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ABSTRACT 

Code switching and otiier related language use phenomenon occurs in all linguistic situations, monolingual or 

bilingual situations. Code switching in a monolingual situation indicates the Diglossic switching and dialectal 

switching .Diglossic code switching means mixing or shifting of codes from standard variety to a low variety 

or vice versa depending upon the demands of some of social and psychological situations. Sometimes, a 

person who knows more than one dialects uses different codes. A person who belongs to one particular 

dialect may use a standard code in formal situation or with his friends. At the same time, he may change from 

one code to another assuming that the hearer also knows the change in the code. In a bilingual situation also 

code switching occurs. A person who knows two languages may know the cultural background of both the 

languages, and sometimes becomes proficient in both the languages and thereby he adopts code switching 

during language. 

This Article shows that consumers ' language attitudes are an important considerat ion when it comes to 

writ ing ads. Consumers attach certain associat ions to different languages. These associat ions then 

inf luence their att i tudes toward ads that are written in that language. 

The research shows that even ads that are written in two languages like "Hinglish" can awaken such 

associations, and that the same slogan can result in different reactions depending on the language that 

draws the most attention. The article also underscores the importance of code-switching and code mixing 

in advertising. Code-switching, far from being an isolated practice, is used frequently in the media and in 

everyday life. For consumers. 

This research highl ights the importance of language in everyday life, For marketers, the importance of 

language and consumers' attitudes towards the language used in advertising. This is particularly relevant 

for advert isers target ing bi l ingual markets. The article discussed here is part of the authors' broader 

investigation of code-switching & code mixing in advertising. By studying this linguistic practice in depth, 

consumer researchers will gain insight into bil ingual consumers' minds, motivations, and actions. 
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Code Switching and Code mixing: 

A Conceptual Overview 

Terms in soc i o l i ngu i s t i c s for l anguage and 

especially speech that draws to differing extents 

on at least two languages combined in different 

ways, as when an oriya /Engl ish bil ingual say: 

This morn ing ; mu f ish buy karibaku market 

jauchi.). A code may be a language or a variety or 

s ty le of a l a n g u a g e ; the te rm code mix ing 

emphasizes hybridizat ion, and the term code-

sw i t ch ing e m p h a s i z e s m o v e m e n t f rom one 

language to ano the r . M ix ing and sw i t ch ing 

probably occurs to some extent in the speech of 

all bi l inguals, so that there is a sense in which a 

person capable of using two languages. 

Consumer researchers have recently investigated 

the effect of mixing languages in ads - t ha t is, the 

implications of using "Hingl ish " in advert ising. 

L inguists cal l th is pract ice "code-swi tch ing. " 

Code-switching is often used in media target ing 

ethnic minorit ies like Hispanics in the U.S, but it 

is not un ique to Spang l i sh . Code-sw i t ch ing 

happens in most b i l ingua l commun i t i es ; for 

example, in Singapore, where English is peppered 

with Malay and other languages, the mixture is 

called "Singlish." 

In a recen t a r t i c le , Dav id Luna and Lau ra 

Peracchio looked at several advert ising slogans 

that use code-switching. They found that there is 

more than meets the eye when it comes to 

language use. Different languages mean different 

t h i n g s to t he i r u s e r s . For e x a m p l e , many 

Hispanics in the U.S. are bil ingual, so they could 

use either Spanish or English interchangeably. 

However, they perceive English as the language 

of power and d o m i n a n c e . Span ish can be 

assoc ia ted w i th a fee l i ng of in fer ior i ty and 

discrimination. 

Consequently, when a code-switched ad draws 

attention to its English portion, Hinglish or mixing 

with any local language responses tend to be more 

favorable than when the ad draws attention to its 

English portion. Interestingly, consumers seem 

to pay more attention to the language that is less 

used in the ad, just because it stands out from 

the rest of the ad. 

Example of Code-switching: 

Hey there how are you? 

Am fine, long time no see, aur bolo kya haal chaR 

Sab thik haiyaar, bas am a little busy these days. 

Okay, how's your worklife? 

Cool yaar, sab thik hai, acha hai 

If I need to translate it, it will read something like 

this. 

Hey there, how are you? 

Am fine, long time no see, so what's up? 

Everything is fine, but I am a little busy these 

days. 

Okay, how's your work life? 

Cool buddy, everything is fine 

Example of Code Mixing 

Yeh train ka t ime change ho gaya hai kya? 

If you notice in this particular sentence there is 

mix of Hindi and English. 

General code 

The term code refers to speech var iet ies or 

dialects in a language or even languages. This is 

widely used in the field of l inguistics, and it is 

studied always in a social context. Further, it is a 

s ignal used by the speaker to convey some 

messages. The term 'code switching' means 

switching from one language variety to another 

when the situation demands. 
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There are two other aspects related to code 

switching .They are code mixing and shift ing. 

Code switching is known as switching from one 

code to another. Code mixing means mixing of 

two different codes within a sentence. Code shifting 

is another variety which takes place at phrasal 

level. 

Code switching can be both situational and 

metaphorical. 

Situational code switching occurs when the codes 

are used depending upon the situations. When a 

situation of a speaker changes, the codes used 

in them also changes. Here, a change of topic 

requires a change of language. The process of 

changing the codes has connect ions with the 

social value and status of speakers. Since, they 

are deciding the codes to be selected. Code 

mixing occurs when the speakers use two or more 

languages together and mix them in a single 

utterance or in the communicat ive act. 

Code switching and other related language use 

phenomenon occurs in all l inguistic situations, 

monolingual or bilingual situations. Code switching 

in a monol ingual situation indicates the Diglossic 

switching and Dialectal switching .Diglossic code 

switching means mixing or shift ing of codes from 

standard variety to a low variety or vice versa 

depending upon the demands of some of social 

and psychological situations. 

For example, a person speaking to an educated 

person or to an honored person in the society, he 

uses a standard variety. At the same time, when 

he speaks to the person who is socially lower in 

status' he uses a low variety. But, when he speaks 

with his family fr iends or other related persons, 

he mixes both the high and low varieties of the 

languages. In a casual conversational situation, 

there will be a mixture of both the codes. 

Sometimes, a person who knows more than one 

dia lect uses d i f fe rent codes . A person who 

belongs to one part icular dialect may use a 

standard code in formal situation or with his friends. 

At the same time, he may change from one code 

to another assuming that the hearer also knows 

the change in the code. 

In a bilingual situation also code switching occurs. 

A person who knows two languages may know 

the cultural background of both the languages, 

and sometimes becomes proficient in both the 

languages and thereby he adopts code switching 

during language use. 

For example, an Oriya speaking person who has 

wider exposure to English then his mothertongue 

will be often switching to English from Oriya due 

to his proficiency or due to certain psychological 

reasons or motives. 

Code switching is also possible in a multi l ingual 

situation; when a speaker uses more then two 

languages, he often switches over from one to 

another and ends up in mixing of all the codes. 

This is common in mult i l ingual countr ies like 

India. 
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Code Switching 

Diglossic code 

Classification of code switcliing(fig-l) 

Example 2 

Diglossic code switching is common in casual 

conversat ion. From the data col lected, it was 

obvious that the selected informants used the 

standard variety of the language in formal situation, 

and they use low variety of the language in a non-

formai situation. They use the standard variety or 

codes when they speak to their consumers and 

with the managers. At the same time, in a casual 

context or with coworker or with family, they use 

either the standard variety or low variety of a 

language. 

Code switching takes place in other situation also. 

Especially, when the informants were asked to 

narrate story, they were using the standard and 

the low varieties. 

Example 1 

When an informant was tell ing about the present 

political situation, he used the standard variety. 

"It is the government duty to remake the law for 

the benefits of the people and to suit the developing 

trends of the nat ion. Advocates^ agi tat ion is 

illegal." 

Another informant when he was telling about an 
incident, he used the standard variety and low 
variety alternatively. 

" W h y the a d v o c a t e s a g i t a t e a g a i n s t the 
government sehously?! If the government remakes 
the law, their income will be decreased. So, they 
won't pull back their strike even if they were beaten 
by police".. 

Example 3 
An informant, when he was telling his day to day 
activit ies he used the standard as well as low 
variety items. 

"Come on... how are you? When did you come 
from your village?" 

All the words of the above mentioned example 
are low variety words. 

Another informant, when he was talking with his 
neighbor has used only low variety. 

Hi.. .come on...! 
Where are you working? 
Show me. What do you have in your bag? 

In this way, the Diglossic codes were used by 
the informants. Some workers said that when they 
speak to their managers, unconsciously they 
swi tch over to low var ie ty codes o therw ise 
standard code occupies. 
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Dialectal code switching 

Dialectal code switching includes code mixing and 

code sinifting. This type of variat ion takes place 

in a m o n o l i n g u a l s i t ua t i on . F rom the da ta 

col lected, it was found that some of the people 

were switching from one dialect to another dialect 

though they are bil inguals. 

Sometimes, the informants manifest the switching 

behavior not only from one dialect to another 

dialect but also f rom one standard dialect to a 

social dialect or some time from a social dialect 

to the standard dialect. 

For example: 

From the data collected, it was evident that those 

who have m ig ra ted f rom Benga l Dis t r ic t to 

Bhubaneswar and have been doing p lat form 

business use the language in such a way as: 

"Have you seen my daughter who has come?! 

She is studying at KMT College! 

I am tell ing with you only. 

Why are you being silent?!" 

Dialectal code shifting 

Dia lecta l code sh i f t ing deno tes a func t iona l 

context in which a person makes alternate use of 

two or more dialectal codes. 

Oriya dialectal code shifting is found in the speech 

of Bengali Oriya.For example, 

"Where have you gone for a long time?! 

Give money to my daughter. 

Let her to come to good posit ion by studying" 

Ata din habe kuthaye gayache tumi ? 

In this dialect Ata din habe kuthaye gayache 

tumi?' which reflects a dialectal form of the Bengali 

and oriya . The reason for the mixed dialect 

variet ies was also given by the informants they 

said that before migrating to Bhubaneswar, they 

did platform business at Baleswar, and Baripada 
(districts of Orissa)also; though their birth place 
was Calcutta. 

Code switching and ads 

When a code-switched ad draws attention to its 
English portion, bil ingual responses tend to be 
more favorable towards the ad which draws 
attention to its code mixing and code switching 
portion. Interestingly, consumers seem to pay 
more attention to the language that is less used 
in the ad, just because it stands out from the rest 
of the ad. Recently Vodafone used the same 
strategy in Orissa instead of writ ing the punch 
line "Most of Now" they are writ ing in Oriya to 
attract the bi l ingual customers by writ ing the 
punch line "Kete khana kete kana". Airtel also 
always try to catch the emot ional aspect the 
mother tongue of Orissa people using the Oriya 
terms in the ad. 

Let's look at some TV commercials where the 
growing use of Hinglish cannot be ignored. Hinglish 
is deliberately used to make these more catchy. 

In an ad for a certain shampoo, Priyanka 
Chopra says: 

C'mon girls, waqt hai sh\r\e karne ka\ 

Punch line forpepsi is: 
Yehi hai hght choice baby 
Yeh dil maange more. 

Coca Cola: 
Thanda matlab coca cola. 

Vicco Turmeric: 

Vicco Turmeric, A/e/?/Cosmetic; 

Vicco Turmeric Ayurvedic Cream. 

Multinational companies advertising luxury goods 

abroad should consider advertising those goods 

in English, whereas ads for necessities might be 

more effective in local languages, according to a 

new study. Authors Aradhna Krishna (University 

of Michigan) and Rohini Ahluwal ia (University of 

Minnesota) examined the role of language in 

advertisements in India. 
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The results of their study indicate that multinational 

corpora t ions marke t ing products to b i l ingual 

popu la t ions shou ld pay spec ia l a t ten t ion to 

languages. The participants' perceptions of ads 

changed significantly when different languages were 

used. 

"We find that while the Hindi or Oriya (any local 

l a n g u a g e ) l a n g u a g e is a s s o c i a t e d w i t h 

"belongingness" (close, personal, friendly, family), 

English is associated with "sophistication" (global, 

cosmopol i tan, urban, upper class). 

Part ic ipants assoc ia ted "be longingness" with 

n e c e s s i t i e s , s u c h as d e t e r g e n t , a n d t h e 

researchers found that ads for detergent were 

more effective when the ads were partially or fully 

in Hindi or any other local language. 

In contrast, when the product being marketed was 

a luxury item—chocolate in the case of this study— 

participants reacted more favorably to ads that were 

in English. 

Methodology 

The present study based on primary data. Data 

has been col lected f rom 100 respondents in 

B h u b a n e s w a r , O r i s s a . T h e i n fo rman ts a re 

migrated from Bihar and Bengal (non Oriya). The 

responden ts are a d m i n i s t e r e d a s t ruc tu red 

quest ionnaire and also some data col lected by 

indirectly supervis ing their communicat ion with 

their fr iends, workers and family members. 

Research questions: 

1. How do you like to communicate with your 

co-workers, consumers, friends or relatives? 

2. G ive your ra t ings on pro f i c iency of the 

language that you know. 

3. What made you to mix the languages (Hindi 

& Eng l ish or Hindi & Or iya) in d i f ferent 

context? 

4. Do you feel consumers are more attracted 

towards the use of code mixing and code 

switching rather than one formal or official 

language? 

5. Do you feel the swi tch ing and mixing of 

languages creates love belongingness among 

people? 

6. Do you feel English signifies sophistication? 

Research Objectives 

The objective of this study is to find ou t : 

How the code switching and code mixing 

occur in different language situations 

>>' How it affects the behavior pattern of the 

persons in different context. 

^ How it creates love and belongingness towards 

a particular person or brand. 

Data Analysis 

Bilingual code switching includes simultaneous 

use of English, Oriya , Bengali, Bihari etc .For 

this study, Oriya &Bengali business man and also 

consumers are taken in to consideration for code 

swi tch ing. It is not necessary that both the 

s p e a k e r a n d the h e a r e r m u s t know two 

languages. The second language may be acquired 

through many contexts. For example, 

i) In the Second Language context, 

ii) In the Business context 

In the data col lected for the study (fig1-4), the 

above two influence the language behavior of the 

speakers and create the context for bilingual code 

switching. In the present study, the data collected 

was sufficient enough to prove code shifting and 

code mixing strongly. Code shifting including the 

use of Oriya & Bengali in the bilingual situation is 

also noted. 
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The people who were migrated to Orissa from 

Calcutta f i f teen years ago, and settled in Orissa 

They learned Oriya for various purposes. So, code 

mixing occurs spontaneously in their speeches, 

and sometimes they are not aware of it. They use 

some Oriya vocabulary items whi le they speak 

Bengali. 

The informant told that she and her family migrated 

to Bhubaneswar fifteen years ago. So this kind of 

code mixing appears in their speech. 

Contexts and Language behaviors 

Language behavior varies from one domain to 

another. A person will adapt different varieties or 

codes and styles and keep switching over f rom 

one code to another depending upon the context. 

A person's social intimacy, social relationship, 

social distance the situation of both the speaker 

and hearer, all play their roles in the language 

behaviour. The speaker is not selecting his own 

way or style in his language use, but the context 

d e t e r m i n e s the v a r i e t i e s a c c o r d i n g to the 

situations. 

Informants during the Diglossic code switching, 

switch over f rom one variety to another. The 

varieties are standard and low varieties. They give 

reasons for their language behavior also. They use 

standard variety only in formal context. In some 

other context , they use low var iety.Switching 

Behavior involving the use of dialectal varieties is 

not conditioned. They switch over from one dialect 

to another depending upon the hearer.Gererally 

in this study, it was observed that when the topic 

changes the codes also change. 

WITH CONSUMER 

No of 

informants 
context Types of 

Hearers 
Mother Tongue 

The Language 
use in particular 

Reason 

20% Casual Consumer Oriya English / Hindi Some Consumers 

are Bengali 

15% Casual Consumer Oriya Oriya Consumers are 

Oriya 

65% Casual Consumer Oriya Oriya & English 
Normally code 

mixing is found 

in their speech 

because of Oriya 

influence. 

(Fig-1. code switching among consumers) 

In a Diglossic situation, it was found out that when the informants speak about their subject, they use either 
the standard variety or low variety. And in a bilingual situation, code switching occurs depending upon the 
topic. 
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WITH CO-WORKERS 

No of 

informants 
context Types of 

Hearers 
Mother Tongue 

The Language 
use in particular 

Reason 

65% Casual Co-worker Oriya Oriya No Reason 

20% Casual Co-worker Oriya Oriya & English 
Due to influence 

of Co-worker 

15% Casual Co-worker Oriya Oriya(Sambalpuri) Due to influence 

of Sambalpuri 

Oriya(Low 

verityOriya) 

(Fig-2. code switching among co-workers) 

The data was col lected f rom fifty informants whose mother tongue is Oriya. They use Oriya and Bengali 

alternatively in their day to day activities. 35% of informants were using Oriya and English alternatively or 

with mixing and shift ing. When the reason was asked, they told the investigator that they migrated to 

Bhubaneswar 20 years back. Hence, they have proficiency in both the languages, and this might be the 

reason for mixing and shift ing. 

WITH THE FRIENDS 

No of 

informants 
context Types of 

Hearers 
Mother Tongue 

The Language 

use in particular 
Reason 

20% Casual Close Friends Oriya English 

Due to the 
influence of 

English 

15% Casual Close Friends Oriya Oriya No reason 

65% Casual Close Friends Oriya Oriya & English Depending 

65% Casual Close Friends Oriya English On the situation 

65% Casual Close Friends Oriya Oriya Whose mother 
tongue is Oriya 

65% 
Casual Close Friends Oriya Oriya & English 

No Reason 
Depending on 

situation 

(Fig-3. code switching among friends) 
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15% of the informants used only Oriya in their 

speech , and occas iona l l y they mixed some 

Bengali lexical items. In their speech, only mixing 

was found, and shift ing was not found .They told 

the investigator that they had less proficiency m 

Or iya as they have come to Bhubaneswar 

recently. This may be the reason for the lesser 

degree of code shift ing in their speech. 

WITH THE FAMILY MEMBERS 

No of 

informants 
context 

Types of 

Hearers 
Mother Tongue 

The Language 

use in particular 
Reason 

20% Casual Elders Oriya Sambalpuri Oriya 
They have much 
proficiency in 
Sambalpuri 
Oriya (Low verity 
oriya) 

15% Casual Elders parent Oriya Oriya 

They have not 
much proficiency 
in others 

65% Casual Elders parent Oriya Oriya & English 

They have 
proficiency in 
both 

Fig-4. code switching among family members 

Informants use a type of code with their family members who are more informal, casual and simple. The 

informants speak Oriya within their family. Since, they were brought up in that way. With the friends, they 

use both the mother tongue and English. During their business time, they use English and Hindi languages 

alternatively. 

Findings 

Three different contexts of code switching are found in the present study are as fol lows: 

1. Specific 

Among the informants, three-fourth of them was platform shopkeepers, and they specifically use Hindi & 

Oriya alternatively. They use the standard variety of language with the consumer and with their friends. 

Hence, occasional ly they use low variety of language. 

2. Attracting the consumers 

In the data recorded without the informant's knowledge during business time, they use standard and low 

variety codes. Some times or often, they switch over from one dialect to another. And also, English-Oriya 

code switching occurs .They use both the languages to attract the consumers. 
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3. Circumstantial necessity 

Having Oriya as their mother tongue, the Oriya 

people who live in Orissa speak both Hindi & 

English. Because they were doing business in 

order to thrive in their business, they happen to 

learn Hindi language in dilferent contexts. 

These variations are amply evident from the data 

collected, and the present study identif ied the 

following types of code switching. They are; 

a. Word level code switching, 

b. Syntactic level code switching, 

c. Phrase level code switching, 

d. Grammatical level code Switching. 

The types of code switching behavior along with 

its se t t i ng w e r e f o u n d out ; b i l i ngua l code 

switching behaviors was also identified. This study 

also concen t ra tes on the reasons for code 

switching, the context of code switching; various 

domains of code switching etc. and elaborate 

them. It has been strongly proved that the change 

of topic and the change of setting influence the 

language behavior and thus, they control the code 

switching process. 

Limitation of the Study 

During the interaction, information transfer brings 

shifts from one language to another, one dialect 

to another and f rom one var ie ty to another 

depending upon the role of the speaker, and the 

occupat ion of the addressees and the existence 

of the situation. If the number or the informants 

were more, we could have studied the language 

use with regular mixing in a deeper and wider 

perspective. 

This would have enabled us to provide evidence, 

and also helped us to give the conditions, the 

reasons and results of the data with adequate 

statistical f igures. Since, this study is a small 

scale study; an attempt is made to see an overall 

way of code swi tch ing behav ior and use of 

language of bilinguals in Bhubaneswar City. There 

is scope for a detai led study in the future. 

C O N C L U S I O N 

In the data recorded without the informant's 

know ledge dur ing bus iness t ime, they use 

standard and low variety codes. Some times or 

often, they switch over from one dialect to another. 

And also, Or iya and Bengal i code swi tching 

occurs. They use both the languages to attract 

the consumers. The authors also found that study 

par t i c ipan ts responded favorab ly to mixed-

language advert is ing, when words from both 

languages were found in the advertising slogans. 

" R e s u l t s of th i s e x p e r i m e n t s u g g e s t that 

mul t ina t iona l corpora t ions need to be more 

cognizant about language choices in global 

bil ingual markets, and it would be ill advised for 

them to simply follow the choices that appear to 

be working for the local corporations," the authors 

conclude. 
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