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Abstract

Advertising is a typical one-way persuasive language communication activity. To achieve better com-
munication effects, advertisements often strategically violate the cooperative principles of conversa-
tion to generate conversational meanings. Based on Grice’s theory of cooperative principles, this pa-
per analyzes the deep meanings generated by different advertising phrases that violate the coopera-
tive principles, providing assistance for consumers to better understand the advertising phrases.
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