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The Irony of Advertising

RAO Guang-xiang
( College of Literature and Journalism — Sichuan University ~Chengdu 610064  China)

Abstract: Irony is one of the most important rhetorical devices employed in advertising which receives no

systematic discussion yet. This paper focuses on irony in advertising and divides it into two categories: the i—

rony in narrow sense and that in broad sense. The irony in narrow sense is divided into three categories—

double<eading irony antiphrasis and understatement—and is discussed respectively. Then it is proposed that

the irony in broad sense appears as an implied statement that is seemingly irrelevant to the product but conveys

product information of the item advertised. With the employment of irony a piece of advertisement is to estab—

lish unique distance of reading and create powerful tensions in explanation.

Key words: Advertising rhetoric irony rhetorical distance
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