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Abstract

This study focuses on the advertising slogans of mainstream fast-food brands. Employing a combi-
nation of quantitative and qualitative methods, it systematically analyzes the application character-
istics of fast-food advertising language at the syntactic level. In terms of word class selection, there
is a preference for the use of verbs, adjectives, and pronouns. Regarding sentence types, imperative
and declarative sentences dominate, supplemented by interrogative and exclamatory sentences,
forming a multi-layered communication model. Syntactically, structures such as negative interrog-
atives and rhetorical questions are commonly used to achieve presupposition guidance and goal
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orientation. The study further examines the pragmatic value of fast-food advertising language,
which is often realized through phonetic strategies such as stress and rhyme, as well as rhetorical
devices including antithesis, citation, and internet rhetoric variants. Finally, it summarizes its prac-
tical applications at the cognitive, behavioral, and relational levels, explaining how linguistic forms
serve as carriers of persuasive mechanisms. The study also provides an operable analytical frame-
work and theoretical support for research on fast-food advertising language.
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TR TR A S SEBR B « ASHIT TT R TE BRI T B Py Ah R 42 PR fh R R . 25T, IR
BRI A B B 7 W s AR SR B DT S (U . U A A5 AR IR AL i, SR 1] 2000 4 2
2024 5, LA )T E ARG 156 5%, MR PO RGN SR E . AR RR T R R
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(1) No One OutPizzas the Hut. (x4 Bt &)

#0172 No One (AN EATA) M VEE, |35 A FIATA SR E & —Fh A A, BLB RS2 A Out-
Pizzas (B LA &)@ “ WA + ShEl” QUEHHE, SRR B 5K A % U IBUEME : the Hut
(A A% 5) TSI AR RO S R &, RIS i AT 5 AR B .l “ e el + QEshia +
TlmAi” WHE, kG R b e
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i BEFEREMFRRE ARG AT = S i B B R L, (IR IR, AR T IR R RS UE R 2
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AR A (TG + LA + smAES), EiERIE R REDERIE; EiIE B0
NOHEENIE; FEEE S, ATRA VIR BRI U5 RGBS i B A W B
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(8) Aren’t you hungry for a Whopper? (iX# %)

i “Aren’tyou...?” &5y, BLRAJAETEE R A 45, (EAETE M BT 7 W Il E, Bl
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e, BERDE O AR, PLSISUrE G RNER T, IR DL s AR R, B
R 7 A S ], AR — R AR ZE L SRR A0NKD L TR am B I E SRR IR ZR .
I TS bIE B A, R RENS K AR EE R A T P O SR NI B B BB/ . N
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(10) What do you want in your sub? (35 =k)

DI I e R BE ] 7] 51 3 S A SO I R . BE 3R] “what” Bk Z 5K, TR BRI, S
SRIA AR CE HEE T RO SE R, AR RN E ).
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i, st
(18) Have It Your Way. (X & £)

ZAREY, “Have” 5 “Way” B FI TN (Jeev/ H/ei/JuEiEALl), [FIBT “Your Way” {E XU i
‘El

gify, fEIER) TREAWRE. ZMBEROEAMOEME 7O SR 50tk SRR, HiEiEE LA
W, AR R R B 2 A AR K.
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(19) I'm Lovin’ It. (% % %)

EARIETIE ] T NI T, “Lovin’” 5 “It7 LU R0/ SR, TERERTRITA T 22118
T A BAEDA “-in” A SR “it” MRS, B B FRERT R DR . X
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(21) It’s finger lickin® good. (4% %)
(22) 'm lovin’ it. (£ % %)

B LM IS “Its finger lickin® good” A4k, BAEFREEMN “EFRWL2%” , WHIAA
RS RS THE T SE I AR TS B AR AR R 245008 “T mlovin® it” BENTRAUE N RN BN “ 3R
BEX 7, MG T SO R EE ] AR RIA ST . SRAARE A ST RUSL Y b E R
mnE, R T, ThR” SSRGS, @B R S G MUE AL S A
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(=) AFREH
NI B 7 VT DI T SCHE SR ). MBI B Rk, FCID AR B,
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