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Analysis on Advertising Language Variation from the Perspective
of Defamiliarization Theory

LIAO Donghong
(School of Foreign Languages Yangize Nom al University, C hongqing 408003 China)

Abstract Advertiing is ub ijuitous in order to attract he consum ers “attention, advertiing is bound to break the routine and

ach ieve defan iliarization so that it will be novel and unique

From the lingustic point of viev, te best way © achieve

defan ilbrizaton i advertising is b adopt hnguage variatbn which & that the extraord hary use of conventbnal language is

consciously done mn advertising by advertisers and tere aremamly o aspects-form variatbn and meaning variaton the fomer

an bod s phonological variaton,  lkxical varaton

varition granmar variatbn elc.

variaton n word fom etc,

the latter nchides sem antic and collocation

Because of Defan ilarizaton, English and Chinese advertising language can actiate the

peculiar sense of the consum ers as possbk and ultm ately accan plsh te possbility of consumpton

Keywords D efm iliarization Theory English and Chinese advertisam ent hnguage variators H©m variaton m eaning varition
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