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ABSTRACT 

The current study investigates the use of code-switching in Kurdish television advertisements, evaluating its 
occurrence, kinds, and television advertising managers’ perspectives on the matter. The rationale behind conducting 
this study is that globalization has a great influence on the increase of multilingualism in Kurdish society, especially 
within the context of mass media. The frequency, types, and reasons for using code-switching in Kurdish television 
advertisements had not been practically investigated before, so its functions in keeping a balance between globalization 
and cultural identity had not been sufficiently explored. This study draws on both qualitative and quantitative 
approaches in the process of data collection and data analysis.  It is qualitative for administrating an interview and 
analyzing the phenomena of code-switching in television advertisements, and it is quantitative for determining the 
frequency of code-switching and their types in the employed corpus. The interview section is held with 10 television 
advertising managers, and 21 video transcripts of television advertisements are analyzed. As a result, the findings 
demonstrate that code-switching is applied to hook various viewers, expand clearness, and mirror modernity. 
Simultaneously, influential considerations are increased regarding the use of code-switching on Kurdish language 
conversation. As a result, the study found that inter-sentential switching is the most common type of code-switching 
among the three primary types of code-switching, television advertising managers use code-switching for several 
important reasons, to attract audiences, simplify messages, and show modernity. It revealed the conflict between 
globalization’s impact (via bilingualism and multilingualism) and cultural identity.  

KEY WORDS: Code-switching, Television Advertisements, Bilingualism, Inter-sentential Switching, Intra-Sentential 
Switching. 

______________________________________________________________________________________

1. INTRODUCTION1 

 The code-switching process could be identified as an 
extra language communication characteristic, and the 
code-switching term is utilized to talk about a linguistic 
context while a speaker exchanges or switches among 
two or more varieties of either different languages or 
codes while participating in a conversation phase with 
other speakers that they might have similar linguistic 
collection.  

According to Shim (2021), Gohar (2020) and Sultan 
(2023), Code-switching abbreviated as (CS) refers to the 
concurrent usage of more than one language in a 
communication, also this is often can be discerned in 
bilingual or multilingual remarks. Bilingual speakers 
may switch or interchange from one language (usually 
from their native language) into another language for 
example, (a foreign language or a second language) 
whilst the speakers interact with other dual speakers in 
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the community. (Shim, 2021; Gohar 2020; Sultan 2023)   
In the Kurdistan region, television advertisements 

continually besides Kurdish language as a native 
language they also use other foreign languages like 
English and Arabic as the most prestigious languages in 
the region and the world (Abubakr 2019). It creates a rich 
ground for sociolinguistic needs. Hence, the study aims 
to find out the functions of code-switching in Kurdistan 
television advertisements, indicate its most common 
types, and comprehend how it is considered by television 
advertising managers. For this purpose, the study 
explores the suitable answers to the following three 
research questions: 

1. To what extent do Kurdish television channels 
engage in code-switching in their advertisements? 

There are several significant objectives behind these 
research questions. First of all, to evaluate the extent and 
frequency of code-switching in Kurdish television 
advertisements the first research question was proposed. 
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2. What type of code-switching is most commonly 
used in television advertisements in the Kurdistan 
region? 

The latter objective identifies and categorizes the most 
common kinds of code-switching in Kurdish television 
advertisements. Hence, this objective match with the 
second research question. 

3. What are the perspectives of television 
advertising managers on code-switching? 

Regarding the third research question, there is another 
objective that refers to investigate the desires and 
motivations of television advertising managers 
concerning the utilization of code-switching in television 
trades. Moreover, the above research questions offered a 
comprehensive perception regarding the utilization of 
code-switching in television advertisements, identifying 
the most common types of code-switching and taking 
television advertising managers’ perceptions toward the 
usage of code-switching. Addressing these research 
questions not merely expresses the code-switching 
phenomenon but also determines its practical outcomes.  

2. LITERATURE REVIEW 

2.1 Introduction of code-switching 

The code-switching term in the 1950s was coined by 
Einar Haugen who is an American linguist to determine 
a human’s ability to exchange between different dialects 
or languages. Thus, code-switching is the exchange 
between two or more dialects or languages during a 
communication phase. (Al-Oraibi & Himood, 2022)  

Hence, code-switching is a sort of alternating process 
between a linguistic code with another from a different 
language. A linguistic code could be a language such as 
Kurdish, a dialect like Kurmanji, an accent like Scottish, 
or a register such as formal and informal registers. 
(Hutton, 2022).  

2.2 The classification of Code-switching 

Code-switching consists of 3 main sorts including, 
inter-sentential, intra-sentential, and extra-sentential 
switching (known as “tag switching”). (Mesthrie, 2011) 

2.2.1 Inter-sentential switching 
Inter-sentential is one of the most common kinds of 

code-switching that happens between two distinct 
expressions or two interconnected clauses that are 
connected to the same expression. For example,  وانەئ   ایئا  

بۆ شتنڕۆی  Jon’s place for supper? (Mesthrie, 2011) 
2.2.2 Intra-sentential switching 
Intra-sentential switching happens in the middle of 

the sentence, or more explicitly happens inside the 
sentences or utterances. For instance, ەو ەکەیەب  beach نڕۆیباب 

ۆب  (UK, 2019) 
2.2.3 Extra-sentential switching 
Extra-sentential also called tag or emblematic 

switching, relates to the circumstance in which the 
interlocutor inserts a tag phrase or word from a specific 
language into another. For example, ن، یکەریز  ەمێئ  aren’t we? 
(Auer 1998; Mesthrie, 2011) 

2.3 The Connection between Advertisements and 
Code-Switching  

 Advertisements refer to the communication tools in 
which brands, services, products, or goods are shown to 
increase viewership to obtain purchasers’ attention, 
engagement, and sales. The term ‘advertisements’ 
(commonly abbreviated as ads or adverts) this identifies 
in many different forms, for instance from writing to 
attractive short video clips, and has elevated to become a 
vital session for business implementation. (Adjust, 2022)  

Television advertising managers offer code-switching 
in their advertisements in order to interchange between 
languages or dialects, requiring many different cultural 
or ethnic groups in advertisements. The connection 
between advertisements and code-switching is 
determined like a ground plan to achieve various 
audiences including both bilingual or multilingual 
audiences in particular community. Thus, television 
advertising is a kind of an alternating shape of interaction 
organized to affect buyers’ deliberateness. Also, it has an 
important effect on cultural and linguistic resources for 
the benefit of engaging more viewers. For example, in 
bilingual or multilingual societies, advertising managers 
concurrently use code-switching such as a master plan to 
target an extensive number of viewers and elevate the 
impact of their intended themes. Code-switching in 
television advertisements collaboration with the viewers, 
making the advertised goods, products, services, or 
brands more applicable. (Cline, 2015) 

2.4 Code-Switching and the Characteristics of Mass 
Media  

 Code-switching is affected by the special 
characteristics of media platforms, such as their viewers’ 
diversity, interactions, and technological restrictions. So, 
mass media like film, radio, television, digital platforms, 
and print have unique features that impact how code-
switching is used and realized. (Bell, 1991; Myers-Scotton, 
1993)  

Mass media can target huge viewers and grant needed 
language strategies that provide to various populations 
in the community. On the other hand, code-switching 
works as a means to attract viewers, and it permits media 
directors to request bilingual or multilingual audiences. 
For example, to ensure wider accessibility in countries 
like India where Hindi-English, and the Philippines 
where Tagalog-English is used bilingual broadcasting is 
supplied. (Gumperz, 1982; Kachru, 1986) 

Ancient mass media usually devotes to standardized 
language bases such as, English news anchors. Till now, 
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modern media progressively contains linguistic variety. 
Institutions of media work like doorkeepers that indicate 
which linguistic variation obtains lawfulness. 
Meanwhile, several platforms like BBC compel explicit 
language principles. Moreover, others such as social 
media and YouTube permit franker code-switching. 
(Bourdieu, 1991) 

It affects the voices that are reinforced. Therefore, 
minority or marginalized dialects might be eliminated. 
(Lippi-Green, 1997) 

Radio or broadcast television their period restrictions 
boundary code-switching, at this time subtitles could be 
supplied like Netflix. However, social media algorithms 
approve involvement, motivating composite language 
utilization. For instance, trending Spanish-English 
tweets. (Androutsopoulos, 2017) 

Media directors usually apply code-switching for 
marketing, whereas it threatens to commodity cultural 
identification. (Heller, 2003)   

2.5 Previous Studies  

 There are many studies that have investigated code-
switching in various types of media and commercial 
context, mainly concentrating on global or regional 
contexts such as Arabic-English in Middle Eastern 
interactions, Spanish-English in U.S. markets, or Indian-
English in trading context. These studies often highlight 
the persuasive, identity-marking, and attention-grabbing 
functions of code-switching. 

A Comparative Analysis of Television Advertising 
and Social Reality Representation, published in 1995, 
studied advertisements as meaningful cultural content.  
Using a standard to evaluate structure and substance, the 
research studied 80 automobile advertisements from a 
week's worth of evening news that had been taped.  To 
compare product categories across nations, close to 1,700 
advertisements were studied. For the sake of bridging 
some of the limitations in textual media analysis, 
comparative analysis was used to give particular 
emphasis to advertising norms. (Giaccardi, 1995, p. 109) 

The impact of code-switching the blend of two or more 
languages on consumer attitude and advertising 
effectiveness is examined in this study.  In the modern era 
of digital communication, when brands besiege 
consumers, advertisers need to use strategic approaches 
to appeal for customers.  In multicultural communities, 
where the use of multiple languages (like Urdu and 
English) in a message makes it more recognizable and 
memorable, code-switching has become an effective tool. 
The research states that code-switching has a 
psychological effect on viewers, making commercials 
more persuasive and appealing.  Brands gain prominence 
in competitive markets and establish emotional 
connections by using known languages.  Research states 
that this use of language significantly enhances brand 

recall and appeal, proving its success in modern 
advertising. (Gohar et al., 2020, pp. 555-556) 

Another intriguing research work titled "Code-
Switching in Television Advertisements in Bangladesh: 
Features and Facts" was carried out by Akter, Mohiuddin, 
and Joher in 2024.  Language switching or code-switching 
has now become an integral aspect of contemporary 
business communication strategies, particularly in 
television advertisements.  The study looks at the Bangla-
English code-switching features of TV adverts in 
Bangladesh and how they affect audiences. The data for 
the present study were collected through mixed-
methods, which consisted of conducting observations of 
television channels, interviewing advertisement 
managers, and filling out questionnaires.  According to 
the findings, the most frequent type of code-switching 
among these advertisements is switching languages 
within one sentence. (Akter, Mohiuddin, & Joher, 2024, 
p.92)  

Bader, Y. (2007) also conducted a study titled Code-
switching in the Media: A Case Study of Arabic-English 
Code-switching in Jordanian TV Commercials. This 
study examines the patterns and functions of Arabic-
English code-switching in Jordanian television 
advertisements. It concentrates on how code-switching is 
utilized to boost product attractiveness, signal modernity, 
and attract bilingual audiences. The study emphasizes the 
commercial and sociolinguistic motivations behind the 
switch, mainly in connection to audience identity and 
product branding. 

Code-switching and Persian-English Advertisements 
in Iranian Print Media is another research that is 
conducted in this field. It is concerned with exploring the 
utility of English lexical items in Persian-language 
advertisements. It focuses on the increase of interest in 
English words in social implications, concluding that 
such code-switching is often connected to prestige, 
globalization, and targeting urban consumers. The study 
concludes that English words serve as symbolic functions 
in branding rather than communicative necessity. 
(Shariati & Tashakkori, 2009) 

However, what distinguishes this study from the 
previously conducted studies is that this study, with 
making use of Matrix Language Frame as a model of 
analysis, investigates code-switching in Kurdish 
television advertisements. Unlike previous studies, this 
article aims at addressing a significant gap by analyzing 
how Kurdish-English code-switching functions within a 
local sociolinguistic context, shedding light on its 
cultural, communicative, and marketing implications 
unique to the Kurdish media landscape.  
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3. METHODOLOGY  

This study was conducted in different cities of 
Kurdistan region. For this purpose, an interview section 
consists of 5 open-ended questions held with 10 
advertising managers both face-to-face and online on the 
phone or sending voice messages. Some of the 
participant’s voice is recorded during the interview 
section with their permission.  

On the other hand, the researcher watched 21 different 
television advertisements and analyzed the video 
transcripts to indicate the frequency and types of code-
switching that occur in the television advertisements. The 
MLF (Matrix Language Frame) model is used for 
analyzing video transcripts and indicating types of code-
switching. Also, 2 lecturers: Dr. Saman Mohammed 
Othman, and Dr. Dana Ibrahim Ahmed from English 
language at University of Raparin were involved in the 
video transcript analysis and they got the same result. 
This step is for ensuring the reliability and validity of the 
data.  

In addition, this study collaborated into a systematic 
and clear study methodology, including an appropriate 
literature review to rest on thrilling information in the 
present empirical area. The literature review grants such 
a substantial ground for the design and data analysis of 
the research paper.  

To sum up, the study was held with taking to accurate, 
ethical concerns, and a firm research methodology for 
getting reliability and validity of both data collection 
techniques and outcomes. 

4. RESULTS AND FINDING OF THE STUDY 

The main emphasis of this study is on exploring the 
extent of usage of code-switching in television 
advertisements in Iraqi Kurdistan, identifying the most 
common type of code-switching, and finding the 
television advertisements manager’s perspectives toward 
the use of code-switching in advertisements. Hence, the 
findings of the thematic analysis for the interview section 
are shown, by following Braun and Clarke’s (2006) six-
phase method. The thematic analysis is done for each 
interview question separately. The following is the 
thematic analysis of the 5 interview questions one by one.  

Themes of 1st interview question: Q1/ Can you 
describe your process for creating television 
advertisements for diverse audiences in Iraqi Kurdistan? 

1st Theme: Localization of Culture in Television 
Advertisements 

Partakers concurrently focused on the significance of 
delivering television advertisements to the cultural 
setting. It contains the utilization of Kurdish language as 
a mother tongue, traditional attiring, and contexts that 
mirror the identity of the ethnic in the community. For 

instance, the participants stated that: 
"Actors mostly ought to wear Kurdish clothes, and the 

place of the advertisement is organized in a way that 
conveys ethnic culture to audiences." 

This localization was perceived as fundamental to 
securing that the television advertisements resound with 
the intended viewers and enforce cultural pride. 

2nd Theme: Making a Balance between the Brand 
Owner and Viewers’ Anticipation 

Television advertising managers are placed between 
two essential shareholders: brand owners and the 
perspective of the viewers. The joiners released that they 
ought to comprehend and meet the brand owner’s aims. 
At the same time, making content that seems to the 
viewers’ intentions. 

"Advertisers accurately work on the owners’ 
purpose... the desire of audiences and purchasers [is] 
another crucial point." 

The balance between brand owner and viewers’ 
anticipation roles as the adaptation of the television 
advertisements strategies. 

3rd Theme: Supply Multimodal Advertisement 
showing Techniques 

Various range styles of television advertisements are 
implemented to secure message involvement. This 
contained song, drama, animation, or a combination of all 
these forms.  

The picked form usually depends on the community 
and sort of product. 

"Formulation of advertisements is impactful whether 
they are in the shape of description, animation, drama, 
song, or both drama and song together." 

These kinds of multimodal methods are influential in 
expanding audiences’ involvement. 

4th Theme: The use of Language as a means for Clarity 
and comprehension  

The utilization of the Kurdish language as a native 
language is repeatedly remarked such an essential factor 
in impactful television advertisements. It is looked at as 
not merely a means of communication whereas also it 
works like a cultural bridge that secures the clarity and 
emotional resonance of the message.  

"They use the native language... so everyone 
understands the message of the advertisements." 

The theme highlights the language’s symbolic and 
functional role in catching various viewers. 
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Fig. 1.  Shows the summary of the 1st interview question themes 
Fig.1. illustrates how television advertising managers 

in Kurdistan region systematically traverse linguistic, 
cultural, and business dynamics to construct influential 
television advertisements. So, the findings explore an 
embedded cultural method that corresponds with both 
individuals’ identity and commercial goals. 

Themes of 2nd interview question: Q2/ What factors do 
you consider when incorporating code-switching into 
television advertisements?     

1st Theme: Deliberate Avoidance of Code-Switching 
Several television advertising managers purposefully 

avoid using code-switching in their television 
advertisements. They think that it might confuse the 
viewers or decrease message lucidity. Thus, they want to 
use one particular language in order to obtain brand 
quality.  

“We don’t use code-switching at all, it complicates the 
message.” 

2nd Theme: A master plan Usage for Clarity and view 
grasp 

Other television advertising managers purposefully 
apply code-switching to expand comprehension, 
particularly while reaching multilingual viewers. This 
assists in creating the brand or product more relevant and 
obvious. 

“We switch languages when the audience needs better 
clarity or connection with the product.” 

3rd Theme: Supply unintended code-switching because 
of language gaps and technology 

The third group of television advertising managers 
deliberately apply code-switching and admit it occurs 
unwittingly usually because of technological words or 
the absence of native substitutes. 

  
“It happens without realizing some words do not have 

local substitutes.”
 

 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

Fig. 2. Explains the summary of the 2nd interview question themes
Themes of 3rd interview question: Q3/ In your opinion, 
what are the primary reasons for using code-switching in 
television advertisements? 
1st Theme: Impact of Globalization and Modernity 

Joiners asserted that living in a globalized, modern 
universe needs code-switching. This refers to the 
combination of communication and cultural styles in the 
current community. 
2nd Theme: Obtaining the viewer’s attraction 

Perspectives of Television Advertising Managers 
   

- Kurdish attire & ethnic 
context   

-Owner’s aim vs. viewer 
intention   

- Use of song, animation, 
drama   

-Use of mother tongue 

for understanding   

1. Localization of 
Culture 

2. Balance Between Owner 
& Viewers 

3. Multimodal 
Techniques 

4.  Language for 
Clarity 

Factors Considered in Incorporating Television Advertisements 

1. Deliberate 
Avoidance 

2. Strategic Usage 3. Unintended Code-
Switching 

-Avoidance for 
clarity 

- Unconscious code-switching because of 
technology impact 
  

- Code-switching to elevate 
clarity 
 

-Obtaining brand 
constancy 

 

- Involving Multilingual 
viewers 

 

- Lack of native word guides for code-
switching 

 

https://doi.org/10.14500/kujhss.v9n2y2026.pp633-643


638        Koya University Journal of Humanities and Social Sciences (KUJHSS) 

 

Original Article |DOI: https://doi.org/10.14500/kujhss.v9n2y2026.pp633-643  

Code-switching is looked at as a means to hook and 
involve a wider viewer. Also, this makes a more    relevant 
and dynamic message. 
   Theme 3: prestigious of English language in 
Communication and   Technology 
“Switching languages catches the viewer’s attention. It 
makes the advertisements more exciting.”  

“Our modern universe is the main reason. Everything is 
mixed today cultures, languages, lifestyles.” 
English is perceived such the dominant language of 
innovation, science, and media. Most television 
advertising managers are coerced to apply code-
switching for the sake of connecting with viewers. 
 

 
 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

 

 
 

Fig. 3. Reveals the summary of the 3rd interview question themes
Fig. 3. shows that code-switching in television 
advertisements is mainly driven by three factors: 
modernity and globalization, audience engagement, and 
the dominance of English. Television advertising 
managers use code-switching to reflect today’s 
multicultural society, attract viewers’ attention, and 
connect with wider audiences. Additionally, the 
widespread use of English especially in technology and 
media, makes it a practical necessity in advertising. 
Overall, code-switching is both a strategic tool and a 
response to global language trends. 
Themes of 4th interview question: Q4/ What kind of 
reactions do you think code-switching in television 
advertisements elicits from the audience? 
1st Theme: Advantages and Interaction 
Code-switching in television advertisements affects 
viewers through hooking more clients, expanding the 
image of the brand, elevating the familiarity of language, 
and creating messages unforgettable. 
"Code-switching helps us catch more purchasers and 
improve the product’s reputation." 
"It’s a way to be familiar with English, which is a 
universal language." 
"We arrange code-switching deliberately to make ads 
memorable." 
2nd Theme: Linguistic and Cultural Considerations 

Code-switching increases concerns about using the 
mother tongue and traditional, keeping out less literate 
audiences, motivating priority for strange products, and 
reasoning to language shift. 
"It increases the desire for foreign products and reduces 
interest in authentic local ones." 
"Frequent code-switching affects language and cultural 
authenticity." 
"Illiterate people can’t understand the message when we 
use too much code-switching. 
"Overusing code-switching leads to language shift and 
harms native language use in the community." 

 
 
 
 
 
 
 
 
 
 
 
 
 

Reasons behind the Use of Code-Switching in Television Advertisements 

1. Globalization & Modernity 2. Viewer Involvement 3. English as a prestigious Language 

  -Multi culture 

 
  -Hook attention          - Science & Technology  

- Media in Global 

 

- wider catch 

 
- Necessity of communication 
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 Fig. 4. Demonstrates the summary of the 4th interview question themes  
Themes of the 5th interview question: Q5/ Do you believe 
code-switching in television advertisements will become 
more prevalent in the future? If so, why? 
 
1st Theme: improving the prestige of Code-Switching and 
English 
The higher range of members assumes that code-
switching particularly into English will be further 
expanded in the coming days. However, they said that 
English is influentially prestigious because of 
globalization, technological spread, and digital 
conversation. Therefore, they suppose that future 
television advertisements might depend seriously on 
English, and audiences will expect this form of 
communication. 
"One day, people might only understand ads that use 
English." 

"It could cause us to lose our native speakers." 
Whatever, several participants stated interest that this 
usage of cod-switching would outcome in the shift or loss 
of mother tongue languages in the field of media. 
2nd Theme: keeping of mother tongue in television 
Advertisements 
There is a smaller group of shareholders who asserted a 
contradictory perspective. They think that the mother 
tongue language is going to stay dominant in future 
television advertisements. Hence, this group is concerned 
with national pride and cultural identity, saying that 
coming generations ought to prioritize their native 
language more in the media context. 
"Every nation should provide advertisements in their 
native language without code-switching." 
It mirrors a more contradictory opinion about using 
foreign languages in television advertisements. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 5. Clarifies the summary of the 5th interview question themes  

Fig. 5. summarizes viewers’ reactions toward the use of code-switching in television advertisements. This remarks 
2 primary themes including advantages and involvement with linguistic and cultural considerations. 

  

Viewer’s Reaction Toward the Use of Code-Switching 

1. Advantages and Interaction 2. Linguistic and Cultural Considerations 
 

-Hooks Purchasers & obtain reputation 

 

- Authenticity Threatens & Keeps out illiterate audience 
  

- Elevate familiarity with language & remarkability 

 
- Motivates passion for strange products & language shift 

Code-Switching in the Future 

 

1. Elevation of English usage 2. Mother tongue preservation 

- English will be prevalent  

 

-Mother tongue needs to be dominant 
 

- Global & Technology utilization 

 

- Might reduce the use of native language 

 

- Advertisements mirror traditional culture 
 

- Refuse the use of code-switching in the future 
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No. 

 
Advertisements’  

Name 

 
Channel/Production 

 
Year 

 
Utterances 

 
Kinds of 

Code-Switching 
1.  Shaq Shaq Gum Gali Kurdistan (GK) 1993 or 1996 حوسەabla 1 

2.  Alin ی ی Sam Production 2020 Alin بەهارات   1 بەهارات 

3.  Evolac ی ی… Halabja TV 2021 Evolac شیر    Evolac …ی    Evolac  … 1 

ی  .4  one 1نانەیقەیسیی One  Kurdmax 2021 بەرهەمەکات 

5.  Zero ی ی Kurdish Reklam 2021   Zero برنج   1 برنج 

6.  Evosure یییی شیر  Mr Brand 2022 Evosure یی شیر  1 

7.  Riceی ئازادی ی ئازادیNewline 1 2023 Rice برنج   1 برنج 

8.  VIP ی  تایت 

 

Newline 2 2024 VIP ی صەبە،VIP یی تایت   

active؟یییبەرزەیوایە 

1 

9.  Tea سەفرە ☕ Safra Company 2024 Tea سەفرە ☕ 

کۆببنەوەیییأحبابدۆستیوی  

یچايیخاصهیاحفظی يیلي
ییابەیاشی  ي یابەیحت 

 عنیبالقاسةی

1 

10.  Firdaws Vienna Ice 

Coffee 

Sam Production 

 

2024 Vienna Ice Coffeeییئارامیەییی ژ ر
 1 چی 

 

 

Table 1: Reveals summary of the 1st kind of code-switching happening in television advertisements 

For all three following tables 0= Without code-switching, 1= Inter-sentential, 2= Intra-sentential, and 3= Extra-
sentential (Tag switching).  

 

 

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
With reference to Table 1, inter-sentential code-switching happens in 10 out of 21 various television advertisements, 
indicating it as the most common kind of code-switching and continual among the three kinds of code-switching in 

Table 1: Illustrates summary of the 2nd kind of code-switching happening in television advertisements.  

Table 2, there are 9 out of 21 television advertisements that are containing intra-sentential switching which is the 
second kind of code-switching. Thus, this kind is also the more common kind after inter-sentential switching. 

Simultaneously, there is no list of television advertisements that include the third type of code-switching extra-
sentential switching which is also called tag or emblematic switching. It is the rarest kind among other kinds of code-

switching. 

No. Advertisements’ 
Name 

Channel/P
roduction 

Year  Utterances Types of 
 Code-Switching 

1. Hasee Computer Niga 
Family 

ی 2009 ترینییHaseeلاپتۆتی ر   programلەیبەهی 
Guaranteeساڵ.یی١ی 
 Greenکۆمپانیایی

2 

2. Aqua parkیLand یییی
ی   چاڤی

NRT1 2015 Land ی  Aqua park ییچاڤی
می ی Aqua park لەیی   

2 

academy کوردستانە K24 2015 زانکۆییئەمریکییکوردستانی .3 دەزگایییی  2 
4. Asse TVC Ad Media 2018 یەکانی Asse موبایلەی 

Q4, Q5  
یتەکنەلۆژیایینوێ.ی

ی
 Asse پێشەنکی

2 

5. Wifi Newroz 4G Ad Media 2018 لەییاسایی  magnetپێکهاتەیەکییئاسانی 
بەدەستیبھێنە.یی   Wifi Newroz 4G ییی ر لەیئامی     

ییی یGB 10 و package هەردووی 
30 GB 

2 

6. Rice سامانی NRT2 2019 ئەمەیبرنجەیئەسڵەکەییجارانە 
،ییەکیمشتەریی یشەنسەیئەتاندەم   ئەمەیئاخیر

یبەیخەلفەییئەحمەدی یببیر  ئەت    بەشەڕەفمیدەستەکەمانیکەشفیبوو.ی 

2 

7. Zibox Commercial 
Sport 

Sam 
Production 

2021 ZiBox … ZiBox … ZiBox… 
یخۆتیبیکڕە ZiBox لەگەڵ

ی
 وی...یی بەیدڵ

2 

8. Daisy App Sam 
Production 

2022 Daisy؟یچییە 
ین ییی application نایابی 

ی
یکاڵ یهەیەییbrandییبازاڕییکردنە،یهەرچی یویناوخۆتي

جیهات 
 لەوێیدەستیئەکەوێ

2 

9. Hair repair LD Family 2024 شامپۆی Hair Repair اوی  ...ی دەرهێی 
ی Hair Repair لەگەڵ  هەڵوەرین.ی stop دەڵێیر 

 نامێت  ییstress لەمەودوای
؟ییchance Hair Repair شامپۆی  ییئەوەتیدەت  یchance ییچیتیدەت  

2 
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Table 3: Explains television advertisements without code-switching 
 

Table 3, illustrates that there are only 2 television 
advertisements that do not include any sort of code-

switching among the three main kinds of code-
switching.  

Table 4: Exemplifies the Use of Code-Switching Kinds 
 
 
 
 
 
 
 
 
 
The data analysis determines different trends in the code-
switching application techniques within television 
advertisements. Firstly, Inter-sentential switching 
accounting for (47.6%), and intra-sentential switching, at 
(42.9%), are indicated as the dominant approaches, 
meanwhile, examples of television advertisements that 
entirely avoid using code-switching are uncommon, 
consisting of merely (9.2%). The important happening of 
inter-sentential switching, introduced through transitions 
of language between complete sentences, applies that 
television advertising managers prioritize keeping out 
explicit structures of sentences, simultaneously attracting 
multilingual viewers. Intra-sentential switching, supplies 
(47.62%) of television advertisements. It is followed by 
inter-sentential switching when the switching of 
language happens between sentences. (42.86%) of 
television advertisements promote intra-sentential 
switching. Conversely, there is no extra-sentential 
switching in television advertisements. Eventually, the 
least common happening is the entire code-switching 
absence, which demonstrates merely (9.52%) of television 
advertisements that do not apply code-switching at all. 
They apply merely their native language.  
The total lack of extra-sentential switching shows that this 
approach might be seen as inefficient for advertising 
aims. Lastly, these outcomes explain that code-switching 
has grown into a communication practice in television 
trades, with television advertisers purposefully picking 
particular kinds of code-switching in order to obtain a 
balance between lucidity and cultural connection. 

 
Fig. 6. Represents the Frequent Use of Different Code-

Switching Types 
Fig. 6. illustrates a summary of applying three kinds of 
code-switching in television advertisements. The most 
used sort of code-switching is inter-sentential, introduced 
through language switching within a single sentence, 
which shares different languages within a sentence, is 
near a prevalent and likely goal to mirror the natural 
speech patterns of bilingual audiences, enforcing more 
realistic interactions. 

5. DISCUSSION  

    The primary aims of this study are investigating the use 
of code-switching in Kurdish television advertisements, 
indicating the most common kind of code-switching that 
occurs in television advertisements, and consider 
television advertising managers’ perspectives toward the 
use of code-switching. Thus, 3 research questions were 
designed to achieve the study’s aims, also the answers to 
the research questions are granted as follows: 
1. To what extent do Kurdish television channels 
engage in code-switching in their advertisements? 
The results in Tables 1 and 2 demonstrate that code-
switching is broadly available in television 
advertisements. There are 19 television advertisements 
that contain code-switching out of 21 which is a 
prominent range. It corresponds with Trousdale’s (2010) 
and Shim’s (2021) perspectives that code-switching is a 
remarkable feature of interaction in multilingual 
circumstances, it also roles like a regular linguistic 
scheme among bilingual and multilingual interlocutors. 
In addition, this continual utilization of code-switching 
mirrors the richness of sociolinguistics in Kurdistan, 
where languages such as Kurdish, Arabic, and English 
are usually co-occurring. The code-switching accessibility 
in television advertisements remarks the nature of the 

No. 

 

Advertisements’ Name Channel/Production Year Utterances Types of 
Code-Switching 

ی دەماوەند .1  پسکیت 
 

Gali Kurdistan (GK) 1993 to 1996 _ 0 

ی .2 پنارییشیر  
 

Kurdmax Show 2015 _ 0 

                            The Use of Code–Switching Kinds 

The Use of Code–Switching Kinds f(%) 

without Code-Switching 2 (9.2%) 

Inter – sentential 10 (47.6%) 

Intra – sentential 9 (42.9%) 

Extra – sentential 0 

Total 21 (100%) 
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multilingual society of the audience and the demand of 
the television advertising managers to catch wider, 
various viewers. This result also aligns with the words of 
Cline Tuck, (2015) who is concerned about code-
switching such a means for elevating trust. 
2. What type of code-switching is most commonly 
used in television advertisements in the Kurdistan 
region? 
Regarding the results in Table 1, 10 out of the 21 television 
advertisements contain the first type of code-switching 
which is called inter-sentential switching. It is the most 
frequent type. Also, the dominance of inter-sentential 
switching might stem from its clearness and simplicity. It 
allows clear transformation among different languages 
and it completes television advertising managers’ plans 
for obtaining the majority of viewers, likewise, most 
television advertising managers remarked that 
complicated usage of code-switching decreases the 
message clarity or may attract a less illiterate audience. 
This result corresponds with the classification of 
Mesthries’ (2011) who indicated inter-sentential as the 
most frequent type of code-switching.  
3. What are the perspectives of television 
advertising managers on code-switching?  
In the interview section television advertising managers 
stated many different perspectives whereas widely they 
have a strategic tend toward the use of code-switching. 
Meanwhile, several of them purposefully evade it to keep 
linguistic clearness and authenticity of culture, also, 
others see it such a commercial strategy to interact with 
globalized and modern viewers. The television 
advertising managers mentioned 3 primary reasons 
behind the use of code-switching including modernity, 
viewer interaction, and the prestige of English. These 
results deal with Hutton (2022) who states that the use of 
language is not merely practical whereas it is also 
emblematic. Television advertising managers are not 
only switching among codes for linguistic cause. 
Therefore, it echoes the dominance of English, 
innovation, modernity, and success. In contrast, several 
television advertising managers’ passions for language 
shifted, and they reduced the use of Kurdish language. 
This mirrors the contradiction between the progress of 
linguistics and keeping it in television advertisements. 

6. CONCLUSION 

    To conclude, this paper illustrates that code-switching 
is broadly applied in Kurdish television advertisements. 
Inter-sentential switching is indicated as the most 
common type of code-switching that occurs in the 
majority of television advertisements. Television 
Advertising managers supply code-switching in 
television advertisements in order to hook viewers’ 
attention, intensify comprehension, and catch various 

viewers. Television Advertising managers usually 
encourage this implementation of code-switching for its 
trade advantages whereas they utter their passion 
beyond its crucial impact on Kurdish language keeping. 

7. RECOMMENDATIONS 

    Television Advertising managers ought to apply code-
switching deliberately and make sure that it expands 
conversation without undercutting Kurdish language. 
Television Advertising managers have to consider 
guidelines to think about a balance between the creativity 
of language and the conservation of culture. 

8. SUGGESTIONS FOR FURTHER STUDIES: 

Future research can investigate viewers’ outlook toward 
the use of code-switching in television advertisements. 
A study can be conducted to evaluate how code-
switching in television advertisements grows through 
time in reaction to linguistic and social evolution. 
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به کارهێنانی زیاتر لە زمانێک )کۆد گۆڕین( لە ڕیکلامه کانی ته لە فزیۆنی  

 کوردی 

 پوخته 

)کۆد زمانێک  لە  زیاتر  بهکارهێنانی  لە  لێکۆڵینهوە  بهردەست  لە  - توێژینهوەى  گۆڕین( 

و   جۆرەکانی  و  ڕوودان  بۆ  ههڵسهنگاندن  دەکات،  کوردییهکان  تهلەفزیۆنییه  ڕیکلامه 

لۆژیکی   بابهته.  ئهو  لەسهر  دەکات  تهلەفزیۆنیهکان  ڕیکلامه  بهڕێوەبهرانی  ڕوانگهی 

ئهو لێکۆڵینهوەیه  ئهم  لەسهر  ئهنجامدانی  زۆری  کاریگهرییهکی  جیهانگیری  که  ەیه 

چوارچێوەی   لە  بهتایبهتی  ههیه،  کوردیدا  کۆمهڵگهی  لە  زمانهوانی  فرە  زیادبوونی 

زمانی   که  کاریگهرانهی  ڕێکخستنه  لەو  یهکێکه  تهلەفزیۆنی  ڕیکلامی  ماسمیدیادا. 

بهرفراوان  ش ێوەیهکی  به  ئینگلیزی  و  عهرەبی  و  کوردی،  واته  جۆراوجۆر، 

چهندایهتی بهکارد و  چۆنایهتی  ڕێبازی  ههردوو  لە  سوود  توێژینهوەیه  ئهم  ەهێنرێت. 

بۆ   چۆنایهتییه  داتادا.  ش یکاری  و  زانیاری  کۆکردنهوەی  پرۆسهی  لە  وەردەگرێت 

بهڕێوەبردنی چاوپێکهوتن و ش یکردنهوەی دیاردەکانی گۆڕینی کۆد )بهکارھێنانی زیاتر لە  

روەها چهندایهتییه بۆ دیاریکردنی فرێکوێنس یی  زمانێک( لە ڕیکلامه تهلەفزیۆنییهکان، هه

گۆڕینی کۆد )بهکارهێنانی زیاتر لە زمانێک( و جۆرەکانیان لە کۆڕپهسی بهکارهێنراودا.  

لەگهڵ   چاوپێکهوتن  بهڕێوەدەچێت،    ١٠بهشی  تهلەفزیۆنی  ڕیکلامی  بهڕێوەبهری 

لە ئهنجامدا،   نووسراوی ڤیدیۆیی ڕیکلامه تهلەفزیۆنییهکان ش یکار دەکرێن.  ٢١ههروەها  

زمانێک(   لە  زیاتر  )بهکارھێنانی  کۆد  گۆڕینی  که  دەردەخهن  ئهوە  دۆزینهوەکان 

و   ڕوونی  فراوانکردنی  و  جۆراوجۆر  بینهری  پهیوەس تکردنی  بۆ  بهکاردەهێنرێت 

ئاوێنهکردنی سهردەمیانهیه. لە ههمان کاتدا ڕەچاوکردنی کاریگهر سهبارەت به بهکارهێنانی  

 زیاتر لە زمانێک( لەسهر پاراستنی زمانی کوردی زیاتر دەبێت.  کۆد گۆڕین )بهکارھێنانی

ههروەها ئهم توێژینهوەیه سهرنج دەخاته سهر پێویس تی هاوسهنگی لە نێوان ئامانجهکانی 

وەک   ڕس تهکان  نێوان  گۆڕینی  لەوەش،  جگه  کهلتوورییهکان.  داواکارییه  و  گفتوگۆکه 

جۆری   سێ  نێوان  لە  زمانێک(   لە  زیاتر  )بهکارھێنانی  کۆد  گۆڕینی  جۆری  باوترین 

   . سهرەکی گۆڕینی کۆددا ئاماژەی پێدەکرێت

گۆڕین(، ڕیکلامی تهلەفزیۆنی، -بهکارهێنانی زیاتر لە زمانێک  )کۆد  وشه سهرەکیهکان: 

دەرەوەی   گۆڕینی  ڕس ته  ناو  گۆڕینی  ڕس ته،  نێوان  گۆڕینی  زمانهوانی،  دوو 

  .            ڕس ته

س تخدام تبدیل الرموز في الإعلانات التلفزیونیة الكردیة ا   

 لخص ال 

الكردیة،  التلفزیونیة  الإعلانات  في  اللرموز  التبدیل  اس تخدام  في  الدراسة  هذه  تبحث 

وتقیيم مدى انتشاره وا نواعه، ووجهات نظر مدیري الإعلانات التلفزیونیة حولە. ویكمن  

ال ساس النطقي لإجراء هذه الدراسة في ا ن للعولة تأ ثیًرا كبیًرا على تنامي التعدد اللغوي 

لكردي، ل س يما في س یاق وسائل الإعلام. یعُد الإعلان التلفزیوني من ا كثر  في المجتمع ا

على   والإنجلیزیة،  والعربیة  الكردیة  وهي  مختلفة،  لغات  تسُ تخدم  حیث  فعالیةً  البیئات 

نطاق واسع. تعتمد هذه الدراسة على منهجَيْن نوعي وكمي في عملیة جمع البیانات وتحلیلها.  

في النوعي  النهج  الإعلانات   یعُتمد  في  اللرموز  التبدیل  ظاهرة  وتحلیل  القابلات  جراء  اإ

التلفزیونیة، والنهج الكمي في تحدید وتیرة التبدیل اللغوي وا نواعه في المحتوى السُ تخدم.  

علانات تلفزیونیة، وتم تحلیل    ١٠اُجري قسم القابلات مع   نسخة فیدیو    ٢١مدیري اإ

لذ ونتیجةً  التلفزیونیة.  الإعلانات  یسُ تخدم  من  اللرموز  التبدیل  ا ن  النتائج  تظُهر  لك، 

لجذب مختلف الشاهدین، وزیادة الوضوح، وعكس الحداثة. في الوقت نفسه، تتزاید  

الاعتبارات الؤثرة فيما یتعلق باس تخدام التحویل اللرموز في الحفاظ على اللغة الكردیة.  

لى ضرورة تحقیق التوازن بيْ ا هدا ف الحوار والتطلبات الثقافیة. كما تشُیر هذه الورقة اإ

لى التحویل اللرموز بيْ الجمل باعتباره النوع ال كثر ش یوعاً من   علاوة على ذلك، یشُار اإ

 بيْ ال نواع الثلاثة الرئیس یة للتحویل اللرموز.                                                                 

التحویل اللرموز ، الإعلانات التلفزیونیة، ثنائیة اللغة، التحویل  الكلمات الفتاحیة: 

الجمل، التحویل اللرموز خارج الجمل.   التحویل اللرموز داخل  اللرموز بيْ الجمل،  
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