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Advertising Language: Poetic Illustration in Interpretation

LI Xue —feng LIU Xia
( School of Chinese Language and Literature Shanxi University Taiyuan 030006 China)

Abstract: In advertisement language is the most essential medium that produces and transforms the meaning of mer—

chandise. During the process of its production and promotion one basic structure or trick has been used is poetic il—

lustration the advertising language combined with languages and structures used for poetry. Poetic illustration lies

in the core of advertising language. It endows products with special cultural references which creates aesthetic poet—

ic features for regular consumption and somehow triggers the passion and motivation of the public to pursue a better

life and product consumption. At the same time it also misleads the public’ s interpretation of the real meaning of

consumption.

Key words: advertising language; poetic illustration; poetic features of products
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