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E.S. Tewis$® i 45 ATDMA R 1], Bp 22 5 6k 45 5] &
AANHGiEE (Auention) | & 2 34348 (Tnlerest ) 3¢ 35
#  (Desire ) T AL T 1 ( Memory ) | 41 35 17 b
(Action) . k7 E4FH 54 iR K 4541 R )
My EEB, ARAELE9A K F Rk ff AL
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PR EZ R BT E,

(2) # & 4 0] (The maxim of quantity) : 569 7
BasZ XN E 2B el EREEe
SRUNEZEANRELE,

(3) % & /£ 0 ( The maxim of rclevance) : B4
0 iEBA LB,

(4) 7 X,/ W] (The maxim of manner) ; # %, 8§
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HEHA R LR RFHATFETHAL T4
MR RA T KRR, EERBERE
A e BT O W AR S R 55 ) 29 F 4 (Taithlul
Conslraints) , VA% £ A R Fo o & W 4E 24 iR
#y % 4 ( Markedness Constraints ) , 5+ # 3% Tesar &
Smolensk '™ 32 ik &9 %) 25 & 44 B 48.5% 5 % %2 (Con-
strainl Demolion Algorithm, 5 #k CDA) , % B X F
oA ENRITERERT, AL ESLETY
FHRHIVRF ., T A B0 RRTRT LR S .

AT (Tnpul) : J~ 245 ( Advertising Slogans )
4 5% 2 (Generalor) : - &35 4 s % & (Adverlising
Slogan Generator) —>4% it 5 % 4 (Set of Candidates) ;
1EiL ] 4535 & 4 (Set of Candidate Advertising Slog-
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ans) > #F 4% % (Evaluator) ; ¥ 28 3 5] 49 w9 A~ 2 1)
(Ranked 4 Maxims ) _>4%,i% % ( Optimal Candidate ) : £,
% )" %% (Optimal Advertising Slogan) ,
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TR 1886 —2010 T 62 £ &
F(RE), 5L, RALTFEWLEY
WAER, AT TR EEFPHANERREAE
WHE R, K62 FEEHRT AR P
AN 56 K ERFAEREN 3T R, FERXZREN
27 K,ERFXAEN24 Kk, ERERILE2,

A1 o TRE4 &E

T FEE
1 1886 Drink Coca-Cola
2 1887  Delicions! Refreshing! Tnvigorating! Exhilarating
3 1891  The ldeal Brain Tonie
4 1904  Delicious and refreshing
5 1905  Coca-Cola revives and sustains
6 1906  'The great national temperance beverage
7 1908  Good ull the last drop
8 1917 Three million a day
9 1922 Thirst knows no scason
10 1923  Enjoy life
11 1924 Refresh yourself
12 1925  Six million a day

13 1926 It had to be good to get where it is
14 1927  Pure as Sunlight
15 1927 Around the comer lrom anywhere

Coca-Cola. . . pure drink of natural flavors

The: panse that refreshes

18 1932 lee-cold sunshine

19 1937  America’s favorite moment

20 1938 'The best friend thirst ever had
21 1938 'Thirst asks nothing more

22 1939 Coca-Cola gues along

Coca-Cola has the laste thirsl goes lor
Whoever you are, whatever you do, wherever you
may be, when you think of refreshment, think of

ice cold Coca-Cola.

25 1941  Coca-Cola is Coke

26 1942 'lhe only thing like Coca-Cola is Coca-Cola itself
27 1944 How aboul a Coke

28 1945  Coke means Coca-Cola

29 1945  Pasaport to refreshment

30 1947  Coke knows no scason

31 1948  Where there’s Coke there’s hospitality

32 1949 Coca-Cola. . . along the highway to anywhere
33 1952 What vou want is a Coke

34 1954  For people on the go

Coca-Cola, . . makes good things laste beller
The sign of good laste

The: Cold, Crisp Taste of Coke

Be really refreshed

Coca-Cola refreshes you best

R
By F# JEE
40 1963  Things go better with Coke
41 1966  Coke. . . after Coke. . . after Coke
42 1969 It’s the real thing
43 1971  I'd like to buy the world a Coke
44 1974 Look for the real things
45 1975 Twok up America
46 1976 Coke adds life
47 1979  Have a Coke and a smile
48 1982 Coke s it
49 1983  Coca-Cola is it
50 1985  America’s Real Choice
51 1986  Red White & You(for Coca-Cola Classic)
52 1986  Calch the Wave( for New Coke)
53 1989  Can’t Beal the Feeling(also used in the UK)
54 1993 Always Coca-Cola
55 2000  Enjoy
56 2001  Life tastes good( also used in the UK)
57 2003  Real
58 2005  Make It Real
59 2006  'The Coke Side of Life(used also in the UK)
60 2007  Tive on the Coke Side of Tife(also used in the UK)
61 2009  Open Happiness
62 2010 Twist The Cap To Refreshness
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JEEBERT A FAN, 4= 1925 F 45 Six Million
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you are ,whatever you do,wherever you may be,when
you think of refreshment, think of ice cold Coca-
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Analysis of advertising slogans of Coca-Cola
from optimality theory perspective

CHEN Ling LU Wan — ying
( College of Foreign Languages, South-Central University for Nationalities, Wuhan 430074, China)

Abstract: The paper analyses advertising slogans of Coca-Cola over the past 100 hundred years on the basis of

optimality theory framework , and shows that the four principles hierarchically rank which are originally equal

because of the linguislic usc. Tt is nol only a newly scienlilic linguislic cvidence of manulaclure and appreeialion

of advertising slogans,but also a creative exploration of the application of optimality theory.

Key words: advertising slogans of Coca-Cola; optimality theory; cooperative principle ; constraints; hierarchical

ranking

AL %5 500K



	82
	83
	84
	85

