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Abstract

With the development of economic globalization and internet, English is more widely used, so does
Chinese-English code-switching in people’s life, especially in the discourse of e-commerce adver-
tisements. In this context, theoretically based on Verschueren’s Theory of adaption and Yu Guo-
dong’s adaptation model of code-switching and taking Chinese-English code-switching caused by
various motives in e-commerce advertising as the research object, this paper uses quantitative
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analysis to count the frequency of its various types, and explores the types and functions of
code-switching in discourse with the help of qualitative analysis to further improve the applica-
tion scope and depth of the theory.
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Table 1. Frequency and quantity of several motives for code-switching in the corpus
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Figure 1. Advertisement of BMW on Taobao
1L HEMFEDREN &

BMW 2%/ Bayerische Motoren Werke AG, 13N AR L ahLfliE BhGRAF, =&
—AMEE SR . REHFER “F5” Eh S CRANE CAIER &, HX NS5 R R b
YIS AR R IZIRE S A E 2 B C A BN S i A I RAE . HE AR AR S D&k
HIRE IR TH A2, g B 4 business (), M A money (£:%%), W A woman (3£7c), IXFh4F
PREVNIRFT G KA S PERIE SR o B LA, T8 B AR AL 22 LT, T 2 2 e T+ 4k 2 B A7 1Y) 75 5K
S FHTEAS L4 R B 1 R 5 306 S

4.2.3. {BRSEIRIGRLUIEEN T

S e 2 R 240 ) T R e 4R 4R 1 5 A A A B R IS B SO BB AL, SR B RARAZ R H 1
TSR BGE RSB AT, LI BEE 5 IR s s B RORAE I XUE AOAT N A4E . FERR T & AL
BB W R F BORAE 1 5 A (e OB o AR T RO T TR RS S AR N AR 3 A, SRS Tl B
BN THINN & T LB, RSN TIER B e H B T 2T 2 O B R IF 51 AR AT S
A A — P AP S8 PR S B SR o A SO = A X HE IAE R R T 45 v B RSE C BRL 5l 7 B TE RS B 4 R AT 93
e

1) ALV P A

Bt A ERZE DT IR, NG ST AOBE S, 1 200+ B B A o ELRAT B 7 it SE B T 1% BITA,
VR 77 i AE ) i B TP DS B et a4 b, R dh RS EIBRA R 5 EBRAR R, DL
A B B o X BURAE T S B IO I IR 2022 BRA Bk SUBET

DOI: 10.12677/ml.2022.1012417 3098 BARIES ¥


https://doi.org/10.12677/ml.2022.1012417

X HTRE

JRBRAE B0 = A SO0 B B chic BARITIER” » “RIVO BEEAT4E & 2022 SERK A8 ik 5 i o X 5
ins INR/INEETERE” o 4 2B AR KB I 256 b, 277 A B SR IS 1, 3 A 10 B, “chic”
“ins W7 IXFPFALAH LG T BRI BOAAT I v, AMUAERL SRR RN S S, i H RSl G T A
H S A PR O HE[9]

2) SROCHE S, BRI TR

WL ) EBAREHE, SRRNAE L. TURARTESREL, 71 238 7000 Yk W) 3 fo 2 BB R 2ok . Bt
DL, BN B R BT e, S K AR BEATUEVH 2 2 HRBR DA O HE RS R iy, (B 7R 5 (i A RS

Fe4r[10], BlunfE 2.
B%=300/200 (0,

Figure 2. Advertisement page on Taocbao
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