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Abstract

With the development of the global economy, advertisements are indispensable to transmit commercial information. Advertising language is persuasive with the purpose of informing potential audience and arousing their interests to take purchasing actions. Advertisers and manufacturers can make much more profit by means of using attractive and persuasive advertisements instead of just exaggerating their products directly. Because of the characteristics of the pragmatic presupposition, it is widely used by advertisers. 
In this thesis, a great number of English print cosmetic advertisements are collected. The thesis lays emphasis on analyzing the application of different types of pragmatic presupposition in advertisements and the working mechanism of pragmatic presupposition as well as its important effects. By analyzing cosmetic advertisements employing four types of pragmatic presupposition, the writer points out its functions of pragmatic presupposition and summarizes strategies to deal with advertisements. This study can help audience to choose appropriate cosmetic products and advertisers to design more scientific and attractive advertisements by using pragmatic presupposition. 
Keywords: pragmatic presupposition  English print cosmetic advertisements  functions  strategies

摘 要

随着经济全球化的发展，广告成为商业信息交换的重要途径。广告是劝说性语言，其目的不仅是传递商品信息，而且要提高潜在受众的兴趣并使之实施购买行为。广告商和厂家通过使用具有吸引力、劝说性的广告比直接推销商品获得更多的收益。语用预设因其特殊的性质而被广泛使用。广告商和厂家通过在广告中使用语用预设这一语言策略来引发受众的诉求而达到他们的销售目的。

    本文使用英语化妆品平面广告作为研究对象，通过分析不同类型的语用预设在化妆品平面广告中的应用，了解语用预设的工作机制及其在广告设计中的重要作用。通过分析广告实例指出语用预设的功能，揭示广告设计策略。希望本研究能够帮助受众理性选择适合自己的化妆品，同时，也希望能帮助广告设计者通过更有效地利用语用预设这一语言策略，设计出更科学、更具有吸引力的广告。

关键词: 语用预设； 英语化妆品平面广告； 功能； 策略

Chapter One Introduction         

1.1 Research Background 

With the development of the global economy, advertisements play an increasingly important role in our daily life which have reached every corner of the world. Just as Blech (1995) points out that advertising has become an integral part of our social and economical systems. Cosmetic industry has grown rapidly in recent years, and there are countless cosmetic brands springing up. Along with the various cosmetic products, it is difficult for us to decide which brand to choose. To a certain degree, the popularity of the cosmetics is closely related to advertisements. So the most important thing for designers to do is to design successful advertisements. There are lots of advertisers trying to promote their products or services and ultimately attracting audience to take purchasing actions by means of using pragmatic presupposition. Pragmatic presupposition is “something the speaker assumes to be the case prior to making an utterance, or a message precondition for the processing of any communication” (Yule, 1996). Generally speaking, designers would conceal their real purpose by using pragmatic presupposition for the sake of strengthening the effect of the persuasion, which is an important linguistic tool with latency, appropriateness and unidirectionality.
1.2 Research Methodology and Date Collection
Advertisements play an increasingly important role in this commercial society: different products have their own characteristics. Pragmatic presupposition is a very important linguistic tool used in advertisements frequently to attract potential audience. In this thesis, the author adopts the method of literature review which can help us understand pragmatic presupposition comprehensively, and employs exemplification to analyze the pragmatic presupposition used in English cosmetic advertisements on the basis of real examples.
The advertisements are selected from famous magazines Vogue, ELLE and Marie Clarie.

1.3 Research Significance and Purposes

Nowadays, females know about cosmetic products mainly by reading advertisements, which can be said as a direct and effective way for them to get information. The significance of studying pragmatic presupposition can help both advertisers and audience to understand presupposition more comprehensively and systematically. So, it’s important for us to explore how cosmetic advertisements attract audience by using pragmatic presupposition. 

1.3.1 Research Significance  

Excellent advertisements can leave a deep impression on potential audience and attract them to take purchasing actions. According to audience’s psychology, they are more willing to read simple advertisements without promoting products directly. If designers can understand what audience’s really need, they will design more attractive advertisements. Generally speaking, designers always convey useful information in short forms with the help of pragmatic presupposition and successfully persuade potential audience to take purchasing actions.

It’s necessary for audience to achieve advertisers’ purpose instead of being attracted by advertisements themselves. Advertising language, as the essential element of advertisements, plays a crucial role in creating advertisements. By analyzing pragmatic presupposition in English cosmetic advertising language, we can deeply understand the important role of pragmatic presupposition in advertisements. At the same time, this thesis will contribute to the study of advertising language.  

1.3.2 Research Purposes

Since an advertisement plays an important role in the commercial society, many scholars are interested in studying advertisements from different aspects. The main purpose of this thesis is to explore the functions and strategies of pragmatic presupposition in English print cosmetic advertisements.

1.4 Structure of the Thesis 

The thesis consists of four chapters. Chapter one is a brief introduction. Chapter two is literature review. Chapter three contains the analysis of pragmatic presupposition in English cosmetic advertisements. Chapter four draws a conclusion. 
Chapter Two Literature Review
In this chapter, the author will give a brief review of the studies on advertisements and pragmatic presupposition as well as previous studies of pragmatic presupposition in English print cosmetic advertisements.

2.1 Introduction of Advertisements 
Advertisement, as a useful tool to attract potential audience with attractive advertising language and to persuade them to take purchasing actions, plays an increasingly important role in our commercial society. 
2.1.1 Definition of Advertisements

Advertising is an indispensable method to transmit commercial information. The word “advertise” originates from the Latin word “advertere”, which means “to inform somebody of something”, “to bring into notice”, “to draw attention to something”, etc (Fan Yagang 2000:8) According to Courtland L. Bovee and Willian F. Aewns (1989:7) “Advertising is the non-personal communication of information, usually paid for and usually persuasive in nature, about products (goods and services) or ideas by identified sponsors through various media.” American Marketing Associating defines advertising as “the non-personal communication usually paid for and usually persuasive in nature about products, services or ideas by identified sponsors through the various media.” (Zhao Jing, 1992:1)   

2.1.2 Functions and Objectives of Advertisements

Crystal and Davy (1983) points out that informing and persuading are two main functions of advertisements. Tanaka (1994) points out “information is subordinated to persuasion” (Tanaka, 1994: 36). The final objective of advertisements is to persuade audience to take purchasing actions. 
2.1.3 The Classifications of Advertisements

According to different criteria, advertisements are classified into following groups.
2.1.3.1 According to Function Criterion

According to function criterion, advertisements can be divided into commercial advertisements and non-commercial advertisements. Commercial advertisements can help manufacturers gain profits. Non-commercial advertisements have nothing to do with profits, such as announcements or statements presented by social organization or institution.
2.1.3.2 According to Form Criterion

 According to form criterion, advertisements can be divided into newspaper advertisements, magazine advertisements, radio advertisements and Internet advertisements. Different forms of advertisements have different characteristics, but they have the same purpose of attracting audience’s attention.
2.2 Introduction of Pragmatic Presupposition
Pragmatic presupposition is associated with contextual factors, belief of the speaker or hearer. Pragmatic presupposition is widely used in advertisements with the purpose of attracting audience’s attention and leading them to take purchasing actions.

2.2.1 Definition of Pragmatic Presupposition
Levinson (1997) points out that pragmatic presupposition can be best described as a relation between a speaker and the appropriateness of a sentence in a certain context. It encodes implied meaning. That is speakers’ intention.

2.2.2 The Classifications of Pragmatic Presupposition

This thesis adopts Chen Xinren’s classifications of pragmatic presupposition. From the perspective of social psychology, Chen Xinren classifies pragmatic presupposition into four types. They are factive presupposition, belief presupposition, behavior presupposition and state presupposition.  

2.2.2.1 Factive Presupposition 
Factive presupposition is used to presuppose certain facts that are assumed to be true. This presupposition will influence audience’s psychology unconsciously.
2.2.2.2 Belief Presupposition

    Beliefs are usually reflected in people’s actions and communication behavior (Samovar, L. & Porter, R., 2006). Belief is controlled by people’s attitude and opinion about the world. 
2.2.2.3 Behavior Presupposition

Chen Xinren (1998) puts forward that behavior presupposition is used to presuppose audience’s behaviors that once had or they will have. 
2.2.2.4 State Presupposition 

State presupposition refers to potential audience’s feelings and emotions such as happiness, sorrow, fear, anger, exhaustion and so on. 
2.2.3 The Characteristics of Pragmatic Presupposition
Levinson (1983) points out that pragmatic presupposition has two basic characteristics: appropriateness and mutual knowledge. Besides, Chen Xinren (1998) states that pragmatic presupposition possesses other properties like unidirectionality, subjectivity and latency. 

2.2.3.1 Appropriateness

He Ziran (1987) explains that appropriateness means close integration of presupposition and context. Appropriateness is of great importance to understand the utterance which is an important premise condition to ensure the meaningfulness of the utterance.

2.2.3.2 Mutual Knowledge

He Zhaoxiong (2000) believes that mutual knowledge is the shared background information between both sides of speech communication or information suggested by speaker and understood by hearer. 
2.2.3.3 Unidirectionality

Pragmatic presupposition is made by a speaker without negotiation with a listener, and the content of presupposition is only known by the speaker himself before the listener hearing the utterance. 

2.2.2.4 Subjectivity
Chen Xinren (1998) holds that subjectivity of pragmatic presupposition is the speaker’s subjective assertion about the context which is not necessarily true or false. Pragmatic presupposition is speaker’s assumption. 
2.2.3.5 Latency 

    Pragmatic presupposition is implied in the process of communication. It’s easier for our audience to accept the concealed presuppositions without paying attention to the details.

2.3 Previous Studies of Pragmatic Presupposition in Advertisements 
The advertising became very popular among people in England at the end of 17th century, later on scholars tried to do a large number of studies on it from different perspectives. 

Peccei indicates that presupposition can be used in advertising language. Chen Xinren classifies presupposition into four types and finds that state presupposition is used most frequently in advertisements. Goddard holds that presuppositions have great influence on the development of advertisements. DuXiaolin proposes that pragmatic presupposition has the functions of concealment and euphemism in facilitating the marketing function of advertisements. In Fu Wentao’s opinion, presupposition contributes to the development of advertising language. Wang Cong thinks that with the application of pragmatic presupposition, the advertisements become more persuasive and attractive.
The research on female print cosmetic advertisements with the theory of pragmatic presupposition is not enough. The thesis will analyze pragmatic presupposition in English female print cosmetic advertisements in four classes.

Chapter Three Analysis of Pragmatic Presupposition in English Print Cosmetic Advertisements

In this chapter, the relationship between pragmatic presupposition and English cosmetic advertisements will be analyzed. The classifications of pragmatic presupposition and the intention of advertisers will be touched. The different functions and the reasons why they prefer to make advantage of pragmatic presupposition in cosmetic advertisements will be also analyzed. Finally, the strategies of pragmatic presupposition in cosmetics advertisements will be analyzed, too.

3.1 The Relationship between Pragmatic Presupposition and English Print Cosmetic Advertisements
With the development of the global economy, advertising is an indispensable method to transmit commercial information. A successful advertisement should arouse hearers’ interest. It’s widely accepted that short and concise advertisements are easily to be remembered. With a lower price compared with tedious advertisements, manufactures can not only have impressive advertisements, but also save a large amount of money. Sometimes, audience may think that advertisement is exaggerated, so if designers reveal their aim directly and persuade audience to buy products, audience won’t believe in them. However, when designers can make good use of pragmatic presupposition to conceal real purposes and let audience themselves find out product’s advantages, audience’s interest will be intrigued.

3.2 Application of Pragmatic Presupposition in English Print Cosmetic Advertisements

Only the use of advertising language conforms to the relevant regularity, can cosmetic advertisements attract potential audience who want to improve their appearance and increase physical attractiveness. Generally speaking, advertising language is persuasive. According to Chen Xinren’s view, pragmatic presupposition can be divided into factive presupposition, belief presupposition, behavior presupposition and state presupposition. In the following part, the writer will discuss how pragmatic presupposition is used in advertisements.
3.2.1 Application of Factive Presupposition in English Print Cosmetic Advertisements

The credibility of products is crucial to potential audience in making decision. Factive Presupposition has been widely used in cosmetic advertisements. The following example can illustrate it.

Example 1: 94% of women who tried Genifique Nutrix felt their skin was no longer dry. Its force: A complex of active ingredient that receive gene activity. Visibly plumper, as if filled with life and youth. (Lancome)

Example 1 is an advertisement of Lancome in which factive presupposition is used. “94% of women who tried Genifique Nutrix felt their skin was no longer dry” presupposes the fact that 94% of women feel their skin is no longer dry after using Genifique Nutrix. In this advertisement, 94% is an accurate figure which will be more likely to be accepted by potential audience in limited time, the advertisement can attract those women who want to have moist skin. The accurate figure is used to make this advertisement more convincing and audience’s interest will be stimulated. At the same time, the sentence “a complex of active ingredient” presupposes that there is an active ingredient in Genifique Nutrix, “as if filled with life and youth”, people who want to increase physical attractiveness will be attracted.  

Example 2: Fighting aging everyday stars with the most advanced UVA protection.(L’OREAL)

Example 2 is an advertisement of L’OREAL which factive presupposition is used in. This example seems to state a fact, which also presupposes that “L’OREAL” is the best product among similar products. The designer adopts the competition result to attract potential audience who want to reduce the signs of aging. According to audience’s psychology, they are more willing to choose the best products from what they know, so they are likely to buy this products. In other words, there are countless brands of UVA protection in the market, but L’OREAL has a great effect on staying young. It’s beneficial for manufactures to strengthen brand’s reputation and earn more profits.
3.2.2 Application of Belief Presupposition in English Print Cosmetic Advertisements

Belief is controlled by people’s attitude and opinion about the world. For examples,

Example 3: Not enough lashes? GROW them! LONGER, FULLER, DARKER. LATISSE—the first and only FDA approved prescription treatment for inadequate or not enough lashes. ( LATISSE)

Example 3 is an advertisement of LATISSE in which belief presupposition is used. “Not enough lashes? GROW them! LONGER, FULLER, DARKER” presupposes that LATISSE enables to make your lashes longer, fuller and darker. In the past, it’s widely accepted by ordinary people that lashes won’t grow when they arrive in a certain degree, let alone become longer, fuller and darker. At the same time, this advertisement mentions that LATISSE is “the first and only FDA approved prescription”, which makes this advertisement more persuasive. The audience will be easier to accept this advertisement because they have changed their belief that lashed cannot grow any more.   
Example 4: New formulas help lift the world’s impurities to create healthier, younger skin. (Clinique)

Belief presupposition being used, Example 4 “to create healthier, younger skin” presupposes that Clinique can make you get healthier and younger skin. Generally speaking, its common sense that our skin condition will become worse with the passage of time, it’s already difficult for us to keep the current condition, let alone make skin healthier and younger. People who wear makeup aren’t for the reason that they enjoy the process, but they need the effects of makeup. Women who dream to be younger and more beautiful will try to keep their beauty by means of using cosmetic products. Possessing the healthier and younger skin is the dream of every woman, and this advertisement caters to the psychology of women and ultimately changes people’s belief that the skin condition will become worse with the passage of time. This advertisement has touched audience’s inner world, and it’s easier for audience to accept the new beliefs.
3.2.3 Application of Behavior Presupposition in English Print Cosmetic Advertisements

Behavior presupposition is the reaction to stimulus. There are many factors such as people’s psychology, beliefs, feelings and so on, which affect audience’s behaviors. Here are some examples to illustrate behavior presupposition.

Example 5: It repairs past visible damage and helps protect skin’s future. (Estee Lauder)

Example 5 is an advertisement of Estee Lauder in which behavior presupposition is used. There are two presuppositions in this advertisement. In this advertisement, “past visible damage” presupposes that audience should do something to protect skin as early as possible, but if you didn’t take useful methods to protect your skin, it’s not strange for you to have visible damage. The most important thing the designer wants to emphasize is that you should change your life style and take Estee Lauder to repair visible damage. Women who are willing to improve their appearance and increase physical attractiveness will be attracted. Estee Lauder can repair past damage which has grasp audience’s psychology to become more beautiful. In this advertisement, “protect skin’s future” presupposes audience’s certain requirements of keeping young and beautiful. Only if this product can help them protect skin’s beauty, they will buy this product without hesitation.

Example 6: Try something new for sensitive skin. See how your life can change.(CHEER FREE)

Example 6, “try something new for sensitive skin” is based on behavior presupposition presupposing that people whose skin is sensitive are not easy to find other appropriate products, those people maybe distressed about how to choose appropriate product. For security reasons, they cannot change their products easily. In order to avoid allergy, they have no choice but to use the single product. The audience is likely to make changes, by presupposing the dissatisfying behavior, and the designer introduce CHEER FREE which can change past behavior. This advertisement can easily meet audience’s need and easily be accepted.     

3.2.4 Application of State Presupposition in English Print Cosmetic Advertisements

State presupposition refers to potential audience’s state which is associated with their feelings and emotions. State presupposition is used most frequently in advertisements. Here are some examples to illustrate state presupposition.
Example 7: Perfect for women in their 40s and above, this expert day cream offers a “lift” effect upon application for immediate beauty results. Day after day, it helps to reinforce skin firmness while maintaining its elasticity. This global firming action helps to visibly reduce wrinkles and expression lines, gently shape features and reveal the skin’s natural beauty. (Clarins Extra-Firming Day Wrinkle Lifting Cream)

Example 7 is an advertisement of Clarins in which state presupposition is used. There are two presuppositions in this advertisement, “reduce wrinkles and expression lines” and “reveal the skin’s natural beauty” presuppose that women in their 40s have bad skin condition without using appropriate product to keep beauty before, but Clarins can help them. People are familiar with wrinkles and expression lines which can be seen as the mark of getting aged. By comparing negative state in the past with positive state after using the product in the future, designers can easily attract women who are willing to reduce the signs of aging and improve their appearance. For this reason, audience can easily accept this advertisement. 
Example 8: Current conditions: hot, hazy and frizzy. Forecast: cooler and straighter. (John Frieda hair cream) 

Example 8 is used state presupposition. In this advertisement, there are two presuppositions about the product. The designer presupposes that this product can make your hair better than before, and the designer compares the current unfavorable conditions with predicted conditions after using John Frieda hair cream. In contrast, the designer wants to persuade potential audience by means of mentioning audience’s unsatisfied current conditions in a direct way before using John Frieda hair cream, and then forecasting the ideal condition after you using John Frieda hair cream. Because none of us wants to be in an unfavorable state, potential audience will be attracted easily and they are partial to choose it among countless kinds of hair cream. Once the advertisements change audience’s attitudes, the new belief will be lasting and stable for a long time, in other words, the product sales are guaranteed.

Example 9: One immediately fills in deep wrinkles and makes them appear to be visibly plumped while the other helps provide the appearance of youthful firmness, volume and life. (Mary Kay NEW Limited-Edition Past Perfect)

Example 9 is an advertisement of Mary Kay in which state presupposition is used. The designer presupposes the positive state after using product. By comparing negative state in the past with positive state after using the product, designers can easily attract women who are willing to reduce the signs of aging and increase physical attractiveness. The designer also presupposes that you will have a more bright future after you use the product. In this advertisement, the designer makes use of the presupposition to state that this product can help you keep youthful beauty in the future, so they will have a strong desire of purchasing the advertised product. The designer presupposes that you will have a more bright future after using the product.
3.3 Functions of Pragmatic Presupposition in English Print Cosmetic Advertisements 

Cosmetic advertisement is an important part of the commercial publicity. As a matter of fact, there are many factors influencing product sales. In order to attract potential audience’s attention and take purchasing actions, designers using effective and informative way to transfer information. Pragmatic presupposition can be seen as a useful tool to do it which plays an indispensable role in advertisements.

3.3.1 Making Advertising Language More Concise 
Advertisement is an effective bridge between advertisers and audience to transfer useful information. Limited by time and space, advertisements should be concise. A successful advertisement should embody the main characteristics of the products, and some pointless can be saved. By means of using pragmatic presupposition, designer can transfer a large amount of information in a short advertisement which can easily attract potential audience’s attention and save costly expenses.
Example 10: Eye on youth. (Lamber)

Example 11: Feel your beauty. (KABEBO)

Both of two advertisements are very concise. The audience can easily get the implied effect of the product. Example 10 presupposes the problem of eye and the product is about eye cream. Example 11 presupposes the problem of our face, the presupposed information is not presented, but our audience can get information from this advertisement. The designers concentrate on the crucial points and make advertisements concise and informative which can catch potential audience’s eyes easily. So presupposition is an effective way to make advertisements more concise.

3.3.2 Making Advertising Language More Attractive and Interesting

We should understand that interesting and vivid language can attract people’s attention easily, and audience will feel bored and lose interest about stiff language. It’s essential for designers to make an interesting and attractive advertisement and then audience will keep their eyes on the product and take purchasing actions.

Example 12: Source of enchantment. (Lancome)

Example 13: Because you worth it. (L’OREAL)

Both of two advertisements are very concise which can be easily remembered. Example 11 presupposes that people looking forward to being enchantment all the time and Lancome can help them achieve this goal. Example 12 presupposes that everyone looking forward to having a better oneself, and L’OREAL can help you because you worth L’OREAL and be better.
3.3.3 Making the Advertising Language More Persuasive

Persuasive language is very crucial to stimulate potential audience to take purchasing actions. With the aim to persuade people to take certain actions, the primary condition is persuasive. Only when audience agree with the information, they will take certain actions. Generally speaking, advertisers will try to adopt different kinds of language skills to convey implicit information which can make advertisements convincing. The designers usually advise audience by using someone’s own experience as an example. Designers will presuppose that someone has solved the same problems after using the advertised product. According to people’s psychology, the living examples are more persuasive than other method to let audience believe in the advertisement.      
Example 14: Make you bring back the skin you had 7 years ago. With the advanced technology of RETINO-WHITE complex, this whitening and anti-aging serum achieves youthful and radiant skin with resilience.(ZA Perfect Solution Youth Whitening Serum)

Example 15: Advanced Night Repair Serum maximizes the power of skin’s natural nighttime renewal with the exclusive Chronolux CB Technology, which makes you feel lines and wrinkles look reduced and skin hydrated and smooth.(Advanced Night Repair Serum Synchronized Recovery Complex II)
Both of two advertisements are about scrum. Example 13 and Example 14 presuppose that audience who want to reduce the signs of aging and improve their appearance can use the advanced product to solve such problems. The presupposed contend gives people hope and some people who go after being younger may try to use it. By means of emphasizing the effect of products, the detailed description of the product makes advertisement more persuasive and attracts potential audience to take actions.   

3.4 Strategies of Presupposition in English Print Cosmetics Advertisements

As we all know, presupposition has been widely used in advertisements. Advertisements can achieve unexpected good result if designers can make full use of pragmatic presupposition. If designers can use pragmatic presupposition on advertisements properly, they can get unexpected positive effect on products. But it’s important for designers to comply with the relevant rules to design advertisements in order to avoid getting the negative effect.  

3.4.1 By Means of Avoiding Sensitive Vocabularies
In view of the cultural background and audience’s beliefs, designers should avoid using sensitive words. It’s essential for designers to realize that different countries have different manners and customs which mean that every country has their own concept of sensitive vocabularies, so designers should design appropriate advertisements which comply with the relevant standards. For example, in allusion to China’s national conditions, the first step for designers to design advertisements is to comply with relevant laws and avoid using violent and exposed words. When designers are asked to design advertisements for some countries embracing Hinduism, they should realize important place of cows. In order to promote healthy development of cosmetic industry, it’s crucial for designers to understand the serious consequence of using sensitive vocabularies.
3.4.2 By Means of Avoiding Absolute Language

According to the relevant legal system, designers should avoid using absolute language to strengthen the supervision and administration as well as to promote the healthy development of advertising industry. The absolute word such as the most advanced, the cheapest and the biggest shouldn’t be used in advertisements to attract people’s attention. As a matter of fact, if designers use absolute words in their advertisements, they are violating the advertising law of China which was issued in 2015. The absolute words will destroy the healthy development of advertising industry and reasonable competition among the products. We should understand audience’s psychological reactions that they will easily be attracted by advertisements with the absolute words such as the most advanced or the best, while maybe absolute words just wrong assertions. The advertisers should describe the product based on the facts and make sure avoid using too exaggerated words.
At the same time, audience shouldn’t just learn the product from attractive advertisements; we should also try to use it in the counters before buying the advertised goods. Our audience should have rational concept to buy cosmetic products, while sometimes these assertions are exaggerated with the purpose of attracting people’s attention. The main purpose of advertisers is to stimulate potential audience to take purchasing actions. If the absolute words are forbidden, the description of the goods or services will be more rational which can benefit for our audience to find out appropriate goods or services.

3.4.3 By Means of Avoiding Exaggerating Words

The purpose of advertisements is attracting audience to take purchasing actions. Designers should avoid using sensitive vocabularies and absolute language; otherwise advertisements should cause audience’s antipathy. Practical language makes audience take positive attitude toward the products or services.  The use of pragmatic presupposition in advertisements can make the complimentary words more euphemistic which is easier for the audience to accept.

Chapter Four Conclusion

The rapid development of cosmetic advertisements needs systematic researches. According to the characteristics of pragmatic presupposition, a large number of advertisers are designing advertisements with the adaption of pragmatic presupposition. This thesis analyzes the application of pragmatic presupposition in cosmetic advertisements and explores its functions and strategies.
 This thesis illustrates the working mechanism of pragmatic presupposition in English print cosmetic advertisements. This thesis adopts Chen Xinren’s classifications of pragmatic presupposition. It can be classified into factive presupposition, belief presupposition, behavior presupposition and state presupposition. Different presuppositions have different functions in advertisements, but they have the same purpose: attracting audience and taking purchasing actions. The factive presupposition can make advertisements more convincing by using credible facts. The belief presupposition can cater to potential audience’s needs and psychology which will have a lasting effect on audience. The behavior presupposition can presuppose audience’s reactions to the stimulus and make advertisements more persuasive. The state presupposition puts emphasis on audience’s psychology by presupposing the expected or actual satisfactions. 
The application of pragmatic presupposition in English print cosmetic advertisements can make advertisements more concise, attractive, interesting and more persuasive. There are also some effective strategies which designers should keep in mind. In view of cultural backgrounds and audience’s beliefs, designers should avoid using sensitive vocabularies to keep the healthy development of cosmetic industry. It’s essential for them to realize that different countries have different manners and customs. The absolute word should be avoided for fear that the healthy development of advertising industry and reasonable competition will be destroyed. What’s more, designers should avoid using exaggerating language to make audience have a favorable impression on the products. The application of pragmatic presupposition in English print cosmetic advertisements is significant to designers and audience. It can inspire designers to design more effective and convincing advertisements and achieve its ultimate goal of persuading audience to take purchasing actions. The audience can choose products what they really need. To sum up, these findings are of significance in terms of pragmatic presupposition. 
However, there are some limitations in this thesis. The number of advertisements is not abundant. The cases are just from fashion magazines without other sources. The comprehensive study of pragmatic presupposition in both English and Chinese advertisements will be carried on in the future. 
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