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H E ALAGHELTFEHESFELLIMNES HREIIAEHA G, 44
BT SABHRKRES, TEESE LB A P EHIN L F @A A F
B, R E P RR SN A B R A, CRRAABN AFESEHGH
kR, XFARE, EAQ TSN EAR A8 R BT AR Bk R 8h F B 4k & G R,
FERYEERGENTY, FRPEREGREKRR RN, AXLER—FIEE,
st EAEATIR A P A EEMH R TR AZ R PELALAFEAGHER, ERHKE
AR 5,

KEIR: oS4, AEMA, KRB

The Role of Effective Communication in the Global Sales
Promotion of Chinese SME
—A Case Study on Alibaba International E-commerce Web-pages
MA Huigin YU Xing
(School of International Studies, University of International Business and Economics,
Beijing 100029, China)

Abstract: This essay is an attempt to demonstrate the role of effective communication in
promoting Chinese product and adding value to Chinese sales in the global market. It stresses that
marketing efforts targeting international buyers should remain culturally sensitive, be proficient in
English language and meticulous with wording. In an era of IT application and globalization,
upgrading and transformation of communicative skills are incumbent on marketing staff as
productivity relies more on knowledge and technical-intensiveness and the improved services
imbedded in the products. Service input, as a mode of soft power and new source of value-creating,
should be increased to complement factor endowment/advantage to form new competitive edge
against industrial competitors. Through case analysis and theory reviews relevant to business
communication, the writer aims to raise the awareness of communication effectiveness on the part of
Chinese enterprises, the important role played by brand recognition and the intellectual content embedded
in value-creation if they ever want to become truly competitive and global profitable players.

Key words: global sale; promotion; communication effectiveness; communication skill
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1. 518

2015 4, BHREFSFEFREREPIATE
DAL T “ BB+ FIMEE, ZE R
FCATE B T S2 G B BRI 2 — .
FHA N, “HBM+” SRHE 2 A BB
#FE, FIHGERBEHEA, EEBRKMNAG
FEEGATWIER ST EERRK, 5
HIATR BiE — Fh T A RS . BEE TLEAESS
HARKCERE, SREHTRARETHE
e, RAERRERLBEHEFRESH
Wild, XFERBEEEMFFE%ME 7 XL
ST HIRT 2R, MMERZSMERTK
& E i . 7EH P4k, B2B (Business-
to-Business) , 8 kX M2 [ E B R R
LR 45 3 A a e P R B E i
WEREYR; sh, EFEIMEREEG %
4 Google. MSN. Yahoo. AOL %. 7Ef5 E
MEFARKREMES K, ELZVNFAHFRLITF
WIMEIRR, TR LFRFETRAIFE Bix
rIfER.

TMEEPRR 58, FIERART ZE
R ANEHARZRRE S, N & 1 %
HRAFE SN E SRS . BT
AR 7 3 AR o 4T BAGR A RS F BB T
REESECWEY, WIREBEHERE, M
i EGEERF TSRO, Rl ™
mmIAER, £X4Ed EAAREZ &
BE, FEMESFEMLE TR R B,
EHAR AN FRETHA GRS,
S K7 R IE B ORIGIEE B T 3R
FIATT, BESCARNT T HARF R X TR
BALH, R H O BT I 3 (R U

2. XFBEERENHEN

R IFIIE & RIARE 2 LA R E R
Fhite YRR FTBNUT AR VA8 R T AR B
“HFgKm EA R 2RI, TR aRERE
FrEfr 7 BATHE M EE . ” (Regnolds &
Valentine, 2004: 70) X448 B 56 2 7 Rk
EEEE, REESNAHESD, FeeH %k
BAEE. Nk, ASCURT B EEE pR LK
B 2R b I W AE RO, X AT HE
HIMES T, B TR RS H s H 2 AR
FE 1 19 T 51 ML A B EM . Xt 4R
SERFMMK, REEHARHIEEHEN A

020

MV TR BE R — B I R Al v TR, =
ok o [ Al ) 7 RSN BUE N R AE E PR
YvaiE 7 .

A TR ARl Yl S S HERE AR TR = AR ESR
BT RS IEE, B AT S #IREE
MHEEREL . SRR, B HH IR
MMMLET S, FFXASESR 8C JEN .
(1) #EWRANIERE (correctness); (2) 7 ARIX
IEE (crushing Chinglish); (3) 2T A&
(concreteness); (4) H#H 5 (clarity);
(5) #ER%E| (considerateness); (6) fijif
B T (conciseness); (7) 47 3CALER (courtesy);
(8) 5HH{E#E (contemporariness) (% kM,
2006: 28) AT 55 XA FERIX 8C R AZS
8, DU Al i v ) 98 SO R AEAT 3
watE” A1 BARME” 7 EAEAE R B R GR

We have passed ISO9001 International
Quality System Certification, in the new years,
we will insist on “Quality first and Brand
manageme:nt”.(D

AR R RIEEN, FE . REEFR
FEAERMEREWRBRIEPRRA, N
%4 HIRAR IX — E PR E R B AR [A],  JF4E
XANE] G AR R i AR B AR . H
R, RFCPHGEERE (brand management),
LN EEA PR ML RRA 4.
EARENKI SRR S, FEAHPRAFHRK
AR EEGFEENER. XAFH “our
company”. “we will” FXiEERERAEN N
AV A FRERE A FR, AR, XFULER
AP OHARRE LSS ZRBR . RE
PRI 2 =] it B 3T 22 YRR B U AT BA R 5
FHIR, REGEGELE,

We had got approved by BSCI Official on
2015 May (DBID:349956). We now sell about
4,000-5,000 pairs/day online and another 2,500-
3,000 pairs/day by offline 30 HOBIBEAR
monopolized shops.®

8 A A FRNA <R E” R,
PA_E PR B FAE R A B AR A R A
HRBMBEBRABRROHE. §E 8
BB A 1 &R &% “BSCI Official” XA
HY, #—PEABREX—HENE URE
W, X R USTEER 1 A B 1R A B A
“BSCI Official” H4FK/2 “Business Social
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Compliance Initiative”, 18P T8 FH2
TAEHL, ERAREMFEEME> T
H, 2 BSCI B RGRFELEH S TE
e, BOITRP SRS T AR, X
AMAESE 2] BMER 2 8] B — ARG R A
9, ZEAERK “BSCI Official” fI5R B R
PR, MTTIE B 3 B 5 Bl 3 A A 2 %
Al —#2. NBEEAR, T
BRI AERE, XFEBEFETET ARH
EW, BEHE N B AR Xtz ARk B 4F ERAA
. kK, XEARENATELIL T LEE
LIEM SR, Ho “LTERE” —AREF
N “monopolize”. XTE P F M SCALTESE T
B 5 ik AR B 22T M R AN IE 435 4
B, BRI MES ER TR fiE,
mH RS TES, WEARAS LZEW, SBEFT
ZUEAG . EWFIRAR %L “franchised
shop/dealer/store”.

Besh, “FERZ U ERE RN, ENEE
B ERMMERBAR” (Mitchell ,
2009: 1). LAFE—BOCF B

[O] ur work attitude is result oriented and
high efficiency. By focusing on how to improve
our service to customer. We always pay close
attention to every steps of our customers’
orders...quick delivery, competitive prices and
perfect service.. ke

MBS STARBZ B B A BE SR 234, BAEIX K
Al B 7 Y A A A R AR A R 23—,
B S S B e SR A E L 5 T AR AR . 1%
AFBRARXTESTERIES R (result
oriented), #A AN —FHFFLAIENR . XFh “ME
SRR R REIRS H A ST A RN R o
RNEERN, WREERK “customer-oriented”
WERER HZ P —HRF ER, XFHE R
AL R E W EME AR B B SRS T
AT URBANT . F=, BHEAFBHEN
BH . “perfect” —ia] A RAL S A B ¢
X ], BERAESVAS A BRI
ZHkEE. BRBHEH TRE BRZE KA
A, XFPARE LR RAET R “5ERRS”
FEEEERARBETMRAERKE, EDOK
NHNESREER “5%R” THMAN—BR
EZRE. AT, AT HMEUA R AT {E A
e, SEEREMNEKEENAPREARH
T2 1] A DA i KRN . G SR X A E

FRY AL 25 40 3 S T R ) AR RE X A5 B i
HIAET Z AEHIiE, XA TESOCAEAMEAfE
LEEE TR, HRESZIIEE R
M, ERIRE.

MU EJUA BB T AR 1, XK
BEEA AR AR, XEFRER
AR AN RIE T B R B L D108 R
. T7F0 R EEEPRE RS KB, P EAe
b By P 35 A SO S A B R 5 TR A E (9
R LR . ERERRRIERRR, £
15 JEFR X ) LR IO I AR 2 R 5] 15 3 R Bk A
TETAANRENAN, EEXERKRE
ML EEE R “H T TR”, Ak
“HBRNM” MRS x4 fr, £1X
77 T 2 TERT 8] $6H 1] () RAE AR . R RIX L
HiREA LA ARERKER, A2/ fE
RIZETE N RE A TAE SR, T 4K
LB EHR AT LB ML R IE F R IR
SO ZE 5 BURBE S5 E IS JTARE 5 1R
FERIEET XS B bR i (9 SO A B ARG X 2
SRR, 7E58 a0 HEEX )\ 205 Ji A6 2 3
AT UHR IS IR, X TIREHEEES
RE71, MFEFE AL AR 5 AT LA i 515
R SR RBAR AR 2% R RAT Mk B S SC BRI HF
Z UM, FEEFZAR L ER R,

3. MEEHSAYDER B EN

N it R TR i 488 L RS 7 T
MEERERE, LRLKERS GRS
BRI EABDERRTE S ma e, EE
—Serh 5 T AR AT TS Sh A R
A7, EEElRmERM, ARk ZERY
FRT#HaART%. RO RE, RER
BT, FREER RN T H R H A [ i A
HET, WpMiAaREREE. B TERE
e ERERAEE, +EeEREFR
5 AR A T E B R R . 7E LR
R, AR AR AN AL S R
M5 ERMEEHANRDEHAE. TR
ERZTTHE K, & EAER SR T
A = HER T, WEEFRTHMMERE
ZREREAS. MEBRTE, SEMBE
BER AL AE B B RO BN Bl RO T
FEFAT, TIHEERES K ESR RS R4
BERAEEZ ZERRHEZ—. BT elbE
FEEARAXMEERR, EHEHLRK

¢3c



LEF T 2 AN EHETAHBRESHN

WEHNBRHRE. AEZdEd, €FH
WP AR S BRI E R, k%
RHEFEHRNZERSMSIEMN, HFRT
FEam—EREM TR, BT R
WEE. B, 127} i A W v,
By ek i 55 A B o P B A B R —
ACHE AR . T T “just do it” A 8
BAEGWME, XA 05— E R H
5 B AR T ) —TH] o Bl ek 3K 347 2 R
f i, HE %A “impossible is nothing” M f&
T —Fh g A0 PR A T RS . WX e
W EER IR AT R, B — KRR
A, XL R TN TESZOR Y, B
THE&REXWThEE, THE T AR
XPE I B B T TR — ARThRE,
H AR =M 2 K E R . i
R+ RKeshEHLIEBE, PELREE
& LR EBRAZ EEEERT, ZFTERM
LZEFEREZ—, FEMEEHIE BB
TR S, BEIREEERSE AR E
Frtfr, EFEREAN. HILAT R, HI)
i Ml A B i R R SR A 5 5 B A
e LR B IEE T A R — R E LA
£ T NAIHLE R & AEFH B XHEHA
M IR MR R4 R R A R 2 1) A B
ZEEmZ K.

teAh, WMERERRTS, EPEE. BEER
HEFRWFEE S TR SA = ERAEX
THEAFHRMNY, ZERKEERES
BRALZ ML B2 5 A I 7K S i G M AR )
TR T Bk, RAHME G A B
7 e i i 2 B RELIBCE R R B A g o [ Al SR
WRACER TAFRFENME. PEA
B A7 R B N TR BT IR B /7. R4 EEA
FENLEAERIE—HZ 20, ERAN 4Rk P&
REHEZNAZRAENES . ERGIFER
Fr 2z KT R IR T E 25 S i &
. FHEEHF TAEARZAU R R T HBAR
HERE A TERE, X ANE RS LA
iz EE ., BF LERAL, K “K
RS ” CEEHE, 2011: 2) DMEER XM
EEEERIEER. EHERTERFRERH
AHEEIE S RIERAREERR, EHXMN
PLiZEAR R R BB, InsREs X AZ BRI R,
AL AE B A AR Rt A 4 B AR,
AR B N BHE B A 1E & IH 9,

'41

AT S B o [ H 7 i B 388 8 A R 2 R K
e, MEMESEN LwES. BRTREE™
BB, R %5
BRRGR, IR b B B A0 BE BN,
I 7 B SO AR R 5] A1, AT
i e B 7 A O B PR S, 0 e R A (X
HE[:N DAY

4. RERERFASHBRRNEES

MUAERF AN MR LAEH, FE
ANV R R A R AN 22, AR B i R Ve i T
AR S . XSBAWEEKRTS EE
ERERRBES AR LS RER.
Fnz E A RAT ks> KBRS, A
FE R W 1t 1t R 4T o B A ) 25 A A Mk A 4 )
MWHIRR, ERITW A UM AT ERR
BBt TR S, XERFEN A S S
R. UMEBRS ANIZ 0K B2B HEFE, H
FHRENTHE, ExMHEtES, KigHEE,
Wi KR AE B A%, B AN B S R R AL
SEREME. SEHTIHIABRKIMEL,
ETFX—FL ERRKFRSERABHRA
17, R “SEER” KRR, BEBLTHE
FEN R BIRME PO HiLA TR LS.

“HELVENR. BRL. BEEYL. Tk
REE (HFHEE) AMKES L5
BAR” (RAHE, 2010: 201), HBEMFHEH
BB EATFRARAE RN, BHEE
fods. RE, RS, REMESLERE
fim LSS, KR RENRT “AREE” WA
kg, INRXFE SRR, SRR RS B
ANIE, BRZOLRESN, FREEMEINE
Frhuhfa iR, KERE. ESEHE T,
A FREXMIFR T HEEHNRBARE /7,
e A= 5 B ARTE A IR S E R
T REEER, RASWKHENGES;
A4k 7 1 R AR S A AR E R E R S
EFRLE, REEHARKRMETIEE, H
TEH 1) ) T R HE R b 1) 25 P AR B A B
iR E bR, HEMIIKIAR, itk
PR BRI BeAR A S, FH b B i R
KAEPRER . EM GRS IR Lo
EHEEMAEBARAHEGEEBESE
FF. BOLEE. AXERFMRFZEIR, HE
RikH. EEAEXFCMEL, “SUUEB#F
B, MRANETIEXARBEM EAMFEE
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HEXANCIEEEE, EEEERER”
(HEH, 2006: 46), XFEA fEEA B A
WIHRE, HERRESA REBRE, EH
A T RE S S

X T FASETE T A0 E 4 1 TR AT 12K
Y, RV IR R A7 A [ 1) R T DAE
FEMSE /LI, REEFHFEFR, HWiE
SEFHERRE G, RIEERAT, A
XX RERE TR, A BiniEd B m
ik Ty AR BHE T IE(E B BT %%
%, ML T HENE, e TR
R RRRUR . HERM BRI R IA S5 B
BB B LRI, X HME B PRI
b2 AT LAS 25 T [ 5K A SR s el Al Y
T, XPERUAGERLE ST AR, B S HE
BB H bR OIE S, R B AR X
B XA NEZEMGUUR, iR
MIREST, FITEAETH 228 HOIE 5 BOREEE AT
HEPE, EZPTRNE, NESHE
FE M A2 5 A1F 25 3 B P 4 h 3 52

B RS AR 5 R B Ak, SR
t/Ngr — B e BRI . PTEEE. 3
BREEUR. [ & 55 A T 6 B B Ak
RETHRAZ KT G, FREZHEEKTE
3. BT AR ALEERAE, X
IRl Y SESEXTT AL AT, L)
MHMEMHE, R R{E BRI RAE LT
AR, X TR E BRI MR
W, XHEE LT EMNTSSBRES
EETTRAM KR EH, EEFKSL
) il ] P T 35 BRI SR A A B 1) B 5 22 LA
WKL HAF e . YT B 87 b 4544 1] B
HEHAR, BATEER R P EMR A
R, FFAEAN A BE R T 4R AT RE A et 7
% ATEBRAER “RELE”. “RERE
47, “FBROET RBE T LR REECR
BEALAT L. XT4EFT. FAl T ERARX A
Mg R R AR E K.

ERIAGIF AT MR A, AR
RRRTIESE, HHEr, pnlE%eRm
FHRIIRAE, BUATCALLESN F2E 5
EIXFAR B TAEE RO LS, ik
BERSNE S H RS2 2 B Al B3R
AT B R R LR AR RS, RATEIRE E 2 1
R, ZBPRMME%EK EiFBsh. REF
HIBE R SRR IEETE S A, ATA

BEHERG, RENTESF7; Xl R,
& VIP HA%E: SBEANEREHKN, £
M IEREER. XX RERIRE
RiEfs, &2F “BA®IK, RAEEK” B
R vEh, YIS ERASBLR R B i ) 7k
AVrRE, LMEM ATEFRH LR AR .

B S BEFRAET SAE A R ) B
P, SEERERE RSB R, MM
FEGE BT . o B 7= Sk At 5 RL% 5 £ Hh5R
HEAR. RE X, XTENMLERE T
EREMER. M ERR R T,
BN R SCERHAR R 5 R IR ER, Xt
B AT AEWR “RE” &%, HIREHT
JRR BB A AR &AL 5 R
HE 7 ) 2 B A B SR U 4T LA [B1 A i
B, T CABLERR” MM ES BT K
R ECNTNREFREE” BFEZER, RE
EE A 31 e B o) A1 B1 5 B SR B A
. ERAHSCEREM, &K MILE
TN ZE T %, MIEEE K EAT LK R s
A E AL MR R IR E T AT LB 8
FANCARIE S R, HBE RN B AR SLBR N
PABE M I g, IR IR 4 B AR R e v B K
LR, R ELBRMNAKESRE, 3t
BZHES, SEMGBLEIERRATAER
vgiE At E R EA L EERRAEE
I BB E X

5. &t

LR EPTIR, kX ShE TR A Ak
T B s Hh [ R BB RE M AR, RE0L
TRV SCR RS R — e A bR
T /N A E B R AR R R, {E
1351l AR S Molk 2 FEALA
B, MRGURK ML E & EREGEEES
RANBEFXBREKT, FXENE, 8
BT, AMEHRAWERRKZ
SCA, H B iRiEE BRSO R RAMRAT,
R AT 7= S BT o o B ) 3 2 1 [ B
W37, Bk T ARAR TR EEERZI,
A3 75 B3 2 v IR 9% X 7 i 1L F) TR
R, BHEELBSRIEENE, UEAMNIINE
CEREE TN P i

pE P
@ http://huanniao.en.alibaba.com/company _profile.html.

.5.
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® hittp://shoe.en.alibaba.com/company_profile.html.
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An Analysis of E-commerce Retailers’ Pragmatic Identity
Construction in Speech Act Perspective
SONG Kai

(School of International Studies, University of International Business and Economics,
Beijing 100029, China)

Abstract: The thesis analyzes the application of apology speech act, the framework of speech
act sequence, and the image building of electric business sellers in the replies to negative comments
in Tianmao. Firstly, the thesis uses corpus method to extract apologizing words in the replying texts,
figures out the three main features, and analyzes its function in image building. Then, the paper
concludes a typical speech act sequence for apologizing replies, thus discovering a apologizing reply
pattern that can be effectively applied in electric business communication. At last, the thesis
discusses the construction of pragmatic identity in the perspective of Tianmao sellers’ communicative
purpose.

Key words: replies to negative comments in Tianmao; apology speech act; construction of
pragmatic identity
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2. XHEKEGAR

2.1 ERAHKEEN

541 (identity) [FAR— M2 8E,
BAREFMEERS: —MEEZHATL,
INA S0 R AR 2 A E A E AR
%, BHHWERFEEN, ThHESFNDERFA
B, AR, Se¥f) (Hall, 1992); H—Fh
RIEMARKASEME WA, INAS 7
AR R A 92 (Graham, 2007), Fik
I — 22 B 2 FE AN [ 38 B 34 5% v v] PR A A )
K& 4 (Ho, 20105 FRHFT{=, 2013). BEES
B RKEEH AN ERRER, £THS
B E IR S HIEET R, mRAEH¥
SRRz — (BRFT, 2013; BRETE,
2014; falfar. BR¥FT4-, 2015).

EH S R EN S SR EES R
AL ERBER, FHEIEERZRTE)
SHE (FH, 2013). ¥iEAKIEH &4
AR AR EE R IR R R, ol
HIEEM (8D FESHTFERRIHK (de
Fina et al., 2006; RJE®. FRE{, 2013;
ffii. BREAZ, 2015). F, EHSGHES
TRAREME . ImET . BhastE. AT, B
VR, FMMEERE (BR¥F1, 2013).

MEFri= (2013, 2014) RH, ERHY¥
MATHRSHMAKKREZ —, &R
Pr& . MR 5 0 AR — i R B R
(illocutionary resource) BX{THBHYH (transactional
resource), %5 ZAZ BRAE WA I i 1E R LR
WERFER S, NTERRZRFRER. X—
WA E R LT Goffman (1959) Mt
JEARWT KRR -

HEl, EHZNA TR SO HRTT R
% HHEEE . VIEE A EEE S (R
Ak, 2013). RASH (2013) ¥ HE & EH
FIH G N R H K VLGB (Antaki &
Widdicombe, 1998; Higgins, 2007; 7% /& .
MRFr, 2013) RIS SCA S E PRI
MG B R X EAFEEEIEIET R (BE
¥, 2006; {L¥, 2012) FMFHEEEPHR.
MM EF RS RWEF R, FEREA

.8 .

AR S ANF4HE (van De Mieroop, 2005;
2007; 2008 = 24 % 51 1] 18 FH S g 3 (5%
A BRF, 2013) BLEMEE EXR G
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AR I IESLERI ER, BRI FIE
B EEH S E S, KRR,
W U4 R k.

KFAEIE LB ] A3 b & 118 &
¥, BEFC (2013) fERTABFFLEGL B, #&
HIiEMSERE . B ERE. ERME. 1EEA
. EEAR. FET R RIFE. B%E
B OCIER. BERE. BIESRESE
i EEE TN, HTHEERSm. K,
BIBATAEREEEERY—MT N, Bl
NEOXN TSGR EIEITA, WEIERS
o ASCH EBERETIBTANA TR
EHERHE.
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Austin (1962) S BT ANS A E AT
A (locutionary). & #MTA (illocutionary)
M E4TA (perlocutionary), HAFFIMTH
X4y AaFp: EiRAE (representatives). f&
A~ (directives). &K #F (commissives)
1A (expressives) FIEH I (declarations)
(Searle, 1969). EMRERIERFTIET N —
B, RIET —FMURiEEKERRE. EHF
BEH, BT A E S PSS G R KA
RERFSHER, HEKSIETHEZR
F/AFFiEHK (public apology). FTiEAFFiE
W, MELERETHH RN TEBE
TAFHE, HEAFGHEMEE LRI
Hk (Ancarno, 2015).

P 9% 15 455 [ ) B2 SR AE K = 1R AT A E A
1% F B 0E B8 A s LS ZE K H /Y
TEHK ) B R A2 B0 T 1 S VRO I RS
ZARMIAH (Scher & Darley, 1997; Struthers
etal, 2008), HiKJy thd R HEEAETIE
FANE R Z J5 87 1% (Exline et al., 2007).
BHIRGE, EHEETANHERB T
RAEBRTAFEL S ERT XA ZRRR
MR HEMRERZRRWIT X RERHIRE
S, TR R R SE A RS bR R A (R,
2004). FERIFES S, BT B RAA B
BEHRBEESR P RRR, SFHIER
EEAEmE, HA# P REBERS.

1R 2 %38 0 Ja WHE I S BT A A RGER
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A2 e S T B R L PR — 1 Ok B e 11 141 B o 7
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