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These verbs are most useful and clearest meaning in English adver—
tising. They have different meaning, but they are all used to show the re-
lation between advertising and consumer, such as have, get, give, buy
keep mainly express possession of certain product; see, take, taste, use
express action and process of using certain product; and like, love express
favorable degree of consumer to certain product.

2.3 pronoun

Pronoun is divided into personal pronoun and indefinite pronoun.
Here, I’ d like to talk about their special function in advertisement.

Firstly, personal pronoun. “You, I, we” are used in advertising to
show loving care for customers, shorten the distance between each other,
change advertisement into talk and avoid customer’s opposing psycholo—
gy, for example:

You cannot come closer to First Class on an Economy Class tick—
et, SAS First Business class.

@We cannot make people think alike, but we can help them think
together.

In order to strengthen consumer’s sense of participation, English
advertising uses personal pronoun constantly. Usually, first person indi~
cates advertiser; second person indicates consumer; third person indi~
cates some familiar persons o reader, for example:

We made this watch for you—to be part of your life-simply be~
cause this is the way. We always made watch. And if we may draw a con~
clusion, it will be this: choose once and choose well. (Watch)

@She usually complains sbout my anniversary gifts, but this year
she is going to smile. (Perfume)

Advertisement should often call customer stress customer is the first
one. There are “YOU” everywhere in English advertising, for example:

- The service, to your standard, when you are used to having it all+++
The sea, from your room. The city, at your feet. The garden, In your midst.
++«(Bayview Hotel of Malaysia)

Second person  “YOU” is almost seen in all of English advertising
(except few of famous brand remindful ones and first person “quotation
advertising).

Second person “YOU” is so popular because it make advertising
face customer directly. Its strong focalization is favorable to emotional in—
terchange. Secondly, it can show honor to customer. Its tone is so kind as
to satisfy reader’s self-respect. At the same time, it benefits style of ad—
vertising, according with expression habit of English advertising.

In English advertising few of consumer lexicogrammatical units also
can be realized to other personal pronoun, for example:

That’s why I use Rain Tree. It"s more than just an ordinary mois—
turizer. Goes on silky~then sinks right in --*

From the example, we can find out when tenor are realized to “17,
advertising always appears in form of direct speech. However, when it
tuns up in form of indirect speech, consumers are changed into third
personal pronoun, such as advertisement of Reebok sports shoes:

He’s passed on tickets to playoffs, missed championship series on
TV. Even gone days without checking the sports page. But he never miss—
es the really important games and sneakers. Reebok Classic.

Secondly, indefinite pronoun. Advertisers sometimes choose indefi—
nite pronouns, which express “whole” category in order to cater to con—
sumer’s psychology of following popularity. The way embodies that some
products have unordinary feature and have be accepted by most of people,
for example:

@Give a Timex to all, to all a good time. (Watch)

None is more amazing than Alba Quartz. (Watch)

2.4 Compound word

Compound words are compendious, whose word building is flexible.
They are extensively used not only in news English and technology Eng-
lish but also in advertising English, for example:

@ Do you know when you can save 35% or even 60% on
out-of—state phone calls? (Long distance call)

@If you were designing a state—of—the~art cell sorter, which fea—
tures would you need? (Medical instrument)

In advertising text, compound adjectives can be used to describe
feature of products. As we know, advertising need to pay and layout of
printed sheet is limited. How to enrich more advertising information in
limited layout? Advertisers usually think about compound adjectives, as
attribute of noun is equal to short attributive clause. Comparing following
sentences:

(DFour power-assisted disc brakes are, we are happy to say, stan—
dard equipment.

Four disc brakes that are assisted by power, we are happy to say,
standard equipment. :

The first sentence is shorter than the second one; the first sentence is
simple sentence, the second one is a compound sentence containing an
attnibutive clause.

Advertising not only uses but also ereates compound, such as:

Once-in-a~life-time moment.

Oh-so—good—to—be-alive feeling.

You can keep born-beautiful look with Dark-eyes.

2.5 Coinages

Some advertisers misspell some familiar words intentionally or add
prefix and suffix to appeal to consumers and give advertising enormous
enchantment. Coinages are different from initial words, but meanings stili
exist, which can get destination of interest and conspicuousness to propa—
gate products.

(D The Orangemostest Drink in the world.

This is an advertising of beverage. In fact, “Orangemostest” is equal
to “Orange+most+est”, both “most” and “est” show superlative degree,
which are used with “Orange” to hint high quality, high purity, high---.
From it, people can imagine the following content.

Give a Timex to all, to all a good Time.

In the advertisement, Timex= (Time+Excellent), so characteristic of
accurate time of the watch is strongly emphasized.

@ We know Eggsactly How to Sell Eggs.

Eggsactly=Egg+Exactly.

Come to our Fruice.

Fruice=Fruit Juice

2.6 Connotative words

Connotation of words refers to all kinds of imaginative meanings ex—
cept literal ones. These meanings, of course, are glamorous. For example:

Sea, sun, sand, seclusion—and Spain!

Advantage of seashore’s position is summarized ingeniously with
application of alliteration in the advertising. Especially, “Spain” applies
much color to the advantage. Another advertisement of sunglass:

Yellow daisies if I’'m buying. Yellow daisies if he is. “daisies”
makes people think of the feeling when wearing sunglass, chrysanthe—
mum, village folk and country flavor. Obviously, connotative words are
applied to portray image.

3 Conclusions

Advertising English, which is a part of English, has particularity in
vague generalization. As a kind of variant, formalization and development
of it are controlled by some condition. For this reason, it has its own law
and character. Studying them will play an important role to explore effect
of language to society and society to language.
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