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Abstract

In today’s society, business advertisements are deeply integrated into daily life and have a profound
impact on consumers’ purchasing decisions. From a pragmatic perspective, they pose a certain degree
of face threat. How to enhance the attractiveness of advertisements to consumers and avoid causing
their aversion is a key issue in the interdisciplinary research of advertising and linguistics. Daily ne-
cessities are closely linked to consumers’ lives, so studying the advertising language of daily necessities
is of great significance. Based on the Face Theory, this study selected 50 examples of daily necessities
advertisements in both Chinese and English from multiple channels and systematically analyzed the
face-saving strategies. It is found that while following the basic characteristics of business advertise-
ments, Chinese and English daily necessities advertisements have differences in language use, and
each has its own tendency to choose face remediation strategies, and all of them commonly use non-
disclosure strategies. To further verify the research findings, empirical data were collected through
questionnaire surveys and market experiments to test the application of advertising language, the se-
lection tendencies of face-saving strategies, and the effectiveness of strategic insights. This research pro-
vides a new perspective for advertising language research, enriches the theoretical achievements, and
offers more persuasive guidance for cross-cultural marketing practices.
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TR IR AT[OINE AR R SRR |5 X8 FHR[10]6 ) & 18 #4778 F T 3 #r s B8 2= 4
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3. g E A
3.1. mFE

[+ EE i H Brown 5 Levinson T~ 1987 FH&H, 1R AALEM IR W rh AR OGBS e i 42, RSB A bR
5 B M A br B B A BB 45 S % [15]. 7E Brown 1 Levinson HIBEIRHER P, #L5HE SN “ i
ZN” (Model Person, MP) i & [l - 75 SR BT R EU S 23 MAT Ao i, FHALSREIS s 4R 1E < 1R
A=i” (Face-Saving Theory, FST). ZHEIBHIIG W E, S5 ZPRIESIFIANAEE AN, XA B
FHEMRR . Hd, “TF” MR EE A IR A SRR “DNNER” , Bk
43 IR TH T (positive face) 5 % 1fi 1~ (negative face) P /NS . AR I 1 AL MR A B 3R 45t N (KA AT
58 % NP NMAAE E A S22 AN R T T8, B ASATNAZ TIREHRG . 0 “HM”
R bR XUTT BE % 12 F R B U TP S bRt 2, MAZ B B bm H R, B e 08 iz E b 0 S B T B 1
X —RE ST LR IE S BRAT AR 1) 0 B2 A
3.2. EFEIMTRFFRERRE

Brown 5 Levinson &1, 1% 5 1WEAT NTEA R FAFTE B 700 )& %, i EALS B R ETE T8
B A BRAT R T & A B . TEAE BRIERR Y, AN T B2 X 5 AR TR T, 3 8 e it L
W1, wth—3k, B WHEESMEERRE 7, #mgERRIFMAER. BN ASSHRIRE T
T CAHUBETH 7 BT A, RIS BRI 2R AT N B R B . ds AL RS X — F B, HARAH
MTE T B AF b SEIAS B H b, 3 R AT TR T 7% 2R

£, Brown 1 Levinson 2t 1 Tufh 7 4hROEES . Ho—, ASRAFNRCERS, B8 H AR
T BT R H =, BRBALS NS =, AT ALI NS s U, DUAEA TR 75 QS it 1
WAT s A, ST A T B AT N

AL R TF A, R gesg B &S o T BT A B AN RO S IR G, 24
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4.2. HIACE

4.2.1. EWHEHMY
FE LSS5 P Rss 6 A () T3 D RO B i 07 il B A A SE P, O B P s i AR H AR T
AR SORZE R, I UE SRS R s A R

4.2.2. SEWE
HEPERE— i SEHT H AL s (U0 AK), Beit AR 85 07 5o 35— AR I ARAR AL 30 SRSy 2 v 52
o B AR AL SR Oy E RIS, S = AR X IR, SRR e AERE R A
IR K T3 00 AIBEATHE T Se 0 . AR Y, SRHCE TIRT RGBT SERE N BORR, R g R
B (n— B)WEAR &7 i A A SR E K, @& BTG &N REEMET
FRANF AT 5 M

4.2.3. TTEFH

SEOG AR, BRRFES R E . AR EEEEERRTT S RIS AN H AR R R AR 8. AR, REEHlEk
TR . OB 18] (E4HTEShEE AN IR R AR, LIS/ T 328 i 4o 5126 45 SR A 52 o
5. Stf
5.1. E-FH RG24
5.1.1. A{ERAMKRE. FERMAFETEFEBITA

RIS R P EE R g E . B miriEEEie gsK, HEREIN “Do X” .« £ %
B, XS FELE A SRAE . IEEIEOT, SRR EE T 45 AT F R T N B
TEE, FAEXIrEE AT RE R S O meE B iU, BEASE R LA Ty s 5 6 i .

Bl 1 A TARGM R, R K S (SR B R A K)
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Bl 2: 42Tk, FxEW! (Ei @)

KPS S S A AR, 1 S e e e A T S BB AR, ] 2 MU B
FB i o B8 ) 0 A TR R B U BT U T, (EAE ST R, AT CRE NS A R R
PE BIRIEI B NIRZIEN R

5] 3: Don’t put a cold in your pocket!—Use Kleenex Tissues (Kleenex tissues)

18] 4: What’s the ugliest part of your body? (Pretty feet deodorant)

RIS E b, ] 3 DUERIFRIR S WA ZER FHE LT, MNEFIZA A KPR
Mo Bl 4 BRI S MM T ROV ER A ATREE L A A, B “IRE R R I
a7 R BEE AR E RO, (H AR AT RE S A S R AU, ) AR
i EHIZ .

R PG A, PR, 29 25%00H B E NI ARG ), BRI E AR AT
kR MAERIEEK T, X—WHEIZN 30%. EFEE, FETIGAE 15%0HE 2 # RoRaxt ik
TR, SR E IR B 20%. Hgsci R, SRS S 07 s R A R AT —
SEFETE, BRI, G M EEAS SR LA S0 (1077 i

5.1.2. FARFLINRRE

TR AL S0 W (R AZ O 7E T35 R T U IR T 7 75 3R, AT & & B A AFE R 536 & 51817 N
TR BLEOIE Sk il — 8. 2RI DL “BEIT 7 NFERE, iR BRI SIS 2 AL AL YR A
HEAKERR, KH “BIEF” 1177 T8 R

Brown 1 Levinson #&H T+ AR ALI HEms, AREFR—5. BERAR. RBE LR S TRtk
PR SREEWTEH . SEVTIEE IR UL S 5K B XU I8 268 % R R A1 55

] 51 A Ak S AR AR A8 (8 AL BEROR)
5] 6: AREGHRH R B KA RR() E A K)

SR D) S A B o A 2 i N B L A S R AL Bl AR I T AR SR A, ] 5
ELARBES A A 2™ i bk, R S e MR IR R, ) 6 R R i e S5 Bl ok T 7 i K 2
o XL s IRIRAL SRS, ACEhHE 7 s SRR, P I ES W AR, S
SEAHHEA

5] 7. You’ll be lovelier each day, with fabulous pink Camay (Camay soap)

18] 8: When you shoes shine, so do you (Kiwi shoe polish)

FEIXPRM G5, ) 7 e Sel S g REVES v 5%, Al e i S Camay &g, #
MEBTEETHEA], AAIEEFF, ZBHifen iz s, BRI 9% # o i&sZ. 4 8 Nt
FIRW o Z RO BB 2. U IRIVEE T ININ AOGRT, RN R IE” , REAAZAFN
BT, IXFE R SRS AT LU B Dl eV P A LI B, SEmsEA

) G AR, E T2 55%I v 9 6 R AR AL S (T 35 A B s IR, ARIX R
PSR, SRR SEEE KX LA 40%. digscied, v ET, R
FARRMAL S S ) 25 1 P S S R, M EEX B i e 20%; 7E 9B B KT, B S KR B AR
BN, 215 10%.
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T AR AL 30 SR S0 B T35 3 A2 T U O BRI T T R, AR O R R U 1 A R N U Rk SR
RUR o 1Z SN Lm0 A, U0 R 8 I AR I B 5 T AR IR T R, 3 T T U 4T B
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AR AL SRS 11 L R 2R S A I A s 1 Il A1), X 2R ) FE SO | 15 <23 Brown Al Levinson
FEH T R ALSR SO, R VTR R B AT, BEX T @R AN BRI .
SIS 7 T -

B9 REREHE ZRMALABTH 0 Z(FCLERLK)

1 9 I bSO A By H 8 AR R AR S AMESR AT IE RAF N N R A EE, JRIRA ST
BENVHITE GO —4F, (R, B R, RGP RS 1V B AR T

5] 10: Has your girl turned into a refrigerator? If her air is arctic, try Mum (Mum deodorant)

%] 11: Aren’t you glad you use Dial? Don’t you wish everybody did? (Dial soap)

RPN 5, ) 10 Sz F T IE 0] 77 2008 T 9 48 th I O FRpisn th T TT & “ I RAR
(L AR FE VKRR, RS — I 07 o A BT T 9% 8 A A 1 10 /T A2 44 7 2%
BRI R R B 11 AR SR “URANE ] Dial F M ? RAREAAN NIXFHEHG? 7 IX
PRI AL R TR 2, DR B A AR IR 1, FH 703 BRI SRR 5 U 3% 3 (1 S e

WGBSR RN, JEEE K132 50%FITH 2% 0 H AL SRS ) 5 32 FE G, IR
T TAATE KB 20 P ETSIR 20y 35%. Hiinsiinsi RER, ARIEFZRTS, KA
THARALSU RIS 5 1P i A R AR, LU TR A 15%; fErPE g, RG-S, 208 8%.

5.1.4. IEAFFHRRE

AEATF WG S — PR BOFE BER O (1) SR, LR e 115 3 0 1 I gl B i () 2 . SR X — SR,
VETE 2 RENG B O ELPE A H T IE IR AE I 1, BRI F AT N B AR, Wrih 2 a] AN [F) 4 2 AT B
fift, ATTRAR Ui 1E & B DT AE . X T id 81 5, BE AT DARLREE 72 1 T 1 b, XA WL R B Xl A
R

Brown 1 Levinson #2t 1Tl AR A TFHALS NS, EAES Tk, B, SOB. Wi, BN, BRI
L1 I AR5 /5% N 1 3 =R

#12: A%+, HETA(GTEEFL)

B 13: KR CABAZT(XEERREIELT)

il 12 A5 13 BP e so 7 S EA A TS IR ERE, B 12 i R S kR IA TR A R R R EE
ROR, A NBRADERAERE, B 13 5ok VRERE AR, FARRAH 2 S IREE KOG, 1R
BN E 1. XA UL RS REMAE R, ERERAKNGRIEH) & B, 4 NE N5
WRZENR .

18] 14 Does she or doesn’t she? (Clairol hair coloring)

%) 15: It keeps going, and going, and going... (Energizer batteries)

fE LM NSESC &, 6l 14 RIHRERE A “IBFRTERARZM? 7, W™ &R R 7 K ek
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A, WGl S B 15 T REMERE, R T R iR R A Bz, X
A BA #RBIR, B HA IR R LA .

) G A R, IS R AT SRR A K R s, T E T4 60%, HEE E K 54
55%. Tipscgadt, RAIEATF RIS S~ M E W N TN a B 4E SR, £ E 17 o A S
25%, {ESEE KT m 20%.

515, FRTETRMTH

B BRSO B R SR 7 T RE RN 5 2T T AT, AT e 85 76 (0 B AT . AT
FESCRIS L, 82 0 2 T Al R o B0 B T 7 B, S U7 2 T v 1 5 [
T T R 51 RATIF . W A TT AL, #RLL “BER . A&7 NEEAEAL PR
8 o T A, A 90 5 M SRR

5.2. T HESHREIX LS

52.1. PRI ERIESHR

FST S RA A RENERR A o, WURE, WIS, ) T A PRI E A = A A A
WEEEE, FENREEAER, SRS TR MEACZRmE . B,  “FIRkE, Wisht” Rk
KM H), BN ARG RS 7= AR R RIThRe, (6 23 REas IR A 2

H=, REEHBR, MmiBEsHAEsME. JmHEdER. EFNESRIE, RHE M EZRE S
RV, L V8 B 67 i T AR R S RS2 o T 5 8 s Ry UG HELE . Eemr. BN B,
k. i TS, XUEEET B A MR FHE S HIFRIAMA . W “Common Royal solution, make
your hair like clouds!” (Royal W& 7K), iz HEIMERE, B AL R AT Z B KK G Sk K Iz Ze iz
AT IE T o

H=, MM, #5m 5 0EHE 7. B0,  “Promise her anything, but give her Arpege” (Arpege
FK), B AT 2 0 R NI SEAZ T, ORI 9 AT BAKCE

HESC H T SR BRI ST S AR . BENESU) T2 AW S ENE T,
PO 7R AR R EEVEE ZNERETR, MRS MR, BEEHEMARE, 51K
TH P s LG, (R A PP AR SEAT Ay T A B I ) B S T T R UG AT B

SR, hESCHA M) SEIESEH EWAE—E€ £ R T SWa TR Z KRR, A
BAE AT BRI ) . FENARRIL b, o) S RGP S E R R E R RIS S R SR 3 X
SCARE SO ER o TS U S S AN AR S sz, 2 WEhi, DURCE A A IR
fEA), In] A FIR LA .

5.2.2. EFHMRUREEH 2T

MAE 2 A R G, — V) 5 B AT AN (R RS R T e 5 T 1 S (0 i A ) 5 1 R — PR Bk 3
BATH, VRS R ) R s (2 o)W T, R BRSO S TR B VI . A T R
S e T B, S SR T AN R T AR o

FESEBR L, e i R B H T AV ANRCREE . SRR A FF AT M T N . BURAL
SSRGS 5 AR AL S SR AN AR A T S PU A [T T AN RO o BT 5 B AR B B AR RSN o T SE RSk
NV b 2 B (KT P A — R (R, RS BT T T B AT R 1K — SRE AR ) B LT
Aol
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FURME S SO BInAEPE 7 HET H A A, TR S AT N N TR R RIS AN ARSS ;AR [ T
SRRSO RBE S A3 SR R IR

W, EPRERRES . R FE SO R E, RIS AN RO RS . ST 2 R AR
ALK, G “ERE AR, I BESE tE OR AL RAFOR AR S W A AL g, B
“Has your girl turned into a refrigerator? If her air is arctic, try Mum” , PAZ@i 77 AR H @, 725 S0k
JU, XTI S, Zas AR, R (AR g L | R e EE g, T
T i I RAL S S, Wl R LA T 7~ 75 oK, a5V 2 AR

F=, MNEFRIA: BRSSP, me o E0 RN, 2 HESERINES HFE g
FEF . (HEE B R SRS RE I 2 FE R B 22 o LU ok Tk, el & “SF 21, ¥
N7 B — M A RS, (HE ST SO Al BE AL S KA. BT AR AR H AR Sk
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VAL IV A
7. 85iE
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WEFCR DL, T oESC H AT 3 5 2 iz A A JT S FARAR AL B SR . X — IR W], R
VU7 SCACAFAEZE S, ABAE] AR FRE AR, AE YRS S5 2 H 2 MM OR R, SR IE XHHE 23 110
U555 o UM AL S SRS B 3 A ¥ 9 BRI T F R, R T S SR O IR R AR ATT
SRS FEAR IL IR, T Wbt peE 1 mT REAN T By, RIS 3T 1 B S ) 7.

BRI, ST A R AR AL SN, XS P SR E A AR AL . I A E
WHE R OHMEM SR G o TSR S S R RS A, 9Tl S8 B SRR IR I SRR
855, TSR THE B0 S RS B o T S0 35 B SR AN P AN RSS2 R AR 2 Tt A7 T 1
AT 773, RAREL T T ESCA AL NBR G R B B R AR A BB T AR T A 1R
WRER B A, AR TELKMRERN T KR,

I 1) G BT SR, ) T S T SO E B SR SR A T B U I BEE S S BRARHE
WRIGSCUE DT AR, A SR AR 1 = RE B SO S5V P K R R BE SO S I FERe g . L
ik 5 &Rk,
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