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Abstract 
This study investigated the linguistic strategies employed in thirty-two (32) MTN advertisement messages that were purposively sampled from X (formerly Twitter) between 2020 and 2024. Adopting a mixed-methods approach, the research utilised Halliday’s (2014) Systemic Functional Linguistics framework to identify the various process types within the written texts. The findings revealed that material processes are the most predominant, accounting for 59.38% of the data. This dominance reflected an action-oriented strategy that utilises imperatives such as dial, download, recharge among others to transform consumers into active agents within the brand’s ecosystem (a phenomenon described as a ‘syntax of conditioned agency). Relational processes follow at 21.88%, establishing MTN’s identity and market leadership as an uncontestable fact. Mental processes (9.38%) strategically align services with the consumer’s internal affective and cognitive states, such as the enjoyment of 5G speed. Verbal (6.25%) and existential (3.13%) processes play minor roles, as they only function to curate social meaning and present corporate options as natural possibilities. Ultimately, the study concludes that MTN’s advertising discourse effectively naturalises corporate persuasion by framing its services as essential preconditions for modern life, which mask direct commands behind a facade of consumer benefit and necessity.
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Introduction
The 21st-century advert has gradually shifted from merely being an announcement of products to being a complex discourse where companies strategically build their identity and social reality. This trend has been especially evident in the telecommunication industry in Nigeria, where companies must not only build their infrastructure to be among the best but also win the war of words through their persuasive advertisements (Ogunrinde, 2020). It is against this background that MTN Nigeria has maintained its dominance in the telecommunication business in Nigeria since its establishment in 2001 by using affective forms of advert that aim at incorporating the brand into the fabric of Nigerian society. Such adverts as Everywhere You Go and I Don Port are examples of powerful sociolinguistic objects that are multimodal in form and act as major tools of selling not only internet access but also a Nigerian identity.

In existing scholarship on Nigerian advertising, there have been approaches to this set of phenomena using different, at times siloed, frameworks. Linguistic and style-focused scholarship has carefully explored the linguistic and code-switching aspects built on Nigerian Pidgin to achieve cross-ethnicism and authenticism (Dalamu, 2017; Anigbogu, 2021). At the same time, the increasing trend of discourse analysis with a focus on visual semiotics has also yielded insightful scholarship on visual dimensions like colour, gazes, and composition layout within advertisements that warrant persuasion (Asaolu, 2018; Enemuo, 2023). Additionally, critical discourse scholarship has been unearthing the ideological justifications entailed by this marketing, having discerned that there are overarching themes of ‘consumerism’ and corporate ‘welfarism’ here (John, 2020).
These approaches, though useful, quite often run parallel to each other in that linguistic analyses often relegate the visual mode to the periphery, and multimodal studies hardly, if ever, use consistent linguistic tools like transitivity analysis to support their claims. For this reason, previous research cannot sufficiently account for the ways in which linguistic and visual semiotic resources co-operate in naturalising market hegemony through shaping consumer subjectivity. Thus, this research gap is bridged in the present study. The study, in the end, argues that MTN's discourse promotes an ‘ideology of infrastructural necessity,’ one that indexes its commercial services as being critically essential for full participation in modern Nigerian society.

Language is a powerful tool employed for communication and influence. Osisanwo (2003) buttresses that language serves its distinct purpose of communication in human interactional discourse and social environment such as in advertisements.  Wardhaugh and Fuller (2015) affirm that language is a system of linguistic communication that is particular to a particular group. Hence, language determines the purpose it is expected to serve considering the fact that it is a strategic tool for persuasion designed to shape perceptions, evoke emotions and influence attitude and behaviour. This attests to why the language of advertisement is creatively written to arouse and retain the attention of the customers as well as to evoke their emotions. The message in advertisement is usually presented in a catchy way, to attract and arouse the interest of the target audience. According to Akinbode (2012), advertising language neglects the conventional rules of grammar and writing. It is accepted because it belongs to a world of or setting where the main aim is to get the attention of the target audience and persuade them to buy their product. Thus, language in advertising, most especially in Nigerian mobile network advert message in not just informative –its intentionally and stylistically designed to persuade and sell to the target subscriber.

Style and Stylistics
According to Mustapha (2024), style is often conceived as language habits, choice of linguistic means, deviation from the norms, appropriate use of language to match thoughts and expressions, linguistic characteristics, arrangement of words in certain manners, recurrent features of linguistic forms, and as comparisons. It arises from the possibilities of choice among available alternative forms. Style is the study of how meaning is created through language in texts. Texts in this sense, could be literary or non-literary, oral or written. Kamalu (2012), as cited by Mustapha (2024), views style through several core linguistic characteristics. These include the conventions associated with specific genres, historical periods, or schools of writing, as well as an author’s unique, idiosyncratic use of language. Furthermore, style is characterised by the specific linguistic choices made within a text and any intentional deviations from established norms. 
Meanwhile, stylistics is the linguistic analysis of texts, encompassing both literary and non-literary forms. It examines style in an objective manner, focusing on the functions styles fulfill in writing. According to Mustapha (2024, p. 4) stylistics deals in style within texts, spoken or written so long it involves the use of language. Originating from classical rhetoric, stylistics encompasses definitions from various scholars. Halliday (1971) emphasises linguistic features affecting utterance meaning, while Widdowson (1975) highlights expressiveness and wording effects. Contemporary stylistics examines both literary and non-literary texts, incorporating cognitive, pragmatic, and critical sub-branches. Scholars (Bloor & Bloor, 1995; Halliday & Matthiessen, 2014) have categorised stylistic analysis into several key levels viz graphology (the study of written form and visual deviations), grammar (the arrangement and structure of words) and lexicology (vocabulary structure). Beyond these, lexico-semantic features examine meanings cum word relationships, while reference and cohesion (including referential, conjunctional, and lexical types) ensure textual unity through pronoun usage and connectivity. Furthermore, foregrounding utilises deviation and parallelism to create thematic prominence. Ultimately, stylistics serves to determine language appropriateness, guiding writers toward the most effective forms for their intended audiences.
As a corollary, Mustapha (1992, p. 6) classifies style based on two distinct schools of thoughts: literary and linguistics. Literary scholars define style through the lenses of deviation, personality, or aesthetics, while linguistic purists categorise style primarily as ‘Clean English.’ Thus, style and stylistics are often viewed as inseparable or used interchangeably. However, a distinct dichotomy exists between the two concepts. Style represents the unique manner of expression resulting from a writer’s or speaker’s specific choices within the language’s available resources. In contrast, stylistics serves as the analytical bridge between linguistics and literary criticism, applying rigorous linguistic frameworks (such as graphology, phonology, and syntax) to examine both literary and non-literary texts. Thus, the literary artist focuses on the creative execution of style, and the linguist prioritises the systematic methodology of stylistics to analyse those creative outcomes.
Persuasion                             
The ubiquitous nature of persuasion further elucidates the relationship between style and stylistics, as the strategic use of language is fundamental to human interaction across all social spheres. Persuasion is used every day because human beings constantly find themselves in persuasive encounters, in different contexts. As Edin (2012) affirms, persuasive encounters are embedded in daily activities (ranging from labour and education to advertising and politics) serving as a primary vehicle for intentional communication. Scholars in psychology, communication, and advertising lend credence to this issue. Persuasion is viewed as a deliberate social interaction that shapes attitudes and behaviours across mass media by aligning messages with the audience's existing beliefs and desires (Chaudhuri & Buck, 1995; O'Shaughnessy & O'Shaughnessy, 2003; Perloff, 2017). Perloff (2010) is of the view that persuasion is anything that involves shaping or molding attitudes. Thus, persuasion is concerned with the understanding and subsequent changes of attitudes by influencing other people’s minds. Khan (2017) also affirms that persuasion is the act of causing people to do or believe something: the act or activity of persuading people on the idea that is believed to be true, or valid without positive knowledge. It also changes the attitude and influences a target market to action. For instance, persuasive language is used in the advertisement as it is an act of attracting public attention to a product or business through a paid announcement in print, broadcast or electronic media. In the realm of advertising, the goal of persuasive process is, specifically, to induce consumer patronage and win buyers in highly competitive markets (Aliede, 2002; Kruti & Alan, 2009). Therefore, effective persuasion functions within an atmosphere of free choice, utilising intentional communication to influence preference judgments and social action (Perloff, 2017). Consequently, writers select specific linguistic resources to persuade with the goal of exercising style. Correspondingly, the systematic analysis of how these choices effectively impact an audience falls under the rigorous domain of stylistics which is our focus in the present study.

It should be noted that apart from the colours and images in advertising frames, language serves as the crux of information. It plays a great role in persuading and making others listen and pay attention. Hence, it is a tool that can be manipulated in any form to suit the primary goal and intention in advertisements. This is to communicate the messages and information of the product to the target audience and get feedback from them. In other words, persuasion is a style used in the language of advertisement to promote or sell ideas, brands or services. The language of persuasion may have different effects based on the situations in which it is used. For example, in advertising, the character of the target audience has a bearing on the language of persuasion as well as the creative and media strategy. The tools for persuasion include the following:
i. Repetition: This involves more repetition of pronouns and the verbal structures, both lexical and grammatical items constructed version. In a real speech, we tolerate repetition, or perhaps even expect and need it, as a support to our memories. In writing, we expect a variety of structures, which we see as a part of stylistic elegance. 
ii. Rhetorics: According to Khan (2017), advertisement usually consists of certain rhetorical devices which create a strong and lasting impact on the mind of the target audience. It consists of rhyming schemes and contrast.
iii. Celebrities: Celebrities are another significant tools used in advertising to persuade consumers through credibility. Monahan (1995) notes that the influencing power of a well-known endorser lies first of all in the celebrity’s ability to attract attention.
MTN Nigeria
MTN Nigeria has played a pivotal role in the growth of Nigeria's telecommunications landscape since its inception in 2001. After acquiring a GSM license for $285 million, MTN launched its operations with the introduction of digital microwave transmission (YhelloBahn). Today, MTN serves over 70 million active subscribers, maintaining its position as Nigeria’s largest telecommunications provider. Its innovative strides, including 4G LTE and extensive fiber-optic networks, have improved digital penetration across rural and urban regions. Furthermore, MTN has consistently championed community development through initiatives like the MTN Foundation, which has impacted millions by supporting education, health, and entrepreneurship programs.

Theoretical Framework
The systemic functional grammar (SFG) is a linguistic theory created by M.A.K. Halliday, which conceptualises language as a connected network of systems. This framework emphasises two principal dimensions of language: systematicity and functionality. The aspect of systematicity highlights Saussure’s paradigmatic perspective regarding the operations of language, indicating that every communicative event entail choices across multiple levels which are represented through the tool known as the 'system network.' As Halliday (1985) articulates, the term systemic encapsulates the perspective of language as ‘a network of systems, or interrelated sets of options for making meaning.’ This notion is reinforced in Halliday (1994, p. 26), which asserts that ‘a language consists of a set of systems and the speaker or the writer may choose the ways of expressing meaning.’ Functionality, in contrast, reflects Halliday’s assertion that the nature of language is fundamentally shaped by its evolutionary purposes. Consequently, Halliday underscores the connection between language and its diverse functions within social contexts, thereby positioning grammar as a resource for meaning-making. Thus, Systemic Functional Grammar examines the interplay between form and meaning. 

Within this framework, language serves three functions, technically referred to as metafunctions: the ideational function, interpersonal function, and textual function. The ideational function pertains to the manner in which language is employed to represent human experiences in both the tangible and subconscious realms (Bloor & Bloor, 2004, p. 10). This aspect focuses on clauses as representations, which are encapsulated in the grammar of the transitivity system. The transitivity system is defined as ‘a set of grammatical systems which construes the world of experience into a manageable set of Process Types’ (Halliday, 1994, p. 106). This system comprises three fundamental components: participant, process, and circumstance (Halliday, 1994, p. 107). The second component, process, which is the focus of the current discussion, will be explored in greater depth later. Halliday (2004) posits that the transitivity system of a language translates experiences into a limited array of meaning domains that vary according to both the processes themselves and the nature of the participants involved. The processes are integral to transitivity, centering on the portion of the clause realised by the verbal group, but they can also be viewed as encapsulating the ‘goings-on’ represented in the entirety of the clause. Halliday (1985) identifies six distinct process types, namely: material, behavioural, mental, verbal, relational, and existential.

 The interpersonal metafunction establishes and maintains social roles and the negotiation of power dynamics through the strategic deployment of Mood and Modality. It functions as a platform for the speaker’s subjective stance, allowing for the expression of attitude, evaluation, and social distance to maintain or challenge interpersonal rapport (Martin & White, 2005; Eggins, 2023).
The textual metafuncton operates as the internal organisation of discourse, ensuring that ideational and interpersonal meanings are woven into a coherent and contextually relevant whole. Through the management of Theme-Rheme structures and cohesive ties, it regulates the flow of information to align the message with the specific requirements of the communicative environment (Halliday & Matthiessen, 2014; Fontaine, 2023).
The most important grammar system used in the investigation of the metafunction concerned with ideas is that of Transitivity. In the SFG perspective, Transitivity involves more than a classification of verbs into their transitive or intransitive structures. In fact, it is a very complex system that views reality as a collection of processes. It responds to three important research questions: Firstly, what sort of process is actually taking place, or what type of process is actually in action? Secondly, who or what is actually involved in a particular process as the participant, or who or what is actually the actor in the process? Lastly, what are the circumstances surrounding any particular process? (Ghofur, 2013). The transitivity system is thus fundamental to uncovering the ideological distribution of agency-who is portrayed as acting, and who is acted upon-within discursive texts like advertisements.

Transitivity
The transitivity system categorises human experience into six main Process Types, each with its own set of inherent participant roles. The analysis of these processes reveals how advertisers grammatically frame reality:

Material Processes
Within the Systemic Functional Grammar framework, the Material Process is the most fundamental of the six process types, serving as the primary grammatical resource for construing experiences of events, actions, and physical happenings in the world (Halliday & Matthiessen, 2013). It answers the question ‘What is being done?’ and is characterised by its focus on concrete, tangible activities. In the context of advertising discourse, the analysis of Material Processes is critical because it reveals the foundational grammatical layer through which agency, power, and causality are discursively constructed and distributed.

A Material Process clause minimally involves an Actor-the participant that carries out the action-and often a Goal, the participant at which the action is directed. A third key participant, the Beneficiary, may also be present, indicating the entity for whom the action is performed. For example, in the MTN advertisement clause ‘Dial *131*1# to enjoy,’ the process ‘Dial’ is a Material Process. The consumer is the implicit Actor performing the dialing, but the overarching purpose clause ‘to enjoy’ positions the same consumer as the Beneficiary. Crucially, the corporate entity (MTN) is the ellipsed but understood enabling Actor whose infrastructure makes this action possible. This syntactic structure is not incidental but strategic.

The ideological power of this grammatical choice lies in its naturalisation of a provider-consumer hierarchy. When corporations like MTN are systematically positioned as the primary Actors in Material Processes-through explicit statements (‘MTN provides 5G’) or implied infrastructural control-they are grammatically framed as the originators of all meaningful action in the consumer's world. Conversely, the consumer is consistently placed in the roles of Goal or Beneficiary. This grammatical patterning materially enacts a specific social relation: one of corporate provision and consumer receipt. As identified in the analysis of MTN’s discourse, this manifests as a form of ’welfarism’ (John et al., 2022), where commercial service is grammatically reframed as benevolent provision.

Therefore, the analysis of Material Processes transcends mere grammatical categorisation. It exposes how clause-level choices cumulatively construct a worldview where corporate agency is presented as a given, active, and facilitative force, while consumer agency is constrained to the act of receiving or responding within a corporately defined system. This is the grammatical bedrock upon which the broader ‘ideology of infrastructural necessity’ is built, making the corporation’s dominant market role appear not as a commercial condition but as a natural state of affairs in the social and technological landscape.
i. Mental Processes: These are processes of sensing, including perception (see), affection (like), and cognition (think, know). Key participants are:
(a) Senser: The conscious being who experiences the mental event.
(b) Phenomenon: That which is perceived, felt, or thought.
Advertisements often position the consumer as the Senser (‘You will love this’), aligning product benefits with internal cognitive or emotional states.
ii. Relational Processes: These are processes of being and having. They serve to classify and identify entities, attributing qualities or establishing identities (e.g., MTN is reliable, This is the best network). Participants include:
Carrier and Attribute, or Token and Value. These processes are central to brand identity construction, establishing what the corporation is and what it means.
iii. Verbal Processes: Processes of saying (e.g., say, promise, announce). The key participant is the Sayer. In ads, corporations are frequently positioned as Sayers, making promises and declarations that construct corporate authority and trust.
iv. Behavioral Processes: Processes of physiological and psychological behaving (e.g., smile, cry, dream), which border material and mental processes. The participant is the Behaver.
v. Existential Processes: Processes that represent existence (e.g., there is, there are).


Literature Review
Oyeleye and Adeyinka (2014) examine the discourse function of rhetoric and lexicalisation in Nigeria print media insurance advertising, investigating how these elements are used as part of advertisers’ persuasive strategy. The study collected 100 published insurance advertisements from three purposively selected Nigerian national newspapers (The Punch, The Guardian). The data was complemented by billboard advertisements from all southwestern states of Nigeria. Insight from Gumperz’s (1982) theory of interactional sociolinguistics and M.A.K. Haliday’s functional grammar were used to analyse the data to reveal their contribution to the advertisers’ persuasive discourse which converges with this research but it diverges in context and specific frameworks, focusing on transitivity-process types.
Fomukong (2016) analyses the advertisement of Dangote Cement discourse on billboards in Bamenda, North West Region, Cameroon, analysing what is communicated, how it is communicated and the interpretation. Thus emphasising language’s persuasive power.  The Textual Conceptual Functions as given by Jeffries (2016), is the framework used to uncovering ideologies and social meanings expressed in Dangote Cement advertisement using the following apparatus: prioritisation, implying and assumption, listing, naming and description. The study has emphasised the structural analysis and the role of context to reveal functions and underlying meanings of the text. It also concludes that the advertisers use different stylistic devices that carry positivity, and a common ground that makes the readers identify with the advertisements, urging them go for the Dangote product. Fomukong’s research has common ground with the present study in terms of data though not a mobile network advertisement as well as on stylistic analysis and persuasive techniques but at divergent in theoretical approach.
Dalamu and Odebode (2021) analyse the interaction between text and image in Nigerian print advertisements using a multimodal discourse analysis framework. Their findings reveal that textual elements often serve anchoring and relay functions, guiding the interpretation of visual imagery. The study emphasizes that meaning in advertising is co-constructed through linguistic and visual cues, reinforcing the importance of multimodal pragmatics. Dalamu and Odebode examine the Nigerian print media adverts, however, the present study focuses on mobile network advert message. 
Ayesha (2024) examines the deployment of figurative language in brand taglines. The study explores how various stylistic devices including hyperbole, metaphor, personification, parallelism and symbolism augment marketing communication. Through a qualitative analysis of 20 taglines from various product categories, the study underscores the effectiveness of these linguistic tools for marketing professionals and students of stylistics and linguistics. While the current research focuses on mobile network advertisements from linguistic-stylistic perspective, Ayesa’s work is based on brand taglines and literary strategies.  

Similarly, Wilson and Mukhlis (2024) employ systemic functional linguistics to analyse business advertisement texts, revealing that material, mental, and relational processes drive consumer behaviour, with implications for marketing practitioners to design more effective advertisements. They discover that material processes focusing on physical actions such as ‘buy,’ ‘use,’ and ‘get,’ predominantly drive consumer behaviour, while mental and relational processes influence cognitive associations between products and consumers. Furthermore, verbal, existential and behavioural processes also enrich messages through direct communication, product existence and specific actions. The study emphasises a multidisciplinary approach to understand complex interactions between advertisements and consumers’ socio-psychological factors. It also provides practical guidance for marketing practitioners in designing effective advertisements. 
Putu et al. (2025) employ critical discourse analysis to examine recent advertising campaigns for mobile phones, focusing on a leading global brand, Samsung. The study attempts to decode underlying ideologies within these advertisements using Fairclough’s 3D model with Kress and Van Leewen’s social semiotic theory. The research focuses on both textual and visual aspect of (2023) mobile phone advertisements to affirm that while adverts promise meaningful change, aspirational identities create a diversional focus that hinder the pursuit of genuine social change. Though the research emphasises ideological influence and consumer identity, this study dwells on the experiential function within the transitivity system.
Situating the current study in the nexus of the diverse academic debates above, this study argues that a holistic understanding of the persuasive and ideological power within MTN’s advertisements is best achieved through an integrated stylistics framework. By consciously synthesising the insights of previous scholarship, the research transcends traditional disciplinary boundaries to offer a more unified analysis. Specifically, it employs the linguistic toolkit of Systemic Functional Grammar (focusing on transitivity analysis) to provide the grammatical rigour and precision necessary to substantiate thematic critiques and stylistic evaluations of the subject matter.
Methodology 
This study employed both qualitative and quantitative methods of data analysis to investigate thirty-two (32) MTN advert messages from 2020 to 2024, which were purposively sampled from X (formerly Twitter). Though the advert messages are multimodal in nature, the study adopted mainly the written texts to identify the various process type (Halliday, 2014) deployed in the selected MTN advert messages. While the qualitative analysis offers a systematic description of the experiential elements identified, the quantitative presents the frequency and percentage distribution of these linguistic elements.


Analysis and Discussion
This section is devoted to data analysis which bifurcate into two parts: the quantitative and the qualitative. The quantitative presented the statistical analysis of the processes identified indicating their frequency and percentage distribution to ascertain the preponderant one(s). On the other hand, the qualitative categorised and discussed these processes in relation to their participants.  

Table 1: Process types in the selected MTN advert messages
	S/N
	Advert messages
	Process Type
	 Participants 

	1. 
	Dial *131*1# to enjoy. (Awuf Jolly)
	Material
	Consumer (Actor), 

	2. 
	Watch the Opening Gala Show... (Project Fame)
	Material
	Consumer (Actor)

	3. 
	Get on the right track... (Career Fair)
	Material
	Consumer (Actor)

	4. 
	Visit careerfair.mtn.ng to register. (Career Fair)
	Material
	Consumer (Actor)

	5. 
	Save more, Spend less! (Fibre Broadband)
	Material
	Consumer (Actor)

	6. 
	Get 20% OFF... (Fibre Broadband)
	Material
	Consumer (Actor)

	7. 
	Dial *461*6#... to activate. (Fibre Broadband)
	Material
	Consumer (Actor)

	8. 
	Check your messages to enjoy... (Yell Sunday)
	Material
	Consumer (Actor)

	9. 
	Recharge. Increase your entries. Win big. (Mega Promo)
	Material
	Consumer (Actor)

	10. 
	Dial *900# to enter. (Mega Promo)
	Material
	Consumer (Actor)

	11. 
	Pay the better way... (MoMo Pay)
	Material
	Consumer (Actor)

	12. 
	Enjoy the unbelievable speed... (5G Offer)
	Mental
	Consumer (Senser)

	13. 
	Upgrade to... to enjoy. (5G Offer)
	Material
	Consumer (Actor)

	14. 
	Get 11GB free... (5G Offer)
	Material
	MTN/Offer (Actor)

	15. 
	Download the my MTN app... (AWOO! Promo)
	Material
	Consumer (Actor)

	16. 
	You can't think on your feet... (Network Contrast)
	Mental
	Consumer (Senser)

	17. 
	Give your business an edge... (Network Contrast)
	Material
	Consumer (Actor

	18. 
	Dial 121 now to enjoy... (Turn Up 121)
	Material
	Consumer (Actor)

	19. 
	Earn Points and get Free Data. (Pulse)
	Material 
	Consumer (Actor)

	20. 
	Dial *406# to join. (Pulse)
	Material
	Consumer (Actor)

	21. 
	Download an app for it! (APPtitude)
	Material
	Consumer (Actor)

	22. 
	Text APP to 131. (APPtitude)
	Material
	Consumer (Actor)

	23. 
	Search for and install an app... (APPtitude)
	Material 
	Consumer (Actor)

	24. 
	Browse the... store... (APPtitude)
	Material
	Consumer (Actor)

	25. 
	Read reviews and ratings... (APPtitude)
	Mental
	Consumer (Senser)

	26. 
	Install the app and try it out! (APPtitude)
	Material
	Consumer (Actor)

	27. 
	Let your callers listen... (CallerTune)
	Verbal
	Consumer (Sayer)

	28. 
	SMS ’TUNE 88862’ to 170... (CallerTune)
	Material
	Consumer (Actor)

	29. 
	Win a brand new AEROPLANE... (Ultimate Wonder)
	Material
	Consumer (Actor)

	30. 
	I don drop dat Kpalasa phone. (I Don Port)
	Material
	Consumer (Actor)

	31. 
	Upgrade to a smartphone today. (I Don Port)
	Material
	Consumer (Actor)

	32. 
	Tape *105*1#. (Pack Free Plus)
	Material
	Consumer (Actor)


Table 1 presents the classification of the linguistic processes deployed to engage consumers persuasively. As evident in the table, material processes, which are used in 27 out of the 32 sampled messages predominates. This dominance indicates that MTN’s advertising strategy is primarily action-oriented, utilising imperative verbs (concrete action words that instructs or command indirectly) such as dial, visit, recharge, download, among others to compel the consumer (functioning as the Actor) to perform specific physical or digital tasks. By framing the consumer as the primary agent of action, the advertisements transform passive readers into active participants in the brand's ecosystem. While Material processes drive physical engagement, the mental and verbal processes are strategically used to appeal to the consumer’s internal experience and social interaction. Mental processes, such as ‘enjoy’ (Item 12) and ‘think’ (Item 16), position the consumer as a senser, focusing on the cognitive and emotional rewards of the service, such as the ‘unbelievable speed’ of 5G. Interestingly, item 25 (Read reviews…) as a mental, emphasises the cognitive evaluation required before a purchase. Verbal processes are rare, appearing in Item 27 (‘Let your callers listen’), where the consumer acts as a sayer, using the service to communicate a specific identity or mood to others through technology.

The analysis of Participants reflects a power dynamic where the ‘consumer’ is the most frequent subject, appearing in nearly every entry. This ‘you-oriented’ language is designed to create a sense of personal urgency and benefit. In instances like item 14 (‘Get 11GB free’), the ‘MTN/Offer’ itself takes the role of the actor, positioning the network as a generous provider. Summarily, this data illustrates a marketing discourse where direct commands and tangible actions are prioritised, supplemented by emotional appeals, to drive consumer behaviour and brand loyalty within the telecommunications market. 

Table 2: Percentage distribution of Process Types in the selected MTN advert messages
	Process Type
	Frequency
	Percentage (%)
	Key Function in Ads

	Material
	19
	59.38
	Constructs actions, transactions, and directives (‘Dial,’ ‘Get,’ ‘Download,’ ‘Win’)

	Relational
	7
	21.88
	Defines identity and attributes (‘MTN is a leading company,’ ‘It is Yell Sunday’)

	Mental
	3
	9.38
	Expresses perception, affection, or cognition (‘Enjoy,’ ‘Think,’ ‘Read reviews’)

	Verbal
	2
	6.25
	Represents processes of saying (‘Let your callers listen...’)

	Existential
	1
	3.13
	Indicates existence (‘There are some ways...’)

	TOTAL
	32
	100.00
	


Table 2 shows the frequency and percentage distribution of each process type as well as their functions. It is evident that material processes have the highest frequency with 19 tokens. This is followed by relational process with 7 tokens; mental process has 3 tokens; verbal process has 2 tokens, while existential process has the least token (1). The percentage of each of the process type is captured in the Figure below. 


Figure 1: A pie chart showing the percentage distribution of the process types in the selected advert messages
As evidenced in Table 2 and the pie chart above, material process is the most dominant in the MTN advert messages, accounting for 59.38%. This is followed by relational processes at 21.88% and mental processes at 9.38%. Verbal and existential processes play minor roles, while behavioural process is absent. This distribution constructs a discourse world primarily concerned with action, definition, and perception. The dominance of material process emphasises a strong focus on driving consumer action and direct engagement through imperatives such as ‘Dial’ or ‘Get.’ This heavy lean toward action is balanced by relational process which is used to establish brand identity and value propositions, while more abstract categories such as mental, verbal and existential processes appear much less frequently; suggesting that the persuasive strategy of the MTN’s advertisement is to prioritise tangible transactions and clear brand definitions over subjective cognition or simple statements of existence.

Discussion of Findings
This section discusses each of the process types inherent in the selected MTN advert messages. 

Material Process
Material Processes, which construe actions and events, form the backbone of MTN’s directive discourse. Their high frequency directly realises advertising’s call-to-action imperative.
Excerpt 1 (Material Processes of Transaction/Direction)
i. ‘Dial *131*1# to enjoy.’ (Awuf Jolly Data)
ii. ‘Download the my MTN app today.’ (AWOO! Promo)
iii. ‘Get 20% OFF…’ (Fibre Broadband)
In these examples, the Material Process positions the consumer as the grammatical Actor (‘you dial’, ‘you download’), creating a compelling illusion of agency. However, this agency is strictly circumscribed; every action is a response to a corporate directive and occurs within MTN’s proprietary ecosystem. The process ‘enjoy’ in (i) further repositions the consumer as the Beneficiary, finalising the transactional frame: MTN enables, the consumer acts within set parameters, and the consumer receives the benefit.

Relational Process
Relational Processes, which define states of being and attribution, are secondary in frequency and serve to establish MTN’s identity and market position as given facts.
Excerpt 2 (Relational Processes of Identification & Attribution)
i. ‘MTN is a leading telecommunications company…’ (APPtitude Ad)
ii. ‘It is Yell Sunday!’ (Yell Sunday Ad)
iii. ‘Pay the better way with MTN MoMoPay.’ (MoMo Pay Ad)
Example (i) uses an intensive identifying process to explicitly claim market leadership, naturalising it as an uncontestable truth. Example (ii) attributively equates a day with a branded event, embedding corporate identity into the temporal fabric of the consumer’s week. Example (iii) uses a circumstantial relational process to attribute the quality of being ‘better’ directly to the service, framing a subjective claim as an inherent characteristic.

Mental Process
Mental Processes, of sensing and feeling, are used strategically to align MTN’s services with the consumer’s internal cognitive and affective states.
Excerpt 3 (Mental Processes of Perception & Cognition)
i. ‘Enjoy the unbelievable speed of 5G…’ (5G Offer)
ii. ‘You can’t think on your feet with a network that crawls.’ (Network Contrast Ad)
iii. ‘Read reviews and ratings…’ (APPtitude Ad)
In (i), the imperative ‘Enjoy’ functions as an invitation for a mental-affective response, promising a positive sensory experience. Example (ii) is pivotal; the negative mental process ‘can’t think’ constructs a problem of cognitive failure explicitly linked to poor infrastructure. This rhetorically positions MTN’s service as the necessary precondition for competent thought and action, core to the ‘ideology of infrastructural necessity.’

Verbal and Existential Processes
Verbal and Existential Processes occur minimally but fulfill specific discursive functions.
Excerpt 4 (Verbal and Existential Processes):
i. ‘Let your callers listen to the story of Bosco.’ (CallerTune Ad)- Verbal
ii. ‘There are some of the ways you can get started…’ (APPtitude Ad)- Existential
The Verbal Process in (i) (‘listen’) frames a CallerTune not as a ringtone but as a narrative to be shared, adding a layer of cultural and social meaning to the service. The Existential Process in (ii) (‘There are’) serves to present a list of corporate-prescribed options as simply ‘existing’ possibilities, backgrounding the agency behind their curation.

Conclusion
Corporate directives are transformed into a naturalised consumer experience through the use of a strategic hierarchy of transitivity processes in MTN's advertising discourse. Relational Processes strive to codify the brand’s market leadership and superiority as objective, undeniable facts, while Material Processes dominate to drive immediate consumer action under the pretence of agency. This is further supported by Mental Processes, which frame high-speed connectivity as a basic requirement for contemporary thought and lifestyle by connecting the network’s performance with the user’s own cognitive and affective well-being. Together, these linguistic decisions, along with the nuanced application of Verbal and Existential Processes to curate social meaning, serve to integrate MTN’s services into customers’ everyday lives, successfully disguising corporate persuasion behind a façade of necessity, advantage, and intrinsic existence.

The quantitative dominance and qualitative function of Material Processes are the most significant findings. This grammar of action does not signify true consumer empowerment but reveals a syntax of conditioned agency. The discourse constructs a reality where active participation in social and economic life-connecting, transacting, advancing-is grammatically synonymous with performing MTN-scripted material actions. This pattern, supported by Relational Processes that cement corporate identity and strategic Mental Processes that link services to cognitive necessity, forms the core grammatical mechanism through which MTN’s market hegemony is naturalised as benevolent and essential.
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