Modern Linguistics JLAUTE 5 22, 2018, 6(3), 434-442 Hans X
Published Online August 2018 in Hans. http://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml.2018.63049

An Analysis of Presupposition in
Multi-Modal Advertisements for Beverages

Shuting Li

China University of Petroleum, Qingdao Shandong
Email: lishuting0103@sina.com

Received: Jul. 15th, 2018; accepted: Jul. 25"’, 2018; published: Aug. 1“, 2018

Abstract

As persuasive phenomena, ads exist pervasively in human’s daily life. Nowadays, more and more
scholars focus on the analysis of pragmatic presupposition of ads; however, few of them pay atten-
tion to the presupposition in multimodal advertisements. This paper applies a combination of
both qualitative and quantitative methods to the study of presuppositions of three different types
of multimodal beverage ads. The research finds that the presupposition of most non-verbal beha-
vioral model is based on the people’s experience. Besides, in accordance with prior studies, expe-
rienced presupposition, a newly coined pragmatic presupposition, is put forward. In mul-
ti-modality beverage ads, the occurrence of experienced presupposition, followed by factive pre-
supposition and state presupposition, is in the highest frequency. The application of multiple pre-
sets plays a significant role in achieving advertising effectiveness.
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Table 1. Modal distribution of multi-modal sports drinking advertisement
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B RE(LE) B RE(LE)
R 5 (38.4%) FTER 3 (23.1%)
R 2 (15.3%) NE f¥1k 1 (8.0%)
Bk 1 (8.0%) WH 1 (8.0%)
i) K, B, G
HEwE BRI
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Figure 1. Non-verbal behavioural model
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Figure 2. Visual model
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Figure 3. Visual model & auditory model
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Figure 4. Color & behaviour model
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Figure 5. Color & behaviour model

E 5. e &ahEiRss

Table 2. Modal distribution of multi-modal fruit drinking advertisement
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B KH(LE) B RH(LLE)
G 2 (15.4%) E 6 (46.2%)
FHE 5(38.5%) B a, W, 5
W5t N
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Figure 6. Behavioural model
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Table 3. Modal distribution of multi-modal dairy advertisement
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B KH(LE) B RH(LLE)
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R 1 (11.1%) AR 2 (22.2%)
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Figure 7. Behaviour & eye contact
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Figure 8. Visual model
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