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written by Egyptians, on different products and services. Since these posts are a form of

Computer-Mediated Discourse (CMD), also known as Computer-Mediated

Communication (CMC). From the group title, the consumers’ posts that are published in

KEYWORDS

the group are mostly negative, with a live interaction and comments by the group

Computer-Mediated Discourse ~ members, who sometimes include product/service providers among them. This study
(CMD), Metadiscourse,

Customer reviews, Social
media This is believed to be achieved by applying Hyland’s (2005) Metadiscourse Model. The

focuses on consumers’ interpersonal behavior that reveals their attitudes and evaluations.

model comprises several analytical tools that include engagement markers, hedges,
boosters, attitude markers and self-mention that assist in describing the different
relationships between customers and their audience, on the one hand, and customers and

product/service providers, on the other hand.

1. Introduction

Online consumer reviews are posts that are written by consumers in reaction to their in-hand experience of various products and
services. These reviews are posted via different channels, starting from the product/service websites, online shopping websites
like Amazon and Alibaba to specialized websites like TripAdvisor that publishes reviews basically on hotels. Social media
channels like Twitter and Facebook are social networks where people publish posts about their personal experiences, opinions
in life and many other topics. However, the purpose of social media has evolved over the years. It is being used for different
purposes, either business or social ones. One of these purposes is product reviewing that is written by customers. Some Facebook
groups are dedicated to customer complaints where Facebook users, who are members of the group, are eligible to write their
negative or positive experiences with the different goods and services. One of the very widely known Egyptian Facebook groups
that includes over 620 thousand members is “Don’t Shop Here — A list of Untrustworthy Shops in Egypt). The difference between
reviews that are written on Facebook and the ones on other channels is the length of the posts, since Facebook does not have
limitations on the number of characters used in the posts. In addition, the variety of products and services that are reviewed by
the group members is vast and is not confined to a specific industry either locally or internationally. Moreover, the live interaction

between the group members on the posted reviews enriches the experience and adds more dimensions to the validity of the

! This paper is extracted from the first author’s Ph.D. thesis that is being conducted.
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reviews, especially with the existence of some product/service providers as members in the group. The present study sheds light
on customer reviews on social media as a form of Computer-Mediated Discourse (CMD) by applying Hyland’s (2005)
Metadiscourse Model to investigate consumers’ attitudes and feelings through their use of the different Metadiscoursal tools in

the reviews.

2. Computer-Mediated Discourse (CMD)

With the evolution of technology, communication through computers has developed to become part of almost everyone’s life to

achieve social, professional or academic objectives with a wide range of platforms and communication channels. Research in

CMD goes back to the late 1980°s by Murray (1985) and Severinson (1986). However, researching CMD has begun to go rapidly

in 1991 with the publication of “Interactive Written Discourse as an Engagement Genre” by Ferrara, Brunner and Whittemore.

Herring (2004) uses this term to encompass all kinds of interpersonal communication that is carried out through chat-channels,

emails, instant messaging, and discussion boards. Herring and Androutsopoulos (2015) assert that “[T]he study of computer-

mediated discourse is a specialization within the broader interdisciplinary study of computer-mediated communication (CMC).”

(p. 127) Herring (2001) adopts the term CMD as part of a more broader term of computer-mediated communication CMC to

refer to any kind of language use within a computer networking. Crystal (2004) proposes his term of Netspeak to refer to linguistic

communication on the internet, where it focuses on the medium. One the other side, he describes electronic discourse as an

interactive dialogistic type of computer-mediate discourse. Crystal (2004) considers Netspeak or CMD a language variety that

differs based on the different situations where it is used. He proposes six major categories based on computer-communicated

situations and the medium of text transmission with its facilitations, limitations and restrictions: Electronic Mail, Chatgroups,

Virtual Worlds, World Wide Web (WWW), Instant Messaging, and Blogging.

Crystal (2004) adds that there are some linguistic features that govern the CMD classification. These features include the

following:

1. Graphic features include the text presentation and organization in terms of design of the page, spacing choice, colors...
etc. It is a variety that is concerned with written language.

2. Graphological features have to do with the writing system of language in how it looks like in terms of bold italics to show
emphasis or the use of certain punctuation marks like parentheses to give commentary information.

3. Grammatical features refer to the wide range of syntactic and morphological choices that offer the language user with
distinctive style that appears in word order and sentence structure.

4. Lexical features include the vocabulary and idiomatic choices of a language that are used in a special variety of language
to reflect the distinctiveness of that variety.

5. Discourse features reflect the whole organization of a text in terms of coherence and relevance as well as the logical

organization of ideas and thoughts.

Another approach to classifying CMD is that of Herring (2007) where she points out to the importance of discourse classification
since it gives the analyst an opportunity to identify the properties of the text under investigation. She proposes a model of
classification based on sets of features or what she calls ‘facets’- a term used by library and information system field to describe
a method of classification and categorization- which she groups into technological (medium) and social (situation) features. She
believes that there are different social and technical aspects of CMD that determine the way it is used among participants. The

first group of categories is represented in the technological characteristics of the computer-mediated communication systems.
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These factors include “messaging protocols, servers and clients as well as the associated hardware, software and interfaces of
users’ computers.” (p. 11)

The second group of factors is rather situational including information about users involved in the communication, their
relationship with one another and the purposes and motives for having such communication. In addition to this, the topics of the
communication and the language they choose to use to achieve their communicative goals are important social factors, as well.
Herring (2007) asserts that these two categories are not limited; they are rather open-ended, where other additional factors and

elements can be added to give more insights about CMD.

3. Metadiscourse
The term Metadiscourse refers to a field of language studies that pays much attention to the organization and production of texts.
It plays a vital role in realizing persuasive communication through the use of various linguistic elements in texts. Metadiscourse
indicates that text production is not a mere task of communication of ideas but rather a social interaction between producers and
interlocutors. "Metadiscourse embodies the idea that communication is more than just the exchange of information, goods or
services, but also involves the personalities, attitudes and assumptions of those who are communicating" (Hyland, 2005, p. 3) He
continues to assert

Metadiscourse is therefore an important link between a text and its context as it points to the expectations

readers have for certain forms of interactions and engagement. It highlights the dialogic role of discourse by

revealing a writer's understanding of an audience through the ways that he or she addresses readers and their

needs. These expectations are social, affective and cognitive, based on participants' beliefs and values, their

individual goals and their experiences with similar texts in the past. (p. 13)
Metadiscourse is the art of describing the ways in which readers and writers interact in discourse. It has a major purpose: to show
how individuals use language to understand each other and explain themselves in communication. This, in turn, results in
clarifying the intended meaning of utterances in discourse.
Metadiscourse views speaking and writing as a social and communicative engagement that helps text producers understand the
ways they present their ideas and intentions through their texts. Through the use of different Metadiscourse resources, text
producers and interlocutors are able to reach a better understanding of the ‘authorial self-awareness’ and reflect this on the
communication. Thus, Hyland (2005) stresses the fact that “Metadiscourse analysis is indicative rather than comprehensive” (p.g
58) He pinpoints that it is one way to make propositional content coherent and persuasive to a particular audience where it is
employed to “express social relations and establish bonds with others.” (p. 39)
According to Vande Kopple (1985), in Metadiscourse, “we do not add propositional material but help our receivers organize,
classify, interpret, evaluate and react to such material. Metadiscourse, therefore, is discourse about discourse or communication
about communication.” (p. 83)
Although it is a new approach to language analysis that has gained its popularity in the past two decades, the term
“Metadiscourse” is well-rooted in the studies presented by Vande Kopple (1985), Crismore (1989) and Williams (1981).
Hyland (2005) proposes his Metadiscourse Model by defining its principles and resources. He sets forward three principles which
he builds his model on. These principles are:

1. that Metadiscourse is distinct from propositional aspects of discourse;
2. that Metadiscourse refers to aspects of the text that embody writer-reader interactions;

3. that Metadiscourse refers only to relations which are internal to the discourse. (p. 159)

17

——
| S—



British Journal of Translation, Linguistics and Literature (BJTLL)

Category Function Examples
Interactive Help to guide the reader through the text Resources
Transitions express relations between main clauses in addition; but; thus; and

Frame markers
Endophoric markers
Evidentials

Code glosses

Interactional
Hedges

Boosters

Attitude markers
Self mentions
Engagement markers

refer to discourse acts, sequences or stages
refer to information in other parts of the text
refer to information from other texts
elaborate propositional meanings

Involve the reader in the text

withhold commitment and open dialogues
emphasize certainty or close dialogue
express writer’s attitude to proposition
explicit reference to auther(s)

explicitly build relationship with reader

finally; to conclude; my purpose is
noted above; see Fig; in section 2
according to X; Z states

namely; e.g.; such as; in other words

Resources

might; perhaps; possible; about

in fact; definitely; it is clear that
unfortunately; I agree; surprisingly
I; we; my; me; our

consider; note; you can see that

Hyland’s (2005) Metadiscourse Resources. (p. 49)

The current study focuses on interactional resources of metadiscourse, since they provide insights about the interpersonal

relations that exist in the selected data.

4. Methodology

The data of this study encompasses 25 consumer reviews that are posted on an Egyptian public Facebook group: “Don’t Shop
Here — A list of Untrustworthy Shops in Egypt). The data is selected to cover reviews on different products and services from
November 2018 to April 2019 (six months). The 25 reviews vary in length and the collective word number of the whole data is
8129 words. The interactional tools, based on Hyland’s model, are detected in the reviews. Then, a qualitative analysis of their
use in context is presented to unveil the customers’ attitudes and evaluations, as well as persuasive and engaging strategies. In
some cases, a quantitative analysis is applied to detect the frequency of occurrence of some tools, which yields interesting results
to the current study. The current study aims to answer the following research questions:

1. How are people’s different evaluations revealed through social media posts?

2. How can Metadiscourse resources help reveal customers’ attitudes and evaluation of topics?

5. Analysis and Discussion

The discourse metarepresentation is demonstrated in customer reviews in many ways that indicate the interpersonal relations
between review writers and their audience and review writers and product/service providers. Metarepresentation creates
relevance to attitudes, evaluations and stances. It plays an important role in revealing the power relations in discourse, customers’
feelings and discourse objectives. This section is divided based on the different communicative purposes that the different

metadiscourse tools reveal: Addressitivity and Engagement, Assertion and Doubt, and Expressionability.

5.1 Engagement Markers: Addressitivity
There are different ways in which addressitivity is achieved in reviews; one of them is questions that are addressed to the

audience or the product/service providers.

(R:5) < g sl Hsile JIUIY 5 orada by Jeany J) 8
/hwa ?el bjhisSal da t'abi {i wala ?ana ?el m?avwar ?elmawdSu:§/ <~

L
Is what is going on normal? Or I’m overreacting? S
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site Name : Zamalek Hret
Order Type: Delivery

Inal: New Order
o ed: 22/11/2018 20:13
12455

In the same way, the customer in this review poses his question at the beginning of the post in reference to a sandwich photo that
he attaches to the post. He uses the question together with the photo in order to express his astonishment about what he gets when
he orders the sandwich. The photo is a collage of three pictures; one for the sandwich he ordered, another for the sandwich in the
ad and the final is for the receipt, as a form of evidence. He ends his question by a laughing emoji. This semiotic tool at the end
of the question and at the beginning of the review reflects the customer’s high spirits in this negative situation, in addition to a
sense of sarcasm of what he gets in comparison to the original ad for the sandwich. In fact, the customer’s question, together
with the photo, is validating more than engaging to the audience, which is presented in a sarcastic sense with the mention of the
product provider, Zack’s in this case. In spite of the fact that the customer’s question has no manifest answer that is articulated
in the post, the logical sense that is revealed at the pictorial level represents the answer he intends to convey to create a sense of
alignment and shared perspective with the readers. Thus, the interpretation of the question has two basic levels: the first is the
relevant utterance interpretation that is posed in the use of the question with the emoji. This utterance interpretation relies on a
reference assignment procedure from the part of the audience, on one hand. On the other hand, it reveals the customer’s intended
meaning in urging his audience to draw a comparison between the photo and the real sandwich, which is considered as the
contextual implication of the utterance itself. The second level of interpretation is related to the function of the question as an
engaging for of addressitivity where the customer takes the part of one of the participants in the conversation that he assumes
with the audience. This form of conversation leaves the floor to the audience to decide the validity of the review.

(R:16)) 1)) 4ie (A& 231 223 Otlob (52 b el 8 jle 3y 22 Ul
/Pana bigad bigad (ajza ?aSraf tat $bi:q zaj Otlob bigad Paxod ha?i: minu Pizaj/
I really really need to know how to take my right from Otlob application?
Another review that begins with a question is a complaint about Otlob application, a food delivery application. In this question,
the customer puts forward her question in the form of an inquiry before even starting to describe her problem with the service
provider. The question at the beginning of the review has mainly two functions: the first function is engaging the audience in her
problem which plays an encouraging role for the audience to proceed in reading the review. The other function of the question
is the proposed assumption about the review that is made manifest in the question itself. The customer presupposes that the
problem is with the application and that she needs to get back her lost rights by addressing her question to the audience at the
beginning of the review
The question in this case is an assumption of an imagined conversation with the audience with an expectation of getting answers.
The customer puts herself on the first participant role and expects the audience to play the second participant role, in an attempt

to engage them in the problem she has with the application.
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Coffeeshop Company

(R: 4) dasd (il ) 5a yial
[Pihtirmu: Pilna:s fwaja/
Coffeeshop Company
Have some respect to people.

The customer uses the imperative form to adress the proposition to the products’ providers. This form of address indicates two
points: the first is the customer’s awareness of the power of social media that her/his message will reach the target audience in
this case. The second point is the customer’s attitude and feelings towards the providers. In both excerpts, the customers use the
verbs with the second-person pronouns “c<l | s 5ial to show his furiousness and disappointment from the service they receive.
Thus, the source of power for this proposition comes from the direct addressitivity through the use of the direct imperative to the
service provider.
5.2 Hedges and Boosters: Assertion and Doubt
In order to validate the truthfulness of the propositions they present in their reviews; customers tend to use lexical choices that
indicate their confidence or doubt in their reviews. These devices include hedges and boosters that are used in texts to represent
the customers’ stance towards the propositions of the reviews. In validating their reviews, customers use boosters as a source of
assertion to the truthfulness of their experience. Hence, they gain the audience’ support to their claims. They are also used to
suppress alternative ideas or claims and offer commitment to the proposed thoughts. On the other side, hedges are used to mitigate
the tone of the text and to pose a weak validation of the proposition. Thus, it is the use of hedges and boosters in online reviews
that guides the readers to believe what customers want them to believe and doubt what they want them to doubt. They take the
readers to the customer’s side in an attempt to gain support and seek validation. In the analysis of hedges and boosters, it is
believed that they have different functions in discourse to express the following: commitment and certainty; and detachment and
doubt.
e Assertion (Boosters)
Boosters are used to indicate confidence in the truthfulness of the proposition.

I (R: 9)52 5 ga iiilSla Janlally £ dcliall 3apall juma & Lealiy 4l 8 Sl Uia g
/rubina lilhanim fi: Pil?atili: bita$ha fi: masr Pilgidi:da ?ilsa:Sa 4 biloSbt§ ma:kanit/ mawgu:da/
We went to the lady in her atelier in Heliopolis at 4:00 sharp. She was not there!!!
In this excerpt, the customer uses the adverbial “kudal” to express precision and commitment to the time that the designer
indicates in their appointment. This booster supports his claim about the designer’s disrespect to her customers, which is the core
complaint of the review. The booster here in this context indicates the customer’s commitment in the situation while implicating
the opposite about the designer. This creates relevance to the customer’s intended meaning of how he decides to present himself
in the review against the designer.
Boosters are not always used to show the customer’s own commitment or confidence. Sometimes, they are used to reflect on the
impression they get from the product/service providers.

(R: 2)( 21 (g (g0 Lgale RIS 5y o 3Y Ll

/wealu:lna lazim jitim Pilkaff $ali:ha min muhandis ta:ni:/

They told us that it must be examined by another engineer again.

In this extract, the customer uses a booster to show commitment that the car agency imposes on the customer. The use of the

modal auxiliary “a)¥” indicates the dictation of action that the customer feels, especially with the use of the adverbial “ 5",
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which explains that it is not the first time that the car gets examined. The customer basically complains about the sense of
refractoriness that he receives from the agency. His use of this combination of modal auxiliary and adverbial explains it. The
implications that are presented in this extract echo the customer’s latent feelings and evaluation of the situation and to that
commitment.
Negation boosters are also used mostly in combination with advice.
(R: 3) Ll VW (s iy sp () ) il W | Lol ) )oY 338 A e 4 yad) i Ly ai Ly
/wia: tidfa$ ja: tisi:b Pilarabja marmja kida la: tataharak tama:man! la: Pansah Pahad Pin hwa jiftiri: vi: dabilju: tama:man/
It’s either you pay, or you leave the car thrown away like this, not moving at all! I don’t advise anyone to buy a VW at all.
In this excerpt, the customer uses the adverbial “WW3” as a precision booster to indicate the total break-down her car gets, in the
first sentence. However, in the second part of the excerpt, she uses it as a marker of negation to strengthen her advice to the
readers for not to purchase the same car, which builds solidarity with the readers and adds a persuasion sense to her claim.
Moreover, negation boosters are mostly used in combination with advice in the reviews to strengthen the proposition of advice
that is offered in the posts.
Another type of booster assists in expressing affirmation and assertion. The use of such boosters indicates the customer’s
confidence in the truthfulness of the propositions she demonstrates in discourse.
(R: 1) e g L) (8 i o 3Y il baada 5 S0 g el lily |5 5alin 15k agdl (a5 4l 4lCial)
/Pilmufkela Pilta:nja wa hja Pinuhum bauw bjit?axaru: biltilt sa:{a wa Paktar wa tSabSan la:zim tulaf fi: Pilfari{ mistani:/
The second problem is that they are being late for 20 minutes and more. And of course you have to stand in the street waiting.
(R D) oo SIS L (0 S 0 Lyl il 4l
[Pulteluh Pana da:jman barkab min hina ba?ali: Paktar min sanah/
I told him I always ride from here for more than a year.
(R: 1) paeladind o 5%an Lled Ul | pguaddind ond of (5l 5 alaianall (8 4xia 100 skas
/hat§u:li: 100 gini:h fi: PilmahfadSah wa 2a:lu:li: law tihibi: tistaxdimi:hum Pana fiflijan ha$tazir $an Pistixdamhum/
They put a 100 EGP in the wallet and told me if I wish to use them. I will substantially apologize about for using them.

In this review, the customer commits herself to the truthfulness of the propositions that she is presenting in the review using
emphatics “"Ll=d cLuly (luk”, The reviewer anticipates the presence of the audience in her post by addressing them using the
second-person pronoun “(siiwe & LAl & (ol & 3¥ il lak” which entails her presumption of having the audience to her side of the
situation. The use of this particular booster with this direct form of addressitivity not only engages the reader in the problem but
is also a means to gain their support since the same situation can happen to them. The second booster from this review “Lels” is
an amplifier that indicates the customer’s trust in what she is presenting in the review based on her past experience with the same
bus service. This is achieved through combining the aforementioned amplifier with the use of the perfect tense in “ (e S L
43w (e ) NS Ua”, The final booster in the above excerpts is the emphatic “L=8”, which anticipates the customer’s future behavior
regarding the incident.
e Doubt
Customers employ hedges in various ways to leave an impression of vagueness in their reviews about the situation being narrated.
Some of these hedges are intended to show doubt in the truthfulness of propositions and create this assumption to share it with
the audience who read the posts.

(R: 12) e yina S 5 Wil (a g siall 5 (S i Jlad 4 58 (S (5 Hhatall gl aladl)
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/Pilmada:m la?it PilmandSar dah fi: ki:s fu:rbat xuda:r givriks wilmafru:d§ Pinaha: firkah muhtaramah/
My wife found this in a Givrex veggies soup pack, and this is supposedly a respectful company

(R: 17) s> 58 (il ool dany iy oS alai s Lee Uy Jranll e yindle dadlle dala 53 S dala (8 O s sdall ) 4S50 o g8
/fatPu:m Pilfirkah Pili: Pilmafru:ds Pin hja haga kibi:rah wa hiaga Sa:lamijah ma:tahtarim/ ?ilSami:l bita:$ha: wa tidi:luh
ku:baja:t bi:tSah sa:dah ma:lha:[ lugu/

Then the supposedly big and global company doesn’t respect its customer and give him white plain cups with no logo.

In two different situations, two customers use the lexical device “supposedly” to express lack of confidence in the truthfulness
of the propositions in which it appears. In (R: 12) and (R: 17), both customers implement the sense of doubt in the company’s
reputation by the use of “u=s4l preceding the proposition that presents a well-known fact about both companies. This use of
hedges is an attempt to change the audience’s opinions about the service provider to the opposite. This contradiction is achieved
by adding the lexical device that is used as a hedge to the agreed upon proposition. In addition, the customer deliberately inserts
the hedge “L=asid? to discredit the action that the service company claims to have been taken by him. Moreover, reference
assignment is a relevance strategy to reach a full interpretation of what the customer intends to convey. This is apparent in the
use of the demonstrative pronoun “3” to refer to a picture attached to the post. In the other excerpt, reference assignment is
required to fulfill what the customer intends by the word “4s 3,
(R 1) dsY) o arnd ) Jiy s Aol Gaplis 5 (38ay A Cahal 5 gla (S IS
[Rilkala:m ka:n hiluw wa lat{i:f Patamana: jitha?a? wa nifu.f xidmit swivil ra:g$ah zaj ?il?awal ta:ni:/
The talk was sweet and nice. I wish it gets accomplished and we see SWVL service again line before
Jean o0 JSWy Liad
(R: 10) dals JS Cnim g 58I il
/wihna: bina:kul dah hasal/
/watmana: Paku:n wadSaht kul ha:g/
This happened while we were eating

I hope I made everything clear

Another form of mitigation using hedges is the mitigation of expectations. In (R: 1) and (R: 10), customers use the verb “. <l
to mitigate their expectations; in (R: 1) from the service provider and in (R: 10) from the audience. In the first excerpt, the
customer describes the promises she receives from SWVL’s customer service which she follows by her wishes to see their good
service back again. In the second excerpt, the customer addresses the audience by expressing his wish that he fulfills their
expectations in clarifying the whole situations to ensure that no misunderstanding takes place. In both cases, the use of the verb
“xil” functions as a compensation to the missing parts of the posts. In addition, the use of this kind of hedge implies a sense of
uncertainty that the customer holds for the situation or the audience s/he addresses.
Expressions of possibility are manipulated in various ways in customer reviews. The following excerpts represent how customers
use such hedges on behalf of the service providers they encounter situations with.

(R: 14) 4l Jhae¥i J<baaul il e 5 Ll () 58383 5led) Sy G Gl Gliile 5 )l L il gaibial) 4300 () s 35V (5618 2o ja)
/Pa:xir $udr Pa:lhuli: ?ilPusta:0 sajid Pin talagit Pilsa:ndwitfa:t fi:ha sita:vah Salafa:n Zilfams bas jimkin Pilnaha:vdah niku:n
nisi:na:ha: wa manazilnaha:f ...... 2asfah likul ?il?a$zada:r Pilxa:jbah/
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The final excuse that Mr. Sayed said to me is that the sandwiches fridge has a blackout curtain to prevent the sun but “maybe
today we forgot it and didn’t put it” ...... ’'m sorry for all useless excuses

(R: 24) Wi siss (e (53 O 5 domny (San B3 5 Baa 5 A Glaszall ol 5B 153 ) Ll (pamy
/wubaSdi:n lama: radu: ?a:lu: ?in 2ildSama:n sanah wa:hdah widah mumkin jihsSal wi?in di: mish mas?ulijitna:/

And then, when they replied, they said that the guarantee is only one year and this can happen. And “this is not our responsibility”

In the first excerpt, the customer quote what the agent in this case communicates. In the first quote in (R: 4), the agent uses the
hedge “Jwisl” to mitigate his commitment to the proposition. The customer echoes the agent’s wording to show the latter’s lack
of confidence. In the other excerpt, the customer describes how the agent mitigates the mistake that causes the whole problem
by using “Sey” along with the verb “llus” to reduce the effect of the mistake. However, in the excerpt from (R: 24), the
customer quotes the provider’s reply to the complaint in which the latter uses the hedge “0S«<” to minimize the problem size and

the damage that the customer describes while at the same time justifies what happens to the customer’s product, TV in this case.

Hedges Boosters
Modal Auxiliary 4 Universal Pronouns 18
(e.g. Sa) (e.g. 3> gl ¢iana)
Adjectival/nominal 26 Amplifiers 9
adjectives (e.g. Aaaall
(e.g. e ((Sar)
Approximates of 13 Emphatics 94
degree and quantity (€.g. 4uay Slad clayha)
(e.g. o el i)
Lexical Verbs 3
(e_g. e ) ‘L;u'i\)
Compound Hedges 1
(e.g. 5 d4)
Total 47 Total | 121

Table 1.

The results in Table 1. indicate a higher frequency of the use of boosters in customer reviews than that of the hedges. This
reflects the degree of assertion that customers tend to convey in their posts to maintain credibility of the information they share
with their audience about their experiences with the different products and services. In their use of hedges, the highest frequency
of hedges type is that of approximation. This type of hedge is used in the context of describing the service providers’ attitudes,
reputation, and the way they are marketed. This reveals the sense of hesitation that the customers intend to reveal about the
companies. On the other side, the use of boosters is intrinsic since the highest frequency of boosters is seen in the use of emphatics,
which indicates the assertive and affirmative tone that customers intend to convey to their audience. Universal pronouns are
always present in the reviews in a negated form, either to warn others from going with similar experiences or to void out any
positive behavior by the providers. All in all, the number of boosters outweighs the number of hedges in the data which reflects
the customers’ assertion and confidence in the information that they provide. It also functions as a persuasive technique by which
the customers gain the audience’s confidence in the truthfulness of the reviews’ propositional meaning, seeking to offer validity
of their content and invalidate the providers’ claims.

5.3 Attitude Markers: Expressionability

The expressionability level that customers choose to employ in their reviews depends on the amount of emotions that they decide
to translate into words inside the review. This is obvious in customers’ use of attitude markers. Having the data in hand as a

group of customer complaints, the expressed emotions and attitudes are mostly negative varying from anger, frustration, and
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regret. Having the data in hand as a group of customer complaints, the expressed emotions and attitudes are mostly negative
varying from anger, frustration, and regret. Agreement is only expressed in the quoted narrative dialogue between the customers
and the product/service agents during the experience itself. Thus, they are presented as an evidential of the customer’s positive
attitude during the experience and the no-conflict attitude from their side.
e Agreement

In some parts of the complaints, customers add some attitude markers that express agreement to the service provider. This appears
at the beginning of the complaints to show how the service starts off. In addition, they show agreement to some of the providers’
mistakes to show indicate their tolerant and cooperative attitude in the problem.

S w5 le Ji Qa5 81y S Gy ¢ gaim al)

(R 1) plad) Jal (g (5 98 dua y AlSia (e 8

[PilmawsSu:§ ba?a: ka?inak ra:kib Putu:bi:s na?l $a:m wi?adi:m kama:n/
/witult mif muhim bardSuh Pahwan min Pilna?l ?ilSa:m/
It became like riding an old and public transportation bus. I said ‘no problem’, still it (SWVL bus) is better than public

transportation.

In this review, the customer expresses her stance towards the beginning of the deterioration of the bus service. She uses the

CPRE]

negated form “4Sis (i that indicates her incomplete satisfaction with the service. However, she justifies her agreement with

adding the comparative form “¢” in comparing SWVL bus service to another one, that she would never use.
(R: 9) ekl ) AcLudl sl o 53 Slace Liin) aald 5 ALl pa IS0 ke
/mafi.f mufkilah hawilna:ha: wa Pamit Piditlina: maSa:d ju:m ?ilsabt ?ilsa:Sah 1 $iloSuhr/

No problem, we transferred it (money amount) and she gave us an appointment on Saturday at 1:00 p.m

Similarly, the reviewer expresses his agreement using the same negated lexical choice “41S4s (iée”. The customer uses it to show
how he has fulfilled all the fashion designer’s instructions. Thus, his expression of agreement is not articulated in the post to
express his actual sense of “agreement” through that discourse marker; it is rather to indicate his compliance with the place’s
rules.
e Shock and Surprise

Feelings of surprise and shock are directly expressed in the reviews by using various lexical items. They vary from the use of
nouns, verbs and adverbials that express such feelings.

(R:2) o Lo (g5 ool ancaiill of Ll 5 o sos g 53 i G2 yhall LS
/wimisikna: PiltSari:? Salafa:n nirga$ su:ha:g witfagi’na: ?in PilnafdSah ?a:{dah zaji ma: hija/
We started the way to go back to Sohag and we were surprised that the car is still shaking.

In (R: 2), the customer uses the verb “Waléil’to describe the unexpected performance of his car after getting it fixed by the agency.
Using the collective object pronoun with the verb “U +¢ 2l to demonstrate that the problem with the car has been expected by
him and the people accompanying him to be solved by the agency. This implies their confidence in the car agency that has been

shaken by the surprise they encounter on the way back.
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e Advice and Warning

One more attitude that customers employ in their reviews is the advice attitude. In doing so, they directly address their audience
to make them feel the significance of the post in exposing an experience that others can avoid.

(R:3) VW Clase e (g0 S Gl jaa) 5 50e L)
/Pana: Sa:jzah Sahadar Pilna:s kulaha: min Sarabija:t VW/
I want to warn everyone from VW cars

(R:9) lalxs i slalxi Lo | Sl

[PansSahku: ma: titSa:mlu. maSa:ha:/

I advise you not to deal with it.

In (R: 3), the customer uses the highest level of advice, using the verb “,31” to offer his audience with a warning from buying
VW cars. In (R: 9), the customer uses the stative form of advice “advise” followed by the direct address form “you” in “aSsuail”
in an attempt to convey his feelings to the audience and at the same time engaging them in the post. Meanwhile, the customer
inserts the negation form in the main action verb of the sentence “Uisll=iia”, which stresses the meaning of the advice.
e Regret
One prevailing attitude that is found in the reviews is that of regret. Customers induce their negative feelings towards the
experiences that they encounter in the posts through lexical choices such as “unfortunately” that is used in the three excerpts
below.
Ay S pall L g5 cllae 3lad g 4u 5 [g daa s €Y A8LE saie OIS ol

(R: 13) 20 ele Glnaiine Wil (ulil) S maais (g (s 03 (5 je oD U
Mil?asaf ka:n Sandi: fa:fah 42 bu:sSah LG bard{uh wifag?ah (it¢lit wiwaditha: (ilmarkaz bardSuh/
I unfortunately couldn’t get back my right, but I’ll advise all people that they do not get exposed to fraud like me
Unfortunately, I also had a 42 inches LG monitor and it disrupted suddenly and I also sent it to the center

In the two excerpts from (R: 13), the customer uses the adverbial “as3J” to express his regret; once for purchasing the product
itself, and the other time for not being to take back his right. In both cases, the customer expresses his regret towards actions that
are substantially related to his decision and ability. Latently, he puts the blame on himself and regrets it. Consequently, in the
second extract, he offers advice to the audience so as not to commit the same mistake as his.

5.4 Self/Other-mention

The use of pronouns in customer reviews indicates how customers demonstrate their presence in the reviews and how they choose

to position service providers in the situations that they narrate.

Self-mention Other-mention
(I, me, my) (we, us, our) (they, them, their)
190 191 139
Total: 381 Total: 139

Table 2.

Table 2. shows the difference in use of personal pronouns in the reviews. Self-mention singular pronouns that refer to the
customers themselves in addition to the plural first-person pronouns that refer sometimes to the customers and the people

accompanying them in the situation and some other times to the customers and their audience exceed the number of other-
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mention third-person pronouns in the reviews. However, the context in which the self-mention pronouns are used is mostly on
the right-defense side, while the other-mention pronouns are always on the attacked side of the arguments.
(R: 18) Gl bg il e die o oaale U 0) (g siall o) il (AalS (5 LS80 and (g 4 3305Y)
/ Pil2usta:dah hibah min qism Zilfaka:wi: kalimitni: wi?wa:litli: ?in Zilmafiu:d§ ?in Pana: ma:dSi: $ala $a?d Sala: furu:t§
PilardS/
Ms. Heba, from the customer complaints department called me and told me that supposedly I signed a contract of the offer’s
conditions.
(R: 19) zoall 9 Acbid) Ananll o g (p yad Uitie (S8 4 ) geanll Al sdadd aminaty US 5 (5 pdll 8 35 o)) Ly
/wibima: ?in binti: fi: Zilfari:? wikuna: binasta$id libut§u:lit 2ilgumhu:rajah faka:n (andina: tamri:n ju:m Pilgum?ah Pilsa$ah 9
PilsSubh/
Since my daughter is in the team and we were getting ready for the national competition, we had a training on Friday, 9 a.m.
(R: 21) Lo i anla Wsana ol Jaall 5 0¥ (o) (s RS0 cany (e Ul

/Pana: mif bahib Paftiri: Punla:jn wilmahil Puda:mi: si:bu:lna: hagah niftiri:ha:/

I don’t like to buy online while I can buy from the store. Leave use something we can buy

In the three excerpts, the customers exploit personal pronouns in different ways. In (R: 18) excerpt, the customer uses the first-
person pronoun “Gi” together with the hedge “w=s il to stress out that what Vodafone’s agent claims about the contract
signature that the customer has not done. Since the customer echoes the agent’s propositional message about his signature, he
uses the assertive “I” pronoun to show that claim. In (R: 19), the customer is the mother of an athlete, who encounters a
misbehaving action and negative attitude by the club where her daughter is trained. She uses the plural personal pronoun “we,
L to refer to herself and her daughter as one side of the problem. The collective “&” in the verb “—_¥” in the excerpt substantially
refers to the girl, not the mother. However, the customer considers herself as one party while putting the academy on the other
side. In (R: 21), the customer uses the plural object pronoun “us, U’ in “Wsuw” in addressing online sellers. Although her
complaint is mainly a concern of hers only, she uses the plural first-person pronoun in an attempt to put the audience on her side

of the problem against those online sellers. These three examples of using personal pronouns in online reviews demonstrate the

variety in meaning they offer in the texts.

6. Conclusion

The current study sheds light on how customers’ feelings and attitudes are revealed in the analysis through the application of a
metadiscourse model that offers insights on the interpersonal functions in the posts, which answers the first question of the current
study. People use evaluative language in their posts on social media. The second question is answered by detecting the
interpersonal functions that are characterized through several strategies, including the use of addressitivity (engagement) markers,
expressionability (attitude) markers, assertion and doubt (hedges and boosters) and self/other- mention (pronouns). The
incorporation of the interactional metadiscourse tools into customer reviews is believed to be an expressive strategy that is
employed by customers to unleash their evaluations, attitudes and feelings in their reviews. Hence, an analysis of such tools

provides an insightful view of both the customer reviews, as a genre, and the Metadiscourse model as an analytical tool.
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