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Abstract
Yorùbá indigenous advertising can be said to be as old as the existence of the Yoruba race. No matter how small a village is in Yoruba land, buying and selling are witnessed in such settlement. This suggest the kind of socioeconomic interaction that exists among the Yoruba people. This study aims at establishing the different types of goods/products and services that are advertised vis-à-vis the sociological and linguistic features of such advertisement. The classification of the advertisement will be intended on the various ways through which goods and services are advertised including descriptive, beckoning, arrival, deceptive, etc. Mixed research methodology will be employed for data collection. Data collection points are divided to 12 Yoruba zones based on their proximity. Interviews and observations will be carried out in order to collect data for analysis. Sociolinguistic theories of supposition and rule-breaking are employed to analyse the data so as to interrogate linguistic processes that make it easy advertisers to communicate effectively with the intending sellers. The study will focus on the indigenous and cross-dialectal nature of advertisement across Yoruba land, and then consider what effects speech variants have on advertising structure. This study examines the sociolinguistic as well as the theoretical linguistic contents of indigenous advertisement in different parts of Yoruba society. It is expected language use plays a very important role in the way advertisement is been projected and this might be one of the vital factors that assist hawkers to achieve their advertising goals.
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Introduction
Historically, Yorùbá Indigenous Advertisement (YIA) can be said to have begun when the Yorùbá people emerged as a race. The claim is due to the fact that Yorùbá settlement right from time immemorial is cosmopolitan in nature. As such, no matter how small a village is in Yorùbá land, buying and selling are witnessed in such a settlement. This observation suggests that there is a socioeconomic interdependence among the Yorùbá people in their cultural life and general existence. However, Yorùbá indigenous advertisement has not been thoroughly studied. The very few research work on indigenous advertisement is from the literary perspective. Such works include Ogundele (1982) and Akinjogbin (1969). On the foreign scene, many scholars have, to a large extent, analysed the relationship that exists between language and advertisement especially in the western world (Vestaargard & Schroder 1985 and Dattamajumdar2006). 
This research examines a range of Yorùbá Indigenous Advertisement across its dialects following earlier works such as Leech (1966),Pandya (1977), Kumar (1978), Vestaargard & Schroder (1985) and Dattamajumdar (2006) with the aimof establishing the different types of goods/products and services that are advertised in consonance with the way they are advertised, looking at the sociological and linguistic features of such advertisements. Specifically, the research intends to look at the various ways by which goods and services are advertised, which for instance include description, beckoning, deception, etc.It also hopes to establish that just as there exist differences among the dialects of the Yorùbá, there are also differences in the ways advertisements are made in these dialects. Therefore, this study examines the sociolinguistic as well as the theoretical linguistic contents of indigenous advertisement in different parts of Yorùbá land.
Statement of Problem
Traditionally, the Yorùbá do not use stall, shop or mall for carrying out buying and selling activities. Instead, they operate open market systems that come up at specific interval of days when people converge on a designated place, usually a market square, where all forms of trading activities take place. There is also street hawking where individual trader goes about with their wares and advertise them for patronage. In this way, it is safe to say that Yorùbá indigenous adverts and sales are found on market days and on the street on ordinary days. The mode of some of the adverts and goods advertised, as well as language of advertisement are not very clear across the length and breadth of Yorùbá land. Whereas, certain products are found in one area, and their advertisement are localised within that area, there are some other products found elsewhere and have their adverts across the length and breadth of such areas. This goes with the language in use, specifically, except in urban areas, most products are advertised in dialects of those areas. Our tasks include identifying the kinds of products, e.g. farm products, processed and non-processed products, edible non-processed and processed food items, etc. We will also look at how those products are advertised from one locality to another, bringing out similarities and differences. Further, we hope to find out how advertisers use language as well as the variety of Yorùbá language they use to invite customers, even in cases where particular products are not directly mentioned and the advertiser does not state directly that the product so-advertised are for sale.
Justification of the Study
Apparently, the importance of advertisement is to device a method of selling products to members of the public. This research is toopen our eyes to various ways by which trades and trading activities are promoted and carried out in Yorùbá land from time immemorial to the present time. It will also reveal the linguistic features and patterns of advertising and how rules of language are sometimes violated with the purpose of catching the attention of the buyer. The study will focus on the indigenous products and across-dialectal nature of advertisement. One of the justifications for this research is to establish the diversity in the form of indigenous advertisement among the Yorùbá people of South-West Nigeria. 
Scope and Delimitation
Although this work is designed to cover the length and breadth of Yorùbá land, it was virtually impossible to touch all towns and villages, especially given that there are two things that we aimed at achieving in this research. Firstly, we established the effect of dialectal variation on the various advertisements. Secondly, we established the variation in advertisement in an urban area and a rural area within the same dialectal continuum.  These two concepts converged as they will lead us to a generalisation that Yorùbá indigenous Advertisement is locally based in terms of medium of expression. In all, we have twelve zones of coverage for our data collection and elicidation. For each zone, there is at least one city or town. We checked for the effect of urbanisation on mode and medium of advertisements.
Language of advertisement across the globe is of interest to at least two categories of researchers. One category is the researcher in core Linguistics and second is the researcher in Mass Communication and the Advertisement Industry. In the light of this claim, in this research, we explore and addresse the Yorùbá Indigenous Advertisement within the contexts of (socio)linguistics.
Aim and Objectives of the Study
The aim of this study is to examine an overview of Yoruba Indigenous Advertisement with a view to bring out the uniqueness and peculiarities of Yoruba ways of advertisement with the aim of achieving the following objectives:
1. To understand the socio-cultural content of YIA across dialects of Yoruba with the aim of identifying modes and nature of advertisement as well as products that are involved.  
2. To ascertain the effect of locality in variation recorded in the indigenous advertisement.
3. To describe the linguistic domains (Phonology, lexes, morphology, syntax and semantics) of the various advertisement.
4. To determine the extent of convergence and divergence in the Yoruba used in advertisement across dialects.
5. To study how the different forms and dimensions of advertisement by the various dialect groups promote sales of advertised products.

Research Questions
1. How can the sociocultural content of YIA across dialects of Yoruba be understood?
2. How can the effect of locality in variation recorded in the indigenous advertisement be ascertained?
3. What ways can the linguistic domains (Phonology, lexes, morphology, syntax and semantics)  of the various language of advertisement be described?
4. Is the extent of convergence and divergence in Yoruba advertisement be studied across dialects?
5. In what ways can the different forms of advertisement by the various dialect groups promote sales of advertised products? 

Literature Review
There have been some elementary investigations into the form and style of advertisement in Yorùbá. However, it should be noted that these investigations are being done with scanty data of adverts in literary works (Akinjogbin 1969, Faleti 1974).An example is the advertisement of Iṣin in the Oríkì of the Olókùn-Eṣin lineage (Babalola 2000). Some Yorùbá proverbs have also established the importance of indigenous advertisement among the Yorùbá people. Notable among them is ìpolówó ọjà ni àgúnmu òwò ‘advertisement is the medicine for success in trading’.
However, various works in the study of advertising in the other parts of the world which have direct relevance to this work abound in the literature. The researchers’ intention in this present work is to examine in details the nitty-gritty of the form and pattern of the indigenous advertisement of the Yorùbá people using diverse linguistic apparatus. It is not going to be out of place to consider related works that have been done in the field of advertisement and linguistics. The literature to be reviewed will dwell seriously on the relevance of linguistics to the field of advertisement. This is not surprising since language is the vehicle used to convey the intention of the seller about his goods to the potential buyers. It is therefore pertinent to consider how language and its various tools affect the communication pattern and behaviour between the buyer and the seller either positively or negatively. What follows is a selection of some of such related literature.

The study of Dattamajumdar (2006) is on Linguistic Patterns of Advertising Text with a classification and analysis of various texts of advertising with the aim of evaluating how effective a given advertisement is, based on how such attracts the consumer’s response.
According to Kitis (1997), advertising is a discourse that epitomises powerful language and considers language as a dynamic weapon that creates interplay with social systems in various discourse types among which advertisement is considered as one. Kitis claims that language is a powerful tool of persuasion which draws the attention of the consumers to the advertised product. Using the theory of Pragmatic Stylistic features of the foregrounding, Kitis establishes that advertisement has the liberties to deviate from the conventional rules of normal language.
Samaru-Charles (2001) brings to the fore, the content and structure of the language in advertising. In the work, Samaru-Charles examines the grammaticality of language and rule-breaking phenomenon in the language of advertising. The work identifies that a lot of the text that is used in advertising does not adhere to some norms that are conventionally adhered to in natural language. Samaru-Charles extends the work to the messages that could be conveyed by images in English and French advertisement. The author however highlights the very important role played by texts in advertisement and also examines the interplay between texts and images. Generally, he identifies some anomalies that are associated with the language of advertisement to include semantic anomalies, syntactic anomalies, morphological rule-breaking and issues involving pragmatics. In conclusion, Samaru-Charles identifies that there are certain levels of rule-breaking that exist in the language of advertisement and that even though the main aim of the advertisers is to convincingly pass a clear message to the potential buyers irrespective of the grammaticality of the language, yet, the language does not completely disregard grammatical conventions.
Vasiloaia (2009) has also attempted to highlight the linguistic features of the language of advertising. The thrust of the paper is its established fact that in advertisement, there is license for breaking the rules of language. In this work, Vasilaia demonstrates that the tendency to create new words notwithstanding, other basic features such as ‘syntactic structure, the direct appeal to the recipients, the high rate of repetition etc. remain largely unaffected by the creative variation. Thus any violation of grammatical rule is an attempt to attract attention of the consumers or customers.
Lapšanská (2006) examines the language of advertising with the concentration on the linguistic means and the analysis of advertising slogans. The dissertation provides the analysis of language of advertising from linguistic point of view focusing on those means and ways that are used involved in advertisement that are in print. Specifically, Práka examines the linguistic domains such as phonology, lexical and morphological, syntactic and semantic. The author formulates eight hypotheses. Using statistical data, the work confirms six of the eight hypotheses and concludes on the note that any analysis of advertisement must look into those domains of linguistics.
Korčák’s (2012) ‘Word Play in Advertising: A Linguistic Analysis’ takes a look at the theoretical aspect of humour as well as the basic division of puns from the linguistic and advertising point of view. Specifically, the work is able to establish that ‘puns in advertising’ share many common aspects of puns designed solely for creating humour.

The only known literature to the present researcher on Yorùbá Indigenous Advertisment is Ògúndélé’s (1982) ‘BA long essay’ which discusses Yorùbá advertisement in two areas of Yorùbá namely Ọ̀yọ́ and Ìbàdàn focusing on types, theme, and form of language use. The work begins with the historical background to advertisement, its divisions into traditional and modern advertisement. Ògúndélé points out that there are three locations of marketing which are market squares, hawking and shops or stalls. The authors gives a substantial portion of the work to the use of language by taking a cursory look at different language use such as simile, metaphor, hyperbole, repetition etc. The author concludes on a note that despite modernisation, ìpolówó ọjà kò lè parẹ́, ‘advertising in Yorùbá will remain’. This work, apart from its level of research, is not based on theory, thus it lacks the analytical tools. Its scope is also limited to two areas of Yorùbá land. Apart from this, the work also makes a wrong claim that Yorùbá traditional market is also carried out in shops or stalls. Our work is going to show to the contrary since goods like palm oil, corns etc. are only kept there for safety.
The reviewed literatures above serve as the bedrocks upon which our own research will base its relevance, in light of the content and form of the language of advertisement and how such advert data can be explained using the relevant theories of grammar and advertisement.


Methodology
This study is an ethnographic research. Qualitative aproach of data collection and elucidation  management were adopted. Seven Yoruba speaking states were selected as research locations, and the states are further categorised to locations under uniform dialect communties. Below is the the table of the states and dialect areas that were covered in this study: 
	S/N
	States
	Dialect 
	Dialect Area

	1.
	Lagos
	Eko 
	Ìdúmọ̀tà, Mile 12, Ilé-Epo Market, Òyìngbò and Mushin

	2
	Ogun
	Egba
	Láfẹ́nwá, Ìlúgùn, Ọdẹ́dá

	
	
	Ìjẹ̀bú
	Ị̀bẹ̀fun, Sagamu, Òsòsà, Àgọ́-ìwòyè

	3
	Ọ̀yọ́
	Oyo
	Ibadan, Ẹrùnmu, Lálúpọn, Ogbomoso, Fìdítì, Iresa

	4
	Èkìtì
	Ekiti
	Adó-Èkìtì, Ìgèdè, Ààré, 

	
	
	Moba
	Ọ̀tùn

	5
	Kwara
	Moba
	Ìlálẹ̀, Ìlọfà, Erímòpé 

	
	
	Igbomina
	Àrándùn, Òmù-àrán

	6
	Osun
	Igbomina
	Ìlá Orangun, Ọ̀ra

	
	
	Ibolo
	Ọ̀fà, Ìpẹ̀ẹ́, Ìgósùn, Irá, Òṣogbo, Ìkìrun, Òkukù

	
	
	Oyo
	Ejigbo

	
	
	Ijesha
	Iléṣà, Ọ̀tan-Ilé, Ẹ̀sà-òkè, Ìjẹ̀bú-jẹ̀ṣà

	
	
	Ife
	Ilé-Ifẹ̀, Oke-Igbo, Ifetedo

	7
	Ondo
	Ondo
	Ondo, Ile-Oluji, Odigbo



We conduceted both key-informants and indepth interviews for respondents. The respondents include selected indigenous marketters and natives that are involved in other market activities. The interviews were conducted along dialect lines in each state. About four locations where the same dialect has been used were selected in each state. Apart from the interviews, participant observations were also conducted by the researchers in various market settings.    
The interviews are recorded by recording devices including audio and video devices. Each advertised product is recorded at least twice to ensure that all possible variations are captured. The recent studies in communicative studies reveal the importance of multimodal contribution (body parts such as eye contact, body gesture e.g. beckoning) as a better way of understanding speech perception; hence the need to involve video recording. We also adopt the non-invasive techniques for accessing communicative expressions using measures of visible motion derived from videos, thus enabling us to require the same quality data in the field as in the lab (Vatikiotis-Batson https://linguistics.ubc.ca).

Analysis
Advertisement is a very big component of communication. Among the Yoruba, advertisements were done mainly through oral communications. Since advertisement is considered as a form of communication among language users, factors that are responsible for various linguistic features are also considered in advertisement through language-use. Some of these factors include the type of products that are being adverised, the location where the products are advertised, the diversity of advertisers, period of advertisement, climate condition, etc. The choice of product and the location of advertisement can determine how the product is being advertised. For instance, irú, known as Locust beans, is popularly advertised in most Yoruba communities as irú ọkọ ọbẹ̀. (Chief of the soup), Ẹ firú ròfọ́ (Use locust beans to cook vegetable); Inha yiru o (come and buy locust beans); and even the versed advertisement - Ẹ rarú ẹ sebẹ̀, Àjẹbọkọrẹ́rìn-ín òfófó, Àjẹdìgbòlọkọ wìì, Àjẹpàǹtèté ètè (Buy locust beans to make soup, It aids romantic gists, It aids romantic plays, It is very delicious). All these expresssions can be used to advertise the locust beans. However, all these advertisement cannot be heard in a place like Oke-Imesi, this is due to the fact that the locust beans is not used for cooking in the town. The following proverb attests to this assertion:
Irú ní òun ò tẹ́ rí àfi ìgbà tí òun dé Òkè-Ìmẹ̀sí tí wọ́n ń fi òun wé eégbọn
(Locust beans said it had never been humiliated until he was likened to tick in Òkè-Ìmẹ̀sí)
Since the people of Oke-Imesi do not regard locust beans as an important cooking ingredient, advertisement of locust beans are not likeley to be heard in the town. 


Conclusion
This project has been able to show that there are different many different mediums of processing advertisement among the Yoruba people. Some of them include deceptive, descriptive and introduction. Some other advertisements could be presented in a way to refer to more than one item. 
Furthermore, some advertisements ignore grammatical rules. In cases like this, theories of foregrounding and rule breaking have been  employed for the analysis.
Advertisement is considered as the soul of marketing, which in turn helps develop the economic industry of the country. The project helps to provide a way through which poverty can be eradicated. Lastly, it displays essence of partnership between, for instance, sellers and buyers.
it will create a useful avenue for national scholars in particular and international scholars in general, that are interested in linguistic and socio-cultural content of indigenous advertisement to widen their scope. Furthermore, this research on advertisement can be duplicated in many other ethnic groups in the country, thereby placing them on global scholarly map.

