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Abstract

Hedges are widely used in human language, especially in advertising language. Based on a ran-
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dom collection of 100 English advertisements from the official websites of McDonald’s, KFC,
Burger King, and Baidu from 2010 to 2024, a small corpus was built. Through quantitative and
qualitative analysis methods, this paper classifies hedges in English fast-food advertisements
from the perspective of cooperative principle, summarizes their unique functions and advantages,
and provides inspiration for advertisers and language learners to apply hedges in language use
practice.
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R 2GR, TS AR M RUAR AR B, N P SRR MRS, R %525
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Figure 1. Classifications of hedges
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Figure 2. Chen Lin-hua and Li Fu-yin’s classifications of hedges
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i, AT AR IVEE SO OME . S PYSGR B BRTE, PR S Ui N AR E PR s R B . B
Ja ATy AR, T RIA AT sl Uy SR oA

B2, BTAFSEEA S BPT LA SuE, SCTRBIREIE K 28— BB0H — Mg — 1k
1o o1 T T E sk B AT FH A A B 23 Hr S o b RO BRI BR 35, BRI SR AT Prince (70 AT TE & 7
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Zadeh #2 H RN S FE S 78 MARAR 15 5 MO PR A AN LA R 22 4 SO T EUAS T WU R [7],  Zadeh
T 1972 B4R, BORI AR IR TT DL S UE S (RO P (8] V1 22 23t SIEFH 1 SUIVI A E 2 BT T R
PREE R TIRE. B, Hyland AR BREE A] DLSEER 2 R IhRg, W RILZRIE B IR I FIAS i 2 14 [9] o
Leech YA ARSORI B 1] (1) B TEVEAME RE T BE[10]. Channell DA ARk R i) 15 7T LA FH Sk S e 353 355 o) = Sz (1
e FEE[11]. UbAl, Salager-Meyer Ak, AR0R PR H13E AT LS AL 15 15 A ) Y 25 58 NS5[ 12] . Fraser fiff
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TrRANEEI . S, ARAE SRR AP SRAEI, PR AT 8 AN R R S B ROR R ) T 2 PR o5 vh AR B
I Th e SR

4. BT AERN D HRMREIEERET SPHER
B, ARHE EURRVERLEE, AL SR IR A B

Table 1. Frequency of hedges in English fast-food Ads
1 EIFRE EPEMRBIE R IS

I BB REIER T & i E B BRI BRI E i E
=k 27 53% 24 47%
L 16 62% 10 38%
DEET 12 52% 11 48%
Mt 55 55% 45 45%

PG LAl I, AEREALIRERR) 100 26 &, 22957 1) w5 301t 429 AN sm], gL 5 354t 157
ANHIE, TSI 164 N HOE, TR TECN 750 . fEIX 100 NIESC)T S, 55% T A
FERI PR HE, 45%M00) T E AN S I PR E . R, 7E 51 NS A, H 27 RS AN
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454 Prince. Frader 11 Bosk XAk BR il 175 1) 7325 DL K Grice $2 H & 18 5000 A () DU 26 HE NI [20], K545
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Table 2. Frequency and percentage of hedges in English fast-food Ads
F+ 2. BEEMRFIEET ShHIBRERMB ST

FECRSA PR ) 1 432 LIS =4

o X B A ) BB BR 1)1 19 28%
AR ) RSO R 1115 o

AR B AT PR i) i 15 22%

it 34 50%

B P %1t 2 0 TR AR PR 1)1 19 28%

S RN RS R 115 )

77 TG FH BU RO R 1) 15 15 22%

ait 34 50%

et 68 100%

%2 WoRth, EIERE ROBORI R GIE A b, 34 NS ARSI RO IR, L EL 50%, 34 MU ZEAN
RABHIBRETE, 7 50%. WTLAE Y, & 22 RUBORIBR 18 1) 5 Ko 5 oA BRSO PR 5 (1) o S
ZAHIRIN

Table 3. Typical hedges in English fast-food Ads
2 3. HIFRE & AR RMRSE

P A BRA PR HEA R
o i K 8RB R R 1) 5 only (6) some (4) nearly (1)
AR Zf) R SRR ) 15 B i
R AR 2 BRI R 1) 5 not (4) better (4) lesser (2)
B A D 22 TN 2R ARORH IR ) can (6) as (5) should (4)
SRR AL SRR 115 } .
77 RN just (5) very (3) best (2)

1 3 IR T GEPVE T b RO IR ) TE R AR TR . Herh, RS PESEAIRLOI IR ) 7 can AN
KA F) RO R 4115 only f FIMRAR Sy . EATE AT BOSEE P S h# L T 6 Ik AR SRR A
BTG 2AR , FESGE PR S rh ) 2 A .

4.1.1. BETBEHRETE

B AR A RO BR 15 5 (0 A2 D T8 P9 A SR — 5 S A T Rl AR ASORA PR A o e 3o i P B AR Bl A A
0 L 1) A 5O i R ) AR SR A, U T DA S B Ao 22 AU A5 L, AT 04 PN 2 S 2 0

(1) Extra fresh carrots. Nearly 10 kr.
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) s T BRI LA Nearly. @SR R AV Nearly, 170 R 3t 10 kr., BUEAR W] RE2 0 G HTE
APREE. JEIEAEF Nearly —1a], 3 SO0 M7 S MR 55 Ve BELECHE 1 AN RO ZR T AT 9 2 RaB S
R o HHEERE, BOEAZ B IR G5 IS REUEWT B ) S vk, BIAESERRG A0 T 10 kr., B tHA

E LB

4.1.2. RETENBEMIRBIE

J5 A ) PR RSOR) BIR f1) E41 F) 308 3o B 465 0T 8 A A5 A o AR A 53 1 1 S 2R AR T B 1 RS
PERRIIE o ot S AU SR E F IR S E B . IR Z N 7B 2, Sl — sk
WA, WIRFEL TN, il e e . AEBISIRIRETE, W AZE NN R I, AL ie
i, PG AR S H A 32 203

(2) We could serve you a lesser brand.

gl (2) A A T S AR S BT BR 11 could SRRIA M 5 AT LA e R AR E 107 e 5 AR
TEAHEE, SR AR ) YOI BR 1 AT AR S I H 2 2 0T A IR S5, DR KSR SRS AR B R
A W ME R R AR IR, (T A SR E R 2

4.13. BXRMEMBRMRGIE

HH SN G HASA) P A1) 15 i XD v A N A DA A ) 95 2K ) — PO IR 1, BERTEE A 2
FRBLHIE B A T AR S o AEIELEARB LT 5 7 5K 8 FHAH S A 22 AN BRUASOR) PR A 15 A A AR S AR HE D
N3G 5 ST PR T T R Ui IR 7T

(3) The world around us is changing, our views are changing, our lifestyles are changing, our tastes are
changing, even what we are eating for breakfast is changing.

FEBIB) . B AHOCPEZ AN RUBOR BREE even SKIEZRZ) & 52 M m FEAH M. RIZFI A even
—UERY RV, TR A F R SRR SR . BT R RE SRR EZ 2R, W
HH RARSE NI O RBRWPOZR AR . B, 923 R AR i 22 5, AT R
HfEHE 7 k.

4.1.4. FREMBNEHPRFE

75 I RN TSR FR 1) 15 48 (1402 0T LADIN 3 3 I8 PN AE SO PR 3G . 7ES1EJEIR, oy =Xtk ) 22
RAF AL 1L FH RIB L, 1ETE N AL R S AN

(4) So Good!

TEGF-(4)r, WAL So X — 5 SRR AN RUASORI BR 1) 1, 7o X R SR VACH SR B i R SE 2 4015, {ELVE 2
HOTDAEDULHE TR S R, TEREPCEEE . Bk, J7 dUGERI BUBOR BRI wT DU A IR 55
BEALTNRE, MG T R E L FRZ .

4.2. EERWTIERR &P EAEMRHIEThEE

e, RN B SR YOE NS & sl E B D, {3 R 2R AR S RO R )18 B R
e, fE— e BRIk 4otk .

(5) Extra fresh carrots. Nearly 10 kr.

i(5) 72 B ARSI A 7 A2 A B B BRI PR 15 Nearly. Q2R o RILF L5 HABART,
WASTIRER R, Ky EEIT LR Nearly REEHE 7 — AN KEGEH . EHROCHRE Hd, M TSR
RECF RN EAOHIBR I, DARIABOI RS, A SRR E AT, AR S T

FLUR, A HIASOR PR A i A PR D B8 o o v U SR 13 138 2t S A%k R R E AR UM 2. BRIt
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(6) Birthday should be happy

(7) Maybe we could make a few pennies more profit from some lesser brand, or by skimping here and
there.

TE LR, FH S AE G A0 BRSO PR 15 0o B2 A8 50 R RS RY R 1) 3 R0 g B 6 5T v DU S ) 52 PR By

o BN, SR (6)H ) should A1) (7)H ) could #EASRABR Hil 75, FIA H X LER SUAS R R R A I,
AN E HOAE BAEIE S b AR F R B E 2 o e TR R 8 1) BRI D e, 78T 2K ) LA R0 b A ME B
R RS LS, B NARRREFE T4, EXMEN T, B RS EFH L 7iX—EK,
FERR®I) & A BRI, G5 &8 5 BRI .

H=L BRI IR HE R A B R IR A VEAE N SR AL A A B UG ARG . AR OGRS AR
BRI PR #1138 /T MBS AL A P BEAT, AN FZERAETE IR OCHE, IRA R &8, RIEEHR
FRIME7 o

(8) Why we have | am love in it here but not | love it? What is the difference between them?

FEBIB)H, 1 Z R A S 2 AN RSO PR 5115 between H7%-Fh 45 T RIBE R R, RIAW P k%
FUFHR . teah, FEAHSSHEENFE SR, between v LUK 518 5 Bk K 8425500 R R BAEE R, #9m
WA ARG o 78 S8 A 5 32 RO DG (R R g RV AN S, W] DUV 2 & S A B A5 5. AT,
T EEIMTESCRAE T S BRG] T, RSN 5 R N R . MR REELZ, Haniy st
TR, BABITHIHE R . Fit, FEEEAHECVEEN AT T, 56 2R UG BEUOR] FH R & R A DG 1t 2%
RIS R 15 AR ey A A R AH DG

Wa, A IR PR B A SRR T RE . 7 2ot D) R 0 135 2 AR 5 b i 7 AR Ik N s T R
A EALEAE . SEUIRIEE, AREBR AT, BNk —E kA, Ay e, &
LA 7 RN AR IRRE, o DL OB B, BB IS )y, A Ml N .

(9) The value isn’t just a good price, and it’s the highest quality at a good price.

B, 7 (9) BB BR TR just DABLREHI & Lol Vil s e AR . HAEE T
W AZ A5 R s A UE R, THEZ. FTR, J7 QAN BB R 75 AT DB RS A 2R
ARBEAE S, AT BT POk [ 2 E AL i

A
=

4.3. BERNTIERE &P EAEMRHIENRNE

5, (TR0 R 1 AT LR e RIA R A . NECEAENI A BERTE , R T 98 1R 2 5 10
PR, AR AR T 004 S . B AR R IR 1 BAT R Dh g, W DOMIER RO e
(AR AL o FEAR TR RE T T B A7 AR A AR (K ZESR, 1 SN AT BB i BUAR 55 1) 75 77 0 T Je st oK
HI T A A TGk LR A B AR i B B, TR 7l A 0 A P BRI (208 75 20, A E C A R
A R AR S RS R 11, AR SCEERR BRSBTS R BT e R B, AR IR
SPTRCREEN, iy ELI AR X T B A R SN, G T AR R

ﬂ:_‘,‘ , (=)

B, PR T RIEIRENE . FEAEN ZOR XA RIEEBRE R, ISR S 2 L
RO R H1, TR S N AR, £ R LR TTE. B, KRN 55
SIS IR AR &

ghity, ATUANEIN S AR REYE . iS00 B O SCoa fEER, AT B
AR A RO R A5 A R SN IS, IXAERER

ERFE R AEN, MRARAME IR [N, 2 thhg
ERBFIEEERE, MR RA IS B, 7 B 55 S s i, wxEE
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