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Abstract

The study explores how artificial intelligence (Al)-related headlines are presented pragmatically
to the public audience, the rhetorical appeals and devices used, and why they are used in Arabic
media discourse. A corpus of 163 headlines from four popular Saudi Arabian online newspapers
provided the data for qualitative and quantitative analysis, including a descriptive analysis of
the distributions of rhetorical appeals and tropes (figures of speech and linguistic devices). The
data showed rhetorical appeals encompassing logos, pathos, and ethos, whereas the tropes
included metaphors, irony, parallelism, overstatements, and rhetorical questions. Among the
three rhetorical appeals, the most common was logos. The pragma-rhetorical technique, coupled
with quantitative analysis, evidenced various linguistic devices used to clarify ideas and produce
persuasive effects, such as appealing to readers’ emotions and evoking strong feelings. The
findings address the language choices, rhetorical strategies, and persuasive appeals used in
media discourse related to Al specifically in Arabic newspapers. Analyzed from a pragma-
rhetorical perspective, they contribute to understanding how such elements are used in news
media addressing the rapid advances in the application of Al technology.

Keywords: Al discourse, media discourse, news headlines, rhetorical appeals, rhetorical
tropes




Introduction

The term “artificial intelligence” (Al) has been described as the automation of cognitive
tasks similar to those performed by humans, for instance, decision-making or problem-solving
and learning (Bellman, 1978). However, some suggest that there is as yet no specific definition
of Al (Brennen, 2018). Significant investment in Al in international arenas reflects the world’s
interest in including Al in future plans (Elias, 2023; Pichai, 2023), with caution regarding its
potential impacts on society, academic integrity, and human lives.

The role of artificial intelligence in discourse is deemed very important, especially
given the complexities involved, whether beneficial or harmful. Chitham et al. (2019) noted
that threats accompanying artificial intelligence include privacy invasions, ethical dilemmas,
potential inaccuracies, and disastrous failures. This study focuses on the representation of Al
in mass media from a discourse analysis perspective to provide a better understanding of the
linguistic features used in presenting this technology. Newspaper headlines involving Al are
rich in linguistic constructs, metaphors, and other forms of figurative language that strongly
influence collective attitudes, concerns, and expectations towards the technology. A thorough
examination of these elements will yield greater insight into some of the broader discourses,
all of which concern the role of Al technology within Arabic societies and its cultural
implications.

Public perceptions are noticeably influenced by media headlines (Wu, 2017; Zhai et al.,
2021). Therefore, it is necessary to conduct a careful examination of the cultural dynamics and
perceptions of Al in the Arab region. This study positions itself within the existing literature on
Al-related discourse, addressing a gap by analyzing how Al discourse is manifested in mass
media with an explicit focus on newspaper headlines.

Al in Media Discourse

Al has been presented to have the ability to deal with real-world problems and assist
with different tasks. This has generated considerable interest among governments and
businesses in integrating Al within a diverse range of products and applications, from driverless
cars, TVs, and social media management to healthcare services and weapons technology
(Elliott, 2019). Advancements in machine learning, computer vision, robotics, and related
fields have significantly contributed to the growth of this sector in recent years. The growing
popularity of Al is evident in the widespread adoption of emerging Al-powered solutions in
areas such as healthcare and education (Zhai et al., 2020). However, this exponential growth
comes with complex ethical, legal, and social challenges (Cath, 2018). However, Garvey and
Maskal (2020) asserted a scarcity of research on media framing of Al and its impact on public
perceptions. Cacciatore et al. (2012) argued that initial understanding stems from media reports
that largely influence the perceptions of the general public and public opinion.

Several studies have examined public perceptions of Al through media analysis. For
example, Fast and Horvitz (2017) studied Al coverage over three decades in The New York
Times to explore public understanding, attitudes, and perceptions of Al through a logic-
intuition framework. They found an increase in discussions of Al-related topics from 2009

onward, with optimism dominating the tone. Other studies have focused on specific aspects of
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Al and media portrayal in different geographical areas. For instance, Zhang and Dafoe (2020)
investigated public attitudes toward Al governance in the U.S., and Ding and Kong (2019)
conducted a comparative analysis of Al approaches in China and the U.S. Additionally, Zhai et
al. (2020) conducted a study on the evolution of Al coverage in five major news outlets over
30 years. They found a fragmented conceptualization of Al due to competing perspectives, with
ethical concerns emphasized in negative reports.

Moreover, the discussion of the impact of media on public understanding has been
noted in the literature. Starting with Neuman et al. (2014), who addressed the strong influence
of the media agenda on public understanding concerning new technologies. They found that
the interactive relationship between media reports and public attention leads to a greater focus
on topics with wider media coverage. In the same vein, Korneeva et al. (2023) analyzed the
media coverage of Al in major international news outlets from 2013 to 2022. The findings
revealed a shift in the overall sentiment toward Al in media coverage, initially characterized
by cautiousness and later by optimism about the potential benefits of AL In a recent study, Roe
and Perkins (2023) analyzed UK news media headlines concerning Al and ChatGPT and found
complexity in the presentation as some Al headlines asserted benefits while others emphasized
potential risks. Additionally, Ismail (2016) argued that readers use clues from language to
decipher messages in newspaper headlines within their socio-cultural contexts. With this view
in mind, this study examines the discourse of newspaper headlines to demystify how Al is
presented in Arabic to the public.

A Pragma-Rhetorical Approach to the Analysis of Public Discourse

Rhetoric and pragmatics share numerous similarities and differences at different levels,
including aspects of language usage and orientation. Leech (1983) discussed the principles of
pragmatics, showing that speakers' use of linguistic strategies in conversational exchanges is
usually driven by motives and objectives within the scope of pragmatics. Rhetoric, on the other
hand, relates more closely to the underlying motives that initially prompt the use of those
strategies. Thus, it can be said that pragmatics focuses on communicative intentions, while
rhetoric primarily concerns the persuasive intentions inherent in language use (Moezzi et al.,
2017). This is evident in the work of Larrazabal and Koorta (2002), who maintained that both
pragmatics and rhetoric complementarily provide a comprehensive understanding of how
language is used for numerous purposes. Therefore, this study follows the steps of Larrazabal
and Koorta (2002) in adopting a pragma-rhetorical approach to allow the separate identification
and analysis of the two devices. The pragma-rhetorical approach bridges the gap between these
two aspects, providing a rich framework for analyzing persuasive discourse and understanding
the intentions behind language use (Larrazabal & Koorta, 2002).

Several fields, including law, politics, and news analysis, have employed pragma-
rhetorical approaches. Aziz (2022) unveiled rhetorical tropes and pragmatic strategies in
headlines related to COVID-19. The study identified rational appeals in such headlines,
employed with factual information and supporting evidence to persuade readers. In another
study, data collected from press conferences organized by the Chinese Ministry of Foreign
Affairs, Wu (2017) demonstrated how strategic maneuvering effectively served the
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spokespersons' objectives through personal attacks. In a similar vein of research, Ramsay
(2012), adopting a pragma-dialectic argumentation perspective, investigated debates between
supporters and critics of Al-Qaeda. The study highlighted that due to the use of pseudonyms
and the textual nature of such media, the worth of a credible messenger might be diminished
in mass media campaigns.

These studies have shown the significant role of media headlines in shaping public
perceptions concerning various topics by investigating linguistic devices. However, headlines
related to Al are frequently sensationalized in the media, either by highlighting risks and
concerns or by discussing potential benefits. The aforementioned studies have identified areas
where there is a dearth of research and offer a conceptual framework for further investigation.
Thus, this study aims to fill this gap by examining the presentation of Al-related headlines in
Arabic media discourse and analyzing the rhetorical appeals and devices employed. By
studying linguistic choices, rhetorical appeals, and persuasive techniques used in media
discourse regarding Al through a pragmatic-rhetorical approach, more can be revealed about
how these devices influence public perceptions of Al in the Arab region.

The pragma-rhetorical approach can potentially shed light on aspects that other
approaches may not fully capture, offering a lens that affords a comprehensive and rich analysis
of discourse, bridging the gap between pragmatics and rhetoric, and yielding insights that allow
valuable conclusions to be drawn. According to Larrazabal and Koorta (2002), placing
pragmatics and rhetoric on the same level of analysis enables comprehensive consideration of
a range of psychological, philosophical, and logical aspects in the study of any given discourse.

The purpose of this study is to determine how Al-related headlines in Arabic
newspapers are presented to the public audience pragmatically and to identify which rhetorical
appeals and devices are used and why.

Research Questions

This study seeks to address the following questions:

1. How is Al-related discourse presented in Arabic newspaper headlines?

2. How are rhetorical appeals (ethos, pathos, logos) manifested in Arabic newspaper
headlines about AI?

3. What pragmatic strategies and rhetorical tropes are employed in Al-related
headlines in Arabic newspapers?

Method

This is a qualitative and quantitative analytic study of Al-related headlines from four
popular Saudi Arabian online newspapers. This study employed descriptive analysis of the
distributions of rhetorical appeals, rhetorical tropes, and pragma-rhetorical techniques used in
Arabic news headlines. This approach showed how the headlines appealed to readers’ emotions
and evoked strong feelings.



Data Collection

A sample of Al-related headlines was collected from four popular online newspapers in
Saudi Arabia: Alwatan, Okaz, Alsharg Alawsat, and Alegtsadia. These are four of the country's
most prominent online newspapers and they were chosen for their popularity and reputation
for covering a range of different topics, including technology. The headlines were published in
2023 and were obtained through searches of the respective newspaper websites. The search
was narrowed to 2023 to ensure relevance given that Al is an evolving field. The search
encompassed all available news media outlets within these newspapers, focusing on terms such
as ChatGPT, OpenAl, and Al. The data comprised 163 headlines, as shown in Table 1.

Table 1

Frequency and Percentage of Al Headlines According to Newspaper Title
Newspaper Title Frequency Percentage (%)
Alwatan 32 19.6
Okaz 56 34.4
Alsharq Alawasat 33 20.2
Aleqtsadia 42 25.8
Total 163 100

Data Analysis

The analysis employed a pragma-rhetoric approach, constituting two primary
components. The component involved examining the rhetorical appeals used in the data,
namely ethos, pathos, and logos. The second focused on identifying the rhetorical tropes
employed in the headlines, deriving them inductively from the data. The study adopted an
eclectic model (see Figure 1) to meet the study objectives, incorporating elements from Searle's
(1969) speech acts, Grice's (1975) conversational maxims, Grundy's (2019) rhetorical analysis,
and other rhetorical resources.

The first component in the model recognizes that the headlines are performed through
speech acts (Searle, 1969) and goes beyond the literal meaning of words to analyze how these
speech acts achieve their goals in communication. The second component—Grice's (1975)
conversational maxims—focuses on the principles of cooperation that trigger successful
conversation through conversational maxims, such as quantity, quality, relation, and manner.
Speakers generally follow these maxims, whereas intentionally violating them can create
specific effects, such as sarcasm and humor. The final component is Grundy's (2019) rhetorical
analysis, which considers how language is used to influence audiences and achieve persuasive
goals. Rhetorical analysis identifies the strategies employed in communication, such as
appeals, logic, and credibility.

These models and resources were considered collectively to enhance understanding of
language use, intentionality, and persuasion in communication. By integrating these as
components in the study model, it was possible to attain a nuanced understanding of how
linguistic devices are used in Al-related headlines to communicate meaning, achieve goals, and
influence audiences. The pragma-rhetoric analysis was complemented by quantitative analysis.
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Figure 1
The Analytical Model
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The model provides a comprehensive overview of the relationship between rhetorical
appeals and rhetorical tropes by analyzing texts based on different frameworks. Aristotle
considered rhetoric to be “the power to observe the persuasiveness of which any particular
matter admits” (1991, p. 74). He defined three rhetorical appeals: (i) pathos, which refers to
the reliance on emotions to deliver meaning (Demird6gen, 2010); (ii) ethos, which refers to the
use of credibility to increase trustworthiness (O’Quinn, 2009); (iii) logos, which refers to the

use of logic in the discourse (Higgins & Walker, 2012).

The second part of the analytical model consists of five rhetorical tropes. The first is
metaphor, a rhetorical device that uses figurative language to draw attention to a common
attribute or resemblance between two entities creatively, not intending a literal interpretation.
Second, overstatement is a rhetorical device that includes exaggeration, positive or negative,
to emphasize a point (Cruse, 2006). Third is irony, which is the use of words or phrases in a
way that suggests the opposite of the literal or expected meaning (Hutcheon, 2000). Fourth,
parallelism is a literary device that uses repetition or similar grammatical structures in multiple
sentences that are alike (Aziz, 2012). Fifth is the rhetorical question tactic, which is a query
employed in a persuasive or directive manner (Koshik, 2005).

Finally, the study employed qualitative coding and analytic techniques. Initially, a
comprehensive codebook was used to ensure meticulous coding and categorization of the
dataset (Wicks, 2015). Subsequently, inter-coder reliability was established with the assistance
of a second researcher, an expert in linguistics and media studies, who reviewed the codes and
the corresponding headlines to confirm the reliability of the coding (Creswell & Poth, 2016).
This procedure entailed a thorough examination of the coding, with any discrepancies resolved
through discussion, thereby ensuring a high level of inter-coder agreement, as indicated by
Cohen's kappa coefficient (Cohen, 1960). This twofold process significantly bolstered the
credibility and validity of the analysis of the representation of Al-related headlines in Saudi
Arabian newspapers.



Results

The study drew on qualitative and quantitative data from 163 Al-related headlines. The
results of the quantitative statistical analysis are presented in two tables, illustrating the
rhetorical appeals, comprising logos, pathos, and ethos (see Table 2), and the rhetorical tropes
and devices, including metaphors, irony, parallelism, overstatements, and rhetorical questions
(see Table 3). These are presented in the following sub-sections with illustrations from the data.

Rhetorical Appeals

Rhetorical appeals were used in the Arabic newspaper headlines on Al to engage the
readers and attract their attention. For the most part, the statistics showed that the headline
writers used logos (54%) and pathos (34.4%) more than ethos (11.6%) when addressing the
readers. The greater prevalence of logos could be attributed to a focus on presenting a point or
sending a convincing message based on logical arguments rather than emotional tactics.

Table 2

Frequency and Percentage of Rhetorical Appeals
Rhetorical Appeals Frequency Percentage (%)
Logos 88 54
Pathos 56 344
Ethos 19 11.6
Total 163 100

The analysis of logos showed that the headline writers used statistics to make claims
about the potential impact of Al on the labor market as in the following example, which appeals
to the readers’ logic by providing evidence to support the claim:

il sl (e % 80 = zeakay e Lilaa¥] (1S3

English: Artificial intelligence will eliminate 80% of jobs

Phonetic: /ad.di. ka:.?al.?as.t1. 'na:.C1: ja.ti:h b1 ‘8ama:.ni:n fil.mi:’ah min

al.wu.d*a:.?if/

In the following headline, logos is again applied but using a question to open a
discussion concerning the impact of omnipresent Al in the future:

e liaial 2183 558 S lliay Ladie allall san Cas ;e Ju
English: Bill Gates: What will the world look like when everyone has artificial
intelligence?

Phonetic: /bi:l ge:ts: ke:f sa.ja.bdu: al.fa:lam San.da.ma: jam.li.ku kul.lu far.din
di.ka:.?an ?as.t1.'na:.q1:.jan/

In terms of pathos, the analysis showed some instances in which the headline writers
employed rhetorical appeals to create a sense of uncertainty and anxiety in the reader, as in the
following headline:

AEVL ¢ 5232 a2 50 500 ... 58 4 1aY) sl 4 sl lalis

English: OpenAI’s administrative surprises continue... 500 employees threaten to

resign.



Phonetic: /mu.fa.d}a:.?a:t ?u:.bin ?e: a1.?i: 1.?ida:.ri:.jah tat.ta.wa.la.... ham.sa.mi:.?ah
maw.d?gu:fja.had.du:na bi.l.?is.tiqa:.la:/

In this headline, the word “surprises” is linked to the threat of 500 employees potentially
resigning and is an example of pathos in evoking a sense of uncertainty and anxiety in the
reader. In another example, a well-known figure (Elon Musk) was invoked to create interest
and curiosity in the reader by setting up a challenge between two technologies:

a3 e o lbChatGP T S (2 (o> Sy
English: Elon Musk is determined to challenge ChatGPT with TruthGPT
Phonetic: /mask ya“'zim ‘ala tataddiy $at ji p1 t1 bi-«triith j1 p1 t1/

In this latter example, pathos is used to appeal to the readers’ emotions by making them
want to learn more about the challenge. The headline positions Musk as a “determined”
challenger, implying a sense of admiration for Musk’s boldness, which can in turn evoke
excitement and anticipation, potentially triggering curiosity and a wish to see the results.

In this study, logos refers to the use of reason and logic, while ethos represents the
appeal to reliability and expertise, and pathos signifies the appeal to feelings and emotions. The
appeals were identified by examining the rhetorical strategies and linguistic decisions
employed in headlines concerning Al-related topics. Illustrative instances of logos comprised
titles that employed statistical approximations or speculative inquiries aimed at stimulating
logical reasoning. As for ethos, headlines that featured in this category referenced authoritative
sources or specialists, serving to establish credibility and expertise. Headlines employing
emotionally charged language or allusions to provoke emotional responses from readers and
create an atmosphere of disquiet or apprehension were identified as employing pathos. By
operationalizing the analysis of these appeals in line with established rhetorical principles, this
study establishes a framework for examining the persuasive strategies used in headlines
concerning Al.

Overall, the analysis of Arabic newspaper headlines on Al-related topics revealed that
the writers primarily used logos and pathos to engage with the readers. The findings showed
that the type of appeal most made was logos (54%) through the use of statistics or raising
questions. Pathos was also used to generate emotions, such as evoking curiosity or anxiety.
Thus, headline writers variously applied emotional and logical appeals to gain their readers’
attention and highlight potentially urgent and complex topics related to Al

Rhetorical Tropes and Schemes

The study examined the frequency and proportion of five rhetorical tropes and schemes
employed in Al-related headlines in Arab newspapers (see Table 3). The most common
rhetorical device observed was metaphor, recorded 68 times, accounting for 41.7% of all
instances. This dominance underscores the strong preference for using comparisons to enhance
understanding and engagement. Although less frequent, irony was also notable, with 45
occurrences, representing 27.6% of the total. This indicates a nuanced use of contrast to
highlight discrepancies between expectations and reality. Then, parallelism and overstatement
were identified 24 and 17 times, respectively, signifying an emphasis on reinforcing key
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messages through repetition. These figures translate to 14.7% and 10.4% of the total instances,
indicating their strategic use in making the headlines more impactful. In contrast, rhetorical
questions were the least utilized, with only 9 instances, making up 5.5% of the total. This
suggests a lesser preference for direct engagement with the audience through this technique,
which occurred 83 times. This high frequency suggests a strong emphasis on figurative
language and the use of comparisons to convey meaning. In addition, the use of irony is
apparent, although less prominent than metaphor, with only five instances identified. Both
parallelism and overstatement are relatively frequent, appearing 35 and 30 times, respectively.
This indicates a deliberate focus on emphasizing key points through repetitive language and
exaggerated expressions.

Table 3

Frequency and Percentage of Rhetorical Tropes and Schemes
Rhetoric Frequency of Rhetorical Percentage

Tropes/Schemes (%)

Metaphor 68 41.7
Irony 45 27.6
Parallelism 24 14.7
Overstatement 17 10.4
Rhetorical Questions 9 5.5
Total 163 100

In summary, the table illustrates the frequency and prominence of these five rhetorical
devices, shedding light on the persuasive and stylistic elements employed within the Al-related
headlines analyzed. It serves as a starting point for further qualitative analysis of these aspects.

Metaphor

Table 4
Examples of Headlines Coded as “Metaphor”

No. Examples
Sl g e ihaay) (1S3
1 English: (Artificial intelligence is a factory of rumors)
Phonetic: /ad.di. ka:.?al.?as.t1.'na:.q1: mas.na$.af.[u.Ca:. ?at/
ChatGPT & s ball 2 sall
2 English: (ChatGPT's meteoric ascent)
Phonetic: /tfet.gep.ti ?as.su.Cu:d ?as.sa:.ru:.hi:/
elad¥) sae elibual) olSA adeil 38yl HISLY () grasy () seaide
3 English: Experts seek to develop a way to teach artificial intelligence to erase mistakes
Phonetic: /mux.ta.s® su:n ja.sa.Su:n li.?ib.ti.ka:r ta.ri:.qa li.ta.S.liim
?ad.di. ka:.?al.?as.t1.'na:.¢1i: mah.w al.?ax.
English: (Warnings of the exploitation of “ChatGPT” in fraudulent or cybercrime
4  operations)
Phonetic: /tah.0i.ra:it min is.tigla:l tfet.dzi.pi.tii fi: Sama.liijait ?ih.tija:l ?aw
dza.ra:.?im sar.bi.ra:.ni:.jah/
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The four headlines in Table 4 illustrate the use of metaphors in the data, i.e. the use of
words in a metaphorical sense to express a particular concept or analogy. The first headline
likens the production of Al to that of a factory of rumors (lxilill sias) to suggest it is the
origin of unreliable information and spreads gossip or hearsay. Furthermore, certain headlines
make use of comparisons, such as item 2, in which the term & 5 ball 2 2l (meteoric rise) is
used to describe the rapid and highly successful development of ChatGPT. This signifies that
ChatGPT's advancement has been swift and remarkable, akin to the breathtaking ascent of a
rocket.

Metaphors were also employed to issue warnings, as exemplified in item 3. In this
headline, a metaphor is used to suggest that Al will be trained to fix errors, likening it to training
in error correction in human education. The same can be seen in item 4 which warns of the use
of ChatGPT for unlawful purposes, akin to the misuse of a tool, leading to potential injury or
peril. This can be seen in the use of the word JMaiul (exploit). Hence, metaphors are used to
express a range of concepts and analogies in Al-related headlines.

Overstatement

Table 5
Examples of Headlines Coded as “Overstatement”

No. Examples
1  English: Artificial intelligence will increase unemployment very significantly!

Phonetic: /al-dika’ al-sitna ‘Tyyu sa-yazidu al-batala saklan kabiran/
Mg il sl 3 il ) qen (i e lila) ¢S3)
2 English: Artificial intelligence will replace all jobs in the near future.
Phonetic: /al-dika’ al-sitna ‘Tyyu sa-yustabdil gami" al-wuza’if {1 I-mustagbal al-qarib/
AL Aty e lihaa) olSA) sy gy Sle ilage 825,
3 English: Microsoft sales increased significantly due to artificial intelligence.
Phonetic: /ziyadah mubay‘at maykrusuft bi-sabab al-dika’ al-sitna ‘Tyyi binisbah ha’ilah/
5o il Uil (n % 75 0 ) o i 5 o o
English: ChatGPT fails to answer 75% of inquiries related to medicines.
Phonetic: /3at j1 p1 t1 yafSalu f1 I-'ijjaba ‘an 75% min al-’isti‘farat al-muta‘al-liqgah bi-I-
‘adwiya/
Aalite 8y (i Ul (im jall i A L) Jolay (5 (o o> L
English: ChatGPT is equivalent to doctors in diagnosing emergency patients with great
5 accuracy.
Phonetic: /8at j1 p1 t1 yu'adilu al-‘atibba’ fi tashis al-marda al-ta’irin bi-daqqa
mutamayyizah/

The analysis showed that writers of Arabic news headlines employ overstatement as a
deliberate tactic. The examples in Table 5 show instances of exaggeration either to deliver a
message, such as the potential danger of Al tools, or to grab the attention of the readers. Item
1 magnifies the impact of Al on unemployment, implying that Al technology will lead to a
huge decrease in the employment rate using the term _xS JS& (very significantly). Item 2

11



similarly directs readers’ attention to how Al will increase unemployment in the near future.
This headline is hyperbolic in its portrayal of Al's capacity to replace “all jobs.” The same
device can be seen in item 3. Here, the headline announces a substantial increase in Microsoft's
sales amounting to a surge due to the implementation of Al capabilities.

In addition, overstatement was employed to signal the limited capability of Al tools, as
exemplified in item 4, which warns in exaggerated terms of ChatGPT’s failure to respond to
medication-related inquiries (75%). In contrast, item 5 contends that ChatGPT can diagnose
emergency patients with great precision, equivalent to a medical professional. These instances
employ exaggeration to emphasize a certain point, positive or negative, or capture the readers'
attention.

Irony

Table 6
Examples of Headlines Coded as “Irony”

No. Examples
Alad) 3 e lilaaVl eSO 1 5 (o (o L&y Gati )

1  English: ChatGPT CEO: Atrtificial intelligence will increase unemployment
Phonetic: /ra’ts §at j1 pi1 t1: al-dika’ al-sitna ‘Tyyu sa-yazidu al-batala/
& o o> L= g g o> DLy panT e e by
2  English: Musk plans to challenge “ChatGPT” with “TruthGPT”
Phonetic: /mask ya'zim ‘ala tataddiy $at ji p1 t1 bi-«triith j1 p1 t1/
« bl ity ((elihaal) (1S Gl e
3 English: Al godfather resigns due to risks
Phonetic: /“arrab al-dika’ al-sitna‘Tyyi» yastaqilu bi-sabab al-mukhatir/

The examples in Table 6 were coded as irony as they represent a contrast between literal
and intended meanings. Irony is evident in some of the words and phrases used and the
contradictory meanings. For example, in item 1, the headline suggests a warning from the CEO
of ChatGPT that the increasing use of Al will lead to a rise in unemployment, which contrasts
with readers’ expectations that Al will be a solution to unemployment. In item 2, the phrase
“challenge ‘ChatGPT’ with ‘TruthGPT’” (& = > <©s.4) is Musk’s satirical response to
ChatGPT’s privacy being breached. Finally, in item 3, the term “Al godfather” ( \S3l il e
=tikaVl) is used ironically to indicate that contrary to the expectation that this person will
have an interest in promoting Al he is leaving his post due to the risks associated with it. Irony
in these headlines signals contradictions and contrasts to expectations, giving the text a
sardonic tone.
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Parallelism

Table 7
Examples of Headlines Using Parallelism

No. Examples

“ChatGPT” VS "<lds e ”
1  English: ChatGPT vs. Giga Chat
Phonetic: /'tfet dzi: pi: 'ti:] VS [ 'yi:ya 'tfet/
“ s g Wle (5 g uaing " celilhial¥l ¢ ISH) il je”
English: The godfather of artificial intelligence pleads: “It will surpass us and
dominate”
Phonetic: /'Sara:b 2ld1'kee:? @l?1s' tna:Si jis 'tyi:0: si:tif waq Sa'le:na wis ' tr:tfr/
"G T A Ol s L QeI agile " o (o LS
3 English: ChatGPT accused of laziness... and OpenAl investigates
Phonetic: /'tfeet dzi: pi: 'ti: mut'hem bil'kasl... wa' ?u:ben ‘e: "a:i ta haqqaq/
) Ol s " sy S s Mdasa sl ) e elibaal) cSA) hlie Gy (@Yl Gl
a5l 5 gl
English: The White House discusses the risks of artificial intelligence with the heads
of Google, Microsoft, OpenAl, and Anthropic
Phonetic: /@lbajt &l?ab 'jad® jab'ha® mou 'yat's @lor'kae:? @l?1s'tna:Si ma$ 'ru:?vsa:?
‘gu:gl wamajkro'soft wa ' ?u:ben ‘e: "a:i wanf rubik/
"Cada ) sl L Jaga i e lilaal) KA Gl e
5 English: The godfather of artificial intelligence leaves Google... Beware, it's scary
Phonetic: /'Sara:b @101 kae:? @115 tna:qi jitrok 'gu:gl ?m’tbehowa "?mna mo 'xi:{/
AEYL (52360 ala 50 500 .58 Y ! 4 sy clalia
English: OpenAl's administrative surprises continue... 500 employees threaten to
6 resign
Phonetic: /mofa’'dza:?at ?uben ‘e ‘ai @l?r'darhje titawzla.. xamsmi:?at
‘mu:&1f juhiddu:n bilistr'qa:la/

Parallelism was employed in newspaper headlines to fulfill different functions, as can
be seen in the examples given in Table 7. In item 1, the headline contains the names of only
two Al applications, “ChatGPT” and “Giga Chat,” setting them up in competition with each
other as a way of inducing readers to find out more about the two Al tools. In item 2, the use
of parallelism can be seen at different levels: (i) at the word level, placing the terms &s&ix and
Jkuw in the same clause, and (ii) at the structural level, linking the two independent clauses
(Saiy el ¢ 8) Gl e and Lhwns Wle 358u) with a colon. Although the structure is
similar in each clause, there is a contrasting message, signaling the potential danger of Al

In item 3, parallelism is achieved through contrasting actions at the semantic level, with
ChatGPT accused of laziness (J~8V), whereas OpenAl is taking action by investigating ((333),
Moreover, at the grammatical level, both sentences use the present tense and passive voice:
JuSlb agia (muhtaram bil-kasal) and (83 (tahqiq). Thus, the focus is on the action being done
to the subjects (ChatGPT and OpenAl) rather than who is performing the action. Also, both
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parts follow the same subject-verb order: & 2 > <UL (ChatGPT) and OpenAl, followed by
the verbs ~¢ie (muhtaram) and (25 (tahqiq). Here, employing parallelism creates a balanced
and easy-to-follow structure, demonstrating consistency. In item 4, there is also parallelism in
the repeated structure (sl a=, with the presidents) used to list the different companies
("l 5 1 5 Ml A sl 5 " a5 S" 5 "Ja 52", This creates a clear and organized presentation
of the entities involved, making it easy for the reader to understand who is involved and why
they are gathering. The use of parallelism also helps to emphasize the importance of the
companies and the urgency of the topic, namely the “risks of AL.”

In addition, parallelism can be used to establish a contrast or opposition, as
demonstrated in item 5, “Al godfather resigns due to the potential risks it poses™ ( Sl <l e
e 43 |seil | Jasa A b elibiaV¥l) The phrases “due to” and “the potential risks it poses™
give a parallel structure to the sentence and draw attention to the contrast between the two
parts—the proponent of Al on the one hand and his resignation due to the dangers on the other.
The same structure is evident in item 6: “OpenAl's administrative surprises continue... 500
employees threaten to resign” (MEiuYL () 52362 a1 50 500 ... 554 0Y) sl 4 sy Slalin ), Here,
there is a connection between the structure of the sentence and the use of the terms “continue”
and “threaten.”

The use of parallelism in these headlines generates a sense of focus and urgency.
According to Murdick (2003, p. 205), parallelism is a technique that is used to emphasize a
certain point or idea. The recurrence of the grammatical structure serves to highlight the main
points or ideas that the author is trying to convey.

Rhetorical Questions

Table 8
Examples of Headlines Using Rhetorical Questions

No. Examples
f Ol ad db 1 pa padl) e lilaall o 1SA S
1  English: The special agent of artificial intelligence: Are we ready for it?
Phonetic: /wa 'ki:l 2101'kae:? &l21s'tna:Si eelxu'sfu:si: hael nahnu 'dza:hizu:n lahu?/
€ oha i clige Ja e lilaaVl oIS Llain) ey
2 English: After the use of artificial intelligence, is your job in danger?
Phonetic: /batd ®listr Ya:na beldr ke:? &l?1s tna:¢1. hel mih netik 1 'xatar?/
Jilall LS e lihaV) elSA) aiiay Ja 1) sleluty CUSH Baa i jra () seanadie
English: Experts at the Jeddah Book Fair wonder: Can artificial intelligence make a
3 children's book?
Phonetic: /moutxas'su:n br'maSrad 'dzidde Iil'kita:b jit'sa:?alun: hael jis'na$
&lo1'kee:? &l?1s tna:S1 ki 'ta:baen il 't1f1?/

A rhetorical question is a query employed as a persuasive or directive device. It can be
used to indicate uncertainty or inquiry (Koshik, 2005), and there is no expectation of a response
from the audience or the reader. Rhetorical questions were employed less frequently than other
devices in the Al-related headlines, numbering only nine instances. In Table 8, the rhetorical
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question in item 1 is employed to convey uncertainty regarding the readiness of individuals or
societies to confront or grapple with the level of technical advancements in the field of Al This
question seeks to bring attention to the potential concerns associated with the implementation
of new technology and Al in particular. A similar concern is raised in terms of jobs in item 2,
essentially alerting the readers to the potential danger to their careers. Rhetorical questions can
be used in multiple ways, as in item 3, which is related to authorship. All these examples show
rhetorical questions being used to make a point and raise concerns about the use of Al in various
aspects of life.

Discussion

The descriptive analysis, presenting the frequencies and percentage distributions of
rhetorical appeals and tropes and schemes, shows the techniques mass media employ in shaping
public perceptions, especially when it comes to emerging technologies such as AI. Mass media,
a primary source of information for the public, is important for the portrayal of Al-related issues
in the news media undeniable impact (Fast & Horvitz, 2017; Garvey & Maskal, 2020).
Ouchchy et al. (2020) contend that the agenda of the discourse surrounding new technologies
is shaped by media reports. The discourse regarding Al as representation in Arabic newspaper
headlines is the thrust of this study. It highlights the importance of inspecting how Al is
presented to the public across languages and cultures. The study contributes to the body of
relevant literature showing the omnipresence of the phenomenon across disciplines—and
healthcare (Zhai et al., 2021) and politics (Wu, 2017) are illustrative examples of addressing
the emergence of Al-related issues.

Rhetorical Appeals (Ethos, Pathos, Logos)

In Arabic newspaper headlines on Al, the most common device identified in
this study was the appeal to logos, compared to the other two rhetorical appeals—ethos and
pathos. In an attempt to persuade readers, the headline writers presented factual information
regarding Al technologies using proof, data, and logical reasoning, highlighting the potential
advantages of Al This strategy is helpful in maximizing confidence and showing Al as a
disruptive technology that can be relied upon. This, in part, aligns with Korneeva et al. (2023)
as to the apparent change in general attitude towards Al in media coverage. Likewise, Roe and
Perkins (2023) reported on headlines in UK news media that used Al in a nuanced manner,
underscoring its advantages and disadvantages. The focus on logos as a rhetorical device in
headlines is consistent with the tactics evidenced in prior research findings, such as those by
Aziz (2022), which suggest a tendency in journalistic discourse to persuade readers through
reasoned arguments supported by proof. This underscores the importance of media in shaping
the public's view of AL

This study, employing the pragma-rhetorical approach, also demonstrated how pathos
were used in the headlines for creating strong feelings among readers, which is echoed in Aziz's
(2022) study of rhetorical devices and pragmatics in COVID-19 headlines. The author
capitalized on emotional appeals to convince readers. The emotive language, vivid
descriptions, and references to social issues in Al-related headlines draw readers' attention as
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they signal urgency and concern about salient issues. This is in line with Cheatham et al.'s
(2019) concerns about the possible hazards and moral issues related to Al

The analysis of rhetorical appeals showed that ethos was less frequently employed than
logos or pathos. However, the use of ethos as a tool to reflect the credibility of Al-related issues
is consistent with the significant role of media in agenda-setting. Neuman et al. (2014) noted
that the reliability of news outlets influences the public's comprehension of new technologies.
Trustworthy news outlets wield significant power in shaping public understanding and
opinions.

Pragmatic Strategies and Rhetorical Tropes Employed in Al-related Headlines in Arabic
Newspapers

Rhetorical tropes and schemes (also known as figures of speech or linguistic devices)
have been employed to elucidate ideas and produce persuasive effects. An eclectic model of
analysis combines components from Grice's (1975) conversational maxims, Searle's (1969)
speech acts, and Grundy's (2019) rhetorical analysis. This combination of frameworks aids in
identifying rhetorical devices, such as rhetorical questions and metaphors, in persuasive
language. Previous research has employed similar pragmatic tactics (Aziz, 2022).

The most used strategy is metaphor, which occurs 68 times in the data. This high
frequency denotes the prevalent use of figurative language and comparisons to convey
meaning. In addition, there is the use of irony, but this is less prominent than metaphor, with
45 instances identified. Both parallelism and overstatement are relatively frequent, appearing
24 and 17 times, respectively. This could suggest a deliberate focus on key points through
repetitive language and exaggerated expressions. In contrast, the use of rhetorical questions is
sparing, with only nine instances observed, suggesting a preference for alternative strategies
over direct audience engagement.

The use of rhetorical tropes, such as metaphors, irony, and overstatements, in Arabic
newspapers highlights the rich linguistic heritage of Arabic, known for its poetic and
metaphorical style. For instance, Al is metaphorically termed a “source of unfounded
speculation” and credited with a “meteoric ascent,” not only vividly conveying the message
but also mirroring the cultural inclination toward expressive language (Aziz, 2022). The
cultural choices of rhetorical strategies in Arabic Al discourse are grounded in cultural values
and linguistic traditions. These prioritize pragmatic strategies, such as metaphor and
parallelism, focusing on how something is said rather than what is said. This contrasts with
Western media, which may present Al in a more direct and fact-based manner, reflecting the
different cultural backgrounds and linguistic practices (Ismail, 2016; Lee et al., 2005).

Societal Ideologies and Rhetoric in AI Discourse:

Examining Al-related discourse in Arabic newspapers, particularly in terms of the
significant emphasis on logos and the strategic use of rhetorical tropes such as metaphors and
overstatements, there is a complex interplay between pragma-rhetorical strategies, societal
ideologies, and media stylistics. The findings illustrate the rhetorical appeal of logos being used
to demystify Al by presenting its capabilities and potential benefits for organizations (Fast &
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Horvitz, 2017; Garvey & Maskal, 2020). Employing this strategic focus not only educates the
public but also nurtures trust in Al technologies, enabling their seamless integration in the
societal fabric. In contrast, pathos brings to light ethical considerations and societal
implications that naturally accompany the adoption of Al, hence generating a balanced
discussion in the public between the duality of the promise and risks resulting from Al This
discussion reflects the predominant ideologies in society that inform attitudes toward
technology, progress, and society's envisioned role for AL

Finally, Arabic media has its own set of unique stylistic conventions that are very
important in shaping Al discourse. There appears to be a preference for the use of metaphors
and overstatements, which can quite often make the text more appealing to the reader when
dealing with complex subjects such as Al. This stylistic preference not only helps address the
complexities related to technological concepts but also naturally makes the discourse lively
(Cheatham et al., 2019). It illustrates the interplay between rhetorical strategies, media
stylistics, and social ideologies, offering insights into public discourse concerning Al within
the Arabic-speaking world, with a special focus on the role that media plays in molding public
understanding and attitudes toward Al

Media Portrayal and Public Perceptions of Al in Arabic Newspaper Headlines

The findings of this study are consistent with those of earlier studies that examined
public perceptions of Al and its governance. For instance, Gao et al. (2019) undertook a
comparative analysis of China's national AI policy based on keywords aligned with
international research trends in Al from 2009 to 2018. O'Shaughnessy et al. (2023) investigated
public perceptions of Al governance in the U.S. and reported on societal and cultural
viewpoints, as well as concerns about Al

This study also links to previous studies examining how media coverage of Al has
changed over time. Korneeva et al. (2023) examined media coverage of Al on prominent
international news channels over a considerable period (2013-2022) and found that coverage
has generally become more positive over time, moving from early skepticism to growing hope
for its possible advantages. Zhai et al. (2020) investigated how major media outlets covered Al
over three decades and identified diverging viewpoints and dissemination regarding Al in
popular culture.

The findings also align with research on how language and rhetoric shape the public
perception of emerging technologies. For example, Lee et al. (2005) highlighted the importance
of language structure in explaining the concept of Al and its role in communication. Ismail
(2016) reported how language provides readers with hints to interpret messages concerning Al
within their cultural and societal context. Furthermore, Roe and Perkins (2023) reported a
nuanced representation of Al in the media, with some focusing on advantages and others on
hazards. News outlets frequently exaggerate stories concerning Al, emphasizing caution
regarding its applications, thus shaping public opinion of Al as a cause for concern rather than
a potential benefit.

With these findings in mind, this study enhances understanding of how media coverage
of Al-related subjects is presented in the Arabic-speaking setting by concentrating on the
pragmatic presentation of different themes in Arabic newspaper headlines. The study provides
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points to how language choices, rhetorical strategies, and persuasive appeals are used in media
discourse related to AIl. By focusing on the pragmatic techniques used in Arabic newspaper
headlines, the study adds to the existing research and advances knowledge of how Al discourse
changes and is presented in various linguistic and cultural contexts.

Conclusion

This study touched on Al-related headlines and how their pragmatic presentation with
an emphasis on rhetorical appeals, tropes, and schemes that are purposefully used to influence
readers. The findings thus strengthen prior research by informing on how language and rhetoric
form views concerning emerging technologies among the general public. The study findings
also point to the significance of cultural and linguistic nuances in media discourse. Employing
the rich linguistic traditions of Arabic, including metaphors and expressive language, in
discussions concerning Al helps place the discourse not only in the public realm but also within
the bounds of the cultural domain. This cultural framing could affect how Al policies are
designed and debated within the region. It underpins the need for culturally attuned policies
that reflect, respect, and adhere to the values and norms of society. The study illustrates the role
that media plays in agenda-setting and the presentation of public discourse on emerging
technologies like Al (Ouchchy et al., 2020). This reinforces the call for transparent and
responsible communication from all stakeholders involved in Al development as media plays
a critical role in shaping the ecosystem for debate and policy formulation around emerging
technologies. Notably, the study underscores the need for policymakers, educators, and
technology developers to have a grasp of rhetorical strategies and their implications in framing
public attitudes toward issues related to the development of Al technologies and ethical
considerations.

The study, in its current form and content, has some limitations that provide ground for
more research. For one thing, the study recruited a relatively small number of media outlets
and headlines owing to scope and time constraints. Further research may employ larger datasets
to explore a wider range of linguistic devices useable for delivering messages about Al in the
media discourse. This study only focused on the presentation of Al headlines in four popular
Arabic newspapers, representing a hitherto unexplored area. It would be of value to conduct
in-depth studies across different media channels to enhance understanding of pragmatic
language use related to Al more broadly. Finally, studies could explore the consumers’
perceptions of media messaging to gauge the response of the public to language use and
representations in media discourse.
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