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%1 1: Looks like a pump, feels like a sneaker.
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%1 3: You are the emperor today.

(H¥: ARERZEN: &if: SRESTNRETD

R PR E S Ft = AL TP P W N & NTE R s AL R e NTITR S = o P T U 53 R e X7
Z IR 6] 2, AN S R FLE S A3 b, SR A a7 Pl i 3 s
f 5, 2SR EDRSE SO “ASREGE RN« FRORSHE SO GERI I =il )
T ISCER, AE AT HERTH ) 2 15 A AR T SO 5o 25 5 SR ) i, “you” FRAUK
FENRAETE R, “emperor” [T SURAE T WES, AFE “B2a7 AR, AR “2%” re
S FAIN “RBTIRSS 7. BIEARE U G BNXN T, BRI AR A AR A £ B2 4
C8 0 eI E 5 A gt

ol 4: M, Bl ISR -

1 4 52— ANGTIRE ST, %) DR TS SO “ R AR AR AT LR S —
FEBEGIRERH 7o [ 2 —HF, W) SR T BORAS Nl OB S E X, B3 T HAR %
B RE RIS D), H AR AN %), S RIS AER BT 2. XL “4k0 7 AR 2 A
B RG PR AR, 2t PR I S R RO, ER M2 5, RN ORE, SJORRT
“ERWYTT SRR . BHRRIHZT, el ABGERG, ST
MAVAE R 22 2238 v o TXW) 5, 1ETH 225 AT DLAR SRR B AR AN DO AN BT RCR, HATE I
AN i R

LR LDl i SUERErP EEM B TS I B i 2, I SUIBRE TP LU T s (045 1)
WA T, AR R BOIRAS T AT HEARIE ) SR AR, (0 2 XA w2 o R T 3R
W A i UL AL, RISt I T G A L E R AL, 200 2l S L IR AR, AT A 5K
TR At MRS b R A DAL

(D) EERSMATRX HIEPEEFELL

SRETE, M NNRBETER Z —, AT AR RN G 3R il 5 RIE BRI — A BTG . D%
P I EERE RS A X (antithesis) HELL (parallelism). <& (repetition) FIXFE (pun).
Horpr, WOGE ) S il — M BT T, PrEXCR, RIRIERE s S5, (S
i SRR, AT 5 OCHR B PR i), AT A Ae) oS i SCRME R 7 2 XUOAE TS X 41 73 A
T SOBRAMIE E X 22 B it BRSSO, BRI AR T8 1) 22 SCPEARTE: £ T334 1 3 25 i
B ATERIR S S0, P ERAN RIS X, i 5 F 6.

%1 5: From sharp mind, come Sharp products.
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%1 7: Good buy winter! 100% Cotton Knitwear.
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A Contrastive Study of the Rhetoric of English and Chinese
Advertisements from the Perspective of

Zero Level and Deviation

FU Li, ZHAO Xin
(School of International Studies, Harbin Institute of Technology, Harbin, China 150001)

Abstract: The rhetoric strategies of English and Chinese advertisements mainly include semantic rhetoric and
structure rhetoric. The author selects the typical rhetoric, including metaphor and pun, to analyze the
categories and motivations of English and Chinese advertisements rhetoric by virtue of the theory of zero
level and deviation, based upon the typical English and Chinese advertisements. The result shows that the
motivations of such kinds of rhetoric lie in the deviation of the ontology in metaphor and the deviation of
meaning and pronunciation in pun. The conclusion provides further reference on the contrastive study of
English and Chinese advertisements rhetoric, and provides a new perspective for the advertisements
designers.
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