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A Study of Intertextuality in
English Print Advertisements

&%, Introduction

1.1 Purpose of the Research

Intertextuality refers to a kind of relationship that the texts are
interwoven with each other. Intertextuality is a common feature of
all texts. In recent years intertextuality has received extensive study
in the field of literature criticism and proves to be an effective
analytical tool. However, few researches have been done on
intertextuality in the field of applied linguistics such as advertising
despite of its great importance in advertising communication. This
paper is a tentative study to describe and analyze intertextuality in
print advertisements.

On the whole, this paper analyses forms and functions of
various intertextualities in print advertisements. On the basis of
intertextual theory, the paper aims at investigating forms of
intertextuality in the advertising discourse and how intertextual texts

work in the successful adverting communication,
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1.2 Data Collection and Research Methodology

The data used for analysis in this thesis are all print
advertisements. Sixteen English advertisements and several Chinese
advertisements together with their English translation versions are
selected. Criteria for selection are as follows: First, the ads chosen
must typically present an intertextual nature. All ads are intertextual
in nature. However, only those that present the intertextual nature
typically are chosen so as to better reveal operating mechanisms of
intertextuality. Second, ads chosen in the paper are regarded as
successful ones. They either win international ad awards such as
“The One Show”, or are regarded as representative works of the
top-class ad agencies such as DDB. Most of the ads are chosen from
the international ad awards collections, famous ad agency work
collection, vintage ad collections, examples illustrated in English
advertising handbooks, etc.

On the whole; case study is adopted as the major research
method in the paper. Sixteen English print advertisements,
categorized into three types, i. e., specific intertextuality, generic
intertextuality and cultural intertextuality, which are examined from
perspectives of both ad language and illustrations. Generalization
will be made after analysis of each group of examples. Several
Chinese advertisements together with their English versions are

examined in the discussion part.

D,  Literature Review

Since Julia Kristeva coined the term intertextuality in the 1960s,
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its concept has been extensively studied particularly in the field of
literature criticism. This chapter will have a general review of the
- principal theories on intertextuality and examine the relevant studies
on print advertising from the viewpoint of intertextuality. It is
intended to serve as a theoretical basis for the case analysis in the
next chapter.

2.1 Historical Overview of Theories on Intertextuality

In this section, the historical origin and general development of
theories on intertextuality will be introduced briefly.

2.1.1 M. M. Bakhtin: The Social Word and Dialogism

Usually the Russian literary theorist M. M. Bakhtin is regarded
as the originator of the intertextual theory. “Although the term of
intertextuality is not Bakhtin’s, the development of an intertextual
approach to texts analysis was a major theme of his work throughout
his academic career, and was closely linked to other important issues
including his theory of genre. ” (Fairclough 1992: 101)

Even in Bakhtin’s earliest writings, he points to the relative
neglect of the communicative functions of language within
mainstream linguistics, and more specifically to the neglect of ways
in which texts and utterances are shaped by prior texts that they are .
“responding” to, and by subsequent texts that they “ anticipate” .
For Bakhtin, all utterances both spoken and . written, from the
briefest of turns in a conversation to a scientific paper or a novel, are
demarcated by a change of speaker, and are oriented retrospectively
to the utterances of previous speakers and prospectively to the
anticipated utterances of the next speakers. Thus, “each utterance is
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a link in the chain of speech communication.” All utterances are
populated , and indeed constituted, by snatches of others’ utterances,
more or less explicit or complete: “ Our speech... is filled with.
others® words, varying degrees of otherness and varying degrees of
‘ our-own-ness *, varying degrees of awareness and detachment.
These words of others carry with them their own expression, their
own evaluative tone, which we assimilate, rework, and
reaccentuate. ” ( Bakhtin 1986 . 89)

In conclusion, Bakhtin believed that no utterances or work is

independent or “ monumental”.

2.1.2 Julia Kristeva. Dialogism to Intertextuality

In the late 1960s Julia Kristeva coined the term “intertextuality”
in the context of her influential accounts for western audiences of the
work of Bakhtin.

According to Kristeva, intertextuality implies “the insertion of
history (society) into a text and of this text into history. ” (Kristeva
1986. 39) By “the insertion of history into a text” , she means that
the text absorbs and is built out of texts from the past (texts being
the major artifacts that constitute history). By “the insertion of the
text into history ", ‘she means that the text responds to,
reaccentuates, and reworks past texts, and in so doing helps to make
history and contributes to wider processes of change, as well as
anticipates and tries to shape subsequent texts. This inherent
historicity of texts enables them to take on the major role they have
in contemporary society at the leading edge of social and cultural
change. *“ The rapid transformation and destructing of textual
traditions and orders of discourse is a striking contemporary
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phenomenon, which suggests that intertextuality ought to be a major
focus in discourse analysis. ” ( Fairclough 1992, 102)

In the essay Word, Dialogue, Novel, Julia Kristeva referred to
texts in terms of two axes, i.e., horizontal axis and vertical axis.
According to Kristeva, on the one hand there are horizontal
intertextual relations of a “dialogical sort” between a text and those
which precede and follow it in the chain of texts. For example,
speaking turns in a conversation incorporate and respond to turns
which precede them, and anticipate those which follow. On the
other hand, there are vertical intertextual relations between a text and
other texts which constitute its more or less immediate or distant
contexts.

It is significant that Julia Kristeva coined the term,
“intertextuality” , and developed the concept of intertextual relations
based on Bakhtin’s “dialogism”. It was Julia Kristeva that called
people’s attention to the intertextual concept. However, her words
were too difficult to understand for the contemporary literary
professors. It was after her student, Roland Barthes’ further
clarification and explanation that the idea of intertextuality became

more popular among the critics.

2.1.3 Roland Barthes

Since Roland Barthes learned the idea of intertextuality from
Julia Kristeva in a lesson, he had become one of the most active
advocators of this concept. Due to his efforts, the French
encyclopedia added the term of intertextuality, which meant that the
intertextual theory became more popular among the French literary
field.



