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ABSTRACT: This study investigates how professional
identity shapes rhetorical strategies in consumer-to-
consumer (C2C) vehicle advertisements on sahibinden.com,
a major Turkish digital marketplace. Using Swales” (1990)
move-step framework, we analyzed 550 professionally
attributed listings. A mixed-methods approach combining
chi-square tests and standardized residual analysis revealed
statistically ~ significant  rhetorical ~variation across
professions (p < .001, Cramér’s V = 0.175). The findings
suggest the emergence of four ethos patterns: (1) medical
professionals tend to rely on institutional credibility
through document-based assertions; (2) mechanics appear
more likely to use colloquial analogies and imperative
directives; (3) imams frequently incorporate religious
appeals, particularly in closing sequences; and (4) nurses
appear to reference gender more frequently than other
groups, capitalizing on local stereotypes associating female
sellers with meticulous vehicle maintenance. Across all
listings, User Information (24.6%) and Creditableness
(13.9%) moves dominate, underscoring the centrality of
trust-building in C2C contexts. These findings may
challenge rigid boundaries between institutional and
vernacular rhetoric, suggesting that professional ethos may
be strategically deployed as persuasive capital in informal
digital marketplaces. Limitations include the Tiirkiye-
specific sample and unexamined gender dynamics; cross-
linguistic replication is needed.

Keywords: C2C communication, discourse, e-
commerce, persuasion, profession, rhetoric, vehicle
listings

Dilbilim Dernegi

OZ: Bu calisma, onde gelen Tiirk elektronik ticaret ve ilan
platformu sahibinden.com’da tiiketiciden tiiketiciye (C2C)
ara¢ ilanlarinda mesleki kimlik ve retorik stratejiler
arasindaki etkilesimi aragtirmaktadir. Calismada Swales’in
(1990) hareket-adim cergevesini kullanarak, meslek temelli
ikna edici kaliplart belirlemek icin saticinin meslegini
belirttigi 50 ilan iizerinde tiir analizi yapilacaktir. Nicel ki-
kare testleri (x?=270.85, *p* <.001, Cramér'in V=0.175)
ve standartlastirilmig artiklarin nitel incelemesini iceren
karma yontem yaklagimi, meslekler arasinda retorik
hamlelerde istatistiksel olarak anlamli farkliliklar ortaya
koymaktadir. Dikkat cekici bulgular sunlardir: (1) Tip
uzmanlart kurumsal giivenilirligi kullamr (Z > +2),
glivenilirligi  vurgulamak igin belgeye dayali iddialar
kullanir; (2) tamirciler, uygulamali uzmanhgr yansitan
gilinliik benzetmeleri (Z > +2) ve emir kipindeki direktifleri
tercih eder; (3) imamlar, kapanis tiimcelerinde dint ¢agrilar
(Z > +2) yerlestirerek ahlaki otoriteyi edimbilimsel bir
soylemle birlestirir ve (4) hemgireler orantisiz bir gekilde
cinsiyete atifta bulunurak kadin saticilari titiz bakimla
iligkilendiren sosyokiiltiirel stereotiplerden yararlanir.
Tiim ilanlarda, “kullamct bilgilendirmesi” (%24,6) ve
“giivenilirlik” (%13,9) ile ilgili hamleler 6ne ¢ctkmakta olup
bu durum tiiketiciden tiikeiticiye baglamlarinda giiven
olusturmarnin ne kadar 6nemli oldugunu vurgulamaktadir.
Bu bulgular, belirli meslek gruplarinin mesleki kimliklerini,
mesleki olmayan ortamda bir ara¢ olarak kullandigini ve
dijital ticarette bir pazarlama stratejisine doniistiirdiigiinii
retorik eylemlerden hareketle a¢ia cikarmgtir. Calismanin
stnrrliliklary avasinda, Tiirkiye baglamina 6zgii 6rneklem
alinmast ve cinsiyet degiskeninin incelenmemis olmasi yer
almaktadrr; bulgularm genellenebilirligi agisindan farkl
dillerde yapilacak ¢alismalara ihtiyag duyulmaktadur.

Anabhtar sozciikler: tiiketiciden tiiketiciye iletisim,
soylem, e-ticaret, ikna, meslek, retorik, ara¢ ilanlar
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1 INTRODUCTION

Advertising has existed for centuries, with roots traceable to Ancient Rome. Romans engaged
in persuasive communication, as seen in early ads carved in Pompeii (Tungate, 2007). While
the role of advertising in Egyptian or Greek societies is unclear, Roman examples highlight its
longevity. In modern times, advertising has shifted to digital platforms, transforming
commerce (Belch & Belch, 2004). Online marketplaces now enable ordinary users to act as
sellers by writing product descriptions and promoting items (Bhatia, 2004). Previous studies
have shown that such texts reflect both functional and rhetorical strategies embedded in
everyday digital communication. Even without formal marketing training, users contribute
to promotional discourse. The content of these ads varies by product, platform, and seller
attributes, such as education, gender, or profession. On sites like sahibinden.com, ads
generally aim to inform and persuade while reflecting the seller’s writing style and rhetorical
strategies (Racine, 2002; Pollach, 2008). Racine’s (2002) “e-style” concept captures how
personal traits shape online texts. In Tiirkiye, sellers often highlight gender or profession to

enhance appeal.
2 THEORETICAL BACKGROUND
2.1 Persuasion and Move-Step Rhetorical Analysis

Texts serve various communicative functions, such as expressing emotions, conveying
information, and persuading. Persuasion can be defined as the process of intentionally
influencing others through the use of consistent ideas, effective appeals, credibility, and
evidence (Ross, 1990, p. 168).

While some textual features are shared across genres, others differ based on context and
purpose. Among these functions, persuasion is especially widespread and aims to influence
attitudes, beliefs, or behaviors across domains like advertising, politics, legal discourse,
healthcare, and everyday interaction (O’Keefe, 2019, p. 319). Mortensen (2004, p. 21) notes that
persuasion has been described as nearly universal, transcending age, profession, or ideology.
While the audience matters, the communicator’s own background —such as age, gender,
socio-economic status, education, and profession—may play a key role in shaping the
message’s tone and rhetorical structure. These factors affect how the message is formed,
delivered, and received. Aristotle identified ethos, pathos, and logos as key persuasive
appeals. Ethos, which reflects the communicator’s personal traits, includes elements like
appearance, speech, word choice, trustworthiness, and expertise (Mortensen, 2004, pp. 21-23).

In advertising, the copywriter’s professional identity contributes to ethos, influencing how
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credible or persuasive the message appears. Their expertise and personal attributes may

enhance the ad’s effectiveness by reinforcing its appeal and building trust with the audience.

Simply mentioning the author’s profession in an ad does not automatically lead to a
persuasive effect—no one decides to buy a car just because the seller is an engineer. To be
effective, a persuasive text must employ specific rhetorical strategies. In Tiirkiye, for example,
the stereotypical phrase “Doktordan satilik” (For sale from the doctor) carries prestige and
persuasive power. This phrase has inspired the present study, which explores how profession
and language shape persuasion in ads. Discourse analysts have long examined how different
texts are structured to fulfill various communicative goals. As human communication
evolved, so too did text types and their functions. Linguistic approaches have emerged to
study the characteristics and purposes of such texts, one of the most prominent being move
analysis. Introduced by Swales (1981, 1990), move analysis was initially developed within the
English for Specific Purposes field. In his seminal work Genre Analysis (1990), Swales defined
it as a method to explore the rhetorical and communicative structure of texts. Over time, the
framework has been extended beyond academic writing to investigate how texts reflect social,
cultural, and ideological contexts. According to Biber et al. (2007, p. 23), a move is “a section
of a text that performs a specific communicative function,” and each move contributes to the
genre’s overall rhetorical purpose. This analytical tool helps uncover how texts persuade

within their sociocultural environment.
2.2 Previous Studies on Move Analysis

Move analysis has gained increasing prominence in linguistic research, particularly within the
framework of English for Specific Purposes (ESP). The rhetorical move-step framework
developed by Swales (1990) has been widely employed to delineate the structural
organization of research articles across various disciplines. In this context, Brett (1994)
examined sociology texts, Briones (2012) philosophy texts, Stoller and Robinson (2013)
chemistry texts, and Ghasempour and Farnia (2017) legal texts. Maswana et al. (2015), in turn,

conducted comparative analyses of rhetorical structure variations across subfields.

Research articles have constituted the primary focus within this domain. Scholars, such as
Salager-Meyer (1992), Dudley-Evans (1994), Maswana et al. (2015), and Darabad (2016) have
utilized move-step analysis to elucidate the communicative structures inherent in academic
writing. Moreover, the model has transcended the boundaries of research articles and been
extended to other genres, including grant proposals (Connor & Mauranen, 1999; Connor,
2000; Tseng, 2011; Cotos, 2019), book reviews (Nodoushan & Montazeran, 2012), job
application letters (Bhatia, 1989, 1993; Upton & Connor, 2001; Henry & Roseberry, 2001),
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letters of recommendation (Precht, 2000; Ebadi & Saedidovaise, 2015), personal statements

(Ding, 2007), and university online overviews (Poonchako, 2017).

In the field of marketing, pioneering work by Teh (1986), followed by subsequent studies
conducted by Bhatia (1993), Zhu (2001), and Vergaro (2004), examined rhetorical strategies
employed in business discourse. Given that the primary function of marketing texts is
persuasion, move analysis has been recognized as an effective tool for revealing how such

persuasion is achieved.

With the advent of e-commerce, Turban et al. (2004) classified online commerce into
categories, such as B2B, B2C, and C2C}, highlighting linguistic variation across different roles.
A review of the literature indicates that the move analysis has predominantly concentrated
on product or service reviews. Zhang and Vasquez (2014) and Panseeta and Todd (2014)
focused on hotel reviews; Chik and Vasquez (2017) examined restaurant reviews; and
Skalicky (2013) alongside Skalicky and Crossley (2015) investigated product reviews on
Amazon.com. Furthermore, Gibson (2022) analyzed YouTube comments, Lam (2013) studied
internet group buying deals, and Thominet (2016) examined video game user reviews within
the move-strategy framework. A substantial body of research employs move analysis across

diverse genres.

Nevertheless, research conducted within the (C2C) context appears to remain limited in the
literature. In other words, no studies have been identified that investigate the move-strategies
present in texts generated by individuals aiming to sell a product. Nevertheless, research
conducted within the Consumer-to-Consumer (C2C) context appears to remain very limited
in the literature. Specifically, no studies have been identified that investigate the move-
strategies present in texts generated by individuals aiming to sell a product. This study
addresses a previously unexamined area: rhetorical move variation in C2C vehicle
advertisements. Indeed, rhetorical findings pertaining to C2C interactions —which bear traces
of the most traditional era of marketing —are no less significant than those derived from other

domains.

With regard to the academic literature in Tiirkiye, the earliest studies employing Swales's
(1990) model were conducted by Ozyildirim (2001) and Yarar (2001). Moreover, within
Turkish linguistic scholarship, move-oriented discourse studies have predominantly

concentrated on academic texts (e.g., Huber & Uzun, 2000; Cem-Deger & Fidan, 2008; Fidan,

1 E-commerce is categorized into different types based on its form of implementation or the parties involved. These types include
Business-to-Business (B2B) e-commerce, Business-to-Consumer (B2C) e-commerce, Consumer-to-Business (C2B) e-commerce,
Consumer-to-Consumer (C2C) e-commerce, Business-to-Employee (B2E) e-commerce, Business-to-Government (B2G) e-
commerce, Government-to-Business (G2B) e-commerce, Government-to-Government (G2G) e-commerce, Government-to-
Consumer (G2C) e-commerce, and Consumer-to-Government (C2G) e-commerce (Afra, 2014; Utku & Dimenli, 2022).
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2008; Kavanoz & Sagin Simsek, 2013; Kan & Uzun, 2014; Demir, 2022; i@eri & Aydin, 2024).
On the other hand, studies, such as Alagozlii (2007) have demonstrated that move-based
rhetorical analysis can also be effectively applied to commercial genres, particularly legal-

banking documents, such as bank letters of guarantee.
2.3 Research Questions
This research is guided by the following four questions:

e What rhetorical moves and steps characterize C2C vehicle advertisements on
sahibinden.com?

¢ How are these rhetorical moves and steps distributed across different professional
groups?

e To what extent do rhetorical move and step usages differ significantly across
professional groups?

¢ What do these profession-based variations reveal about the role of professional ethos

and culturally embedded persuasive strategies in C2C advertising discourse?
3 MATERIAL AND METHODS
3.1 Data and Collection Procedures

The dataset for this study was compiled from C2C e-commerce platform where users
independently create advertisement texts, ensuring access to authentic linguistic data. Given
its widespread use in Tiirkiye and its institutional credibility, sahibinden.com (Sahibinden,

2022) was selected as the primary data source.

Sahibinden.com hosts user-generated advertisements across various categories, including
vehicles, real estate, and services. This study focused exclusively on vehicle listings to ensure
genre consistency. Categories such as real estate and tutoring were excluded. In addition, to
preserve the C2C nature of the data, listings by professional car dealers were filtered out using

the “from owner” option.

To identify advertisements produced by individuals from specific professional backgrounds,
profession-related keywords (e.g., akademisyenden, Ogretim iiyesinden, doktordan,
askerden, avukattan, hemsireden) were used in the platform’s search function. Listings
containing these expressions in the title were prioritized; when necessary, listings including
such references in the description were also considered. Data collection was conducted on six

separate dates between January and March 2023 in order to minimize temporal bias.
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The sampling procedure was designed to ensure balanced representation across professional
groups. A total of 11 distinct professions were included in the study, and 50 vehicle
advertisements were collected for each profession, resulting in a total corpus of 550
advertisements. For each professional category, search results were sorted by the most recent

listings, and the first 50 eligible advertisements that met the inclusion criteria were selected.

This stratified sampling approach enabled systematic comparison across professions, helping
reduce the likelihood that observed differences are driven by unequal group sizes rather than

unequal group sizes.
3.2 Move and Step Coding in the Corpus

The data set was converted into a corpus through manual move-based annotation in Microsoft
Word. To ensure reliability, coding was double-checked by both authors. Only profession was

considered; gender and age were excluded.

Move models by Swales (1990), Kathpalia (1992), Zhu (2000), Bhatia (2004), Skalicky (2013),
and Labrador et al. (2014) guided the analysis. When new steps not found in existing models

emerged, they were added to the framework.

Each advertisement was segmented into moves, steps, and sub-steps based on its function.
Upon identifying new rhetorical steps, the entire corpus was reviewed again, and these

elements were systematically labeled.
3.3. Data Analysis Procedure

To examine whether rhetorical move types significantly differ across professional groups in
C2C vehicle ads, chi-square test of independence (x?) was conducted. This test was
appropriate due to the categorical nature of the variables—rhetorical steps (e.g., polite closing)
and professions (e.g., teacher, doctor, mechanic) (Field, 2013; Agresti, 2018). Assumptions were

met, including minimum expected frequencies in contingency tables (Sheskin, 2007).

In addition to p-values, Cramér’s V was calculated to measure the strength of association,
ideal for larger-than-2x2 tables (Cramér, 1946, Cohen, 1988). While the chi-square test

indicates significance, Cramér’s V evaluates effect size.

To identify which cells influenced results most, the standardized residuals (Z-scores) were
examined. Values exceeding [2| indicated cells with significantly different observed and
expected frequencies (Haberman, 1973). Together, these methods offered a comprehensive
framework, revealing both the existence and practical magnitude of rhetorical variation across

professional seller groups.
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4 FINDINGS

This study identified 13 rhetorical move types across a corpus of 5,208 rhetorical instances in
C2C vehicle advertisements. The findings indicate that these listings are not merely product
descriptions but also function as complex rhetorical texts involving persuasion, trust-

building, professional identity presentation, and buyer orientation.

Table 1. Names of moves and their explanations

Name of the move N Definition
(steps)

Title move 883 The name of the ad that briefly describes the general
features of the product.

Salutation 51 The action of welcoming or addressing the target
audience in an advertisement.

Evaluation move 284 The action of expressing a subjective opinion about the
value and quality of the product.

User information 1281 Providing information about the qualities of the product,
its additional possibilities, its functions, and the target
audience.

Creditableness Move 725 Provide reasons (e.g. provide documentation) to gain the
client's trust.

Personal experience move 321 The author's positive or negative experiential posts about
the product.

Persuasive characteristics 210 Providing information, such as gender, profession, and
reason for selling in order to persuade.

Comparison move 113 Comparison of the product sold with other products.

Background move 171 Creating a cause and effect pattern by presenting the
reasons for the explanations or information given in the
advertisement.

Refer to other ads move 5 Referring to other ads on the website.

Offering incentives 646 Providing information on how the buyer can get extra
facilities (barter, extra material).

Closing move 251 Closing statements to conclude the advertisement.

Urging action 267 The seller's provocation for those reading the ad to

purchase the product quickly.
Total 5208

Among the moves, refer to other reviews had the fewest instances, while user information
move was the most frequent at 24.6%, highlighting the importance of information in C2C ads.
This was followed by creditableness move (13.9%) and offering incentives move (12.4%),
emphasizing persuasion and trust. The title move (17%) summarized the ad content, and
closing and urging action moves (9.9%) concluded the structure. Less frequent moves like

refer to other ads and salutation indicate a focus on informative and persuasive functions over
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social rapport. Overall, these patterns show that C2C listings have complex discourse

structures influenced by profession, identity, and audience.

Table 2. Distribution of title move strategies by profession

Step

[
]
=
wn
9}
el
IS
fis]

= lacademic

=
= doctor

N

=
(0e]

pressure building
telling quality
(positive)

telling quality
(neutral)

telling quality
(negative)
providing user
information
making an analogy
reference to gender

comparison
creditableness
additional
capabilities
evaluation
incentives
describe as
unimportant
experience -2.6
using punctuation  -1.4 -0.7
persuasive -06 -06 -06 -06 -0.6
giving directionsto  -04 -04 -04 -05 -04
ads description

-0.6 -0.5 i~
-0.6 -0.6
-04 -04 -04

Lighter= less than expected, Darker= more than expected

A chi-square test of independence was conducted on the frequency data and revealed a
statistically significant association between rhetorical step types and professional groups (x?
=270.85, p <.001, df =160, Cramér’s V = 0.175). This finding suggests that rhetorical strategies
are not merely stylistic choices, but rather socio-discursive reflections of professional identity,

institutional discourse, and cultural language habits.
Standardized residuals with Z > +2 highlighted the following noteworthy deviations:

Nurses—Reference to Gender (Z = +3): Nurses frequently employ gender-referential
expressions in their listings, likely reflecting the influence of gendered discourse

norms in healthcare communication.
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Mechanics—-Making an Analogy (Z > +2): Mechanics are significantly more likely to use

i

familiar analogies from everyday language (e.g., “like new,” “runs like a clock”),

suggesting a discursive proximity to colloquial or customer-oriented language.

Doctors—Creditableness (Z > +2): Doctors tend to emphasize credibility through
authoritative and document-supported language, signaling a transfer of professional

ethos into marketplace communication.

Soldiers—Additional ~ Capabilities (Z > +2): Individuals with military
backgroundshighlight additional product features at a higher-than-expected rate,

possibly reflecting attention to specification, performance, and detail.

Imams—Persuasive (Z > +2): Imams are more likely to employ persuasive strategies in
their listings, such as moral appeals or assertive trust claims, indicating a continuity

between religious rhetoric and commercial language.

Table 3. Distribution of salutation strategies by profession

Name of Step(s) o é . ks
= = —
g 3§ & & £ 2 E E §BE E 2
Phatic 2 3 1 2 2 5 6 3 0 0 7 31
Communication
% of Total 645 968 323 645 645 1613 1935968 0 O 22.58 100
Addressing 1 4 0 0 1 3 4 1 0 1 5 20
% of Total 5 20 0 0 5 15 20 5 0 5 25 100

Table 3 presents the distribution of salutation strategies across professions. Although no

statistically significant difference was found (x? = 22.79, df = 18, p =.198), frequency patterns

suggest profession-based rhetorical habits. Mechanics and imams used phatic communication

and addressing most frequently, together representing nearly half of the total use.

In contrast, teachers and police officers did not use phatic communication at all, indicating a

more formal or impersonal tone. Doctors and Ilawyers used addressing strategies less

frequently, suggesting a more formal register. These patterns, while not statistically strong,

reflect culturally influenced discourse preferences and warrant further qualitative

exploration.

Academic 14: Aracin yeni sahibi, burada olduuna gore farkl bir arag pesindesin.

‘The new owner of the vehicle is here, so you must be after a different vehicle.”
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Mechanic 3: Gel bak al bin git.

‘Come and take a look, get in and go.”

Mechanic 3’s use of the direct imperative form exemplifies a colloquial, authority-based
rhetorical style. This phrasing suggests a preference for direct, less formal address, possibly

reflecting occupational discourse norms.

Table 4. Distribution of evaluation move

Name of

tep(s) g é = g
step(s = . = o & 8 g
T 2 2§ % 8 &8 £ 2 £2¢ 3
S ° S s =] g 2 5 o & 2 o
& 2 8 = g 5 g 2 a8 & £
General n 15 21 20 19 21 30 27 22 22 24 20 241
Evaluation % 6 9 8 8 9 12 11 9 9 10 8 100
New product n 3 8 1 7 2 4 1 5 4 4 4 43
analogy % 7 19 2 16 5 9 2 12 9 9 9 100

According to the results of the chi-square test, no statistically significant difference was found
in the use of the rhetorical strategies general evaluation and new product analogy across
professional groups (x? =21.87, p =.143, df = 18). Additionally, none of the cells exceeded the
standardized residual threshold of Z > |21, indicating no significant deviations from expected

frequencies.

Although the new product analogy strategy appeared relatively more frequently in certain
groups, such as mechanics and soldiers, these differences did not reach statistical significance.
This suggests that such rhetorical moves may be more universally adopted and less influenced

by professional identity.

The evaluation move is widely and equally used in all professional groups analysed. Common
expressions observed within the scope of this move include “clean used” and in “good

condition”.
Academic 32: Temiz kullanmilmigtir. “Well-maintained.’
Manager 3: Temiz kullamilmigtir. “Clean used.’

Manager 48: Sanziman ve motoru iyi durumdadir. “Transmission and engine are in good

condition.”
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Nurse 45: Aracin i¢ kozmetigi iyi durumdadir. “The interior cosmetics of the vehicle are

in good condition.’

An examination of the frequency distribution within the New Product Analogy category
reveals that soldiers and doctors stand out as the most prominent users of this rhetorical move.

Some noteworthy statements in the new analogy step are as follows:
Soldier 43: Arag fabrikadan ¢iktig1 gibidir. The vehicle is in stock condition.'
Doctor 17: Sifir ayarinda... ‘Like a brand new vehicle.”

Teacher 3: (Otomobilin) Durusu diri ve rengi ilk giinkii gibidir. ‘(The car's) condition

is fresh and the color is like the first day.’

Table 5. Distribution of user information move strategies by profession

Ste 9 = H o
P E 5 8 5 £ 3 B » 5 gy %
) S < 5 ) = 1] g 5 = 9 <
YT S I & = 2 E § § 2§ 79
3] @ S o] ) = = g £ Q-‘O‘SE)

5 £

tips & tricks

unclear information
solve problem
explain or confirm
functions

additional
capabilities
description (positive)
description
(negative)
description (neutral)
downplay problem
highlight lack of
negative

suggest
improvement

target audience
externalizing the
problem
ownership history

Lighter= less than expected, Darker= more than expected

The table displays frequencies and percentages of communicative strategies across
professions, specifically within the user information move, which comprises 14 rhetorical

steps. Among these, description (positive) and description (negative) are the most frequently
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used, and are conceptually linked. In contrast, steps like solve problem and tips & tricks are
rarely used, suggesting that technical details and repair advice are not central to most user-

generated listings.

A chi-square test indicated a statistically significant relationship between profession and
strategy use (x2 = 205.90, df = 130, p < .001), with Cramér’s V = 0.127, showing a weak but
meaningful association. Standardized residuals showed that certain professions favored
distinct rhetorical patterns. For example, police officers often suggested improvements, while
teachers and doctors emphasized ownership history as a trust-building tool. Mechanics tended to
avoid both ownership history and negative descriptions, indicating a preference for minimal
and technical communication. Academicians rarely included unclear information, likely

reflecting their emphasis on clarity and precision.

These findings indicate that the user information move serves both transactional and identity-
displaying functions. For example, in the tips & tricks step, Doctor 12 advises: ”“Auvoid poorly

maintained cars passed through flippers; buy vehicles with documented history and known users.”

The Additional Capabilities step includes aftermarket enhancements, such as body Kkits,
navigation systems, premium mats, ceramic coating, and parking sensors. The Positive
Description step is used nearly twice as often as Negative Description, though this gap is
narrower in listings by mechanics, nurses, and tradesmen, indicating a more balanced tone. In
contrast, doctors and academicians show a stronger bias toward positive portrayals, potentially

reflecting a promotional style.

One frequent phrase in the positive description step refers to a vehicle's untouched bodywork
and original paint, signaling an effort to project the product’s excellent physical condition.

This rhetorical choice often plays a key role in persuasive efforts.

Manager 7: Aracta degisen, boya, tramer kayd: kesinlikle olmayip kapali garaj arabasidir. “The
vehicle has no replaced parts, no paintwork, and absolutely no TRAMER records; it

has been kept in a covered garage.’

The downplaying the problem step is most common among academicians, marked by words
like “minor” or “not a big deal,” and least used by police officers and mechanics. Though
generally less frequent, the suggesting improvements step appears most among police officers
but is absent in ads by tradesmen and teachers, indicating profession-based patterns in offering
enhancement ideas. In the target audience step, nurses and imams use it most, while managers
rarely do. For instance, Nurse 29 highlights family appeal with “...temiz aile aracidir” ('...it"s
a clean family car’), identifying families as the target. The externalizing the problem step

shows stark contrasts: academicians use it most—almost double the rate of teachers—while
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doctors, nurses, and mechanics use it least. For example, Academician 26 says: “Belirttigim boya
islemleri benden onceki sahibinde gergeklesmistir” (‘“The paintwork I mentioned was done by

the previous owner’), shifting blame and reframing the issue as inherited, not self-caus

Table 6. Distribution of creditableness move strategies by profession

Step 3 g = i
e} % = [3}
S ] © Q
< 5 = E

external trust 1 1

(with doc) ’ ’

internal trust (no

doc)

assertive behavior

offering option
declaring sacrifice
brand leverage
hedging

Lighter= less than expected, Darker= more than expected

The creditableness move includes seven strategies, with internal trust (credibility without
documents) and external trust (document-based persuasion) being most frequent. Assertive
behavior was least used. The chi-square test showed significant differences across professions

(x2=99.12, p =.001), with a weak to moderate association (Cramér’s V = 0.151).

Academicians favored external trust strategies like expert reports and TRAMER records, while
mechanics used them less. Police officers, soldiers, and managers preferred internal trust,
reflecting relational persuasion. Mechanics overused assertive expressions, showing

confidence over proof.

The fivefold difference between academics and mechanics highlights distinct professional
communication norms. Overall, C2C ads act as discursive spaces where professional identity

is constructed and strategically conveyed through language.

Academic 7: Ekspertiz raporu ve tramer kayd: resimlerde mevcuttur. “The expertise report
and the TRAMER record are available in the images.’

Police and military professionals most frequently use internal trust, building credibility
without documents. This contrasts with academics, lawyers, and tradesmen, who prefer external
trust based on documentary evidence. The legal and commercial fields especially favor this
documentary approach. Assertive behavior is most common among mechanics, often

expressed with phrases like “kefilim” (“I vouch for”), while it is absent in academics and
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tradesmen. These differing strategies highlight how professions vary in establishing trust and
credibility, reflecting their unique communication norms and the importance they place on

either relational trust or formal evidence.

Mechanic 49: Iddia ediyoruz. Bu kadar bakimli ve diizgiiniinii bulmamiz cok zor. "We claim

that it is extremely difficult to find one as well-maintained and orderly as this.’

The offering options step is most prominent in the profession of doctors and least prominent
in the case of managers. In this step, there is a high level of confidence regarding the quality of
the vehicle being sold. As demonstrated in the example, it is communicated that the customer

has the option to choose the inspection they prefer for the car.

Doctor 23: [stediginiz ekspertize gitiirebilirsiniz. “You can take it to any expert of your

choice’

The profession that benefits most from leveraging a brand's credibility and recognition is that
of the doctor. In this step, when describing the car's features, the name of a well-established,
reputable brand is often mentioned. For example, the preferred fuel brand for the vehicle is
Shell (Doctor 12), the tire brands are Continental or Michelin (Doctor 11, Teacher 42), the spark
plugs used are from Bosch (Nurse 34), the oil used in the engine is Castrol (Soldier 35), and the
battery brand is Inci (Soldier 37).

The declaring sacrifice step is most prominent in the profession of doctors, while it is absent in

the professions of imams and teachers.

Academic 1: Uce-bese bakilmadan miimkiin olan en iyi sekilde bakimlar: yapilan ve titiz kullanilan
vasitan olacak. ‘It will be a vehicle that has been maintained in the best possible way, with

careful use, without considering costs.’

Table 7. Distribution of personal experience move strategies by profession
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The chi-square test showed significant differences in how professions convey personal
experience in C2C listings (x2=36.11, df =20, p = .0149), with a moderate effect size (Cramér’s
V =0.237). Teachers used neutral experiences more than expected, while academicians preferred

negative experiences, suggesting distinct rhetorical tendencies —observational versus critical.

Despite this, positive experiences were the most common overall, especially among doctors
(19%), academics (12%), and lawyers (12%). These trends indicate that personal experience in
C2C ads not only serves as product description but also reflects the seller’s professional

identity and worldview through preferred narrative styles.

Lawyer 6: Arabayla uzun yola da gittim elhamdiilillah is goriiyor bir sorun yasamadim. ‘1
also went on a long trip by car, thank God it works well, I didn't experience any

problems.’

Doctors demonstrate the highest frequency of usage in both the positive and negative
experience moves. This pattern suggests that doctors are particularly inclined to articulate their
experiences, regardless of whether they are positive or negative, reflecting a discourse style

that emphasizes experiential narration across varying emotional contexts.

The categories with the highest engagement in the neutral experience move are teachers, police
officers, and mechanics. These findings suggest that the types of experiences shared vary across

different professional groups.

Table 8. Distribution of persuasive characteristics move strategies by profession
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The chi-square test revealed no statistically significant difference in persuasive strategies
across professions (x? = 24.69, df = 20, p = .214), yet Cramér’s V = 0.242 suggests a modest-to-

moderate association, indicating patterned rhetorical preferences. Police officers frequently
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referenced gender, likely to foster trust or relatability, while soldiers highlighted professional
identity to convey institutional credibility. In contrast, lawyers underused such references,

possibly avoiding personal disclosure.

These findings reinforce that C2C ads are not only transactional but also serve as rhetorical
spaces for expressing professional identity. How something is said —and who says it—shapes
persuasiveness. The move of justifying the reason for sale exemplifies such strategies aimed

at enhancing credibility in digital peer-to-peer marketplaces.

Lawyer 50: Model yiikseltmek amacgh satiyoruz. “We are selling it to get a newer

model.

In Tiirkiye, there exists a prevailing perception that vehicles previously owned by women are
generally cleaner and better maintained. This phenomenon highlights a culturally embedded
assumption regarding gender and vehicle care. Interestingly, while the emphasis on the
seller’s gender is notably pronounced among police officers, it is particularly observed that they
tend to highlight the fact that the previous owner was a woman in their vehicle

advertisements.
Nurse 37: Bayan hemsireden temiz ara¢! ‘A clean car from a lady nurse!’

Police officer 36: Aracin benden Gnceki sahibi bayand:. “The previous owner of the car

was a woman.”

An example of the highlighting the profession of the seller move further demonstrates how

professional identity is strategically deployed to enhance credibility in C2C listings.
Soldier 31: Askeri Personelden satiliktir. ‘For sale by a member of the military.’
Table 9. Distribution of comparison move strategies by profession
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The chi-square test results revealed no statistically significant association between profession
and comparison strategy usage in vehicle listings (x? = 38.52, df = 30, p = .137). However, the
effect size, represented by a Cramér’s V value of 0.337, indicates a moderate association,
suggesting that certain rhetorical comparison moves tend to cluster around specific

professions.

Standardized residuals (Z > |121) indicate that soldiers and doctors use positive comparisons
more than expected. Tradesmen uniquely employ neutral comparisons and suggest alternative
products, hinting at a competitive, practical approach. These findings show that comparison
moves in C2C ads follow profession-specific discourse patterns rather than randomness. A
key feature of these strategies is the frequent use of comparatives like daha (‘“more”) and en
(‘most’). Examples from listings illustrate distinct comparison types—positive, negative,

neutral, and alternative suggestions —each explained in its rhetorical context.

Police officer 1: Aracim 2006 model olup sinifinin en dolusudur. “My car is a 2006 model

and the most fully equipped in its class.”

This statement exemplifies a positive comparison, wherein the seller emphasizes the superior
features of the vehicle within its category. By highlighting its comprehensive equipment, the

seller aims to persuade potential buyers of the car's exceptional value.

Lawyer 6: Genel olarak sifir model arabadan bazi yonleriyle elbette geri kalir. ‘Of course, in

some aspects, it falls behind compared to a brand-new model.”

Here, the seller employs a negative comparison, acknowledging certain limitations of the
vehicle when juxtaposed with newer models. This candid admission can build trust with

buyers by demonstrating transparency.

Teacher 14: Bu modellerin agirli$r sedandan daha fazladir. "These models are heavier than

sedans.”

This neutral comparison presents an objective market observation without overtly promoting
or criticizing any specific vehicle. Such statements can position the seller as informed and

unbiased.
Tradesman 29: Gegici arag temin edilir. *A temporary replacement vehicle is provided.’

In this instance, the seller suggests an alternative product or service to enhance the appeal of
the offer. Providing a temporary replacement vehicle can alleviate buyer concerns during the

purchasing process.

Table 10. Distribution of background move strategies by profession
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The chi-square test showed no significant difference in the use of the background move across
professions (x2 = 15.10, df = 10, p = .128), and standardized residuals did not exceed +2. This
indicates a relatively uniform use of this strategy, unaffected by profession-specific discourse

norms.

The background move, which involves explaining reasons for selling, appears to serve a
universal communicative function in C2C listings. Common causal expressions include -DAn
dolay, -DIglI icin, -DAn 6tiirii, and nedeniyle. These forms embed the product within a broader
narrative, suggesting that, unlike other rhetorical strategies, this move reflects shared

communicative conventions rather than professional identity.

Doctor 32: Sehir degistirdigimden 6tiirii ve arag fazlali§indan satiyorum. ‘I'm selling the car

because I relocated and no longer need multiple vehicles.’

Table 11. Distribution of refer to other reviews / ads move strategies by profession
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Table 11 shows that the refer to other reviews move was used only by soldiers, doctors, nurses,
and imams, with imams using it slightly more. However, with only five total instances,
meaningful differences between professions cannot be determined. Overall, this strategy is
very rare across all groups. Most users prefer to provide direct descriptions in their listings

rather than referring to external reviews or advertisements.

The rare implementation of the refer to other reviews move is exemplified in the following

excerpt, shedding light on its function within C2C advertisement discourse.



115 Dilbilim Arastirmalar: Dergisi 2026 / 1

Imam 13: ...piyasada su an km’si yiiksek olupta fiyatida cok yiiksek arag var. “There are cars

on the market right now with high mileage but still very high prices.’

Table 12. Distribution of offering incentives move strategies by profession
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The chi-square test results revealed no statistically significant association between
professional groups and the use of incentive-offering move strategies (x*=56.36, p = .249, df =
50). This finding suggests that the use of moves, such as offering special gifts or prices, stating
benefits, highlighting the absence of costs, proposing exchanges, or refusing exchanges is
distributed randomly across professional groups. An analysis of standardized residuals
confirmed that no particular profession employed any of these strategies significantly more
or less than expected. These results imply that incentive-based rhetorical practices do not
show marked variation among professions and are likely shaped more by individual
preferences or the situational context of the advertisement rather than by professional

identity.

Standardized residuals reveal that: Teachers significantly overused the move offering a gift or
special price, which may reflect a stronger inclination toward offering added value in

persuasive discourse.

Teacher 17: Kislik lastikleri yaninda verilecektir. “Winter tires will be given as a gift with

the vehicle.

Police officers were less likely to use the move refusing an exchange, possibly indicating a more

neutral or non-confrontational negotiation style.

Academicians made significantly more use of “stating the reason for a low price,” reflecting a

tendency toward analytical and explanatory narrative framing. An example of the offering
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exchange move is provided below to illustrate how sellers propose alternative transaction

options to potential buyers.

Imam 48: Ust model arabalarla takas degerlendirilir. ‘Exchange offers with higher-end

models will be considered.’

Table 13. Distribution of closing move strategies by profession
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The chi-square test revealed a statistically significant association between profession and
closing strategies used in vehicle listings (x?=61.00, df = 20, p <.001). The effect size, measured
by Cramér’s V = 0.349, indicates a moderately strong association. This suggests that closing

remarks are not randomly distributed but vary meaningfully across professional identities.

According to standardized residuals: Imams significantly overused religious references in

their closings, aligning with their professional discourse norms.
Imam 48: Pazarlik siinnettir. ‘Bargaining is a Sunnah.’
Soldiers and nurses also showed a tendency to include religious wishes more than expected.

In contrast, academicians and lawyers underused this strategy, indicating a preference for more

secular or neutral tones.

Additionally, doctors were notably more likely to include impolite or boundary-setting
closings, possibly reflecting professional assertiveness or the desire to limit post-sale
engagement. Common examples of impolite closing language included phrases like alakasiz
soru sormayim 'do not ask unrelated questions,' bos muhabbet icin arayamayn 'do not call for

pointless conversation,' and dliiciiler aramasin 'lowballers, stay away'."

Doctor 48: Liitfen éliiciiler ve takintili insanlar aramazsa sevinirim. Saygilarimla. ‘1 would
appreciate it if lowballers and overly obsessive individuals refrained from calling. Best

regards.’

In this example, Doctor 48 first employed an impolite closing strategy, followed by the use of

a polite closing through the expression 'Best regards'.
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Table 14. Distribution of urging action move strategies by profession
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The chi-square test results revealed no statistically significant association between
professional groups and the use of call-to-action and offering-options-for-contact strategies
(x> = 1215, p = 275, df = 10). This finding indicates that the distribution of these
communication-oriented closing moves is largely random across professions, with no
systematic variations based on professional identity. An analysis of standardized residuals
showed that although minor deviations existed among certain professions, none reached
statistically meaningful levels. These results suggest that employing call-to-action or offering
contact options reflects general communicative practices rather than profession-specific
discourse norms, which are likely shaped more by individual preference or situational

context.

Expressions, such as 'urgent' and 'negotiable' notably emerge in the call to action step,

reflecting attempts to prompt quick buyer response.
Manager 5: Pazarlik cuzi miktarda vardir. ‘Price is slightly negotiable.

5 DISCUSSION

This study makes a novel contribution by applying move-step rhetorical analysis (Swales,
1990; Bhatia, 1993) to C2C vehicle ads, a largely overlooked genre in discourse studies. While
prior research has examined rhetorical structures in academic writing (Brett, 1994; Maswana
etal., 2015), grant proposals (Connor, 2000; Tseng, 2011), and product reviews (Skalicky, 2013;
Zhang & Vasquez, 2014), non-professional seller discourse remains underexplored. This study

addresses that gap by linking rhetorical patterns in C2C ads to professional identity.

The rhetorical patterns observed in this study both align with and diverge from previous
move analysis research conducted on related digital genres. For instance, Skalicky (2013)
found that Amazon.com product reviewers primarily employ informational and experience-
based moves, with overtly promotional language being negatively received by the discourse
community. In contrast, the C2C vehicle advertisements examined here are inherently

promotional, and sellers explicitly leverage their professional identities as a persuasive
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resource. Labrador et al. (2014) identified that online advertisements typically consist of two
main rhetorical moves: product identification and product description. In the present study,
however, 13 distinct move types were identified. This discrepancy can be partly attributed to
the additional functions that C2C listings serve—such as professional identity presentation

and trust construction—which are less prominent in institutional advertising.

Consistent with previous findings (Pollach, 2008; Labrador et al., 2014), the study shows that
persuasion extends beyond formal marketing into informal online selling. Moves like user
information, creditableness, and offering incentives reflect well-established strategies (Belch
& Belch, 2004; Vergaro, 2004). The rhetorical emphasis on profession (e.g., "from doctor")
demonstrates ethos construction, echoing Aristotelian models (Mortensen, 2004; O'Keefe,
2019).

Quantitative methods, including chi-square tests and Cramér's V (Agresti, 2018; Field, 2013),
offer empirical depth beyond descriptive genre analysis. Standardized residuals (Haberman,
1973) identify significant deviations and minimize inflated p-values in large samples.
However, effect sizes (Cramér's V = 0.15-0.24) suggest that other factors—such as personal
style or regional norms—may be equally influential. Future studies could adopt multivariate

or mixed-effects models to assess such variables.

Interestingly, not all rhetorical moves exhibited profession-based variation. The evaluation
move and background move showed no statistically significant differences across
professional groups (x?=21.87, p=.143; x2=15.10, p =.128, respectively). This finding suggests
that certain discourse functions—such as assessing product quality and explaining reasons
for selling—are genre-essential rather than identity-contingent. This aligns with Biber et al.'s
(2007) observation that some moves serve as "obligatory" genre constituents. Similarly, the
absence of significant variation in the offering incentives move (x? = 56.36, p = .249) indicates
that economic inducements, such as price negotiation and gift-giving operate as universal
transactional strategies, transcending professional boundaries. These null findings are
theoretically valuable because they delineate the boundaries of professional identity effects:
profession shapes how certain strategies are deployed but does not determine all rhetorical

choices.

This study demonstrates that professional identity functions as commodified rhetorical
capital in C2C digital marketplaces. The findings reveal that sellers not only mention their
professions but also actively convert professional discourse norms—documentary evidence
for doctors, religious references for imams, colloquial analogies for mechanics—into persuasive
strategies. This concretely exemplifies Bhatia's (2004) concept of "interdiscursivity": sellers

hybridize institutional professional discourse with consumer-oriented marketing discourse.
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Despite rigorous coding procedures, manual annotation poses challenges of subjectivity
(Biber et al., 2007). While double coding was used, measures like interrater reliability (e.g.,
Cohen's k) were not reported. Moreover, although the role of profession is discussed, socio-
cultural mechanisms behind rhetorical variation (e.g., religious rhetoric by imams, document-

based persuasion by doctors) remain under-theorized (Bhatia, 2004).

The role of gender—especially in culturally loaded phrases like "sold by a female nurse" —is
acknowledged but not analytically integrated. Likewise, the Tiirkiye-specific dataset limits
generalizability. Cross-cultural comparisons (Hiranburana, 1996; Zhu, 2001) with platforms

like Craigslist or Gumtree are recommended.
6 CONCLUSION

This study appears to provide some of the first empirical evidence that professional identity
appears to influence rhetorical move selection in (C2C vehicle advertisements. Based on an
original 550-listing corpus compiled from sahibinden.com, the quantitative and qualitative
analysis reveals four distinct ethos patterns: the epistemic-institutional ethos observed among
doctors and academics, the pragmatic-colloquial ethos prevalent among mechanics and
tradesmen, the moral-religious ethos specific to imams, and the culturally gendered ethos most
visible among nurses and police officers. Together, these four patterns may point to a broader
phenomenon—Commodified Professional Ethos—wherein professional identity is

strategically repurposed as marketable rhetorical capital in digital peer-to-peer marketplaces.

The theoretical contribution of these findings lies in their challenge to rigid distinctions
between institutional and vernacular discourse. C2C advertisements function as a hybrid
genre in which ordinary sellers consciously transform professional discourse norms into
persuasive strategies. This demonstrates the successful adaptability of Swalesian genre
analysis to informal digital contexts and extends Bhatia's concept of interdiscursivity into C2C

discourse.

The findings have direct practical applications in genre pedagogy, digital marketing, and
NLP-based fraud detection. In genre pedagogy, authentic C2C texts offer a rich and accessible
resource for teaching persuasion, stance, and identity construction in English as a Foreign
Language and English for Specific Purposes classrooms. In digital marketing, profession-
linked rhetorical patterns provide data-driven foundations for user profiling and targeted
advertising algorithms. In natural language processing applications, these patterns may
introduce an additional dimension to fraud detection and persuasion analysis on e-commerce

platforms.
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This study may serve as a baseline investigation empirically documenting the role of
professional identity in C2C discourse. Future research should replicate this move framework
cross-culturally, incorporate multivariate models, and report inter-rater reliability metrics.
First, cross-cultural replication of the proposed move framework on other platforms will test
the universality of Commodified Professional Ethos across different linguistic and cultural
contexts. Second, advanced statistical models examining interactions between listing price,
vehicle age, seller gender, regional dialects, and rhetorical moves will further deepen
understanding of this phenomenon. Third, systematic reporting of inter-rater reliability
metrics in manual corpus annotation, such as Cohen's kappa, will establish methodological

best practices for move analysis research.

In conclusion, this study suggests that everyday marketplace discourse—even seemingly
simple and unstructured C2C listings— can exhibit relatively structured, rhetorically
sophisticated, and identity-driven genre. These findings illuminate how language operates
simultaneously as a communicative tool, a marker of identity, and a form of symbolic

economic capital in digital environments.
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