a strong relationship between
hyperbole, irony and metaphor in that they are all types of
figurative language by which the speaker says something and
means something else. Leech[!% and McCarthy and Carter(”!
argue that hyperbole is a property of daily interaction and
is a kind of extreme exaggeration that can show an actual
situation as either larger or smaller than it actually is. One
of the most comprehensive descriptions of hyperbole was
introduced by Moral®!, in which she defines hyperbole as “a
figure whereby the quantity or quality of an objective fact
is, whether purposely or inadvertently, subjectively inflated
or deflated in varying degrees but always to excess in an

utterance which listeners do not normally interpret literally
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or perceive as a lie.”

Several characteristics of hyperbole can be concluded
from the aforementioned definitions. Firstly, hyperbole is
an overstatement or understatement of an element speakers
wish to emphasize or downplay. For example, when some-
one says, “I am so hungry I can eat a horse”, he/she is not
describing the literal meaning but emphasizing the intensity
of hunger. On the other hand, when someone is asked about
the heavy rain they had the night before, he/she says, trying
to downplay the amount of rain, “These are only drops of
rain.” Secondly, hyperbole can be either positive or negative,
as in examples (a) and (b) below:

(a) He is the best friend I ever had.

(b) He is the worst friend I ever had.

In (a), the speaker exaggerates their negative feeling,
whereas in (b), they exaggerate their positive feeling. Thirdly,
hyperbole is not to be taken literally as it is a figure of speech
concerned with the speaker’s meaning. In hyperbole, the
literal meaning and the speaker’s meaning are distinct!!],
and the more significant the difference between both mean-
ings, the stronger the hyperbole and the emotions being con-
veyed!’l. Reference is also another feature of hyperbole.
For example, the utterance “She has trillions” is regarded
as hyperbolic based on the speaker’s familiarity with the
participant; however, it could also be taken literally if the
speaker knows she has billions['>!.

Additionally, hyperbole is not to be taken as a lie, for
they are distinctively apart['®l. Hyperbole is a means of ex-
aggeration, which cannot be taken literally, while a lie is a
means of deception, which is often taken literally. Therefore,
the hearer must distinguish between them and understand
their distinct purposes!'3]. Finally, hyperbole is context-
dependent!! "), Tt heavily depends on linguistic and socio-
cultural factors. It also relies on the hearer’s interpretation
of a hyperbole in a given conversation. Norrick ['*) identifies
three main aspects of hyperbole: its affective dimension, its
pragmatic nature, and its function as amplification, which

means saying more than needed.

2.2. Forms of Hyperbole

81 hyperbole is a pragma-

According to Norrick
linguistics category that can be realized in any lexico-
grammatical form or word class. Hyperbole comes in various

forms, including lexical, syntactic, and discursive strategies.

Lexical hyperboles, such as ‘ten million times’, ‘impossible’,
or ‘the best ever,’ rely on quantitative exaggeration, while
grammatical forms often include intensifiers, repetitions,

191 Discursively, hyperbole frequently co-

and comparisons
occurs with other rhetorical devices, such as metaphors or
irony, enhancing its stylistic and pragmatic impact. Accord-
ing to McCarthy and Carter”], there are five basic lexical
forms of hyperbole: Expressions of numbers, words that
refer to significant amounts/quantities, adjectives referring
to amounts and numbers, expressions of time, and expres-
sions of size, degree and intensity. On the other hand, Clar-
idge (!l classifies hyperbole into: (1) numerical hyperbole,
(2) words of hyperbolic nature (nouns, adjectives, adverbs,
and verbs, (3) simile and metaphor, (4) comparative and
superlative degrees (5) emphatic genitive (6) emphatic plu-
ral (7) whole sentences. Kreuz and RobertP! divide hyper-
bole into explicit and implicit hyperbole. In their study of
hyperbole in Iraqi Arabic, Saleh and Braime®! report the
following forms: expressions of number, words referring
to large amounts/quantities, time expressions, nouns of hy-
perbolic nature, and emphatic plural. All words are prone
to hyperbole. However, nouns and adjectives are the most
frequently used!71. Spitzbardt>’! introduces the following
categories for hyperbole: numerical hyperbole, words of
hyperbolic nature (nouns, adjectives, adverbs, and verbs),
simile and metaphor, comparative and superlative degrees,
emphatic genitive, emphatic plural, and whole sentences.
Al-Dalawi and Al-Mahdawi ! report the following forms
in their study: Whole sentence (declarative and conditional),

negation-exception, and clausal hyperbole.

2.3. Hyperbole in JSA

In Arabic-speaking cultures, hyperbole (mubalagha)
is a prominent linguistic tool widely used to enhance emo-
tions, humour, expression, and persuasion. Arabic has been
characterized by exaggeration and overstatement!??!. In JSA,
hyperbole is important in daily interactions, reflecting the
community’s sociocultural and emotional values. Jordani-
ans are fond of hypebole[?*]. Research points out that JSA
hyperbole is usually used to express humour, affection, or ad-
miration#*]. For instance, expressions like “ lgzd La g Liall
3 a7 (I'love you as much as the world and everything
in it) show the exaggerative expressions of the language.
Bani Melhem?3] argues that hyperbole serves affective and

954



Forum for Linguistic Studies | Volume 07 | Issue 02 | February 2025

relational functions that strengthen interpersonal relations
and add humour to interactions. Moreover, Bani Melhem 2]
reports that hyperbole in JSA most frequently appears in
proverbs and idiomatic expressions, which are profoundly
ingrained in social interactions, expressing cultural values
and social experiences. Hijazin and Al-Khanji’s®*! study
of rhetorical expressions in JSA proverbial expressions un-
derscores hyperbole as a frequently used figure of speech.
He indicates that hyperbole and other rhetorical devices,
such as metaphor and synecdoche, are commonly used in
proverbs to reflect Jordanian society’s cultural values and
social norms!?’!. Besides proverbial expressions, hyperbole
appears in daily interactions, especially on social media net-
works. Migdadi et al., %! report the use of exaggeration in
Jordanians’ birth congratulation messages on Facebook. De-
spite its importance and prevalence, research on hyperbole
in JSA is still limited. This study fills this gap by investigat-
ing the lexico-grammatical forms of hyperbolic functions of
lexical words within Jordanian spoken discourse.

3. Methods

This study mainly adopts a qualitative approach, rely-
ing on natural data from ethnographic observations to explore
the lexico-grammatical forms of hyperbole in JSA. It also
relies on quantitative analysis to support the qualitative anal-
ysis. Using both methods helps obtain credible findings and
also helps avoid the subjective aspect of the qualitative anal-
ysis?7]. The ethnographic approach studies individuals and
communities in natural settings to understand their linguistic
behaviour and social interactions!?®]. It allows researchers

to collect authentic real-time data.

3.1. Data Collection

The data were collected from the WhatsApp and Insta-
gram accounts of (93) Jordanian students enrolled in two of
the researchers’ classes at Yarmouk University, Irbid, Jor-
dan. The students come from six different Jordanian cities:
Irbid (56), Amman (13), Mafraq (12), Zarqa (10), Salt (1),
and Karak (1), making the sample relatively representative
of speakers of JSA. Most students come from Irbid city be-
cause Yarmouk University is located in it. Having explained
the study’s purpose to the students and what hyperbole is,

they were kindly asked to provide their teachers with several

hyperbolic expressions from conversations between them
and their friends and family members. The students were
asked to write their selected hyperboles on a separate sheet
of paper and submit it to the teacher. The average number of
expressions received from the students was (15.2). A total of
(1415) hyperbolic expressions were obtained from the stu-
dents’ accounts. However, (42) expressions were excluded
from the data because they were not hyperbolic. For example,
the sentence “Yes! he earns 10,000 JDs a month in Dubai”
could not be regarded as hyperbolic by the referees since
this number might be true and reasonable. Therefore, the
number of hyperbolic expressions subjected to data analysis
was (1373). The data collected may be representative; how-
ever, it is far from being exclusive because hyperbole is very
creative in JSA and many other languages. McCarthy and
Carter!”] point out that the potential for linguistic creativity
in hyperbole is unlimited. It should also be noted that ethical
issues were carefully considered in this study. Every stu-
dent was asked to sign an informed consent confirming their
agreement to participate in the study. Besides, the students
were assured that their identities and information would be
kept confidential.

3.2. Data Analysis

This study adopts an integrative approach, adapting
lexico-grammatical categories from previous studies, such as
those by, Claridge!! McCarthy and Carter!”) Morall. This
approach focuses on integrating different theories or perspec-
tives by combining diverse elements to establish a cohesive
understanding of a phenomenon. The adopted model com-
prises the lexico-grammatical forms of hyperbole, presented
in Figure 1 below. Content analysis was also employed in
the data analysis of this research. Content analysis (CA) is
a research methodology used to make sense of the (often
unstructured) content of messages — be they texts, images,
symbols or audio data[?>’). All the authors participated in the
data analysis, which was done collaboratively and simulta-
neously. It is worth noting that classifications of hyperbole
were somewhat problematic, although appealing, because
there is a significant overlap between categories. For ex-
ample, there is an overlap between metaphor, simile, and
metonymy !’ and between superlative and extreme terms.
Moreover, lexical items, such as nouns, verbs, adjectives,

and adverbs, can be regarded as separate categories or in-
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cluded in other categories like idioms, proverbs, and whole
clauses. The referees did their best to locate overlapping
expressions and classify each hyperbolic expression into one
category.

Hyperbolic Lexical Items

Adverbs

m verbs

= MNouns @ Adjectives

Figure 1. Hyperbolic lexical items.

4. Findings and Discussion

This section presents the findings of the data analysis.
Specifically, it shows the lexico-grammatical categories of
hyperbole, which were obtained from JSA naturally occur-
ring conversations and discusses them respectively, from a
semantic-pragmatic perspective, about the findings of Clar-
idge’s!! and McCarthy and Carter’s!”). Claridge!!! argues
that hyperbole is a complex cross-categorical issue at the
semantics-pragmatics intersection. Illustrative examples se-
lected randomly are given from the data to explain the hy-
perbolic proneness of lexico-grammatical items and their
meanings. English translations are provided for each exam-

ple.

4.1. Lexico-Grammatical Categories of Hyper-
bole in JSA

Our data shows that hyperbole in JSA manifests in a
variety of lexico-grammatical forms. They are classified into
three categories: single words (nouns, adjectives, verbs, and
adverbs), multi-words (phrases and clauses), and prominent
forms (idioms, simile, extreme terms, temporal, numerical,
metaphorical, scale, negation, comparison, repetition, inten-
sifiers, conditionals, and proverbs). The single-word and
multi-word hyperboles will be presented and discussed first,

followed by the prominent hyperbolic forms. As for the third
category, every hyperbolic expression consists of a word,
phrase, or clause. They are presented through a lexical item,
phrase, or clause. Thus, it will be presented and discussed
independently of the single-word and the multi-word cate-
gories and in more detail, although they were all presented

in one table in section (3.2).
4.1.1. Single Word Hyperbole

The findings of this study show that single lexical words
are most often used in the hyperbolic expressions in our data.
Nouns and adjectives were the most frequently occurring
lexical items in the hyperboles. This finding is consistent
with Al-Dalawi and Al-Mahdawi?!!, Claridge!!!, Hassan [3%],
Morall, and Spitzbardt>"), who conclude that adjectives and
nouns are the most frequent hyperbolic expressions. Con-
trary to the findings of these studies, verbs were identified in
the formation of hyperbolic expressions in JSA, but not too
many adverbs were found. The same finding was reported by
Khalifal3!l, In this category, nouns were the most frequent
lexical item (43.3%), followed by adjectives (36.5%), then
followed by verbs (13.8%), and adverbs (6.3%). Figure 1
presents the hyperbolic lexical items identified in the data.

We will begin with nouns, the most frequent single-
word hyperbole. The presence of nouns in our data is over-
whelming. It is the most recurrent item in this category.
It includes primarily metaphors and quantitative terms that
express description, such as (e.g., 2 sa&“mogul”, 5 , ghaui
“legend”, gl “butcher”); intensity (e.g., jlad “destruc-
tion”, JuA “incredible”, 4asa“shock™); size (e.g., Jaa
“camel”, Ja “wall”, cala “playground”); amount (e.g.,

-

adais“drop”, (uld “penny”, 4 “piece); container (e.g.,
Jl g “sack”, 4g gla “container”, Jaa “load of’; measurement
(e.g., wd“handspan”, i “meter”, al £ b€ “kilogram”;
numerical (e.g., (4} “a thousand”, Osdaa million”, 4xa “a
hundred); Temporal (e.g., 4883 “a minute”, diw “a year”,
QR3<era”). Even though less frequent than single nouns,
plural nouns also appeared in the data, such as Jla “moun-
tains”, ¥ g “sacks”, shbal “legends”, e “mil-
lions”, s¢-« “months”, Ql.'shi “tons”, etc. Adjectives come
in the second place in this category. They include words that
attributive and predicative adjectives: g.é\ A “mythical”,
Ty Jku\ “legendary”, <& ) “awesome”’; comparative adjec-
tives: _aS) “bigger”, u;ié\“more stupid”, &Jui“faster”; and
superlative adjective: (:‘“ “most beautiful”, 4ls) 8 “most
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Jig |
superlative classification and meaning depend on the context

delicious”, “most complicated”. The comparative and
in which they are used. Positive and negative adjectives
appear in our data, such as g-\" “stupid” and g-f« “rich”,
respectively. Verbs in JSA also carry hyperbolic meanings,
suchas &a“died”, (ad) “went crazy”, wuSiy “break”, JSo
“eat”, i “drink”, 3 §_£“drown”, <l “play”, T “cut”,
_adil “explode”. Finally, adverbs were also found in JSA
hyperbolic expressions, but not frequently only (6.3%) of the
included adverbs. Some of the following adverbs that were
found are the following: S and _aiS
tremely”, JAY¥le “totally”, aslally
all intensifying adverbs, similar to those reported by Omar
and Khalaf??],

4.1.2. Multi-Words

“a lOt”, ‘J% “eX
“certainly”. They are

Hyperbole in JSA was also expressed using multi-
words, such as phrases and clauses. Their frequencies, per-
centages, and some examples are given in Figure 2 below.

Hyperbolic Multi-words

= Phrases ® Clauses

Figure 2. Hyperbolic multi-words.

Hyperbolic phrases include nouns, adjectives, adverbs,
verbs, and prepositional phrases!!. Following are some ex-
amples of the hyperbolic phrases found in our data: s y &l
“a thousand times”, Jald jlad “total destruction”, Jaa Q—..‘kﬁ
“very horrible”, dlaua dslu (p yde “twenty hours of laugh-

er”, o_pas (al “half of his life”, 8 4 (ubeud) éﬁ “more
than sixty times”, » ghid LglS aig“only a step and a half”,
Gy s “most beautiful girl”, S A “very delicious”,
q}"—i 3 jlaa ““ strangest game”. Concerning clauses, this cat-
egory includes complete meaningful sentences, such as

pdl) el ) gla o adi ) o padbaly glByen ifa tree grows in
your head, I will not show them to you.”, Jaiila 418 yaall
Axa Sady $“You will never get bored if you talk to him the
whole life”, and L@_.a\ b pa il “The girl is her mother’s ri-
val”. This category also includes conditional clauses having

only the condition clause, as in gmaaj 3 “If you die”,
uadd) adlat s e (4 “If the sun rises in the west”, and

wa e Lawdl (guhati J3a“Until the sky collapses on earth”.

4.1.3. Prominent Lexico-Grammatical Forms
of Hyperbole

This section includes the prominent forms of lexico-
grammatical categories found in the data. They include 13
forms of hyperboles shown in Figure 3. They will be dis-
cussed individually with illustrative examples in the follow-

ing sections.

Prominent Lexico-grammatical Forms of Hyperbole

= idioms
23.9%

= simile

Extreme terms

Temporal

 Numerical

= Metaphorical

= Scale

u Negation

= Comparison

12.8%
= Repetition
= Intensifiers

= Conditional

960 2:2%1%
2.8%

6.5%

Proverbs
11.5%

10.9%

Figure 3. Prominent lexico-grammatical forms of hyperbole.

1. Idioms

An idiom is “a term used in grammar and lexicology
to refer to a sequence of words which is semantically and
often syntactically restricted so that they function as a single

unit” B2,

Idioms are cultural expressions sometimes used
hyperbolically to exaggerate a statement or express a strong
emotion or meaning. These idioms are not intended to be
1. This

category is the most frequent in our data, accounting for

taken literally. Some of them are culture-specific (%2

(23.9%) of the whole data. Table 1 below presents examples
(1-3) that illustrate how idioms convey hyperbole in JSA.
The above-mentioned hyperbolic idioms reflect com-
mon everyday experiences using figurative images. In ex-
ample 1, in which the literal meaning is excluded since there
is no actual eardrum piercing, the idea that the speaker’s
loud voice can “pierce” the “eardrum” of the hearer is an
exaggeration meant to stress the intensity of the annoyance
caused by the harsh sound of the speaker. In example 2,
the hyperbolic phrase “carved through rocks” highlights the
intensity of effort, struggle, and perseverance required for
success. It describes the arduous task of overcoming the chal-
lenges of life. This hyperbolic expression also expresses the
speaker’s respect and admiration for the father for enduring
all the hardships to attain his current status. The phrase “tore

myself apart” in example 3 cannot be taken literally. The
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Table 1. Examples of Idioms.

No. Example

Translation

1 i) Alb (533 ofigua
2 s deyl Al fa Ll

“His voice pierced my eardrum.”
“My father carved through rocks to get to this position.”

3 Lt agda 3 Ul g (s cuadad

“I tore myself apart explaining it to them.”

speaker here uses this hyperbolic expression to exaggerate
the effort, be it physical or emotional, they exerted in ex-
plaining the issue and making it clear. It implicitly suggests
that the speaker pushed the envelope, trying to communicate
successfully, making others better understand the explained
idea.
2. Similes

The second most frequent category in our data is simile,
accounting for (12.8%) of the hyperbolic expressions in our
data. This type of hyperbole is qualitativelll. A simile is a
figure of speech used to draw a comparison between two
things having common characteristics, using words such as

»[331, Using a simile, one may compare some-

“like” or “as
thing to an entity, such as a person, animal, or concept, that
magnifies its properties beyond the normal situation. Simile
hyperbolic expressions exaggerate personal traits, highlight
emotions and attitudes, and magnify situations. Consider
examples (4-06) in Table 2.

In (4), comparing a person to an imp does not stand
unless its purpose is to exaggerate certain traits of the person
described. This exaggeration implies that the appearance or
actions of the individual are so striking that he can be com-
pared to an imp. This hyperbolic expression also involves a
humorous or playful effect. In Jordanian culture, a monkey
represents agility, ugliness, and playfulness, depending on
the context. Example (5) is also a comparison depicting a
female as a camera that can capture all the little details. In
real life, this is impossible because no human can notice and
record all the specific details like a camera does. Therefore,
this hyperbole is an overstatement of the female’s strong
observational ability, emphasizing her exceptional skill. In
example (6), the person’s heart is metaphorically likened
to a pomegranate. The statement amplifies the emotional
profoundness and kindness of the person’s heart because
pomegranates in Jordanian culture are associated with rich-
ness, beauty, vitality, and health. It suggests that the female’s
heart is full of kindness, love, and warmth.

3. Extreme Terms

They are highly exaggerated terms that signal all-
inclusive claims. They are also called all-encompassing
terms!l. They usually express potent emotions and attitudes
and emphasize ideas and concepts; they involve terms such
as “everyone, everybody, no one, nobody, never, forever,
not even one, the whole world, etc.” This category consti-
tutes (11.5%) of the data. Table 3 presents some of these
examples.

The three expressions (7-9) are all hyperbolic, employ-
ing exaggeration to emphasize the described emotions or
situations. In example (7), the expression “the whole world”
exaggerates the speaker’s feeling that everyone in this world
is against them. This is an exaggeration that stresses their
sense of aggravation, isolation or injustice. In example (8),
the sentence “I could never find anything to wear” overstates
the speaker’s frustration, which implies that their attempt to
search for something to wear was never-ending, impeding
them from being on time. The statement in (9) takes beauty
to a high extreme, comparing paradise, which is used as
an exaggeration to call attention to how beautiful the place
looks, describing it as a place far beyond beauty. In all three
examples, the extreme hyperboles highlight the speaker’s
emotions, attitudes, or perceptions, making their statements
more intense than they would be if used in their literal sense.
4. Temporal

It is a form of exaggeration that amplifies the duration
of time used to express annoyance, discomfort, excitement,
and impatience. It is a quantitative type of hyperbole!!]. In
our data, 149 (10.9%) hyperbolic temporal expressions were
identified. This hyperbole uses times-related lexical terms,
such as 4.)31.": “second”, 43,33.\ “minute”, 4e L, hour”, a g3
“day”, diw “year”, ase “century”, and A4 “era”, and among
others. Consider the following three examples shown in
Table 4:

In examples (10—12), the speakers express their frus-
tration by exaggerating the time expressions used in their
statements. In reality, the temporal expressions “100 hun-
dred years, century, and lifetime” used do not align with the
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Table 2. Examples of Similes.

No. Example Translation
4 AN Jia (B Le AT 7 e “I saw him yesterday. Nothing wrong with him; like an imp.”
5 Jaldil) I Jadliy ) yualS Lgdls “She is like a camera that captures every detail.”
6 Adla ) g Lgall “Her heart is like a pomegranate.”
Table 3. Examples of Extreme Terms.
No. Example Translation
7 L Lgra i) g AIS allal) “The whole world is standing with her against me.”
8 S Al & Bl la AV @AWY T was late because I could never find anything to wear.”
9 LAdadl Ga Aal Ger lsall “The place here is more beautiful than paradise.”

described situation. The speaker in (10) expresses their frus-
tration for not eating Mansaf, one the most popular meal in
Jordan, for a long time and simultaneously shows their yearn-
ing for that dish. Of course, the expression “one hundred
years”, usually beyond most people’s lifespan, intensifies
the idea that Mansaf has not been cooked for a very long
time, making it look like a significant event in the speaker’s
life. In (11), the annoyance and frustration of the speaker
about traffic is evident and exaggerated by the use of the
time expression “century”, which expresses a very long time
for people to get somewhere. However, the actual time is
much shorter. It is an extreme exaggeration of how long the
journey home takes. Example (12) also uses a hyperbolic
expression, “lifetime”, to exaggerate a state of affairs. In
reality, no task will take a whole life to be done; however,
the expression is used hyperbolically to emphasize how dif-
ficult and time-consuming understanding one idea is when,
in fact, it does not require this amount of time in real life.
That is why hyperbolic expressions cannot be taken literally.
This hyperbole here is intended to make the difficulty of
understanding an idea appear far more complex than it is.
5. Numerical
This category uses numbers to exaggerate magnitude,
emphasize size, quantity or idea, and express strong emo-
tions and feelings. It occupies the fourth place in the table
and accounts for (9.4%) of the data. This category, it is very
creative*¥ and brings about extremely rich hyperboles[’].
Numerical hyperbole in JSA utilizes numbers, such as 44
“hundred”, «alj “thousand”, (e “million”, Gsala il “one
thousand million/ billion”. It also uses percentages like 4ally
4sa  “one hundred per cent”, 4l ¢ygala “one million
per cent”, and others. Numerical hyperbolic expressions

95

also come in plural forms, as in (3 “billions” (pudla

“millions”, «&¥)“thousands”, and &i\ia “hundreds”. This cat-
egory often appears in a single-word category. This finding
is in line with the findings of!">7-34], In our data, the most
prominent terms in this category were hundred, thousand,
and million. Table 5 includes some examples representing
this category.

Examples (13-15) all use hyperbole to communicate
strong emotions or bring to light a point through intentional
exaggeration. These statements should not be taken as a lie
by the listener. In (13), the assertion of asking someone “a
thousand times” to do something is a clear exaggeration used
to emphasize the speaker’s frustration although the true num-
ber of times is far less. Likewise, the claim about receiving
“more than a million messages” in a short period of time in
(14) exaggerates the volume of interaction intended to stress
the speaker’s feeling of being bombarded by the messages.
The number of messages received is indeed unbelievable.
Lastly, the statement that someone read a book 50 times, as
in (15), amplifies the speaker’s admiration of the book. This
suggests that the book was extremely interesting that the
speaker metaphorically had to keep revisiting it. These hy-
perboles create a serious effect by accentuating the quantity,
frequency, or intensity of the situations, making them more
intense, more rhetorical, and emotionally charged.

6. Metaphorical

This type of hyperbole uses metaphorical language to
overstate meaning, intensify the description of a person, ob-
ject, or idea, and add emotional weight to the talk. Metaphor
is “a process in which one SEMANTIC FIELD of reference

9 [33]

is carried over, or transferred, to another”!>>!. Simply put,

metaphorical hyperbole is an exaggeration through direct

9



Forum for Linguistic Studies | Volume 07 | Issue 02 | February 2025

Table 4. Examples of Temporal Hyperbole.

No. Example Translation

10 Chade 4diUa e o) A3 1000 “My mother has not cooked Mansaf in 100 years .”

I Al e 08 o Jla ) ) g “To get home, you need a century because of the traffic.”
12 o393 jsh agdi lde JalS jee &y comua 1wl “This lesson is so complex; It takes you a lifetime to

understand one single idea.”
Table 5. Examples of Numerical Hyperbole.

No. Example Translation

13 el u-“-‘f“ﬂﬁ&& 3_a ali ) “I have told you a thousand times to turn the light off.”

14 Ol (368 Claia agdl) (Al “I received more than a million messages today.”

15 Boamead ) 8 4 al gla QUiSY “The book is very interesting that I read it 50 times.”

comparisons that state one thing is another. This category
represents (7.8%) of the data. Consider the following exam-
ples of metaphorical hyperbole in Table 6:

Example (16) is a strong hyperbolic metaphor that rep-
resents and emphasizes the strength, steadfastness, greatness,
and resilience associated with mountains. The speaker here
attributes these features to the person being addressed, imply-
ing that they are standing steadily in the face of challenges
and hard times. The speaker also highlights the person’s
physical and emotional strength, saying that nothing can
bother them, even the winds. The exaggeration expresses
the speaker’s admiration and respect for the person. The
metaphor “drowning in housework” in (17) relates “drown-
ing” with “housework” to exaggerate the intensity of the
speaker’s negative emotions and feelings. This hyperbolic
metaphor expresses both emotional and physical overwhelm-
ing and exhaustion caused by the enormous amount of house-
work. In (18), the person’s way of speaking is expressed by
the metaphor “his tongue is electricity” to stress speed and
energy because electricity signals something extremely ener-
getic and fast. No one’s tongue can be made of electricity,
but metaphorically, this expression can exaggerate the fast
pace at which the person speaks, which may make it difficult
for the listener to follow up. Therefore, the speaker may be
conveying his displeasure with the person’s way of talking.
Overall, metaphorical hyperbole is a very expressive way of
delivering intentions, emotions, and attitudes.

7. Scale

This type of hyperbole was found in (6.5%) of our data.
They are words or phrases that exaggerate size, amount,
container, measurement, and distance. They are everyday

quantitative hyperbole used to create exaggeration about

some state of affairs. These sub-categories were reported
byll-37-221 According to McCarthy and Carter!”), scale or
quantity words are very productive in making hyperbole. The
following examples use these ideas to convey an emotional
or rhetorical effect. Examples (19-23) in Table 7 below
represent this category.

Examples (19-23) all use hyperbolic expressions by
employing different scale types, including size, amount, con-
tainer, measurement, and distance. The exaggeration of these
elements is intended to amplify their original meaning to
create a hyperbolic impact. For instance, example (19) exag-
gerates the house’s size by comparing its size to the size of
a dunam, a landscape unit in Jordan equaling 1000 square
meters. Using such a term in this kind of comparison is
nothing but an overstatement, indicating that the house is
so huge, which may express astonishment and surprise at
the size of the property. Example (20) is an exaggeration
using an amount. The speaker in this expression empha-
sises their shortage of money, stating that they cannot even
afford a minimal amount of money (10 piasters) to buy a
very cheap sandwich. This hyperbole overstates the chal-
lenging financial status of the speaker, implying that they
are flat broke and can use a little help. In (21), the speaker
uses the phrase Jhaa @Y g “big sacks of money”, a kind
of container, to indicate the wealth of the person’s father.
It implies the father has so much money that he could fill
large sacks. However, despite the father’s wealth, the son
is in debt, exaggerating the scale of the father’s affluence to
contrast with the son’s ability to pay his dues to people. Exag-
gerating measurement is also used by Jordanians to express
unease and frustration. The speaker in (22) uses the measure-
ment phrase “a ton” hyperbolically to overstate the enormous
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Table 6. Examples of Metaphorical Hyperbole.

No. Example Translation

16 i phdaa odia “You are a mountain. Nobody can shake you.”

17 Sl Sl A8 2 e (Al “I have been drowning in housework for two days.”

18 . LS Aludg 4e pun (Saq 4le agdy L T cannot understand him. He speaks fast, and his tongue is electricity.”
Table 7. Examples of Scale.

No. Example Translation

19 .adgd (o G abdis U Lila “Praise God! They have a house the size of a dunam.”

20 Adggdin g ad) Gig B de adldly  “I swear to God! I do not even have 10 piasters to buy a sandwich.”

21 Ll Ggaae 92 g g ban ) gl saie b gl “His father has big sacks of money, yet he cannot pay his dues to people.”

22 .aaVag bgalad oY clial g ob gaie “I have a ton load of assignments that I have to submit on Sunday.”

23 sl Goh (e b AdSalldlual)  “The distance to the library is as far as New York.”

amount of assignments. In real life, it is impossible to have
a ton of assignments; this exaggeration communicates the
speaker’s sense of responsibility and the monumental task
required. The last example in this category (23) exaggerates
the distance between the speaker’s location and the library.
Comparing the distance to that of New York expresses how
long and tiresome the trip feels, highlighting the physical or
mental readiness of the speaker to go to the library. In the
examples above, hyperbole is accomplished by employing
an exaggerated scale, bypassing the actual situation.
8. Negation

Negation is a grammatical and semantic construction
that typically conveys the contradiction of the meaning of
some or all of a sentence 32!, In English, it is expressed by
the presence of the negative particle (not) using prefixes such
as un-, non, or words such as never. In Arabic, it is described
by the use of particles, such as L ¥, and al (all meaning not).
Negation can be used to exaggerate feelings and attitudes,
expressing hyperbolic meaning. It accounts for (5%) of the
data. Consider the following examples in Table 8:

Negation in examples (24-26) expresses hyperbole by
intensifying the speaker’s emotions and attitude about a par-
ticular state of affairs and further amplifying the situation’s
magnitude. For example, in (24), the negation indicated by
“never” shows the remarkable characteristics of the person
spoken about, implying that the person’s kindness is unique
and incomparable. It is an exaggerated expression of admira-
tion, respect, and uniqueness. In (25), the negation expressed
in “not normal” exaggerates the impact of the act or event. It
indicates an extraordinary act that goes against normal expec-

tations, which dramatically impacts the expression uttered.

The negation in example (26) conveys the speaker’s ultimate
objection, highlighting their extreme emotions of frustration
or anger. The speaker’s hyperbolic refusal is further intensi-
fied by the phrase “do not want to hear”, expressing a total
rejection.
9. Comparison

This hyperbolic category expresses exaggerated com-
parison or superiority. It holds (3.6%) of the total data. This
finding is consistent with the finding ofl!!, in which this
category occupies (3.4%) of her data. It has two types: com-
parative (35%) and superiority (65%). A similar conclusion
was revealed by Al-Dalawi and Al-Mahdawi?!l. The fre-
quent use of hyperbolic comparison shows how Jordanians
are linguistically creative and expressive in their commu-
nication. This hyperbole combines exaggeration and com-
parison to emphasize the intensity of the matter. It mainly
uses adjectives in their comparative and superlative forms
to exaggerate the comparison at hand. They often involve
similes and metaphors, which were discussed earlier. The
following examples (27-29) in Table 9 explain this category.

The claim in (27) expresses hyperbole through com-
parative exaggeration. By mentioning Prophet Noah, who is
believed to have lived for 9 centuries and a half, the statement
impossibly exaggerates the life span of the person referred
to far beyond everyday reality because no human being’s
life today can extend to this age. This particular type of
exaggerated comparison can add emphasis and humour to
the situation under discussion. Similarly, example (28) re-
veals hyperbolic emotions by indescribably emphasizing the
joy of graduation using superlative comparison. The use of
the superlative adjective “sweetest” ( LAai) highlights the
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Table 8. Examples of Negation.

No. Example Translation

24 . e Jia dill cdd L ds) ey

“Frankly, I’ve never seen such kindness.”

25 AS) b e Una Jla I “What happened with us is not normal indeed.”

26 .8 gl a3 Vg AalS W9 pand g8 e “T do not want to hear a word or an excuse, whether true or false.”
Table 9. Examples of Comparison.

No. Example Translation

27 LH u"{‘“‘ M °4&  “His life is longer than the life of our Prophet Noah.”

28 gAdA 24 A . “The sweetest joy is that of graduation.”

29 bl Jaal GUS 4d) da2 “Indeed, it was the best feeling.”

profound emotional importance associated with academic
accomplishments in Jordanian culture. The superlative com-
parison in this example implies that no other joy can surpass
the pleasure experienced during graduation. It conveys the
speaker’s pride and recognition of their academic achieve-
ment as a lifetime event. Example (29) also employs the
superlative adjective “best” (Jaal) to exaggerate the depth of
an emotional experience. It intensifies the speaker’s satis-
faction and deep appreciation of the emotional feeling they
are experiencing, and it is a feeling like no other. It is sig-
nificant to note that positive and negative comparisons were
identified in the data, such as “He is the best teacher in our
department” and “It was the worst experience”.
10. Repetition

Repetition is another strategy used in JSA to exagger-
ate feelings or ideas. For Claridge!!l, p. 67, repetition is
“the re-occurrence of the same item or phrase in strict se-
quence without interruption by other material”. It was found
in (2.8%) of the overall data. Speakers of Jordanian Ara-
bic tend to deliberately repeat certain words and phrases to
strongly express their attitudes and emotions and enhance
their intentions when using language. It is also used to inten-
sify the importance and severity of the conveyed message.
Hyperbolic repetition is regarded as a stylistic device that
is not meant to be taken literally and has to be deliberate
to count as hyperbolic!'l. The more repeated material, the
more intense and emotional the statement is**). Examples
of repetition are shown in Table 10 below.

In Example (30), the repetition of the word _giS
“many” underscores a significant quantity of encounters with
such “types” of people. This implies that the speaker has

been overwhelmed by such types or occurrences. The overly

repetition exaggerates the frequency to emphasize frustration
and familiarity with these encounters. Similarly, in (31), the
repetition of the phrase JS ¢ »“every time” exaggerates the
frequent occurrence of the event. It implies that the situation
is continuous and repetitive, leading to a sense of frustration.
This repetition also highlights the speaker’s disbelief and
dissatisfaction, intensifying the emotional effect. In (32),
by repeating the adverb “|a)” (never), the speaker strength-
ens the denial, which means that the event or action never
occurred at any time. The hyperbolic nature lies in the in-
sistence, which exceeds what is necessary to communicate
the point, emphasizing the speaker’s determination or frus-
tration. Not only does the repeated word 1) “never” negate
the action, but it also amplifies the speaker’s confidence
in the statement, leaving no room for ambiguity. Consider
examples (33-35) in Table 11.

11. Intensifiers

1321 an intensifier is a term used

According to Crystal
in grammar to refer to words, a class of adverbs, which af-
fect the meaning of another in the sentence. As hyperbolic
expressions, they are words or phrases that emphasize inten-
sity. They include adverbs, such as very, terribly, definitely,
hardly, incredibly, entirely, unbelievably, and so on. In our
data, 36 intensifiers were identified, accounting for (2.6%).
Our intensifiers included only adjectives and nouns.

Examples (33-35) all include hyperbolic intensifiers.
They employ exaggerated terms to reveal strong emotions
or to show extreme qualities. For example, the expression
in (33) uses the term “ gé\ A7 (mythical) as a hyperbolic in-
tensifier to convey intense satisfaction with the food offered.
It communicates that food is extraordinary by comparing it

with something mythical. In (34), to exaggerate the teacher’s
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Table 10. Examples of Repetition.

No. Example Translation
30 M dls’df\}u' (e b “I have seen many, many, many of such types.”
31 oA ) e e Bl 0 e JS 0 4 IS “Eery time, every time, Hadeel. I cannot believe it; It is really annoying.”
32 S 1) 1) Lgas Cusala “I did not speak to her, never, ever, ever.”
Table 11. Examples of Intensifiers.
No. Example Translation
33 L) cd el 9& oS sls “Your food was mythical. I could not get enough.”
34 Jadlhle A palae b ) a2 ) gisall 1 “This professor is indeed fabulous; His lecture is never boring.”
35 Ldlbldyg 4 sl oS ) Aldal) “The party will be legendary. [ bet you.”

traits as extraordinary, the speaker employs the term <2
“fabulous”, associating it with the term Mad “indeed” to add
more emphasis. The phrase Jaillla “never boring” also
intensifies the teacher’s outstanding quality in delivering his
classes. The exaggeration here conveys the speaker’s praise
for the teacher’s skills. The speaker in (35) emphasizes their
prediction about how great the party will be by using the
hyperbolic intensifier 4sglamsl) “legendary”. By comparing
the party to something legendary, the speaker is trying to in-
tensify the fun and excitement of the upcoming event, daring
others or convincing them to attend.

Another type of intensifier identified in our data is what
is referred to by[??! (769) as “cognate accusative”. It is a
term that refers to a grammatical structure where a verb takes

an object derived from the same root as the verb itself33],

for example, 2,4 &hﬁ é&mﬂ g-‘m; “My bones are
cracking and creaking from the cold weather”, and S
<< LAl “It is pouring rain in heavily”. This repetition
takes the exaggerated statement to another level of exagger-
ation to reflect emotions, feelings, and attitudes.
12. Conditionals

Conditional is a grammatical structure of a condition

t1321, Hyperbolic conditional clauses express ex-

and a resul
aggerated hypothetical conditions. Our data found that they
express impossible situations by exaggerating events and
impossible situations. The conditionals in our data include
only imaginary, untrue, and unreal situations. This category
represents (2.2) of the overall data, and some of its examples
are included in Table 12 below.

The image in (36) expresses an impossible situation
in reality since it is unimaginable how someone’s eyes will

pop out of his head. However, this expression is hyperbolic

as it stresses the speaker’s absolute objection to agreeing to
the request, irrespective of how desperate the other person is.
This hyperbole also emphasizes the speaker’s determination
not to lend any help. Similarly, in (37), the hyperbolic clause
“Until your late father comes out of his tomb” reflects an
impossibility for an event because no dead person will come
out of his grave. This hyperbole overstates the unlikelihood
of a specific condition to be satisfied. It also highlights the
speaker’s tenacity and the fact that a change of mind is un-
likely to occur on the speaker’s part. It resembles a definitive
“no” or “never” in an exaggerated manner, mainly when it is
associated with mentioning a father, a close person. Example
(38) is an exaggerated conditional structure that implies an
action will never occur. This expression shows that black
crows cannot turn grey. The speaker is trying to emphasize
his determination by informing the listener that waiting for
the action under discussion to happen is futile.
13. Proverbs

The final category in our data is the proverbs. Proverbs
are short cultural sayings in which people advise or tell us
about some general truth3®). Proverbs are transmitted from
one generation to another in a society 3. They can be used
to highlight an exaggeration. Proverbs with adverbs such
as no, never, always, or numerical elements tend to have a
hyperbolic meaning!'7]. This lexico-grammatical category
was found in the data to express hyperbole in JSA. It was
detected in 14 examples (1%) in our data, some of which are
mentioned in Table 13 below. Generally speaking, hyper-
bolic proverbs are used to exaggerate a truth and emphasize
cultural or moral values.

The proverb in (39) uses hyperbole to exaggerate hu-

man greed. It also emphasizes the notion that human desire
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Table 12. Examples of Conditionals.

No. Example Translation
36 Laab) dlfiale dal ) oo dige calhy o “Even if your eyes come out of your head, I will not send them to you”
37 28 Gad allay s “Until your late father comes out of his tomb”
38 . olAl il “Until your late father comes out of his tomb”
Table 13. Examples of Proverbs.
No. Example Translation
39 AN G ) ady Le adf “Nothing satisfies a human except earth.”
40 e deadad A “All those who have a sense of shame have died.”
41 A (AT daigl) dabll) “A delicious bite is enough for a hundred people.”

for material possessions is boundless and that nothing can
satisfy them except death, suggesting that humans are con-
stantly striving for more in this life, although true satisfaction
is something beyond reach. In (40), the speaker uses hyper-
bole to emphasize that people who value shame and respect
are rare nowadays. It implies that people who have shame
have died, figuratively speaking. Example (41) is an exag-
geration of the joy and satisfaction that can be achieved from
one single bite. This proverb emphasizes quality (delicious
bite), which could be a content source for many people. It
proposes that the value of something is determined by its
quality, not quantity. This hyperbolic proverb also highlights
the importance of solidarity and agreement among people in

a society.

5. Conclusions

This study has investigated hyperbole in JSA from a
lexico-grammatical perspective, highlighting its structural
patterns and functions. The findings reveal that hyperbolic
expressions in JSA are deeply embedded in everyday speech.
They are used as rhetorical strategy to emphasize emotions,
strengthen arguments, and enhance storytelling. That is,
speakers of JSA use all these hyperbolic expressions to exag-
gerate feelings, emotions, attitudes, opinions, and ideas. The
data analysis reveals that hyperbole manifests in a wide range
of lexico-grammatical forms, where lexical and grammatical
categories interact to produce this linguistic phenomenon.
Besides single lexical items (nouns, adjectives, verbs, and
adverbs) and multi-words (phrases and clauses), thirteen
prominent hyperbolic lexico-grammatical forms were iden-

tified in this study. These prominent lexico-grammatical

forms include the following: idioms, similes, extreme terms,
temporal, numerical, metaphorical, scale, negation, compari-
son, repetition, intensifiers, conditional, and proverbs. They
are arranged in a descending order from most frequent to
least frequent. The findings also indicate that hyperbole is a
productive strategy used by speakers of JSA to create non-
literal and indirect meanings. The frequent use of hyperbole
in different social contexts suggests that exaggeration is not
merely a linguistic device but a cultural phenomenon that
aligns with the communicative norms of Jordanian society.
The interplay between lexical choices and grammatical struc-
tures in hyperbole further illustrates how speakers strategi-
cally manipulate language to achieve persuasive, humorous,

or dramatic effects.

Furthermore, the findings reveal that context is essen-
tial in determining the interpretation of hyperbolic expression.
This study indicates that analysing lexico-grammatical forms
of hyperbole is tedious because there is a significant overlap
between these forms, especially comparison and extreme
terms, scale and numerical, idiomatic and simile, metaphor
and idioms. The analysis was also tricky because one hyper-
bolic structure may contain more than one item expressing
hyperbole. Future studies may explore hyperbole in JSA
from a comparative perspective, examining its similarities
and differences with hyperbolic expressions in other Arabic
dialects. A future study may focus on gender differences in
how males and females use hyperbole in their communication
in JSA, whether face-to-face or online. Such a study could
show gender similarities and differences in how genders use

language and interact online.
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