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B =Re S42A 35 ATOIBS Bo) 4UYNY B 43 wlaguol
UeRRe W4 ololeio] A3t 78 S Fske A% 1 BHoR Wtk
Lagerwerf(2007: 1708)= “34% 2] S0l S75io] 250l ojnjegz
B W4 oolel 25l oozt el IR Aolojolat 5
oA A 4 G FARHIEL A ole Al 959 vl
oAl 55 ASEVIE o, 08l ) SUY HNNE Fold etz
ulREe A2 Wt 150 912  F8A EA7IL, 150 § o3
259] 2ol Holgll SHECR: Hol 1 ARIA Fabt o A oo
x| B3 Belsle] AYHIEL Griee(1975)0) 0] AF 0] vigke
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5L wofel] o1 + A% Eb dgroleh tiehs 4

o oJA& oz 7}7<H EH-'J E55 5o
j=h=4 Al

FA|e] : ofolu, KT, motely AF + AR Ex oY, JALT, YA

1. 7k 2
e “BE FEA AT Be O AR AFY H e Zdethe 74
ABNZIPDERE Z YA $-= Sperber and Wilson(1995: 260)9] &g
(principle of relevance) & HIEO 2 5}0], 1) YA Ao] ALgo|A 714 HIHsLA Ut
U= A Qlof7|AIE 7Rl 3RSl ofol2{u(verbal irony)d] AojH /dzs &
H11, 2) 270] shfe] gk EQ “H A (relevance) & 3l O1EA TR =A]
ot 3) olof Gige] 70| YA AoAMEAREY] 0101*}331}7%“*1 ofd Fae
= ZHgoheet Ade shEEA AYETE nieleh: A B2 A=t ofet
At HFPeturt & =gollbE oozt *}ﬁ/‘?@% A %ﬁ]a % guY
|2 a1 (comparative advertisements) <0l SA}5H= ofo]HU LS A Y]
2 BAAEEOEN HGE AIRENY FAE A ofolguzt 929 93 ¢
of AREIHAM ofH Aoz ZEsla QRS BESHA AAlStLA Stk
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ofoleuie] ddojs] B4z} 1Ao] AHgEE 34

ofo]U7} Zk= QXA EAJ3t AH5l0] Winner and Gardner(1993: 429-30)0] w2
, &fr{(metaphor)2} Eh-fr{metonymy) &2 T HFE dof7|MZF0] 1 siAef 3}

Aol 5 7He] 42 T ANE i S A% B) Alolo] EAjeks ot 21
AaHQl A e A0 S TG 4 gl 58S a8t v, ooley
© B4HoR st AR JEoke AutEs B9 EE BES Uehiy] Hzo]
ST e Sujoh o5 Telste &

2 a3k olele olgz ool
L of £ Bho 22 TR HI5E Ael|HSI: 1 dold e Qoln
Aoz tar,

UHHLSR 0 20 e Al T Gulse ) TR
FEL AL 2 ) A AT I, R, B 8 i

U 2Esteial =g w), T A7|7F A 4Rl dis o '6}7%—} Agte &)
3 o)E TRECR EEM?JP g o oPoRUE FARI:. oje} AHs}] T 1A
d& W & oFRIF Al E W i ”“*0}01 i°ﬂ OHKl%ﬂﬁ}h

Mercedes-Benz MaybachE A}A19] H{le ofF0 ] FEE
TS W0l MY s daskLe ofF
¥E s 495 sERL

(1) Wow, fantastic! My son never lets me down, and I am very proud of

him!

()0 5he Sk 231 A419) ofo] AR 9IS Rk it Hepals
70l ofh 1l ofol 7R F2UE IS Loz AR Aok
olom, JaiA o]AL mjL HMFA Q] WAA ofol2{U(irony of sarcastic purpose) &
8] ojjojc}. ok&d (1)% Toke Sk oleh WAz ofojgiy WIS FARES.
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H ofu] FolZ & glo] YrRHY 1 gl dig ARG Aol stere] AME
EFor gyt & 2k ok

SEAJEE ofol2{u 9] Abgol g ARSI F7lo] sfiAut o]Fojx]E AL ofY
t}. Leech(1983), Clark and Gerrig(1984), Kreuz and Glucksberg(1989), Dews,
Kaplan and Winner(1995), Barbe(1995), Culpeper(1996, 2011), Jorgensen(1996), 1g]

O[gH(2002) 552 ofeleuzt Arige] Ad, A, 2e 5& MYMII/ETFS
S 2RO} o, 9] 43, YA, B 52 guiElashl g, AReA,
BUgY AHE A, W2 oolug Fiske 7he sEe S diEkd
oo} ARS]A R 7 (social intimacy)s Z4J517] ol YA o T AMEE BE
MeroMel AL s dukn e oee Hyan oolelirony of
non-sarcastic purpose; genteel irony)7} AF&E oot}

b

(2)(There is a cleaning man who cleans the president’s room; and the
president has fully been gratified with the cleaning man’s sincere service.
One day, when the president bumps into the faithful cleaning man in

front of his office, the president makes an ironic joke as follows):

This room has extremely been clean since you began cleaning it.
Particularly, my table and this floor are glossy and slithery enough for
flies to slide. However, if 1 slide on the floor like a fly and I go to
hospital, you should pay the hospital expenses instead of me.

(o™ 2002: 55, MALS] AR

A (oM O 3RS £oR2E O AR FASH Mu|Ad ois] oj¢ &5t
1, 19 AR ofF 715sH o7 GIRIeE, BoRe W] gAY oxR
yés %1"6}1 ke aﬁow 0}01?—114 ShE A

AFA19] Rmp AZbak= Rulo)
St Zojc}. J2y o] AL Ya
29| tAH(Z victimo|U} target)& EAIS
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SRkt o3t F5e otolus 1 et SEo] o] Rl AdF/AA
= FHEasHA AR Aeske Aol HelA %*i?i opolguete 1 AR
o lojr FedshAl FEE e HlYar ofolHuztal

T opofiye el 7] |Et ohd, 4%
Aolde] st Soflaf= ofgA AE7N? ol @Eroﬂ ok et w
7] el FlEg HA Fars 2] disl dopEtor St WA AUFY 7
oot B & AT ofzfe} it

() Hak TR HATIOIE Bo) WAEE AEASE FAESN O
o 2 Peirln], RAmozE Mso) HAL e
283 ofolclofge] vt Tz3eI AASHE B SlakaEol,

Advertising is the structured and composed non personal communication
of information, usually paid for and usually persuasive in nature, about
products, services and ideas, by identified sponsors, through various mass
media.

(Arens 2008: 7)

Arens(2008)5 MG T2 YAIAFOIEVLE, 9§ EW Wright, Winter and
Zeigler(1982)= £% ‘advertising’} “advertisement’E H|&3H 7fH02 of7]1 QIX]
ol B =RoJME advertising®] ‘promoting activities or the whole of their processes’
£ Yu|sk= WHH, advertisement= ‘an instance of the product or the message of
advertising's 5ok ASE FHESP|Z St d8a B =RolMe AT I
‘advertising’0] ofd, 179 ATEZA Q] ‘advertisement’o]] GHEA Ao]c).
Cook(2001)0] wEH FAF11E DS Hske av|AEdAl of 250] FuF7t
AZshs B4 4F £ AHAS FUslopt sherldf Wt AEHS olfE A
FoEMN IEE slojg FuiRlE AHeIEE M55l olnE A 352 B3R
2 A diZAe] =35 GAtagRolt:. wetA Aol ofoliyrt ALSH
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o 2300] FFHOT 2HREA HEsHs olul G4 PR Aolojort o}
W, ofelet o2 2R YR Faut WAR ool AUBIME
M52 4 gk SIRHE JeFol YA ololelt 538 A%, el

P

1!
LT
oM, M o2 rir
©

9] B95 St Sl et R T ARG 22 PR

oM AESIRE, UFole ‘2%, vld, FE, I 53 22 FAEC o]
2

[

@) AR BAFRoINE AEE £ Qi ABEEY] BR 2%
L- ]7 J()Hj%ﬂ% }\]-EIEE El'olhj J’%% DHo]—ﬂ] U]-EE_ _;L

Sarcasm cannot be used in commercial advertising; the purpose of
sarcasm is negative, whereas commercial advertising has the positive

informational intention of having people buy a product.
(Lagerwerf 2007: 1708)

—

ol ol 9lal Wl AT ofolELZ AT Aol B o
olefLl7t 52 ARG o[4S WA ololefuiels T, RSl T7o] WA
9 majn oot BAH Zelol SolN SHSIR, Y57 AR AYsia

&oA 2gohs HARE Bk
PS

ol

A s 255 Sl 3R 22l )
sJksk(follow-up utterance)Lt ek, w7 S-& Eaf Uehdt o2fst e Av|s)
A ool AAE olE AuiEAL

o

rEl

(5) The owner of this restaurant has decided to go bankrupt!
(A bottle of soju is only 1,000 won!)?)
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HMgols FAE ZaU(o] AP 12 Folal ARHUT) SoflM MAER]
W O FE gEs SPdslar e & = JUIN)E Bl aulAEd] 9 (]
s1of £A1E APdstal 252 sl ¢ I50] g AT

od, M
Jlx

Tk

)
k=)
rg
oZ
N,
4y
frt
30
EE
to
ol

< AeisloRt sForleh et gelel ol4 2 AN, ol 1 a5} A
Age ol R 02 £USS RATPe: A9 Foj Edo] ok, ol
Ao Fe wefeln APgaley o 2 oolel WelE Bo) A0 JEE A
S ol ASH BEE A Bk delish 7MRE Kl Tt £HE)
ol 1w o ERHQ B okl 152 #0l2 FuFY vAKE § o
2 7)ofsi| w7) wgolct

JohH g oF §3Q1 vlagalofis ofolzy AMgal et o3
st ddjz Sofgka7}? ojol| tigh T “Bluwgiie] silo|A = ojz{gh Uy
37h oRte] R FQE PP Aot o3t =9 & EAF 0= Jixls}7] ]
A, HA FERop] 99 SakEo] U Hlagale] tigh AslE AWET|E 3
Wilkie and Farris(1975)0l] w2 8|33 11 (comparative advertising)'= Z119] 4t
= B0l UL FEY T &oh= A FE/AHIAE 2old SR 2SR
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H|aRto 2 APARS] AFFolut MHA7E ARl HojlM Sjold siate] O7E Kot
Frde 2ERREA AASa, oz Bullef £ Fshs “d5A gete 3 ¢
g oujgict.
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Jeu vl digk oo g o] Fokg Aok SAbEnitt Azt A
o2 Helt} o S0} McDougall(1978)2 Wilkie and Farris(1975) ¥rh= Z ¢ &
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=M, o=Fold Aupsold Adie Aohligeza ARHle F4AI7IE Blag
T T 3] FoiAQ BYS Tl A Aoz AR B, xlshE 4
o= E ] Fout WA afo JLE £k e AP =&H7] Aol
o ol A& nsiEH FuFo| AR AR or FYshe FoiA gk B
T OAE QAHOR T 23E0E 76] Atk HA Wkl ofolguzt
ol AAS Fulstet] Exe Eoh o Tel, Ao ZHA ofnl= o
st AR m Aol 2 FYHA T SolA AlERIRT e 2E,
A, 78, vl AR S 22 R YuiE A He WA oplEus

$3 4 gpeln Beimos Jo}— Lagerwerf(zom 1708)] Zs= “yar of
PUs oz AQaclNE ALSEIR S, tqifﬁﬂ?c R 3 £
279 FaoAE doHoR ALE Lk e Aoz 25d Bart 9

H3/Jo] E(Relevance Theory, 0J5} RT) &3l 2JAtAT oA LpER}E ofo]
HYo AFRT} 11 FEIP S FYole dTE K| 27K Sperber and Wilson(1981)&
gT2 5lo] Wilson and Sperber(1992, 2012), Sperber and Wilson(1995),
Curc6(2000), Wilson(2013), Clark(2013), Piskorska(2014), 0]/d#(2002) 5= *3s}
T, AP (relevance)' & AR5k 42 SHEEAREA sl 2L O FolA it
2 =2 iz ofd Aol Qo] AABaL, 5o Hlagael vehts ofol2Y

AFg/79) AR IS S RTS] Sold Bagozs ofe 7ix] A85E 4
obgh Sh= 7129 G E OJES(]E SH Grice(1975), Leech(1983)) thdl Bl
2 (principle of relevance)2hil 8= hLke] Trleh Aldimalz} wlmata Lol ALS/
FHEE ool Aok ol ojRel faek HEE 4 39S ABH A
olct. olF B4l B =B HEHS 1 ofm $3¢) Wl Y HHIHANE o9
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o 43 UE 2T W' US TS RVFASE L84k of 57K o]
o ofefe g 918l The IRl (RTE 9N

Y R1E Ve Anju, sl
slaae] AR AlEg RIS Teglo B4k, 170l ANfake goig &)

ofoleiUlg ThEE 3829 MY ATE

3. 1 Neo—Griceans?| ‘H|XZEA (Inappropriateness)’ 2} of

ol

ofolue} HSH SHEEH AT MZ ABS A Grice(1975)7} otolziye] o
o8 EAE ‘“H9] ZE(Maxim of Quality: Try to make your contribution one that is
o] E2sn 22 o sk deeacln 2 A5 o, ol
HUe RAAH AoALEY HAS olEsio] WAH O T AT HlfE o]
A= QAEof girt.

I Grice(1975)] 0|2 o33t 2 T 7R ABA AFES AU 9l
ok AA, Sfu EE FAIR ofolg|uet 7 Ol A AEE ek Aof7IRIEY]
% Grice(1975)7} 776k ooy o]2& HAPL of2A SAtet s =Ald of

all ot & A A et ERH, Grice(1975)9] ofol2{ujel thet P
ofd Wet Aof AES K711 Ugol= oM 2312 oA ool2Uz sfA0]
T SRS ABsIR] Xtk Grice(1975)9] F A A Aoy} gesiol o

—

=)
~
—

In a downpour) It seems to be raining.

(Sperber and Wilson 1981: 297)
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Sperber and Wilson(1981)0l|A] LR 3780]| 7]%E8}0] (6) AR, (6)ollA &
AHo] deke Ao AEo| AR e ARl E7stal 258 ofoliyz T
oF50HIL}. ol 2 Grice(1975)9] ofofei] 0|20} olell] 4 aoﬁfoﬂ ook o
UHel Bl Hgae He ABS ool AYme] BaERAT
ohdg elmlaict. 23 Grice(1975)2] ool o2& olofzi] QIS H?& o} 7]
A AT AL 518 0] Rl 485 o4, 292 2 74
Qeig Ael BTl AP olzo] B 4= girk
ofolzyo]] Tt Grice(1975)9] FT-& ASslo] olF & o AF=A %
5]& &ol & Attardo(2000)2t Lagerwerf2007) Z+-& Neo-Griceanss 9] ZE°9
Aol 7]%35}9] HEHA]E'] “H]H &g (inappropriateness) & Ofo|HUS E3H3H H]Gof
siMe] S o2 A=t} o] E S0 Lagerwerf(2007: 1705)= “ojd r3}o] 714} 8
AZE O]z} w2} o*oﬂﬁ 7} oAiskA| Uehe ), FRY SRR olite ”‘9} AisiAf el
£ side Feh 29 of ARelM It frH, & £
71et MEAQ Gx s A HA] o= oE sie 7PgE EF’E}I’- R
TR HIEEY AR ofd Walv) opoje{uz AJRAdE] st 2eFE
Aol & & gl thed dE Sl ved:

.‘
rulo

'
E

P

(7) T love children who keep their rooms clean. (Utsumi 2000: 1780)

Utsumi(2000)0] w2, §F ofwu7} R}419) ofFo] W& ofF AlskA olEe 52
AerS UASS uf “This room is totally clean”o]2kal Hol= Al (MAE HsicH
o 7PgdsiE®, 1 oj{ye] wsk= T do not love children who keep their room
clean” T== I love children who keep their rooms messy’E 3F&Es}= 70| opg},
‘I want my son to always keep his room clean’g& §&Edl= ZoJth. 1A
Utsumi(2000)= “ofo]ziy] wrate] Zoj& oJu|(literal meaning)= &ro] opyxl, 19}
ARIEE onjE gt et F6hs Grice(1975)9] ZAsieks 29 (7)o U
st Foix] ule 1 ofmye] A AZat dRJskR|e 2Ao] ‘ool g
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Z(ironic environment)’ol|A] Wa}E|9l7] WRo] o3M3] ofolzUgtn FAst 1™
o ‘ofolz]y &7(ironic environment) & Tt Zo] HoJEch

(®) i) SR 2] AHol ol 7]e) Bzt

il Site] 71e) B 9] Aol Wik (5 Eet @Alkjole] Tzl
wisi)

i) SR AHlo] 7]cket A3t AHAlo] 7

T, B, v AZIGE 22 RAHQ

_4_,

2 4gHolg] Tzlol ol A
wRHEE 2t

-

i) The speaker has a certain expectation E at time t.

i) The speaker’s expectation E fails (i.e., E is incongruous with reality)
at time t;.

iii) The speaker has a negative emotional attitude (e.g., disappointment,
anger, reproach, envy) toward the incongruity between what is
expected and what actually is case.

(Utsumi 2000: 1783)

73} o lﬂ (7)4 H@»— 5'_31]6‘}0:] AL T
RIFo 2 L ]——_,] EHAE gITE H|h
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oo H2S stk 3 S Wt Xol g Fold szt ojoleiuia s
E O 7RSIt 2w, Grice(1975)= oI5 YAE @ wee FoiE oful(iteral
meaning)2} SFRto] Q] Q=% oln|(the speaker’s intended meaning)’$} Z-& ‘THH
(opposite) &} TAZ QISR RTE o] AZ0] Ui’ S AAN| ok Be dial,
ojgo] £Z& AHEY Aol A Exffetrizt 2%9] HgHd(optimal relevance)' &
273571 A3t s Aolld HrHEE SAhell ol ol- o Zat Hedd sfAfo] e
B Aol et a9d W Grice(1975)7} obd RTY| ZsiE 53l ool
Yo sidage ARt Grice(1975)7F WAlS- of2f 7H8] befet digt4ES
(conversational maxims)> F5] BQ7} Glojx|n ‘AgHg olgh= shite] Ao o5
BE A TR JdBEA AT & Aok olAS AHA A/ (explanatory
economy)] FE 7FsA sk Aold, WA E =82 Grice(1975) tHAl Sperber
and Wilson(1981, 1995)¢] ofolgfuje] tjet s wet s Aid Aol the
HoA = RT7F oPol2UE of9A TF=AIE 71| AWK, oS 53 tioks] A
B7Eke FE7|2 Sk

3. 2 Mghdelg](Principle of Relevance)?} ojo|z{L

R
T

3.2.1 ‘HgMd(Relevance)’ o]t B3IE SE5h= 7101717

b

AEdEs thest 22 F /9 B9l deigel 1 o2y ws Fut

Cognitive Principle of Relevance:
Human cognition tends to be geared to the maximisation of relevance.

(Sperber and Wilson 1995: 260)
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B
o,

5$ uAr : ik 2 7l SR04 2

Communicative Principle of Relevance:
Every act of inferential communication communicates a presumption of

its own optimal relevance.
(Sperber and Wilson 1995: 260)

o}&# Sperber and Wilson(1995)& ofd Whr} Hgtskx] ofud ¢ A3leix] o] of
HE gosls Altje QK] @K cognitive effect)’ 9} %12 =3 (processing effort) 0|2}
T 7 Y ME Sl 2Eltal FRR. UXla s ofH Wyt Algske A
H7HD) Y RS Telo] ZFATIAL, 2) ot e ThE AoE wAsHA
U, 3) T G ALY AeAHeS Bol O A 39 AES BEY o 2T
JYBE QX apE Waleh W £o YRS o 2N AHEEE s 42
o] ¥l= MK, thA] DopH ‘wi2ks shol(contextual implication)’S 2ju]gic}, 0|9} %

5}o] Sperber and Wilson(1995)2 thedt 22 F4& mHsh

(11) W] golo] wekzsolh, IASE YA Welo] HASo] He

i B B B = R

A, 732 Aole] ARH AEAgoryEY Fnz Uehdc

Contextual implications are contextual effects: they result from a
crucial interaction between new and old information as premises in a
synthetic implication.

(Sperber and Wilson 1995: 109)

T128]5}e] Sperber and Wilson(1995)2] F42 7]22 3}o] ‘cognitive effect =
contextual implication = contextual effect’2h= 5418 £&S 4= Jth of2g o3t

A3t AEs}0] Sperber and Wilson(1995)= ool 22 7 Uest.



Y] 138 1(Comparative Advertisements)oflA] UER}= ofo]2{Uo] ARRat Ly, 18w AgA 175

(12) Sfekake Aol die Bazxdoln], e &7 25 Ssiti
i} 248 APAE A

We want to argue that having contextual effects is a necessary condition
for relevance, and that other things being equal, the greater the
contextual effects, the greater the relevance.

(Sperber and Wilson 1995: 119)

J2 B2 RToj wf2
37} ol W gZelA = ‘é‘a”“é% A7 Slgh (ot 1 wslyt Fgo] B
915h Zex7oln], o
Zlct.
T 1 wiHe| mi—ba b o K=ol o AAH o]z Qs YApaFe
, 33HQ SRR THsAR FolEt) uHto] Yol Sixpt
71 gl H 01%34%] e HIAARO]IL o33t WIKeE ST AP, &
= o, FAbe gAte) 1 siojet 2k APstaAl o B2
AEwgg Solof 8}3& 1 EEpL gt AR Eoleth dlE 91 Jemyrt 1t
TomO] }41€] %15+ Spikeol Al Jerry7F AYAAL SAl02

(13) a. Jerry is going to serve some British food for tonight’s dinner.
b. Jerry is going to serve some haggis and kidney pie for tonight’s
dinner.
¢. Only one of following statements can be the answer: Jerry is going to
serve some haggis and kidney pie for tonight’s dinner or the right

answer to multiplying 378 by 5 is not 1798.25.
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13yl FAHE B wakso] AVA Tome] Ao dish Z3stA Hwshs 2]

A e AR, (131 (13¢) 2ok (13b)7h 18] E5f dis) 2ok of 2
RIS 7t Tomo] SpikeolAl 13 RS 3 A5t JerryZt HYAAL SA0
2 RE U AWE dotrltks 20)7] o] (13a)E Tome] ZZo] oish
=835 fEAolx Stor, TM @ Akt (13¢)= (13b)sh =gAtoa Zolshn

S22 AX|ENE 7 Lo, H Tomo] (1302 AP o Brt w2S
§ o] SolA wE7] thge] (1302 Syl FolE tigelch RTo| w2dl &
A AR EOE ol o] Bax] 9k Helug SolA BEolM: o ek
ofuislel WA AgeR] 7L AR ke AnE A i Be gl
=B 7190l HR, AR} 30) 1 5 S G8FoR SoeR] 5l 8 4

% 9p] goltk TEimE Mk deke Heleke TRAA HolH ARl Hg
(optimal relevance) & 7P B @ oz 7P 2 AR GHE /IS uf EAY
th

I AL ofd USkE s of, 19 FE2 TS VIO o] Rox]=
712 olgj3t o2l thesluAt RTE: ‘@ A1Ad(manifestness)e] 7Hde] 1 78ke &
‘O1X|A $F7(cognitive environment)’ 0|2k N2 HES Fokskch

ox,

(14) 5 AHS 2700 Fofl Aol 3 7iole] MelHoR B4Y 4
3, % 1 4] Aol IR 02 ApeletL wotEd 4 9)
wlolgt Bl 1 A 1 Aol L AQlolA A1 manifest)o
=

Mo 3o

A fact is manifest to an individual at a given time if and only if he is
capable at that time of representing it mentally and accepting its
representation as true or probably true.

(Sperber and Wilson 1995: 39)
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(15) & 7j01e] QIRIR 873 oppl BAR AIS] Aol

A cognitive environment of an individual is a set of facts that are
manifest to him.

(Sperber and Wilson 1995: 39)

] SHAEE) ol QRIA B0l LT BAREO] oln] FAlsh
G AEE B2, 259 QA S0 TR FHYEHEIE wxe) Yo
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Ndoz Az, & JjAzoR AMdofeta WolEod 4 Sl
9 o}F FR oz 2= NS g7 TolR YAraE A olAEC]
QAUA, RA, B, A 55 Kot ofd Afole od AE0]
fo] ofd & ok Tt of | A, Y, FH, A4 XUt
AEXS AlojojA] ZEL] 01X o2 "ol SR
T BAZE ik oS SH A1BEY Al E e
| B Aoz 4R KT, ofHolE AfololMe Ategz
T2 A9l AR HholEozi,
okzd] RTo| m=w ek XSRE FoxAY s Ao |kks, Ue
AMelagol A 279 A3 24 Foke Gatas BeIxREel o o1 A
giels Aol FHY Hode Foshe AtaT BHREd] st T (e
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3.2.2 RTO| oM £ ofo|2{le] 2% - ‘HolH g + 7HE E
= ¥

RTE: bt 29 2488 w2xoz shispi} 2o an BN WaR
9l ¢lojAlg ojgtal B Grice(1975)9] HI& 7Rske A, A&} ozl 3
H(use/mention distinction)” 123 ‘wlo}A g (echoic mentioning)'d] /HEE &
Hdsto] 1AL AYsh Sperber and Wilson(1981, 1995)2 $JAISE Wilson and
Sperber(1992, 2012), Wilson(2013)} 2 H3H3 & RIA|sh= SHEEARES ofol2jy
9] &7o] “Ar&(use)d] A} Q! ‘A (mention) of2tl FFsH=H], 1 YA
Afo1E Hofsty| ol ofle] oS AmiHAL.

(16) a. I don’t wanna talk about it.

b. Rod Stewart said, “I don’t wanna talk about it”.

(162)] I don’t wanna talk about it SIAF7} AHAl0] AR|Z IEA Wil JAL A
751l e As ARlA defEle ez AHE A whE, (16b)9] AL S}
7h Ak ROJR] ARERE A2 ohth thA] el (16b)9] WZEE Yok SRk
I Ui Soll UidliE shejoll M 27t Qirk RTY AlZolA HxpH ofol2{uE
Welshe Sk ARalo] e Wk Fojdom ARgIshs Ao] ohd, ‘Ui sie A
ofe}. of wj FAkE RRilo] WolEolA] ok tiedide] AUEl/ o d/F, &2
a0l Qe 4 gle Ao ARke wotg e dgrstal e ARsAY
A& DAACRTY /OIS LEH ofolZUFE "*%/\] 7t} w2 RT7H 7
3= opolziyel EAL ‘molgld dF + AR E= U(echoic mentioning +
rejection or dissociation)2 QOFH 4 Ql=d|, o]} Fsle] Sperber and
Wilson(1995: 239)2 “SkR= wjofg]s oz A oA 2HE AHAE £e/o]gA]
712, AHplo] IAE RRISHK] Geths A& Uehditkthe speaker dissociates herself
from the opinion echoed and indicates that she does not hold it herself) 2= ZAs|S
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At & A EhE FojR oz ARSI HaL, ofofRUF o g’ ©
T SRk diskdde] 8 £ ARVEE/A7E $27E MY AAA fEEo

8¢ TP B TA0] Wt SRAFY AUNE PHHOE Fel
=g et ol A9 ololeizt Y KRS B U FAROE 3P
St (1701 AN oS Aoz

(17) (In a supermarket a mother and her five-year-old son with a bad

cavity have a conversation as follows):

Son: (In a pestering tone)
Mommy, I want some ice cream ~ ice cream ~
Mother: (In a very ridiculous face and tone)
Mommy, I want some ice cream ~ ice cream ~
(In a very strict face and tone)
Shut up, you silly boy! Look at your decayed teeth!

Did you forget to go to the dentist in this afternoon?

RT9 HZ& 7[Htog 3lo] (17)9 djgls EAs|HH, ojse “Mommy, [ want
some ice cream ~ ice cream ~'S ‘ARE’SF ZOJRTE MU= AT} 2 TS
AFe Aolk. F 1 omu7} 33k ek xA1 of5o] ek "”9]"— 2ol 7t
ysto] =& 7 OWU} IR olu] 1 omue] i Lol ThA] siAE]o] “Blxt
o ouPE APFEH Aoz Hof gt} aguz ofuf 11 ofwy9] watojn|= G

5] ofgY 1% J4~c $Hs] o Aotk RTe o2fdt @S ‘mERY
(metarepresentation, & ‘EAYY] TAY)oltal 7Hpsl=d], oo ek Sperber(2000:
119-120)9] ARl WEm, (17)014 2L ofmy o] Wak= sig AFe] &= 7Iest
e Aol ofdet a7lo] Yehdle 4 uigel digh (2 oY) BAH #go

o} gl O mARe] Fel] QIE A 3xE (17)014 1 ofu7} gk WakE A3
A "HdH, 2 1 omyzt WA ofol2y ARgE Fdl A9 oF59] KOl

l_.
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I

A BEE PR AE 98¢ Yok B Aol & 1
A}419) obgo] Uise AEstE FYsHA 7hjst, 2) ARilo] 21t
OF5Y % G 1 Wk U] FA(LEE, S o150 (7]
som o S ARelolE) ololATRE B A deh)E dofeldes
(echoic mentioning)s}al, 3) DAL ARSIAY T I 2HE RAlE Ha/olg
NZoEH Y2H opolgUs TARIT

T WA S} eielo] UM AE BEE Ahalsiel TAS ] 2 )
B ofofelt YR % Sk RTo) B2 £5 ejele] S HEE siet)
tgte ofds] ofol2iurt JHE 4 Qlrt. oj2igh At #edsto] thgo] UeE Tom
7} Jerry®] tiskE AuiEAL

(18) Tom: Spike has totally broken your new ultra-modern tablet PC,
running a rig.
Jerry: (in a very sneering face and tone) Wow, wonderful! Spike

always practise what | want.

4 A (18)01A Jerry] W3k (17014 Y= ofmMye] 22k 22| Tome] A
Sagh Fhuleh TR grek ZHEQ molg|d AgE ARAZIA] ¥7] whzel RT
7h R[S ofol2iu9] B3} isio] 11 o] FolM ol e AXH HAlth
T} Sperber and Wilson(1998)2 ZE 39| ofolzfy Ush= g ‘mlotel® A
H(echoic mentioning)’& Exls}= Zojgh= F4H 145, ‘Holg|d AFH(echoic
mentioning)’> EFQ1S] M3} &of Uiale HAHE Egsto], Al A4, 34, ©
&, T ol9jole 1 EePt HEske E/RE FHskE AR 1 WS 9
OS24 ol ZAIE 4BA A At

Sperber and Wilson(1998)2] As|E vigroz (18)o] VeI Jerry?] ¥lE THA]
sjAfalH, 19] Hake Tome] AstE 2gs 0 Ezto] Flulshr|s &x|et, A

A
A9 £480] RrRle AS Fokd A o] Aol glekeh she Al BY

0

Ol

it

==
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B WEe wolaoR AR, TR AL EE TACRYE RS o
BELEA U Skl AR B4E 3 oo 4 et £
‘Spiket= Y S ALBAF L A9 ot BuS PR Celd

S b (19604 Jry7} 98 2k 3100 ey o] 1 4 i 4%
of thek APAIS] R0t A%, A BRI § Yol AEHOE TS o), of
o AHgstel AHlS] BT 3 OBk Glk & 4 9ltk ol Jemy
2 B0} SR 7Pk vlele] AAXE et Spikeot] ARHQ 50l 5

29 RS md] WAl siFe e

4. AT

4.1 BT 20| LEHI opojaiLie] AlgTt 7

BoME RFA =9l ofolz{ye] digt RTY $2& 7|22 ofo] Hlug
o L}E‘r‘* ofol2iy ARG Al ARlES =9 Aolh UM 2% w
] ofol2iU7t ExE UEUA] ohs dubQl Addae] 4%
9 o 7Y HlwFolbE (Bl weh WaF ofoliyy
EP. °l o YaH ofoleUE ARgshs SAKE FuF)Y Y=t F
]%51% gEolU Mulavt 7 e

golds %7—3‘3}7%—} Zohfd oz 2 QI3 hatol9]
fr, BHE ojx] Z5adt 55
| Sperber and Wilson 1995)¢] 730l wh2™ 2% 9] XgHd
= RRalo] ARl Atz omrt ofgA ot o avpE e
7hE @ ARt o AH1S) wiAIX] Ao Ho} o aabEojzta
Al RF=-E(ostensive stimuli, oS £ 03], 3, AAZH S5} 22
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etz Zogebet. ofefet ol Butsluxi vlay

A Wb} oh, ofolef) watA RIS} S of
A1 AAASIIA R Bl oY B} et & 256 Kl o
; B4% AAA AFE AR Aolrl, 0|3
2 ok AuRE)E RS0 0 AR g
% 4 Gl Sle At RISl 43 AXIR O BEE 4 gt X

a3 st ’i}x}ﬂ © E?} HF— ﬂJr s 04711\1 "W*- SRE AR 01171] S

4.2 Burger King®| H|@Z1 40| LIELH: ofofziLio] AMgHt
23

(=T IR e

(= 1) {7 (Burger King)Q| H|wZ& 1 (UK and USA)4
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<18 1> McDonald’s Hamburger CompanyE AAe}= WfATEQ Ronald
McDonald7} 1 7ZAK] Burger King @HA ulidol M A HEMHRE F&
} e ARG HojZEr) 9Z il ofF R “It just tastes better2h= 3
2700] Uist 97 sk, FolE WFE GoR A ol wlx) e, 19
E] 141\1}—.*4 AH|AFES McDonald’s9} Burger King®] 3IHAZ tEEE JAE F
E GARIN M2 xFoHAl BAska e 2ol 7I9EYS ofn] &AL gick 1M
71 ofeliet 22 AP0l AB[RRE0] &3 QIXIF S0l 1 FiEelA &
A]A (manifest)o] T}

10

111

l>

Ol

1) McDonald’s®} Burger Kinge SjAE FT AA0A ARJslar §le gho]
H 714 E0H,

2) Burger Kinge AAF 3¢ $41& McDonald’s] 177} H] o= H]al
FIL ARIZES HEUSIT

Do <1Y 1 Foke AuRES o] Burger Kingol oish ARE wlmgn
NEZE 59 sfidls oA =, ofnl < 1>0] AASkE AgEE AHAE
o] ojn| ¢l Y= ILAH(Z ‘McDonald’s2} Burger King2 PPAE FT 0471101]*1 %
ARt 270l Q) TS o eI olg ol SREHE HRaU} £
c}.

o[2fgk QXA FEIFE AM AHAES <IY 1>0] 1 off AojEQl ofo]z]

Y weg Fgdez Edal QUIE ololi(golE 2T Romld
McDonald %A% Burger King®] SIHAE Al Hth)E HABAI7]A, oA
ol 93 o= HAX|(Z ‘Burger King®] i A%E Ronald McDonald Z=XFE
oA A He AR W) SelFoE FEslY Qlas Yokt o B
3 ‘McDonald’sS AASH= DFATEQl Ronald McDonald TpRE O ZBRJARI

Burger King®] $HAE A} Btk 22 ok AH[RRE0] 21 9l dukE<l
T AA(F Xehe Al *Yohs ABre 23 22 YAl Rl 7

g

ol

rlo

_|_4

78
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k= 2ol YRS Aol AMBIAE ol83IR] Feth)E AAEE ofolUZ of
AR 4 9lt}. a8d 92 sl o} RITA AAE Fa 24 “It just tastes
better”= It (= Burger King) just tastes better (than McDonald’s)2 AB|A}E9] F£2
of oJgt ouRFE B3l Aol 7Hslm, o]Ao] B2 Ronald McDonald ZEAH:
McDonald’s9] 37 thAl Burger King®] 17& AdislA gtles O]OE}J—'_ 24
itk ool G McDonald’s®} Burger King 9FAFS] TAIS ¢l ABH|RREO]
2 FE A FAE A g &of 55k £Ho] Ronald M Donald‘?:l—% il
S Elof QlaL, aAo] vtz FuFe] ofs) rH AdS & 4 AT, 2 3
7} Ronald McDonald®] WS HOZA| oy HoulkS Hojxl o]gl 13 ol
SA AR BE AF 7] WA BAS wHoH welEAk: Fare Ao

rir

rulo

$5] <12 1olN Uit A2 ojoleig wajalu, oA
T5E 2H]A50] D Qe BAR Aot B4, THTECE
S0 Xk AS ool ARl AT Z2e Ao AT AR oy
QAle] AgOIE MplAg olgaa] gherh)g lolls o2 Agal, Ee 17
BYERE ARSI, we A 122 o[2AN0 A ololE AN
ok ol oleid el Walrh WA ololiUR oiAR & S olf, Aulnt

Fl

£9 Azl dEs R, <I8 1>0] AXhs A% (YEHold &2 FH
0]71) Burger King®] McDonald’so] tiel WA= ¥ZE0] wHat ‘22 gt oF &
HOR oA 4 glom, vhHo| 1§79 McDonald’s9] i7dolde o]7lo] 25
GG A op7)o), ‘8 UR|E SRR Wolsod % 9l7] fjZo|ch,

t] Yo7} o]¢h #Hes}ed Colston and O’Brien(2000)2] F7ko]| 7] %3510} o|2iah A}
gE siMelEA, 255 e 7R GEFEQl AHIRE S FHoiF FaktE A
go] HEA AN ugHdS AAEE ofd §99 oolEy Fao] of B2 Wi
= 27 o, webA of2igh oojefy Fale Fo|F] WakE 3l BA| “Burger King
9] 377} McDonald’s®] 17Kt § o] ot Aoz Wol= A Hrt
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o5 o LS 28RS HE SollA 7|9 ofo] Hgod <O 1>9 AlAH
opoly FIE siMs] sl AHIRES TLE MRS Ak Fo8 g
Melsks A Hoh =8E o §o] S0k SRR 250 A He dXE EAw
o e APl Ak 223 of2et ofojiy Fale dE 4RSS
7S diAetal Ui 059 719 &ol o Q=S Holgly] wiEel Qx| &zt Hof
A E% B, o] AL Faurol osf o=d Aoz & 4 Qlok M <ad 1>
9| ofolgfy Fae GArag FoArkgol Foke A Aol Oig 7ldE F
ZA)7H, HFdHe]o] Fechs dstold.

4.3 Pepsi Cola®t Coca ColaQ| H|ZZn £0|| LIEHL = ofol
Lo| AMEat 23

RZREE <18 159 299 $AHAIT, o T, WA olofeiL A8
te 539 WLge) AE AnE7|2 A, oflo] ANE <1 259] HEE
Pepsi Cola7} x}A19] Q& gfoHel Coca ColaZ 7 g5te] R vlwdro|, &
Z2 (Coca Cola7} Pepsi Colad] FZAo] HA7] g U= th-g%l(response
advertisement)©|C}.

dy wants to be M

G

(O™ 2) Cola Wars: Pepsi Cola vs. Coca Cola(UK and USA)5)



186 guid7 A|514

<29 2> FF| MAE Pepsi Colad] Fie A 728 Fe HiFde 21
Pepsi Cola®] &9l Coca Colag ARA7I= Wit BEES FE AANE ST
JHHA SAl0) o] 1= “We wish you a scary Halloween!”olgk= 33l 719]&
hstel ol 123t AlZHE A2 WA ABeRs B3multimodalit)7]¥hel
f-A| 2 (verbo-pictorial PF L ZA 9] Y& WLk 7] Pepsi Colad] FiF=
AHRFEO|A ‘Halloweenol| Coca Colax]E =& Z(FE ‘Coca Colat]d Al Y=
2)e BT, AL BuRHscay) R0l ake HlARIE WY, 2] B o
AEIglE A 0] AFS AblE] ATEE Coca Cob AT 71 =
o] 29 = Coca ColaZ} oFd Cola Cocathal Hof 98-S AT 4 ik
o712 (Burger King FalolA Ueths WFALIEA fARH) SARKE QL&A
22& Coca ColaZ 0 2R ot WA 45A719 Hde 2B ojulsl
1L 5F= Pepsi Cola F139] st AFo g oj7A4zIch
HE Afuges AL o3t Pepsi ColaZ9] ‘T o] thal] Coca ColaZ-e Pepsi
ColaZ0] /\}%ﬁi 1 HagaY] #HE JdiE Agste] Rejge deled, o71AM
£ FARIOEH Pepsi ColaZa ZFoHHM Aile EHOIA ok
A Yot ke Sle & A Y AR AR QA E
BHsto] of ' FFQ nHE HEARE0] RO oot thedt 22

é

7

(19) Pepsi Cola: (in a triumphant face and tone)
We wish you a scary Halloween!
Coca Cola: (in a derisive face and tone)

Everybody wants to be a hero!

(19)914 Coca ColaZ9] uiAe Tgxk= Pepsi Cola%o] F2o] e “Fu 9%
o] |1l Ao] sitpele a2 S4dl=t, oA Pepsi ColaZ} AX|1 e w7 o
EE FAN, AU, F5 3K scary)Ao] 23 o, 0|7 25]2 Coca Coladt 2

0.

rr
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rlo

0] 31 o] o= BRUOIE SJulgich. o] KHol AURES Pepsi
Cola%] HAESOLE 7312 olo] Waske ol YT} 0448 /A o) o
o]§d & ok= Coca Cola®d] nHAY HEALY As|et HMAS HA Hrt

1% ¢37]A Coca ColaZ2] t-g a0l “Everybody wants to be a hero!™= 3
Ast7]o] mebAM Pepsi ColaZd] 325 ZEohs WYax] ololUz 7 ox)7t
k. & o7& otol2fuo] thet RTY| F& F3f siAJaEH “Everybody wants to
be a hero!”E H}5h= Coca ColaZ2] nHAY BHAR= ARAlo] FOJolA] EAL ¥
ol5Y 4 §l& A3gErsle] wA]X|(‘Halloweenol| Coca Colax]® T&= Z(%EE ‘Coca
Colad® AR e 2y FAL, Autal, FHSHscary)AolTy) & of2eh vlag
119 shal oM 70] &5k £EEQl §Z(‘Pepsi Cola’} Coca Colakth gk}
&, 2 "olM o Sy )% moRRoR AFshal, a%s ARsAY 2R

290l 78 B0 A (46] IRHGTT A, ok 4 i
Pepsi ColaB0] AZjolL} 3-8 FRa7 vl WAH ololelUg AYAId,

T} o]} Coca Colall “Everybody wants to be a hero!”= IS Wslsh=
A7F ARlo] zkeiAY A Gl vhE HHE T A ofy7] whgd] oS o
ofgYR o7]= AL FAPL Stk A9 ko] Al7IE = Aok SRS o]
HE2O| Etetil o] 7 ofs] YA ofolgly AHEY & R0 7T
T 277} Aok Huang(2015: 163)] w2 0}01?—1‘—]‘; ‘GAPE RRAl0] HE:
SHAY A Sl uig} vidiEle 2 Wohs 002t FYE e, A oA
TA] otojz{uo] tig HEEolm AHkEQl ’6‘H°]3—’ of21gt Al Grice(1975)01A
AAE A9 Ago] Tejuipal oRtEAY 23 o ofol2{Urt HHIhE: F
Bt YuAEshe Aol 2y oln] 34 =gt Utsumi(2000)9] 7= 53
M ZIg%o] Ao AF glutoly BIFHEA, F SR} ARG 1A Lopga vt
Ae Hoke e O}O]EM AR d9F R0l o, w2 3t
ZepAu 11 Yl vk YA Esltigte I7l0] ofolgyz Y
7hs3 ALT} Qi 0]E1 ot 749E RTY Z7%HE5| Sperber and Wilson 1995)0]]

—Hﬂ

o
30 ok

o &%

ftl
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SJAsto] oA SRk (KR4S Subgat Hitis=
83 o] opg}) wolg|H o R AFH HPHORRE
of 2Aa AABHA] dethe e Uit 2o] TEEH AL duker]
ofolgfUz H7Fssitt w2t (19)04 Coca ColaZo] 33t Wal= RTS Y7ol
AN BdRle o YaF ofolgUE oAAR FEg 2A7F otk

okl 637]A Coca ColaZo] Pepsi ColaZo] Blagalo] sl o] Ale] ofojz{y
W57} ofd, Foj&] Wal(elE 9 “Pepsi C013—4 g ofFlola HEUglE
ZolH, AYdE Coca Cola7t AHAEOIAl O We Melg ¥ )2 S
b 272 e Aldskal Hef FAIsHA] ¢7] izl AHRbElA B &
EA) Fotal 2 159 Hjold ARPHFEE 2% ok 28y Coca Colaw Pepsi
ColaZ9] ZZAo| ts| “Everybody wants to be a hero! 2= 7}7"3}515 7|8kt ofo

uz olo
mo o

Bl AH-S B9 olefs B4 Fohlle @ 7, of Ale] BoR wlshels
& PRSI THUAE RS AANSL Ahe o3l A3 sl tEEnE

A% itk Coca Colad] of2fgt ofol2u Hehe vIE U HAXIE HEshe
of 29| Fakt AH[RE0] FAFY A YrE dopitelt| o W A
REE SO WEAIT, 2HIARE0] oS siAshe oM sk lxlawt

ZgS gojAlth Jﬂj ojA0] ddk 2u|RIES] ofsf sfAfo] Ha v

A9 FuEg H & 359 719 Sof JolglA =7] el QxlE

olX o< A, 017*" Ho Fax7h =gt viojth w2tA (19)e] AA|

K|

B oflr L
= |
il
B 2
ol

re

8 Coca Colad) ofoley] Wafe 589 HY4& 7ok oo GHLEAEY
1S BEALE, SERel Rk YA oiAd 4 g

5. 28

AU (EREAY) FaF7 (IREMY) 5 2BIRRSOA] RRAlo]
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Notes

1) “Every act of inferential communication communicates a presumption of its own optimal
relevance”(Sperber and Wilson 1995: 260).

olRe B Mxte] Melql.

Sperber and Wilson(1998)2] o]zfst Zsfie} #eidlo] Utsumi(2000), Seto(1998), Giora(1995)
£ S 4 SEE AFRELS “ofol2ue] BE f¥E0] AR o wold Age
BAS ek FAsks A KUl ulslolth e Alo] BEg Walt o) ujz
™, A Sperber and Wilson(1998)¢] 75 wletr wjol2|x] A 9] G9S et
stk did 22E ofd7ix], Entetg 7gsliof skexlel Bslib: “@0} 71%0]
R0} QlE AL oflth. d2ER o] BN Fxjolw HH Ropold X&HQ =7
sk glom), Wie] kol Baske)

4) https://www.the-pr.co.kr/news/articleView.html?idxno=44046

2
3

=~

m]o

5) https://medium.com/better-marketing/how-pepsi-spooked-coca-cola-with-this-hilarious-hallow
een-ad-ac471c9450bc

6) “the speaker dissociates herself from the opinion echoed and indicates that she does not
hold it herself’(Sperber and Wilson 1995: 239).

7) “Irony is a figure of speech in which one thing is said but the opposite is meant by the
speaker”(Huang 2015: 163).
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Abstract

On Using and Realising Irony in Comparative
Advertisements: A Relevance-Theoretic Perspective

Kim, Dae-Young

Gyeongnam National University of Science and Technology

Ahn, Byeongkil

Gyeongnam National University of Science and Technology

The goal of this paper is to make a pragmatic account of irony; particularly sarcastic
irony used and realised in comparative advertisements as a type of commercial ones,
from a relevance-theoretic point of view. According to Lagerwerf, sarcastic irony
cannot be used in commercial advertisements because its purpose is negative, while
they should show the positive informational intention to persuade consumers to
purchase the advertiser’s products or services. However, sarcastic irony can often be
used in the context of comparative advertising; rather, it has a greater cognitive effect
than delivering the same message from the advertiser to consumers in a literal
utterance. In relation to the linguistic nature of irony, RT proposes an alternative
pragmatic account of irony, which is based on the notion of ‘echoic mentioning +
rejection or dissociation’, instead of Grice’s ‘Maxim of Quality’. This pursues an
explanatory economy in that RT explains all types of utterance by a single principle
of ‘relevance’, without employing various conversational maxims given by Grice. In
addition, by examining the linguistic nature of sarcastic irony used and realised in

comparative advertisements within a relevance-theoretic framework, this paper aims
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to make a contribution to strengthening the credibility of theoretical generalization
and predictability of RT, which seek explaining various phenomena by the minimal

explanatory logic (i.e, a single principle of relevance).

Key Words: irony, echoic mentioning + rejection or dissociation, cognitive effect,

principle of relevance, communication
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