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The moon goes back to the time of Qin, the wall to the time of Han.

And the road our troops are travelling goes back three hundred miles.
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Chapter 1 Introduction

1.1 The Research Topic

This is a study of intertexuality from the perspective of Systemic —
Functional Linguistics ( SFL). It analyzes the relationship between
context and intertextuality, the interaction among different Voices and
the coherence of the discourses involving intertextuality with the print

advertising discourse ( PAD) as the material.

1. 1. 1 The Definition of Intertextuality

In some discourses, it is very easy to identify the traces of other
discourses. Such traces may be realized in the form of speech repre-
sentation, quotation, parody and so on. Discourse [ 1. 1] is such an

example.

Discourse [1.1]
Not all biscuits are created equal
There are biscuits, then there are Creations. A luxurious collec-
tion of Fox’ s finest biscuits smothered in rich dark chocolate, smooth
milk chocolate and creamy white chocolate. Don’t you deserve the best
this Christmas?
(Woman & Home, Dec. 2005)

In this discourse, it is very easy to notice the trace of another dis-
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course. In “Not all biscuits are created equal” , the trace of “all men
are created equal” from Declaration of Independence is easily identifia-
ble. So there are two voices in this discourse: one is from the author of
this discourse, the second one is from Declaration of Independence.

The absorption of one discourse into another one, as illustrated in
the example above, is termed as intertextuality. According to Kristeva
(1980: 66), “each word (text) is an intersection of word ( texts)
where at least one other word (text) can be read. ” According to her,
intertextuality is the relationship between any text and the combination
of knowledge and any signifying practices that endow the given text
with semantic meaning. In this book, the concept is narrowed down to
only cover the co — presence of two or more texts with identifiable forms
in a discourse.

In news reports and literary works, this feature is particularly
striking. The voices other than the author’ s can often be noticed in the
news reports in the forms of direct or indirect speeches. The traces of
previous literary works can often be identified in some literary discour-
ses in terms of themes, plots and language forms. The intertexutality in
the literary genres and news genres has been studied by many scholars ,

which enhanced the development of this theory.

1. 1. 2 Concepts Related to Intertextuality

In discourse [ 1. 1], besides the part composed by the advertiser,
there are traces from The Declaration of Independence. The advertiser’ s
part and such traces are termed as Voice (with the initial “v” capital-
ized) or intertext in this research. Every Voice has its producer and
targeted receivers, who are respectively termed as addresser and ad-
dressees of the Voice in question. For the production of a discourse in-
volving intertextuality, there should be a figure who is responsible for
the selection and arrangement of different Voices. This figure is termed

as the producer of the whole discourse.



