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Symbols used:

CS Code switching

ECA Egyptian Cairene Arabic
EL Embedded language
MLF Matrix Language Frame
ML Matrix language

SEC Socio-economic class
Introduction:

This study examines the interdependent relationship
between language choice and socio-economic identity. It
focuses on code switching (CS) as a marked linguistic behavior.
It sets off from the premise that language choice is a meaning-
making resource, rather than a naturally-occurring mode of
mteraction. The study attempts to demonstrate how the socio-
economic identity of the target audience/addressee is
represented and constructed by the addresser in the selected data
of advertising discourse. It is proposed here that this code
switching is designed as a discursive act of identity
manipulation since the advertisers, by code switching, place
their target audience within a particular identity framework; that
of the upper-class, having-access-to-the language-of-power sort
of client. The data is analysed against Bell’s (1984) Audience
Design framework, where the advertiser "initiates" a particular
‘outgroup’ variety, which in turn indexes a shift in target
audience socio-economic identity. This identity framework is
received by the audience, enhanced, and further projected to the
marketing community, which in turn makes sure that they
respond to their audience in the projected subjectivity which
they adopted. The present study aims at:
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1. Investigating the use of CS in the sampled data.
2. Identifying the most salient features of the ads, where CS
is realized.
3. Examining types of code switching in the data.
4. Investigating the relationship between the language
choice of advertisers and code switching as a socio-
economic identity marker.

Theoretical framework:

The present study adopts the Audience Design
framework developed by Allan Bell (1984), where he proposes
that the style shift that occurs in the speaker's speech is basically
caused by the speaker's intention to 'respond' to the addressee.
Bell classified the addressee into four basic types: addressee,
auditor, overhearer, and eavesdropper. The targeted audience in
the present case 1s an instance of the addressee type. Bell points
out that, "style is essentially speaker's response to addressee. In
audience design, speakers accommodate primarily to their
addressee” (145). It is noteworthy that Bell concedes that style
in this sense involves language shift, hence code switching in
the present study would fall under the umbrella of this
framework. To be more specific, the data under investigation is
an instance of what Bell calls "short term, outgroup, referee,
initiative variation". This classification is elaborated below.

In his framework, Bell points out that there are two basic
forms of style shift: responsive and initiative. In responsive
style, the speaker shifts to the addressee’s style as a response,
either to win admiration, win an argument, etc. In initiative
shift, which Bell regards as "a natural complement to audience
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design", the speaker chooses a style which is not typical of the
addressee, mainly to initiate a change in their relationship:
"initiative shift 1s essentially a redefinition, by the speaker, of
the relationship between speaker and addressee” (185).
Similarly, by code switching the addressee initiates/indexes a
shift in the socio-economic identity of the target addressee.

Mikad Magy -

Within the initiative axis of style variation, Bell identifies
two basic types of variation: referee and hyper-addressee. The
referee variation refers to those style shifts which are atypical
of both the speaker and the addressee. In this case, the speaker
"diverges from the addressee and towards a 'third party” "(186).
This divergence to the third party's style could be one that the
speaker, in some way, identifies with; hence it 1s called ingroup
referee design. Outgroup referee design refers to divergence to
a third party's style which belongs to neither the speaker nor the
addressee, yet to a party "which holds prestige for them on some
dimension. They diverge from the speech of their ingroup- and
thus in some sense from their own 'natural’ speech- toward an
outgroup with whom they wish to identify" (188). This is the
case with the present data, where the advertiser diverges to
English language.

The data under investigation is an instance of a short-term
shift as the advertiser adopts code switching as a "momentary
language switch for an immediate purpose...to win an argument
by switching to the prestigious outgroup code" (188). It is
noteworthy that Bell suggests that, together with the audience
speech style, setting and topic are two variables which affect the
speaker's style.
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This study proposes relating code switching to Gumperz'
(1982) notion of the “we code” and the “they code”, in which
he proposes that language choice is as much a means of
segregating speech communities as much as it gathers
addressers within the specific speech community. In his work
on code switching between German and Slovenian, Hindi and
English, and Spanish and English, Gumperz concludes that each
code has its own meaning potential; a semantic value attached
to the two languages of a “bilingual addresser is-in most
communities- that of the “we code™ and the “they code™ (p.91),
where the “we code” is basically assigned to informal, casual
interactions, whereas the ‘they code’ assumes the stance of the
formal and professional code. It is noteworthy here that this
binary division of code function is activated within the so-called
bilingual speech community, where two languages exist side-
by-side, even with one acting as the dominant language and the
other as the language of the minority group. Within the present
case study, bilingualism in this sense is absent, yet what is
present is the virtual dominance of the English language as the
language of the upper socio-economic class.

Bucholtz and Hall (2005) framework for the analysis of
identity in the construct of linguistic interaction is the most
adequate framework to the present study. Bucholtz and Hall
propose a framework that is based on five main principles.
Among these five principles, three seem of direct relevance to
the present study; namely the emergency principle which states
that “identity is best viewed as the emergent product rather than
the pre-existing source of linguistic and other semiotic
practices” (588). This view of the role of agency in constructing
1dentities is relevant here as it demonstrates the role played by
advertisers in ‘producing’ the desired socio-economic identity.
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The other principle Wthh relates to the present study is the
indexicality principle: “identity relations emerge in interaction
through several related indexical processes, including ... the use
of linguistic structures and systems that are ideologically
associated with specific personas and groups” (594). Here the
mnterdependent relationship between language and identity is
highlighted. In fact, choice of language variety is a clear index
of identity. Finally, the fourth principle —the relationality .
principle-  which {foregrounds the binary concept of
similarity/difference as one of the major complementary
relations through which “identities are intersubjectively
constructed” (598). Indeed, the adoption of advertisers of
particular code -English- stresses the sameness of those
belonging to the upper socio-economic class (SEC), and hence
their difference from other SECs.

Source of date:

The corpus of analysis is composed of 50 advertising
texts, whether bill boards, newspaper or magazine ads, or flyers,
covering the time span from September 2014 to September
2015. The adverts are selected from Al Ahram newspaper, a
government affiliated newspaper and 7 Ayam (7 Days)
magazine, a privately issued magazine. The use of billboards
and flyers aim at highlighting the pervasiveness of the
phenomenon, pointing out the fact that it is even directed to a
wider range of addressees including all street-users. The
maximum word count of the advert is 100 words. All sampled
texts are in the written mode, where spoken ads would have
necessitated further analysis; that would have falien beyond the
scope of the present study.
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The adverts analysed cover all types of consumer
products/services: food adverts, housing, education,
entertainment as well as other goods and services. Together
with the previously mentioned sources, the corpus compilation
included photo shooting of road signs and bill boards as well as

a number of randomly distributed flyers.

The following table shows the classification of the selected data
as per their source:

Source Al Ahram |7 Ayam | Billboards | Flyers
newspaper | magazine

Number of

sclected ads & 15 15 i

Table 1

Table 2 shows the classification of the adverts as per the domain
and the source:

Al Ahram | 7 Ayam | Billboards | Flyers
Real Estate 6 3 1 0
Education 2 0 ) 3
Entertainment 0 5 4 1
Food 0 3 4 3
Others g 4 1 3
Table 2

Finally, the following table shows the classification of the
adverts as per the language code:
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CS advert 8 | 2 0 3 7
Monolingual in English 2 | 6 10 7 2
Translated ads 0] 2 0 V "1

Table 3

It is noteworthy that all adverts that pertain, or may
pertain to multinational organizations such as multinational
corporates, international schools or educational organizations
have been excluded.

‘One final note on the selected texts ought to be added:
although they are not chosen randomly, they represent a wide
array of advertising domains; in fact almost all domains that can
be found around streets, magazines and newspapers. There is no
mentioning of the endless number of shop and commodities
names which are now almost exclusively in English, and even
French in some cases. In fact, there is a growing tendency into
giving goods and commodities foreign names, yet
orthographically represent the names in Arabic. This rising
tendency of transliteration similarly covers all types of shops
and brands.

Methodolooy:

Code switching is the set-off point of the present study,
accordingly the data 1s scrutinized from a sociolinguistic,
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discourse functional point of view. However, a micro-linguistic
analysis of data 1s done first, to highlight the matrix language
(ML). The selected data is classified according to the
domain/topic of the advertised commodity, i.e. Real Estate
adverts, entertainment adverts, ads pertaining to educational
services, etc. Each ad is referred to based on the name of the
brand for ease of access. The ads are examined in the construct
of Bell’s (1984) audience design framework, and the findings
are analysed in relation to Gumperz (1982) “we code/ they
code” dichotomy and Bucholtz and Hall (2005) identity
framework.

In analyzing the data, each text that involves code
switching is examined, in the light of Bhattia (1992) print ads
analysis, (introduced below) in order to highlight its salient
features, and pointing out the type of CS involved:
intersentential or intrasentential. In the subsequent section, the
findings are discussed from a discourse functional point of
view, arguing for the original hypothesis of the study.

Limitations of the study:

As the title of the study suggests, the main objective is to
highlight how language choice is a resource for projecting a
particular identity. Accordingly, the major focus is on the
functional features, rather than any extra-linguistic ones. Indeed
as Cook (2001, p.5) points out, it would be both depressing and
self-deceptive to believe that one could exhaust all the aspects
of the genre of advertising. Hence, further analysis of the data
from a multi-modal discourse point of view would have been an
asset, and in fact, is the intended further study.
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Review of Literature:

Alternation between languages/ varietics has been
studied under different taxonomies: code switching, code
mixing, language crossing, diglossia, translanguaging, style
shifting, even borrowing and interference. Most of these
linguistic phenomena fall under the umbrella term code
switching (CS), which encompasses most of them. Code
switching is a sociolinguistic phenomenon that has attracted the
attention of linguists ever since the pioncering works of
Gumperz (1982) and Poplack (1980). Gumperz defines CS as a
“juxtaposition within the same speech exchange of passages of
speech belonging to two different grammatical systems or
subsystems” (p.59). Poplack sees CS as “the alternation of two
languages within a single discourse, sentence or constituent” (p.
264). Auer (2002) agrees with Poplack and defines CS as “the language
alternation phenomenon” (p.309). Change maybe in the speech
styles as well as the languages. This view is adopted by Myers-
Scotton (1998b) who sees switching between a community’s
dialects is an instance of code switching, stating that “varieties
is a cover term for selections at all linguistic levels so that
choices between varieties include, for example, choices of one
language over another, and one form of a directive or refusal
over another” (p.18).

In their early analysis of code switching within the larger
picture of bilingualism, linguists looked at both linguistic
behaviours in a negative light. For early researchers,
bilingualism, with the adjacent feature represented in CS, was
seen as a manifestation of deficiency in both languages.
Bilinguals were thought of as incompetent users of both codes,
in which case they resorted to this switching as a result of
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weakness rather than exploiting this marked hngms‘uc ability.

However, gradually bilingualism, and even multilingualism
have become a functional aspect of interaction, by which
speakers could serve various meanings. CS itself, has become a
meaning-making resource. Whereas previously language choice
was seen as determined by “a bundle of situational factors™
(Grosjean, 1982), in more recent research, language choice is
regarded as a tool “at the disposal of interlocutors for defining
the situation in a way that suits their intentions, [rather than] an
outcome of mechanistic calculations” of the situational factors
(Liidi, 2006, p.20). Ramat (1995) sees that alternation between
different languages or varieties is “triggered by social or
psychological factors rather than by internal linguistic factors-of
the languages involved” (p. 46). As indicated by Dabene and
Moore (1995), in bilingual contexts, the “symbolic value
attached to the languages in contact is an active component of
identity reconstruction” (p.19).

The term 'code switching' (or 'code-crossing') refers to
“the use of a language which isn't generally thought to belong
to the addresser. Code switching involves a sense of movement
across quite sharply felt social or ethnic boundaries, and it raises
issues of legitimacy that participants need to reckon with in the
course of their encounter” (Rampton, 1998, p. 291).

Approaches to code switching primarily fall into two
main strands; motivations for code switching and structural
constraints on code switching.

Within the first strand, Gumperz (1 082) takes the lead in
categorizing code switching into two major categories:
situational code switching and metaphorical code switching.
Situational code switching refers to the unmarked alternation
between two codes as entailed by the context of situation. For
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instance, a teacher of English in an Arabic speaking community,
or an immigrant Moroccan living in France or even a German
accountant using English in a multinational company.
Metaphorical CS, on the other hand, refers to a marked
linguistic behavior on the part of the speakers, where they
highlight the “semantic potential” of each code and decide to
make use of this semantic value according to the pragmatic
function. This distinction has been refuted by Myers-Scotton,
who proposes the Markedness Model (1993). For her, not all
code switching involves a meaning; in some cases it represents
the expected linguistic behavior, or the norm. What is of
relevance to the present work is that she proposes that “a major
motivation - for variety in linguistic choices in a given
community is the possibility of social identity negotiations’
(p.11). In other words, the use of a particular linguistic code may
be directly related to identity projection, rather than any
situational variables. Once more, this proposition advanced by
Myers-Scotton primarily pertains to bilingual communities.
What features the peculiarity of the Cairene situation is that it 1s
a monolingual speech community in the literal sense of the
word. '

Within the second strand, code switching has been
divided into two major categories: infersentential code
switching, where going back and forth from one language to
another occurs between sentences. The other category is
intrasentential where the alternation takes place within the same
sentence or even within the same clause. Different models and
theories attempted to account for the structural constraints on
intrasentential code switching, the most salient of which are
Sankoff and Poplack Two constraint theory (1981), Di Sciullo,
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Muysken and Smgh s Government Principle Theory (1986) and
Carol Myers-Scotton Matrix Language Frame (MLF) Model
(1993). According to Myers-Scotton (1998a), intrasentential
code switching (switching between varieties/languages within
one sentence) involves assigning one language the role of a base
language, which she terms marrix language (ML), whereas the
other language is assigned the embedded language (EL) status.
The matrix language is the one which provides the system
morphemes (determiners, articles, different types of bound
morphemes, etc.). In other words, the ML provides the
grammatical frame within the code switching. The embedded
language, on the other hand, provides content morphemes.
These content morphemes fall in the slots assigned to them by
the matrix language, but in case they do not fit within these slots,
the addresser resorts to switching to larger stretches of speech
or what she terms as “language islands™. These either belong to
the ML or the EL. The selected data is analysed against this
framework, to highlight which language forms the matrix
language that “hosts’ an embedded ‘guest’ language.

Work on code switching between English and Arabic has
been primarily done within bilingual speech communities.
Much work has been done on those Arabic-speaking minorities
who live in English-speaking countries. On the other hand,
recent studies have focused on code switching between Arabic
and English (Abu Mathkour, 2004, Al Rowais, 2012). One
study which focuses on code switching from Arabic to English
argue that switching is an ‘unmarked choice done by the
participants in the speech event” (Al Rowais). The informants
in the study are three siblings of a Saudi father and an American
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on the structural constraints on code switching.

The use of code switching on the internet has been given
special interest lately. Sharaf Eldin (2014) uses Malik’s ten
reasons approach to code switching on Facebook, highlighting
that code switching is used to “enhance interaction”. Another
study examines code switching between Arabic and English on
the internet (Warschauer, El Said and Zohry, 2002) where they
claborate that their informants do not see that the adoption of
English on the internet as “an embrace of the Western culture or
an abandonment of Egyptian identity”. It simply reflects the
users’ ability to manipulate their linguistic potential and “make
it their own.” The researchers, however, also conclude that “the
continued encroachment of English on the prestigious realms of
language use, in business, commerce, and academia—bolstered
now by online communications—could be viewed as a threat to
the national language and values.”

Another recent study focuses on code switching in a
particular region in Egypt, namely Nazlet Assaman in Giza
governorate, where the researchers conclude that work and
education are the basic two variables that affect code switching
behavior (Fayed, 2012).

Another line of research focus on relating language to
identity. Previous work on CS has linked it to identity
construction within minority groups. These groups code switch
to the variety used by the ‘powerful’ majority to create a kind
of ‘solidarity’ and ‘sameness’ with this group, a case which is
quite obvious in case of immigrants. On the other hand,
minority groups code switch between their mother tongue and
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the maJ orlty tongue to enhance their sense of belongmg to thelr
original culture/tongue. As for the present case study, none of
the two cases is applicable since English is #nof the language of
any group within the community. Indeed, English is regarded as
the powerful language, yet this could be and is applied to
contexts such as multinational companies, schools and even
social media. In fact,

Nowadays the relationship between language and identity
is a taken-for-granted premise from which researchers set off.
De Fina (2007) emphasizes the ability of CS to assist addressers
in the construction of their identities in socio-linguistic contexts.

In their study, Dabene and Moore (1995) mainly focus on
migrant people who are keen on constructing a certain identity
via their language choice to project their ethnic identity. Indeed,
interlocutors are no longer seen as negative subjects, with social
identities being naturally assigned to them. They are now
percelved as actively constructing their identities through their
interactions, which include interactions with other people (De
Fina, 2007, p.278). Each language choice and each
translinguistic marker represents an “act of identity” (I.e Page
and Tabouret-Keller, 1985) manifesting the desired social
membership of the addresser, or more precisely the desired
linguistic membership. In the majority of the literature on
language choice, the ‘act of identity’ refers primarily to the
desire of the speaker either to embrace or shut away the identity
of a new/powerful speech community, against their mother
tongue identity. In the Cairene case, the identity here is socio-
economic, rather than ethnic.

The term "identity" first gained salience through the work
of the psychologist Erikson (1968). Erikson associates identity
as a definition of personhood with sameness or continuity of the
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attention, with the vast growth of globalization. Whereas it has
always been viewed as a static feature of the human being,
predetermined by a multitude of factors such as history, culture,
age, gender, language, etc., nowadays more studies focus on
identity construction, an interactive process that the human
undergoes. In fact, the term identity is sometimes replaced with
‘identification” to highlight the subjective, voluntary aspect of
the concept. Norris (2007) points out that individual identity is
constantly “interactively constructed” in interaction and in
relation to other participants.

A number of studies has been carried on the use of code
switching in advertising texts. Bassiouny's work on diglossic
use of modern standard Arabic and Egyptian colloquial Arabic
~ in TV commercials reflects the role played by variety switching
in reflecting the attitude of users towards the available codes.
Many of these studies were carried from the marketing lens,
rather than the linguistic. For example, Harris (2009) has
concluded that CS in advertising has low impact on the target
audience. Baumgardner (2006) discusses how English loan
words are used in Mexican newspaper and magazine
advertising. The study concludes that “Mexicans perceive
products using English slogans, labels and names as more
reliable or of superior quality regardless of their literal
comprehension™ (p. 255). This seems to be the closest case to
the present one, considering that English is not by any means an
official language in Mexico. However, it still differs from the
Cairene case, since these seem to be loan words or as he points
out “already established borrowings in Mexican Spanish”,
whereas as the selected data shows, the code switched items are
not instances of borrowing. The work of Fairclough (2001) on
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adverts play in constructing the social identities of the
addressees/ clients and “the way it constructs subject positions

for consumers™ (p.165}).
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Analvsis:

Bhattia (1992) points out that print adverts have some
main and other optional elements: the headline, illustration
(image), body copy (including the most significant data),
signature line and standing details. The signature line can
consist of the brand name, which is usually accompanied by a
slogan. The most essential parts are the headline, which could
be followed by a sub headline and the signature line. Naturally,
the illustration could be the focal point, and could even replace
the body of the advert, and the position of the elements could be
shuffled.

Almost all these elements are equally present in
billboards, except that the role of the illustration is more
dominant for ease of access to passers-by. Accordingly, the

same terms would be used when analyzing the texts of
billboards.

As elaborated earlier, the data under investigation is
categorized based on domain/topic of the advertisement. Ads
involving code switching between English and Arabic are
reviewed first, then English monolingual ads are further
examined.
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(Class 1: Real Estate ads:

Within this category, the word count ranges from 20
words to around 100 words. The number of words, in some
adverts, is indirectly proportional to the size of the illustration.
All adverts are illustrated in the Appendix A.

Ad1: Mountain View: Hvde Park

All the eclements of the advert are present with CS
featuring across different slots. The headline is in Arabic, with

the name of the company transliterated.. The body of the advert,

“visually accentuated by images, as well as the signature line are
in English, whereas the majority of the standing details
oscillates back to Arabic. The only part of the details where code
switching occurs pertains to the name of the developer:
DEVELOPED by DMG, which does not seem a quite significant
piece of information

CS takes place in three major forms: a) lexical insertion in
naming the housing categories, namely ‘iVilla’, ‘Twin House’
and ‘Stand Alone Villa’, in b) inter-lexical where the system
- morpheme, that is the determiner used before the code switched
item ( J'iVilla), and finally ¢)intrasentential code switching by
making use of these terms as in:

o Aliie SlaluaTwin house Stand Alone Villa siVilla J!
Cmede giie ol JLs/
Hence Arabic functions as the ML.

It is noteworthy that the brand name is transliterated, i.e. the
English brand name is written in Arabic letters

Ad 2: The Gate:
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In this advert, the headline, which is the brand name is
used in English, whereas the sub headline is in Arabic.

The body of the advert switches between English and Arabic,
either intrasententially, or via lexical insertion. The standing
details are mostly in Arabic, which is a recurrent feature. The
one detail where CS occurs, as the case with the previous ad,
pertains to the developer: An iconic landmark by Abraj Misr. 1t
1s noteworthy here that transliteration into English occurs in -
Abraj Misr (i.e. Egypt Towers).

First, lexical insertion -basically accompanied by visual
representation of the unit referred to- is highlighted. In this ad,
these are: ‘green rooftops’, ‘premium mall’ and ‘roof pools’.
Then, these lexical insertions are used intrasententially as the
subjects for Arabic predicates as in:

o Green rooftops ¢/ siaddl biladly dblas ¢ g pliall dalise o
il gl il g il giatd

o Premium mall 4 3 5SLal 5 )15 Lualiad) S HLell _jgui] auiay

e Roof pools fstwe Ao b o daliw Slalas A aad

Again, here we find intrasentential CS, where the Subject
is in English and the predicate in Arabic. Another example
features in:

o VG 2 e giwds The Gate

It 1s noteworthy that there occurs another type of CS, between
the High variety and the Low variety realized in the bound
morpheme (s) or will that marks the future tense. Arabic is the
matrix language and English is the embedded language,
providing mainly the initial content morpheme of the sentence.
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An example of intersentential CS includes the use of the
headline followed by the sub headline:

e The Gate JOUT e bl

Once more, there i1s one transliterated item, namely
duplex.

. Ad 3: Tag Sultan

With billboards, the word count is quite limited to allow
the addressee to catch as much of the advert as possible. The
illustration usually is a stronger attention-getter than any other
element within the advert.

As with the previous ads, the name of the company ‘Tag.
Sultan’ provides the Subject of the sentence, followed by an
Arabic predicate, realizing a case of intrasentential CS.

s Tag Sultan el & d

What is interesting in the present advert is that the
headline, which functions as the brand name is transliterated
into English. The word fag, literally ‘crown’ is used, together
with the borrowed word Sultan. In this case, it would be difficult
to determine whether this is a typical case of CS or an atypical
one.

The rest of the advertising billboard is seen as monolingual
in English:

e Tag Sultan closer to serenity. Tag Sultan closer to skies.
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Ad 4: Blue Park

The headline in this advert is Arabic, where once more
transliteration features in the name of the resort Blue Park,
which is represented in Arabic letters, as well as the use of the
transliterated word view.

o S (K gaidlbpding ey sl JolS gd S 4L ol
The body of the advert features in English:

» Buy Violet Villa or Camilla villa with Smart Home
System and Jet-ski for free. Security, Sea, Hotel ... dancing
Fountain. :

The text of the advert also includes an Arabic sentences, hence
realizing a case of intersentential CS.

Unlike the previous adverts, the details are in English, except
for the authorization license, which is in Arabic.

The first observation here is that again, transliteration is
used, where the name of the resort is basically English (Blue
Park), vet transliterated, together with the word ‘view’ " sad"
which is modified with an Arabic adjective “JelS” or “full’.

The second observation pertains to the kind of language
errors, which is realized in the use of upper case letters in the
words ‘system’ and ‘jet ski’ as well as the absence of a verb that
precedes “jet-ski for free”, i.e. ‘get’, ‘own’, etc.

Ad 5: Regent’s Park Residence:

The 100 word advert has the headline featuring the name
of the residence, followed by the sub headline featuring the
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visual illustration of the advertised compound, as well as
intersentential code switched text. The body starts with two
sentences in English:

e Regent’s Park is one of the most luxurious, prestigious....
o [nspired by Victorian beauty, the park promises....

This is followed by three illustrated noun phrases: Prince
Andrew BBQ, Luxurious restaurant and Café and Queen’s
Lake.

In a following horizontal pane, two Arabic sentences ( &%
(con onaldll panily cadl ag el (Bl (i) and (sl &
e et Skl e 235 are written. Finally, the
standing details are all in English, with the developer’s name
transliterated.

Ad 6: Cairo Business Park:

Here the headline and the body of the advert are in
Arabic, whereas the signature line and the standing details are
in English. Like the previous adverts, transliteration of the
major content morphemes, primarily noun phrases are used as
n:

o Eb el j g S (Cairo Business Park)
Intrasentential CS features in:

o stand-alone building <l wi w5 pl€ 285530005 ldl] 3
EY o 96857, L,
o (slGated business =< 5 is an instance of
intrasentential CS, with Arabic functioning as the ML.
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Whereas mtel sentent1a1 CS features in:

o ao A Slae VI OIS pill LY LR Y "l ud i s 1S
The Ultimate Business Choice

The signature line the Ultimate business choice is realized in
English, as well as all the contact information

Ad 7: El Sokhna Hills:

In this advert, CS takes place intersententially. The
headline is in Arabic, followed by the name of the resort, and
the slogan written 1n Enghsh The body of the advert is a
composite of an illustration of the resort as well as an English
attention-getter: “smell the sea and touch the sky”, which
sounds a literal translation of the Arabic equivalent. The
standing details are in Arabic, for ease of access.

Ad 8: Roova Group

This is one of the least word-count adverts with all in all
12 words, plus the standing details, realized in an Arabic. The
headline and the sub headline are in Arabic, whereas the
illustration realizes the body of the advert. CS here features
lexically, namely in the form of tripartite English noun phrases:

o Real Value Real Life  Real Estate with the use of
punning in “real” and “real”.

The standing details are in Arabic, with the exception of the
lexical insertion of the noun phrase: Aot line.

The following adverts are monolingual in English,
typically realizing the phenomenon of code switching
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Ad 9 Jebal Riesori, Al Soklina
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This advert, as well as the following one, use almost no
Arabic words. It is made of 75 words, with very high lexical
density.

The only Arabic phrase comes at the bottom of the advert,
highlighting the location of the resort.

"Ad 10: The FOURTEEN Golf Residences:

This ad is the highest in word count, with around 100
words. With only the words “luxury”, “living” and
“community” repeated twice, the ad 1s a highly lexically dense
ad. All word choices are simple and accessible.

Class 2: Education-related ads:

This category includes all’ advertisements related to
education, whether nurseries, schools as well as other bodies.

It is noticed that this category is the one where code
switching features prominently, since- with the exception of
only two adverts to be discussed- all adverts pertaining to
education are monolingually English. This comes consistent
with the global premise that English is the language of scientific
development and power. Advertisers here make use of English
as their only language choice to give their addressees this
impression. The role of illustrations decreases within this
category, where the focus is on the textual information given.
Only two adverts include Arabic, whereas the rest of the
sampled data is monolingual. It is important to note that all the
nurseries, schools that are sampled within the data have no
affiliation whatsoever with any international educational
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They are all local institutions, with 100% Egyptian
ownership. Ads are illustrated in Appendix B.

Ad 1 & 2: Future Rise Language School and Amal
Lanouage Schools Maadi

These two adverts do not include typical CS, but rather
include a text and its translated version. Both have the names of
- the schools as headline, in both languages, followed by the body
of the ad which is presented first in Arabic then in English,
horizontally in the first school advert, and vertically in the Iatter.
Even the standing details including the address and telephone
numbers are given in both codes. -

A few differences are noted between the two'ads:

o Whereas the sub headline is in Arabic in the Future Rise
School, it is realized in English in the other one

o The former ad translates almost word-for-word the
Arabic text, the latter gives the main gist of the Arabic
equivalent.

e Language interference, in the form of language errors are
present in the former ad as in: highly qualified,
experienced and efficiency teachers in all subjects.

In the following ads, code switching, in the sense of using
English only, features here where moving from one linguistic
code to another on any level- lexical or sentential- is absent.
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Ad 3: Fluent:

This flyer involves intersentential CS. The headline is
realized visually through the illustration, together with the name
of the institute. The slogan 1s also in English.

The body of the advert includes both English and Arabic.
The body also includes a list of services provided by the
institute, all realized in both English and Arabic. This is
followed by the standing details, which are written in English.

Ad 4: Winnie the Pooh Nurserv:.

In this flyer, a combination of both patterns used in the
previous ads are used. On one hand, word-for-word translation
of the main services provided by the nursery is given: Birthday
parties- <2lis, Swimming- , 4alu etc. |

On the other hand, intersentential CS is present where the
headline is given in English: play, learn and grow together, and
the body is given in Arabic. Standing details are provided in
Arabic,

Ad 5: Kids Havine fun

This advert, as well as all the coming ones are all
monolingual in English. In this ad, all the elements of the print
advert are in English, starting with the headline, the body, the
signature line and the details. The total number of words are 65
words plus the contact information: studying German and Math,
watching German movies, limited number of kids or non-finite
clauses: what to bring. The body of the ad has only one complex
clause: when you know better, you do better.
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Ad 6: Madinaty Integrated Language School:

B

As highlighted earlier, the whole billboard text is in
English. The illustrations present some of the details visually.
As with all billboards, the word count is quite limited, in the
present case amounting only 20 words, excluding the contact
mformation.

Ad 7: Baby Nurserv:

Typical of billboards, the word count of the text- amounting
only to 12 words- is kept to a minimum. Again, all the elements
of the advert are in English. The headline and the sub headline
represent 100% of the verbal representation of the advert. The
message is highlighted by the use of the visual representation,
namely the illustration.

Ad 8: Manaret Heliopolis International School:

The whole text (20 words) is in English, forming the
headline as well as the body in addition to the visual
representation of the two kids. Again punning features here
where the use of the nominal phrase extra mile refers to both its
idiomatic usage as well as referring to the proximity of the

school location. Contact information are also provided in
English.

Ad 9: Sunrise College:

In this ad, all elements are present, with the headline, sub
headline, body, which functions also as the slogan, and finally -
the standing details.
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Ad 19: Litile Giants Nursery

As elaborated above, with billboards a minimum number
of words is used. Here however, there is an average number of
word count, namely 31 words. The headline features the name
of the nursery followed by the slogan, setting off the body of the
advertising text, then the standing details, all in English. Just as
another food-related advert, to be analyzed later, this advert is
bilingual in English and German. It is noteworthy than whereas
this nursery is affiliated of a German school, it is still directed
to Egyptians in the first place. Accordingly, the use of English
is yet a marked language choice.

© Class 3: Entertainment Ads:

The sampled data within this category demonstrates a typical
case of code switching, where the entire advertisement is
monolingual in English. Within this category, the total word
count ranges from 20 to 100 words, with visual representation '
highlighting the message. Adverts are illustrated in Appendix
C.

Ad 1: Rise of hers

The headline starts with a noun phrase (Empowering women
through fitness), followed by the name of the gym, its location
and the date of openning. Typical of all billboards, it has very
limited word count for ease of access.

Ad 2: Save our tree Live show:

As with most of the entertainment ads, the illustration plays
the dominant role. In this ad, only one sentence (MBC3
presents), followed by a number of phrases: Shaun the Sheep
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Live, tickets available on ticketmarch.com, Porto Cairo Mall,
etc.

Ad 3: Omar Khairat Live:

This is the longest of all entertainment ads, with around 100
words, which is quite acceptable, being a print ad in 2 magazine.
The headline features:

o Omar Khairat, along with Cairo Opera Orchestra,
reviving the spirit of music. '

The body of fhe text has 5 sentences including:
o  Omar Khairat is not just....
o He’s gv*aceﬁtlly and magically won....
e Join us in a magical... and Re-awaken your soul.

Ad 4: Porto World Parade Circus:

In this billboard, the name of the circus functions as the
headline, followed as Ad 1, with the location and the date of
the show.

Ad 5: Uptown Stars:

As with the rest of the entertainment ads, with the illustration
as the background, this ad has only noun phrases:

o The biggest schools’ talent show,
o 22 schools and

e 300 students.
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Ad 6: Farm Frites:

With a word count of 50 words, this ad has 4 sentences
starting with the headline:

o Guess and Win mobile application, followed by
e Win 10 Play station 4, etc. and one final phrase

o All matches Cairo local time.

Ad 7: The Sound of Music:

As the case to Ad 3, this ad- print advert in a magazine- has
around 60 words, with two English sentences:

e Uptown Cairo proudly hosts ...,

e This show will take place...., and

o  Forget about your traditional route..., and

o Check the map..... (as two imperative final sentences).

Ad 8: Cairo Bites:

With only 10 words, including the Headline, which features the
name of the festival, the body of this ad is made up of :

e filling and chilling,
o family park, and
e [For tickets.

Ad 9: Mohamed Hamaki:

This flyer is made up of 15 words, together with the standing
details, all monolingually English. With the image of the super
star, the headline:
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Enjoy the Easter Holidav ...

This is followed by the date and location, as well as the standing
details.

Ad 10: Child Academyv Big Festival:

As with the rest of the other entertainment ads, this ad keeps
wording to the minimum, especially that it is a billboard. Again,
“the headline features the name of the advertised item and the

organizing body, followed by the date and the location of the
event. ' . '

Adverts within this category share some salient syntactic,
pragmatic as well as multi-modal related features that can be
summed up in the following points:

o All types of ads included within this category (print
adverts, billboards and flyers) are monolingual in
English. | '

e All elements of the print ad are present, with the
exception of the slogan.

o The illustrations vary according to the domain of the ad,
featuring different characters.

o All the ads sampled advertise rather luxurious events,
such as live shows, concerts or health clubs.

Class 4: Food-related Ads:

Food related adverts were the category with the least
accessible number of data. This can be attributed to the fact that
food-related goods and services are addressed to a larger

136



uy B el g Facully of Arts Blagarine
ﬁ% J et g_—“—‘“" LR )
percentage of addressees, and should hence be as accessible as
possible. Within this category, visual representation of the
goods/services plays a paramount role, where in most cases, the
illustration forms the headline of the advert. Hence, the word
count ranges from only 10 words to a maximum of 50 words,
excluding the standing details. Unlike entertainment-related
ads, slogans within this category are present in all the sampled
data, with CS typically featuring. In this category, language
interference 1s spotted in a couple of ads. Ads are illustrated in
Appendix D. | o '

Ad 1: E]l hara

i am breakfast is the headline of the text, with two very
odd language errors: the use of lower case and the use of verb
to be, in addition to the ambiguity of the sentence.

The rest of the ad features code switching intersententially. This
is evident with the Arabic sentence:

° 5 ladl jlhdl po Aaldalis which is followed
by another sentence, in English:

° Get your day off to a flying start with El
hARA new breakfast menu. Here is another ambiguous
sentence, or at least an Arabic-language nfluenced
sentence, which has another orthographic error in the
name of the restaurant.

The slogan is written in English, as well as the standing
details. The address is however further translated, and
illustrated, in Arabic and English.
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Ad 2: Les Dames

This advert is quite marked since it is tri-lingual, using
Arabic, English and French as three codes of communication.
The headline, the body and the slogan are in English, the details
are in Arabic and the slogan is translated into French. Here
intersentential CS is realized. The contact information, on the
other hand, 1s in Arabic.

Ad 3: Regina:

This ad, which has only 11 words, realizes intersentential
CS, where the English headline, is followed by a code switched
body, formed of one English phrase:

The Great Taste
and another Arabic phrase:
o L Usy e daan Ldile 5 s
As with all the other ads within this category, the
illustration features prominently. The headline, realizing the

name of the product, is in English, whereas it is later used, as
elaborated above, in Arabic.

Ad 4: Chez Edv:

Another advert that has the image functioning as the body
copy. The headline, which also functions as the slogan, is in
English, The standing details are also in English. As clear from
the advert, bilingualism is used, considering that the name of the
restaurant is in French.
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Ad 5: Tseppas:

Typical of billboards, this advert has only15 words,
with all the elements present in English. The headline is a simple
clause, which is followed by the name of the restaurant and the
slogan.

Ad 6: Table 55

The 11-word billboard is monolingual in English, with
one language error namely the use of We're moving as
synonymous to ‘we home deliver’. The headline features the
name of the restaurant, and the sub headline gives a description
~ of the specialty. The body is a mixture of a visual representation
and a non-finite clause, pointing to the location of the restaurant.
No slogan 1s used.

Ad 7: Chez Jean Claude

Here one finds another tri-lingual advert, where the name
of the restaurant is in French. The 24-word ad has only 1 simple
clause, whereas the rest of the ad realizes either phrases or
nouns: pastry, restaurant, the romance of ltaly, etc. The
standing details are in English, even the map used is labelled in
English.

Ad 8: Abu Auf:

This is an 85-word (excluding the contact information)
monolingually English ad, which has all the elements of the
print ad. The headline {eatures an English phrase, followed by
the body which includes the signature line (also the name of the
brand). The body has one phrase and another clause, together
with a list of products, all in English. The only finite clause is
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found within the standing details: we deliver, followed by all
details again in English.

Ad 9: Lebanese Breeze Restaurant:

The 45-word advert has the name of the restaurant as the
headline. This is followed by the body of the advert all in
English. As with most of the adverts within this category, the
illustration accompanying the advert is very functional and
typically represents the advertised aspect. In this advert, there is
an Arabic lexical insertion realized in &S Jbas) which is
further transliterated as Ramadan Kareem. This is indeed
noteworthy since in most cases of CS it is rarely the host
language (i.e. the mother tongue) that realizes a case of lexical
insertion, but rather the guest language.

Ad 10: T.B.S:

In this advert, the headline has the name of the restaurant,
and the sub headline has the specialty: the bakery shop. The
body of the advert includes phrases: fresh-baked bread, fresh-
toasted sandwiches, delivery charge, etc.

1.2 Miscellaneous ads

Within this category, I have included a number of adverts
that market for a range of goods and services. I have included
them, aiming to highlight the wide spread of the phenomenon
of code switching within all domains of advertising. For sake of
consistency, I included only ten ads within this category as the
previous ones, all illustrated in Appendix E.
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Ad 1: High Point

In this advert, CS takes place intrasententially where the
name of the shop followed by the lexical insertion of the word
‘furniture’ form the subject of the sentence, whereas the
predicate 1s in Arabic. This advert is a typical case where the
host/matrix language- Arabic- provides the grammatical frame
of the clause, realized in the sentence structure and the function
morpheme “3SW° whereas the guest/ embedded language —
English- provides the content morpheme, the noun phrase.

Ad 2: Headline

The headline is in English, followed by the body of the
advert, which includes the name of the company, its arca of
specialty, then the standing details.

In this ad, CS is intersentential. The whole advertising
text 1s in English, with the exception of the one Arabic sentence:

o 6 iclils
Accordingly, it could be looked as an instance of lexical-
or rather clausal- insertion. However, this Arabic clause is the

only clause throughout the advert, whereas the rest of the body
of the advert features in English.

Ad 3: Alfemo:

As with the previous advert, here the entire advert is in
English, with the exception of a phrasal insertion in Arabic:

e OfsNL Gl

The headline, featuring the name of the store, is in English,
followed by the slogan in Arabic. The body of the advert
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by the standing details, all in English.

Ad 4: Ashlev Furniture Homestore:

In this advert, as well as the following four ones, code
switching takes place intersententially, i.e. larger stretches of
speech are used, each forming a separate clause as follows:

*  Wait 90 days...get 20% discount Slial y ey LS

Here, following the name of the store, the seasonal offer
is provided in English, where the English sentence is followed
by a couple of sentences in Arabic.

This pattern of advertisements is very commor, since it
seems to cater for the needs of two types of audience: the
monolingual and the bilingual. It seems to strike a compromise
between its need to highlight the offer and at the same time catch
the attention of the average addressee.

Ad 5: In and Out:

This advert has the only & words, with again the visual
representation forming the body of the text. The headline has
the name of the home store, then the noun phrase ‘spring sale
up to 35% . This embedded island in English, is followed by
another language island including the standing in Arabic.

Ad 6: Master Thin:

This ad involves intersentential CS. The headline and the
sub headline is in English, the body moves back and forth
between English and Arabic, with the message highlighted by
the illustration. A number of language errors can be spotted: the
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use of upper case in WANT . the use of the adjective

‘overweight?’, ‘private label manufacture’ and the ambiguous
headline ‘celebrity diet secrets’!

Ad 7: Marilvn beauty center

This advert represents again an instance of translated
texts, given in Arabic and English. Here language interference
is realized in more than one error as in: fsthetic tatto’ rather
than aesthetic tattoo’, regardless of the absurdity of the phrase.
There is another spelling mistake is ‘openning” and ‘menicure’.

Ad 8: Yeldez 4 kids

A monolingual flyer in English, with a number of
language errors, whether spelling such as ‘shopes no.78’,
lexical as in ‘external book’ or grammatical such as “while stock
last’, and *El Banafseg front of Tajan school’.

Ad 9: 2B Computer:

This ad features CS intrasententially, using an embedded
language island, realized in the adverb phrase ‘back to _»is7,
embedded in the declarative sentences.

Ad 10: Eva:

This advert is monolingual in English, celebrating the
event of mother’s day. The text is made up of two declarative
sentences, and two nominal phrases.

Sociolinguistic Analvsis

In this section, the study argues for the original
hypothesis that CS in the selected data is a voluntary act related
to the advertisers desire to design their variety in a way that
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initiates a certain identity framework with thelr addressees
(clients). Code switching can hence be explained in the
construct of the audience design framework, where the code
shift indexes a shift in the target addressee, particularly, the
socio-economic class of this addressee. In the data, the language
choice is that of a third party or as Bell terms it “a referee
outgroup”, namely that of English, which is widely accepted as
the prestigious code. It is an instance of initiative variety; since
it’s the advertiser who decides to address the client with a
variety that does not belong to either of them. Putting into
consideration that the advertiser always resorts to the most
effective way of catching the client’s eye, it 1s concluded that
this variety is intentionally designed to target a particular client,
and achieve the intended goal maximally. The advertiser uses
this particular code to win the target addressees; those that
belong to the “we code”, the socio-economic class, which has
access to bilingualism, and segregate them from the “they code”
addressee, who are monolingual. On their part, the target
addressees respond positively, and hence the addresser keeps on
adopting this language choice, and the cycle goes on. Indeed,
the identity that is projected within the selected data pertains
primarily to the social and the economic, rather than any ethnic
variables.

After examining the selected data, it can be concluded
that the use of English is not a linguistic necessity in any of the
sampled texts. In other words, all the instances where English
has been used either lexically or sententially could have been
replaced with Arabic equivalents with no impact on the
semantic content of the advertisement. For example, there
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terms that would render themselves impossible to be translated.

Drawing on Bucholtz and Hall (2005) identity
framework, the study has depicted how the selected data
operates to “produce” an emergent identity of a particular SEC,
by stressing the “similarity” between the target addressees
(socially and economically) and their “difference™ from the rest
of the addressees with the mutually “constructed”
mtersubjectivity as indexed by language.

Accordingly, it can be concluded that the use of CS in the
data reflect mainly a voluntary choice on the part of the
addresser to select a target addressee who possesses the “we
code”, the English code in one case, and consequently, in the
second place, to shut away another addressee through this
language choice. Reviewing the types of goods and services
where the advertiser adopts this mechanism shows that they can
only be related to the social and the economic variables within
the targeted audience.

Findings:

After carrving out an analysis of the corpus under
investigation, the following findings have been reached:

In all adverts including CS, Arabic is the matrix language,
which is consistent with the robust research on CS, which points
out that the matrix language is the sost language or the mother
tongue. The following tables summarizes the most salient
findings as per the micro-linguistic analysis of the data under
investigation.
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The following table reviews the percentage of code
switching pertaining to different fields:

A

AHEEEEREE
£ 8 g | 2| & 5
o B 8 S
= =3 5 =)
CS 70% 25% | 0% | 30% | 78% | 40.6%
Monolingual | 30% 75% | 100% | 70% | 22% | 59.4%
in English :
Table 4

According to the data presented, entertainment ads record
the highest percentage of code switching use. This is consistent
with the basic hypothesis of the study, namely that language
choice is related here to the socio-economic class of the
addressee, where entertainment can be regarded as a fuxury
commodity. Education ads also feature a high percentage of
code switching. In the case of education-related ads, the
addresser’s desire to show professionalism is the reason behind
code switching. With typical CS, real estate ads come at the top,
where a wider audience is targeted.

On the other hand, the following table (Table 5)
summarizes the instances of occurrence of each types of code
switching:
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Real Estate 4 2 4 0
Education 2 2 0 2
Entertainment 0 0 0 0
Food 0 2 0 0
Miscellancous 1 4 Y 2
Total 7 10 6 4

Table 5

*These results pertaining to the Entertainment category are
consistent with the fact that the sampled ads are all monolingual

in English.

* Only two adverts within the Food category involved CS,
whereas the rest of the data is monolingual in English.

Fially, the following table reviews the percentage of the
use of English in relevance to the headline, the body copy and
the standing details:

The use  of | Headline Body Standing
English in details
Real Estate 3 6 3
Education 4 3 2
Entertainment® | --——- | ceeemem | e
Food 3 8 1
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Miscellaneous 7 5
Total 17 17
Table 6

*again, here this classification is not applicable since the entire
advert is in English.

As indicated by Kelly- Holmes (2005, p.10) the use of
English in advertising is topic-related, where code-mixing with
English features particularly with technical products. In the
present study, entertainment, real estate and education are found
to involve a high proportion of code switching.

The length and the structural complexity of these
monolingual texts is directly proportional to SEC of the target
audience. For example, real estate advertising texts on bill
boards are mostly made up of attention-getters that have
maximum 10 lexical units. These are usually short phrases, or
simple sentences to be accessible to more readership.

On the other hand, real estate advertising texts in
magazines and newspapers tend to be longer in word count, and
have a more complex structural make-up, since it is directed to
a more restricted circle- newspaper and magazine readers-
which naturally belong to a higher SCE than pedestrians.
Similarly, entertainment advertising texts are more structurally
complex than real estate ones since they are addressing an even
tighter circle of addressees, who are supposed to totally belong
to the “we code” with a degree of proficiency that would enable
them to fully ‘decode’ these texts.

Code switching in the language of advertisements is seen
as an instance of metaphorical, rather than situational CS. Code-
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switching here is a discriminatory act of interaction, setting a
demarcation line between the “we code” of those who
communicate in the language of power, of technological
advancement, of economic achievement and the “they code” of
those who are ‘monolingual’, and have no access to this
- empowering language. These findings are consistent with the
notion of English being the language of empowerment,
represented in educational services, or with an elitist
discrimination, based on socio-economic classification of
speech communities.

Conclusion

The analysis of the present study suggests that code
switching is widely used throughout the sampled data. Code
switching cannot be seen as an index of power but rather as an
index of the socio-economic class of the addressee (client), as
projected by the addresser (advertiser). The findings reflect that
language choice is a voluntary act of communication, done on
the part of the advertiser who ‘initiates’ a particular variety shift
to index a shift in the targeted addressee, by adopting a variety
which is not the ‘normal’ code for either of them. This initiated
variety is English, the variety of a ‘prestigious’ outgroup. By
so doing, the advertiser limits the target addressee to those who
are identified as belonging to a higher SEC, that have more
access to the code of power, the code the advertiser
‘momentarily’ initiates as the “we code”. Meanwhile, Arabic is
‘momentarily’ assigned as the “they code™, hence the code of
those who are ‘different’ from the target addressees. On their
part, the addressees positively receive this suggested identity
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and further project it to the advertiser, presenting ar

subjectivity that is later manipulated by the advertiser.
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