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Abstract: This research examines the dynamic relations between discourse and social change through a corpus-assisted dis—
course study of automobile advertisements in three different periods before and after China’ s entry into WTO. The findings
demonstrate that automobile advertisements show distinct changes in both value appeals and interpersonal relations which re—
flect changes in social environment during these periods.

Key words: automobile advertisements; value appeals; interpersonal relation; critical discourse analysis; corpus-assisted dis—
course analysis
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