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Foreword

Dr. Fan Yagang has chosen for his academic work a topic
that would seem to be of special importance at this point in
China’s history. As China develops its economy and as Chinese
advertisers learn how to market their products effectively, there
is an urgent need for the theoretical study of the language of
advertising.

As shown in the bibliography, this is a field of study which
in the West has a history of more than thirty years but, as the
author says, “in China (it} is still in its infancy”. As a further
point, he says, “advertising in China has not gained its academic
status ”. It is high time that linguists in China applied their
theoretical insights not only to academic subjects such as
literature but also to the world of commerce outside academic
walls.

To this Western reader, the topic was intrinsically
interesting as a comparison of Chinese and Western cultures and
values. Dr. Fan Yagang has read widely in order to prepare for
this book, including in advertising and marketing, linguistics,
communication, semiotics and culture. Based on his study, he
has developed the “C+A” Model of Advertising Language (“C"
= central messages and “A” = additional messages). He points

out that “little work has been done on providing an overall
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framework for advertising analysis ” because many previous
studies “are just limited to a certain disciplinary perspective”. He
therefore offers his original “C+ A" model “as the starting point
and guiding principle to investigate how the messages (in
advertising) are realized in linguistic forms and how they are
interpreted by consumers”,

Chapter [ is mainly a literature review and in Chapter 1
the “C+ A” Model is proposed. Chapters 1, N and V are the
main body of the book, in which the author discusses the three
main avenues of his research: a message study, a linguistic
realization study and a message comprehension study. This
reader was particularly interested in the message study in which
there was a content study of Chinese and American print ads, the
results showing that there is a common existence of “C+A” in
all the ads but a variation of quantity in different cultures. In the
message comprehension study a questionnaire was given to
Chinese and Western students. the results revealing that people
from different cultures comprehend not only “A” differently but
also “C”. The author states that his model can remind us to
balance “C”+“A" in advertising analysis. Dr. Fan Yagang has
used both qualitative and quantitative approaches in his research
that would seem to validate his arguments. His questionnaire is
well designed. His database — print ads — seems to be adequate
for the purposes of this research. Such a solid factual basis has
produced an excellent foundation for the development of
advertising studies in China,

The book is written in an appropriate academic register and

is well presented. As a manifestation of his comprehensive
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approach, the bibliography is particularly beneficial in its
breadth of academic perspectives and coverage from both

Western and Chinese viewpoints.

Betty Barr
Shanghai International Studies University
Shanghai, P, R. China
June, 2000



Preface

The development of the study of advertising follows three
macro-trends: ianguage, language + context, and message +
language + context. My project investigates the third macro-
trend.

As in previous studies of the advertising industry,
advertising, as a special form of communication, has its own
particular model in terms of message organization and
communicative routine.

Drawing on perspectives from a variety of disciplines such as
communication theory, semiotics, functional grammar and
pragmatics, this study begins with the formulation of a “C+A”
model, which consists of three major elements: “C” is the
central, objective message about the product or service being
promoted; “A” refers to the additional, evaluative message,
which is transformed from “C?*; the last element is the
persuasive intention loaded in the model.

The “C+ A” model is not a message model but an entrance
or an approach towards the study of advertising language. Tt
differs from the previous classification of advertising messages in
that it identifies primary and secondary messages and forms a
sharp contrast with the taxonomy of factual and evaluative

advertising. It suggests that every ad should be a combination of
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“C" and “A," and that whether “C” and “A" are opaque or plain
is not important. The key contention of this book is that the
advertiser’s motivation does not reside in “C” itself, and what s/
he strives to do is find various expressions for “A” in “C.” In
other words, the advertiser’s ulterior motive is to foresee and
create all kinds of “A,"” directly and indirectly, from “C."”

The “C” 4+ “A” model stems from three main avenues of
research in this project: message, linguistic realization and
message comprehension studies. In the message study, I have
examined the actual creation of “C+A” in Chinese and American
print ads (Chinese n=300; American n=300) by conducting a
content analysis with regard to “C” and “A. ” The results of this
study indicate that there is a general trend toward the “C+ A"
framework in both Chinese and American print advertising even
though the mean ratios of “C” to “A™ are different between the
two groups ads. This study supports the hypothesis that there is
a “C+ A” model in advertising as well as variations in the
quantities of “C” and “A” in respect to the different cultures. In
the linguistic realization study, 1 have analyzed how advertisers
try to resolve or blur some contradictions or paradoxes in
advertising such as objectivity vs. subjectivity, fact vs. puffery,
exposure vs. disguise, amiability vs. indifference and foreground
vs. background in an attempt to illustrate how linguistic
realizations themselves can yield additional “A” as a persuasive
catalyst. The analysis of double grammatical roles and message
weight might shed light on the creation of extra “A” by linguistic
realizations. A double grammatical role could blur objectivity

and subjectivity while message weight could serve as an
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important device to convey interpersonal feelings. In the message
comprehension study, 416 university students (Chinese n=206;
Western n=210) from different cultures were chosen as subjects
to answer a questionnaire with 8 “C"-centered and 4 “A"-
centered ad sentences or passages as well as 4 brand names for
two kinds of products. The subjects were asked to make extra-
literal message expansion and elaboration or connotation
preferences from the examples in the questionnaire. The results
of this study show that people from different cultures
comprehend not only “A” differently but also “C” differently. It
seems that the findings warn against the idea that linguistic
realizations of “C” are universally accepted in the same way and
thus can be neglected in intercultural ad writing or translation.
The results also reveal that the connotations or associative
meaning of brand names might determine brand preference in a
certain way.

In brief, the “C+ A" model is not a hard-and-fast rule but a
means of understanding the treatment of advertising language in
the field of advertising. It can remind us not to give priority only

to “A” but to balance “C” and “A" in ad analysis as well as ad

writing.
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Chapter I Introduction

With the further development of reform and opening to the
outside world, a unified and open socialist market economy is
taking shape progressively in China. The growing importance of
China’s economic activity 1o the world economy is becoming
more evident daily. Advertising., as a fundamen:al ingredient of
a market economy and the free enterprise system, is showing its
exuberant vitality and its propaganda power. It will go deep into
many aspects of our lives and influence the speed of economic
development and everyone living and working in our society.

In recent years the advertisements that we have all been
exposed to, no matter whether in Chinese or in foreign
languages, have aroused great interest from different fields such
as sociology, psychology, economics, aesthetics and linguistics
as a subject for scholarly research. However, the depth and
scope of the research on them lag far behind the situations of
economic construction and reform. Moreover, advertising in
China has not gained its academic status., Among the researches
on advertising, the study of advertising language is scarce and
superficial. Many articles and works on it tend to do rhetorical
analysis rather than probe into it from the angles of linguistics
and communication (Cao, 1992; 1994). As a matter of fact, the

use of language in advertising has its own model and patterns,
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which have more regard for persuasive effects and communicative
functions than the rhetorical devices themselves. All linguistic
realizations serve the messages conveyed.

As a phenomenon of the market economy we look at
advertising as something new but in developed capitalist
countries it is rather mature. The systematic study of it in the
West has a history of more than thirty years. In contrast, the
study of it in China is still in its infancy. Now it is urgent for us
to have a systematic study of it with theories guiding our
research, but where shall we start? Do we need the experience of
the studies on advertising language in capitalist countries? In my
opinion, it is necessary to have a thorough study of their findings
on advertising in order to know where they are and where we
shall go and then try to find the areas which are not thoroughly
explored and do some comparative analysis and further
explorations. This study is guided by these dominant ideas. It is
based on the theoretical ground of their findings and concentrates
on the areas which the previous studies have not explored
completely, that is, the relationship between what is said in ads,
how it is expressed and how people comprehend it.

Then what can advertisers do with the ad and what can
consumers get from it during the advertising communication?
These questions touch its form as well as its content. Many
studies on advertising language either focus on its form or on its
content, but few studies examine it as a combination of the two.
This study joins messages and linguistic forms and functions as a
whole, regarding advertising language as the vehicle of messages

loaded with persuasive intentions. It also sees advertising



