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T HBERS M, “ESME" (vagueness) XAMFERT & AR T “BRitE” (ambiguity ),
AEFERE HESAFAANTER, THESNEENIE S, mEETERE
BN RANZEER B4R £ X (multiple meaning) kR [FEF H X (homonymy)
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[TEREN - EER SRS REERBEAR, AARE A LIAABRNEBHE, B
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SRRBAE A%, 18 X ER S MM AR, TE158 Laes B, Wi B il 174 1 &
LAk,

1. HERAREERNEEEEER KRB P EE LA ERZHESHN,
ENRSEHEE AR mNERRES (BFERS) WBRLE, FRMEES, XLl
PABE AR5 | AR B IE . RAR TN RSN 2 EWmM ARG, (EReREiREr
B, SIEMITABA, Bt (TR BmMaRE, HEmbi I FEFYHEE, BETH
NESCAFEJ % %}i% :

1 “How’ s your coffee?”

“Wonderful. Rich, smooth and bursting with flavor...”

XA WA RIERARE LR T 585 A B EREL.AERE RN
big, small, long, short %X} shHIfE 52 L B A BAwRY, (ERHEMIF LA M.
wonderful, elegant, excellent, enchanting, superb, sensuous, significant, captivating,
mysterious, magic % HEXMFHEHEMAN—FERMESHNME, BOFNIFRERR
HEAMCUE BRI, R, XA R I BE G E N SR A RS £ B X AI1/Y
FTAMEBEFE—ERENEN, XE2FEAARs>HEHEATFEEATAZER B ¥ #EH
WiEiC, BA S, ERSIHREIFREATRNMWEERN, NmErethiastax
2, .

512 Omega always marks significant moments in the Olympics. In the space
program. In significant lives like yours.

[ E NFRR A “significant” X AME A THEH & IR RN BRIz X I %
SR, KETRIMEZERZ|—E 5 BI3H0AT 8 & A& el . (B2 “significant lives” #Y
BAA S RSN, BRRAAMB EERERNKE, EAELRESS B CRBRIIRA
RERAINE R, MBI LARE,

BRI 4 A BRI SR A R S PR g, RBAREIR, £ERIRFER.
LA TR -

513 Famous worldwise gourmet cuisine. Excellent daily specials and mouthwatering
desserts. (BABA’ s Restaurant)

514 Sensuously Smooth. Mysteriously mellow. Gloriously golden. Who can
resist the magic of Camus XO Cognac?

3 Ay “BABA’ s Restaurant” 3tbr b R R —/AN G AR ERE, | EHREH
A MR EBRAAMERTIR, “L5RLNEHFRURAS ANER=RHA", w64
RS & E R, A —RER, AiaREEk. AEF L ERCLHE T EFIIRG,
2 |3 S IR &5 AT o S IR B , BRUABIZERYT 45 % {% “miraculous”, “mysterious”,
“magic” ZRMEBARTENIFACHEIRT,

2. SAFEBENZRABIGRE T HEREPNLEMEALIAEANEESHEHE
FaiaArE, FERREAXHMEIRSHIER. RESIIPREFEARHEEE. Fln:

515 The unique solid wood kitchen. The exclusive pine furniture showroom.

PA EPEAEIRIER &R (RI&E ) RonmarptentE R, SHEmarXREE
BA®A, AT AR IE 5 B &1k B B : The kitchen of unique solid wood. The show—
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room of exclusive furniture of pine.

{HRAEABIRIER & 17 SHETHIE Z HFx R M rTRER S MR, XFhEMIER T Hi%
EHEBIRIEMEEIHE 2B A RE, BA 5| A EsEERm IR E A TREEE,T8) .
HE T

f5l6  The full natural sunshine flavor of tree—fresh Australian fruit.

X B, “sunshine flavor” 4 ANEKAREERA B ARRCHIFEE XL, anRok A s B &1,
HBREE st 23 BmA k% T RGHIEEEER: The flavor which results from expo—
sure to sunshine.

40, Happy—family menusH I8 A& &idth LA SHEMHX R, BRHFHERZ:
Menus which help to make a happy family. ARFHXF&#HIFIEMERTEIEEMY,
CREREEEIERMEAFHEA T, RALREACEZEREST. : “Sun Kiss
Holidays”, “Honda’ s Latest Dream Machines”, “Summer freshness” %%, #3244

R TIER & MR A— R ERETF BB+

=, UBSRRRRT L ERIR N

RIS BB Em R HI RSB, Z2dh TEMNEAHKREXL, ilaH
HELRLL R0, BIN—A B BA e LR BGRFE AW H “than” SRERIEL
BxR, mEmENATHE “of” 3 “in” SIEAHKTERE ., x%hr EHg —FamrRis
FHR. BEUT &

517 Cleaner, whiter, healthier—looking teeth——sexy teeth——that’ s what
you get from New Close- Up Tartar Control Paste.

EF&. BiEA. ERERENTA—MBRITFE, XPRER%SIA, BF4—2E0L
JErHE T EER]: EbH A ETé . EIEA . EERNTF A RMBRATFRR? AR A
Mt EHABRIZE = R AYR? bR L ARLE(E A% — /Y Close - Up T ERIA? B R
LR ERREEARIFHIAN? FLAX BRI =ATEA RS “cleaner”, “whiter” F
“healthier” HIE XERR S MIEY, BABINEGER LRI, R, TSP iRkmSui s
W5 LR AITE :

%18 Johnson’s Baby Powder. Softest, silkiest, purest powder. Made completely
with the finest talcum known to science.

PA B Rl B e R AR AR LRRYTE R, A REHER —), MERME, Khr LR—Fh
Sk AREHRIERE .

HAE—FMEDL, AR LERR IR E R BAREA LRI RFNTEE, B2 ks BB 2&HE
F—tl, EELT “BEHEE" RUEI ERE:

%19 And, thanks to our spectacular new fleet of efficient Airbus Industry. A

300—600Rs, flying you to more islands in widebody comfort than ever before. We have
one of the most modern fleets in the world. And when you’ re on board, you’ 1l

enjoy our untiring commitment to making your trip the best you’ ve ever had.
CA_ BRI 5y Lhr B R HER — VI BeEm B, |3 b BRI i v ) & 1 FR 3R TR
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Frr&ESTRIESRF A, BREAVENESME, BREE EPHBRS,, mFds
RAHMMER, RESIRHTREER LR, EEFARSR, BRFEM.

=, BTGNS EAMRR

A TIERSIAEBRRR, I ERENEAKREENFRONTE, BEFADTF, £
AFHIARER s (B¥EsFfiEA) EAMSRmF. FBSIAAMEREERER, mA
BA—ERESME, eslRiREnpE, RARMANES) D, KR T aXey) &
SCFNAR RLRIRRIERIE «

5110 The Lands’ End cashmere sweater. Soft and silky as the beard of a
Mongolian goat.

FrfEXIE The Lands’ End cashmere sweater is soft and silky as the beard of a
Mongolian goat.

EMNBRAFEKEDHERE, EREEN ERAX BN, X&E AL A Z A
KA, MbrEREGFIEREWATRY ., BIERX AR RERIENE
FIEBERIALELLTRA: 1) AENGTFR— I IEXRENEER, EAA /M ERAEER
4), Bi: Is the Lands’ End cashmere sweater soft and silky as the beard of a
Mongolian goat? WAL AR Z EFAFEM R AIEER AER. 2) SHABRIXRME
K, BigrxRZ2mBAT AR, BRA—ENamtt. BkERXMEWESRE5ER
BERHIRH, A REORE SR E A HREER], BAXFETE X R A5 AR S M,
REFATFERERME, BE—AECEIEF

11 Nimble Bread. Delicious and light as a feather.

BATT LB AL AR R B VER — FHMEEETFER, BNELMr RS . M “bread”
F| “feather” B—APAEGRR. MEARMEIRIE “Nimble Bread is delicious and light as
a feather.” XH:BABNIZRILE ¥ &5 RIHTRAEWIEERI—TIs this really so?

B, HEEEPELGEHRAE

B EEESWEE, F-SAHRNRIERAE HEHPVERN, LTR2ZEEET
X HAE) SRR T & LR W& WA A,

1. “help” XR-NELHIEHMIE, ERE “ABT" HER, HFEAWENH
K. BERELLTT %6

5112 Carry this plaque fighter along to help fight plaque after lunch and
between brushings. Clinical data shows it helps remove plaque. When you can’ t
brush, chew Check-Up Gum.

EAE “help fight plaque” #1 “helps remove plaque” #BZABIBRILRIE, R EH K
FeamE AR, AE “help” EAEMTFHE?

2. “virtally” YU EREBAFRLEL “in fact” HIBHE, EEMER “virtually”, X
LR EWAE, HEXES “almost” ML, Bil4n:
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5113 It’ s virtually free to have our product.

XBEMRBE, “free” IANERARAENHELH, JHES AMUIPER: ARMN™ &2
BBREY, (XA “virtually” HitAF%, FEABIEHASEZHEBAEAN?

3. “fight”, “protect against”, “work against”, “guard against”. .. R EAEE
BAffaRbiN .  “This medicine cures a certain disease.” IPFKTIRWHEDE: “It fights the
disease.” # “It works against the disease.” %, 3L EUL BixXKshialEl =T LA HEEA
BRI ERILE o

4, “can” X LB GE iz A & el filzn.

5114 It can be of significant value to both children and adults.

MEAREDL “It is of significant value...” BFE“It can be of significant value...”
AR 2,

5. “up to” F “as much (many) as...” A I TC i3 R IR 50 VR 15 B B AT 1
B, XERRIERE B ARF RS, BERARX M A S5 IR,  fFiln:

%115 Plumbs Stretch Covers save up to half price.

7116 A car with as much as 20% greater mileage.

A . ERE

A EES—H, JTEREBEOSMERZFEN, XM T HEAR RN
RER, B S SAAR SRR R, —HE, BA)EESHSIEENRE T E
AHRERRFHR, ZHEBHPHEE S RIEVR @R, LR ORTIRE K468, Br
LAMEA—Fhir A &2 R B G RIES , EAT AR —ENEMtE. 5—7m,
IEMEREBRMERR S, T EERSWIES R THRENEARR, SRS
AR 5 | LM TR B L AT s B A —EIRtE, (BRIMEA—FMERETFR, wRizRG
4, XFEWELRMEET AR TESH, RENREDE,

(fEERAL: ERISMESFR)
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