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Abstract

Taking multimodal discourse analysis as the analytical framework, this study examines the use and
functions of pragmatic presuppositions in 132 perfume advertisements. The findings reveal that
93.99% of the perfumes employ more than two types of pragmatic presuppositions to convey adver-
tising messages in multimodal forms. The most frequently used presupposition types include factive,
belief, state, behavior, quality and culture presuppositions. Among them, factive, quality and belief
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presuppositions are the most commonly used in advertisements. Pragmatic presuppositions play a
role in enhancing the conciseness and strategic nature of information, attracting attention, conveying
persuasiveness, and generating resonance and emotional impact in advertisements. This study aims
to explore the linguistic practices of using pragmatic presuppositions and multimodal means in cur-
rent advertising design, providing a new perspective for research in advertising pragmatics and deep-
ening the understanding of advertisements.
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1. 3]

CEAR N R RYE S AT Y, ORI IR Bk B R F R, MR BRGRAE FLREA  E
W, AT, BUEE AP I BRUCON I HT S, BT IR AR R, RO T S R E
AR A B o SXAPARART 1 5 DL R By R SOF SRS A &, 51 W G 98 B A0 T IR =
B0 EHUIRE FAZPs H . FUB A IX R RS & 16 5 AENS DARG M sl 8] 422 (¥ 7 2 1 Wr 5 A P
M5 S, A RO AT AR 32 5 SO A R AR . Tk i T g & KRB T, s &
T i AR B (1 H B

SR, BUARTFAEAERAL 7SS P ARG S A A FR b, ZESTRAE Sttt o B IA
it AHE AR K o0, 8 GBS HEZ 515 A AR KB e R, RO OV A
RIER I HTHESL,  DLANELA B T bt S e AR 5 WA TS B, TR A 7K T o Hh i F
BUSAEHURII B AR . RIS, ASHT 0@ R 27K o b ) 22 B T BOMNE I Bl skimg , B4 08) 5 GIfE
HPHE 7RISR, ) R AR T P AR LA A1 K R H bR, TR 9 U BER N B AR
AR AIEE, JRRERGT S P ISR AR S, ATITER TR0 R A% F RO I PR A RN RE

][l

2. CEkE
2.1. iAW
T EAR(1997) AN, T8 AT TS “ IBLEst THURM . 5118 A IS i Qs &, A,

BEA XK R” (1], p. 68). 15 H MR 5] 25 A HEFUE I 7T H S8 AMEGE S AT R
FFIE ARG E)RIESE . Stalnaker (1973)538 18 7 T TE FPERT, 48 TR AR 38 & A Ea) 7ak
SAEAT N, ATBEHOAE TR AL T I EIEAL 2], Levinson (1983)i— 35 54k 1 15 FH WA i & 3 LA
FEEPER OB, W T R B AR AR, R B s PO T A A 5 B
S tE . R BRI I RFIE[3]. Yule (1996K1E FH TG /0 NAFAE TR ST, VT, 4544
TV AEE S TN S SE TR N K2 [4]. Khaleel (2010)8F 58 7 8 [ SC A i TR & 2%, FFAfE T
il A 25 (1) 25251 Mazzali-Lurati A1 Pollaroli (2014)F ™ &5 SRR MAE AL A B 2 BES 1 RSt AL 6].
Devi (2020)/&7R | fEi£E ] Youtube |~ FR Pl il & S5 2R, I A WA AE TR T 5 1L AR M fe 5 e
R SRBE 7] B Y2450 B RTE T 95 16 18 AT 9T 32 B SR AR RS F T SR LR A R4y . i, R
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(1998) M FE A3 Hr A Ml 5 3 v R TS, K FE M e Tkt s B & ik, RS TR AT B Pl s PY K2
(8]0 ZRAEVL(201 MM IEVENLA R, 3BT DOERER &5 i F TR A R0 g v, mT DA B 3R A1 T B8
PR AR R TBILEI[9]. [R5 3 5 T30 F 5 A FE R G i b 35 15 18 Hh o F s R 2 8 e 1)
BEo B4, B JRQ2015)0 I A A S 7 DR AR, R IE T A 2R Bl 1R
T BRI DU A T BE AT CASE Iy o 2 ) SEAREE[10]. BEEEVERI TS F5(2016) MBI RS A A, 456k 2
(B R AE AN R ), 48R T 5 BETE 3 A e] AR A P 00 S IR 9 3 75 SR IR 11]. 5K %2201 1)ER
R EHME SR AL DU HE AT IR A, BEFUR I, RASTRRAE iR 2 [12]. EILEEAT -,
K4 222022 K ZAATF B GINBALT S BB T8, [FN R 7 288 &5 A IO 0 E 2 D6,
AT SRR AL 7T TR [13].

2.2. BHEKIEBRD

R TEEEBEEES . W i, FRESFFSRE, HahUrae. Mo, il S RERE,
PLSEHL S SO A PRIL R [14]. Halliday (1978) B X4 tHiE T & — Mt 2 fF 5% R4, il /il 5 e
SR X EFFI/ER[15]. Halliday A1 Mattiessen (2004)i#E—0 K T KA NAEIE S %, RHETIBESH=
KICIheE: MESIhRE. AFBRIHRERISCATHAE[16]. O’Halloran (2000 MY #T T BUG FVEUHA A5 5 78 50716
MR, HONHE TR T 2R TEE W R R[17]. Kress 1 Van Leeuwen (2020)K 24t 1)
IS FA 2/ T2 N TIRE SRS, WEER. 5. BIEAmRE, HEE T 2EESEERB IR R,
REREEE TR AEH AL A AN B TR 18], SANEEE(2007)1 18 | 2 ST 5 52 2 SRR 5 5= 1)
DX, P A H AT AR RS XU R AT ST 5 22 19] 0 TRAER£R(2009) 5 N SCA0 L 188 & L
TE AR A 2 — A 2B UETE TSR B HELE, RN e TS 1 BANI AR BLAME DG R [14] IX L3
WK, NP HTE T AL 2B P DRt TR ZIMR ., o8 2 B TETE o A f At 1 18k
(BRI HE At BRERE 5 PRI HE(2013) A— VB R B Al & 1, alid 22 BEAS AR 15 70 A 1) B AE
B8, XPSIE R AT T 2 ASTEE T, BRI S T s S AE A Al Sy R [20]. AR
WL FE(2020) 70 M 1A K)T E R LR R 2GS EERHE, s T RV R R (21].

3. STHTHESR

AW T T ok AR 5 R AR T A B S 2SRRI 22 A S AR & 22 AP AL S B 2
BEASTE I T A HTAESE [ 13], @I 5 R X BE A BCAE 2L AT RGeS . FE TR 2 4L, WAL
IR T ARSI EE HCR - AL 2R SN TR KRB HEL AT B RS
W) [13], Mg VERTHKT S H “ 2R - BB SR rE a2 & 1 pR). S
MRBAL GRS M RIR, HEEREES N FENLE], RS & oK) o 118 SCE R 12 52
BT SCHE .

B SIS, R ERRAESERER ., IESIES R =E4ER, DOt
JUEAER R B, AT SR S RIE R =AM A KT S 2 RE T R S
Beo BARTI S, B AR RS 5 T SRS I A PR R B R 5 SOR I EAME . NB 55 A5 SE R
MIEANKR), AT ARSI U] R BESE L ahss &, AU
AR IR T dh A% OB R REHESEEL T PR, R R S ER S AR B AR S SRS T
BIE LR RIRYE. shoh, 1ERTBE A 2R (RO SRS, ESh A 5 A KR R L
SIS ERNE R SCRAIER], IR ARG RGBT 7 2R3 & rh i TR0 SR R 4
AL DI RE »
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Figure 1. An analytical framework for pragmatic presuppositions in perfume advertising

B 1. ZREFKEERMRONEEIER

4. WEEIRF T %

AHFFEEL T K H Youtube F SRR M 132 ANEIFRAE KM, R E M E EAHS A 72
BEAT A3, W EAN R . 1) ZAAE KT & il H R AR QT 2 2) AR i T
B MR, EAT TR UM AT ? 3) ZREASTR/K) i F TS S IR L T e ?

A Youtube #1:42F & Al A 7] B W _EIEEL T [T JE (Armani). it B8(Dior). #% & & 7 (Diptyque) Fl
1« FE(Jo Malone) 7EN (1) 22 NEFREK S, 3£ 132 AN . AT B 7% 2 A DURRE S
1) KRB AR AR S, BRSO K AR — 508 2) Brik) 35 2 & B AR TR s,
R XICR R S BUINRE ST 3) [ AR S5 it R AR VT BC 45 30 o AR SCZ B DL B 7K
FTREAT IO AT, JRR EEG LR LA &%, BoK 15 T nT BeS A AV FH P00 R A i R A
HE IS, XA B T HEET RS R Ik, BT EEAS S WA
LEMBEETE, REETEENZESIVMEL. oh, FKMEAEAELER R, % KR
BB AL, AU SRR TR &5, KBTI U AL R T
IR S LB OB & 5, B 238 RS A X B KT & AT 8 H TR 5 07 .

AHIFUTE SE I B A B BT s RN SR AR ) FEAR AT S AR P k], BEJE X 132 AR
BEKTEERRIT RGNS, UARE KZESMSHRE@RSEA . Tricscs), FimiETiEs%H
HELE, K %E E:(SPSSPRO £ 5 K 46) 5 5 TE(NVivo 4 B4 & R & 0F 78 07325, x5 iR R IT
ZUFEN GBS ThRe R, DU S T fid A AL S 2 84 LA A I A T e dr . BBt
B NVivo FAFRA K] & BEA R TE FH TBEEHEAT RANES K 5hRE, FHERG R RIERE, G181 SfMm1
T DMEE G b AT IR AEF B S CR . BT A AR G, FalH SR R
FWHE . FIFH NVivo BAFREAL 18T #e, &5 7o rE . AR eI 7 =00 iRIEaEKE
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My Bl S RZ IR, AT HRVEMAER . AN, B 7T
CAEHEAT VEARIN 7028 AEXTWEFC IR0 B B A PR EAT PR 2, R e AT A B B A4
BEAS AR A BRI B b A R B, 20 B 0 R D9 B vh T ORI . Ak, AHE
FUMA SPSSPRO R LA Z R Ui I 5 A 5 F 5 IS 1 2 5 MEREAT ST A il . %5l
AR, TR T PUE N F IR S AR F RS R E R, T IEAN T3 7R I B SE B AR
XFEEPEAE T, DL P T30 04 70 A1 AR AT 58 B M, i Ja T o FH 98 ) 4 P AN SEE BT e AT 22 468

BT
5. BRE 0
5.1. EEBERSH

A5 AE Bl SPSSPRO FAF (1) HLIT-R 7 K 36 R 98 ) 5 Fh I 5 B RS AN 3E 5 1B RS 2 A7 AE R B
PRI 1.

Table 1. Result of chi-square test
=1L RHKRESR

S MRS it oL WP X2 P
= IEARS A IR
i TR 21 21 42
(Ereii7a 21 71 92
RET 13 39 52
Pearson /7t % 15.466 0.009"**
HIYTB 44 132 176
1T T 72 35 107
AR T B 7 7 14
it 178 305 483

a1 BFR, PAE =0.009, /T 0.05, R &I F IERASAEAE S IERA IR Z MAFE R EER.
TR & HES T, XA REERE SHPMEE LR DSHMEFEoRWEE. 8. &
SRTEALTE(S B FEAR A EAMST R, A AH FL 0, LR 52 A0 AR BRS0RH B

W R, A &K S RAZHEEFE, S 100%. HiGEAR R AR ORER. &
JRTY . FETE . AT R B&Td. RSSO HdERs, 1E 132 MR &,
A8 W) HAE BT, S 6.01%; A 48 W) A H 2 MBI, & 36.38%; 56
JTELRA R 3 MBI TR, LG 42.44%; 20 BT S LEAAEH 4 B R & UL B, S 15.17%. {8
TREEAIAE, 93.99%M ) il piFp & DL BB TR, BE T 2 RAST il T R e 1 S A s
FHIE(WLAE 2).

i1t SPSSPRO IS4, fEMEE N 132 ME/KTH, ZHRESEKTEIEH IR S E0E 392,
BN S PR EE TR AR S A A E . b, ST LT 141 Wk, o5 1 A TR S A 35.87%.
ERTBAAT TR I T 89 ¥k, 1 22.83%. RSB HIL T 43 %, 15 10.87%. M HIREILT 21
Wy M7 5.43%. MSCAGTIEHIL T 9k, & 2.17% (WL 3).
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Table 2. Frequency of pragmatic presupposition use in multimodal perfume advertising
F 2. BRESBKEBRIRAER IR

5 4 FHEMBIE  3MEADUE 2 MERTUE L FMER TR CIEA TR it
JEAN 20 56 48 8 0 132
Bt 15.17% 42.44% 36.38% 6.01% 0 100%
Table 3. Distribution of pragmatic suppositions
3. HEXERTRSIER
Tk A HELTH BTk 1T RT RE & o T AT R it
HILIRE 141 89 89 43 21 9 392
Bt 35.87% 22.83% 22.83% 10.87% 5.43% 2.17% 100%
52. BARRESIESEK  SPRHRA S

5.2.1. Hsar & RO E AR SR EE 14
1] 1:

Where would you call home. Home is everywhere, is every person nice meet. I can let go, boost myself, in the
moment, in the movement. As long as I go forward, I am home.

—Chloé Nomade Parfum by Chloé
2 3R BRSO A R AR, s T B NAETTTOE R _EX E B AESR . WS
THERE &

SRR S ABE 2 T RS0 ) A L SR AL, MRS T S A KA SC R B L SRS A R IR
“Home is everywhere” filt & 52 A% “ K7 ML EICANAL, T sedr™ Shohhe, BEHEA B f st mtE
e “FK” 5 “CHBRAE” @ALFREERE, it

(i)
meet” Fa5 “ NPRILBLARBIN " IR

“ne

45, SEHUE B RE % . T “Every person nice
B, 45

JUE AL R OIS

=]

WS, T dh

Figure 2. Screenshots of Chlo¢ Nomade Parfum
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S K RN BAEA A AT B . RIS S TR I IR S AT, SR Rl S N B 2k, 8 MUK H
FREFAR B3 IATE . “I can let go, boost myself” FH 74T T, FEEHEKITLAEARR AR, &7
BAG, BEATARRIRIUE, BN RS @i Wb, B i B A o 2 B E S0
518, W E WS, “As long as I go forward, I am home” PAZFSZRRIA TS “ ArdkEI @B i il
NEL, EIE F RS I E OB S R S B AR AR B R (. KR I B, Ak
i EAME R B, AT 5| 2 2 “ K BIRIR R MBI X — 0 F5K, BBk
N |5 CARRM, #d@ 6 BRwCei. 178 F. F8. RS RIS HRIT, SEULS B
(E M) =R ARE). WiKiE(ARILIHN 2 EHREN, B 7T 5 s BEME G T,

5.2.2. #@Mr-SREEY, WSIHMERMAH

1) 2: And you? What would you do for love?
—The new Eau de Parfum by MISS DIOR

FEE 3 XS, 2 3 A IR F « BRr ) N AR R & TS B KGR A At 2 ok, b
B RUREN — RAVEE MRS AR FEAT AR RS BE W R IL, ORI ARG
Ko TTEME R R KE Sia f9FKH (Chandelier) , X8k LA S 0GR AR Z AT 223808 T 15 BRI R
JEORUOT AR B AR BRI A58 T B AE BE G R e FREL, XA L EAMAEPIARFE AL £ Hix
Ja NN & XA K G “ And you? What would you do for love?” (1RWE? N1 %, R&fifth4? ), X—Wri
B F)IEE R Z W R TR 7 —FE S, BT O Z Ml %% 7. tk4h,  “What would you
do for love?” Tl “RFHEATZN” X —m AT HEM, &E5WRnESHEETERE R M “ 2%
AR Thae, H5w 75 RN, KE=BEEE—WMEAM(FRE R A RATI). 1BBRHE
(BRI ALk, %7 SR T EK S ZIE AR, BaX /KRR A e85 0 52 15 144
(it 5 o B B RO A & TR, TSGR 1O SR B S g, BRI ER . RIS, X
HHHAERS, @dHE, Wi, RIERIEFET, TR T M TR S FESRAs, B
T EMAEE, %G 7 Dior F/AKVE v AHMEMBRIITE G . T Frb i) 22 4 32 RUNDGS 2tk Sl S i
MIsEiE, BT —Foce s 5, EDEURH S5 2B R ot R B VR, AR TR I R Lot T
P EM . | il I s 20 AR B AR T IR B b KPR, 0 A8 A& 7K 5 AT BLIA 3 i) — M AR AS
WIEHH B BeSTH P = A LG, fF &2 A NBERI IR VRR . BRIk, X it sk, 4789,
AL BEETERNZ B S 2SS g, A AL S BN RT3 U RAESRT
157 o IX PP T A I P A R M SIS S R R 4 S 1R BN E R B 8O, S I T
A BN TR SZ AR QI EPE AR, A5 AR 5 o — I RF S R B A 2 AR A

5.2.3. #5EI BN Z KBRS

%) 3: A fragrance inviting you to discover the poetry and unsuspected beauty of nature.

—A Drop D’Issey Eau de Parfum by Issey Miyake

T (E HOREMEH TOEXMRREEE, RS TIRENEE AT =, BI=8—EREKT
RIRIGEHT . (CIPHZ ATE, HEH —MEAFN. TS RX SR MAE— P58 71X — T
FPEMEE . TS A EIEWT I, TR A A “poetry” (RFEK)FN “unsuspected beauty ” (AR E 1)
A3 S, TR T A /K B i SRR S5CRe v, e o A0 T ) B, )Y 2 B AR AL T A KRR
U R RE B o X PP AL I T A KA 2 — PP I8 B R, 102 — PP e IR TR 2 IR 3R I
IS S R e [FRS, TERBAEKS “poetry” (FREOEERIER, Wik T —MILZHMELR, FE
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IRAAL R —FpA N A, TR — MO ZIR BRI o X PRI 5 9 9 38 6 SR BE RN 2R IMME 18
RPN i “discover” (KRB, J7E T T — R SeEER R, RIVE P E @l H A KR K
PLEARIZE o XMTB L | — P T SRR I AT, IS 77 i AR S 7 R USRI AR . “Inviting
you to discover” TR | B FH K RIATE, BIIRZAUAR AR ITARR I HIR 2 36 XM P s il v 9%
HZ5IHEE G, MAMUREIIEZEE . & S5 RARBEIL, TR, et mirh
TRCEE, AMIG R 1 iR 51 7, [R5 Bl S B S ROR IR AR, A 2 i AE R
S5 3] 1 vk, FEREE S 2 R AT, S T SE AT R .

Figure 3. Screenshots of The New Eau de Parfum
& 3. B NEFRE KT SEE

Figure 4. Screenshots of A Drop D’Issey Eau de Parfum
4. ZE—HE—HEZKEEREKEEHE

DOI: 10.12677/ml.2025.135462 210 HACIE = %


https://doi.org/10.12677/ml.2025.135462

BEM, k%

5.24. BIAXHER, MMRILSFERES

%) 4. Every hero has a story to tell.
—Dior Homme Sport by Dior

WA (B 5)E R AP ERE « 8T BB F K AR R E 1 R 5, Al
£ CHrimiE ) 251 r i o oy i O At m 44, 8 AR AL S8 Ml T R 0B I8 30 5 B AR A e 1 B
FERALE B0, P “ A AWEN 7 o 55 FERAMRITY A SRR R st “ SR b & HIBUBU
Wi g % F) S P2 A DY 5 SO R AT BT, ) TG 1N SR SR A S D[RR R, R P K
SCARFENSG SRS BRI o ) B SRR R B T Dior FK BAIE LIS, SEME R
ANEE T i R R AL, XN 1 A KAGRE @it 5. |38 “Every hero” (xR AL i ( “ it
A ICHE” VMR T T BORRERE, W REALTE 9% B R SR SRR . IR A S T
PEACO BT IME, 3 KIS AR FEE . “story to tell” iX ) ifiia G SE T, BV D8 MEHS A FAMURR )
HMZ, RN T AR ERAEN” B EW, 45 5 SRR KA B,
WS K O “ H IR AT o BB RIS SRS AR, Bk

AR B B R
e man” and it's kind of all aboth a fascinating kind of art and sh a fascinating kind of art and s
Figure 5. Screenshots of Dior Homme Sport
Bl 5. @RS EpBKTEEE

6. &g

TR A A B A AR P i IS, B P EAE S ik . MR Bl = Fm bk, R gt
BT SRR S M. DL R, Oy 7 SEELE a E R ANHET ORI S A AR
5 REBART WiE F 2 B T BORBOH B AR TE T, USRS 7 dh s B, TR R BOs AR R R
W S| M ML AR RIS« I AR . | 1 3 I s f e 25 OB AN 5 2 BES R 5 1 I R C B
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SR b FAE) SZ AR A RIAE SR, AT STV 9 25 A BRI BT 5 AT R IR IE s, B SR R AR 4R
IR . FEIREL 132 KT E 1, 93.99% M3 KT 56 7 P FPak DL 1 (38 F 08 ok 2 307 dh
R 100%017 5 48EH 7B R, HA 6.01%0) &5 JAEH T —FIBHB®, 36.38%M HH T
PRFPE I PIBE, = Fp R DUFP LA b1l T 20l 4 T 42.44%F0 15.17%. BEF050 0T 7 75 Fhil Tk, &
FEHESLTE . BT, IREWE. TR SRR ST .. AR T8 KRG 5 TEE
MESETs . EST. AT AT AT ST A SO TR RIS {5 AT A T 7E 2
AT R R e, 0 PR TR S B 35.87%. 22.83% 5 22.83%, MR B T A =4k
FHEZL . ZESIERTRMEK T SEEEIURIIRE: 1\, e &Rt Hik, 2@
o T B P SR S S S B, s TRIERIL s =, B B P S A M
it SEER)TE XA VR AT: B E, 6 T B SO TR R P AR IR SIS R, IR E R R ) .
& H

2024 FETTARBBERHE R TR (SR L0 2 T IR B 1) 91 B A S B A AL A A
(024GXJK453).
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