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The Pronouns n Public Service Advertisng fran the

Per ective of Cognitive Psychology
2J Qian - gian
(School of Foreign Languages N orthwest Nomal U niversity, Lanzhou 730070)
Abstract: This thesismainly investigates the pronouns in public service advertising from the perspective of
cognitive psychology , analyzes the pronaminal scaling in PSA language, and poins out that advertising andi-
ence’ s cognitive schamna based on their knowledge franaevork attitude and values has an important influence
on their cognitive psychology during construing pronouns in public service advertising.
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