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 English mixing in residential real estate 

advertising in Taiwan: Linguistic devices, 
socio-psychological effects and consumers’ 
attitudes

 Jia-Ling Hsu

English mixing is becoming more and more prominent in global advertising. 
As Bhatia (2006: 601) observes, ‘with super-branding and hyper-globalization 
going hand in hand with diversity marketing’, English as a universal 
language ‘is the most favoured language of global media and advertising’. 
Scholars such as Bhatia (1987, 1992, 2000, 2001), Takahashi (1990), Pavlou 
(2002), Hashim (2005) and Martin (1998, 2002, 2005, 2006), among others, 
have studied such phenomena extensively. Discourse analysis is the main 
approach used to describe the use of English in non-Anglophone advertising 
in most of these studies. On this approach, Martin (1998: 307) makes the 
following observation:

One of the drawbacks of linguistics-oriented research on advertising is 
that language specialists seldom confer with members of the advertising 
profession when analyzing their data. The unfortunate result is that, 
more often than not, research conducted on advertising material by 
linguists typically remains limited to surface features of the advertisements 
themselves, without addressing with any significant amount of detail the 
creative processes involved in designing an advertising campaign. 

 Martin (2002: 400) advocates the approach of interviewing marketing 
specialists when investigating English mixing in advertising, since it reveals 
these specialists’ ‘motivations for using code-mixed copy and the effectiveness 
of this particular approach to advertising’. Martin (1998) interviewed a team of 
advertising specialists, together with legal experts and budget planners, in an 
advertising agency in Paris to show how these experts collaborate in contributing 
to the creative process involved in advertising copywriting in France. 
 Following Martin’s methodologies, the present study investigates the 
underlying factors involved in the development of Chinese–English code-mixed 
advertising discourse in Taiwan arising from the creative processes employed by 
copywriters, by interviewing residential real estate advertising copywriters.  
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200 Jia-Ling Hsu

 Residential real estate business is largely localized in nature, since all 
the real estate properties are locally built and target audiences are domestic 
clients. However, it has been observed that this localized business has recently 
introduced an international theme by using English mixing extensively in its 
advertising, as evidenced by the findings of a discourse analysis conducted 
by Hsu (2000), where 1265 Chinese–English code-mixed print ads and TV 
commercials constitute the corpus of data. In Hsu (2000), among the ten 
discourse domains in which products are advertised most frequently in 
English mixing, nine of them, such as computers and cosmetics, feature 
technological advancements, internationalism or imports from abroad. The 
residential real estate business is the only product type that is very local in 
nature and does not feature any of the above characteristics.
 To account for why English mixing occurs extensively in the advertising 
of such a localized business, this research mainly explores the socio-
psychological effects of English mixing conveyed in advertising, and probes 
the criteria that determine the linguistic forms copywriters employ in mixing 
English, by interviewing real estate advertising copywriters in Taiwan. In 
addition, consumers’ attitudes towards the language usage in real estate 
advertising are also addressed.

Methodology

Following Kachru’s (1990) defi nition, English mixing is broadly defi ned in 
this chapter as the entailment of transfer of units of English into Chinese 
at the intersentential and intrasentential levels; the transferred units may 
be words, phrases and sentences. The corpus of this study is drawn from 
three sources. The fi rst comprised interviews with six copywriters from fi ve 
prestigious local companies that specialize in advertising residential real 
estate properties, conducted from September 2002 to January 2007. Each 
copywriter’s interview lasted from one and a half hours to two hours. Follow-
up interviews were conducted with some of them. Following Martin (1998: 
309), the following interview questions were formulated, with the third 
question adapted from Martin’s research.
1. What are the socio-psychological effects copywriters intend to convey to 

consumers via English mixing in ads?
2. What are the criteria that determine copywriters’ degree of use of 

English and the linguistic forms they employ in mixing English?
3. How important is it for the code-mixed text to be intelligible to 

consumers when copywriters mix English?
4. To what extent does copywriters’ proficiency in English affect the 

linguistic accuracy of their English usage in the advertising text?  
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201 English mixing in residential real estate advertising in Taiwan

 Other than interviews, two TV commercials and forty-six print 
advertisements provided by two of the copywriters interviewed constituted 
the second source of data.1 To enlarge the corpus, a third source of data was 
added. A total of 105 print advertisements containing information relevant to 
the present study were collected from daily newspapers subscribed to by the 
author, as well as from posters either coming with the daily newspapers or 
locally distributed in the neighbourhood by advertising agencies. These print 
advertisements and posters were collected from April 2002 to January 2007. 
 Note that the content of this chapter is entirely based on the 
transcription of interviews with copywriters, except for the third source and 
the second source of data the advertisers submitted to the researcher and 
the results of the studies conducted by Hsu (2000, 2006, 2008). 

Results

The trendy development of using English mixing in residential real estate advertising 

According to all the copywriters interviewed, it has become a trend in recent 
years to employ English mixing in residential real estate advertising in 
Taiwan because Western concepts of architecture design dominate the fi eld, 
although the Japanese style of design is also available.2 In order to create an 
image that the quality of construction in Taiwan is equal to that in Europe 
and America, many local construction companies use the Western style of 
architectural design in their construction projects. In particular, to look for 
inspiration from authentic Western design of properties, delegates of many 
construction companies are assigned field trips to the United States and 
Europe to gather information on and samples of architectural designs in 
the West. The collected information is then passed on to the commissioned 
architects of construction projects to serve as a reference for their 
brainstorming in designing. In the process, the actual English terminology 
used in American architecture is largely borrowed or copied into the 
residential real estate advertising text in Taiwan in order to attract attention 
and convey a variety of socio-psychological effects, such as internationalism 
and authenticity, to the target audience. 
 Compared with other types of merchandise, such as watches or soft 
drinks, purchasing a residential real estate property requires more serious 
consideration, since its unit price is significantly higher—at least two or 
three million New Taiwan Dollars (about US$60,000 to $90,000) for a very 
low-end product. To motivate target audiences to be interested in advertised 
properties, copywriters need to provide information concerning detailed 
characteristics of advertised products, such as the unit price and location of 
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202 Jia-Ling Hsu

the property, the convenience of the living environment and the availability 
of educational institutions in the neighbourhood. To disseminate essential 
information without creating a language barrier, copywriters use Chinese as 
the main medium of communication in the advertising text, especially when 
it comes to key words. English as an international language is also mixed 
into the advertising text to enhance the attractiveness and authoritativeness 
of the advertisements, depending on the price and location of the property 
and the target audience.3 

English mixing in product names 

For advertised products in general, English product names almost always 
accompany Chinese product names in the logo. A logo as specifi cally used 
by local real estate advertisers is defined as the graphic representation in 
the layout where Chinese and English product names are usually placed 
together.4 There are normally two ways to render English product names in 
the logo. First, most of the English product names are spelled out. Some of 
them are directly translated from their Chinese counterparts—for example, 
Sky Villa (Tian Shu) (Figure 10.1), River View (Dazhi Guanhe), Taipei Garden 
(Taibei Huayuan), Lake De Green (Luzhi Hu) and Happy Spring Villa (Youquan 
Xiao Zhen). 

Figure 10.1   English product name directly translated from the Chinese. 
Source: United Daily News.

Shinhee_10_ch10.indd   202Shinhee_10_ch10.indd   202 11年10月6日   上午9:4711年10月6日   上午9:47

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形



203 English mixing in residential real estate advertising in Taiwan

 Others are copied from Western cultural themes, or from celebrities’ 
names or places, and their Chinese product names are translated either 
semantically or phonetically. Instances include Trump Taipei (Chuan Pu), 
Camp David in Taipei (Daweiing), The Mont Blanc (Bailangfeng), Avenue des 
Champs Elysees (Zhongzheng Xiangxie), Waldorf (Huaerdaofu-II-Huangjia Tequ) 
and Times (Shidai Guangchang). 
 Some other English product names are drawn from concepts, such 
as Discovery Hill (Faxian Zhilu), derived from the idea of faxian ‘discovery’, 
Discover Europe (Yishu Zhidu, ‘the capital of the arts’) or The Music of Nature 
(Weiyena Huayuan, ‘the Garden of Vienna’). In terms of linguistic forms, 
the majority of English product names comprise nouns or noun phrases. 
Occasionally, verb phrases also make up English product names, such as Take 
It Easy, Surpass Everything and Advance the Rythm [sic] of Life (Figure 10.2), 
the Chinese product name of which is Guojia Jiaoxiangyue2-Mozate (‘National 
Symphony 2-Mozart’). 

Figure 10.2   English product name: A verb phrase. 
Source: Poster distributed by an advertising agency.

 Another type of English product name in the logo is not explicitly 
spelled out, but is paraphrased as a description of the main features of 
advertised products. For example (as shown in Figure 10.3), the Chinese 
product name is Ziyou Zhiqiu. Since the advertised property is adjacent 
to a huge park and a subway station, while describing its main features, 
copywriters use ‘Walking Between the MRT and Park’ as its paraphrased 
English product name.5 In another advertisement (Figure 10.4), the English 
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204 Jia-Ling Hsu

paraphrased product name, using five key words of unparallel parts of 
speech, states that the advertised property offers a dazzling, fashionable and 
ideal home at the lowest price and is a short distance from wherever one 
wants to go.  

Figure 10.4   Paraphrased English product name: Unparallel English structure. 
Source: Poster distributed by an advertising agency.

Figure 10.3   Paraphrased English product name. 
Source: United Daily News.

 However, in many logos both Chinese and explicit English product 
names co-occur with an English description of the major characteristics of 
the advertised properties. Figure 10.5 shows such a pattern. In other cases, 
such English description occurs with either Chinese or English product 
names. The language usage in the logo will be discussed below in the section 
on English mixing as graphic design. 

Shinhee_10_ch10.indd   204Shinhee_10_ch10.indd   204 11年10月6日   上午9:4711年10月6日   上午9:47

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形



205 English mixing in residential real estate advertising in Taiwan

 According to one of the copywriters interviewed, it has become trendy to 
create English product names in real estate advertising. If no English product 
name is included in the advertisement, a construction project may seem to 
be very local, suggesting that the advertised product is located in a very rural 
and less developed area. Conversely, if an English product name and some 
English graphic design are used, together with celebrity endorsements, the 
image of the product can be upgraded, which in turn may give the impression 
that a product is in fashion and of importance. English product names are 
thus widely used in real estate advertising. Such advertising tactics used by 
copywriters in Taiwan are compatible with Bhatia’s (2006) observation that ‘in 
the non-English-speaking world, product naming and company naming is the 
domain for which English is the most favoured language’ (2006: 606).

English mixing in high-end products: Socio-psychological effects and linguistic devices 

In advertising high-end products to target audience of higher socio-economic 
status, many of whom may have lived or worked abroad, English mixing is 
used in print advertisements for two purposes. On the one hand, it is used 
to convey information about characteristics of the advertised products, such 
as a special architectural design of the building or facilities provided on the 
property. On the other hand, it is employed to yield a sense of authenticity, 
supreme quality, professionalism and internationalism in the advertised 
properties. Therefore, English architectural terms, English brand names 
of home appliances imported from abroad and English names of foreign 
architects designing advertised properties are employed in the body copy.6 

Figure 10.5   Bilingual product names and English description. 
Source: Poster distributed by an advertising agency.
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206 Jia-Ling Hsu

 Professional jargon such as ‘SRC’,  an abbreviation for steel elements 
composited with reinforced concrete to improve the strength of the concrete, 
and Art Deco, an opulent architectural style, recur in many advertisements. As 
shown in Figure 10.6, the copywriter not only spells out the jargon of SRC, SC 
(steel construction), and RC (reinforced concrete), but also compares these 
three different types of building structure and emphasizes that the use of SC 
enables the advertised product to be the most earthquake-resistant structure.7

Figure 10.6   Architectural jargon. 
Source: Poster distributed by an advertising agency.

 Besides the use of English architectural terms, copywriters use the 
English brand names of imported home appliances that are furnished in the 
property in the ad’s body copy to highlight the characteristics of authenticity, 
internationalism and premium quality of the advertised product. The text 
in the body copy in Figure 10.7 states that a dishwasher made by BOSCH, 
imported from Germany, as well as a stove and oven manufactured by SMEG, 
imported from Italy, are installed in the advertised property to create the socio-
psychological impacts of internationalism, authenticity and superior quality.
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207 English mixing in residential real estate advertising in Taiwan

Figure 10.7   English brand names of imported home appliances. 
Source: Poster distributed by an advertising agency.

 Furthermore, English names of architects designing the advertised 
property also appear as an endorsement of quality. For instance, in the 
newspaper advertisement shown in Figure 10.8, not only the name of 
the architect but also his photograph and autograph show up in the 
advertisement to guarantee professionalism and the supreme quality of the 
advertised product.

Figure 10.8  A photo of a foreign architect whose name is spelled with the Roman alphabet. 
Source: United Daily News.

 Additionally, to create an image of an authentic Western lifestyle, in 
many cases copywriters utilize pictorial references of Western cultural images 
in the background visual, such as an English royal castle, the grand lobby of a 
European mansion (Figure 10.9), the façade of a huge Roman-style building 
(Figure 10.10), an American villa or Western architectural landmarks such as 
the Eiffel Tower.
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208 Jia-Ling Hsu

Figure 10.10   Western cultural image: The façade of a Roman-style building.
Source: United Daily News.

Figure 10.9   Western cultural image: The lobby of a European-style mansion. 
Source: United Daily News.
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209 English mixing in residential real estate advertising in Taiwan

 One copywriter provided two cases to illustrate how Western cultural 
images are employed in the background visual. In designing the background 
visual of an advertisement promoting a property that incorporates the 
landscape design of an English garden, to target an audience consisting 
mainly of upscale celebrities who like to keep a low profi le, the copywriter 
did not consider turning to the luxurious French style, or the metropolitan 
and financially-oriented New York style, or simply using the pictorial 
reference of the Buckingham Palace which shows too much royal grandeur. 
Rather, she chose the more private and secluded Kensington Palace to 
represent the qualities of the advertised property in accordance with the 
profi le of the target audience.8

 In advertising another property located by the mountains in Taipei, 
since the entrance to the grand lobby of the property is designed as a huge 
greenhouse, the Winter Garden in the World Financial Center in New York 
City, which is a large greenhouse to provide venues for many notable events 
in the city, is used in the background visual. Employing pictorial references 
of these Western architectural designs in the background visual is intended 
to prompt the target audience’s imagination concerning the lifestyle 
they would enjoy if they own the advertised property. Background visuals 
containing Western cultural images thus help to enhance the degree of 
quality and internationalism of advertised properties in consumers’ minds.
 Other than print ads, TV commercials are occasionally shot to promote 
high-end products.9 The following case illustrates how English can be 
employed successfully in promoting even very high-end products to boost 
sales. A case in point is Dibao, meaning ‘the treasure of the emperor’ in 
Chinese; its English product name is Palace. Dibao is the most upscale 
and expensive residential real estate property in Taipei, with a price per 
square foot of US$1,028; the smallest apartment of 5,692.8 square feet 
cost US$5, 852,404 in 2005.10 This property was designed and constructed 
by an international team with a leading Japanese architect who applied 
Western concepts in the architectural design. Due to its astronomical cost 
and international architectural style, two types of audience are targeted in 
marketing. The fi rst type is very upscale and well-educated, such as CEOs of 
high-end corporations with international experience and a global vision, for 
whom English is the language of communication. The other type consists of 
the nouveaux riche who, in the copywriter’s words, ‘do not know English’, 
but do respect and adore the charm of the language. 
 When a four-year construction project was brought to completion, in 
order to present the property in the most authentic way and generate the 
socio-psychological effects of internationalism, professionalism and supreme 
quality of the advertised product, two TV commercials were shot to appeal 
to the two target audiences. The fi rst commercial, while visually presenting 
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210 Jia-Ling Hsu

the typical European royal palace style of Dibao’s domes, arches and Greek-
style colonnade, begins with a female chorus singing the background music. 
Simultaneously, a series of questions are asked in English: ‘Is this New York?’ 
‘Is this Tokyo?’ ‘Is this Paris?’ Then later, the response, in Chinese, is given: 
‘No, this is Dibao in Taipei.’ Afterwards, a Chinese voiceover states that the 
enduring craftsmanship of classical architecture possesses a timeless quality 
and viewers are welcome to visit the newly constructed property. By posing 
a series of questions in English, such as ‘Is this New York?’, the interviewed 
copywriter specifi cally remarks that he intended to attract viewers’ attention 
and create an impression that the advertised property of Dibao was qualifi ed 
for consideration as an international landmark, like those in New York, 
Tokyo and Paris. 
 Soon after this TV commercial was released, it drew a great deal of 
attention from interested customers. Very soon, a second TV commercial was 
shot, this time narrated entirely in English. In it, an English-only voiceover 
repeats the lines ‘the palace of beauty’, ‘the palace of royalty’, ‘the palace 
of majesty’, ‘the palace of freedom’ and ‘the palace of life’, accompanied 
by a visual presentation of the grandeur of a European-style royal palace, 
a water dance show and subtitled Chinese translations of the English lines 
on the screen. According to the copywriter, the English voiceover and the 
visual presentation were used to create a state of mind in the viewer that the 
design and the landscape of Dibao (Palace) were as attractive as those of the 
grand museums in Europe and Central Park in New York.
 At the same time as these two TV commercials were aired in Taiwan, 
three print advertisements were concurrently produced. In one of the 
advertisements (Figure 10.11), the headline ‘Brand is the hero’ is used to 
reinforce the image that the exclusive property of Dibao (Palace)  is the best 
brand. The copywriter asserts that he employs this headline to highlight 
not only the characteristics of the advertised product, but also the status of 
potential owners.   
 According to the copywriter who created these two commercials and the 
three print advertisements, these English voiceover commercials successfully 
drew the attention of many wealthy people and helped to boost sales. After 
these two TV commercials aired, sales of the advertised property increased 
150 percent within a year, compared with the sales made in the previous 
four years while Dibao was under construction, when Chinese was the only 
medium of communication in the advertising campaign. 
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211 English mixing in residential real estate advertising in Taiwan

Figure 10.11   Print advertisement for Dibao (Palace). 
Source: Supplied by copywriter.

English mixing in low-end products: Socio-psychological effects and linguistic devices 

When low-end products are advertised, English mixing is generally not used 
to convey information about various features of advertised products because 
the building structure and construction materials are ordinary; no home 
appliances imported from abroad are provided; and advertised properties 
are designed locally. English mixing in such cases is used to build up an 
image of ‘a dream house’ and create a sense of familiarity with and easy 
access to the advertised products in the minds of consumers.
 Copywriters interviewed remarked that even though low-end properties 
are not as costly as high-end ones, the unit price of any low-end property 
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212 Jia-Ling Hsu

is at least $2 million in local currency (US$60,000). To persuade target 
audiences that purchasing a property is not such a difficult task, and is in 
fact more like ‘playing a fun game’, copywriters use the language familiar to 
the target audiences, namely, easy-to-read English product names and simple 
English vocabulary.11 
 Instances of easy-to-read English product names found in the data of 
this study include Bingo, Magic, Magic Mountain, So Beauty, So Beautiful, So 
Charming So Beauty (Figure 10.12) and noun phrases such as Forever Rich 
Family. As shown, two of these product names contain ungrammatical usage. 
Additionally, simple English words and abbreviations such as VIP, lobby, lounge 
and spa repeatedly occur in the body copy (see Figure 10.13 and Figure 
10.14).12 By using such simple and common forms of the English language, 
copywriters attempt to create the impression that low-end products can also 
offer facilities found in high-end ones, and that, like real VIPs, potential 
customers are entitled to all the privileges. 

Figure 10.12   An easy-to-read English product name.
Source: United Daily News.
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213 English mixing in residential real estate advertising in Taiwan

Figure 10.14   Another example of simple English words in the body copy. 
Source: United Daily News.

Figure 10.13   Simple English words in the body copy. 
Source: China Times.
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214 Jia-Ling Hsu

 One copywriter interviewed provided an example of how such a strategy 
works. In advertising a property where each unit probably has only one 
internet connection access point, copywriters would name this property 
e-Home (derived by analogy with words e-commerce or e-mail) to capitalize on 
potential customers’ fantasies and dreams that they really need a property 
affording them full access to the world of cyberspace. Therefore, easy-to-
read product names and simple English vocabulary function to upgrade 
the quality of advertised products appealing to low-end customers and their 
dreams of owning property. 
 Regarding the background visuals in advertisements for low-end 
products, pictorial references of Western royal castles or Western landmarks 
are seldom used. The following examples are shown to illustrate how English 
is employed holistically in advertisements promoting low-end products.  
 In Figure 10.15, Magic is used as an easy-to-read English product name. 
Although the Chinese headline states that the fi rst Disney type of eco-ocean 
paradise community is offered in this advertised property on the outskirts of 
Taipei, no pictorial reference to Disney World is provided in the background 
visual. Instead, a swimming pool with a Chinese mermaid appears. The easy-
to-read English product name Magic, the wording in the Chinese headline 
and the background visual all contribute to the creation of a message that 
the advertised property will be imbued with the charm of magic.

Figure 10.15   A pictorial reference used for low-end products. 
Source: United Daily News.
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215 English mixing in residential real estate advertising in Taiwan

 Figure 10.16 shows that the English product name is Easy Buy. It is 
a nativized English device created by copywriters in Taiwan. This device 
conjoins the English adjective easy with an English verb, where easy is 
utilized for the sake of its translated meaning in Chinese, rongyi (‘effortlessly 
and easily’). Thus Easy Buy means ‘one can buy something easily’. Other 
instances of this device include easy select, easy touch, easy show and easy play. 
For more discussion of nativized English devices common in advertising, see 
Hsu (2006). In this fi gure, placed above the product name of Easy Buy is a 
Chinese–English mixed verb phrase, qingsong GO, with the English word go 
appearing in very large print.13 Qingsong in Chinese also means ‘effortlessly 
and easily’ while the English word go is homophonous with the Chinese 
word gou (‘shopping’). Therefore, both the product name Easy Buy and 
the phrase qingsong GO in the logo, particularly with the graphic design 
enlarging the print size of go, create the mood that consumers can purchase 
the advertised property very easily. One copywriter indicates that, since not 
much information regarding the features of low-end products can be offered 
in the body copy, copywriters may employ the strategy of enlarging the print 
size of key English words to create the desired psychological effects.

Figure 10.16   A nativized English device in a product name. 
Source: United Daily News.
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216 Jia-Ling Hsu

 In the centre of Figure 10.17 is a headline with Chinese–English mixed 
words, yangyang diyi HIGH qilai, meaning ‘we offer everything of the best 
quality to make you feel high’. Here, the word high is used as a pun. On the 
one hand, it is synonymous with gao (‘high’) in Chinese, referring to the 
height of the ceiling of the advertised property. On the other hand, it means 
the feeling of being high.14 The English–Chinese mixed wording at the 
bottom of the fi gure says, ‘Last year one could not get high at a Christmas 
party or New Year’s party without a property with a high ceiling; this year, 
this new property with such a high ceiling, along with upgraded interior 
and exterior designs, will enable one to get high at these parties’. By using 
simple words such as high and party, an atmosphere is created that customers 
are guaranteed spacious room and happiness after they own the advertised 
property. As shown similarly in the previous figure, in the headline of this 
advertisement, the English word high appears in such huge print, both 
graphically and linguistically, in order to boost the psychological impact of 
owning a dream house.

Figure 10.17   A Chinese–English mixed headline. Source: 
Poster distributed by an advertising agency.
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217 English mixing in residential real estate advertising in Taiwan

 In the mixed headline in Figure 10.18, LOW dao buneng zai LOW, the 
English word low is utilized to create two special functions. First, low is a 
homophone of the Chinese word lou (‘expose your body’); the usage of this 
phrase originally means that one has exposed one’s body to the extent of 
sensationalism. In accordance with the language use, a monkey, as the mascot 
of the advertising project, is exposing its buttocks, yielding a sensationally 
vulgar image. Second, the translated meaning of the English word low is di in 
Chinese. The mixed headline thus reads as di dao buneng zai di, ‘the price of 
the property cannot go any lower’. By replacing the Chinese word di with the 
corresponding English word low, the phrase of LOW dao buneng zai LOW means 
that the price offered is the lowest possible. This advertisement promotes a low-
end property located in Jilong on the outskirts of Taipei, an area that is not so 
well developed. Consequently, simple and sensationally vulgar language usage 
such as lou (‘expose one’s body’) transformed into the English homophone 
low is employed to attract the attention of target audiences.

Figure 10.18   Vulgar language use adapted in a pun in the headline. 
Source: Copywriter.
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218 Jia-Ling Hsu

English mixing as a graphic design

Although English mixing is used to yield a variety of socio-psychological 
impacts, as discussed earlier, each of the copywriters interviewed agrees that 
the primary function of English mixing is to serve as a decorative graphic 
design in the advertising text and background visual. The following discussion 
further illustrates this usage.

English mixing in the body copy

English words can function as punctuation marks in a series of Chinese 
characters in the body copy. When target audiences read the detailed 
information concerning advertised products in the body copy, the square 
shape of Chinese characters in a long series makes the reading monotonous, 
boring and difficult to parse at one glance. To create some variety in the 
visual input for readers, copywriters use English words sparingly in the body 
copy for artistic visual effects. One copywriter indicates that she would even 
mix one English word in every ten Chinese characters for visual variation. 
She provides an example such as ni jiangyou yige E-HOME de jia (‘you will 
have a high-tech home’). If such a sentence is written all in Chinese as ni 
jiangyou yige gaokeji de jia, too many Chinese characters make the reading 
diffi cult to process at one glance, as illustrated below. 

你將有一個 E-HOME 的家

你將有一個高科技的家

English words thus function as a variation in the visual input. As shown in 
Figures 10.13 and 10.14, simple English words such as lobby and spa serve 
such functions, other than creating the desired socio-psychological impacts.   

English mixing in the background visual 

In Figure 10.19, the phrase of FINAL COUNT DOWN appears in the 
background visual to urge target audiences to purchase the advertised 
product while the best price is offered. In other cases, as found in the data 
of this study, product names of advertised properties such as i-Taipei and 
English words such as lobby and spa appear in the background visual for an 
artistic effect.
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219 English mixing in residential real estate advertising in Taiwan

Figure 10.19   English mixing in the background visual. 
Source: United Daily News.

English mixing in the logo

A logo, as previously defined, is the graphic representation in the layout 
where Chinese and English product names are placed together. Frequently, 
other than bilingual product names, lines of English words appear alongside 
the logo, describing the major characteristics of advertised products. In such 
a situation, English words usually appear in fine print, which no one can 
read. As mentioned earlier, the main function of these English words in the 
advertisements is to provide a graphic design, as in the following examples. 
 In the lower left-hand corner of Figure 10.20 is a logo where Dream 
Blog is the English product name and Mengxiang Buluoge, the Chinese 
product name, is half a translation and half a transliteration from its English 
counterpart. The copywriter who designed this advertisement remarked that 
this advertisement was aimed at well-educated young DINK (Double Income 
No Kids) couples and single people working in the professions of high-end 
electronic technology, with experience of studying and living abroad, mainly 
in the United States. Accordingly, she combined the term blog, a popular 
means of electronic communication among young people, with their 
dreams of living in a paradise, such as an amusement park, in the product 
name. Furthermore, to communicate with this white-collar audience with 
experience of studying abroad, many English words appear alongside the 
logo other than the bilingual product names. 
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220 Jia-Ling Hsu

 However, these English words are in such tiny print, which cannot 
be read with the naked eye, that they mainly serve as a graphic design to 
attract the attention of the audience. Hence the content of the English does 
not matter so much. Based on a special request made by the author, the 
copywriter provided the English text:

Section of east district, you will find the meanings of real life and 
architecture. A wonderful concept to architecture will be come true in this 
district. Limitless. Welcome 6 outstanding and brilliant persons to enter this 
bonourable [sic] gate … fi nd the meanings of real life and architecture. A 
wonderful concept to architecture will be come true in this district. 

Seemingly, the English wording is fragmentary, ungrammatical and misspelled 
(bonourable). According to this copywriter, it is more the English form than 
the English content that plays a prominent role in communicating with the 
target audience; therefore, grammatical accuracy in English is not a primary 
concern for copywriters. The interviews with copywriters and the discourse 
analysis in Hsu (2000) indicate that English wording describing the features 
of advertised products in the logo is where most English mistakes occur in 
ads that are promoting low-end products. 
 Another example is shown in Figure 10.21, which is a magnifi ed version 
of the logo that previously appeared in Figure 10.17. In this logo, Ziyoushi 
is the Chinese product name, and the English wording paraphrasing the 
product name is full of grammatical mistakes.15

Figure 10.20   Minuscule print size of English mixing in the logo. 
Source: Copywriters.
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221 English mixing in residential real estate advertising in Taiwan

 The following are additional instances of ungrammatical English wording 
alongside various logos, appearing in fi ne print. 

1. Experience a relaxation life view from our spacious community environment, 
leisure space, and unique facilities. Light reaches overarching sky at night, 
with magnifi cent posture stays in hearts forever. 

2. What I have got from here is the highest honor. Magnanimity, generosity, 
and all other eminent qualities acknowledge it as their source.

3. Not a millionaire? Well, in MBA, for an afternoon, you can pretend 
that you’re among the monied by soaking in the sun and sifting your 
fingers through the sugary sands outside celebrities’ obscenely priced 
homes without having to pay the rent.

As demonstrated by the examples in this study, non-standard English usages 
abound in product names, headlines and especially logos. Inappropriate 
usages, such as obscenely priced homes, and the ungrammatical structures 
present in the above three sentences show such tendencies. 
 In short, even though the English used with the logo is often accompanied 
by misspellings and verbatim translations of Chinese structure, and may 
appear in such fi ne print that no one can read it, copywriters still continue 
this practice simply because English mixing primarily functions as a 
decorative design in real estate advertising. 

Discussion 

Non-standard English usages prevalent in residential real estate advertising

Hsu (2000) notes the same phenomenon in a discourse analysis of 1265 
advertisements, of which 121 contain English deviations and misspellings, 
83 percent of them coming from newspapers, particularly in the domain of 

Figure 10.21   Small print of English mixing in the logo. 
Source: A poster distributed by an advertising agency.
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222 Jia-Ling Hsu

real estate advertising.16 The following reasons are offered for why linguistic 
inaccuracy prevails in real estate advertising, mainly based on interviews 
with copywriters.

The work structure involved in the business of real estate advertising and the 
English profi ciency of copywriters in this fi eld

First, the prevalence of English deviations is related to the work structure 
involved in real estate advertising. When a construction company starts a 
construction project, it will commission a real estate advertising agency to 
take charge of all the promotional sales and advertising campaign for the 
project. Unlike other types of advertising agencies commissioned to promote 
general merchandise, where a team of copywriters, including an executive 
creative director, is available, a real estate agency would assign the entire 
advertising project to a duo of a copywriter and a graphic designer. 
 During the campaign, these two professionals take charge of the 
following duties. They need to communicate with the construction company 
and incorporate the company’s ideas of advertising into their promotional 
campaign. Furthermore, they create new advertisements every three 
months before the project is completed, and promote the project in the 
mass media, including TV and radio, newspapers and posters distributed 
with newspapers and in the neighborhood where the construction is 
undertaken. The ultimate goal of these two team members is to boost the 
sales of the advertised property. All the campaign costs are carried by the 
real estate advertising agency alone until most of the units of the advertised 
property are sold. Only then can the agency earn its commission from the 
construction company, based on how many units are sold. 
 Since the copywriter and the graphic designer have to write the body 
copy, produce graphic designs and deal with so many other matters, when 
it comes to employing English mixing in advertisements, they often save 
their labour by using easy-to-read English words, regardless of their accuracy. 
In addition, due to time and budget constraints, they do not turn to any 
professional help for proofreading English expressions. Consequently, 
English wording based on verbatim translations from Chinese sentences 
abounds in real estate advertising texts, especially those produced by small 
low-budget agencies.   
 Apart from the nature of the work, most of the local copywriters lack 
proficiency in English, and the graphic designers are usually even less-
educated overall.17 Therefore, when mistakes occur, these copywriters 
are not even aware of them. On the other hand, some copywriters may 
turn to popular culture for inspiration in their English mixing. They may 
incorporate into their copywriting and graphic design the popular English 
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223 English mixing in residential real estate advertising in Taiwan

usage on the web and English mixing lyrics favoured by the younger 
generation to reflect trendy cultural developments. However, the popular 
English usages they borrow are often ungrammatical.

English mixing primarily serving as a graphic design and mood enhancer

For all the copywriters interviewed, the primary function of English mixing is 
to serve as a graphic design to create a certain ambiance. Since copywriters 
assume that no one reads the advertising text closely, especially the logo, 
what is really written is of no concern to either the copywriter or the graphic 
designer. All they request of themselves is to write something that is easy to 
read, to create the desired effects and socio-psychological impacts.  
 The following case, offered by one copywriter, illustrates how English 
mistakes are generated during the process of copywriting. To create the 
belief that one can live like a millionaire by purchasing the advertised 
property located beside a lake in Southern Taiwan, the copywriter used Your 
Majesty as the English product name. To stress how to approach the state of 
being rich, Come across majesty was produced as the headline. The English 
sub-headline Take a life style up from welfare. It is well you come along like a king 
comes from the verbatim translation of its Chinese counterpart in the text, 
rensheng zhiji, yizhong shenghuo fuongde biaoxian.
 Commenting on her own design, the copywriter stated that, since local 
audiences were being targeted, the English words used in the advertising text 
had to be easy to read and understand. Furthermore, since English mixing 
primarily serves as a graphic design for getting attention and creating a desired 
atmosphere, this copywriter does not need any full English accuracy in her 
graphic usage. For her purposes, English wording is not expected to be decoded 
word for word by the audience, but is mainly used to create an atmosphere. 
 This copywriter further explained that using English mixing facilitated 
the creation of an international fl avour for advertised products. When such 
a value is attached, the unit price of advertised properties can be raised. 
Though many real estate copywriters are not concerned about accuracy 
in their English usage, those in upscale advertising agencies still view it as 
professional to use Standard English, especially when it comes to advertising 
high-end products.

Consumers’ attitudes towards English mistakes in ads

Two studies help to shed some light on the way consumers view English 
deviations in advertising texts. In a survey conducted with 425 participants 
of various socio-economic backgrounds (Hsu 2008), when questioned 

Shinhee_10_ch10.indd   223Shinhee_10_ch10.indd   223 11年10月6日   上午9:4811年10月6日   上午9:48

Administrator
矩形

Administrator
矩形

Administrator
矩形

Administrator
矩形



224 Jia-Ling Hsu

whether they identified any English errors in advertisements, 41.3 percent 
of the participants were unable to identify any mistakes, while 37.7 percent 
identifi ed errors.18 The inability of such a relatively high percentage of the 
participants to identify any mistakes seems to point to the public’s generally 
low proficiency in English. When further asked whether the identification 
of English mistakes may cast any negative impact on these participants’ 
degree of acceptance of advertisements containing errors, 60 per cent of 
the participants stated that English mistakes did not affect their attitudes 
toward these advertisements. This study suggests that, due to the public’s 
low command of English, English deviations in advertisements are generally 
either unidentifi ed or ignored. 
 In another study, Hsu (2006) investigated consumers’ attitudes toward 
seven patterns of English deviations common in advertising. The public 
were found to have a tremendous enthusiasm toward English mixing in 
advertising. However, such enthusiasm was constrained to usage where 
the English vocabulary mixed was simple and easy to read, such as ‘easy 
go’ and ‘Give me high’. When lengthy English text consisting of verbatim 
translation from Chinese was processed, most of the participants failed to 
comprehend it. However, these participants were unaware that the semantic 
failure actually stemmed from the serious lack of grammar involved in the 
survey patterns. Instead, they attributed their failure to their low profi ciency 
in English. Hence, due to their psychological and language barriers, their 
interest in and comprehension of the long texts were inhibited. For a 
detailed analysis of these participants’ attitudes, see Hsu (2006). Both studies 
suggest that the general public favours simple English words and that most 
people are unable to identify, or are unconcerned about, English deviations 
in the advertising text. 
 Likewise, the same consumer attitudes were observed by the copywriter 
who created the product name of Your Majesty. In a marketing survey of 
3000 potential customers interested in the sales project of Your Majesty, the 
majority did not read all the English wording in the advertisements, but 
merely focused on the main headline Come across Majesty for the desired 
psychological effects. In other words, they did not pay attention to the 
English mistakes. 
 What has been described so far seems to suggest that copywriters 
conform to the psychological expectations of consumers by using simple 
English words in the body copy and product names to communicate with 
target audiences while reserving long strings of English expressions mainly 
for the logo, to achieve a graphic purpose.
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225 English mixing in residential real estate advertising in Taiwan

The issue of intelligibility

As far as copywriters are concerned, intelligibility seems to be limited to easy-
to-read English product names and simple vocabulary in the body copy or 
headlines. No intelligibility is expected in long strings of English wording in the 
logo, since copywriters do not expect anyone to read them. On the other hand, 
they are not aware that their English wording is unintelligible to native speakers 
of English, as it actually consists of a word-for-word translation from Chinese. 
 Martin (1998) observes that in French advertising, copywriters write 
English-sounding song lyrics to evoke emotions in French consumers, most 
of whom do not understand English song lyrics. Martin thus concludes that 
advertising can be effective even if the text is not intelligible. 
 Similar to the strategy employed by the French copywriters creating 
the ‘gibberish’ English-sounding song lyrics (Martin 1998: 313), copywriters 
in Taiwan create non-standard English expressions by translating Chinese 
structure word for word into English, regardless of English language 
accuracy. In both cases, the English usage is intelligible to neither local 
consumers nor native speakers of English. Both this study and Martin’s 
research suggest that ‘100% intelligibility is not as important as many would 
assume’ (Martin 1998: 314). 
 In consequence, due to the combined effects of all the factors discussed 
above, deviations from Standard English usage abound in residential real 
estate advertisements in Taiwan. 

Conclusion

Since English is so common nowadays in Taiwan, boosted by its status as an 
international language, English mixing is capitalized on extensively in the 
advertising of residential real estate properties, a business with a very local 
nature. English mixing is employed in accordance with Western architecture 
designs, which dominate the business of residential real estate properties 
in Taiwan. English mixing is used by copywriters to create a variety of 
socio-psychological effects. For high-end products, the mixing of English 
architectural jargon, the English brand names of imported home appliances 
and facilities, and the English names of architects designing the buildings 
combine to represent authenticity, internationalism, professionalism and 
superior quality of the advertised products. Background visuals referring to 
Western cultural themes and landmarks often appear in such ads. 
 By contrast, when it comes to low-end products, English mixing 
symbolizes easy access by the customers to the advertised property and the 
fulfi llment of their dreams. Simple English product names and easy-to-read 
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226 Jia-Ling Hsu

vocabulary are employed. Verbatim translation of English wording based on 
its Chinese structural counterpart occurs frequently. 
 Most important of all, English mixing serves as a decorative graphic 
design, an artistic effect, to create desired atmospheres and convey all the 
intended socio-psychological impacts. Linguistic accuracy thus lies outside 
the concerns of copywriters. Likewise, the audience is not concerned about 
the linguistic deviations in ads. Consequently, English deviations prevail in 
residential real estate advertising in Taiwan. 
 In sum, like its role in French advertising, English in real estate 
advertising in Taiwan functions ‘not only as an attention-getter but also a 
brand image reinforcer, mood enhancer …’ (Martin 1998: 336). Despite 
the diffi culties involved in interviewing copywriters, such interviews provide 
fi rsthand information concerning the motivations behind various copywriting 
styles during the creative process of designing real estate advertisements, 
which in turn sheds light on how real estate advertising, as a component 
of popular culture, reflects the state-of-the-art developmental influence of 
English in Taiwan.
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Notes

1.  The other four copywriters interviewed did not offer the author any of the print 
advertisements they created for reference after the interview sessions. 

2.  One of the copywriters interviewed indicated that the practice of using English 
mixing in residential real estate copywriting dates back to 1997, when copywriters 
in other fi elds started to employ easy-to-read English words in advertising high-
tech products such as cell phones.
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227 English mixing in residential real estate advertising in Taiwan

3.  Prices of properties can vary considerably, depending on where the advertised 
property is located, for example, Taipei, the capital of Taiwan, as opposed to 
rural areas such as Taoyuan. Properties located in Taipei are usually much more 
expensive than those in other areas in Taiwan.

4.  Martin defines a logo as ‘a graphic representation of the company…[that] 
will appear as small icons in the advertisement, sometimes in addition to the 
company name mentioned elsewhere in the text’ (1998: 243).

5.  MRT stands for Mass Rapid Transit. It is Taipei’s subway system.
6.  Some Taiwanese copywriters tend to regard any foreign architects’ names 

spelled with the Roman alphabet as English names, for example, Tadao Ando (a 
Japanese architect) and Hans Hollein (an Austrian architect).

7.  Taiwan is situated in an earthquake-prone area. On 21 September 1999, a 
devastating earthquake occurred, causing a high number of casualties, building 
destruction and property loss. Since then, earthquake-resistant structures have 
been given special emphasis in residential real estate advertising. 

8.  According to Wikipedia (March 2008), ‘Kensington Palace is a royal residence 
set in the Royal Borough of Kensington and Chelsea in London, England. It has 
been a residence of the British Royal Family since the 17th century. Until 1997, 
it was the offi cial residence of the late Diana, Princess of Wales.’

9.  Print ads in newspapers are the primary media used in advertising high-end 
properties located in Taipei. Television commercials are relatively uncommon.

10.  According to the online edition of the China Times on 9 April 2010, Dibao’s 
property value has increased tremendously. The price per square foot was 
up to US$1,792 as of April 2010. According to a China Times online report 
on 29 September 2010, Dibao was ranked as one of the ten most luxurious 
residences in Asia.

11.  All the copywriters interviewed maintain that simple vocabulary was used due to 
the perceived limitation of the general public’s command of English. If English 
usages are diffi cult or lengthy, consumers will fail to understand the meaning of 
these words and consequently the message conveyed in the advertisements. This 
observation is confi rmed by Hsu (2008). 

12.  Words such as lounge and spa are short and easy to read. According to one of 
the copywriters, lounge refers to a room located in the property, where a help-
yourself type of bar is installed and residents can enjoy music and coffee. As in 
the West, this word suggests a sense of elegance in the local context. By contrast, 
spa has acquired a specifi c local meaning. While spa denotes water treatment in 
a hot or mineral spring resort in the West, in advertisements in Taiwan, it simply 
refers to a small pool for water treatment, massage and showers, as one of the 
facilities provided in the property.

13.  In illustrating a Chinese–English mixed phrase in this chapter, to avoid readers’ 
confusion between the Chinese and English spelling, the English words are 
capitalized.

14.  High is an English adjective frequently used in advertising in Taiwan. According 
to two interviewed copywriters, it is not synonymous with the feelings entailed 
by using drugs. It merely represents a feeling of being playful, joyful, happy and 
excited. 

15.  During the Korean War (1950–53), Chinese troops were dispatched to join 
the war. After the war was over, approximately 14,000 Chinese prisoners of war 
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228 Jia-Ling Hsu

requested that they be sent to Taiwan of the Republic of China (Free China), 
rather than the People’s Republic of China (Communist China). They arrived in 
Taiwan on 23 January 1954. To commemorate this special event, 23 January (123) 
was designated by the Taiwanese government as ziyouri, ‘the day of freedom’. 
By referring to this historical event, copywriters use the special date 123 in 
conjunction with ziyoushi (‘gentlemen of freedom, with its meaning extended to 
people of freedom’) as the product name of the advertised property.

16.  These 1265 ads were collected from newspapers, magazines and TV commercials.
17.  Most of the graphic designers in the real estate advertising business graduate 

from Fuxin Trade and Arts School, where students receive a high school-
equivalent education.

18.  The survey sample consists of 425 participants coming from forty-two different 
professions, aged from thirteen to eighty-seven, with levels of education ranging 
from junior middle school to doctoral degree.
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