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Abgract: It is widdy ackmowledged that language is a means of communication, and the utimate purpose o the
advertisng discourse isto achieve its communicating effect. To achieve this god , the context of culture should be taken into
cond deration. At the leve of culture, the choice of language in advertisng disoourses is redtricted by the political , ecoromic
and ethicd factors of the target community. Choice is meaning with the prerequidte thet it should be made within the framewnork
o the context of cuiture.
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(Choice is meaning)
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For arthritispain, choose ’ ’
what dbctors have recommended '
millions of times. Adil. . o wr ,
Advil  oontains ibuprofen, which was once available
only by prescription. Jug one Advil is as dfective as two Geert Hofstede (
regular airin or two regular - drength Tylerol. Yet clinica 1097 63)
dudies dow that Advil is gentler to the fomach than
agoirin. ,
Doctors have recommended Advil over 30 million times , '
for o many types o pain. , ,
The next time arthriti s pain goes to work on you , choose , ’ “ ,
what s many doctors recommend. Advil . (individudity) ” “ (persondlity)” “
Before taking any medicine, read the label carefully (independence)” (privacy)”
and follow directions. , ’
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In this age of techrology - sharing,

whatever happened to individudity ?
“ All cars are the same these days.” Weve 4l
this ssid. But not by anybody who knows alout Opel .

heard
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Because a Opd we are condantly meeting the chalenge
o creating unique techrological thumbprints for our cars.

Our commitment to sfety engneering has resulted in
carsthat And in many other techrological intereding areas,
including environmenta engineering, we have gven equdly
free reign to our engineers and nohilized their full ambitions
and expertise.

Engi neering achievements such as these are mot aways
easy to got. But next time you see or drive an Opd , you
can be sure that while it may bear some smilarities to other
cars, it has atechrological thumbprint as unique and specia
asyou are.

3
“ what hagppened to individuaity 7 ,

, * All cars are the same these
days.” ,

) unique, ecid

Gdiva

Gdiva Heartmilk
A telephone number that he or she has never caled
before, the pounding of the heart, awkward words, the
begnning of a relationship - that Godiva Heartmilk.
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