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Abstract
Making an advertisement is like how we communicate with others. In a speech performance, words with meaning are used to deliver a message to the audience. The goal of this study is to describe perlocutionary, illocutionary and locutionary acts in advertising. This study is descriptive. This study looks at advertisements on television, namely PepsiCo, CocaCola, Shan Masala, Dettol and Tapal Danedar. The focus of this study is on a type of illocutionary function and perlocutionary function found in advertising discourse. The note technique is used to collect data. According to the findings, the forms of acts perlocutionary and illocutionary found in the advertisements on television include declarative, representational, expressive, and commissive. 
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Introduction:
As Robert Louis Stevenson has said: “everyone lives by selling something” (1883). Everyone sells something, be it good or a service. To keep up with the pace of the competing world, knowledge and understanding of basic economics give the guidelines to establish and strive to make profits for any organization in exchange for goods and services with money. Previously, the sellers followed traditional ways of selling, where the salesperson could easily control the procedure from start to finish, to persuade the buyer to buy even where the buyer is not in need. As Tanner et al., (2014) who asserted: “Personal selling is a person-to-person business activity in which a salesperson uncovers and satisfies the needs of a buyer to the mutual, long-term benefit of both parties” (p. 1). However, in the technological era of today, we must redevise the techniques to convince the consumer because nowadays, the sellers have minimal control over the conversation (Jain, n.d.).
There are innumerable ways to communicate; the use of language is one such. In other words, the most powerful device of human communication is language. Furthermore, Novianti and Maliyani (2018) assert that advertisements are paid-for communications in the form of language that are intended to enlighten or persuade those who receive them, arguing advertising to be a strategy for gaining a competitive edge in a competitive industry (p. 1). Its goal is to persuade potential customers to buy or consume more of a specific brand of goods or services.
“Advertising” has emerged from the mediaeval Latin verb “advertere” which means to direct one’s attention to. It encompasses any form of announcement intended to direct the attention of the masses towards certain attributes of a commodity - its cost, qualities, and availability. In terms of advertising, three categories emerge: (1) consumer advertising: which promotes a product or service; (2) trade advertising: which works with dealers and professionals via trade publications and media; and (3) public relations advertising: which works with society through individuals, community groups, and politicians to draw attention to a social issue or political agenda (Onoh, 2019, p. 4).  
In the field of advertising, we study to which extent a party or a person is successful in satisfying and convincing his counterpart. The term that branches from “convincing” is “persuading”, which has been studied over the centuries by great philosophers and theorists. The formal study of persuasion is embedded in ancient Greeks, who were the first to introduce the use of persuasion, calling it “rhetoric”. Among those theorists, one great name is that of Aristotle (1991) who defined rhetoric as “the faculty of observing in any given case, the available means of persuasion” (p. 36); Borchers (2013) defined persuasion as “the coproduction of meaning that results when an individual or group of individuals uses language strategies and/or visual images to make audiences identify with that individual or group” (p. 15); Charles (2004) treated persuasion as “a process of co-creating a state of identification between a source and a receiver that results from the use of verbal and/or visual symbols” (p. 13). 
Literature Review:
Huang (2019) proceeds further to bring to light the views of experts such as Weymes (1990), Hafer (1993) and Sun (2007), who explain that some persuasion strategies can be referred to which are in congruence with Aristotle’s three artistic proofs of persuasion: (1) ethos: relating to convincing the audience of the persuader’s credibility; (2) pathos: relating to the emotional appeal of the audience, and (3) logos: relating to convincing the audience through logic and/or reason (354). Music, a catalyst of persuasion, embodies all three of the categories; while its tune triggers the emotional response from the audience (pathos), its lyrics convey the message (logos), and we all know if a famous singer is behind the vocals of the advertisement, there would surely be a success factor involved (ethos). For example, the singer Bilal Maqsood from the renowned band, Strings, singing in an advertisement for Lipton tea, had the audience humming and joining in chorus, some with the Lipton tea in hand. On the other hand, if a less influential singer would vocalise the song of an advertisement, the reach might not be as far or even effective. 
The basic purpose behind the whole advertising campaign is to link the audience/consumer to the sellers/producers. The marketing department of industries is clever enough to grasp the mode of reaching their target audience of the modern era: media (TV, social media etc). Therefore, instead of wasting time on printing pamphlets and booklets promoting their products, they hire media software experts to curate advertisements on their behalf, employing as many tools (colours, songs, graphics, visual effects, etc.) as possible to lure in customers. In less time, and with the minimum resources, you can convey your message to the maximum length of the population.
Pragmatics is the study of language in use, according to Li (2016). Furthermore, according to Leech (2016), "fifteen years ago, pragmatics was mentioned by linguists rarely, if at all." From their analysis of speech act pertaining “Advertising of Child Milk in Television”, Novianti and Maliyani (2018) mention that pragmatics can be defined as a system in which context supports meaning and expand on it to quote Li (2016), according to whom, pragmatic theories include reference, deixis, anaphora, presupposition, speech act theory, indirect speech act theory, the cooperative principle and its maxim, conversational implicatures, and the courtesy principle, among others (p. 270). 
Bringing to light the perspective of Fifin et al. (2015) by Novianti and Maliyani (2018), speech acts are when people talk or proclaim something while also doing something or creating an act. People can physically act at this moment (p. 270). The speakers are not required to physically do the action. The words spoken would be adequate to act. The researchers conclude that speech act is the study of the intention of the speaker, meaning when people use language to conduct an act based on the criteria above. There are three connected acts in executing speech acts, according to Verceheren in Altikriti (2011): 1) Locutionary act (or locution): an utterance's specific meaning and context. 2) Illocutionary act (or illocution): The act performed during, or as a result of, the illocution; and 3) Perlocutionary act (or perlocution): The act conducted through the use of what is stated. Searle in Dylgjeri (2017) divides the illocutionary act into five categories: 
Directives are attempts by the speaker to persuade the listener to do something. Asking, begging, commanding, ordering, and requesting are instances of directives. 
Commissive pledge the speakers to carry out a specific action. Offering, promising, swearing, threatening, and vowing are all examples of being commissioned.
Assertives represent a specific situation by the speakers. Because they try to represent a condition of affairs in the world, such as affirming, reporting, informing, asserting, and so on, the utterances might be evaluated as true or incorrect. 
Expressives communicate the person's emotional reaction to the circumstance. Some instances are welcome, congratulations, thank you, and so on. 
Declaratives are utterances that aim to change the world by implying that it has been changed, such as naming, sentencing, and appointing. 
Other experts on the topic that have been referred to include Moriarty et al. (2015), according to whom advertising is any activity carried out for a fee or other valuable consideration by or on behalf of an advertiser or marketer. Furthermore, according to Raum (2014), advertising is a form of communication. Its goal is to raise awareness of a specific event, concept, or product. Most of the advertising is intended to sell things and services. Furthermore, "advertising is any paid form of non-personal communication of ideas, goods and service by an identity sponsor," according to Kottler as quoted in Fitriana (2010, p. 270).
"The language of advertising is apart from other languages," according to O'Neill in Fitriana (2010). Furthermore, according to Goshgarian (as cited in Fitriana, 2010), the strength of advertising is defined by two elements: image and words. Because the language of advertising is made up of a combination of words and images, these elements must be carefully used. The words and visuals utilized in generating or manufacturing an advertisement will have an impact on the audience's reactions. To acquire the desired impacts or responses from the audience, the advertiser must be cautious and strategic in the selection and placement of words. Advertising serves as more than just a source of information.
The present study investigates those advertisements which are strung together in the theme of humanism in the backdrop of Covid-19. When the whole of mankind is shaken down by the gales of the pandemic, a little said is more meant and appreciated. Therefore, the selection is limited to those commercials whose jingles literally and contextually motivate the consumer.
Research Question:
What are the perlocutionary, illocutionary, and locutionary acts present in Pakistani television advertisements?
Research Objective:
To identify and analyse the perlocutionary, illocutionary, and locutionary acts present in Pakistani television advertisements
Methodology:
Sampling:
In this study, we use purposive sampling, which means that the advertisements are chosen based on the researcher's knowledge. From a wide variety of advertisements, the following ads were selected based on the beautiful amalgamation of lyrics, music, visual image and the message being conveyed: 
Advertisement of Pepsi (Millions of Meals) - sung by Sajjad Ali and Aima Baig
Advertisement of Coca Cola - the reprise of Junaid Jamshed’s song “yeh shaam” 
Advertisement of Shan Masala (Chinese Couple) 
Advertisement of Dettol ad (in days of Covid-19)
Advertisement of Tapal Family Mixture (Meri Family Meri Strength) 
In the world of competitive environment, there must be an unprecedented endeavor to seek attention and win the general public's hearts. Therefore, the diction of the ads requires a qualitative analysis as it was stated earlier that it is a discourse analysis of the words of jingles. In other words, the expression of the lyrics used in each of the advertisements requires a descriptive analysis of them. 
Theoretical Framework:
The basic intention of pragmatics is to direct and lead utterances towards meaning. In his book “How to Do Things with Words” (1975) J. L. Austin pointed out that utterances are part of an action i.e. they are performative. Austin’s “speech act theory” contains locutionary, illocutionary and perlocutionary acts, which are often cited when considering the implications of utterances. Nordquist (2019) defines locutionary to be “the action of making a meaningful utterance” (explicit), whereas illocutionary is “performing an intentional utterance” (implicit) while perlocutionary talks about “producing the effect of the meaningful, intentional utterance”. 
Corresponding to our topic, this theory supports the pragmatic analysis of the language used in composing the theme songs in the background of commercials. Here the intender tries to build his narrative using words i.e. the use of perlocutionary speech acts which, as Ruth M. Kempson has asserted, tries to develop a “consequent effect on the hearer which the speaker intends should follow from his utterance”
Data Analysis:
Advertisements are analyzed by applying the persuasive category. Firstly, their lyrics will be written separately and then, keeping those lyrics in front, the research will be conducted. For motivation, inspiration, and aspiration, the mass population are indebted to the use of words. They can make, as well as break, long-standing relations. Whether they are used as speech acts or they comply with the maxims of cooperative principles, one should use them with economy and precision. The lyrics of the following advertisements are very target-oriented; they convey the message very well, without the touch of a formal lesson. 
Lyrics:
In all of the selected advertisements, there is one dominating theme: humanism, whether in the form of assistance reaching out to the people in the days of covid-19, bringing down the walls of racism, or the feel of the presence of a single unit in a home. In short, the selection of the instances is greatly worked upon this idea that words should lead to some significant action. 
Advertisement of Pepsi (Millions of Meals) - sung by Sajjad Ali and Aima Baig:
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Fig. 1: Advertisement of Pepsi (Millions of Meals) - sung by Sajjad Ali and Aima Baig.
"Maula mere Maula
Mujhe bhoolnay na dena….
…. Jab andheron se darr gaya tha yeh zamana,
Jab chhorr diya tha zindagi ne shor machana…
Maula mere Maula
Mujhe bhoolnay na dena..”
Translation:
“Lord, my Lord, 
Let me not forget… 
…. When the world became threatened by the darkness,
When life stopped pulsating… 
Lord, my Lord,
Let me not forget…” 
The music video demonstrates how in the days of covid-19, it became difficult for people to make basic ends meet. PepsiCo, in collaboration with Lays Pakistan, took it upon itself to have ration delivered to even the most remote of places, as indicated by the people living in mountainous areas. Keeping in view our theme, that words preceding actions can fairly be witnessed in this advertisement. The opening scene of the advertisement introduces the atmosphere of dismay and desperation through atmospheric interpretation and the dispirited countenances of the destitute. The utterance “jab andheron se darr gaya tha yeh zamana” (when the world got threatened by darkness) reminds one of the days of covid-19. The word " andheron" (darkness) indicates that these were not only the days when the pandemic hit everyone, but also the aftermath of the pandemic, which resulted in financial collapse. The words like “jab chhorr diya zindagi ne shor machana”: it was not the time when people were forced to live in isolation and seclusion, but also created that the world was not pulsated with the sound and movement of life; it seemed bleak and suspended in a somber pall.
The Pepsi truck appears as a torch against the abyssal night, illustrating hope in the words “inn mushkilon ke pal mein, mujhe pyaar nazar aaya” (I saw love in these moments of hardship) All the characters are shown sharing their bit of resources.  
The selection of language is built upon the concept of the illocutionary speech act. The composer of the entire advertisement has carefully worked on the words, background, and message through the combination of both. 
(ii)  Advertisement of Coca Cola - reprise of Junaid Jamshed’s “yeh shaam”

Fig. 2: Advertisement of Coca Cola - reprise of Junaid Jamshed’s “yeh shaam”
“Iss shaam ko…
…. Amar karlen”
Translation: 
“This evening….
…. Immortalise it”
This advertisement demonstrates diversity in terms of races being intertwined and connected through a single bottle of Coke. It is bringing down the racial discrimination, a sign of unity, a sign of promotion of global ties, from far east to far west. Evidently, the atmosphere created flaunts the category of perlocutionary. 
Phrases such as “iss shaam ko, iss saath ko, aao, amar karlen” (lets immortalize this evening and this company) do not imply to one “shaam” (evening) but all “shaam” and every “shaam” can be “amar” (immortalized) by living together, in harmony, with no social divisions in between. Opening your doors is like opening your heart, accommodating yourself on your tables by sharing your meals, it is nothing new, yet the old maxims are revitalized. In the present era, life is crippled by discrimination based on caste, colour and creed where tolerance for difference is on the verge of extinction. Such propagation can bring back the lost humanity to life. 
The bottle of Coca-Cola signifies a common drink served on tables of all nations. Such tokens of love, sharing and caring can go a long way in building relations.
Advertisement of Shan Masala (Chinese couple) 

Fig. 3: Advertisement of Shan Masala (Chinese couple) 

Figure 4: Advertisement of Shan Masala (Chinese couple) 
“Kainday ne
‘Dujjiyaan de zaiqay nai chaknay’…. …..” 
Translation:
“It has been said
Not to taste the food of others…”
This commercial also shows food as being a symbol of unity between the two neighbouring nations, particularly Pakistan and China, and can be found internationally in general. 
The advertisement under scrutiny gives us a glimpse into the longstanding Pak-China relationship. The female characters in the commercial represent how food, illustrated here as a symbol of union, brings together people, transcending borders and language barriers – the power of culture. 
It starts with “Kainday ne dujjiyaan de zaiqay nai chaknay” (It has been said not to taste the food of others), in which “dujjiyaan” (others) signifies the hype of discrimination which created differences. It symbolises the illocutionary speech act which highlights the idea of division and discrimination. But how, in the heat of differences, you can find a solution through mending your ways, building up new relations. The advertisement ends with the phrase “Aao ghar ka aangan roshan karden parosiyon se'' (let us light up our homes with our neighbours) which contextually means together let us open our doors and hearts for anyone and everyone. 
Advertisement of Dettol ad (in days of covid-19) 
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Fig. 5: Advertisement of Dettol ad (in days of covid-19) 

Fig. 6: Advertisement of Dettol ad (in days of covid-19) 
“Sheron ke panjay
Bhi ab se dhullen ge… 
….dettol dettol ho!” 
Translation:
“Even the claws of lions
Will be washed now… 
…. Dettol dettol oh!”
Although covid-19 compelled even the most unhygienic of unhygienic to wash their hands on a regular, meticulous basis, some people still had the tendency to take it lightly, making a jester out of people for practicing social distance and taking effective measures to protect themselves and their loved ones. Some people refused to believe in the existence of coronavirus until the eventuality led to catastrophe. Dettol is one of the forerunners in introducing handy hand sanitizers, surface cleaners and multiple other multi-purpose detergents. The advertisement was introduced at a highly critical period as the entire world battled covid-19 and the devastating consequences it left on the health of people having contracted the virus. Joyful jingles bring about softness and lightness to the moody atmosphere darkened by the virus and have also shown strategic success in terms of educating children by methodically incorporating children into the advertisement. 
The perlocutionary was much needed in such a turbulent period. For linguists particularly, it reinforced the concept of speech acts as its employment to educate the mass populace was effectively utilized. Utterances such as “Sheron ke panjay bhi ab se dhullen ge… “(even the claws of lions will be washed now) are hyperbolic utterances to show the essential importance of washing hands being an active defender in the face of covid-19.  
Advertisement of Tapal Family Mixture (Meri Family Meri Strength) 

Fig. 7: Advertisement of Tapal Family Mixture 
“Rishton ki khushboo bikhri… 
...Mehfooz hoon!” 
Translation:
“The scent of relationships spreads. 
… I am safe!” 
Lyrics such as “thaknay laggay hain..” (getting tired) coupled with the pittering and patterning of rain outside, not to mention the haggard looks of the father, create a gloomy atmosphere of tension and despair. However, from the Tapal tea being added to the boiling water to the tea being served, a succession of events takes place of the ingredients being boiled together that analogise the family coming together to help support the father being crippled by financial difficulties. 
The following table gives a comprehensive picture of the implication of different categories of Speech Acts. The selected commercials provide such instances where human actions are greatly inspired by the spoken words.  

	Sr.
	Speech Act
	Clause

	1
	Declarative
	“Inn mushkilon ke pal mein”
(in these moments of hardship) 

“Kainday ne, dujjiyaan de zaiqay nai chhaknay; te kiw’en ho’n ge dujje vi apne?”
(It has been said not to taste the food of others)

	2
	Representative
	“Zindagi ne jab chor diya shor machana” 
(When life stopped making noise)

“Dil ka darwaza khulta hai khaanay ki khushboo se”
(Door of the heart opens with the aroma of food)

“Kaisay kahoon ke thaknay laggay hain hoslon ke yeh qadam”
(How can I say that these steps of determination are tiring?) 

	3
	Expressive
	“Mujhe pyaar nazar aaya” 
(I see love)

“Zaiqay se dil khulta hai”// “Dil ka darwaza khulta hai khaanay ki khushboo se”
(Taste opens the heart) // (Door of the heart opens with the aroma of food)

“Rishton ki khusboo bikhri, mujhe mein her soo” // “Saath hou tera tou mai kiya na karoon” 
(The scent of relationship spreads all across me) // (With you by my side, what can I not do)

	4
	Directive
	“Yeh yakeen, yeh laggan” 
(This belief, this dedication)

“Iss shaam ko, Iss saath ko, Amar karlen..”
(Lets immortalize this evening, this company) 

“Aao phir se ghar ka aangan roshan karren parosiyon se”
(let us light up our homes with the presence of our neighbours)

“Sheron ke panjay bhi ab se dhullen ge, jo roken ge, token ge, ho!” // “Jo maa ne sikhaya woh sab ko sikhayen ge, everybody haath dho!”
(even the claws of lions will be washed now)//(we shall teach everyone what our mother has taught us)

	5
	Commissive
	“Mujhe bhoolne na dena” 
(Let me not forget) 

“Iss shaam ko, Iss saath ko, Amar karlen..” 
(Lets immortalize this evening, this company)

“Khaanay se pehle haath dhona kabhi na bhoolen ge, ho!” 
(Never forget to wash your hands before eating meal)

“Strong family hou, tou hum kuch bhi kar saktay hain” 
(We can do anything if we have a strong family)



Discussion:
PepsiCo ad, is an amalgamation of sentimentality and hope intertwined, accompanied with pathos. On a locutionary level, we find that it is a visual representation of hard times. The selection of diction is appropriate to the illocutionary implication. The composer intends to convey to the world that PepsiCo, as an organisation, is working on a philanthropic basis, showing a way for affluent people to extend help to the deserving ones in this time of need. Various expressions like “mujhe bhoolne na dena” (let me not forget) was a lyric which resonated in the living rooms of many houses. The words such as “yeh yakeen, yeh laggan, mujhe bhoolne na dena” (let me not forget this belief, this dedication), “hum bhatkay huwe dillon ko mil gaya naya thikaana” (our dismayed hearts have found a new dwelling) echo into the hearts of the audience. The perlocutionary act of the young boy who brings the elderly woman the tray containing eatables can be taken as a well-admired attitude. Furthermore, through these lyrics, gestures of kindness are taught to the nation as a comprehensive and logical solution to come out of dearth, drought and depression. 
The second advertisement of Coca-Cola is a remake of the original song of Junaid Jamshed “Yeh Shaam” (This evening), in which the beauty of the lyrics is well synchronized with the beautiful message of bringing down racial differences. A moral import of this is “Amar” - immortal - to the mortals. “Shaam” connotes the modern period; it is a representative speech act of the contemporary era. And the word “saath” (company) implies the coming together of people as they embrace and enjoy the diversity of one another. 
Pakistan and China’s friendship is long-standing and enduring through thick and thin. From the House of Shan, we are provided with the Masala - Biryani Masala - which enhances the flavour of a favourite South Asian cuisine, Biryani. The two families living in the same neighbourhood, hitherto, were strangers to each other. It was the food, the flavour, that brought them together. That is why the advertisement ends with the potent “Dil ka darwaza khulta hai khaanay ki khushboo se” (The aroma of food opens the doors to hearts), a representative as well as expressive speech act. Even the visual imagery of the advertisement is strong and impactful. The element of perlocutionary entices the audience and compels them to try out the Shan Masala themselves, especially while making Biryani. 
Another advertisement was prepared in the background of covid-19 but with a different tune and implication. The inclusion of school-going children, with a flair for smartness, playing the role of mature grownups and assuming their responsibility to teach everyone the importance of hygiene. A light-hearted commercial, directive bit of speech act theory dominates over all others. Phrases such as “Jo maa ne sikhaya woh sabko sikhayen ge, everybody haath dho!” (We will teach everyone what our mothers have taught, wash your hands, everyone!) Give evidence, highlighting how they preach what they are practising themselves, and vice versa. 
In another commercial, father is shown growing weaker under financial strains. The gloomy indoor environment as well as the rain outside complements the growing tension. Mutual respect and love is expressed in every gesture of the children and their parents. It was truly heart-rendering to hear the words “Kaisay kahoon ke thaknay laggay hain hoslon ke yeh qadam” (How do I say these steps of patience are getting tired); the line carries locutionary implications as the word “thaknay” (getting tired) shows not only the literal weariness of the father but can be viewed from another angle as an emotionally worn-out state. There is a message in terms of commissive speech act in the words: “Strong family hou tou hum kuch bhi kar saktay hain” (We can achieve anything with a strong family) which resonates with the importance of unity within a family. Lastly, the perlocutionary aspect of the advertisement is heightened in the reciprocal act of children. Love, consideration and mutual respect - the three lessons taught by the parents are reflected by the next generation. 
Conclusion:
The seller tries not only to sell his commodities, but he intends to build a rhetoric that reaches out to the hearts of his audience. Language is the best tool to convince and persuade to achieve one’s own goals and objectives through them. In all of these advertisements, the composers, the advertisers, and the media marketing agencies have unintentionally used the elements of the speech act theory, conveying implicit as well as explicit messages for the audience to perceive and interpret. The combinations of characters, lyrics, settings, props, and directions bridge the gulf between the advertisers and the audience. The purpose of choosing speech act theory is not without rhyme and reason, but it is the linking force behind the themes of all these advertisements. The literal meaning of the advertisements and their intended meanings are the real essence of their entire range. The speech act theory is based on the idea of action through words that we also observed from these commercials. 
This study has implications in the modern world of facts and figures. The present research only focuses on the humanistic aspect of making advertisements whereas financial aspects may also be considered for research. The diversified nature of this trade needs further inquiry into its other domains. Further research can explain that philanthropic moves and movements can drive and draw more attention. Visuals and verbosity are tools to sell goods. This proposition can open up new dimensions in the field of research.
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