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Abstract

With recently widespread use of mobile phones and SMS communication
in Iran and reformulation of conventional communication practices, short
message advertisements have recently started to gain prominence in the
world of advertisement as a quick, less costly, available and reliable means
of introducing the products and services offered by the companies and
mstitutions. With this in mind, the present study focuses on a qualitative
/quantitative sociolinguistic study of 100 SMS advertisements in Iran.
Having divided the messages into four categories according to message
senders, it has tried to highlight statistically the effect of message type on
message length, the role of semiotics, the lexicogrammatical tools of
‘nominalization, intensifiers, and connotatively-loaded consumerism
discourse as well as foregrounding, intertextuality and the type of address
terms in persuading the message receivers to buy or use the products and
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services advertised and impose them on the recipients in addition to a
reference to the effect of prevalent ideology on the contents of the message.

Key Words: SMS, advertisement, critical discourse analysis, systemic
functional grammar

Speech is power: speech is to persuade, to convert, fo compel,
(Ralph Waldo Emerson, American writer and philosopher, 1802-1883).

Being able to speak "can mean talking the town council out of
increasing your property taxes. It can mean talking top management into
buying your plan” (Select Readings, p. 83)

Intreduction

Language has long been a true reflection of the issue of consumerism;
metaphors for buying and selling are prevalent in all languages. To quote
some examples from Bloor and Bloor (2007:139), a soldier sells his life
dearly, politicians sometimes buy support and a traitor sells his couniry.
Recent rapid changes have expedited consumerism at global levels. Coupled
with the developments in mobile communications and SMS exchanges,
there has been a widespread attempt by companies and firms, whether state-
run or private, as well as individuals, to persuade people into buying their
products, services or attending ceremonies through SMS text INessages
According to Katz (2006), mobile SMS technology helps the transfer of
information, participation in social events and political developments.
Thurlow and Poff (2011) quoting different research studies in the field of
texting refer to the use of text messaging as patient reminders and after-care
treatment in medicine, as library support, research methodology, and
pedagogical tool at university, as a recruitment strategy, as a help in locating
clean water resources in villages, as a commercial tool of advertising and as
a tool for political campaigns. The widespread use of this new technology
has encouraged the researchers to study its social and psychological
influences on people. The relatively short history of SMS texting in [ran
goes back to 2002 in which a young lady, as the first SMS service applicant,
received the following message:
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“Dear friend, if you received this message, contact this number”

SMS text messaging is a relatively new phenomenon in Iran as well, yet
it has found a righteous place in exchanging information, emotions and
sympathy as well as commercializing products among the Iranians
especially the youth. Availability, high speed, large population of
addressees, relative security, lack of private media, the hegemony of state
media, more freedom of expression, the need for recreation and
entertainment and ubiquity of cell phones and text messaging in Iranians'
everyday life are the major forces behind its wide development. The present
study aims to study the sociolinguistic features of SMS advertisements in
Iran with the purpose of determining the factors that help sell a product or
service to the public. With this in mind, this paper attempts to answer the
following questions:

is there any rélationship between power relations and average length of SMS
text length?

What is the role of semiotics, nominalization, the use of intensifiers,
foregrounding and intertextuality in SMS advertising discourse in fran?

Review of Related Literature
Critical Discourse Analysis

Critical Discourse Analysis (CDA) came to the fore by Roger Fowler, as
a way of studying the link between language and social meanings. In fact,
during 1980's and 1990's, a need was felt for the addition of a critical
component to the field of discourse analysis (Van Dijk 2004). CDA,
according to Flowerdew (2008), views language as a form of social practice.
"CDA includes not only a description and interpretation of discourse in
context, but also offers an explanation of why and how discourse works."
(Rogers 2004, p.2 cited in Paltridge 2008, p.185). Critical Discourse
Analysis can be used for unveiling the hidden deep- level ideologies
embodied in print media discourse. Paltridge (2008) speaks of doing CDA
at three levels of discourse or genre, sentence and word or phrase. At the
level of discourse or genre, issues like framing, foregrounding and back
grounding, and the attitudes and points of view of the text are discussed. At
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sentence level, issues like topicalization and agent-patient relationships are
under focus. At word and phrase levels, word connotations, degree of
formality-informality and technicality are discussed. Halliday's Systemic
Functional Linguistics proved so handy in CDA, helping the critical
discourse analyst, according to Brooks (1995) to " uncover how language
works to construct meanings that signify people, objects and events in the
world in specific ways" (p.462, emphasis mine). Media discourse can be a
tool of exercising power through the medium of ideology for
"foregrounding” or backgrounding ideas (Paltridge 2008).

SMS Language

One of the most important features of SMS language is the fact that it is
‘not in standard written discourse. SMS language is brief. Brevity is an asset
in text messaging. According to Doring (2002), SMS language helps save
time, money and effort. He believes that abbreviations and acronyms in
SMS language help build a shared knowledge helping them understand the
language and be able to use it. Skillful use of common SMS language
creates a sense of identity and solidarity with the group and persuades them
into buying the product or service advertised. In SMS language, strict rules
of grammar, orthography and punctuation are not adhered to. In Koritti’s
(1999) terms, “constructing paralinguistic markers quite ingeniously as well
as breaking orthographical conventions in an inventive manner appears to
be a personal stylistic choice” (p.15).

Intertextuality
According to Richards and Schmidt (2002), intertextuality refers to:

“the factors that make the use of one text depend on the knowledge of
other texts. ... The meaning a person derives from a text is thus said to
result from the interaction between the readers’ knowledge of the social and
litrery conventions with the text and the genre to which it belongs, the
content of the text itself, and its relationship with the other texts.”

An important difference between consumerism discourse of SMS's and
the regular messages of this kind is the high proportion of the use of
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intertextuality in the former situation. The data for this study revealed 41
cases of the use of intertextuality the understanding of which depends on
possessing some literary, historical, cultural, religious or social knowledge
of the addressee. :

Methodology
Instrumentation and procedures

The material for the present study came from' a total of 100 SMS's from
governmental agencies labeled as A, universities, governmental banks and
companies labeled as B, private companies, banks and services, labeled as
C, and individuals labeled as D. This grouping was mainly done according
to the type of power relations between the senders and the receivers in a
hierarchical manaer; it was assumed that as we move from type A group of
messages to type D messages, there is a decrease in the imposing power of
the sender; meanwhile, the receiver gains greater power since he/she may
decide whether to accept or decline the product or service advertised. This is
reflected in the type of lexical items used by the senders.

The texts of consumerism SMS's received by the researcher were
carefully transcribed on a table given in appendix A. Another table was
prepared in which the messages were described in terms of the grouping of
message sender, the use of semiotic features, orthography and language,
message size, intertextuality (whether the message intertextually refers to
another event or not), the use of numerals, the use vocabulary associated
with consumerism, foregrounding, and intensifiers. Simple frequency counts
and percentages were used to tabulate and statistically describe the data in
terms of the above-mentioned criteria.

Results and discussion
A. Sender Groupings

As it was mentioned earlier, SMS advertisements used in this study were
put into four groups depending on the type of relationship holding between
the senders and receiver. The information about the frequency and percentage
of message groupings in terms of their senders is given in table 1:
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Table one
Frequency and percentage of SMS ads groupings in terms of senders

Group | Description Frequency | Percentage
A Governmental Agencies 8 8

B State Banks, Universities, Companies 32 32
C Non-state companies, banks, services 40 40
b Individuals 20 20
Total | Four Groups 100 106

The frequencies in table 1 indicate that the majority of messages were
sent by private companies, banks and services while the minimum number
of messages were sent by governmental agencies; State-run banks and
offices ranked the second, and the messages sent by the individuals mainly
for the purpose of informing or thanking are in the third rank in terms of
frequency. The decreasing frequency of the number of SMS's is a good
reflection of the increasing nature of power associated with the groups as
well as the decreasing need of the groups to advertise. People are obliged to
follow fixed rules and procedures set up by the governmental agencies to
fulfill their needs. Moreover, governmental agencies have used them mostly
for the purpose of informing rather than persuading; this is in turn reflected
in lack of the use of consumerism terminology, foregrounding,
intertextuality and informal language use. The same trend is observed for
individual SMS's that are mostly used for the purpose of informing. An
instance for each group of messages is given below:

Group A, sender: Education office
&531 ; )ISLM

HNFIA a3 50 405 oz b 35T 0o cSapo bl 095 iy Sledlbl cand izie

A3 heod T asl 0385 4y cdl o s
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Group B: Sender: A state-affiliated military service office:
P b
ab by laslw o Ll 5 Gaead Celad 10 (e o ojled a) ol 5 Jaedes
LB S gy DS (gages
bl (goges adilsy lasla
Group C, sender: Confectione@ Shop:
a i Lo bly G
LacaS ol5llg 3 50
Ol yez oKiiled 5
Group D: z’rzfdividuals
G ole b ¢ nate g ot pope Lol Sl 053 Gl 08 g K25 Culed alewshios @il b
Sl ppizme glodl ol 2l Slom o pioma telodsl (bl (98 HlaSS 590 o e
VOO IS S ol 5ol (g5 9 (oo Vsl D! ol ol i s

B. Message length

The sentence”" Brevity is an asset” is rather well known in everyday
conversation. It is an advantage out of which consumerism discourse should
make the best use. However, the term SMS seems to be a misnomer in its
Iranian context since theys are not really short messages. No or too few
abbreviations are used in these messages. The majority of messages breach
the maxim of quantity or quantity in its Gricean sense for the sake of being
polite since politeness is so much important in its Iranian context that it goes
to the extent of Ta'arof. The information for message length calculated on
the basis of the average number of words per message is shown in table 2.



JALDA, Vol. 1 No.! Summer 2013 97

Table 2
Average sentence length and percentage for the sender groups

Group | frequency | Total number | Average number | Maximum number | Minimum
of of words per of words per of words per number

messages group message message of words
A 8 142 17.12 37 7
B 32 715 22.34 71 9
C 40 589 14.72 35 6
D 20 350 17.50 63 9
Total 100 1796 17.95 71 6

Percent

Figure 1
Average sentence length and percentage for the sender groups

As the results in table 2 indicate, the mean sentence length of the
messages ranged between 14.72 in group A and 2234 in group B,
increasing the threshold sentence length of SMS advertisements from what
is normally accepted. It seems that short, brief and abbreviated messages are
sometimes considered to be face-threatening and impolite, especially when
sent by individuals; therefore, average sentence length of the messages sent
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by individuals was 17.50.that is much higher than that of the group A and C.
The shortest messages sent by a non-state bank in group C was :

On the other haﬁd, the longest message sent by a state-affiliated housing
committee in group B was:

ol b il e b i cdb o ot dsliz Lo diw fyog aolel 4 4z g5 b oDl
BT o TIVAS 2OV ATY ol 4 o bl S3b wolus 4y Ju, ¥ v e v abis
0,88 Yo oload 4y ol ale s j0 Sl wlgy 09 Dgamme 4y dzgi Lol 8 aludl 4 /O/VY
alyy des 505ly 5 gons shiel Gl polasl aalad sl caglyl gle) G g wl Cu
Generally, gd_'vemment affiliated institutions (Group B) and individuals
(Group D) have used more words per message in comparison to the other
two groups. It might be concluded that there is no concemn for cost and
economy since the payment for the messages is done by a branch of
governmental office; moreover, in the case of individuals the number of
message recipients is limited, and again concern for cost and payment is not
high. The primary purpose of the messages in both groups is informing
rather than persuading while the advertisers in group C cater for leaving the
maximum amount of effect on the recipients with the minimum number of
words. Concern for cost is high in this case because of the large number of
people who receive the message. Moreover, an element of imposition is

present in the messages sent by group A governmental offices like the
following example in which a commanding tone is used:

Cawgdlad Ld ez BT

Soilad dxzl e tefahiar alle 4 4L il o 5l Bl Cpo Cul siaialys

“C. The use of non-linguistic features

Semiotics is defined by Richards and Schmidt (2002, p. 479) in the
following way:"the analysis of systems using signs or signals for the
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purpose of communication." Due to the brief nature of SMSing, the use of
signs for communicating meanings is not uncommon. Human beings
understand visual pictorial stimuli more quickly than merely linguistic ones.
To put it in cognitive terms, they tend to attend to pictorial stimuli
accompanied with the linguistic stimuli rather quickly. How to get the
recipient’s attention is a key discussion in persuasive feature of
consumerism discourse. In other words, consumerism discourse attempts to
buy the recipients attention at whatever cost available. In addition to brevity,
the use of non-linguistic features is a great asset that consumerism discourse
may exploit for its benefit to steal away the desire of the recipients to do
things. Therefore, the data in the present study was analyzed for finding the
nonlinguistic features exploited by message senders. The analysis yielded
51 cases of the use of semiotics including: the use of asterisks before and
after the name of the company, service or product, the use of parentheses,
putting .each chunk of words in a separate line, the use of symbol for
percentage (70), the use of dash marks and changing the code or language.
The statistical information is given in the table 3.

Table 3
Statistical information for the use of semiotic features for each group
Group Total Number Frequency of percentage Symbols used
of messages semiotics

A 8 ‘ 4 50 ", La. & Li shift

B 32 2 37.50 *, La. shift

C 40 28 70 "¥, %, (), La/ki,

D 20 7 35 -, ", Li. shift
Total 100 51 51 all

As table 3 indicates, nonlinguistic features have mainly been used by
private sector in order to market their respective products or services and
persuade the recipients to buy or notice them. Private sector includes type-C
SMS's that try to use semiotics in 70 percent of the items here. The least use
of semiotics is observed for individuals who send rather lengthy messages
for the purpose of informing or thanking. Group A take the second place in
the use of semiotic features since it tries to put double emphasis on rules and
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regulations. The following is an SMS from Iran Khodro Company with a
rather commanding tone:

Cazmlo e do Lalal oy wlss 113 sog1 Ll bLLS o cBlo gy vege (ol I (65000
S Y iy o gl TV e S ale nled ol s dege 4 bl

| DFF-BY Kz ol
Hgye Ol

The use of asterisks and putting” ¢,045 ) ,!" in a separate line makes the

reader notice it more easily.

D. Lexico-grammatical Devices
1. The use of lexical items associated with consumerism

As it was mentioned in the introductory section, all languages are replete
with the instances of the use of vocabulary associated with buying, selling
or trading such as to sell ones country, to earn a reputation and to buy back
the lost reputation. Many instances of the use of words associated with
consumerism were found in the sample chosen for the present study. The
following instances are but a few of them:

mablagh, , variz, pardakht, moshtari (the most frequently used word),
check, agsat, sar resid, etaye vam, bank, jobran, arzani, forushgah, takhfif,
dar sad, etebar, amadeye khedmat, sarmaye, hedie, rayegan, daryaft,
yaraneh, karte banki, seporde, sud, ovragh, deeye bime, afzayeshe taahodat,
karte sakhaye farhangian, sharj, , pish forush, mosharekat, nagd, jayze,
bazaar, raygan, karmozd, tarhe ekram, harraj and tazmini.

The data for this study revealed 127 cases of the use of lexical items
associated with consumerism discourse.

Moreover, some instances of the use of words that are potentially loaded
in terms of consumerism and implicitly drive the readers into buying the
products and services were observed in the following instances:

KW }.’.}ES J:bb uljm)ts Qlfuﬁ)‘d Aol g?al.ma- & g'_‘_,lj,;l“, &ﬁb J’)}? oiSs & . 'J
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This message implicitly entails that only Saderat bank gives promises
and fulfills them by paying prize money. Or the following piece about the
opening of dentistry tries to sell itself by the use of the underlined words:

(1col s5edgiighns] emoznil gsis) S pilais #ls . P odao mlassl
st yd (a9d GLhako 9 Dol sagi of jo s JolS yguant sudy st (S o

Similarly by the use of the following motto, Ansar bank uses both
nonlinguistic and linguistic elements to say that only this bank has the
liability for trust:

#3laiel g Caods olad Glail SSL#

The same function is fulfilled by the use of the underlined words in the
following messag:

<855 b T glapin b 5550 ,00 3 (bl

2. Using numerals or giving value numbers for products and services

The data revealed 52 cases of the use of numbers either to indicate the
littleness of the cost of a product or service on the eye of the consumers or to
exaggerate the amount of benefit for him/her if he uses the product or service
advertised in the message. The following cases clearly indicate the point:

b pon SOl and oleT J0 Sy Yo tg b oo e 0165 4 e
| e ot 90 3 La g Lo (gue i YO

..... Ol Salay Yor g a5 2

Glogd FADee Jadd poge + dale ¥ g p e w40 23500
W piiin Joze pdaw peliT ]l Sy o slaalS

..... 395 00 sl a8l 9,0 SlellSe chiasa Ve

ol LT ply 40 )b
GFTS g )l chiss 1Y

Sl e o 480 VP LLI L 3ag g0
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3. The use of emphatic words

By emphatic words, we mean linguistic elements such as mohemm,
hezaran, hamin and had aksar that either give added effect to the description
or the usefulness of the item being described or mostly assign a time Hmit
for fulfilling a commitment, specially in messages sent by state-affiliated
agencies and offices. Intensifiers like the semiotic features serve the
noticing function. In other words, they attract the reader's attention to
particular features of the message. Sixty three cases of the use of emphatic
words were detected in the study. It was mostly used by group C non-state
agencies. The following are the intensifiers found in the data:

had aksar, ovlaviate .., axarin, be zoodi, ta .., mohemm, tarjihan, boland
moddat, hamin..., tamami, takonun, hame, bozorg, nahayat, (mardome)
fahim, tak tak (e shoma), (tabiate) zibaye.., khub, sarshar, barnamehaye
mohayyej, avvalin (shobe), tanha (shobe), yek (payamake), har che saritar,
(hozure) garmetan, had aghal, vizheh, asantarin, hozure (por mehretan),
(jayzeye) naghdi, taakid (kardand), dar suratike, har gune (pishnahad),
(sude) ali, bedune (karmozd), (pish forushe) talayi and (entekhab reshteye)
tazmini.

The following are some instances in which some of the mentioned
intensifiers have appeared:

39 5355 a5 Sy U 5 (i ol ezl 5 5 Sy onh ol
o b oSl b e

IEVIRYS PP Ifsis_'i?)_‘ Ll S S lo p dege

m £ po adiglel e do-bars...

o dilobs 3 o w

The use of the emphatic words mentioned above makes the product stand
out in comparison with the other available options, implicitly enticing the
recipient to buy or use the product advertised upon.
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4. Nominalization

The process of making nouns from verbs and adjectives is called
nominalization. Thompson (1996) defines it as “the use of a nominal form
to express a process meaning” (p.167). One of the striking features of
nominalization is that it allows for the elision of both actor and the goal of
the process. In other words, nominalization is a strategy that the writer cuts
off the process from here-and-now and much of the information is intently
omitted for producing a certain effect desired by discourse producers. The
absence of verb makes no point of curiosity for the reader about the actors.
Nominalization serves as a tool for both thematization and “meaning-
condensation” (Thompson, 1996, p.171). It is a means whereby all
references to people can be omitted; the action itself gains prominence not
the agents. As such, nominalization is one of the crucial linguistic resources
utilized in media discourse. But it can be exploited or abused; a sort of
suspense is created in the readers' minds as to the agent of the action. The
data for the present study revealed 50 cases of nominalization most of which
was used in group C type of messages sent by private agencies and
institutes. The following are some examples from the data:

w] Aufloca’ LgLach.L.u‘.) ui:_g).é

03 ypo RN9T Ay

e Cailin s |y Lo 3 0L g oS 3

e b (5390 380 9 ]

E. Information structure of SMS advertisements

Speakers and writers in any language construct their messages in a way
that makes them fit smoothly into the new events (Thompson, 1996). In
addition to giving new information to listeners or readers, they occasionally
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try to signal to them how their present point is related to the previous ones.
"To do so they use thematization strategies; they sequence their theme-rheme
relationship in a way that the flow of information would logically be
plausible and based on the interlocutors’ shared negotiated meanings.
Foregrounding is one of the techniques utilized by writers to put the most
important information in theme position, the position that catches the
readers’ eyes in simple terms; the focus of information is put in this
situation. An examination of the data for the present study indicated that
information related to the persuasive nature of SMS ads was thematized in a
considerable number of 84 messages. It means that 84 percent of the data
included the technique of foregrounding in order to publicize the respective
products or services. Table four shows the frequency and percentage of
foregrounding in the data for each group:

The frequency and percentage of the mati:‘;l;t:sed by four groups of senders in the study:
Group Frequgncy percentage
A 7 87.5
B 24 75
C 37 92.5
D 16 80
Total 84 &4

The following four examples from four groups under study here may
illustrate the point; the fore grounded information is underlined and
italicized:

wdlod drad o refahiir ailobuw 4 alyl b 4o 31 G pail g Cowl Wioidlgs (A

SlaSRuned (3930 Al o ;0 lae )y Il olo cianndly Gun 5 axin 90 ladd B

.WWWQQ
Sgrmn giilo .ad 5L;T 0395 10 bl (g i oylogi Frov ks guts :C
.......... 9 o3 el o il oo MBI G 1y . i Ty iS00 D
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F. Intertextuality and ideology in consumerism- discourse of SMS
advertisements

The definition for intertextuality given by Richards and $chmidt (2002),
has already been used in previous sections. A distinguishing feature of
mobile SMS exchanges in Iran is the high proportion of the use of
intertextuality or reference to other events or literary pieces. Consumerism
discourse of the SMS advertisement in this study revealed the use of a total
number of 41 Cases of intertextuality the understanding of which depended
on possessing some presupposed literary, historical, cultural, religious or
social knowledge of the events or pieces mentioned in the messages by the
- recipient. The following items from the study may illustrate the point:

SR04 gy 03 10 00i3led o x0T 9w P Capland g oDl 30
VAL celas 39 ol LSJL».Ml a5 - QU

) ot o g3 S35 s GUe

JL..xs bl Y00 an bl Gl Jla L il e 8,0 gl bl g 59381 5
Sags ggiS )

.................. ool jhe olils 5,5 condS s ucygrely adl Gl g ol Ul

Sz g (Sl Jleb (T ol F S i Tl b by (BleS ST Gais Sgus

In each of the messages given above, the sender has tried to give
ideological, religious or cultural legitimacy to the action implicitly
requested from the recipient, and has tried to add to the other effects of
consumerism discourse he has utilized in the message.

G. Address terms of consumerism discourse in SMS Advertisements

A final examination of the messages under study here revealed the use or
non-use of the address terms. The messages in group A and B of the data
have generally tried to use explicit terms of address like "moshtarie gerami,
moshtarake gerami, hamkare gerami, ham shahriane aziz" which address the
recipients in formal terms trying to respect the receivers right to have
negative face and be independent from them (Yule, 2011, p. 135); this is
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usually followed by a formal description of the request like the following
example: :

G230 Orke VTF gl 4o JHlas B 395 dabi dayy Shigad a3l pae &5 50
oo anml o anl ann LS ool ay !

Contrarily, most of the messages belonging to group C and D have tried
to emphasize the positive face of the recipients and have tried to create a
sense of solidarity either by using rather intimate address term or not using
any address term:

)3..]£x> _,..!é:...o C_«JL)_ JL.S.:J! .............. dos 01)':!)"‘" g L.J‘JMP LS;J"" ol &Jm Ql)t}
.................... Al it K00 e b SO L ol F
...... Cm!d{)‘.} ;)A S919; c(L..g.) Ul)-»a-’) pretty boys u.u._z'l)ﬂ_t

Conclusion and implications

To put the finishing notes to this discussion, a total number of SMS
advertisements in this study were categorized into four groups depending on
whether they were sent by state-affiliated agencies, state-affiliated banks or
companies, private sector agencies and companies or individuals. The
average number of words per message, as an indicator of message length,
was examined, and it was revealed that group-B messages included the
longest messages while group C included the shortest ones meaning that
group-C messages tried to use more of consumerism discourse. It was also
found that, SMS advertisement producers may use semiotic features along
with the lexicogrammatical features of consumerism-loaded vocabulary,
numerals, emphatic words or intensifiers and nominalization to bring about
their intended effect. Moreover, discourse producers of SMS ads skillfully
use foregrounding, intertextuality and discourse-fitting address terms for
persuading the receiver to use or buy the product or service advertised. We
saw no public advertising of products or services considered to be taboo and
unfavorable according to the prevalent ideology, values and beliefs of the
society. The ruling ideology of the country runs through most of the
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messages in explicit and implicit ways indicating the values that are publicly
held and adhered to throughout the society. The findings of this descriptive
quantitative/qualitative study may shed light into the dark corners of the
question that how producers implicitly make us buy or use something
without any original intention to do so. The findings of this study may prove
fruitful for producers, companies and institutes in helping them devise
effective ways of advertising themselves and promoting the public demand
for their products and services bearing financial consequences for them.
Overall, it may be claimed that SMS adds need to be as brief as possible
while attempting to use the elements of nominalization, foregrounding,
emphatic words or expressions, intertextuality and substitute or no address
terms instead of using formal address terms in order to bring about the
desired effect.

Mohammad Reza Khodadustis a PhD candidate of TEFL .His research
interests include Discourse Analysis, Contrastive Analysis, Feedback and
Translation studies. He has published some papers in some reputed journals
on TEFL and applied Linguistics and has presented papers in some national
and international conferences.
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Appendix A : Items used in the study
SMS Ads used in the study
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