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The pragmatic identity construction and adaptability of alcohol advertising discourse

Li Changwu
(School of Foreign Languages, Shandong University of Science and Technology, Qingdao, Shandong 266590)

Abstrac: Alcohol advertising often uses verbal means to establish various pragmatic identities, thereby gaining a larger market share.
Based on alcohol advertising videos, the dynamic selection and construction of Chinese liquor brand identity and its dynamic adaptation are

discussed. Through the analysis of the discourse and rhythmic characteristics of wine, this article draws on four different pragmatic identities:

one exists for the market, and the other relies on potential target customers through friends, experts, and consultants.
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