
摘要

一个广告标题是一则广告的眼睛，它具有提示、评价广告内容和吸引、引导

读者的作用。一则广告成功与否，广告标题起着极为重要的作用。因而它是一则

广告中最重要的组成部分。许多广告撰写人都为如何创作一个成功的广告标题而

绞尽脑汁。许多广告名家如大卫·奥格威也从实践的经验中总结出许多广告标题

创作的原则。但他们的创作原则与某些广告标题的语用现象不符。一些他们认为

不可取的语用现象如双关、暗喻却在实际的广告标题中取得了巨大成功。

关联理论是日渐引入关注的一种语用学理论。它主要研究信息交际的推理过

程。尤其注重探索语言交际的话语解释原则。关联理论以关联性的定义和两条原

则，即认知原则和交际原则作为基础，提出了最佳关联性的概念。同时，关联理

论指出每一个明示的交际行为都应设想为它具有最佳关联性。

通过运用关联理论对广告标题的分析，可以看出广告标题也是一个推理一明

示的过程。因而广告标题也应设想为其具有最佳关联性。这就为广告标题的交际

功能提供了科学的解释机制。

本文在现有的关联理论研究的基础上，结合广告标题的具体言语实例，试图

从关联理论的角度来阐释广告标题的交际功能，即广告标题是广告内容和读者之

间的最佳关联，并把关联性作为广告标题创作的一种评估手段，从而迸一步扩大

关联理论的高度解释力。在阐述这一理论的语用价值的同时，进而拓展其应用领

域，用它来指导实际的广告标题的创作。揭示了关联理论框架对广告标题写作的

指导意义，并在关联理论的框架指导下，本文提出了三条广告标题的创作原则，

即关联原则、幽默原则和新颖原则，并运用关联理论对各具体的语言策略进行分

析，同时运用关联理论与具体实例相结合的方法分析了如何运用各种语言策略来

实现广告标题的创作原则。
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Abstract

Advertising headline is the first attentioa-grabbing device for an advertisement．It plays the

role ofdemonstrating the main content ofthe advertisement，gutting attention,and sometimes

cV∞p町飘壕ding and pushing the C,01]8umers tO buy the advertised product．Attention-gaining

and persuasion aro the basic functions ofadvertising headlinc8．Although sale*一generation／s

the final goal ofevery advertisement。advertising headline is crucial toward that end．

Because of the significant importalme an advmising headline has，many copywriters are

trymg hard to make a successful headline．David Ogilvy,a very famous advertiser,has

concluded from his practice ton principles of how to write advertising headlines．He put

forward that 80nlc linguistic devices like pun and metaphor should not be used in headline

making．However,this is not e．ompletdy true in reality．indeed,many successful advertising

headlines ago atu-ibut4xt to these linguistic cIe“c璐．

The∞levance theory focuses on the degree of relevance and two governing

principles---cognitive principle and communicative principle,and proposes the conception of

optimal relevance．It puts forward that any ostcnsive-iofcrential communicatinn is supposed

to be of optimal relevance． Advertising headline is also an ostensiveMnferential

commuuication process，and therefore the relevance theory can offer effective explanations

forthecommunicatiVefimctionsofadvertisingheadlines．

Following the theoretical study,this thesis elaborates and proves the pragmatic values ofthe

relevance theory in advertising headlines by analyzing samples．The relevance theory will be

employed as a n1‘习su地to evaluate the advertising h“llines．Meanwhile．011 the basis of

relevance theory,three prineiples to guide the headline making arc put forward,which a∞

relevance principle，humor principle and novelty principle．The specific applications of the

three pdI】cipl髂81"0 analyzed in the caso study form．

Key words：relevance theory,advertising headline，principles for headline writing



Chapter One

Introduction

Advertising,according to the Definition Committee of the American Marketing Association,

is‘any paid form of non-persoual presentation and promotion of ideas，goods or services by

an identified sponsor．’Because advertising has a significant influence on modern society

Since its birth,0110 French advertising critic oncA：．said that the air We live in was composed of

hydrogen,oxygen and advertising．

B郫au∞of its pf讲llin献role in society,advertising thus has been a popular subject of study

for researchers in various disciplines such as markettng，sociology,anthropology,psychology,

linguistics．and SO o礼Among all of these issues raised by advertising,the language seems to

have attracted more attention becausc of its significance．Scholars have long been interested

in des硝bing advertising language from the animistic perspective，which is mainly focused on

the linguistic features．But nOW they have gradually turned their attention to the pragmatic

p盯叩ecIivc ofthe advertising language．

Awhole copy of advertisement mainly consists of four parts：headline，body,ending,and the

supplementary items．However,the headline of advertisement is considered as the first

stimulus of the whole advertisement．And it goes that each successful advertisement must

have a very attractive headline．

Advertising headlines ale classified into three categories：direct headlines,indirect headlines,

and the headlines that are combined by headline and sub headline．

Another classification of advertising focuses on the different ends of the advertisement．It

divides the headlines into promising headlines，persuading headlines，cont'mning headlines，

and SOon．



No matter which way is used to classify the headlines，the focus of this thesis is to make a

great hcadlme．In order to makc a successful and attractive headline,advertisers a∞

encouraged to follow the AIDMA principle,which statKIs for Attention,Interest，Desire,

Memory,and Action．In recent years,the SCORE evaluation method proposed by AlnCliC{m

scholars is also very popular．SCORE is the abbreviation ofSimplicity,Credibility,Originality,

Relevance，and Empathy．This method has been widely employed at present．

Advertising headlines usually hayc their unique functions∞follows：

Firstly,the main can'iclr ofadvertisements is the mass intxiia．I-Iowcver,鹤well known to all,

it is the news that is the hero of every 131a8S media．People read newspapers。magazineg。and

watchTV usually with the intention ofgetting IIC'W$rather than looking at the advertisements．

脚often neglcct advertisements，and S0131e people e,vcn complain of their甑is￡僦
Therefore,an advertisement must have缸attraetivc and easy-to-accept headline if the

advertiser does not want his advertisement aWaSll：ofmoney：．

Secondly,there are too many advertisements at each media at present．An advertiser can not

expect his audience to read his without anything special．Therefore，ifhe wants to surpass the

others，he has to design a better headline than those ofthe other advertisements．

Thirdly,110 matter how delicate the hody copy is,if the advertisement does not have a good

headline，it is very ditfieult to say that this advertisement is a SUCCESS．As what has been

mentioned above．ifone headline can not get the advertiser’s intention across to his audience,

it is not very likely to the body part of his advertisement to be read．which means that this

advertiser’s effort is totally useless．Someone even compares the function of the advertising

headline to the function of saying‘hello’．ff an advertiser has not held the attention of his

people．how Call he expect the conversation to go on?Therefore,it is ofkey importance for她

advertiser to devise all attractive headline．

Lastly,besides its main function of attracting audience’s attention,a classic headline is
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expected to generatc saleB．1fthe advertiser,having a good command ofthe linguistic devices，

啪also have all imight of both his product and his customel'S。he may be able to compose

such aheadline．For example，Ogilvy has such all advertisement headline which goes like this：

Howtomakeawomanof35yotmger?Thisheadlineisdesignedforthe cosmeticsforwon31m

above 35；therefore．,it has seized the stimulus point exactly--women of 35 plus care morlB

about how to look younger,wltieh,of coul∞,will lead the audience to act quiddy．m last
function is dittieult to realize，but this should become the goal of every advertisement

copywriter bccaul∞selling the advertised product is the only goal of evcry advertisement and

no other el∞．

Beeatm of the unparalleled删013s a headlinc plays to the success of the whole
advan妇瞎∞舳1．this thesis,therefore,takes the headline as the focus for stu衄．And the author

will study it from the pragmatic肼嬲p‘，c“c，mainly by taking$perbcr and Wilsoll’s relevance

theory秘the theoretical foundation to investigate how headline communicates message and

howthe audience interprets it．

This thesis will deal with the commercial advertisements in the printed media exclusively．

Commercial advertising is the most fl'equent type ofads，and the type Oll which most money

and skill is spent，and the type which affects us most deeply(Vestergaard,1985：1)．And the

“ⅪsolI for choosing advertising headlines in the printed media is that the advertising headlin∞

in the printed media arc easy to get and study because printed advertisements cm be

reproduced as a whole easily．

This thesis will adopt a qualitative research method by lllcansofdata collection ofadvertising

headlines in newspapers．With accumulated data,some underlying truths about advertising

headline will come out wlaieh will prove to be insttnlctive not only for theoretical probe but

also for applied practice．1 will apply this descriptive method in the case study ofthis thesis．

This thesis consists of six chapters．The beginning four chapters arc to introduce relevance

theory and the reason why it can be employed in advertising headlines making．Then chapter
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five is dedicated to cxyflsunlci'$’psychological analysis．The major pan chapter six mainly

deal$with the writing ofheadlines firm relevance theory．
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Chapter Two

Literature Renew

2．1 The Importance ofAdvertising Headlines

People don’t read advenisements per∞．

They read what interests them．And

SomOdmes it’s an ad．

Copywriter Howard Geasage

Gossage’s poi越is highly appreciated．We s∞what wc want to s∞，and this is particularly

true with print advertisements．An advertis∞ent in print media consists of verbal and

non-verbal elements---i．c．，words，pictures，colors，graphics，and white space．Often the

visualization is added after the copy has been written．But usually the copywriter conceives

the whole picture first before he writes thecopy．Howler,when asked which,ifany,parts of

an advertisement in print media are more important，Alfred Politz,a renowned researcher,

gave the following words without hesitation．

Headlines arc most important because somc people read headlines only．Ia a campaign

all the main sales points should be put into one or another headline in the series of

advertisements．The text is important too，of course．It is there that the thought in the

headline can be developed in a believable way,established as a unique attribute of your

prodtmt．And the longer thetext，the more important the headline becomes．

But the headline is the vital factor．Associate the product and the main sales point in the

headline．

Michael Fortin of The Success Doctor,Inc．has pointed out that of the four factors of AIDA

formula，the first part refers to the headline and it is where most ads usually fail．If the

headline doesn't command enough attention．then the rest of the formula—even if the ad is
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effective—fails．And ac|∞Iding to Robert D．Bodudt‘I-Ieadlines ale your‘front line’to any

mm'kct．k's the first thing most prospects soe．Writing ads is tough enough and your headline

is your 0110 big chance to interest and influence aselected audience with your message．”

Thorefom，a good advertisement must have an attractive and ecsy-to-understsnd headline．

One survey by David Ogilvy,world famous advertising executive．best-selling author of the

most influential books on advertising Confessions of aB Adveras垤Man，and ogi&v OB

Advertising,and founder of the rcnownad oga,T＆Mather adv耐ising agency．even shows

that a good headline can generate inore sales,and help tO establish good corporate image．It

displays that there areⅡ∞∞than five times ofpeople who read advertisements’headlines than

thosewho read the main body part ofadvertisements．Therefore,the advertiser will lose 90％

of his advertisement fee if the headline of his advertisement c蛆not atttact the cu$tomeig’

attention．

That’s why 80 many top copywriters spend far more time writing headlines—as much as 80％

oftheir time——than writing the rest ofthecopy．They write as many possible headlines for

an ad as possible，and usually spend hours developing a single headline．Often,dozens of

headlines are discarded before the right Oil@is chosen—all because the SUCCESS of an ad rests

largely on the headline．

2．2 Recent Researches on Advertising Headline Writing

Johil Caples，a veteran copywriter who has practiced writing many well-known headlines

such as"They Laughed When I Sat Down at the Piano---But、)l／hea I Started to PIay'’，is

suggesting the following five rules：

1．First and foremost，and above all else，try to get Self-interest intO every headline you write．

Make your headline suggest to the reader that here is something he wants．This rule is$40

fundamental that it would seem obvious．Yet the rule is violated every day by scores of
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copywriters·

2．If you have news．such as a new product,Or a IICW use for趾old product,be 5Ul'e to get

that n删s into your headline in a big way．

3．Avoid headlines which are merely curiosity headlines．Curiosity combined with news or

self-interestis∞excellent aidtothepullingpowerofyourheadline．But curiosityitselfis

seldom enough．This fundamental rule is violated morc than粗y other．Every issue ofevery

magazine and newspaper eontaim headlines which attempt to sell the reader through

curiosity and curiosity alone．

4．Avoid,when possible，headlines which paint the gloomy or negative side of the pieture．

Take the ch触'flll，positivo allglc．

5．Try to suggest in your headline that hcre is a quick and easy way for the reader to get

something he wants．

John Caples has givaa 111101'1。serious research attention than anyone in the field ofadvertising

headlines so far from the practical aspect,and his five rules for writing headlines are specific

and useful．I-Iowcver,the rules of nulllber 3 and 4 are still in doubt．becausc they Call not

explain why soraetimes the u∞ofpun for curiosity and the眦ofnegative words like‘叮l犯

Penalty ofLeadership"Call also achieve great$11cc,ess．

David Ogilvy also holds the same opinion with JoIm Caples in the aspect of using such

devices as pun or metaphor．He befieves that tlaese devices alrl：difficult for interpreting,and

the audience may not try to interpret them a￡a11．I-Iowcvel-,there躺many successful

examples of the use of pun and metaphor in the headlines．Some even become classic．The

copywriters Call not explain tlaesc in theory because they lack the theoretical support．

Therefore,the task falls upon the linguistic expcrts．

There arc also many researchers studying headlines from the linguistic硒pccts．Some 5cc this

issue from the functional linguistics，showing the prediction function ofadvertising headlines．

Some focus on the word choice and sentence structure and metaphorical de、ticc5 used in the

advertising headlines，pointing out that writer should employ novel，unexpected words and
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metaphorical瑾曙an8 tO got the audience's attention,and fuither to arOUSe their action．Based

On tk=ir Btudies,they put forward their opinions On the writing rules of advertising headlines，

and these arO also very helpful and h蝎nuc帆in practice．Next,analyses will be on some

theoretical studies On advertising headlines．

23 Some Researches On Advertisements from the Linguistic

Perspective

How audiences process advertising clainxs has aroused great interest among scholars．

Therefore,this part is going tO examine some theories that are developed by advertising

rcseamh嘲．to“圮oIInt for audiences’comprehension ofadvertising cIajn碍．Meanwhile,∞恤

of the defects of those theod嚣will be examined from the relevance theory,which has great

contribution to this field．

2．3．1 Semiotic Approach

Semiotic approach is based on the assumption that communication is a proems of encoding

and decoding a message．Barthes and Judith William are two outstanding scholars who have

dealt with the advertising language from such a perspective．

Rhetoric ofthe Image(1964)written by Barthes is claimed by Dyer(1982：224)to be a major

essay on semiotics and its application in the analysis of advertising message．It studies the

intwrelafionship betwccn the image and the advertising message．b this book,Bartbes argues

that there a∞three types of message：the linguistic message。the coded iconic message，and

the non-coded iconic message．The linguistic message，which consists ofcaptions and labels，

ace,ording tO Barthes，has tWO levels ofinterpretation,namely,denotational and connotational-

Then,he points out that the pure image Call be divided into two categories,which are the

iconic equivalents of connotation and denotation as well．The former is also categorized as a

coded，symbolic and cultural message，but the latter is said tO be the non-coded，perceptual
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Bart／les’insight is valuable for that onc call derive different information from One single

advertisement．However,the method by whichhe s如out to analyze it is a problem．Bccause

the processing of information derived from the sq畸礴is affecte4 by many factors。for

instance,Fodor has put forward the cultural knowledge．Therefore,there is 110 elear．．eut砒

either the|inguistie level or the icolliC level for denotation and connotation for the reas∞tlaat

perceptual information is not indel舰dent offactors such私cultural knowledge．

Onemajor defect of semiotics is the notion that diffcr蹦t messages a∞diselatangl咖l solely by

reading systems of signs during its application in explaining advertising language．Its

eonflietion with the fact that there exist a potentially infinite number of different messages

eanied by a fimte lananber of sigm then蝴．Th％the audienec i8 going tO ehoose which
message is of great conoa乱Bartlaes attempts to resolve this oroblcm by arguing that the

linguistic message has a function vis-al-vis the iconic incssagc,a function which he calls

"anchorage"，which helps the audience to determine the selection of the intended message．

However,linguistic messages are polysemous棚well．Sperber and Wilson have ptJt forward

that linguistic codes arc not devoid of ambiguity,and reference assignment，disambiguation

and enrichment al-，．part ofthe nomla]process ofutterance intcrprelation．

Judith Williamson also attempts to approach the advertising language liom the perspective of

semiotics．According 10 Judith,the sign(meIsage)in the advertising is to be understood at

two levels，the manifest level and the latent level．The audience,011 the other side，is required

to Ii3akt：appropriate connection to obtain the intended mⅢling of the author．One major

problem facing Williamson’s approach is that there is 110 clear way for the audience to

determine which meaning should k used at what level．

Williarason is also aware of the gaP between the message intended by the author and the

message obtained by the reader through the process ofdecoding．She attempts to explain this

problem from the perspective of the reader’s knowledge．She argues that it is the reader’s
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knowledge that helps栅the gap．But she does not demonstiate how the reader’S preexisting

knowledge he|p to dftci'mme the way advertisements are understood and how the gap is

ml。d．

It canhe嗣煳from the above analysis that semiotic approach fails to explain the gap betweeu

the senmntic repre∞ntatious of sentences and the thoughts actusny communicated by

utterances．According to Spesher and Wilson,this gap is filled not by mol-e decoding,but by

infcrenee．Griee has first drawn attention to the in中ortsnce of infcrcnee in communication．

Since then,val-ious pragmatists have developed inferential models ofconmmnication．Geis is

ono of the pragraatists who have approached the language of advertising from such a

p髓砩'硎v矗

Geis(1982)focuses on those linguistic devices favored by produ蝴of television
commercials．Besides the conc2l"n of how advertisers u∞language,Geis also giv鹤much of

his attention to how audiences c蛆be expected to iuterpret the advertising Language．He put

forward that the linguistic devices migilt also be interpreted in a problematic way,and they

can he misleading．

The most conspicuous contribution to the language ofadvertising ofGels is that he builds on

the notion,deriving ultimately from Griee,that inference,rather than decoding,is the key to

comprehension．He incorporates the notion ofcooperation in a conversation which is pointed

out by Griee(1975)，making use of six‘maxims’adapted from Griee(1975)and from Boer

and Lyean(1975)：

TheMaxim ofStrength：Say no less than is necessary；

The Maxim ofParsimony：Say llO more than is necessary；

The Maxim ofTroth：Do not say what you believe to be false；

The Maxim ofEvidence：Do not say that for which you lack adequate evidence；
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TheMaxim ofRelevant．e：Be relevant；

TheMaxim ofClarity：Avoid obscurity ofexpression．

fGeis 1982：31)

Gels holds tbal in the communication of advertising,both advertisers and audiences ale

guiaad by this mutuaUy agro{丑upou set ofrules，Or maxims．He．mggests advertisers should

be hold responsible not only for the conventional implicamm oftha adveftisements，but also

for the conversational implicatures．He poinm OUt that conversational i唧IiⅨ血l髂a∞

calculated as follows：

A潮t∞∞S conversationally implies a proposition P in a given conversation if and only

ifP canbe‘cal∞lated’givon

a．the literal meaning ofS

b．general principles governing exmversation

c．the context ofthe conversation

d．background knowledge shared bY SpgakCl"and hearer．

(Geis 1982：30)

Gels has his feasons in contending that advertisers should be held accountable for

conventional and convero鲋tional implicatures of their advertisements，but his analysis does

not provide a successful basis for implementing such nMa文lr器．because his approach also

suffers from the following defects ofGricenn pragnmtics．

Firstly,he does not show how the context is detonnined．nor does he demonstrate how

background knowledge shared by the speaker and hearer is established．Because of these

defects,it is very hard tO hold an advertiser responsible for the implications of what they

assert．An advertiser can essay deny the accusation by saying that he does not recognize his

addressees share aparticular piece ofknowledge．T11is o‘Ⅷmainly in the猢of sex appeal
advertisements．



Secondly,Geis’s maxims themselves can give rise to quite various implicatures．He is awa∞

oftlais in-oblem and gives the following example：

Aftate for athlete’s foot．with a medication that ldlls athlete's foot fungus On contact．

(Gels 1982：55)

Gels allgUl％that the Maxim of Relevance will give rise to the implication that Attato kills

atlalctc's foot fungus on contact．J[-'Iowc,cclr,it is known to all that advertisers usuallyⅢake the

strongest claims they can defend,while here,it is not actually claiD埘that Aftate kills tlae

fungus On．contact．considering the Maxim of Str％gth,the advertising implies that Anatc

may not in fact kill atlaletc’s foot fungus Oil cont3ct．

In order to solve this problem,Geis tries to sd up a hierarelay among his mllxil璐；when tlac

maxim ofRelevance conflicts with theMaxim of Strength,people a心inorc likely to go with

the MaximofRelevance than with the Maxim of Strength,for in such cas嚣the lattef require8

much 13101"e sophisticated reasoning than the former．(Geis 1982：55-6)In effect,Gels is

sttgg％ting that the Maxim of Relevance is mperior to that of Maxim of Strength in the

hierarchy of maxims．Sperber and Wilson have gone much further．They have reduced the

different rna】dlm to one single principle．that ofrelevance．

Thirdly,Geis fails to take aeeotmt ofthe nature and role ofcontext in his analysis ofrelative

stfcngth of elain蟑made by advertisers，He ar譬：Il嚣that suppose John Jones is known by 100

women,it∞n be claimed that he is liked by many people ifand only ifhe is liked between 50

and 75 percent of the rwomell．But if the context"WaS reduced to two women,it could not be

elaim饯l that many WomCn liked John e．vcn if 100 percent ofthem liked him．A seale．which is

valid in onc ima垂nary eOlltext but not another,is of little u∞．He ignores the role of context

inutt删eomprehemion．

As has been showed above，Gels deals with the problem of t；tterance interpretation in

advertising within the framework of pragmatics；however,his ultimate analysis still suffers
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some defects which should be taken care of．

This chapter first showed how important advertising headlines arc，and then reviewed somc

researches oll advertising headlines writing and the major linguistic studies of advertising

language．Selected approaches to advertising language have been Bssessed．，and it has been

shown that the interpretation of advertisements is not merely a matter of decoding,and it

shen]d be best apprwched from a pragmatic point ofview．However,bd7,ausc ofthe defects of

the theories ofcomunmication on which tbey a托bas。山the pragmatists who have anaIyzed

advertisements fail to provide an adequate cxplenation of how the audience understands

advertisements．

The Relevance Theo珂of Sperber and Wilson offers a principled account ofhow船u仕erance

is interpreted by thc heare[in comzxt,and it provides the most satisfactory answer to the

basic question of how communication is achieved in advertising．The following chapters will

be devoted to the analysis of the Relevance Theory and how this theory canbe specifically

associated with headline writing．



Chapter Three

Introduction to Relevance Theory

Since its publication,Relevance Theory has been widely accepted and has affected the study

in various disciplines including linguistics，literature，psychology and philosophy．Howevex,it

js not uncontrovorsial．SpcFoer and Wilson,the two authors themselves admit as such：‘We are

well awal-e that the view developed in Relevance Theory is very spocIllalive’(1987：709—10)．

Even 80,from the previous analysis in chapter twO,We can find that this th∞ry often the

most satisfactory possibilities for exploring the question ofthe force oflanguage．

Sp抽and Wilson developed the Relevance Theory in the book Relevance：communication
and cognition which is published in 1986．It hoIds that the guiding principle in the mental

allergy we expand in the process of communicating is the search for an interpretation

consistentwiththeprincipleofrelevanceandtheprincipleofrelevanceis essentialtoexplain

human communication．

3．1 Ostensive-inferential Communication

Spether and Wilson's analysis focuses on the form of communication which they call

ostensive-inferential．(Sperber and Wilson 1986：63)．According to Sperher and Wilson,there

aretwo models ofcommunicatiOil：the code model and the infefential roodel．Communication

may involve these two models,but inference is most fundamental in the process of

communication．In other words，a coding-decoding process is subservient to an inferential

process．Sperber and Wilson aIgue that‘communication is successful not when hearers

reco幽the linguistic meaning of the utta硼眈but when they infer the speaker’s meaning
from it’(Sperbor and Wilson 1986：23)

Sperber and Wilson also put forward that there are usual|y two layers of information to be

revealed in most communication activities：the informative intention,which belongs to the
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first layer,is the information the co枷eator imends to co删eate to the acldress∞；the
communicative intention,which is the second layer,consists ofthe speaker indicating that he

has intentionally communicated the first piece of information to the hearer．Sperber and

Wttson give the definition as follows：

Informative intention：to nlako manifest Or mol"e manifest to tim audience a set of

assumpfiom．

Communicative illlomion；to mdkc it nmmany manifost to aadi姗and oommunicator
that the communicator has this informative intention．

(SperherandWitson 1986：58-61)

Therefore，if the communicator walR8 the communication to succeed,he must draw the

audience's attention to the fact that he has something to inform,which is tecb_nically known a3

ostenfiom

Sperber and Wilson also point out that the ostensive communication,inferential

communication,and the ostcnsivc-inferential communication a托the salllo thing in fact．

Actually’ostensive communication and inferential communication a∞OHe and the sanlo

process，but seenfromtwodifferentpointsofvicw：thatofthe
communicatorwhoisinvolved

in ostenfion,showing 01"making manifest his informative intention,and that of the audience

who is involved in infereace,inferring from the evidence presented the communicator's

intention．

Sperber andWilson give the definition ofostensive-inferential communication as follows：

The communicator produces a stimulus which makes it mutually manifest to

communicator and audience that the communicator intends，by mcatl$of this stimulus，to

make manifest Of lnol-e manifest to the audience a set of assumptions．

(Sperber and Wilson 1986：63)
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3．2 Relevance and Cognition

Sperber and Wilson point out that relevance is the key to human cognition．They bc№Ve that

the standards which govern inferential communication arc based Oil
the natui_e of human

cognition．Usually htanans pay attention to those phenomena that arc most relevant to them．

Sperher and Wilson categorized the effects of newly input information into three kinds：

comcxtual implication,strengthening of existing assumptionB and contradiction and

elimination of old assumptions．The cont酬mal implication m铷3 that ftll'th‘x"information

which cannot be deduced from either existing assumptiom or the new information alone．

Here arc examples by Sperber and Wilson to illustrate these three contextual effects．Suppose

that one wakes up with the following thought：

a．Ifit's raining,rll stay at hoIne．

b．It’S mining．

c．I'll stay at home．

d．1tismining．

e．n’S not mining．but there arc cats Oil the roof．

One looks out of the window and discovers b'from the existing assumption a’he∞n deduce

furthel"information c．This is the contextual effect ofcontextual implication．

Ifone wakes up,hearing what o丑e thinks is a pattering。虹the roof,and forms the hypothesis

b．Then he goes to the window,looks out，and discov@1"s击This is the contextual effect of

strengthening ofexisting assumptions．

However,if one wakes up with the thought b，whcn he goes to the window and looks out but

onlyfmde．TIlisisthecontextualeffectofcontradictionande[tminationofoldassumptions．

Therefore,assumptions that produce no contextual effects ai'e irrelevant．For relevance to
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obtain,a stimulus processed in a cognitive environment should have a contextual effect．

In fact，relevance is a matter ofdegree．The greater the contextual effects ofa newly presented

item of information．the more relevant it is．Besides contextual effect，there is also another

factor that is crucial to compute relev锄ce,which is the processing effort。oth目things being

equal，if the processing effort is smaller,then the relevance is greater．Therefore．it foUows

thai the processing effort liP．2xlod to derive contextual effects is crucial，and this leads to the

notion ofoptimal鹏levance(Sl瑚屯目and Wdsoa 1986a：15s)．Sperbcr and Wilson also point

out that all the audiellces arc entitled to expect is adequate effects for 110 unjustifiable effort．

The most reecllt formulation ofoptimal relevance is at；follows：

An utterance,姐a given interpretation,is optimally relevant ifand only if．

a)it achieves enough effects to be worthy ofthe hearer’s attention；

”it puts the hearer to no gratuitous effort in achieving those effects．

(smith and Wilson 1992：5)

This formulation of optimal relevance，thus affects the ostensive—inferential communication

and ostensive behavior having been mentioned before．Because it is of significant difference

I河'wecn being exposed to all ostensive stimulus directed at oneself,and being exposed to

other kinds of stimuli，people tend to pay their attention when they assme that they can get

benefits from complying with the speaker’s request．So if a request is made，the speaker must

have assumed that the hearer would have some motive for complying with it．In all ostensive

stimulus，therefore，the hearerⅢexpect that the stimulus is intended to be relevant to her．

Sperber and Wilson thus agree that an act of ostensive communication automatically

communicates what thcy call a presumption ofoptimal relevance(1986a：158)．That is to say,

in ostensivc-infercntial communication,the communicator necessarily communicates that the

stimulus he us∞is relevant to the audieflce．What is commumeated is that tlle ostensive

stimulus is relevant enough to be worth the addressee’s attention．The definition of the

principle ofrelevance is as follows by Sperber and Wilson：
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Every act ofostensive communication communicates the presumption ofits
own

optimal relevance．

(SperherandWilson 1986a：158)

However,the fact that all ostensive stimulus creates aU expectation ofoptimal rel㈨ce does
not necessarily m黜that it will actually be optimally relevant to the hearer．The叩唰Ikcfmay

be mistaken Or he may be烈舡ng in bad faith．FOr instance，when you ask which day today is，

I may锄you it is January l曩．2007．But you check the calendar and find that today is

January严，2007．In this∞蹶the information offea'ed by mc is in'clevant to you．However,it

will still be appropri缸e and comprehensible as long as you Can s∞how I might mtionaUy

have expected it to be optimally relevant to yon．It will still be。鹤Smith and Wilson(1992：6)

put it，consistent with the principle ofrelevance,on the grounds that follow：

Criterion ofconsistency with the principle ofrelevance：

An une“uKe．on a given interpretation,is consistent with the principle of relevance if

and only if the spiker might rationally have expected it to be optimally relevant to the

hearer on that interpretation．

The∞fom．what acts私the sole criterion for evaluating alternative hypothesis about the

intended interpretation of an utterance is the consistency with the principle of relevance．An

interpretation will be consistent with the principle of relevance勰long稿the speaker缸ght

rationally have expected the interpretation of his utterance to achieve an adequate range of

contextual effects，while putting the hearer to no unjustifiable processing effort in achieving

these effects．Sperber andWilson claim that the criterion ofconsistency with the principle of

relevance州d∞an adequate explanation of the role of contextual assumptions in all
aspects ofutterance interpretation．

Fora communication to be successful，however,the responsibility is not equally shared by the

communicator and the addressee．It is the communicator who should carry the responsibility
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to make conect assumptions about tlac codes and contextual information that the addressee

will have aeeessibIe and wilt bc likely to use in tk comprehension弘ⅨI愈甄砧鼢it is the

communicator's responsibility to avoid misunderstanding．On the othef hand,the entire

addn落s∞’s job is to r∞oVcr the intelpretation that is consistent with the principle of

relevance．Th岛efore,it is the adVe嘶scfs’job tO make hi8 intended assumption tramferabte to

his aIldialce，which is especially SO for the making ofheadlines，the first window ealching tile

audience’s eyes．

3．3 Implieatures

An ttttcl-allee,from the above analysis，c锄colnmunic,ate a lot ofassumptions，but only some

锄intended by the sl∞akclr．Others a∞accidental．For example，when two people arc talking,

o咀c can rcc,ovllr assumptions about the other∞c fi'om his Dalian ac,eent,with伽a tlac other

OilC’s intending to communicate them．If卿nconc talking to you with a 801"e throat．you may

I'eCOVCI"assumptions that he may get a cold．However,this is nO ofhis intending to do∞．The

bearer is induced to derive some cognitive effects，without the speaker making manifest that

he intends to communicate them．These stimuli fall outside the北alm of ostensive

communication．In other cases，the speaker intends to communicate certain assumptions，but

does not intend to publicize his intention to dD so．This belongs to the eOVelrt eonmaunication

which is employed in some advertisements to reduce the advertiser’s responsibility．

b ostemive communication,there is information that is communicated exp}ieitly and

information that is implicitly communicated．An assumption obtained by the development of

the logical forms encoded by m utterance is called explieature(Sperber and Wilson 1986a：

182)．b contrast，删mptiom whjch a坤derivablc from龇proposition expressecl by the
uttex'anee together with the context afe called implieatures．Griee has been the ftrst one that

employed the notion of implicature．However,SperbeT and Wilson’s distinction between

exp／icature and implicature does not correspond to C_,rric℃"s distinction between‘saying’and

‘implicating’(Sperber and Wilson 1986)．Sperber and Wilson argue that both the contextual



assumption and the conclusion aI／'e implications of the tRU口,'ance,and call the former an

implicated premise and the latter implicated conclusion．Implicated pr锄isa must be

supplied by the hcara-,leading to all interpretation consistent with the principle of relevance，

while implicated conclusions疵derived from the explicatures of the utterance and the

context(Sperber and Wilson 1986：t95)

Spetb盯and W'dson point out that the i功pHc龇ur嚣ofan 1l_吐前柚∞may vary in their strength．

The strongest possible implicatures矾those fully determinate pl罚ni蛸or conclusions。

which must actua／ly be supplied ifOle interpretation is to be consistent with the principle of

relevance．and for which the speaker takes full responsibility．Strong implicaturcs arc n艘

pr锄is岱and conclusions which the hearer is strongly encouraged but not actua／／y forced to

supply．The weaker the encouragement，the wider the range ofpossibilities among which the

hearer啪choose,the weaker the implicamres．The wcal(1盯the implicature,the m邮

responsibilities the adIdIⅨs∞will take for the recovery ofit．

There are two criteria which the hearer lists in deciding how far she is to investigate．Firstly,

in deciding what has been communicated,she us嚣the criterion of consistency with the

principle ofrelevance．Secondly,in deciding how far she should continue providing premises，

adding them to the context,and deriving conclusions on her OWn respomsibility,she USeS the

criterion governing her OWll cognitive activities，namely,the search for maximal relevance．

That is，she goes as far as she fmds it relevant to go．She would not go beyond the poim

where her processing effort outweighs the effects she achieves from the derived conclusions．

Ifthe effect obtained fromthe derived assumptions is weighed against processing effort，there

will be apoint at which it is not worth going any filrthel'．

Sperber and Wilson make their conclusion that there is nO clear cut-off point bctweell

assumptions strongly backed by the communicator,and assumptions derived from the

utterance on the addressee’s sole responsibifity．Nevertheless，both strong and weak

implicatttres are ostensively communicated,and therefore both al-e consistent with the

principle ofrelevance．
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3．4 Context

In the previous literature review,the nature and role of context is not explained adeqnately

Here,more analysis will be given to this point．

Sperber and Wilson,who a∞not satisfied with the common／y held assumption,which in

effect regarded relevance鹤a by-product of the comprehension—嘲argue that this is
highly plausible．To bcg．m with,any of the hearer’s assumptions could be used in the

interpretation of all utterance．Moreover,human beings躺not in the business of simply

№,sing the relewm∞of ne,w information．Thdr interest is to identify the infalrmation md
process it勰efficiently as possible．The assessment of relevance is not the goal of the

c衄n驴础c璐i∞pI_oI：髂s’but rather amcans to the end ofcomprehension．

Therefore,they contend that the selection of an adequate context is a vital part of the

interpretation process，which must be accounted for by pragmatic theory．The hearer of all

utterance has available a set of potential contexts．from which all actual context nceds to be

chosen．A context consists of assumptions drawn from different sources，like long-term

memory,short-term memory,and perception．This does not mean that any arbitrary subset of

the total set ofassumptions available might bl_20me acontext．Sperber and Wilson claim that

the organization of the hearer’s encyclopedic memory,and mental activity in which she is

engaged,limit the class of potential contexts from which an actual context can be chosen at

any given time．This call be illustrated as follows．

Let us獬ume that tlllere is a small immediately accossible context,fixed in advance,

consisting of the proposition which has most recently been processed,together with its

contextual implications．Wh∞new information is received．it will be processed iII this

immediate context．In the following examples，some degree of relevance is immediately

achieved ifthe initial context is a)and the proposition expressed by the utterance is b)．
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a)Ifthe singea"is Zhou Jieltm,Jane will go．

¨The singer is Zhou Jieltm．

Howcvel',iftlae proposition expressed is c)，d)，or e)，the results am different：

c)The singer is whom you havejust mentioned，

d1 The song isJulmaTai．

西The song is this(the song that is being sung at the time oftlac utterance)．

No degree of relevance啪be aelaieved in the渊of c)to e)tmless the initial context is
extended in some way．

Iftlae goal ofprocessing is to find all interpretation eomistent with the principle ofrelevance,

the h1％l'el"will be forced to add flll'thel"information to the initial context幻．This information

will be remembered from earlier exchanges。勰in the c雠of c)，01'recovered from

encyclopedic memory,as in the ca∞of d)，Olr derived tiom perception,as in the ca∞of c)．

Therefore，the accessibility of potential contexts is partly determined by the content of the

proposition being processed．The goal will be to fred premises
which will combine with the

old assumptions and yield adequate contextual implieatiom in r衄Ul'll for minimal processing

effort．

There a坞practical rather than theoretical limitations to the extent of the processing effort．

The nllnll：m"and complexity ofextensions involved from communication to be suecessfifl will

be limited by the hearer’s capacity for extending the context，and by the constraints
on the

effort side of comprehension．But there is nO other restriction On the number of extensions

thatmaybeusedto establislathe relevanceofa画瑚proposition．

What’s mol'e，the speaker can actually direct his hearer towards all appropriate context，given

that he holds specific expectations about how his utterance will be relevant．The following
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1)Henry：．Would you like to go to San He?

2)Mary：I'm not keen oil Korean food．

Mary has not answered Henry’s question directly,however,she has implied an answel'．Henry

has to r∞．over the intended effects ofthe utterance．He must supply傀施pI瑚ni躺，either by
relieving them from his memory or by deriving

them in soil3e way from what he knows·The

criterionofconsistmzywiththeprincipleofrelcvalt∞,oprovideshimwith an adequate目lidc·

One ofthc premises that Henry should be able to supply
is：

By processing Mat31’s reply 21 against a context whicla contains assumption 3)，Henry should

derivetheootlIextualimplication：

4)MarywouldnotliketogotoSanHe

Tiffs example shows that mutual knowledge is not a prerequisite for
succe鼯觚

communication．Even ifHenry did not possess the information in 3)priorto the exchange in 1)

and 2)，he may c0111e to acquire 3)as a result of tlae exchange．All he has to do is to supply

premises which rational speaker mighthave thought would lead to all interpretation
which is

optimally relevant．The sarflc goes for Mary．She does not need to know ifHenry already has

the information in 31．He would be expected to come to have this knowledge勰a result of

interpreting her utlcrance．By applying the criterion of consistency
with the principle of

relevance．he would have to supply premise 3)，and then deduce conclusion 4)．Mary may

expect Henry to supply this premise．not because she has ground
forthinking that it is already

highly accessible to him,but rather because
her utterance has made it accessible to him．In

other words，by producing the implicit answel"2)，she has constrained his choice of context

and directed him towards a particular interpretation．

23



In short,this chapter gives a briefintroduction to the relevance theory ofSperber and Wilson,

which provides the most comprehensive aceotmt of llt￡廿ance盘魄印喇ion The fl"Rlllework
of this theory is based on ostcntion,the communicator’s intention to communicate and to

publicize his intention,and the principle that all ostcmive stimulus c嘲tes a presumption of

optilnai relevance．The task of the audicncc in ostensive communication is to process the

communicator’s uttcrancc agailⅪqt background information and delive all interpretation which

is comisWm with the principle ofrelevance．Relevance theory will be applied to thc analysis

ofadvertising hcadlinm in the following dm畔哪．



Chapter Four

Characteristics ofAdvertising Headlines as

Communication

4．1 Advertising Headlines and Ostensive Communication

The mlevan∞theory of Sperber and Wilson is developed based on the analysis of

oste珊童v争in＆眦mal communication．Spetber and Wilson point out that the principle of

relevance is not applicable to all forms of communication,but only to ostensive

omnmunication．Tharefore_before锄alyzing advertising headlines from the asp∞'t of

relevance theory,one thing should be made clear,that is，advertisement headline is also a kind

ofosteusive communication,which can be explained by relevance theory．

Davidson has pointed out that advenising is par excellence the‘act of ostensive

communication’，seeking to change how we behave both cogultively and physically

(Davidson,1992：147)．sperber and Wilson have put forward that‘ostention’consists of the

revelation of informative intention and communicative intention,these two layers of

information，The advertiser make's an advertismnent headline for the purpose ofattracting the

audience’s attention,which can be said that the advcTtiscr is engaged in龃ostcnsive act．

Thc北fo陀．the advertisement headline is with a communicative intention．Meanwhile,the

audience can recogni∞the informative intention if he or she does look at and process the

advertisement headline．But as it is known to all，the advertiser's informative intention is

always confined with the goal of sdling a product and service,thus the headline plays a

cruelal role to minimize this resistance．

4．2 Relevance in Advertising Headfines

Crystal and Davy have pointed out that there are two nmin functions ofadvertising language：



informing and p‘嬲啪ding．The adveniser’S goal is to sell his product and SerViCC．He does not

informforthe sakeofaddinghis aLu；li黜'$knowledgeoftheworld．Soitisthepersuading
function that should be given mole attention．The advertiser,therefore,must provide the

relevant information that can persuade eonstuners to buy his product．That is the ultimate goal

for every advertiser．

Once knowing this rule,the advertiser must try to preset his advertisemeat with a type of

language penamive in tlature．As Peter Trudgill has掘醢the wording ofadvertisements is，in

most cases,carefully crafted tO meet pmicular ends．The end is to pmuadc．But before

achievmg the end of persuasion,the adVeftis材has to first provide a鲥函∞妇to activatz
certain assumptions from the cognitive environment of the prospects．Toffier in his Future

Shock has mentioned that the language of advertising i3 a language of finely engineereO,

ruthlessly purposeful messages．aiming at triggering a special respomse from the con羽舶nc侣．

But bow does the whole copy play the role of such a trigger,and which is the first stimulus?

The aDswer is the headline,while achieving the suecⅨsful stimulus effect of headline代1i∞

On relevanoe

Relevance is a linguistic theory that anach器much importance tO the communication process

ofcontext，inference，the disposition and cognition ofthe audience．This is well recognized by

all who are working in the media,especially in advertising．To make a successful

adwⅡtiscmcnt with a big sale,an a棚iser should makc more efforts．For instance,in
addition tO the writing sldlls，he should carefully analyze his audience，their preferred writing

style，mcir reading habits，and SO OIL From the copywriters and art designers，the market

researchers and planna≈，the real product of the advertising agency is its understanding of

COllSlllller relevance；not just what they think of the products，but what is more crucial is that

what they think ofadvertising．

The conditions ofrelevance that advertising has tO reengnize，and then to exploit，are specific

t0 advertising．The relevance of advertisements，especially the headlines，not only determines

how ads are written,but also is all indispensable part of how audience read them．Therefore，
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what all good ads have in comu】on is that they all makc删effortS to search for audience
complicity and the presumption that the effort needed tO decipher the ad had better be less

than waB used in writing it．

4．3 The Communicative Situation in Advertising Headlines

Communication is marked by different degrees oftrust and social cooperation．However,one

merit of ostemive communication i3 that it may encotwage the fixation of belief．If the

叩瞄b's intention tO inform his r嘲xlcr of someth避i$∞c。粤l捌by the reader,this啪
hclp nmkc hhn believe it．Sperber and Wilson has pointed out that it i8 not hard to s∞why

making the speaker’s iI山既吐ion to inform something overt may help his reader believe it：‘the

realization that a tnmtworthy communicator intends to make you believe something is an

excellent reason for believing it’(Sporber and Wilson 1986：163)．

Therefore，e。ven though communication is marked by different degrees of trust and social

cooperation,lack oftrust does not stop ostensive communication taking place．The SUCCESS of

ostemive communication is defined aS the hearer recovering the speaker’s informative

intention,not as the speaker making the hearer believe something．Therefore。the hearer may

successfully recover the assumptions intended by the speaker without actually believing h缸

Moreover,trust，in itself,is not necessary for beliefto OCCBr．It is possible for a beliefto be

formed without trust between the speaker and hearer．So cooperation at the cognitive level is

the essential prerequisite for ostensive communication,not cooperation at the social level．

Advertising is a typical situation where trust is lacking．Therefore,the advertiser's task is tO

make his hearer believe something about his product or service without his trusting in him,or,

despite his distrusting indeed．

4．4 The Importance ofAttention Drawing ofAdvertising Headlines

As what has been discussed above，advertising is typical of a situation in which the础er is
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not仃ust worthy and the hearer is not misting．It is mutually manifest that the advertiser says

soraethiag because hc Wa／l￡盛his heagcr to bt珂his product of鞠n{％Tkrcforc,th唧主。

conscious resistance to the influence ofthe adveltisement in the h最lI'Cf'$mind．Davidson has

put it like this：advertisers are taught tO asmHne the worst abom those who will read and

decode their ads that they瓣wri斑唱for people q刺and apathetic about advertising,
people,in other words，who have to be dissuaded from thinking ads ill-founded and made in

bad faith．

One more fact needs tO be mentioned is that advertisements often exist Oil the periphery of

reccivcf葛’attention．Advertisements usually afe added infonmtion below llews and column

articles in the newspaperand magazines，and people usually don’t pay much attention to thenL

Because advertisements arc not intentional focal points，thee is a crucial need to make it

a慨tive)and effective in the end．

On the otbex hand,coll$Bmers ale non-responsive and fickle．AdvertiseB∞n not take the

ooBsulllers’response for granted．What’s more,thcy can not删啪me there will be such
№sp硼明．The big challenge facing the advertisers is to ov蝴me the boundless apathy and
miniscule attention span of the average audience．Therefore，the advertisers cart not rely on

the audience’s cooperation at the social level；he has to aim to ac]31eve his intended effects by

nleal强of an artfully crafted stimulus．The first and perhaps the most important thing to do is

to employ some devices to att忍ct and I∞ld the consuRlcrs’attention,which is also the first

taskofthe№D^·}溉ention,Interest．Desire,andAction．

4．5 Conclusion

This chapter has examined the relationship between advertising headlines and ostensive

communication,and it has pointed out that relevance theory call be applied to the explanation

of the force of the／anguage in advertising headlines，Th／s chapter also demo蹴tes the
importance of relevance in advertising headlines．Furthermore，it explores the communicative



situation ofthe adv叭ising headlines．and proposes that lack oftrust and cooperation bdwe锄

the advertiser and the audience does not preveInt the occurfe-nc,e ofostensive conmaunication

in advertising,bccatlsc it is cooperation at the cognitive level not at the social level
that is

involved in ostensivc communication．慨forc,in order to ovea'como the distrust and apathy
ofthe audienc*,the advertiser has to take solnc devices to attract the attention ofthe audience

and leads them towards optimal relevance．Before showing the devices of attention-drawing

dc!vic49$in the writing of advertising headlines，the author is going to analyze
the factors that

affect the msponse ofthe audicme in the n僦chapter；aOar that,the dlffvice$for writing will

bc discussed and analyzed with o．,asc study．



Chapter Five

Factors Affecting Responses to Advertising Headlines

Nancy Benson,a famous l'P．,slWchcr)has claimed that what advertisements do to people is

only halfa question．The remainder is what people do to advcrtiscngnts．

Bccall∞advertising does not work in Vac'UUlD_,it is influenced bY factors b研ona the control

of advertisers．1ike social and啪nomio factors in the society,and internal蠡K啪such as

personal selling,packaging,distribution,and∞On．But in this thesis．the author confines the

influencing factors facing the advertisers into individuals。and the aim is to s∞how

individuals pl'OCA％S the information of advertising hcadlim*．It is expected that．by analyzing

these influencing factors,the author啪find a better way to have m insight into the audience,

which in the end,mayhelp tO the writing to be discussed in the next chapter．

5．1 The Frame of Reference

The idea of the flame of rcfcrence is："Psychological processing is patterned，as jointly

determined by operating internal and external factors，whether consciously experienced or

not．”

To understand this．1et璐start with behavior,specifically the type of behavior that ear be

observed,the overt behavior(OB)．

people wink,look at all ad,stand up and SO on．These are behaviors that occur at a givan

moment in time．These a∞not of our concern in this thesis．Our focus is the overt behavior,

whichisinterpretedbytheSherifsasoneproceedsfrompsychologicalprocessing(PP)taking

place within the individual at that giwn mom6-flt in time．This processing is patterned as what

is stated by the proposition；that is，it represents an order for that individual processing a

particular set ofstimuli at that particular momem．
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PP．+oB

There arc two variables that determine the psychological processing at any momcnt：external

factors and internal factors．External factors arc those things going 011 outside of you at any

moment,such as the en““MⅡ喊you a∞缸L tl撼1)eople羽∞枷you,the kind of thing there

attracting your attention,如．Internal factors are an those things going 011 inside you at the

鞠mc moment,for instance,your health,your a【pcri既lcc，your attitude and knowledge,dc．

The two factors arc processed by you fixnn moment to moment,resulting in diflf；ctetlt

behaviors 0epending On the psychological pattem---the ordex ofyours．

External蠡K觚

＼

／

Internal favors

PP-+OB

Therefore,ifyou are in the supermarket trying to buy a bottle of shampoo．you arc very likely

to be influenced by the advertisements 011 the spot．and you arc also influenced by your

memory of the past shampoo advertisements you have seen before．If you have sc蛆the

advcxtisement of Pantene 011 TV before,and at the sam time．there is a sale in the

supermarket ofPantene stⅫm,oo,you am much moFe likely to buy the shampoo ofthis brand

thanthoseDftheotherbrands．

5．2 Selectivity—he Ongoing PsychologicalActivity

The answer to the question‘'why I 3∞things is different from Others"is quite

simplo--because they ate not your Every person is engulfed in a virtually infimte number of

both external and internal stimuli，but one t：arl not pay equal attention to all of them．As a



result。onc is constantly selecting certain thmgs out of these external and internal factors to

attend t0 and act upon,and ignoring the others,both consciously and tmconsc／ously．

As the frame of reference conc．ept suggests，people's screening may vary from time to time

because of operating external and internal factors．We choose to look at this advertisement

because it is interesting and anotha because it is sexy．We ignore the next may be for the

∞a蜘of a distraction by a convenmtion．Over some time，our selectivity bcgi璐to form

patterns,which mc鲫嗥we ale more likely to select some lhin挚rather than the 0lhe搀，

although it is IXⅪ．sible that at#yen moment OUr normal selectivity may be aborted．The

selectivity of people's ongoing psychological activity,thcrdore,is a key tO understand

constlmel3’l'掣nsc$tO advertising hcadlin鹤．

Advertisements簦e'b，most col强．'unlcrs，跹involuntary exposure．So how the psychological

selectivity WOrkS to screen out much of the advertising we could see?One research has

showed that people who already use an advertiscd product arc inore likely to perceive an

advertisement for that brand than those who do not use it．Especially in high-risk pl-OdUctS

like cars，this is very true．This may suggest a way of seeking the confirmation for the

purchasing decision,and may also be sim#y an expression of feeling comfortable with the

product in general，including its advertisements．This reinforced selectivity affects consumclB

in rel撕0n to product classes．too．So alcohol drinkers are much more likely to read alcohol

ads than non-drinkers．This phenomenon,obviously,is of great interest to adVertis啪．Each of

US p剩’镯and acts differently from others，and this screening affects the potential response
to the advertisements．Just as what Howard Gossage has observed,"People don't read

advertising per se．They read what interests them．And sometimes it’S all ad．”

5．3 Patterning of Experience

As what has been discussed in psychological selectivity,the patterns play a crucial part in the

types of stimuli people are likely to select--oRen the familiar,the comfortable,and the

nonthreatening．That’S why many advertisers strive to establish brand images 01"mental



patterns oftheir potential consumen about a specific brand ofproduct or Service．

Hirscbman and Wallendoff have noted that variety of seeking within the general patterns of

con鳓mef behavior翻x潞to have two components：

Stimulus variation s∞king involves varying the type of stimulation received by rotating

One'fl usage among stimulus objects．Novelty seeking involves varying the type of

stimulation received by seeking stimulus objects whicha坤new and different．

Therdore,the advertiser’s problem is to dctel'miDe bow much variety啪king is present and

how firm a∞the patterns．However,the action of c,onsunlers is under the tendency of

following the preference of the surety to the uncertainty,just as they prefer the"old and

reliable"to the"new but unfamiliar"，The frame of xefercnce may be innuaBed by the

tendency toward patterning of experience，which may be a blessing or a bane for advertising

托卿’c咀SC．

5．4 Structured and Unstructured Stimuli

The ideas of the psychological selectivity and the tendency toward patterning are internal

factors that play all important part in howadvertising is perceived and acted upon．While,the

structured and unsWdctured stimuli are external factors that need examining．A structured

stimulus situation may be defmed as one that has a definite pattern,clear-cut，and

unambiguous．For example,a ring is more structured than a point．From its definition and this

example．Oric∞n蛳that Olaee the external gtimulus situation is relatively structured,the

influence of internal factors,like OUr ability to hear what we want to hear,will be lessened．

Here is another example．A novel usually has six factors—time，place,characters，the

beginning，development，and tim ending of the story．No matter we like it or not．this is the

rule,the structure．So if the external factors in OUr flame of reference at any given time are

highty structured,the likely contribution ofinternal patterning is diminished．
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The implications for advertising response a糟significant．Once an ad is hig}11y structured,the

opportunity for colmumen to interpret it via their internal factors is limited．That is，a

relatively stnmurod advertisement would convey a clesr and unambiguous message．It call

explicitly state the characteristics ofthe product or$ea'vice．and get the expected result．Then,

the possibility ofdistortion via int[ecnal factors is presumably minimized．

The advantages ofthis approach ale obvious．The advertisement with a hesdline like‘'Now,A

Profitable Line ofWomen Dresses for the Small Retailers"dearly sil皿ab a particlalar target，

However,the straightforward message may prevent us f,om misinterpreting it,but it c蛆also

limit its appesl．Thus,when utilize arelatively strueatred message，the advertiser mayrun the

risk oflosing the potential audience．

An unstructured SthIlulus。011 the other hand,is a different situation．For example，when

exposed to Picasso’S painting,different people may have different ideas of the appropriate

paRere．So given the psychotogical忱蜘蛔toward patterning of expa-teaco discussed
earlier,and given a not clearly structured external stimulus situation,it follows that the

patterning will tend to be added by internal factors．Thereforo,different people may interpret

a relatively unstructured advertisement in different ways．

The advantages of this approach age that the advertiser can increase the possibility of a wide

range ofconsumers，and that the audience may have a sense ofinvolvement and achievement．

However,just as what has been pointed out jn relevance theory,the efforts required by

processing the message ofthis approach are difficult to contr01．Ifthe P．nIISUInCTS do not think

the message worth their effort，tbeT will not process it．Another pitfall ofthis approach is that

misinterpretation ofmessage may waste advertiser’S money．

Thus,the re蹑xmse to advertising messages may be influenced by the degree of Stng'RLre of

the advertising message．Ifthe message is relatively strueture正the pattern is already imposed

and the chances for interpretation and patterning are lessened．This approach is often

employed by the hard·sell sch001．By contrast，the relatively unstructured stimulus approach
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is associated with the sott．sell sch001．This approach implies a frame of reference with

intertmlfactorsintendedtoflUtuthegapsleftinthemessage刚nM舰瑾已

As agency executive Jeremy Bullmore put
it to his fellow practitioners,"We tend to believe

that words are very explicit,but l'm not目m they ate．I think they are stimuli with the

audience filling the gaps．”

In short，this clmpter analyzed the factors that affect tmpons器to advmfisement,especially the

headlines．and by in们ducing the flame of坨leV弛cc We examined the interworkings of

inte加al and external stimuli included advertising．The challenge of all is actually people．

Because of different州蝴On the part of the treader and re∞iv％the verbal and
nonverbal symbols∞n nM埴n differently to different people

at different moments under

di伍玳舭自脚of refem】cc．The fi'amc of reference 00n∞pt offers a=a．ing point tO
understand audiences’response to advertising,and lays a foundation fbr the next chapter．



Chapter Six

Making ofAdvertising Headlines from Relevance

Theory

11坞previous chapters have showed that it is of key significance that a successful

advertisement must have all aRractive headline．What's more，the advcrtisement,as a way of

Ⅸ暇吸啪icalion．is also an oatensive-infcrential orig．The headline is the first stimulus during

this communication process．Sperber and Wilson also clailn that a pi∞e ofnew information is

of棚a舶∞only if it oral achieve contextual effects．The bigger contextual effects arc．the

如o∞televant this information i3 to the context．However,the contextual effects Call not be

achieved without any effort．After the effort is paid,whether the contextoal effect gall be

achieved is decided by throe factorJ：the complexity of the鼬m疆-眈the clearness of the

context,and how much effort will be taken if one wants to achieve his intended contextual

effects．

The new information age has sped I驴the pace of life and work．T／me is precious and thus

people usually would not like to spend much time on one thing．As what has been discussed

before,advertisements are often considered as the by-products of neMt$in the newspapers，

magazines，and TvI therefore,in order to make snl-e that the money of the advcltiser is not

wasted,the writer of advertisements has to provide headlines which can acineve the optimal

relevance to attract the attention of its intended audience．He has to provide

ensy-to-uuderatand headlines with novel words that may change the cognitive environment of

his audience as a stimulus，SO that the processing effort can be less and thus the optimal

rel&vaoce Call be achieved．

This chapter will be devoted to the examination and analysis of some cas岱of advertising

headlines based on the relevance theory of Sperber and WilSOn．

From the relevance theory discussed in the previous chapters，the author has concluded three
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guidiag principles for the making of advertising headlines：relevance principle,humor

prineil’lc，and novelty principle．These three principles will now be explained and examined

both theoretieafly and practically

6．1 Relevance Prineil)le

Reicvan∞orineiplc focuses On thc optimal relevanc≈ofthe advertising headline betweall the

audience and the advertised pl'Oduct．Onc can蝴from the坞Ic!v_如∞th∞ry that relevance is

determined by two factors：contextual eff∞t and processing effort．硼蝴耐畹when making
the headline,to achieve the contextual effect,adverti∞t has to find the optimal relevant point

wlaieh the audience would like to make their processing effort．Iftlae headline is too difficult

01"not-easy-to·follow,tlae audience may give up their effort for they do llot think the

contextual effect da坨艄their effort．

Following are solllc examples to show howthis principle works．

This is the well-known advertisement for Apple，Orll{famous computer company of America．

Accompanying this headline arc some pictures ofmany outstanding people：l!instetn,Martin

LutherKin岛Gandhi，Pieasso，Turnerofthepressmedia,and SO Oil．Underthebackgroundof

this context，it is very easy to associate these celebrities with the company．Therefore，people

get the information by processing the headline that this company,Appte,is also like those

famous people that is different in thinking．And the company must be outstanding,too．

Though this headline consists of only two words，it has precisely tramferred its intended

information to the audicileO,and the audience,On．the other hand．啪easily get the contextual

effect without much effort．Therefore,the headline∞be said that it has achieved the optimal
relCV811c,e and it is a SUCCCS5ful on矗



2．Quality nevcl"goes OUt ofstyle．

ThisistheadvenisemeutofLevis’．It directlypointsOUtthatitisthequalitythattheLevis’js

pursuing constantly．And the audience啪also get the contextual effect that Levis’is a brand

that is of good quality．This direct way of mal(i：ng quick relevance between the advertising

headline and the advemscd product啪help audience get through quickly．This direct way is

employed very often among advertisers．And the advantage,of eotlr∞,is the quick

Ⅷldn巩锄ding and response．

This i8 a very successful剐lv硪ising headline for Pepsi Cola．Because of the significant

position of Coen Cola in A豇Icrica．it is of grent difficulty for Pepsi Cola tO cuter the cola

market．Coen Cola is considered as龃cpitome of the gmgrioan culture。and it also has been

evaluated as the most valuable brand in the world．Under this background,how to inake all

advertisement that Pan aIDuse the interest ofthe audience is really a tasL But the advertiser is

smar[enough to find a ngw-relevant point．He has fully understood the CtlatolTIe／'g,and thus

finds OUt that they need something now．People like／lOW things．This is a stimulus．Also，by

employing the‘llCWV generation’，it also implies that those who still drink Coca Cola may be

out ofdate．They belong to the‘old generation’．So ifyou want to stay in line with the young

people,drink Pepsi，then．Because of this psychological implication of the headline and a

series ofbig promotions followed,Pepsi Cola has got his share both at home and abroad．

The above analyses ofthe three successful advertising headlines have showed that relevance

principle is of significant use in the making of advertising headlines．Because relevance

principle，based On the relevance theory,focuses on finding the eptimal relevance that can

help the audience get the contextual effcct through thejustified processing effort，it will be of

great application in the headline writing．



6．2 Humor Principle

Sperber and Wilson argue that from the style of commtmication it is possible to infer such

things as what the speaker takes to be the hearer’s cognitive capacities and level ofattention,

how much help or guidance she is pMp删to give him in ptocaksing her utterance，the
degree ofcomplicity between them,their emotional closeness or distanco．Besides，it has been

noted that them exists a problem of饥域and racial∞101删Dn lacking betwixtl the
advertisersandtheo叽l羽lme侣．Therefore,themaintaskofadve曲ers shouldbetofindaway

toimprovethe翱)cial relationswithhis con嗣坷姗andlethla styleacceptabletohis础a蕊

The Independent(I July 1992)quotes Simon Anholt,彻e of the tmatilingual copy-writing

∞n慨Tmmlators in Advertismg：‘The British like humor’especially irony and puns⋯’This

goes as well in China．Therefore,humor maybe one way to solve the distrust problem ofthe

audience in these two countries．

1lae humor principle is，therefore。focusing on employing such linguistic devices like pun and

irony,to advertise their products while at the sallle time lessen the distrust oftheir audience．

6．2．1Fun

Pun,as what has been mentioned by Crompton"One of the main advertising strategies is

‘Make‘啪laugh’t may he ofsome help to们偿rc哪c the distrost ofthe advertisers．So pun is

avery important device to employ in writing the advertising hendlmes．

Plm is defined雒‘a l翳of words that have more than one meaning,01"words that have the

s铀啦sound but different meanings．so that what you say has two different meanings and

lllakas people laugh’by Collins English Language Dictionary(1987：1164)．It comist$of

hOmonyma---one word wJtb several memfings and homophones---one same sound can be

recalled by several words．Homophones and homonyms can be whole phrases rather than



single words,and similarities bd：w嘲words and phrases do not have to be absolute to have

the ambiguous effect ofa pun(Nash 1985：137-4n．

As what is put forward by Sperber and Wilson,the success ofcommunication depends 011 the

hearer’8 recovery ofthe speaker’s intended interpretation,and not merely on her recognition

of its linguistic meaning．Therefore,勰long as the$pcaker’s intended interpretation is

recoverable，communication call be successful when there is mole than one possible

i妇lelp廊虹∞ofan m把哺瑚蛾In fact,it is difficult to find any utterance that does not requirc

some degree of disambiguation,reference assignment or enrichment in优碰n脚_y

c．otmmmicafion．But this problem c∞be invariably resolved in context．However,there啪

c躺when the hearer can not identify the interpretation intended by the sp_cal赋which is

called equivocation．When the hearer is unable to assign all utteranoe a single intended

interpretation,this utterance becomes equivocal．Such u曲既an∞is then interpreted as

ambiguous。and the hearer has to seek clarification to rcoover the speaker’s intention．ff tbe

hearer咖not determine the spcakcr’8 intention because of the unsolvable ambiguity,then

communication fails．

From the aspect of relevance theory,a pun has the following functions：the speaker by

employing a pun Call intentionally trigger two or more interpretations，but the hearer will

蛹ect the mo$t accessible interpretations in search of a more acceptable interpretation．It is

manifest to both speaker and hearer that the speaker intends his hearer to notice more than

ORe interpretation by a pun．In most cas锱．it is mutually manifest that only ore interpretation

can be retained b∞雠other intetla'emtions age to be喇ectod in favor ofthe one intended by
the speaker．IL珊len a speaker intends two meanings to be recovered，they reinforce one another

in someway．

In conclusion,the esSenCe of a pun lies in its multiple interpretations．It is necessary to the

bearerto accessmorethanoneinterpretation ofa givenutteranceifthe speakerwants hispun

to achieve his intended effect．
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In addition,as Dyer has discovered,advertisers often deliberately cause their audience extra

proe％ing effort by employing puns．This is boca．use the first and perhaps the most important

requiremellt of姐advertisement is that it should altr∞t and hold∞audience’s alteration．

Extra processing effort may therefore be said to be the price which the advertiser has to pay to

get his message noticed at a11．Without an‘attemion-grabbing’device such as a pun,弛

audience might pay no attention to雅advertisement．which would thus achieve 110 effects越

a11．M01．cOvly,lt',solving a pun锄help tO retain attention,so that孤opinion which ttac

addressee might scarcely notice is mengtlaencd Ix℃,allSe of the extra procuring effort

involved．

Therefore，relevance theory has provided the best framework for analyzing the role ofpure in

advertising,especially in regard to the question of processing effort．Even though puns

require删盯processing effort than straightforw铷rd utterances，extra contextual effects钟
yielded which outweigh the greater effort．In other words，puns achieve optimal relevance

despite extra processing effort．b∞勰tbi8 is the most economical way to aelaieve Ii．full
range ofintended contextual effects．

The following arc some examples ofthe u∞ofpun in advertising headlines．

1．I蛐More satisfied!

ItisMoreyou!

More is 11 brand for cigarettes．Meanwhile,it llas bl∞．Oille the modifiers for the adjective

satisfied and the pronoun you．The advertiser dearly rakes advantage ofthe saml。sound ofthe

brand name of the cigarette with the comparative degree in linguistics，therefore,making a

surprisingly successful effect．By processing this headline，the audience Call get the contextual

effect that the brand of More cigarette,渤make him satisfied．Meanwlaile,he can also get

the contextual effect that More cigarette can make him more satisfied than the other brand of

cigarettes．This is exactly all example of a pun with two eommunieated meanings．Even

though it requires greater processing effort than the straightforward utterance，More brand
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cigarette makes me mole satisfied,the extra contextual effects arc yielded which outweigh the

grater effon．Besides,the audiffl3ce。aRer the proeassing progress，will feel mote satisfiad in

achieving the information intended by the advertiser than the processing of the di脚

information．Also,by this process．the advertiser c舭establish a friendly image among his

audiences，so the distrust problemmay be lessened．

2．Theunique spiritofCanada：Webottledit。

This is an advertising headline for a Canadian whiskey．The pun lies in the usage of two

words：spirit and bottle．The audience knows that there a坤two meanings of spirit．First,it

standsforthespiritoftheCanadiancouatry；鲥，c舳正itcanalsomeanakindofstrongalcohoL

To bottle also has two mcal：lin98：first,it mams to put alcohol into a bottle,second,it n嘲珊

to pr目cI-vc Canadian’s national spirit just like putting alcohol into a bottle．By deliberately

choosing these two words．the advertiser therefore forms a pun in the headline．Though s咄
ofthe audience may not get the whole message due to their understanding ofthe words，this

kind of wordplay is r∞lly an删vc at the first sight，And to those who have got the whole

meaning,may feel very proud．and they may evon tell it to their friends to sea if they canor

not interpret it．By this way,the advertising headline has finished its job as atlention-getting,

and has also played all important role in publicity of its advertised product．That is also a

rⅨKqonwhy pun is liked by many advertisers in making a headline．

From the above examples we can瓣that a pun is essentially a device to attract and retain the

andicnce’s attention．For advertisers．more than for almost any other kind of communicators，

it is crucial to attract the attention of audiences．and the pun is one of the linguistic devices

most frequently exploited to this end，The extra processing effort needed to solve the pun

helps to sustain the audience’s attention for a longer p舐od of time and iIlake$the

advertisement more memorable．

The audience gains extra contextual effects based on the pleasure and satisfaction of having

solved the pun．These effects may affect the audience’s attitude to the advertisement，and



ultimatdy,the product advertised ffanaka 1992)．

6．2．2 Irony

According to Feng Cujhua in English Rhetorical Opaons，h'ony is a figure of speech也啦

achieves emphasis by saying the opposite of what is n托眦the intended meaning of the

wordsbeingtheoppositeoftheirusuai sa雠．Thisformofironyiscalledverbalirony．

A小，ati鞭暑黜nctimes r}c∞幢to irony to attract people’s altention and舡ollsc their interest．

Also，because of the humorous c饪融of i嗍it has also been employed雒伽口linguistic
da施einmakingthe advertisinghesdlines．

6．2．2．I Echo and Irony

m the view of Spcrber and WiBon,the traditional consideration of irony嬲a dcvicc of

communicating the opposite of what is literally said is theoretically inadequate
b&,7,au&g

saying the opposite ofwhat one m&HLS is patently irrational，and on
this approach,it is hard to

explain why verbal irony is universal and appears to rise spontaneously,without being taught

orlearned(SperberandWilson 1992)．

According to the explanation by the relevance theory,verbal irony involves 110 special

machinery or procedures not already needed to zcc．ount for a basic USe of language,

mterpretive use,and a specific form of interpretive use-echoic USO．An utterance may be

interpretively used to represent another utterance or thought that it resembles in content．The

best-known type of interpretive u∞is reported speech．An utteranog is echoic when it

achieves most of its relevance not by expressing the叩lc{Ikcr’s own views，nor by reporting

someone else's utterances OT thoughts．but by expressing the speaker's attitudo to viows he

tacitly attributes to someone else．

Ironical utterances are cases of echoic interpretation．The notion of echo in analyzing irony is
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a technical One,it is deliberately broad,and goes beyond what would generally be understood

by the ordt,lary language word‘echo’．It Covcrl；not only cas髓ofdirect and immediate eChOa．

but also echoes of real Or imaginary attributed thoughts，and echoes of nol'ms Or standard

expeetatiom．

Verbal irony invariably involves the implicit expression of蛆attitude．and that the relevance

of托ironical utterallce invariably,lq∞．nds,砒least in part,On the information it convoys

about the spcakcr's attitude to the opinion cchol吐The attitude expreⅫl by弛ironical
utterance is invariably ofthe rejeeting Olr disapproving kind．The叩蚀ker dissociate8 himself

from the opinion echoed and indicates that he does not hold it himself．Indeed．it may bc

obvious in tlac eireumstan懒thatk believe。the opposite oftlae opim'on oelaoed．Irony rcsls

on the perception ofadiscrepancy between a presentation and the state ofatfairs it pl川，om to

DeD“嚣即t．

Following is弛example oftlac successful application ofirony in advertising headlines．

(Cadillac)

This is all advertising headline for CadiUae．one world's famous c盯brand．In this headline,

the advertiser eelaoCS the uniforms 011 what咖be counted as a pemlty．To OWn a luxurious

Cal*such as a Cadillac c勰in nO way be regarded all a punishment tO the owns-．The advertiser

isobviouslydissociatinghimselffi'omtheliteralmeaningoftheutterance．Tlaeironicaleffect

is achieved by the perception of the discrepancy between the r哪i'esentative and the state of

affairs it purports to represent．What the advertiser intends to communicate is in fact the

following information：

Cadillac is all award to those with leadership



Thisistlaeinformationofoptimal relevancetothe audience．Theironyintlaisheadlinemakes

theadvc,rtisementeotl锄,ytoOeopte'smuatexpectationofwt_lat赶advcrti∞*mcrttislike,that

is，advertisements usually ean-y positive comments on the products or Selvicis they advertised．

Therefore，the headline will immediately catch the audience’s eyes and lead
him to process it

until he aequir嚣tile oiJt／mal relevance．／tony is a very effective eye-catching liriguistie

device．

In addition to the ey∽．．atehing effect,irony canal∞I髑s船the ifma￡e refushag oftkc audience．

For jn蛐黼if the laeadlinc of the abovo examplc of Cadillac is not‘The pcmlty of
lead．hip’．rathe,it is‘CadiUae b fill award to those with lcaderslaip’，the people may feel

Ilot good at it．脚may think dais advertisement is ouly with the aimofselling CadiIlae,car
tO them,and they础not very 1Lkely to take it．I-Iowcvl自f,by this headline---The Imlalty of

leadership．people∞n feel better bcqT,ause ofi协humorous and ironical effects．Therefore，the

拍ny in the headline伽not only grab the attdience’s attention,but also can laelp the

advertiser build goodwill with the audicnCCo

From the above analysis，it c殂be s咖that确ny，勰黜attelation-getting device，is very

effective eVell though it is not very commonly used in advertisements．That is for the rlxlson

that it is of great difficulty to control the ironical degree．However,a good曲Dny can leave

deep impression On the audience with its contradiction with people’s usual expectations．If it

has been employed in a right way,it will aehieve very good r鲫ltsjust like the Cadillac ca∞．

6．2．3 C011elusion

Advertising headline llq!：eds humor in many circumstances．As Crompton(1987：36)puts it：

‘When you have nothing to say,use showmanship’．Creating a puzzle is one way oftrying to

make a stale message more appealing．

It is especially important for advertisers to divert all audience’s attention away from a

message which is either expected or boring(Crompton 1987：172-4)．Thus the headlines of

45



More would certainly be inore stw．e鹪ful in attracting attention than the direct onc：a)below

a)More ci羽僦器inakc you D30re satisfied!

Some headl／nes may also飘loceed in attr鳅ing attention bl黝a．1SC：they so锄negative,where越

advertisements are expected to promise锄abundance of good things．just like the Cadillac

example．Thus Cook(1992：22舢says'．‘if aiD．ad departs from eXlx删iou it will attract
IK'tclltiola'．And in most翻辎，盛dvc蜓砖m懿缱玳a【p蜊to say nie。th缸铲tO the墨埘ic∞eI
and not to call them mm髓Or rebuke harshly．This is a poim by many adverting researclaars，

for example,tlac famous advertiser Ogilvy．I-Iowcvcr,柚analyz,xl above．the headline of

Cadillac strikestk IiLldicnc翻by伍她about desizable things in a negative way,setting up a
challenge which the audience i暑tacitly invited to solve．Therefore,it also achieves very

successful瞄uIts．

Aexording tO Dye,once attention has been att∞cte正the advertiser's main desire is that his

audience should consider,like．and nxnemb盯the advertisement(Dyer 1982：139--40)．

Because devices like pun and irony takes longer tO process．it mlstailxs the部Jdia雠，s attention

OVer a long period of time，and OrlCe comprehended,it is often remembered．The audience

may congratulate himselfand may think ofthe product in congenial terms as a result．He may

also tell others aboIlt the headline which he think3 is clever or untlsllal．thereby spreading

information about the advertisement．

The laumorous side ofptm and irony is especially important in aehie．viug the advertiser’S goals

in certain situations．By offering all amusing and humorous pun or irony,the advertiser

provides his audience with the desired entertainment，and thua nlakcs them congenial towards

the product whichk is promoting．№simultaneously ovcreom∞soille of the distrust whiela

the audience feeIs towards him．

Besides pun and蛔11y弱linguistic devices，thexe alre also other humorous lllcarⅡby which

headlines arc made．However,it is not true that everyone likes humor．Just as what Simon
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Atllaolt said：‘The British like humor,especially irony and puns．But you have tO elaange tlais

fortheGermansandSwedes,whosaythattheydon'tbuyfromelowm’．

Thus。the humor principle should be used in a careful way wlaieh must involve eomidering

theorcfcrerieeofeultttreandyourtargetaud／ence．

6．3 Novelty Principle

Novel means new．Therefore,this principle deals with the problem of nCSVo In other words,

you have to assign your advertising headline a nw feature that can be distinguishaa from

other headlines．I-[oWerv'el',how to make the laeadlim distinctive?The answer may rely On the

lingttistie devices and word choice．The following part will explain this in detail．

6．3．1 Metaphor

Collins English I．anguage Dictionary gives the det'mition of metaphor as-a metaphor is
all

imaginative way of describing something,by referring tO something else which has the

qualities that you are trying to express．(Collins English Language Dictionary 1987：910)

Metaphor is regarded as the fundamental figure of speech,and it has been widely used in

advertising．The I'eaISOll for advertisers’preference of metaphor is just as what Crompton has

said that it is esr’cciany importarit for advertisers to divert an audienc,e’s attention away from a

message that is either expeeted 131"boring．Thus advertising with metaphors would almost

eeaailfly be successful in attracting attention with its vivid and unusual description．The

audience wi／l be invited to process the metaphorical llltcl'anee and be nlade to see

resemblances bctweal the promoted product or scrvice and the o场。ct or property featured in

the metaphor．

6．3．1．1 LooseTalkinRelevanceTheory



Spertmr and Wilson(1896：228-9)claim that勰m抚f％ce ca赴be usod to represem things in

two ways．On the 0ne hand,it can be used to represent a state of affairs in virtue of being a

role description ofthat state ofaffairs．This is called the descriptive u∞．On the other hand。an

utteranceⅢrel，resent another utteran∞jn virtue of s。m resemblaaee in content,i珏that

they slaare losieal and contextual implieatiom．This is called tlac interpretive usc Or

interactive resemblancc．

抽土c删Ve rcsemblane七is context-dependent and a matter of degree．When the proposition
四币噼8ed by the tttleranee is identical with the thought it represents，the utterance is described

aft．‘literal’．When the proposition霸唧暇婚ed by蕊I吐te糟nce resembles the tIIou董皿it

represents only to some degree．the uttel'lmce is ealled loose talk by sperber and Wdson．

Sperber and Wilson argue that a loose嘲oflanguage is rife in ordinary eommtmieation,and

that strictly literal use is n粥．From the standpoint of relevance theory,there is ltltO l'eason tO

think that the optilmlly relevant interpretive expression ofa thought is alwaysⅡ1e most literal

Ofl．￡．Tlae sp蝴ker is presumed tO aim at optimal心1日锄lcc'llot at literal truth．The optimal

interpretive expression of a thought should give the hearer information about that thought

which is relevant enough to be worth processing,and should require as little processing effort

as possible．The search for optimal r℃lev雅ce leads the speaker to adopt,On different

occasions，a nlolrl：or less faithful interpretation of his thoughts．Otten the most economical

me栅ofcommunicating the speaker’s thought is to speak not literally but loosely．As for the

hearer,unless there is a specific增“m to believe that the utterance is literal．it should be

assumedthatthereis solncdegreeofloosenessintheutterance．

6．3．1．2 MetaphorandReleval|ceTheory

Metaphor is a variety of loose talk．Metaphorical utterances reflect a different degree in the

scale of‘resemblance’bctWCeltl the utterances used and the thought communicated．The

addressee，in his search for the optimal relevance，is forced to$cc a resemblance between the
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object featured in the metaphor and the object to which the metaphorical utterance refers．

The印caker intends to communicate a range ofimplicatures by a metaphor．The relevance of

the metaphor to the hearer is established by recovering those implicatures．There are two

types ofme￡aphor：stajadard／zed metaphor,in whichthe毹埘托龇is encouraged to砖cc懈a
narrow range of strong implicamres，and creative metaphor,in which the addressee is forced

to look for a wide range ofweak implicatures．

In the interpretation of a metaphor,the addressee does not have to undc增o the process of

considering the literal intexpretation,then ro嘶ng it and looking for a non-literal

interpmation．The context in which the metaphor is proc嚣sed will determine that the first

ac：c．msible interpretation should be the less than literal one．

In the next part ofthis section,softie eases about the u∞ofmetaphors in advertising headlines

will be analyzed from the pcFspd2tive ofrelevance theory．

1．NEWSWEEK--Tomorrow’s Hi曲Tech Office

This is a headline for Newsweek．On reading the headline，the audience will tmmediately

form the image of a Hi曲Teeh of嚣ce in his mind：a modern office with high tech facilities．

And in this office there ale charming people with intelligence．The audience will associate

this image with the high efficiency and intelligence of the Newswoek．Therefore，they call

derive the following strong／mplicature：
’

(1a)．NEWSWEEK is ofhigh efficiency and intelligence．

However,the audience will not stop here．He may be encouraged to drive some weak

implieatures：

(1b)．NEWSWEEK is for people who are in Hi曲Tecli Office to read．



(Ic)．NEWSWEEK is for people who want to work in lIigh Teeh Offiox．

(1d)．NEWSWEEKisforpeoplewhoarehighlyefficientandintelligent．

0e)．NEWSWEEK is for people whowant to be highly efficient and intelligent．

In this example,(1a)is a fairly strongly communicated,whereas(1 b)，(1c)and(1d)Rro

somewhat weakly comnmmcated,thus leaving the audience to take a larger responsibility
for

recovering the interpretation,which is a further advantage for the advertiser．

2．CRC Department Store offers you“a whole bag ofsatisfaeeion'．

This is a headline妇CRC Department Store．The audience,on reading the headline,will

search through his encyclopedic knowledge of words such勰‘bag’and‘satisfaction'．

Therefore，he will probably get the strong implicature that CRC Department Store is aplace

that canmake you very satisfied．

However,he will not feel satisfied for this．He may associate the word‘bag'with‘money’，

thus geRing a weak implicature that CRC Department Store is姥ady for those who have

money，and by spending money in CRC Department Store,you will surely feel satisfied．The

advertiser purposely employ the word‘bag’and form a metaphor，thus create SOme weak

implicatures．Meanwhile,the optimal relevance is established by inferring implicatores which

are derived from the encyclopedic information ahom words and phrases such as the word

‘bag’．

From the above analyses，it can be secu that metaphor is very effective for it helps people

acquire optimal relevance．Metaphor Can invite the audience to process the headline with its

creativity in depicting things，and through the interpretation process，it makes the audience

see SOme resemblance bo【wecn things he may not have seen before．Thus，it is a widely used

figureofspeechinthemakingofadvertisingheadline．

6．3．2 Repetition



Repetition is usually adopted to add force and emphasis to the$tatcmellt．It is obvious that the

repetition of a word,a phrase,01"a目舶talce啪invariably catch the audience’s eyes．

Therefore,it is also all effective device that is often amployed by advertisers to嫩kc the

headlines．

6．3．2．1 RepetitionandRelevanceTheory

The effects of repetition on 1HteranPA：i妇tefp删on黜by no mgan8 constant,but the
mtmpretations follow amomatically from the principle of地levance．

Within the矗孤n朗旧瘦of relevance theory,the task of the alldicnc49 faced with uttetonc嚣

containing repetition is to reconcile the fact that a certain expression has been repeated with

the assumption that optimal relevance has been aimed at．Clearly,the extra linguistic

processing effort incurred by the repetition must be outweighed by$otnc increase in

contextual effects triggered by the repetition itself．Following is all example ofthe successful

use ofrepetition in advertising headlines．

Ⅵ飞∞you’re sipping Lipton,you’rc sipping something special．

This is a headline for Lipton．The repetition of‘you’∞sipping’has a deep impression on the

audience．which can easily make the audience associates Lipton with something special．

Therefore,it has achieved optimal relevance．

6．3．3 Hyperbole

According to Longman Modem English Dictionary by Owen Watson,hyperbole is a figure of

speech which gently exaggerates the truth．It is usually used for emphasizing．The definition

itself clearly explains why advertiser favors this device in advertising：the advertisements

with hyperbole will immediately catch the readers’eyes with its conscious exaggeration once

they are exposed to them．
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6．3．3．1 Hyperbole and Relevance Theory

Hyperbole,likethemetaphor,is also alooseUSCoflanguage．Ithasbeenmentionedinthelast

section how audience acquires optimal relevance from metaphor．This section will focus On

hyperbole．

In the interpretation ofa hyperbole from relevance theory,as in that ofametaphor,there is 110

懈son for the audience t0 treat the utterance as literal．He just uses the idea expressed in the

uttemn∞as a sourc_2 ofcognitive effects．The context in whichthe utterance is processeO will

leadthe readerto recovertheweakerinterpretationintendedbythe speaker．

1．AuronaownerheadingtoWashingtontolobbyformoretwistyroad8

This is aheadline for Aurona of GM．It will greatly catch the audience’s attention and arou∞

their interest because it is usually impossible for people to like twist),roads，Then the

audience may usc the ides勰a SOBrCⅪof cognitive effects to justify the presumption of

relevance．He will remember that if a driver does not hate twisty roads，he mRst have a cat"

that can let him flow effortless through tight Cttl'VCS．When this headline is processed against

this context,and together with the written text which emphasizes the enhanced agility systent,

the audience will derive this implieature：

(1a)．The agility system of the蝌Aurona is SO amazing that it锄make you flow
effortless through tight CUI'Ve8．

Another example from Toshiba goes like this：

2．Take Toshiba,take the world．

This exaggeration has a strong reflection of the confidence of the Toshiba Company．The
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audience啪feel this confidence,and thus may get the implieature that the product is ofhigh

quarry and that by owning it,you will have the whole world。

As what has shown above,a good use of hyperbole can effectively arouse the audience’s

interest and draw their attention．However,this devic2 should be used earefiilly bec觏蹲e if

“I咖妇has cxagg啪led something that it can not解tIlally do too珊∞h，he will get into

trouble．Besides，it is also against the benefits ofthe audiences．

63A Other Devices in MakingAdvertising Headlines

There are also otha figures ofspeach that dgacfve to be taken care o￡such a8 alliteration．For

insLau∞，one headline ofa ear goes like this：

The u5e of alliteration in the ad produces a very powerful effect．Reading the advertisement，

people will promptly call to lnind the beautiful scenery of sunshine,sandy beach and sea,稍

well as the comfort and peacefulness it brings about．A very positive image ofthe ear stands

out in people’s mind，

Besides the above mentioned figures ofspeech,there arc also some devices that canmake the

headlines look fresh,for example,the use ofrhymes．English is a language with rhymes．Thus，

advertisers can l'nake good use ofit when making the headlines．Like this headline shoes：

This headline is about sneakers，showing how durable the sneakers are．It has both the

Alliteration and the Consonance,and therefore it reads very fluent and is very easy to repeat

and remember．This headline is one example ofthe excellent USe ofEnglish thymes．



In order to／／lake the headline fresh and littrac垃vc,advertisers also purposely change the

spc蛙堍ofwords to get the attention grabbing effect,like the following example．"

Swing into McDonald’s and-Swing out with that Treeeeat!

In this headline,the spdling oftreat has been changed to Treeceat for a special effect．The

repetition of“c"immediately attl'acIs the attention ofthe audience to the word‘'treat'’that

implies good food,driak and ente'砌inmcnt in McDonald's．

In conclusion,the novelty principle foeus％0111 the‘咖”factors in making advertising
laeadli,1m．Advertisers,whenmakingtheheadline．啪eomiderthedifferentfiguresofspeeela
that have been mentioned,and make good u∞of them to make tlacir headlines inol-c afi'esh

and atWaetive．

6．4 ConelusiolrlS

Based on the relevance theory,this chapter put forward the three prineiptcs of making

advertising headlines：relevance principle，humor principle，and novelty principle．These three

衄iples arc introduced from the perspective ofhow tO achieve the optimal relevance．

Besides。this chapter analyzed the different figures of speech relating to the three prineiple8 in

h锄‰making from the relevariee theory．It can be seen that from these lingui嘶e devices
such硼pun,metaohor,and SO on,th啊印pear tO be 8011Re assumptions which advertisers hold

about their audiences，espeeiaUy their level of attention,knowledge of the world and

processing abilities．Also，adverlisers treat their audieneeg a5 potentially creative and

resourceful，onct：they have managed to gain their attention．Thus，slome puns and metaphors。

and SO On require a search through the audience’s encyclopedic knowledge，extension of

context，and comiderable imaginative effort．The audience Call also feel the humor effect and

aesthetic pleasure ofadvertiser’s IIsc ofsuch devices，



However,as what has been mentioned in chapter five，advertisers should also take the

audience's疆印雠into considvration when making the headlines．If they don’l like the
humorous style。for example,the German people,孔advertiser should not use the humor

principle like the use of pun or irony．The style of the headline should be in tune with the

preferences ofthe audience．

All in all，when making advertising headlines，advertisers should take all the factors into

consideration,andprovideanoptimal relevancein hishead／／ne．Meanwhile,heshouldchoose

m appropriate style according to the preferences ofhis promising customers．
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Chapter Seven

Conclusions

On the basis of the rdevance theory,this thesis focuses on the analyses of how the audience

acquires optimal re[evancx from advertising htⅪI抵and meanwhile,proposes three

principles as tO how to make the advertising headlin船．

According to Spelber and Wilson,the style which the speaker employs reveals the kind of

relationship which he envisages bctweell himself and his mldicnce．Advertising headline is a

special kind of communication,and the trust and cooperation bctwcgn adV酿iscr and his

audience of advertising headline is limited or lacking．What’s more,advertising headline is

always at the periphery ofthe audience’s attention,and the audience is assmned to have low

attention level to it．Therefore,in order to ov咖lc these barriers and diflienlties,and
achieve the goal of attention-grabbing，persuading,and influencing,advertiser should put

n】c恤efforts in making a good headline．

The three principles in making advertising headlines：relevance principle,humor principle，

and novelty principle put forward in this thesis focus on the optimal relevance of the

relevance theory．They are examined in Ca,qes．Such linguistic de“c髂鹪pu玛metaphor,irony,

and so 011 have also been analyzed in the perspective of relevance theory,like how the

audience interprets them and how they play an eye-catching role in a headline．

It can be s∞n from the relevance theory and the practical experience examined in the gases

that the use of linguistic figures of speech call help the audience acquire optimal relevance,

and understand the headlines,and thus they play an important role in attention-getting．As it

has been mentioned before that Ogilvy is against the use of such devices as pun or metaphor,

in practice，llow“％they do work_

But advertisers should also pay attention to the preferences of the audience because solIle



people would not like the humorous style formed by pun or irony．And Bomc audience may

not like the metaphor in the headline beca戤it is not worth theft processing efforts．They

prefer the simple and direct way of advertising headline which is the focus of Ogilvy’s

method．Th删ore，观删啊has to fIllly llndcrs伽his audience before he makes his
final headline．As Ogilvy said that adveftisef should nml，e at least 16 different headlines

before he decides 011 the final OllC,advertisers，when making headlines，shoed try different

styles in tune with the prospect audiences，and foresee their托slmns鹪due to their education

and otherbackground．

However,despite the efforts mde．due to the time-limit and research competence,the thesis

has some imperfections．

Firstly,according to relevance th∞睇the interpretation of all utterance may vary depending

On the different individuals，and they may蹴diffezent relevance．№the interpretations of
the advertising headlines provided as∞s髓may be subjective and they are open to

diSCUSsi011S．

Sc。ondly’the thesis mainly analyzed the interpretation process of the audience in

understanding somewhat difficult devices like puns．but do not pay much attention t0 the

simple and direct h％dlines．That’S be：‘7,ause the author believes nO matter whether the

headlines alO difficult Of easy to makc，the po血is to find an optimal relevance，and ofcourse

direct Ones c姐be Ilaade with less effort．Due to the limited space．the study focuses more on

the sophisticated headlines；thel'efore,the study is not very comprehensive in this respccl．

It is hoped that people who ale interested in this subject nmy continue to do the study,and

improve the inadequacies to be found in this thesis．Hopefully,advertisers in practice can

benefit from these fftudies，and make moFc effective hesdlin∞
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