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Abstract  

Jef Verschueren’s Adaptation Theory (1999) claims that using language must consist of continuous making of linguistic choices, consciously or unconsciously, for language-internal and/or language-external reasons. Making of linguistic choices is based on the inter-adaptation between the linguistic structures and contextual factors as well as communicative intentions. As a persuading act, advertising contains all sorts of tactics. Because of special gender consideration, the female commodity advertisements show particular feminine features different from those of other advertisements. This thesis approaches advertising language from a pragmatic perspective. Within the theoretical framework of Linguistic Adaptation Theory, the study selects female underwear and cosmetics advertisements and analyzes them mainly along the following two dimensions: the contextual correlates of adaptation in advertising language and the linguistic structural objects of adaptation in advertising language. The thesis aims to validate the applicability of this theory to the specific language use in female commodity advertising and promotes the understanding of related advertising.
Key words: female commodity advertising; Linguistic Adaptation Theory; adaptability 
提要：比利时语用学家耶夫·维索尔伦（1999）的顺应理论认为语言的使用过程就是交际双方进行语言选择的过程，即“一个经常不断的，有意无意的，受语言内或语言外因素左右的语言选择过程。” 作为“劝说”性语言行为，广告语无疑包含此种策略性。以女性为主诉目标的女性商品广告，因其特殊的性别定位，其语言的组织运用上呈现出区别于一般广告的不同点，形成特有的女性化特征, 因而也成为反映顺应策略性的典型。本文采取语用学研究路径，在语言顺应理论的框架下，选取女性商品广告为研究对象，从此类广告语言的语言语境顺应、语言结构顺应两个方面入手，建立并分析内衣广告以及化妆品广告标语两大语料库，尝试从顺应理论这一新的研究视角对具有独特性的女性商品广告进行分析，希望在一定程度上验证语言顺应理论在这一领域内的应用价值以及推进对此类广告的理解。
关键词：女性商品广告；顺应理论；顺应性
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Introduction
The world, often called “global village”, is becoming smaller and smaller because of the expanding information explosion. People all over the world have much more communications with each other than before. New advanced instruments, such as phones and computers, make the delivery of information more convenient and shorten the distance between people. There are also some other non-personal communication ways which place particular emphasis on informing. Advertising is a typical example of this kind of communication. “As a paid form of non-personal communication about an organization, products, service, or idea by an identified sponsor, advertising has evolved into a communication system for consumers and advertisers.”(Zhang Yanmin, 2006, p.8) It has to introduce sorts of tactics in its form or its content to adapt to the developing era. 
The objectives of the present research
We modern people live in a world of advertising. As potential consumers, we are endlessly bombarded with all kinds of products or service information from various media including newspaper, magazines, television, radio, posters and the Internet, etc. Just as Blake Clark said, “…the average man lives with the advertising man’s work more hours a day than with his family, and is certainly more familiar with advertising slogans than with the proverbs in his Bible.”(Clark, 1998, page number?) Penetrating into every aspect of human life, advertising has become one indispensable part of our daily life. It provides a valuable service to society and its members, because it defines for consumers the meaning and the role of products, services and institutions. It tells the consumer what a specific product, brand or service should do when it is used and thus helps him or her to understand and evaluate experience with products and services that he or she uses. Advertising provides information on one hand and promotes sales and profits on the other. It influences and persuades people to act or believe. 
Among various kinds of advertisements, some target at special social groups because some goods are specially designed for certain groups of consumers. Female commodity advertisements which flow between sellers and buyers with the evident pertinence are typical examples. Aiming at creating appealing atmospheres to expand their women market, the pertinence to female consumers has been displayed in the choice of the advertising language. (Zhan Xiuhua, 2006)
Because of special gender consideration, the female commodity advertisements show particular feminine features different from those of other advertisements. They evidently embody the strategic feature of advertisements. This paper approaches advertising language from a pragmatic perspective. Based on the analysis of a collection of female commodity advertisements, I will validate the applicability of the important linguistic theory of pragmatics—Adaptation Theory to the specific language use. Meanwhile, I am trying to find that how female commodity advertisements take advantage of the theory to attract their consumers.
The outline of the paper
This thesis approaches the advertising language, to be specific here, the language of female commodity advertising from a pragmatic perspective. In the light of the Linguistic Adaptation Theory, I focus on two sorts of female commodity advertisements—underwear advertisement and cosmetics advertisement. Examining them from different angles of pragmatic investigation, the thesis tries to sound the applicability of Linguistic Adaptation Theory to the specific genre of language use.
This thesis consists of four parts. The first part is the introduction, which addresses the significance and main purpose of this research.

     The second part gives a general review of the existing research on the topic as well as problems which are not answered adequately. 

     The third part comes to the methodology. In this part, I will provide my data based on two small corpuses in which about 50 advertisements of famous female goods brands are involved. Meanwhile, I will examine the advertising along two dimensions—the contextual correlates of adaptation in advertising language and the linguistic structural objects of adaptation in advertising language.

The last part is the conclusion, which summarizes the whole thesis by pointing out both the findings and the limitations of the present research and suggesting some areas for further research.
Literature Review

With their continuously changing forms and orientations, advertising is always the popular research topic for linguists. It has been studied by many scholars at home and abroad. Most of the studies focus on planning and originality of the advertising language, and often they broadly discuss advertisements for the consumers in different groups or different cultures.
文中出现的文献一定要在后面的References中列出！The study of language of advertising from a linguistic perspective has been attempted by several scholars (e.g. Leech, 1966; Geis, 1982; Vestergaard & Schrodder, 1985; Mencher, 1990, etc.). Leech (1966), in his pioneering and comprehensive study on English advertising, analyzes in detail different aspects pertaining to grammar, vocabulary, discourse and rhyme and rhetoric of advertising with special reference to television. He effectively relates these aspects with the functional factors such as attention, value, listenability/readability, memorability and selling power. Illustration, display typography, vocal emphasis, prompt spelling, grammatical solecism, metaphor and paradox are some of the aspects linked with attention value. The distinctive property of advertising language has been closely identified with the use of clauses, phrases and words as minor sentences, which constitute a different kind of grammar called disjunctive grammar. Geis (1982) makes an attempt to describe how language is used in American advertising, especially television advertising. He focuses on certain linguistic devices that figure most prominently in advertising. According to him, the advertising claims employing the word “help” as in phrases like “helps to achieve” and comparative phrases like “more or less” are impressive because they are indistinguishable from the law like generic claims of scientists. He concludes that advertisers in general tend to prefer vague language rather than language with explicit empirical consequences and to prefer subjective claims to objective claims. Vestergaard and Schroder (1985) study the language use in commercial press advertising in relation to communicative functions of language such as expressive, directive, informational, contextual and poetic, etc. They also identify the importance of imperatives and directive speech acts in encouraging the audience to buy the products. Mencher (1990) looks into the aspect of vocabulary in advertising and identified ten words as the most personal and persuasive. They are “new”, “save”, “safety”, “proven”, “love”, “discover”, “guarantee”, “results”, “you” and “health”. The psychological impact of these words on the consumers has also been discussed.
Although the study of advertising language and the study of the Linguistic Adaptability Theory have been conducted respectively by many experts, the study of adaptability to female commodity advertising has seldom been conducted. Based on the theory, this thesis investigates the adaptability and adaptation in female commodity advertising, and discusses the forms and strategies of adaptation in the related genre of language use.
Theoretical Framework
My research is conducted drawing on one of the most important developments of pragmatics. With the collection of female commodity advertising, I try to find how they embody the application of the Linguistic Adaptation Theory. The theoretical foundation of the thesis is the Linguistic Adaptation Theory put forward by Verschueren in 1999. He specifies pragmatics as a general cognitive, social, and cultural perspective on linguistic phenomena in relation to their usage in the forms of behavior. In his Understanding Pragmatics, Verschueren says that the theoretical goal is to probe into the link between language and human life in general, to investigate the mechanism and motivation behind language choice, and the result and influence of the mechanism and motivation. 
Language is usually described as the tool for communication. However, different from many other kinds of tools, after being created, language cannot be separate from its fabricant (our human beings), and should be variable. It has to meet the needs of communication intentions and circumstances all around. When it comes to descriptions of the semantic meaning of the substantiality and explanations for the form of the substantiality, we should often consider the befitting conditions to make linguistic choices. (He, 2007 p.70) In the process of making choices, three notions—variability, negotiability and adaptability—which are the properties of language and at the same time the bases on which human beings make appropriate and persistent choices in language use.
“Variability” is the property of language which defines the range of possibilities from which choice can be made”. (Verschueren, 1999, p.59) On one hand, an utterance may have different interpretations; on the other hand, users of any language have various ways to express a certain idea. Hymes once said that “in the study of language as a mode of action, variation is a clue and a key” (Hymes, 1974, p.75). Negotiability is “the property of language responsible for the fact that choices are not made mechanically or according to strict rules or fixed form-function relationships, but rather on the basis of highly flexible principles and strategies”. (Verschueren, 1999, p.59) Adaptability is “the property of language which enables human being to make negotiable linguistic choices from a variable range of possibilities in such a way as to approach points of satisfaction for communicative needs”. (Verschueren, 1999, p.61) It is the purpose and results of variability and negotiability in the process of choice making. The three notions we have introduced in this section are fundamentally inseparable. They do not represent topics of investigation, but merely interrelated properties of the overall object of investigation for linguistic pragmatics, the functionality or meaningful functioning of language. Their hierarchical ranking is only a conceptual tool to come to grips with the complexity of pragmatic phenomena, which will allow us to use the higher-order notion of adaptability as the point of reference in further theory formation and empirical research, keeping in mind that it has no content without variability and negotiability.

Besides, the language property “adaptability” can be used as a starting point to define four angles of investigation. Linguistic adaptation can be examined from four inter-related aspects or angles for a better pragmatic description and explanation. Respectively speaking, the four angles are: contextual correlates of adaptability, structural objects of adaptability, dynamics of adaptation and salience of the adaptation process. These four angles are in perfect agreement with the linguistic, social, cultural and cognitive elements involved in the dynamic process of language using. This thesis makes use of the Linguistic Adaptation Theory, especially the contents of adaptability: contextual correlates of adaptability and structural objects of adaptability, to analyze the advertising language. I mainly discuss the contextual adaptability and structural adaptability in advertising language, i.e. adaptation to physical world, social world, mental world; selection of language, codes, styles, etc.
Methodology

This study tries to apply Verschueren’s Adaptation Theory to the study of female commodity advertisements. The following research questions are proposed:
     Research Questions

     a. How do the female goods advertisements display their contextual adaptability?
     b. How do the female goods advertisements display their structural adaptability?
Data Collection

     I used text materials from some well-known magazines, including such titles as THE TIMES, ELLE etc. Some were quoted from books such as Advertising and Promotion, English Advertising, Contemporary Advertising, etc. To find more examples for my study, I also acquired advertisements on the World Wide Web. 
At the beginning of my study, I considered restricting the topic to gender difference because that was an eternal interesting topic for scholars. In addition, it was easier to study advertising language of female commodity advertisements for their evident feminization and special prosperity. Thus, I targeted at female commodity advertisements. The collection could be found in the appendix.
Data Analysis

To begin with, I worked out the criterion for classification. Our world is fraught with various kinds of advertisements. Female image is usually popular in advertisements to attract consumers. Thus, what kinds of advertisements can be called female commodity advertising? Those with female images in them or those targeting at female customers? Before the whole investigation, I should give the female commodity advertisements a definition. Here, I would like to point out first that the potential consumers of the female commodity advertisement are definitely females. Following this pattern, I collected two groups of female goods advertisements—underwear advertisements and cosmetics advertisements.
 At the first step, I checked all the slogans whether they are described the function of their products or sold their concepts. On the basis of the distribution of the data, I discussed their contextual adaptability.
 Secondly, looking into their structures, I attempted a detailed analysis of how the advertisements use particular structures to promote their products or their concepts. In this light, I then proceeded to discuss their structural adaptability. 
Finally, I draw my conclusion on the basis of the above discussion
Results and Discussion
     After collecting the slogans of female goods advertisements, I analyzed them from two different angles—the contextual correlates of adaptability and the structural objects of adaptability. 

     1. The semantic distribution of the female commodity advertisements
      Nowadays, with the rapid development of science and technology and the continuously changes of our society, more and more people try to and have to accept new concepts. As a result the consuming concepts are changing. Years ago, people used to be very practical, and thus they were concerned about the function of products. But, today, they focus not only on the function, but also some other fashionable elements, such as taste, familiarity and popularity, etc. As a result, sponsors begin to give attention to the ways of promoting. Slowly, some semantic changes in the advertisements seem to be taking place.
For example, the slogan “趁早下‘斑’，请勿‘豆’留 (removing specks and pocks early)” mainly introduces the function of the product. By contrast, “都说我很听话，对啊！我很听自己的话！(Listen to myself!)” are selling the concept of keeping the inbeing. Besides, some advertisements combine both two types of orientation, such as “以前是衣服挑我，现在是我挑衣服 (Clothes crapped at me before, but now I pick them. )”. The advertisement describes that women will keep sharply after taking “Aosi”, a kind of diet pill. Meanwhile, this piece of advertisement also conveys the concept of self-domination—picking clothes for ourselves, and picking our own life.
In light of the above distinction, 50 advertisements of female underwear and female cosmetics are divided into 3 groups according their semantic meaning (see Table1.). 

                    Table 1. Selling Orientations in advertising language
	
	     Frequencies
	    Percentages

	Function orientation
	               16
	               32%

	Concept orientation
	               26
	               52%

	Mixed orientation
	                8
	               16%

	Total
	               50
	               100%


     Table 1 shows that slogans that only describe the functions of the products make up 32% while those selling concepts occupy 52%. Meanwhile, 16% of the advertisements have mixed orientations.
Thus, it seems that nowadays, female goods advertisements pay more attention to selling their concepts to attract female consumers. The phenomenon is not accidental or coincidental, but motivated because it shows that advertisers contextually and structurally adapt to the selling tactics and social development. The distribution of the orientation can be explained with regard to the adaptation to the context involved, as illustrated in the next section.
2. The contextual correlates of adaptability in advertising language

     Just as Schroder said, “advertising is a kind of one-way communication” (Schroder, 1985, p.4), in which the advertisement designer is the utterer, and the audience is the interpreter. In this one-way communication, the advertisement designer provides information, and the audience can accept or refuse to accept the information provided. Yet, during the communication, communicators of both sides have no opportunity for bargaining and information exchange. Thus, in advertisement design, the advertisement designer must make efforts to attract the audience’s attention, stimulate their desire to buy goods or enjoy services, and make them put into practice. From the previous table, we have found that an exceedingly high percentage of slogans tend to sell some concepts than selling the functions of the products themselves. In order to achieve the final goal, the advertising language must adapt to the mental world, social world, and physical world of the audience.
     From Verschueren’s point of view, the most important feature of context is that it is generated in the process of using language; it develops and gets updated with the development of communication process. In this section, we mainly talk about the adaptability of the female goods advertisements to the communicative context.
     Because of the rapid development of our society, advertisements have to be multifunctional, introducing products as well as sharing concepts, to adapt to the fast changes. Thus, they can resist the risk of being washed out. In other words, this is a kind of adaptation to the mental world, which relates to such aspects as beliefs, interest, desires, wishes, expectations, etc. Table 1 thus enables the conclusion that advertisement designers, by selling their concepts, actively adapts to the mental world of the potential consumers .

     Studying all the advertisements, we can easily find out that female advertisements mainly promise that the products will help women gain beauty and confidence.
     On one hand, the advertisements promise to give women beauty. For example, “穿上‘伯莎’就是穿上青春(You will be young again if you wear Bausa.)”. Here, “young” means “beautiful” to women. In “拥有健康，当然亮泽 (Only healthy hair can be black and shiny)”, health represents beauty. On the other hand, the products will bring women confidence. For example, “飘柔 就是这样自信 (With Rejoice, I can always be confident.)”, “都说我很听话，对啊！我很听自己的话！(I am always listening to myself)”. Although their ways of expression are different, they are telling the same concept—be confident.
     Beauty and confidence are two fantastic concepts or conditions which modern women long for. Consider the mental world of the development of females; sponsors seek to create attractive atmospheres with respect to the two points above. No wonder that the advertisements mainly advocate beauty and confidence. They are trying to adapt to the mental world of female consumers.
3. The structural objects of adaptability in advertising language 
     Structural objects of adaptability include structures at any level or level of organization as well as principles of structuring. A decision to use language already involves a choice from a set of options, including languages, lexis and styles. Language users have resources for making linguistic choices at their disposal with the ingredients for utterance building ranging from sounds, words, clauses and sentences to propositions and utterance clusters.( Zhang Yanmin, 2006, p.48) In this thesis, we only focus on the first two types of ingredients, namely choices of languages and styles and choices of utterance-building ingredients.
Advertising language is usually original and creative. They adopt new linguistic elements to attract consumers. Take “曲线美+内衣美=性感美!(Curve + Underwear=Sex Appeal)” for example, in this advertisement, the designer adds a formula to tell people what sex appeal is. However, it is more appealing than just give a sentence, “曲线美和内衣美就是性感美！(Sex appeal comes from the beauty created by our underwear.)” The additional formula makes the advertisement vivid and changing.
Advertising language abounds in the use of symmetric structures. “梦的韵律,梦的色彩!(Rhythms of dreams and colors of dreams)” , “自在秀发，自在我心(Free my hair, thus free my heart)” “新秘密，新惊喜(New secret, new surprise)”Examples mentioned before use alliteration. In “要想皮肤好，早晚用大宝(If you want good skin, use ‘Dabao’ in the morning and at night)” uses the sound rhyme. This kind of structure is well-organized and easily remembered. Thus, they are popular among consumers and well accepted.
The use of emphatic words is another feature, as shown in the following advertisements: “穿上 ‘伯莎’,就是穿上了青春.(You will be young again if you wear Bausa.)” “世上只有一个 ‘乔基’(Only one “George” in this world.)” “每位女性都有权利得到纤宝香水。(Every woman has her right to gain Xianbao)” “定能寻得满心渴望的欢乐。(Definitely you will find the happiness which you thirst for.)” “谁不渴望青春的气息? (Everyone longs for energy of youth.)” “最女人的表(It is just beautiful.)” “每一位明智的女性都会选择香奈儿。(Every wise woman will choose Chanel.)” In those advertisements, the ways of their publication are absolute and definite. “就是just” “只有only” “每一位everyone” “定能definitely ” “谁不？everyone” “只为你only for you” “最just”, they are full of confidence and power. Female consumers prefer definite promises which make them feel acceptable and safe. Seemed to make promises, the choice of the absolute lexis emphasizes the effect of these products. It helps to build the consumer’s confidence to the products.
The switch of persons is also widely in use. “都说我很听话，对啊！我很听自己的话！( Listen tomyself!)” ““我炫，我美丽(I’m gorgeous, and I’m beautiful.)” “以前是衣服挑我，现在是我挑衣服(Clothes crapped at me before, but now I pick them)” “你值得拥有(You deserve it.)” First person makes female consumer feel like being owners themselves. They can make self judgments and self decision. They are the Queen of their life. Even the last piece of advertising, which uses the second person, highly praises the right of women, and puts them to a high status. Even though they are used in the same circumstances, the switch of persons brings different expressive effect. Finally, they target at adapt to women’s ways of thinking and psychologically meet the satisfaction of female consumer. They subtly catch the sensitive mind of women, and thus are well accepted.
Conclusion
     Advertisement is a typical example of communication. In order to achieve the advertising goal, that is, informing or persuading female consumers, advertising language is made to adapt to social conditions and women’s mental world. Because of special gender consideration, the female commodity advertisements show particular feminine features different from those of other advertisements. Thus, they are typical examples which embody the strategic feature of advertisements. 
     In light of the Linguistic Adaptation Theory, this thesis discusses the advertising language of female goods advertisements from two different angles—contextual correlates of adaptability and structural objects of adaptability. And we find that the advertisements tend to be multifunctional and concept oriented. By means of their adaptability to contexts and their creative structure according with the social development, they all try to adapt to the physical and the mental world of women. Thus, they can beat their competitors to win more female consumers.
     Several limitations of this thesis should be pointed out. Firstly, advertising language is such a science which involves extensive knowledge and profound scholarship, and it is far beyond my ability to exhaust the strategies used. All the discussions here are just an attempt to explore some salient aspects of the genre. The underwear advertisements and the cosmetics advertisements are only two representative examples, but may not prove that all the female goods advertisements follow the principles discussed in the same way. Secondly, in the discussion of the Chinese female goods advertisements, there are doubtlessly some culture differences. Thus, during the process of translation and expatiation, more points deserve presentation and this thesis might not be diametrically perfect and comprehensive, which invites more insightful discussions.
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Appendix
内衣

1.春秋服饰,四季如春! （丽丽牌内衣）c f
2.曲线美+内衣美=性感美! （丽丽牌内衣 ）c
3.梦的韵律,梦的色彩! （丽丽牌内衣 ）c
4.塑造您特有的天使美,追求您朦胧的性感美! （丽丽牌内衣）c f
5.丽丽文胸,款款动人! （丽丽牌内衣）f
6.安莉芳内衣,发自内在的魅力! （安莉芳牌内衣）c  f
7.歌尔------超凡的成熟美。 （华歌尔内衣）c f
8.天使的姿彩. （邱比特内衣）f
9.穿上“伯莎“就是穿上青春. （伯莎牌紧身胸衣）f  c
10.世上只有一个“乔基“. （乔基内衣） c
11.把你的目光停留在“麦登弗姆“上. （麦登弗姆内衣公司）f
12.“麦登弗姆“使你的美梦成真. （麦登弗姆内衣公司 ）f  
13.有一点少变化总是令人快乐的. （梦馨内衣公司）c
14.由美丽的姑娘们做成的美丽内衣----为了让所有的姑娘更加美丽. （法兰西百合内衣公司 ）f
15.穿上“伯莎“无疑就是穿上了青春. （伯莎牌紧身胸衣）f
16.丈夫和孩子的温暖是太太和B·V·D的责任 （B·V·D牌这的内衣）c
化妆品：
1.趁早下“斑”，请勿“豆”留。f
2.力士 新秘密，新惊喜 （力士）c
3.放我的真心在你的手心。 （美加净）c
4.爱上你的秀发 （潘婷）f
5.拥有健康，当然亮泽 （潘婷）c f
6.飘柔 就是这样自信 （飘柔洗发水）c
7.自在秀发，自在我心 （蓝蓓丝）c
8.你的光彩来自我的风采 （沙宣）c
9.清新爽洁，不紧绷 （碧柔）f
10.要想皮肤好，早晚用大宝 （大宝）f
11.柔美皮肤，从旁氏开始 （旁氏）f
12.明星风采，纯纯关怀（美加净）c
13.像呼吸一样真实，真实是唯一记住的话，真实是一张自由的脸，真实是沉淀后的完美。（诗芙浓化妆品）c
14.今年二十，明年十八（白丽）f
15.使头发根根柔顺，令肌肤寸寸嫩滑。（白丽）f
16.每位女性都有权利得到纤宝香水。  （纤宝香水）c
17.定能寻得满心渴望的欢乐。         （云雀牌香水）c
18.谁不渴望青春的气息？             （春雨牌香水）c
19.她具有无限的吸引力，闪耀着耀眼的光辉，真正的优雅品味。（伊丽莎白雅顿夏日绿茶香水）c
20.都说我很听话，对啊！我很听自己的话！（K-gold）c
21.盈长浓情，根根分明             （Projectionist）f
22.我炫，我美丽                   （蓝秀彩妆）c
23.美来自内心，美来自美宝莲 （美宝莲）c  f
24.以前是衣服挑我，现在是我挑衣服。（“奥思”减肥）c  f
25.美好人生，从曲美开始             （曲美）c
26.十足女人味 （太太口服液）c
27.你值得拥有 （欧莱雅）c
28.只为你  （Marja Karki 欧洲时尚配饰）c
29.最女人的表 （风华女士精工表）c
30.与生俱来，天生丽质 （美宝莲）c
31.每一位明智的女性都会选择香奈儿。（香奈儿5号）c
32.带走岁月的痕迹 （clean&clear）f
33.点亮这个夏天。（欧莱雅美白防晒）f
34.用心去爱    （Rubbi）c
Groups
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