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Abstract

Advertising, as a means of directional guidance, has already penetrated people’s daily lives. Ad-
vertising language is simple, popular, and easy to understand. It usually can be divided into com-
mercial advertising, communication advertising, public service advertising and government an-
nouncement advertising. A good advertisement can help merchants increase sales, help customers
buy what they really need, and make the public familiar with the brand image. Based on the theory
of speech acts established by Austin and Searle, this paper tries to explore the expression skills in
advertising language by combining some classic examples of Chinese advertising.
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1. REE

ST R R S, IREISCAGHEE 2 RS, fE AP E R I, SRS 78RR
T EHAEE S, KR O IR RGHTRE. S EN BRI R, Aebs e IR r
o B ACAE IA TS . — IR I T B AR TFIE = A AEE S (I . 75 35 25) A HLds &, T5abis
ARSI TR B . B R AN TR R E . T B 6 HE T3 SO 0 2 AT, T
RIS SR AR AT BRI SRS, BT B S IR 3 ST B S
B AL 077 5 5 AR 45 (R T g
2. WRRIMIR

BT 1 (speech act theory) A 28 bR B A BT & — 5 AT I 52 Ak, FH BRI TLE 20 AT 50 4E4L
PR, B 2R R T TS IE. BEEE MM SR, ST Aok e, RIS 1
FERWTRLE, TE R TAEE N BEFTI. AMEZE. S S, 8 518 2 rh gL B
AV E SIS . BUTYT = B AT RO SR T T £ 2 PR ) 52 AR AR IR Rt ke, S AT ff
R4 (R B SURR A T IR S il
3. SIBITAHEILEIR
3.1. BECTSI1B1T AR

BTN, PSR R, 5 BT MRS S NIT N SAMTAN S BTN, HhEmiT
NN S N KT A RETNRRZATNL]. thoh, BETESE 7 R 5 s i iE
W, BIEEEIEYGR, TERNTHIRE . SREBURES, B M 5 R S A
T, “57 RGBS “477 , TEEZS. SHMTEE RIE SRS, FIXh
SEAR ST E i, IR TES A T A DL Se I A C A e i .
3.2. B RS IBITRELE

BJS, 5P R BE R HHAT TABIE . ARLBRITT, ZERMIRIG T N5ERE, MR it — %
ST NEB IO . SR S AMT A N, 154, RIS, B, RIBRIEE 5 KA, FERIBIE
T R S AT NS [2]. TS AT OV ERIR S MR AR B 0 T Bk SRR
AT BIDAE RIS XUy 38 5 6 0t LR AN P A AT — 52 RO & BRI, s A5 LU
T H B SEBR S £ 101 B3]
4. T"EHBE
41. LRI &5Es

AN BRI, CTTE AR R R RS AR, TS BRI — R .
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F I

He RIS VE RIS PRAT Y, X PRI IER IR, RITEIA PR R BRI 4 2R [4]. 7
M 2R H R I R, AR B SRR F AN SRR ROR, RIE AN, e miE
T, BRI SRAT N ANE SR I E AR AR AR, SAEAT TR EEAT T 2 AN
WEFE, AL EZNFIETNEIS IR IR .

42. ITEBSHRR

T E EENC A BR =TS LMADIS]. WENCEEA ., i HIE R HERR T,
BEALEINEX. §%, BRI HESEEZR, [ERAEEIEMEA . IEmEVC 2R HIfERL
HEEROY TR, N T A SE LR BT RE, A AUEL R ] — SR IR RER AR, AR B A
fREIEY, MM T 9. HX, | IERERAAR R, KRS MBE N RIRZ], A A 2R S
AL, ERIREFFNEEZR. NAOREEE, | EESEE ) 2 Hriia., SRR, X
BB B B 23 0, INTIAR B dl B ST | i S 3B SR Bt (T, AN (i HTR = 2% i sl A 5K,
RFEABT WP R AR E AR, ITE B POE A R EALROR . i), | EH A T S A iz i T
2 WX, WL HELEE, R s R AT (6] .

5. SWRITABRE EHhHINA
“UEITE” NARE SRR

1) 1RARF AT SRR N ALY 3 A BARAT 2 DUE R GG 5 R T - X285 0 % i 4 /1,
REW SRV 2 B R R [7]. W RIPIRT, TEMERTA (ERTEA T 51E, 2007 4); 1 EK, P
EEE(EEEHEAR]H, 2004 ), METIKRAHEL, wHTLA R E B E A (L2 B A, 2003
) XS JE TR R LLEATHARE, e M EAR SRR 5 R 2 £ OB A B KGR )
R IFIRIEZ AN MERL LR, SRR TR R . XL R FE A CRRRGIRA) TR, 2 AU —
SERPLET . WEEETE, RS RO 258 R R AL R, R E AL A BT RO
PEN L, (R Ik B EARHE 1RO .

2) FRWERFIEATH: BIH A ARRIAT M R . 8%, SR NSRBI, 97 M5
BT RRFIHT VLT, ORESE T RIE 7 Ui AN BRI SRS T AR, LA
— LB R ORAR P e LS PSSR IR BN i, R ITUE T AR R IR T L R AL -
T R PEAA A, B SR SRR (R AR AR AR 155 2012) o IR I A R e LR oo
SRS IR, PRI B 27 i ORIE B R U DO & 88 R VEAT 9, R BRI (S AEL8]

3) RIGKFIEATHN: RUTE AL TR A A R PRl A MO BRAS . AE3RI8 D HDIRES
I, AR RTE, GlaiR. BN EREE9]. XM EART G HHEKARZE, IUETA
ABEREER RO, BHSKFERGI B ETHER. W “AmSRERF SR RMITE: 54 20,
W4 18, (HIFNSRA R &, 1990)” HuFMMETR) & “BETH, H2EH. GEAREm i
)7 XHE TR TS, R NSOV TR, EREONER . TTE IR LML, SO
B SR, AT BN, FE BT .

4) BERFIHATN: SHASERAR, B ERERGE NGS5 2 A AR [10]. X
RIUR S 1 5 W S RO LR AR R AR AR B T 5 T8 S S 2 . 2R B A . B
WAL M) fndh. EATSERESCRE, OIS R T AT O AT LM TE SRR 1 7 S S SR . (EAR IR
AR ) O AE W, AR S FE R MO N F AT N ES R E NRZIER[11]. i T
FOIER HAER), DhReMERGR, fEAM &, . BIRMBUF B ERAZ T .
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5) BIRIRMFIEATN: RUIE N TG IS B AR A, KRR FIEAT N, Wik AR RS
R ESETE,  “CUEIRE” EM 7. 0. EEITIR, BRI RAGRE R RFTROK) T, 2008);
W SEVEA, YR B, M BRCE A seie i), 2012); NRINEYE, R TFENE
HTAL T %, 2003) [12]. X L] 5 A T BT T A8 AR TE &, 52 0 TR i A A S SV H R
B> AW AN, — R B A 2 A B i BE S ROR[13] | i A 7 3 AR RV R At ik 1
R ah BN, W TR AL RE S 2 Sk BB BT, XS SRR P dh B SERRTh R AT Bl Tk
JRAE B B ) TR A B R R A 2 L TEVRIT 3 BRI A D RE RN 32 AR AL PR
i, AT 51391 B St S AT 9 [14] -

6. /&g

A AR AT R EAR T 3, SRR VA B ) T AR A 52 AR S N & T2 gz .
HIEABETHRE SN T AR, DR OER T 5 . MESCA R,
HABGRAERRIL S, IR B 7E 0 RO fh AR, — NG () & R s 77 dhEmf e i, TRk
BRI A FIENE, RERSAROCRE BRI RS AR 77, IR T3z 8. A SCEE 4 LS
TR IR, aiaa iy HSLyl, o RIL T ST v EWRAE SR EREN, BUCE ST
HORISERRTEN, R TS HIER GRSl M KRBT AE R L g L) 5 =), AT

TR MAMTCREM D, XEERIL 1 ST NIRRTy TR I Ah BT RE
BAL TR ISEPRIIRL, R AR BIEAN AR R, MK [15] [16]. HAE 2N HHKRM A e it
A AL N B2, P LA G USRI AR o 1T 0038 4 S 2 B3 i) mT LI L4
W, X R BT S BRI . BT R S i “F A A T
B SR BT HEAT W SE N O 5 — P8R, a3 T i B R BE NS AN B I HE R A R
TS 255
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