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Abstract

There has been enquiry to explicate how linguistic resources are deployed to
encode meaning in communicative texts. The Multimodal Discourse Theory, in
particular, posits that messages in texts are configured through the selection of
multiple modes. However, research in language use has focused more on speech
texts, with little attention on the wealth of additional information inherent in other
semiotic resources like gesture, colour, proxemics, visual and aural art, image,
sound, music, etc. Therefore, this study aimed to employ the macro elements of
this theory to analyse selected Christian advertising discourse on signboards,
banners and pamphlets garnered from Facebook posts. To achieve this aim, the
study attempted to: identify the modal resources contained in the selected data;
explore the functionality of the semiotic resources; and investigate how the
advertisers use visual modes such as pictures to enhance vivid representations of
their messages. The analysis demonstrated that three modal resources (writing,
visual and colour) were mostly utilised as multimodal ensembles by the
advertisers. In terms of functionality, some modes were recontextualised to
identify participants, phenomena and circumstances for the furtherance of the
advertisers’ communicative needs and religious ideological perspectives. The
analysis also reflected that visual modes such as pictures and colour realised part
of the overall messages in the texts. The study concluded that within Christian
community, advertisers share common values about modes with their audience
and decide how the modes are mutually conceived; thereby, the recognition of
such values is prerequisite for assigning correct interpretations to the texts.
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Introduction . . e
Human potentialities on language are conceivable in the ways people

innovatively utilise linguistic resources for_ipfonpation paCkagl‘ng'.‘Al,m,)f];:,
literary and non-literary texts where creativity 1n languagc 1S displayed,
advertising discourse is remarkably enthralling as gdvenlscrs oftgn .mukc an
attempt to improvise their advertisements in a beguiling or spellbinding style.
Rojo (2015, p.25) corroborates this view when he asserts that:
advertising discourse is a particularly rich field of study, since
advertisers make great efforts to achieve their main purpose: to
catch the attention of potential buyers. That is why advertising
language is so persuasive, and why advertisements have to be
catchy enough to attract possible consumers and persuade them to
acquire the product or service which is being advertised.

: Advertisement is used in every domain of human activities. It is
speqﬁcally a part .of reli-gious cultures serving various purposes such as to
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Multimodal Discourse Analysis of Christian Advertising on Selected Signboards, Banners and Pamphlets

In spite of the aforementioned studies which applied multimodal
discourse theory on the various socio discourses, there is the need to further
investigate how modal resources are configured to construct meaning in religious
domain of language use. The production of meaning on signboards, banners and
pamphlets often involves intricate interaction among multiple semiotic resources.
Thus, in furtherance of their communicative needs, religious ideological
perspectives, and goals, the inventors of Christian advertising discourse often
integrate multi-semiotic elements in their images on signboards, banners and
pamphlets. Black (2006, p.1) asserts that “nowadays it is more fashionable to
think that meaning is the result of interpretive processes.” Therefore, the aim of
the present paper is to conduct a multimodal discourse analysis of Christian
advertising discourse on selected signboards, banners and pamphlets in order to
arrive at accurate inferencing of the intention of the advertisers. To achieve this
aim, the study attempts to: identify the modal resources contained in the selected
data; explore the functionality of the semiotic resources; and investigate how the
advertisers use visual modes such as pictures to enhance vivid representations of
their messages. Analysis such as this helps to gain insights into how multimodal
resources are used in religious domain, especially Christianity.

Methodology

The research methodology is essentially descriptive and analytical. The
data consist of seven (7) signboards indicating the names of some churches and a
total number of 14 pamphlets and banners advertising some Christian
programmes. Specifically, the twenty-one (21) materials were sourced from
Facebook posts which posters sent for a humour purpose. The approach for the
study involves the application of the macro elements (such as semiotic resources
(modes), materiality, modal affordance, multimodal ensembles and meaning
functions) of the Multimodal Discourse. i

Theoretical Framework
The Multimodal Discourse Analysis which has advanced linguistic
enquiry into how multiple modal resources are configured for the construction of
meaning was introduced to the public by Kress and van Leeuwen in 2001 through
their publication entitled “Multimodal Discourse: the Modes and Media ?)/"
Contemporary Communication’. The publication of “Technology, Literacy ]
Learning: A Multimodal Approach” in 2008, also made Jewitt a notable ﬁgurc in
the field. In this age of digitalisation there has been a growing interest in the field
of Multimodality because it has a great potential application for interpreting
§ocial resources that are assembled for communication and representation obf
f‘deqs: Van Leeuwen (2005, p.3) submits that Multimodal Discourse Analysis
originated in the work of Halliday who argued that the grammar of a languagé 15
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gestures, actions, Music and sound” therefore, the multimoda S
being an interdisciplinary approach is based upon the idea that communication
rranscends the use of purely linguistic resources but takes place through the
assembling of multiple modes which aptly convey the intended message of
language users.

For its analytical techniques Multimodal Discourse Analysis therefore
rests on certain pillars such mode or semiotic resource, materiality, modal
affordance, multimodal ensembles and functionality. According to Kress and van
Leeuwer} (2001) “mode refers to a set of socially and culturally shaped resources
for(imaklpg meaning: a ‘channel’ of representation or communication”. Amodu
zrxg Oryila (2018, p.55) define mode as “anything designed or created to
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Multimodal Discourse Analysis of Christian Advertising on Selected Signboards, Banners and Pamphlets

l-epresented through both a written mode and a visual/pictorial mode. Thus, each
mode carries a different part of the message.

Within the frameworks of the Multimodal Discourse theory, the notion of
«functionality” otherwise known as “meaning functions™ concerns how a mode
used in a text is associated with a specific purpose. For instance, the purpose of a
text may be to state a fact or to evaluate a concept. The Multimodal Discourse
Theory explains functionality of modes through the pivotal issue of meaning 1n
Systemic Functional Grammar which gave impetus to its emergence. This is
captured in terms of “metafunctions” namely, the ideational, interpersonal, and
textual metafunctions. According to Lin and Peng (2006, p.332) and Bloor and
Bloor (1997, p.9), ideational metafunction or content meaning concerns how
people select modal resources to represent the world and their experiences. The
interpersonal metafunction relates to how modal resources are articulated for
social interaction. The textual metafunction concerns how modal resources are
organised to realise meaning. The various concepts are utilised for the analysis
conducted in the section that follows.

Data Presentation and Data Analysis

The main purpose of the discussion in this section is to present the
features of advertising discourse in selected Christian signboards, pamphlets, and
handbills by unveiling different modes employed by advertisers to package their
messages. The analysis 1s conducted in various subheadings as follows:

Multimodal Resources in Advertising Names ‘of Churches

Taskin and Sarioglu(2011, p.1) assert that “the name of a product is an
important factor in determining its popularity”. To appeal to a broader audience
and increase memberships, churches often make an effort to package the names
they brand their organisation. The analysis that follows demonstrates the
multimodal devices used in branding the selected churches.
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Figdre 1: Recontextualisation of the Acronym ‘NTA

In Figure 1, two modal resources which work.togethcr as jcl n_mlti‘nlnﬂodal
ensemble to construct the message are germane to this study‘. ~hrst, it uses the
mode of writing: the word ‘NTA’ used as an acronym of Ncwiestgm_cm
Assembly’. In terms of modal functionality, the adyertlscr used this rcf‘%‘rrmg‘
expression to perform ideational metafunction of naming the church. Attention of
the reader is secured by the advertiser through the semiotic process of
Recontextualisation of the acronym which popularly refers to ‘Nigerian
Television Authority’. Therefore, utilising the acronym with preconceived
meaning in a new context draws attention to both the source and the new site
where the mode is used. Second, it uses the mode of colour. Colour purple, white
and black in the advert have informative value. They are uniquely peculiar to

Nigerian Television Authority’, the source from where the new

n 1 i referring
expression is derived.

« : ven to th
attention valye” & the mode of writ:
alue i e of wr e
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Multimodal Discourse Analysis of Christian Advertising on Selected Signboards, Banners and Pamphlets

relationship with Jesus is the sole responsibility of believers; therefore, to attract
the heavenly minded, the advertiser uses the shared cultural idea as a s0cio-
semiotic principle to create an impression that the ministry provides a link to
Jesus.

“RUN FOR YOUR LItE|
INT. CHAPEL ~ |

Figure 3: Figufe 4;

The Use of Imperative as Ostensible Stimuli in Naming Church

Two modal resources which work together as a multimodal ensemble to
construct the advertisement in figure 3 are mode of writing and colour. The
graphic materials: ‘Run for Your Life Int. Chapel’, which is used as a referring
expression to name the church, is imperative. The seriousness of individual
salvation from eternal damnation is mutually conceived among Christians. The
expression therefore persuades the audience to accept the church as a place
providing eternal security. In terms of visual modes, the advertiser is conditioned
by a preconceived idea to select colour red and blue which a Christian culture
recognizes for specific functions. The informative value of colour red is that, 1t 1s
associated with the blood of Jesus (propitiation for sin); while colour blue
represents the love of God for man as manifested in Jesus. In figure 4, attention 1s
given to the mode of writing: ‘Occupy till I Come deliverance Ministry’, used as
referring expression to name the church. The imperative sentence involves a
recontextualisation of the expression: ‘Occupy till I Come’ contained in Jesus’
story of servants’ commitment to their master (Luke 19:12-13). The expression 1s
employed as a modal resource to perform interpersonal metafunction of
persuading and convincing the audience that among other churches, the specific
distinctive feature the church is <commitment’ to deliverance programmes.

Figure 6: Figure 7:
7/
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containing the expression ‘Laboratory Church of Go« B Teton e’
is used in figure 6. The referring expression 1S crcixtcd b‘y process of
recontextualisation of the word ‘Laboratory’ (from the field of medicine) to
delineates the organisation as a “Spiritual Clinic Centre” to resolve health
challenges. Using the word ‘Laboratory’, readers are tasked to redefine their
semiotic connection with the word in a new context. Thus, the church which
claims to possess discernment ability is presented to the public as place where
ailments (physical or spiritual) are diagnosed and resolved. One of the semiotic
modes used in figure 6 is writing containing the expression ‘The Devil’s Hunter
Ministries’. The referring expression is created by recontextualising the word
‘hunter’ from the field of agriculture by presenting the Devil or Satan believed to
be the source of all evils as a prey that can be captured. Thus, the public who are

trouble laden can be set free by attending the church which has esoteric ability to
defeat Satan. ;

expression fulfi
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Multimoda alysis of Christian Adve rtising on Selected Signboards, Banners and Pamphlets

SIMNGLE &
PALAFHIED

IV O

Figure 11:

Figures 8, 9, 10, 11 and 12 are adverts targeting specific groups of people
to attend the organised programmes for marital breakthrough. Among the various
multimodal resources employed in figure 8, attention is specifically given to the
mode of writing involving the linguistic resources: ‘Single’s Bonanza: | must
Marry’ used to configure the message. The ‘selling power’ of the advert lies
heavily on the word ‘bonanza’ which has an arrow placed on its letter *O”. Both
the visual mode (arrow) and the linguistic expression (Bonanza) serve a semiotic
function of poiating and representing the programme as an unhindered
accessibility to innumerable numbers of marital partners. In figure 9, the
linguistic resources ‘My Spouse Has Gone Mad Again’ which is a mode of
writing specifically targeted married people experiencing marital problems. Thus,
attendance of the programme is presented to the public as a step to get solutions
to a problematic spouse.

In figure 10, written communication is orchestrated through the selection
and configuration of the linguistic resources ‘War against Delay: This beautiful
sister must marry’. This modal resource performs a semiotic function of
representing spinsters’ delay or setback in getting marital partner as a warring
issue. Thus, spinsters in this category arc assured of victory over this worrisome
issue if they attend the programme. In figure 11, the expression: “Give me a
spouse or I die’ involves a process of lexical substitution of the word *Scotland’
for ‘Spouse’ in John Knox’s speech ‘Give me Scotland or | die’ popularly quoted
in Christendom. Hence, lexical substitution improves the audience’s reception of
the message that the programme is designed to assist the single get their partner
by spiritual force in the way John Knox ‘captured” Scotland.

A prominent mode in figures 10 and 11 is visual. The pictures of the
pastors handling such programmes work together with the mode of writing as

semiotic ensembles to realise meaning in the texts. In figurel2, the advertised

9
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{o available resources outside the lenuth ot the rope. Theretore. people under the

spell of limitation can be untied or freed by n\(lL‘l.I\,ilill_' the programme In higute

14. the mode of visual through the picture of @ warrior fortified with s eapons ol
warfare. This mode works together with the mode of wnting Breakime News

pemons Funeral Service™. The two multmodal ensembles cause the audienee 1o
believe that they will be spiritually forufied m the programme 0 defeat the
demons (unseen forces) behind their problems and w 11 celebrate the victon

The message conveyved in figures 15 and 16 is similar. The texts opet e

within the socio-cultural context of African world-view about witcheraft which s
mutually and socially shared between the advertisers and the audience In feure
15. the message is configured through the selection of mode ot writing How o
Identify a Witch; Operation Point and Kill". The selling power™ of the text b
depended on the word “witch’ which creates an impression that the audience are
under the manipulation of an unknown witch behind their adyersity and theretore
need knowledge to detect such. Figures 1510 and 17 ereate an impression that 1t
is not only enough to pinpoint the human agents but also to kil them. The
multimodal resources in figure 16 are mode of writing ("Kill them before they hill
you’) and the visual mode (a picture of a man holding a cutlass). The visual mode
enhances the message of the text. The mode of wrting fieure 17 contams
pidgin expression: ‘Wetin 1 do you. Na you dey do me? You o die 0. abr you
won crays’. The message of these linguistic resources lies i the words "kl and
‘die’ which suggest that the audience are persuaded o engage na spiritual
warfare to annihilate the agent behind their troubles. Thus. the audience 1y
influenced not to see what they do in stuch programmes as @ Crme or even s
sin. They are made to pereeive the act of asking God to Kill thew enemies as a
form of survival strategy — attack as @ means of defence.

Multimodal Resources in Advertising Br sakthrough Programmes

The common semiotic function of the different mulumodal resources
contained in the four texts below is to create IMPressions on the audience that
attendance of the advertised programmes Is a necessary step o removal of barrier
to public recognition (figure 18). elevaton through geographical relocation
(figure 19) prosperity and material enrichment (figure 20) and matenal possession
(figure 21).
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Multimodal Discourse Analysis of Christian Ady ertising on Selected Signboards, Banners and Pamphlets

may have been the source of the problem. The programme is therefore presented
to give them such will power. The use of first person sirmgular also has great
implications for persuasion because the audience is made to personalise the
challenges to be overcome.

In figure 21, the overal] message 1s partly realised through a mode of
writing: “Who is monitoring my life; Leave me and let me Drive my Car’. Two
clauses are contained in this linguistic resource and each reflects a different mode
from the other. First is interrogative while the second is an imperative. In terms
of interpersonal metafunction, the interrogative is configured to challenge an
unseen or unknown human agent hindering the potential audience of acquiring or
possessing their car. The imperative with the force of command accentuates the
intention of the advertiser; i.e. that anyone who attends the programme will be
empowered to command whoever is monitoring their lives to let go.
Consequently, the audience are prompted to the need of deliverance from such an
agent. In terms of semiotic function, the pictures of four persons printed in figure
20 and three persons in figure 21 do not only fulfil an ideational metafunction of
identifying the so-called ‘powerful’ figures (Pastors/Preachers) but also have a
‘selling power’ of building the confidence of the audience on their power to
deliver them from certain forces limiting them in life.

Findings

With respect to modality choice, the analysis conducted in the preceding
section has been able to identify the modal resources contained in the selected
data. In particular, the advertisers have commonly employed semiotic resources
such as colour, visual image, and writing to convey their messages. With
reference to figures 1 and 3 in particular, colours were used as modal resources to
compliment the writing mode; while in figures 13 and 16, visual images were
employed to fulfil part of the overall meaning of the adverts. Thus, both semiotic
and linguistic resources were employed to work together as multimodal
ensembles to convey messages in the selected data.

In terms of functionality of the semiotic resources, with reference to
figures 6, 15, 16 and 21 among others, the analysis has also demonstrated that
Some of the identified modes were reconceptualised to perform ideational
metafunction by identifying participants, phenomena and circumstances
contained in the situation depicted in the adverts. Interpersonal metafunction was
mostly realised through linguistic resources. With referencc to figures 3, 4 and 2]
in particular, the employment of imperative and interrogative sentences were
configured as interactive mechanism. . _

The analysis has also shown that the advertisers used visual modes such
as pictures to enhance vivid representations of their messages. With reference to
figures 13, and 14 in particular, pictures were used to make information more
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