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Abstract

With the popularity of the Internet and the rise of the e-commerce industry, more and more beau-
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ty and skin care brands have begun to focus on the Chinese market. In this context, domestic cos-
metic brands have to cope with not only the pressure from local enterprises, but also international
brand competition. In response, it is essential for relevant enterprises to improve the quality of
their own products and at the same time upgrade their marketing strategies, especially their ad-
vertising marketing. In order to achieve the goal of promoting commodity and persuading con-
sumers to purchase, advertising writers will skillfully use some language strategies and rhetorical
devices to attract consumers’ attention and then sell products. This paper combines advertising
and pragmatics, takes TIMAGE, a domestic makeup brand, as a case study, and uses the coopera-
tive principle, which includes the quantity maxim, the quality maxim, the relation maxim and the
manner maxim, and speech act theory to explore the phenomena of violating the cooperation prin-
ciples and application of speech act theories in TIMAGE’s advertising words. It further analyzes how
advertisements affect consumers’ cognition and consumption behavior through language, so as to
remind consumers to rationally distinguish between advertisement and the product itself. The ul-
timate goal of this paper is to improve consumers’ ability to recognize advertisements and con-
sume rationally.
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1. 5|

JTEAR N AE E RO, BOREE R I R, SOREEHER ™ MR, HR& HEKR
SOMATH SR N FIRL OB, BETM AR 98 W SEAHOG™ b [1]. BRREESE, | % GO ks i R BT
Bz —o NTEHER) SR SO S R S8 2 M, EEIRR AR
o HRLAE LR T OB, AT 2 E DAL 2, ORI 938 (K SRR [ 2]

XA TN TE G 2 B S Rl BT 55 W) o AR OB AR SR T T it 8 T R 6 SR
AHETI, EFERBONT S BT BIRAT BB — 7. B, K2 & sz I RE S 59,
wnfeir sy, FONBR LR R dh IS i, AT E TG IR 1) PAY VR 51 9 2t 3 i 0 A KB 1 e b i,
o AW AR EE o AR SO AR SR A 2 18 A B 0 DA R BT 1) 5 8 AT 9 AR, RERESER) S AT IR
Ny

2. NERFRE ST SR AT KE
21 IT'HASERAFNRR

IR AR MR IRSR A 118 5 AChR, R ARG BRSSO T U
SSMAIIER, HH IR G R REE ), WO . BRI, % 18 7 2L — i I B T MR I
Bery, DASEBLHAZRR H K. RAEERI ER RIS — i i brir A[8], (HSEhr b, HpraEferE
BOLBERNAERNSA T, J A TR . K, TS FNNE F A S T S A A
WHFERBL TR BRI X MUEM] T S & 22 B A R 5 15 BEAT 202 AT 47 4] -

AR TUE 5 AR SERRAZ b b R 8 RN (K ) RIS SO, e B8 2 O T D 1 AN
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WHER GG, EERENN R SR, W52, @S REGR 5. £ &l ihE
ey —Fh TR, HAERREES™ A S AT RIT. S mEwW RS O IHPIAE B A A5
NEEBRIAELE, HERSIIMEH S LER RN ke, & HEANENCESHELR, WThEs
BURATI, M 9% 20 LB A AR R e ) o 4 30 AR AR AR 5 P A B AR R A B AR
MBS EERTTU 5 A B T H7s) 5 9R AR R 58 TR T AT SEBLL AL BRI g o

22. AfEREN

FEE T WA ZM M (H.P. Grice)fRt, O 1 ARAES IR KIBAHEAT, X5 75 E R A A R “ A
PRETUERE, FEHPTR LRI B, FF RIS 5 MR AN BFreT51m 7, B F B (Cooperative
principle). & EENIARE M i — M08, AMIES RSy & E RN S A m, XET
Iy I A B ORI AR . 55— 7 T2 H0E #E N (Quantity Maxim), JH J5L U RH & A8 135 18 40 (52 VR A 24 i
H )T 2R KRR B 7820, RIS AN ZEAE 515 L T EOR 95 BB 7870« B8 — 77 T2 o 42 74 U (Quaality
Maxim), i i & A E U0 B &1 BB G, AN B SR = R IESR 15 . 5 = T2 5% A& 1 (Relation
Maxim), IXZRETE AT ORI, 55 DYy T2 )7 s0AE N (Manner Maxim), 15 221115 158 o S5 IR ANE
BB, EHERIRERGA T . HEFAZRGENAME T A /EEN SR MEN, AflxEx
HEN,  SHE[5]. | AR QU R b 7 R LN, DU SR A st SIS B H e M 2 A
W) 5 e AT LA BEATT 1 el an e S R SR, DR e AR S B o ] 2 AR A AR AL
R

2.3. SIBITHIEL

AP K BT . L. Austin)#2 HH 1 51547 A2 12 (Speech Act Theory), &1 H 20t 5t i) — /N8
B, BT S B4 N N K 54T N (Locutionary Act). 4747 A (Illocutionary Act). BT N
(Perlocutionary Act). X =F47 M = A SGIAT IR . RIEAT R —PE S, Tl ih & Uil i 28
RRERE, KR —EFAHLERIFER T T — 2R XA & [TFITAREMES, UiEH
YR IA R Ay R —SE F A, IEER E SRR H R, A B B TR AR R W e
A BT AR =M S W RAETE I N AR RO . JEk, AT 138 BlE S R %
/R(John R. Searle)iR NBF 7 5 1847 NERS, JFF 1975 442 Hi [H) 4% 5 1547 M (Indirect Speech Act) [6]. IHEE
WHRH, ULTE ATE(E FE & R eSS B A SR T RERUAT A, AFIE S B APAT AR D6, 510
F)PATBE R T RE, i A) BT R B AT 2 ThRE, MR A) AT R D ReRT, B B4 5 1517 4 (Direct Speech
Act), HN, BIAREESEITN.

3. EfIFH—ARET H1ARH
31 AERMS &7

N T RIRZARRES RN IR 5 T AA RS B, | 5 e N\l 25 & VR U P R E e R
AN OCRAENAN Ty AR, DU S HAE AL s i a5 2. AT, ZESELSIENL R, ) R AR
2 SR B K e e DU 2 [ SR, Dl 5 A A Ji DU R SE T MURR PR 5 RIB R
3.11. ERHEAEN

WAEECEAEN, RETRE RS SRMHEILERER, BATENAE . A, R A4
) S ER R 2 8 A REE . E2EEIEZ R, AR RIEHMRIEM il i B
SR Z AR LB 0, BRI OGE, A= 3 B 51 .
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Bl 1. BORAEAR .

RS i R 9 5 S5 R B TR A, 90 M1 95 JE OV B E D, TR AR IER T IR &
Wb, TAES TBOR I B fEBeflrh,  “ R —ia it o —K, RLEE WG E58 EIERKI T .
WATT AT RE 2 25 BR A AT A7 dh 2 ik NRERS A AN R —FER AN IRAS IR ? A4 EE, YRS H R
PR = RLLAE . S5 ) ], T8 S8 AR AR, A IS L BRIk ke 5O RE, A fi R 2L 1
AT A A R I BTRSAT B T RS . XK, BRI A TAR H, 8 I A8 B
WA R FF AP IPIRS . “EEEE R X B IR R S e, TR E 4R i PR 15
B WOR BARZ AR B, AR TERAENE RSN ZARHAREWARTE B B AR AR,
B EDUL IR R 217 it R P B AR PR - 4 7 R PR 5 0 2 3 A SE BB TR s Al vy, XA BT
PR A A, AT SEIL T A SR H A

Bl 2. gl e, haREAES, BHSEHE,

SRR RS 75 RPN E ML S LR fii o 0T LR il &, W 3 R a5 A
SR, XA A B A SR AL R e, RS X B, SR BB s
—AER E AR R, R RURA SR R AL A RN MER. BT AR T A
SRR, E2RRNZAEM T RSN, HitEE ss—f) “KRHSRRE” , BOaesAg
o JlE, JTEERR DLt SR, TUCRAEME Y RO, RO WA aE. R, X
7 SR ORISR I 2L 5 B £ R R ik, i BEER AN 7 S T S 2= 5 2 . 1A
HEMEMIREPICAR, LR O

3.12. iERREEN

i J o B v DU BN B IR 5 SEBRIE AN I S 18 . — 2648 F % 5K (Hyperbole) . F&Ii(Metaphor) &5 & T
B TEEE H JE T IX AR L .

i 3: W EBk I, Al RIE .

Bl 3 RMEH R R FZ R S S, — ‘" FEUEVN, HEERASKRE, XHEZ
— P sk L. MRS ORI R B st 25 1K K S RO AR, (ER AN U AR DLIA B
WRRISAE R s F et B e R U BH I BT 25 BRUBAC IR, X RS W S5 R A B A A, B RS IR
HE E . SR, FEEREAE, RS RRATE E ], Bk B e X R TR R K .
DR AN 2> A AR — P ok Fude, T A N AR B b o A 98 R K S AR, R R R
. BN E IR BTk, (AT RINRZ, HERZ AR & i PRI 5 2 R R

Bl 4. R, BTJER.

KR EAE AR A ) . ERHER, BESEL R, RMAENERETE. PEA A T
i R, FHHRERLTFREAHE. W SiEd s i8R I R S IR
PGS, MHNREINEE . FR, RERRRY g, BRI R AR, R R
HER RS EBEMKET. BOMRAR G, RS SR EMEB RS, J5Pa) “mt
TJEIR” RXTHE A A, S DRI SE N e R .

3.1.3. EBRAEXAEN

ARYEARDCHEN, il i N B 8] RAFAERIBRME . [RIBUfs) 1 24 4, IR RAMAMERETIE, |75
WA EREE LS AR AR AR, AR AR ) R S A SRHEN, A T ARSI
FHBEERT R

#15: =B, mEEE.
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KA A B BRI, AR A HRHMEN . 45 SR SEIX R A RR A Bk, AT,
ERERA “EHE” ZARMAE, BHEAEA MR AKYE, RIVEREANZNE Gz L. m
RIT L2 REHEACZ RMERE, B 1 i OB R4, ITIEARTTHLERIR L, L
SRR IR AV R . RMEACR “nm iR, WRIEE” XA SR SRR AR R, 2
FRATS RETR 21 M 4 2 1L A% 38 17538 E AR AR, X SR 58 “ATiE IR A8 B MIAS 2. FRRFILT
3 pr AR I —— 22 5 R R E R I B, ST BE B IR AN R AR 7 b R

Bl 6: BCLBFEEM, BREREE.

1 6 P A 5 2T R R A AR BRI AMXRF R e E A AL, #
RUIFE " , XRS5 PSR OFE BRI R . AR, I B S AT ORI, XA
WIFAEE RS R, R Ed IS SRR S . X T SR A S RS R S T
R XA HR R EA RS E ZOIRAA, Wibb—k, HRFE R T IL hiTIE A B w2 i)tk
7o A B R IR 7 i s, AL PRI AR G, AT &2 P EATH X, X
FURH A R Ry, (RO A

3.1.4. ERATEN

38R 7 2 U AR B AR VRIS T T, R RRE X, IR RRE R . AR, RS
VB, BRATE AT AW SR B RO — AR . ) A G A A A SRR, XL
5, T REALL SR, DASEBLEAE S0 S W S E 7]

—EXSE TS AR, R WSE, H TR R

Bl 7: FEFER, RERAE.

CREIGAR” X RBFEMMEET B, HE ST IR GO, EAROEIRR
TS BAAR . 72 HE DiEF, AMIHLL “RBAE” —iRBMEARROEEIRE. Ik, iZRiR e
RN RO, (HTEF IR R AR . EESE T, AR BRRRONRE, 570 B
o —H) PR T RRORIE S S, AR SCR), S T 7 RHE N ) R AR BRI ) 2
FE TR S, IR R E AR O H br . R I, AR ISR TR SO 1R R I
BLOBE . IXPP LB 5] T PR P A RN, ORI SEEREE . T E B R R R
MBI o X TR e P R A R L R AR B (R R AR AR X LB B, SRTTIEIE — %) “IO R AR ik
WM IRIE, RS T B & EAE R . X TEBE e — Pl U AR I .

B 8: WL, MHmEER,

Al 5 —Ff, XA HARREX L E R FEMDI S . BT 5 T R ORI AR
IR T 17 “rWEot, mmEE” et ST HaE 7 siE “mmE s, BEER T
ANTRIZRBLE 5% 3 TR IR G RS, X Rels 5 B BRI 5, BIREEI8 5] 1% Hh 78 o5 70 458 FH 35 (1 THI 36
XS XU IR .

3.2. SRBITAHERS &R

FERIEFM RN, B AN RRERUEIRA T T EEm s, HEETWE, ik, i)
AT AN 5 TEAT MR IE Ty 2O 177 85 7] D g 0 S it B B EAE A
321 IFEANAESHRATETAI—U “SREX39, PRKzE” A6

WA AR sl A s A BT sl A BN TR - B, R ae Il AT sz ,
R A A AR S B RCR o A ) B, AE R Ty, o EE I 2 A S R DA S S B i 3K
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Bl 9: E#EILE, kAR Bk

RN TREBR OGN S EfL. XEWERT “BR7 UARRE, RRENNECR . AU
B BE R, T H I S NRR R Rk 1 s ST S IR R, SN T AR B R DR

322 IFHEARBEXTEATIETA

B EEOSG AP R IR, BIIGIE  o XR EHARIE 2 S I GO B,
THBRATEZ AR, IR EYRR S RS R P Se e B b BBk, &R S AL 215 L
AFFESRE . K, RS R VR T 2 AN 4 B RN, AR A R A 4 A ATT D BRI 1 4
BRI AL, AT AR A 3% T R AR ) it AR o XA SO s g B R T . b
%1 3 iz =k Tk, U™ 32, X Esm il 9 E X dh B 2R T e —

4, &5ig

Zeid BiREbT, AT B H R BIE H A 0 S 1E R 5 5 I8 AT MBS AE ) 5 1A 1 2t AT
PrsE ECEE A G, | iR E S R, AT SR A E . B, 1
QIE SR, B AES TREAICAEE. XA &5 A4t 75 RE R S SCR ™ 5
F2 R ) EARAE R R, (R SR B AR ) N B A S, R R E s
PRl A SRR, A5G B TR REAT B 2
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