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Abstract

Visual rhetoric is an art-creating technique used to improve works’ visual
representation,in a way of modifying the image and text or adjusting their relationship
in a work . An appropriate use of visual rhetoric make much benefits in making
advertising images more meaningful, clearing the theme ,in order to achieve a better
persuasion. Print PSAs play an important role in modern society which make great
contributions to raise public awareness, guide the social values, spread the spiritual.
However there is still a lot of g print PSAs in everyday life bland and boring as
Unreasonably use of visual rhetoric. Therefore this article is to explore and research
the rules of visual rhetoric in print PSAs though Clearing the visual rhetoric theory in
print advertisements and an empirical analysis of the outstanding print PSAs, finally
provide a reference guide for advertisement creation.

The article is divided into two parts :theoretical research and empirical study .

In the theoretical part, the article further complement the visual rhetoric system in
print PSAs .The classic theory in visual rhetoric theory are analysed theoretically. At
last,provide a more detailed analysis of the visual rhetoric theory frame for print ads .
The theory frame divide advertisement visual rhetoric into five categories:image
rhetoric, Colour rhetoric ,Composition rhetoric style rhetoric and image-verbiage
relation. Then divide each rhetoric into content rhetoric and structure rhetoric.

In empirical study, the article made a content analysis of 150 print PSAs in
Welovead advertising database ,which won international awards in the recent 15
years . The article summarizes the using law of the visual rhetoricin in print PSA .The
research shows : beside external form rhetorical , print PSAs pay more attention to
inner visual rhetoric , the visual rhetoric in print PSAs emphasis on the art of

defamiliarization,emphasis on the real feelings and entral motif .

Key words: Print PSAs Visual Rhetoric Empirical Research



EI3X

LS

.. 10

.

=

SIEEEX R
B FE SNREHELERNSSEAN . ... ..

1

~

12
12
16
26
43

. 23
.. 23

. 38

E—1 S IEEERICERME . ...
BT AREEERERNINEARN. ...

g=



contents
LaNTrOAUCTION 1o st 1
1.1 Research background...........ceeeeeieicciiiieeeee et e e e et 1
1.2 Research purpose and significance .....ccccccoivecciiiieice e, 2
1.3 Research methods and ideas..........cooveviiiiiiniiiiiiic e 2
2.LIterarure REVIEW .....ccoiiiiiiiiiiiiii et 4
2.1 The definition of related coONCEPLS.....ccccvriiiieeiieiieiiiiieee e 4
2.2 Review 0N Visual rThetoriC......cueiiieiiieiciiiiecect e 6
2.2 Review related to visual rhetoric of print PSAS .....cccvcveeeeeeiveicirreeeeeeen, 10

3.Analysis and induction of the theory frame of visual rhetoric in print PSAs ..12
3.1 On the framework of visual rhetoric theory........ccccoecevvveeeeeeeeiecccnnneeenn. 12
3.2Analysis and induction of the framework of visual rhetoric theory....... 15

4.An empirical study on the application of visual rhetoric in print advertising ..23

4.1 RESEAICN PrOCESS .oietiiiieeeeeeeeccttee e e e e e e e eetrere e e s e e e e sanrteeeaeeeessennsreneeas 23
4.2 Research analysis and results ........cceeeeeeieiiciiiieeeec e, 26
CONCIUSION (L s 40
RETEIEICE et 45



B i

F—E &it

C2 O HAE 2 AN AT Bk )5 288 BUARAE S AT B B AR A S A KT
JEMOR R, AR B AT AR H RN L . ARANELS S5 2w &
Flk, REHCOHESMAMKE, ELRIFNARER; S A5,
Rttt nat, FHEAMRKIE, MIMRTHEL#IE R ERBUMEE A m) &
R RIS, BB AATHRIAT Y, stz ol . 2015 48 9 1 1 HIRHE IE
AT (R NRIEMEEE) - DSk rh B b “ B 5. SCR
N EARES), AR TSRO E, (8 T ICHI R . K AL R
AT XSS KA AT e TR G AL G T SR I 442 U (1 RS T
BB KR A R &7 "t — P LB NG MRl T AR & B L
TER)E .
BURAE BHA NP 2 2 RS ESR B 1 98 SRR S, et 11
Nt ) AR E A RISR S, NPT 2 2 ) At SR 2 3R
— 7, A7 BBORII IR 7 A ) S RIHIE ST T, S50k
BALK . SR A R A ) S IARE S A S MR R B, R
MG EAR, N AT W B A S AR S OME . WSt P A et
R AL SRR G 1 ST A2 ) N T P sl 2 —

Mt A e r] LUBRENS B SO 8 u s (e S 21 S & B G S m R il AL
AT, W BRI E RAME S MR RE . HATAE AR Z T T SR M sk = 61
B, RIVER—, EERBTT SRS BA XL BRI, A

o B s AL B R . WHFT T I A ) & AL B R A PR, 45 S e
s A B RE, RSP S E R .

P ) T S B A 2 KT PO R, 51 R Ml A AR

MRBFALN OV E R G B0, Pl am SE AR, &

O (e NRILAE S | I R, 2015.

1



AW BB TS IO ——H: T Welovead | & B R 2 AU SZUE 204

SIS AR, WAE R R e e S AR S ME A S R R BRIk, )P
) S AL AR A AT SRS HE IR, 2T A 2l ) S AR R R ST
T o

BT MRENSEX

AW FCIEE RIS H B 56—, B Er AERE R o A, ok
ST S LSS R o MTHESE, DR S AL AR EE O A SR A n AR B EER B
HEZE; 26—, KPS A i i AR AHE QU F TP i 2 28 35 e (2 # R S IE
WHFC, BEST I AR & LSBT I TR, 55 AU B A s FH AL
WAETE TS, MERE LI RIE A, B9 AR S AL s R By, A S MR
Thag. B, ARSCHEA B0 SE A E A .

() BB T S ALEAB T A B AE 2R 14 70 B VA 48 m] LR R o A2 T 2 1
b Al . ALSEAB T AL A2 — T LA ORI X 2R, XIS, P57
FHEPRE, O T BOVRARI iR &R, 7L T EE RO, ik
E ML A2 TR FU 3R g 7 KBS SRR AL . SR, RIGTTEI SO E RS
B ERIETTRAF, SECHAWTET N BARDK LAV R 2R . JAHE
S VU7 B AR 1 RN, 3 o DA B, SR AT B B SO iE S R B 1R (R I,
WHIC R G55 & T A LS AL s B fe AR+ o s 22

() SERRE X BAFTHa) S e i e, et riman
BRI . M AEREAE) & BAT I IR 24 o ar R, 1
2~ 2 ) B AR — Rk SC B, A th N A v B SR EL . P14 2
J7 S W RIEA DS — IUE 7 L A E AL 3R 52l B2 — TfE ik R AR AIE
2o WIRZAREUEAS A E A IEN, THEAm SRR EEN.
T B oAt — DDA v AR R Btk WF 7 A w2 e RO LA, AMELRE 9P 1) o
AEPRMESE, mEN A AT EE R RS SN E.

BT MRFESEBE

M TR — Rl X B R SO e R I e S & B S 5t R 1 AL

RIS EIEFIL. ik, ZERTFASEE Rl N EAR BRSOk, b fE

2



B i

i PR SCHRBRETEAE A o T2 E R S AB FE (s AU, o 2500t
RHCEAIESBAT 04T, R DAETEIZ I ILRRR . R, EH PR A W
BN ERATI L. 55— J5 T, ALSABTLE BARAE 118 F P A2 AE IR B A
VERE R, DRIIMPE R 45 BRI 5, B N SR PR g AT AN R b, BT
NG TETF-ACLANF A5 P 1H A 28 ) 5 (0 B I8 F R A

(—) WD, EHEPIEE welovead 4Bk 5 VEIEZE A 7E 5T %, BL “°F
AR A SERAER R L iR sk, BENLIE 150 IR 1E MAENREAS, AT
NZ AT, g A DAE T iE s

() DR, BHFAURE N B 15 E A B Tz H AL, ke
MSPT A 53] 55 MR, T AR SEAS T TR AE AR &b 1 s 4TS .

ARG A HE 53 NP IR

F—2, XTEWNAME S ST AT SCERERIA, T E N M S
W, B ARSI 5T S A

B, XTEWAMEE SRS TR IS FEAT M H AN, A Sl — 2
RLEE VLIS BETF 15 AT (R EE R AIE L

=00, B IR S AL SR R RE LI ) TP T A fl ) A
REMI SRR T, A WA IHI A 6 5 WA o 1 £ FH R

HVYA, RASCHAT BES A9, RORAHE TN AR

W

W&



P A S SEAE TS B F——2 T Welovead )™ &5 %5 FE 1 SIIE 23

EBEFE XHGE

P~ 2 IR AE R IT I e 7 R A AN A R RO TOR DL
PRSP 2> 2 ) AL A R AH W FUEAT £33 3 A o DAL LA 0 ) AL E A2
AT 2> 2 ) o AL A2 T P9 3 T 0 ] PAY A B WF S SR AT T R EIX
il B SEAHE T K LA % O AT FE

F—T BXMBIFE

MR FERAEAL ST 5 B0 2 BRI . BRETE S B A (BT 22 R L)
— IR, BRSO (R B3 oA SR, &
VESCREfE, EREUR ISR (L)), PISB SR B aaE A, & 1EiE
R, AERERUR IR EOE FIERE . VMR, WSEAEREBA T B W FEE, Bk
SCE R SEAB TR0 LB T8 BB, R H 2R T2 BOR - | i A To R
BAT SRR ARG, SR RIEACR . B2« B 5 IE R 2T
WA JE T SCRE AR AL i AZ e W 7, B “AEALOE AL F U rp T3R8 5 A1
FBUE T M 7, 3R A D3 G S T IR SR B 3 B A S T o
7T, R R Nk o, 5 QSR SR STl S X BB R Tk T
PR DS T BB A 0 400 3 1 5 010 T 3 1T S LRSS AR A R BV I o e 3R
R, B 7SR Z MG I R AL R IEROR . Rk
RAE CRALE BRI L) — SO R Eie e “ —MUES . BB AEE
LRE TS By, DAL RLSE SR B I N A RR AT 7 ©0 ARSCR A
(R3] SCHIRLE B T i, BIF TR P I 5 e R I AR B 7 5B
A TR A E T KB T ROR .

MBEAETEAET 5 o BRI S AT O 23 A E - ML i@ i X
ARG & TCR N LB, & ST R AR R, R
TSR WA HEE MR, 0 i s BT ge Lk &5 1 i 2
RIBHERGHE, WP IERERZIN S S s &R % M3 71, &%

W

\

O BRHEIEE, BR7 RN, BiEEE B, 2006. 1.

2 Fordeville, Charles.Pictorial Metaphor in Advertising [M].London and New
York:Routledge, 1996. 557.

@ BRI, WAL AEREOTFT. [THAEITTE 2B 24l (B Ak B4R, 2005, 01:47-53.

4



R SRR

1558 BRI R BE « AT 2 A EG , MLt iE T Ae B4 51 5 i He e o0
PG 2 REUR 35 SCR SR A, ANTTIASE S 5 B A% 6 0 W ik 045 31 SE 5 1K R 4%

NS EANGFR A LIRSS 75 PSA (Public Service Advertising BY
Public Service Announcement). [EPR EXFAZEF ANRIE XA Bh#EA AT
GEHAL S IR T AR, REMA RS I BB, SO AT, AT i) R Y 2%
FRBURI T B AR E AR FEE XN A ) S RAA —, B HR.
HEl A2 RAZE@MENE L A SR RS HAERAE 5,
B 7E MBS BB RS 7 AR M A 2 S, (R SR S . A
Kiff, Ari)TE AN AR B AR R A S T SRR S .

ST X ANPR B AR AN 5 A 1023 IS SR AT R T B . °1
SCHFTE S R BN TEZ, WA E, AR K. SE YR SRR b

BT S AR NERSIRE, AT ohs PRI =M
HIVETT T g, W A ETRIZE . JEENRIE AR =38, NIt IMmEE, €8
TENE B, &5k 8. Mg 2R RO FE T S kX
SEREREIR S, ARSI . BRSO E P A 5 )& WA
ACAER N B eGSR g a) R .

S A fE ) A AR FOACF T, R V2 AR IERHE, E
T & BT ETRRMANE R AR, ST ZFHAECE BRI R
S5, BADFEFNZ TR T

P YO AR SRS S B AR L AR RO LT TH
HORAHFE: R EFERA H AN, #EAACK 27 #RiE R,
WL AT G BAE 3% HOEREE MBI, HERNEARAME. A% 5
L AR R R R RIS EEL TR ERNE TR S s
FERCORAR L TH - SKBIRIE (AR S MBRAR) “— o A s & S5l
&R R R 2 4T 5 e P AL s AT o K BB CEAR [ A0 2 BT B IR s e A A, A
)AL S E R NSRRI T BT T E AR S, SRR

TR R ARENL, TIA RS EBCH A% R SRR AR E AL . LA AT
M B REAAL R AR AT () S AT, TR 28 5 A s B i A 28 H VR b

EI

@ &k, Aaa) SRR M A E Rk R A, 1999, 11.
@ f%ffuzﬁ ST AR MDA R 2R e Rk, 2012, 6.

5



AW BB TS IO ——H: T Welovead | & B R 2 AU SZUE 204

RITEAIATE,  H 2 A SCAREEGR SRR T 1] L

W ANWMTHFIRY) BN E EARI AR AT S D
JUEREAT T, WA R EENERENACHEN B HE E. Aw) HE
ARBIWEARRT B H1, Bk 25 02 2058 2 (RS (EE A WBIEZIHLS A1 ES
FEE, A SR A hK, mEd S sz EF S eEE . B
RN AN ERA b, AR 5 QIE nT DURAE 90 B 75 2 14 iy ik
P&, TR 1 B SRR 0 B A A I, AN RER A L KR ARSEE
FRA. UL FT I, AT A QIER KRR A BRI R, EALAST
H BN RE

TREENE T HEXR) PR AR E MRS E SR EE TR

s WA HIEE R, S5 E ., S ERCAE, A — R
&, I EEGIE S RS, B ER s SR TE yEE, ETRE
0 A A 2 BAE F A SO R P T A5 TR IS H T A S B AR )45 g Y
BT B A AT

T 2> o) A T e S I, R g R is OV E B R E

DRI T 5P IR A it ) 5 10 SRE AR B FR 50 50, AW U0 S T A 2 ) 35 IR
B FEAEET X R T o

BT YREFEMREEE

FE AT =, BRI, BT 7. A LB N — R S RIABII A
WS O 2o MBEAE N — 15328, SR E PR 7o B A S AN 2 Sy i3y,
A NE TR BT BT, A “B%” (rhetoric) FEMH]TH
ULAFIL, WHE AR (BREAR) FRIEBE e SO “fER—FH P BRI AT
VU BE S O LR, AT NSRRI, B IR AR %

MR R, HH K SRR R AL X — R R AR TR
FERPES L, fl, REZELBRER LA WEEE IO, Bl T

F

O WHFESw. VB2 m e M S E A RRS: R, 1994, 338.

2 Twentieth— Century Rhetorics and Rhetoricians——Critical Studies and Sources,
edited by Michael G.Moran and Michelle Ballif, London:Greenwood Press,
2000. 11.

6



R SRR

B E SRS & 18 AR I R0, VIR, V05 ¥ IR IE A R
TR A 40 98 BB A 52 Eok . 20 4D 60 94K, VEEEE A R 5e
X A ESCERARERAM D 22« BRp S H S AR AN el « #21EE IR
St “Maiefe”. AEEE T & B A AT, AR R e LR
T HALGE 5 A BRI DB AR € 15 BT T B

Foss. Sonja K AR IX AR R A =F: S—. FENTRILEART
SAEI A 2 th Py BOROB B B f . S, AERATRI H R AR, AT
TR LB LIS 5 30T S IR EOR, RS ERATAEE E B A SE
2 5 AT ORBIR ZI R 20 o Jr ASE B & SC 7 REREAE A (RIS N =24 50
AT SRR IT; 58— ST OR B, M 5 AT A
AL REH TR NMIRBEFER/ L, RN ZERGZ, REHE
A2, FTE NMITH W 256 B B 1A A AR . 2 4EMEA RIS SRR Rl
HEEMFNNIENATRI A bR, 85 SO B8RS 521, 1 BB rI 2 Ee &
KRB AN = TR EMA, FE IO RNITE e R 1 2
XSHOF IRV E Dy — 12 R AT 55T T X, HER T EEHEIT, W2t
— RIS T, ©

IR, VU7 R AERE OB FE O AH RN, 8 K BIAR 2 AN R R BTE 7E 4
Kristie Fleckenstein #LFEINNy “Bir R EMSISL—FI73, — ULk
5 (communication) ARAEMBEE.” WX A5 LGB T FCIZH N — 3K
o

=

&

N
I\l:l

Edward F.Macquarrie F1 David GlendMick MIRFFRAEI™, HEGTRT &
AL T SR B 97V AT DU

v WESIITE . WA IR SR KT 5 R, T N5

s B FLSE TC R AES 5 B, AITT73 45 R R 31 5 52 Ak

ST 4 1 B S e TR LA AOAR DG . 94 HASHIM,  AZIRAHI (2010) *j@id ok

P& L e R AT, SHRE R BRSSO g S E T & ik

\

O BRiZR. It 2g e HAERe 7t (1) [T]. B85 21, 1998, 01:7-10.

(2 Foss, Sonja K, Framing. the Study of Visual Rhetoric:Toward a Transformation of
Rhetorical Theory[A], Defining Visual Rhetorics[C], edited by Charles A.Hil,
Marguerite Helmers. Mahwah, NJ: Lawrence Erlbaum, ¢2004.303.

7



P A S SEAE TS B F——2 T Welovead )™ &5 %5 FE 1 SIIE 23

Pl. Sturart Kaplan J@IdXS JUARKS 4B 1) S MR 00T, WIET “H
(R 3 PR A7 7 AR 2T o R F EUR IS RE S RERIE BIBIR H it ©

T SRENE . SEINER VU T A AR R A K — A5, B2
RIS 5 SO R FEAR G R K 32 B o bl Edell A1 Staelin FEEAF5TEIRI
S K CEITDD X e BR85S A 152 Meyers Levy and
Peracchio M3 ZEXE ™ & i — LeAp g MO8 R 38 IO 1R kAT T A5 10 Miniard
S NG 0 90T 3 B 2 E TH e R 1 PR TR 3 B o) 45 R EAT 485 40 20 B P = 221
AT

= PR E IX AR SR S B AR R i SR . Han
Mickey Al Buhl EIIXHVH Xy & & CHIEME, MWE T —& “T HlbSsnE
A7 (A Meaning Based Model of Advertis—ing Experiences ). °

U\ SCARfRERE . XR—VELRE TR 5% BR85S ROC e, ek
H A TCR AT MBI RA R T, DA R RIS S RS IC R
B ALIAT & PR OME BRI X, LA = FH AR, Ll Childers
1 Houston 7EHBSC R A AR &2 i 540, DARAATS
F—hi%# Heckler SAEIRSC (B 515 10— BOERIT 5 20 i) #0A,
RITE RS MOTEMEIIR G, R R TR, EEMIC A
Edell #1 Staelin "R FEE R, HEA K SAHL, AmER & Reix
THRFRER ARG, WA A EZE . Miniard 88 ATE 1991 FREK
e SCr g, T I 57 AR SC R BN 5577 i T 5% 1 B R R R A 9
HHT R P AERANASE . Edward A David BT SR EL, B E SCF G
B e G G5 AR, S5 A O 0 B R B B k) 3 2
NABIER, T S 35 S0 U B = i T R 51 R AEEUE, A B A I B2
PR R T 2 00T 5 BRI B 70 o AT SR8 P — UOIE 7T i S e R
5 um A LB RS EE s,

[ A AT 2 T 3 AR TR T SR S BRI I, 2B AR

(OSmith, Kenneth L.Handbook of visual Communication:Theory, Methods, and
MedialC]. Jr. Mahwah, NJ, USA:Lawrence Erlbaem Associates, Incorporated, 2004.

@ Mickey & Buhl .A Meaning Based Model of Advertis—ing Experiences . Journal of
Consumer Research, 1992.

8



Degree papers are in the “Xiamen University Electronic Theses and
Dissertations Database”.

Fulltexts are available in the following ways:

1. If your library is a CALIS member libraries, please log on
http://etd.calis.edu.cn/ and submit requests online, or consult the interlibrary
loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn

for delivery details.



