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Abstract

English commercial advertisements are important carriers of linguistic communication and have
deeply penetrated various scenarios of cross-cultural life. Based on the Conversational Implicature
Theory in pragmatics and H. P. Grice’s Cooperative Principle, combined with the Critical Discourse
Analysis (CDA) perspective, this study explores the core linguistic features, the generation logic of
conversational implicature and the special pragmatic effects of such advertisements by analyzing
typical cases of English commercial advertising slogans that violate the Cooperative Principle.
Meanwhile, combined with the research findings, it puts forward optimization suggestions for the
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pragmatic expression of English commercial advertisements, aiming to provide reference for the
research on advertising language in the field of English Applied Linguistics.
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1. 518

FEFS SCHAZIL H s A 2N JECRL & O s R SRR T TR, HiE 5 RIAm
QUBTYES LRk, e REE EREm Sh AR AR M R B . i) T A% O R SRAR WA, 2 1E
A BRI TR) P9 ATV 9 BV R 0, W A% 3 S o B, BETT A AT RO SE R M IR IX — oK,
b AR F R R IR F ROR G, TR O — R AR ARG A A e 5 1R SR A B SR A g i

AT TE M P S B A R, RS SCR ) 5 i S A AR IR ) SR B BEAT R S e M, IR AR T
Ja BB FI BB EL B SEBRAE R RUR o X — W FEREAE B B A TEE T T R T 4 5 A Bn i iR, )
A BB BIE IR T S I 8, R B e E R TIX T 55 B M RE 1, T PR IR S
SN

2. kRt

Bk EIES W — B E S % BRSO X BN R T GE SIES W
B HAEAE, A% 31 (Grice) &t A 1EJFE N 515 5 PRSI 88w TR OB AL, HOCT “ZIEiE
AR L TE 5 S0 MR, BONRRER) SRR E S B OCEMESL[1]. & (Leech) TEMLEEAL I, ARIVE. F)
P BRSBTS ES NSRRI EES T A0E BB S IE R 2].
A5 BiR 1b(Sperber & Wilson) [5G ER bt — D F & 1) S EH A, 5wl 5 S5 2 E 2 Hm
CNHITRIR” &R 26 5 S0 [3]. B A (Tanaka) B UK S BRES BB b 45 &, WF9E 7 96 H i
JoA TS R S e IR R, SR T R R SR T S R AR [4]

E A e BT 20 4l 80 4EAR, BEFEIBHFEILMTIN, SIERM BN 4T 515 5 1 E
TH. SEESCRHI S SR EE R E R A ERENR FHE ISR, X T &P RsE. B,
BROR S 5 7t A5 R [B] o T DUNAAE BRI A FE R 1) 45 oA P A BB 48 H e 2R o B A R e 1 1) —
TH[6]. B ER @ SiE R H BT WA, W T EERNE SR, A BT AL 7].
$2E 22T T R A E R TR SR T i s KBRS R R, I RAT N e AR SR A L
ANREFE A 22U B U 2E[8]. RSB Z MR, A HE A1 J5 UAH OGS E nl R s T+ 25 A 1
B AT ECIERRHE T ST O], AR, TRETREETE R RRMIR BE, R I G His F AR A
AP AR S E B RS, X O ey A A R A TR [10] s 22 B B 6 A% R AT
AT EARE, SRIAERT AR ST RS A VR R A S 1]

DA W T8 AR SE AR RS RAE ML) g 1, (H 2 A T RBIR MR, 90 HiER
AR BRIE FH BB 2208 B SCAE U AR B % SO 6 o RS TG 14 55 7 10, 79 3 — S0 ARt S 1) 25 T

DOI: 10.12677/ml.2026.142143 302 BURIE S 2


https://doi.org/10.12677/ml.2026.142143
http://creativecommons.org/licenses/by/4.0/

RUpZELS

JIBUE TR R B EE B ) i S A AR IR IR 2 2 pr s gt TR A, L <R - Thig”
XML TREZR, AR AR A 2 S 75 1 5 e S U 1 3 SCSE ML [12] o AR oK 55 28 it U SR £
R LS, 48 B SO 5T A RS 75 HOBTSE AGA R ST, AR SO M 9830 i 5 SC
ARG MRt 7 HESH[13], ERHAERFI I h RGURN T 5155 521 1F RN B N AESCER, TF
T T AR AL S ALk (O AL, B s UL SR At 1 SR PR SCHE[14]; BORUA I B
GV R AR S QU A SSBRL I LA SR R 1 el il B 4541 SR U 1) 5 B2 P 4 568 5 FO
G115 REFI[15] ARSCHET I LAY, 456 R Em S AR TR oK, 3 PSSR
JUE A TR, PEAE I ST NS SR R EE I, A BRI TR AR AR .

3. ERpESH
31 SERMEZLAR

H. Pk 3E 01 (H. P. Grice) i H! ) &1 J5 Il (Cooperative Principle)il Jy, HSzHl s IhHIE 522 0r, 2EBRX
T3 WA A5 [ 53 AR DY I T <
B (Maxim of Quantity): $RULAZBRATTH LB SR, BEABR NS, WAESIBEH TR

TUARAE R
i EEHE I (Maxim of Quality): f#i% Sk A 78 M IERESCERIGE R, AEMERNE, AR K
T = s

K ZUEN(Maxim of Relation): 1% 5 558 Fr F M EHAH G, BRI AT HLIAE;
77 S HEN (Maxim of Manner): FKIAFTEMW . k. T, BERME . BB HEL EERIRIR.

32. RIERMERS2EFX

FESEBR A bR, S RAVEE MR SR E VAR MUl E 2= A2RE R A EHEN(Cooperative
Maxims)i, /=41 A e LR EE R, BI21E & X (Conversational Implicature) [1]. Wri&# F&45 &
B S AP ], BV P R AR U ) LSRR

FEFECRNE &, BUEE RN FE BN AEBR T, it 2 EiE R G AR E I, 51552 A S - i = SR PR,
FENZ 51 E L. XM B s A A B TG 5852 OO S O B AR, AR
TRIL TSR 25 BRI EE, 1 5] ARCAIE TR E 0T (CDAYLA, At — D HEmE i) S5 GRS iR
TEA A S a2 4

4. BREEREMNBI EESH

IR S A BAR SR A, TE SR S I 1 A (CDA) L f R N At S & AR
JEI A SRR B, AT 5 AT IE R B i 0 35 SO S E R RO -

4.1. EREEEN

HOEAMEN ZOR T S ER M NEEAZ A, NI RE TR I HR. HSbd, 8o s
] RE /b UL B RHER B AT 2 DAL 5190 23 S0k, X Ad S AT 98 Jn AR AT 4 & 4 W A 18 R 1
AT RIS RSB AL PIIRIEE .

411 R#pEEEL
R ZREZOHBERMA IS, B S ST
it &

% B8, s FEREEEA
SBEHEAME B H, BEMERNR R O E . X RME BRIl R

[E:R=RAEh P =R S VR
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WAL IR = = K
%) 1: “Future. Driven.” (Tesla)

R Bl 42 i “Future. Driven.” (XM IAfL SIS S, W FH LIS, 7l
L B e BN S ORBE SRS K, fE R B R T BRI RO A AR Ry
W AR AT AT R B, (FEE B AR e oL S “ARKR” MISRER. A CDA HLA
A, EEE RS Rk, BT fPe b, RPN W RN mm RN A, 51
BN T EA 5%

5] 2: “Timeless luxury.” (Chanel)

Bl “Timeless luxury.” IX 5] 18 A B TR M AR 0, R0 3 Jb i i&ﬁ‘%%ﬁtﬂ% g, 1*
EEEBAK, £ bl 7 BEREN . IR ZEERNE B LR muma R4 R kS
Lji BB TR AL m i AR G . N CDA R0 HT, I TA M T “/ﬁf*ﬁ%%%ﬂﬂ%%ﬁlﬂﬁﬁﬁ};”
E‘J?%E?%, AT RER 20T 2 3 1) S 0 A pE SRR R N, b 5] S LA — e R R AN LG, A
AT S I ELAT 27

412. RENERLE
AT el A R B B SN AR AT, IR 2 LA RN R, e fE R
e bl 7. XA EE WS K, A Rl OB L 9 RS AL R R

%] 3: “Have it your way. Your way with beef. Your way with cheese. Your way with veggies. Your way—every way.”

(Burger King)

D E XA E RN O YR RERE “HE e ” Mspies, Ejasimd “mAn. mZt,
IR 55 5 € s R Z A%, AR T IAZO L ARTTRER, £ ERE bk 7 HBEEN.
HEaEREH SRR DB TREAETT AL DWGERITR” - M CDA ML, XU AREIE T REM B
B B EZE LM CERIML” i, SR RERERZIMS, WA ERRE LR
i ARSI, AR RS R REROR .

%] 4: “Everything you need. Need books? We have it. Need clothes? We have it. Need electronics? We have it. Need

anything? Amazon has it.” (Amazon)

Wi “Everything youneed.” R4 EIEAA/EH R NE EIUR, @ REDHIHE. KRk, BT~
R LR, FE— B R R BRI . RO BRI R S R A TWB TR SR
M CDAMMAE, Tl ICRD IR “ —uli LA &R KEEAE, BEIEsSrm e, & 555
B S RF LR iR e B 1 Fy A B

BN

JREAEN ZOR ) SRS HA e ks . B zﬁﬂ%%é‘% FEAG IR TR L5 BRI
HAR R, DARAZODSE R BT S X f A . IXRE L “AESL” MFRIE, AFEN T E R
HotALERREE R, SEIPUIAEIE A Ax.

4.2.1. Tk
X FETBOR T b DR A B AT T Bt B AL 5 19 S v ot 945 B9 94 3 S0 EDWLM B R 7 A D A 35

I
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LSRR 5 51 R ORTE . RRFIKZET L EIE, B RS fh 3 .
%) 5: “It doesn’t just tell time—it tells history.” (Rolex)

MEMFS RS, FRIZOIGERIRET, 57711 %% “It doesn’t just tell time—it tells history.”
HERFERE WRL” , SELAERE, BTEdSKFRERAREND. HEsaERGs “5
ARG I A, (SIS IRE S k. S (B, ) CDA AR, 1%
ik LM G NE: BFERS “SumbE. KEER” 95€, WnmEss e mnKa, FHNEE
R [ 44 MR 9

) 6: “Fights cavities like a shield. Protects every tooth, every day.” (Crest)

fEi% 1 “Fights cavities like a shield. Protects every tooth, every day.” X)) 584 F B B R AR “ )&
FRGT”  EFRRE “ATFP AN INSEPRIIRERTG B SIS B, 78— e FEE Rad s T i A
HESEHERE “Af bSOk Rzl Priram” , @S kib R A E AR W COAMMAE, EHH
T D AR, i “JERM” “Asdr” AR S RIBIF AR, W R 3 2™ R BE A -

4.2.2. B
Hay S Y S BR F) 7 SB EL ORI DA% e i R B 2, T RE S5V B B R IR SR, SR TERT H AR 2 AR
51070 XM LI E, Ay B I IS A% 3 i A

) 7: “Where dreams come true.” (Disney)

i+ Jé “Where dreams come true.” X)) EIBENATRE, SR AG RS A RIE “ b2 K
B, BTHAEEWOENERE, £ efE LERRREN . HEsEHare <t R i RElE
FEHICRAARLS 7, B BRI A6 S AR JE M . AN CDA WA 0T, ‘B JLEEBIEN S 3 K “R
K75 LRI ghE, FRPEEIE U SRRREBUR R AT, sene HE P R

] 8: “Come to where the flavor is. Marlboro Country.” (Marlboro)

FEBKT 418 “Come to where the flavor is. Marlboro Country.” BT “HEH2 27 XI5,
BT E R EAEN )RR, HEERERMAH ‘W EREEE Al MY A", @ B s
BRI E S . ) CDA MAE, E85th 7 WORE R R, S “HA B SR 9e, il
PrE, B EIRTESHE R T .

4.3. IR KXFEN

KAUEMER 518 57 @t . ShREE R OG. (HEfy) &R B 5= Mo s, Sl &t
BRI R KRS, 51 T E MR AR A IR AR . X Rh “REIER . WEXRER” 1Y
Weit, AR JfE i i RS A 07 3

) 9: “Just do it.” (Nike)

fif )58 “Just do it.” R—H LR AT S, WRIE SE8)7 & A8 B 5,
E—EfEE bl R RN K& BEELE T L8 — N BBATE. BRI MIN” P E
gk, EEEM GRS E R KIS . ) CDA MAE, &R Mm TRk S 5= E g e, ] Befdi
riH R AR AR MR R SR AR ZE, A R 1 R N S i S Y 9 51 3 B

5] 10: “The standard of the world.” (Cadillac)
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Jlidid 7 515 “The standard of the world.” KRB CBGRFERAY)gEEIE, f£—EBE LER IR
N, Hopa A R B N “ YU R v 5 TR Sy AR AU A B SE S 47, i R e A% 2 S A
s E Y. 454 COA MM AT AL, iZRkimd “ A brdE” A RERRME Suml A, B A Il
SR RE RS LR BT Y BB R RE R, AT REH T 2 I v g v o 7 SR St R R

4. BRAFHAEN

T AMENNZOR ) M . BB (HERD T 5 2R A B B BB SR THE 5 e,
SRICAZ L, 513 P B AR AR D R P S SGE b XA “ROBIL 7 RIS A0 H R, RS “ iR
B AL TR CR -

15 11: “The ultimate driving machine.” (BMW)

K41 “The ultimate driving machine.” AHBIHG “ &A% MVERIbRME, £ EREEE Fib o5 AUk
. HEaEmBE R “E e RN S 3AL” . )\ CDA MM H M, XMEHIRIE T HE T 5iiE
FIURE S s A AR S (LR AN [R) 55 SR 2 BAT AN AR, BEA BT AR 77 i BRI B ) AR
ReAE A U SR R RE EBNRL, A ) VS SOBOR B AR A% 38 XU 5 B AR R A0 1)

5] 12: “Good things come to those who wait.” (Guinness)

R4 1E “Good things come to those who wait.” 2R AHNTIHE, 5 M7 J& 1k 1 S B8 B 4%,
fE—E R Fid O A HEN . RS S B R S B N2 O IR, S Ea” M5 E. M CDA
MAE, XMIHERE TR E BRI RMTFB: B SR MG mR, 51588 BT
COBERRIE SR G, fE— e R R R CRERS USRI SERR ORI SEOCHRE R, FHASTRY SC Ak
S SR O AN B AN B E

%) 13: “Never hide.” (Ray-Ban)

BT H1E “Never hide.” fA7E— € B, ARBAHATE M K PHEAZ O DI RE, £ — @R R ik i 7 sCHEN
Hiag m R am SRR I E, XRERUETEMTALET 7 o (HIX s SCRIA AT BEAAE D i
T CBEAHXIRE CRIAME” RIEERNE, R BB PN, T S0 ThRE, FTRES]
T P BN R S 7 h SE R B A R, R — e R AN T RE AR I AL
5. it 5&M
i
Wi RGeS el S E R AR RG], IR E1EH RO Sk 5, B
—Fénllﬁ

ol

=

£
U

=, ERAE RS R ) AL EN, A AR AL O URR
’éﬁ:, A T SO MR R H by, R REIEE S R s 2 5 S U S OUR BE,
BEMHRTE) ™ AL IR L -
F=, WA EATWEN: GBS EREREACR, R ER R ISR EEE S EEE.

5.2. RILEEEREIN

521 T&EEAA
BEXFSESCRY) ™ 7 TR RO B R, AR AR IR IAEZE R R T SR
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Ho—, BN 558 AMETS S ROME, WAL IR TURARIEFER LN, &
GICRHER), SR “/DTiRE. ZMAR” .

H, EAEN: S5k, BT T B SRS S AN, B g ST R R AR K S 4t
ki, URAF SRS .

H=, RARUEN: WMRRABTFHES W IIREME SO BB s, 23 iR ng 75
P BRSO SCAR TS 5, 3 G 5 I 2

DY, gy RAEN]: B, B SCRIA T IR e ), St RS Dy Refk i, MBI RIR, PRSI
755 S AR AR
5.2.2. HEENA

T R TR AT SR R AR S B Re T, PRBE E SR A

B, BRSO RS RME B, ESCEG L P S Th R, DR BRSO EAE E

S, BRGNS SRR, SE RIS A 8 R

=, BEESCS SRR OL O S B, B RRERE, B LA AR NRR.

VU, BB FRR, MRS SO A e O L B Rk, IR LR R L RS .

5.2.3. (T EIL A
AR AT L 2 T R S B TR R, 5l S RIERRE:
i, HEET R, e A R SRR A T, AR T R
F, ENHOCTTE REIL NS, TS S EMA, AT RS B B
=, A B, BT EE S KRB E S, PR S AR, (R o
HRLA

Sk
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