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HYBRIDIZED GENRE (ZHOU, 2012)

Some background information:

• Advertisers are constantly looking for novel strategies to grab attention, arouse interest, build 

trust and ultimately persuade customers to buy their products or services. 

• One recent emerging strategy is to advertise in the format of news or editorials. 

• This hybridized text type is sometimes referred to as ‘advertorials’, a name created by blending 

the initial part of ‘advertisements’ and the final part of ‘editorials’.

Theoretical background:

• Genre theory generally perceives a genre as communicative events with mutually identifiable and 

recognizable communicative purposes in a specific community. 

• Genres are regarded as ‘highly structured and conventionalized constructs’, which have been 

conventionally identified in terms of ‘moves’.

Theoretical background (cont’d):

• a ‘move’ (or a ‘stage’) is a unit that relates both to the author’s purpose and to the content that s/he 

wishes to communicate.

• a ‘step’ is a lower-level text unit than the move that provides a detailed perspective on the options 

open to the author in setting out the moves.

• Despite great emphasis on conventions and common features, genres are by no means static or fixed. 

• In reality, written discourses are complicated, blurred and dynamic, where genre appropriation and 

colonization are commonly seen.
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Theoretical background (cont’d): 

• Bhatia (2004): the main ‘generic values’ of 

promotional writings are ‘description’ and 

‘evaluation’, and evaluative elements in 

promotional articles are distinctive.

• Martin and White (2005): the 

interpersonal in language, with the 

subjective presence of writers/speakers in 

texts as they adopt stances towards both 

the material they present and those with 

whom they communicate → appraisal 

theory

Communicative purposes of advertorials:

• a type of advertisement written and presented in the form of a news story or an editorial

• it is rarely labeled explicitly as ‘advertorial’ in printed media. Rather, it is often placed under 

such categories as ‘Special Advertising Section’, ‘Advertisement Supplement’ or ‘Integrated 

Content’.

• make them appear to be reporting or sharing useful information with readers.

• two main communicative purposes:

(1) offer valid information to the prospective clients (offer information about sources, 

products, techniques or services of the advertised client and communicate opinions about 

social, economic, political or personal issues)

(2) grab the attention of potential customers and persuade them to buy their products or 

services (capture the attention of readers or potential customers, build positive images and 

highlight the distinguished features, make prospective customers take action and respond)
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Analysis of paralinguistic (multimodal) features:

• At first glance, no big differences can be detected by readers and it is not easy for readers 
to distinguish advertorials from other reports, especially as advertorials are usually not 
appropriately labeled and are designed to look like news articles. 

• Designers create advertorials to meet the expectations that readers have for news stories 
or editorials in magazines and newspapers.

• A distinctive feature of visual elements in advertorials is the tendency to present photos of 
important persons, or spot pictures related to the companies or factories in the report.

• Advertorials have an overwhelming tendency to present photos of leaders or successful 
business people as illustrations to project a sense of authority. 

• Another distinct contextual feature of advertorials is the frequent use of graphs and charts, 
which are tools typically used in scientific or academic reports.  These features provide a 
strong academic flavor to advertorials, and again, construct an authoritative, trustable and 
undeniable image.
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Generic structure of advertorials
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Introduction (move 1):

• an obligatory element 

• attracts readers’ attention

• includes headlines and a lead, following the standard practice of news stories. 

• provides key information or the topic of the whole article.

• the super- or main headline presents the most important information to arouse readers’ 
interest. 

• the sub-headline is added to give a brief explanation, mention the sponsor’s name and raise a 
problem. 

• a lead is adopted in most of the advertorials, attempting to give background information for 
the whole article and justify the prominent or interesting points of the article. 

• uses the simple present tense to highlight the reliability of the information
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Soliciting responses (move 4):
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ANALYSIS OF
PROMOTIONAL 
STRATEGIES ON 

THE WEBSITES OF 
PROBIOTIC 
YOGHURT 

PRODUCERS 
(KOTEYKO, 2009)

This article can be downloaded from OLE.

MULTIMODALITY

• Multimodality involves the complex

interweaving of word, image, gesture and

movement, and sound, including speech. 

These can be combined in different ways

and presented through a range of media.

• Emphasis not on language alone (the 

verbal mode) but a combination of 

different modes.
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Mode – signs: sound, graphic material, print

Media – the manner of dissemination

A traffic sign as the medium of communication and the 
red border and the image inside it as the mode.

MULTIMODALITY

• The computer: internet information and software presentations

• Paper-based texts: picture books, magazines, novels, information books

• Sound and visual media: radio, television, videos, CDs and DVDs

MEDIUM OF COMMUNICATION
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MODES OF 
COMMUNIC ATION

• THE TEXT OF THE FAMOUS KITCHENER POSTER realizes a 
speech act. 

• Four linguistic features combine to create a kind of demand: 
(1) the direct address; 
(2) the declarative; 
(3) the verb, which lexicalizes a request (“need”); and 
(4) the fact that the agent whose needs are expressed here has, in 
the given context, the right to demand something from the 
addressee (a moral right, based on patriotism). 

• Taken together, these features create a hybrid speech act, a speech 
act that oscillates between bluntness and formality, directness (the 
direct address) and indirectness (the indirect demand). 

• What about typography? (e.g. with its highly salient, large “you”)

基奇納募兵海報或稱基奇納伯爵需要你，是1914年第一次世界大戰時由阿
爾弗雷德·李特設計的英國陸軍募兵海報。海報上繪有英國陸軍大臣基奇納
伯爵戴著英國陸軍元帥帽，以食指指向觀者。

FROM SPEECH ACTS TO COMMUNICATIVE 
ACTS (VAN LEEUWAN, 2004)
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• The poster also realizes an image act, again through a combination 
of features. 

• The pointing finger and the look at the viewer realize a visual 
demand (Kress and Van Leeuwen 1996:122).

• Other features (the imperious nature of the look, and the uniform 
and Prussian moustache, both symbols of authority) modulate this 
demand into a very direct, maximally authoritative visual summons.

• So after realizing the use of both language and visuals, is there one
or two speech acts?

• In the everyday face-to-face equivalent of this poster, we would  
would experience this as a single, multilayered, multimodal 
communicative act, whose illocutionary force comes about through 
the fusion of all the component semiotic modalities: dress, 
grooming, facial expression, gaze, gesture.

FROM SPEECH ACTS TO 
COMMUNICATIVE ACTS

FROM SPEECH ACTS TO 
COMMUNICATIVE ACTS
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