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Abstract
This paper discusses the dynamics of code-mixing of Urdu in the context of TV
commercials which are relayed from Delhi Doordarshan and which are generally
classified as Hindi commercials. This paper discusses various factors which make
Urdu as one of the foremost choices for code mixing in TV commercials.
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Introduction

Code-mixing is a well-attested phenomenon of the human linguistic
behaviour and socio-linguists have tried to study this phenomenon in many
of its facets. Noteworthy in the area, is research on mixing of Spanish and
English in United States and Indian languages (Hindi and Tamil) and
English in India (Annamalai, 1981). Much of the work on code-mixing
seems to have concentrated on bilinguals and bilingual settings. Apart
from studying the structural aspects of different languages that readily mix
or get mixed, scholars have focused on constraints — viz. linguistic,
psychological and situational in code-mixing. Not much seems to be
available on new communicational situations and strategies which have
resulted due to advancement in mass communication networks. One does
not really know whether this development has made an impact on code-
mixing and code-switching behaviour of the people.
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Fatihi (1991) through his study of the language of TV commercials (those
which are relayed from Delhi Doordarshan and which are generaly
classified as Hindi commercials) has drawn the attention of linguists
towards a unique situation of code mixing. Unique because here neither
the ‘bilingua’ is involved nor much of the psychologica variables of
‘prestige’ is present. Some advertisement writer or group of writers sitting
in the cozy corners of their offices or, may be, some hotels try to feel the
pulse of the consumers and strive to churn out the advertisements which
they visualize as acceptable to all kinds of consumers. The result is the
emergence of a linguistic register which is unique and unparalleled.
Linguistically, it has a balanced and beautiful blending of elements from
languages such as Urdu and English.

Fatihi on the basis of his probe (1991) has given many areas' of code-
mixing in the language of TV commercials which he collected for his
study. All these areas can be corroborated by further study. The present
author himself, sometimes ago, not in a distant past, collected 30
commercials (given in appendix) and subjected them to analysis from
viewpoint of code-mixing. He found the following areas wherein Urdu? is
used as a code for mixing.

1. Noun insertion (e.g. ekonokhaghsaspondssabun)

2.Adjective insertion (e.g. sadharon
sastitiklyakiodhurisofaizlddimoilkamugabllanohi korsokti)

3. Verb insertions (e.g. ye godrejheordoihoilselakhd logd ne pure bhorose

ke sathazmayaourapnayahai)
4.Synonimity (e.g. evorastmasald se bhojontoyyarxubmazedarxubzalgedar)
5. Conjuntive elements (e.g. sarfeekzeldetahaikarisafayimagarpyar se).

In this brief paper, our concern is neither to make an in-depth study of the
areas of code-mixing nor to discuss its constraints or variables in relation

'For details see Fatihi (1991) .

*Consideration of the case of English for code-mixing in TV commercials is beyond the
scope of this paper.
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to the language of TV commercias. Instead, our am here has been to
probe and focus on the dynamics of mixing Urdu as a code and to know
what factors are responsible for Urdu being mixed. There may be many
factors. In order to get at some conclusion we need to consider various
issues such as the psychological relationship of the advertisement writer
with Urdu, structural aspects of Urdu and Hindi, which has many fluid
zones wherein these languages can be easily maleated. Further the
interplay of socia forces vis-avis language aso has to be looked into.
Therefore, while exploring these factors social, psychological and
linguistic dimensions of the issue involved need to be considered. In the
following paragraphs we attempted to discuss afew of these.

First and foremost, a TV advertisement semantically has a special content.
It has a message. Getting the message imbibed into the consumers’ mind is
of paramount importance here. Therefore, for special content the language
also has to be special and persuasive. The purity (of language) is not a
sacrocent issue here, contrary to what the pundits of linguistic purity think.

At the same time language has to be catchy, attractive, precise, clear,
glamorous, cute and interesting. Further it should also be acceptable to all
kinds of consumers. In order to achieve this end many gimmicksare
resorted to. One of them perhaps is the linguistic device of code-mixing. If
so, why Urdu has a code? True in the last forty years has slid down the
scale vis-a-vis its instrumental value. But given the multilingual setting as
we have in our situation, Urdu has not lost its sheen as an effective
medium of communication. Therefore, in the context of TV commercials,
the writer (of the commercial) is evauating it as an important tool for
message giving along with Hindi and English. Perhaps, this is the reason
why he is consciously or unconsciously using Urdu as a code in TV
commercias.

Secondly, Urdu like many living languages has been a virile, dynamic and
creative language. With Indo-Aryan at its structural base, the language has
shown full of adaptability and has accepted and absorbed linguistic
elements from many languages like Persian, Arabic, Turkish, Hindi,
English and so many other Indian languages. It has produced rich
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literature. To quote Kushwant Singh (1982: 80) “no other Indian language
in the sub-continent has produced so rich aliterature in so short period of
time”. Notwithstanding al thisin the current milieu of languages, prestige-
wise we fedl, it has suffered a setback. Its pre-eminence as an official and
court language is athing of past. Its base of primary education has greatly
eroded. Official patronage coming its way seems to be less and less.
Despite dl this, attitudinally it is still perceived to be a “sweet” language.
Many of acquaintances and friends of the present author with whom he has
conversed, entertain such a feeling vis-a-vis Urdu. It must be noted that
these people had nothing to do with Urdu. In the context of TV
commercias, perhaps this view of the sweetness of a language is working
sub-conscioudly in the mind of the advertisement writer. The latter views
that blending linguistic elements from Urdu, a ‘sweet language, would
render the advertisement aesthetically charming. This would have a
desired effect on the consumer.

The third factor for the preference of Urdu for being code-mixed is
perhaps based on the stylistic principle of ‘deviation from norm’. It is a
literateur that generally uses this principle, inter alia, to make his or her
literary writing look different vis-&-vis language compared to non-literary
writings. It may be noted that he creates ‘deviation from norm’, using the
same language which he is writing in. The whole idea behind such an
exercise is to make the writing aesthetically more comely and charming- a
charm which causes the reader linguistically stimulated and excited.

Be this as it may, the objective of an advertisement is to interact and lure
the consumer. The writer of the advertisement then has to resort to some
device which renders the language look pleasantly different compared to
the ordinary speech. Therefore, he seeks to exploit the principle of
‘deviation from norm’ and uses it through in an ameliorated form. That is,
by blending languages- those of which he thinks are effective tools for the
purpose. Here again Urdu perhaps is perceived as afit language to achieve
the goal.

The fourth factor why Urdu is preferred in the context of advertisements
perhaps pertains to the structural aspect. Urdu and Hindi are evolved from
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Indo-Aryan stream and share almost the same structure. At literary level,
though they tend to be different, at communicative level there is a great
deal of fluidity. In other words, they readily yield for being blended with
each other and yet do not look odd. Therefore the facility and ease which
these languages offer for manoeuvrability is perhaps the reason why Urdu
is preferred in the situation.

The last but not least factor has to do with the metrical (Ur. behr) and
rhyming (Ur. gafia) system of Urdu poetry. Poetical elements such as
metre, rhyme and other have been neatly and clearly defined in Urdu
poetic system. The Urdu ghazal which follows these things faithfully has
touched new heights of popularity. The meters of ghazal have been
rendered into frames of Indian musical system. It has achieved the status
of a genre in music. Apart from ghazal, concept of bahr, radif, gafiya
seems to have been exploited and used in Hindi filmic songs too by the
writers. All this has made the advertisement writer a passive recipient of
these things. He has a very hazy concept of rhyme (gafiya) in his mind. At
times he tries to use this in advertisement, through in a crude form.
Consider the following:

1. evarastmasald se bhojontoyyar
xubmozedar, xubzalgedar

2. pefhoinoyahedondsoldors
dImayrohegakul
dendrafjaogebhul

When we look through these advertisements and many more like these, it
appears that the advertisement writer has a lurking desire to exploit the
gafiya concept. Its application in crude form may be due to writer’s half-
baked knowledge of these things or he does not want to introduce hard
literary concepts. May be, these things when introduced in their hard form,
obscure the message and create hurdles in communication. So better to use
gafiya concept in half-baked form and effect the flow of message easily.
To achieve these objectives, the writer is bound to use Urdu as a code in
advertisements.
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In the above lines we have tried to ook and probe into dynamics of the use
of language in general and Urdu in special in TV commercials. May be,
there are many more factors responsible for using Urdu as a code in
mixing. Further investigation in thisarea may unravel many more things.

Conclusion

In the current age of information explosion and globalization the entity
what we call language is passing through many trials and tribulations.
Promotion of media and emergence of newer and newer channels of
communication have opened up new vistas of experimentation with and
probe into the entity of language. In the present paper, we have tried to
look into one area, to be more specific, the TV commercials, those that are
relayed from Delhi Doordarshan. In-spite of the fact that language-wise
these have been classified as Hindi commercials, they freely make use of
Urdu and English and blend the elements from these languages- a process
what we technically call ‘code-mixing’ in socio-linguistics. From the
discussion in the paper it follows that in a communicative strategy like
advertising ‘the purity of language is not a sacrocent issue; rather
messaging is a more crucia issue here. The advertisement writer therefore
resorts to means and devices, whatever he thinks appropriate and
conducive for messaging. Code-mixing is one of them.

Nextly in a code-mixing situation like advertisement, among other things,
issues like communicative value, amenability for mixing, aesthetic
richness of the codes that mix seem to assume greater importance
compared to issues like prestige and bilinguality. In the present paper, we
have tried to pinpoint a few such issues for Urdu being mixed as a code in
TV commercias. It would be interesting to probe whether parallel
situation exists with respect to advertising in other Indian languages or
multilingual settings in other parts of the world. Analysing similar
situations of code-mixing may enable us to know and establish the
defining characteristics of the code-mixed language in a better way. Such
studies may not only offer new dimensions to the study of code-mixing but
will help us understand the inherent and universal properties of human
languages. Therefore we may have a better view of the working of the
human languages.
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Appendix

1. roufni ka sortaj - bajaj

2. zaiqa our tezi - vahtaj

3. tvaca kahomraz - roksona
4. ap ka fandar homsofor - bojaj

5. lajovab cae - gUdrik

6. kamlyab jabaz mordd ke liye - pamollv
7. tez asor - onasin

8. xubsurat refomi bald ke liye - leeksme

9. zalqge dar kifayati cae - komla cae
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10. mehki mehki tazgivala - pondzd rim flaar paudor
11. ab pef kartehai, Istemal kijlye, azmale.
12. qudrati tel - rekson aka raz

13. sonloit ka zabardast jhag
14. evarast masald se bhojon toyyar, xub mozedar, xub zalgedar

15. ek anokha ehsas - pondzs abun
16. godrejstorvel - behtorinteknik
17. ale norm-o-refom ke borhte karovd mé - leeksme

18. zobordostj hag, klfayati dhUlai, xas svad, komal ehsas, oflatun tazgi,
srefta ka ehsas
19. salglra parti sllk sarlya
20. mahlko, hord om ek godom age
21. colta rohe mocoltar ohe, colta rohe mocolta rohe, ye dil mocolta rohe,
blna ruke mocolta rohe, kolget jel, sasd mé tazgi, colti rohemacaltirohe,
colti rohe macalti rohe, macalti rohe, kolget jel, sasd mé tazgi, colti rohe
22. pef hai, noya hod ond [oldors, dlmax rohega kul, dendraf jaogebhul,
naya hod and Joldars, rlmomber, dImay rohega kul, dendrof jaoge bhul
23. pepsodent jermi cek, lakhd kipasond, unhi ki zobani
24. foto aisi bllkul aslij aisi, ye komal slrf ekkodak gold fIlm mé hoi
25. voahi pUrane nil ke dhabbe, vohi purani sofedi, kob badlega nil, kab
badlegi todbir, aya noya Ujala car bundd vala, kopro ki mail kot jae, sofedi
ka noya rong lae, xuf hojao, mohine bharki safedl lao
26. maji ki tobiyat thiknohi, kounsi dova dii? Un ki Umr m¢ soid efekt ska
dhyanrokhna cahle, krosin to hogi, krosin slrfa ram hi nohi, komolta se
aram
27. sorf @&gzel deta hoikari sofai, mogor pyar se
28. organlk, xubsurat bald ke dil ki dhorkon
29. bludi se kopre...ho...commok commok ja€ bludi poudor ke song, ye
tlklya mUft pa&
30. kongrajul ons kUmar, aj ke dIn oisi Jort, aisi Jort, sadharon sosti
tlkIyakiodhurisofaiziddimailkamukabllanohi korsokti,... badal daliigi mai
opni tlklya,... obopnalye, aur adhlk nimbu pour vil, moail ko okhar ph€k
ekopr erokhesurok(It, beday, vIfvosnlya nimbu pourvil, moil por soxt
homla, koprd ki sUrok/a.
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