RNLELHIT5HEXDO—HR

1. #ROFEERS
HAOHMERRIMRFE 1M TH 5, | HOFMBITEE . BAT192
TS 7 A Y H 59025 KA v 2576 FE. A~ F 2175 ¥, 4 Y 2
1814 B CHRABIMNTH 5, —HADL000 AE7c ) DERRIZT X )7
22680, NA v 30THL. 4 v N 2UE, 4 F) RPN HFTH AL, BEI
STOETH D, PRV BVL~NWET 5, (FAHFRLLESE 1996:86)
DHRETRLACHEO EDZLEBOEE S 19U FDOHAED
FHEICB I 2REEE. BrOREETNTMAL D BO2L.T%E LD, &
BHTRIRL2IIEBHES L2, BRACHFHOLERELIDZEVDERFLET
HD. 2ED31.8%. 1Jk6435EMHTH %, (FARFRMLLIRD 1996:67-68)
CITRKDIEEBEEZXLTH 5, KEORLEE (19934) 13 1380 f&
80007 Fvicb k3, TNizBLZ135k8800EHTH D, HEDKRLEE
D2FELULIC DB, 2DH B, FHOLEE XN/ NVTHE, BUA
KT LERBYBLEEIZERATHD, BROUREIRL D, 31T
FLIB->TWBDHELD, —HEETIREAERIWRER Y FTH
D, RFESBLZ3E. FLEMBBBTH S, GARFRELERE 1996)
CD&Si, REQEEE LTOFHOGEHERREIPBVEL, BAEH
OEIZBIBLEEDELAL R, PEISTIEERD THEEICHFA LTS
DTHb, TOIHIRIARECREFIETNHFEENAV SN S, AFE T
Leech (1966) DFFZ « 5% Kic, BETRT SN TV 3 FMOHEIE SN
THEAIN TV 2MEXICESE2H T, FAERFRETOIE LT 5,
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2. KEDESR
BT (2005) i3, LEDERICBT ZHAOHAEHE LT, TX YN« ==
T4 CREN 18I RE L 1,

[RER, BRENKEEEZICLZTAFT7, 818, BLUY—ER
D, FECEL L 2IEANBIRREBETH 5,
(TAUD e ==} F 4 v IHE, 19484)

LVISERBEHENLTVS, ZLTEFOFEHRIIVLCODDEBREETASHT
BIRDEFRD—RRHIICTE > TV B,

(RS E d, RS NAEEEOBRICE »> TS €51 BIfF5
TAFT B F— EREE oW TOERSo. I ANTED.
EREEENS 5. BLUTNEAET 5 —BOBEHE S,
(7 2 ) AEERES, 19634) |

(71T 2005:184)

PR LIDEHRSG, IEEEELELTDLA VI ~% 0y FOBFESKZVIEST
BEEDLOEIBEBEV, 1 V7 —F v F TRESEORE LIS WESD
BrHBEDLSH,

3. IREDHEE

BRTT (2005) BILEOHOBEEE LTIRD 4 > %% F, B LTV 3,
OFEHIMERE

QBUEHIREE

Ot IMEE

@1kt

TTT, FNENOBEEIC>WTEKRNICELZTA S,
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OB EE

REHAE R [HEGEREE] &IN5, BLULBFCBO DI,
BB DM L VRIS S A TR R - RS EBAERIC TN B, ZhIC
LFOHBEIRMREY - REZFEIENTE S,

QBUAKIKERE

BUGHIMEEER THRAERTR (T Y=Y vy 74 v 7)) BEEl &L oMRIEH
%o LEEHEECERLE2 L DICBHELE TR GBRALE (1 va-
[RE. 7 FRAV—EE) LBV, NPOPNGOIKLBZHDHE W,

@t IR

HEMMRE I TEBZEREE) & 6N s, LEST I azr—vay
%ﬁ?&éuiy%ﬂﬁémb6@%f¢uﬁb5¢ﬁ%%%&miéo%
WZER, HKCLE, BEVLRE. AMBELEREH OV BREICHED S
TR E L 5N B,
@ALHIHkRE

SALKIBEE R [XXALAEREE] & bIFIEN 2, KB, BB T & 2L
HTEFIERTIRECSLTESN S DT, 20t SZERMIETH S
N3,

(BT 2005:188-189)

4, Leech [C & 3980
LETHERENZEBOFHMIC> VT, Leech(1966)idikd & S itidL T
W3,

Advertising English can be placed on two of these dimensions

as ‘colloquial’ rather than ‘formal’ and ‘simple’ rather than
‘complex’. (Leech 1966:74)

Il hobhrdiiic, RETHERASNZIEROEN (colloquial) o4
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D RFT W (simple) HEMSIFENELD>TH B, £-Ts HELRZOD dis-
course TRV ITH I - E 51T H § &, Will (Would)-# Please-% H 173
HEEF IR LTRSS 364X (imperatives) &, 54O discourse
TRHEESL, L-TEHEIND, THhETEOIAD»S 653 5,

5. AP NOERENE
[FETHEXBEHEINIOREEDORKRYMEEITOILIZSITH 2,
Leech (1966:110-111) 3RO & S ICEE L TV 5,

The very high frequency of imperatives in advertising is not a

characteristic of other types of loaded language.

it\ﬁ%if®@ﬁﬁ§ﬁ%m®uéé%i@§ﬁfﬁé&L%m
(1966:110-111) BE WV, RICHB T LN 28T+ L5 ORI X b 378
DOEBIcH T, BAEMIKEELTVWS, (FTHIEIABYXDEEICLD)

a) WROHERICEES 285

Certain groups of verbal items are especially frequent in im-
perative clauses: ‘

1. Items which have to do with the acquisition of the product.
Get is by far the most frequent of these, and in fact of all im-
perative verbs: ‘Get Super Snowcem’; ‘Get the shave that's
extra close- the Remington shave’; ‘Get Andrex tomorrow’.
Other items with a similar function are buy (‘Always buy
Cadbury’s’) ask for (‘Always ask for Gallaher’s Blues’); choose
(‘For the brightest gloss choose from Gaymel's wonderful

colour range’). This kind of imperative is habitually addressed
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to the consumer: in the television sample: it never occurred in
dialogue situations, where a secondary participant, not the
viewing public, was being addressed. As a final urge to action

it is a standard endline in television advertising.

M) OERICBIL T, get BIREFATTROGEFEHEINTV S, get
BIXRTOFHEOFT—FBEZLFHEINTVWARLEBREL TV E, CO&EEC
ADZDfDFELE LTIE, buy/ask for /choose Z%IFTW 5,

b) HEOHEELER BT 2 B

2. Items which have to do with the consumption or use of the

product, such as have, try, use, and enjoy: ‘Have some Harveys

with your Christmas’; ‘Try new Rice Crisps’; ‘Enjoy these
chocolates that look divine’; ‘For lovelier hairstyles use New

Amami Waveset and Conditioner’.

MU ONEOME | BT 254 Tid have/ try Juse/ enjoy AER & h
o

o) EMESicT 285

3. Items which act as appeals for notice: ‘While the Liberator
heats the water, look at this’; ‘Just see how marks and
smudges disappear when you use Handy Andy’; ‘Watch the

Daxaids instant dispersal tent’. Look, see, and watch are com-

mon in commercials of the ‘demonstration’ type, where they

call the consumer’s attention to what is happening before her
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eyes. Remember, make sure, and see (as in ‘See that you too get

enough milk’) admonish her to learn a lesson for the future:

A very happy Christmas to all D.E.R. renters, and remember
that our television service will be available throughout the

Christmas Holiday.

[EMEIRN | 1SILETid look/ see /remember /make sure @ {#F3EE
BEL,

Leech (1966:111) 3 &GS X THAS N A2HFEDOH OREHL L b E LT, RD
LI MEEKEVXELLL TV 3,

As might be expected, prohibitive warnings like ‘Don’t let
imagination spoil your day’ are very infrequent beside positive
exhortations. Only about one imperative in fifty is accompanied

by a negative form.

Don't—TH% 5 [EERDK] &, MEEHEX] & HET 5L 2 OMH
HERIERIEY, S XOLEENBLZ0H5ET5E, 20D 1
OVEEGEINTHBELDBHELDOIETH B,

7o72\ Leech 3 ZENENDBIUC DV TRIRL TV,

6. EFIFRE _
Wiz, EBRORFZHHMTERINIESED b, GOXOEHBICABZLE
%, D Leech DNEABEICHERET 3,

a) RIS OIS I 285
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1. Secure a fixed savings rate of up to 3.25% AER.
And secure peace of mind.
Daily Mail Sunday, February 15, 2009
2. Book winter deals at novotel.com
Daily Mail Sunday, February 15, 2009
3. Win an amazing holiday in _Califomia
The Daily Telegraph Monday, February 23, 2009
4. BUY NOW PAY MARCH 2010
The Daily Telegraph Monday, February 23, 2009
5. SEARCH FOR YOUR PERFECT VILLA RENTAL
The Sunday Times Sunday, April 19, 2009

b) R DHEPEH BT 285

1. Fly to Turkey at Pegasus prices
Daily Mail Sunday, February 15, 2009
2. Enjoy the Telegraph all week, every week for just £5.90
The Daily Telegraph Monday, February 23, 2009
3. DRIVE SEXY
FROM ONLY £6,69
The Daily Telegraph Monday, February 23, 2009
4. Cut the cost of calling landline
The Daily Telegraph Monday, February 23, 2009
9. Cut your Business Insurance costs not your covér

The Daily Telegraph Monday, February 23, 2009

) RYELcB T 285
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1. Hey! look what’s cooking at the Dolphin Hotel’s fine restaurant.
Cambridge News Saturday, February 21, 2009
2. See how easily you can transform your kitchen

The Sun Saturday, February 21, 2009

Leech DA RITBE BWIEEDH B, 2D & 5 1HIES G Leech BSFHFE%1T -
RERICBEELE» o b LV, EROFES LTI, a) 8BS
OEBICHET 285 L b) R OHECHERICHET 2#EMLIc@HEINT
WHEDHBRHMTH S, ThEd) &L TRICEZ B,

d) HEOESIRET 285 + WRHOMELER T 285

1. Turn breakfast into dinner.
Turn bags into mags. ( E&E | magazines)
Turn chips into trips.
Daily Mail Sunday, February 15, 2009
2. Turn spreads into beds.
Turn pasta into pizza.

The Sunday Times Sunday, April 19, 2009

1E23F R == =4y FDTesco it k BIEETH 2, O2FAIT
AL EVIREF + v =V E[T-TWB, 20, O%HEBETH
BAZERTEZEL0ISDTHY. ThidLeechDHEOND a) BEHOD
BRIBET 285 L b) REOHECHERICET2HFAD2>% 1 >OLE
TRELLODTH 2, Lhd, BATERTNE, a)+b) TR b)+a)

I >TWVW3B, RIBBITOIEETH B0, T d TescoD dbD EREIREICE Z
5 b,
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3. Switch your current account and we'll give you £100
Daily Mail Sunday, February 15, 2009

IRDIE4 & Leech DABICHBE BV EEA SN B, TNIENGOD
World Vision it X BIRETH 5 DT, sEic [EEOHEE] OHE T - 2.
QODBIEHIKIEICBT 2L EAON B, ChiEEE ) HLERICHET 3
LEEER I, T LTZITHERASNTY 38E] change RS EHBKICET
BEFEEVIENERL LD,

e) HEEKICEET 5 B3

Change child’s life
The Daily Telegraph Monday, February 23, 2009

RZIC, Leech WIEFICDRWEEL D, BEFTIE BLEICOVTE
PROESTHTONREERD 305, RO X D BIEEND 5,

DON'T MISS NEXT WEEKEND'S ESSENTIAL GUIDE TO A
GREENER FUTURE
Daily Mail Sunday, February 15, 2009 -

7. ¥R

Leech DM FEFICHEKEN DO TH 24, BROKN L HIcZ DS
KBEBOVEENBIET20RMROETH B, Leech WEEEREL /-
HEOBRERDOEV OGS, GE/NEEMA L ILEDT T % 3> DHEE
KT B5DRESHTREEND 3T &80 - 1o, FICHSOEEICET 2
REE, BROEBCHERCETALETRIENS 2D EDICLbDONE
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CRRI SN, REERBEORIBETIR 2R L S5h 3, ‘

F7ol o) DEVEIRICEAT A%, Leech 25 THOFITITbR TV BT
LI LEBEE»SOEB%2EB2.,] LZOERTIRLTVS L ST, FHH
LEIXDIRTLETEEDNBGELOM S LAK,

Leech WEEATH 32 D TAME TREROHFE 2 FAEMRIC L 1285,
Leech BB 72 DEETEKOEE R MBHE L b TREVD T, KE
DHHLEDRELTAREN - HERBTEIEOEZION S,

VSRS Y9 — %y F THMEFORELRZRU I EOTEBMRICE - 1
M. BROFRASSE ILBETSEERA VI —% o b HO—HObOT
b0, SENLEERRI O BAADT L, HEFMICbEFICEE LMK T
HBLEEHRT 2D, SR OFHEBR LA LET S LHhEE
THHEIEREIETHBVIETH 3,

EE 0
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