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Abstract

Traditionally, the Yoruba do not use stalls, shops, or malls for carrying
out buying and selling activities. Instead, they operate open market
systems that come up at specific intervals of days when people
converge at a designated place, usually a market square, where all
forms of trading activities take place. There is also street hawking
where individual traders go about with their wares and advertise them
for patronage. However, this Yoruba indigenous advertising and
marketing has not been thoroughly studied. Very few research works
on indigenous advertising are found only in a few literary texts. Over
the years, indigenous dynamics of market transactions between sellers
and buyers have been eroded by new advertising strategies, and this
has continued to throw the traditional method into oblivion, which has
created a gap in the indigenous knowledge production. On the foreign
scene, many scholars have largely explained the relationship that
exists between language and advertising, especially in the Western
world. This paper, therefore, focuses on the indigenous nature of
advertising across Yorubaland® where diverse traditional formats and
strategies are utilized to entice potential buyers to purchase advertised
goods. These advertising dynamics are carefully presented in ways
that easily appeal to buyers. The study presents different types of
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goods/products and services that are advertised vis-a-vis the
sociological and linguistic features of such advertised products. The
classification of the advertising mechanisms is based on the various
(descriptive, beckoning, deceptive, etc.) ways through which goods
and services are advertised. Data collection points were divided into
seven Yoruba zones based on their proximity and dialect delineation
using Mixed Research Methodology. Interviews and observations
were also carried out to obtain data for the analysis. The paper
demonstrates that there is a high degree of interdependence between
sellers and buyers in Yoruba indigenous advertising as advertisers
rely on their language-use dexterity and communicative competence
to attract buyers. Findings also show that trade advertising using the
speech form of a language of the people is key to successful business
transactions.

Keywords:  Advertising, Indigenous system, Sociolinguistics,
Deception, Beckoning

Introduction

The history of Yoruba Indigenous Advertising (YIA) can be traced
back to the emergence of the Yoruba people as a race. This indicates
the significant socioeconomic interaction that existed among the
people in different parts of Yoruba society from ancient times. Yoruba
settlements have always been cosmopolitan in nature, regardless of
their size, and buying and selling activities are prevalent in such
settlements.  This  observation suggests a socio-economic
interdependence among the Yoruba people in their cultural life and
existence.

However, despite the significance of Yoruba indigenous
advertising, there has been minimal research on the subject. Only a
few research works on indigenous advertising are available in literary
texts, such as Ogundele (1982) and Akinjogbin (1969). Other source
material is found in O-Y-O radio advertisements in the 1980s. On the
foreign scene, scholars have mostly focused on the relationship
between language and advertising, especially in the Western world
(Vestaargard & Schroder 1985 and Dattamajumdar 2006).
Nonetheless, their perspective on language use and advertising differs
significantly from what is obtained in the African scene, particularly
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among the Yoruba people. For instance, hawking usually accompanies
a mode of advertising, and this method of marketing still exists among
the Yoruba people. Among the Yoruba, sellers that adopt the hawking
strategy to market their goods know that they must take advertising
very seriously. The primary justification for this is to attract the
attention of potential buyers to the goods they are selling. Advertising
also describes the qualities, quantities, features, and appearance of the
goods, apart from calling the attention of possible buyers.

This paper examines the various types of Yoruba Indigenous
Advertising in the medium of Yoruba language and its dialects. The
study follows works cited above to establish the different types of
products that are advertised in consonance with the way they are
advertised, looking at the sociological and linguistic features of such
advertisements. Specifically, the paper looks at the various ways by
which goods and services are advertised, which include description,
beckoning, deception, etc. Furthermore, it aims at establishing that just
as there are linguistic differences among Yoruba dialects, there are
also differences in the ways advertising is made in the dialects. The
study also examines the sociolinguistic contents of indigenous
advertising in different parts of Yorubaland.

Background to the Study

The Yoruba people have a unique approach to buying and selling
activities, which does not involve the use of stalls, shops, or malls.
Instead, they rely on open market systems that operate at specific
intervals of the day, where people gather at designated places, usually
market squares, to engage in trading activities. Furthermore, street
hawking is also a common practice where individual traders move
around with their merchandise and advertise to attract patrons. Hence,
it is safe to say that Yoruba indigenous advertisements and sales occur
on market days and streets on ordinary days. While the mode of some
of the adverts, goods advertised, and language of advertising may not
be very clear across the length and breadth of Yorubaland, certain
products are localized within specific areas, while others have their
adverts across the length and breadth of such areas. Additionally,
dialects of those areas are commonly used in advertising products
outside urban areas. Our tasks in this paper include identifying the
types of products, such as farm products, processed and non-processed
products, edible non-processed, and processed food items, analyzing
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how the products are advertised from one locality to another, and
highlighting the similarities and differences. We also aim to determine
how advertisers use language, including the variety of Yoruba
language, to attract customers, even when certain products are not
directly mentioned, and the advertiser does not state that the products
advertised are for sale.

Justification of the Study

Advertising is a vital aspect of selling products to potential customers.
This research aims to shed light on the diverse methods employed in
promoting trade and trading activities in Yorubaland, spanning from
ancient times to the present day. It will also uncover the linguistic
features and patterns of advertising, including how language rules are
sometimes breached to capture the buyer's attention. This study
primarily concentrates on indigenous products and the various
techniques used to advertise them.

Scope of the Study

Although this work is designed to cover the length and breadth of
Yorubaland, it was virtually impossible to touch all the towns and
villages. Nevertheless, there are two things that we aim at achieving in
this research which is to determine the kind of variation that may hold
in advertising between urban and rural areas within the same dialectal
continuum. We believe that these two converge as they will lead us to
a generalization that Yoruba indigenous advertising is locally based in
terms of the medium of expression. In all, we have twelve zones of
coverage for our data collection. For each zone, there is at least one
city or town. We check for the effect of urbanization on the mode and
medium of advertising. The language of advertising across the globe
is of interest to at least two categories of researchers. One category is
the researcher in core Linguistics and the second is the researcher in
Mass Communication and the Advertising Industry. In this research,
as linguists, we limit our discussion to the Yoruba Indigenous
Advertising within the context of (socio)linguistics.

Objectives of the Study

The objective of this study is to ascertain the effect of locality on
variation recorded in indigenous advertising.
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Literature Review

Preliminary research on the structure and style of advertising in the
Yoruba language has been conducted. It should be noted, however,
that such research was conducted with limited data on advertisements
in literary works (Akinjogbin, 1969; Faleti, 1974). An example of
Yoruba advertising is the promotion of Isin in the Oriki of the Olokun
Esin lineage (Babalola, 2000). Several Yoruba proverbs have also
highlighted the importance of native advertising within the Yoruba
community. Of particular note is the proverb ipolowo gja ni agunmu
owo, which translates to ‘Advertising is the medicine for success in
trading.” Despite the limited data in literary works, this does not impact
the quality of the analysis, as our research assistants were able to
collect ample data from primary sources.

The study of advertising in various parts of the world has
yielded works that are directly relevant to our present research. In this
work, we intend to undertake a detailed examination of the form and
pattern of indigenous advertising among the Yoruba people, utilizing
diverse linguistic apparatus. Related works in the fields of advertising
and linguistics are also considered, with a particular focus on the
relevance of linguistics to advertising. The importance of language as
a vehicle for conveying sellers' intentions about their products to
potential buyers cannot be overstated. It is therefore critical to consider
how language and its various tools impact the communication patterns
and behaviors between buyers and sellers, both positively and
negatively. The following is a selection of related literature that
explores these themes in detail.

The study of Dattamajumdar (2006) is on Linguistic Patterns
of Advertising Text with a classification and analysis of various texts
of advertising to evaluate how effective a given advertising is, based
on how such attracts the consumer’s response. This paper also has a
direct relevance on our work as we intend to examine the effectiveness
of Yoruba language in advertising various products.

Kitis (1997) defines advertising as a discourse that epitomizes
the power of language use in its social function. He further argues that
language is a dynamic weapon that creates interplay with social
systems in various discourse types among which advertising is
considered as one. According to Kitis, language is a powerful tool of
persuasion which draws the attention of consumers to the advertised
product. He establishes through the theory of Pragmatic Stylistic
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features of the foregrounding that advertising has the liberty to deviate
from the conventional rules of normal language. The paper provides a
robust data set that covers both written and pictorial text, showing their
interaction in advertising. It offers a wide coverage of domains, with
proposals made to account for what appear deviant to rules of
language, but which are licensed in advertisement. The paper provides
insights into different approaches to the analysis of language use in
powerful advertising, and a replicate of Kitis' account is inevitable in
further analysis.

Korcak's (2012) 'Word Play in Advertising: A Linguistic
Analysis' examines the theoretical and practical aspects of humor in
puns from both linguistic and advertising perspectives. The study
establishes that 'puns in advertising' share many common aspects with
puns designed solely for creating humor in human language use. The
work sheds light on the presence of puns in advertising from a
linguistic point of view, specifically in the areas of paradigmatic puns
and syntagmatic puns. Our analysis of Yoruba Indigenous Advertising
will explore the presence or absence of nonsense puns, contextual
puns, sexual innuendos, and other linguistic features identified in the
work.

Samaru-Charles (2001) analyzes the content and structure of
language in advertising. The study examines the grammaticality of
language and the rule-breaking phenomenon in advertising language.
The author highlights the important role played by texts in Advertising
and examines the interplay between texts and images. The study
identifies several anomalies associated with the language of
Advertising, including semantic, syntactic, and morphological rule-
breaking, and issues involving pragmatics. Samaru-Charles concludes
that certain levels of rule-breaking exist in the language of
Advertising, and although advertisers aim to convincingly pass a clear
message to potential buyers, the language does not completely
disregard grammatical conventions. The paper following Kitis (1997)
provides an in-depth discussion of how advertising can break language
rules without leading to ungrammaticality. It covers domains of
linguistics such as syntax, semantics, and pragmatics to achieve its
aim. We consider this paper an asset that will be useful for our
proposed analysis.

Vasiloaia (2009) highlights the linguistic features of the
language of advertising. The study argues that advertising permits
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breaking the rules of language. Vasiloaia demonstrates that while the
tendency to create new words exists, other basic features such as
'syntactic structure, the direct appeal to the recipients, the high rate of
repetition' remain largely unaffected by creative variation. Any
violation of grammatical rules is an attempt to attract the attention of
consumers or customers. This study, which discusses how advertising
can go against the rules of language to achieve its objective of
attracting customers to sellers, will help shape our analysis of Yoruba
data on advertising.

The language of advertising has been a subject of academic
interest for some time. LapSanska (2006) conducted a comprehensive
linguistic analysis of advertising slogans and the means used in print
advertising. The study focused on various linguistic domains such as
phonology, morphology, syntax, and semantics. The author
formulated eight hypotheses and confirmed six of them using
statistical data. The study concludes that a successful analysis of
advertising requires an investigation into these domains of linguistics.
The work provides a deep discussion and copious coverage and will
serve as a template for future analyses. As experts in the field of
language, these works provide valuable insights that will inform our
analysis of advertising language.

In a similar vein, Kor¢ak's (2012) "Word Play in Advertising:
A Linguistic Analysis" examines the theoretical aspects of humour and
the basic division of puns from linguistic and advertising perspectives.
The study establishes that puns used in advertising share many
common aspects with puns designed solely for creating humour.

The focus of this study is Yoruba Indigenous Advertisement,
with specific reference to the work of Ogundélé (1982) titled
'Agbéyewo Orisirisi ipolowod Qja ni Agbégbé Qyd' (An Examination
of Different Advertising in Qy¢ and its Environs). Ogindélé's work is
a BA Long Essay that explores Yoruba Advertising in two areas of
Yorubaland, namely Oy(} and Ibadan, focusing on types, themes, and
forms of language use. The study begins with a historical background
of Advertising and its division into traditional and modern advertising.
Regarding the three locations of marketing, Ogindélé identifies
market squares, hawking, and shops or stalls. The author gives
substantial attention to the use of language, taking a cursory look at
different language uses such as simile, metaphor, hyperbole,
repetition, etc. The author concludes that despite modernization,
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ipoléwé oja ko lé pare¢, 'advertising in Yoruba cannot go into
extinction. However, Ogindélé's work has limitations. It lacks
structured analytical tools as it is not based on any theory. The scope
of the study is also limited to two areas of Yorubaland. Additionally,
Ogundélé makes the erroneous claim that Yoruba traditional market is
also carried out in shops or stalls. Our study will show to the contrary
that hawking is an integral aspect of marketing goods among the
Yoruba people. Traditionally, only heavy goods like palm oil, corn,
etc., are kept in stalls for safety purposes.

Agbede (2016) is an investigation of language use in effective
communication in bank advertisement as well as the stylistics
mechanism in selected bank advertisements in South African and
Nigerian newspaper. It identifies graphology, phonology, lexis,
syntax, and cohesion among others as stylistic elements in the stylistic
analysis to establish the effectiveness of those devices in bank
advertisement. The works concludes with the assertion that the stylistic
devices are very crucial in advertisement because of the way they
attract clients to the services being advertised. Though the work is not
relevant in terms of the language of use in bank advertisement, its
relevance lies in its theoretical framework, especially in the domain of
its application.

The 2020 study by Eleshin delves into the correlation between
gender and language usage in Yoruba Indigenous Advertising. The
primary objective of the study was to determine the prevalence of
female advertisers compared to their male counterparts in Lagos and
analyze the impact of gender on language use in indigenous
advertising. The author examined examples of indigenous advertising
in both open markets and designated areas, including those with
gender-specific content. The study concludes that "the female is more
susceptible to indigenous advertising through the use of language"
than male advertisers. While the study's focus on language use in
indigenous advertising is commendable and the use of Standard
Yoruba examples is beneficial, the choice of Lagos as a research
location may not be entirely appropriate due to the cosmopolitan city's
cultural and linguistic diversity. Furthermore, the conclusion that
women use language better than men lacks empirical statistical data
and may be premature based on just seven examples from one location
in the Yoruba region. Overall, the study highlights the importance of
gender in language usage in indigenous advertising and provides
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valuable insights into the potential impact of language on target
audiences. However, it is essential to exercise caution when
generalizing the findings beyond Lagos or the Yoruba region, and
further research is needed to validate the study's conclusions.

In their study, Oyesomi & Salawu (2019) conducted an
assessment of the unique characteristics of indigenous languages in
advertising, with a particular focus on the figurative language
employed in selected telecommunication Yoruba advertisements in
Nigeria. The researchers selected two major communication providers,
namely Airtel and MTN, who had a higher number of active
subscribers and examined the figurative language in their
advertisements through random sampling. The study identified 12
figurative languages in the two selected advertisements, and the
authors recommended that advertisers and telecommunication
companies must pay close attention to the use of figurative language
to attract clients to their services. While this paper differs from the
aforementioned study in a significant way, which is the focus on
Yoruba advertisement in selected telecommunication, the convergence
is the involvement of indigenous language, which, in their case,
involved the Yoruba language, which is our main language of focus.

The literary works reviewed above provide a solid foundation
upon which our research shall rest its relevance. Our study endeavours
to examine the content and structure of advertising language and
elucidate how advertising data can be expounded using pertinent
theories of grammar and advertising.

Methodology

This research study utilizes ethnographic research methodology and
adopts a qualitative approach towards data collection and elucidation
management. Seven Yoruba-speaking states were selected as research
locations and were further categorized into uniform dialect
communities. The table below presents the states and dialect areas that
were covered in this study:

89



Ajiboye & Eleshin

Table 1: List of Data Collection Area

S/N | States Dialect Dialect Area
1. Lagos Ek6 Idumota, Mile 12, 11é-Epo Market,
Oyingbo and Mushin
2 | Ogin | Egba Lafénwa, Ilugun, Qdéda
Ijebu Ibefun, Sagamu, Ososa, Agd-iwdye
3 Qyod Qyd Ibadan, Erunmu, Laltpon,
Ogbomoso, Fiditi, Iresa
4 | Ekiti Ekiti Ado-Ekiti, Igede, Aaré,
Moba Otin
5 Kwara | Moba 1141¢, Ilofa, Erimopé
Igbémina | Arandun, Omu-aran
6 Osun igb()minél if Orangun, Ora
bolo Ofa, Ipeé, Igosun, Ira, Osogbo,
ikirun, Okuku
Qyd Ejigbo
fjesa Tlésa, Otan-I1¢, Esa-Oké, Tjebu-jesa
Ife 11é- Ife, Oke-Igbo, Ifetedo
7 Ondo Ondo Ondo, 11¢-Oluji, Odigbd

Our research team conducted both key informant and in-depth
interviews with respondents to gain insight into market dynamics. The
consultants we engaged included selected indigenous marketers and
natives who are involved in other market activities. To ensure
comprehensive coverage, we conducted interviews along dialect lines
in each state. For instance, in Oguin State where there are Egba, Tjebu,
Awori and Yewa, a Research Assistant was assigned to each dialectal
area. In addition to interviews, we also conducted participant
observation by researcher assistants in various market settings.

The interviews were recorded by audio and video devices.
Each advertised product was recorded at least twice to ensure that all
possible variations were captured. Recent studies in communicative
studies reveal that multimodal contribution (body parts such as eye
contact, body gesture e.g., beckoning) is a better way of understanding
speech perception; therefore, we used video recording. We also
adopted non-invasive techniques for accessing communicative
expressions using measures of visible motion derived from videos,
which enabled us to require the same quality data in the field as in the
lab (cf. Vatikiotis-Batson https://linguistics.ubc.ca).
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Analysis

It is worth noting that, within the Yoruba culture, traditional forms of
advertising are predominantly achieved through oral communication.
Since advertising is deemed a form of communication amongst
language users, various linguistic features are also considered when
utilizing language within advertising. Such features include the type of
product being advertised, the location of the product's advertisement,
the diversity of advertisers, the duration of advertising, and climatic
conditions. For instance, locust beans, known as iru, are widely
advertised within most Yoruba communities through the following
means:

Irt oko obe Locust beans, husband of soup

E firg rofo Use locust beans to cook
vegetables.

In ha yurti o Come and pick locust beans

E raru e sebe, Buy locust beans and cook soup.

Aj@b(}korérin—in ofofo, One that is eaten to produce
romantic gist with husband,

Ajedigboloko wii, One that is eaten to suddenly fall
on the husband.

Ajepantété éte One that is eaten with the lips
hanging.

All these expressions can be used to advertise the locust beans in
different locations in Yoruba land. However, all these advertisements
of iri cannot be heard in a place like Okeé-Imesi. This is because the
locust bean is not used for cooking in the town. The following proverb
attests to this assertion:

Iri ni oun o té ri afi igha ti oun dé Oké-Imesi 1t won 7 fi oun
wé eégbon’

Locust Beans said it had never been humiliated until he got
to Oké-Imesi and was compared to a stick insect.

In Oké-Imési, locust beans are not considered a significant ingredient
in cooking, which explains why it is not commonly consumed or

3 Eégbon is a parasite insect called a tick. This parasite is found in animals
like dogs and cattle.
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advertised in the town. This highlights the importance of product
advertising in areas where the product is readily available and
commonly used.

Ekaaro Good morning.

Ologi dé o, The ogi seller has arrived

Iya Aayi, Adyi's mother

Ologi dé o The 0gi seller has arrived

Iya eléweédu ti dé o. The Ewéd seller has arrived.

The two advertisements above serve as illustrations of the practice of
door-to-door marketing. In the following discussion, we delve into a
more detailed examination of specific advertising methods and
mechanisms.

Opacity and Deception in Yoruba Indigenous Advertising

One of the salient features of the YIA is the adeptness of street vendors
to employ opacity devices to entice customers into purchasing their
wares. Opacity, in this context, refers to a method of promoting a
product without explicitly stating its name. Interestingly, Yoruba
advertisers have a unique ability to manipulate the language in such a
way that the name of the product need not be mentioned. This
phenomenon was observed in various marketplaces during our
research expeditions. Consider the way ébiripd ‘a traditional Ijébu-
Rémo delicacy’ is advertised.

Ojena 6kibo o It is ready to eat,

O tijeéna, It is cooked already

E maa bg You (plural), start coming.
O 1 gbona felifeli o, It is very hot.

O 1 y6 géndé It feeds a well-built person.

The advertisement under consideration does not provide any specific
information regarding the product being sold, as there is no mention
of ebiripo within the advertisement. Instead, the seller emphasizes that
the product has been fully prepared and is ready for consumption.
Furthermore, the seller indicates that the product is very hot and that a
single wrap of it is sufficient to satiate a large individual. Unless the
buyer is a regular customer, it may prove difficult for them to identify
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the product being advertised. Thus, the advertisement's opacity
necessitates that a buyer must physically visit the seller to determine
the product's identity.

Another opaque way of advertising goods is the one shown
below where the seller of an unnamed article code mixes English and
Yoruba in the advertisement.*

Sé white® ni abi black? Is it white or black?

O wa nibi o It is available here.

Kékeré ni abi nla? Is it big or small?

E maa bo You (pl) start coming here.

The vendor in question failed to specify the nature of the merchandise
in question. Instead, they chose to emphasize the salient attributes of
the product. Another instance of this phenomenon can be observed as
follows:

Gbogbo igba mi, wasod All my entire wares, fifty
naira

O 1 jowo It burns the hand.

O f1 jonu It burns the mouth.

Gbogbo opon mi wasod Everything on my tray, fifty
naira!

The phenomenon of opacity and deception in advertising is a pervasive
issue in the business world. A prime example of this can be observed

4 In the Yoruba traditional setting, there is evidence of code-mixing. This is
what we witness in the above advert. This exception case is due to the location
of the seller who dwells in an urban place. However, such an advert does not
obliterate the purview of this paper.

3> Yoruba like any natural language loans words from other languages that its
speakers have contact with. The introduction of English words such as black,
white, promo, etc., is an indication that both sellers and potential buyers
understand the English language.
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when a seller calls out to potential buyers, offering all items on their
tray for the price of fifty naira. It is well-known that it is practically
impossible to have all items in a tray or stall for such a low price.
However, by making this announcement, the seller forces buyers to
examine the products to determine their value. This form of
advertising is unique in that the product is not directly advertised.
Rather, the premise or background is set, and buyers are expected to
speculate about what the trader could be advertising. For instance, in
the first example, the phrase 6 7 jowg indicates that a cooked item is
being advertised.

Consider yet another advertised item, which exemplifies this
phenomenon further.

A 1 se promo o We are doing a
promo.

E y¢ mi wo Check me out!

E y¢ mi wo ribo ribo 1a 1a 13, 1a 1a 1a. Check me out very
well.

The advertisement in question employs a promotional tactic that not
only highlights the presence of a sale but also encourages prospective
customers to evaluate the seller's appearance. The advertisement's
focus on the seller's appearance, without displaying the product, may
lead customers to infer that the product is clothing, jewellery, or
footwear, as the seller instructs potential buyers to scrutinize her
appearance to gain insight into the product being advertised.

Another form of opaque advertising involves price
announcements. Sellers often announce the price of goods without
specifying which items are being advertised, with the implicit
assumption that the price reduction is significant. Consider the
following:

Mé¢ta hundred Three for hundred naira
Two, two hundred naira Two Hundred naira
El€yii tin ni cover This one even has a cover.

Non-opaque Advertising

The next item does not reflect opacity, instead, both the item being
advertised as well as the price for it are directly mentioned in the
advertisement.
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Two, two hundred naira ni ponmg.
“This ponmo is two hundred naira only.’

Note that the price of goods in the examples above is first announced
before mentioning the name of the good that is being advertised. What
this means is that the seller assumes that the price of her good is more
important to the buyers than the good itself. The same mechanism is
adopted in the following example.

Sweet Apple Sweet apple

Iya kaabg, omo kiulé Welcome mother, hello
children®

Méta two hundred naira Three for two hundred naira

Three sweet apples are being sold for two hundred naira instead of one
apple for a hundred naira which is the original price. Note the use of
loan words in that advert and what it reveals about the location and the
people concerned as previously mentioned.

Furthermore, some marketers will even announce the name of
the goods or their usefulness first, before mentioning the price.
Consider the advert for okra in the next example:

E kola iwo, waso Come and get okra from Iwo, just
fifty-naira.

Iwo lobe, waso This one is from Iwo, just fifty naira.

114 to fresh Fresh Okro

Fifty-fifty naira Fifty naira each

The first example of a trader's advertisement highlights the Iwé town
variety of okra as a superior product, presumably of higher quality than
other available variants. In contrast, the second advertisement focuses
on the freshness of the produce, with the term fresh being used in its
description before the mention of the price. It is important to note that
although the same price is attached to both advertised products, the
okra being sold may differ in terms of freshness or variety,

6Tt is the culture of the Yoruba, especially women, that whenever they go to
the market to sell or buy, on their way back home, they endeavour to buy
snacks for their children. As they are being welcomed by the children, the
children receive such items.
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necessitating careful consideration by potential buyers before making
a purchase decision. The information provided in the two
advertisements merely serves as a guide to assist buyers in making
their final purchase decision.

Koko oloko Farmer’s cocoyam

11¢é kan waso A portion for fifty naira

Egusi koobu, two hundred A cup of melon, two hundred
naira

The traders in the last two examples also find it important to announce
the features of their goods to the buyers before announcing the price.
It implies that each seller knows that price affordability is key to any
business transaction. This is clear because no matter the quality of a
good if the price is not affordable to the buyer, her business may not
thrive. The advertising strategy of announcing a ridiculously low price
of a commodity can be described as a necessary deception. For
example, it is practically impossible for the entire article in question
not to be more than fifty naira. Apart from that, the source of cocoyam
and the quantity of the melon are advertised before their price is
announced. While the seller describes the cocoyam as one that comes
directly from the farmer without any middleman, it is the unit of
measurement of the melon that is made salient before the amount was
announced in the latter. We now turn to another strategy of advertising.

Descriptive Advertising

One very popular advertising strategy that sellers use to advertise their
goods among the Yoruba people is descriptive. This is one of the most
used strategies of advertising. This is because the seller mainly needs
to describe what she is selling, even before the issue of pricing comes
in. Mentioning the price of a product while advertising is overly stated
for extra enticement.

Below, we present some of the descriptive advertising that we gathered
in the research field:

O kan It has a soured taste.
O gbe It is fried dry.
E téési e You, taste it.
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O kan o It is extremely soured taste.

O kan, 6 dun’ e m4 an wéa o It is sour and sweet, you
come.

Apomu ¢ko o The eko that is stirred and
drank.

E je¢ raisi ofadaa gbona o You, eat hot ofada rice.

Buredi gbona dé Hot bread is here.

Ef6 0loko o Vegetable from the farmer

E ¢ ra soko ibile Come and buy, the native

soko variety.

The four sets of adverts vividly describe the products that are being
advertised. The first two examples show the kind of gari and ¢ko that
is being sold which is not just sour but also very dry as in the case of
gari and at the same time sweet as in the case of eko, portraying them
to be delicious. The situation is the same in the next two examples;
ofada rice and the bread are advertised leveraging on the freshness and
hotness of the products. The advertiser understands that buyers are
more likely to buy fresh loaves of bread than stale ones.

Adpvertising Involving Hyperboles

Another important strategy of advertising is the one that involves the
use of hyperbole. Hyperbole has been described as an exaggeration of
a person, events, or scenes beyond their normal attributes. Traders,
especially among the Yoruba, are poised to find all possible means to
sell their products. As such, they employ diverse means to entice
buyers to themselves. These may include the use of sonorous voice for
advertising; production of poetic and rhythmic lines for advertising;
songs and near-song literary genre etc. All this could be very inviting
to potential buyers. For some others, the use of hyperbolic expressions
is what entice buyers to purchase their wares. Consider the following:

7 It may sound contradictory to find kan and dun cooccurring in this advert.
However, the kan here is a taste coming out of a well-fermented corn meal
which is usually very friendly to taste.
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E janamo téépo téépo Eat potato together with the
peels.

Won si boda They have opened the
border.

Muri kan Twenty-naira

Ewédu oko Ewédt from the farm

Asékunkoko One that is cooked to fill the

pot.

Eléko adan réé This is a fresh shining €ko
seller.

Eko mi bi eran 0 My ¢ko, fine like meat

Eko yii ma n féebo o This ¢ko speaks English.

E ¢ jeran ¢ko Won’t you eat the meat

inside eko?

The first advertising is that of potato. It describes the potato's
sweetness to the extent that it can be eaten with its coat. For the second
example, the seller expresses the quantity of a twenty-naira ewédu as
being able to fill a pot! The cheap price of the vegetable has been
attributed to the opening of the National border! It is obvious that there
is no relationship between border opening and ewédu that is locally
produced. The second Advertisement is much more hyperbolic than
the first advert. Borders do not need to be opened before ewédu can be
sold cheaply. Similarly, there is no way, a twenty-naira ewédu can fill
a pot in this modern-day Nigeria. In the next example, the advertiser
exaggerates that the ¢ko she sells is as sweet as meat®, and that it speaks
the English language! Still funny and surprising is that ¢ko is not
prepared with pieces of meat. So, beckoning customers to come and
cat the meat inside the ¢ko is an exaggeration aimed at attracting
buyers. This is because no matter how many wraps of ¢ko one buys,
one will never find a piece of meat inside any.

Personification in Advertising
Another method that sellers use to advertise their wares is to personify
their products and put them in a position where they can almost

8 There is nothing to compare in terms of the taste of an eko which is very flat
and a piece of meat which is always sweet.
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convince the buyers themselves. Funny as such an expression could
be, buyers are attracted to purchase them because of this strategy.
Below is one example of such:

Munimuni entered the house
with breast,

Munimuni enters the ground
completely,

It enters inside the soup
swiftly.

Munimuni wolé tomu-tomu
Munimuni wole¢ lo

O koénu ata kéro

Surprisingly, ponmg is the article being advertised here! The advertiser
makes the item to appear as if she is a female person called Munimuni.
As contained in the advert, this item enters a house with her breast and
suddenly she enters the ground only to be told that she entered inside
the pepper i.e., a pot of soup again! This mechanism is for sellers to
attract more customers to buy their goods which has been so satirical.

Instructional System of Advertising

The category of items being advertised here consists of two parts; one
which reveals an instruction to the buyers on the item she intends to
sell and the other which shows the usefulness of the item. In what
follows are examples for illustration.

E roguso, ¢ dana o

E rata, ¢ seb¢
Eraild, e sebe

E reja, e mu gari 0san
Ori o, 0Ori €ro

E ra wara, ¢ panu o

E ra mju, € somo yin loge

E ra karosin, ¢ tanna alé o
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Buy oguso and make fire.
Buy pepper and cook soup
Buy okra and cook soup.
Buy fish and drink afternoon
gaari

Shea butter, shea butter that
kills pain.

Buy cheese and make it a
snack.

Buy powder and beautify
your child.

Buy kerosene and put on
light at night.
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In the various objects being advertised, the traders go further to explain
the type of item being advertised and how one can make use of them
after purchase. The seller adds an extension in the second part either
to remind buyers of what they could do with the goods or to introduce
the goods and their usefulness to potential buyers who do not know
about the product before. For example, the goal of buying ogiiso is to
use it to make fire.

Narrative Advertising

There are other types of advertising that traders use to invite more
buyers to patronize their goods. This largely depends on how much the
sellers can manipulate their language use during advertising. While
some sellers resort to singing, albeit with a sonorous voice, some could
become very dramatic in their approach. The nature of this advert is
expressive as the trader tries to create a short story in the form of a
scene that is capable of convincing and inviting buyers to purchase her
goods.

Won ni 4 méa pin tii 16f¢é o They said we should be

giving out tea for free.
E mu tii o Come and drink tea.
ibale okan It calms the soul.

The impression in the advertising is that the tea that is being advertised
is to be distributed free of charge. However, buyers themselves know
that this is not the case, they are aware that this is only an advertising
gimmick. In the next advert below, the trader adopts a narration
dynamic in advertising:

Anloilé oldomo O We are going for a naming
ceremony.

E maa bimo jo I implore you all to have lots
of children.

Tomati ti dopo Tomato is now very cheap.

This advertising is also a little deceptive as it presents a narration that
tries to show that the person advertising is in the company of others
going to a naming ceremony and seems to be imploring her listeners
to continue to give birth to more children only to land with her target
which is that tomato is now very cheap. What makes this

100



Yoruba Indigenous Advertising ...

advertisement interesting is that, even though tomato is not the only
ingredient to prepare a pot of soup, it considers it as an ingredient that
is essential for cooking. It is also important to point out the kind of
difference this type of advertising could make when compared to
advertising like E ra tomdti, ¢ sebe ‘Buy tomato and cook soup’ which
is very direct.

Another example of advertising that creates narrative context is the
following:

Agbon yii dé¢ dim o. This coconut is sweet.

Agbon t6 gbe daadaa ni o. The coconut is very dry.

Tie ba fé fi se a di agbon, If you want to make coconut
oil out of'it,

O ma yo orord daadaa, It will produce enough oil.

Ti 6 bajé agbon tatd’ ni, If it is a fresh coconut,

Iyen o ni yo oror6 ddadda,  That won’t produce enough
oil.

Ko ni pé¢ yin, It will not profit you.

Ewabawarado. Come and buy from us.

This Advertising is very expressive. The seller takes her time to give
a detailed description of not just what the coconut can be used for, but
also a vivid explanation of the type of coconut that she is selling which
is the ripe one. It is important to note the claim of the advertiser that
unripe coconuts which contain a lot of water are not desirable. The
latter will not produce much oil.

Other advertisements are not very expressive, as such, they do
not give a full narration or a vivid description of the goods that are
being advertised, yet they usually catch the attention of buyers.
Consider this advert from a man selling pest killers and insecticides in
a dialogue form:

Ta lole? Who is a thief?

Eku lole. It is a rat that is a thief.

Ta lole? Who is a thief?

Adyan lole. It is a cockroach that is a
thief.

° The word #iti; means an unripe coconut.
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In this type of advertising, the trader uses a 'call-and-response
approach’ to establish the reason why the good should be purchased.
The advertiser is indirectly beckoning people to come and buy a rat
killer after a rat has been introduced as a thief that they must get rid of.
Other Advertisements include:

E wa ra ounje eran o Come and buy goat
feed.

Sé ¢ ¢ rounje eran ni? Won’t you buy goat
feed?

Wiiti wa, There is wheat.

Séya wa There is soya.

E wa ra ounje eran o Come and buy animal
feed.

The trader in the above advert is very intentional in his approach. After
announcing what she sells, she went ahead to ask buyers if they were
going to buy animal feed or not. Unlike the advertisement in which the
advertiser gives a response to the question by himself, the question in
the next advert awaits the response from buyers.

Dadi wa, ¢ wo ata nibi o. Our daddy, come and check
pepper here.

Momi wa, Our mummy,

Maa baa yin ta & daadaa I'will sell it very well for you.

Ondrend, Ondrend naira It’s hundred naira per pack.

E mé fowo yin sofo Do not waste your money.

E ma réé rata ¢sa Do not go and buy rotten
pepper.

In the given instance, the vendor not only publicizes her products but
also provides reasons why potential customers should avoid other
sources. This illustrates that an advertisement can take various forms,
including discrediting competitors, to attain maximum sales.

Adpvertising Serial but Complementary Goods

This advertising campaign can be characterized as a dual-target
approach. The approach involves the introduction of two distinct yet
complementary products within a single advertisement. This strategy
aims to create a pairing effect, with the first product paving the way
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for the second. This advertising technique is primarily employed in the
promotion of edible products. The following example serves to
illustrate this approach.

E rékuu, ¢ jeko Buy ékuru and eat ¢ko.

Burédi réé, bota reé This is bread, this is butter.

0jojo reéé, ¢ko réé This is ojojo, this is pap.

E folele tiko wo Use ol¢l¢ to eat eko.

Gughra ati ¢pa réé This is popcorn and
groundnut.

E fi koko jakara o Use koko to eat akara

One interesting thing here is that the person advertising the products
in this category may have the two products at her disposal. For
example, it is possible for someone who sells ékuru to also be the one
selling ¢ko'’. The same goes for guglirti and épa. However, it may not
be the case for someone selling bread to also have butter side by side
with the bread.

Conclusion

Marketing is a crucial element of economic industry development, and
advertising plays a significant role in promoting it. The phrase ipol/owo
oja ni agunmu owo fun awon ontaja ‘advertising is the medicine for
marketers’ accurately reflects the importance of advertising in
marketing. This paper has presented extensive data on Yoruba
Indigenous Advertising mechanisms, including the various techniques
used by sellers to attract buyers, such as deceptive, descriptive, and
hyperbolic techniques. The research findings revealed that traders
depend on their language skills and communicative competence to
appeal to their audience. It is hoped that this preliminary report on
Yoruba Indigenous Advertising will inspire other scholars, both
nationally and internationally, to delve deeper into the linguistic and
socio-cultural aspects of indigenous advertising within other ethnic
groups in Nigeria and Africa. This research can also be extended to
other ethnic groups and cultures to establish parallels in this aspect of
business transactions before the modern era.

10 Tn most of Yorubaland, ékuru is the best option for eating eko. However,
some people will prefer akara or vegetable to ekuru.
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