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On Rhetoric Phenomena in Advertising Image
Communication & Its Psychology

WEN Hua, LIU Zubin
(Institute of Languages & Literatures, Jianghan Universityy, Wuhan 430056, Hubei, China)
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Abstract: The arrival of visual culture times has brought about large quantities of ad. images.
The spread of ad. visuals has particular functions and meanings in the spreading activities of ad.
Information. The spread of ad. Visuals carries information with images and conveys them to the
audience through the media images for the purpose of gaining. The results of visual persuasion.
Rhetoric has close connect with language’ s expressive force. The purpose of study on rhetoric
phenomenon is for expressive effect. The spreading of ad. Visuals has its research needs like how
information with images and how to prove expression effect. Thus the rhetoric phenomenon research
has the necessity to expand from the traditional language rhetoric domain to in the advertisement
vision mark rhetoric category. It means the forms of the outer signs which carry rhetorical arts have
transformed and this transformation has important internal relationship with audience’ s psychology
and it make the Ad. Visuals get ideal psychological results.
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