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摘要

本文运用当代语言学特别是语用学理论对英文广告语中的语言变异现象进行了分析与研究，旨在探究三方面的问题：（1）语言学角度下，英文广告语言变异现象的分类；（2）从语用学角度看，英文广告语言变异现象如何违反质、量、关系、方式准则，且如何达到广告语效果；（3）上述不同变异现象的出现频率及其给广告商的启示。

在进行语料分析的过程中，研究者通过网络、杂志等途径收集了15条运用语言变异策略的经典英文广告，从语言学角度进行分类；并进一步运用语用学理论知识对语用变异现象进行分析；同时，研究者对南京大学外国语学院英语系本科四年级5位同学进行了开放式问题访谈。通过对所采集语料的分析与采访记录的整理，研究者得出以下结论：
（一）英语广告语中的语言变异现象主要可分类为：语音变异、词形变异、语义变异和语用变异。
（二）语用变异又可细分为故意违反合作原则中质、量、关系、方式准则的变异现象。采访证明，四种语用变异都可帮助广告语取得预期效果。

（三）统计表明，词汇变异与语用变异中的违反方式准则在变异现象中应用最为广泛。
本研究的结果表明：第一，语言变异是广告语设计的一个重要特征，是广告语达到其效果的手段；第二，在广告语变异现象中，词汇变异与语用变异中的违反方式准则运用最广，此结论可供广告商参考。

ABSTRACT
Advertising language is a complex linguistic phenomenon since it frequently uses linguistic deviation from convention. Linguistic deviation is applied in advertising extensively. Since advertising became popular, analysis on advertising text or script has also emerged in large numbers. Numerous studies have been carried out and a large number of linguistic phenomena in advertisement including deviation have been discovered. However, as far as interpreting deviation from the pragmatic perspective is concerned, there are still many things worthy of profound exploration.

In this thesis, different types of deviation in ads will be categorized from the linguistic perspective, notably phonological, lexical, and semantic deviation, and pragmatic deviations. To explore the pragmatic deviation further, the author will identify fours types of advertisements flouting the quality, quantity, relation, and manner maxims of the Cooperative Principle (CP). Moreover, my interviews will prove that ads which violate one or two maxims in CP can generate some particularized implicature in the ad context. Therefore, readers can understand the purpose of the ads and get impressed by the deviation strategy. Also, my study intends to find out what kind of deviation is most frequently adopted in advertisements and possible reasons for different occurrence frequencies of different types of deviation and give some suggestion for advertisers to choose effective deviation
This study is significant because it has implications for the designing and appreciating of advertisements. 
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INTRODUCTION
Advertising, a form of persuasion which is directed at large numbers of people, accounts for almost a large space of our daily newspaper and a large proportion of the viewing time of TV. Advertising is a complex phenomenon because it involves two interacting process, namely, communication and persuasion, and both processes are many-faceted (Donnell & Todd, 1980). Therefore, advertisers frequently uses language in ways which depart from convention. They produce stretches of language which cannot be explained by an English grammar while interpretable (Widdowson, 1972). Deviation, as a typical while effectual advertising strategy, is extensively applied. Being against linguistic principle purposively, deviation is sometimes entertaining while sometimes confusing. Linguistic categorization of deviation will clearly classify different types of ads for readers; moreover, interpreting deviation not only has linguistic significance but also contains a commercial and pragmatic value for advertisers on the application and choice of deviation.

Since advertising became popular, analysis on the ad text or script has also emerged in large numbers. Researches have been carried out and a large number of linguistic phenomena in advertisements including deviation have been discovered and studied. However, according to my observation, how to interpret deviation from the pragmatic approach, or, how to theorize the analysis of this phenomenon in pragmatic terms is still an unsolved problem, and the effectiveness of deviation in advertisement has not been proven by recipients by such means as interviewing. Therefore, to theorize the interpretation of deviation through the pragmatic approach and to prove its effect by conducting interviews are main focuses of my study.

Accordingly, I will explore how to interpret deviation in English advertising from the pragmatic approach and confirm its effectiveness. I hope my research can help give readers a clear definition of deviation and categorize the phenomenon in linguistic way. Through the pragmatic analysis of deviation, I also hope that we can bring this unconventional phenomenon back into linguistic field in the advertisement context. Finally, I hope the findings of my research about how deviation successfully impresses ad readers and the reason for different occurrence frequencies of different deviation can truly help advertisers to apply the deviation strategy efficiently and successfully.

PART ONE LITERATURE REVIEW
1.1 Existing studies
As a rule, when advertisers intend to make the advertisement language creative and inventive, they use language different from the linguistic norm. Being unconventional, the advertisements which adopt deviation can give readers unexpected surprise and make a strong impression on their mind. This kind of language phenomenon is technically called linguistic deviation.

In the framework of linguistics, there are several types of deviation: phonological deviation, graphological deviation, lexical deviation, grammatical deviation, semantic deviation, and deviation of register. On account of the limited amount of materials, I have to confine myself to the following four types of deviation in English advertisement:1) phonological deviation, 2) lexical deviation, 3) semantic deviation, 4) pragmatic deviation.

Furthermore, according to Paul Grice’s Cooperative Principle (1975), communication is usually a cooperative effort; each participant recognizes a common set of purpose, or at least a mutually accepted direction. Grice, in his Logic and Conversation, explains linguistic deviation as follows:

Conversational participants will infer unexpected content rather than abandon their assumption that discourse is intended to be coherent, informative, relevant, and cooperative.(1975, p.41)
The Cooperative Principle consists of four maxims:
a. The quality maxim requires the speaker to be truthful: do not say what you believe to be false; do not say that for which you lack adequate evidence. 
b. The quantity maxim requires the speaker to be informative: make your contribution as informative as required; do not make your contribution more informative than is required. 
c. The relation maxim requires the speaker to be relevant: make sure whatever you say is relevant to the conversation at hand. 
d. The manner maxim requires the speaker to be clear and lucid: avoid obscurity of expression; avoid ambiguity; be brief, and be orderly (Chen, X. R. 2007).
Also, according to Grice, conversational implicature consists of two types: generalized implicature and particularized implicature. To explain the deviation in ad context, we mainly adopted the theory of particularized implicature (1981).

1.2 Problems with previous studies
Previous studies about advertising text or script mostly categorize deviation into phonological, lexical, and semantic deviations. Few researches have adopted the pragmatic approach to interpret deviation in advertisement context. Moreover, even fewer studies have proven the deviation’s effectiveness by conducting interviews with recipients. Therefore, to theorize the interpretation of deviation through pragmatic approach and to prove its effect by conducting interviews are main focuses in my thesis. In addition, I also intend to find out what kind of deviation is most widely adopted in ad by comparing different occurrence frequencies of different types of deviations.
PART TWO METHODOLOGY
2.1 Research questions
The present study attempts to seek answers to the following research questions:
A. How many different types of linguistic deviation are there in the English advertising language?

B. How do different types of pragmatic deviation help English ads successfully achieve effect among readers?

a. How do the English ads violate the quality maxim? Being against the quality   maxim, how do the English ads achieve their effect? 
b. How do the English ads violate the quantity maxim? Being against the quantity maxim, how do the English ads achieve their effect?
c. How do the English ads violate the relation maxim? Being against the relation   maxim, how do the English ads achieve their effect?

d. How do the English ads violate the manner maxim? Being against the manner maxim, how do the English ads achieve their effect?
C. What are the occurrence frequencies of different types of deviation and what are the reasons for the differences? What are the implications of the results and reasons for advertisers?
2.2 Data collection

For text analysis, a total of 15 advertisements were collected from the Internet.
For the interview, the subjects were 5 senior students from English Department, labeled Student A, Student B, Student C, Student D, and Student E respectively.

PART THREE RESULTS AND DISCUSSION 

3.1 Phonological deviation

Phonological deviation is deviation departing from conventional pronunciation to a different one, which can generate another meaning for the word or phrase. For example,

(1) “TWO GET HER” (The Ultimate All Inclusive One Brice Sun Kissed Holiday) 
Apparently, “TWO GET HER” implies the holiday tour is specifically designed for couples and hints the male to seize the opportunity of the holiday tour to pursue the female. It is a typically phonological deviation from TOGETHER. Comparatively, TOGETHER is too direct for this couple holiday advertisement. Meanwhile, “TWO GET HER” emphasizes on “TWO” and “GET HER”, which add some interesting and ambiguous elements to the ad.                  

(2) “I’m lovin’ it” (Macdonald)

Apparently, Macdonald has transformed the “loving” to “lovin’”. Among American teenagers, the pronunciation of /in/ is much more popular, consequently /iŋ/ has been changing to /in/ among teenager’s daily oral English. Therefore, as the fashion trend is concerned, Macdonald makes this change purposely to attract the attention of its main target consumers, that is, teenagers. 

3.2 Lexical deviation

A representative type of lexical deviation is coinage, the invention of new words or phrases. Being original and creative, words or expressions can always attract readers’ attention; therefore, the strategy of coinage is widely used in English advertisement. For example, 
(3) “The Orangemostest Drink in the world.” (Orange juice)

This advertisement creates the word of “orangemostest”, adding “most” and “est” as dual suffix after “orange”. Firstly, the new word would fresh readers’ mind and be impressive. Also, the repeated emphases on the good quality of the orange can win some credit for the product, to some extent. 
(4) “Give a Timex to all, to all a good time.” (Timex watch)

“Ex” being added to “Time”, the verb not only advertises how excellent the watch is, but also tries to demonstrate the excellence of accuracy at giving a correct time. According to market research, a plenty of ads use the affix of “ex” in their advertisement words, intending to imply the “excellence” of their products. 
(5) “We know eggsactly how to tell eggs.”(Egg ad)
According to language convention, the word supposed to be in the sentence is “exactly”. Here, advertiser uses the coinage of “eggsactly” instead of “exactly”, which goes against the convention; however, “eggsactly” adds some humorous element into the ad and leaves a deep impression among readers’ mind. Now consider the following advertisement:
(6) “The BERD in hand is worth than two in the bush.” (The Bank of European Reconstruction and Development)   

Citing the idiom of “A bird in hand is worth than two in the bush” while changing “bird” to “BERD”, at first sight, the ad is perplexing. However, coincidentally, BERD is the abbreviation of the Bank of European Reconstruction and Development, then suddenly we feel refreshed and begin to appreciate the wisdom in this advertisement.
3. 3 Semantic deviation

Semantic deviation in advertising language usually purposefully departs one certain word’s meaning from conventional one and guide readers to read out additional meaning of the certain word. For example,

(7) “Daylay egg” (Egg ad)

Besides the coinage of “daylay”, the pronunciation of “daylay” is quite similar with “daily”. However, most importantly, in this ad, the essence is the semantic deviation. Literally, “daylay” means the egg is laid every day; therefore, readers can easily and vividly understand the freshness of the egg.

3.4 Different types of pragmatic deviation and their effect
3.4.1 Ads violating the quality maxim and their effect
Mostly, only globally renowned brands dare to use ad script violating quality maxim, since only they have the courage to deliver the exaggerated information to readers about their greatnesses and influences. 

(8) “Take TOSHIBA, take the world.”(TOSHIBA)

The quality maxim requires the speaker to be truthful: do not say what you believe to be false; do not say that for which you lack adequate evidence. Strictly speaking, “TOSHIBA” is not equal to “the world”, neither TOSHIBA represents the world. The ad is advertising untruthful fact without enough evidence.

In my interview, Student A said that “Though the advertiser lacks evidence to prove its truthfulness, however in readers’ mind, since it is an advertisement, we can easily interpret the exaggeration, understand its purpose and ambition within the ad context. Honestly, to some extent, we got impressed, because only well-known brand dare to use these kind of ambitious ad script”.


Therefore, we can easily know the reason why the untruthful ad can be successful. Behind the ad, the greatness of its brand serves as strong backup. The well-known brand, the transnational enterprise’s ambition, bearing all these in mind, we admit the overstated ad matches the product well. 
3.4.2 Ads violating the quantity maxim and their effect
 Ad violating the quantity maxim is also a preference for some famous brands, for the lack of certain information and the shortness show their brevity and enormous potentiality. Those products targeting at young group mostly uses slogan-like ads, which are probably less informative but can inspire young people’s imagination and passion. 
(9) “Ask for more.” (PEPSI)

The quantity maxim requires the speaker to be informative: make your contribution as informative as required. In this advertisement, readers would wonder “Ask for more” about what. It seems that the advertiser does not want to introduce its specific commodity and do not provide enough information in this ad.

However, in my interview, Student B said that “the ad is so brief, like slogan, this kind of ad is usually quite popular among teenagers. Certainly, the teenager group is a major market target of PEPSI. Also, the advertisement expands space for readers’ imagination and explanation; maybe ask for more about not only the PEPSI drink, but also other desirable things in young people’ s dream”.


(10 )“Can't beat the real thing.”(Coca Cola)

Clearly, the advertisement do no intend to let readers know the product, but the collaboration of “beat” and “real things” leads readers to imagine the invisible and untouchable power behind the language. Even the difficulty of understanding the phrase can leave a deeper impression about the product in readers’ mind.


Accordingly, we find that advertisers sometimes purposely omit some information in their ad according to their market plan, which would probably trigger their target consumers’ curiosities. In particular, slogan-like advertising language is always easier to become popular among the youth.
3.4.3Ads violating the relation maxim and their effect
In some advertisement, we can find some words are irrelevant to others. At first sight, it is confusing for readers; but violating the relation maxim leads readers to think and figure out the real relation hidden behind sentence. For example, 

(11) “Put a tiger in your tank.” (Gasoline for car)

The relation maxim requires the speaker to be relevant: make sure whatever you say is relevant to the conversation at hand. Tiger and gasoline are irrelevant to each other. Neither are tank and car related with each other. 
In my interviews, Student C said that “It seems that there is no relation between tiger and tank, but concerning the gasoline and tiger, both are always the symbol of power and energy. Bearing the image of tiger in mind, we can easily understand what strong power and energy gasoline can drive for a car. In addition, the tiger and tank forms alliteration”.


Similarly, advertisement violating relation maxim would lead the reader to think and sort out the underlying relationship between the words. When readers get their interpretation, the ad will naturally build an image about the product; then readers would be easily persuaded to buy the product.
3.4.4 Ads violating the manner maxim and their effect
Manner maxim contains different requirements for advertisers about lucidity, brevity, etc. Still, we frequently see ads obscure or redundant. For example,

(12) “Impossible made possible.”(Canon printer) 

The manner maxim requires the speaker to be clear and lucid: avoid obscurity of expression; avoid ambiguity. The sentence is apparently self-contradictory, obscure, and ambiguous. 

In my interview, Student D said “the paradox adds some philosophical sense for the ad, and it makes me have some expectation for this product. Also, the script bestows courage on readers to keep innovative and make impossible thing possible.”
(13) “I spent two minutes, two whole minutes, two whole minutes shopping for your gift… And if only look two minutes” (Amazon)

The manner maxim requires the speaker to be brief. Four times’ “two minutes” is redundant, and evidently it goes against the manner maxim.
The Fifth interviewee, student E, said that “apparently, the ad emphasizes on the quickness and high efficiency of shopping online with four times “two minutes”, and highlights its advantage of convenience.”
(14) “Walk where he walked. See what he saw. Hear what he heard. “(Reader’s Digest Video)

Redundancy in the ad does not meet the requirement of brevity.
Student B said that “the sentence has some literary and poetic element and stresses on the real and true perception of the content in the Reader’s Digest Video.”
(15) “WWWhat’s newww? At www.landsend.com. The answer is ----a lot…”(www.landsend.com website)

Student A said that “the sentence repeats the symbol of the website, “www”, which makes this specific website more impressive in readers’ mind.”
In conclusion, obscurity, ambiguity, and repetition are frequently adopted in ads. Again, obscure and ambiguous sentences can catch readers’ attention and lead them to think and appreciate; while repetition can emphasize key points of products literally, which will undoubtedly make the ad more impressive for readers.
3.5 Occurrence frequency of different types of deviation in ad and suggestion for advertisers:

Among different types of linguistic deviation in advertisement, which type of deviation is most widely adopted is still a question worthy of exploration. Therefore, different occurrence frequencies of deviation are worked out in Table 1.  

Table1: Occurrence Frequency of Different Types of Deviation in Ad
	Different Types of Deviation 
	Time of Occurrence
	Frequency of Occurrence

	Phonological Deviation
	2
	13.333%

	Lexical Deviation
	4
	26.666%

	Semantic Deviation 
	1
	6.6666%

	Pragmatic Deviation(Quality Maxim)
	1
	6.6666%

	Pragmatic Deviation(Quantity Maxim)
	2
	13.333%

	Pragmatic Deviation(Relation Maxim)
	1
	6.6666%

	Pragmatic Deviation(Manner Maxim)
	4
	26.666%


According to Table 1 above, we find that it is apparent that lexical deviation (the coinage, to be particular) and the pragmatic deviation violating the manner maxim is widely adopted, since coinage usually refreshes readers’ mind, inspires reader to seek the origin word before word transformation, and is more easier for reader to understand its implication; consequently it is a more effectual and popular deviation for advertiser to adopt. Redundancy of words in ad script emphasizes key points or advantages of the commodity, and repetition always leaves deeper impression among reader’s mind than ordinary ads. Also, comparatively, other types of deviation are not less direct to draw readers’ strong attention at first sight. Therefore, the two kinds of deviation are more frequently adopted in advertising language. 

Accordingly, we recommend advertisers to adopt the lexical deviation and pragmatic deviation violating manner maxim.
PART FOUR CONCLUSION 
4.1 Summary and implications
My research aims at exploring linguistic classification of deviation in English advertisement, how they flout the four maxims of the Cooperative Principle and achieve ads’ effect to impress readers, and studying the different occurrence frequencies of different types of deviation. 
Accordingly, I collected 15 English advertisements and conducted 5 interviews with 5 senior English majors in Nanjing University. Also, I listed out the occurrence frequencies of different types of deviation and revealed the most frequently used deviation. 
My study sorted out four main types of linguistic deviation, which were phonological, lexical, semantic deviation, and pragmatic deviation respectively. In terms of pragmatic deviation, there were four types of deviation violating quality, quantity, relation, and manner maxim of the Cooperative Principle proposed by H. P. Grice. Moreover, the five interviews proved how successfully the ads deliberately violating the maxims of the Cooperative Principle achieved better effect than conventional ones. 
According to our collected ads and our analysis, we conclude that the coinage in lexical deviation and the redundancy in pragmatic deviation violating the manner maxim are more widely adopted than others. Therefore, we recommend that advertisers need to apply these two methods.
4.2 Limitations and directions for further research 
To end this thesis, it is important to emphasize that what is reported is only a pilot study since the text analysis was drawn only on the basis of 15 English advertisements, and the interviews with only five interviewees are too brief. The text analysis can go deeper and the hypotheses about good effect of deviation in English ad will remain to be further confirmed by detailed interviews and profound studies, perhaps with more subjects of different levels and different majors.
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Appendix I
15 Advertisements Collected from the Internet
1. “TWO GET HER” (The Ultimate All inclusive one Brice Sun kissed holiday)                                     2. “I’m lovin’ it” (Macdonald)

3. “The Orangemostest Drink in the world.” (orange juice)

4. “Give a Timex to all, to all a good time.”(Timex Watch )

5. “We know eggsactly how to tell eggs.”(Egg ad)

6. “The BERD in hand is worth than two in the bush.” (The Bank of European Reconstruction and Development)   

7. “Daylay egg”(Egg ad)

8. “Take TOSHIBA, take the world.”(TOSHIBA)

9. “Ask for more.” (PEPSI)

10. “Can't beat the real thing.”(Coca Cola)

11. “Put a tiger in your tank.”( Gasoline for car)
12. “Impossible made possible.”(Canon printer) 

13. “I spent two minutes, two whole minutes, two whole minutes shopping for your gift… And if only look two minutes”(Amazon)

14. “Walk where he walked. See what he saw. Hear what he heard. “(Reader’s Digest Video)

15, “WWWhat’s newww? At www.landsend.com. The answer is ----a lot…”(www.landsend.com website)
Appendix II
The Interview Guide

1. 对于第一类的这种违反质的准则的广告，比如这个东芝广告，你是怎么看的？

2. 对于第二类的这种违反量的准则的广告，比如这个百事可乐广告，你感觉如何？

3. 对于第三类的这种违反关系准则的广告，比如这个汽油广告，你怎么看？

4. 对于第四类的这种违反方式准则的广告，比如这些佳能打印机、亚马逊的广告，你有何看法？
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