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% K DIAEWRVIAE DR ORI A HLHICER L TE LY, @RSV -2 %
FeB5EVWIAEORAIN A X v —VDEIZZ, BEROESICE T 3 LXMORERN it
£ (Goffman,1979). FRVEMEE (Barthel, 1998). BA - 7O 7 A - 7 2 U #4ER
X35 Ty &) XA (OBarr, 1994) . 1HEDIE41t (Goldman & Papson, 1996)
20 SULIER A 5 B Z L DB 2S5 T B,

IS DEEMRIE. 772 bORREEA L., KA BN E RENZBHKZH L »
T BEREMOMBICMRBEINZEDTH S, REFELLELEHDOMFE L LT, Roland
Barthes ® Mythologies (1972) »3%1¥ 545, Barthes i3 Saussure DELEiw %G L
T, f5E (myth) EWVWSVRLDFEBEERYH D Z L EHS2IZ L2, #id myth & id—
DNDEZE (language) D TOREBIZH 5B "D EEE (asecond-order semiological system)
T. BB -BE-fH - F24— - EX - UHEEZzRIVANVLOMBLEALTEETH 3
(Barthes, 1972,p.114) LHGRHRLL =D TH S, ZOMERICEk > (SEBLIESH/E+LF L
LTED D, BB OULNEKR 2 ER TS5 Z L8R &> 72 (Hall, 1997, p. 41),

L L., iB5ma WA SEIICRBUTOHEMENRH 5, B2, HEOHE IR
T 5 E @m0 HE (Leissetal., 1997, p. 214) . SR AHEL 720 (Hall, 1997, p.
41), O EBEIZLX2BERILRETH 5, 207720, iELE5MIWIZE > THEL Wi
DEFEMEMEN, F A, BEY Y IO FERERBN 4720 (Leisset al., 1997, p.
214) . WROZLGEMENT»r D TEL, — LTI L e HEETH 5,
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1. H®Y

Z 2T, AWFEOEIIE., FE AT 4 7oke UTHELL TOSRABEDHT (content
analysis) D—&&. 714 22— ZX5H7 (discourse analysis) DE & FHIHEE % L5t
KB AN ZLIZ&o T, BEGRNOLDBELET 7Tu—F 421352 Th5,
FBIERIZ, ZOHLWT TR —FIZL->TC, TAUVIAENRICLZEE TR S [B
HMTOEP O—WERSMITEIEA2ENETS,

TAYADIAEICERT A, 74U OIS/ HRIICAE BEEN Ao T
57:ThH5, 20006ED 7 ) A DFEBBIAEEIZ2AEFLIZEL, GDP D2.4% % &4
W, MRBEKTH S ([BRIEEFEE] ,2001,p.241), £72, 1980FER2BMEE 5722 54
7V M RFEOZEFEICK S ST — VL BRI, 72 OIREREE RERE
WA, 72U IDEEBRHRORF L XICZ K EHEERIET LI E-TNS
(Leslie, 1995), 7 X U B DIAHICE > TER SN I BERTOFIZEMAD AL DIHET
BICZAREHEBE515LEA0N5, HEKREOBMARANE 2L TV 5B7E, BF
DWEE A IH] LIHERBHR A F 5 720, ISR ED L BB TOEAFHEL (ES+ED
FEIELTWBELrEHEBETINELD 5,

2. Wbk

AFEDRATH B [IEEDHAOHF LT Fu—F | 25T 2H1IC. TORBEEL 5o
TOWBIHNEGE T 4 23— ZAG5MORRERRITDTEIT 5,

(1) Nt

WA (content analysis) & [T A3 2= —3 3 VIFEIZE T 2 REN L ERE
BHED—DTHD, AT 47T - Ay b—VEHEHEEICE L DN TRIFRMICIIET 572
DICHOWAESE] Ths (HEF,2004), FHERERHZ LT, v 7)) v T2t 57—
AEWEL, FHOATITY)—La—-FE2REL, T2 &0H L. MatICQI L, K
RERGET 5, AESITX. BIRENA23 227 —¥ 3 VAR EREN - (KRN - 52D
EBMICERT B REERM] (2 vy RV FILT,1980,p.22) THB, LA L, H6»L
DRABXN T T T —IZSTEEZ3DODNETHAEBETELEVENIREALEDD ., A
HEOFOXLHBEDZERD & 5 IZHHRH T WEBR R Ay —Y O HHICIEE & Y,

(2) 7 4 23— R5Hr

—H. T 4 A= 2GR [HERD X v £ — VIS B TER - 2NEFT & 3R
BBHEE-LEmNE T FTu—F] (MFH,2004) T, BRE Ay -V HFOFETH 5,
722U, T4 A —A5HE. AMEBEBOEBRICIKETSHBRO7 Fu—FThH D, FEWN
THBWRELZ [F] Tidkhy (Burr, 1995,p.163) EEbh T3,

UL, EFEINEINORETH 2 5WMBtOY 7Y v okl BEBENET 4
22— AGMORE BT B3I L2k > T, BEEOEVWVEN X v £ — VD55
BEThDEELTNS, TOHEAHRATSH1IC. SBENAELHVWENT 4 23 —2
AW DFEERANARNRS,

BREFNHELHOERWT 4 23 - 2A5MOBBNAFEIZ. 4R Lh->oT0aT
2 AN EFRBELGA, BOBEINET -2 RBRTHILTH B, FlAX, HE%EED
Burr (1995) @R ELTO XS IZHRTNWS,
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The first step was to read the piece quite slowly and thoroughly, and to re-read it
several times. During this reading, I was searching for recurrent themes, for coherent
sets of statements or phrases which appear to talk about or represent events in
similar ways, for metaphors that bring with them particular images of the events
described, for words which seem loaded with meaning. This involved underlining
words and phrases that seemed to paint a particular picture, and listing them on a
sheet of paper so that I could scan them more easily for any sense of coherence. I look
for similarities and contrasts between them, asking myself what images and
associations the metaphors imported, and whether there were any contradictions.

(p.168) (4 &Y v U %EH)

FIRRICERIR OB E Th % Ferrara (1994) 7 4 22— 2G5O FEELTOLS I
WBRTN B,

Discourse analysis is an open-ended process of discovery, and analysts typically
return to the primary language data (usually video or audio tape recordings) again
and again, often making corrections or new discoveries with each successive stage....
Thus after collecting the tape recordings I listened to them over and over, jotting
notes, forming impressions of recurrent patterns.... Then I made systematic marginal
notes on the transcripts and next compiled these notes into categories with a
numbered referencing system where certain recurring features could be found. (pp.

30-31) (4 &V v r$H)

RO FEOBBBIZHB T B+ — 7 — Fid, “coherence” (—EM:) Th3, LEDF|

” K

HIZH T, “coherence” IX “recurrent themes,” “coherent sets of statements or phrases,”
“recurrent patterns, recurring features” & E RBLE N TV %, & 5 HIKFE%FE SRR
D@L;ﬁ%?%"gﬁ@b BEMEERTIENT A A 25O HETH 5. hH
I, FIRBNSREN TS LIRS B WEBERR T 572012, X877 — - BRPEE
éfhf:% -BERO B D % S LEE - R - R - A X =Y - BEICEHT 5,
B)FLny Fa—F
Burr ¥ Ferrara 3 SEFDOHEBEZHVENTT 4 22— A4 HOBEEZHHL Tz
2, SEZOHELHONE., T4 22— 2AGWOSERA L OBEEIZED, T4 R
I-20WMPo/ONTHROBHEMEZEDZ I L ARETS 5, ?0Zb®—§ﬁ
(coherence) #FPAT 5 Z LICBL 2 BEFED—ATH 5 Salkie (1995) 1. &8
58X XE O—HBMW%#1ESEE (cohesive devises) IZIEH L7277 X DA HE%
MRS RL TS, BRERLVLANLDO—EWE2ESERICIE. KB (repetition) - FHEZE
(synonym), E fii 32 (superordinate)®. T fi & (hyponym)”. & fii T fiZ & (co-
hyponym)®, KX (opposite). BIEZE (related word)®? Ehdh 57, _
INGERRTAHIERIZNIEEH LI L TRRAEN, RIEXNIEBDTI—HERTDH
%, [FEEE. EAEE. TAE. S TAE. RO ISESEEICEEE - ROERHR £ 6
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EWEX-oTRRATIZLVHARTH S, XIRICIKEFT 2BHEB KR T SHITiE, ERN
FEOLNAIERIZDWTOHELIDETDH 5720, HFEIZHHRNRT 2 2 b @ﬁ%c‘:j{ﬂﬁ
DHFPEREND, ThTE Ak, SEFNET 4 22— ZMOBEE X5 % 188
LT NB720, AT 72 MIHTIEMNRE2FESEDE LI HE LRI %
To72LLTE., THORBESBEIZIKS B3 Li3FE LI 0,

EERBEUT 4 23— 25O FEEBHNTT ) IRE RO /R A, S &
KBTI AMNDREFEDY VYV ITABRDENRTH D, ZORED—DIE, Zh 6 DifRDHE
B FOEEICBLETFE TSI LIZH S, iEMIEEIE. —D2DFT 7 X FOHIC
BWT, ZTRThORLRENRED I I ICEEL TREKEE-> T2 22 @HT L2 HY
ELTW3, HlzxiE, Solomon (1998) (X, —DODAEFEOH THbII-4 & Y FEHRD
) (BEELs). BENR -X0ER JEFSHEiLE). SR aHig JESiEiLE) S
FATC [gusk] (prestige) DFtH & UTHAWICHVWONTVWEZ LAFHAL TS, &
I—DDREE, 77X MDEFED—D—DORNEDISIIBELASTWALEHRRTS
720, TOAMETRIIHED 2D, —DDF 2 A+ 5§ 5 DI 255720 T
b, YVTNBIZZEZDBHERFLEEHNE FENRELZDT, 5O 2 MHAL
KO LT BEAFMFEELY VYV ITNBICZZDEBEVDRBYERDOZILLEFE LS,

KR TR, h&ET 7 A b LOGLSOELIRETSZ LiIck->T. BROIEEY VT
LEZHL, SWEROBRYMEL2ED S Z L4 HIEY, o5 0MEHEI:, SEiLs. JESE
5 (BE, &, £2 45—, &R, Uk, FEF). 175BLE (XFOkEE, £

DFEFE) OD=DIAkEFIFbh, ThZThIsISlMLTrZLnTE 5, fi
A, %ﬁu DIAEDFEL T TR, Bmb. 2ftf, 2u—Hr, a—- 29774,
BB, EMELH 5,

KifZEid, RAEL LT, REOSELEOPTERELBKREHES EELA N T3
% (brand) "V ICHERAERD Z L & L7z, EmBLUNNOSEELS. ESEBILE. /37 5B

F. AT I N T0 S, BKECEOWTHRGZEE SRS %2727 (Dunn&
Barban, 1986, p. 165) , B1Z (trademark) ® 20 —# VL FEBRIZ, BRLAIED 580 %
OB R2S6FHANTEZ L A2BRICT 2B X2 -5 2EBTH B, TD1D, BRLZ
The Lanham Trade-Mark Act (1947) 12k > CTR#E XN T35 (Dunn & Barban, 1986,
p.164), £7, BROBRLEHATINETIE, ThThoERLBICHERNELEHYE
(brand manager) AE2H., BRLDOMEATY bu—)L XT3 (Dunn & Barban,
1986, p.200) , FIHHDIAEZIC KT P BWMBEEREH Y 28572073051 HEbh -
D U728 THBPRHAT HICOh, BEIERALIC [AHERHEENRI I doTHRLVLE
Lo HAEBIE38D2FHTA L5457z (Myers, 1999, p. 18),

(4) 3 W &M

KR TREFE LTT A AT 2EOAEEFORME Lz, 72 2 DL
EEAZEHIZ., TOMRNHEENOKRZXITHS, 74V IDEREERIMARKRTD
D, IAEERROBMICEWTEHREEZY) - F LT3, T2, 5#d 5 HANEE R v b
T—oD53b, IREHBT A Y HEREL L, T A A OEEIHROIAIZ S KA B EL
5. %2 T\v% (Banerjee, 2000, p. 19),

RICHDASG #BAZ—DDHEE, EREBEERICBVWTEDOLEEN LD 2 HIENKE
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EFmIAEINNOHFH LT TH—F

WS TH B, 2003FEDHEH LT, JEE2 54 7Y O B0k 4 fE A EEHE S
DOXHTHD., 41%% 5T 5 (Plunkett, 2004, p. 27) .

BOLREEBAFPRROEEIZ, EA7 XY IR > TR EB®R S, A&
ZTOBKEEBRLTVWBLEZONEDETH S, [AREHELEETS7 X #BET

JEARARTH D, FEATROZBIISGEPRITEAFH T3 LT, B
F-2tt - AR - L3 v VS E-LBOBEIEEEFEDL AT ES BN, TR
HOHSIHETOBE ZFRE LTHELATH S,

GETHOWONIESAIZ. TAXVHIDE Y Z AN —THBEXIFN - E— & —%k,
Tr—Ftt, #4565 — - UFL4AF—#HDAVE—F vy b DY = THA bERHNT,
#yfuyﬁutoﬁyfwi 200445 ARG EN TR EHDOBREL TR TTH %,

i FE LOBESAORLEICIE. HEOHEWABKRANELIHC, XFOK - k& X -
BEDONSFELTDBENE I TS, 72, 7LE - U4 EOBERALIZIE, HD
REX -HX - BEONISFEILEVETA TS, KIFEIE. i@ﬁ&t74x: Z
SHMORAEL LT, BMRETDEDDOERANBEDSMICRLL T 3720, ThoD/ST
B m AT L,

(5) A ETE

200445 QI 72 =D = 794 FEMEL T, IRFEESINTWSEORERL TN
TEWNELz, ZOF7 - FWEBTTRTEEN AT -7, BRLEUTED - 7=, &
BIEX1OBDTHS, F1a5239 VLB S, $225 2138, £33723HE
¥ THD, BEFIZFLAEDR AL L LM LS TH o720, BIICK-T
EyZ 2)—DRFIZA-221TH 5, EEIP (division) 13HES4E (manufacturer)
75V F (brand) EMEh2ZEddB, /-, BTk >TTidEL., HILIES
NEHEELL DS, F4ITTLPBRG. £5T 7 LH1HM, F6 37 L0BHLOEK
. £7 35 LMNBHRNED FAE, $82 7 ANBHRABTOHEBERTH S, BRED
BHRAAIR, EEIRLeHE2HAOCHEL 2N, MR LE3#ok—46x-D
ARBLZY, B P 77 v 2 ZAEHOTRVWADEE T 572, ThTERRNE
BEABPEENFAI [7] v—2 2Lz, BERABROFEES KD - BT, BHRARE
#BEIILT, BREADENEAE 735 LI L,

RizbhEE [BEEENSF—] L LTI L TENEZ 270, LAESICHE
mADBRANETE KR TE 5 LI T5EEET o, ZOH%. BHRABTOLBREZEZE
L. B8 4lc, BRERLALL, ENGELHERDOHW 2D E»15 EDITZEMIC
L7z, mBIC, kfMEE%E [RBEEIhS 3], fRA%E [2FBICELEEIhSF -] K&
Bz [3FHCELEEINSF—] LT, T4 %ENBEAz, TOEEITNTER
N— ATl -7z,

TAYHIENTRAKR, FA4AY, A FVR, A Z)T7, AUz —F VEOHBHE4E A
HERGELTWBN, ZThoDIAGERkbEP 572, BEAMHIZE->T, HER KA YD
HBESKA 7 X ) AOBHESHOETIZA S22, FILICIRDES 2L LEdr -
770
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®1 TRXIVIOHEDOERSL (20044F)
1 2 3 4 5 6 7 8
N z3 o3
VE e | wms | mRa W | ERsoRSERAE | e | HHEED
F-150 Pickup N
1 | Ford Ford Heritage Truck BREE BEE Ese
2-Door I35 b (G.<kobalt /)N
2 |GM Chevrolet Cobalt Sedan X AT ) 7|
3 | Ford Ford Focus Sedan g1 By
Focus SE Station
4 | Ford Ford Wagon Wagon y= 3=} Y]
. 4-Door B, 77
5 |GM Buick LeSabre Sedan (Hfeo) EJ) i Y 2 FE R
2-Door
6 | Ford Ford SVT Focus Coupe B 7]
. AK#?, REHOTFT I 44 7EE
7 |GM Buick Terraza Van 27 (L<torrazzo?) L7} A
Ford Mazda Tribute Suv BEY 7}
GM Chivolet Astro Van 20 2 ., 2
10 | Ford Ford Freestar Van HHEHDZE 2 T, %
11 {GM Saturn Ton sedan I WE
12 | Chrysler | Dodge Neon Sedan AF V. HLBED e
13 | Ford Lincoln Aviator Suv RITHR A Big
14 | GM Chevrolet Blazer SUv BETOREL A A B
. 2-Door B, BLRA. (i LSARNY LS
15 | GM Chevrolet Cavalier Sedan HE7R>) s A oy %
16 | GM GMC Envoy SUvV S AZ A
17 | Ford Ford Explorer SuUv BRI A £/
z ?
18 | Ford Land Rover | Freelander |SUV iii&é:%'g‘ SA7HH A B
Grand Pickup BERIEE T A A, D& BEE. 7 A
19 | Chrysler | Jeep Wrangler Truck T3A A 1) R ER
20 | Ford Mercury Marauder Sedan WAL, Wik A BE s
21 | Ford Mercury Mountaineer | SUV xR A /30
22 | Ford Lincoln Navigator SUV MHER A Bk
23 | Ford Land Rover | Range Rover | SUV g;%g LR A B
Pickup EEERE | HERHE.
24 | Ford Ford Ranger Truck X [E3 A A B, BR
25 | Chrysler | Dodge Sprinter Van HEPRREEE A AE— P&
26 | GM Chevrolet Tracker SUvV RS, BB S AT | A 5
27 | GM Chevrolet TrailBlazer | SUV RhHIEEES A A 430
28 | Chrysler | Chrysler Voyager Van s A 9
Pick BERICHEET 5 A, O BB, 7 X
29 | Chrysler | Jeep Wrangler Ti‘?.xcllip +2A RN ) o R
1 ¥
30 | GM Chevrolet Colorado ?;ikcl;{p aa g N BRIt % gﬁ ) %
Picks . - TAY Hep
31 | Chrysler | Dodge Dakota Ti:lc‘llip &M B PR
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1 2 3 4 5 6 7 8
2z N tepe = | BERAE | BRHNED
% = E=gan D [ETRE4 HiE »ﬁ%%@ﬁ%ﬂ’]%ﬂﬁj\]ﬁ- DL | HEs

= 17 A B 5 _
2 | oM GMC Denali SUV FrUENMARE., 77X B 7 A1) P
I : B
. , 4-Door P - PAADS
33 | GM Cadillac DeVille Sedan 5 BT A
Fezra@uiM., | . T A) P
34 | Chrysler | Dodge Durango SUV Kooy o(g% ) BT @ %
. 4-Door Y TE—F (H) T * = FTA) K
35 | GM Chevrolet Malibu Sedan =7 ) B ax
. 1
36 | GM Pontiac Montana Van T &M BT %gfﬁ ) 7k
EVIL— (FVT AN | as TAY A
37 | Ford Mercury Monterey Van =7 ) BT &
. 4-Door S 5
38 | GM Buick Park Avenue Sedan ANEED BT
- = YRS 1
39 |aM Buick Rainier Suv Lo=TW TV Y g | TAVATE
) #
40 |GM GMC Savana Van BB B | B
argo
41 | GM Cadillac SeVille Van ELDOH? SBAT 75 AEE R,
. Pickup YNIST R LA N(H = TAY AW
42 | GM Chevrolet Silverado Truck D7 =7 ) BT a
Pickup V)2 (HVTANZT | - TAY AP
43 | GM GMC Sonoma Truck ) B &
44 | GM Chevrolet Suburban SUV R0 BT HHoORxt
AKH (Y THL=T - 7XAY A
45 | GM Chevrolet Tahoe SUV M E 33 ZM) 5T o
46 | Chrysler | Chrysler 'gown & Suv #HrHE BT
ountry
1
47 |GM GMC Yukon SUV a—a VMW (&) | B/ FX) AKX
BEPEER

48 | Chrysler | Dodge Caravan SuUv A EH W | TAIAEE

49 | oM Chivolet Cxpress Van r RO | 2V PR

argo

50 | GM Chivolet Dxpress Van e RO | AE- PR

Sngr.
PT Cruiser Personal Transporter
51 | Chrysler | Chrysler . Convertible | XKFHiE (BOZME S BHED | 'Y | B
Convertible
i)
4-Door
52 | GM Saab Sedan Sedan (4 ASED) FHE FEOW
4-Door 0w
53 | GM Saab Sport Sedan | o o ZR—VFEHE Bk
54 | Ford Mazda Sports Sedan AR—VREHE FOY
Sedan
55 | Ford Lincoln Town Car Sedan HEHOE DY
56 | Ford Ford Taurus Sedan AR B, 2 | FH. 2
Taurus Station I
57 | Ford Ford Wagon Wagon AR @Y. E | FH. &
2B TR SR KR T4 % Bl
Mustang . ¥ - MBI P-S1v 2 & | B, ¥R | B, B
58 |Ford | Ford Convertible | CORvertble | o -k (Ford #t15 | BIE | 899

#ELD), HED)H
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1 2 3 4 5 6 7 8
I 4 . g e | BBERAR | BIRAAD
% = E=gan BEE (e b B ORI ERNE D i | A

SVT %:igg%??%t%ﬁ'@% %5t
7= P51v 2 & .
59 |Ford |Ford Mustang | ¢ onvertible | ¥ 7712 Bi3k (Ford 45 | ¥ W | 1L, B2
Cobra E5r ] k7]
Convertible BEL V)) . (FED)
5. a77
BRI A CH EEY
SVT BB P-5S1v 2 4 \ \
60 | Ford Ford Mustange (23_;)0(:: > 7 ZH% (Ford #HIAHH %% " g’;ﬂj FE
Cobra up V&), (BED) K. o
a7s
61 | Ford Aston Martin DB9 %—Door 4TINS A Cijgy)] LSy
oupe
Martin 2-Door o os g BP: By,
62 | Ford Aston Vanquish Coupe 473, {EARY B /7] wR
Pick ENThwn .
63 | Chrysler | Dodge Ram Truck T;(I:Jclll{p fz L;g BOHEE AT By Lk}
64 | Ford Mercury Sable Sedan rsayv, kv43ay | @ LSgEs kY]
65 | Ford Mercury Sable Wagon %\;::;,? rayv, kKv43y 247 B A g
® . H
.+ | 2-Door EBE (FreITR. & R
66 | Ford Ford Thunderbird Coupe KR MEE) Lk R, THAY
I HER
67 | Chrysler | Dodge Viper Convertible | &g Lk YA
68 | Chrysler | Chrysler Crossfire Sedan +ERAk, LY | BRE B
69 | GM Chevrolet Corvette g—Door PN R AR
edan
2-Door Grand Touring car &8 | BIgjE BHEjEL —
70 | Ford Ford Ford GT Coupe JE e 7 L— =% =2
. 4-Door FIVE-TRAYHY - | BB)E | ABEL -
71 |GM Pontiac Grand Am Sedan L2 L—2 =2
B 8 B I — Z Grand
‘Prize O3 THA»N/-5 _
72 | oM Pontiac Grand Prix | g 0% DL — A IZHIHT 51959 %?f i
edan ETAY KDL — AR
)
Grand Tourismo _
73 | GM Pontiac GTO g—e]gz(: Omorogata (F8E & Iz %ﬁ;bf gﬁﬁ v
KIFAT)
74 | GM Chevrolet Monte Carlo 2-Doar EVFHINLT, BF O Sl AL -
Sedan V-2 s
75 | Chrysler | Chrysler Sebring Convertible ﬁﬁ/g‘z\ 3 : ?\ ;\74%::})‘);%L v %J'H) éﬁbf gﬁli L —
YTV, Tuy B
76 | Chrysler | Chrysler Sebring Coupe M. WAV —Z2frbh %@f §ﬁ$ v
55T
PR IV AN A= R —
77 | Chrysler | Chrysler Sebring Sedan M., AL -2 Tbi %@f Eiﬂi ¥
3BT
78 | aM GMC Canyon Pickup s BAM | RLOERA
Truck .
79 | GM GMC Sierra Pickup Dz EDROILIR BAM | RLCER
80 | GM Chevrolet Avalance iﬁip avalanche EHf BARRZ |BRLOER
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1 2 3 4 5 6 7 8
Z2A N o sk e | BVRE | BIRAIED
-t =%t BT Bt EHid B OEHENERAS D LhrEE | HEA

81 |GM Chevrolet Equinox SuUv Fo. o BRGS | %=
82 | Chrysler | Dodge Stratus Sedan BZE (WE. E) HRBS | 2=
83 | Chrysler | Dodge Stratus Coupe BE (WE, 8% HRBSZ |2
84 |GM Pontiac Sunfire 2-Door KW EABSE | 2%
Sedan
SVT F-150 | Pickup > R BR
85 | Ford Ford Lightning Truck g HRBRE |BLOER
8 | GM Buick Centu 4-Door 1004F I
ry Sedan
87 | Ford Land Rover | Discovery SUV R 75 23
. y E*%Iﬁ 6\0)@: P L)\ 73
88 | GM Cadillac Escalade SUV Sﬁ%‘% V)k ¥ 2 IR0) 1% ﬁ/ﬁ 2B,
. Escalade Pickup WEEERBETHLEDIE | = By, 77

89 oM Cadillac EXT Truck LIED # v REE

90 | Ford Ford Escape SUv Bty (Ford BELD) | 75 %34

91 | Ford Ford Excursion suv IINIRAT 75 43

92 | Ford Ford Expedition | SUV BRRAT 75 B

93 | GM Buick Rendezvous | SUV HEewn 75 %; - B

9 |GM GMC Safari Van TEIRIRAT ip=] 2

9% |GM Chivolet Venture Van Bk 7% R

9% |GM Saturn Relay TR V- rE

97 | GM Pontiac Vibe 4-Door FHER. &L S5

Sedan
98 | GM Pontiac Vibe sSuv FHK. &L b=t
Grand A S
99 | Ford Mercury Marquis Sedan (EvNAL S =73 I
Station ¥
100 | Chrysler | Dodge Magnum Wagon HHELDAEN REX
5 . FAYAKR
101 | GM Pontiac Azteck Suv Astec WRA TV AN T AV A | pepmag i
BR FIER 5
. 7 XY HRERK, T .
102 | Chrysler | Jeep Cherokee | Lickup HOBAHE, 57 cH | L0 | TAVAE
Truck ZER | &
Brxhs
. Pickup
103 | Ford Mazda B-Series Truck ?
Pickup
104 | Ford Ford F-150 Truck ?
105 | Ford | Ford F-250 Pickup ?
Truck
Pickup
106 | Ford Ford F-350 Truck ?
Pickup 2
107 | GM Hummer H2 SUT Truck ?
Pickup
108 | GM Chevrolet S-10 Track ?
109 | Chrysler | Chrysler 300C Sedan ?
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1 2 3 4 5 6 7 8
I A - - ¢ o | BKRNE | RIKPED
E % Z:*_t . $¥§B ﬁnu% $$E ﬁnn%O)ﬁ*%B'J%U*V\J% @J;ﬁ'i%g ;ﬂi‘ﬁ}ﬁ

110 | GM Saab 4AWD 4-Door i)
Sedan
, R —
11 | aM Oldsmobile | Alero 2-Door ? 15078
Sedan J&
4-Door N = = 5E
112 | GM Chevrolet Aveo Sedan &R OLEHFD (L.< aveo 5 VB
113 | GM Oldsmobile | Bravada SuUv KJH X (<bravado) %Ef%; =
C70 .
?
114 | Ford Volvo Convertible Convertible ?
Crown FE. L2 F) T K
115 | Ford Ford Victoria Sedan F 2. WD ?
. 4-Door Catera Touring Sedan
116 | GM Cadillac CTS Sedan g ?)
117 | Ford Ford Econoline Van R W fE R
118 | GM Pontiac G6 4-Door ?
Sedan
119 | GM Hummer H2 SUvV ?
120 | GM Hummer H2 SUT sSuUv ?
121 | GM Hummer H2 SUV SUV ?
122 | Chrysler | Jeep Liberty =] ¢ Bk
123 | Ford Lincoln LS Sedan ?
124 | Ford Mazda Mazda 3 Sedan ?
‘ Multi Purpose Vehicle
125 | Ford Mazda MPV (% E )
126 | Ford Mazda MX-5 Miata | Convertible | ¥REf. B0 FA4VEE
127 | Chrysler | Chrysler Pacifica sSuv mBerk
. 4-Door '
128 | GM Bulck‘ Regal Sedan B D BH B
129 | Ford Mazda RX-8 2-Door Rotery Engine + X =%
Coupe ¥k
130 | Ford Volvo S40 Sedan ?
131 | Ford Volvo S60 Sedan ?
132 | Ford Volvo S80 Sedan ?
133 | GM Oldsmobile Silhouette Van YILxy b
134 | Chrysler | Dodge SRT-4 Sedan ?
135 | GM Cadillac SRX SUV ?
136 | GM Chevrolet SSR ?
137 | GM Cadillac STS 4-Door Seville Touring Sedan
Sedan
138 | Ford Jaguar S-Type Sedan ?
139 | Ford Volvo V40 %&ation ?
agon
140 |Ford | Volvo V70 Station ?
Wagon
Sation AAS
?
141 | GM Saturn Vue Wagon 7 A
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| 142 [Ford | Volvo XC70 Siation ?
agon

143 | Ford Volvo XC90 suv ?

144 | Ford Jaguar XJ Sedan Sedan ?

XK8 .
N
145 | Ford Jaguar Convertible Convertible ?
146 | Ford Jaguar XK8 Coupe 2-Door ?
Coupe ’
147 | Ford Jaguar X-type Sedan ?
3. &H

BmEADOHTRELS L -728 DL, [FFT] (place) % LAFEL§T 58T, 18Ms - 7=,
Colorado, Dakota, Denali, DeVille, Durango, Malibu, Montana, Monterey, Park Avenue,
Rainier, Savana, SeVille, Silverado, Sonoma, Suburban, Tahoe, Town & Country, Yukon
Th b, BrE LAEEL 354D TREN 2 8. Colorado, Dakota, Denali,
Durango, Malibu, Montana, Monterey, Rainier, Silverado, Sonoma, Tahoe, Yukon & > 5
[7 2 7 fPEEE] (the Mid West) ® [ 7 2 U 7 PEE] (the West) % #8539 85DFA T35
(co-hyponyms) THh 5, ZH6DEN TRNEEBIITNTI LYy ENIEHOHHRZHEHL. 19
HACOTIBAAIFRR T 2 U h KBEOKBREBE I ¥ S, /2, Ih6DEMTALEE
1%, Azteck, Cherokee, Caravan & W9 Em&GDEEETL H 5,

Colorado, Dakota, Montana, Monterey, Sonoma, Silverado {7 x V & D [JA K7 L1 |
(the wide open plains) % AT S04 & S % 5. Colorado, Dakota, Montana 1& “the
Great Plains” L PRI 3 RIS E L. ZOMBRIZ/NEDEETHIONTWS, #
7 #)L=T7 I Sonoma &7 4 VDEME LTHELTH S, R L. Silverado id4 v 7
5 v 2andtiZd b NapaValley &35 7 4 v OEER %2 EH < Silverado Trail IZHI3k L T
w3 tREbhs,

7275 L. the Great Plains & IFFIEH 2 IZJB T 5 Colorado, Dakota, Montana 1. [JA
KiaFd#] 723 Thk< [BLWEAR] (harshnature) # XU X E B34 TH D, ZDH
B, BRAETEMTAREZNAE U 2 KOREERURE TRERNISKRIIL T3 A, 193041
BEORBHMLIZ X > THEROHEICEDLN, HEMT (the Dust Bowl) &1L LU 72T
b5, COEBEMFOBRIIIHWERBR T IHIIBEE 24285 Lo BE1EH 5,
Monterey 3 [HffTH %, BRAIIAO 3 TAREDO/NE LB Th 523, 18465FI2T7 2 ) 7
BRENEETIETE, AV T AL TOHRLME LTERL, BEFIETH -7, fF
K O John Steinbeck » [0 DFi%j] (The Wrath of Grapes) #EW/=2Z L TEHELTH
5, [80OHEENIHESRICELBRP1930ERICEROEER L BEDKHIBELIZK - T
FHEEDN, REOHERD THRIA ) 73 V=T 2 BigTRERFC2/NHTH 5,
TAV A AN BRBORGRAL LTHT —BEFHO/NHEDT, 20K 2HERS
Monterey & W) HOBMALEELTWEEEAL5LBbh s,

—7% . Denali, Rainier, Taho, Yukon i [BELWVWHR| D=2 7V 24/ DOELEAL 5, 1E



BIREVKE [HREBORHHE] $£115 (2006423 A)

156,194m DK EEIED McKinley LD & % Denali E AR, 4,392m @ Rainier LI, #f
® Taho. Y ¥ F 7 HH D Yukon (X, BEHIZTFT 3BT Cld &y, B4 AIC, Rainier [
FAZ =Ny 22 - A=k —DYVRLT—2 L LTIHOGN TS, BRYDEN T
25T & % Avalance, Lightning, Canyon, Sierra S WO BEMELEIN6D [BLWLER] %
A RXA—VXEBEBEBORHEETH S, BLIAARAL LS BHREWI KD, BRLLLS
SENBIERD= 27V AEHANB I LN TE B,

RIZE » - 72 % Did. Aviator, Blazer, Cavalier, Envoy, Explorer, Freelander, Grand
Wrangler, Marauder, Mountaineer, Navigator, Range Rover, Ranger, Sprinter, Tracker,
Trailblazer, Voyager, Wrangler &35 [ Al (person) % LfigEL 288 C. 17{EdH - 7=,
ZN6DS %, Aviator, Blazer, Mountaineer, Navigator, Ranger, Range Rover, Trailblazer,
Voyager i3, [#E#Z | (explorer) # EfiFE & T 250 FAEEE LTRSS ZLHHTD 5,

Cavalier & Ranger i3 [1:] (soldier) DEMN TRFETE 5 Z &2 5, Corvette,
Crossfire, Cruiser, Escalade, Mustang, LeSabre &35 [¥\ ] (war) Z i@ L 4558
DFEEELRAD I L VHBETH 5, Mustang & W WEZDOHRKIZONWT IV H UM
Dearborn (2% % Ford AtLICFCTHRWADEZLZ A, HAD Ford 4L & | [5 kil
TR TH % B8 7- ¥R P-51~v 2 & v 7 ICHk] L DEIE %87,

RIZEH 572 & DI, Cobra, Mustang, Ram, Sable, Viper, Martin & > 5 [81#7]
(animal) # EfigEL 3 2%M TRAET. 618dH 5, mustang DEENEHRIZ, A+
RTF®YZINEEITNS [FBAEE]| 23 L . “aswildasamustang” £V H 4 7 4 F AT
KL EDLNS, ram T [EFH IR THEWIEE, FTHELE. BOBEOEA. Hifl 5%
- DOfE] ZBIRL, [EAEALMEMNITS] OBKERS7-FETH S, 54 AIZRam
Truck DOHLE %0249 5 Dodge BEZD > vV ANZHDKE LIEXTH S, sable iZ—
WKIET7PTICEBTAET Y., 85—2l, 77V A IIHHATHRVAIAYTHD, BlE
FERELTBEINS/NIPT, Ny PELTEARY DD, BEBEZ Y —LDLSIC
RELAVRFEO L KAEEW TH S, EB56A#BHKL T3 235l Larhks,
martin (XY /SN X DT, AV - FREBLETEEOLS ICBDLI S, BHRZHMTL
PRBEFBLDHBDEHN, BMOEFEN THEE [%KE] (domesticanimal) IZEFEFNBFEL W
&0, LT, a7 0@ AE ERA LKA -7 (548 (wild animal)
AP ARW

4. B

HOBBABICHOWSE NG - A - 8% EAEEE T588%8IE. LA V7 FHEA (1803
), AFT LD (18465F), HV T AL=TFDIT—ILF T v 2 (1849%) #@U
T, 19HRCICENE2 > TT A Y B OFELEBIEAL 2 ZADER 2 E ¥ 5, MBI
F T 7 XU AHEE], [7 20 AWER]. [TAKRELH], TB UGB THEREK]. 8],
(A ICEEN3BRERIAVONR T2, ZAEDT AV FAIZE ST ALYy
o BRI, 9IS I v vy B A, AEFMHEAEUID, vy F—1UREBAZ T,
KFEHIZEF T2 ETOBRET, W2 bR WBRHE7 40 7 AN, BELBERE
fERR B AL . B AT 2 ) ARFERP A £V 2EE REUEW, BRIL, BHHREE
HEZ#FICANEREZFOCRI SESLEBbh 3,
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T A HEREDIMCIET A VA DOBHORTRE X4 F 3 v 7 BEHI b - /-
T» % (Applebyetal., 2003, p.412), 18034 D7 FHEEA &, HEPIEIX2 5
WD, IVVy U EARENIETESLDICA DL, bEARMIIL-TELLN
7=t AT -BERTREEGAEHS> TS 0S5 [HHODOER | (Manifest Destiny) %
BUT., 2 NZESDRBHAZRD T, 5 AdE&ERKD T, [AREAHZIZED? > T
BB L=, BHRE. (ZEAT. SALYEE. RELEE, SUBHEE. 1o R-15612L3
B - B - AR S A A RE REDbR A, O RERISANSHICEFE S h T
ZOWHHEETHAEFICANZ, BHEBEEZKD S [HEIBOHER | (the Western hero) D
MER I Z ORRICER X172 (Appleby et al., 2003, p. 412) & &Xh 3,

T AU ADHEE ERZIC U Z2BOAHOBEAIE., [FEHORME | 0BSFHSh
TW5%, BmGORBKARIE. [BH] 2 &kl t0>HEOBEBEERTEOTIEAL,
[ 2 (] DA A=V THhHD, 72, BETIEFTICEL T, BERBOBHRARIZ
(8] R [ LW BT EL, [IAkatH] 2 [HMLOER] O X—-UTh B,
EEHEE 5 OBERIE, TAVIADE-TVS [REOHABTRLEZV] WS BHBT
DEERENTCHLRBEHDIID T, HEWLOIBERIZERO 7 7 V4V -2 U252
ETHBLMATEE, ANAEBEDOES BBHRARTEEZTLEOMNWEELES Z &I
KoT. [HEOEHE] DI ZENLY -2 BSTVWEDTH S,

ZOEIBFERLDOH» 5L DAEBEENLT S Z L2k 5T, EBEEBAGEOMEIRR» 5 B
HIZE5Z &R TE S, Solomon (1998) ZZD T X %ALITD &S ITHERTNS,

Advertisers may give shape to consumer fantasies, but they need raw material to
work with, the subconscious dreams and desires of the marketplace. As long as these
desires remain unconscious, advertisers will be able to exploit them. But by bringing
the fantasies to the surface, you can free yourself from advertising’s often hypnotic

grasp. (p.51)

IREEWEE B IR AL DBHBETOBII@HE»T &S L2 ACERELE-STVBLNS T
ERGIUL, HONIEROBKRAREZDF XIZRTIED IS, BHRABSEHIOHS
25 $ERIEYIZHIMT T 2 Z L 3 FRRIC A B, FIAIE. 19D 7 2 ) H OFELILKOWEE
. 7 XD AREROBEL S R, EEOBEAGEBEDLNZEBIOBERTH - 72,
[FkkIC. BHRZMERT 2 REOWEEZ. REREBOHR Y 5 Riud, REBREEFELE
YHEIHRDERTE H 5, BABSOHRM» SHHMIIAEDETLEA2EA S Z LTk T,
IAEDBEMICEIREINTENEDICEB I LB TH 5,

BbDIC

AT, BHERE CHOOhEBREDE L DY Y TN, SEENLT 4
23— ZBHEFFD ZLIDK D, X OBEEREROEEANTOT Fu—F 5T L7,
ZOMR. AHLATERD 3ER TOB LR TERSEORRLIEDITNSE Z &
B 5 Mz o 7ne RWIZEANETR U RIEEAH O 7 7' 10 — F AR DS O BFZ 57
B, KEVBHSPIZLEBBRTOBRAT AT - VT 7V —DBRBIZETAHILENTE
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NEENTH B,

AMEDOREIE, IAEOHF TERBADOEHEN LRBIKRAEIZRML L. 20044 5 ARERD
ﬁV7WtH%mHT\%ﬁ%ﬁokk%w.mu RBEYEBRITBETH D, GBI,
M OBHEN LBKARZ T TEL, XFOKE S - B - @K/ 37 FEOLHE & Rk

A TED LI DI FEEZBRELZWEEL TS, 72, AT SiLE425EiLED
A% 5T, SHEILE (BE, el K24 —, &R, WES) C&@HH 255, 2SR
DEUMEZED B HEEERL TCNELNWEEL TS, X612, HYSMORMIZENT
LEEDFEEZRL TARZVERES,

BRIZ, ABFZRI320044F10 A 2 HERE R TIT bz B AR EREEESHE46RIFERKE
BB [HEEAT 4 TICABTO—N) ¥ -V g v CIRERE] LEXEYVEY Y
LATOHE (ILE,2005) ISETOWTHELZEDTH S, 2OV VRY Y LARZBIRES
KEOXRBHOBIZVEE S Wiz, ZOREMGD TRELED ZHBEIZ L, SRS ZH L
LiF7zn, 2, AFEOF A LDEELER{AFBEVAZZLICEAL T O, S5E#MERL
EF 70,

G

1) BEHIRIAEZE 4 & L7z Fowles (1996) LTD X S IZ@ RT3,

In retrospect, it is surprising on how many points the non-Marxist and the Marxist critiques
of advertising concur: that advertising manipulates consumers and instills false values, that it
extols a materialistic and consumerist ethic, that it deals in emotions and irrationality, that it
leads people to buy unnecessary or overvalued items. (p. 65)

2) KR THWS [Bik T DE] & i, Solomon (1998) D “subconscious emotions” X
“subconscious dreams and desires” & \» 5 KRB A MR L 722 D ThH 5. FHH DO 45,
Raymond Williams (1980) ® “Advertising: the Magic System” D H T, “association with social
and personal meaning” (p.185) &I &N T %, Longinotti-Buitoni (1999) (ZERD#E
& & “dreams” & & B L, “dreamketing” D B I D 7= ¥ 121, “customers should never be
awakened from their dreams” (p. 16) &R TW 3,

3) WEDMPHHRTENA vy 2=V B TELNE VI BKRTIE 2V, [FEN]. [JEFE
Wl D&% H7T) —2REL., AHEBOERIZK > TAHNMTINEDNE L, TOHA,
BEROGHBIZLSEEET X P BREEICITDR T3,

4) [7 14 23 —2] (discourse) IZI3Mk4 LEFKI D 5 (Parker, 1990; Potter et al., 1990; Burr,
1995; k&N , 1999; ¥ %% ,2000) . [74 22— X ] IZFEBE LR EKREL< 535 L. B0
FIZBT B ‘l‘*%ﬁ@éﬁiﬁiﬁ (discourse, schema, script, macrostructure) & iRfEDBIR % FAE
T 5058, SiE B HEETOKEE (discourse) %R T 5%, Foucault ICAF XD
ﬁi/it\i'@?& 3 %Eﬁ (dlscourse) DWHZEIZHF T 5B (Potteretal., 1990) ,

5) Salkie id, lexical cohesion, other kinds of cohesion, beyond cohesion &\ E % %1}, lexical
cohesion DISHZ & D & 5 7 cohesion Tdh 5 2> & BHREIZEE LTy, AFET [FE5 - -
XEO—EM] LBRTWB DL, Salkie DEBONELEENZI LY T, HENLESET
AL MNEDITZEDTH S,

6) ) Brazil ®_EfiFEI country Th 5 (Salkie, 1995, p. 15) .

7) ) Brazil i3 country O THigETH % (Salkie, 1995, p. 15)
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8) f5l) Brazil, Vietnam, Germany, Morocco, Zambia (& country D %7 FH7 38 TH % (Salkie,
1995, p. 15) . ’

9) i) fire, hot, burn /& heat DEHFEFETH 5 (Salkie, 1995, p. 28) .

10) FEFLV LSO —BM£ESERISDWT S Salkie W Hl &2 THAL T 325, A%
TREFOHLENEPTTH 57280, ZZTIREAET S,

11) brand @M% & 2L DM T %53, Toyota, Nissan D 2414 . Crown, Skyline DR
m# % brand Thd, L2L, ARTE, BREOAEHRD ., B¥EL . ZLOSHBE,
REDBRTEDLHEFE > TNDEDONREL | HEEDOE LML T 5 X5 LHELFELIL T
BNOTHD, LRI ENSHITHEBEEOB A2 BE T I HEIMEDNTVIHEN D
%, fl : Virgin, Oracle %% &, ’
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