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Abstract: Pragmatic presupposition, as a language usage mechanism, can reflect the implicit meaning contained in language, and is therefore widely used in various types of advertisements. This study aims to analyze the pragmatic presuppositions and frequency distribution in English advertising slogans for new energy vehicles, in order to explore the strategic choices of advertisers in conveying product information. Through investigation and analysis of a large number of advertising slogans, it was found that belief presupposition (35%) and state presupposition (30%) dominate, while behavior presupposition (20%) and fact presupposition (15%) are less commonly used. This article explains the reasons for this frequency difference from the perspectives of social background, technological progress, and consumer psychology. The research results indicate that advertisers tend to emphasize environmental concepts and technological advantages through beliefs and state presuppositions, in order to attract consumer attention and identification. This discovery not only helps to understand the current situation of advertising for new energy vehicles, but also provides theoretical reference for future advertising design and marketing strategies.	Comment by Asus Asus: Please pay attention to this abstract again so that it accommodates 1) the Research background, 2) the Research methods and steps, 3) the Results and discussion of the research, 4) the Usefulness of the results of this research, and 5) the Research conclusions.
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1.Introduction
Against the backdrop of increasingly severe global climate change and energy crisis, new energy vehicles are rapidly rising as an environmentally friendly and sustainable means of transportation. Governments of various countries have successively introduced policies to support the development of new energy vehicles, encouraging the public to shift towards green modes of transportation. At the same time, consumers' demand for environmentally friendly and energy-saving products is also constantly increasing. In order to cater to this trend, car manufacturers widely use pragmatic presuppositions in advertisements to effectively convey product advantages and stimulate consumer purchasing desire. Studying the pragmatic presuppositions in English advertising slogans for new energy vehicles can reveal how advertising strategies can adapt to social backgrounds and consumer psychological needs, providing theoretical support for future advertising design and marketing strategies.
2. Literature review
2.1 Pragmatic presupposition and classification
The concept of "presupposition" originated in the field of philosophy and was first proposed by the German philosopher Frege in 1982 [1]. Frege pointed out that any proposition has a "natural presupposition" and uses presuppositions to explain some logical phenomena in semantics[1]. In the 1950s, British philosopher Strawson developed Frege's ideas, stating that "any meaningful statement in a natural sentence can derive a background presupposition, which can be manifested as another statement," thus expanding the concept of presupposition [2]. After the 1960s, presupposition entered the academic field of linguistics and became a research area of semantics.
Pragmatic presupposition refers to the background knowledge or prerequisite assumed by the speaker in verbal communication, which is not directly expressed but crucial for understanding the discourse. Robert Stalnaker was one of the early scholars to propose the concept of "pragmatic presupposition". He explored the concept from the perspectives of semantics and philosophy, which expanded the theoretical perspective of pragmatic presupposition and emphasized its importance in verbal communication[3]. However, this study is highly theoretical and lacks practical application. He believes that presupposition is not a purely semantic concept, but a pragmatic concept that includes semantic elements. Subsequently, Levinson (1983) proposed that pragmatic presupposition is a means of understanding the relationship between the speaker and the sentence. By speculating on pragmatic presupposition, the listener can understand the meaning of the conversation and the speaker's intention[4].
With the continuous deepening of research, many scholars have begun to study the classification of pragmatic presuppositions based on the study of pragmatic presuppositions. Scholars have conducted in-depth research on the classification of pragmatic presuppositions, among which Levinson divided pragmatic presuppositions into potential presuppositions and actual presuppositions[4]. Based on this, Yule further subdivided actual presuppositions into six types: lexical presupposition, existential presupposition, fact presupposition, structural presupposition, non fact presupposition, and counterfact presupposition. Yule defined pragmatic presupposition as the "foundation of pragmatic reasoning" and pointed out that it can be existential, fact, or affective[5]. Domestic scholar Chen Xinren proposed four classifications from the perspective of sociolinguistics: fact presupposition, belief presupposition, state presupposition, and behavior presupposition [6]. Although the differences in analytical perspectives have led scholars to have different opinions on the types of pragmatic presuppositions, various research results have shown that they all share some similarities and differences.
2.2 Research on Pragmatic Presupposition in Advertising Language
In the field of advertising, pragmatic presupposition is particularly widely used, as it conveys product information through implicit means and enhances the persuasiveness of advertising. The pragmatic presupposition in advertising refers to the implicit premises or presuppositions in advertising language, which have an impact on consumer cognition and behavior. Most domestic and foreign scholars have focused on how to enhance the persuasiveness and attractiveness of advertisements through presupposition strategies. Scholars have studied the pragmatic presupposition phenomenon in advertising language from different dimensions.
Geis analyzed the language use in television advertising, particularly the use of pragmatic presuppositions, revealing the potential impact of advertising pragmatic presuppositions on consumers. But the research mainly focuses on television advertising and does not involve other forms of advertising[7]. Myers explored the role of implicit information and pragmatic presuppositions in advertising language, proposing the viewpoint that pragmatic presuppositions in advertising enhance persuasiveness[8].
However, this study mainly focuses on theoretical exploration, with less specific case analysis. Peccei proposed the importance of presupposition in advertising language in his work "Pragmatics", emphasizing the role of presupposition in building persuasiveness in advertising[9]. Chen Xinren analyzed pragmatic presuppositions in advertising language and explored how presuppositions affect consumer attitudes and purchasing behavior[10]. Yuan Jianjun studied the pragmatic presupposition and translation issues in advertising language, providing insights for cross-cultural advertising communication[11]. Bouso demonstrated the widespread application of presupposition in food advertising, particularly in convincing consumers, by studying food advertising[12]. Guo Jiaojie analyzed the presupposition usage frequency and function in car advertising through quantitative and qualitative research, providing data support for understanding advertising strategies[13]. Xu Qiaoyan and Hu Mingzhu  focused on cultural presuppositions in Chinese English automotive advertising slogans, analyzing the application of rhetoric and customs in advertising and their impact on consumer understanding[14]. In summary, different scholars use different methods to study pragmatic presuppositions in different types of advertising language, in order to analyze the impact of pragmatic presuppositions on advertising effectiveness.
2.3 Research on pragmatic presupposition in new energy vehicle advertising
The research on pragmatic presupposition in new energy vehicle advertising is relatively new. There have been previous studies on pragmatic presupposition in automotive advertising language, but most of the research has focused on Chinese advertising language, and there is relatively little research on pragmatic presupposition in English automotive advertising language. Previous studies have shown that rhetoric and customs are two main cultural presuppositions that can enhance the cultural taste and persuasiveness of advertising[14]. Guo Jiaojie's research quantitatively analyzed the usage and functions of presupposition elements in car advertising[13]. New energy vehicles are energy-saving and environmentally friendly vehicles launched in recent years with strong government support. The research on pragmatic presuppositions in new energy vehicle advertising mainly focuses on how advertising conveys environmental, technological, and economic information through implicit premises. Li studied the pragmatic presuppositions in Chinese new energy vehicle advertisements and analyzed the types of pragmatic presuppositions in Chinese new energy vehicle advertisements through a corpus. It was found that environmental and technological presuppositions were the most common types[15]. Wang and Chen conducted an experimental study on the impact of pragmatic presupposition on consumer trust, further exploring the role of pragmatic presupposition in enhancing consumer cognition and trust[16]. Zhao analyzed the role of pragmatic presupposition in brand building through a case study, focusing on the role of pragmatic presupposition in brand building for new energy vehicles[17].
Through reading literature, most studies have focused on the pragmatic presupposition phenomenon in commercial advertisements of different products, while there is relatively little research on the pragmatic presupposition phenomenon in advertising slogans for new energy vehicles. This article intends to randomly select 120 English advertising slogans about new energy vehicles, adopt qualitative and quantitative research methods, classify and analyze them according to different types of pragmatic presuppositions, point out the pragmatic presupposition characteristics of new energy vehicle advertising slogans, and further provide detailed examples to analyze the pragmatic presupposition phenomenon, and then analyze the pragmatic function of new energy vehicle advertising slogans.
3. The mechanism of pragmatic presupposition in advertising language for new energy vehicles
Automobile advertising is an important means for automobile advertisers to conduct product marketing. This article will analyze the practical application of pragmatic presupposition in new energy vehicle advertising marketing and the reasons for the use of various presuppositions, based on the four types of pragmatic presuppositions proposed by Chen Xinren: fact presupposition, belief presupposition, state presupposition, and behavior presupposition[6].
3.1 Fact presupposition
Compared to strong arguments, the truth of a matter is often more convincing. When the speaker presents an indisputable fact in front of the listener, the listener is more inclined to believe it. Therefore, when adding some favorable facts to the advertising slogan, it subconsciously increases consumer trust in the product, providing intangible guarantees for the sales of the product.
Automobile advertisers present certain fact information in their advertisements to influence or even change consumer psychology, prompting them to engage in purchasing behavior. New energy vehicles are energy-saving and environmentally friendly models launched in recent years. At the beginning of entering the market, people are still hesitant and in a wait-and-see state. Advertisers mostly choose to use advertising slogans to describe the product's functions and showcase its characteristics to consumers. Therefore, the application of fact presuppositions in automotive advertising slogans can to some extent dispel consumer concerns.
Example 1: Tesla Model S: The quickest car in the world, with record-setting acceleration, range, and performance.
This slogan presupposes the fact that the Tesla Model S is the world's fastest car, and its acceleration, range, and performance have all reached record levels. This fact presupposition assumes that the target audience will accept these descriptions as true.
By utilizing fact presuppositions, Tesla emphasizes its technological advantages and leading position to enhance the brand's credibility and attractiveness. This presupposition can directly impress high-end consumers who pursue performance and technology, making them trust and interested in the product.
This presupposition provides consumers with a clear and irrefutable fact basis by directly stating the Model S's world record in acceleration, endurance, and overall performance. This way of expression not only conveys the core advantages of the product, but also constructs an authority and trust through the use of words such as "fastest" and "record breaking".
The effect of fact presupposition lies in its directness and clarity, allowing consumers to quickly understand the main selling points of a product without the need for in-depth research. This strategy is particularly suitable for consumers seeking high-performance electric vehicles, who often have clear expectations and needs for speed and endurance. By emphasizing the outstanding performance of Model S in these areas, the advertisement assumes that consumers' expectations for high-performance electric vehicles will be met.
Therefore, the advertising slogan of Tesla Model S effectively conveys the key features of the product through fact presuppositions and establishes a benchmark image for high-performance electric vehicles in the minds of consumers. This strategy not only meets the direct needs of consumers for information, but also cleverly utilizes the market competition environment to enhance the brand's market influence.
Example 2: Fisker Ocean: The world's most sustainable vehicle
Fisker Ocean's advertising slogan "The world's most sustainable vehicle." utilizes fact presupposition, and the effectiveness of this presupposition strategy lies in its direct and strong ability to convey information. By claiming that the Fisker Ocean is "the most sustainable vehicle in the world," the advertisement conveys a clear fact statement that the vehicle has reached a world leading level in terms of sustainability. This statement assumes that Fisker Ocean has significant advantages in environmental protection, energy efficiency, and technological innovation, which are increasingly important aspects for consumers today.
The motivation for using fact presuppositions may be related to several key factors. Firstly, with increasing global attention to environmental issues and climate change, sustainability has become an important issue in the automotive industry. Fisker Ocean directly responded to this market demand through fact presuppositions, strengthening its image as an environmental pioneer. Secondly, fact presuppositions help establish brand authority and trust, and consumers tend to trust brands that can provide clear and verifiable information. In addition, this presupposition also helps distinguish Fisker Ocean from other competing brands, as it provides a unique selling point that sets the product apart from many electric vehicles.
Through this fact presupposition, Fisker Ocean's advertising not only conveys a key feature of its product, but also resonates with consumer values and expectations. This strategy helps to attract consumers seeking environmentally friendly travel solutions, while also establishing a strong positioning for the brand in the market. Overall, Fisker Ocean's advertising effectively emphasizes the sustainability of its products through fact presuppositions, which not only meets market demand but also enhances the brand's attractiveness and competitiveness.
3.2 Belief presupposition
Belief presupposition refers to influencing people's consumption behavior by changing their beliefs, attitudes, or thoughts. Different consumers may have different beliefs, attitudes, and thoughts towards the same product. Generally speaking, differences in beliefs can affect attitudes and thoughts towards the product. Of course, consumer attitudes and ideas will also be influenced by various other factors, such as shopping environment, promotional effectiveness, etc. Therefore, when designing advertisements, advertisers will presupposition consumer beliefs and take relevant measures to influence their attitudes, thereby influencing consumer behavior.
Example 3: Nissan Leaf: Simply Amazing
Example 4: Peugeot e-208: Unboring the future
According to Chen Xinren's classification method, Nissan Leaf's slogan "Simply Amazing" and Peugeot e-208's slogan "Unboring the Future" both belong to belief presupposition. Belief presupposition guides consumers to generate specific cognitive and emotional responses to products by conveying a positive, subjective emotion or attitude. The slogan "Simply Amazing" in Nissan Leaf's advertisement presupposes the outstanding performance and stunning quality of the car model, but does not provide specific fact support. Instead, it stimulates consumer curiosity and longing for the product through concise and powerful expression. This presupposition relies on consumers' trust in the brand and their expectations for the quality behind the advertising slogan, which in turn generates a high level of interest and emotional identification with Nissan Leaf.
Similarly, the advertising slogan "Unboring the future" for the Peugeot e-208 presupposes that the future will become even more exciting with the appearance of this model. This advertising slogan not only conveys the belief that e-208 will bring future change, but also implies its innovation and foresight. This belief presupposition makes consumers feel the brand's innovative spirit and bold outlook for the future, thereby stimulating their interest and sense of identification with the car model. Through this approach, the Peugeot e-208 is not only given an image of breaking conventions and leading trends, but also guides consumers to believe that choosing this car is choosing a more exciting future.
The effect of belief presupposition is to plant a positive image of the brand and product in the minds of consumers, without relying on specific data or facts. This presupposition can quickly establish emotional connections, making consumers have a favorable impression and resonance with the brand. For Nissan Leaf, "Simply Amazing" expresses high praise for the product through concise and powerful language, allowing consumers to feel a strong emotional impact in short sentences. This emotional resonance can stimulate consumers' curiosity and desire to purchase products, thereby enhancing the attractiveness of the brand.
For the Peugeot e-208, "Unboring the future" also presupposes a desirable future through emotional expression. When consumers hear or see this sentence, they unconsciously associate it with innovation, vitality, and change. This presupposition can enhance consumers' favorability towards the brand and stimulate their positive association and purchase intention towards the product. A key motivation for belief presupposition is that it can quickly attract consumer attention and leave a deep impression on them through the transmission of emotions and attitudes in a short period of time.
Overall, Nissan Leaf and Peugeot e-208 not only successfully conveyed the core values and brand spirit of the product through belief presupposition, but also effectively stimulated consumer emotional resonance and purchasing interest. This presupposition strategy relies on consumers' trust in the brand and advertising language, and through concise and powerful language expression, it generates positive emotional reactions and identification among consumers, thereby enhancing the brand's market competitiveness and influence. Through this approach, brands can not only stand out in fiercely competitive markets, but also establish strong brand associations and loyalty in the minds of consumers.
3.3 State presupposition
State presupposition refers to the presupposition of a certain state of people. This type of presupposition mainly includes two forms: one presupposes a less-than-ideal state in the past, and the other presupposes the ideal state people aim to achieve after using the product. Advertisers often use state presupposition in advertisements to resonate with consumers, promising through their product's promotion that it can help consumers reach the desired state. It is this contrast between the state before and after consumption that often strikes a chord with consumers' purchasing psychology, prompting them to make a purchase. Due to the special nature of automobiles, most advertisers tend to use the second type of presupposition.
Example 5: Audi e-tron: Electric has gone Audi.
Example 6: Mercedes-Benz EQC: Electric now has a Mercedes.
Both advertisements convey the integration of the brand with electric vehicle technology through state presupposition, highlighting the brand's new positioning in the electric vehicle sector and its innovative contributions to the market. The effect of using state presupposition is evident: firstly, it successfully combines the brand image with electric technology. Through these slogans, Audi and Mercedes not only indicate their entry into the electric vehicle market but also emphasize the superiority of their brands, communicating to consumers the high standards and unique value of their brands in the field of electric vehicle technology.
Another significant effect of these advertisements employing state presupposition is the enhancement of the brands' modern and innovative images. Traditionally, Audi and Mercedes are renowned for their internal combustion engine technology and luxury cars. Through state presupposition, the advertisements successfully turn the introduction of electric technology into a part of the brand's evolution, showcasing the brands' adaptability and technological leadership in the new era. This presupposition conveys to consumers that, although there are many electric cars on the market, only the electric vehicles from Audi and Mercedes can combine their unique luxury, performance, and reliability, thus setting a benchmark in the high-end electric vehicle market.
The primary motivation for adopting such state presupposition lies in strategically shaping the brand image and gaining market share. With the global emphasis on environmental protection and sustainable development, the electric vehicle market is rapidly expanding, and major car brands are launching electric models to meet market demand. Through this state presupposition, Audi and Mercedes communicate to consumers that they are not only participating in this market shift but also leading it with their brand advantages. This strategy can attract existing customers who already trust and love their brands, as well as potential customers who are interested in electric technology but do not want to compromise on luxury and performance.
Furthermore, this presupposition also plays a role in clear market positioning. By combining electric vehicle technology with their brands, Audi and Mercedes firmly position themselves as leaders in the high-end electric vehicle market. They not only demonstrate their investment and innovation in new technology but also reinforce their image as luxury car and technology pioneers in consumers' minds. This positioning helps distinguish them from other electric vehicle brands and establish their unique status in the highly competitive market.
In summary, the advertisements for Audi e-tron and Mercedes-Benz EQC successfully integrate the brands with electric vehicle technology through state presupposition, shaping a modern and innovative brand image while clearly positioning them in the high-end electric vehicle market. This presupposition not only enhances the brands' attractiveness and competitiveness but also emphasizes their unique luxury and technological advantages, attracting new consumer groups and consolidating their leadership in the market.
3.4 Behavior Presupposition
Behavior presupposition is also common in advertising language. It refers to an presupposition made about consumer behavior and can be divided into three categories: first, it presupposes actions that consumers have already taken in the past. This is similar to the presupposition of an undesirable past state in state presupposition, where past actions, often those that consumers are reluctant to perform or wish to abandon, are highlighted to encourage a change to achieve a more satisfactory state; second, it presupposes actions that consumers need to take at present; third, it presupposes an action that will occur in the future.
Example 7: Hyundai Kona Electric: "Electric when you want it. Gas when you need it."
Example 8: VinFast VF e34: "Drive the change."
According to Chen Xinren's classification method, the advertising slogans of Hyundai Kona Electric, "Electric when you want it. Gas when you need it," and VinFast VF e34, "Drive the change," both belong to behavior presupposition. These advertisements convey the specific behaviors consumers can undertake when using the vehicles and the benefits derived from these behaviors. For Hyundai Kona Electric, its slogan presupposes that consumers can switch between electric and gasoline modes as needed, highlighting the vehicle's flexibility and practicality. This presupposition alleviates consumers' concerns about the range of pure electric vehicles and demonstrates the vehicle's convenience in practical use, attracting environmentally conscious consumers who are also concerned about range issues. Meanwhile, the slogan of VinFast VF e34, "Drive the change," presupposes that driving this car means participating in a transportation revolution and an environmental change. Through this behavior presupposition, VinFast emphasizes the innovation and transformative spirit of its electric vehicle, imparting to consumers a sense of mission in participating in environmental protection and driving change, thereby appealing to consumers with environmental awareness and social responsibility. Overall, these two advertisements effectively convey the advantages and usage scenarios of the products through behavior presupposition, enhancing brand appeal and consumer identification, and promoting market acceptance and purchase intention.
4. Analysis of pragmatic presuppositions in advertising for new energy vehicles
After analysis and the above examples, it is found that all four types of pragmatic presuppositions appear in different advertising slogans. But their frequency of occurrence is not the same. Next, we will mainly use charts to analyze the frequency of various pragmatic presuppositions used in new energy vehicle advertising, and analyze the reasons for the different proportions of various pragmatic presuppositions based on social background.
4.1 Pragmatic presupposition data analysis
This article collected 120 English advertisements about new energy vehicles through various channels, and classified the English advertising language of new energy vehicles based on the four classifications of pragmatic presuppositions proposed by Chen Xinren. The frequency of the occurrence of various pragmatic presuppositions was also calculated, as shown in the figure:
Table 1 : Frequency of the occurrence of various pragmatic presuppositions 
	Type
	Number of occurrences
	Frequency of occurrence

	Fact Presupposition
	18
	15%

	Belief Presupposition
	42
	35%

	State Presupposition
	36
	30%

	Behavior Presupposition
	24
	20%

	Total
	120
	100%


From this, it can be seen that the frequency of using the four types of pragmatic presuppositions in the advertising language of new energy vehicles is: belief presupposition>state presupposition>behavior presupposition>fact presupposition. Among them, the frequency of using belief and state presuppositions is higher, while the frequency of using fact and behavior presuppositions is lower. There is a certain difference in the proportion of the four presupposition types, but the overall difference is not significant.
4.2 Reasons for the different proportions of pragmatic presuppositions
The frequency distribution of pragmatic presuppositions in new energy vehicle advertisements shows significant differences: belief presuppositions (35%), state presuppositions (30%), behavior presuppositions (20%), and fact presuppositions (15%). The reasons behind these frequency differences can be analyzed from the perspectives of social background, consumer psychology, and advertising strategies.
Firstly, from a social background perspective, the highest proportion of belief presuppositions (35%) in advertisements reflects the current societal focus on environmental protection and sustainable development. With the increasing severity of global climate change and environmental pollution, both government and public awareness and emphasis on sustainable development are rising. Advertisers use belief presuppositions to convey the environmental advantages of new energy vehicles, such as "Driving towards a greener future." This type of advertising not only presupposes consumers' recognition of environmental values but also emphasizes that purchasing new energy vehicles is a responsible choice for the future. Such belief presuppositions can stimulate consumers' environmental consciousness and sense of social responsibility, thereby promoting purchasing behavior.
Secondly, the high frequency of state presuppositions (30%) is closely related to technological advancements and consumer demand for high-performance vehicles. Significant progress in battery technology, driving range, and charging speed of new energy vehicles has been made, and advertisers use state presuppositions to highlight these technological advantages. For example, "Experience the power of instant torque and zero emissions" presupposes consumers' expectations for high performance and environmental benefits by describing the vehicle's technical state. State presuppositions can intuitively showcase the superior performance of the product, meet consumers' desire for technological innovation, and enhance purchasing intentions.
In contrast, behavior presuppositions and fact presuppositions have lower usage frequencies, at 20% and 15%, respectively. Behavior presuppositions involve consumers' usage habits and daily behaviors. Such presuppositions are less frequently used in new energy vehicle advertisements, possibly because, as a relatively emerging product, consumers' usage habits for new energy vehicles are not yet fully formed. Advertisers prefer to shape and guide consumers' behavior through belief and state presuppositions rather than relying on existing usage habits. For example, "Join the electric revolution" focuses more on advocating and guiding new behavior patterns rather than describing existing usage habits.
The lowest frequency of fact presuppositions (15%) reflects advertisers' preference for emotional and ideological appeals rather than merely listing facts. Although fact presuppositions such as "Zero tailpipe emissions" are important in environmental promotion, pure fact statements lack emotional resonance and may struggle to stand out in a competitive market. In contrast, belief and state presuppositions allow advertisers to more effectively move consumers emotionally and create resonance, thereby achieving better promotional effects.
In summary, the high frequency use of belief and state presuppositions in new energy vehicle advertisements reflects the current societal emphasis on environmental protection and technological progress, as well as advertisers' strategic choices in emotional and ideological appeals. This presupposition approach not only caters to consumers' psychological needs but also effectively guides market consumption trends. Understanding these frequency differences provides a deeper analysis of the interaction between advertising strategies and social background, offering a theoretical basis for further research.
5. Analysis of the pragmatic presupposition functions in English advertisements for new energy vehicles
In new energy vehicle advertisements, pragmatic presupposition functions as a means of conveying implicit information, playing multiple roles that significantly impact the effectiveness of the advertisement and the decision-making process of consumers. 
Firstly, pragmatic presupposition enhances the persuasive power of advertisements for new energy vehicles. Through presupposition, advertisements can subtly convey the advantages and features of the product without appearing overtly promotional. For example, the advertisement slogan "Driving towards a greener future" presupposes the importance of environmental protection and consumers' concern for it, skillfully linking new energy vehicles to sustainable development and thereby enhancing the advertisement's persuasiveness. When consumers receive this information, they subconsciously acknowledge the environmental value of the product, thereby generating a desire to purchase it.
Secondly, pragmatic presupposition helps shape brand image and enhance brand recognition. Through belief presupposition and state presupposition, advertisements convey not only the technological and performance advantages of the product but also the core values of the brand. For instance, the slogan "Our electric vehicles are leading the innovation in the automotive industry" presupposes the brand's leading position in technological innovation. This presupposition allows consumers to perceive the brand's forward-thinking and technological strength, thus enhancing their recognition and loyalty to the brand.
Additionally, pragmatic presupposition can simplify information transmission and improve the efficiency of advertisement dissemination. Directly stating facts in advertisements may appear lengthy and lack appeal, whereas presupposition can implicitly convey a wealth of information in concise language. For example, the slogan "Experience the future of driving" employs state presupposition to convey the innovation and convenience of future driving to consumers, succinctly and powerfully arousing interest and curiosity in new energy vehicles.
Moreover, pragmatic presupposition can evoke emotional resonance and value recognition among consumers. By using belief presupposition, advertisements can resonate with consumers on social issues or lifestyles, such as environmental protection and technological progress. This resonance strengthens consumers' memory and recognition of the advertisement information, thereby promoting purchasing decisions. For example, "Join the electric revolution" presupposes consumers' recognition of environmental protection and innovation, inspiring their emotional engagement in environmental actions, making them more receptive to the concept and products of new energy vehicles.
Finally, pragmatic presupposition in advertisements also helps guide consumer behavior and habits. Through behavior presupposition, advertisement slogans can subtly influence consumers' travel modes and consumption habits. For instance, the slogan "Enjoy a smooth and quiet ride with our electric vehicles" presupposes consumers' expectation of a quiet and comfortable driving experience, guiding them to gradually accept and get used to using new energy vehicles.
In conclusion, pragmatic presupposition in new energy vehicle advertisements serves multiple functions, such as enhancing persuasiveness, shaping brand image, simplifying information transmission, evoking emotional resonance, and guiding consumer behavior. These functions not only improve the dissemination effect of advertisements but also effectively promote the market acceptance of new energy vehicles. By thoroughly analyzing the functions of pragmatic presupposition, we can better understand the operational mechanisms of advertising strategies, providing valuable references for advertisement creation and brand marketing.
6. conclusion 
This article studies the advertising language of new energy vehicles from the perspective of pragmatic presupposition. There are four types of pragmatic presuppositions in the advertising of new energy vehicles: fact presupposition, behavior presupposition, belief presupposition, and state presupposition. The frequency of use of each type of pragmatic presupposition in the advertising language of new energy vehicles varies, mainly due to the large proportion of belief presupposition and state presupposition. Subsequently, the reasons for this frequency difference were analyzed. The effective application of pragmatic presupposition can enhance persuasiveness, stimulate emotional resonance, and guide consumer behavior. By exploring the application of pragmatic presupposition in new energy vehicle advertising, recommendations can be provided for advertisers to optimize promotional strategies, while providing empirical data on language and social interaction for the academic community, promoting in-depth research in the intersection of pragmatics and marketing.
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