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【摄i要1基于Jef Verschueren所提出的顺应理论，本文从其语境顺应的角度

分析了广告发话者在汉语广告熟语活用的过程中是如何通过语境的选择来达到

语境顺应以实现广告目的。本研究的目的主要有两个方面：首先是找出在汉语广

告中熟语活用所涉及到的语境因素；其次是找出在汉语广告中熟语活用中所使用

的语用策略。就研究方法而言，本研究是一个定性研究。

本研究的理论框架包括Verschueren(2000)所提出的语境顺应观以及语用策

略的生成两个部分．Verschueren(2000)的语境顺应观可分为语言语境以及非语言

语境两个层面。在本研究中，非语言语境层面上的社交世界和心智世界以及语言

语境将作为我们研究的对象加以讨论．据Verschueren C2000)所述，社交世界包

括诸如人称指示词，态度指示词，社会场景或公共制度，文化等因素；心智世界

包括个性，情感，信念等；语言语境则包括连词，强调，省略，重复，互文等方

面。

本研究共收集语料117条．作为本研究理论的一部分，在语用策略的生成这

个章节里，通过七个步骤，所收集的语料可被粗分以下两大类：形式不变及形式

活用。在本研究中对于语料的语境顺应的分析也是基于这样的一个分类。此外，

对于语料的分析都是在本研究的理论框架下进行．

结果表明，在所收集的语料中，在非语言语境中广告商对于人称指示词，文

化和信念的使用比较凸现，与此同时，语言语境中广告商对于诸如省略，重复，

强调以及互文的使用比较突出．此外结果还表明，作为语用策略，拟人和贬义褒

用在两个类型中都可以找到．然而同音同形异义字，双关，夸张，同音不同形异

义字，仿拟，顺序颠倒以及拆词作为语用策略时的使用，只能在其中的一个类型

中找到。

本研究的结果一方面可以检验Verschueren所提出的语境顺应的解释力，另

一方面对于将来的广告制作也能提供积极的建议，此外，本研究还有助于提高人



们对于汉语广告中熟语活用的理解能力。
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[Abstract]Based On Jef Verschueren's adaptation theory,the present study analyzes

how the advertiser achieves the purpose of advertising in the flexa'ble use of idioms in

Chinese advertisements，from the perspective ofcorrelates ofadaptabifity ofcontexts．

The purpose of the study aims at finding out the contextual factors and the pragmatic

strategies used in the flexible use of idioms in Chinese advertisements．As far as the

research methodology is conccrncd,the present study is mainly a qualitative one．

The theoretical framework of the present study consists of two parts，namely,

Verchueren's(2000)contextual adaptation perspective and the generation of the

pragmatic strategies used in the flexmle use of idioms in Chin黜adv廿fiscments．

Verschueren's(2000)point of view on the contextual adaptation could be generally

summarized as follows：linguistic context and non-linguistic context．Only the social

world and the mental world within the range of non-linguistic context as well as

linguistic context will be discussed in the present study．According to Verschueren

(2000),the social world involves pcrson oeixis，attitudinal deixi5，social settings or

institutions，culture ctc．；the mental world involves personality,emotions,beliefs and

∞forth；and the linguistic context includes conjunction,highlighting,ellipsis,

repetition,intertextuality etc．
。

Altogether 117 data are collected in the present thesis．As a part of the

theoretical framework,in the part of generation of the pragmatic strategies，through
I∞vcn steps，the data are roughly classified into two categories：the form-unchanged

type and the form-changed type．Based On this classification,the data collected蚍

analyzed．
’

On the basis of the theoretical framework of the present study,the present study



finds that the advertiser's USe of person deixis,culture and belief in the non-linguistic

context of adaptation as wall as eUipsis，repetition，highlighting and intertextuality in

the linguistic context of adaptation ale prominent in the data．It also finds that both

using personification and commendatory use of derogatory meaning ale shared by

these two categories．Meanwhile the pragmatic strategy of using homonym，using pun，

using exaggeration,using homophone，using parody,using reverse order Or using

word-splitting can only be found in one of thesetwo categories．

The results of the study,on the olle km正can testify the interpretation pOWegof

Verschueren's contextual adaptation in adaptation theory；on the other hand,it∞n

provide positive suggestions for future advertising；furthermore,it may help to

improve佣r understanding of the flexible use of idioms in Chinese advertisements．

Key Words：Chinese advertisements；Fleya'ble毗of idioms；Contextual adaptation
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Chapter One

Background to the Study

1．1 Introduction

Nowadays，whenever and wherever WC arc，WC arc always surrounded by

advertisements．As put forward by苗普敬，董西明and盛兴庆0995),“you read

them in newspapers and magazines；you wash them on televisions；you listen tO them

On radios；you辨them 011 films，signs，painted bulletins，谢cards，station posters,

Kghway bill boards,dealer displays,window shows,⋯⋯”O．223)．That is why

advertising gmdually becomes OOC of the most important economic and social forces

in OUr modem society．

As We kllow,advertisements a化designed to persuade con嗣Hne璐tO buy-

certain product．So it js essentially a kind of persuasive communication．Accordingly,

its language is mainly persuasive and informative．In order幻attract,impress，

convince and move the audience,the advertiser combm鹤various language

lechniques to make the advertisement altractive,impressive，convincing and easily

comprehensible伽id：226)．

After●careful study of删。嗨Chincse!advertisements,WC find that most
sentences in the body of the advertisements usc the short expressions．According to

菌普敬et a1．(1995)’"short Sentences arc concise,eye-catching and easy to

remember"0．240)．Among these advertisements，idioms or idiom—like expressions

啪be found．Some examples锄be discussed below：

Example 1．1：与你的肌肤相亲相爱(advertisement of soap)(see No．1 of App衄dix

1)．

The soap，like 8 IOVCI，is kind to your skin．

Example 1．2：一夫当关，万夫莫开(advertisement of door)(see No．9 of

Append／x1)．

Onceyouhavethistheft-proofdooron,nOthiefo阻enteryourhouse．

1



Example 1．3：停电24小时，依旧冷若冰霜(advertisement of refrigerator)(see

No．33 ofAppendix 1)．

It is still cold inside CVCD the power is cut for 24 houm．

According tO the above examples，it is clear that the use of idioms can be found

in襁these three examples．As相亲榻爱in Example 1．1．一夫当关．乃夫莫开证

Examplel。2 and冷若冰霜in Example 1．3．The first idiom originally refers to the

good relationship between lovers；the second one initially refers to a place that is

difficult to access；while the last one means that somebody is cold in mal∞[IeL But

when these idioms arc used in advertisemcnts,they all embrace the different

meanings．

Example 1．4：默默无“蚊”的奉献(advertisementofmnsquito-repellentincense)(s∞

No．10 ofAppendix 2)．

It啪do a good job in repelling the mosquitoes．

Example 1．5：耳听不再为虚(advertisement

Appendix 2)．

What you hear about is∞longer unreal．

Example 1．6：疗效胜于雄辩(advertisement of medicine)(see No．49 of Appenaix

2)．

The effects of treatment surpass the eloquence．

一The nse of idiom·like expressions can be found in the above three examples．

For example。the idiom—like expression默默无‘蚊“in ExamPle 1．4 is adapted from

自喂idiom默敲无阊，Example 1．5 is changed from耳昕为盘and Example 1,6 is

altered from事实鞋子雄瓣．Similar to the previously mentioned three examples。their

meanings are also changed．

As far as枷the above six examples are conc蛐诅彻e may ask the question

why the adveItisers choose the idioms or idiom-like expressions in these examples．

Meanwhile anther question may be proposed refers to how this kind of advertisements

伽be fully understood by the potential custonrers．To捌蜊cf these questions,the
置



advertiser's role in advertising will be considered．

1．2 Term(1eltnitiolas and scope ot the study

As indicated in the title oF the present thesis，thc study will mainly focus on

th僦key concepts．The first one is idiom．The second one refers to flexibility．The
third and the most important one is advertisement．All these three ttrnls will bc

illustrated aS follows．

1．2·1 Idiom
．

According to Wcbster's Onlinc Dictionary,idiom has tile following four

meanings：first,a mailnl：r of sl,eaUng that is natural to]aativc sl砖akcrs of a language；

sceo．a．tlae tlsagc or vocabulary that is characteristic of a specific group of loeoplc；

third,the style of a particular artist Or school Olr movement and fourth，柚expression

whose meanings cannot bc inferred from tlac meanings of thc words that make it up．

’This is also similnr to the Cambridge Advanced Leamds Dictiotlary,“a groltp

of words缸a fixed order that have a particular meaning that is different fzom t／ac

meanings of eaela word undcIstood oil its ow-a；the stylc of expression in writi咯

specela盯music that is typical of aparticular l矧Od．person∞group．”
Tlac word idiom llas two different expressions in cx舭pt wllen being tramlated

intoChille∞．Oneis煮最whiletheotheris威履Accordingto王德春，杨素英and

黄月圆(2003)．the first∞e broadly refers tO all the fixed expressions．It contains成

褥Cfour曲a霜ct盱cxprcssiom)，缪芬(popular sayi．g)-彦谔(proverb),移亨

(maxim)and tP'n7∞mo吣phra时And the second one narrowly砖￡eIs to威并

(four-character expression)。h their Ix,ok,威琚(fo．r-dlaraetcr cxpre．ssiom)refers

to fixed phrases of short sentcnets；豁苦(popular saying)rnc&n,q fixed cxpressio,s

of cOinlflllon sayings；彦存O,rovclb)refers的tlac fixed exprcssiom come from OUr

daily lives and social aetiviti铭；格言(maxim)and警旬(famot,s phrase)lllcans tlac

6)【cd popttlar saying by famous people whicla．sttally has the fimetio．of educatio．．

Froila the棚)o"definitions,曲I阳c basic criteria Call bc extracted to decide

whether姐expression is孤idiom甜not in the orcsellt study：

3



(1)An idiom must be well established and comes from commoil practice．

(2)An idiom is only used in its implied meaning．That means it can not be interpreted

only according to its literal meaning．

钠An idiom definitely refers to a fixed expression,such as,成语(four-character

expressions),络语(popular saying),谚语(proverb),格言(maxim)or警旬

(famous phrase)．

In the present thesis,idiom is used within its concept ofbroad sense；meanwhile

the term idiom will be taken as awhole while without regard to its classifications．

12．2 Flexibility

According to Webster's Online Dictionary,the word“flexible”has five different

meanings：the fixst meaning is。extended meanings；capable of change”，the second

meaning is"able幻flex；able to bend easity"。the thiId meaning refers to“able to

adjust readily to different conditions",the fourth meaning is"bends and snaps back

readily without breaking",and the last meaning refers to"making Or willing to make

concessions"．

Similar definition$can be found in the Cambridge Advanced Learners

Dictionary．In this dictionary,the word“flexible"is defined from two aspects，namely,

able to bend Or to be bent easily without breaking；,able tolhange or be changed c弱ny

according to the situation．

Since the focus of the present study is the fle】dble Ilsc of idioms(FUOI’

henceforward),so together with the definitions of the idiom,one basic criterion咖

be瓿蛔dI耐to decide whether an idiom趣血i乜flexible璐c倪not：the idiom is no

longer used in its implied meaning．

10．3 Advertisement

According to American Marketing Association,advertising is the non-personal

communication of information usually paid fOr and usually persuasive in l皿ture about

products，service啊ideas by identified sponsors through the valim塔media(宁建新

‘



and陈观亚，1997：1．2)．

According to苗酱敬髓a1．(1995),“the simplest(1efinition of adv嘶sing is

any mctlaod of calling the public's attention to a product,a scrvjce．or all idea without

person-to-person selling"O．224)．

From the above definitions,we c雠conclude that advertising has the following

th雠characteristics：

(1)It is lion-personal,and is aimed for attracting the public's attention．

(乃Thesp咖hastopayforit．
(3)Advertising tries to persuade people and provide people with information of sonic

product,service 01"ideas．

王军元(2005)presents that tlac language in advertising can bc used in both a

broad and a n跗呷sense．In its broad scnsc．it refers to various kinds of methods

used during advcrtisemcnt dis∞mination,including both verbal methods黜d

．onvcrbal methods；while in its nalTOW scnsc．it only refers 10 the verbal methods of

advertising．In his cyes,verbal methods include both spoken form and written form of

advertisilag；nonverbal methods include蛳ch勰缸imation,pi曲玳焉colors．tones,

intonations,m璐ie,etc．In the present thesis．advertising is used within its coilcept of

蚴w∞nsc and nonverbal mctlaods will bc excluded．
陈培爱(2004)defines advertising from a different perspective．He proposes

that advcrtisiug can be classified into economic ones，laamcly,commercial ads(for

example,默默无‘蚊4的奉蜿心鹄Example、q and l卿a-eeonomie advertisements

(for example,高高兴兴上班去．平平安安强家藕．飞妊former refers to the

advertising that aims al increasing the tlllnOVef of commodities or providing working

services．Whilc the latter refers幻110111c other kinds of advertisements otlacr than

oommercial OliOS and it includes,such越social groups’卸邶伽伽明域$tatcrncnls,
marriage inviting annotmccmc．ts,ctc．In tlac present thesis．the author only focuses 011

commercial adv廿tisemenls．

According to tlac abovl：mention酬l ideas of two f．1tinesc scholars On advertising

togctlaer witla the former two term definitions,three basic criteria can be extracted to

decide wlaetl弛r an advertiscmcnt is our foe,s 01"not：

!



(1)It is originally a Chinese advertisement either in its spoken form Or written form．

(2)It has dose relation to commercial purpose．

(3)A flexible峨of idiom can bc found．

1j Rationales

In this section,three托ason．s which are of great importance will be proposed in

order to well support the present study．

First,there were many studies of the advertisements from the pragmatic

perspective．In general,the application of relevance theory,conversational implicatare，

cooperative principles。speech act thcosy and presupposition c扭be found most(see

2．2．5)．But it is uncommon to find studies from the perspective ofadaptation theory．

Second,almost an the data aaa／yzed in papers or studies generally focused 0n

English advertisements 01"the combination of both Chineso advertisements and

English advertisements(黄玉玺，1999；黄豪，2002z王颖，2002；etcO．Not SO many

studies that mainly focused on Chinese advertisements锄be found．

Third．the studies of FUOI in Chill饿advertisements a圮commonly carried out

on linguistic level fi'om rhetorical porspcctive。and figures of speech a豫their central

focus(朱慧，20∞；曾庆璇，2002；夏吉英，2006；etc．)．While few studies啪be
found in relation to pragmatics,let alone contextual perspective of adaptation theory．

1．4 Slg删Lficanee ofthe study

In general，the significance of the study covers the following three蠲p∞ts．

First,the present study of FUOI in Chinese advertisements hom the perspective

of contextual adaptation is of great theoretical significance。for it锄test

interpretation power ofVerschueren's contextual adaptation．

Second,it扭also of practical significance．For the pragmatic strategies(see

Chapter Four)analyzed in the present study,∞o∞hand,啪offer some insights into

the cultivation of删advertisers；咖the other hand,it can also improve叫
knowledgeand practice ofeffective advertising．

T11ird,-better understanding of the FUOI in Chim粼advertisements啪be
‘



achieved,thus it may help to cn五a噼the customers’understanding of target
advertisements when the FUOI appears．

1．S Objeetiy鹤and research questions of the study

The main purpose of the current study is tO examine the FUOI in Chinese

advertisements．More specifically,it tends to缸swef the questi∞how the FUOI

operates in Chinese advertisements．To achieve this，the most straighfforward

approach is to adopt a theory to describe explicitly why advertisers employed FUOI in

their advertisements and how they managed to do SO，besides what kind of strategies

they used．Yet a single theory that takes into account all these factors still does not exit．

Therefore，to accomplish this，a tentative theoretical framework should be constructed

(see3．3)．

Based 011 the above-mentionad objectives,the study will specifically address

the following two questions．

Research Ouestion One：Ⅵ，hat kinds of contextual factors can be found in the

FUOI in Chin嫩advertisements?

Research Question Two：What kinds of pragmatic strategies a∞used in the

FUoI b Chinese advertisements?

1．6 Research methodology

In g％eml,the research is by nature锄empirical study．And the data analyzed

缸the present study is life real and observable．

To ensure the optimal reliability of the findings of the study,some cfit,H-ia for

advertisements oolle矧ion will be strictly followed(see 1．2．3)to make them thus

collected naturally and authentically
—

The data for this study啪c from various sourcing,including books，
newspapers，magazjncs and websites．The reason for this dcsi印jI quite simple,for it

is both free and convenient for the author lo get them(for the detail，see 4．2)．

As far越the interpretation of the data is oonccmeA,this stuOy is mainly

7



qualitative．A qualitative research,according to文秋芳(2001：91-92)，has several

merits and it can be concluded as follows：It is more useful when the research is

exploratory in uatuI"e and it only requires a small sample，besides the data collection

can be less structured and the outcome is not required to be generalizable．Besides,

after a careful review of the related previous studies,the qualitative approach is SO

widely used in nearly all previously related studies(甘容辉，2004；付丽，2004；李聪，

2004；路静，2005；etc．)．

In this study,the analysis of the data derives coherently and consistently fi'om

the theoretical framework of the present study as outlined in ChapterThree(for detail，

溉3．3)．Of COUI"Se,some figures and tables might be employed in order to describe

the facts explicitly and objectively．To the extent that the data analyzed are life real

and observable language USe,thus the author's subjectivity can be more or less

feduccd．

The present thesis consist,of five chapters,namely,introduction,literature

瑶view,theoretical framework,data analysis and conclusion．

The first chapter intends as a general introduction to the whole research,and the

fuHowlng items are given in this chapter．background，term definitions and the scope

of the study,rationale，significance of the study,objectives and research questions,

and research methodology．
‘

The second chapter provides a bricf review of some previous studies related to

advertising,idioms and idioms in advertising in terms of different approaches．it

provides readem with some knowledge of the present studies in the relevant fields．

Meanwhile st the end of review in each section,a critique of previous studies on the

靠levant issue is discussed．

The next chapter lays down the theoretical framework of the present smdy．At

tie beginning of the chapter,a general托=vicw of the Verschueren's adaptation theory

豇given．After that an outline of the contextual adaptation is discussed form both

．oe-linguistic context perspective and linguisfic context pc稿pc，c6Vc．Finally,the
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procedures of rough generation of the pragmatic strategies used in the FUOI are

presented．

The following chapter discusses the concrete description and analysis
of the

FUOI data choscn from the Chinesc advertisements collected．At first,the

classifications,number and methods of the FUOI data are given．In the second part,

the FUOI data ale discussed in accordance with the theoretical framework of

Verschaeren's contextual adaptation．Afar that the specific pragmatic strategies in the

FUOI data are analyzed．

The last chapter comes tO the conclusion of the whole thesis．It summarizes the

major findings from the research．In addition,implications as well as limitations and

suggestions for further studies ale presented．
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Chapter Two

Literature Review

2．1 Introduction

Since two terms：advertising and idioms a"of great importance in the present

study,SO a general review of them will bc gi、,en in the following scctions．More

spccifically，a revi倒v of tlac advertising will bc given ha Section 2．2 and idioms will

be presented in Section 2．3 and the rcvie,％,of idioms in advertising will bc g．v∞in

Section 2．4．And Section 2．5-丽lll be a summar、j．

2．2Areview ofndvertisiitg

The prcvio璐studies of advertising Call bc found in many studies．In general,

the previous studies Call be categorized into two groups，namely,non-linguistic

approaches and lingttistie appmaclacs．Since t11c present study mainly focus 011 its

language level,SO for lhc conyenitrate of the study,relevant studies will be reviewed

from the following five pe鹈pcctiv铝：linguistics,semiotics,(1iscou鸥rhetoric and

wagmatic墨．

2．2．1 The llnguisttc approach

o∞of the earliest mad notieeablc studies COlllCC：lrlllllg linguistic perspcetive is

Leech’s(1966)English in Advertising：A Linguistic Stuay ofAdvertising in Great

Britain．And in his book,he descn'bexl the fflfferent d￡．．,viccs adopteKl by advertisers。

"I'he importance of his book l矗y in two aspects．One w丛his∞ientifie viewpoiat of

methodology．The otlacr was his claaraetcfization of English with registers．

Furthermore。the differences he made bctwetm standard advm'tising speech and

non-standard adwrtisillg叩ecch WaS also important缸his book．For o鹅lIsps．e1．hc

adopted quantitative appro∞．Ja in tlac process of data analysis in his study,which WaS

mo∞convincing and o巧∞dve when compared with aalother methodology,i．c．

qualitativc appro盎ela．Whl'll：for the second aspca,according to him，thc varieties of

m



Englishwere distinguished by USe in relation to their social context．

Vestergaard and Schroder’S(1985)The Speech of Advertising is another

research in relation to the linguistic perspective．In their book,both the content in

printed advertising and its linguistic forms were discussed．As for the form盯One，it

referred to what was said or conveyed in printed advertising；while for the latter one,

it referred to the scope of discourse level，cohesion,intertextoality,syntax structure

and SO forth．In their book,they argued that advertisers should have both mechanisms

in their endeavor to persuade their audiences into buying the products．Moreover,they

discussed the hidden social motivations褐well as the nature of ideology in

advertising．

The research ill rehfion to linguistic aspect Call also be found in陈剑静，s

0999)A屁髓On Language Characteristics ofAdvertising English．In her pap豇9 she

gave a detailed and analytical aceonnt of characteristics of language·in advertising

English from the perspecti-'e of i忸semantic,syntacqc and lexicsl features．According

to her,in its semantic features，"loaded diction indicates a clear claim；presupposition

works wonder缸advertisements and ambiguity may be intentional in advertisement"；

缸its syntactic features．“disjunctive syntax is often employed in advertisements to

supply the most possible information；sentences,at a more general level,are simple

and colloquial；negation and imperatives play different roles in advertisement"and in

its lexicai features，"it is commonplace to make叩a llcw word for particular occasion

Of for general use in advertisements；advertisers pursue the principles of cohesion in

the usc of vocabulary and advertisers nlake full戤of the limited number of

vocabulary to achieve the goal”O．5乃．

霸凼is quite similar to刘家玲’s(2005)study．She also studied the language

characteristic of advertising English．In her paper,the characteristics of words,

characteristics of sentence shud咐c and rhetorical characteristics used缸English

advertising were di9岛lsscd虹detail．And she gurther discussed the fzequvat usc of

comparative and superlative adjectives,compounds,n钾words formation,and

acronyms in the characteristics of words sectioa．The use ofsimple Sentences,ellipsis,

interrogatives|nd imperatives_啪discussed钿the IR笛tion of characteristics of
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sentence structure．Only the use of simile，personification,pun and repetition were

presented when she talked about the application of rhetorical characteristics in

EnOch advertising．
。

2．2．2 ne semiotic approach

Generally speaking,the semiotic approach is supported by an assumption that

communication is achieved by the simple process of both encoding and decoding the

cA：rtain message．Several researchers can be found in relation to the advertising from

the perspective of semiotics．Among all these researchers，Barthes(1977)was

regarded as one of the well known tesearche璐who did the research from the

perspective of semiotics．His stlldy，Rhetoric of the Image，was announced by Dyer

(1982)to be a major study on semiotics and its application to the analysis of

advertising message．In his study,he argued that there wcIc three different kinds of

messages illustrated j皿advertising and they Wat-e as follows：(1)the linguistic

message,which consisted of product nanle and the labels；(2)the coded iconic

message,which had a close relation to the pictures that formed connotations of the

image of the product；(3)the non-coded iconic message,in which the photograph

image similarly denoted the real objects．Thus the main contribution he devoted t0

analysis of advertising lay in his recognition of double systems of codes,namely,

linguistics text and picture。which worked simultaneously and produced connotation

in different processes．

Williamson 0983)also attempted to do the research from the perspective of

semiotics．She claimed that the sign that appeared in advertising WaS tO be understood

at two different levels，namely,the manifest level and the late-nt level,and at the same

time the audience w笛required to make suitable connection to obtain the right

meaning．The biggest problem with her approach Was that there was no way for the

audience to determine which meaning should l蹴st what level when the time ca眦．

Shc Jlso knew it for certainty that for∞mmun主cati0虹to be a sncc鹪the audience

who took part in it should carry out$omc kind of processing,and usually there was a

gap between the message obtained by decoding and the message recovered．She
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further argued that the gap then was filled by the audience’s knowledge．However,it

was a pity for her,for she still did not demonstrate how the previous existing bodies

of knowledge helped to determine the way that the understanding of advertisements

could be possibly achieved．

Like Williamson,Dyer's(1982)study also related to the semiotic approach to

the advertising．In her study,she analyzed the structure of advertisements，besides she

used the conccpb and methods of semiotics and thus舡eated advertisements as

systems of signs．Meanwhile she equipped readers with the tools needed to

understand how advertisements work．Besides her criticism of advertising could be

found which was directed towards the way in which advertisements manipulated

social values and attitudes,instead of providing璐with facts about the products．

Furthermore,she also mentioned suggestions that advertisements had taken over the

role previously fulfilled by religion or art,in that advertisements provided ns with

stories"through which people伽organize their thoughts and expcficno酷and oomf

tO make愀ofthe world they five in”0．2)．

2．2．3 The discourse approach

Cook's 0992)study of advertising language focused o畦advertising as a

discourse type and made compalisons between advertising and literatme．Although he

made usc of some StnlCtomlist notions,such as the dichotomy between denotation and

connotation,he also critic／zed semiotic approaches for their lack of interest in the

actual u∞of language．The conclusion he made was that semiotic“insights a托useful

but incomplete"O．71)and this basic point of criticism was essentially the$alne as in

his study,although the implications wcrc somewhat different．Besides,Cook also

focused Oil discoursal笛pccts of advertising language，Le．communicative usDec-ts that

involved not only the text itself,but also the context．
’

Fuertes-Ofivcm,Velasco-Saczistan,Asribus-Bano and Samaniego-Fernandez

(2001)not only studied the slogans and headlines in advertising English’they also

explored the methods ofpersuasion from the perspective ofmatadiscoumc．According

to them，based On●view of writing蠲-social and communicative engagement
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between writer and readef，metadiscourse was defined as‘‘those aspects of the text

which explicitly refer to the organization of the discourse of the writer's stance

towards either its content or the reader"(Hyland,1998：p．438)．In their paper,they

also assumed that metadiscourse was context-dependent and that it Was linked to the

norms and expectations of a particular genre and setting．Their analysis started from

the assumption that advertising Enelish should be represented as a continuum of text

functions fluctuating between‘informing’and‘manipulating’in relation to the idea

that advertising was an example of covert communication．In the ending of the paper,

they concluded as follows：“(i)textual mctadiscourse helped addressees to interpret

slogans and／or headlines in accordance with their epistemological understanding and

genre expectations；(ii)interpersonal metadiscoursc allowed copywriters to adopt a

kind of balance between informing and persuading"Q．1305)．

In China,the discourse approach to advertising Can also be found in several

shldi鹪．A scholar named黄国文(200z)studied the advcrtising discoulse with the

application of Halliday's functional viewpoint．In his book,a systematic analysis of

advertising language Oil the different linguistic revels could be found；such as OR

words level,sentence level,syntax level ere,which made a great contribution to the

discly．nse analysis of advertising．

Still another research in relation to the study of advertising discou塔c啪be

found in陈其功and辛春雷’s(2005)paper．They studied both the interpersonal

meaning and i虹function of persuasiveness in discourse of English advertising．In

their paper,they claimed that the interpersonal meaning in English advertising

depended on its tenor of discourse,which realized the tenor of discourse and greatly

influenced and rcaliz4xl the fⅫIiCtion of persuasiveness证advertising discourse．

Through a careful data analysis，they found that there were three different kinds of

elements which might influence and help to realizc the function of persuasiveness in

advertising,namely,positive appreciation；subjective／objective orientations and the

[g：ale of the mo&lity．
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2．2．4 The rhetorical approach

A general picture of the studies related to the rhetoric approach Call be found in

the following researchers．In龙纲要and盛凡’s(2005)paper,eight figures of

speech We're dealt with in advertising English,they wcre metaphor,personification,

euphemism，analogy,repetition,alliteration,rhyme and pun．The similar study can be

found in王云英’s(2005)research,she examined the use of alliteration,pun,parody,

personification,metaphor,hyperbole and parallelism in advertising English．And in范

铮，s(2005)paper,鹅many硒twenty different figures of speech were discussed,and

it Was interesting to find out that humor Was considered as one of them．

Now a more specific study will be reviewed in relation to the present field．As

we know,puns frequently occur in advertisements and are one of the most common

rhetorical devices used in advertisements,which啪draw the attention鹌well as

make the advertisements briefer,more meaningful and morc humorous．

In Mulken,Enschot-vall Dijk and Hoekan's(2005)，切垃relevance and

appreciation in advert／sements,they made a distinction between puns in which both

interpretations wcre relevant to the advertiser's message and pens in which only one

interpretation Was relevant．This paper reported on an experiment to test the following

two hypotheses：whether slogans containing puns in general WEre appreciated more

than slogans without a pun and whether puns containing two relevant interpretations

werc apl盱eciated mO托than puns containing only O∞relevant interpretation．As fax as

the data were concerned,a total of 24 slogans were selected,all of which had been

developed for a bmad audience by professional copywriters and wcre published in

various Dutch magazines in 2001．And 68 participants(48 female．20 male)took part

in the experiment．And the results showed that the l醒esence of abscIIC宅of puns had a

significant impact 011 the respondents’appreciation of the slogans．Furthermore,

whether the pun contained two relevant interpretations Or only one did not influence

the extent to which they were considered funny,bet the former were considered●

better choice than the latte￡
．

谭海玲(2004)analyzed the pragmatic characteristi岛0f English advertising

印瑚s．More specifically,based fill cooperative principle and relevance theory,the
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paper attempted to demonstrate two aspects：first,how En班sh advertising puns

worked,second，how the readers interpretcd them．

江南and韩爽(2000)examined the feature of parody in advertising．They

said that the parody of血cd expressions,popular sayings，poems，songs and plays

wcrc common in advertisements．According to them．the rhetoric effects of parody

we[e reflected in three aspects,namely,expression of novel conceptions；the

production of humorous and witty expressions；the manifcstafion of terse and clear

meanings．刘丽华(2005)discussed solne fcatllr龉of advertising English on the

basis of the functions of metaphor．，

2．2．5 The pragmatic approach

Simpson(2001)studied advertising fi-om the perspective of pragmatics．The

paper explored certain pragmatic features of advertising discou瑙c．According to him,

his analysis differed from other pragmatic explorations of advertising discourse

largely in terms of the position it occupied relative to the oMect of the study．His

paperfocused on and expanded upon a binary distinction between types of advertising

discourse which WaS proposed initially by Bernstein(19r74)and which had been

touched ttpoll mole recently by othel commentators such弱Cook 0992)．And the

distinction he made between re．ason advertisements,namely,those which suggested a

motive or reason for purchase and fickle advertisements,Lc．those which appealed to

humor,emotion and mood could also be found in his study．

Another study that must be mentioned in this．辩z2fion js Tanaka's(1994：1)

comparative pragmatic study of British and Japanese adw-rtising language．Her main

aim WaS tO complement earlier semiotic and linguistic studies,which she criticized for

paying too much attenlion to the text itseff at the expense of the communicati：ve

situation．h order to aclotinve this,she relied 013 Sperber and Wilson's(1995)relevance

theory in her account of advertising language and how understanding advertisements

was aot simply a matter of decoding a message．

Geis’0982)study on the language of tclcvision adverting in the United States

is姐m amother research related to也js field．His study focused OR the exploration of a
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general view of how advertisers applied the linguistic factors to persuade their

paItcntial Customel'$from the perspective of semantics and pragmatics．The study of

comparatives，noun compounds，count Va*SUS mass nouns and similes Were included

by the application of Grice’S 0975)cooperative principles and conversational maxinls．

And also the six maxims he mentioned in his research Were adapted from Grice 0975)

and Boer and Lycan(1975),they were as follows：the maxim of strength：say no less

than in necessary；the maxim ofparsimony：say no more than is necessary；the maxim

of truth：do not say what you believe to be false；the maxim of evidence：not to say-

that for which you lack adequate evidence；the maxim of relevance：be relevant and

the maxim of daIity：the avoidance of obscurity of expression(Gcis 1982：31)．

Both肖薇(2004)and杨彬(2004)conducted their study in the ught of

relevancethcoⅨAndin肖薇，s(2004)paper,withtheapplicationofrelevancetheory,
the author analyzed both the successful advertisements and those failed ones under

cross-cultural context．The paper aimed to demonstrate that advertising under

orosa-culture context must be paid special attention to the differences between two

cultures and the cognition of foreign people and foreign countries'customs,80 that

the a翻n飘哑c硌in foreign countries could get the optimal relevance and better

understanding of the content of the advertisements．She缸[thcr proposed that only in

this way can the advertising achieve：its presumed effects of further boosting sales and

setting叩good images of the products in other countries．While based on the：

relevance theory,杨彬，s(2004)paper analyzed how pun,as an effective：attention·

attracting strategy,helped the audience with acqu硒g optimal relevance and

recovering the informative intentions of the advertiser．

The：studies on the analysis of conversational implicature in the advertisements

based On Grice's theory can be found in several studies．For example,in郑璐瑶'l

(2005)article,she studied the毗of languages,especially the language of

advertisement from the perspective of conversational implicature．Meanwhile．she

枷to explain the reason,motivation and purpose of such a kind of ck玎a曲cf from
the勰pec晦of linguistics and medium communication．And in赵硕，张骏and王



健’s(20051 paper,they proposed the idea that the advertising language selved as a

communicating form whioh can influence the vast number of consBmers because its

aim lay in persuading them to buy the advertised products in various expressions．

Hence they thought that the aspect call be interpreted from the perspective of

pragmatic theory．Thus the violation of cooperative principles in these advertisements

Was examined in order to benefit advertisers with its vocabulary,humor and

presupposition．Similar research Was conducted by徐志敏(2003)，in general,the

research probed into the cause，content and inference of the conversational

implicature纽the speech of advertisement．More specifically,the language of

advertising was examined in his paper．Finally,through the analysis of$ome

phenomena of the advertisements，it made some constructive complements to the

conversational implicature theory．According to郑建风(2001)，advertising language，

as a special kind of communication,exerted a great influence on the consumer's

purchasing power,And also in the communication process of advertising,advertisers

employed various kinds of methods to express their intentions．According to her,in

general，advertisers achieved their intentions by the application of deliberately

violation of∞0p既确eF．mc爷ks in饼dcr to stick to the politrmess删pl伪．
赵耀and唐德根(2005)conducted their research bom the perspective of

pragmatic presupposition．According to them，pragmatic presupposition Was越

important to#c in pragmatica．Besides its application to advertising discourse not

omy made advertisement extremely persuasive,but also coincided with some

characteristics of advertising language,such as brevity,convincing。seductiveness and

110 forth．Furthermore。the properties of pragmatic presupposition,such_s its

characteristics of conlHlon ground,subjectivity and latency which offered the

poss如ility of displaying its unique fanctions in advertising discourse．Thus，it became

the primary verbal mategy of successful advertisements．

周四瑗(2003)studied the advertising slogans from Verschueren's contextual

adaptation pc幡pectiVc．And in her paper,thine worlds wc∞examined,namely,mental

world，social world and physical world were discussed in detail．She also pointed out

that the selection and BSe of advertising language should conform to communicative
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context,namely,meeting the potential customersg psychological anticipation，

following certain social and cultural rules，and giving enough attention to the

elements in the physical world．Thus the purpose of advertising could be achieved·

Besides,the application of several different pragmatic thcories in a sinOe

research could be found in SOme studies．Such as the application of relevance theory,

cooperative principles and speech act theory can be found in於奇放，s(2005)The

Application ofPragmatics Theory to Advertising Language．The use of cooperative

principle and relevance theory can be found in谭海玲's(2004)study On pragmatic

characteristics of English advertising puns,and the adoption of presupposition and

conversational implicature can be found in刘金英，s(2003)study in advertising．

2．2．6Acritique ofprevious studies ofadvertising

In this section,we have reviewed SOme of the research conducted∞far蚰

advertising under the following five approaches：linguistics，semiotics，discourse，

rhetoric and pmgmatics．According to the previous studies,缸genenl,linguisties

forms were discussed in the linguistic approach；in semiotics,an assumption that

communicationwas achievedby the simple process ofboth encoding and decoding of

the ccnajn message was widely accepted；in discourse，systemic-functional analysis

of advertising diso叫Ⅱsc werc widely used；in rhetoric,different figures of speeches

came out to be the focus,meanwhile much attention was paid to the applications of

puns in advertising．In pragmatics,the study of advertising mainly focused on the

pragmatic theories,namely,relevance th∞啦cooperative principle,presupposition

and speech act theory．

One pmbtem of the previous studies is their ignorance and inadequate account

of the advertiser's tote in advertising production．As We know,the advertiser plays a

very important role in advertising and if we do not take this into account then it will

be difficult for US to Intly understand his purpose．So in order幻have better

understanding of the advertising．the present study wm analyze how advertiser

achieves his purpose of advertising．Another problem is that the previous researchers

mainly focused on the application of relevance theory,coopentive principle,
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presupposition and speech act theory to advertising language，while little attention has

been paid to other pragmatic theories．Therefore，the analysis of advertising from

another pragmatic theory perspective is desired．

2．3A review ofldioInS

After n careful study of the previous studies，the studies of idioms are carried

out in four major approaches，i．e．the semantic approach，the grammatical approach,

the cognitive approach and the pragmatic approach．The following parts of the

literature review in this sectiou will focusOn these four approaches．

2．3．1 The semantic approach

In Makkai's(1972)study,two major types of idioms were diseased,that is,

encoding and decoding．And in the book,the idioms of decoding were his main focus．

According lo him，the idioms of decoding could be classified into two big categories，

namely,lexemic and semcmic．As far as lexemic idioms Were ooncerned，six different

groups could be identified：phrasal vefbs'tournures,irreversible binominals,

compounds,incorporatingV出and pseu6睁-idinms．'When the semamic idioms were
concerncd'they couldbe categorized as follows：proverbs,familiar quotations,idioms
of institutionalized politeness and idioms of institutionalized tmderstatement and

hyperbole．He further pointed out that although both lexemic idioms and sememic

idioms were categorized as idioms of decodin品the difference lay between them

appeared to be functional；sememic idioms had air interpersonal role妯contrast to the

lcxamic idioms and it was signified as they did warnings,requests,evaluations etc．

Weinreich's(1969)chimed that idioms must have fiterai counterparts but also

pointed out that the semantic difference between idioms and their literary counterparts
Was arbi仃ary．According to him,it Was precisely the uniqueness of idiomatic phrases

and their special i＆atnre which made them what they wcIe：very apt and precise

expressions which could concisely encapsulate people's elaborate ideas,feelings，

judgments and impressions．
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2．3．2 The grammatical approach

Fraser'S(1970)main o跚雠fn was tO explore the transformational potential of

idioms．h his paper,a six-level hierarchy or scale was proposed：L6-Umestricted；

LS-Reconstrnction；L4-Extraction；L3一Permutation；L2-Insertion；L1_Adjuntion and

L0-Completely台oz吼For exam#，kick the bucket took only the gerundive

transformation and were at L1 and othe墙like read the r／or act appeared to suit L6．

According to Fraser,two types of passive transformation could undergo indirect

object movement：the gemndive and action nominal／zation transformations．

Still another re．search related to idioms passivization within the framework of

generative grammar could be found．In Gibbs’(1994)stIldy，he proposed the idea that

people somehow learnt about the passivizabHity of idioms，ever though they Were not

systematically taught which idioms welt syntactically product／re and which Were not,

which seemed to give the hint that the idiom passivization had a close relation幻Oar

cognitive abilitiI茂

2．3．3 The cognitive approach

As We all k玳Jwp hkoff(1987)Was among the first to pay aRention to the

systematicity and conceptual basis ofidiomatic expressions,and his account ofidioms

co．creed with anger delicately demonstrated how different idiomatic expressions，

such黔You make my blood boil,He wasfoaming at the mouth，Try tO彪节a占砌Oil

yourselfand砌}kapaininthe娜wereconnectedtooneanother：Althoughthese
expressions seemed to be different from one another and had nO relation t0 each other,

however,Lakoff argued that inferences could still be made among them．According to

Lakoff,if somcoIle was being a pain in the ass it could make Ouf blood boil and if

锄conc was foaming at the mouth he might want to try tO keep a咖on himself．
These inferences wc犯not based On the literal meanings of the idioms,but instead

they WCge connected at a conceptual level via both metaphors,such as anger Was heat,

and various metonyms．

IlI another mdy conducted by Gibbs and 0’Brien(1990),participants wem

asked to d酷crroc their mental妇静out of five groups of idioms which had similar
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types of meanings，i．e．meanings in relation to concepts such as anger,insanity,

revelation and secretiveness．They found that descriptions of images associate—d with

idioms turned out to be remarkably consistent within all these five groups,even

though the actual events associated with idioms could then happen in a variety of

ways．In their rescarch,the participants were asked questions about the cause,s,

intentionality and manner of action as represented by their mental images previously．

It was interesting to find out that the answers to these questions also showed a hi曲

degree ofsimilarity．

2．3A The pragmatic approach

Laval(2003)studied French-speaking children's comprehension of idiomatic

expressions and their metapragmatic knowledge．According to him idiomatic

expressions wcgc expressionswhere there was a considerable difference betweenwhat

was said aitcral interpretation)and what was meant(idiomatic interpretation)．In

general,the study aimed to determine the role of contextual characteristics and the

linguistic convention(i．e．the arbitrary link between literal meaning and the

non-literal meaning)虹the comprehension of idiomatic expressions by six·and

eine-year-old children,and by all adult control group．Subjects performed a story

completion task(comprehension task),and a task of metapragmatic knowledge to

justify their chosen缸swe墙．Besides，two feamres of the stories were varied：the

context(idiomatic vs．1iteral)and the idiom familiarity level(familiar vs．unfamiliar)．

Then,all the data collected in his paper were analyzed with the application of both

qualitative and quantitative methods．More specifically,the ANOVA method was

adopted in its quantitative analysis of the data．And according to him，the main results

啪be summarized舔the following four points：first,regardless of age，the context
had a substantial impact oil idiom comprehension；second,linguistic convention had

锄effect at nine but not at six，and was particularly strong如adults；third,the role of

familiarity also appeared in the nine-year-olds and continued on into adulthood；

如鲫Ih，metapragmatic knowledge varied with the characteristics of the

communicative situation,2nd the oontent of these responses changed with age：there
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was a progressive increase in metapragmatic knowledge of linguistic convention as

age increased．

The study of idioms from the perspective of pragraatics啪also be found in

Strassler's(1982)Idioms跏English：彳Pragmatic Analysis．Two aims were reflected

纽his book：“⋯the question nOW remains as tO why idioms exist and why they c卸

only be used under certain circumstances⋯”O．85)．In general，his study WaS twofold：

fast,the identification of idiom functions,hence Strassler's choice of pragmatic

theories in terms of which to analyze idiom use；Second,the identification of the

special features of idioms which set them apart from the rest of the vocabulary．

Besides,his study Was the first major work to appear on the functions of idioms．In

his paper,he also took into consideration a number of socially significant variables,

such as social status,age,education and profession．The most inSigh咖l part of

Strassler's book existed in analyzing the deictic嘴of idioms in conversation

between participants of equal or higher／lower social status in a variety of situations

constituted from such童蹦of social hierarchy aspect．Furthermore．he also noted
that the deictic use of idioms included personal reference which referred to first

pe档on idioms；reference to the communicative partner which meant the second

person idioms and third person or object．And it was clear that his contributions lay in

its focus on the deictic functions of idioms．

23．5Acritiqueofprevious studiesofIdioms

In this section,four鹤pccts of the previous studies of idioms、嗍discussed,
namely,semantic蠲毗grammatical aspect,cognitive aspCCl and pragmatic aspect
眦reviewed．And in semantics,researchers paid much attention to the decoding and
encoding of idioms．In its grammatical pOint of view,the application of Chomsky's

transformational point of view was widely used in the explanation of idioms．As far as

its cognitive aspcCt Was concernfd，much attention had been paid to people's mental

process of idioms understanding．And in pragmatics,what WaS said and what was

meant in idioms Were taken into consideration,more specifically：its literal meanings

|nd implied meanings were the main focus．After 1 careful study of the previous
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studies，many of them related to the cognitive study of idioms．It was really a pity that

only few of them could be found in relation to pragmatics．Therefore，the analysis of

idioms from the pragmatic perspective is nccded．

2．4Areview ofidioms in advertising

Since the present study mainly dcals with the idioms in Chinese advertisement,

f,o only the Chinese researchers’papers will be explored in this雠'tloll．And

according the previous studies Oll idioms in advertising,they can be generally

classified into two perspectives，namely,the linguistic approach and the rhetorical

appfoach．These two approaches will be discussed in this section．

24．1 The linguistic approach

In郭展，s(2000)paper,the matter of parody in advertising idioms werc

discussed from the phonological point of view．In his opinion，parody in advertising

idioms could be classified into two big categories：homophones and near homophones．

And in the semantic point of view,parody in advertising idioms could be classified

into the literally—interpretable phrases，the literally-uninterpretable phrases，and

phrases of vague expressions．According to him,the use of homophones and word

replacement were the two main characteristics of parody in advertising idioms．

Meanwhile，he further proposed that the u∞of such a parody might result in the

g,-mantic vagueness and unintelligibility．Thus he suggested that the negative effects

of parody in advertising idioms which mi班occur should be taken into full

consideration,otherwise the confusion in meaning and production of many

misspelling characters might cause structural disorder of the existing idioms．

Ill王凤敏，s(2005)L／ngu／st／c D妇c掰洳on the Flexible Usage of Idioms in

Advertisement Writings,she advocated that as one of the skills,the flexible usage of

idioms had been generally applied to advertisement writing．This paper was carried

out fi'om the perspective of semantics,phonetics and linguistic context,meanwhile

dwelled on the rationality of this phenomenon underthree categories——?ncw wine in

the old bottle”,叼is‘翘d砘thc holistic me&ming of the idioms and returning to砥
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verbal meaning"，and“duplicating idioms by replacing certain words Ol characters in

the idioms"．Furthermore。it also explored into the existing problems．m the flexible

usage of idioms and some social problems caused by this kind of phenomenon．

Finally,some constructive resolutions On the existing problems were given．

2．4．2 Therhetorical approach

In general,曾庆璇’s(2002)paper fell into two parts．The first part discussed

the universality of the flexible usc of the idioms．The second part dealt with figures of

speech in the advertisements which included the flexible USe of the idioms．According

to him．the flexible USe of the idioms could not only be found缸the present time but

also it could be traced back as early as ancient time．Then over twenty figures of

speech used in these advertisements were discussed such as pun,transferred epithet,

simile and metaphor．

h谢庆芳，s(2004)paper,she stated that in English advertising,the flexible u∞

of the idioms were often used as a strategy．In the paper,the flexible USe of the idioms

both in the headlines of advertisements and advertising slogans w嗽discussed．

Meanwhile,many pieces of advertisements related to her topic wc圮analyzed in detail

in hope of supporting her ideas．Accord吨to her the reason why proverbs could meet

the requirements of advertisements was that they wcre terse and bric￡often with

moral significance,hence tending to persuade and guide．She also proposed the idea

that people tended to glance over slogans Or headings of advertisements rather than to

read the texts．So the flexible ll辩of the idioms缸advertising could sa、，c space，time

and cost．Eventually,she claimed that one flexible噼of the idioms might say molt

than a thousand words．

马芝兰's(2000)study On the figures of speech of the flexible嚼of the idioms

缸advertising focused Oil the Chinese advertisements。morc specifically,nearly halfof

the data锄c fxom Taiwan comm盯cial advertisements．The similar studies could be
found in the following studies(沈孟璎，1994；朱荣，200|o；于莹，2000；elc．)．



2A．3A critique of previous studies of idioms in advertising

As far嬲the notion of idioms in advertising was oDncemed,the previous

studies mainly focused both on the linguistic study and rhetorical study．For linguistic

approach，phonetics was one of its focus and many studies could be found in relation

to Otis perspective．When it came to its rhetorical perspective，after a careful study of

the previous studies，the exploration on the figures of speech of the flexmle usc of the

idioms in advertising seemed to be its main focus．As far as the studies of the figures

of speech of the flem'ble I辩of the idioms in advertising were concerned,few studies

could be found in relation to the pragmatic perspective．Therefore，the analysis of this

矗口m the pragmatic perspective is preferred．

2．5 Sunnnary

Previous studies of advertising,idioms and idioms in advertising have been

reviewed in this chapter．From the above reviews of pr州ons related studies．Still

some deficiencies锄be found among them which need to be settled in the upcoming

studies．First,a problem which锄be found in the previous studies is their ignorance
and inadequate account of the advertiser's role in advertising production．Second,as

WC have stated previously that the咖dy of advertising from the pragmatic perspective

mainly focus伽the following pragmatic theories,namely,relevance theory,

cooperative principle and speech act theory,while little attention has been paid tO

adaptation theory．ThUd,many studies嘶idioms related to the cognitive aspect and it

is sorry to find out that only few of them could be found in relation to pmgmatics．

Fourth，when the studies Of the figures of speech of the flexible ll∞of the idioms in

advertising arc concerned,few studies could be found in relation to the pragmatic

study．

In order to solve the above mentioned problems,the Vcrschueren’s contextual

adaptation perspective of adaptation theory will be adopted勰a part of OU[theore6cal

framework in the present thesis．As far笛the theoretical framework of the study is

concerned,both Verschueren'S contextual adaptation and the generation of pragmatic

strategies w越be discussed in the following chapter．
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ChapterThree

Theoretical Framework of the Present Study

3．1 Introduction

The major purpose of this chapter is to give a bfief review of Jef Verschueran's

adaptation theory and present the theoretical hamework ofthe present study．Areview

of adaptation theory will he discussed in 3．2．Scctioll 3．3 deals with the theoretical

，framework in relation to the study and two aspects are included in this section,i．c．

Verschueren's contextual adaptation perspective(see 3．3．11 and the generation of

pragmatic strategies aspect(Scc 3．3．2)．And in the section 3．3．1，both non-linguistic

context and linguistic context will be discossed,while Se．x：tion 3．3．2 tells how the

author categorizes pragmatic strategies．Finally,$eA．!tion 3A will make a summary of

the chapter．

3．2A review ofadaptation theory

In 1999。Belgian pragmaticist Jcf Verschusren tmderstands and elucidates

pragmatics from·new angic,and his idea is well presented in the book named

Understanding Pragnmfics．In his book,he constructs his theory of adaptation,and

proposes a pragmatic model for the dynamics of communication．In order to have a

bcncf understanding of the n哪pragmatic theory,now the prerequisites and key

notions for understanding the adaptation theory will be g．v∞in a碱cf way in this

se．虻tion．

According to Verschueren(2000：55)’using language consists of the continuous

making of tinguhtic choices，consciously or unconsciously,for language·internal Of

language-external reasolrs．These choices啪be situated at any level of stlxtcttn'e：

phonetic／phonoiogical,morphological,syntactic，lexical and semantic．Speakers曲

not
only choose forms,they also d蝴mategy．The term‘ma]dng choices’may be
misleading in the Se．．Dse that it may invariably suggest●COIISciOtlS act and this

processes usuallyshows degree ofconsciousness．Choices a糟made both缸pIod姚g
。
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and in interpreting an utterance,and both types of choice-making age of equal

importance．A language uscr has no freedom of choice between choosing and not

choosing,that means once language is used,the ULSer is under an obligation to make

choices．As a rule,choices ale not equivalent．It js the best illustration for the

phenomenon of preference in the conversation．Finally，choices evoke Or carry along

their alternatives．

In Versehueren's(2000：59)opinions，choice·making evolves at least three

hierarchically related key notions to unde塔tand the process．They are variability,

negotiability and adaptability．Variability is the property of language which defines

the range of possibilities from which choices can bc made．Negotiability is the

prol睢rty of language responsible for the fact that choices are not made mechanically

of according to strict rules 01"丘xcd form-function relationship．but rather on the basis

ofhighly flexible principles and strategies．Additionally,it also implies indeterminacy

of various kinds．First,there is indeterminacy in choice-making on the side of the

language producer．Second,there is also indeterminacy of choice on the side of the

interpreter．Third,indete-rminacy is also involved bq渤nse choices,once made，

whethex on the pfoduction OI on the interpretation side,can be permanently negotiated．

Adaptability is the property of language which enables human beings to make

negotiable linguistic choices from a variable range of possibilities in such a way as to

approach points of satisfaction for communicative needs．Verschueren thinks that

variability and negotiability are the Wesupposition of adaptability．Adaptability,then,

is the chief component which enables human beings幻make negotiable language

choices from avariablerangeofposs矗oilitiestomeettheneedsofcommunication．

Adaptability can be used幻describe the ruks of language use from foul angles

of investigation．The four angles include contextual correlates of adaptability,

muctural o：崎ec括of adaptability,the dym-ies of adaptability and the salience of

adaptation process．

Contextual correlates an one of the relatively straightfonvard notions which

can always be used conveniently as叠starting point for specific descriptive tasks缸

pragmaties and as a parameter which have to be refened to continuously throughout
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翘investigation。Besides，the contextual correlates of adaptability potentially include

all the ingredients of thecommunicative context with which linguistic choices have to

be interadaptable．

Verschueren(2000：sT)classifies context into communicative context,linguistic

context and linguistic channel．Linguistic context includes contextual cohesion,

intertextnality and sequencing．The communicative context includes three ingredients,

namely．the physical world，the social world and the mental world．The physical world

contains the temporal reference and spatial reference．It also includes the utterers’

bodily postures，gaze,physical appearances(including clothing)，physical conditions

(exhaustion，illness Or drunkenness)and biological property．In many cases，虹l these

ingredients are of great importance in determining certain linguistic choices and their

meanings．The mental world involves the ntterer's and interpreter's personality,

emotion,beHefs,desire，or wishes，motivati011$Or intentions,and SO On．Thc social

world includes person deixis,attitudinal deixis,social settings 01"institutions and

culturo．Person dcixis helps identify LlttelBr'S and interpreter's social position．

Attitudinal deixis affects forms of a&Ress，pronoun choices，matters of style and

content．Social settings and instructions impose many types of principles and mles OB

the ways in which certain types of linguistic acts啪be performed．Besides culture

with its innovation of noml and vallies，has indeed been a favorite social world

correlate to linguistic choices in the pragmatic literature．

Verschueren(2000：11鳓points out that the structural objccts of adaptability

include‘structure in the硝Tid s翻i∞(at various layers or levels of organization)as

well舔principles of structuring’．It includes the following four elements．First,some

overarching levels of choice-making：languages,codes(distinguishable variants of a

language，involving sets of choices which ale g∞graphically,socially,functiunany or

situationally based),and styles(variants of a language or code along dimensions of

formality and informality)．Second,a study of basic utterance-building ingredients

(from sound翻nKll玎毛morphemes and words，clauses and sentences,to propositional

structures and supemsealtcntial units ofvarious kinds)that is potentially to be found in

any qttcnn∞and越wlljoI格level of structore．ThiId，-t屯-view of functioning of
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different structural types of utterances and utterance clusters．Fourth，

utterance-building principles at the level of scntential and superasentential which

gIlidc the production and interpretation of utterance and uHerance clusters．

DyllaInics of adaptability means the actual process of interadaptation,taking

into account the variability and negotiability．It is not only the central task of spedfie

pragmatics,but also the core of the adaptation theory．So the contextual adaptation

and structural adaptation will be meaningless without making use of the dynamic

adaptability．

All dynamic aspects of language use can be situated in terms of structurally

identifiable choices and contextual properties and influences，require processing in a

medium of adaptability．That is the problem of salience．Mind in society is the basis of

language user's adaptation．The mental process usually includes the following three

steps,namely,perception and representation,pJ衄ing and memory．Due to the

differentmartinisOfpIo。c鹞in舀thedegreesofsalienceadaptation aredifferent．

The above paragraphs a聪a general review of Jef Verschueren's adaptation

theory．Some may not be discussed in the theoretical firam删ork of the present thesis

证Section 3．3 due to the limited space．

3．3 The theoretical framework of the present thesis

3．3．1 The contextual Idaptatlol

According to the contexts mentioned above,they gall be generally classified

缸幻two big categories,i．c．1inguistic context and non-linguistic context．Now they

will be adopted as the theoretical frameworkofthe present thesis．

3．3．1．1 Non-linguistic context

(1)The social world

According to Verschueren鲫：91-94)，there is nO principled limit to the
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range of social factors that linguistic choices ale interadaptable
with and social world

has much to do with properties of social settings and institutions．Within these settings

and institutions many linguistic choices depend on relationships of dependence and

authority,Or power and solidarity,not only between utterer and interpreter but also

sometimes third party should bc involved in the topic of the discourse．They also

impose many types of principles and rttlcs oil the ways in which certain types of

linguistic acts can be performed． ．

Utterers and interpreters can bc identified with the help of person deixis in a

social world．Attitudinal deixis affects forms of address，pronoun choices,matters of

style and content．

Among all these aspects of social world,culture plays a very important role in

the communication．As Verschueren(2000)points out,culture with its innovation of

norm and values，has indeed been量favorite social world correlate to linguistic

choices in the pragmatic litemture．According to him the‘culture’dimensions include

the contrast between oral and literate societies，rural Va"3US urban patterns of life，or a

mainstream VCISU$a subcultural enviromant．Other social dimensions include social

class，ethnicity and race，nationality,linguistic group，religion,age,level of education,

profession,kinship，gender,sexual preference，and so on(p：92)．Thc酗pccls of social

world a圮鹪follows．

Thc social world involves：

①person deixis

The person ddxis includes expressions which necessarily refer to

palY[ic-ipant roles in the speech event。It is mainly provided by the system of

the first,戳箱Q嘁and third pronouns．This is trim regardless of their

grammatical functions(s嘲ccI’obj峨眦)，including possessive and

vocative forms(何自然，2003：46)．

@attitudinal deixis

The social deixis(attitudinal ddxis)commonly e*acx，des information

concerning the relative relationship bftw∞n participants in linguistic
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communication．More specifically,it may reflect whether the participants

arcof the same or different social status,s甑，group etc．(何自然，2003：51)．

So it may affect forms of address，(醯many languages)pronoun choices,

and the likc(Verschueren．2000：91)．

③social settings or institutions ，

The social settings or institutions refer to the fact that sometimes linguistic

choice-making has to be institutionally sanctioned。Institutionally defined

power"Oil the part of the utterer,for instance，enables someone to order,

command,permit,while institutional power on the part of addressee may

make an uRerer ask and beg(Versehueran，2000：91)．

④culture⋯ 。

It refers to a Set of shared norms,values，background knowledge,basic

assumptions,behavior and thought patterns of a given group which sets

them apart fzom others and gIlidc their evaluation and response to the

outside world(Verschueren,2000：92)．

Mental states have always been central to certain endeavors in pragmatics．

Under the guide of the notion of adaptation,tile interplay between linguistic choices

and the mental Stat器of interpreters can Hever be overlooked in the research from

pragmatic perspective．

Moreover the mental world activated in language contains cognitive and

emotive elements．While the cognitive Ones provide a bridge between the mental and

the social in form of conceptualization in terms of which social interactions缸

interpreted；the emotive ones provide a bridge in form of phenomena usually studied

under labels such勰affect and involvemenL The factors of mental world arc given

below．



The mental world involves：

④personality

It refers to those aspects of an individual’S behavior,attitudes，thought,and

actions which are recognized by that person and others．It includes such as

self-esteem,inhibition,anxicty etc．(Verschuercn,2000：88)．

②emotions

According to Verschueren(2000：s8)，emotion refers to a strong human

feeling such舔love，hate，anger,etc．

③beliefs

As颤勰Vcrschueren(2000：8s)is concerned．belief means the feeling that

somdhing is definitely true 01"ddinilvly exits．

④desires or wishes⋯

As for desires 01"wishes，they mean want or hope for something very much

(bid：8趴

3．3．1．2 LinguistHc context

Verschueren 01vid：X04-108)holds that the linguistic context covers three sides．

Thc first side is contextual cohesion which is generally used to designate the overt

marking of relations within a discomse of text．The second side is intertextoality．The

third one refers to sequencing．According to Verschueren(2000)，intertextoality also

plays an important role in the dimension of linguistic context．Hc further points out

that the meaning of‘／ntertextuality’由not extend to the domain of‘voice’01"

'polyphony’．And at the鬣lmc time,the notion of intertextuality is wider than l

corn／non alternative nsagc in which it comprises only quotations,aUusions,and other

concrete references to-印cci矗c l舅rc-text．Tbe elements of linguistic context眦

discussed below．



Linguistic context includes：

①conjunction

Conjunction refers to a word which joins words,phrases，or clauses

together,such鹞but,and，when etc．(Verschueren，2000：105)．

②hiej咀ighting 一

According to Verschueren(ibid：105),it refers to the哦s of quotation
marks or the u∞of explicit labefing practice．

@ellipsis

It means the leaving out of words or phrascs from sentences where they are

unnecessary because they have already been referred to or mentioned(ibid：

105)．

④repetition

The same word,phrase or expression is mention in one text for many times

0bid：t05)．

⑤intertexmality⋯

It refers to a text that has a close conncctedness with other texts．And it锄

be uude墙tood with戗咖in dc伊∞of knowledge about other texts

(Verschueren,2000：107)．

In this section,Verschueren's contextual adaptation perspective is discussed

from two越鹏namely,ram-linguistic context and linguistic context．And due to
the limited space，some elements a把omitted．Whether all the elements mentioned in

his contextual adaptation啪be found in the present FUOI data or not is still-

problem．Meanwhile it is possible that some elements will not be prominent in the

data．So only the prominent elements will be analyzed(see 4．3)．

3．3．2 Thegeneralion ofpragum strategies

Once the data of FUOI in(抽nese advertisements were collected,the author

started generating the preliminary pragmatic strategy inventory thro,,#the following

stein．
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1．The author looked through the whole data in order to get a general picture of

where thcy came from and what they were advertising for．

2．The author started to look at each data in detail．Special∞I℃was taken at this

stage to ensure that every single data was identified and uone was left out．

3．The author started to look at differences and similarities betwe&*n the oolle：cted

data as a whole．From the list,it was found that the author collected altogether 117

data．At this stage．the author started to tllink of how these data should be grouped．

4．The author started to group these 117 data according to similarities of its forms in

which it Was presented．It was found these advertisements were used mostly to

achieve some tanguage purposes．However,at也is stage，the author Was left with

the question of how to classify these advertisements．The author finally decided to

try the preliminary classification based OU its forms．The next stage could then

start．
．

5．At this stage，both the form and the meaning of these advertisements were taken

into consideration．For example。one piece of advertisement was乃事俱备．疑欠

东风(advertisement of car)(see No．4 of Appendix吣．Another piece of

advertisement Was家有飞鹿r键心所浴(advertisement of water heater)(see

No．1 of Appendix 2)．For the first piece of advertisement,the form turned out to

be the蜘e as the original idiom,but its meaning had been changed a lot,for幕
周(east wind)here referred to Dong Feng car．For the second piece of

advertisement,the phrase隧心两浴Was slightly different firom the idiom随心所

筑and also its meaning hadbeen changed．．

6．At this step,the author仃icd to find the suitable rmme to COVer the data which

c蛐e under the same group．According to the data they could be classified roughly

under two main categories：the form-unchanged lypc(s∞E】啪叩le 1．1)and the

form-changed type(s∞Example 1．4)．

7．Once the rough categorization Was made and more of less sealed,the author

started to consider疆these two groups of strategy Use could be classified any

，further,It
Was found that these two groups could be further classified into several

specific pragmatic strategies(for detail,s∞Chapter椎



3．4 Summry

To sum up，in this chapter,a general review of adaptation theory is given in

Section 3．2．In Section 3．3 the Verschueren’s contextual adaptation and the generation

of pragmatic strategies in the same section make up theoretical flamework of the

present study．More specifically,the contextual adaptation is discussed from the

following two perspectives：non-Hnguistic context and linguistic context．Besides，

both social wodd and mental wodd ate explored in non-linguistic Context．It call be

shown in the following figure．

一Contextual L血血，The mentalConjunction一{兰一1【．黜f一吨 【?研一

1冀脚



In the discussion of the generation of pragmatic strate舀e$,seven steps arc

followed and they are given below．

Read tl=ough the data

I
Examine the dam in detail

Find the differences and similarities

0fthcdata

j
Decide theway to classify the data

Study the forms and meanings of

thedata

j。
a瓣酊the data into two

categories

l

Find the way lo further classify

the strategies used jn the data

Figure 3．2 The generation of pragmatic strategies



Chapter Four

Data Analysis of the FUOI

4．1 IntroductiO!i

The major purpose of lifts chapter is to present a description of data analysis；

meanwhile a general description of all the data in terms of their classificatiom，their

numbers and the methods of the data collection will be given in 4．2．After that both

contextual adaptation analysis of FUOI data,and the strategies used in these FUOI

data will be shown in Section 4．3 and Section 4．4 respectively．Finally,Section 4．5

will make a sunm3ary of the results．

4．2Ageneral viewoftheFUOIIIa协

牝．1 ne dassiflcations of缅e nloI data

As We mentioned,the present study mainly focuses on the FUOI in Chinese

advertisements．In the discussion of the pragmatic stnte#es used纽the FUOI data,

the author roughly classified the FUOI data into two categories：the form-unchanged

type and the form-changed type(see 3．3．2)．For the sake of convcllicnce,this kind of

classification will be also adopted in the process of contextual adaptation analysis of

the FUOI data(s∞4．3)as well as the further analysis of the pragmatic Strategies used

in the data(see 4．4)．Since these two categories refer to different types of the FUOI

data,80 both Type 1(for the detail,蛳Appendix 1)and 1婀2(for the detail s∞

Appendix 2)which stand for the form-unchanged type frype 1，henceforward)and

the form-changed type cI豫2，henceforward)respectively will be used in the thesis．

4．22 The number and methods of theFUoI data collectioa

In the present thesis,117 items ale collected in line with the above mentioned

classifications of the FUOI data．And the data collected mainly oonlc from books,

internet,newspapers and magazines．Of these data,80 comc from books．31 oDme
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from interact,4 come from newspapers and 2 come fIom magazines．They will be

presented in the following table．

Types ofthe Source of the Data Total Percentage

Data Book Internet Newspaper Magazine

Typel 30 14 1 ／ 45 38

Type2 50 17 3 2 72 62

To|al 80 31 4 2 117 ／／
Percentage 68 27 3 2 ／ 1∞

Tablc 4．1 Thc classifications and the number of the data

According tO the above table,it is clear that the types of data consist of two

puts,namely,type 1 and type Z While the sollrccs of data mainly come farm the

following four aspects：b‘燃internet,newspapers andmagazines．
For Type 1，30 itemscome from books，14 items Come from intcrnet and 1 item

comes from newspapers．

For Type 2。50 items come from books，17 items come from interact,3 items

come from newspapers and 2 items come胁magazines．
From Table 4．1，it is also clear that the data from books and int．'net make up a

great majority of the whole data,while takes np 95 percent of the total，And data from

newspapers and magazines only takes叩a small part ofthe total The analysis and the

final conclusion are made hem these 117 items(for the detail，$∞4．3)．

4．3 Contextual adaptation analysis of the FUOI dah

A5 We have mention before(see 3．3)，Verschneren's point of view 011 the

contextual adaptation could be generally summarized as follows：lingIl鼬context



and non—linguistic context．And both the social world and the mental world will be

discussed within the range of non-linguistic context．

According to verschueren(2000),the social world involves person deixis,

attitudinal deixis,social settings 01"institution，culture and a great number of social

factors．The mental world consists of personality,emotions，befieB etc．Linguistic

context cuvers conjunction,anaphora,and ellipsis etc(see 3．3．1)．Whether they伽bc
used in the process of data analysis is still a question．To find out the answer,the

following parts in this section will contribute to the contextual adaptation analysis of

FUOI data in these two types．

Furthermore，the analysis of the FUOI data will base upon the above mentioned

two different types(see Table 4．1)．Owing to a limited space here，only 801]le

prominent data in relation to the contextual adaptation will bc analyzed as examples

in this SCrOlL For each mf．ntioned example，bolh its equivalent Chinese characters

and translations will be giVcn，and it also can be found in the corresponding

Appendices．

4．3．1 Contextual adaptation analysis ofType 1

According to the Table 4．1。45 items啪bc classified into this type．And the

data mainly come from books,intemet and newspapers．Among them,30 items come

fiom books，14 itemscome from intcrnet and 1 item comes from newspapers．

4．3．1．1 Non-linguistic context mmlysb

As we have mentioned previously that Type 1 refers to the form of the idiom

which is unchanged(see 4．2．1)．After-close study of the FUO!data in this type，both

culture and belief turn out to be prominent dements in the non-linguistic context of

adaptation,SO they will be discussed in the following parts．

1)Culture
’

As stated in 33．1。culture refers to a set of shared nomls,values,background

knowledge，basic assumptions，behavior and thought pat地nls of a givengroup．From
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the perspective of the advertiser,to achieve the purpose of persuading the audience

into paying attention to his product and further buying the product,the advertiser's

。active adaptation to the cuslg∞材s’culture should not be ignored．

Example4．1：万事俱备，只欠东风(advertisementofcar)(seeNo．40fAppendixl)．

Everything is ready；you only lack a Dong Feng car．

In Chinese We have the idiom丙事俱各t灵欠末民which means everything is

ready；Only the decisive condition is needed．The idiom Comes from a historical event,

namely,Chibi War which happened at Three Kingdom periods(222_-280 Ao)．At the

end of East Han,Cao Cao gathered his army in force and attempted to defeat both Liu

Bei and Sun Quan．After they knew Cao Cao’S purpose，immediately Liu Bei allied

his army with Sun Quan’s army．At this time．Cao Cao joined all his warships togethe‘

which made it rather difficult for the 8lliance to defeat him．At this critical moment,

the idea man Zhu Geliang proposed the idea that the easiest way to defeat Cao Cao

Was tO use the fire and according to him s溉every thing Was already SO only east
wind Was needed，It is clear that in this historical story,东鼠refers to the cast wind．

Gradually,东风(east wind)is used to refer to the crucial factor which may directly

affect the result．And in this advertisement the idiom万事俱冬．R欠末鼠毡used for

淄advertising．Although the form of the advertisement is the same as the OriginaI

idiom,the meaning has been changed a lot．And here东风is used to refer to a

famous brand name of the car--Dung Feng c跹．Since in our culture the word东风is

often used to describe the decisive condition,SO when the customers read this

advertisement they will naturally associate the Dong Feng凹with the decisive

condition,And they may also have a kind of feeling that the Dong Feng car扛a good
carand it deseHiNe$to have one．

Example 4．2．项庄舞剑意在沛公(advertisement of wine)(s∞No．11 of Appendix

1)．

№Zhaang performs the sword dance as a oaver for his attempt on Pei Gong wine．



The idiom项庄舞蓟意在浦公originally lllCall醛Xiang Zhuang performs憾
sword dancc as a COT矿e1。for killing Liu Bang．In this idiom．tlaerc appear two historical

figure,s and各historical event．In the idom项庄refers to Xiang Yu and浦公illefins

Iju Bang．The laistoriea．．1 cyenl jn relation to the idiom is Hongmen Banquet．Once

these two people met On Hongmen Banquet which was indeed a wassail,Oil that

special occasion Xiang Yu，s brainpower Fan Zeng suggested him to perform tlac

sword dan∞as a covelr for 1．,iu Bang's life．But finally this、糯found out by Lill

Bang’s idea mall．So at last Fan Zeng's plan turned out tO be a failure．And since that

time，the idiom is used to describc all action with a hidden motive．In this

advertisement,the idiom is used to advocate tlac advertiser's product---_vinc．And in

this advcrti$cmcnt茄公refer to the brand of the wine．As wc know,the idiota

originally refers to tlac story happened 011 the I-longm％Banquct--q Wassail．It is easy

for US to infer that On a wassail 10eoplc usually drink 11 lot．In addition both Xiang№

and Liu Bang arc good越drinking．And when CllStOlrrtCtS bear tlacse assumptions in

mind,it will be nluch easier for them to interpret the meaning of the adv廿tisemcnt．

2)Belief

As noted in 3,3。1。it reCallS the feeling that something is definitely钿lc Or

dcfilfitely c'xits．As fl盯鹤the翱扣他Itis盯is eoneea'nca,in order to achieve tlae purlx髓

of persuading tlac audience into buying the product,the advertiser's USe of adaptation

幻the citstomcrs’beliefs should not bc ncglcet缸 ．

Example 4．3：吃不了，兜着走(advcaiscm％t ofrcstattrant)(scc No．8 ofAppendix

1)．

If you硪unable to cat what you bare ordered,you’d better take it away．

'k idiom吃不7．兜者走证always used to desen'be the l地rson who lands

himsclf in scfi们璐tl-ouble．And when mentioning this idiom,曲吣speaker of'tea

p06scsses 11 llcgativc attitude．h tiffs advertisement妞idiom is adoptcd as|he

advertisement of rP．．staunnt and the pcoplc's belief is taken into eomidcration by tlac

advertiser．As We knoW．during tlae past years tons ofwaste is disposc,t Among them,
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the wasted food takes up a certain amount of the total．As We know,it is difficult for

US to place the garbage，and also the waste may affect our living environments．So

gradually people pay their attention to thewasted things．And abelief that the leftover

being ordered in the restaurant should be taken away has been planted in the modem

people's heart．Besides，as we know,CVCU when we are still the children ourparents or

teachers will impart the idea that nothing is to be wasted and when we do that we will

feel ashamed．And definitely,the restaurant is the place where we often order mole

than We啪eat but without taking them away．At this time，the food is determined to

be wasted．If Cousnmers can associate the advertisement with this，the advertiser's

purposecan be easily understood．

Example 4．4：读万卷书，行万里路(advertisement of travel Oil feet)(∞c No．43 of

Appendix 1)．

Walking甑)u湖ds ofmil鹤is equal fo leading thousands ofbooks．

In tradition,WC haw the idiom读忑卷书-行乃里路。which compares leadmg

ten thousand books to walking ten thousand miles．It mea]陷that after∞ading many

books We will be both well informed and knowledgeable．The importance lies in the

former part of the idiom．As f缸as the advertiser is concerned,people’s belief is

considered．In general．we have the belief that if We read mole books then we will

know more about the certain fields．h another word,tb姗曲feading books We∞n be

knowledgeable．As we aⅡh时吼缸the modem society,we only pay OUr attention to

how much knowledge we have possessed but pay little or g^4eD Do attention to OUr

health．Consequently this advertisement tends to show础that面ing exercises are鸹

important笛leading books．h this example,the idiom is employed by the advertiser

and used as an advertisement of tour,SO the importance lies in the latter part．

Originally,the word乃(ten thousand)in the idiom refers to the countless number,

while in this advertisement the second乃refers to a certain mount,namely,ten

thousand miles．Thus。the advertisement伽be interpreted as follows：rcadms mole

books is important and desired but面not i舭the health of your body,and now a
妒od chance js bci丑g offcrc正幻j暇join潞and build印your body．
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4．3．1．2 Linguistic context analysis

Wh姐the advertiser is concerned．the usc of linguistic context is always

adapted to his purpose of adwrtising．As far aS the FUOI data in Dpc 1 arc concerned，

both hiOllighti．g and intcrtcxtuality will bc analyzed within the range of linguistic

context．

1)Using homonym in highlighring

In Section 3．3．1，We defined the highlighting aS the word in the FU01 whiela is

surrounded by the quotation marks．Several examples啪be found concerning

highligllti,g．after a earcful study of tlaesc examples，it is interesting to find out that

tlac advertiser USCS homonym as well as quotation marks to achieve his lourpo∞of

highUghting．So this part will bc discussed trader the lllamt：of．sing homonym in

hie．hJighring．

F缳lmple 4．5：劝君莫失良“机”(advertisement of Bexp-l'agcr)(s∞No．18 of

Appendixl)．

You ca,,ot miss the cha日ce to liare tlais Bc,ep．Pagcr,．

The idiom莫失良机originany llllCallS that We should grasp eyeD'good

opportuaity．O尬mea血g of tlac word勿啪bc intcrl咖rcted嬲opportu,ity．,Another

mc卸ing is maehlne．And wlacn it is used ila this example，the word彻is used as a

homonym姐d is surrounded by the quotation marks．As骶know,the quotati01]s

marks a北璐ually used to hiOllight somcthingr As tim is an advertisement of

Beep-Pager SO the word祝mentioned in the advcitisemcnt refers to Bc咿Pag瓯

11璐We啪infer that the quotation marks nsed here证applied as higllliflltt,g by

using which the advertiser船both to attract his potential customers’attention anti

exnplaasizc the importan癌of his product．Meanwhile he also tries to show that tlac

word税缸the example is different from its m眦i丑g in the original idiom．

Example．．6：虎丘味精，“鲜”为人知(advcrtis锄cnt of monosodium 91．tamatc)

似No．28 ofAl科越djx聃
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Hu Qin monosodium glutamate is famous for its delicious taste．
。

The FUOI in this advertisement originates from the idiom鲜为人知which

meang that only few people know the mattel．In another word,something is not so

popular among people．As we knOW,the function of monosodium glutamate is to

makc our dishes deliciOils．And when it is used as the advertisement of monos01dlium

glutamate，it refers to the popularity of its good taste among people．Similar to the

Example 4．5，the word斧(delicacy)of the idiom is surrounded by the quotation

marks and is used as a homonym．By highlighting the word鲜(delicacy),the

advertiser aims to advocate the delicacy of Hu Oiu monosodium glutamate．

2)Imertextuality
。

As pointed out in 3．3．1，it refers to a text that has a close coanectedness with

other texts．And the text锄be understood with certain degree of knowledge about

other texts．

Example 4．7：与你的肌肤相亲相爱(advertisement of fancy soap)(see No．1 of

Appendix 1)．

This kind of fan何soap is soft to your skin and you will Like it henceforward．

In this advertisement the FUOI柜亲糨爱is used as an intertextuality．In

tradition,We have the idiom辐亲辐爱。which is used to refer to the couples who≈托

kind to each other and love each other．And when this idiom is mentioned,We always

associate it with a good feeling and positive meaning．In this example，the advertiser

IlSeS the idiom幻describe the relationship between the mall and the thing--fancy

soap．As we knOW#We only u∞this idiom to describe human beings．The I_斟韬on that

makes the advertiser to nsc this expression is that by using this idiom a good feeling

啪be canscd among his potential alstomer$．Meanwhile thc Cilstomers may interpret
the advertisement罄follows：like the lover,the fancy soap will be soft to our skin．

Example 4．8：一夫当关，万夫莫开(advcrgsement of door)陋No．9 of

Appendixl)．
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Once you have this theft-proof door 011，no thief can enter your honse．

It is clear that the idiom一夫当关。忑夫莫开in this advertisement is used as

an intertextuality．It砥ginaUy refers to a strategic place where no mall can have

ac．犯ss to it．The idiom has a close relation to the word“safety"．So when taking about

this idiom，people may have a semtse of safety．But how could this be understood in

this advertisement?The oDnstlmcr may probably have the following assumptions：the

door is used to protect me from attacking and carl protect my possessions,SO if I buy

the door and install jn my house,then nobody else伽enter my house：And here

nobody else who is mentioned缸the ideal customer's assumptions definitely refers to

the thief．Then the adveftisement canbe understood．

4．3．2 Contextual adaptation analysis ofType 2

According to the Table 4．1。72 items锄be classified细的this type．And the

data mainly come from books,interact and newspapers．Among them,50 of the items

come from books，17 items come from interact,3 items conic fmm newspapers and 2

items opine from magazines．

43．2．1 Non-linguistic context analysis

As wc have stated before that Type 2 refers to the form of the idiom which i摹

changed．With regard to Type 2，the discussion mainly focuses on the following three

prominent elements缸the non-linguistic context of adaptation：person deixjs,culture

and beliel．

1)Person deixis

It includes the expressions which necessarily refer to participant roles in the

speech event(for the detail,fee 3．3．1)．By using the person deixis，the advertisements

canbe adapted well to the advertiser's purposeof advmising．

Example 4．9：我只动口，不动手(advertisement of mobile phone)(s∞No．7 of

Appendix 2)．
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When calling I can talk while set my hands free．

In this FUOI advertisement,霾@is used as first person deixis．The商ginal

idiom should be君子动日不动手which强≈蠲s gemlcman should执well behaved

and evcn when he is under attacking what he needs to do is to argue other than to

attack．So to黜extent舞④is compared as the gentleman which refers to any
potential customers．In addition,if these customers bear in mind that if they buy the

mobile phone，they will have n Set of earphone as an acc=essory．And if they weag this

OR when they arc calljl培then their hands can be free from holding it．Only in this way,

can the advertiser's meaning be interpreted．

Example 4．10：你安居，我乐业(advertisement of house pmpcny)(see No．8 of

Appendix 2)．

You five in peade while we work in contentment．

Two person deixis are used in this advertisement．One is the first person deixis

贾①and another is the second person dcixis纺(you)．The ori咖al idiom should

h安居东韭which means people live and work in peace and contentmenL In this

advertisement the嘶gi蛆I idiom is divided into two pmts and a person deixis is added

to each part．Here the second person deixis纺白旧refers to the potential customers

and the first person deixis露(D refers to the advertiser who has this houSe built．So

the advertisement should bc understood as follows：you wm live in peace and we will

work in contentment．

2)Culture

In order to atttact the potential customers’attentions meanwhile achieve the

adaptation,the advertiser always pays his／her attention to the customers’culture．

Example 4．11：路遥知马力，日久见。跃进”(advertisement of car)(see No．2 of

A舯di】【2)．
‘

Time reveals the effectiveness ofYue Jin car．



Inthis advertisement,theFUOI路遥知马力．g久觅“跃进“o蛐atesfrom
the idiom路遥知马力．B久冕人心．And this idiom is first appeared in a novel of

Yuan Dynasty．The嘶ginal meaning of the idiom means that the time not only reveals

the pc啊盯of a horse but also reveals a person's heart．Gradually,this idiom only

means that time reveals a person's heart．In another word,nowadays this idiom js

always used to describe human beIngs．When this culture-loaded expression is appHed

to the advertisement,the last two characters久以'(a person's heart)has been

replaced by跃进(yue 1h雌And here跃进is used to refer to a brand name of the

ar州iIc Jin car．Thus the mearling being conveyed by this advertisement can be
Interpreted as time will reveal the power of the cat and In the long衄the Yue Jin car

is bctter than other brands．

Example 4．12：“辽河_后浪推前浪，一代更比一代强(advertisement ofrefrigerator)

陋No．21 ofAppendix 2)．
The quality ofLiao He refrigerator improves steadily．

The advertisement。辽洞。后浪推前浪．一代更魄一代强is adapted from the

idiom长江后浪难剪浪．一代更比一代强。This idiom initially comes缸哪j a

children's book wI缸ch is published In Qing Dynasty．It is originally used tD impart the

children with the idea that they should set l巾their minds to study hard and finally

翻印郾海the past generations．With the years pass by,the idiom is still used to show the

idea that young generation should work hard to翮Ipa鹞their past generations．In this

advertisement,the idiom is in its flexible u∞and the first two words长荭(Yangtze

River)勰replaced by定阿(Liao H吐As we know,长荭refers to Yangtze River

which is the longest fiver缸China．Together with Yellow River,they are considered

勰our motherly rivers．Since we live by these two rivers,SO In the original idiom一

龙refers to one generation,that is,one generation of the Chinese．For this is all

耐Vcn_is锄叫t of refrigerator and豇阿∞越娜with the brand of the refrigerator,SO
the words叫管here should be interpreted as one generation of Liao He refrigerators．
Thus the meaning of the advertisement锄be inferred as follows：Liao He

refiigerator improves steadily,and it becom龉better and better．

船



Example 4．13：巧妇难为无锅之炊(advcrtiscment of iron Pan)(see No．22 of

Appendix 2)．

The deverest housewife can't cook a meal without all iron pan．

The FUOI巧妇难为无锅z妖in this advertisement is adapted from the idiom

巧妇难为无米z恢The idiom initially originates from a poem which is written by a

famous poet 1．n You in S0Ⅱg Dynasty．Its literal meaning啪be interpreted as even

the cleverest housewife can't cook a meal without rice．Gradually,Ⅱlis idiom is used to

refer to a simafion where the conditions needed ale lack of and it is impossible to

complete the task．And when this idiom is used as the advertisement,the word耱

Oron pan)is used in place of another word米(ric哆By using the word∞pladn&

two purposes of the advertiser啪be achieved：first,it call anract the customers；

second,the advertiser aims幻advocate that without the iron pan,it is impossible for

you to make dishes．Besides,the meaning implied in the advertisement call be

deduced as with this iron pan definitely you啪cook a delicious meaL

3)Belief

As we have stated before，虹order to meet his／her pro'pose of adaptation,the

advertiser often takes the widely accepted beliefs into consideration when hc，sbe

advocates the product． 。

Example 4．14：“用”要良母(advertisement of washing machine)(sec No．12 of

Appendix 4

By．sing this washing machine you will be an idle wife but good motheL

The FUOI。镝”妻良母in this example毽changed from the idiom员妻良母‘

w11ich is often used as all commendation for the female．And it means that a female as

l wife she should be able and viscous while弱a mother she should be kind to her

children．It is known to all that this趣a belief which缸d∞ply rooted in∞r minds．h

this advertisement血order to achieve the plq'o∞of advertising,the idiom is adapted

to the advertisement of washing m翱曲jnc，and the people's belief缸taken into
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consideration by the advertiser．By replacing the word赞(virtuous)into阕Qidle),

the advertiser seems tO adapt to the beliefof the customers．And according to him，this

kind of washing machine is a good helper of women,thus mothers and wives can

have mole spare time meanwhile the washer is jlist like a good mother as well弱a

considerate wife．

Example 4．15：地酒天长(advertisement ofwine)(see No．19 ofAppendix 2)．

The wine will last forever．

In general,it is our belief that something which will last forever is viewed as

the best one．Alife that will last forever is desired and it啪be well exemplified from

sOmc of historical stories．So in the ancient limes,some chemists arc called in by

emperors to refine the pnis which Call prolong their lives．Although this turns out to be

a failure,we still nsethe idea to express our best wishes especially for the fiiendship

and for love．As we know,in our culture an idiom始久天长is often applied to

express such a kind of meaning．In this advertisement,the advertiser probably knows

the people's wish for the eternity．And fi'om the advertiser's point of view,he wishes

his wine to endure in the market for a long time．So the idiom is adapted to the

customers’beliefs with the changing of the word久00ng)into旃(winO．

43．2．2 LJogu娥context analysis
Aftl省a careful study of the FUOI data in Type 2’the advertis盯'S峨of

linguistic context in adaptation幻his advertising puqx)sc锄be found．As far as the

FUOI data In 1_ypc 2 are confined,both ellipsis and repetition will be analyzed．

Besides，highlighting as well as intertexmality will be discussed．

1)Ellipsis

By mentioning cn缸塔is here,we mean the leaving Out of words or phrescs丘啪

sentences(s∞3．3．1)．



Example 4．16：大石化小，小石化了(advertisement of medicine)(see No．5 of

Appendix 2)．

The medicine can turn the big calculus in your body into a small one and further

makes it disappear．

An ellipsis can be found in this example，that is，the use of the word加(small)

(the first one)in the sentence is elliptical for小石(small calenl嶂The advertisement

in this example is changed from大事纯小．小事纯7 which means after careful

settlement，the big problem will become a small oBe and can be gradually tackled．It

is clear that the idea being conveyed in this idiom is that problems锄be handled

with the help．Since this is all advertisement of medicine,SO the help mentioned by

the advertiser refers to the anti-calculus medicine．By changing the word乒

(problem)into a mole appropriate oue石删cIIlus)，the advertiser's motive can be
carried out．

2)Repetition

In 3．3．1，we have defined that the repetition in the present thesis refers tO using

the salne word formore than oue time．

Example 4．17：身在“伏”中不知“伏”(advertisement of air conditioning)(see No．13

ofAppendix∞．

Even in the hot season youwill not feel hot．

It is obvious that the second钟(hotness)is used鹳a repetition in this

advertisement．As far罄this word is concerned,we always associate it with the state

of hotness and sweat．So the purpo∞for the repeated USe of the word钟Olomess)is

to causc a State of hotness among the customers and l{Ilrtb髓mak them feel uneasy．At
this time,a solution is given by the advertiser,that is,by using the air conditioning

advertised by him／her such a state ofhotness and sweat will∞longer exist．

3)Using homophone in highligh妞g

Quite similar to the using of homonym in highUg且ting in Type 1，in this type,
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namely,Type 2 the advertiser us鹳the homophone as well as the quotation marks in

achieving his／her purposeof advertising．

Example 4．18：小OQ大显。省”手(advertisement of caO(see No．31 ofAppendix

2)．

Little QQ car is good at o丑一saving．
‘

As We know,the car owners need to spend a lot of money on the fuels for their

cats each year．This kind of phenomenon may lead tO a result that some would be跚

Owners may hesitate tO buy ca慨For it 8cems that the oil needed for ca鹞may cost

them a great amount of money．h this advertisement,省(save)is used as a

highlighting which is surrounded by the quotation marks and is the homophone of the

word身(onese岣．By using the highlighting,the advertiser's purpose is to advocate

that his QQ cals黜good at oH-saving and伽save money for the customers鹤in

comparison with other brands．

Example 4．19：“T”到自然成(advcrtisement of

bank ofchina)融No．51 ofAppendix 2)．
With the help of ICBC you will be a successful mail

The FUOI in this example is adapted h啦the idiom功翻自然成which

initially meal坞that after hard working SUCC嚣$can bc achieved．Quite similar to thc

above example,工0cBo缸the advertisement is used舔a highlighting and is the

homophone of thc word功(hard working)．The meaning implied啪be inferred as

向llows：first,this Chincsc dlaracter is short for the industrial and commercial bank of

china(ICBC)which is used to grasp the customers’attention；second,the ICBC is笛

effective勰hard workingwhich啪also lead to甜Icc鸽s-

钔Intertextuality

As a common phenomenon，the advertisements that have dose connectedness

with the idioms啪be found in Type 2 and somf ofthem will bc discussed below．



Example 4．20：一举多得(advertisement ofhouse)(see No．37 ofAppendix∞．

You can kill many birds with one stone．

The FUOI一举多褥in this example is used镐all intertextuality which has a

close connectedncss with the idiom一举两得The idiom means killing two birds

with one stone or shooting two hawks with one糊W．In another word，it means get
twice the results with one effort．As the advertiser substitutes the word两(two)for

多(more),it can be interpreted勰if the customers buy his houses then they can get

multiple repayment砒the same time such罄convenience，safety,quietness，higher

social status，good living conditions,goodenvironment cte．

Example 4．21：一心二意，照样钓鱼(advertisement of fishing rod)(see No．45 of

Appendix 2)． ’

You can still d0 other things while fishing．

In this advertisement,the FUOI—‘以,--t is all intertextnality．And it has-

do∞relation to the idiom—以·_袁Besides，the FUOI in the example can be

understood with certain degree of knowledge about the idiom一心一意As We know,

the original idiom intends to convey the meaning that when We do something We

should be whole-henrtedly otherwise We can not make it．In another word，only one

thing can be done at one time．And ifwe do more than one thing at the姗c time,that
wm be unacceptable far our attention will be distracted．But in this example,this idea

is totally changed into一心=意which mcai墙we吼do two things at the same

time without disturbing．More蜘[aighfforward,the customers can still do other things

while fishing．

In general,tiffs∞ctio珏aims tO testify the interpretation pc啊既of Verschueren’S

eontextual adaptation in the FUOI data in both Typc 1 and Type 2 The analysis of the

data is carried out from the following two perspectives：non-linguistic context and

linguistic context．Meanwhile both the social world and the mental world arc

discussed under non-lingnistic context．From the above analysis,We can conclude that

Some of the elements mentioned by Verschu盯en in his contextual adaptation啪be
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analyzed in the FUOI data，thus to some extent，it can be testified．

4．4 Pragmatic stntegi嚣used in the FUOI data

Of all the 117 data,they could be classified into two big categories．namely,the

form-unchanged type 03q,e 1)and the form-changed type 0"ype 2)(see 3．3．2)．In this

sccli∞each of the categories wilt be further classified into some specific pragmatic

strategies according to the FUOI data in Type 1 and Type 2

4．4．1 Pragmatic strategi髓used in Type l

Aftcr 4 careful study of the FUOI data in Type 1，the following pragmatic

strategies啪be found．

Strategy l：using personification

OfiginaUy,some idioms are used to describe the human beings．And when these

idioms are applied to the products advertised,the a￡Iverljscm佃ts fgeem to be much

lllore attractive and vivid．Some of such usages啪be found in the following
examples．

Example 4．22：与你的肌肤相亲相爱(advertisement of fancy soap)(see No．1 of

Appendix 1)．

This kind offancy soap is soft to your skin and you will like it henceforward．

The idiom辐亲耗爱is originany used to describe the good relationship

between people,especially between the lover*．And when it缸applied to this

advertisement,the advertiser tries幻present the good relationship between his／h嚣

customers and the fancy soap．And the fancy soap here is compared as a person,mote

spccifically,the lover

Example 4．23：任劳任怨，只要还剩一口气(advertisement of tire)(see No．2 of

Appendix 1工

It is willing to beg the burden of hard work cven fl it is nearly flat．

奠
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OriginaHy,任劳任怨recalls the person who works hard and is not upset by

the criticism．In the example，it is used to mod_晦the thing,namety,tire．So the

meaning implied c勰be interpreted as：the tire is just like a person and is willing to

bear the burden of hard work． ， ．

，

Example 4．24：一毛不拔(advertisement oftoothbrush)(see No．3 ofAppendix 1)．

No hair will fall off the toothbrush．

We always毗the idiom一名不绂to describe the person who is very stingy
and even unwilling to give his／her own possessions．When it is applied in this

advertisement,it means that the toothbrush is like a stingy mall and unwilling to give

a hair．In another word,no hair will fall off it．

Strategy2：using homonym

By mentioning homonym,we recall that a word that is spelt the same and

sounds the蛐c勰another,but it is different in meaning．Here are lg)llle examples
concerning this strategy．

example 4．25：有眼不识泰山(advertisement of travel agency)(诚No．12 of

Appendix 1)． ’

It is a pity that you fail to∞e the Tai·shah travel agency．

As we know,the idiom有鼹不识泰由originally oollo：：rlls with people's

ignorance of the Tai-shan Mountain which tO 80me extent has-derogatory meaning．

And幕曲O'al-Shah)in the idiom refers 10 the Dame of a famous mountain．But tn

this advertisement泰出is used as a homonym and it refers tO the艘e of the travel
agency．

。

Example 4．26：千军易德，一将难求(advertisement of refrigerator)(see No．23 of

Appendixl)．
。 。

It is easy for you tO bey●refr／gerator,but it won't bc easy for you tO buy OIIC with

Jiangiun brand．

巧



The idiom originally expresses the meaning that it is difficult to find a leader of

an army,which Oll the contrary shows the important role that a leader plays in an army．

And梅in the idiom conccms with the leader while used in this advertisement it is

employed as a homonym
and it refers to the brand name of the refrigerator．Thus

according to the advertiser,his attitude towards the advertisement can bc summarized

as follows：his将is superior to others f军which advocates the leading role of this

brand among others．This could bc appreciated by the consumers when they realize

this．

Strategy 3：using pun

Pun here refers to the amusing USe of a word that has two meanings．After a

ca坞study of the FUOI data in Type 1。punning as a pragmatic strategy伽be found。

Example 4．27：万事俱备，只欠东风(advertisement of c砌(see No．4 of Appendix

1)．

Everything is already,you only lack a Dong Feng僦
As we know,the idiom乃事俱备．只欠东赋refers to氢historical event--Chibi

War which happened at Three Kingdom pefiodi And in the idiom春风(cast wind)

refers to the decisive condition．Whnc in this advertisement,it refers the D鲫g Feng

car．So the advertisement mealLq that the Dong Feng car plays a very important role in

OH daily lives and it can bring a翻ac∞ss to-x_；． ．

Example 4．28：项庄舞剑意在沛公(advertiscment of wine)(see No．1l of Appendix

1)．

Xiang Zhuang performs the sword dance as a cover for his attempt On Pei Gong wine．

，TradRionally,the idiom项壹舞蓟意在浦公refers to the story happened On

Hongmen Banquet．And in deed this banquet is a kind of wassaiL As们k胁Dw：people

usually drink a lot 011 a waSsalm Besides both骊密(弛ang动啪g)and劳公删
Gong)mentioned al'e good at drin／幽g．So when this idiom is used髂the



advertisement,the meaning of黝is changed and it is used鸪the brand of the
wine---Pei Gong wine．

Strategy 4：commendatory use of derogatory meaning
‘

In tradition,some idioms ale onJy used to express the negative or derogatory

meanings．While in the 1)resent FUOI data,they aie used flexibly to express the quite

contrary meanings．
。

Example4．29：两面三刀(advertisement ofkitchen knifc)(see No．5 ofAppendix 1)．

Both sides of the kitchen kitife can be used and it is as good as three kitchen knives．

Traditionally,the idiom两蔼三乃bs a derogatory meaning and．唱often used

to descn。ee the person who is good at double-dealing．While in the advertisement of

kitchen knife．it is used flexibly to show the multifunction of the kitchen knife．

Example 4．30：吃不了，兜着走(advertisement ofrestaurant)∽No．8 ofAppendix
1)．．

If you areunable to eat what youhave ordered,you’d better take it away．

As WC all know,the idiom吃不7-兜着走毽originany used鲢a derogatory

expression which means$omeona who lands himself如serious trouble．Wh蛆this

idiom is used in the advertisement,it has a commendatory meaning．It emcoarag髂the

customers to take away the food mther than to waste the food．

Strategy 5：using exaggeration

Exaggeration蟊the deh'berate rise of overstatement to achieve emphasis．

Besides the above three mention pragmatic strategies．the usc of exaggeration渤also
be found in the present FUoI姚

Example 4．31：无所不包(advertisement of jiaozi restaurant)(see No．24 of
■

Appendix 1)．

All kinds ofstuffing锄be found in thejiaozi．
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Definitely,the FUOI无所不包for advertisement of Iiaozi restaurant is used

器all cxaggeratiOn。As we know,in oui daffy fives，we have tens of thousands of food

and it seems impossible to embrace aH．Besides,in reality,only a few types of jiaozi

call be found in the market．

Example 4．32：天涯何处无芳草(advertisement of toothpaste)陬No．16 of

Append扭1)．

Fang Cao toothpaste锄be found everywhere．

The idiom天涯伺处无芳革initially refers协that good things can be found

everywhere．Nowadays，this idiom also has a specific meaning that good girls can be

found everywhere．We伽conclude that the words群are often u辩d to refer to
good things or good girls．In the present advertisement it is used as the brand uame of

the toothpaste--F卸g Cao toothpaste．And it has all implied meaning that this

toothpaste is a good thingwhich canbe found everywhere．In fact,it is impossible for

us to find the Fang Cao toothpaste in every place．So to some extent,this is used as an

exaggcmfion．

4．4．2 Pragmatic strategies used in Type 2

In the previous part we discussed the pragmatic strategies used in Type 1，in this

part we will explore the pragmatic strategies used in Type 2．

SUategy l：using personification

By using personification as_strategy the advertiser's purpose can be well

achieved．In this type several examples in relation to using personification can be

如and．

Example 4．33：百衣百顺(advertisement of electric iron)(wee No．43 ofAppendix 2)．

With the iron all your clothes can be well pressed．

萄农百颧-强thetlexa'ble峨oftbeidiom百依百颓．Theidiomisalwaysusedto
describe the person who is docile and obedient．In this example,the electric iron is

鹞



personified as a mall who is docile and obedient at the same time devotes all himself

in clothes pressing．

Example 4．34：专食人间烟火(advertiscment

Appendix劲．

It is forsmoke absorbing．

The FUOI in this example is used as a personification which is adapted from

the idiom不食入阗烟尢j As we know,the original idiom is used to modify the

person who does not eat the ordinary food．In the cxalnp|f，the FUOI compares the

cooker hood鹞a m姐who only“eats"the smoke．

Strategy 2：using homophone

It means a word that sounds the same罄another but is different in spelling and

meaning．According tO the FUOI data in Type Z using homophone Call be regarded硒

unc of the most frequently used strategies．

Example 4．35：家有飞鹿，随心所浴(advertisement of water heater)(辩c No．1 of

Appendix 2)．

Once you have Fei Le water heater at home．you can have a bath al any time as you

like．

As WC h蚶w，the Chinese idiom庞纪谚僦which mcalls doing something勰
啪t likes．And when it is changed into随心巍滏、it E[ICalIS you tunwash your body at

any time as you like．随心所浴．毽the flexible use of the idiom随心所欲．And the

word溶(bath)is thehomophone of欲(wishl

Example 4．36：。骑。乐无穷(advertisement of motorcycle)(see No．23 ofAppendix

2)．

Theboundlessjoy oomes fi'om riding．
”

In Chinese we have the idiom奇乐无穷which is always used tO refer协稿砖

boundless joy which often comes from taking part in some activitiet And五this

妁



example，劈represents a specific activity--riding．Furthermore,the word劈qdc)

in the FUOI“骑j乐无穷is used as the homophone of another word奇(peculia0．

Example 4．37：一旦拥有，别无“锁”求(advertisement of lock)(∞e No．11 of

Appendix∞．
’

Once you have the lock you will not look for another one．

In this advertisement，the general desire for the advertiser is to sell his lock．In

order to reach his goal．the FU01 which originates from飘无瞬求is used to attr"act iris

customers attention。The original idiom refers to the person who is content with his

present condition and has no further requirements．As far as the advertiser is

concerned，he wants his customers t0 be content with his lock and win not look for

other brands．So by using the homophone舒(10ck)of thc word历(need)，his aim is

thus realized．

Strategy 3：commendatory吮of derogatory meaning

Commendatory nse of derogatory meaning is a strategy commonly adopted by

the advertiser．Here ale two related examples．

Example4．38：身在。伏”中不知“伏”(advertisementofairconditioning)(seeNo．

13 ofAppondix 2)．

Even in the hot g目略衄you will not feel hot．

In this example．the original idiom should be麦在福中不知福．And it is always

rased to criticize the perSOn who is not content with the happy life he／she fives in．So

to飘Mne extent,it has the derogatory meaning．And in this advertisement,by replacing

the word福(happine豁)into铰(hotnessl the advertiser aims to show his

commendatory commelM oil his product．

Example 4．39：英雄难过美菱关(advertisement of refrigerator)融No．52 of

Appendix 2)．

Even the hero c蛆not resist the temptation of Mei Ling reffigerato￡

∞



It is clearthat英雄难过美菱关is the flexible use of the idiom英雄难过美人

光As we know．，the idiom is used to refer to the person who infatuated with beauties

which finaUy lead him to a ta瞄纽ilure and become notorious．1t is dear that the

idiom has a derogatory meaning．But when the word美入Ooeauty)is changed into

美赛(Mci弛办the mean{ng is also changed into a commendatolT one．And thus

the advertisement is used as praise for the Mei Ling refrigerator．

Strategy 4．-using parody

Parody using is a‘，3m．mon stmtegy adopted by the advertiser．Some of

examples锄be found in the following FUOI data．

Example4．40：六神。有”主，一家无忧(advertisementoftoiletwater)(seeNo．20

ofAppendix 2)．

You will not be in a state of utter stupefaction any more,what's more and the whole

family c孤be protected．

In this example．the Fuol蒯4菊。主is chaⅡged from the idiom六耱无羔
The idiom mc：lD．q all six vital organs of person fail to function and it is in a甜atc of

utter stupefaction．And it is often used to refer to a situation when people feel uneasy

anddo not know what to do．In tlIis advertisement．the advertiser changes the original

word无(have no)into存(have)to achieve the negation．Thus the meaning being

impfied by the advertisement can be interpreted as people not only know what to do

but also in a good mood．

Example 4．41：疗效胜于雄辩(advertisement of medicine)(see No．49 of Appendix

4

The effectivenesg ofthe t3-eatment speaks louder than words．

Obviously,疗效睦子雄辩in this example is a parody of the idiom事实魅子

茬糍AsWe咖the idiom is always used to express the meaning that actions speak
louder U瑚wmMls．Ih anot]圮r word,the fact tl啪惦OUt to be more persuasive than the



eloquence．When the advertiser USCS the words事实(fact)to substitute for雄辩

(eloquence)．He tends to highlight the effectiveness of the medicine being advertised．

Example 4．42：出口便成章(advertisement of dictation recordcfl Re No．42 of

Appendix 2)．

As SOOn as thewords flow from the mouth，the text appears．

In this example,as compared to the鲥ginal idiom出口成章a new word便

(勰soon as)is added．The idiom means words flow幻m the mouth as from the pen of

a master and is often used to describe the person who has all outstanding eloquence．

By adding a"new word the advertisement aims to propose that the dictation recorder is

very effective and it can immediately record the words flowing from the speaker's

mouth．

From the above discussed examples in this strategy,it is obvious to find out that

there exist three different kinds of parody in this type．m Example 4．41．the advertiser

USeS the negation of the idiom to achieve the purpose of parody；in Example 4．42 the

idiom is adapted simply by words replacing and in the last example,the adding of one

n钾word to the ofigiⅡal idiom canbe found．

Strategy 5：using reverse order

It refers to the opposite order to what is usually stated．In tradition,the idiom is

arranged in 4 certain order．But in the present FUOI data,s哪c of them are used in its

gevel'se order．

Example 4．43：不怕货比货，只怕不识货(advertisement of camera)(see No．26 of

Appendix 2)．

It is not afraid of the comparison幻other cama凇but rather people's failure in

distinguishing the bad onc from the good mle．

The advertisement in this example is adapted from the idiom不绉不识货'只



怕货兜赁一It has the meaning that it dose not matter if you are not familiar with the

product,because after the comparison with other products definitely you锄say

which one is good and which one is bad．When the order of the idiom is reversed,the

advcrtiscr desires to advocate that his caIncm is superior to others． ．

Example 4．44：苦口良药(advertisement ofmedicine)(see No．46 ofAppendix 2)．

G00d mcdicine tastes biHeL
。

It．毽clear that the advertisement is changed from the idiom良药苦口．

Obviously,the idiom originally meafi．,％that good medicine tastes bhter and gradually

jt托fers to the advices which may cause unhappiness but indeed they ale both good

and useful for US．In this advertisement，by changing the order of the idiom the main

purpose is to attract the potential customers’attentions·

Strategy 6：using word-splitting

Traditionally,the idiom is regarded as a whole and it is缸a certain sequence．In

the FUOI data,some idioms in the advertisements al。split into two parts．There躺

tlLme kinds ofwords splitting,which can be shown in the following three examples·

Example 4．45：我只动口，不动手(advertisement of mobile phone)(see No．7 of

Appendix 2)．

When callingI啪talg while set my hands free·．

In this advertisement、the FUOI我R动口．不动手is changed from the idiom

君子动B不动手．It is clear that the initial idiom is divided into two pam and at the

same time the first two chalacten are replaced．The initial idiom expresses the

meaning that the gentleman only argues for the truth rather than蛐for it．In hjs
advertisement it recalls when callingwe啪talk while sct伽f hands flee．It is clear

th吐the advertiser sims to show the coavenience ofthe mobile phone．

Example 4．46：你安居，我乐业0dvenisement of house property)(see No·8 of

Appendix 2)．

∞



You live in peace whilewe work in contentment．

h this example the idiom安器乐业is split into two parts．Both the word铬

(yon)and贾圆are added to these tWo parts separately．The idiom originany refers

to a state that people live in peace and work in contentment．And when the idiom is

split into two parts while with two words added．It means the buyers of the house will

five in peace while the seller of the house will work in contentment because their

house will bc S0ld ouL
。

Example 4．47：口服，心服(advertisement of beverage)(see No．25 ofAppendix∞．

Drink it,like it．

Similar to the above mentioned examples。in this example the idiom心疆口服

is split into two parts meanwhile these two parts ale in a reversc order,The idiom

means someone is sincerely convinced by others．In this advertisement,according to

the trait of the product,8殿(drink)is placed before心殷0弛lieveg For it is t

common selkqc that before we comment On the beverage we should first drink some．

And the meaning implied in this example can bc inferred笛that this beverage is of

good taste．

In this sect迅a,the pragmatic strategies used in both 3nype 1 and Type 2 are

explored．And in耐pc 1 five different pragmatic strategies can found while in Type 2

-s many as six pragmatic strategies啪be foun&

4．5 Summary

In brief,the major pIlrp∞c of this chapter is to present a description of data

analysis．h section 4．2．&general description of all the data in terms of their

classifications．thcir n咖田b盱and tic methods of曲峙data collection are given．After

that a detailed contextual adaptation analysis of the data coIlcctcd,and the strategies

used arc discussed in sectiou 4．3 and SfCtiou 4．4 respectively． 。

As We mentioned cartier,se,ctiou 4．3 is绷for testifying the interpretation

power of Verschucren's contextual adaptation ia the present FUOI data．And after a
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careful data analysis，some of the dements he mentioned in his contextual adaptation

can be analyzed．When non-linguistic context is concerned，both culture and belief ale

discussed in Typc 1，while besides these two factors,person deixis js also discussed in

Type 2．As far as the tinguistic context js concerncd'for Type 1 high．ghting and

intertextuality are discussed while for Type 2 in addition to the above mentioned two

dements，ellipsis and repetition arc explored(sec Figure 4．1)．

As pointed in 3．3．2 the pragmatic stxategies used in the FUOI data can be

generally categorized into two different types，113mcly,the form-unchanged type and

the form-changed type．And according to the data analysis of the pragmatic strategies

used in both type 1 and Type 2．these two types call be further classified into seveTal

specific pragmatic strategies．In order to have a better understanding of the pragmatic

strategies analyzed in the section 4．4，thus a figure will be given below(see Figure

4．2)．
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Chapter Five

Conclusion

5．1 Introducttou

The present study is intended to USe Verschueren's contextual adaptation

perspective to analyze the FUOI in Chinese advertisements and to find out the

pragmatic strategies used in the FUOI data collected．Areview ofthe related literature

is given in Chaptq Two and a theoretical framework fof the present study has been

established in Chapter瓢哦‰In Chapter Four,some FUOI data are given and

discussed within the theoretical framework．On such a basis，in this chapter it is time

now to conclude this study．At the foJne time，the summary of major findings,

implications and limitations of the present study will be explored,and also some

suggestions for fitrther studies will be recommended．More explicitly,major findings

will be discussed in 5．2．Implications will be given in 5．3．Finally,limitations of the

study and suggestions for further studies will be analyzed in 5．4’

5．2 Major findings

5．2．1Aperspectiveofcontextualadaptation

Here in the thesi,,the Verschueren's contextual adaptation is l埘lized as a part

of the theoretical frame work缸aaagyzing the FUOI in QL洫：sc advertisements(溉

3．3．1)．Only three elements are discussed：the social world,the mental world and

linguistic context．And the fornler two elements are presented under the name of

non-linguistic context of adaptation．According to Verschueren,the social world

involves pel'son deixis,attitudinal deixis,social settings or institutions,culture etc．；

the mental world involves personality,emotions,beliefs and SO forth and the linguistic

context includes conjunction,hightighting,ellipsis,repetition,intt：rtextuality etc．(see

Figure 3．1I



After a careful study of the FUOI data both in Type 1 and Type 2，some

contextual factors mentioned by Verschueren are not SO prominent in the FUOI data

while鬟)me others turn out tO be prominent in the data．Owing to a limited space．only

some prominent data in relation to the contextual adaptation ale analyzed as examples．

In Type 1，both culture and belief turn out to be prominent elements in the

non-linguistic context,meanwhile both highlighting and intertextuality can be found

鹳the prominent elements in the linguistic context(see 4．3．1)．In Type 2’person

deixis，culture and belief in the non-linguistic context鹄well as ellipsis,repetition,

highlighting and intertextuality in the linguistic context a聆found out to be

remarkable in the FUOI data(see 4．3．2、．According to these FUOI data,in general,

there arc three different kinds of contextual adaptation by which the advertiser always

adopts and they will be given in the following three figures．’

Non-linguistic

context

Contextual

adaptation

Figure5．1Factonofnon-liagui妇contextto achievecontextoaladaptation

Figure 5．1 shows that the uon-linguistic context is widely used by the advertiser

t0 achieve contextual咖tation in the FUOI data,for example the culture in Example
4．1，belief in Example 4．4 andperson deixis in Example 4．9．



Ij瑶雠
context一裂
Figure 5．2 Factors of linguistic context to achieve contextual adaptation

According to the FUOI data,besides the llOll·linguistic context,the finguisfic

context is also considered by the advertiser in contextual adaptation achieving,as

shown in Figure 5．2，for example ellipsis in Example 4．16,repetition in Example 4．17，

highlighting in Example 4．6 and intertextuality in Example 4．7．

Linguisac

context
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Figure 5．3 FactorJ of boOl№朗istic context and曲十lin掣缸tic context to ac-hieve contextual

adaptation



Obviously,in florae FUOI data,both linguistic context and non·lingui,stic

context are taken into consideration by the advertiser(see Figure 5．3)，for example in

Example 4．19 both the culture and highlighting arc considered；in Example 4．14 the

people's belief,culture and highlighting are taken into consideration．

At the same time，it is also interesting to find out that the advertiser nscs

homonym as well a8 quotationmarks to achieve his purpose of highlighting in Type 1

while employs homophone and quotation marks to achieve his purpose of

highlighting in Type 2．

It is clear that from the perspective of the advertiser,to achieve the purpose of

persuading the audience into paying attention to his product and further buying the

product,the advertiser's active adaptation to the customers’culture and belief should

not be neglected．Besides the advertiser's use of person deixis，ellipsis,repetition,

highlighting and intertextuality to adapt to his purpose of advertising should also be

considered．
．

Furthermore,from the analysis of the FUOI data in these two types，now we

can come tO the conclusion that some of the contextual factors given by Verschueren

缸his c．ontexmsl adaptation锄be analyzed in the present FUOI data,thus to some

degree，Verschueren’S contextual adaptation perspective can be testified．

5JJA pe强peefive ofpragmatic strategies

As One part of the theoretical framework,the generation of pragmatic strategies

is discussed in Chapter 111f∞(see 3．3．2)．And in that section,through seven steps(s∞

Figure 3。2)，the author roughly classifies the pragmatic s自rategies used in the FUOI

data into two big categories,namely,the form-unchanged typcm 1)and the
form--changed type ffype 2)．

Aftera close study of the FUel data纽both Type 1 and Type 2．several specific

pragmatic strategies can be found(s∞4．4)．And in Type 1 five different pragnmfic

strategies啪found while I’n Type 2 six pragmatic strategies call be found．More

Rceifieally,in"type 1，the following specific pragmatic strategies锄be detected：

using personification,using homonym,using pun,couunondatory USe of derogatory
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meaning and using exaggeration；in Type 2，the following six specific pragmatic

st托tngies can be explored：esing personification,using homophone，commendatory

1m of derogatory meaning,using parody,using 1．eVel'SC order and using word-splitting

(see Figure 4．2)．And all these pragmatic strategies cab be found in曾庆璇，s(2002)

脚盯(see 2．4．2)which to,some extent makes the classification ofpragmafic strategies
in the present thesis plausible and tesfifiable．

‘

From the above mentioned pragmatic strategies，both using personification and

commendatory use of derogatory meaning are shared by these two types．And the

pragmatic strategy of using homonym，using pun and using exaggeration can only be

found in Type 1．Meanwhile the pragmatic strategy of using homophone，using parody,

using reveise order and using word·splittingcan only be analyzed in Type 2．

Similar to the advertiser's use of contextual factors,by using these pragmatic

sWategi∞(∞c Figure 5．4)，the advertiser's purpose of advocating the product

meanwhile persuading the audience into paying attention to his product and further

beying the product伽be well adapted and thus achieved．

Pragmatic

mategins used柚

theFUOIdam

Using personification

Using homonym

Using pea

Conn∞ndatoxy use of demgatory meaning

Using exaggeration
’

using homophone

Using parody

Using剞I、t嫩order

Using word-splitting

Figure 5,4 Pragmatic蛐IegIes used in the FUOI dam



5．3 Implications

The present research On the FUOI in Chinese advertisements from the

perspective of contextual adaptation not only presents憾theoretical implications but

also pT器如坞惦practical implications．

53．1 Theoretical implications

In general，nearly all the previous studies focused 011 the flexible I／so of idioms

discussed the flexJ”ole u∞of idioms as a whole(see 2．∞．While in the present these,

the discussion on the FUOI falls into twodifferent types，namely,the form-unchanged

type and the form-changed type．Thus it may add a different line of vision to the

research into the flexible tlsc of idioms．

On one lla：nd,to have a better understanding of the FU01 in Chinese

advertisements，a contextual perspective is needed．On the other hand，the present

study of FUOI缸Chinese advertisements from the perspective of Verschueren's

contextual adaptation is of great theoretical sigmficance,for it cart test its

interpretation power in Chinese advertisements．

5·3工Practical implications

First,柚the pragmatic stratcgies discussed in the present study can offer some

妇ights into the cultivation of good advertisers。As we kllow,themain f卫nction of the

advertisement is tO pcl"suade．So its suc0嘴lies in pleasing the potential Consnm喇so

that the customers ale liable to buy one particular band ofproducL That being the alsc．

high priority should be given to the effective and strategic n辩of language．For the

峨of pragmatic arategies缸advertisements蜘璐tO be more eye-catting and

persuasive and wBlprobably lead to an effective communication．

Second,for advertisers,to att耻-t the potential Customers’attentions,both

linguistic and non-linguistic Context may be applied h the FUOI抽Chinese

advertisements．Since to some extenl'the FUOI a托cultural-loaded expressions,SO in

theprocessofadvertising,the硼oritymaybegiventocelture．



Third，for customers,especially the foreigners，to well understand the

advertisers’implied meanings of the FUOI in Chinese advertisements，importance

should not only be given to the study of language itself but also such舔culture and

belief should be taken into consideration．

5,4．1 Limitations of the study

Candidly speaking，the present study of FUOI in Chmcsc advertisements has

not reached the point of satisfaction in various ways owing to the inadequacy of the

author’S personal understanding as well越the limitedness of relevant literature and

the pressure of research time．

First,S majorweakness with this research,possibly with all studies of a similar

n3ture，is that the present study,tO somc extent,is subjective．Besides，only the

qualitative research methodology is adopted．

一 Second,the data collected are only cc咀盈湖to linguistic level．As We know,in

reality,an advertisement is usually combined with animation,picmres，co|Ors,tones,

intonations，music etc．Besides,only the commercial advertisements a∞discussed as

the focus of the study．Thus the utility of the research findings is heavily restricted．

Thir正the whole data used for this research mainly Come from two books．

Although still some data啪e from intemet,magazines and newspapers,they only
take np a very small proportion．And only 117 data grc collected for the study．As a

result，it is possible that some FUOI in Chinese advertisements can not be well

-explained from the findings ofsuch all analysis．

Last but not least,only the social world,the mental world and l啦雠context
缸contextual adaptation of Verschueren’s adaptation theory is adopted舔the

theoretical fTameworL It mcal坞only part of the Verschuerea's adaptation thcory can

be tcstified．
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5．4．2 Suggestions forfurther studies

On the basis of the limitations given above，some coⅡesponding suggestions

will be recommended for further studies．

First,as is stated in the above,the present study,tO some extent,is subjective．

So tO achieve objectiveness in the process of data analysis,a combination of

qualitative and quantitative research methods is desired．

Second,animation,pictures,colors,tones，intonations，music and other

nonverbal methods can be taken into consideration in data analysis．For these factom

should not be neglected in the analysis of advertisements．Meanwhile non-commercial

advertising啪be taken as the subject of the study．

Tllird,it is suggested that the scope of the data should be extended so that a

more comprehensible picture Gall be obtained．At the$aule time，the
data which comc

from TV adverting,radio advertising,film adverting and advertising of other kinds

伽be also considered as the subject of the study． t

Fourth，the whole adaptation theory啪be employed鹤the theoretical

f∞amework of the study．By drawing UpOn this theory,the data inteqxetation and

analysis will be moge convincing．

Hopefully,putting an end tO this thews is not tO be equated with sealing up the

research．We hope for a moi'e comprehensive interpretation and comprehension of the

FUOI in Chinese advertisements．
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Appendix 1 Type 1：The form-unchanged type(45 items)

1．与你的肌肤相亲相爱。(香皂广告)‘广告语言》P74

2任劳任怨，只要还剩一口气。(轮胎广告)‘广告语言》1'74

3．一毛不拔。(牙刷广告)‘广告语言'P82

4．万事俱各，只欠东风．(汽车广告)‘广告语言'P86

5．两面三刀。(菜刀广告)‘广告语言'P87

6．不打不相识。(打字机广告)‘广告语言'P87

7．出口成章。(口述记录器广告)‘广告语言)P87

8．吃不了，兜着走。(饭店广告)‘广告语言'P87

9．一夫当关，万夫莫开．(保险门广告)‘广告语言》P109

10．天天刷牙，坚忍不拔。(牙膏广告)‘广告语言》Plll

11．项庄舞剑意在沛公。(酒类广告)‘广告语言》Plll

12．有眼不识泰山。(泰山旅游公司广告)‘广告语言)P112

13．在每个关键部位向您大献殷勤。(内衣广告)‘广告语言》P114

14．长话短说，不在话下．(电信广告)‘广告语言'P114

15．明察秋毫。(眼镜广告)‘广告语言)P119

16．天涯何处无芳草。(芳草牌牙膏广告)‘广告语言)P120

17．一石激起千层浪。(钻石广告)‘广告语言'P120

18．劝君莫失良。机”．(寻呼机广告)‘广告语言'P125

19．外强中干．(相机保藏箱广告)‘广告语言'P130

20．商枕无忧。(肪盗器广告)‘广告语言'P130

21．无中生有．(生发剂广告)‘广告语言》P130

复．一表人才．(钟表广告)网络

23．千军易得，一将难求．(将军牌冰箱广告)网络
曾

24．无所不包。(饺子馆广告)网络

25．自手起家。(石灰厂广告)网络

26．当之无愧。(当铺广告)网络

27．望眼欲穿．(某服装广告)网络



28．虎丘味精，“鲜”为人知。(味精广告)网络

29．春风满面。(吊扇广告)网络

30．四大皆空一无色，无味．无菌．无尘．(矿泉水广告)网络

31．好人得好报。(报纸广告)网络

32．冠冕堂皇．(帽子广告)网络

33．停电24小时，依旧冷若冰霜。(冰箱广告)网络

34．挺身而出，展露女性最美的线条。(孕妇装广告)网络

35．不同凡响。(音响广告)网络

36．为脸面打抱不平。(药品广告)都市消费报A5 2005．6．30

37． “臭”名远扬，香飘万里。(臭豆腐广告)‘广告金句鉴赏>P21

38．不鸣则己，一鸣惊人。(蜂鸣器广告)‘广告金句鉴赏》P114

39．宝刀不老，王麻子菜刀乃厨房之宝．(菜刀广告)‘广告金旬鉴赏’P122

40．热气腾腾，蒸蒸日上．(电饭锅广告)‘广告金旬鉴赏》P141

41．装点不毛之地，迎候绝顶先生。(假发广告)‘广告金句鉴赏’P168

42．心花怒放，喜迎嘉宾．(花展广告)‘广告金句鉴赏》P184

43．读万卷书，行万里路。(徒步旅行广告)‘广告金句鉴赏'P252

44．虽然貌不惊人，却是满腹珠玑．(饺子店广告)‘广告金旬鉴赏》P258

45．初生牛犊不怕虎。(出售小牛广告)‘广告金句鉴赏'P391

鸵



Appendix 2 Type 2：The form-changed type(72 items)

1．家有飞鹿，随心所浴．(热水器广告)‘广告语言》P79

2．路遥知马力，日久见“跃进”．(汽车广告)‘广告语言》P88

3．夏普办公机，“杌”压群芳。(办公设备广告)‘广告语言》／90

4．。咳”不容缓，请用桂龙．(药品广告)‘广告语言》1,90

5．大石化小，小石化了。(药品广告)‘广告语言》P90

6．得。芯8应手一给电脑～颗奔腾的。芯”．(电脑广告)‘广告语言》P90

7．我只动口，不动手．(手机广告)‘广告语言》1'90 ．

&你安居，我乐业．(房产广告)‘广告语言》1'90

9．聪明不必绝顶。(生发剂广告)‘广告语言》1'90

10．默默无。蚊。的奉献。C蚊香广告)‘广告语言'P103

11．一旦拥有，别无。锁”求．(锁广告)‘广告语言'Pll0

12．。闲”妻良母。(洗衣机广告)‘广告语言)P110

13．身在。伏”中不知。伏”．(空调广告)‘广告语言’P116

14．专食人间烟火．(抽油烟机广告)‘广告语言’P116

15．书山有路勤为径，学海无涯笔作舟．(铅笔广告)‘广告语言)P117

16．市外桃源。(别墅广告)‘广告语言)P122

17．百家争。茗”．(茶叶广告)‘广告语言’1'123

1&。饮”以为荣．(酒类广告)‘广告语言'P123

19．地酒天长。(酒店广告)‘广告语言'P123

20．六神“有”主，一家无忧。(花露水广告)‘广告语言'P124

21．。辽河”后浪推前浪，一代更比一代强．(冰箱广告)‘广告语言'P124

22．巧妇难为无锅之炊。(铁锅广告)‘广告语言’P125

23． “骑”乐无穷．(摩托车广告)‘广告语言》P125

24．人生享受，。鸡”不可失．(烤鸡广告)‘广告语言)P125

25．口服，心服．(饮科广告)‘广告语言>P126

26．不怕货比货，只怕不识货．(相机广告)‘广告语言》P127

27．鱼死网不破。(渔网广告)‘广告语言》P128

∞



28．耳听不再为虚。(收录机广告)‘广告语言》P128

29．眼见不再为其。(变色眼镜广告)‘广告语言》P125

30．用中意空调，不怕。冷潮热风”l(空调广告)‘广告语言》F151

31．小QQ大显“省”手．(汽车广告)网络

32．神驹一到，烟然一笑。(香烟广告)网络

33．屋美价廉。(住房装饰材料公司广告)网络

34．以帽取人。(帽子广告)网络

35．生命在于脑运动．(保健口服冲叠寸广告)网络

36．。穿”流不息。(服饰公司广告)网络

37．一举多得。(住宅小区广告)网络

38．饮“乳”思源。(思源牌牛奶广告)网络

39．高仕香精，心“馨”相印．(高仕香精广告)网络

40．珠联西湖秀色，璧合钱江奇观。(度假广告)网络

41．有口皆“杯”(磁化杯广告)网络

42．出口便成章。(口述记录仪广告)网络

43．百衣百顺。(电熨斗广告)网络

44．夜阑人未静，NIKKO,万户共鸣．(NIKKO音响广告)网络

瓴一心二意，照样钓鱼．(自动鱼具广告)网络

46．苦口良药．(药品广告)网络

47．为百姓解决。燃煤”之急．(蜂窝煤广告)婚姻与家庭P622004．5

48．无限芬芳，一闻钟情。(洗发水广告)时尚杂志2004．6

49．疗效胜于雄辩．(药品广告)都市消费报137 2005．5．23

50．四管齐下，治疗颈椎．(治疗仪广告)贵阳日报体育新闻版2006．2．18

51． “工”到自然成。(工行广告)贵州日报2006．10．27

52．英雄难过美菱关．(电器广告)‘广告语言修辞艺术'P61。

53．骆驼饲料，“饲”半功倍的奥秘。’(饲料广告)‘广告语言修辞艺术'P?2

5屯和气一团．(糕团广告)‘广告金旬鉴赏》F23

55．露露一到，众口不再难调。(饮料广告)‘广告金旬鉴赏》P41

56．人到山前必有路，有路必有双星鞋．(鞋类广告)‘广告金旬鉴赏'P60



57．三人行必有我鞋。(鞋类广告)《广告金句鉴赏》P66

58．有目共赏。(电视机广告)‘广告金句鉴赏》P125

59．不要忽视你的。饭饭”之交．(电饭锅广告)《广告金句鉴赏》P141

60．民族风格，曲高和众．(杂志广告)‘广告金句鉴赏》P239

61．阳朔山水甲桂林。(旅游广告)‘广告金句鉴赏》P248

62．驾驶金杯，车到成功．(汽车广告)‘广告金句鉴赏)P300

63．叶公好笼。(鸟笼广告)‘广告修辞策略》P48

64．年年岁岁花相似，岁岁年年衣不同。(服装广告)‘广告修辞策略》P53

65．一金遮百丑。(黄金首饰店广告)‘广告修辞策略》PI 16

66．百闻不如一印．(复印机广告)‘广告语言'P124

67．百闻不如一尝。(健力宝饮料广告)‘汉英谚语与文化》P261

68．百见不如一闻．(音响广告)‘汉英谚语与文化>P261

69．百闻不如一品。(张裕葡萄酒广告)‘汉英谚语与文化’P261

70．百闻不如一件。(羊绒衫广告)‘汉英谚语与文化》P261

71．百文不如～键。(打字机广告)网络

72．百见不如一闻。(药品广告)‘广告语言》P127
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