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Abstract

Earlier studies on Yoruba advertisements focused on advertisement culture and not on the literary
aspects. Some have drawn their data from traditional advertisement while a few have drawn from
both print and electronic media without giving due consideration to the aesthetics of verbal genre
immanent in them. This study therefore sets out to fill this gap by critically examining the
aesthetics of verbal element in Yoruba Advertisement discourse on radio. The data for the study
were drawn from advertisements collected from the archives and during air time on radio stations
in some Yoruba speaking states in Nigeria. The analytical procedure used in this study was mainly
descriptive and this was guided by the series of data collected. To put our analysis in a proper
perspective, the theory of ethnography of speaking was employed. Our findings reveal the aesthetic
properties that are present in the artistic devices which help to add force and vividness to the
advertisement and in turn evoke the response of the recipient.

Keywords: Advertisement, Aesthetics, Discourse, Verbal lore.

Introduction
The two major pre-occupations of advertisements are utilitarian values and aesthetic properties.
The aesthetic strategies serve as honey garnishing the presentation of the theme of the poetry on
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air to the listeners. Actually, the aesthetic appeal “heightens the beauty of the message of
advertisement” (Fajenyo 2003:212).

Verbal lore is among the artistic devices employed in advertisements discourse on radio. The
deployment of the verbal lore in advertisement is the focus of this study. The utilization of verbal

lore to be examined in this work are; ‘Oriki’ (Praise poetry), Ofo (incantation) and “orin” (songs).

Conceptual clarifications
It will not be out of place to explain some concepts related to this study. These concepts are verbal

lore, Advertisement and Discourse.

Verbal Lore

This is a verbal element of folklore, others are material and behavioural elements (Olatanji,
1993:7). It is variously called oral literature, oral tradition, verbal art and expressive art. Indeed it
is an oral aspect of ‘folk behaviour’ (Dorson, 1972:20. In other words, verbal lore refers to people
tradition that is transmitted verbally from one generation to another through performance (Fajényo,
2003:29).

Verbal lore can be divided into three; Folk narrative (Prose fiction), drama and poetry. In this study
we wish to examine how oral poetry is utilized in advertisement discourse. Oral poetry differs
from other forms of verbal lore because of the peculiar “characteristic lyricism” (Dasylva, 1999:5).
Oral poetry makes use of rhythmic language (Ben Amos, 1975:165). Hence, advertisement
practitioner cash on this by utilizing it in advertisement discourse. Adopting Olukoji’s (1978)
classification approach, oral poetry could be divided into three, - (i) speech or recitation mode;
Ofo (incantation), ese ifd (If4 divination poetry), Oriki (praise poetry), Owe (proverbs), Alg Apamo
(riddles) and aro (chain rhymes) (ii) chanting mode; - esa egungun, ijdld, rara, Sangé pipe, ekin
tyawo etc. (iii) Song mode; - festival song (orin odun ibil¢), folktale song (orin alg onitan), game
song (orin eré idaraya), lullabies (orin iremolékun), satirical song (orin ¢f¢) and dance music (orin

alujo) among others.

Examples of verbal lore to be examined in this study are; praise poetry (oriki), incantations (ofo)

and song (orin).

A Publication of College of Languages and Communication Arts Education, Lagos State University of Education

August 26,2023 IR




Journal of Colleges of Language and Communication Arts Education, Lagos State

University of Education. Vol. 2, No. 1. AUGUST 26, 2023 ** ISSN: 2971-5067

Advertisement

Advertisement is a noun derived from the verb ‘advertise and ‘ment’ (derivational suffix).
‘Advertisement’ originated from two Latin words; ad and verte which denote ‘towards’ and ‘turn’
respectively (Onalo, 1993:22). “ment” is a derivational suffix that changes the grammatical class

of advertise (verb) to advertisement (noun)
The advertising Practitioner Council of Nigeria defines “advertisement” as

A communication in the media paid for by an identified sponsor and
directed at a target audience with the aim of imparting information
about a product, service, idea or opinion (1998:5)

From the above, we can say that advertisement is a process of turning the attention of the audience

towards a product, idea, service and personality.

Basically, advertisement can be divided into two: commercial advertisement and non-commercial
advertisement. While the former is a profit-oriented form of advertisement, the latter is a non-
profit oriented form of advertisement. Example of commercial advertisement includes consumer
advertising, retailer advertising, industrial advertising and financial advertising (Oyeleye,
1997:52). The non-commercial advertisement is public service advertisement/public service
announcement. Our focus in this study is the application of verbal arts in commercial

advertisement on radio.

Discourse

Discourse is a unit of language above the sentence level. It can either be spoken or written.
Discourse is an utterance that is inherently conceptualized (Fajényo 2003:29).
Discourse in this work refers to the spoken utterance of advertisement on the radio.

Review of related Literature

It is highly imperative to review researched works related to this work, this is with a view to
appraising the works and point out the missing gap that this paper intends to fill. The types of
research carried out on Yoruba advertisements do not focus predominantly on the literary aspects

of advertisement. The main focus has usually been on Yoruba advertisement culture. Besides,
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some of the works are based on the traditional advertisement. For instance Adébajo (1989) focuses
on commercial and non-commercial advertisement in old Yoruba newspaper. Aded¢ji’s work
(1981) is based on hawking in Yoruba society. Ekandayo (1982) evaluates the various types of
advertisements in Egba and Egbado areas, while Ogundélé (1982) assesses the various types of
advertisements in Qy¢ and Ibadan areas. Opéfeyitimi (1986 & 2009) examines Yoruba women
lore of hawking cooked food. Odébunmi (2007) appraises the language of advertisement in some
electronic media stations in Kwara State, Olat¢ju (2007) presents a breakdown of the analysis of
the structure of the monologue of advertisers of local herbs in the city of 1lé-Ife, Qsun State.
However, to the best of our knowledge, two works were sighted that attempt literary aspects of
Yoruba advertisements. They are Akinyemi (1996) on the use of praise names in Yoruba
advertisements and Kiarib¢e (2020) who examines the use of language in advertisement discourse
at selected Motor parks in Ibadan metropolis. These two works focus on the literary aspects of
traditional advertisement. This study therefore sets to fill this gap by critically examining the verbal
lore in Yoruba advertisement on radio with a view to identifying the literary aspects of Yoruba

advertisements.

Theoretical Framework

Language has always helped man to meet certain needs. For example, language is a communicative
tool that helps man to interact with his fellow beings (Bello, 2002). Besides, language is seen as a
cultural phenomenon, because the particular language that we acquire is usually determined by the
society which we grow and develop. Language is an instrument used in the preservation of our
cultural elements such as verbal lore which is the focus of this paper. Therefore, language as a
means of communication is no doubt “ethnographically oriented in human speech communities”
(Ogunsiji, 1989:70). As such, using the theory of ethnography of speaking, this study intends to
examine the deployment of verbal lore in Yoruba Advertisement Discourse on Radio. The theory
of ethnography of speaking is apposite to this study because advertiser takes into consideration
his/her speech community, hence the utilization of verbal genre in advertisement discourse on

radio.

Concept of Speech Community
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It is important to say that speech community is central to the ethnography of communication.
According to Courthard (1985:35), “any group which shares both linguistic resources and rules for
interaction and interpretation” is known as speech community. The foregoing suggests that in
every speech community, there are conventions, customs and practices to be observed by the group

members in their verbal interactions (Adeyanju, 2002: 532).

Members in a community will determine the speech element to deploy by a literary artist, therefore
advertising practitioner cash on this by using verbal lore to promote goods and services on Radio.
Therefore, the theory that deals with the speech of this “social unit” is called ethnography of
speaking (Ogunsiji, 1999).

Ethnography of Speaking
The exponent of this theory is Dell Hymes. The approach is a branch of anthropology, which deals

with scientific description of how people interact with one another in the society.

Ethnography of speaking concerns itself with the situations and uses the pattern and functions of
speaking as an activity in its own right (Hymes, 1970). Equally, it is an approach that analyses
pattern of communication as part of cultural knowledge and behaviour. And, it entail a recognition
of both diversity of communicative possibilities and practices and the fact that such practices are
an integral of what we know and do as members of a particular culture (Hymes, 1970).

From the above, we can observe that the theory of ethnography of speaking should be able to
describe the linguistic options open to a speech community. Adeyanju (1999:28) gives an
illuminating remark about the workings of ethnography of communication:

It refers to a speaker’s knowledge of what variety of language to use

in what situation, how to vary style with the audience addressed,

when to speak or remain silent when and what kinds of gesture are
required by what speech.

This actually suits advertising industry perfectly when it borders on electronic presentation. As
such the industry tries as much as possible to evolve strategies that will suit the target audience,

hence the utilization of verbal lore in Yoruba advertisement discourse on Radio.

Utilization of Verbal Element in Advertisement Discourse on the Radio
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Africa life and Music are inseparable (Nketia, 1962) in Olofinaso, 2021). Actually, verbal art has
been integrated into the lives of the Yoruba race. There is no occasion in Yoruba life that is not
accompanied by verbal lore. This indicates that oral literature form an integral part of the Yoruba
people (Olofinaso, 2021). The advertising practitioners exploit this by using verbal genres. Apart
from making the message effective and memorable, verbal element is a strategy that accentuates
the beauty of the message. Some of the different verbal genres employed on the radio
songs such as religious songs, dadakuada, faji and Juju. However, in this paper we shall examine
the utilization of Oriki (praise poetry), Ofo (incantation) and Orin (songs) in advertisement

discourse on radio, this is with a view to making a robust analysis of the isolated genres.

Oriki (Praise poetry)

Oriki plays a significant role in both routine and literary communications (Olukoju, 1992:41). It is
a mark of identity and source of inspiration and pride for Yoruba race (Ojo, 2008:388). Qlatanji
(1984:67) observes that Oriki: (praise poetry) is the most popular of Yoruba oral poetry genre. As
a result of this, advertising practitioners make use of praise poetry in Yoruba advertisement
discourse. The non-human praise poetry is manifested in consumer advertisements (advertisement

for goods promotion). They include personal name and appellation (Akinyemi, 1996:101).

Examples:

Ohun okunrin: Boba o ba si nilé
Iransé oba y6o maa ba ramaramu laafin
Iyen ni tawon gbangbadaraka
Ayédera osekose to lu gboro pa
Amo 166 toba ba yo saafin pela adé 16ri
Tomodé tagba ni y6o maa se kabiyesi f*oba
fyen ni ti mdfojikandoti
Ose President quality soap

Ohun obinrin: Asé ka ma purd
Asidoti bi ose President quality soap
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Ko ti i si laaarin awon ose

Mo pa a lase

Emi gégé bi asoju awon obinrin ilé

P¢é ose President quality soap

Lemi ati awon elegbé mi y6o maa lo
(Osun Radio)

Male voice: If the king is not around
The king’s messenger will assume
Leadership position in the palace
That is just for the fake and bad soap littering the streets
However, whenever the king returns to the palace
With the crown on his head
Everybody will pay homage to him
That describes the-Do-Not-See-Dirt- soap
President quality soap.

Female voice: If we are not to tell lies
Remover of dirt like the President quality
soap is rare

I decree as the spokesperson for

housewives that my colleagues and |

will be using the President quality soap

henceforth.
The personal name of the goods being advertised here is ‘President quality soap’. By this, the
consumer is likely to recognize the soap among other brand of soaps in the market. The promoter
describes the soap further with the appellations — mdfojukandoti (Do-not-see-dirt) and Asidoti —
(Dirt remover). This description, revealing the efficacy of the soap is likely to entice the consumer
to buy the soap. Indeed, praise poetry can either be a complimentary or derogatory remark about
a person or thing (Abiina, 1998:117). Example of such derogatory names are kura and

Loogunlélos. However, in the consumer advertisement as seen above, the complementary remarks
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such as “mdafojukandots” and “Asidots” are used to extol the qualities of ‘President soap’. On the
other hand, derogatory remarks such as “gbangbaduriki ”, “Ayéderi” and “QOsekose” — (meaning
fake soap) are made about other unnamed competing brands, to indicate or suggest that they are
inferior to the President quality soap. The actual name of the items is not mentioned to avoid

litigation. This is termed “semantic diplomacy” (Fashina, 1996:245).

Also, praise names of human beings feature prominently in social advertisements such as
obituaries, anniversaries and other ceremonies. Personal names and lineage praise names are
woven together as a form of relish to the message. The obituary announcement below is a typical

example:

Ohun ewi: Momo wa Christianah Abiadé Ajala
ti fayé sile 6 gborun lo...
Kare o

Oriki: Iya wa Christianah Abiadé Ajala
Aresa Ajejé otata 1’ Ald
Bariola omo oba Agunsulépo
Féni sépo n o féni sépo
Ti i biiresa nina
Boolé o bupo ni i ya mode lara
Abiadé Ajala
Omo kéke
Omo keke
Omo kéke etioja 1Alo
Omo keke etija merindinlogan
Mo subu yége mo fenu bupo
Mo fagbon isale boyo léde
Ohun ewi: Abiadé lo
Aya Ajala Momo lo o
Christianah lo ni Gbongan
O di gbéré
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(OSBC Radio)

Poem: Our mother Christianah Abiadé Ajala
Has departed this world for heaven
Good of you

Praise poetry: Our mother, Christianah Abiadé Ajala
Argsa Ajejé cold in Alo
Bariola prince of He-who-pounds-yam-in-palm-oil
Over measure, | cannot over-measure
Enrages the Iresa
Go in and scoop enough palm oil pleases mode
Offspring of kéke
Offspring of keke
Offspring of kéke near the market place in Al
Offspring of kéke near the sixteen market places
I fall down
I use my mouth to take scoop of palm oil.
I put my lower jaw into salt at Ede

Poem: Abiadé has departed
The wife of Ajala has really departed
Christianah has departed from Gbongan
Adieu.

The personal names of the deceased are “Christianah Abiadé”. This is followed by the lineage
praise poem of the departed soul who is a scion of Arg¢sa lineage. This device is likely to draw the
attention of the kith and kin of the deceased from far and near.

In a similar vein, Orzki il (town praise poetry) is used in advertisements to excite the audience. In
inviting the people of Ede to the Day 1998 celebration, they were panegyrized with their praise
poetry.

This is really an attention-getting device appropriately used to entice the indigenes of Ede to be
available at the function. It goes thus:
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Ede mopo Arogun Day!
Kabiyesi Alayélawa Timi Agbalé Olofa ina
Oba Alhaji Shehu Tijani Agbonran keji
N pe ¢yin omo bibi ila Ede Timi Agbalé
Mopd Arogun
Yakun Agbo
Omo Afojo-gbogbo-dara-bi-egbin
Sibi ayeye ayajo Ede ‘98
(Osun Radio)

Ede mopo Arogun Day!

His royal Majesty Timi Agbalé wielder-of-fiery-arrows
Oba Alhaji Shehu Tijani Agbonran the second is
Inviting all the descendants of Ede Timi Agbalé

Mopd Ardgun

Yakan Agho

The offspring of He-who-adorns-himself-to-the-fullest
The offspring of he-who-is-always-beautiful-
Like-an-antelope

To the Ede Day *98 anniversary

The speaker (advertiser) uses the speech that is conditioned by the culturally distinctive

conceptions of situational appropriateness as captured by ethnography of speaking.

Incantation

Incantation is another Yoruba verbal genre used to add flavour to the advertisement discourse.
Indeed, an incantation is a poetic art spoken by Yoruba people and other Africans to bring about
magical effect and control their environment (Ajayi, 1996:1, Ajayi, 2014:v). The Yoruba people
have a strong belief in the magical power of incantation. They believe that all creatures have
primordial names, the knowledge of which affords the reciter the opportunity to realize his
objective instantly (Qlatanji, 1984:140, Ogundéji, 1991:50, Olakoja, 1993:13). In another
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perspective, an incantation is viewed as the uttering of words according to a set formula and pattern
(Olatanji, 1984:140). As such, advertising practitioners adopt incantation in Yoruba advertisement
because of the belief of Yoruba in their efficacy to bring about changes and aesthetic pleasure.

A case in point is the advertisement of Boska — a malaria fever drug. The jingle is spiced with

incantations to show the potency of the drug.

Ofo:  Agbawole ni isé irin } _
. Assertions
Akanmole ni ti éékan
Boska ajébiidan
Niigbanikale  }Application

Y

lowo efori ati ara riro
Problem

Pela awon aisan té je mo ib

Though Olatanji (1984:152-167) identifies the following features in Ofo: invocation, assertions
and the application, however, in this collections we can only identify assertions, problem and the

application.

An advertisement of this nature will not only convince the audience to have the urge to buy the
drug but also likely to give the message the needed grandeur. It is no doubt a manifestation of
ethnography of speaking which recognizes the linguistic options opened to a speech community
(Courthand, 1985)

Song Mode

Songs permeate almost every aspect of Yoruba life. Indeed, every occasion is usually accompanied
by songs (Akinyemi, 1998:170). These songs are different types. For instance, we have festival
(religious) songs such as orin Osun, orin Edi, orin Oro and orin Olza, folk songs like orin aremo,
orin obinrin ilé, orin ibeji, orin Amuseya and orin iselu are found all over Yorubaland. Dance

music such as Fujz, Juju, Dadakuada and Sdkara feature in Yoruba society too.

Song mode is also an object aspect of poetic rendition manipulated in advertisement aired on radio.

At times, the song serves as opening and closing glees to some advertisements. It may also be used
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only as a prelude to advertisements. An advertisement can even be a complete song. For instance,

Muslims open their advertisements with Islamic religious song.

Orin:

Ohun:

Song:

Voice:

Morhaba Bikun Morhaba
Ya Alhaji
Ya Alhaja
Morhaba Bikun Morhaba

Al ilmu Yala wa la yula alaehi
Imo ni ohun t6 ga ju ti ko légbé
Idi ¢ re é ti ilé-¢ko
Almahadi Islamy t6 kale siluu Ede
Lab¢ Oludasile Shehu Salahudeen
Olayiwola se pe gbogbo éniyan si ibi
Ayeye Wolimot ti odan yii 10jo Jimo
Ogunjo Osu vii...

(Osun Radio)

You are welcome
You are welcome
Oh Alhaji
Oh Alhaja
You are welcome

Knowledge is the highest thing that

has no parallel

This is why the Almahadi Islamy School

in Ede under the auspices of its

founder-Shehu Salahudeen Olayiwola

is inviting everybody to this year

Graduation ceremony on Friday, 20™" of this month.

A Publication of College of Languages and Communication Arts Education, Lagos State University of Education

August 26,2023 I



Journal of Colleges of Language and Communication Arts Education, Lagos State

University of Education. Vol. 2, No. 1. AUGUST 26, 2023 ** ISSN: 2971-5067

Apart from the beauty of the rendition itself, the use of this religious song as a prelude could not

but arrest the attention of the audience. The Christian religious song which serves the same purpose

is also utilized in advertising message. Example:

Orin:

Ohun ikéde:

Song:

Voice:

Ayo ayolé o
Ayo ayolé o
Nijo a ba padé o ni yara oke
Ayo ayolé o.

Ni odun 1988 ni baba wa
Adédayo Adégbénro ku léyin ti

won ti lo odun mérindinlaaadorin.

Ni Satidé ojo ketalélogin osu yii
la 6 se éto idapé...
(Radio O-Y-0)

Joy galore

Joy galore

When we meet at the upper room
It will be joy galore

It is in the year 1988
That our father Adédayo Adéghénro
died after sixty-six years on earth

thanksgiving service is scheduled for

Saturday 23" of this month.

Social dance music such as fiji and juju is also employed to enhance the quality of electronic

media advertisements. The music of Wasiu Ayindé — a faji maestro is used as a ‘prelude and

curtain’ (Adéléke, 1996:7) to a commercial advertisement thus:

Orin faji:

Apamoéwé owo fan gbogbo wa
Atajere oja fan gbogbo wa
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Ohun olakéde: Eyin éniyan wa ni ipinlé Qsun, Oy, Ondé ati

Orin fuji:

Fuaji song:

Voice:

Fuji song:

Isowo onisowo takotabo.

agbeghbeé t6 yi wa ka.

E ma ku etiigh¢ ti oja
Owodé tuntun to kale

si Wasinmi 16ju ona masose
t6 ti Ibadan lo si ila 1é-1fe
Orisirisi nnkan ire oko bi
isu, ogede, ati bee bee lo

la l¢é ri loja Owodé tuntun.
Qjo maran-an marun-an ni
a 6 maa na oja Owodé o.
Apamoéwo ows fan gbogbo wa
Atajére oja fun gbogbo wa
Isowo onisowo takotabo.

May our hands contain money
May we gain from our Sale
All traders — both male and female

Our people from Osun, Qyg, Ondo

States and their environs. We

Congratulate you on the cheering

News of the new Owodé market established
At Wasinmi along Ibadan-Ife

Express road. Varieties of farm

Products such as yam, banana, etc.

Are available at the new Owodé market

It is open four days interval.

May our hands contain money
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May we gain from our sale
All traders — both male and female

In the same way, Juji song of Fabiyi (a.k.a Ebenezer Obey) is added to the commercial

jingle as follows:
Orin Juju: Biné ba wolé o
Qkﬁnkﬁn alo
Imole dé
Ohun Olupoléwo: Bo ba doni winwi
Is¢ nla lomi n se lara gja
Ipa pataki 10jo n ko lara
nnkan ogbin
Ta a ba f¢ fi gbogbo enu
SOOtO 0ro
Ind monamona se pataki
O si se koko
Fuan ilé-is¢ nlanla ati kéékeeké
Fun légbéé ati pipate faaji
Gbogbo ¢ gbogbo ¢ ind la fin
gbé e laruge....
ikilo pataki waré é o
Lati ilé-is¢ NEPA
Fuan gbogbo onibaara won patapata
Taabatinlona
Ni ¢ je @ maa sanwo ina looréekoore
Orin juji: Imoéle dé o
Okunkun parada
(Osun Radio)

Juja song:  When light enters
Darkness disappears

Light has come
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Voice: When it comes to making remarks
Water is indispensable to fish
Rain is very essential in the life of plant
If one wants to be blunt
Electricity is very important and essential
For both big and small scale industries
For residential houses and for ceremonies
Everything is being complemented by electricity
Now, here is a warning from NEPA
That all their customers should
Pay up their bills promptly

Jujusong:  Light has come
Darkness should disappear

Both the Juja and Faji songs music which serve as prologue and epilogue to the advertising
message complement the value of the message. They may equally be a source of excitement to the
audience

As pointed out earlier, advertisement can be a complete musically composed message. A good
example is where Fatimo Kélébé, a celebrated female dadakiada musician in Kwara State, renders
a commercial message with her sonorous voice thus:
Lilé: Omo kékeré ¢ rose
Agbalagba e rose
Egbe: 1 marajolo
Lilé:  Ayé e ma se losekose
Egbé: Kanpala loba ose
Lilé: O n foso mo toni
Egbe: Kimaijewa lowo
Lilé: Kanpala n hé gidi
Egbe: Kifijaso 6 sayin
Lilé: Alubarika lose
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Egbé: Kima i fewu sori
Ipari: Fatimo Kélébé 16 polowd ose
P¢é kanpala loba ose
(Kwara Radio)

Lead: (You) Young folks buy soap
(You) Adult folks buy soap
Refrain: It makes body fresh
Truly speaking
Lead: People, do not use just any soap
Refrain: Kanpala is the king of soaps
Lead: It washes clothes clean
Refrain: It does not corrode one hand
Lead: It really foams
Refrain: It prevents fading of dresses
Lead: It cleanly washes dresses
Refrain: It does not corrode the hand
Lead: Kanpala foams really
Refrain: It prevents fading of dresses
Lead: it is a blessed soap
Refrain: It prevents hair from turning grey
End: Fatimo Kélébé is the one

advertising Kanpala as the
king of all soap.

This approach of complete music appears to glamorize the advertisement and catch the attention
of the audience, especially the fans of Fatimo Kélébé. The jingle from a favourite musician is
capable of luring the audience to rush for the purchase of Kanpala soap. From the theory of
ethnography of communication point of view advertising practitioner makes recourse to songs in

line with his/her speech community linguistic resources.

Conclusion
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The major pre-occupation of this study is the exploration of the deployment of verbal lore in
advertisement discourse on radio. Our corpus for the study were gathered during air time on O-Y-
O Radio, OSBC, Osogbo, Ogun Radio and Kwara Radio. The study discovered aesthetic appeal
in the presentation format. This is as a result of utilization of verbal elements such as Oriki (praise
poetry), Ofo (incantations) and Orin (songs). Apart from highlighting the aesthetic value of the
manipulation of verbal genres in the advertisement discourse, it also foregrounds it literariness.
Actually, the use of rhapsodists and musicians who display their skills help to attract the listener.
This verbal art heightens the beauty of the advertisements discourse. Apart from the aesthetic
appeal, the utilization of these verbal genres on radio is another way of preserving our tradition. It
is therefore recommended that advertisement practitioners should endeavour to spice their
advertisements with these kinds of verbal genres.
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