


Presuppositions in  the Advertisement of New Energy Vehicles: A Pragmatic Study
Abstract: Pragmatic presupposition, as a linguistic mechanism, plays a crucial role in conveying implicit meanings and is widely employed in various types of advertisements. This study examines the use of pragmatic presuppositions in English advertising slogans for new energy vehicles (NEVs), focusing on their frequency distribution and strategic functions. Utilizing a corpus-based approach, this research systematically analyzes a substantial collection of NEV advertising slogans to identify predominant presupposition types and their communicative effects. The findings reveal that belief presuppositions (35%) and state presuppositions (30%) are the most frequently employed, whereas behavior presuppositions (20%) and fact presuppositions (15%) appear less commonly. These variations are interpreted in relation to social background, technological advancements, and consumer psychology. The results suggest that advertisers strategically emphasize environmental consciousness and technological superiority through belief and state presuppositions to capture consumer interest and foster brand identification. This study not only enhances the understanding of pragmatic presuppositions in NEV advertisements but also provides theoretical insights for future advertising design and marketing strategies.
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1.Introduction
With the escalating challenges of global climate change and energy crises, the development of sustainable transportation has become an urgent priority. In response, new energy vehicles (NEVs) have emerged as a key solution, offering environmentally friendly alternatives to traditional fuel-powered vehicles. Governments worldwide have implemented policies and incentives to promote NEV adoption, aiming to reduce carbon emissions and enhance energy efficiency. Concurrently, consumer preferences have shifted towards more sustainable and energy-efficient products, driving increased demand for NEVs.
In this context, advertising plays a crucial role in shaping consumer perceptions and influencing purchasing decisions. Among various linguistic strategies, pragmatic presupposition is widely employed in advertising discourse to implicitly convey product advantages, establish brand credibility, and evoke emotional resonance with consumers. However, while pragmatic presuppositions are extensively used in commercial advertisements, their specific application in NEV advertising slogans remains an underexplored area of study. Existing research has examined presuppositions in general advertising discourse, but few studies have systematically investigated how they function in the context of NEVs, a rapidly evolving industry shaped by technological advancements and shifting environmental concerns.
This study aims to fill this research gap by analyzing the types, frequency distribution, and strategic functions of pragmatic presuppositions in English advertising slogans for NEVs. By adopting a corpus-based approach, this study seeks to uncover how advertisers leverage presuppositions to align with socio-cultural trends and consumer psychology. The findings of this research not only contribute to a deeper understanding of language use in advertising but also provide theoretical insights for future advertising design and marketing strategies in the NEV industry.
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
Research on pragmatic presupposition in new energy vehicle advertising is still in its early stages. While there have been some studies on pragmatic presupposition in automotive advertising, most have concentrated on Chinese advertising language, with relatively limited focus on English-language automotive advertising. However, studies in recent years have provided valuable insights into the role of presupposition in shaping consumer perceptions and advertising effectiveness.
Earlier research indicated that rhetoric and cultural customs are two primary sources of presupposition in automotive advertising. These elements enhance the persuasive power and cultural resonance of advertisements. Guo Jiaojie's quantitative analysis of presupposition elements in car advertising revealed the importance of environmental, technological, and economic implications conveyed through implicit assumptions in automotive advertisements[15]. However, her study primarily focused on traditional vehicles, and there has been a gap in addressing the distinct features of NEV advertising.
The emergence of new energy vehicles, which are characterized by their environmental friendliness and energy efficiency, has prompted further exploration into how advertisements of these vehicles deploy presupposition to highlight their eco-friendly and technological attributes. Li's research, for instance, examined the pragmatic presuppositions in Chinese new energy vehicle advertisements through corpus analysis. Her findings showed that environmental and technological presuppositions are predominant, reflecting the key selling points of these vehicles [16]. This study has been instrumental in understanding the implicit frameworks that guide consumer attitudes toward NEVs, but its focus on Chinese-language advertisements calls for further investigation into cross-cultural or multilingual advertising strategies.
More recent studies have broadened the scope by addressing the role of pragmatic presuppositions in shaping consumer behavior and trust. For example, Wang and Chen conducted an experimental study to explore how pragmatic presuppositions influence consumer trust and cognitive evaluation in the context of NEV advertising. Their study found that presupposition helps establish a sense of reliability and enhances the perceived credibility of the vehicle brands, particularly in relation to the environmental benefits they promote [17]. This study highlights the importance of implicit information in building consumer trust, which is critical in the context of emerging technologies like electric vehicles.
In addition, Zhao's case study on the role of pragmatic presupposition in brand building examined how presupposition contributes to brand identity in the advertising strategies of NEV companies. Zhao argued that presupposition plays a pivotal role in communicating the values of sustainability and innovation, which are central to the branding of new energy vehicles. Her analysis emphasized how presupposition can subtly influence consumer attitudes, not just toward the product, but toward the broader social and environmental message it conveys [18].
To further enhance the understanding of presupposition in NEV advertising, recent studies have extended this line of research by investigating the psychological and cognitive impacts of presuppositional elements. Smith and Brown explored how presupposition affects consumer decision-making processes, suggesting that presuppositions in advertisements serve to create an underlying narrative that consumers unconsciously accept, thereby influencing their purchasing decisions [19]. Such findings are crucial for comprehending how NEV advertisements subtly shape consumer attitudes and behaviors, contributing to a more comprehensive view of how pragmatic presupposition operates in advertising.
Recent literature also highlights the evolving trends in advertising strategies. In the 2020s, there has been an increasing focus on digital and social media platforms, where implicit presuppositions play an even greater role in engaging audiences through targeted messaging. As NEVs become more mainstream, advertisements increasingly rely on subtle presuppositions to reinforce brand loyalty and environmental consciousness in diverse markets[20].
In summary, while earlier studies primarily focused on Chinese-language automotive ads, recent literature has expanded the scope to include the role of pragmatic presupposition in NEV advertising globally. Future research will likely continue to explore the intersections between presupposition, cultural nuances, and the persuasive effects of advertising, offering deeper insights into how advertisements can influence consumer perceptions in the growing NEV market.
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.Research methodology
3.1 Research design
This study employs a mixed-method approach, integrating both quantitative and qualitative analyses to investigate the pragmatic presuppositions in English advertising slogans for new energy vehicles (NEVs). The research aims to classify different types of pragmatic presuppositions, analyze their frequency distribution, and explore their communicative functions in advertising discourse. A corpus-based analysis is applied to ensure systematic data processing and reliable results.
3.2 Research procedure
The study follows a structured procedure, including data selection, classification, analysis, and interpretation:
3.2.1 Data selection
 A total of 120 English advertising slogans related to NEVs were randomly collected from official automobile websites, social media advertisements, print advertisements, and promotional videos. The data were selected from advertisements published between 2020 and 2024, ensuring relevance to contemporary marketing trends.
3.2.2 Categorization
 The collected slogans were classified based on Chen Xinren's pragmatic presupposition framework, which divides presuppositions into four categories:
Fact presupposition: Statements assuming the truth of a proposition (e.g., "The future of driving has arrived").
Belief presupposition: Implicit beliefs or opinions held by advertisers or consumers (e.g., "You deserve a cleaner, smarter ride").
State presupposition: Presupposing an ongoing state or condition (e.g., "Electric cars are reshaping the world").
Behavior presupposition: Implying certain consumer actions or behaviors (e.g., "Make the switch to sustainability today").
3.2.3 Quantitative and qualitative analysis
 A statistical analysis was conducted to examine the frequency distribution of each presupposition type, while a qualitative discourse analysis explored how these presuppositions enhance the persuasiveness and effectiveness of NEV advertising.
3.3 Research participants
As this study focuses on linguistic analysis rather than human subjects, no direct human participants were involved. However, the selected advertising slogans reflect the linguistic strategies used by marketers to influence consumer perception and decision-making.
3.4 Data collection
The data were sourced from publicly available advertising materials from major NEV brands, ensuring diverse representation across different manufacturers and regions. The selection process aimed to capture a broad spectrum of advertising strategies while maintaining a balanced dataset for analysis.
4. 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].
4.1 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.
4.2 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.
4.3 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 highlight their entry into the electric vehicle market but also emphasize their brands' high standards and unique value in 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.
4.4 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.
5. 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.
5.1 Research Findings
This study 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 table:
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.
Based on the analysis of the four types of pragmatic presuppositions in new energy vehicle advertisements, the study has revealed several key findings.
First, belief presuppositions (35%) are the most frequently used type, reflecting the advertising industry's strategic emphasis on environmental consciousness and sustainable development. Advertisers leverage consumers' pre-existing beliefs about environmental protection and future-oriented transportation solutions to create a sense of responsibility and aspiration in their target audience. This finding suggests that belief presuppositions play a crucial role in shaping consumer attitudes and enhancing persuasive effects.
Second, state presuppositions (30%) are also widely employed, primarily to highlight the technological advancements and superior performance of new energy vehicles. The frequent use of state presuppositions indicates that advertisers aim to reinforce the perception that new energy vehicles offer not only sustainability but also innovation and efficiency. This supports the hypothesis that state presuppositions are effective in communicating product attributes and meeting consumer expectations for high-performance vehicles.
Third, behavior presuppositions (20%) appear less frequently, which suggests that advertisers prefer to guide consumer behavior through indirect persuasion rather than relying on established habits. Since new energy vehicles are still gaining market acceptance, advertisers are more inclined to introduce new behavioral norms rather than presuppose existing ones.
Finally, fact presuppositions (15%) are the least common, indicating that advertisers tend to prioritize emotional and ideological appeals over mere factual statements. While factual information such as "zero emissions" is important, it lacks the persuasive impact of belief and state presuppositions, which are more effective in engaging consumers on an emotional and psychological level.
These findings suggest that the strategic use of pragmatic presuppositions in new energy vehicle advertisements is closely linked to social and psychological factors. The predominance of belief and state presuppositions highlights the importance of aligning advertising language with consumers' values and aspirations, ultimately enhancing the effectiveness of marketing campaigns.
5.2 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.
6.Analysis of the pragmatic presupposition functions in English advertisements for new energy vehicles
6.1 Enhancing persuasiveness and subtlety in advertising
Pragmatic presuppositions serve to subtly persuade consumers without overtly promoting the product. As noted earlier, advertisements frequently employ belief presuppositions, such as “Driving towards a greener future,” to connect the vehicle with environmental responsibility. By presupposing consumers' concern for the environment, advertisers tap into an emotional appeal that may resonate with their values, aligning the product with societal concerns such as sustainability.
Research on the role of presupposition in advertising suggests that presupposition provides a more indirect but potent form of persuasion. Carston argues that presuppositions allow advertisers to shape consumer interpretations without explicitly stating claims [21]. This is particularly relevant in the marketing of products like new energy vehicles, where consumers' emotional engagement with social and environmental causes often precedes rational, product-based decision-making.
6.2 Shaping brand image and enhancing brand recognition
Another important function of pragmatic presupposition is its ability to shape brand image. By employing belief and state presuppositions, advertisements do not only emphasize the technological advantages of new energy vehicles but also convey core brand values. For example, the slogan “Our electric vehicles are leading the innovation in the automotive industry” presupposes the brand's technological superiority, presenting it as a leader in the industry.
The relationship between presupposition and brand image can also be linked to semiotic theories. Barthes argues that advertisements operate as a form of “myth-making”-shaping consumer perceptions through implicit meanings rather than direct statements[22]. By relying on presuppositions to construct brand identity, advertisers subtly position their product as part of a larger narrative of innovation, forward-thinking, and environmental responsibility.
6.3 Simplifying information transmission and improving efficiency
Presupposition is also an effective tool for simplifying the transmission of complex information in advertisements. The slogan “Experience the future of driving” employs state presupposition to convey technological innovation and convenience without the need for detailed explanations of the product's features. In this sense, presupposition allows advertisements to function economically by conveying rich, layered meanings in a few words.
The role of presupposition in information efficiency can be connected to Grice's Cooperative Principle, particularly the maxim of Quantity, which suggests that communication should not be too verbose or too sparse[23]. Advertisers use presupposition to provide the right balance of information—sufficient for the consumer to understand the message and engage with the advertisement, but without overwhelming them with excessive detail.
6.4 Evoking emotional resonance and social value recognition
One of the most powerful functions of pragmatic presupposition is its ability to evoke emotional resonance and align with social values. By using belief presuppositions, such as “Join the electric revolution,” advertisements tap into the cultural narrative surrounding environmentalism and technological progress. By positioning new energy vehicles as part of a larger social cause (environmental protection, innovation), presuppositions create a sense of shared values that resonate with consumers on an emotional level.
6.5 Guiding consumer behavior and shaping consumption habits
Pragmatic presupposition helps guide consumer behavior by shaping their perceptions of what is desirable or typical in a given context. For example, the slogan “Enjoy a smooth and quiet ride with our electric vehicles” presupposes that consumers expect such qualities in their ideal driving experience. By embedding these assumptions in the advertisement, marketers guide consumers toward adopting new behavioral patterns,such as driving electric vehicles by normalizing these characteristics.
This phenomenon can be framed within the context of behavioral economics. Thaler and Sunstein propose the concept of nudging, emphasizing the role of subtle cues in influencing consumer decisions[24]. By presupposing a certain ideal behavior, advertisers subtly shape consumer expectations and gradually normalize the idea of electric vehicle usage.
7. Conclusion 
This study investigates the advertising language of new energy vehicles from the perspective of pragmatic presupposition. The findings reveal four types of pragmatic presuppositions frequently employed in new energy vehicle advertisements: fact presupposition, behavior presupposition, belief presupposition, and state presupposition. The frequency distribution of these presuppositions varies, with belief and state presuppositions being the most prevalent. This distribution can be attributed to the nature of advertising discourse, which aims to shape consumer perceptions and reinforce positive associations with new energy vehicles. The analysis further demonstrates that pragmatic presuppositions enhance the persuasive power of advertisements, evoke emotional resonance, and influence consumer decision-making.
This study makes several contributions to both academia and industry. Theoretically, it enriches the understanding of pragmatic presuppositions in advertising discourse by providing empirical data on their distribution and functions. It also offers insights into how linguistic strategies are employed to influence consumer attitudes in the context of sustainable consumption. Practically, the findings provide advertisers with a strategic reference for optimizing the use of pragmatic presuppositions to enhance the effectiveness of promotional campaigns.
However, certain limitations must be acknowledged. First, the study focuses solely on English-language advertisements, which may limit the generalizability of the findings across different linguistic and cultural contexts. Second, the classification of presupposition types, while grounded in established linguistic theories, may require further validation through interdisciplinary approaches, such as cognitive linguistics and consumer psychology. Lastly, the study primarily adopts a qualitative and quantitative content analysis approach, which could be complemented by experimental or eye-tracking studies to examine the real-time effects of presuppositions on consumer behavior.
Future research could expand the scope by incorporating advertisements from diverse cultural and linguistic backgrounds to explore potential cross-cultural variations in pragmatic presupposition usage. Additionally, further studies could employ experimental methodologies to examine the cognitive processing and persuasive impact of different types of presuppositions in advertising. Such research would deepen the understanding of the interplay between language, cognition, and consumer behavior in advertising discourse.
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