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An Analysis of Zero Evidential Markers in the Genre
of Advertising Discourse

Chen Jianhong
(College of Foreign Languages, University of Shanghai for Science and Technology, Shanghai 200093, China)

Abstract: Different genres of discourse may have different modes of evidentiality. After an analysis of
100 advertisements collected randomly, this paper concludes that zero evidential markers are used in the
genre of advertising discourse. The use of zero evidential markers can be explained from these three
aspects: cognition, the characteristic of advertising discourse and social aim.  The main functions of the
use of zero evidential markers in advertising discourse are expressing emotions, meanings and
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constructing minimum discourse.

Key words: genre of advertising discourse; cognition; zero evidential marker
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