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Advertising is an important social phenomenon in the
global-economic time and information age. They are closely
connected with social economy, enterprise development, market
exploitation, foreign trade and people’s daily life. The language of
advertising is basically persuasive. Therefore, all possible means,
linguistic or non-linguistic, have been adopted by advertisers to serve

the purpose of advertising. As a very important topic in linguistics,
especially in pragmatics,” presupposition is frequently employed in
order to enhance the effects of persuasion in advertisements because
of its own special properties and characteristics.

This chapter gives a tentative analysis of pragmatic
presupposition in advertising language by referring to the historical
background and theoretical background of the study of presupposition.
Due to the complex relations between presupposition and advertising
language, the author adopts a qualitative method to expound and
analyze the functions that pragmatic presupposition has in advertising
language from four macroscopic angles: presupposition and the form
of advertising language, presupposition and the discourse of
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advertising, presupposition and the information of advertising,
presupposition and the market strategies of advertising. The study
shows that pragmatic-presupposition is closely connected with these
four aspects and has both linguistic and pragmatic functions, which
are presented as following:

1) Pragmatic presupposition leads to the brevity and diversity of
advertising language.

2) Pragmatic presupposition perfects the macrostructure and
contributes to the coherence of advertising discourse.

3) Pragmatic presupposition enriches the advertisement
information and enhances the quality of advertisement information
communication.

4) Pragmatic presupposition serves the implementation of the
market strategies of advertising in that it has leading function,
concealment function, self-protection and euphemism functions and
that it can make the advertising language humorous and shorten the
distance between advertisers and the advertisement recipients.

Presupposition is an important component of the overall message
in advertising and plays an irreplaceable part in fulfilling the ultimate
purp‘oses of advertising,

The study in this chapter is implicational both practically and
theoretically. Practically, this study can give theoretical guidance to
the applying of presupposition in advertising language and help
advertisers create more scientific and attractive designing of
advertisements in order to achieve their final goal of persuading the
potential consumers to buy the products or services advertised.
Theoretically, it might shed light on the significance of presupposition,
and enrich the understanding of presupposition and the study of

3
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advertising language.

1.2 Introduction

1.1.1 Importance of Advertising

Advertising is ubiquitous in our lives. It has become part of
everyday life and we are all exposed to various kinds of
advertisements—on radio and television, in newspapers and
magazines, on city streets and buses, and even on computer screens
and mobile phoneé. In today’s age of mass production and fierce
competition for markets, advertising has also become an essential
means for advertisers to make their products or services publicly
known and ultimately to move consumers to buy and keep buying
their goods or services. It is self-evident that advertisements play a
very important role in modern society. National economy needs
advertisements for its development. Enterprises need advertisements
for inter-enterprise competition, market occupation and sale
promotion. People generally need advertisements for help in choosing
commodities and for the enrichment of spiritual life. Therefore, it is
no exaggeration to say that our life is more or less influenced and
even changed by so much advertising around us in modern societies.

Advertising takes many forms, but in most of them language is
of crucial importance. Whether one examines advertising as a means
of communications, as an influence to sales, as a pattern of marketing,
or as a currently fast-developing industry, he is unlikely to ignore the
effectiveness and persuasiveness in its language use. Admittedly,
visual content and design in advertising have a very great impact on

4
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consumers, but it is language that helps people to identify a product
and remember it. Therefore, the choice of language to convey specific
messages with the intention of influencing people is vitally important.
Clever advertisers will not fail to consider the power and strategies of
the language they employ.

1.1.2 Research Issue and Significance of the Study

Because of the important role advertisements play in nowadays
society, a lot of scholars (Leech, 1966; Vestergaard & Schroder, 1985;
Huang Guowen, 2002, etc.) have been making studies on advertising
language from different aspects in order to find out the features of
advertising language and to get insight into both producing and
understanding advertisements. Among these studies, pragmatics is one
of the perspective from which some scholars (Peccei, 1999; Goddard,
1998; Chen Xinren, 1998, etc.) conduct their research into the
advertising language.

Pragmatics is the “study of the relationship between linguistic
forms and the users of those forms™ (Yule, 1996:4) and it is “the study
of relation of signs to interpreters” (Levinson, 1983:1), This definition
can be interpreted as that pragmatics concerns not only about
language users’ intended meaning, their assumptions, their purposes
and goals, and the kinds of actions that they are performing when they
are speaking, but also the way in which people understand the
language. Coincidently, advertising is an activity involving both the
attempts, the strategies of the advertisers and the ways in which the
advertisement recipients interpret and understand the advertisement.
The feasibility of applying theories of pragmatics to the analysis of
advertising language is also determined by the characteristics of
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advertising language. According to Pateman, advertisements are
“rarely identified in isolation and retrospectively but rather they are
identified in a context where they have anticipated” (qtd in Tanaka,
1994:7-8). Linguistic knowledge alone, as a result, is far from enough
for readers to successfully interpret an advertisement. They should at
the same time have knowledge about the physical and social contexts
of the advertisement, such as the advertiser’s intention and the
product advertised, because it is necessary to their interpretation of
what the advertiser means by a given utterance. Therefore, studying
the advertising language from the angle of pragmatics is an
appropriate choice. And one of the pragmatic notions—presupposition
is chosen as the entering point to the studies of advertising language
by some scholars (Peccei, 1999; Goddard, 1998; Chen Xinren, 1998;
Guo Fuhui, 2001).

However, at the present time, presupposition as a very familiar
phenomenon in advertisements has not aroused enough attention from
people, not to speak of its important roles in advertisements. As far as
I know, there have not been many academic works devoting entirely
in the analysis of presupposition phenomena in advertising language
though there might be some sparing a few pages to touch upon them
(Peccei, 1999; Goddard, 1998; Chen Xinren, 1998; Guo Fuhui, 2001).
Therefore, this study will give an analysis of presuppositional
phenomena and the functions of pragmatic presupposition in
advertising language. The author hopes that this study can give
theoretical guidance to the applying and understanding of
presupposition in advertising language, and throw some light on both
presupposition and advertising language. She also hopes that it can
help advertisers create better designing of advertisements in order to
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