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CHAPTER 1
INTRODUCTION

1.1. RATIONALE

With a view to create strong impressions on readerd
persuade consumers to buy their products, the @igker have to
create many ways and strategies to make the mesbageme more
persuasive. Persuasion is considered as an efesttiategy and the
core of advertising

Here are some examples relating to persuasionegiesat
used in English and Viethamese cosmetic advertisebedow:
(1.1) Recently awarded "Allure" 'Best of Beauty' (Oc@02) and
"Elle" ‘Genius Award' (April 2009).The diverse slkeadof Bobbi's
Blush offer the best way to give cheeks color that lofrksh and

natural. Al]
(This Ads uses the Alpha strategy — “Increase So@nedibility” to
raise more persuasion for the product) [B-1]

(1.2) Chon Ilya d¢é s5 hitu 1 trong 3 Combo gnpham Kalina- gn
pham chinh hang i@ Ngadugc phan phi doc quyén boi T&H
Cosmetic Company, thvsi 98,000VND, giam 64%. Gia gc
270.000VN\D.
=> (This Ads use Omega strategy — “Raise the Compditisoorder
to make the offer seem more attractive).

With the popularity of advertisement nowadays, aeseing
a discourse of advertisements in terms of persnadrategies is very
necessary and useful for people in common and &ndgiarners in
particular. Therefore|A discourse analysis of advertisements in
terms of persuasion strategies in English and Vieamese”is the
title of the master thesis | wish to carry out.
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1.2. AIMS AND OBJECTIVES OF THE STUDY
1.2.1. Aims of the study

The aim of the research is to carry out a discoansgysis of
English and Viethamese advertisements in term afsyasion
strategies in order to findut their discourse features such as layout,
vocabulary, syntax, and pragmatic features. Besities study helps
Vietnamese learners of English understand and dghesplistinctive
characteristics of persuasion strategies usedvierasements.

1.2.2. Obijectives of the study

1) To describe the discourse features of advergserof
English versus Vietnamese in term of persuasiaategjres - Alpha
and Omega strategies.

2) To find out and explain the similarities andfeli€nces
between English versus Vietnamese advertisementserim of
persuasion strategies.

3) To suggest some implication for teacher andnkraof
English, especially people who trained to becomedibers.

1.3. SCOPE OF THE STUDY
The focus of this thesis is just put on the ldy@ocabulary,

[B-4yntax, and pragmatic features.

In spite of various means of advertising, our scaye
investigation is limited to advertisements in thiernet.
1.4. RESEARCH QUESTIONS

1) What are the linguistic features of persuasiostegies in
advertisements in terms of lexical choice, syntad pragmatics in
English and Viethamese?

2) What are the similarities and differences betwEaglish
and Vietnamese persuasion strategies in advertrgenme term of
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their layout, lexical choice, syntax and pragm&tics
3) What are some possible suggestions for teachird
learning English as well as using English by peaplgoring in
advertising to create effective persuasion stragem advertisement?
1.5. SIGNIFICANCE OF THE STUDY
It is hoped that my MA thesis entitletiA Discourse
Analysis of Advertisements in terms of persuasiontsategies in
English and Viethameseé will be helpful for teaching and learning
English at marketing colleges which are responsible training
future advertisers. In other words, it will probathlelp students as
potential advertisers know how to make an effectind attractive
persuasion in advertisements to appeal the con&merchasing
1.6. ORGANIZATION OF THE STUDY
Chapter 1: Introduction
Chapter 2: Theoretical Background
Chapter 3: Methodology
Chapter 4: Finding and Discussions
Chapter 5: Conclusion and Implications
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CHAPTER 2
LITERATURE REVIEW AND
THEORETICAL BACKGROUND

2.1. REVIEW OF PREVIOUS STUDIES

Up to now there have been a lot of books in whislcalrse
and discourse analysis are mentioned by well-knseftolars such as
Halliday and Hassan (1976) with “Cohesion in ErgliSrown and
Yule (1983) with “ Discourse Analysis”, Widdowsofh904) with “
Linguistics”, Cook (1993) with “Discourse”.

In Vietnam, many linguists have made contributibtmghe
study of discourse analysis. Tran Ngoc Them witke thiong lien ket
van ban tieng Viet” (1999), Diep Quang Ban (2008hWGiao tiep -
Van ban - Mach lac — Lien ketBoan Vin”, Nguyen Hoa with “An
Introduction to Discourse Analysis” (2000) and “Bhich dien ngon
— Mot so van de ly luan va phuong phap” (2003), WguThi Viet
Thanh with “He Thong Lien Ket Loi Noi Tieng Viet2001).

Besides, from different views, some linguists have
approached advertising and advertising languagé&/énngon ngu
guang cao” (Tran Dinh Nguyen — Nguyen Duc Toan,3)9%Ngon
ngu quang cao — Phuong phap sao phong” (Nguyenamngl994);
“Doi net ve quang cao o Viet Nam” and “ Advertiserhdexts
studied in aspect of the structure” ( Vo Thanh Hyd000). Ton Nu
My Nhat with her Ph.D dissertation named “A Discsianalysis of
travel Advertisements in English and Vietnamesd&0&) reviewed
literature discourse analysis and proposed an @eellyframework
for the linguistic description of lexical-grammatideatures in travel
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advertisements in the light of Halliday's functibisgstemic
grammar.
2.2. THEORETICAL BACKGROUND
2.2.1. Discourse and Discourse Analysis

2.2.1.1. Concepts of Discourse

We view discourse in this thesis as follows:

- Discourse is a language in use, for communication

- Discourse is a language unit which has meaninity and
purpose.

- Discourse can be constituted by the combinatiomany
sentences.

2.2.1.2. Concepts of Discourse Analysis

Brow and Yule (1983) states that “discourse anslyisi the
study of language use with the reference to theiakoand
psychological factors that influence communication.

2.2.2. Specialized Advertising Discourse

2.2.2.1. Definition of Advertising

The definition given by Cook [6] state®idvertising means
clearly identifiable, paid for communications inethmedia, which
aims topersuadeinform or sell.

2.2.2.2. Language of Advertising

Effective advertising message should be:

- meaningful, pointing out the benefits that makée
product desirable or interesting to consumers.

- believable, so that consumers will believe thet product
or service will deliver the promised benefits.

- distinctive, telling people how the product isttbe than
competing brands. [13, p.21-22]
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2.2.2.3. Means of Advertising
In this thesis, we only use the data sources whiehtaken
from the Internet in both Viethamese and Englisteftalysis.
2.2.3. Speech Acts
2.2.3.1. Speech Acts Theory
Austin described three characteristics, or actstafements
that begin with the building blocks of words andl evith the effects
those words have on an audience. Locutionary Blcsutionary acts
and Perlocutionary acts: [2].
2.2.3.2. The Classification of Speech Acts
In this study, my examination just focused onttirvee main
types of speech act such as representatives, idagctand
commissives.
2.2.4. Stylistic devices
The most frequent definition of Stylistic Devicd’hgtoric)
is one defined as the ability to write clearly, reatly and in a
manner calculated to interest the readers.
2.2.5. The Communication Functions
According to the online dictionary Wikipedia [2@jakobson
distinguishes six communication functions, eachoeissed with a
dimension of the communication process:
1. Addresser (speaker, narrator, author)
Addressee (hearer, reader, viewer, user)
Code (system)
Message (text; discourse, what is being said)
Context (referent; about what?)

o g bk~ whN

physical connection)

Contact (channel of communication; psychological or
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2.2.6. Overview of Persuasion Strategies in Adrtising
2.2.6.1. Definition of Persuasion in Advertising
John O’ Shaughnessy and Nicholas Jackson O’ Shaggihn
[11, p.ix] say that “Effective advertising is, alst@lways persuasive
advertising, and advertising does not seek to peéesu is really
missing an opportunity”.
2.2.6.2. Model of Persuasion:
2.2.6.2.1. Alpha Strategies
Alpha strategies attempt to persuade by increasivg
approach forces. An offer or a message can be made attractive
by adding incentives, creating more convincing oeasfinding more
credible source, and so on.
2.2.6.2.2. Omega Strategies

Omega strategies attempt to persuade by decreasing

avoidance forces. Thus, Omega change strategids lworemoving
or disengaging someone’s reluctance to change.
2.3. SUMMARY
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CHAPTER 3
METHODS AND PROCEDURE

3.1. METHODOLOGY
3.1.1. Research Design

Thanks to both qualitative and quantitative appnheac the
researcher can describe and analyze then makesadsomp and
draws conclusions in order to reach the goals dyreat.

3.1.2. Research Methodology

The descriptive method is used to give a detaikestdption
of some persuasion strategies in English and \ietsa
Advertisements.

The analytic method is used to classify and jusdifgertain
feature or characteristic.

The comparative method is used to give the comparis
the persuasion strategies used in two languageglisenand
Vietnamese Advertisements.

3.2. RESEARCH PROCEDURE
3.3. DESCRIPTION OF SAMPLE

260 advertisements (130 in English and 130 innéetese)
are randomly taken and classified into two modebefsuasion —
Alpha strategies and Omega strategies. Then, gtimdtive features
of English and Vietnamese advertisements were famadanalyzed.
3.4. DATA COLLECTION

The collected data for analysis in this thesis cdrom the
Internet only.

3.5. DATA ANALYSIS
3.6. VALIDITYAND RELIABILITY
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CHAPTER 4
FINDINGS AND DISCUSSIONS

4.1. AN OVERVIEW OF THE ALPHA STRATEGIES
Alpha strategies attempt to persuade by increadimg
approach forces. An offer or a message can be made attractive
by adding incentives, creating more convincing eeasfinding more
credible source, and so on.
4.1.1. Making Messages more Persuasive

Strategy of this kind was found to create stronguarent
that justify and compel expected or desirable astio
In English

Our Volcano foot maskontains almost an entire produce
aisle; potatoes, tomatoes, papayas, lemwe. use all these
wonderful fresh ingredients to deodorize and softemsightly feet.

[A-2]

In Vietnamese

BRIGHTENING DAY CREAM -Khi thoa Ién da sau 5 giay
thanh pln bt thusc min trong sp & thim tan vahat nhén viing
chiz T trén bé mgt da va fin sau chan 16ng [B-2]

4.1.2. Adding incentives

This strategy was used to add extra inducements for
compliance, including interpersonal ones such agldied for your
opinion or choice.

In English
Receive a 2-Piece Gift with any purchase of 2 oorm
Michael Kors  fragrance items [A-3]
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In Viethamese
Mua ptin mém diét virus Kasperskyihdn ngay qua éing 4o
mura Kaspersky [B-3]
4.1.3. Increasing source credibility
This strategy was aimed to make the source of the
advertisement more expert or attractive to increabeir
persuasiveness
In English
An ISO 9001:2008 & 22000:2005 certified company
involved in manufacturing of home supplies suchral& products
and desi ghee. [A-4]
In Vietnamese
Neptune 1:1:1 la thhé diu an hoan toan i, duoc dic ché
cho sic khoe aia ngroi Viét Nam va la du an duy nhit dwgc Vién
Dinh Dudng Quéc Gia nghién daru va tw van. [B-4]
4.1.4. Emphasize scarcity
This strategy was found to tell the target audiemce
consumers that few items of product exist for amlghort time. In
this sense, scarcity makes the opportunity moredite.

In English
This is a 3 day only saleso you want to be sure you take
advantage of these great pet gifts! [A-5]

In Vietnamese
Chiéc may tinh Bng duoc tap chi Stuff -gia ban théng
thuong la 13.999.000 VNDé&sdwoc ban i gia dac biét 1a 9.990.000
VND trong 1 ngay duy ntt la ngay 12/ 2/ 2011ai FPT Shopsb 10
Nguyén Vin Linh, Quin Hai Chau,ba Nang. [B-5]
4.1.5. Engage a norm of reciprocity
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By this strategy, small, gratuitous favors are ekge to
obligate the recipient to reciprocate, but you oanthe avenue of
reciprocate.

In English

We proudly offer free shipping and handling in th& and
Canada. Free Shipping will be applied automatically to all
qualifying orders [A-6]
In Viethamese:

Maydocsach.vimién phi van chuyén cho toan b cacdon
hang, khéng c6 At ki giéi han nao € gia tri ciia don hang.

[B-6]
4.1.6. Emphasize consistency and commitment

The advertisers aimed to create small actions foame the
target's prior actions to appear consistent witle trequested
behavior.

In English

You can now try Lush Illumination before you make the
actual purchase [A-7]
In Viethamese

Vui long d&n bit ky quiy hang Estée Laudeé tham gia
mién phi chwong trinh Bright Now- dwgc kiém tra va tw van
ciing nhe nhan miu sin phim dung thir méi CyberWhite EX
Advanced Performance Brightening Essence [B-7]
4.2. AN OVERVIEW OF THE OMEGA STRATEGIES

As compared with Alpha Strategies, Omega strategies
attempt to persuade by decreasing avoidance foidess, Omega
change strategies work by removing or disengagiomesne’s
reluctance to change
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4.2.1. Redefining relationship

This strategy was found to have the function ohfiog out
the potential problems which the customers can inetbe future and
from this advertisers introduce their products enviges like a good
solution to help the customers face and overcosie pinoblems.
In English

In case there are unexpected incidents which happen
affect your financial status, how will your lifeqpiaer and family
financially cope? Will loans be settled? Not sw¥é€ can help...

[A-8]

In Vietnamese

Bénh tt ludn dén ma khdng baowsc, cling wi d6 la nhing
rai ro tai chinh At ngy. Vi vy, dé luén an tam tréc nhing i ro,
dic bigt vé sirc khoe ding nhr c&c chi phi yé& phét sinh, hagén voi
cac lai hinh Bio hiém Y t& da cang aia Bao Hiém Bao Viét nhe bao
hiém két hop con ngoi, bao hiém tro cip nim vién va phu thugt,
bao hiém chi phi y & va \an chuyén y # cip aiu... [B-8]

4.2.2. Raising the comparison

Omega strategy of this kind was used for dedudirsgomers’
resistance by raising the comparison between tthegpite and new
price in order to point out the money customersszame.
In English

BabyLegs is having an awesomé5% off $75 or more
sald!! This meansyou pay only $18.75 for $75 in BabyLedH

[A-9]

In Viethamese

X6a b tham géng mit, vét chan chim va dfng 140 héa cho
mat rang ngvi véi 5 bd mat na COLLAGEN CRYSTAL EYELID
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PAITCH chi véi 55,00Q trén gia tri bd sin phAm 150,00@ ( giam
dén 63%) [B-9]
4.2.3. Pushing the choice into the future
This strategy was used to take more chances fooroess to
buy the products immediately by prolonging the tohg@aying.

In English
Try Buy Now Pay Later! Choose to buy now and pay
nothing for up to 12 months [A-10]

In Viethamese

T gop 14.000dong dé mua LCD, laptop.Ngay 1/8,
chuong trinh mua & tra gop lai suit 0% mang tén gi “ Mua
tr wéc, tra sau,dua nhau gim”. B-10]

4.2.4. Guaranteeing

This strategy was found to fulfill the function afldressing
and removing some of the customer’s imaginable rertjing fears
involved with buying a product by showing the tiofeguarantee and
chances to get refund.

In English
We offer a One Year unconditional money back
guarantee. [A-11]

In Viethamese:

. Trong théi han 30 ngay, thanh vién c6 th ddi hoic tra
bat ky sin pham nao co théu sét, trong treong hep khéng co 4n
pham thay thé, gia tri cia hangdéi hoic tra sé dwec trir vao don
hang sau. [B-11]
4.3. THE DISTRIBUTION OF THE PERSUASION IN ALPHA
AND OMEGA STRATEGIES IN TERMS OF DISCOURSE

4.3.1. Layouts of EAs and VAs
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4.3.1.1. The Headline
4.3.1.1.1. Alpha Strategies Used in Headlines.

a) The headline pattern for persuasive strategy “Ad
incentives”

» Attached gifts when purchasing

b) The headline patterns for persuasive strategy
“Increase Source Credibility”

» The product's name + the prestige awards or expert

sources

c) The headline pattern for persuasive strategy

“Emphasize Scarcity”:
[B-10] » Time scarcity

d) The headline patterns for persuasive strategy “Bgage
A Norm of Reciprocity™:

» Small gratuitous favors

e) The headline pattern for persuasive strategy
“Emphasize Consistency and Commitement”

» Free sample for trying

4.3.1.1.2. Omega Strategies Used in Headlines

a) The headline patterns for persuasive strategy “Rise
the comparison™

» The percentage off in price + saved money

b) The headline patterns for persuasive strategy “&shing
the choice into the future”

» Extending the time for paying out

c) The headline patterns for persuasive strategy
“Guarantee”

» Guarantee time
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4.3.1.2. The Body Copy

The first, it is built from two parts, the first pas product’s
information and the other is persuasive strategsed to persuade
customers.

The second, the body copy only concentrate on the
persuasive strategy without the part of the prddusformation

The last, the body copy is for asking customerssdme
small requests to get the product’'s bonuses . gift

4.3.1.3. The lllustration

The first kind, the illustration shows the prodscpicture
and attached gift’s picture.

The second kind, the illustration is a photograpbvws the
difference of a person before and after using theyst

The last kind of illustration in advertisementstésuse the
famous people’s images to attract the custometesition.

4.3.1.4. The Standing Detail

The first one, the Standing Details are put in ec&d area
and are usually hided under the name of “contdGt‘nsed help” or
“about us” in EAs and “liénd in VAs.

With the second one, the Standing Details are aputhe
bottom of the advertisement, and it also includes tompany’s
address, email address, website address, and phonizer.

4.3.1.5. Summary

Basically, the general layout of advertisements bioth
languages has the same features. It includes thdliHe, The Body
Copy, the lllustration, and the Standing Detailsowdver, the
headline’'s percentage of appearance in each laaghag some
differences.
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4.3.2. Lexical Choices in EAs and VAs

4.3.2.1. Weasel words

From the samples that | collected in both EAs amd Mt
can be seen that the weasel words “ help/gitp”pfowe/ci thién”,
and “ reduce/@m” are commonly used at the persuasive strategy
“Make messages more persuasive’both languages.

Beside above weasel words, “up to” in EAs and its
equivalent “i/dén” in VAs also appears commonly in the persuasive
strategy'Emphasize Scarcity’and“Raise the comparison’”

4.3.2.2. Evaluative Adjectives

The use of adjectives is an effective and necessavigce to
make advertisements become more impressive tornassoand this
is the reason why advertisers use them as an esftidiool for
persuasive strategies.

4.3.2.3. Hyperbole

Hyperbole is a technique which heightens expectatioy
enlarging upon the characteristics of productshsb @advertisers use
it as an effective tool to increase persuasiohair tadvertisements.

4.3.2.4. Summary

Thanks to vocabulary choices, the persuasive giesteised
in advertisements become more effective and atteacihe more
lively and vivid advertisements are, the higheispasion is.

4.3.3. Syntactic features in EAs and VAs

4.3.3.1. Passive Voice in EAs and VAs

The English passive voice is formed by the follogvin
construction:

Subject passive + Verb passive (be/get + PP) + aptal Agent
(by-Phrase)
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In the Vietnamese language, Diep Quang Ban (200@jtp
out that Vietnamese also has passive meaning, afjppichown
through the use of {band “dugc” [23,p.58].

According to him, passive sentences are realizedhbse
main constructions:

Goal + Vtransitive (1)

Goal + h/dugc + Vtransitive (2)

Goal + h/dugc/do + Agent + Vtransitive (3)
4.3.3.2. Conditional Sentences in EAs and VAs

According to “Longman English Grammar” of Alexander

(1992), the form for each type of conditional sents is as follws:

Type 1:

if+ Simple Present, will-Future
Type 2:

if + Simple Past, Conditional | (= would + Infinitive
Type 3:

if + Past Perfect, Conditional Il (= would + haveastParticiple)
In Vietnamese, according to Diep Quang Ban [23.22e
Conditional Sentence can be recognized by theviinlig structures:

T (A VORI 1)
HE oo E e )
MIBN (12) +veoveeeeeeeee e 11 3)
Gid (MA/NM)/Gia ST, T e (4

4.3.3.3. Imperative Sentences in EAs and VAs

According to Quirk et al [18, p.830] and Alexanflerp184],o0ne
of the most common structure of the imperativehis $ubjectless™
person imperative. These are two main forms of iatpe:

-Affirmative imperative: V (Base form of the verb)
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-Negative imperative: Do not + V (base form)
4.3.3.4. Summary
We can summarize the syntactic features in EAsVawin the
following table.
Table 4.8. Syntactic Features in EAs and VAs

English Vietnamese
Types of sentences
Occurrence | Rate | Occurrence Rate
Passives sentences 25 45% 65 65.6%
Conditional sentences 8 14.3% 6 6.1%
Imperative sentences 23 41.1% 28 28.3%
Total 56 100% 99 100%

4.3.4. Speech Acts Used for Persuasive Stgits in EAs
and VAs
4.3.4.1. Representative in persuasive strategi€sAn and VAS
4.3.4.2. Commissive in persuasive strategies in BAg VAs
4.3.4.3. Directive in persuasive strategies in Esl VAs
4.3.4.4. Summary
Table 4.11. Speech acts in persuasive strategiedHAs and VAs

Speech actg Type Occurrence | Rate
Representativg 130 72.6%
) Commisive 21 11.7%
English —
Directive 28 16%
Total 179 100%
Representativg 130 68.42%
) Commisive 23 12.1%
Vietnamese|[— -
Directive 37 19.5%
Total 190 100%
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CHAPTER 5
CONCLUSIONS AND IMPLICATIONS

5.1 CONCLUSIONS

“A Discourse Analysis of Advertisements in terms of

Persuasion Strategies in English and Vietnamased study of how
persuasion strategies in advertisements are steactand what
characteristic discourse features are used in thesertisements.
With this aim, we carry out to analyze and find the similarity and
differences between EAs and VAs in terms of layaxical choices,
syntactic features and pragmatic features. Thisishe also aimed to
make an original contribution to the theoreticaids¢s of discourse
analysis and advertising in general as well aslibeourse features of
persuasion strategies in English and Viethamegeaiticular. The
findings presented below are drawn from the majfiergnces and
similarities between EAs and VAs.

In terms of the layout features, both EAs and VAsveh
frame in common. In general, persuasive stratagiaslvertisements
contain 4 parts: the Headline, the Body Copy, tustration, and the
Standing Details ion which the Headline and the\B@dpy are the
main parts. In the Headline, the similarity is thia¢ headlines for
persuasive strategy “Add incentives” are used coniynio both EAs
and VAs (19.6% in EAs and 21.5% in EAs) and no Hieed found
in two strategies “Make a message more persuasind”‘Redefine
relationship” in both languages. One more simyakietween two
languages is that the Body Copy of EAs and VAs thase forms:
Firstly, it is built from two parts, the first paris product's
information and the other is persuasive strategse to persuade
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customers. Secondly, the body copy only concenti@te the
persuasive strategy without the part of the prddinformation and
the last, the body copy is for asking customers do samall
requests to get the product’s bonuses or giftgelmeral, there is no
difference in layout feature between EAs and VAs.

With regard to the lexical choices, there are mginylarities
between EAs and VAs. The first one is weasel wads usually
used in persuasive strategies of advertisementeciadly in three
kinds “Make messages more persuasive”, “EmphasiaecBy” and
“Raise the comparison”. With the use of weasel wprthe
advertisers not only convince the customers they tire trying to
offer help with their products but also make it §ibke to catch the
attention of customers. The second similaritgvaluative adjectives
which are used in three forms namely base-form ctisis,
comparative adjectives and superlative adjectiidse evaluative
adjectives appear in all six persuasive strateffiémke messages
more persuasive”, “Increase, Source Credibility’Emphasize
Scarcity”, “Raise The comparison”, “Pushing the ickointo the
future” and “Guarantees” and they are absent frdma other
strategies. Nevertheless, the percentages of ewalusdjectives are
not the same in two kinds of data. They account dohigher
percentage in EAs than in VAs. The third similarityvolves
hyperbole. It only appears in persuasive strategyake message
more persuasive” without being in the other stiategn both
languages. Because all advertisers want to enhttheaeproducts in
order to attract customer’s attention and increthge persuasion,
hyperboles are used like an effective tool in passte strategies.
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As regards the syntactic structures, there is ferdifice in
EAs and VAs. In English, passive sentences onlyeappn two
persuasive strategies “Make a message more perstiaand
“Increase source credibility”, whereas, in Vieth@mebesides these
two strategies, it appears in three strategies “Adcentives”,
“Engage a norm of reciprocity”, and “Emphasize cstesicy and
commitment”. One more difference is the persuasitategies which
contain passive voice most in EAs is ‘“Increase @®ur
credibility”(100% -1 passive voice per an advertisat), on the
other hand, two strategies “Add incentives” andriggge a norm of
reciprocity” are strategies which have a largesaingty of passive
voice in VAs (100% for each strategy). Passivelessres used in
persuasive strategies in order to emphasize thduptrs quality and
reliance and it is considered as a good way toligigfhthe product’s
incentives which customers can get when purchadiingre is a
similarity of the use of conditional sentencesvito tanguages. With
the purpose of removing and addressing some afubemer’s fears
involve buying a product; most conditional sentenage used in in
persuasive strategy “Guarantee” in both languagesterms of
imperative sentences, EAs and VAs have the samg.usnperative
sentences are used in two strategies “EmphaSizarcity” and
“Emphasize Consistency and Commitment” in both laggs.
However, the imperative sentence in VAs is morentia EAs
(82.3% versus 76.7%) and this show that Vietnamadsertisers tend
to use imperative sentences in persuasive strategiere than
English advertisers.

Finally, in terms of pragmatic feature, both langesm have
using types of speech acts in common.Those aresgepiative,
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commissive and directive. The similarity in usirgpresentative in
EAs and VAs is thatRepresentativeappears in all persuasive
strategies that we collected (260 samples). Witlyand to
commissive, the similarity in EAs and VAs is thabnamissive
occupies absolutely (100%) in persuasive strate@uatantee” in
two languages. However, the percentage of comna@ssiWAsS is
higher than EAs (70% in VAs and 40% in EASs). Inastgy
“Emphasize Consistency and Commitment”, the peeagmt of
commisive in VAs is lower than in EAs (62.5% ver€i%2%). In
Directive, the similarity is persuasive strategyrijfgthasize Scarcity”
is a strategy contains directive most in both EAd ¥As (81.2% in
EAs and 88.9%in VAs). However, the difference imgdgirective in
persuasive strategies between two languages is ithatrategy
“Emphasize Consistency and Commitment”, the divecth EAs is
lower than in VAs (71.4% versus 75%) and the tpe&tcentage of
directive in two languages is not the same, VAsehdivective more
than EAs and this shows Vietnamese advertiser tendse directive
in persuasive strategies in advertisements moren tRaglish
advertisers (69.8% versus 58.3%).
5.2. IMPLICATIONS

Firstly, with the results which are found and stadin this
thesis, we hope they will be useful reference resotor anyone who
concerns about discourse of advertisements, edlgediscourse of
persuasive strategies in advertising. In fact,egheave been quite a
lot of researches on the language of advertisingeineral, but the
studies on language in persuasive strategies msadviertisements
are still very few. Therefore, this research hofpefwill be of some
help for students majoring the English language lamguage
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researchers when they conduct a piece of scieméfearch on the
advertising language related to persuasive stegegiin
advertisements.

Secondly, basing on the typical discourse featuoés
persuasive strategies in advertisements as wéleasimilarities and
differences between two languages can make a oabie
contribution to the teaching and learning Englishr fspecific
purposes, especially English for persuasive stiedegnd English for
Business and Marketing. In addition, when teachsétigdents of
marketing field, the teachers of English will héfigir students have
a deep understanding about layout, vocabularyastintfeatures, as
well as pragmatic features in persuasive strategfiesivertisements.
This understanding will not only help students maj in Business
and Marketing know how to make an effective andaative
persuasion in advertisements but also help cus®nhave an
objective and carful consideration before buyimgy@duct.

5.3. LIMITATIONS OF THE STUDY

First of all, there are many factors contributioghe success
of a persuasive strategy in advertisements, bthisthesis we only
focus on four features such as layout, vocabulamtactic features,
and pragmatic features in persuasion strategiesndéy, due to the
lack of time, reference material as well as limitédguistic
knowledge, the samples selected for analysis dyetaken from the
internet. Thirdly, the researcher does not expllaesimilarities and
differences in the discourse features in Vietnamasd English
advertisements based on the cultural differenceause this is not
the focus of the thesis.
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5.4. SUGGESTIONS FOR FURTHER RESEARCH

This thesis is an attempt to make a detailed aisalgb
discourse analysis in terms of persuasion straeigieEnglish and
Vietnhamese advertisements. However, within thetéiton of time
and materials, the study is by no means compledesél remains
some other aspects awaiting investigation. We gtyorsuggest
further studies on the following areas:

- A contrastive analysis of stylistic devices used in
persuasive strategies in English and Vietnamese

advertisements.

- An investigation into coherence in persuasive sgiats
in English and Vietnamese advertisements

- An investigation into culture influences on persuas
strategies in English and Viethamese advertisements



