Modern Linguistics JLAUE 5 2, 2023, 11(8), 3291-3296 Hans )X
Published Online August 2023 in Hans. https://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml|.2023.118447

HSEIEHT - R SERPFIELEREN
53

BRpE 5
RN PN NE bt I AN R

Wk H . 20234F6 200 FAHER: 20234F7H28H: &ATHM: 20234F8H7H

HE

BRI SAE BRI E B T X, AR MRS b 7 38 & BB on = dh . RIFER R M SCATE
BEHERMAVEE S, AR LESERT - FHOVKHShe’s Mercedes X P41 & AL IR R B R AR
K1) % (She’sall of us) ABFFX R, RAXAMES HHAT o, URTTARIELT - FobEZN)
HERTPIREANMAVER. FIRRH, ERXN &S, ESRER - SRR BUR B B EER
EE5FBHESE. HakEE STMERIEE. RESIVESHEE LESE, KECHTERLEA,
BLT 5RAVERFR, ®F T AREE, EMIRREBERFEER .

XK ia

MESRGEHT - 0, THER, i, ARBR, IR

A Study on the Corporate Image
Construction in the Mercedes-Benz
Advertising Discourse

Shengnan Qiu

School of Foreign Languages, Zhejiang Gongshang University, Hangzhou Zhejiang

Received: Jun. 20", 2023; accepted: Jul. 28", 2023; published: Aug. 7, 2023

Abstract

Advertising, as the most direct way of corporate image communication, can not only visually dis-
play products to consumers, but also convey corporate philosophy and culture through the text dis-
course. This study takes the advertisement “She’s all of us” as the research object, which is released
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by Mercedes-Benz when celebrating the fifth anniversary of the establishment of She’s Mercedes.
Through the text analysis, this study aims to explore what kind of image it has constructed for the
enterprise in the advertisement discourse. It is found that in this advertisement, Mercedes-Benz
builds itself into a pursuer of happiness and freedom and a brave dream chaser, a social pioneer
and a bearer of responsibility, a quality leader and a customer server, positioning itself differently
and building a bridge to communicate with the audience, which helps enhance its reputation and is
of great significance to the future development of the enterprise.
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ZERRA. EASEE BT BRIEA1ADY, BRI EIE RSN 2 AR R . kA
P G i Aol 1 B3 T Aok R SRR TR AR, AN A SR PR AL A 7 i B eI
S L ER 57 TS AR N RPN . A EIR IR 5 SOR AT LR B, Toil 2 MAT 4 A AR, Al IE R U625

DOI: 10.12677/ml.2023.118447 3292 PARIE S


https://doi.org/10.12677/ml.2023.118447
http://creativecommons.org/licenses/by/4.0/

S 55

Bl g 5 ARBIRRETF, BT U2 A0 L B VER

AT RAA AR IR R ZE S . Schmidt [S]IA, B SEHE A FH: . 1708, 1
S, PR SRS . 4R 54T . Brown Fl Dacin [6]iA 0y, MLIESAPANYERE: AbEE R4
WAt 2 BT, A RE T ERIEIRIG R RFIGIR IRE /1, RIIE = o1 & 7= AR N 48 2 I RE T, OREF R A
WA S5\ G RE ST B BURER I RE 71 o M TR ARSI LS %, B TR BUAK R . Balmer
[71IAH, R TR e, b gsi . ks A aol =& 4% .
3. MgEt

AU FEAE T - FEIAE 2020 4 12 A RATHI— ) (She’s all of us) , LAJ™ 45 1 SCA 90 5t
MR, R ROIINTEE SCAR T, XSO AT IR TS ANV RIEAT M. SCAR TS i
B E HIFRHEVEAN AR F N B AE BRI 53, B0 SCAR I 40, 100 T SO RELRI AL S S ORI
AL ARSI B AR 8] Tk, AHIF 0K 4% LA 1 8 8 TR AFF 9«

1) (She’sall of us) )& iEiE HA M FRHIE ?

2) MEFRAEHT - FEAEZIN T o 8BiE AT M R ? e 2

4, BERE D
41, BRIBERSH
HihEERFEEHA L, B E AT LS AL STk T, BE OWRANE S EEM:, Blan.

1) She is transforming cities in groundbreaking ways; She is moving worlds with her words; She is not
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3) She is committed to protecting what she loves. She’s empowering women to unleash their best. She’s
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