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Abstract: This study presents the functionality of proverbs in a modern
Greek open-air market. The study is based on the ethnographic research
of an open-air market in the centre of Athens, which, apart from captur-
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aims, on the one hand, at depicting the communicative function of
proverbs, and, on the other hand, at highlighting their importance in the
advertisement of products and the commercial promotion of the latter.
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Introduction

This study deals with proverbs, as used today in the Greek
social reality, and in particular in the Greek open-air markets.!
The primary aim of this study is not the text-centric approach of
proverbs, but the social “reading” of this type of artistic folk dis-
course, through the field research carried out in an open-air mar-
ket in Athens. It took place within the framework of my post-
doctorate research at the University of Athens during the aca-
demic years 2015 and 2016.

This study aims primarily at: a) highlighting the long life of
proverbs and proverbial phrases that remain in use even today in
multiple daily occupations of the residents of the Greek urban
centre; b) depicting the vigour and adaptability of proverbs with-
in the new frameworks of economic and social life, such as the
commercial activities in the open-air markets; c) analysing at the
same time the coining of new proverbs, anti-proverbs, modern
prolongements — elargissements of proverbs based on the ethno-
graphic example of the open-air markets; d) adopting familiar
and in good part “traditional” proverbs by immigrants who work
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at the Greek open-air markets, either as sellers or as helping per-
sonnel.

Theoretical framework

A) Open-air markets in Greece

An open-air market is a weekly event for the sale of fresh
food aiming primarily, on the one hand, at providing basic food
products directly from the producers and, on the other hand, at
offering the producers the opportunity to channel their products
directly to the consumers.? It goes without saying that, apart from
the agricultural products, one may also find at an open-air mar-
ket other products, alimentary or not, such as fish, clothing etc.

An open-air market is usually held once a week at a prede-
fined location, which is always the same, and is usually a square
or a street. It lasts for a few hours. It usually starts in the morning
(8:00 am) and ends in the afternoon (14:00 or 15:00). The market
stalls are portable, attached in the morning and detached at the
end of the working hours.

Open-air markets, claiming their roots back in ancient times,
are considered in some parts of the world, such as in many re-
gions of Italy, as a cultural heritage and a main tourist attraction.

In Greece, the institution of open-air markets was established
in 19293 Three years later, the Open-Air Market Fund was es-
tablished. Open-air markets, since their establishment until the
moment they reached today’s form, have gone through many
stages of development.

An open-air market is one of the most important events of
economic and social activity in each municipality of the Attica
region. As of 1932, in Athens, where only 44 open-air markets
used to exist, the Open-Air Market Fund is being established.*
Nowadays, in Athens and Piraeus alone, 180 open-air markets
take place on a weekly basis, with approximately 8,500 produc-
ers and sellers. Moreover, during the last years, 22 weekly open-
air markets with organic products have sprung up, where approx-
imately 350 producers of uniquely organic products take part.>

In the Greek open-air markets there are two categories of
sellers: The Producers and the Professionals. The Producers are
farmers or bee-keepers who sell the products they produce them-
selves (fruits, vegetables, honey). The Professionals buy the
products they sell from different sources without being neces-
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sarily Producers themselves. Every open-air market seller needs
to have posted a sign indicating their name, the open-air market
to which they belong and the words “Producer”, “Farmer” or
“Professional”, depending on their capacity. In order to pursue
the profession of an open-air market seller, a special permit is
needed, the conditions of which are specified by Law.

In Greece, open-air markets are also a tradition for many, if
not all cities, and are also an attraction for many tourists.

The subject of open-air markets has been addressed by many
Greek folklorists and anthropologists. A very brief reference can
be made to Dimitrios Loukatos, the first who noted down the
importance of studying open-air markets.® Dimitrios Loukatos, a
pioneer in the study of modern subjects and an introductor of
urban folklore in Greece, had noticed, since the early 1960’s, the
importance of the capital’s markets (open-air markets, the central
vegetable, meat and fish markets) and shops (butcher's, green-
grocer's etc.). At the same time, he had not omitted noting down
the importance of cryings and shouts of merchants in the mar-
kets, suggesting even the recording of these sounds (The Peddler
Voice Museum - The Sounds of the Market Museum, as he used
to call it).” in order to preserve the original voices, the witticisms,
as well as the advertising inventions and the proverbs used by
merchants and producers. It is also known, as suggested by Aris-
teidis Doulaveras,® that Loukatos® gave particular attention to
proverbs and their presence in the Greek economic life, both by
the analysis of the main patterns used in proverbs and the pres-
ence of proverbs in advertising.!®

Loukatos’ contribution in the use of proverbs at the open-air
markets of Athens is particularly important. It is in essence the
core of this study, since it has been the kick-start for me to get
involved in this subject and transform an initial suggestion into
an article on the use and transformation of proverbs today.

In the following decades, Michalis Meraklis!! put emphasis
on the role of markets in urban centres and particularly on the
new products circulating nowadays in urban flea markets. More-
over, younger folklorists, such as Vozikas!? and Kouzas,!* apart
from the economic procedures and the atypical economy, have
also raised in their studies the matter of the way an open-air
market is organised, its social role and the relationships of the
urban space residents with the fair market. In general, they focus
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on an overall study of the market, including its economic, com-
mercial, social, and recreational parameters. Renée Hirschon’s'
analysis on the open-air market of the municipality of Kokkinia
is particularly important; it was an overall analysis of all aspects
of Greek open-air markets.

B) Oral discourse and proverbs: Communicative dimensions and
advertising dynamics

According to Walter Ong,!* nowadays the psychodynamics
of orality has become more perceivable than ever before. The
ability of words to have power and act in a determining way
within modern society has become more straightforward than
ever. In particular, in the advertising industry, oral dynamics has
a prominent role.!® No advertisement has ever existed nor shall it
ever exist, without written or oral discourse. For an advertise-
ment to serve its purpose —sell products— insinuative, polyse-
mous and efficient language is used. According to Alan Dundes!’
this is the discourse that surprises and provokes, by violating our
linguistic ambitions (but not exclusively), in a way that it can
impress, be memorised and in the end convince.

Nowadays, oral advertisements are a form of mass commu-
nication in everyday life, in everyday commercial activity. On a
daily basis, there are plenty of advertisements bombarding us on
radio and TV shows, as well as in the streets by merchants and
salespeople. The one and only goal of these advertising messages
is to “sell” the advertised products and, in that way, form stand-
ards, values and the public opinion that is the leading power in
the creation of prosperity and culture.!8

In general, the main function of advertising messages is to
pass on information to the public regarding the product and its
usefulness. In other words, at first, the product is presented by
the merchant in order to make it known and then a quality-
advantage is presented, so that the public gets motivated to buy
it.

As pointed out by American!® and Greek?° folklorists, the
presence of proverbs in advertisement is far more than vivid. The
presence of advertisements is not confined only in printed and
electronic media, but they are also inherent primarily in the oral
advertisement of products, especially when sold in the streets.
The view that proverbs are among the most dynamic and vivid
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elements of our folk culture that adapt very easily to the new
data of everyday life is thus confirmed.

But let us move on with the results of the research regarding
the advertising dynamics of proverbs.

An ethnographic research: doing research on the use and
functionality of proverbs at an open-air market

Approaching and getting to know the sellers and employees
of the stalls has been a procedure that went through various stag-
es. The lack of acquaintance and familiarity classified me direct-
ly to the “strangers”. However, my intention was not to hide my
identity and record everything I noticed, nor stay at a distance
from the subjects of the research. Thus, the method I chose for
the field qualitative research was that of participant observa-
tion*! by stating on the one hand my capacity and intentions, and,
on the other hand, by actively participating in the activities of the
open-air market (from the beginning in the morning until the
afternoon at 16:00 — 17:00, when the producers or merchants
used to dismantle their stalls and leave), every Monday at the
district of Patissia, where I also live. I tried to create a few com-
munication networks? with the producers and sellers of the
open-air market, in order to be able to meet them and make any
feeling of suspicion or disbelief towards myself disappear. The
most suitable hours to meet them were the ones after 15:00,
when the open-air market steadily closed, the merchants sold out
their products and frequented the outdoor canteen to have a cof-
fee or eat something. The merchants were initially reluctant to
have a conversation. At first, by the means of friendly conversa-
tions and simple chats, without any questions, I tried to get ac-
cess to their lives, their reality. However, even when we finally
knew each other better, I thought there was no need in using
strictly specific questionnaires that aim at retrieving an absolute-
ly specific response. Having prepared already from home a set of
questions, I tried, by having a conversation with them (through a
semi-structured interview),? to capture their views on the prov-
erbs and, at the same time, not to isolate these views from their
broader social and economic framework. In other words, my
questions aimed at various fields: a) recording the proverbs that
are being used; b) highlighting the transformations and modifica-
tions of traditional proverbs; c) examining the occasions and mo-
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tives for which these proverbs are uttered, and, above all, exam-
ining the extent of their efficiency as a means to promote and
advertise products at the open-air market; d) verifying the reason
why the merchants of the open-air market use these proverbs
during the open-air market, and e) pointing out the reactions of
the other side, i.e. the one of the customers and the importance of
proverbs when choosing a product.

Among the tools that I used were my field notes and the re-
searcher’s notebook, which I used to record a big part of the ma-
terial derived from the participant observation, given that the
recording of the data of the research —during a period of approx-
imately 3 months— was not easy to take place on the spot, such as
on occasions where the conversations took place standing at the
canteen and during transactions at the open-air market. On all the
aforementioned instances, the record keeping took place after
leaving the area of the open-air market. In my notebook I record-
ed both the proverbs and the anti-proverbs I had heard and re-
tained.?* Moreover, I recorded information on the broader eco-
nomic and social framework in which the proverbs were used,
i.e. I recorded the occasions on which they were used (e.g. when
promoting a product or complimenting a client), and I did not
omit to record the communicative impact of the proverbs, as
sometimes they were warmly welcomed and sometimes rejected
by clients. Finally, a camera and a voice recorder have helped
me carry out the research.?

The results of the research

It is quite accurate when Mark Ritson and Richard Elliott?
describe advertising as a promise, which should be neither exag-
gerated, as it could end up being misleading, nor should it be
trivialised, as competition is strong and the product would not be
able to stand out. For the advertisement to “work” and not simp-
ly be “liked”, just as is suggested in their book, it should: (1)
stand out, (2) link the message with the product, (3) convince,
and (4) withstand in time, since the consumer should be con-
vinced about the appropriateness and necessity of the product, in
order to buy it. In order to achieve this, an open-air market mer-
chant treats discourse or simply language in a special and crea-
tive way. So, advertising as a humble form of art without a par-
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ticular style evolves into a “language”, into the “art and science”
of communication.

In today’s open-air markets, well-known proverbs are used
in their traditional form, and quite often their variations are also
used as anti-proverbs, referring directly to products sold in an
open-air market. Within the aforementioned framework, we shall
try to detect the function of proverbs both as a means of advertis-
ing and as a means of commercial promotion of products in an
open-air market in the city of Athens today. For convenience,
noting and analysis reasons, proverbs shall be divided into two
big categories:

A) proverbs as a means of advertising products

B) anti-proverbs as a means of promoting and advertising
products

A) Proverbs as a means of advertising products

Proverbs may be grouped not entirely exclusively based on
content, i.e. whether they refer to fruit, vegetables or fish. In any
case, all proverbs of the Greek open-air market refer either liter-
ally or figuratively to Greek products, as it would be reasonable
and expected. On the contrary, we may examine the grouping of
proverbs based on their purpose, which is not always commercial
or which is both commercial and social. Within this framework,
besides the collection of proverbs, the opinions of the merchants
uttering them and explaining the reason why a proverb is used on
each occasion were also collected.

The following may be pointed out as the basic groups of
proverbs based on their content and function:

Al) Proverbs aiming solely at the advertisement of products by
highlighting elements such as the quality of the products, the
strength and health they provide to anyone consuming them, the
good natural conditions in which they were produced.?’” The
main role in these proverbs is played by the products and their
qualities, and the latter represent the biggest percentage of prov-
erbs in the open-air market. Within the framework of every mer-
chant’s advertising strategy belongs the strategy of advertising
discourse. The proverbial discourse in the market is not random
but is characterised by a particular advertising strategy. The ad-
vertising strategy includes (a) the central advertising message
(advertising promise or proposal) based on the consumer’s gain,
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(b) the rational validation of the promise, and (c) the original
advertising style. Very often at the open-air market, a motto that
takes the form of a verse, i.e. the form of a proverb, is the result
of condensation of the three parameters mentioned above.

Yet, it is quite often the case that a proverb becomes in es-
sence a slogan, a motto remembered by the clients of the market
and in many cases it is repeated for weeks or even for months. It
may be suggested that the motto or slogan is a condensation of
the advertisement. It usually has a particular form and it is the
“flagship of the merchant’s effort”, because its inception and
coining demands care, creativity, and talent?® Victoroff de-
scribes slogans as a condensed form of a message that may be
easily imprinted on one's memory, due to its brevity and origi-
nality.?” To be more specific, a motto is a remarkable phrase or
proverb that is generally used within a political or commercial
framework and is a repeated expression of an idea or purpose.
These mottoes vary depending on the genre and style; they are
not detailed, but are particularly attractive. They are usually clas-
sified in two types: (a) the political,*® and (b) the advertising one.
In particular, the advertising message should catch the consum-
ers’ attention and interest, convince them about the product,
stimulate the desire for purchasing, guide them to buy it, and
perform all the above within the few seconds that the advertising
message lasts. The key traits of the message are its brevity, the
easiness in memorisation and the impression it makes.’! Quite
often an advertising message is also based on a pun or rhyme for
easier memorisation. Research has ascertained that for a message
to be successful (1) it should be specialised, i.e. used exclusively
for this product, (2) it should be easily memorable, i.e. have a
short form (the average length should be about 5 to 8 syllables),
(3) it should present a charming image of the product (quality,
duration, effectiveness etc.), and (4) it should maintain the atten-
tion through images, puns, proverbs, contrasts, rhyme, unison
etc. 32

Namely, the following proverbs, which act in an advertising
manner, may be discerned:

1. Proverbs about fruit
ITiow éyet n ayxldda tnv oved (The big pear has its tail at the
back)
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This proverb highlights that, even though not expected, bad peo-
ple often lurk for vengeance.

‘Eva unjlo tqv nuéoa 1o yiated tov xdvel wéga (An apple a
day keeps the doctor away)

This is a very well-known proverb that exists in many countries
and overemphasises the importance of apples for the mainte-
nance of human health.

Mdeve xaw ag elv’ xaw payyeg (Collect even if it’s just grapes)
This proverb highlights the importance of money economy and
the importance of the products even in small abundance.

Na Aéue ta ovxo ovxa xal ™) oxden oxdgn (Calling a fig a
fig and a tub a tub)

The proverb puts emphasis on the importance of direct and plain
discourse.

2. Proverbs about vegetables

Kawdg ¢péover ta Adyavo xaipds ta magamoviia (Time
brings cabbage and time brings cauliflower sprouts)

This proverb highlights the fact that there are time and social
changes to which we all ought to pay attention.

ITov mag Eefodrwrtos ota ayyovoia; (Where are you going
bare-assed amidst the cucumber grove?)

The proverb points out mockingly that nobody should go unpre-
pared for work.

Tt xdves Tavvys; Kovxid oméovw (What are you doing,
John? I’'m planting beans)

This proverb is used on occasions when a person does not act
and in general is occupied with trivial issues instead of focusing
on what is essential.

Youi oev égovue va ¢due, oamavdxia yia THY O0Q0eEN
yvoevovue (We don’t have any bread to eat, but are looking for
radish for the appetite)

This proverb is generally used when a person does not have
enough money but wants to have many goods and enjoy luxu-
ries.
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Kdilwo yoota ue ouovoia, maod Pdot ue oyovora... (Better
greens with agreement, than fish with disagreement...)

In other words, it is better to be poor and reconciled than rich
with disputes.

3. Proverbs about eggs

Kdido va yo onjugoa T avyo maod avoio tqv xota (It's
better to have the egg today than the chicken tomorrow)

In this proverb, the importance of prudence in life is highlighted.

Xdoaue ta avyd xat to xaldOwo (We've lost both the eggs
and the basket)

This proverb means that there has been a complete loss of an
object or even loss of control of a situation.

4. Proverbs about honey and its products

Aydt, aydit yivetar n ayovoioa uéiv (Unripe grape gets
sweet as honey at a slow pace)

Anything growing or taking place without rush matures correctly
and becomes better.

Ola eivaw uédi-ydia (It’s all honey and milk)
This proverb highlights that there is no disagreement at present.

5. Proverbs about oil, vinegar and wine

Dde Ldow xat éda foddv (Consume oil and come back at night)
By this proverb, the nutritional value of oil is highlighted, as
well as the sexual power it offers to the person consuming it.

6. Within the same framework belong the proverbs that high-
light the importance of proper nutrition, always with good ali-
ments.

Nnotixo aprovdl dev yopevet (A hungry bear does not dance)

Aua Poeis pai xdroe, dua Boeg EvAo ¢pvye (When there’s
food, stay; when there’s beating, go)

Ortav éyeic xar dev 1006, mémel va ae Oel yLateds (When
there’s food and you're not eating, it’s the doctor you should be
seeking)

As admitted by the merchants themselves, the proverbs referring
to aliments and highlighting in particular the fact that whoever is
full is also happy, they usually urge the people passing by the
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market to buy the relevant products. Manolis, 65 years old, a
merchant at the market makes a relevenant statement:

“These proverbs help us a lot in what we do: sell our
products. It could be said that they whet the appetite of
the people passing by in order to buy more.”

A2) Proverbs referring to the products of the market, but have a
different targeting. Their aim is to attract the interest of the peo-
ple, by provoking them. These proverbs aim at:

1. Being used as compliments for both women and men.
These compliments stress basic beautiful characteristics of
their body or key characteristics of their gender.

Eioat to repaodxt otnyv tovora! (You're the cherry on the
cake!)

This proverb wants to highlight the fact that a woman has partic-
ularly beautiful characteristics.

Aydt, aydit yivetar n ayovoioa uéiv (Unripe grape gets
sweet as honey, at a slow pace)

This proverb refers mainly to young girls seen by the merchants
at the open-air market getting more beautiful year after year.

2. Being a teasing of erotic nature, mainly regarding women.
Ddte pudtia Ydowo xal xotid megidoouo (Eyes, eat fish; and
belly, the running rope of the net)

The proverb stresses that desires are often not realised. In other
words, the beautiful lady passing by is not going to take any no-
tice of the merchants.

Ta ueydia ydowa, mdvovrar ue uxod oolduato (A little
bait catches a large fish)

The proverb highlights that big success may be achieved with
tiny media. This is a proverb generally used for short and deli-
cate women who are successful with men.

To xdotavo OQélel xpaoi xatL T0 #aQUOL UEAL %L ) OUOOPN
Oélel PLAl, mowi xal ueonuéot.

(The chestnut needs wine, and the walnut needs honey, just like a
beautiful lady that needs a kiss in the morning and at noon)
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The proverb highlights that just like various aliments should be
eaten in combination, it is thus suggested that beautiful women
should be kissed often.

3. Being mocking and satirising comments mainly about the
elderly, by promoting the importance of the products.

T'ouds t0 ueocoyeiuwvo, ayyovol s Qvunbet (In the midst of
winter, the old lady asked for a cucumber)

This proverb is used on occasions when a person has demands
that are irrational or way off the mark.

H youd n #ota éxew to Covul (It’s the old chicken that has the
good juice)

This is generally used for claiming that even mature women are
beautiful.

TvxdOnxe n yoid ota ovxa Oa ¢pdel xal To OCVXOPUVALQ
(The old woman relishes figs so much, that she is going to eat the
very leaves)

This is used when a person becomes used to a situation and con-
stantly presents new claims.

4. Mocking but not blaming people or situations in order to
promote themselves and their products.

Na uov Aeimet to Pvoowo (I would rather miss the sour cher-
ry)

This is a proverb used for other merchants, who are detestable or
for goods that are considered inferior.

Iegowd &wd otagviia (Last year’s sour grapes)
This proverb refers to merchants bringing bad or off-season
products.

Zav 1o Ydot éEw am’ to ved (Like a fish out of the water)
This means that a person is a bit confused, that they are outside
their comfort zone or in a difficult situation.

Yrdoyovv xat aldov mogroxaliés mov xdvovy mogroxdiia
(There are orange trees that make oranges elsewhere too)

The proverb is used for indicating that if we are not satisfied by
the products of a merchant, we can also choose from another
merchant’s products.
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5. Projecting sexual insinuations, which are widely known,
based on certain attributes of the products they are selling.
Dde Ldow xat éda fodov (Consume oil and come back at night)
This proverb stresses that as oil has many nutritious values, it
brings good health and thus sexual strength.

Kooitotr pov, diywg Addi, diyws Vot mds Oa xdvovue
ta&idt; (My lady, who are we supposed to go on a trip without
oil and vinegar?)

The basic ingredients of the Greek cuisine, i.e. oil and vinegar
are linked to the importance of the trip. In other words how is the
merchant going to take the girl out for a walk.

6. Being ironic about the origin of the products based on prov-
erbs regarding various origins in Greece.

Kaldg, aild Ielomovviiotog... (Good one, but from the Pelo-
ponnese...)

This proverb is generally used in an ironic way for products
coming from the Peloponnese.

I amovToL amd Tov T0m0 00V XAl A eval xal UTAAWUEVO
(Shoe from your place, even if it is patched)
This proverb aims at supporting local products.

At this point, and before moving on with anti-proverbs, it
would be interesting to have a look in general at the clients’ reac-
tion. By asking questions during my research I first wanted to
find out whether the proverbs used as compliments or teasings
bothered or flattered the clients. Most of them answered that not
only are they not bothered by the merchants’ compliments, but
also the fact that they are uttered in verses, as if they were prov-
erbs, makes them particularly beloved, since they are widely
known.** The informants’ answers make it obvious that they
think the choice of praising comments or teasings at the open-air
market through proverbs is pertinent.

“I'm not bothered by teasings or compliments. We,
women like things like these. I personally think it is a
smart way to approach clients passing through.” (Eleni,
38 y.0.)
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“I like it because I go to the open-air market and listen
to proverbs instead of American slogans. What I mean is
that 1 listen to traditional Greek sayings and expressions
and that pleases me, because I want the Greek tradition
to be preserved.” (Kostas, 56 y.0.)

Moreover, as for the commercial leg and dynamics of proverbs,
most informants —who are clients at the open-air market— think
this is an exceptionally successful choice** and claim that the use
of proverbs referring to the merchants’ products makes them buy
merchandise that they had not thought about buying in the first
place.

“I myself admit that, on various occasions, proverbs on
products sold at the market have pushed me to buy
products that 1 had not thought about buying in the be-
ginning. What I would like to say is that this is a first-
class advertisement, especially for the Greek products.”
(Angeliki, 41 y.0.)

B) Anti-proverbs as a means of promoting and advertising prod-
ucts

It is widely known that anti-proverbs meet with success at
the open-air market, particularly in the last few decades. These
are adjusted proverbs and I have adopted the term anti-proverbs
to describe them; a very successful internationally accepted term
coined by Wolfgang Mieder.?’ In short, it may be suggested that,
based on what Mieder pointed out, anti-proverbs refer to each
intentional variation of a proverb deriving from a meaningful
change in one of its constituent parts. This change derives either
by deleting, transforming or adding an element to the proverb.’
Its main role on both written and oral level is communicative and
primarily advertising: i.e. firstly, it aims at providing infor-
mation, communicating an idea and, in the end, convincing.?’

In that respect, anti-proverbs fall exactly into the framework
of the study of advertising, as defined by Dyer, who points out
that the language of advertisements is more important than their
visual part, and also notes that merchants use language in a par-
ticular way (playing with words and distorting their meaning),
thus gaining the advantage of articulating paradoxical and con-
troversial statements.’® Among the usual strategies of the mer-
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chants is the use of proverbs, the imperative grammatical mood,
puns, pleasantries, unusual words, small sentences, slogans, mot-
toes, rhythm, rhymes, alliterations, repetitions and, in general,
any kind of technique serving their goal.3® Their most commonly
used strategy is using language in such a way so as not to have a
real meaning or at least in a way that the promises made are
vague to an extent that would not bind them for a specific action,
service or product. Moreover, they use language figuratively in
order to make impression and attract customers’ attention, by
breaking linguistic rules. This special use of language in adver-
tising messages has been noted, since “advertisements” — with
regards to the intrinsically linguistic part — have formed a differ-
ent genre, which has its own particular characteristics.

In general, both proverbs and sayings go through a series of
changes by merchants in order to attract the attention of passers-
by on a first level and promote the products they sell on a second
level. During the research, when I asked them why they use anti-
proverbs, most merchants noted that it was a way to attract the
attention of people passing by and that in the end this brought
more customers to their stalls.

The statement of Manolis (62 y.o.), a fruiterer who has been
working at open-air markets for more than 40 years is indicative:

“The “tweaked” proverbs (i.e. anti-proverbs) always
make people laugh more and at the end of the day at-
tract the attention of the people passing by. On various
occasions I change certain elements of proverbs in order
to attract the attention of the people passing by.”

In general, the following deviations from the basic patterns
of standardised proverbial discourse can be noted:

1. Substituting a basic word of the proverb

o Evog yaprov uvowa émovrar (Fish never come alone)
An anti-proverb used by a fishmonger.

o  Ddre udatia oavrovirs (A sandwich only to look at)
An anti-proverb used by an itinerant peddler selling
sandwiches.
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2. Changing both parts of the proverb

160V ta govye... 100V xai ta eomgovye (Here are
the clothes... here is the underwear)

An anti-proverb used by a seller of clothes and un-
derwear.

Aei&e puov ta orjln oov, vo cov mw TL COVTIEY va
adeeL (You may know your breasts, by the bra they fit)
An anti-proverb used by a seller of women's under-
wear.

3. Changing the first or the second part of the proverb

Mmodg yxoeuos xat, evTvyds, Moo £yd (Between
the devil and, luckily, me)

An anti-proverb used by a merchant who wants to
denote the low prices at which their products can be
purchased.

KdOe modyua otov oo tov, xot oL PTNvEg TLUES
£0@! (There is a time for everything, and the place for
low prices is here!)

An anti-proverb used for highlighting low prices.

To ueydio PdolL TOWDEL TO WKQO XL OL TEAKATEG Pag
T00vE uovo poéoxa (The big fish eats the small fish
and our customers eat only the fresh fish)

An anti-proverb used for highlighting the meaning

that the fish sold is fresh.

Omoiog Prdetar oxovrdgtel, alhd pe moxovroLe
aro 00 oiyovga o&v Oa oxovrdgrer (More haste,
less speed, but with our shoes you will certainly have
speed)

An anti-proverb used for highlighting the good qual-

ity of merchandise and in particular of shoes.

4. Changing the gender of an important word of the proverb

Ooca dev prdver 0 FEAATNG, TA XAVEL XQEUATTAQLA
(It’s sour grapes for the customer)

An anti-proverb used by a seller of electric applianc-

es.
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5. As the proverb is widely known, only its first part is uttered
and this has been altered

e Ooa dev graver n alerov... (It's sour grapes...)
Only the first section of a famous proverb is uttered
in order to highlight that the merchant sells products
at low prices.

o KdOe modypa otov xai0o tov... (There is a time for
everything...)
This is used for noting that the merchant has fresh
products.

Conclusion

Based on all the above, it can be deduced that those claiming
that proverbs are not a “museum piece” of artistic folk discourse,
but on the contrary, have direct relevance to everyday life and in
particular to commercial activity and life are vindicated. As mer-
chants themselves note, proverbs are an integral part of the way
they advertise their products. After all, as it has become obvious,
proverbs are not used solely with reference to each merchant’s
products in order to stimulate the memory and the senses of the
consumer, and buy products, but they are often used also as a
means of social interaction (taking various forms: teasings,
pleasantries, compliments, or irony). The social functionality of
proverbial discourse is also apparent from the extensive use of
anti-proverbs in the market, which are highly appreciated by cus-
tomers. Lastly, the customers’ statements at the open-air market
make it more than obvious that they consider the presence of
proverbs at the open-air market a positive aspect, which is affect-
ing quite often the products they choose to buy. Last but not
least, it is important to mention that, for many informants, prov-
erbs used for advertising the products are in the end asked for,
since they are considered to be an integral part of the open-air
market. So, I would like to end with the words of Matoula — a 72
year old customer— on this subject:

“The products at the open-air market can be advertised
correctly only with the use of proverbs. The reason is
that this is a way merchants make the products look bet-
ter and the people are asking for it. We are after prov-
erbs because they are familiar to us; they are a part of
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our everyday life and of our folk culture to which we feel
so close.”
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