59 3 ( ) Vol. 59. No. 3
2006 5 Wuhan University Journal ( Humanity Sciences) May 2006.369 ~ 373

¥ AL AR S 2 ouiR B I B ot

X £ %, i
(KX KF # M5 E#5 1%, 44 XX 430072)

[ | XMN=Z21964), &, HAFHEA RAAFFEHEEHEF R ELE, FENE
A STAAR B SO AT 5 AR AT (1945-), B, I )I| AL A, & WA ¥ 5 E
S5EEFRH% BLAES R TENFENBE. T ES5XHFAR.

[ | JTER MHEENEXNERLR. TETXNHEHE ES T XNE TES
W BT XEHRE P a4 XhBEXN T & THEREREETWEE, ZE
FINRE T XM AL RIS XL, B SEEBRA I —H 5k BE# 5 X
WEFWE R, RESE/RERL TX S ERETTER T EWNEHELR, NA#TE
TxX % TEEHLFHNE ) EEE.

[ | Xt % niEE; A B e E

[ 16210 [ 1A | | 1671-881X(2006)03-0368-05

e g3,

b

. 2006 (V-0R



’ : o369o

? ?
’ ~
.
[19
° H
2
b b ) ~
b b b
’ o
b
.
’ b
¢ 114 ),
’
.
b . .
’ o
.
- .
° v
b
b
b ° .
.
.
’
b
b
© b
4 ’
b
’ b
b
M
b
[13 2 [19 2
b
[13 ” « 2
.
« ”»

U

20

60

\\

(

»



370 ( ) 59
. ;
“« o, “ 370 ”
, 40 ) ,
20 70 “ 30 7,
S X e 2y
). o ’
; ; ;
; ;
s :
; ; ;

b
“Just Do 1t”;
(13 2
R « , follow me” (
b
9
(13 2
’
N ’
b
b b
[43 ” o« 2
, .
’
o b
«
o b

:“Toshiba Toshiba 7, “ 7
[13 2 ), [13 . I’

m loving it”

o b
« 2
Busen”,
.
b
[13 2
. [}
. , .
b
b
b
”» [19 2



3 , ° 371
b °
b b
A b °
b
b ° b
, , ) “Gauloises” ( ) ,
b ~
b °
— N N — ’ °
’ H SO
Fresh kann Joghurt sein ( )e Take that Missipi Box. Da ist Meer drin.
Nordsee. ( 5 o) Enna : Happy
Brot ( )—Day. “ 7 ) “Partea”, “Party” “Tea”
e 289 ), .
o b o
. R
~ o b
[13
b °
E— ’ ° h
2
b b o b
b °
b o b
b o b °
b b b
b °
° b b o
b
3 ”»”
o b b
b
( )s .
43 ”»
b b b b
o b b
b °
b b
[13
b b
A b o

PO 289 )



© 372 - ( ) 59

W29 ),
[ |
[ . [J. > 1999, (D).
[2 . (. 1999 (1D).
[3 [ ]Ernst Hess Luetich(Hrsg). Kultur der Medien—Kulturkonflikte, Westdeutscher Verlag, 1997.
[4 [M]. : ,2003.

( £k THEHKR)

Analysis on Advertisements and intercultural communication
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Abstract: Advertisement is influenced by the culture and it belongs to the intercultural
communication. Because of the characteristic of the culture and the experience of the consumers in
their ow n culture and language, it will be difficult for them to understand the advertisements with
special cultural meanings. In order to realize intercultural communication of advertisements both at
home and abroad, we should cognize the meaning of multiple culture correctly, at the same time the
diversity of cultures in the advertisements. Based on the analy sis on the multi-cultural phenomena in
Chinese advertising as well as some western nations like Germany and Australian, and their efforts for
the intercultural advertisements, this article will explore how the advertisements face the
multicultural-and linguistic society to realize intercultural communication at home.
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