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Abstract

Moving on speech act theory, this study aims to analyse texts in Covid-19 Ads from different parts of the world in
order to explore the pragmatic force of mass media discourse across contexts. Thus, the data source of the study is
450 Covid-19 Ads from countries in Asian context, in European context, and in American context compiled from
the websites of countries national web platforms. Following qualitative paradigm, the linguistic functions of Covid-
19 Ads were analysed on the basis of descriptive analysis moving on ready-made categories in order to compare and
contrast the sort of pragmatic force employed in Ads. The overall findings show that, regarding the frequency of
illocutionary acts across contexts, there are no significant differences among the Ads in terms of the pragmatic force.
Directives and assertives were found to be the most frequent illocutionary acts in texts. In this respect, Covid-19
Ads seemingly perform the same function in mass media discourse of Asian, European, and American contexts; that
is, the public discourse is pragmatically manipulated by the Ads for the sake of health protection practices.

Key Words: Pragmatic Force, Speech Act Theory, Covid-19 Ads, Mass Media Discourse, Contrastive Analysis,
Pragmatics

Medya Soéyleminde Saglik Koruma Faaliyeti Olarak Covid-19 Reklamlarinin Edimsel
Eylemi: Bir Karsitsal Céziimleme Caligmasi

Oz

S6z eylemi teorisini temel alan bu calisma; dinyanin farkli yerlerinde yayinlanmis Covid-19 odakli reklamlardaki
metinlerin, farkli ortamlardaki medya sdyleminin edimsel eylemini kesfetmek tizere analizini amaglamaktadir. Bu
baglamda, calismanin veri kaynagini Asya, Avrupa ve Amerika’da cesitli tilkelerin web plaformlarinda yayinlanmis 450
adet reklam olusturmaktadir. Nitel paradigmadan hareketle, Covid-19 reklamlarindaki dil islevleri, reklamlardaki
edimsel eylemin karsitsal ¢6ziimleme ile irdelenmesi icin, hazir kategorilere dayanan betimsel analiz ile analizi
yapilmistir. Calismanin genel bulgulari, baglamlar arasinda eimsel eylemlerin kullanim sikliklarinda pragmatik giic
acisindan reklamlarda bir farklilik olmadigini g6stermektedir. Bu bakimdan, Covid-19 reklamlari, Asya, Avrupa ve
Amerika’daki baglamlardaki medya sOylemi icerisinde aynt islevi yerine getirmektedir ve bu islevinde su sekilde
oldugu ¢tkarimina varilabilir; reklamlar kamu séylemini, saglik koruma eylemleri geregi, pragmatik olarak yénlendirme
egilimindedir.

Anabtar Kelimeler: Pragmatik Guig, S6z Eylem Teorisi, Kovid-19 Reklamlari, Medya Séylemi, Karsitsal Cz6timleme,
Edim Bilim
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Introduction

The communication tools/gentes including channels, and modes have been re-shaped or new ones
have been introduced with the ongoing reciprocal relationship between digitalization, digitization, and
globalisation (Zembylas & Vrasidas, 2007); these tools/gentes, with their elaborate and multi-dimensional
structure, of the mass media discourse have dramatically played role in shaping public behaviours and
attitudes towards events and issues through not only visually abut also linguistically sophisticated content
that could manage and re-change the already-constructed discourse of public (e.g. Bernhardt, Krasa, &
Polborn, 2008; Bertrand, Karlan, Mullainathan, Shafir, & Zinman, 2010; Chiang & Knight, 2011;
DellaVigna & La Ferrara, 2016; Gambaro & Puglisi, 2015; Gerber, Karlan, & Bergan, 2009; Kearney &
Levine, 2015). In this regard, with the break of COVID-19 pandemic, one of the global positions mass
media discourse seems to seriously take, driven from health protection manipulation of governments, has
been to inform and educate publics about COVID-19 pandemic facts with oriented messages that would
be expected to have impact upon publics’ understanding of the issue and, accordingly, adapting to ‘the
new normal’. However, as COVID-19 pandemic is a rather new raising issue, there is little data on the role
of mass media discourse in information and attitude management and how the content of the messages
shared in the mass media tools are structured (e.g. Gonzalez-Padilla & Tortolero-Blanco, 2020; Smith,
Smith, & Ajayi, 2020; Tasnim, Hossain, & Mazumder, 2020). Furthermore, the linguistic communicative
aspects of the texts regarding COVID-19 pandemic embedded in mass media tools have never been
obviously issued within the scope of pragmatics, a focus on which would indeed expand knowledge on
the linguistic characteristics of texts by providing evidence for how discourses are working in persuading
their target community. Thus, this research paper aims to analyse the functions of texts in a mass media
tool/gente, advertisements (from now on, Ads), on the basis of speech act theory (Austin, 1962; Seatle,
1969, 1979) in order to explore the pragmatic force of mass media discourse semantically by comparing
samples from different contexts of the world. In the following sections, relying on relevant literature,
firstly, the mass media discourse will be issued with an emphasis on its character as awareness booster
especially with reference to health protection practices. Then, the theoretical framework of speech act
theory will be briefly established by explaining what sort of actions texts as utterances may perform. Later,
the methodology of the current study will be mentioned through further information about the research
design followed and data collection and analysis procedutres. The paper will conclude with findings,
discussion, and conclusion parts.

Mass Media Discourse as Health Awareness Booster and Health Protection Mediator

Mass media discourse, through the tools, techniques, and procedures such as campaigns, Ads, ..etc.,
is one of the mediator as awareness booster commonly and intentionally intervened in health protection
services. In fact, media discourse has been used in changing health perception by addressing issues about
diagnosis, treatment, and prevention. At this point, the messages integrated about COVID-19 influenza
within mass media discourse since the outbreak have seemingly been focused ones about re-regulation of
social life by raising awareness about, specifically, self-diagnosis and prevention with an aim to affect
health behaviours of public (e.g. Gonzalez-Padilla & Tortolero-Blanco, 2020; Mejia et al., 2020; Sharma,
Gupta, Kushwaha, & Shekhawat, 2020; Smith et al., 2020). In this regard, the Covid-19 Ads structured
and composed by agencies through the intervention of states have seemingly placed Covid-19 stories in
mass media as a publicity and public relation practice (Adegoke, 2001) in order to bring facts to public
notice and to sway public in responding in a way targeted in the Ads.

In the literature, studies commonly emphasize that the discourse managed in mass media about the
epidemics and pandemics in the past have played a crucial role in controlling the infection through public
health education campaigns as awareness boosters (Cui, Sun, & Zhu, 2008; Jung, Lin, & Viswanath, 2013;
Lau, Yang, Tsui, & Kim, 2003; Majumder, Kluberg, Santillana, Mekaru, & Brownstein, 2015; Wang, Zhao,
Huang, Yang, & Wu, 2015). Generally, researchers outline how the persuading strategies in mass media
campaigns can contribute to the decrease in contamination through determined messages on such as hand
washing or social distancing (Roth & Henry, 2011). As for the overall remarks of these studies, it is
reported that information dissemination through mass media tools for public health protection is critical
in shaping behaviours by resulting in change of public daily actions, and so the use of the genres and
strategies in mass media discourse is suggested (Catalan-Matamoros, 2011; Hornik, 2002; Majumder et al.,
2015). The same effect was also observed during Covid-19 pandemic; in the studies by Lunn et al. (2020)
and Al-Dmour, Masa’deh, Salman, Abuhashesh, and Al-Dmour (2020), it was found that media coverage
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of points regarding Covid-19 pandemic significantly increased “ public health protection and public health
awareness”(pp. 9-10-11). On this basis, authors pointed out that mass media discourse can be effectively
managed by governments and decision makers in enhancing public awareness on Covid-19 and relevant
precautions public would take through dissemination of knowledge.

Overall, the studies seemingly confirm the potential of mass media discourse in raising public
awareness and increasing public health protection in controlling the infection of epidemics and pandemics
through scoping relevant social dimensions of phenomena with techniques and tools integrating
advertising, publicity, and public relations practices (Al-Surimi, Khalifa, Bahkali, Ashraf, & M., 2017;
Pagoto, Waring, & Xu, 2019). Moving on these confirmed conclusions, the current study is motivated to
dig data about the rhetoric in one of the mass media genres, Ads in order to explore the linguistic aspects
of mass media discourse and thus to shed light on the role of rhetoric importance in persuading the target
community, amid Covid-19 pandemic, public. In this regard, considering the pragmatic side of Ads in
terms of linguistic dimensions operated in the texts, it is believed that it would be of significance to
compare the Ads in different contexts by following the logic put by Austin (1962) and Seatle (1969, 1979)
within the scope of their Speech Act Theory.

Speech Act Theory

Speech Act Theory was introduced by Austin (1962, pp. 9-10-11) and developed by Searle (1969,
1979) on the basis of their analysis about how lexemes can perform some certain acts in written and
spoken texts or utterances. Specifically, Austin (1962) emphasizes that any utterance produced performs
locutionaty, illocutionary, and perlocutionary acts. At this point, locutionary act is defined as the literal or
propositional meaning of a linguistic expression, that is, the basic or original sense of a word, denotation
(Autores et al.,, 2010). Illocutionary act, also called as speech act or illocutionary force, refers to the
intention or the meaning intended by the producer of the text. At this point, the intended meanings of the
locution uttered could be categorized as assertive acts (e.g., statements), commissive acts (e.g., promises),
directive acts (e.g., commands), expressive acts (e.g., avowals of emotion), and declarative acts (e.g.,
christenings) (Searle, 1969, 1979). At this point, the nature of illocutionary force is socially situated; that
is, the meaning intended, to certain extent, depends on the conditions of immediate context. Also,
semantically, the intended meaning of some locutions should be the propositional or literal meaning of
these utterances because of the situations beyond the interlocutors. For example, it would be impossible
for an interlocutor to guarantee the change of a course of actions already officially scheduled; therefore,
the lexeme of ‘ to guarantee’ requires to be literally meant. Then, context, where individual, institutional,
physical, historical, spatial, and temporal aspects would matter, seems to affect the illocutionary force of
the linguistics expression. The final act to be performed or probably to be performed through the locution
is perlocutionary act, which betokens the change expected to be seen in the act of the addressee as a
consequence of linguistic expression. Then, some acts interlocutors perform can be perlocutionary when
one of the interlocutors could manage to make the other party in interaction do the thing s/he means to.
For example, requesting is a perlocutionary act where parties in conversations are asking for a task, an
action, or a function to fulfil.

In this regard, the current study basicly moves on the illocutionary force of linguistic expressions in
COVID-19 Ads, rather than the perlocutionary act because, although the nature of expressions could also
cover a petlocutionary force with an expected result, to measure the perlocutionary force, there would
need to use other measures such as scales to explore any attitude change in addressees, which is beyond
the scope of this study. Thus, the pragmatic force in mass media discourse during COVID-19 pandemic
was focused through the relevant Ads by specifically analysing texts by looking for the semantic
modification of the lexemes as illocutionary forces.

Methodology
Research Design

In the analysis of the texts produced within contexts, how the language is patterned in shaping and
reflecting on understandings on events, points, notions, and phenomena is generally the main concern of
discourse analysis paradigm (Fairclough, 1995a; Jorgensen & Philips, 2002). In mass media discourse,
discourse analysis studies are commonly based on critical discourse analysis perspective, which specifically
addresses the study on the social change betokened in the linguistic pieces (Fairclough, 1992, 1995a,
1995b). Accordingly, the current study took this stance fixed within discourse and critical discourse

1216



MANAS Sosyal Arastirmalar Dergisi - MANAS Journal of Social Studies

analysis paradigms by considering that, through this stance, the rhetoric in Covid-19 ads would be
thoroughly studied. At this point, as it is a text and context-based research, the design of the study is
much more qualitatively oriented because, to qualitative perspective, reality is multiple, context, and value-
bound (Maykut & Morehouse, 1994). Thus, the main aim of this study is to compare and contrast the
texts in Covid-19 Ads across different contexts of mass media discourse in order to explore pragmatic
force, in other words illocutionary force, in texts functioning as health protection practices.

Data Source, Data Collection and Analysis Procedures

The data of the study were 450 Covid-19 Ads from countries in Asian contexts, in European
contexts, and in contexts of American continent purposefully selected from the websites of countries
national web platforms. In this regard, as this a cross-cultural study based on contrastive rhetoric, there
raises the issue of comparable corpora, which requires to be addressed carefully. At this point, the
researcher followed the dimensions outlined by Moreno (2008, pp. 5-6) discussing that the main point in
contrastive rhetoric studies is to deal with the communicative functions of the texts in terms of the
conviction and commitment displayed. Thus, the Ads were compiled on the basis of “building parallel
corpora” (p. 5) and “identifying equivalent textual concepts” (pp. 5-0) to be studied. Accordingly, by
considering from socio-cultural and cognitive perspective, the first criterion was to determine the channel
to be focused; as pointed out in the literature, in pandemics and epidemics mass media discourse is of
value in public health protection and raising awareness, so as one of the channel in directly reaching target
community, namely public, Ads are commonly emphasized in the literature on the role of shaping
behaviours (Chan, 2000; Cho, Ochlkers, Mandelbaum, Edlund, & Zurek, 2004; Kim, 2006) and, hence,
Ads, specifically Covid 19 Ads, were selected as the channel to be analysed in the study.

Figure 1. locutionary acts in Speech Act Theory by Austin (1962) and Searle (1969, 1979)

ILLOCUTIONARY ACTS DESCRIPTION ENGLISH VERBS

ASSERTIONS. CLAIMS. REPORTS assett, claim, affirm, assure, inform,
’ ’ predict, report, suggest, insist,

ASSERTIVES hybothesi; drni f

Can be verified as true or false ypothesize, swear, admit, contess,

blame, praise

SUGGESTIONS, REQUESTS, direct, request, ask, urge, demand,
DIRECTIVES COMMANDS command, forbid, suggest, insist,

Call upon listener to do something recommend, implore, beg

PROMISES, OFFERS Promise, vow, fledge, swear, consent,
COMMISSIVES - - refuse, assure, guarantee, contract, bet

Commit to a course of action

APOLOGIES, COMPLAINT, Apologize, thank, condole,
EXPRESSIVES THANKS ' _ congrgtulate, corpplam, protest,

Express a psychological position about a compliment, praise, welcome

state of affairs

DECREES, DECLARATIONS fire, pronounce, declare, appoint,
DECLARATIVES Change the reality in accord with the confirm, endorse, renounce, denounce,

proposition of the declaration name, call, repudiate

Followingly, the researcher decided which contexts would be the focus of the current study; here, the
contexts were fixed by considering that they will be the “representative of the population” (Moreno, 2008,
p. 6), which means text configuration to large extent depends on the variation across contexts. As a result,
by consulting with the academics in advertising departments at two universities in Turkey, the contexts
decided were Asian context, European context, and American context, which the academics discussed
would represent not only context-specific assumptions but also universal aspects; in other words, there are
both similarities and differences across contexts. As for the language code, only the English Covid-19
Ads in the contexts could be selected as English is the second language of the researcher and the other
two raters of the study, which is one of the limitation of the current study because, in contrastive rhetoric
studies, it is generally suggested to compare the corpora in two different languages (Connor & Moreno,
2005). Still, there are also studies in the literature comparing English texts of non-native speakers in order
to see the rhetoric performance of communities from different linguistic backgrounds in second or
foreign language; this kind of studies provided further details about the similarities and differences across
contexts in discursive practices in texts.

As data collection tool, the researcher preferred to follow the illocutionary acts identified within the
Speech Act Theory, shown in the figure below. In this regard, due to this scope, this theory enables a
1217
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thematic framework to analyse texts in categorical pieces. Specifically, in each category there are certain
llocutionary acts typified used by text producers in order to announce specific intentions to the aim of a
change in the practices of target community; then, regarding the role of mass media discourse, and
specifically Ads, in the change of large mass’ actions, it would be meaningful to analyse the texts in Covid-
19 Ads on the basis of this thematic structure Speech Act Theory provides (see Figure 1).

As for data collection, before starting coding, the researcher of the study directed the other two
coders, from the department of advertising in a public university in Turkey, about how Ads would be
coded on the basis of Speech Act Theory; besides, the researcher consulted the coders about the scientific
dimensions of Ads. Followingly, the researcher and these two coders started to code the Ads; in this
process, as well as independent coding, at some points, we met once a week for a general consensus.
Then, through percentage agreement, inter-coder reliability was checked (O’Connor & Joffe, 2020), and
the overall agreement across coders was 73.51%.

For the analysis of corpora, the occurrence frequency and percentage distribution of each category
were calculated through data entry into IBM SPSS 20. Also, as the main aim of the study is to compare
Covid-19 Ads, the differences among the corpora were also measured through chi-square analysis and
used P values showing the statistical significance of difference (the value less than .001), but, as there was
found no significant difference across corpora, the researcher decided not to use these statistics.

Findings and Discussion

The distribution of illocutionary acts across contexts are presented in Graphic 1, Graphic 2, and
Graphic 3, respectively. In this regard, specifically, the first graphic is a tree map, which displays the
hierarchical data of Covid-19 Ads by illocutionary acts; here, the rationale behind the use of tree-
structured data visualization is to show, through the size and colour of nested rectangles, the scalability
showing the proportion of illocutionary acts in whole discourse. As for second graphic, star plot diagram,
it was used to represent the length of illocutionary act spokes to the context points. Thus, the magnitude
of each illocutionary act across Ads in European, Asian, and American contexts is presented. The matrix
in Graphic 3 outlines categorically the occurrence of directives, assertives, commissives, declaratives, and
expressives in the Covid-19 Ads of each context.

As it is seen in Graphic 1, hierarchically, the most frequent illocutionary acts performed in the Covid-
19 Ads are directives and assertives, respectively. Proportionally, in % 28 of the Covid-19 Ads, directives
are performed while assertives were found in %27 of the corpus. As for other illocutionary acts, the
expressives are the least frequently used ones in the Covid-19 Ads (%06). On the other hand,
approximately % 20 of the corpus involves commissives while declaratives are covered in %19 of the Ads.
In this respect, the Covid-19 Ads were probably designed to the aim of managing the public discourse in
order to trigger a change in the individual behaviours.

W Assertives @ Directives m Commisves M Expressives W Declaratives

Directives Asgertives

Graphic 1. Hierarchical Distribution of Ilocutionary Acts in the Whole of Covid-19 Ads
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Functionally, the main motive behind the Ads is seemingly to call upon the public to re-organize
their daily actions on the basis of pandemic facts reported and affirmed through assuring risk management
and listing the recommendations directly and indirectly. Here, it is essential to point out that, in
management of public discourse, the Ads were also apparently organized with an intent to emphasize the
reality changed by Covid-19 pandemic declaration. Moreover, the texts in Covid-19 Ads obviously
addresses to an ad hoc agreement for public to consent to a course of actions they will adopt and to take
responsibility as health protection practices.  The following sample extracts from the Covid-19 Ads
seemingly prove this:

Extract 1. (Asian  context): “It is time to stay at home for us/him/her/them”
(https:/ /www.adsoftheworld.com/media/film/united_nations_covid19_we_are_at_home_to_protect_yo

w

Extract 2. (Enrgpean context): “Let’s keep to do all we can to protect each other and stop spread”
(https://tr.adforum.com/ creative-work/ad/ player/34630922 / stop-the-spread/nhs)

Extract 3. (American context): “Nurses do for 12 hr. You can for 12 min. Wear the mask.”
(https:/ / creativeenergy.agency/ portfolio/mask-campaign/)

Extract 4. (American  context): “Back to normal is up to you. Wear a mask”
(https:/ /www.thedrum.com/ creative-works/project/ meccann-wotldgroup-mucinex-back-normal-up-you )

Extract 5. (European context): ““ Keep the distance. Stay safe” (https://laptrinhx.com/jazas-keep-the-
distance-2189234213/)

Extract 6. (European context): “Giving up the handshake can save lives. Goodbye to the
handshake” (https://www.youtube.com/watch?v=iilVm-DU_D0&t=3s)

Extract 7. (Asian context): “It is your choice...” (https://www.bestadsontv.com/ad/117632/Konya-
Metropolitan-Municipality-Its-Your-Choice-2)

On this basis, these text-based findings suggest that, as stated in the previous research on the role of
mass media in discourse management during epidemics and pandemics (Cui et al., 2008; Jung et al., 2013;
Lau et al., 2003; Majumder et al., 2015; Wang et al.,, 2015), amid Covid-19, the Ads about pandemic in
mass media discourse have made effort to re-shape the daily life of individuals through organizing the
texts in a way that will manage the perception of public regarding the organization of life routines.
Accordingly, it is possible to conclude that Ads about Covid-19 and relevant points seem to boost the
awareness about the social acts the public could put on and precautions it may take against the spread of
Covid-19. In fact, the higher frequency of directives and assertives obviously proposes how the content of
Ads, as one of perception management tool of mass media discourse, were intentionally designed to be
part of health protection services; given the findings of the studies in the literature pointing out the effect
of mass media during Covid-19 pandemic (Al-Dmour et al., 2020; Lunn et al., 2020), it was understood
that the text material in Ads were organized and determined to have impressive effect in mediating health
protection practices.

meeegre-- ASsertives =e g -- - Directives Commisves g --- Expresives aemegp == Declaratives

COWID-19 ADS 1M ASLAMN

COWVID-19 ADS IN COMTEXTS COWVID-19 ADS IM EUROPEAMN
OF AMERKC AN COMTINENT COMNTEXTS

Graphic 2. Star Plot of Ulocutionary Acts and Covid-19 Ads in Contexts
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Hl COVID-19 ADS IN ASLAM COMNTEXTS

W COWID-12 ADS IN EUROPEAN COMNTEXTS

B COVID-19 ADS IN COMNTEXTS OF AMERICAN CONTINEMT
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Graphic 3. Matrix of Wlocutionary Acts across Covid-19 Ads in Asian Contexts, in European Contexts, and Contexts
in American Continent

As to Graphic 2 and Graphic 3, despite from different contexts, with respect to the occurrence of
llocutionary act types, the findings show striking commonality among Ads. Directives and assertives are
the most frequent acts performed in the Ads of each context, respectively.; specifically, in European,
American, and Asian contexts, above 35 percent of Ads cover directives while assertives were rated in the
approximately 30 percent in the Covid-Ads of each context. As for other acts, the Ads in each context are
composed of about 20 percent commissive and declaratives while the expressives are the least frequent
ones. In this regard, it is essential to point out that expressives is the category in which there is observed a
difference across the contexts. That is, in Covid-19 Ads of Asian contexts, the percentage of expressive
acts is 6% while it is 3% in the Ads of American contexts, and following, 1% in those of European
contexts. Actually, the frequently emphasized role of mass media tools in information dissemination for
public health protection during epidemics and pandemics in the literature (Catalan-Matamoros, 2011;
Hornik, 2002; Majumder et al., 2015) may explain this quite less occurence of expressives in the Covid-19
Ads because the function of expressive acts are to convey a psychological position about a situation or set
of circumstances rather than informing, recommending, assuring, or declarating. Still, compared to the
Ads in European and American contexts, expressive acts were observed more frequently in the Coivd-19
Ads of Asian mass media contexts, which may be due to cross-cultural differences in emotion (Lim, 2016).
Nevertheless, the commonality across the Ads of mass media discourses from Asian, European, and
American contexts indicates that the driving force of Covid-19 pandemic as a global raising issue, in all
likelihood, caused mass media discourse to structure the content of the texts in Ads in a way that would
sharpen public perception on the dimensions of Covid-19 pandemic and increase their ability to adapt to
the new normal to the latest formalities of daily life. Thus, it appears that mass media discourses in
different parts of the world follow similar discursive strategies in the texts about Covid-19 and pertinent
essences.

Conclusion, Limitations, and Suggestions

In the litertaure, there are studies about the effect of mass media discourse on raising public
awareness as public health protection services in order to control the infection of epidemics and
pandemics (Al-Surimi, Khalifa, Bahkali, Ashraf, & M., 2017; Pagoto, Waring, & Xu, 2019) including
Covid-19 pandemic (Al-Dmour et al., 2020; Lunn et al., 2020). Still, there is no any specific study focusing
on the textual content of the tools/gentes used in mass media discourse. Driven from this gap, the current
study aimed at analysing the texts in one of mass media tools, Ads, in different parts of Asian, American,
and European contexts by following both discourse and critical discourse analysis paradigms and on the
basis of contrastive analysis framework. Hence, this study have outlined why texts in mass media tools
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should be focused in understanding the discursive mentality maintained during epidemic and pandemic,
for now, specifically Covid-19 pandemic. In this respect, the logic put by Austin (1962) and Searle (1969,
1979) in Speech Act theory was pursued because, thanks to the categories and details in each category, this
theory creates a space for analysis on pragmatic aspects of scripts in mass media discourse. Specifically,
the researcher built the research on the illocutionary acts petrformed in the Covid-19 Ads in order to
explore the pragmatic force of Ads amid Covid-19 pandemic. Here, it is significant to highlight that, as
this study just centred around texts, only illocutionary acts could be studied rather than perlocutionary
acts, which requires observing and noting public social acts. As to the overall findings of the study, there is
commonality observed across the Covid-19 Ads in mass media discourses of Asian, European, and
American redgarding the sort of illocutionary acts operated. Particularly, directives and asertives are the
most frequent acts performed in the texts while the expressives occured quite less in the Ads. On this
basis, overally, it seems that, though the Covid-19 Ads were constructed in non-identical mass media
discourses in the world, the mass media discourses performed the same the pragmatic force in the texts
of Ads; the aim was to enlighten the public about Covid-19 pandemic and to persuade them to re-arrange
their social acts and thus to ease adaptation to new normal. In this aspect, it is possible to indicate that
Covid-19 Ads in Asian, European, and American contexts worked as health awareness boosters and
health protection mediators, and so they made effort to contribute to the health protection services of
governments.

Although this study adressed a gap in the literature by focusing on the textual based points in order
to explore the discursive practices in mass media across several contexts, it is not the limited one. First of
all, as this study is a text-based research, the probable effect of the Covid-19 Ads on public in terms of
attitude change was not focused. At this point, further studies may adress this gap by collecting not only
textual but also numerical data through following both qualitative and quantitative paradigms
synchronically through different data collection tools such as surveys, observations, interviewing,
documents, which will then deepen understaing about the sort of discourse managed and the public
discourse. Besides, in this study just the Ads in Asian, American, and Eurpean contexts and specifically
the ones in English were focused; thus, researchers can repeat the same study by expanding the scope with
a cover of the other parts of the world and other genres as well as the Ads in local languages in order to
explore whether there are cultural differences regarding the sort of discourse operated in mass media of
local areas. Also, in this study, there are three coders, which might violate the relaibility; in further studies,
this problem can be handled through the involvement of many coders, who are expert in mass media in
both local and international context, discourse and critical discourse analysis.

On the other hand, despite these limittaions, this research have some important implications for
researchers, for governments, and for practitioners in mass media. The researchers, who are studying in
the field of discourse and criticaly discourse analyses and specifically focusing on mass media, can follow
contrastive analysis perspective fo deeper understanding the discursive acts performed in different mass
media discourses. As for governments, the findings of this study suggest that, amid pandemics and
epidemics, the mass media plays a crucial role in addressing large mass, and so they should invest in media
agencies for public affairs campaigns. Lastly, practitioners in mass media discourse should focus on the
force of texts in the genres they are designing in terms of persuasiveness; therefore, in social and global
matters, they can construct the texts in collaboration with governments and researchers.

Etik Beyan

“Pragmatic Force of Covid-19 Ads as Health Protection Practices in Mass Media Disconrse: A Contrastive Analysis
Study.” baslikli calismanin yazim siirecinde bilimsel kurallara, etik ve alinti kurallarina uyulmus; toplanan
veriler tizerinde herhangi bir tahrifat yapilmamus ve bu ¢alisma herhangi bagka bir akademik yayin ortamina
degerlendirme i¢in génderilmemistir. Calisma, metin ¢éziimlemesi temelli oldugu icin ve herhangi bir
kurum/kurulug/birim ve birey odakli olmadigindan dolay: etik kurul raporu alinmamigtir.

Tesekkiir

Bu calismanin bilimsel ve etik parametrelere gére yapilandirilmast ve yiritilmesinde 6nem tastyan nitel
aragtirma deseni ve bu desen odakli siireclere yonelik konulardaki degerli bilimsel destegi ve buyiik katkilar
icin kiymetli hocam sayin Prof. Dr. Mustafa S6zbilir’e tesekkiirti bir bore bilirim.
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TURKCE GENIS OZET

Kiresellesme, dijitallesme ve sayisallastirma arasindaki karsikliklt ve stiregelen etkilesimin bir sonucu
olarak cesitli kanallart ve yontemleri barindiran ileitsim arag/tlirleri devamlt bir sekilde yeniden
yapilandirilmakta ya da yeni iletisim ara¢/turleri ortaya ¢ikmaktadir (Zembylas ve Vrasidas, 2007); derin ve
cok boyutlu yapist ile medya soylemindeki bu ara¢/tutler de; 6nceden yapilanmis kamu soylemini
yonetebilen ya da yeniden sekillendiren ve hem gorsel hem dilsel agidan sofistike icerigi ile, olaylar ve
konulara yonelik kamu davranslarini etkileme ve dizenleme de 6nemli bir etkiye sahiptir (Bernhardt,
Krasa ve Polborn, 2008; Bertrand, Karlan, Mullainathan, Shafir ve Zinman, 2010; Chiang ve Knight, 2011;
DellaVigna ve La Ferrara, 2016; Gambaro ve Puglisi, 2015; Gerber, Karlan ve Bergan, 2009; Kearney ve
Levine, 2015). Nitekim Covid-19 pandemisinin patlak vermesi ile birlikte ve hikiimetlerin saglk eylem
planlari ile eszamanlt olarak, medya s6yleminin kiiresel anlamda stlenmis oldugu rollerden biri de; Kovid-
19 pandemisinin gerceklerine yonelik kamuyunu bilinglendirecek ve béylece yeni normale adapte olmasini
saglayacak nitelikte diizenlenmis mesajlar ile bireyleri bilgilendirme ve egitmek olmustur (Gonzalez-Padilla
ve Tortolero-Blanco, 2020; Smith, Smith ve Ajayi, 2020; Tasnim, Hossain ve Mazumder, 2020). Fakat,
Kovid-19 pandemisi son bir yilda gelisen bir durum oldugu icin bu konu iizerine medya soylemindeki
metinlerin bilgi ve davranis yénetminde igeriklerinin nasil yapilandirildigt ve medya séyleminin bu husutaki
roliintin bu metinler aracihigtyla irdelenmesine yonelik alanyazinda olduk¢a az sayida calisma ve veri
mevcuttur (Gonzélez—PadiHa ve Tortolero-Blanco, 2020; Smith, Smith ve Ajayi, 2020; Tasnim, Hossain, &
Mazumder, 2020). Dahasi, kitle iletisim araglarinda Covid-19 pandemisi ile ilgili metinlerindeki iletisim
edimleri, edimbilim bakist ile ele alinmamis oldugu gorilmektedir. Aslinda, bu bakis ile irdelemek;
s6ylemlerin hedef kitleyi etkilemede nasil ¢alistigini anlamada ve metinlerin dil edimlerinin ve ézelliklerinin
bu baglamda ne oldugunun kesfedilmesinde olduk¢a 6nemlidir. Bu yiizden bu calisma, dinyanin farkls
yetlerindeki kitle iletisim tiir/araclarindan biri olan reklamlardaki metinlerin dil edimlerini s6z eylem
teroisinden hareketle karsitsal ¢éztimleyerek (Austin, 1962; Seatle, 1969, 1979) medya s6yleminin Kovid-
19 pandemisindeki pragmatik giiciinii kesfetmeyi amaglamaktadur.

Bu amagtan hareketle ¢alisma; olay, olgu, konu ve durumlarin anlamlandirilmasinda dilin nasil
yapilandirildigini odagina alan ve baglamsal dil kullanimint irdeleyen sdylem analizi paradigmasini rehber
olarak almaktadir (Fairclough, 1995a; Jorgensen ve Philips, 2002). Medya séylemine yonelik séylem analizi
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calismalart ise genellikle elestirel séylem analizi mantiginda iletlemekte olup bu mantik cercevesinde de
Ozel olarak dil 6riintiilerinde vurgulanan sosyal degisim olgusu ve tiirii ortaya cikarilmaya calisiimaktadir
(Fairclough, 1992, 1995a, 1995b). Dolayisiyla, bu calisma; séylem ve elestirel séylem analizi paradigmas:
cercevesinde sunulan bakis agilarini Covid-19 reklamlarindaki dil edimlerini detayl bir sekilde incelemek
tizere konuya yaklasim felsefesi olarak almistir. Bu noktada, calisma metin ve baglam odakli bir ¢alisma
oldugu icin ¢alismanin deseni nitel yonelimlidir, ¢linkt nitel bakis agisinda gercek ¢ok yonli, ortam, durum
ve degerlere gore cesitlilik gosterir (Maykut ve Morehouse, 1994). Bu yiizden, bu ¢alismanin temel amacy;
farkli baglamlardaki medya séyleminde yer alan Covid-19 reklamlarinin pragmatik giiciini, bir diger ifade
ile edimsel eylemini, saglik koruma eylemleri baglaminda, karsitsal olarak ¢Oziimlemektir. Bu amag
dogrultusunda, calismanin veri kaynagini Asya, Avrupa ve Amerika’daki medya baglamlarinda yaymnlanmas
450 adet reklam olusturmaktadir. Bu reklamlar, derlem analizi ¢alisgmalarinda ortaya konulmus olan belitli
Olclitlerden hareketle se¢ilmis olup bu noktada karsitsal ¢éziimlemede 6ncii olan uzmanlarin alanyazinda
sunmus olduklari agamalar takip edilerek c¢alismanin derlemi olusturulmustur (Moreno, 2008). Analiz
strecinde, Austin ( 1962) ve Seatle (1969, 1979) tarafindan gelistirilmis olan S6z Eylem Teorisinin sunmus
oldugu sablondaki edimsel eylemler kategorileri kullanilmustir; bu asamada, arastirmact ile beraber reklam
alaninda uzman olan iki akademisyen bagimsiz bir sekilde metinleri kodlamis, ardindan SPSS’e aktarilan
kodlamalar kodlayici giivenirliligi Sl¢imi icin yiizdelik karsilastirmaya tabi tutulmustur. Kodlayicilar arasi
guvenilirlik ylizdesi, %73.51 olarak hesaplanmustir.

Kodlama sonucu bulgular, hiyerarsik olarak Covid-19 reklamlarinda en sik uygulanan edimsel
eylemler sirastyla yonlendirici ve iddiact eylemler oldugunu géstermektedir. Oransal olarak bakildiginda, %
Covid-19 reklamlarinin %28’inde yonlendiri edimsel eylemler, %27’sinde ise iddiact edimsel eylemler
oldugu goézlemlenmistir. Derlemde en az ylzdelige sahip olan edimsel eylem ise disavurumcu eylemlerdir
(%06). Buna karsin, derlemin yaklagik %20’sinde yiiklenme edimsel eylemi, %19’unda da bildirme eylemleri
oldugu tespit edilmistir. Bu bulgular 1s1ginda, Covid-19 reklamlarinin bireysel davranislarda bir degisimi
tetikleyici yonde kamu séylemini yonetme amactyla yapilandirilmis oldugu sonucuna varilabilir. Islevsel
olarak reklamlarin bu sekilde tasarlanmasinin arkasinda yatan temel neden ise, kamuyu, actk bir sekilde
sorun yonetimini vurgulayarak ve bir dizi 6neriyi dogrudan ya da dolayli bir sekilde listeleyerek pandeminin
gerceklerinden hareketle glinliik faaliyetlerini yeniden gézden gecirme ve diizenlemeye davet etme rolini
tstlenmektir. Bu noktada, sunu da vurgulamak gerekir ki kamu séyleminin yonetiminde reklamalr Covid-
19 pandemisi ile bitlikte degisen gercekligi vurgulamak tzere tasarlanmus gibi gbrinmektedir. Bunlarin
yani stra, Covid-19 reklamlarindaki metinler, saglik koruma uygulamalari kapsaminda benimseyecekleri
eylem ve hareketler ve alacaklart sorumluluklara yonelik kamunun bagh kalacagi gegici bir tiir anlasmaya da
isaret etmektedir.
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