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Abstract

The paucity of research in the verbal and visual metafunctional uses of Oromo television
commercials broadcast via Oromia Broadcasting Network was observed. The objectives of
the research were to explore and describe the metafunctional application of verbal and
visual modes in Oromo television commercial advertisement. To address the problems the
researcher described and analyzed the verbal and visual modes of the television commercials
broadcast via OBN. It also examined the interplay of visual and verbal modes to represent
the ideational, interpersonal and textual meanings to promote the products and services.
Hence, of the twenty-five commercial advertisements collected from OBN, only ten Oromo
television commercials were purposively selected for the analysis.Ten Oromo television
commercial advertisements were selected transcribed and translated into English for the
analysis qualitatively.The data in the study were analyzed using systemic functional
multimodal discourse Analysis (SF-MDA) theoretical framework to analyze the data. The
data were analyzed from the ideational, interpersonal and textual metafunctions of meaning
of verbal and visual modes and the inter-modal relations of the two modes to convey
persuasive meanings to the target audiences. The findings of the study disclosed that verbal,
visual and music as background were used in Oromo television commercial advertisement to
communicate the ideational, interpersonal and textual meanings. The study indicated that
Oromo television commercial advertisement copywriter employed lexical features such as
simple words and adjectives, nouns as brand names, personal pronouns, negations and
exclusive words to express the intended meanings of the products and /or services. It also
revealed that syntactic features such as simple sentences, imperatives, active voice and
simple present and present perfect tenses were utilized in the commercials to represent the
metafunctions of the language. Again, the rhetorical devices like repetition and alliteration
were used in the commercial advertisement to represent the ideational, interpersonal and
textual meanings to convey persuasive messages to the target audiences. The study also
indicated that the visual modes were used in display the representation interactive and
compositional meanings in visual grammar designs. The study also disclosed the intermodal
integration of the two modes in creating persuasive messages using the interplay of the
verbal narration and visual deployment as elaboration in the form of relay, anchorage,
illustration, specification, extension and complement of the verbal modes and the vice versa.
However, the visual modes used in these television commercials were found to be repetitive
and took more air-time in television commercial breaks. Thus, the advertisement text takes
longer air time than the modern television commercial advertisements and became boring to
view. The visual modes were used redundantly to elaborate the meanings of the commercial
advertisements meanings. Therefore, to tackle the multimodal Oromo television commercial
copywriting and designing observed in the Oromo television commercials, training should be
given to copywriters and designers in multimodal compression principles to help them create
a composite visuals well integrated with the multi-semiotics in Oromo television commercials
that convey persuasive messages to the target audiences.
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CHAPTER ONE: Introduction

This introductory chapter briefly discusses the historical backdrops of the Oromo people and
the Oromo language ups and downs in the national political context. It also presents briefly
the Oromo people and the ban that the Oromo language underwent as historical background
and of the language in this study. It also elaborates the demography of the Oromo people and
the Oromo language status in Ethiopian Media and communication Industry. Finally, it states
the research problem, formulates research questions, objectives of the study, significance,
scope and limitation of the research.

1.1 Background to Oromo and Television Broadcasting in Oromo

According to Baxter et.al (1996) the Oromo people are one of the most numerous peoples in
Africa, and by far the largest ethnic group in Ethiopia. Georgraphically, the Oromo
territories, though they are not always contiguous, extend from the highlands of Ethiopia in
the north, to the Ogaden and Somalia in the east, to the sudan border in the west and across
the Kenyan border to the Tana River in the south.The main homelands of the Oromo lie in
Ethiopia where they probably comprise between 40 % of the total population (Baxter et al,
1996, p.7). They found all over Ethiopia, and dominantly live in Oromia regional state,
Amhara regional state, Harari, and Tigray state (Mohammed 1999, p.156; Kebede, 2000,
P.1). According to Teferi (2015) Oromo are by far the largest ethno-national group in terms
of population numbers in Ethiopia. It is the largest and the most widespread of all of the
Ethiopia’s Ethnic groups. However, the Census data are not reliable about the Oromo people.
The Oromo people live in the center-west and in the centeral and southern high lands
(Library of Congress Federal Research Division, 2005, P.6). They are close to 35 million in
Ethiopia and the rest are living in Kenya, parts of Somalia and Egypt (CIA world fact book,
2017). With regards to their distribution in Ethiopia and Kenya and their numbers in
Ethiopia, Eide (2000, p.42-43) noted that the Oromo are spread over a wide geographical
area, mainly in the east, south and west of Ethiopia with a branch in the Wollo region in the
north. Oromo are also found in northern Kenya. Among the people of Africa they hold a
special position in that they are among the most expansive societies on record. According to
Ethiopian Central Statistical Agency Oromo have over 25.5 million native speakers in
Ethiopia which equates approximately 34.5 percent of the total population in the country



(CSA, 2007). That means according to the CSA (2007) out of the 73,587,533 total population of
the country about 24,907,381 people speak Oromo language as a mother tongue while about
21,144,113 speak Amharic as a mother tongue. The CIA’s World Factbook (2017) cited Oromos
as the largest ethnic group, making up 34.4% of Ethiopia’s population of 102, 374, 0443 whereas
Human Rights Watch put the figure at either 35% or approximately 45%. The Oromo who live
in Kenya are named according to their extended clan families: Borana, Orma, Gabra, Sakuye,
Ajuraan, Munyo, andWaata (Stroomer, 1995).The Oromo in Kenya are estimated to be
around200, 000 and they live in three provinces, namely, the Eastern Province, the Northern
Province and the Tana River District of the Coast Province (Degeneh 2015, P.23).

Oromo language belongs to the low land East Cushitic branch of Afro-asiatic language
phylum (Hayward, 2000, P.75; Bender and Mulugeta, 1976, P.166; Gragg, 1982, P. Xiii; Baye,
1986, P.8; Amanuel and Samuel, 2012, P.32; Gadaa Malbaa, 1988, P.9, and Mahdi, 1995, P. xi).
Among the Cushitic language families, Oromo language (Afaan Oromo) ranks first by the
number of its speakers. It is the third widely spoken languages in Africa next to Swahili and
Hausa Languages. It is a language of intergroup communication a common among many
nationalities, like the Harare, Bartha, Shinahsa, Anuak, Sidama, Gurage (Mekuria, 1994), Koma,
Yam, Kaficho, Dawuro, Gedeo, Konso, Somali, Afar, Amhara, and others (Feyisa, 1996). The
indigenous speakers are uninterruptedly distributed from Southern Tigray in the North to
Northern Kenya in the South, and from Harar in the East to Gidaamii in the West (Gada, 1998;
Richard, 1995; Baxter, 1978). At present, the Oromo language is spoken in Oromia state, extending
from Wollega in the west to Hararghe in the eastern part of Ethiopia, Oromia zone in Amhara Region
and Rayya areas in southern part of Tigray Regional state in Federal Democratic Republic of

Ethiopia.

The Oromo language consists of a number of dialects. Almost all of the varieties are being
used in written materials and the mass media because the language does not have a standard
form or variety (Mekonnen, 2002). As far as Oromo language dialects are concerned there
are debates on its dialectal variations. Various scholars argued that Oromo language dialects
are different across Oromo speakers. For instance, Bender and Mulugeta (1976) have
classified Oromo language into fve dialects such as Mecca (Western) Tulama (central),
Wallo and Rayya (Northern) Arsi, Guji and Borana (Southern) and Hararghe (Eastern) (P.1-



2). Gragg (1982) divided Oromo language into four dialects namely Western (Wallagga,
llubabor and Jimma), Eastern (Hararghe), Southern (Borana, Bale- Sidamo) and Central
referring to the central part of Shoa. Kebede (1991, 1999) has classified Oromo (including
Oromo spoken in Kenya) into four dialects: 1) Northwestern (Tulma, Mecca). 2) Eastern
(Harar, Arsi-Bale, Wallo, Rayya). 3) Central (Arsi-Zeway, Guji, Borana, Munyo, Orma). 4)
Southern (Waata). According to this classification, the Oromo in Ethiopia is classified into
three major dialect areas with ten sub-categories based on their phonological basis. Kebede
(2005) suggested that Oromo dialects can be subdivided into five major dialect areas such as
(1) Waata, Orma, Borana of Ethiopia and Kenya, and Arsi, (2) Tulama and Macca, (3) Raya,
(4) Hararghe, and (5) Baate. Drawing on studies on variation within Oromo language,
Banti(2008) classified the major Oromo dialects groups spoken in Ethiopia into (1)
Northern Oromo dialects ( Baate and Raayyaa), (2) Western Oromo dialect(Macca), (3)
Highland Shawn Oromo dialect (Tuulama(, (4) Eastern Oromo dialect (Hararghe),(5) Central
Oromo dialect (Gujii and Arsii) and (6) Southern Oromo dialect (Borana).Kebede (2005) on
the other hand suggests a classification of Oromo language into five major dialect areas: 1)
Waata, Orma, Borana of Ethiopia and Kenya, and Arsi, 2) Tuulama and Macca, 3) Raya, 4)
Hararghe, and 5) Baate. Finally, drawing on studies on variation within Oromo language,
Banti (2008) classified the main Oromo dialect groups of Afan Oromolanguage spoken in
Ethiopia into: 1) Northern Afan Oromo(Baate and Raayyaa), 2) Western Afan
Oromo(Macca), 3) Highland Shawan Afan Oromo(Tuulama), 4) Eastern Afan
Oromo(Hararghe), 5) Central Afan Oromo(Gujii and Arsii), and 6) Southern Afan
Oromo(Boorana). In his doctoral research Kebede (2009) conducted extensive study based
on morphophonemic and phonetic —lexical data, and constructed a genetic tree of oromo
dialects in which he divided oromo dialects into ten genetic groups such as western, eastern,
central, south-east-north, Waata, northeast east, north, Wollo and Raya.From the above
scholars debate we conclude that the Oromo dialects study is still under investigation, and its
classification is controversial and inconsistent as Oromo dialects is spoken over a large area
"extending from Wallo in the North to Northern Kenya in the South, and from Wallagga in
the West to Harar in the East, with Addis Ababa in the intersection of the two axes” (Gragg,
1982, P.xiii).



Since its introduction, media institutions’ have always been state owned in
Ethiopia.Ethiopianradio commenced its broadcast in the 1930s whereas television medium
was introduced into Ethiopian media landscape in 1964 during the reign of Emperor Haile
Selassie (Dereje, 2004; and Berhanu, 2009). The Oromo broadcast history particularly of radio
was traced back to the time of Italian war of occupation of Ethiopia. Mammo Wudineh (2007)
asserted that radio broadcasting was introduced to Ethiopia with the coming of fascist Italy
and later handing over to the government of Ethiopia after the victory (P. 49). In the same
token, the history of Oromo language radio broadcast was closely related to the period of the
Italian war of occupation. Mekuria (2001) noted that during the Italian war of occupation,
Oromo language was employed in radio broadcast and in office administration next to Italian
language.Following the Italian war of occupation of Ethiopia, Oromo language was used in
courts and on radio broadcast for the first time and even some literature works were appeared in
the language (Workineh, 2016). He further concluded that the Oromo radio broadcast history
dates back to the time of 1936-41 of the Italian occupation in Ethiopian calendar. However,
with the restoration of the Emperor back to place in Addis Ababa with the support of the
British forces reversed all the positive developments and immediately closed the radio
transmission in Oromo language (Mekuria, 1996; Asefa, 2001). Though it was short lived
with the decision of the emperor, it was the milestone in the broad casting history of the
Oromo media (Workineh, p.20). From 1942 to 1974 Oromo language was banned from being
used for preaching, teaching, and production of literature (Mohammed, 1998, P.188). Paul
Baxter (1978) noted that Oromo was denied any official status and it was not permissible to
publish, preach, teach and broadcast in Oromo language. In court or before an official, an
Oromo had to speak Amharic or use an interpreter. Even, a case between Oromos, before an
Oromo-speaking magistrate had to be heard in Amharic. | sat through a mission service at
which the preacher and all the congregation were Oromo but at which the sermons as well as
the services was given first in Amharic, which few of the congregation understood at all, and
then translated into Oromo (P.288).

Using the Oromo language for education, preaching, media and communication and other
official purpose was officially banned in any script by the government of Haile Selassie. The
ban was lifted in 1974, and there was liberty to write in Oromo using the Sabean or the



Ethiopic syllabary. For example, the only Oromo language newspaper known as Bariisaa
came in to being was written in Ge’ez script for Oromo readers to expand the socialist
ideology of the Derge government among the Oromo people. Besides, an hour Oromo
broadcasting program was started in Addis Ababa on Ethiopian National Services known as
Voice of Ethiopia in the morning and evening. National literacy program books were
published in Sabean scripts to promote the adult literacy programs; however, Oromo
language use for school education was interdicted between 1974 and 1991 under the
Mengistu regime.

Therefore, the above argument confirmed that Oromo language was officially banned and
made out of service in school education, religious preaching and media broadcast by the
successive Ethiopian Imperial governments.Consequentially, there was no television program
in Oromo languages till the downfall of the Derg regime in 1991. Following the demise of
the Derg regime in 1991, Oromo language television broadcast program was commenced on
Ethiopia Television Channel in the history of the Oromo people for the first time in Ethiopia
(Chalchisa, 2012, Workineh, 2016; and Kemal 2014; and Shimelis, 2000).

Because using Oromo language for teaching, preaching and mass media was officially
forbidden in Ethiopia, different attempts were made to open Oromo language media outside
the country (Chalchisa, 2012).For instance, Oromo radio broadcasting started in Cairo in
1956, then in Mogadishu in 1960s and in Kenya in 1963. However, the transmission of
Oromo language Radio broadcast in Egypt was closed down after six months regular
transmission. Emperor Haile Selassie’s submission of petition repeatedly to the Egyptian
Government to stop the transmission on the one hand and external pressure like Egyptian
problem with western on the other hand were the majorfactors for closing down of the
transmission. In 1960s it was transferred to Harar by the effort of Ayyub Abu-Bakr who had
been exiled from Ethiopia and was assassinated later. The radio was occupied by the
Emperor Haile Silassie and has remained under the control of Ethiopian Radio (Mekuria
1997; Tesfaye, 2001).Yet, writing Oromo language in any script was officially banned by the
government of Haile Selassie (1942-1974). Although Oromo language is used as a language

of inter-group communication in several parts of the country, there are no private newspapers



and magazines. Thus, Oromo language is not represented in the press (Shemelis,
2000).Consequently, being one of the major languages widely spoken in Ethiopia; Oromo
was not given any place in the mass media by the rulers of Ethiopia. It was in 1974,
following the downfall of the Emperor HaileSelassie; Oromo language program started in
Addis Ababa on the Radio Voice of Ethiopia.

Following the 1974 revolution, the 1976 Program of National Democratic Revolution of
Ethiopia (NDRP) explicitly, guaranteed the right to “regional autonomy...was including the
right to use its own language.” However, as the Derg centralized its control over the various
movements that had initially supported its platform, and as power rests increasingly with
Colonel Mengistu Hailemariam there was a change in rhetoric and practice. The ethno
linguistically based groups were labeled as counter revolutionary and “narrow nationalist”
(Smith, 2013, P.103). The Derg in its 1987 constitution emphasized that “the People’s
Democratic Republic of Ethiopia shall ensure the equality, development and respectability of
the languages of nationalities.” Consequently, the Derg socialist government undertook the
literacy campaign to eradicate illiteracy from Ethiopia in several languages, including
Oromo. The mass literacy campaign aimed at adults, were conducted in about 15 languages
of Ethiopian nationalities (Paulos, 2011, P.265). In addition, Smith (2013) noted that the
national literacy program was believed that they covered 93 percent of the Ethiopian
population. Despite the effort of the Derg’s constitutional guarantee to ensure the equality,
development and respectability of the languages of Ethiopian nationalities; Amharic and
English continued to be the medium of instruction in all Ethiopian schools (Paulos, 2011,
P.266).Ethiopian Television mainly uses Amharic and English to broadcast program, was
particularly used actively as the official broadcaster of the ideology of the communist Derg
regime. All literacy campaign materials and the only weekly Oromo News papers Bariisaa
were written in the Sabean scripts (p.107). Smith (2013) further argued that Mengistu merely
merged his socialist ideology with the imperialist ideology of his predecessors and
“continued with their politics of centralization and homogenizations of the multiethnic and
multicultural empire” (p.104). Though television broadcasting was launched in Ethiopia in
1964, it started broadcasting in Oromo language in 1991
(Shimelis,2000;Kamel,2014;Workineh, 2016). Oromo language became the medium of



television broadcasting programs through the allotment of an hour air time on Ethiopia
Television channel during evening time after the demise of the Derg regime.

The Oromo language is believed to be spoken by approximately 40 per cent of the population
of Ethiopia but it has been neglected for many years. Consequently, it remained unwritten
until recently. Different Oromo and foreign scholars tried to develop scripts for writing
Oromo language using different scripts such as Sheik Bakiri Saphalo, Haile Fida and so on...
For example, the missionaries tried to write Oromo language in either Sabean or Latin
alphabets. Similarly, the enslaved liberated Oromos used the G e’ez or Sabean scripts to
write Oromo language till 1970. The case in point was Onesimos Nasib and Aster Ganno
who translated the Holy Bible into Oromo language in Ge’ez Scripts in the late nineteenth
century. Earlier to Onesimos and Aster, Krapf translated New Testament in Sabean scripts in
1875. However, James Bruce who explored the source of the Blue Nile used Latin alphabet
for the first time to write Oromo language. Krapf a German Missionary suggested the
adoption of Latin alphabet for writing Oromo language. In the 1970s the Oromo Liberation
Front declared Oromo language their official language and opted for an adapted form of the
Latin script officially known as ‘Qubee’.Accordingly, OLF started using the Latin alphabet
in 1974 (Baxter, et al, 1996, P.15).After the fall of the Derg Regime in 1991 the issues of
which script to use to write Oromo language was raised again for political discussion. In
November 1991, the Oromo Liberation Front (OLF) which was in chair of the Transitional
Government of Ethiopia convened a meeting of Oromo intellectuals and all Oromo political
parties to discuss and decide which scripts to use officially and uniformly to write Oromo
language.After a long deliberation on the pros and cons of the two scripts—the Sabean and
Latin; all Oromo Political parties and Oromo scholars unanimously decided to adopt the
Latin alphabet for linguistic, pedagogical and technological reasons in Finfinne/Addis Ababa
(Gamta, 1993, p.36).The Latin alphabet has been in use by the OLF since 1974 to write
Oromo language was transformed into Qubee Afaan Oromoo for wider use in Oromia
sincel991.

Qubee Afaan Oromoo speedily gained popularity among the Oromos. Tilahun Gamta (1993)
elaborated for its wider acceptance. He asserted that “Qubee Afaan Oromoo is the most

highly developed and the most convenient system of writing; readily adaptable to almost any
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language (P.73).Today Oromo language and Qubee Afaan Oromo are utilized by the
Ethiopian government‘s state radio, TV stations and Bariisaa News Paper and other

communication media used by the regional government.

Since 1991 the issues of Latin script use to write Oromo is a point of contention among the
linguists and politicians either in the country or abroad.To date the debate among scholars
and politician are still unresolved. Oromo scholars and non-Oromo linguists and politicians
in Ethiopia and abroad still kept on debate about the choice of Latin for Oromo language
writing. Tilahun Gamta an Oromo scholar argued for the Latin script stating the linguistics,
pedagogical, technological and social reasons for the Oromo politicians’ decision of Latin
alphabet for Oromo language writing.For instance, the linguistic reasons stated were that the
Latin alphabet has 26 characters whereas Ge’ezhas 186 characters. In addition, the Sabean
Script is syllabary so it is difficult to differentiate the long vowels and the stresses. Therefore,
its capacity to differentiate vowels and stresses made it more appropriate for Oromo than the
Sabean script (Gamta 1992). The two vowels in succession indicate that the vowel is long
and the germination of consonant shows stress or accentuation of the phonemes.
Pedagogically, the 37 characters (or 52 if the capital letters are considered important) reading
and writing can be learned in less than a month.Instead of diacritic sign the combined Latin
digraphs such as letters ch, dh, ny, ph, sh, and zy are used so as to align them with typewriter
characters for easy use.Qubee Afaan Oromo is also aligned itself with so many countries that
use the Latin script. One of the practical reasons that made qubee preferable is that an Oromo
child who has learned his own alphabet can learn English script in a relatively short period of
time. Another obvious technological practical reason is the adaptability to computer
technology which gives alphabetic writing "an edge over even the simplest of syllabic
writing.”On the contrary, there were linguists and politicians who have argued that the
decision of the Oromo politicians to use Latin alphabet instead of the Ethiopic script is a
historical land mark for the OLF political motives to facilitate and separate the Oromo people
from the Ethiopic script which is the token of Ethiopian identity first; then to implement the
Oromia secessionist agenda through self determination stated in the Federal Democratic
Republic of Ethiopian Constitution. Contrary to Tilahun Gamta, Baye Yimam (1991) argued
that the linguistics, pedagogical, and technological reasons given were not persuasive to him.



Baye (1991) argued against what he has sated as the alleged reasons for adopting Latin
scripts for Oromo writing. First of all, concerning the numbers of scripts in Ge’ez 189 versus
Latin 26 characters might seem plausible at the surface level ". However, the point is not on
the number of scripts per se but on what the scripts indicate. The Latin scripts indicate sound
while the Geez scripts indicate syllables (keelem). There is a difference between the two that
is a syllable (keelem) is a combination of vowels or vowels and consonants. If our basis of
comparison is sound, then there aren’t many differences between Latin and Geez, because in
terms of sound the Latin has 26, then Geez has (only) 27. This number (27) is arrived after
counting from "haa" to "PPe". But if the comparison is script (keelem), again there isn't much
difference. The reasons is that Latin has 130 (26x5) scripts while Geez has 189 (27X7). This
of course is when we count all the scripts; from "Kabe'e" to "sabe'e".In fact, Geez scripts are
weak in representing long sounds and stresses linguistically. This assertion is correct and it
could be one reason for adopting Latin script for Oromo writing. Geez scripts in their
present form cannot show clearly stresses and/or long sounds. For instance, in the Oromigna
word of "beru”, short and long vowels cannot be identified (from the script).But Baye
suggested the way to solve the problem of such kind through contextual use of the words to

understand their meanings.

Pedagogically, the belief that a student can learn the Latin scripts within (just) a month is
doubtful. Even if one takes this statement seriously, what one may learn during this period
cannot go much; beyond distinguishing the characters. He cannot read and write using Latin
in such a short period of time. The two skills (knowing the alphabets versus using them) are
different. The fact that one knows the Latin alphabets does not imply that he is able to read
and write using them (Baye, 1991). Finally, he argued that the practical reason mentioned as
the means of mingling with the Latin script using neighboring countries is the hidden
political agenda to separate the Oromo people from the rest of Ethiopian people through
establishing a friendship with them cannot be due to script perhaps could be a political one.
The debate about the choice of Latin for Oromo writing is still going on. However, the
linguistic, educational and technological issues stated as the reasons are more persuasive than
the hidden political agenda for creating independent Oromia republic is not persuading to the
Oromo people and the youngsters in Oromia.



Following the Demise of Derg in 1991, the specific set of policies on language took shape
under the Charter of the Transitional Government of Ethiopia. In the same manner, the
constitution of the Federal Democratic Republic of Ethiopia that was adopted in 1994
recognized equal rights for all Ethiopian languages. For instance, article 5 declares, “All
Ethiopian languages shall enjoy equal State recognition,” and “each member of the
Federation shall determine its own working language.”Accordingly, most nations,
nationalities and peoples in Ethiopia used their inalienable linguistic human rights to use
their vernacular languages freely as medium of instruction and for official purposes in the
local governments. In line with the constitution, the Oromo language was declared to be the
national language of Oromiya National Regional State and started to function for official
work and media and communication all over Oromia since 1991.Following the charter,the
government being cognizant of the pedagogical advantage of the child in learning in mother
tongue and the rights of nationalities to promote the use of their languages declared primary
education to be given in nationality languages FDRE Education and Training Policy
(1994,P.23). In line with the education and training policy Oromo language has become a
medium of instruction in elementary schools and taught as one of the subjects at all levels of

school in Oromia.

The new policy of using the Oromo language in schools and regional administration and
media and communication has created a need to study Oromo language in depth (FDRE,
Constitution, 1995; Mahdi, 1995, xi). Therefore, the use of Oromo language in different print
and electronic mass media such as Newspapers, radio and television and internet in the
country using Qubee Afan Oromo. Since 1991, there have been two common types of Oromo
language media such as non-governmental and governmental media organizations. For
example, radio Fana, of Fana broadcasting corporation, community radios that broadcast
local information to the local community in Oromo language in different parts of Oromia.
There are also political party affiliated radios abroad such Sagale Bilisuma Oromo, Radiyoo
Afuura Biyya, and Raadiyoo Daandii Hagaa, Raadiyoo Simbirtuu and Sagalee Qeerroo
Bilisummaa etc .So far private radio station that use Oromo language for commercial
broadcast is non-existent in Ethiopia. The voice of America (VOA) Oromo language service
is the only radio station that broadcast in Oromo for public diplomacy and international
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relations at foreign government level. The governmental television channels are EBC, and
TVO are in the country while there are many television stations based in various cities in
North American, Australia and Europe that broadcast in Oromo languages such as OMN,
Oromo Television, and Oromo News Network (ONN). There was only one private television
channel in Ethiopia named OBS. The Oromo media based in foreign lands are clandestinely
presumed to be affiliated to Oromo national struggle for equal rights, self determination and
recognitionof its cultural identity. They have played a pivotal role to the development of
Oromo language and the political consciousness of the Oromo masses. Kamel (2014)
asserted that Oromo language gain great attention after the demise of Marxist Derg
Government in 1991. Following this historical milestone, media organizations both in the
country and abroad started writing Oromo language in Latin alphabets both to publish
newspapers, magazines and for presenting news and programs on TV and Radio (P,
3).Bedaso (2008, P.11) citing Shemelis (2000) noted that the Transitional Government of
Ethiopia commenced Oromo language television Program with an hour air time allotment on
ETV channel during the evening time from 7:00 to 8:00 P.M.

The Oromo language television program aired for an hour air time on Ethiopian Broadcasting
Corporation (EBC) Channel, the then ETV was known as ““Qophii Televiizyinii Afaan
Oromoo” literally translated as ‘Oromo language television programme.’It focuses on socio-
cultural, political and economic activities of the Oromia Regional State and the Oromo
People. Later, the television program changed to ‘Sagantaa Televiizyinii Oromiyaa (STVO)
literally translated into Oromia television programmes. This programme was produced by the
regional state journalists under the direct supervision and monitoring of Oromia Regional
State Mass Media Organization and Broadcast via ETV/EBC.

OBN is a new digital television which was established independently in 2001/ 2008 as the
second television broadcasting station in Ethiopia next to ETV.The television claimed to play
important roles in informing, cultivating and entertaining the society (Oromia Radio and
Television Annual Magazine, 2003). Oromia Broadcasting Network (OBN) was established
in 2006 in a Proclamation no 13/2006 under Oromia Mass Media Organization (OMMO)
with the objective*“to serve the Oromo people with better media access and coverage that
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facilitate the democratization process through free and fair information dissemination to
bring quick economic development in the region”(ORTO Brochures, 2004, p.3).To this end,
it was re-established in 2011, inproclamation no 246/2011as Oromia Radio and Television
Organization (ORTO). OBN was inaugurated in (2013and went to air to serve the public.

To meet this mission, Oromia Radio and Television Organization have expanded its
broadcast time to serve its customers’ needs recently. To reach its audiences, OBN mainly
uses Oromo language in its broadcast programs. Besides, it has Amharic and English
broadcast programs. OBN covers 70% of Oromia via terrestrial television or broadcast
television that is a type of television broadcasting technology in which the television signal is
transmitted by radio waves from the terrestrial (Earth based) transmitter of a television
station to a TV receiver having an antenna and 100% of the globe via direct broadcast
satellite (DBS) technology in which individual’s receive satellite signals on television with
a personal dish in an individual home.The organizationis owned and financed by the Oromia
Regional State (ORTO, 2004, p 1).Oromia Radio and Television Organization (ORTO, 2004)
states that it is not an organization established for profit. As stipulated in its mission, it is
established “to provide  current, balanced and fair information with good quality of
recreational and educative programmes to enhance peoples’ participation in the
democratization process and development endeavour to build the good image of the Oromia
National Regional State” (ORTO, P. 2). Nowadays, the station gives round clock broadcast
services to its intended audiences with motto of ‘Sagalee ummataa’ in English Voice of the
people.

Oromo language has become the medium of television 1991 in Oromia.The steadily
increasing usage of Oromo language in Oromia media over the past few years has become an
important issue for the Oromo people. It is curious that it has become such an ingrained part
of everyday life. Thus, the Oromo language television broadcast is becoming more apparent
and the widespread use of Oromo language in the media is increasing gradually.

Commercial advertising allows business owners to build their customer base by taking their
message directly to consumers. It allows the producers to control that message, whether the
messages are intended to inform the public about the company’s existence, educate
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consumers about the offering, build their brand identity or demonstrate where their
competitors fail to make. Television commercials lets the target audience know that products
or services that exist and that the products and/or services can solve a problem in their lives.
It offers the audiences what distinctive products and services or value proposition to the
customers. Television commercial reaching out to the audience via television can educate the
public about the products that the company offers and how people can get the product or
service. Therefore, televisions commercial educate, inform, and persuade target consumers

about the products and/or services.

Consequently, Oromia Broadcasting Network (OBN) provides commercial television
advertisements service in Oromo language to educate, inform and persuade Oromo people
about the commercial products and/or services and values. Commercial products and services
are advertised between program spots as commercial breaks to its intended target Oromo
speakers via Oromia Broadcasting Network(OBN).In view of that, Oromo language
television broadcast and Oromo language use in television commercial advertisements are

recent phenomena in Oromo peoples’ life that worth in depth investigation.

1.2  Statement of the Problem

Globally, many studies were conducted on language of advertising from applied linguistic
point of view. Most of the advertising language analyses have focused on English language.
Leech (1966) published the pioneering work on English Language advertising features in
Great Britain. He has laid the foundation for exploration of the English language in
advertising in his book entitled English in Advertising: A Linguistic Study of Advertising in
Great Britain published. He discussed the language characteristics of English advertising
from different angles that emphasize some particular aspects or type of advertising in
English. Similarly, “The Language of Advertising” written by Torben Vestergaard and
Schroder, in (1985), is mainly concerned with the language features and communication
functions of advertising in English. Advertising takes many forms, but in most of them,
language is the most important element in advertising as it has a style of immediate impact
and persuasion. Moreover, Geis (1982) explores the linguistic features and non-verbal
understanding of television advertising. Bovee and Arens (1982) stated the characteristicsof

contemporary advertising and its effects of advertising as a major form of communication.
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He further noted that advertising is a crucial aspect of modern life because it is about
presenting and processing information, educating people and presenting new products and
services to the market. The primary function of advertising is to exhibit goods and services
through language and visual images to construct meaning and convey persuasive messages to
the target audiences (P.5). Advertising discourse uses language and visual images that
present ideational, interpersonal and textual metafunctions to convey its messages to the
target audiences. Mirabela (2015) also conducted studies the language of promotional
literature qualitatively on Indian television and she found out that copywriters are well
known for their every day meanings. They break the rules of the language for effects, use
words out of context and even make up new ones (p.626). A research conducted on Indian
television language use and its impacts on the consumers from semiotic analysis perspective
revealed that a few consumers are influenced by the colour used in the advertisement; they
interpret different meaning of the colour according to their liking and preferences of the
colour.Another research conducted in Pakistan using qualitative-descriptive study highlights
the semantic property of the television commercial slogans. The study focused on the
analysis of linguistic tools used by the copy writers of TV commercial to influence the target
audience. The research displayed multiple strategies used by the copywriters. It underscores
the associations attached to the keywords of the selected slogans according to the mentioned
theory of meaning. The research revealed that the TV viewers to understand the guile used by
the copywriters to entrap them as well as the researchers of the field of semantics (Noor,
Mustafa, Muhabat, and Kazemia, 2015 P.7). Similarly, Dubovic¢iené and Skorupa (2014)
analyzed of some of stylistic features of English advertising slogans in English. The study
analyzed the language of advertising from linguistic point of view and specifies linguistic
means used in advertising. The research described the use and purpose of linguistic devices
in print advertising. The body of 100 English advertising slogans chosen for the analysis on
the random basis was divided into three groups with the focus on the language and rhetorical
devices used in them. The most and least often used figurative language, sound techniques
and rhetorical devices were identified in the study. Bernard, Matu and Oketch (2013)
conducted a research entitled manipulation of Kenyan television viewers through the modes
of signification in television advertisements. Television advertisements come in multi-modes,

that is, they use verbal and visual modes of signification.This paper analyzes the modes of
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signification of Kenyan television advertisements in relation to consumer reactions and
responses to the advertisements.This paper examines how the modes of signification are used
to craft advertisements that appeal to television viewers and determines their impact on
Kenyan consumer culture. Using Kress and Van Leeuwen’s Multimodal Discourse Analysis
theory, the study examines the manipulation of six modes of signification in ten Kenyan
television advertisements so as to project the desired images. The study critically analyzes
the advertisements and determines that advertisements manipulate language in such a way
that the interpretations made are often to the advertisers’ advantage. The locus of
interpretation is placed on the viewer, and the discourses are manipulated in such a way that
the readings made are to the benefit of the advertiser. The findings of the study revealed that
viewers do not necessarily read the modes of signification as individual images but rather as
episodes in the entire discourse that help create the whole message as one complex entity. It
also posits that advertisements are effective in eliciting the desired responses from television

viewers thus advertisements promote consumerism and globalization.

Few studies have been conducted in Ethiopian contexts. For example, Gemechis Mandida
(2017) conducted critical discourse analysis of Ethiopian Broadcasting Corporation Amharic
Advertisements. The study is to explore the nexus between language, power relation and
ideology in a range of television advertisements for various products and services as found in
EBC (Ethiopian Broadcasting Corporation) television advertisements. Due to the ubiquity of
the advertisements, and mainly for the frequency of the public’s exposure to them, the
advertisements are likely to affect target viewers. Accordingly, the findings of the study
revealed that the advertisers used various techniques to give prominence to the claims made
which include the use of juxtaposition, rhetorical questions, hyperbole, jingles, first-person
narratives in testimonies, illustrations and the naming of various products and services.
Celebrities and professionals were also used to give credit to the claims made most of which
are not based on substantiations. Moreover, they used personal and emotional appeals to get
their messages to their target viewers. This might lead certain target viewers to be deceived
by the advertisers, sometimes with unintended consequences, i.e. distortions of reality were
common features of the claims made. On the other hand, the ideological themes identified in
the advertisements represented the values of culture (e.g. hedonism, civilization) social
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relations (e.g. social relationship, inequality), economy (e.g. profit, consumerism), and
politics (e.g. modernization, westernization, feminism). Results further show the verbal and
the visual discourses of the advertisements present a variety of ideological values which
range from simple ones to that of the complex ones. The implication is that the ideology of
consumerism has become more complicated and the values depicted are intertwined.
Consequently, the ideological values imbedded in the advertisements mirror and transmit the
values of the Ethiopian societies and that of the globalized ones in which combinations of the
two are propagated. It is thus likely that emerging ideological values will shatter the
ideological values of the vernacular and the mass with negative implications such as
distortion of indigenous ideologies. They are also deviating from conservation to
globalization and westernization which are evident in more relaxed lifestyle and individual
freedom. The ideological values depicted in the advertisements reflect the reality of
Ethiopian societies to some extent as in their aspirations to improve their livelihoods, despite

adjunct poverty in which the people live.

On the other hand, the advertisements hide poverty, official corruption, sex discrimination,
abuse and violence in family and so forth and emphasize the good side of life that form
glamorous views and generate fantastic illusions. The combination of reality and illusion is
meant to serve the purpose of “telling and selling” in which they inform us about products
and they persuade us to buy the products and services advertised, respectively. Consequently,
it is suggested that viewers be critical of the advertisements and that more research should be
conducted to understand more ideological values and manipulations imbedded in EBC

advertisements.

In the same vein, there are some studies conducted on Oromo language programs. Bedaso
Hadji (2008) conducted a study on Afan OromoAudience Satisfaction with Ethiopian
Television Entertainment Programs. His findings revealed that the over whelming majority of
the respondent appear to have strong affinity to ETV’s programs in Afan Oromo. They watch the
programs irrespective of their needs and desires satisfaction or dissatisfaction and program
genres. They seem attracted to the habitual TV program engagement as the token of their cultural
identity and belongingness to their language. The study also indicated that entertainment stood
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first followed by education and informative programs respectively among preferences of the

audiences of ETV Afan Oromoprograms entertainment program viewers.

Kemal (2014) investigated Afan OromoMass Media Challenges and Prospects within the
context of Ethiopian Media Industry from the Imperial Period to the Current Federal system.
In his study revealed that Oromo broadcast media is encouraging both in airtime allotted and
different programs entertained unlike in the past when it was forbidden to maintain so.
Today, Afaan Oromo is entertaining through Fana broadcast and ERTA at the national level
and has more airtime through Oromia Radio and TV Organization. But, the issue of
professionalism is still in question not only for Afaan Oromo mass media but for the
Ethiopian media industry as a whole. Another study conducted on Oromia Broadcasting
Network (OBN) is that of Tahir (2012) that analyzed Oromia Television News Coverage of
Environmental Issues. Tahir’s research indicated that Oromia Television News gave a
relatively small amount of coverage on environmental issues. More coverage was given to
other issues such as agriculture, politics, foreign news and others; respectively.
Environmental issues such as population growth, pollution, biodiversity and global warming
were presented rarely. Usually the study revealed that event oriented stories were covered
relatively but no investigative about environmental issues in the study. The study also
pointed out that most of the environmental sources were obtained from governmental sources
rather than using diversified sources. The study finally, indicated that the prominence given

to environmental issues in the news coverage was relatively low on OBN television.

Workineh (2016) conducted a qualitative content analysis of Oromia Television and Oromia
Media Network (OMN) concerning media representation of Oromo’s political and economic
developments.The findings of the study showed that media ownership, media ideology,
government control, editor’s and manager’s control, editorial policies and sources of
information are identified as underlying factors that contributed to the conflicting
representations of Oromo’s political freedom and economic development with in both media
outlets. A controversial ‘Addis Ababa Master Plan and its worldwide protests were portrayed
as a best example of both political freedom and economic development of the Oromo and
this issue was differently represented in both media outlets. There are concrete indications
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that as government repression increases, the political freedom goes worsening and resulted in

more violence and tensions emerging in the country.

Similarly, Tadesse (2013) studied Advertisement Practices and Audience Reaction on
Oromia Television in which he dealt with the advertisement practices and the audience
reaction to Oromo Television commercial advertisements from ethical standard point of
view. The findings of the study revealed that Oromia Television advertisement manual which
has produced by Oromia Television and which were not given more attention to the problem
(Marketing concept and professionalism) of advertisement ethics. The procedures more of
followed by conducting advertisement focused on revenue generation. And the findings of
the study also revealed that most of advertisements have the problem of imitation from local
and foreign language, this leads the advertisement practices of OBN to standardization,
similarly the practices are not understandable, the advertisement message is not adequate and
some advertisement messages have no logical link with the product or products being
communicated and advertisements transmitted on Oromia Television are unreliable,
exaggerated and deceptive information. Based on these indications the study concludes that
there are problems of ethics in Oromia Television advertisement which have been resulted
from many factors. Television advertisement practices have negative influence on
purchasing decisions of the audiences. Finally, great attention should be given for

improvement of the advertisement practices of Oromia Television.

However, all of these studies are related to OBN and Oromo languages, they did not touch
upon the language usage of Oromo television commercial advertisements meaning
construction to communicate ideational, interpersonal and textual metafunctional meanings
making practice from applied linguistics point of view. Thus, from the point of view of the
above discussions, the present study aims at analysis of Oromo language usage in television

commercial advertisement broadcasted via Oromia Broadcasting Network (OBN).
The study analyzes the television commercial texts from verbal and visual texts to interpret

the ideational, the interpersonal and textual metafunctional meaning created using the two

modes of significations. In other words, for the purpose of the present study, the researcher
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has focused only on Oromo language advertisements namely: television commercial
advertisements. This is because historically, television is viewed after print media and radio
as the third mass medium, which reaches a large audience with public broadcasting services
satellite, and cable programs which are broadcasted internationally, nationally and local via
television in between the commercial breaks.(Janoschka, 2004, p.27). Furthermore, the
author note that the television advertisement is popular among the business owners and it can
reach many people at a time to advertise about the product and/or services to the target
audiences on Oromia Broadcasting Network (OBN).Therefore,it was found to be important
to conduct a research to examine the language usage in Oromo television commercial
advertisements in both the verbal and visual modes in creating ideational, interpersonal and
textual meanings to persuade, educate and inform the target audiences. Accordingly, the

present study has been intended to address this gap.

Thus, in addition to the researcher’s field of applied linguistics and communication and his
particular exposure to the existing literature in the area of language use in commercial
advertisement, this research stemmed from the paucity of local studies in relations to the area

of Oromo language usage in television commercial advertisements in Oromian context.

1.3 Research questions
Therefore, the current study focuses on the language use in the television commercial
advertisements, by answering the following questions.
1. What are the linguistic and visual modes used in Oromo television commercial
advertisement texts to create meanings?
2. How the ideational, interpersonal and textual metafunctions were used to create
meanings in Oromo television commercial advertisements?
3. What types of verbal and visual modes integration are employed to signify the intended
messages to the target audiences?

1.4. Objectives of the Study

This section presents the general and specific objectives which were addressed by the
present study.
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1.4.1 General Objective of the Study

The purpose of this study was to explore the types of verbal and visual modes the
copywriters use and describe the verbal and visual modes they use to create ideational,
interpersonal and textual meanings in Oromo language television commercial advertisements

to convey messages to the target audiences.

1.4.2 Specific Objectives of the Study
Based on the above general objective, this study was intended to address the following
specific objectives:
e Identify the features of verbal and visual modes employed in Oromo television
commercial advertisements broadcast Oromia Broadcasting Network.
e Describe the verbal and visual modes used to create ideational, interpersonal and
textual meanings in Oromo television commercial advertisements.
e Examine the interplay between the visual and the verbal modes in Oromo television

commercial advertisements to convey messages to the target audiences.

1.5 Significance of the Study

In line with the free market and liberalization of the Ethiopian economy commercial
advertisements are becoming ubiquitous in Ethiopia in general and in Oromia in particular.
Foreign directed investment and the expansion of industrial parks demand  print and
electronic advertisements to promte their products and services. Therefore, study about
television commercial and the kinds of language usage in the creation of the advertisement
are important. Thus, this study has been intended to have the following practical and
theoretical significance.

From the practical point of view, it has been believed that this study would be useful to
Oromia Broadcasting Network (OBN) to improve their Oromo language television
commercial advertisements, particularly copywriter and designers get some insight from the
study about the weak and strong points in the television commercials they have copy written
and designed and aired to the target audiences. To put it in another words, a better

understanding of the language use in television commercial both the verbal and the visual
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modes may help Oromo television commercial copywriters and designers to produce
effective television commercial advertisements. In addition, this study may help the
development of training manual and delivery of trainings on commercial advertisements
writing and production, especially on television commercial advertisements. Moreover, the
result of this study can also be used in the development of standard advertisement guidelines
for editing advertisement copy documents for the immediate use of good quality Oromo

television commercial advertisements in sorting out such as lip-synic advertisements.

Theoretically, the result from this study may throw lights on the role of applied linguistics in
the Oromo media and communication in general and Oromo television commercial
advertisement communication in particular. Television commercial advertisement texts
employ multiple modes for ideational, interpersonal and textual meaning construction
(Periasamy 2014). More specifically, an analysis of language usage in Oromo television
commercial advertisements broadcast via Oromia Broadcasting Network could add some
insightful findings on the linguistic features and visual images used to metafunctional
meanings to convey their messages to the target audience. It also contribute to identify the
linguistic items and the visual elements copywriters and designers choose to use in Oromo
television commercial advertisement from oromo language and sign system based on oromo
cultural background, thus this work shed light on the literature. Furthermore, the result of this
study give brief ideas on the how television commercial advertisement producers integrate
the different multiple modes in their advertisements to make ideational, interpersonal and
textual meanings. Finally, the result may provide information for interested future
researchers in the field of applied linguistics to conduct in-depth research on Oromo

language use in television commercial advertisements.

The outcomes of the research are important to Oromia Broadcasting Network (OBN). It
contributes also to the field of applied linguistic in media and particularly to the commercial
advertisements in relations to language usage in the advertisements creation and copywriting.
The outcomes of the research are important to the television commercial advertisements
copywriters and designers at OBN to have a clear understanding of the types of

advertisements they produce to communicate ideational, interpersonal and textual meanings
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to convey their messages to their target customers. The work could also be useful to other
private advertisements companies’ television commercial advertisement copywriters and
designers working in partnership with Oromia Broadcasting Network (OBN) to identify the
weakness and strength of current Oromo language television commercial advertisements
meaning making process using bothverbal and visual modes. To use the research findings as
in put to copy write and design better television commercial advertisements that convey the
message to the target audiences. It also serves to gain insight into the linguistic features used
and the interplay between verbal and visual modes employed in Oromia Broadcasting
Network (OBN) commercial advertisements in the Oromo program.

Finally, the analysis of linguistic features and other visual elements used in Oromo language
television commercial advertisements can help the advertising companies and media
organizations to think about the language use and visual elements they employe to create
ideational, interpersonal and textual meanings in advertisements to promote goods and/or
services to the Oromo People. The findings of the study could help Oromo television
commercial copywriters and designers to understand the weak and strong point of Oromo
television commercial advertisements to improve their copy writing skills to produce better
commercials that create ideational, interpersonal and textual meanings to persuade the target

audien..ces using both visual and verbal modes.

The work in general could be used as a reference for other researchers interested to do further
researches in Oromo language usage in the television commercial advertisements to enrich
their review of related literature and assess previous works in the areas of Oromo language
use in advertising discourses to fill the gap remained unaddressed in this research for future

aspiring researchers to be involved in the same areas.

1.6 Scope of the Study

Since the present study is about Oromo language use in television commercial
advertisements, it is a multimodal text analysis for ideational, interpersonal and textual
metafunctional meanings. Therefore, Oromo television commercial advertisements were

collected from September 2012 to December 2014 aired to the public via Oromia
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Broadcasting Network (OBN). All of the sample advertisements texts collected from OBN
were limited to Oromo language television commercial advertisements only. Thus, television
commercial advertisements translated from Amharic and aired to the public through lip
synchronization on Oromia Broadcasting Network (OBN) for the second air time were not
taken as the subject of analysis for the study. As far as, the subject of the analysis is
concerned, it was limited to ten Oromo language television commercial advertisements copy
written and designed to be broadcasted via Oromia Broadcasting Network (OBN) to the
target audiences for the first air-time. Moreover,the television advertisements texts
considered for this study were limited only to commercial advertisements that promotes
products and services to the target audiences. In other words, other types of advertisements
such as non-commercial advertisements like social marketing and public service
advertisements were not considered as subjective of analysis in the present study. This study
was also limited to the exploration of the verbal and visual modes used in the construction of
ideational, interpersonal and textual metafunctional meanings to create persuasive messages
about the products and services they advertise to the target audiences. A television
commercial advertisement is one of the most effective types of promotion. Television has
many commercial advertisements breaks during broadcasting and each single commercial
advertisement addresses a large crowd of people (Hoffmann,2013, P.28).The study was also
limited to verbal and visual modes of the Oromo television commercial advertisements to
create ideational, interpersonal and textual metafunctional meanings to convey messages
about the commercial products and or services to the target audiences. The study was also
limited to describing and analyzing the verbal and visual modes used in the television
commercials to create ideational, interpersonal and textual metafunctions from applied

linguistic perspectives.

1.7 Limitations of the study

There might be some limitations which the researcher encountered in the course of
conducting the research. First, limited availability of Oromo language television commercial
advertisements data, particularly, originally copy written and designed in Oromo language
for first airtime on Oromia Broadcasting Network (OBN). Most of the commercial

advertisements were Amharic advertisements translated into Oromo language and
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broadcasted to the target audiences through lip synchronization for the second airtime on
Oromia Broadcasting Network (OBN) with all the visual semiosis untranslated as
advertisements are also cultural in nature. Consequently, this could result in relatively small
sample size for the study. This limited availabilityof the Oromo television commercial
advertisements have led to small sample size for Oromo television commercials to have
enough samples for the analysis. Such factors may inhibit the generalization of the result of
the study to be made to language use in Oromo television commercial advertisements
context. However, it is possible to do research on small size in applied linguistic field that
are qualitative descriptive in nature like this one. It is possible to do research on small size
sample as the study investigates in-depth the language use in television commercial
advertisements both the verbal and visual modes. Hence, an in depth study which represents
a phenomena with natural data such as authentic documents or texts, the sample size
considered by the study was taken as fairly acceptable size. Moreover, in the present study,
the subjects of the data analysis were particularl ydecided on the basis of the objective of the
study. In this regard, (Gall Borg and Gall, 1996, P.54) noted that “once the phenomenon of
interest is clarified, the researcher can select subjects for an in-depth study.” Therefore, the
phenomena taken as subject of the analysis were linked to Oromo language features
employed in television commercial advertisements to create ideational, interpersonal and
textual metafunctions to convey messages about the products and/ or services to the target

audiences broadcasted via Oromia Broadcasting Network (OBN).

In sum, as analyzing multimodal television commercial advertisement texts only focusing
on one, two, or even three modes always allows to analyze some aspects of an interaction but
not fully communicated signification. Thus, Oromo television commercial advertisement
multimodal analysis in this study only dealt with analysis and description of only the verbal
and visual modes used in the television commercials to construct ideational, interpersonal
and textual meanings. Thus, the study has a limitation in this regards because all the multiple
modes of communication employed in the meaning making practice of the commercial were

not analysed in the study.
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CHAPTER TWO: REVIEW OF RELATED LITERATURE

2 Introduction

This chapter highlights the concept of discourse analysis and its shift to multimodal discourse
analysis and concept of advertising such as definition of advertisements, aims, functions and
types of advertising. It also discusses the role of advertisement and language used in
advertisement is also looked at. Moreover it deals with the relations between language and
advertising and other visual images, explaining the meaning making process of both verbal
and visual language in advertisement. It elaborated the theoretical framework used in this

study.

2.1. Discourse Analysis to Multimodal Discourse Analysis

Discourse analysis which focuses on the written and spoken words has paid little if any,
attention to the role of accompanying images in construing meanings (Coomber, 2012;
Brown and Yule, 1983; Cook, 1994; Coulthard, 1985, 1994, Dijk, 1985; Halliday, 1989;
Nunan, 1993; Schiffrin, 1994; Tannen, 1993). In traditional discourse analysis, linguists have
analyzed discourses from language features alone. They focus on mono-modal analysis of
linguistic features only in advertisements discourse. Traditional linguists lay much emphasis
on the language use alone in advertising discourse and practices. Traditionally, consequently,
linguists analyze spoken and written discourse using the speech act theory to explain why
and how people express themselves in language. However, nowadays “speech acts should be
renamed communicative acts and understood as multimodal micro-events in which all the
signs in the discourse are combined to determine its communicative intent” (Van
Leeuwen,2004,p.8). “Increasing number of texts, particu