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On the Rhetoric of Diagrammatic Iconicity in Advertising Language

WEN Ling-xia

(Henan University of Science and Technology, Luoyang 471003, China)

Abstract; This study deals primarily with the rhetorical effects of diagrammatic iconicity in advertising

language. The investigation focuses on four aspects: quantity iconicity, sequential iconicity, distance

iconicity and marked iconicity, and their respective rhetorical effects. The purpose of the study is to

enrich the rhetorical studies, and manage to apply the theory of iconicity to the study of communica-

tive function of advertising language as well.

Key words: diagrammatic iconicity ; advertising language ; rhetoric

— EEWENUEFR

G TR 06 37 2 ol SR R i
HEMNEREREZ - EEMN S RUEREN R
“HEIRAAEE P S E S B (45 % L
S LS5 R BT 3 SO Z 1) AEAE W IR A R0 A
LG RAUNE SRR X R R IE A S AT
R U0 — R PR ACR R T8 52 R B 0 TR R
IR AT 5 = 20U - RAUAT Cicon) » BIFHAFC in-
dex) , fRIS4F ( symbol) 2 F fITIA40 H T AH M

Y75 B 9 :2012-03-28

G ANE S B - R 5 G2 (DL L LR 42 ) 1 A o 52
RIS L [E NS X R R AT T
AT FE BE Y AIF 5T

BE&E RALTEDE TSR RN RAUTERY PR BT A
AP E A TARKAR . AE 815
SHE B R SCR B g R AL R R IR
S WA BURRAE B AR TR & 248 00 BT 4R 1 it 4
Ja EEZAFAE T AN B AR F A S A H
LMV E A X TR R R AL Ko E R
TR A = H RS H ATl A
TRABIBETE . T3 5 45 A 6 B T A 8 45 44 114 40

ESWHE 2010 4 J2 ] B B K7 A RHE I G 0 H T 515 5 R R B ST (2010QN0053)
EER N RIS (1976-) . 20 Il B B B 0 g BRB 2 [ BRECE 2 e I L A L WF 5207 1 O A [ 38 55 2 MR IE 5 % .



68 (LIS ST A S R s SN

¥ WGERRERD w31 %

e NN SRR R0 DIE W PP = < (N =)
MCELZ PG T8 UE R AL 1) 5 BEAE 5% 1 G oL 4 B e
(ke A 55 T o At T AS A3 22 DA B 19 s 2 R
FER N - 58 O 5T 0 oK 505 5 ik B
Z AN AR & () Bp s SCRRAR A2 4l A A B A g —
Mot LI 1 B B ORI SE B AE 5 8

ZMEENBEH

WRNER A5 H 5 4510 -5 N 28 50 25 1 ol
SEH AL, Croft ARy« “ 15 & 458 [ Wk 22 56
S5 RIHE S 25 0 A0 45 T 3E A 0 45 T 5 4 0
R MGINEA B R R BN B AR )R
PEARRLE il 52 10 AR 5 28 BE 2 A ) 1 i 42 )2 Tk
UZENE T SDREE - S &= [ N) S PSR (B 8 V)
PEBETE B N2 H R [ AN S A5 0 404
SR R0 32 2 LT DY 2% - S 4 AL )
B0 AU B U T P G AL D U A A 3 R A8 1
JEUO . B G e 1) A R R I
P SCRPRAL 14 — o foe A5 2800 T Be IF BEAE 1 09 b
GG NE ) 5 3 BB B AR S SCHR R AL 19 X
BRI SRR OGRS — R
B RANR LN AL 518 5 RO

S EBEEFANNUELZNEEH

HIE T LA R W S L sl O
M5 ke B SR ILIEF EIBE L. ERh—
FRE BB A 5 18 5 e T e B
L5 PN 2 I8 21 AT RE 9 55 R AR A A R AR BE N
I 1E 55 G2 AR T AR B A B A R A A

LEyERME

B0 G A0 D ) o BE AR P R E AT
SAL TR, B - 15 5 AL B LT R
715 P ME S 1 o R A 2 R B B OE RO
H4E Hiraga "' B R MR 5 2 LB
ZIAER — S IR R R . Wl &3 I
EWIEAY-8'S [ E MY TEUE 3 GNIDE ISP S
MBS ERBAEE LR R E . £ &
B TR RS R R, R AL

KAWL E G BB b SRS TE
JAEQMER R T AT AR ) K R U e
R e LA Y s T A5 T B BT ARG
B, A AR T )T

(1) It keeps going, and going, and go-

ing. ...

An ad for ENERGIZER BATTERIES
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(4)Nice 'n Easy. Cn=and)

——An ad for Grocery Shoppes
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(11> Coke adds life.

(12) Get the feeling.

—— An ad for Coke

An ad for Toyota Automobile
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(13) Not all cars are created equal.

— An ad for Mitsubishi Automobile

(14) To smoke or not to smoke, that is a

question. An ad for a Cigarette
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(16) More Accurate than Einstein’'s Theory

But we must apologize that our Staurer
EMC2 Atomic Watch loses 1 second every 20,
000,000 years. Our scientists are working dili-
gently to correct this problem.. ..

——An ad for Staurer EMC2 Atomic Watch
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