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Abstract

Slogans have been always taken as an important part of political elections throughout the world.
Election campaign slogans are words, phrases or even sentences that are manipulated to influence
meaning in various ways. Although they are mostly incomplete sentences, their meanings appear to be
somehow straightforward and explicit. Then, there must be certain features that these slogans enjoy

which make them being accepted by both their receivers (audience) and senders (candidates).

Providing the basic definitions of slogans in general and election campaign slogans in particular, the
focus in this paper ,however, would be on the most prominent linguistic ( syntactic and semantic ) and
aesthetic characteristics of the 21°* century American and Iraqi election campaign slogans . Points of
similarity and difference between them would be shown. It has been found that both American and Iraqi
slogans employ declaratives for informative and expressive functions of language, and imperatives for
directive functions. Nevertheless, the American election campaign slogans seem to be shorter and more

musical (aesthetic) than Iraqgi ones.
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1.0 Introduction

Slogans are often common in different fields of life: commercial businesses, economy, politics ...etc.
They are expressed in different forms ( declarative , imperative ,etc.) and by different means ;mass-
media ,radio, TV, internet,...etc. In the political arena, slogans are means to give one voice to an entire
group (party), and give the whole group a unique identity. Election campaign slogans in particular are
often manipulated to create the zeal of being and impart the spirit of enthusiasm. These slogans lay some
ideas for the audience and inspire them to live by them. They are also the means to reflect the

philosophies and ideologies of the candidates.
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As a way of propagating and transmitting messages from presidents , parliament members, voting
members , sellers of commercial companies on the one hand ,and the audiences, electors and buyers on
the other , the slogans' role can not be underestimated. This is simply because a slogan is not only
initiated to be a working technique in persuading people to elect , to pay attention to ,or to take an
action towards someone or something , but also has become a must for social communication which, in
turn, influences the development and changes in the policy and economy of a society( Krémarova,2008 :4-
6).

Since long before, the advertisement and the use of slogans have played an essential role in our
everyday life. Traditionally, slogans were employed as means for transporting information from a sender
to a receiver. Today, advertising slogans have surpassed traditional functions and become a social and
cultural force. Many countries have witnessed significant changes in their societies (including policies,
ideologies, systems, and sometimes doctrines) due to the laying down of certain influential slogans.

Historically speaking, slogans were prominent and influential in the history of revolutions ( e.g.
French , Grenadian , Chinese , and Russian Revolutions) . Simple words were intended to move the
emotions of the simple people who sought more justice in their lives as they saw it at the time ( Peterson,
1997). The most representative examples are the three common Bolshevik slogans prevailing during the
1917 Russian Revolution:

1. Factories for the workers, land for the peasants.

2. All power to the Soviet.

3. Bread and freedom!

It is obvious that these slogans express, at the time, both the ambitions and needs of the people. It is an
undeniable fact that the fast spread of these slogans through the whole world in general, and the Soviet
states in particular, is owing to the power of the words such slogans entail ( Arabizi, 2011: Internet ).

Relationally, linguists often endeavor to understand the power of words or the power of how people
use language in all spheres of life , and inevitably the effect these words have on society. This
unquestionably designates the fact that the words of language reflect far- reaching meanings and
implications ( ibid). And since the language used in slogans intends to grip the attention of the audience,
capture their interest , and create desire for them to action, careful investigation of the language of
slogans seems to be effectively important. Of course , the language of slogans has to be put into practice
with care if the intent of the message involved is to be effectively delivered .

To specify things , this paper tends to investigate the 21 century American and Iraqgi Election
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Campaign slogans , beginning with the historical view on how the term " slogan " has been used
traditionally and nowadays ,providing some linguistic and non-linguistic definitions of slogan , identifying
how using slogans is deemed as a process of communication , and finally focusing on linguistic ( syntactic
and semantic ) and aesthetic features of both American and Iraqi data to detect points of similarity and
difference between them.

1.1 Historical View

Historically, the term 'slogan' was common to the European countries particularly during the Middle
Ages; it was employed as a password to insure proper identity of individuals. Moreover, the activity of
advertising slogans has come into existence to meet the social, political, economic and even cultural
needs of the people.

Slogans, to start with, were simple in the people's life, usually in oral form on the street. Later various
devices were utilized to publicize them; through radio, video, television, actor, actress or even hall-
parties. Whether yesterday or today, the nature of a slogan is a kind of persuasion which can be
confirmed by the word's meaning and function. In all its means of transmission ( radio, TV, newspaper
orinternet ) and in all its forms ( spoken or written ), someone is constantly trying to persuade someone
else to believe in something or behave in a certain way ( Jamieson , 1988: 14 , Cook , 2001:13 and
Borchers, 2002:21). In this respect, the messages of slogans are often said to be ' complex' in the light of
their creation (Gardner and Luchtenburg , 2000: 1809 ). Put it another way, with few words, a sender
wishes to convey a certain complicated meaning as associated with the social, political, psychological and
economical aspects of society members.

However , in the 21 century people seem to be predisposed to receive all types of messages and
information through different media such as radio, TV, internet , mass-media, mobile ...etc. It seems
that people are culturally conditioned to recognize and respect certain argumentative forms and to
accept certain forms of evidence , within this arena ,election campaign slogans to occupy an assertively
front position.

1.2 Etymology of Slogan

A slogan is part and parcel of advertising devices. It has the original meaning of "shouting loudly"
which has something in common with the meaning and use of slogans nowadays. However the word
'slogan' has its root in the bloodcurdling Scots 'battle cry ', 'war cry' or slogorne ( Kohli , Leuthesser and
Suri, 2007:415) . Generally, it is a "unique phrase identified with company or brand" ( Rein, 1982:48 ).

Likewise, Bussmann (1996: 1086) contends that the term "slogan" comes from the Gaelic word
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slaughghairm from slaugh 'host +gairm which indicates "host shout or cry". This term was used, at the
beginning of the eighteenth century among English speakers, as a cry of any person or body of persons.
Yet, the phenomenon of using slogans is not haphazardly made. Rather, it is a linguistic phenomenon
which goes deep into the values and norms of human societies. People used to express their protests,
comments, necessities and desires by means of resorting to different linguistic forms of slogans.
1.3 Definitions of Slogan

Various definitions have been formulated by different linguists  anthropologists and sociologists to
account for the identification of what a slogan is. They all endeavor to specify slogans as a unique type of
utterances, bounded by certain peculiarities which grant this group its identity. Commonly, a slogan is
defined as a short expression mainly associated with commercial or political issues meant to express
ideas, the aims or the nature of an individual or organization in ways that are easy to remember or to
communicate (Wikipedia, 2012). Slogans are, thus, based on a certain idea which should not be
meaningless, vague, specific or complicated. Moreover, they should have rhythm and rhyme in order to
be memorizable to audience. They are often used by a political party to attract people's attention or to
suggest a quick idea that is easily grasped by the public (Oxford Advanced Learner's Dictionary, 2012, s.v.
slogan).

Politically, a slogan is a favorite saying of a sect, political group, enterprise, organization or candidate
used in particular situations to express a particular implied imperative mood, such as "Just do it " and "
Don't leave home without it ". Expressed another way , Boussmann ( 1996: 1086) contends that a slogan
is " a precise and impressively formulated expression with a persuasive function , frequently formed as an
elliptic sentence and equipped with figures of speech” ( i.e. repetition, alliteration, rhythm and rhyme ) .
Consider this political slogan "Give me liberty or give me death. Better dead than red ". Furthermore, it
is often noticed that when a certain political party or organization uses a slogan over and over again, the
slogan can become an important element of identification in the public's perception of that party or
organization.

Based on the nature of the election campaign slogans, Housa and Pavelea (2010: 21-22) cite three
conclusive definitions
1, A slogan is a short statement about the reasons why a candidate should be elected or why the voters
should vote for one's measure. For election purposes, a slogan is said to be successful if it motivates the
electors and influence them in directing their vote towards a certain candidate.

2. It is a motto or phrase that expresses a goal or aim, used for political purpose. Thus, it must contain a

www.ijee.org



International Journal of English and Educationgety

ISSN: 2278-4012, Volume:5, Issue:4, October 2016

clear point and express a goal inside.
3. It is a memorable phrase used in political speeches or advertisements to express a key idea (or
accomplish some other key purposes) in a political campaign.
1.4 Slogan as Process of Communication

Communication is often recognized as the process which takes place between two parties: the
addresser ( transmitter — the candidate ) and the addressee ( receiver — public people ) . And of course , a
coded message is transmitted between these two participants, through a certain communication channel
. The context ( or situation ) in which this message is situated plays a great role in determining the
meaning and the intent of this message. The communication process can be further illustrated in the

following figure.

Addresser Addresse

Figure (1): Components of Communicative Process ( Vestergaard and Schoroder, 1985:16)

With reference to the above figure ,in case of publicizing or advertising an election campaign slogan
, the addresser is the nominee to be elected, and the addressee is the audience ( persons on the electoral
roll), the meaning produced is concerned with seizing the public attention towards a certain candidate —
an attempt to catch and hold the reader or listener's attention to persuade him to vote for the
nominated candidate, the code is the language used which should be clear and simple to be grasped by
the audience, the channel mostly involves a printed chart displayed on roads , TV advertisements ,
internet means ...etc., and the context of situation implies the psychological , social and cultural features
which have certain effects on the language prevalent in a society. These features surely determine the
linguistic elements exploited in expressing slogans. In other words, the values, attitudes and behavior of a
society, one way or another, affect the language used in slogans. Election campaign slogans are tools

which help in engaging people's minds.
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[For more details on social factors affecting the use of slogans in public, see Lapsanska, 2006]
Communicatively, slogans dipped into a society influencing and sometimes guiding it. The
effectiveness of any slogan is intensified by the power of persuasion that slogan reflects. Slogans are
often enunciated to produce "an emotional connection between an audience member and a persuader”
(Borchers, 2002: 181). For any slogan to be effective it must , at least , attract enough attention from the
audience to notice the information presented in the form of language in such a slogan , i.e. it must be
meaningful , impressive , engaging and memorable( Leech, 1972 :27 , Tom and Eves ,1999:41). Election
campaign slogans are ultimately a means of convincing people to believe something, act in a certain way,
or agree with a point of view. Consider the following American (4-6) and Iraqgi (7-9) political campaign

slogans:

4. A Better Way Found.

5. A Voice for Progress.

6. Make your Vote Count

7. 3lyal Bolew ju3as [Strengthening Iraq sovereignty]

8. daidall Aladl £lgi [Ending the masked unemployment]

9. il audg BalyYI elid [We Possess Willingness and Strive for Change]

1.5 Election Campaign

48

A political campaign is a pre-arranged endeavorcitvhseeks to influence the decision

making process within a specific group. In demaesc political campaigns often refer [to

electoral campaigns, wherein representatives aosech or referendums are determined.

modern politics, the most high profile politicalngpaigns is focused on candidates for head

state or head of government, often a PresidentiorePMinister. Campaigns for minor office may

be relatively simple and inexpensive — talkingdeodl newspapers, giving out campaign signs, |a
greeting people in the local square (Wikipedia,301

In the United States major campaigns aften much longer than those in other

democracies. The first part of any campaign foraadwdate is deciding to run. Prospectjv

candidates will often speak with families, friendmofessional associates, elected officia

e

S,

community leaders, and the leaders of politicatipsuibefore deciding to run. Candidates are often

recruited by political parties and lobby groupderested in electing like-minded politicians.
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Voting in the United States often starts weeks tegeflection Day as mail-in ballots are
commonly used voting method. Campaigns often rum gersuasion programs, one aims at

in voters and one aims at the more traditional patérs (ibid).

Historically, in Irag election campaignarséd weeks before the Parliament election day

of March 7, 2010) to elect a new Parliament andi@é Minister. The election decided the 3

members of the Council of Representatives of Irdtp velect the Iraqi Prime Minister and

149

ail-

e.g
25

President. Campaign posters were plastered acaxgsdBd and other cities urging people to go to

the polls (The New York Times, 2013: Internet). FBx@ample, in Basrah, one attractive poster

reads Your city needs who knows what Basrameeds$. The vote is expected to redraw Iraqi

political map in many places and pave the way foedistribution of power in national electior

as appeared in the election slogan raised weeksebttfe vote Vote for the path of change'.

In fact, the campaign is the period whengblitical parties put forward their candidates an

S,

arguments with which they hope to persuade peapleote for their candidates and parties.

Candidates are given a week to put forward theminations. Once an election has been ca
parties issue manifestos detailing the programsg wish to implement if elected to governme
the strengths of their leaders, and the failurespgfosing parties and their leaders. Slogans
used to popularize and identify parties and issaad, pamphlets and posters distributed to
voters. Rallies and meetings where the candidaye® tpersuade, entice and enthuse suppor
and belittle opponents, are held throughout thesttmencies (Indian-Election, 2011: Internet).

However, the message of the campaign awthie ideas that the candidate wants to §

with the voters. The message often consists ofrakvalking pointsabout policy issues. Th

ters,

hare

points summarize the main ideas of the campaignaamdepeated frequently in order to create a

lasting impression with the voters. Most campaigrefer to keep the message broad in order to

attract the most potential voters. A message thdabo narrow can alienate voters or slow

candidate down with explaining details. For exampliehe 2008 American presidential election

John McCainoriginally used a message that focused on hisopiatn and political experience:

"Country First"; later the message was changed to shift atterttidms role as The Original

Maverick" within the political establishment. If the megeas crafted carefully, it will assure the

candidate a victory at the polls. For a winningdidate, the message is refined and then becg

| www.ijee.org

the

hmes



International Journal of English and Educatio

ISSN: 2278-4012, Volume:5, Issue:4, October 2016

his or her_political agenda office. (Offutt: 2010: Internet). In this resgeslogans, sayings and

maxims seem to play an essential role in the palitampaigns throughout the world.

1.6 Salient Characteristics of Election Campaign 8bans

Since the main function of the electiongslas is to keep continuity for a campaign, i
essential that a slogan should be a brief, eagiyonable statement connected with the candig
and immediately recognized by the audience. Owinguch traits , Leech (1966:28ff) sugge
that for an effective slogan to come into existenitenust utilize typical word forms ,new coing
words, literary ( or rhetorical ) devices such asapdox , alliteration , parallelism ,repetition

rhyme.

Leech (ibid) adds saying that accordinght® principle of readability, the message conve
by an election campaign slogan should be clearplsirand short as not to discourage furt
reading. Placed another way, familiar vocabulaiypp$e, personal and colloquial style, concr
and short words should be employed. Hence, thisoseis devoted to presenting the most sal

characteristics with which a set of utterance ao®gnized aelection campaign slogans.
[For more details about the traits of slogae® Krcmarova, 2008]

1.6.1 Syntactic Characteristics

Election campaign slogans are describedhaving simple and short but conden
sentences or phrases (i.e., much new importantnvation contained within a short text). Th
should be built on one specific idea; thereforesytharely employ complex sentences. T
generally contain no main verbs, and if so, thetdirverbs are replaced by nonfinite forn
Usually pronouns are eliminated to create as stemtence as possible in order to "cut up
sentences into more information units, so thatsirae sequence of words will contain more fg
elements rather than one" (Vestergaard and Schri€85:23). Consider the following Americs

(10-12) and Iragi (13-15) election campaign slogans

10. The dawning of a new day. (No main verb)

11. Country first. (No main verb)
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12. Winning the future. (Nonfinite verb)
13. gWaiil sl ¢S [Uninterrupted electricity] (No main verb)

14. é\)_i.“ Jeag Q_AY éJJ Seli e é—& (Nonfinite verb )
[ Creating a strong ,safe and independent future foaq |

15. 4 S S (5 g it i) B3 ) gla (Finite Verb)

[ People's will should be above all considerations

It is obvious from the above examples that Ameriskmgans are shorter containing fewer wqg
than those of Iraqgi ones. Moreover, the Iragi diatalves simple sentences containing finite ve

(e.g.,15) and complex sentences (exam@labove il cawigsal jY) élliai ) | In this connection

151

rds

rbs

Lapsanska (2006: 25) argues that slogans in gemechlding election campaign slogans , reflect

the pursuit to make the text more dynamic as theyegganized into smaller units to underline the

content of the message the slogan carries.

In the same vein, Leech (1972: 25) remdled the language of these election campaign

slogans belongs to so called 'loaded language'implies "an accusation of demagoguery

or

pandering to the audience". Leech (ibid) confirimat toaded language in these slogans has the

goal to change the will, opinions or attitudestefdudience. Generally, slogans, as a particutar

differ from other types of loaded language in hgvinvery precise material goal — changing

mental temperament to reach the desired kind cdieh

Moreover, the data of the English Americdngans manifest that the language useq
succinct and to the point and that some exampkesnafavor of elliptical sentences. No case
ellipsis is recoded in the Arabic data of Iragigelos .Though some sentences are incomple

both data; their meanings are understandable arsdcin touch the audience:

se
the

d is
of

te in

16. Yes, America can! (Eptical sentence)

17. We can't wait. InComplete sentence)

18. drulud) cilardll cuwad  (Incomplete sentence) [Improving the basic
services]

19. s,adasss [Free government] (Incomplete sentence)
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In spite of the fact that the number ofnpbex sentences and lengthy sentences in Iraqi
is greater than that of American data, they botid teo manipulate simple sentences that
intended to astonish and attract the audience ttsvarcertain message. The present tense
active voice are frequently employed in both datmply because they can give straightforw
meaning to the audience. This seems an essengidifoethe function of designating slogans a
quickly and easily convince audience.

20. Change we need. (Presaative simple sentence)
21. Eight [years] is enough. (Presenttae simple sentence)
22, @y guatl) ol (Present active simple $ence)

[The days of voting are approaching]
23, dphadil) ) Ll a4 (Present active simple sentence)
[We welcome oil investments]

1.6.2 Semantic Characteristics

data
are
and

ard

Because the main goals of posing an eleatampaign slogan are to gain attention | to

create interest , to attain credibility , to higjmif desire or satisfaction , to suggest actiongive

information , and to persuade people and urge tteetake action , the language of slogans is

generally sycophantic , optimistic , constructive unconditional and emphasizing the

distinctiveness of the message of (Lapsanska ,2008 and Kemé&ova , 2008 : 3-4 ). For this

reason, election campaign slogans are always ahdrsuccinct in natural world . They are woyds

that are repeated many times to strengthen thd@sednd positions of the candidate and to move

the emotions of the simple people.

Semantically, most election campaign atsgexpress figurative rather than literal mear[]ing.

They signify additional levels of meaning and cl mind associations as their connota

meanings are based on people's earlier knowledgiexgperiences, and their social conventig

ive

ns.

This entails that they are often employed to in@icgeneric rather specific reference — they

address people and attend to their social and amiental demands and concerns in general.

They recurrently endeavor to leave the key messagiee minds of the audience. Thus, in line
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with Krcmarova's view ( 2008:4ff) , election cangraislogans are often " communicated through

non-transparent messages that provide open-spatieefoecipient] audience] to think” , and this

is of course leads to the different interpretatipe®ple give while facing them. For examg

although the President Obama ( in 2012 PresileBtection Campaign ) raises the slogan

Forward.", and claims that if he wins the election, hd mibve the country forward , people of

America might take it to express various connotetian accordance with the environmen
conditions they live under ( Morton , 2012 : Imier and Baker, 2012 : Internet ).

Similarly, the Iraqi election slogag ¥l -uill awd" [We strive for change and reform
may predict a variety of interpretations. The wordgss" [change]and" " ¢3-<¥! [reform] can be

tal

interpreted differently in terms of people's atliés and views. This non-transparent reading is

owing to the generic rather than specific sensesetltwo words envisage in such contexi

situation, as related to diverse aspects of life.

of

As a matter of fact, an election campagpgan must convey all necessary information that

can be grasped by the audience effortlessly anelddgeFurther, Abate  (1985: 18) argues t

"every slogan reveals something about its own @me has something about social and polit

hat

cal

issues”. For example, the majority of the'2dection campaign slogans (of both American and

Iragi data) reflect the attitudes and behavior ltg thanging society and as well as politi

ground. Both American and lIraqi examples reflee gocial and political life people haye

cal

experienced. The American slogafhange.", for example, that the President Obama releases,

entails that he is too hopeful and optimistic alibe future of The united States of America
spite of all the challenges it faces and callsch@nge towards the best (Mason , 2012 :Interne
Likewise , The Iraqi slogah i3 4213 " [ No integrity without change ] may echo the ide
that both the candidate and the audience lookemiwo<s/i (integrity ) and_~x47 (change ) and
the two are interrelated in the Iragi society tfeapplication ofntegrity is based on the expect

change that a country may undergo.

Finally, as far as sentence meaning ic€emed, the two commonly used sentence type
declarative and imperative. Declaratives are mageofi when the candidate wants to provide I
information about the current situation, state sawctévities or occasionally commit himself to

some future act. In other words , declarativeghis case , are used to inform , report , descr
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assert , declare , maintain a certain state ofiraffalnformative Function) . In addition ,

declaratives in election campaign slogans can bd tesexpress the candidate's feelings, , wis

154

attitudes and will , particularly when he wantsafmlogize , feel sorry , forgive , condemn , etc.

( Expressive Function) ( Krcmarova, 2008 : 22-3)

24. Regime change begins at home. ( Informative )
25. Incontinence meets incompetence. ( Expressive )
26. Ll saclual zliad [ We need to help our people ] ( Informative )

27. Uaaiaal cla¥l g basluall phgi M) allil (Expressive) [l look forward to providing aid and
security to our community]

Because of the various functions imperatives cariopm, they are often described as

most powerful device in attaining the designatedppses of election campaign slogans.

Imperatives are commonly used to inspire audiermcdake an action (straightforwardly or

obliquely) for voting a certain candidate. The dinge import of imperatives can hardly be

denied. Lapsanska (2006: 37) argues that impemtive taken advantage of to create a sense of

"one person is speaking to another ". Thus, they@ols for urging, exhorting, inducing audier
towards taking an actigfirective Function)

28. Make your vote count.

29. Don't change horsemen in mid- apocalypse.

30. 8y JadY) ) &A% [ Elect the best and the strongest ]

31, (Al glal sl cguai o 386 [Make sure to vote for the Iragi Parliament]

1.6.3 Aesthetic Characteristics

ElectionCampaign slogans utilize certain techniques sintitathe aesthetic devices pf

poetry, i.e., repetition, harmony, alliterations@asance and brevity. Such techniques are ¢

exploited to guarantee that the receiver (audieat#)e slogan easily reads, says and remen

ften

bers

the text and recalls it at the right moment (Safir@68: 605). A good election campaign slogan

must abide by these aesthetic principles whichtlagdaudience can memorize the informaqion
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found in the slogan with the least effort (Abat@8%: 18).

I- Repetition

Repetition is used in election campaign sloganserwthere is an emphasis on the
element within the intended message (Hayward, 201t8rnet). In the following examples , t
aim of using repetitive words is to effect an entghafocus on them, drawing the audieng

attention towards the message they carry.

32. Drill , baby , Drill.

33. Let America be Americaagain .

34. We are the_chang&ve've been looking for._Changean't happen without you.

The only two examples found by the researamthe Iragi data which involve repetition &
those of (35 & 36 ) where the words as)day and ( <us<ai or <s« ) voting or vote are
repeated to emphasizbe day of eection whereby Iragi people's fate is determined , ané

importance of/oting is highlighted.

35. @ladl s ailaagnagadl ) [ Today( the day of Election) is your day determine the
destiny of Iraq]

36. Qe ligua g plinila Ao Juanio dlily asliy ey gl cads ¢ Jo8 1,81 dlad o [Please read before
you go for voting, and make sure youhliave what you need, and your vote is[usefully] cdem]

[I- Harmony

The second aesthetic feature of electampaign slogans is harmony ,often brought al
by a combination of musical notes which produaeronies with a pleasing effect. The melo
effect of the following American and Iraqi slogans ear is due to certain corresponde
between sequences of certain sounds or rhythm:

37. Change we can believe in.

38. Greater together.

39. Vote for change.
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40. sBraY) J 3l [ Hello all friends ]
41. @l Galy s 8 Jiia 33 [ Creating strong and safe future for Iraq]
42. Aiskagelp  [Clean air and water ]

[For more details on harmony, Segs@it , 1991 s.vharmony)]
[1I- Alliteration

The feature of alliteration (or the repeti of initial consonants in successive words)
also be found in both American and Iraqi electimampaign slogans. The aim behind t

can
his

rhetorical device is to project the musical rhythohgshese slogans, to make them to be uttered or

read with more interest and to be more appealimpif®antly, with alliteration, slogans are mare

beautiful, easier to memorize and softer to flowi{@ and Fowler, 2006: 238).

43. Compassionate_onservatism.

44. Peace posperity , reform.

45. The_people's_pesident.

46. @) axady Al Usel[]dlad e [ Please help us to build and renew Iraq]
47. s$ o8By [ Issuing strong law ]

48. L3 A g Ay jaall s 8 gl Ak i sd [ Self-sufficient, well-trained and well-equippe
police ]

IV- Assonance

o

Although assonance (the repetition of faah or similar vowel in successive stressed

syllables creating a vowel harmony) is not so fesgu it makes a positive result — creat
internal rhyming within phrase or sentences, whesuning. In other words, the aim of assona
is to produce a sense of ease in pronunciatiorid€hand Fowler, 2006: 238).

49. Not serious, gethe best.

50. Chil Bill.

51. Fou more wars.

ng
nce
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52. Okl g o) Bda o o a8 aygd 43S mdasa ¢l [ building a strong central governmen
,capable of preserving security and law ]

53, Ll A8 g 4 0l 5 3 jgaal) A &l i g8 [ Self-sufficient, well-trained, well-equipped pet: ]

54. slally sl gl | AdUad) oa) JSLdia gellad [We solve problems of security , unemployment

electricity and water ]
V- Brevity

Generally, brevity involves concise expi@ssterseness or lack of verbosity. It is ofteedi

157

L d

S

to mean expressing the intended meaning with thst laumber of words. Nonetheless, this

economical use of words is not at the expenseeofdftibility of their expressions or decisivene

of their pronouncement (Oxford Advanced learnertdi@nary, 2012: s.\brevity) .

Brevity seems to be an essential requinénmeelection campaign slogans. In fact, thateh
are very few slogans that are long. Brevity canabkieved by inserting only those linguis

elements that are essential for the expressioneoitention behind an election campaign sloga

Capture-planning (2012: Internet) argineg brevity meets the requirements of today's
pace which requires us to receive information t sl predigested in order to inch ahead of
game". This also calls for a "new filing systemtimoel for storing the bites and bytes". Exam
the following examples .It can easily be seen thatmore an election campaign (American
Iraqi) slogan is condensed, the more the key wotdghlighted and focused.
55. Vote for change.

56. A fair shot .

57. Hope.

58. s s8ly Jai) 153 [ Vote the best and strongest ]
59. 4l dph cilead [ Modern medical services]

60. oY) [ Reform ]

It is obvious that items56-60) all involve compressed sentencgS:and58 imply the use

of imperative sentences in which pronouns are remioy56 and 59 contain NPs of thé

2SS

er
tic

An.

fast
the
ine

or

1%
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construction of Adj ( as modifier) + N with no vetbwhile 57 and 60 realize only Ns with no

Adjectives ( as modifiers) at all.

1.7 Conclusion

The investigation of the linguistic behavior of tslegans in general ,and those utilized in

the

21% century American and Iraqi electoral campaignganticular has revealed that the use of

slogans has a long history ,but the utilizatiorsloigans in election campaigns has recently been

thought of .So it seems, when people began to tluhklecting their heads of the governments or

their Parliament representatives, slogans havenbean essential requirement for the elec
campaigns; they serve to sum up the candidates' iohaas, i.e. they are tools of propagating t

campaigns.

Moreover, the identification of the lingucsteatures of both American and Iragi data
shown that:

tion

heir

has

1. American election campaign slogans use more eas®tl and shorter sentences (they rarely

employ complex sentences) than Iraqi ones . Théenorof the slogan seems to involve m
focal elements, and thus predicting a broaderesenaudience.

pre

2. In both American and Iraqi slogans , declamtsentences are manipulated to enuncgiate

informative ( such as , informing , describing ,anncing , asserting) and expressive (such

as, thanking ,forgiving, feeling sorry )funct®onwhereas imperative sentences are employ

express directive functions ( such as requestardering , advising).

3. American election campaign slogans exhibit na@sthetic features (i.e. repetition, harm
,alliteration , assonance and brevity) than Imaggs. The aim is to make these slogans e

remembered, quickly grasped and readily acceptgdhe audience.
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ppendix

(A ) American Election Campaign Slogans

Prosperity and progress
Yes, America can !

Yes, we can

Winning the future
Reformer with results

. Forward

. Hope

. Believe in America

. Restore America now

. Citizenship matters

. Peace, prosperity , reform
. Chill Bill

. America's top gun

. Experience counts

. Four more wars

. The people's president

. Sincere. Honest. Gracious
. A voice for progress

. Experience & knowledge
. A Better way found

. Fired up, ready to go

. Make your vote count

. Government by people

. Building for future

. A Leader who listens

. Your voice of reason

. 10 Years of Experience

. Child focus

. Children first

. Change

. We can't wait

. Afair shot

. Eight [ years ] is enough

2. Compassionate conservatism
4. Let America be America again
6. Change we can believe in
8. We don't quit
10. Greater together
12. Change we need
14. Country first
16. Drill , baby, drill !
18. Go greens
20. A Stronger America
22. The dawning of a new day
24. A safer world and more hopeful America
26. Compassionate colonialism
28. Don't change horsemen in mid-apocalypse
30. Regime change begins at home
32. Because Experience matters
34. Hard choices. Better schools
36. Sound the alarm ! It's time for change
38. Experience. Commitment. Impact.
40. Incontinence meets incompetence
42. Steady leadership in times of change
44. A New voice for your country
46. If you want success ,vote for the best
48. Willing ready, and able to serve
50. Building our future together
52. Our children, our community , our future
54. Impossible is nothing. Possible is success
56. Experience, knowledge , common sense
58. Honesty & hard work
60. Vote for change
62. Not serious get the best
64. Betting ion America
66. A change we need. A Voice we deserve

. An everyday man working for everyday people
. Big challenges, real solutions: Time to pick a President

. We are the change we've been looking for. Change can't happen without you.

( B) Iraqi Election Campaign Slogans

R dle Gla
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