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On the Methods of Communication between Advertisement
language and target audience

RUAN Wei
(The Academy of language and literature, Jianghan University, Wuhan 430056, Hubei China)

Biography: RUAN Wei (1964-), female, Associate professor, The Academy of language and

literature, Jianghan University, majoring in advertising communication.

Abstract: Advertising is an art of persuasion. We must communicate with the target audience
effectively to persuade receivers’ minds strongly. We often use the strategy of personal
communication for reference consciously in advertising literary language according to its own features.
This kind of verbal communication experience can help to create a hospitable atmosphere and improve
the communication effect of print advertisement.
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