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English in Advertising in Taiwan: A Textual Analysis
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Englishization, advertising in Taiwan, English mixing, code-mixed advertisement,
advertising discourse, nativizatior.., nativized devices

Purposes of this study are two-fold. On the one hand, it attempts to examine
the Englishization of the advertising discourse in Taiwan by examining the domains in
which English is used most frequently, the linguistic structures of these code-mixed
ads and the cultural constraints from the Chinese language that restrain the domains in
which English is likely to occur.  On the other hand, it investigates the nativization
of English usage by studying the linguistic creativity manifested by the nativized
devices and deviations of English usage.

The data of this study were drawn from a total of 1263 Chinese-English
code-mixed advertisements: 142 TV commercials and 1121 print advertisements
collected from 25 magazines and 240 editions of newspapers. A textual analysis and
frequency count were administered for data analysis.

The results of analysis indicate that the major discourse domains in which
English occurs most frequently include computers, clothing, automobiles, real estate
products, and cosmetics. Except the real estate products which used to be localized
in nature, all the other types of products are either imported from abroad or symbolize
internationalism, trend and advanced technological developments. Cultural
constraints exist to the extent that it tends to inhibit the English language from being
employed in advertising products with cultural sensitivity in nature such as the
traditional Chinese types of food and clothing. In terms of the distribution of
English in the copy layout positions, product names and company names are where
English is used most extensively, with 1/4 of company names and 1/5 of product
names provided by local manufacturers. Such employment of English by the local
companies indicates the symbolic meaning of English and its importance in the
advertising discourse.

Concerning the linguistic patierns of code-mixed ads, single-word nouns are the
primary forms where the usage of English occurs. Among these nouns, terms,
company names, and product names constitute the major types of linguistic patterns
found in the data. As regards the rest of the English forms, consisting of single
common nouns, adjectives, adverbs, phrases, and sentences, their linguistic
sophistication is rudimentary. These forms are simple and easy to read, composed
mainly of one to two syllables, such as happy, easy, shopping, and high.

During the process of mixing, the copywriters borrow English words based on
their direct translated meanings in Chinese. Some words are transformed when
inserted into the Chinese texts. Ia other words, the direct translated meaning of
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English words overrides the grammatical constraint from either English or Chinese
during the process of borrowing.  As to the localized style of English sentences, they
are amalgamations of English words based on Chinese linguistic structure. No
English grammar is observed. They are just word-for-word translations in Chinese
structure. Borrowing of English occurs on a word level, and not on a structural
level.

Regarding other nativized devices, new compound words such as e-go, e-life,
and e-passport are coined, all extended from the current English usage of e-commerce.
New verb phrases such as easy go, and easy select are conjoined. In addition, during
the process of mixing, the collocation principle is also violated. For example,” free”
which is an adjective used to describe an animate object is now utilized to describe an
inanimate object “a house.” Besides the above types of grammatical errors and
nativized devices, mistaken spelling is also a problem area found in the data.

In conclusion, English mixing in advertising in Taiwan serves as an
attention-getter, symbolizing internationalism, fashion, quality guarantee, and highly
developed industrial innovations. However, due to the lack of English proficiency of
the local ad copywriters on the one hand, and the linguistic originality of these
copywriters on the other hand, systematical deviations, i.e., nativized devices have
emerged as a result of this cross-cultural communication.
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1. 5 & £ 93 x %44 UNI-PRESIDENT ENTERPRISES CORP. %, — & ¥ SUN
FLOWER =it # - GRACE OPTICAL 4% 8 ¥ 8 4% - TATWAN FOLK
VILLAGE % # K454t + ALICE FURNISHING # /uv{i & - PAN ASIA BANK £
25 48 47 ~ TAIPEI BANK 4 3t 4847  ANGEL FACE BEAUTY CREATIONS & %
Bi £ B4R F o ~ CONTIENETAL ENGINERRING CORP. X f: T #2 547 A f&
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2. B#|F : ACER PERISHERALS, Inc. 39 % & &% - COMPAQ & #4 T %  KARAT
MEMEE S
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happy, lobby, No.1, DIY, VIP, MTV #:k 2z #j call, baby ¥ 8 X S #H L HE L& &
¥4t  MELN EHLoeAF-

EREXEMEFEL E0BEE NALE ALLBILBERARBH
FEREEZAAAIBERLEZEESF AT

] FRAEAXFHEEETHR  ARER RHERE Q¥ AP H > O
ik AR D fied A XHA-
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Love, BB HHFRELE L %" Dove"! Taimall give you mall and more  #X
85> 388 go o Spa life, smart life
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4 EPYXAFRERALPAN KA W ER RZAXF ‘sleep iR A HL F -
reliability = §£ 1%+ o Architecture 2 & - # 4 R M Extr Elastic, #84& #¢# Ultra
Dry, ##% £ Air Active, #8#&4Fi8 Supper Comfart, #84& % # Extra Soft, &
<] ExtraCare (XWX FHRERETRAY)

5. EHERAAREHARERRLE KEXT  HERIAZHKE ' £
Easy » #4 /& ¥ easy o i§ 4k SMART M4 M HNEMBRAFLSH®R, ET
SMART # & ¥ B 48 B ¢4 % b  Iread 3 TIMES a day. LONDON TIME.
TAIPEI TIME. NEW YORK TIME ©
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#£ 2| "Hopping Bunny" ¥ &"Hop, hop, hop", #: %% & M 4 F 34 3Rk
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BHRE AR EXAAEE REEARATPXHEEMNES -

8. AMERXEF (YHAEF contentword) R A 3EZ > EEMmA T I HEX
XA ARATXEF FRFEOPXEH FLEUARRARFZRLRANS
EERLRLEN > BAXH  LBEEAREARIRFLES L md
BUARELRATHRRZYE

(1) TR+ B AR L 8-t4 B & or RAE (FE—H)

(2) #t-% come FAKJF go e

(3) W8 F 9% HAPPY, 4 &#f43% EASY -

(4) /% 168 7 MAN OF THE WORLD, $ % 7 * 8 £.% ¥ ¥ LOBBY, Z%4f
HAPPY ALL WEEK, # 8 > SHOW 4% HIGH #|% % ¥, 2+ 48 BAND &
R & - High RAMEE > REARAESE -

(5) %4 Resort, %4 Relax #4 Rising Villa, 83t 7 % — & Spa w E £ £ - E A4
FrxLH8E AOBEVEE AL 03B LR AL EfuEEG
EXBF-

(6) Give me high #5394 5.4 -

(7) % porche #9TE#& 5 & Nissar. #4396 AW 54 -

) 6k fly i E # M/ AHHBEHE -

(9) Spa your world #% & 54 4 %939 -

(10) ¥ g5 e & o Hik ONLINE 7 B #4439 -

8. MRAAEZAXMELHALFRA  fTAHMNBE S L L :
e-life & e 4 7& » e-people » e-match » e-Europe * e-passport » e-go °



9. TEFMEMAX ARG RRAXV A easy 2 PXEFLEH » BHE
PfEAEEAE A B RALILZ$9 4 54 A | easy play ® easy talk »
easy go ’ easy select » easy ¥ ° easy 3

11. B3 3 X collocation 2 & R| » 4§ 4546 =T # $) X #1(animate object) &4 %39
TREMHATHE 24 (inanimate object) : smart # /> % ° smart all-in-one life
center ° Free House - Happy diamond - Everday... Everthing... will be happy! (
R TFHRERETRAY)

12. XEFZ—BASHRXGFas EXEEBHRAPXs FREHEE
BERAXXEH  RERELARKA &

(1) # L5 MA&ty A, R 2]4%i You happy, he happy, everybody #t happy. (% #
ARE)

(2) Experience The Art Of Living Between The Building And The Garden, You Will
Know What Is You Always Waiting For. (Z & 4 )

(3) BUE3#% WONDERFUL VILLA, Along the road, You will find the woods around
us. Season over the leaves that love us. Where can give us so fresh so much as
here? (FAK%)

(4) 7.10am. Home. Wakeup. Make coffee, consider apple, defrost chocolate

croissant instead. Look out of window, much enjoying the cloudy weather.

Shouldn't concentrate so hard on being sophisticated or hardworking, but on

staying warm and watching the telly. More coffee. Am I turning into a Fratello
fanatic? (B B & %)
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