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Abstract

Public slogans that reflect all aspects of residents’ life exist everywhere in towns and cities in China. As a form of language intended to do things, slogans must have its pragmatic function. In order to investigate how the use of public slogans reflects and builds the reality of the social development, the author collected more than a hundred public slogans in Zhangguo Town, Jiangsu Province. Through a theme distribution analysis, the study found that economy development and spiritual civilization enhancement were two major social orientations of the town. It also revealed, after the illocutionary act analysis, that a variety of politeness strategies, such as offering favors or promises, avoiding using pronouns “you” and “I” and some other softening mechanisms were employed in the directive slogans. It is suggested that “theme analysis” as used in this may prove to be efficient and applicable to the study of similar data. This societal-pragmatic study also might be useful for our government’s making of proper public slogans.
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中文摘要
在中国，大街小巷往往张贴着各种公共标语，它们反映了居民生活的方方面面。作为一种语类，公共标语旨在让人们去做某些事情，因此具有一定的语用功能。为了研究公共标语如何反映和构建社会发展现实，笔者在江苏省张郭镇收集了一百余条公共标语。通过主题分布分析，本研究发现经济发展和提高精神文明是张郭镇社会关注的两大主题。通过言语行为分析，我们发现在发布指令性的标语时运用了多种礼貌策略，比如提供某种补偿，避免使用代词“你”和“我”，以及避免强迫受话人等等。“主题分析”的方法在分析相似的数据方面也许也是适用并且有效的。本项社会语用研究对于政府发布合适的公共标语具有一定的帮助。

关键词：言语行为；公共标语；礼貌策略；社会语用学
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1. INTRODUCTION
Years ago, when you walked on some street, a public slogan like "if one gives birth to more than one child, the whole family would be sentenced to death" might pop out into your eyes and make you feel sick. However, with the rapid development of social civilization, horrible slogans like that have been replaced with more civilized ones. 

 Assumably, public slogans as the image of an area reflect the social orientation in that area. Therefore, linguistic analysis of these public slogans may help reveal the level of its civilization and orientation so as to enhance the construction of its spiritual civilization.  

Language reflects and builds the reality. Naturally, public slogans may reflect the reality and may be affected by the reality. Therefore, this thesis attempts a societal-pragmatic study of public slogans, as used in Zhangguo Town where there are many eye-catching public slogans in various forms and on various themes along its streets. This societal-pragmatic analysis of the slogans has a lot of social significance in that it may help guide the wording of public slogans in other areas. With the understanding of wording principles of the slogans, necessary suggestions will be given to help make proper and acceptable public slogans. 

Influenced by a method called key word analysis in corpus linguistics, I developed a new approach when I first sorted my data; during my research, I may try this new method and prove it to be a practical way for later studies of a similar kind. Consequently, this paper is not only a pragmatic study of public slogans but also a trial of a new approach in linguistic analysis. Detailed information will be provided in the later part of this paper.  

This thesis consists of five parts. The beginning of this thesis is a brief introduction about this topic, mainly dealing with the general goal of the thesis, the need for my research, and the theoretical and practical significance of this study.  In the second part, a brief literature review will be attempted to summarize the previous studies and introduce the theoretical framework. Next, those public slogans will be categorized and analyzed from the perspective of theme distribution and theme description. Then, I will explain how the slogan publisher achieves his goal according to Searle’s Speech Act Theory (1979), followed by a discussion on how to relate those slogans to the social reality of Zhangguo Town. The final section concludes the study and proposes some practical suggestions.

2. LITERATURE REVIEW
2.1 The study of public slogans
The existing researches on this topic are mainly concerned with whether public slogans are reasonable, acceptable or not. Most papers touch upon those improper and out-of-date public slogans in poor and rural areas. For example, Nie Guilan’s (2004) “Linguistic Analysis on Birth-control Slogans in Countryside” talks about improper birth-control slogans in rural areas. Chuan’s (2006) “On the Special Slogans from the Aspect of Language Control” focuses on studying the effect of those not so elegant slogans to yield advices on propagandizing policies. 

For instance, there are researches on public slogans in rural areas from the identity perspective. Li and Chen (2006) analyze the slogans’ context and publishers to see whether the slogan’s wording is standard or not, polite or not. They collect improper slogans and analyze them especially from the perspective of semantic analysis and the publishers’ attitude in an effort to produce more reasonable and acceptable public slogans. 
Tu (2007) examines how the slogans reflect the whole appearance of different aspects of the social lives and direct the people’s spiritual lives in his “Han Yu Biao Yu Yan Jiu”. In this paper, the Chinese slogans are the object of the study and they are analyzed from the angle of diachronic and synchronic linguistics. The author expounds the historical development and the present situation of the slogans nowadays. In the study, the author applies a variety of theoretical knowledge from many fields, such as sociology, literature, cognitive psychology and so on and tries to show the integrated general situation of the slogans on the basis of linguistics theories. 

Besides, Nie Guilan’s (2004) research adopts the perspective of pragmatic presupposition. The author takes a close look at the rural public slogans to analyze the social presupposition, role presupposition and code presupposition to see what are the main social problems, such as whether the slogan addressers violate his speaking right or not and whether the addresser and the addressee accept it or not. 

In their papers, the scholars have all mentioned the speech act theory. However, seldom have they analyzed slogans from the perspective of the illocutionary act. This leaves room for a good trial and a new way of analysis.

2.2 The theoretical background

There are mainly three major theories employed in this paper. The first one is the speech act theory. The basic ideas were formulated by J. L. Austin (1962) in the late 50s and advanced especially by John R. Searle in the 60s and 70s. Simply stated, the central tenet of speech act theory is that the uttering of a sentence is, or is part of, an action within the framework of social institutions and conventions (Huang, 2007, p. 93). Put in a slogan form, saying is (part of) doing, or words are (part of) deeds, as captured below: 

     When we say something, we usually say it with some purpose in mind. This is the illocutionary act. It is an act defined within a system of social conventions. In short, it is an act accomplished in speaking. Examples of illocutionary acts include accusing, apologizing, blaming, congratulating, giving permission, joking, nagging, naming, promising, ordering, refusing, swearing, and thanking. (Huang, 2007, p. 102)

According to Searle (1969), illocutionary acts fall into five types: assertives, representatives, indirectives, commisives, expressives and declarations. The five types of speech act are further explained below. Representatives express the speaker’s belief. Directives express the speaker’s desire for the addressee to do something. Commisives express the speaker’s intention to do something. Expressives express a psychological attitude or state in the speaker such as joy, sorrow and likes/dislikes. Declarations are those kinds of speech act that effect immediate changes in some current state of affairs. 
In getting people to do things, the speakers employ strategies to soften their speaking ways and propagandize policies in a more acceptable way. According to Brown and Levison’s face theory (1978/1987), there are two types of face, namely positive face and negative face. Negative face means that social members hope their act will never be disturbed, i.e. the freedom of acting and the freedom of making decision. Speech acts which violate the face need are called face threatening acts (FTAs for short). In order to keep the speakers from losing face, negative politeness strategies should be employed (He & Chen, 2004, pp. 46-47). 
In addition, language is the dwelling place of existence; it is not merely to copy reality, but it helps people discover reality (Xie, 2001). Public slogans as a kind of language follow the regular law without exception. Arguably, they also reflect and contribute to the reality. Although there have been a lot discussions over public slogans, they still exist problems which existing research has not solved adequately, such as how to categorize the data (public slogans) by theme, how public slogans reflect the social reality and what influences the content, form and frequency of public slogans. From what is mentioned above, there still remains a lot of virgin land to explore.

3. METHODOLOGY
3.1 Research Questions

This research examines how the use of public slogans reflects and builds the reality of the social development in Zhangguo. To tackle this issue, the following research questions are proposed:

A. What is the theme distribution of public slogans in Zhangguo Town and what social orientation does the distribution reflect?

B. What is the illocutionary act distribution of the slogans? In particular, what politeness strategies are employed in the directive slogans?

3.2 Date collection

     Public slogans in the downtown area and along the main roads in Zhangguo were collected as the data of this research. Zhangguo Town, known as a prosperous town in Jiangsu Province, is located in the lower reaches of the Yangtze River with inhabitants of more than 200 thousand. It has abundant rich farming land and plenty of water resources. Under the warm weather, heavy harvest can be seen all year round. In the past decade, the rate of economic increase is more than 30%, which relies mostly on private economy. 
From November, 2007 to April, 2008, I collected public slogans along the main streets of the downtown area in Zhangguo. Most of the slogans were printed on the light-boxes, some were on walls and the others were on banners. 

In order to collect comparatively stable public slogans, I went there every month during this period of time. I found not much change had been made to these slogans during this period of time. The procedures of getting plenty data were taking pictures, writing them down word by word on my notebook and asking for the local government’s help. 
To make sure that I did not miss any important slogans, I turned to the local government office for a list of all the public slogans existing in Zhangguo and compare my collection with their records in an effort to make a full collection. Not every slogan was found to be published in public during my collection.  Since slogans would not make sense unless they were put in public, turning to the local government was only to make sure that I did not miss any important data.

In all, 151 pieces of public slogans were found posted along the main roads and none of them was repeated, i.e. each one occurred once only. 

3.3 Data analysis 

To begin with, I worked out the criterion for classification (based on the theme or the topic of public slogans like politics, economic development, innovation spirit, etc.) to work out the theme distribution of the data to see what category of topics people cared about most and what their social orientation might be. In this section, because some of the slogans had more than one theme, I counted them more than once. Thus, the total number of each category was larger than the actual number. Next came the description of the themes to see what specific content of each category was.  
In the second part, another criterion of classification was introduced to sort out public slogans, namely Searle’s classification of illocutionary acts. The main purpose of public slogans was to make people do things. Therefore, the illocutionary act distribution of the slogans was also studied in order to see the strategies used.   

4. RESULTS AND DISCUSSION
     The slogans collected cover different parts of life; therefore, based on the different contents of the slogans, I sort them out into different categories. 

4.1 Theme distribution and description
There are altogether 8 major categories touched on in the data, namely politics, economic development, talent cultivation and education, industrious work, spirit of innovation, construction and environmental development of the town, national policies, and life philosophy. (See the Chart below) 
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Figure 1: Theme Distribution of Public Slogans in Zhangguo Town

(P.S. Economy=Economic development, TC&E=talents cultivation and education, work= industrious work, Innovation=spirit of innovation, Life P=Life philosophy, Policies=national policies, C&D=construction and environmental development of the town)

As shown in Figure 1, the categories on economy and life philosophy are the most frequent (They amount to 34 and 35 slogans). Among the eight categories, spirit of innovation, construction and environmental development of the town and national policies occur least frequently.

Public slogans are generally published in a certain context. From the perspective of societal pragmatics, the high frequency of some public slogans reflects the major concern of this in one area. And this includes a presupposition of the main social problems in the locality. As is shown in the chart above, categories of economy and life philosophy enjoy the highest rank. Thus, economic development and civilization enhancement are probably the two main orientations of the people there. Thus, it seems most likely that people there are eager to develop the economy and enhance the spiritual civilization.

4.1.2 Theme Description

4.1.2.1 Economic development (34)

In this category, slogans are concerned with developing economy to enhance residents' living conditions, enrich people and develop business. Most of these slogans are found to contain more than one theme which is often combined with themes like innovative spirit and industrious work. For instance:

(1) “Ju jing hui shen mou fa zhan, quan xin quan yi wei bai xing, ning xin jv li zhua zhao shang, shi zhi bu yv cu fa zhan.” (“Make developing plans with all attention, serve the people heart and soul, and introduce business from outside for development.”)

(2) “Chuang xin zhong mou qiu fa zhan, jing zheng zhong shi xian chao yue.” (“Seek opportunities to develop from innovation, to exceed in competition.”)

(3) “Gai ge kai qi zhi fu lu, fu yu chui kai wen ming hua.” (“Reform opens up a road for getting rich; prosperity brings in civilization.”)

     The high frequency of this category shows that economic development is of great significance to the government and the residents in Zhangguo Town. With regard to the developing achievements, we can almost assert that the prosperity of Zhangguo cannot be totally separated from the promotion of economic development through the public slogans.

4.1.2.2 Life philosophy (35 pieces)

Here, slogans mainly aim at raising the level of spiritual civilization. In order to urge proper behavior and advocate the philosophy of leading a proper life, it touches upon almost every field of life like frugality, integrity, self-esteem, modesty, tolerance, etc. For example: 

(4) “De cong kuan chu ji, fu cong jian zhong qiu.” (“Virtue comes from tolerance and happiness from frugality.”)

(5) “Zhi ren zhe zhi, zi zhi zhe ming.” (“It is smart to know others; it is wise to know oneself.”)

(6) “Dan bo yi ming zhi, ning jing er zhi yuan.” (“Living a simple and quiet life shows one’s true goal in life.”)

(7) “Qian xu shi ren jin bu, jiao ao shi ren luo hou.” (“Modesty makes one progress, arrogance makes one lag behind.”)

     Low level of education is a universal phenomenon in most rural areas. For most residents who have already left school and entered the society, it is vital to guide their way to a healthy life. Thus, advocating the life philosophy becomes hot and sets a good example for the younger generation.
4.2 Illocutionary act analysis 
Public slogans aim at letting common people do things. Thus they must have some pragmatic functions. In this part, another criterion of classification was given to sort out public slogans, namely Searle’s classification of illocutionary act-- assertives, representatives, indirectives, commisives, expressives and declarations (He & Chen, 2004, p.64). Research in this part might help us suggest how to make a good public slogan to express the publishers’ concern and easy for residents to accept.  
4.2.1 Classification
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Figure2: Illocutionary act distribution

From Figure 2, we can see the category of representatives is more frequent than those of commisives and directives. 96 slogans belong to the category of representatives. Representatives are those kinds of speech act that commit the speaker to the truth of the expressed proposition, and thus carry a truth-value. They express the speaker’s belief (Huang, 2007, p.106). Representative cases include claiming, reporting and stating as shown below. For instance,

(8) “Tuan jie shi gan bu zheng lun, ning xin ju li qiu fa zhan.” (“Be united and work hard without contention; be devoted to development”)

(9) “Gai ge bu xie zhua fa zhan, quan shen guan zhu mou min li.” (“Reform, develop and benefit people.”)
29 slogans belong to the category of commisives. Commisives are those kinds of speech act that commit the speaker to some future course of action. They express the speaker’s intention to do something (Huang, 2007, p.107). Paradigmatic cases include offers, promises, etc. For example,

(10) “Cai da cai neng qi cu, you wei cai neng you wei.” (“Affluence enhances one’s say and achievements raise one’s social status.”)

(11) “Bao hu geng di jiu shi bao hu wo men de sheng ming xian.” (“Protecting our
farming land is protecting our life.”)

(12) “Shi shang wu nan shi, zhi yao ken pan deng.” (“Where there is a will, there is a way.”)

     Only 26 slogans belong to the category of directives. Directives are those kinds of speech act that represent attempts by the speaker to get the addressee to do something. They express the speaker’s desire/ wish for the addressee to do something. Paradigmatic cases include orders, advice, etc. (Huang, 2007, p.107). For example,

(14) “Shuo shi hua, shi shi zhao, gu shi jing, ban shi shi.” (“Say true words, make true efforts and do real things.”)

(15) “Gong zuo chuang yi liu, ren jun zheng di yi.” (“Be outstanding in work and be the top per capital.”) 
4.2.2 Analysis

4.2.2.1 Directives vs. Requestives

     Saying is (part of) doing (Huang, 2007, p.93). The uttering of public slogans is “an action within the framework of social institutions and conventions.” (ibid) Searle (1979) brings request, invite, and permit together with command and order under directives whose illocutionary point is to get the hearer to do something (Tusi, 2001, p.92). 

Requestives are sometimes presented in imperative forms which typically realize directives. As Leech and Svartvik (1975) and Lakoff (1977) point out, what are commonly referred to as ‘commands’ or ‘orders’ are often used in making offers ( Tusi, 2001, p108), for example, 

(16) “Qian fang bai ji pei yang ren cai, guang kai qu dao xi na ren cai.” (Try all means to cultivate talents and open up all ways to absorb talents.) 

The addresser makes offers of cultivating and absorbing talented people, which indicates his sincerity in having the addressee accept the offer or invitation.

4.2.2.2 Politeness Analysis
According to Brown & Levison’s face theory (1978/1987), face can be positive and negative. In particular, negative face refers to the want of freedom that one’s act is not impeded. Speech acts which violate the negative face are those directives.
In order to make it more acceptable and easier for residents without high education in rural areas to understand the public slogans, the publishers put most of the slogans in representative and commisives and use directives as little as possible, especially employ negative politeness strategies like offering a kind of favor or promise something to reduce the threat to the addressees’ face (He & Chen, 2004, p.48). Here is another example: 

(17) “Cheng xin dai ren ren zi ai, zhong xin wei min min zi yong.” (“Those who love people sincerely will be loved; those who serve people dedicatedly will be supported.”). 

The addresser makes a promise of supporting and loving the one in order to request the one to love and serve others.

Second, the strategy of avoiding using pronoun “you” and “I” is employed to show there is no connection between the act and addressers as well as addressees (He & Chen, 2004, p. 48). For instance, 

(18) “Zhi shang de lai zhong jue qian, jue zhi ci shi yao gong xing.” (It is not enough to acquire what you learned from the textbook; he or she should be devoted to practice.) 

The addresser aims at asking common people to practice a lot rather than stick to the textbook or just saying without doing. However, this slogan avoids using “you” and “I”, and chooses one of the famous old sayings to make the tone sound softer. 

What is more, the strategy of avoiding forcing addressees is adopted. The addresser uses softening mechanisms that give the addresser a face-saving way out (He & Chen, 2004, p. 48). For example, 

(19) “Min zhong xi ai ge si jing ji, fa zhan xu yao ge si jing ji.” (Common people like private economy which is needed during development.) 

The addresser intends to request people to develop private economy; however, he reduces the strength to regard private economy as something the addressee likes most. Speakers aim at disguising the stiff orders by choosing this way to mitigate the order or command directives. 

Of course, the three main strategies are not exhaustive of all the strategies employed to minimize the threat in the slogans. They are enough to show that in order to let people do things, politeness strategies are necessary so as to make public slogans more acceptable for addressees.

5. CONCLUSION
5.1 Major findings
This research examines how the use of public slogans reflects and builds the social development in Zhangguo Town. Analyzing the data from the angle of theme and illocutionary act distribution, the study yields four major findings:
(1) Public slogans in Zhangguo Town almost touched on all the aspects of life. Economic development and civilization (life philosophy) are the two topics which reflect the major social orientations of the people there. The study proves that the distribution of public slogans reflects the social orientation of the people there. Categories on economic development and civilization (life philosophy) are two main developing orientations. Comparing to the social reality in Zhangguo, these public slogans reflect people’s eager to develop the economy and enhance the spiritual civilization. Thus it further confirms that language reflects and builds the reality.

(2) The public slogans used have some pragmatic functions. Generally, they belong to three categories in illocutionary, namely representatives, commisives and directives. 
(3) Politeness strategies like offering a kind of favor or promise, avoiding using pronoun “you” and “I”, and using softening mechanisms are employed in these slogans to promote the effects of the slogans.
5.2 Implications 
First, as an appliance, this study supports the theory of linguistic adaption. Adopting the theory of societal-pragmatics, we can study the purpose of public discourses clearly and dig out their inner meaning. 
Second, this study has successful experiences of others to go by. The new approach of “theme analysis” proves to be efficient in analyzing data of a similar kind. With the model “theme analysis- illocutionary act analysis”, we can extend this kind of study to other areas of public discourse. 
Finally, this study guides the making of public slogans. By studying good public slogans, we find that publishers consciously or unconsciously follow face theory and avoid direct orders and commands in public slogans. Thus, this study may suggest that in making such slogans, governments need to consider the issue of politeness for the sake of more convincing power.
5.3 Limitations and Recommendations 

Apparently, there are limitations in this paper. First, as a case study, it only represents one typical situation in Zhangguo and may not cover all the possibilities or all the public slogans in other areas. Second, the theme analysis is very likely more subjective than objective, which might affect the interpretation of the results. If time permits, a large scale of research and a more scientific way of theme distribution can be tried. 

For the future study, I would like to suggest that the researching methods of this study can be used for studying other pubic language such as commentary of tourist guides and even menus at restaurants. 

It is also recommended that in order to enhance spiritual civilization in today’s harmonious society; our government needs to be more thoughtful when making proper public slogans for people to accept in the source of promoting its policy and concept. 
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Appendix         

Public slogans (151 pieces)

1. 土地是人类生存发展的基本资源。

2. 打造绿色张郭，建设水乡“苏杭”。
3. 跨出张郭看张郭，立足全省看张郭，放眼未来看张郭。
4. 高歌新世纪，绘就新蓝图，建设新张郭。                 
5. 实现世纪大跨越，再创张郭新辉煌。                     
6. 耕耘桑梓大地，共建美好家园。                         
7. 以美服人，以美迎人，以美留人。   
8. 营造优美环境，建设水乡“苏杭”。 
9. 村村争先达小康，全镇奋力进十强。    

10. 张郭是我家，建设靠大家。 

11. 树立张郭品牌，塑造张郭风格，提升张郭品味。  
12. 保护耕地就是保护我们的生命线。               
13. 安全重于泰山。   

14. 发展是永恒的主题，是绝对的真理。

15. 加快推进现代化，全面建设小康社会。

16. 高举邓小平理论伟大旗帜，勇往直前。
17. 坚持党的基本，一百年不动摇。

18. 推进社会主义民主，健全社会主义法制。
19. 深入开展法制普及教育，全面提高全民法律意识。

20. 三个代表作指导，三个有利为标准。
21. 融入世界潮流，谱写四化新篇。
22. 忠心献给祖国，爱心献给社会，孝心献给父母，信心留给自己。
23. 一切为了群众，一切相信群众，一切依靠群众。

24. 实践永无止境，创新没有终点。
25. 创新中谋求发展,竞争中实现超越。
26. 创新不跟风,引导不误导，争先不争论,依靠不依赖。
27. 封闭是开放的障碍,保守是创新的阻力。
28. 与时俱进则存则兴,因循守旧则衰则亡。
29. 谋划要有新思维，工作要有新思路。
30. 创新　是民族进步的灵魂，是国家兴旺发展的动力。
31. 解放思想，实事求是，尊重实践，相信群众。
32. 谋发展敢于创新，为人民鞠躬尽瘁。
33. 创新不跟风，引导不误导。
34. 突破思维瓶颈，再创历史辉煌。
35. 学他人之长，创张郭之新。
36. 勇于突破，勇于创新的，勇于超越，勇于夺魁。
37. 聚精会神谋发展,全心全意为百姓,凝心聚力抓招商,矢志不渝促发展。
38. 项目为王，融资为本。
39. 发展经济,善待百姓。
40. 民生在勤 勤则不馈 实业兴镇 产业富民。
41. 激发全民创业热情 大力发展百姓经济。
42. 把握宏观,切合中观,搞活微观。
43. 民众喜爱个私经济，发展需要个私经济。
44. 市场呼唤个私经济，形势造成个私经济。
45. 惜时如金，与时俱进，只争朝夕，加速发展。
46. 强化招商引资工作，加速发展外向经济。
47. 发展个体私营经济，是最大的镇情民意。
48. 以人为本,唯才是举,聚合优势,加速发展。
49. 发展评得失,发展辨是非,发展论英雄。
50. 千道理,万道理,发展才是硬道理。大道理,小道理,成功就是真道理。
51. 大发展小困难,小发展大困难,不发展最困难。
52. 一心一意抓发展，群策群力建家园。
53. 敢向名牌叫板，敢同冠军争先。
54. 工作创一流，人均争第一。
55. 团结实干不争论，凝心聚力求发展。
56. 改革不懈抓发展，全神贯注谋民利。
57. 改革开启致富路，富裕吹开文明花。
58. 发挥国税职能作用，促进经济快速发展。
59. 不谋全局，不足以谋一域，不谋长远，不足以谋一时。
60. 不搞争论，大胆实践，锐意进取，加速发展。
61. 慢走一步差之千里，耽误一时落后多年。
62. 加快发展才能赢得地位，增强实力才能有所作为。
63. 百花齐放，百家争鸣，千岩竞秀，万壑争流。
64. 一万年太久，只争朝夕。
65. 计利当计天下利，求名应求万世名。
66. 致富思源，富而思进。

67. 财大才能气粗,有为才能有位。
68. 国正天下顺，官清民自安。
69. 千政策，万政策，能引导群众致富就是好政策。
70. 大干部，小干部，能领导群众致富就是好干部。
71. 忧民之忧者，民亦忧其忧。乐民之乐者，民亦乐共乐。
72. 诚心待人人自爱，忠心为民民自拥。
73. 清清白白做人，堂堂正正做官，老老实实办事。
74. 做官须持大体,为政不在多言。
75. 荀利国家生死已，岂因福祸趋避之。
76. 善政资民富，谦风助国兴。
77. 天下之政非贤不理,天下之业非贤不成。
78. 德惟善政,政在养民。
79. 一年之计春为早，千秋伟业志当先。
80. 天下顺治在民富，天下和静在民乐。
81. 天下可忧在民穷，天下可畏在民怨。
82. 以铜为镜，可下衣冠，以人为镜，可明得失。
83. 以史为镜，可知兴替，总结过去，开拓未来。
84. 数风流人物，还看今朝。
85. 集思广益,择善而从,见微知者,末雨绸缪。
86. 天时不如地利，地利不如人和。
87. 谋事在人,事在人为，人在精神。
88. 富民强镇，人人有责，以人为本，科教兴镇。
89. 千方百计培养人才，广开渠道吸纳人才。
90. 下大力量留住人才，不拘一格使用人才。
91. 加快招才引智，构筑发展人才高地。
92. 加强从略资源建设，培育创新人才。
93. 发展能人经济，依靠实业兴镇。
94. 师范因教化，文明在笃行。
95. 书山有路勤奋为径，学海无涯若作舟。
96. 读忆破万桊，下笔如有神。
97. 学而不思则惘，思而不学则殆。
98. 书到用时方恨少，是非经过不知难。
99. 非学无以致疑,非问无以广识。
100. 业精于勤荒于嬉，行成于思毁于随。
101. 不评论评实绩,不争论争时间,不议论议大事。
102. 空谈误国误事误人，实干兴党兴业兴邦。
103. 姓社,姓资,空谈误国鉴古今。

104. 防左,防右,实干兴邦争朝夕。
105. 先干不争论，先试后评论,先做再议论。
106. 说实话，使实招，鼓实劲，办实事。
107. 发展是第一要务，富民是第要事，实干是第一要着。
108. 居处恭,执事敬,知足乐,贪心忧。
109. 实践出真知，磨炼长才干。
110. 世上无难事，只要肯登攀。
111. 纸上得来终觉浅，绝知此事要很躬行。
112. 锲而不舍，金石可镂，精诚所至，金石为开。
113. 宝剑锋自磨砺出，梅花香自苦寒来。
114. 春蚕到死丝方尽，蜡炬成灰泪始干。
115. 艰难困苦,玉汝于成,千里之行,始于足下。
116. 岁月荏苒人勤奋，青春常在志气高。
117. 欲有节 节有度 言必行 行必果。
118. 谦受益 满招损 勤补拙 俭养廉。
119. 德从宽处积,福从俭中求。
120. 由俭入奢易，由奢入俭难。
121. 名不可简而成,誉不可巧而立。
122. 蓬生麻中,不扶自直,白沙在涅，与之俱黑。
123. 过也人皆见之,更也人皆仰之。
124. 敏于事,慎于言,誉不喜,毁不怒。
125. 洞明世事皆学问,炼达人情即文章。
126. 轻诺必寡信,多易必多胜。
127. 友休不择而交,事休不思即干。
128. 乐不以忧而废,忧不以乐而忘。
129. 厚德载福,和气致祥,人修骏德，天赐鸿禧。
130. 有谁益我，三更灯火五更鸡。
131. 何物动人，二月杏花八月桂。
132. 海纳百川，有容乃大；壁立干仞，无欲则刚。
133. 知人者智，自知者明。
134. 天下难事，必作于易；天下大事，必作于细。
135. 良言一句三春暖，语伤人十日寒。
136. 良药苦口利于病，忠言逆耳利于行。
137. 知过非难改之难，言善非难行之难。
138. 唯宽可以容人，唯德可以载物。
139. 事事替别人作想，处处代他人打算。
140. 人生自古谁无死，留取丹青照汗青。
141. 工欲善其事，必先利其器。
142. 事能知足心常惬，人到无求品自高。
143. 淡泊以明志，宁静而致远。
144. 谦虚使人进步，骄傲使人落后。
145. 静以修身，俭以养德，嘤其鸣矣，求其友声。
146. 君子坦荡荡，小人常戚戚。清水出芙蓉，天然去雕饰。
147. 进思尽忠，退思补过。
148. 桃李不言，下自成蹊，见善则迁，有过则改。
149. 静坐常思已过，闲谈莫论人非。
150. 春色满园关不住，一枝红杏出墙来。
151. 内睦者家道昌，外睦者人事济。
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