CONTENTS

FHTEE et 1
AADSTTACT ...ttt ettt ettt et h e et et e bt e e e b e eateas 2
Chapter One  INtrodUCHION ........cueieeiiieeiie ettt e e e e eeeereeeenaee s 3
1.1 BACKEIOUNA ...ttt ettt et 3

1.2 Objectives and Significance of StUAY ......c.ccocverviiriieiieriieieeeeee e 4

1.3 Data Collection and Methodology ..........ccceeviiiiiiniiiiieiieeieeeeee e 5

1.4 Structure 0f TRESIS ..c.eevieieiiieieeiese e 5
Chapter Two  Literature REeVIEW .......ccccuvieiiiieiiieeiieeeeeeeee e 7
2.1 Cosmetic Advertising Language ..........c.ceeeerieeriieniienienie et 7

2.2 Previous Studies on Cosmetic AdVertisSements...........c.coecveveerereeneenieneenneenn 9

2.3 Previous Studies on Time Orientation ...........cccecueeveeriiienieeiieenie e 10
Chapter Three  Analysis from the Culture Perspective of Time Orientation........... 14
3.1 Circular and Linear Time Orientation............ceceevueriereriienieneeiesienieeie s 14
3.1.1 Difference between Circular and Linear Time Orientation ................ 14

3.1.2 Circular Time Orientation and Examples of Female Cosmetics
AVEITISEIMENT ...ttt et 15

3.1.3 Linear Time Orientation and Examples of Male Cosmetics
AVEITISEIMENT ...ttt et 16

3.2 Past and Future Time Orientation ............ccoeceeriiiiiienieesiierie e 16
3.2.1 Difference between Past and Future Time Orientation..................... 17

3.2.2 Future Time Orientation and Examples of Female and Male Cosmetics
AAVEITISEIMENL ..ottt ettt et see e 18

3.3 Mono-chronic and Poly-chronic Time Orientation.............cceeeverveecreennrennnen. 19

3.3.1 Difference between Mono-chronic and Poly-chronic Time Orientation

...................................................................................................................... 19
3.3.2 Mono-chronic Time Orientation and Examples of Female Cosmetics
AVEITISEIMENT ...ttt et 20
3.3.3 Poly-chronic Time Orientation and Examples of Male Cosmetics
AVEITISEIMENT ...ttt 21
Chapter Four — ConcClUSION.......cccuiiiiiiiiciieeciee ettt e 22
RETEICIICE. ...ttt e 26

ACKNOWIEAZEMENT.......uiiieiiiieciie e e tae e e aee e e e e 24



MWE

LSRR, A B — AT I B AR, At R E A AT H AR TR i
AR E A . AR PRSI, fetehin ™ & B Th RERE BHRT H AR AR VR SR AR 387 bt
fHE, SHEBHEM M E TR, WAL E, (LBl mAERIEMER. AL
FKHIER, il TREAA Y ORI, T B bR L, A R R TR I
GAE. At ROE A, H AR 2R S oA 2 5 1 TR 0 XU 2

AR SR B H 1) X — ST A 93 Ak 5 2 ) 5 83T 70, M - ARK I 18]
Wl PR~ T TRV HR [ LB B4 1) = 22 [ I T B 03 = A A1 BE SRR SR 55 55 2 flte

TR AE I T8 B )X — IR R ST AR A E TR B 22 57 o ARIE TETE RO SR B S 4 By 05 Wt B
2010 FEARATN 14 2 BARNEN T LAt 5 8. ASCEZE RIS JGEEST, Hik
P it ) 35 TR AU TR 2RI ARRAN B ey I TRV 1), e VEA it VA TR AR
ARAANZ [ TRV o ASHIF FE A — € (SRR 3G, — 5 Al oy BU5 A SRS St i
TR Z AT TR B 2R A, Sy — D5 T AT RAS1 3 R AU 2 S A AT B X AR IR
SIRLERR . ARZRHIES

=

REEIE: VERIZESR, AChdh) T H IR, IR A



Abstract

In recent years, with cosmetics becoming a new consumption hotspot, cosmetics
advertising language has been playing increasingly important role in human life. As a
persuasive genre, with the function of transmitting information of products, cosmetic
advertisements are aimed at the appeal of the targeted audiences to attract potential
consumers’ attention, to induce the purchasing desires, to facilitate consumption and to
gain profits eventually. With the increasing pursuit of beauty in society, cosmetics
consumer groups continue to expand and grow. Both men and women believe that
cosmetics are a symbol of quality life. Cosmetic advertising emerged as the times
require, and with its unique artistic charm has become a beautiful scenery shining
through other advertisements.

This paper adopts the cultural perspective of time orientation to analyze English
male and female cosmetics advertisements, and explores the differences in the context
of English from three perspectives: past and future time orientation, circular and linear
time orientation and mono-chronic and poly-chronic time orientation. The corpus of
this study was collected from 14 representative cosmetics advertisements for men and
women published on NIVEA's official website since 2010. The major findings are as
follows: in English context, male cosmetic advertisements tend to adopt linear, future
and mono-chronic time orientation, while female cosmetic advertisements tend to adopt
circular, future and poly-chronic time orientation. This study is of practical significance.
On one hand, it can provide some enlightenment for future research on gender
differences in English cosmetic advertising language. On the other hand, it can guide
advertisers to create more and better advertisements that attracts attention of men and

women.
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