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Abstract

This cross-cultural study aims to examine how Iranian and American motivational speakers employ metadiscourse
devices as a convincing tool to interact with their audience. To this end, eight motivational speeches in English and
Persian were randomly selected from 2015 to 2021, and analyzed for the use of stance (i.e., hedges, boosters, attitude
markers, and self-mentions) and engagement (i.e., reader-pronouns, directives, questions, shared knowledge, and
personal asides) expressions. The findings showed that self-mention and attitude markers were the most frequently
used stance markers in English and Persian corpus, respectively. Moreover, hedges found to be the least frequently
used stance markers in the two corpora. With regard to the use of engagement markers, results showed that reader
pronoun is the most frequently used engagement markers, and shared knowledge and personal asides were the least
frequently used engagement markers in both languages. Finally, the results of chi-square test showed statistically
significant differences in the use of stance and engagement expressions in the two languages, confirming cultural
septicity nature of metadiscourse markers, and that speakers of different languages employ interactional devices
according to their context.
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1. Introduction

A motivational speech intends to motivate an audience. In other words, motivational speakers attempt to create a
positive impact on the audience, persuade them as well as engage them with their speech, and to inspire a positive
change through actions. Motivational speakers make use of discourse devices to offer an inspiring speech. Having a
persuasive function, metadiscourse markers are used by the speakers and writers to express intentions more effectively
and hence to better understand their attitude and emotions. The focus of metadiscourse studies is to explore the
relationship between language and the contexts in which it is used. In other words, individuals use the language in such
a way to ensure they can make their intended meanings clear to their interlocutors. Metadiscourse is often discussed
under two broad categories of stance and engagement markers: stance refers to the manner a writer/speaker expresses
their attitude and stance their position toward a proposition, and engagement refers to a position where the
writer/speaker bring the reader/audience into the discourse by focusing their attention and involving them into the text
(Hyland, 2005a).
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As Hyland (2005b, p.3) puts it, “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
are communicating”. Hence, research on the use of metadiscourse markers in motivational speeches can give us a
understanding of how motivational speakers attempt to express their attitude and engage their audience into speech.

Several studies in applied linguistics and corpus linguistics have examined the use of features of metadiscourse
across various written genres such as newspaper editorials and journal writing (Alipour and Jahanbin, 2020; Farnia and
Mohammadi, 2018), research articles (Abdi, 2009; Farnia and Gerami, 2021; Karimi, et al., 2017), graduate students theses
(Mirshamsi and Allami, 2013; Moafi et al., 2021), the focus of which was to explore the use of metadiscourse markers in
“disciplinary and genre-specific practices and patterns of use in a wide range of academic settings” (Kashiha, 2022, p.
61), and few attempts have been made to explore spoken discourse (1zadi, 2014).

In this cross-cultural study, we aim to examine stance and engagement expressions as two persuasive devices of
metadiscourse markers in English and Persian motivational speeches. Moreover, we aim to explore how the patterns of
social interactions may vary across English and Persian languages and cultures. The paper is structured as follows:
Section 2 discusses the theoretical background of the study, including definitions of stance and engagement markers in
the literature. Section 3 presents the method, illuminating the corpus of the study, analytical framework and data
analysis. Results of both qualitative and quantitative analysis are reported in Section 4 along with the discussion.
Finally, in Section 5, summary and concluding remarks are presented.

2. Stance and engagement in motivationalspeeches

The purpose of motivational speeches is generally known to be persuasive. In order to increase the impact of their
words, motivational speakers attempt to create interaction in their discourse which not only present their own attitude
and position in regard to the topic but also involve their audience. Persuasive languages have broadly been studied from
the perspectives of appraisal theory (Martin and White, 2005), evaluation theory (Hunston and Thompson, 2000), and
metadiscourse theory (Hyland, 2005a).

This study adopts Hyland’s (2005a) model of stance and engagement as it has been one of the most widely used
models to study persuasive language. Stance is writer-oriented and is realized by hedges, boosters, attitude markers and
self-mention; whereas engagement is reader-oriented including reader pronouns, directives, questions, shared
knowledge and personal asides. The use of these rhetorical devices is socially and contextually dependent (Hyland,
2005b), and “is essentially concerned with writer-reader interaction in written texts” (Qiu and Jiang, 2021). Nevertheless,
some research studies employed it to study spoken discourse such as lectures (Kahkesh and Alipour, 2017; Kramar, 2019),
presentations (Qiu and Jiang, 2021; Rowley-Jolivet and Carter-Thomas, 2005), political discourse (Albalat-Mascarell and Carrio-
Pastor, 2019; Liu and Liu, 2020), and dissertation defense sessions (Izadi, et al., 2023).

Results of these studies show that stance and engagement expressions can “represent a community’s system of
values, formulating how talk is shaped to make sense to the current interactant” (Hyland, 2005a; Hyland and Jiang, 2019).
In this regard, it is assumed that motivational speeches attempt to create an interaction with a wide range of audience
and hence a range of discourse features should be employed by a motivational speaker to express a stance and engage
their listener. Moreover, results of cross-cultural studies showed variations in the use of stance and engagement
expressions with variation of genres and language (e.g., Alghazo et al., 2021; Seyri and Rezaei, 2021). In other words, as
Hyland (2008) noted, the use of stance and engagement markers is context dependent and authors/speakers express their
positions based on their context, culture or discipline (Hyland, 2005a, 2008).

The present study then aims to investigate how stance and engagement markers are used by Iranian and American
motivational speakers. It is intended to study the influence of culture on the use of stance and engagement markers in a
persuasive discourse. Hence, this study is guided to pursue the following objectives: First, to explore the frequency and
type of stance and engagement expressions used in Persian and English motivational speeches; Second, to investigate if
there are significant differences in the use of these expressions in the two English and Persian corpora.

3. Methodology

The data consisted of eight motivational speeches about life movement and progress from four Persian and four English
motivational speakers. These speakers were selected randomly from the most popular and influential motivational
speakers in Iran and the United States of America suggested by google. The speeches were in the form of videos then
were selected from Youtube (www.youtube.com) and Aparat (www.aparat.com) channels. They had been delivered
between 2015 to 2021. The first 15 minutes of each speech was transcribed for data analyses. The transcriptions
resulted in an English corpus, comprising 13,475 words and a Persian corpus, comprising 12,381 words.

The eight motivational speeches (in total 25,825 words) were analyzed based on Hyland’s (2005b) model of
interaction consisting of two categories of stance and engagement. The analytical model is presented in Table 1 below.
Stance consists of subcategories of hedges, boosters, attitude markers and self-mentions, whereas engagement denotes
reader pronouns, personal asides, directives, questions and shared knowledge.
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Table 1- Hyland’s (2005b) model of interaction

Category Function Example
withhold complete commitment to a possible, may, might, tendency,
Hedges o
proposition could

emphasize certainty and mark

§ involvement with the topic and definitely, Sure, prove, actually,
< Boosters S obviously, highly
= solidarity
. express the writer’s attitude to remarkable, proficient, unexpected,
Attitude markers . .
proposition important
Self-mention explicit reference to the writer our, we, I, my
offer the explicit ways of bringing
Reader pronouns . . you, your, we, our
readers into a discourse
direct the readers to engage in three
L kinds of activities-textual, physical, Imperatives and obligation modals
Directives e
= and cognitive acts
GE) writers address readers directly by short sentences which briefly
) . briefly interrupting the arguments to .
© Personal asides interrupt the argument
= offer a comment
L ask readers to recognize something as

Shared knowledge Obviously, well-known

familiar or accepted
bring the interlocutors into an area
where they can be led to writer’s rhetorical questions
viewpoint

Questions

To ensure reliability of the coding, about 10% of the sample was coded and checked by another rater who was an
expert in linguistics. To answer the research questions, descriptive statistics (i.e., frequency) and inferential statistics
(chi-square test) were used.

4. Results and Discussion

Results and discussion are presented in two sub-sections. In the first part, results are presented quantitatively with a
comparison of stance and engagement markers within the same category and across the corpus. In the second part,
results are discussed qualitatively with examples from the study corpus.

4.1 Distributions of Stance and Engagement

Table 2 presents the distributions of stance markers in the two corpora. As the table shows, self-mention is the most
frequently used stance marker in the English corpus (30.4%) whereas attitude markers occurred more frequently in the
Persian corpus (37.22%). Moreover, attitude markers (28.24%) and boosters (27.17%) were the second and third most
frequently used stance expressions in English. However, boosters (24.89%) and self-mention (20.68%) were the second
and third frequently used stance markers in the Persian data. Results show that hedges were the least frequently used
stance markers in both corpora (14.18% and 17.2% in English and Persian, respectively).

Table 2. The distribution of stance markers

English Corpus Persian Corpus
Stance Frequency Percentage  Frequency Percentage
Hedges 237 14.18 208 17.2
Boosters 454 27.17 301 24.89
Attitude markers 472 28.24 450 37.22
Self-mentions 508 304 250 20.68
Total 1671 100 1209 100

Table 3 indicates the distribution of engagement markers in the two corpora. Results showed that reader pronoun is
the most frequently used engagement markers in the two corpora (75.38% and 73.13% in English and Persian,
respectively). Moreover, directives (8.95% in English and 13.89% in Persian) followed by questions (7.94% and 7.07%
in English and Persian, respectively) were the second and third frequently engagement markers in both English and
Persian corpora. The findings show that shared results and personal asides were the least frequently used engagement
markers in the dataset (see Table 3).
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Table 3. The Distribution of engagement markers

English Persian

Engagement Frequency Percentage Frequency Percentage
Reader pronouns 902 75.48 879 73.13
Directives 107 8.95 167 13.89
Questions 95 7.94 85 7.07
Shared knowledge 56 4.68 25 2.08
Personal asides 35 2.93 46 3.82
Total 1195 100 1202 100

Table 4 presents the distribution and comparison of stance and engagement markers across the model in the dataset.
As shown in Table 4, the use of stance markers in the two corpora were higher than engagement markers which is in
line with other metadiscourse studies on spoken genres (e.g., Azlia, 2022; Qui and Jiang, 2021), indicating that motivational
speakers attempted to represent a personal voice and provide their own perspectives on how their propositions possibly
have changed their own life or other people. This is in line with Biber (2006) who states that stance expressions are
more frequently used in spoken genre than written.

As shown in Table 4, the occurrence of markers from the highest to the lowest in English corpus are as follows:
reader pronouns (31.47%, 66.93 per 1000 words), self-mention (17.72%, 37.69 per 1000 words), attitude markers
(16.47%, 35.02 per 1000 words), boosters (15.84%, 33.69 per 1000 words), hedges (8.27%, 17.58 per 1000 words),
directives (3.37%, 7.94 per 1000 words), questions (3.31%, 7.05 per 1000 words), shared knowledge (1.95%, 4.15 per
1000 words) and personal asides (1.22%, 2.59 per 1000 words). The frequency of markers, however, was in a slightly
different order in the Persian corpus which is as follows: reader pronouns (36.45%, 70.99 per 1000 words), attitude
markers (18.66%, 36.34 per 1000 words), boosters (12.48%, 24.31 per 1000 words), self-mention (10.37%, 20.19 per
1000 words), hedges (8.62%, 16.79 per 1000 words), directives (6.93%, 13.48 per 1000 words), questions (3.52%, 6.86
per 1000 words), personal asides, (1.9%, 3.71 per 1000 words) and shared knowledge (1.04%, 2.01 per 1000 words).

Table 4. The distribution of stance and engagement markers across the corpus

English Corpus Persian Corpus
Category Frequency per Frequency per
B - 1000 words . % 1000 words

- Hedge 237 8.27 17.58 208 8.62 16.79

e Booster 454 15.84 33.69 301 | 12.48 24.31

g Attitude marker 472 16.47 35.02 450 18.66 36.34
Self-mention 508 17.72 37.69 250 10.37 20.19

- Reader pronouns 902 31.47 66.93 879 | 36.45 70.99

é Directives 107 3.73 7.94 167 | 6.93 13.48

g Questions 95 3.31 7.05 85 3.52 6.86

S, | Shared knowledge 56 1.95 4.15 25 1.04 2.01

oy

w Personal asides 35 1.22 2.59 46 1.9 3.71
Total 2866 100 212.69 2411 100 194.73

Note: F= frequency, %= percentage

Table 5 shows the results of chi-square analyses. Regarding the use of stance expressions, the findings show that
there is a statistically significant difference in the use of boosters and self-mention between English and Persian corpus
(p <0.05, Sig.= 0.001). In other words, English motivational speakers employed boosters (60.13%) more than Persian
motivational speakers (39.87%). Also, English motivational speakers employed self-mention (67.02%) more than
Persian motivational speakers (32.98%). However, despite the difference in the use of hedges and attitude markers, no
significant difference was found between the two corpora. As Table 5 displays, there is a statistically significant
difference in the overall use of stance expressions between the English and Persian corpus. In other words, English
motivational speakers used statistically a higher number of stance expressions than their Persian counterparts.

With regard to engagement markers, the findings show that there is no statistically significant difference in the use
of engagement markers between the two corpora (p>0.05, Sig.= 0.886). Regarding the categories, results of chi-square
showed statistically significant differences in the use of directives and shared knowledge (p<0.05, sig. = 0.001). In other
words, Persian motivational speakers used directives (60.95%) significantly more than English motivational speakers
(39.05%). However, English motivational speakers used shared knowledge (69.14%) significantly more than Persian
motivational speakers (30.86%). Results of chi-square tests displayed no statistically significant differences in the use of
reader pronouns, questions, and personal asides between English and Persian corpus.
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Table 5. Frequency and chi-square results of stance and engagement

English Corpus Persian Corpus Total .
Features = % = % = % r Sig.
Hedge 237 53.26 208 46.74 445 100.00 1.890 .169
o Booster 454 60.13 301 39.87 755 100.00  31.005 .001
I Attitude marker 472 51.19 450 48.81 922 100.00 525 469
@ Self-mention 508 67.02 250 32.98 758 100.00  87.815 .001
Total 1671 58.02 1209 41.98 2880 100.00  74.113 .001
Reader pronouns 902 50.65 879 49.35 1781 100.00 297 .586
£ Directives 107 39.05 167 60.95 274 100.00 13.139 .001
% Questions 95 52.78 85 47.22 180 100.00 .556 456
% Shared knowledge 56 69.14 25 30.86 81 100.00 11.864 .001
u Personal asides 35 43.21 46 56.79 81 100.00 1.494 222
Total 1195 49.85 1202 50.15 2397 100.00 .020 .886
Total 2866 54.31 2411 45.69 5277 100.00  39.232 .001

The overall findings display that there is a statistically significant difference in the use of devices between English
and Persian corpus (p<0.05, Sig= 0.001). In other words, English motivational speakers used more number stance and
engagement expressions than Persian motivational speakers (n=2866, 54.31% and n= 2411, 45.69% in English and
Persian, respectively).

4.2 Exemplifications of Stance and Engagement Markers

In this part, each subcategory of markers (i.e., stance and engagement markers) along with their examples in both
English and Persian corpora are presented. The target device in each extracted example is shown underlined with a
translation to Persian examples.

4.2.1 Stance
Stance expressions consisted of hedges, boosters, attitude markers and self-mention.

4.2.1.1Hedges: Known as words which make things more or less unclear (Lakoff, 1975). Hedges aim to reduce the
writer’s commitment to a proposition (Fu, 2012; Hyland, 2005a). Hedges can be realized by a number of linguistic
resources such as modal auxiliary verbs, modal lexical verbs, modal phrases in the form of adjective, adverbial and
nominal, approximators of degree, if clauses and compound hedges (Salager-Meyer, 1997, pp. 131-133). Hedges are also
means to attend to interpersonal relationships (Izadi, 2013, 2014). The following examples are from the corpus.

English example
(1) 1lost the flight but probably won my life back.
(2) There always seem to be a reason to procrastinate.

Persian example
S i oS S e 5 0 b S slgity Lok 4 e (3)
I suggest you decide to change just once.
ednd Sy 3 ol 2l 0 s b e (4)
Your sales_may drop, but you will not go bankrupt.

Examples (1) and (4) use a modal phrase in the form of adverb probably, and examples (2) and (3) use modal lexical
verb seem and suggest for hedging the propositions. In contrast to boosters, hedges “imply that a statement is based on
the writer's plausible reasoning rather than certain knowledge” (Hyland, 2005a, p.52). Low occurrence of hedges in
English and Persian motivational speeches might reflect the nature of motivational speech in which the speakers speak
in a firm and confident way and use more certain words than probable ones during their speech in order to influence the
audience. As this is in contrast with other metadiscourse studies conducted in different genres such as opinion articles
(Moghadam, 2017) or 3MT academic presentations (Qui & Jiang, 2021), it may conform to Hyland’s (2005b, 2008)
statement that the use of metadiscourse markers is dependent on the context in which they are used.

4.2.1.1.1Boosters
These devices aim to express certainty about a proposition or confidence in a declaration (Abdi et. al., 2010) by
reinforcing a claim (Gillaerts & Vande de Velde, 2010; Izadi, 2013, 2014; Hyland, 1998), and indicating writer’s assurance
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in their messages as well as their involvement in the topic and readers (Hyland, 2008). Examples from the two
corpora are as follows:

English example
(5) Chance is never a matter of ability. It’s always a matter of motivation.
(6) You may achieve the goal well in advance or it may take you much longer than you expect but you must have a
target time before you set off.

Persian example
o g 488 S s b aSie SO aten 4 S5 8 S5 (V)
Poor thinking is the thinking that always thinks that you have to work hard to get money.

.m_;)tfagsxﬁiﬁ@uwTd:ﬁwu;,;«fm‘_;ﬂ;tmuop);WN;@MWWJ 8)
I'm talking to you and_I'm sure that among you there are people whose blood is boiling to decide to do something.

In the examples above, the authors used different types of boosters (the underlined words) to express certainty
toward a proposition. As shown in these examples, boosters emphasize the speakers’ certainty in what they say and
prevent conflicting views. According to Alipour and Jahanbin (2020), more employment of boosters by the writers can
lead to highlighting the significance of a specific concept and attracting the reader’s attention. In this study, English
motivational speakers talked with more certainty through their speech in order to better highlight the significance of
specific concepts and attract the audience’s attention.

4.2.1.2 Attitude Markers

Attitude markers are words or expressions which express the writer’s opinion (Gillaerts and Vande de Velde, 2010).
These words such as unfortunately, hopefully, and surprisingly indicate the writer’s emotional attitude such as
agreement, surprise, significance, disappointment and is expressed by means of attitude verbs, sentence adverbs and
adjectives (Hyland, 2008). The employment of this marker in English and Persian motivational speeches is
exemplified in the following:

English example

(9) Reading is the strongest signal for success in the future that I’ve ever seen.

(10) The Best definition of self-discipline is that self-discipline is the ability to make yourself do what you should do
when you should do it whether you feel like it or not.

Persian corpus

v plail 55 SIS il A g by Caul s 555 4 S eT Ll day 4 S el 51 OY)
From today onwards, do your work_intelligently by focusing on your desire and directing your mind.
O 020 03,8 i b i 025t Gy Sl DY s (55 ¢ 50 plas alinlis e (1Y)
Unfortunately, all my life | was involved in marketing products, which means | had to advertise so that people would
buy.

In the examples above, the superlative adjectives ‘strongest’ (example 9), ‘the best’ (example 10), and the adverbs
‘intelligently’ in example (11) and ‘unfortunately” in example (12) expressed the speakers’ attitude towards the
propositions. Attitude markers arise from the speakers’ feelings and emotions. Expressing the speakers’ emotions
through speech is one of the important ways to attract the audience’s attention and to impress them. They have high
motivating power to influence the audience and also show the speaker’s affective attitude in speech (Azlia, 2022).

As the second most frequently used stance expression in Persian corpus, the results suggest that Persian motivational
speakers attempted to persuade Iranian audience through their feelings and emotions. This finding is in contrast with the
results of the study by Kahkesh and Alipour (2017) that attitude markers were the least frequent interactional
metadiscourse markers in Persian university lectures which could be due to their academic and scientific nature.

4.2.1.3 Self-Mentions:

By means of ‘self-mention’, “the authors put themselves explicitly on stage” (Gillaerts and Vande de Velde, 2010, p.
131). In this case, the speakers use first-person pronouns and possessive adjectives to create a connection between
themselves and the audience (Hyland, 2005b). Self-mentions were the most used stance expressions in English corpus
which suggest that English motivational speaker attempted to show how they stand in relation to their arguments,
their discipline, and their listeners as well as project an impression of themselves through their speech. Moreover,
motivational speakers can share their personal experiences and feelings with the audience using self-mentions.
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Moreover, both English and Persian motivational speakers used inclusive ‘we’ to lead the audience to be more
receptive as they look up the speaker as a credible person (Scotto di Carlo, 2014). They also used their personality and
background to make a proximate relationship with the audience. As Carter-Thomas, & Rowley-Jolivet (2020) noted,
“personal reference is therefore a clear indication of the perspective from which a statement should be interpreted”
(p.9). Examples from the corpus are as follow:

English corpus

(13) 1 say to my girls all of the time that your real work is to figure out where your power base is.
(14) If there’s anyone who wants their life to look like this, it would be me.
(15) I have so much to offer and so much to give and 1 am not afraid of honoring myself.

Persian corpus
B8 aps ) ol oS5 5 pa 5 53 e (017)
| experienced this in myself and in my life. B -
(5 550 506y 6 5 i i alinn e BT (Ko 035 b s ) K3 257 S8 255 2 (1)
Whenever | think that there is no other way, | say to myself, Mr. Mahmoud Moazzami, you have not gone a thousand
and one ways yet.

AL bls (6315 (sl slns O el ) St (55 535 8 b g a0l S b dzs oS s (sl )54041(18)

I hope that wherever you are in the world with our magic seven, you will have great achievements every day in your
strength.

In the examples above, the speakers use personal pronouns I, myself, and us to indicate that the speakers “cannot
avoid projecting an impression of themselves and how they stand in relation to their arguments” (Hyland, 2005b, p. 53).
The findings showed the use of self-mentions was lower in Persian corpus compared to English one. This result might
be due to the differences in Iranian cultural background. For instance, in a study carried out by Moghadam (2017), it is
mentioned that Iranian columnists used few self-mentions and were invisible in their texts due to Iranian educational
system in which the students learnt not to make frequent self-references to avoid being arrogant or self-praising.

4.2.2 Engagement

According to Hyland (2005a), engagement markers are used to serve two purposes: To meet the reader’s expectations,
and to involve positioning the reader rhetorically. Here, the author pulls readers into the discourse at critical points,
predicts possible objections, and guides them to particular interpretations with questions, directives, and references to
shared knowledge, and personal asides.

4221 Reader pronouns: This device is the most direct way of bringing the audience into a discourse. Reader
pronoun is the most frequent used engagement markers in the two corpora (31.47% and 36.45%) meaning that both
English and Persian motivational speakers employ the pronoun you and your to address the interlocutor. As Hyland
(2008) noted, this feature is rarely used in some writing, and there is huge attention in binding the readers and writer
together through the use of general we.

Reader pronouns are the most explicit way that readers/listeners are brought into a discourse; therefore, it is not far
beyond the expectation to have the highest occurrence among other markers since in motivational speeches attracting
audience’s attention and engaging them through speech is of first priorities. The employment of “you” and “we” by the
motivational speakers can make the audience feel invited and engaged, as well as lead them to a joint participation of
speaker and audience, and eventually result in a better acceptation of the speakers’ ideas by the audience.

Examples of the employment of reader pronouns are as follows:

English corpus
(19) Other people don’t know their purpose and if you don’t know your purpose, your immediate goal is to figure
that out.
(20) You only have control over yourself.
(21) What is that successful people do habitually every single day that leads to them being in the top 20% of money
earners in our society?

Persian corpus
S gl b (SSal i SE L e s s (YY)
You and | will last. Either to goodness and goodness or to indifference
S E A Ol Sl el 5 e OB 50 (YY)
Today is my choice and yours. We have to start with ourselves.
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w35 S 5 G5 et S35 63,5 My by S5 6 Jamn 5 (Sl Ll oiSa by iy g L S e sl s (YF)
The environment in which we grow up, your family situation, the environment in which you grew up have an effect
on your sweet tongue.

The frequent use of reader pronouns in both English and Persian corpus may conform to Hyland’s (2005b, p. 132)
statement that “reader pronouns in some cultures promote group solidarity. Moreover, the overuse of reader pronouns in
motivational speeches was intended to urge the audience “to learn from the personal experience” (Hyland, 2005b, p. 132)
of the speaker.

4.2.2.2 Directives, Questions, Shared Knowledge, Personal Asides: These markers had relatively low
occurrences in both English and Persian corpora. This finding is in accordance with Azila (2022) that shows
shared knowledge is the least frequent marker used by male and female TED talk motivational speakers.
Moreover, in the study carried out by Qui and Jiang (2021), appeals to shared knowledge is the least frequent
engagement marker used in 3MT presentations since the presenters encounter heterogenous unspecified
audience that makes them unsure of how much background knowledge to employ.

Directives help the speaker to instruct the audience to perform an action and also to see things in a way determined
by him/her. Questions engage and interest the audience through the speech and encourage them to follow the speech
curiously. In fact, questions act as flicks to prepare the audience’s mind. Shared knowledge refers to explicit markers to
make listeners recognize something as familiar, accepted and common in speaker-listener relationship. Personal asides
are interruptions to offer a comment on what has been said and express the speakers’ intended meaning.

Hyland (2005b, 2008) maintains that directives call on the readers to do something, and can be expressed by
imperatives and a modal of obligation such as should, must, ought to. Moreover, directives might also be performed by
predicative adjectives whose function is to express the writer’s evaluation of necessity/importance (e.g., It is
necessary/important to understand...). Directives can address the readers to be engaged in three types: textual acts
(guiding them a discussion, etc.), physical acts (instructing them to carry out or perform something, etc.), and cognitive
acts (getting them understand something in a certain way, etc.) (Hyland, 2005b). The employment of this feature is shown
through examples of each corpus in the following:

English corpus
(25) Remember this, there is no such thing as failure.
(26) Keep track of your progress and make adjustments along the way.

Persian corpus
S 1l ob e Ghan st BT o das 5550T 5, 05l ey gl Olag s 4 (YY)
Train your troops. Train your managers. Do this even if you are very successful.
o Sn (5 s 55 05 et oS aylata bn 551 05 G 3L S 1 sl el o Jalse 51 (S8 oS s 55 s (TA)
Do not underestimate yourself. One of the factors that cause the creation of values or the loss of values is that you
underestimate yourself.
The findings show more occurrences of directives in Persian corpus. It can be concluded that Persian speakers used

more statements to instruct the audience to perform an action and also to see things in a way determined by the speaker.
Also it suggests that Persian speakers utilized more authority markers to engage the audience in a motivational speech.

Motivational speakers used questions to create a sense of immediacy and engagement with the reader. By asking
questions, the reader will be addressed as someone who has an interest in the issue raised by the question (Hyland,
2005b). Moreover, motivational speaker can motivate the receiver to accept their stance by using rhetorical questions
(see Thompson, 2001). It is then obvious that motivational speakers use rhetorical questions to introduce the topic and
prepare the audience for what is going to be talked over as well as to instinct their ideas to the audience. The following
are some examples of questions in both corpora:

English corpus

(29) If you make a different decision, will you take different actions? Yes or no? But if you take different actions, will
you get different results?

(30) What do you do to recruit the best people? How do you keep them? How do you retain them?

Persian corpus

Sl Sl o3 el Sl (sl 4 | Gl Ot & o i5nT L €07 555 00, R0 i (V)
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Why don't we come to renew our thoughts? Why don't we introduce new training to our system? Why not hope
instead of despair?

Al fh sy 2 Ol 5 8 Soke Cens 4 (S Ol 5 2 55 Sla SUlS S &j& T SISl 056 (FY)
What does the law of gratitude say? He says that if you see and feel your abilities, you will get them and every day it
will be more and more for you.

Shared knowledge is identified by specific signals asking readers to know something as familiar or accepted (Hyland,
2008). In other words, English and Persian motivational speakers utilized shared knowledge to bring the audience in
agreement with themselves (see Hyland, 2005a). Examples of the usage of this feature in the two corpora are as follows:

English corpus
(33) _You know you think about it most people are good at certain things like maybe you're great marketer.

(34) 1 was nervous about the competition and then | became my own competition. Raising the bar, every year pushing
myself as hard as | knew sound familiar to anybody here.

Persian corpus
4;.:@)?4.&4)}3- ﬂﬁ_}f)‘j;“fd‘joj\ ‘JAUo J:,’.liﬁl:"u:)‘;"j“w (¥)
Apparently, sales are going down. Apparently, the loan that was supposed to be settled will not be settled.
M-*:“J'C);xjﬁdﬁ:ﬁ5)4”“55\55‘6‘%“*45U45-*:5‘4{)@—“‘0}5\5;;1‘}-‘igcﬁg}l”'b%-*?;-’djégi‘p:@égi (%)
What does the law of gratitude say? He says that if you see and feel your abilities, you will get them and every day it
will be more and more for you.

The findings show that shared knowledge was observed more prominent in English corpus. As the use of shared
knowledge is more frequent in English corpus than Persian one, it suggests that English motivational speakers could
better provide a familiar and common atmosphere with the listeners.

Personal asides permit writers to address readers without deviation by interrupting the argument in brief to suggest a
comment on what has been said (Hyland, 2008). Motivational speakers used personal asides as a key reader-oriented
approach to show their personality and willingness to directly suggest an idea (see Hyland, 2005b). Samples of the
employment of personal asides in the two corpora are as follow:

English corpus

(37) And what I am trying to say to you this morning is really simply this morning.

(38) So very quickly-really about six weeks into this research- I ran into this unnamed thing that absolutely
unraveled connection in a way that I didn’t understand or had never seen.

Persian corpus
r.& Jubn 57 4 55 pemd )5 oo el gy Slutatal 01 Lol 51 6:\@\;’&&7@5:@\&}54{@}‘&@55 Bl bl (r)
But in fact, when | don't use a blessing well - that is, | have a talent but | don't see that talent - | am turning my blessing
into blasphemy.
.ﬁfgﬁ.fgwm(ﬂd,x?”w}mmifmm,\gsé)u)@pﬁ.@gmlg%gwsq)m)du@gﬁyé@u (F+)
And this is one of the behavioral policies that you should have. That is, the behavior policy that is telling you not to
underestimate yourself in front of people

5 Conclusion

In this study, the use of stance and engagement expressions was explored in English and Persian motivational speeches.
The findings showed that self-mention and attitude markers were the most frequently used stance markers in English
and Persian corpus, respectively. Moreover, hedges were found to be the least frequently used stance markers in the two
corpora. With regard to the use of engagement markers, results showed that reader pronoun is the most frequently used
engagement markers, and shared knowledge and personal asides were the least frequently used engagement markers in
both English and Persian motivational speeches. Finally, results of chi-square test showed statistically significant
differences in the use of stance and engagement expressions in English and Persian languages, confirming cultural
specificity nature of metadiscourse markers, and that speakers of different languages employ interactional devices
according to their context.

In sum, the findings revealed variations in the use of stance and engagement markers which can be due to speakers’
cultural background in Iran and America. The results of the study confirm Hyland’s (2005b) statement that the use of
metadiscourse markers pertain to the socio-rhetorical context in which they are used. Metadiscourse markers provide a
link between texts and cultures; that is, speakers/writers use metadiscourse markers according to their audience
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expectations and understanding. The variations in the use of stance and engagement expressions represent a preferred
discourse patterns with respect to the audience “social practices, values and ways of thinking” (Hyland, 2005b).

Despite the findings, the study also suffers from some limitations which could be considered for further research in
future. This study focused on motivational speeches in life movement and progress. Future research may examine how
the use of stance and engagement markers differ with variation in topics of motivational speeches (e.g., importance of
life skills, opportunities in academia, roles of disciplines). Moreover, future studies may investigate the effect of gender
in giving motivational speeches.
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Appendix
Appendix 1. English and Persian motivational speeches
Number of words Total
English Ton_y Robbins 3678
motivational Brian Tracy 2910
speakers Brene Brown 3115 13475
Oprah Winfrey 3772
Persian Mahmood Moazemi 3661
motivational AlirezaAzmandiyan 2676
speakers MasoomehTeymoori 3464 12381
Parisa Nasr 2580
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