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Implied Author and Brand Image: Based on Text Analysis
Theory and the Perspective of Cognition
JIANG Shi-ping
( School of Literature & Journalism  Sichuan University Chengdu 610064 China)
Abstract: "Implied author" is a literary concept but the concept and the method of text interpretation show
broad explanation space for people It can be extended to other narrative texts each text having an implied
author The implied author also exists in brand text. The brand image is the "implied author" of brand and it

can be divided into "acting author" and " deduced author". At the same time brand community is " implied
reader "of brand not only directly affects the fusion of " agent of author" and " deduced author" but also de—
termines the clarity of brand image.
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