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Homonym in Chinese Advertising Slogan from A Semantic Perspective

ChenXi Peng
Business School, Sichuan University, Chengdu 610065, Sichuan, China

Abstract: The opposition and unity of sound, meaning, and form constitute the three elements of language, that is,
each language symbol contains three aspects: sound, meaning, and form. Due to the arbitrariness of language and
certain contradiction caused by "less sound, fewer forms, and more meaning", the relationship between these elements
in the language system is not one-to-one, leading to the phenomenon of polysemy and homonym in languages.
Ambiguity is a common linguistic phenomenon that exists in both ancient and modern languages, both locally and
across languages. It is a special relationship between language structure and meaning. Linguists believe that the
phenomenon of ambiguity in the meaning of a word or sentence, or the existence of two or more interpretations for one
expression, is called linguistic ambiguity. In this theoretical context, homonym is a type of lexical ambiguity widely
used in modern advertising. The present study attempts to analyze the linguistic significance of homophones in
advertisements through specific examples, so that people can better understand the wit, humor, and richness of
languages, while paying attention to its impact on language development and adolescents. Through these measures, it
can be expected that more benefits and less harm will be achieved in the long run.
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J7 N E H L B8 IR T B A AR AT 2 AR S BT TR, A S, Wk
TSRy T EARAVE RO BT R ST SR VE RO BRI, IR . Bl
WA BT S N E LA EEAE T B, A S E bR T R . (IR IR S ) R .
TR AAEAEAS P B SR A AL 3R S B 515 2, DASERE I H .

PR 545 B L, T6 FAEAEAEN 51T 25 W K7 it B0 55 75 T A #5 A B R IO BAIRAE T o ol 3 7 3%
HARD AR B KB [0 AT AN EL )05, | 95 15 5 6 AUCE R I 18] Py IR 5133 el e Iont 77 Rk, T35 BB
X HE ENEABAGINEH . AR EN—F IR ECOC S, 75 5 S i 5 AR g
AW NERHIROR o AT NTE A A A, 85T AR S0 20 # R 35 5 SCFE T i R A

. JCERZER
(—) BN

W NAEEFH AT BEAEER L WEIEE ¥ XA fin URRMRL . M NE U TR A, 18]
SUREFE AT IEE & S L 2 5 Bk

R RE S B U S1E S RIBZ 0K R KR 18 T A RS S I8 UL, EEE UERES
[ — AR I AR 78, PRUT IR Paif . B SRR, DREXZFMMHERR, “EXHE7 X—
ARG e 5 ERE 5 2 20KEUR « E/RT 1893 4F4RH [1]. 1897 4, AT /RIEAE (E SRR HIR,
bR S R FTHRAR IS BB TR, 1900 45, RIS, BN GBS &R« R —
MR TEFWEXMEME, BB 5A R R, JRRBuE R L5 iEEE L. E, ECEMRREN T
—NHEAT RS AR . 1E AR 19 AR 20 HAAYITT IR O MAL AR, 20 AT 50 SEARIZREIGER, EF 20 AL 70
FERAFR KR, BB R Z W8 S 5 I A RE RN FE OO ARG 3, 18 SCHB IR T B
kR EIRIES %, B AEEEIEEFORN =R A, 18 SCE R PR T # T8
WK, WESHTE S RBRE U5 AERE % DhReTE 4% .

TERE S M — A3, 18— RSy S TS S 5 AVETE S . TS S 6 BT 7L 4]
A G SRR 1A IE LA SR G R R, DLRAE IR FRIRAR . A0 3T SU% B 70 6] (5 SO
HERR, AT ZRIRE R, AR, IARE 2 M 250 BYR 24%. ZRRESE TR
HRHE . WA VA G SO T R IR T U2, A IARE SRR IRHE . — R HE E B X E )2
RFEH .

() AERX

Ty X B IG—MRIE S8R, I MESHSHART. X E=A0H. HTESHE
BHEDRIESH &0, BOMLEZ” MM FE, B5R/KgGHE. L BEERZAHE——XR, MfE
BWENET —W 2 XSRS R . A& F RS SCRE, W bear (£417]) 5 bear (B)id) ; A
L HAHF T 5 X584 ANF, 40 hair 55 hare; A HIBIAEM L5, W1 lead (B3, 515) 5 lead (3, 1) .
B L TRZIARISE R R TR T EE R UG REX — IR R RO R 5 SR, TR
TR GAEDAE S5 PGE B0 W

FEAILJZ, R & [R5 1 B R SRk T U] & S SCAr], T SCI ) 3 S5 S - g ) ] o 7
JEE S PAET, F T SO F G i H AR K, 7R A 57 U R rp S D . e AT R
TR, Tz Hm i i, R0 ROE S SR A A B S R e — B, MREE: R
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) 9 7 SO 8 U S B T, A RS R N E 2R M : homos (MHIF]) 5 onoma (ZFK) o HF
RSO “CPABINANEL EZFRARRI R 7 ¢ AR e SO “ 3B AR IR T SO R IR 7 o [F) & 57 Sl a] 43
iR Se ARl S SR S F S SR . “ e S SR SRS SPFS AR, WXOTE: T«
>l S SR FE S A FME RS 5 R SOR R, W51 o (5 R AR I 3 B A [ 3 S S B L S 2%
. Halliday #3028 %05 i (5 B a5 M BRI AL E SO FERRRZF X B A5 BB EAL b, S HE CMmNE
H5RMARZ A ES) [2]. #5522, W28 I0E LS EEZ MM E) . FrigliEe, o DURaTscie
RN Z, WA LLREH SEFEER T ZNEE . BiE RIHE R SOR B R ELH BRI E . IS
ERTCARICH, BT e Ak BifE B Abnic iy, B0, DRI 7% 2 1k 2 () 25 4% 5 n L.
TR i e R IO BN SO T (S BN LB e A, A S TR B S NEEH I E . [F & R
I G B A P 2 A 1) 3 e AT Sk i b AR G TRE S, SR B A DB E BB R A R 72, Tk 3]
W S| R I H .

MRYETE 5 5K Jespersor MW FT, FEJEE T 55 5[] & 57 SCH AR 20 0 2 & R & 7 3G P 6y [3]. 46
KZHAE 5 SCAE 5 R IAANTEEFE AT (Basic Word Stock) o BTN HIEE . MR, HFEE
T 5 RIERRE R, BT W HE R, HEBCNES %I SR PR [4-6]. (AEEHSY, HEaeE
WeBR. S E . AESSEHASRIE SRR ke, MARSBUECCSRL.
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= POETHEPRE R SRR KR W3

(=) "EEPFHRER XKL EREH

TET B, R 5 SCRETE AT R 115 5 B ALl i T e s — A R X A2 A 1R 5
T TR IR R IR R ORI T S, TR A TR . IR AR SN SR AR R, RS AR
XHE S HEAT FEAN T, AT AE G N 5] PR 5113 RSO A ATRO SRR [7-8] 8T 5 it iz [ & 5% L, AT
FEBET R S S e . DU 2B .

(1) OIC. XRZ—MIRE . OIC AT LU —mIIREE. £ HBBML G, KA TEMERER L
R R IR It Dl a1, EAR A 3 ORI AL o IR AR B A

(2) “EHBERAZLE, NSRREDS.” 2R “LE” i &il, iz Eimpicon <t
B o wHIEREEERENELSR: —RAE BB, 3RS EES: SRR CLET, AREE
Jiggitic BEORHLVE 2 BIRTEST, I T [R5 AR 350 5 T RERRCR . 8 —Mars, R SO
ATRE S RURE SRR T 2 RE S RAETE. tbAh, BN BEE ANE S, s Ak 2
= It .

(3) “PAVKE G Mty W) B a2 (AR AT 1. Time Bidg <R
7, W48 (AR T, RN HA “RAREINR " <&, —H5eamE e GR R EMH, g 1 5 T4
FrctZ, WEE s BT (AR IRy G SRR AR AL .

(4 “ibBE—RIAHER A SOy — IREIE RS .7 QG TE 5 T B 4R B4 R AF, wl i B & il HLa SHE S
WK BEARIZH] 7HRI> AT 53 SO, —ilX0e, HUERIE. dith, TEE S R& T BRI, RO
THT T EIHE I

(5) “%5 Diesel iAW PMLENRE — AR S " ZE “FHERL” 5 “—dZ L7 Maamyl . %
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LR U7 B R PRI, UEANE T s L R AREET “IEIRTETT T S, AR IRV R SO IR
R T A .

(2) FMAIE 5 ST I S 3. RS R, (BRI 4 5K MR DA R RR A
B H A S PR RN RO TE B A MVE N2 E . FE T, BUFEERTA S5 ERENS; 15 S0
FCH WL G| T2 AR SRR T8 5 R0 T RS2 N3 e 30748 SR SIEERRAE . s Xt 75 A0 4E I0TE  HeE
[FIRE R I T7 R AP AN A BRI — 36 AR G 3 SR S IR TS itie F R 57 30, e E R R R

(3) 3 EROE AR e . L&A [m] 5 e SR ) i P A% 3 B AL S AT & ERAMEW: HW
AECERBAANT CCHRARBEN) FPERIR, 508 S i AR AR SO s Bl . SEHEERIEIT I <
WET” B, SEhbr EAREM R B 1. SRR 5 “RETRIFH 7, HSmIRE kN .
ZAREE R SR CR) B, RSP REREDTE DS k. AR, kRS BT
TRAMGREE:  CFREE CHNITRBEER” “HIER AT EET o RS Y aZiRT
WA BRI 5 NIRRT e WA, AP, XA LIE A2 B R
IEMEI R ETT A, AT 4 T 2 U IR (R e A5 4

m. it

I oM IR B S SRS il P L S R, BATRBLR 5 G- i B AT TR [9].
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