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Abstract: Textual metafunction is realized mainly through the systems of Theme structure, information structure and devices of cohesion. This paper presents an analysis of a piece of advertisement from the prospective of textual metafunction. The specific analysis is based on the Theme structure and the devices of cohesion throughout this advertisement. The features of advertisements are discussed briefly combined with the analysis of the Textual organization of this advertisement.

I.   Introduction

In Halliayan Functional Grammar, there are 3 categories of metafunctions: the experiential metafunction, the interpersonal metafunction and the textual metafunction. And the 3 categories above are used as the basis for exploring how meanings are created and understood because they allow the matching of particular types of function/meanings with particular types of wording. (Thompson: 1996, 28)

Thompson (1996/2000) interprets the textual functions as follows: in using language, we organise our message in ways which indicate how they fit in with the other message around them and with the wide context in which we are talking or writing.

So when we look at language from the point of view of the textual metafunction, we are trying to see how speakers construct their messages in a way, which makes them fit smoothly into the unfolding language event.

The textual metafunction includes 3 subsystems: theme structure, information structure and cohesion. My focus will be on the Theme structure and cohesion in the following analysis.

Advertisements can be seen widely in the world around us. The use of the language in advertisements is very important since it is positively connected with the sales volume of the products. The key features to a successful advertisement lies in making it descriptive yet concise and highlighting a few, striking features of your products that make the buyers make an immediate decision to buy when they skim over the listing on a page. Besides, many abbreviations and sentence with elliptical construction are used for the sake of space economy.

Next, I will try to analyse a piece of advertisement based on the theory of textual metafunction. In this way, it can be seen how advertisements can be effectively organized with the understanding of the SMG. 

II.  Theme structure

According to Halliday (1994:38), Theme is the starting- point for the message or

the ground from which the clause is taking off and the rest of the clause is simply labelled the Rheme. The clause can be simple-Themed or multiple-Themed and marked or unmarked Themed.

For the sake of convenience of discussion the following advertisement will be numbered, which is based on the unit of sentences. But I should refer to here that in the Systemic Functional Grammar, the highest rank is the clause. My division of the advertisement based on sentences is because the term ‘sentence’ is best reserved to label stretch of written text bounded by full stops or the equivalent.”(Thompson 1996/2000:21)

The next is a piece of advertisement from Nangfang city Newspaper (March12th, 2003: the 12th section)

1.The Natural brand complete mountain mattress is the only patented product (patent No: 90100462.2) of this category in the country.  2. Nangfang Huitong co, Ltd. presents the product that is made of the natural mountain palm produced in the Yungui Plateau and with the hi- tech of the Mattress R&D Institute a Physical Laboratory.  3.When producing the Natural series mattress, the internationally advanced processing technologies and principle of aerodynamics are adopted.  4.In the mattress, the curled mountain palm fibres are arranged in the structure of three — dimensional reticular arras and the feature of the high elastic, thick and long fibre of the mountain palm in the Yungui Plateau is incorporated.  5.Therefore, the Natural complete mountain palm mattress has 8 features as follows:

a. 6.The hardness index is 57.3, which is consistent with the optimum 60+5 as stipulated by the international mattress standards.

b. 7.Unique structure of three – dimensional reticular arrays.  8.There are 52,000ventilation holes so that the heat and humidity are ventilated in order to maintain the normal variation range of the contact temperature.

c. 9.Natural product, no chemical additives, you can have a good sleep.

d. 10.Sugarless, fully heat- treated in high temperature, and vermin and good conditions. 

e. 11.Tested 250,000 times in terms of durability and the structure of the mattress is in good conditions.

f. 12.Natural mute design, you can toss about in bed without any noise.

g. 13.Unique three – point stress balance, so that the three positions that are most heavily stressed, the head, shoulder and hip, are proportionately supported by the mattress in the sleep. 14. No matter you sleep on your side, back or face, you will feel proportionately stressed.

h. 15.completely natural mountain palm fibres, you will be intoxicated in the fragrance of the mountain palm every night.

The following are the initial analyses of the above advertisement in terms of the 

Traditional grammar and Systemic Functional Grammar respectively:

In a traditional way, we can get such a result (you can refer to zhangzhenbang 1983):

1. Simple sentence: 1,5

2. Multiple sentence (subordination): 3,8,9,12,13,14,15

3. Multiple sentence (coordination): 4,11

4. Multiple sentence (relative): 2,6

5. Elliptical sentence: 7, 10

In Systemic Functional Grammar, we can get a result like this:

1. Simple clause: 1,2,5,6.

2. Complex clause (hypotaxis): 3,8,9,12,13,14,15

3. complex clause ( parataxis ): 4,11

4. elliptical clause: 7,10

From the above analysis, the multiple sentences 2 and 6 are regarded as simple 

Clauses in Systemic Functional Grammar because in SMG an embedded clause functions by itself as the equivalent of a nominal group. (Thompson 1996: 23)

The next table is the analysis of theme structure in terms of marked or unmarked 

Condition.
	Sentence
	      Theme
	Unmarked or marked

	
	textual
	interpersonal
	experiential    
	

	  1.
	
	
	The natural brand complete mountain

mattress
	unmarked

	  2.
	
	
	Nangfang Huitong Co.Ltd
	unmarked

	  3.
	
	
	When producing the natural brand…

Mountain mattress
	marked

	  4.
	
	
	In the mattress
	marked

	  5.
	therefore
	
	The natural brand complete mountain mattress
	unmarked


	   6 .    
	
	  
	The hardness index   
	unmarked

	   8.
	
	
	There are/ there
	unmarked

	   9.
	
	
	Natural product, no chemical additive
	marked

	  10.
	and
	
	Tested 250,000 times in terms of durability
	marked

	  11.
	
	
	Natural mute design
	marked

	  13.
	
	
	Unique three—point stress balance
	marked

	  14.
	
	
	No matter how you sleep on your side, back or face
	marked

	  15.
	
	
	Complete natural mountain palm fibres
	marked


Several issues about this table are discussed below:

1. There are 2 sentences missed in this table. They are elliptical sentences (7 and 10). If we turn them into full sentences, they can be “it has unique structure of 3-dimensional reticular arrays” and “ it is sugarless, full heat-treated in high temperature, and vermin and germ proof”. In this way, sentences 7 and 10 play the role of Rheme with the Theme omitted. The original sentences just use nominal groups to describe the good features of the product, which is concise and very effective. In this sense, the feature of conciseness of the language of advertisements is satisfied.

2. For sentence 8, there are different ideas about it. Halliday thinks that “there” alone is Theme (1994: 44) while Thompson (1996/2000:138) argues that the existence is signalled not just by “there” but by “ there plus the existential process (typically realized by the verb ‘be’)”. For the solution to the problem of “there be” structure, we can refer to Huang guowen (1999: 135- 146).

3. Among the 13 analysed themes, there are two multiple Themes (sentence 5 and 10). The Theme-structure of sentence 5 is made up of a textual theme “therefore” and an experiential theme “ the natural complete mountain palm mattress” and the Theme- structure of sentence10 of a textual theme “and” and an experiential theme “tested 25,000 times in terms of durability”

4. The most important issue here is that there are 5 unmarked themes in this advertisement and the rest 8 are marked themes. The sentence like 9,12,13 and 15 (they are complex clauses in SMG) are structured like this: the first clause gives the information of the features of the product and the other clause describes the feeling brought by the features. For example, the sentence15 “ complete natural mountain palm fibres, you will be intoxicated in the fragrance of the mountain palm every night.” The first clause tells the feature that the product is made of mountain fibres and the other clause describes the feeling of “being intoxicated”. On many occasions, marked Themes ate used to draw attention to them and they occur when contextual reasons overrule the unmarked choice of subject as Theme (Thompson 1996: 121). With the description of the product’s good features at the starting point in a sentence, readers can be more aware of the product itself. It is also the effect that an advertisement want to achieve—try hard to get readers know the good features of a product to attract their desire. Therefore, if we want to emphasize some part of a clause, we can place it at the beginning of a sentence. The other marked Themes in this advertisement also have the same effect.
5. In this advertisement, there are 9 clause complexes which contain the hypotactic or embedding clause. So it can be analysed further. Next, I will try to analyse the Theme- structure of one of them for an example:
 There are 52,000ventilation holes so that the heat and humidity are 

 Theme 1                       Theme2

ventilated in order to maintain the normal variation range of the contact temperature.

III.   Cohesion

  According to Thompson (1996:147), cohesion refers to the linguistic devices by which the speaker can signal the experiential and interpersonal coherence of the text, and is thus a textual phenomenon: we can point to features of the text, which serve a cohesive function. There are mainly 4 cohesive devices, which are reference, ellipsis, conjunction and lexical cohesion. You can refer to Halliday 1994, Thompson2000, Huangguowen 2001, Huzhuanglin, Zhuyongsheng, Zhangdelu 1989 on the system of cohesion. Next, this advertisement will be analysed based on these 4 cohesive devices.

1. Reference

There are 2 kinds of references, which are expohoric reference and endophoric reference. Exophoric reference links the language to the external content while endophoric reference signals how the message fits specifically into the textual context (Thompson, 1996: 149). The endophoric reference can also fall into 2 kinds: anaphoric (pointing backwards) and cataphoric (pointing forwards). In this advertisement, we can see the use of the cataphoric reference in sentence 2 and 13:

“ Nangfang HuitongCo, Ltd presents the product that is made of the natural…”

“ The positions that are most heavily stressed.” The cataphoric reference of these two sentences is realized by the demonstratives. What’s more, in the first sentence, “ this group” is the use of reference, which connects this product with other similar products. The two prepositional phrases “ in the mattress”(sentence 4) and “by the mattress” (sentence 13) are examples of anaphoric reference, both of which refer back to the Natural brand complete mountain mattress.

2. Ellipsis 

There are 2 basic types of ellipsis: ellipsis proper, where a gap is left to be filled by “ carrying over” elements from a previous message and substitution where a substitute form marks the place where the earlier element need to be brought in. (Thompson, 1996/2000152:). There are 2 elliptical sentences (7 and 10) in this advertisement. The missing elements of these 2 sentences are the part of Theme “it has” and “ it is” respectively. The purpose of ellipsis is to try to avoid the old formation or repetition and highlight the new information. The ellipsis of the Theme part in this advertisement is for emphasizing the good features of the mattress through several nominal groups. Ellipsis is a key feature of the language of advertisements since it can highlight or stress key issues for buyers’ quick and clear understanding. Therefore, the elliptical sentence is the most representative sentence structure in advertisements.

3. Conjunction

Conjunction refers broadly to the combining of any 2 textual elements into a potentially coherent complex semantic unit (Thompson, 1996/2000:156). Conjunction is always realized by some conjunctive adjuncts such as “ therefore” and “nevertheless”. This advertisement has the following examples of conjunction: “therefore” in sentence 5, “so that” in sentence 8 and 13 and “ no matter” in sentence 14. The use of conjunction in a text is for the good logic relationship among textual elements. English is a language of very good logic, especially in written texts.

4. Lexical cohesion

Lexical relation is realized by the repetition of words, synonyms, antonyms, hyponyms and meronym ( Huangguowen, 2001: 116) to reach the semantic coherence. The lexical cohesion in this advertisement can be seen mainly in repetition of words or groups and hyponyms. The examples of the repetition of words and groups are below:

Group one:

The Natural brand complete mountain palm mattress in the only patented product of this category in the country. (Sentence 1)

Therefore, the Natural complete mountain palm mattress has 8 features as follows. (Sentence 5)

Group two:

In the mattress, the curled mountain palm fibres are arranged in the structure…. and the feature of the high elastic, thick and long fibre of the mountain palm in the Yungui Plateau is incorporated. (Sentence 4)

Complete natural mountain palm fibres, you will…. (Sentence 15)

Group three:

In the mattress, the curled mountain palm fibres are arranged in the structure of three – dimensional reticular…. (Sentence 4)

Unique structure of three – dimensional reticular arrays. (Sentence 7)
Although some of them are not complete repetition, we can deduce from the 

context that they refer to the same things. The use of repetition is to emphasize the name, features and advanced technology to catch readers’ constant attention and then gain the special effect. The device of Repetition can be seen very often in different advertisements.  

In terms of the hyponymy, the following words and groups present this relationship:

this category (sentence 1)

the Natural series mattress (sentence 3)

the Natural brand complete mountain palm mattress (sentence 1)

The nominal group “this category” in the first sentence refers to the mountain palm mattresses of the similar category. So “ this category” is the superordinate and “the Natural series mattress” and “ the Natural brand complete mountain palm mattress” are the subordinates. 

IV.   Conclusion

In this paper, the Systemic Functional Grammar is adopted to analyse the 

Advertisement. The textual metafunction can help us understand better the inner organization of a written text, which can be any form—reports, advertisements and poems etc. The purpose of advertisements is to persuade the customers to buy the products and what attracts customers is the high quality and good features of the product. Therefore, on most occasions the advertisers try to place the description of features of the product at the beginning of a sentence to catch readers’ immediate attention and to make the advertising language quite concise. So it is not strange to see many complex clauses with marked themes of the dependent cause emphasizing the features of the mountain palm mattress and the dominant clause tells readers the feelings caused by these features.

In terms of cohesion, many examples of repetition are used in this advertisement instead of using the pronouns. In this way, the memory of the readers about the name of the product and its features can be enhanced throughout the advertisement, which is very important to a piece of an advertisement. This is also the purpose that the manufacturers and advertisers want to achieve. Two sentences in this advertisement use the device of ellipsis. The Themes are missed and just the Rheme are left. The reason for it is to highlight the Rheme part, which describes the specific features of the product.
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