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Kim, Dae-Young. “Using and Realising Irony in Public Communication, and Its Pragmatic Entailment:
A Relevance-Theoretic Perspective.” Studies in English Language & Literature 48.1 (2022): 139-175.
According to Lagerwerf (2007), although it has been known that irony of sarcastic purpose can hardly be
used in commercial advertisements whose conclusion should be ended in a positive meaning, Kim and
Ahn (2021) holds that sometimes even sarcastic irony can be used in comparative advertisements where
the advertiser downgrades his rival company. Even though it has been held that irony is brought about
when maxim of quality is blatantly violated or flouted since Grice (1975), Relevance Theory (e.g. Sperber
and Wilson 1995) offers another alternative approach to treating irony: ‘echoic mentioning + rejection or
dissociation.” Instead of mobilising various maxims given by Grice (1975), Relevance Theory explains
irony by a single principle of relevance, defining the nature of all types of irony use as echoic mentioning
+ rejection or dissociation. By verifying that it is possible to explain non-sarcastic irony as well as
sarcastic one within a Relevance theoretic perspective, this paper makes a contribution to pursuing
explanatory economy and strengthening theoretical expandability of Relevance Theory. (Gyeongsang
National University)
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‘A9 92 (Principle of Relevance) & 7|HFo.2 3lo $-2]9] A4 AR
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Winner and Gardner (1993)d] w2 FAA 0

=
(metonymy) & B Hl do7IAlES FAsl] §18
ol F /o] M= H& AAIE Atole] AgH FAMY &
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A A=

' “Every act of inferential communication communicates a presumption of its own optimal
relevance.” (Sperber and Wilson 1995: 260)
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592 Fpof sz AT 9, ool s Ageke SR dug o A
9 W A2 ARl ol TR ekl i A AU 3
A dah Ay, 5 el 14F Sult 0F& ER%T 98 F oke 5
: ZJOF e ol A ofolalis A el 3102 834

Qo1 7)4153

9] AR AN 0 o3k R0l o3
a8 A Aot B, 3o, 41 FL AL 2a
; Lm, E A7) A% AR G e AL A -
Aow, et o Yehiad ¢ o cjoleis A
. i } A g S, @ ofeluzk A4 Bgle o] Aae] A
AEE B B3 WP 0 AREE A S5 S ulg o A Fgle]

=
she o122 Thgat 2o S90S sk 495 /Pgsu.

(1) Oh, wonderful! My daughter was filial to me again, this time. It couldn’t
be better!

(DA st ofwus 23 A9 Ho] AXE P95 FzstA o]l
i3l S5kl AZkehs slo] ofdel, 19k Wi R AR 9] wo] AA|E
g A E ollEelA st P lon, 1A o] A ofF AF A W
22 ofolY ARE] o2 o AF ¢ Stk 1 Yozl (1)3 22 WaH o}
U E Wlete At o= o] & Fal| Ap4lo] HolEol AL A gl
g st s YdeAY dEele SUE $3H o Rdshs Ao
d F= k.

I3 Leech (1983), Clark and Gerrig (1984), Kreuz and Glucksberg
(1989), Dews, Kaplan and Winner (1995), Barbe (1995), Culpeper (1996,
2011), Jorgensen (1996), o]AH (2002), At (2019)d] W ofo]ziy=
TR A= 3AF Aalo] As dAou AsFS WasleE B2dnow
e AR A1 ofuth A o] AREAES FF ofolglyE vl
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=
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AR FAR|E ahd, ofuf oA AL tis e el A
& ZEoAY vl o= s71dAM 7t obd, 19 Aol AAE ARl A
ZeAd AjsiAd, 19 AW Ay, 52 ofolelyE F3 o] FolA=
ofe] gl S Fall 19k Ake] A 21 3K(social intimacy)S 7817 93]
spAh Ao w FAletE @St o R oSzttt ot AAE
g7 A 5 Sl B4 A ofolH YTt oA AME/ T E 5 EAE TAA
o7 doprzl

(Tom is a student who always gets perfect score whenever he takes an
exam. One day, when Tom’s teacher knows that Tom got perfect score
again, the teacher says (2) to Tom in a very curt tone.)

(2) Oh, my goodness! Is it you again? I'm really annoyed. You have no
conscience because you got another perfect score in the last exam. If
you keep getting perfect score like this, I have nothing more to teach
you, and then I have to resign from the school! Do you really want to
hurt me in this way?

(2)°14 Tome] AAYEL Tomoll Al BORZE ofF HH4e]$ o] 2= “AJFlo] A
o] RS Y U= AT ol gl uvh derE A
Z Wb vy YellAl 8 ol 7k2d Ao] gla, 238A HH yss

Aafopit et @ AT yollA ofd Aom sjiAE sha Aurehs 4o =
S EZeta e AAE Bt a2y AR Tomd| AAHE Soze
Tome] BE AlgelM 4 e W= Aol disf il tidskAl Azkskar 9
o, Tom®] St F el tisf Aetstar glgolle Aol X% Az A=
L5k Aoltt, o]2fEh 4 Tomd| AAHo] A3k sh= AFale] AIAHe1 Tom?]
S E Frrieissl Adsta Al v ofoley ALge] & o=
A eaE = ol

2 ol9} fAFSHA, Yoon (2014: 203)2 §HE EWHale ofeleiyrt A&siAY WA Aol 7}
ojMgtolu} FAGE FayTEl F971E WA W= ‘ice-breaker'd] 9¥E ¥ FE
& T3
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31 ofolelue] dlojd SA%

Burger, van Mulken and Schellens (2011)9] W2H olo]gyE th29] 1}
S U 79 Aol EAES Zteth AA, ofelyurt dedte wAAE
AA A Aola S3]AQ1 HAS Fall deHth o]ek #¥ste] Huang
(2015: 163)2 ofoleuie] Aol tiel] pap7} Aol Y ofidh= Hiof
W R 2l AU olgkal Aot o] 2 (URHA oR) shxp7t Xepal WA
ok A2 Yehe onE ddshes ofoley ] doj# 543 dAAHT.

A, otoldye 13lo] Aol 1RE ey A7 FEskal Hdske
AARQI BA o g ARREHN, S8 19 9A/3F e FHE e s

2], Azt ARl EE AREHY, 1 o= Fojxl 54 tiiks
Hrlsle nE g o s HAdsit) old tis] Burger, van Mulken and
Schellens (2011: 190)% °}el2{YE ‘an utterance with a literal evaluation
that is implicitly contrary to its intended evaluation’ ©.2 A 2J3slt}, 1814
o]g]at BHL Seto (1998)1} Partington (2007)e M= ZrolE 4= 9lt},

A, FL3 28l XE ololgyy o djXe S glar wofolgyow
iAol & F= SlTk Grice (1975)% ¥ 14 ol2jdh AtolE &4 w3} X9
‘F2A 0 ou|(literal meaning)' 9 ‘BAFe] oEE 9 n|(speaker’s intended
meaning) & T3t} o]eh= @ Clark and Gerrig (1984)& 4AS A%
1] (real meaning)'?} ‘7FHpretence) 0.2 835}, RT (d5 E9 Sperber
and Wilson 1995)% A o2 ARE-H 3Rl ‘Y (source) 7} ofo]E YA o
2 ARE 23l ‘Hlofg(echo)' & E g O Yoz} ool Aol tigh
o1 o) 8ty A +& A3k Coulson (2005) 2 Kihara (2005)% ©1& 4AF
£ ‘Tt 4Al F7Hmental spaces)ol A HIFEEH = zpol' = A gh)

Ao 2 FAgk W3} Xoll tigh ofeleUA At wlotoleL) A a4 AL

19] #AE ¥ Grice (1975)% ol& YA Abolel ‘tiH(opposite)e] #A
7} At 3649 RT (d)2 £ Wilson and Sperber 1992)& o] A

O:

ri ro,



=

=0l ‘'S Aol APt FAt sd A ER Ao §
‘# 2 e] 29 (optimal relevance) & B7dst7] flall mjamf dEE=
ol A A=A e ofsf of= 3 %9 sjAlo] Fr = Aloletal TR
A4 Grice (1975)°14 WAl$-= 71d¢l ‘tiH(opposite)' <

e EAE oF7] A = “o]Ydt TP oR ofo]l 9] KE
T A7 ek Aol dis) wgHsh] ey B9 FF A
olgfuel thgk FFA 2 Aol ut=w 'S ool W3} é?«]
AzhE Bol2A] Q1 Ht), o]9} FHAFIY Knox (1989: 19)9] F4 ol maEH,
ofolg| Y7} s} & wj A4 WelE FEH | o3} o3 1FS 1/\«] v &
olo] oa) wA ALt ofo] gk B} Pk o= Hlaf o9 o & AujrAL

(3) Fantastic score for passing the exam!
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(4) Ah, Tuscany in May! (Wilson and Sperber 1992: 55)

Tomeo] zpxle] g 272 Jerrys “5€el o|Zejote] Fghel] 7hd @y
b3 FO 2R odAke] st A FA7 ] Zhed] @it 3
F71e79 v F47E U2l B ol Bl el Agnta /Mg
BAL o A Jerry7t Tomell Al w5~ (1A= of £ 2 (4)& 2T ©]
A 218 Tome] 29t HAAY, ARlo] Ad & Apxshe ¥a of



AR ANES T 2 U ALE Eol N ofelefy At TE, 145
a1 A

olefyz s|Ae] & 4 3t} 2y Grice (1975)7}F AAlsh= ‘Hig’e] 7ldel
ojFEste] (HE vhEtE 1 ofd o3 % (o)A AHEE o3 FEES T =
WA = Sle glo] g7] wize] o]AS AdiE AR 4 itk 19 v
RT-"J A de & A&ste ofolyUE AT Grice (1975)lA A
g o] Adely o /e tislz EE(conversational maxims) - T
e gl =i ‘A3 (relevance)’ olgh= shte] ©g delE F3l e A
Argst ¢ A ok - o3 2 dE Adske 7 Y FE/A
o] SithH, o] Fold ztud &S AHulstet’= ‘97 HEH(Occam's
Razor)'o] WAl-$-+= A&l Z4e Holebar & 4 vk wpepa] 2 =dolA
+ Grice (1975)t41 Sperber and Wilson (1995)01] &) A|AlE RT2 #4a
A ool el thgt =95 o]ojubd Alojtt. ole} g T TA|A Q] st
3l A s = gk

o e

rl
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3.2.1 ofolgUE HlgkiE (Neo-)Griceanse] A7t

O

-

ot

3t Sl ARk HIfrA ddoj7 A=A 9
AT Grice (1975)0l 93 A2 ATt
SpA7E AAlo] e BakE B Ao A
£ (Maxim of Quality: “Try to make your contribution one that is true’)<
=WEL o7|IAY S olAE 2T uf HFE = (Fo14 onrt okd) 3
Zoln|z A} BAekw ofole o] Bt Gricedl AT ofoleZ Al
270 QlojAHg O ZRE Uekg, Wik MHH AoJALG O ofsli Aztomy
A EURG. el ST 4R U vE F e AR s
Ftt AA, Griced] H2& otoleyet vk = H o] AFo] 9jvkd uj
AHTI AR E 47} ololelue} oA TEN S WakaA AdalA Ba
th =4, Grice®] o]&2 Q3|8 9 AES sk oW 2yt ¢f ofoly

U o] @ 48 QeAE Az Agax Rt oed 492 Baa)

D olof AHgAE] 159
ololeluisl Bl Ao H4EA

z9) 348
2% ofol2u7t Ay glojd 54

m]o Y
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ojaat7| Sl obefell AAE & A HA,

(5) (When a speaker finds himself in times of trouble where he is entirely
isolated in the mountains because of heavy snow and a terrible
avalanche, he might say the following: )

Um ... It seems to be snowing.

Sperber and Wilson (1981)ell4] A|AJE =4 71%3t (5)<] Tsts 43|
HH o] 2& Ao AFS EFotal dFol 28]g ofolgy Hste oA AA 5
Atk = 6)F ok e dd A4
o

o

A2 el kel ¢

T
LN
ol & e A giioleks Ao
ol

3] e el AfFol= “F, oAk =
Do A AR Aol A BrFFH Ao S e e A

4w

=
Zahe YAaH ofolyy welE AHAIZ 5 9tk

Neo-Griceans(dlE €% Attardo 2000, Lagerwerf 2007)% of¢] 31‘49} s
At Grice(1975)9] A E o]0} W= A, o5& B} AldH 7 A4
A (inappropriateness) °12te= Md-& 593t ofelyyo] gt A9 '% A
sieh o)k #Este] Lagerwerf (2007)E ofefie} 2& A S A sl

If the most salient meaning of an utterance is considered awkward in the
context, the interpretation process should start all over again. In the
renewed interpretation, the hearer may assume that humour, metaphor, or
other not solely informative intentions are involved. (Lagerwerf 2007: 1705)

SE WA GAE ohole el e 2 1 el o BaFy
2710] 9 5 g (6)o] AA AZ Fal FAL & ok

(6) I love a man who stanchly observes the traffic rules.

Utsumi (2000: 1780)elA WA$-= T3l dztete (6)9] wslE d4s)nd,
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gk o o] ARale] FARIF7E s Akl FEstel 17F wEatE vk
Atets PHE HARS o 1Y= U wEHEIrE F A7l EAE Er
pebe Aow wowA A4l EARIFTE FRA0l FEFE AR
7721L %/\ﬂ 0}0]311,] HL§]__E, /HFJ ];ﬂyﬂr o]u,H JHL “You're really a
good law-abiding person”o|2h= 4] ofo]2% ‘ﬂaﬁ‘r AU, = (6)A
g w3 £ gty gl o714 2] W o E T dislike a man who
stanchly observes the traffic rules’ =+ ‘I love a man who habitually
violates the traffic rules'E® ¥AISHEE Aol oYl T hope that my
boyfriend always observes the traffic rules'S &&F&tels= A0 & Ho} 3t}
aelEE (6)9 W3l UtsumiZb 48k AAH szt 2palo] Xz A zta}
A R Sl A s Eetehs A gollgte (5 3k Sofl A A EA
o] YehHA &+ 4ol ods ofoleUE 49 7Fedhe BoEth

3.2.2 ALY E B3 sk ofolgy &4

o] Aol Ui Aol AHEAES ofeldY sN A& FHEkE AT} ¥
sto], ofelHUE HietE = ol 7hA g4 Al4E ke d RTY 845 7
5t 1A0] M o|2d AAES =98 Aol

RTS= 20 olelel A8 5 719 ahsl Qe sel 71z,

IO r:_{
S

(7) Cognitive Principle of Relevance:
Human cognition tends to be geared to the maximisation of relevance.
(Sperber and Wilson 1995: 260)

(8) Communicative Principle of Relevance:
Every act of inferential communication communicates a presumption of
its own optimal relevance. (Sperber and Wilson 1995: 260)

o] A e s A golge HollA A3 Grice (1975) o] &%
T ¥} Sperber and Wilson (1995)el4 #A|A1E F73o] uwtzw she] s}
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74 “L@r*@“’ﬂﬂ Al ofF-E JhEdle A AA AT cognitive
effect)’¢} ‘A 2] =2 (processing effort) o]&-= F 7F419] 7Id S F3) o] Fo7
oh |A AAaI} = st HakE T AgyE AZE 4R 1) 719 A
HE Tof ZeA7IAY 2) 24E Easta 2 FHZ gAsA, 3) 5
& ARG} AR ME ATAEFo RN E sl e ARS UEe o
AErh 21YBRE QA EN = s} 43l Lol Al o] JRE st
AEehe el A=(shdshd ‘M2 dkel’ contextual implication)S 7F
71t} o)} &3 Sperber and Wilson (1995)¢] F4-& ofgie} Zt}.

_E_&ruslrl

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)

¢

o flo

tA] 23l Sperber and Wilson (1995)9] 72 ‘cognitive effect = contextual
'g— Al

implication = contextual effect’'9} 2 548 AHAIL § volpr} oA
A7 =0} Sperber and Wilson (1995)& theat 7o 3-8 HRTH

L

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)

TejEE RTY o] whEd ofm s} X7t ‘Wegg (5 AAaR)E &
U AL s @38h X7t Folxl dsldstol A 43S GAds] $lgk (Bdst
Wbt X7F AR S A EEt F7) s S5AACk ) e xrdoln,
ofEfe] thE X7lEo] BT £ wf A3 9] Ar]= Wetadte] 7)o A
gk},

ojof= ] ‘A mo] ‘WgaE Zastd oA AT AR
& S5/ BEL, JARTY A37Fs S ST

7b e sl dsel A o 2wl A ek S HEkE vEs A, A 3
W3S AE|A)ete FEHFAA o B Aeds 7leooksty] Wi
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W3 b o= e Esh

(9) a. Some meat is to be served.
b. Some beef is to be served.
c. One of these expressions is absolutely correct: Some beef is to be
given or the answer to dividing 365 by 7 is not 55.142857 ...

AP (90X 57 she B 3tE0] Rajivel Al
I3 = AT Rajive] Ao sl 2ot of A3

W (9b)oltt. eivkstd 17} stE] FHA A 1efg A sk ok v A&
1717t B S 0R LPL A5, AN FuA A wet 23S vsthe

A|BE (9a)E 18] ARo] 8T3E ol e F3 AnFoletn 2 4
glow, webd @ Aga oo (9ot @)t EeldoR S0 5
VA& 7P S S QA A9 RajivrF (9b) A2k 2 mek e
299 6 ol Solil WE7] wEe] 9b)wth @ A5 Fguele, RT| H2w
s Ak shabel wake Aeshod BRRW =8 S Sl S o €

ok evkst gt spare] F-Agtetar o LJ sk Agek=et wAAA
Aed s SolA 2 44, 241}*5 spate] g aRHA AT 7HsAdol A
7] Wizolt), wEbA RT= wbafd ago A Hojghe] A ast A&, o1
ol FAske] AHE|wgo] o124 v ‘&9 A3 (optimal relevance) &
e o Slvkar g

T AL wEkE e o, 219 s ojud FE7Nke Fol
o] FolX =71 RTE o)l AES aidsty] s Foo] A4
knowledge)” 7N'de 7F-sHA ‘@A (manifestness)'oll vHES & A4

37 (cognitive environment) 0|2} &8l M= AES U=

l' rhu

2] (mutual

)
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(10) 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.

(11) A cognitive environment of an individual is a set of facts that are
manifest to him.
(Sperber and Wilson 1995: 39)

W Ageks Aolth SAAE Felte] AHel S G slal wa
Aol AT WS A8 ), W gl AAEAL 159 AAH B
A &l AEELh b oled PAe off EH X7h A3A Hol
ST A, ohd Al Ei 24T e B 42 Sl e A4, Fe

B35} 2L WFH SALE Y SolH g AU wret P wsre) A
oS4 S ulan ) A9 E F ok Q4 oo AHgAES Q14

3.23 RTO] ol ololeu)e] Qloj4 2 4 ‘wlole) 4 Qi) A%

o]eH(Echoic mentioning + rejection or dissociation)’

(Neo-)Griceans®] ofo]&y Aol tieh 3t 714 tiebd Lo 24, RTE
a9 gk & g2 43S AA ¢, Sperber and Wilson (1995)3 oF&-#]
Wilson and Sperber (1992, 2012)< o}o]g{H <] ¢1oj% EAS ‘Hola]% AF
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a A

3} A5 mE o2 (echoic mentioning + rejection or dissociation)’ & 73k
o}, 28]a o] Aol AAISI Sperber and Wilson (1995: 239)2 “the attitude
expressed by an ironical utterance is invariably of the rejecting or
disapproving kind"gh= 73S A A3}

ofolgfuel] tigh RT| A& F&atd -2l ololdyE AHstr] fJsA
A om| e} vl A on| o] F 7HA] SE S Z et gloh RTol WEW
ofo] YAl oJu] A& 2fir} 3y, i 11 o] TAY ou| 53t g s
wro] ~AEY Aol 7 EAstt H Ao AA (th] Eaf Ald & A&
WE GAste DS T8k dAAE R 7IdE A7) T
& AgE WA ofole Yz ME/a|A E= Aotk

O vol7h RT+ ‘827 29 AES LEAolil wxd o= o7|AY X%
& 9ol ololg Y7t B By ekil B Grice (1975)9] Azt &5 A7
st} 1713 thu)ste] Wilson and Sperber (1992), Sperber and Wilson
(1995), 18] L Clark (2013)7 22 H3HA o] &7H52 ofeley7} 717l EA S
‘use’®] tIF 7EY ‘mention’ & (ISt 1 YHS Atol= tha i 2

g Tol TAHeRE FAT 5 Sl

o
L

(12) a. Don't forget to remember me.
b. The Bee Gees said, “Don’t forget to remember me.”

Z (122)9] “Don’t forget to remember me”& 3}x} 2pAlo] Ax|2 1=ty
WAL o713 9l vhE A A AEd o eE 7P AR o R B
AARE (12b)8] U3 FHL 7L @A “AF'gk AolaL ARl e g 714
3L AREEE Zlo] ofut

olg]gt FH 3} AASIY Sperber and Wilson (1995: 239) ‘the speaker
dissociates herself from the opinion echoed and indicates that she does
not hold it herself' 2h= #7845 WAleth 58] A7t Apilo] gk i3s3
e EAe ou] iR ARSHA &AL, ofelgyAQl Ay drhd e

195 ofolef L ekE Bal ois Auidel e wake] ojut 1 vkt 5



FUYF AA, L 7ol 27k A% QY% Arht A o] g A
EAsEE 5 2 Rolth. 1HTk ofolelz} ofw A5 A
g o FAHOE Hete] 918 ohelel AN (139 I A,

(13) (™7} ofA|FA k= g7 } —% s flo] e Ex vk 9
A9E At ofviy Atelof thah

ow} ovxm uy 7y
ool (15 WA ol
v}, oAt} 1y 7}%01 %A Fola. oldl & Mg olafeFAL.
(TP AAE A ug s ofxw)
o}ol L, 717} w1 57k oL o}l 1] Bt glo] vt ol of
7 S B EAH o] B Wl W A 14 Hol

B e v 0% udE & 7 F sl

gol 1‘%174] gola. ol & Wit oja)afFAl L.

RT7} A8k ofelyy o] 2¢l wEm of#] Z9-of 1 &2 “Yuf,
Y 7ol o] gA Hoja. ofH o 5 g

2oy 1 e 28S AFE Aotk oA Tal 1 oy €] Wl
AR e o IR ) = i R Rt =) ) b ] e ) i et =3 R e e R

olm el W&o X AAfe|F o] spape] on] A ZH%LZE] Ao & o} g},
aYBRE o]y g ojmu e Wy} Zh= on|= ©els] o] Al ¢ e
o2 Aot} RTE o]8sh dAS T ‘el EAH (metarepresentatlon) oj&}iL
o}7]=t, Sperber (2000)¢] As}E o o7& AHatAd, (13)elA o=y
o] Whsh= AR Y] ks VlEste Aol R 3l o) AlAlE WeS
HhebE = Toojmy o] AalA o R 7hEETh 1A W A3 of X
w728 Q1Eo] (13)ellA 1 w7t gt dsts FelA -4d3] A4 2 49,
2 oYzt AR e] gl AAE Hele Aes AU S oJER Wi
7 o}o]2{U(sarcastic irony)S ?L/‘}%“l%% AAEHA E Aot} = omy= 1)
AR 9] ol U o o) WstE AR wetetal, 2) Ale] Fosk it wop
Eol7] A& 1 s} £ WA (349 Hol st op) = TpE Wk F
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A% o AE ofsfaiEEtaL ) E wolE| Ao ® Aystil, 3) RS AN
u, 2RO RRE AAS olEAIZI 0 BM ool UE YA

2T ofolgy= I s} EBiQlo] WiEe oA 9 Hal'ﬂ'% BAlsh= A5
vt 4 HE = 7P ol tigh tieS 5 Elele] g o st welst
A grete ofolyyrt A7bssitte Alolt). ole|gh Asfel AF-Ao] Tom
3 JerryAtolel ea7ke olgle distE A RAL

O

(14) Tom: I saw Spike mistakenly scratch your brand new Lamborghini.
Jerry: Oh, very nice! Spike never disappoints me!

add (14014 Jerry7h A3 @8l (13)9] 4991 t2A Tome] A3ws}
£ A og nglsla o] vole]q oz AF3sA] ¢7] wlil Sperber and
Wilson (1995)l] ¢]& 944 ofolziyol] T3t Egjo] Ho|E oj7]&= AXE B
4= 9t} 39 Sperber and Wilson (1998)0l] w2 o]zjal H$-o|=

=g AAE ¢ A, 25 HotelA A9 ol el
sl Srofl iAfE AR ofye}, AlRIES] WAl AR T,
137} o} &8] Mgt &9 E/A & Hxe Xdste A 0R 1 A

afor sh, B= ofole|y W= o 9] §lo] Hlote]H AuE A
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(14 A Jerry7} ayeh B3l RT«] AdS B8 EAERE, 241 Tome
Aeksts Ho] metsiA = FAN e ARG AfrEo]l BT AS
FolstA] Gt ebal sk AIYIEY] T5H ALLE Hofg Ao R dgetal, 1
= A5 AR 0 RTE AMls /ol O RN U Spike7} AA
BAE B s A7 FFAY 52 Spikew= AE =4 &
S $3Hor Agdit

OéL:
™
i}
«
e
1

o, rlru PO

e
rlj

3 189 Sperber and Wilson (1998)0] AR ak= o213k 43S Giora (1995), Seto (1998)
223 Utsumi (200008 IS 4te] 325 0] Wse W) As) (“ofo] LMA EE AYE
o] Ay t} ‘Hojgld AF'S A "]? 01 & e )R 8 dANAE =%t o] =4
o gk MRS =07t A&HHo R o]FolAof o A7t AR o] =i %:&_E age FAE
o Ao] o] i & % e RS YA )7 s
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q vzt (1ol A JerryZF WS WA4 ofolyy sl g4A1Ql Jerry7}
Apalo] Lyl Heeh AW ARl TomdlAl & U2 WiRojx] &,
ofolfH & AREato] A SR ol T oM Al EATE AAletL
A= Ao B Lk otk 22BE Jerry9] ofole|y W= SA gt gap
A 5% Sl Spikeote] A4 FEolu nhEe] Ths S e dFe )

7]o1 gt

V. %249 cloley) A1

o AollM= RTY o|&84 55 &l = 7H°L Zke] GARARE A A AR
we= 0}0131‘4«] TPl # 13 ofol# 7} Al 71ke]
Tepatdo] opd FdFaret 2 o 5o] 34 Lo A ojd
Al A-gsh=A e tigk =o]& & Zlo|t}. 1dd ]Eﬁf_ _«]Oﬂ ShA] REEA] o]
Fojdof & 7 ‘Fil(advertisement) T -9

olth, (3)Fae] Helgh EAe] Ta Aol Ash thewt P,

1__
?;r

(15) Advertising is an audio or visual form of marketing communication that
employs an openly sponsored, non-personal message to promote or
sell a product, service or idea. Sponsors of advertising are often
businesses wishing to promote their products or services.

(Martin and Stephens 2020: 98)

SJell A A Fare] Aejef B4 ARA]o] Cook (20014 Hepd &
A EH RE AQFNEY JF EXE wd, S njEAgo|t) old B3
S A8 FuFe AN FuE % 6‘} Al B SRR A oARA 1EC]
a7k Aleete 54 AFE, AR B ofolt]ojE ol sh=xol gk
FFet o)t E ANFOEN TEE stom Ty E APt eS A58l
wghth 7|4 FaFTh AAete 1 G A o i = 27 A HEY =
TA AEQ 1YYt o] 20E TYFAL"E SRehe =ARA 283
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ok v olel @ A wel Fart BEAL =54 SAILEALY Stz o)A
% qItk webd BAFmAA oolelut AgE A%, 1R0] FFHOE
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AR A2e A4S & Aol Ayait
agerwerf (2007)% %110 5481 ool &
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9

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)

A Lagerwerf (2007)0] w2, T4 AAFaro| Al ofo]gUr} A&
785, WA ofolg U7} ofd H|YAA olo]yYrt FE FAEITE o3 W

DS

A ofolyue] FAYFIE TEA, Aeole 23lo] Alg-= 1 w7t
AR & FlA A=A, Fugrt ARE ddstazt oeet 4244
oulE dAY FAFAY] E dolA FEdte WAAE st FE5us)
(follow-up utterance) == W&k A¥ 5& & =gjdt}. ojgjsh dof| F5
SHHA kel AAIE o & A e

S gy Ay 7 (2021)& Lagerwerf (2007)2] As)9}+= L ARG E YAaF o}
014‘47} A %% TG S AFaolA] YAH °P°M‘47P AHeE 5 %’13% Fst
+ Lagerwerf (2007 A=8] gubARl 95 A AoH, AdFae] g 7 %?%"J H] 3L

i
o

I(comparative advertisement)ol| A= (Aol wpaba]) Wi A ofo]| U7} AFEE & S
Tk Zojrt. ol BT FAHQ = & =9 5.2 dellA tFrIZ Pk
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a8 18 A% WERAAA e A o] AL Alo] Axw
WA FAeE FuFe of Aol EAaA e e sk Akl B
o} 441 9ds] AU ) Wl ololzy e @z B 4 ol
29 19 AJE RTe) R Fal AR ol was dal s

k71§13 Zlo] opfz, sk 71 2 2 EY
T Qe obel#y S g3 FE A aHAEe TAE B, ETE
Aoz Aprlo] dulstaral sk Aol AH o] A, 2 ARle] aE
dishs 449 ey e =
Uz B gl Az ofeleye] 4 H%li 7P%‘—6—; T itk T e
a8 19 ooy Fae Hxel= FAAD SCAPE] MAoR”) SellA
e A gl 1 Hell 0% $49sH(“PRADA 125H), 75% off )& B3l &k

r)«

5 https://www.youtube.com/watch?v=mtLo2n80geM
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V. AH A
5.1 FaLel AHEE v ad ool

A #H-E]+= Sperber and Wilson (1981, 1995) 121 Wilson and Sperber
(1992, 2012)o4 uyepd ofol Yol whet A3)(F echoic mentioning@}
rejection or dissociation)Z# E¥A o2 FHE 4 9 HYLF olo]#y
FaLe] AA AHIES EAETE gt o]& 918 WA offjell AAE 1H 2
=L

/ R 2$wi=B000

¢ WhERT AN PR

a7 20 AAICA 2R R B

a9 25 429 & AR Wi Zhtoln] I ML AAlM 2wl ot

Q= 7 T HE 9 ofolzoltt, I7lH o] AAle] wulak FY FA

7 http://melonpan—ice.com/wordpress/%e5%ba%97 %e8%88%97%c4%b8%80%e8%abt %aT/
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Al ‘FAde) A8 (Principle of Politeness)'$F 1 & A&l ‘A&
(Modesty Maxim: Minimize praise of se/f; Maximize dispraise of se/f)’
s|x Ard 4 9tk
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19 3: Probably the best beer in the world — Carlsberg(UK, EU)11

19 304 A A “Probably the best beer in the world”+ Carlsberg ®5
SJAZE Q@ 71 w9k WA Fal £27090d, Kim (2013)0] wHEH, o2
& probablyeb= ‘EEH ©]3(hedging word) & ¢l&l As mEs AHsts
ofoleu] Fare] g AMH|E oJAH F Qlth 71X probably= “olW tiA X7}
ojgty/AEey eka GAsHA vdshA] & 1A gk 7k 100% A
& B 97] wiitel o]l Y AR o] Aol 7H Al WA
et FuFo] fFRE s Yepd) SR AvAES A Fagrt ol
A deeeE 27 AR sedsa Ao ste A% SUlE ‘In fact,
Carlsberg is the best beer in the world' ¥& (o] W=z @3l grgtw) o]
nl 43 vk o ARAES FaFTt wo] AEA Tete o7t vt
2 Zlolgtal A FAE e Atk AA, 11" 20149 A9 it
THA R, B 0 AR o] f & 19 39 FuFE AAE LS e
&9 mY s AAFo RN 9387 o|AE T3 hnAES] AHE A &)
+

= =
Aotk Aol B Falgo] sk thre} Apalo] Harehal Fshs oF5l
g e} il

F

Hr oo rlr ooy

! https://www.marketingmag.com.au/news-c/news—carlsberg-amended-slogan-not-best/
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B9 215 E A= o &olst

A, ofE el digk H7ke] 100% S RS 2 ZE
probablys AH&8te AL FAFE Sl ﬁ/\] g Hojd 5 9le Zk
HAEZFE O B AE 9 5 QA sieth iAo s gt w3l
So| A B o3& ARRSE offr B HA2 APAlo] gk wElE Sl ARl
o] AMAAA 2 st o] M E A= Aolth. = spaprt Al iEkE F5)
W7 vhy gastA 88 A, F A Aok wElentA 39l
(illocutionary act)®] W17} AR Al 543} ¥]aL o] A2 oA Feko] & -/F
T rh 28N sk Al gebdere] d8l SEY o3& ARate] A4a
ol AAA & stalo] WS skl Aol AFAlo] 39 4 = Eig
g slaz) st} ol gk ek oFlo] tisf Lakoff (1972: 195)+ “Hedges
are words whose job is to make things fuzzier or less fuzzy'@t1 4 <j3sl=
), o] & U AoAgAEe] OE 4 ARG HAONA Grice (1975)¢] ‘O
814 55 (conversational maxims)' & 58l At Rt S dFETE
shtel ZA7 9 4 9k 97)A4 probab/yB] T 2o 453 Aol At

28| Carlsberg W5 Fa1F9] o] g Habder ofgo ANE 17 45
8 v 3k

NOT

A
Probably the best beer in the world

213 4: Probably NOT the best beer in the world — Carlsberg(UK, EU)12
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B4 ¥ U SALE SNl ofolel A3 7,163
j_ hl

% 4% Carlsberg W34} 20193 5-E] Al 20] WEe B £2790d o]
Aol 1 ol Az} Pk & FF7} “Probably the best beer in the
world"2hal @ Ao mte Haje} of 7] M= oo FAIQI nors EHAl F7}
3le] “Probably NOT the best beer in the world"2}al @3to 22X 7|& &2
719 Jex& 3] 11:4’“01 B R 3} SAlol] 24 ofe Wuleo R v 9l
o Holt}, o] 24 FaFe 19 3% S8 FHRE FuaNE ALY v
oA AR (SA] AZA L REE) 3351 AR| 9] oA ofe] xpetsf
W e g4 29E HE T otk 1HEAE FauFe e ¢ He
= ‘obnk Carlsberge AlA| #a19] ® 12—7} of7] wjite] Qo RE =
a7k 7] fle o g8 =9 e F7HASL aA 9] AAE Skl W
HIF o 24 AH|AES] 37k AEE °é1_‘jr
RTO| #A-A 17 33 49 A955

o 4
NFEE bR AAe] WlSHE A, A2t Aueha

{

, oo, A2l
& 222 Rohllele FuFe dobee A5 S5 A4S e v
24 ofoleu) waleld|, o) 2g AHgShe St 2@ FEE A4S dol
Moz JFFAL o] AL WolEolx] YA oA 0B AN olgAOR
# obolU S At B = Sl o wope] ] o] ek A
ofolgiye] A-¢oll= gANM FAom AFHA|RE, HYa2] ofole{u o] 4
= a7lo] RAoA FAHOR ot %

B 4 g, aed e ot
Q] AT the B, BAT Agieele] 6 T o] b,

| Wilson and Sperber (2012)7} $438F= vlxd RT7F W44 ooz
Tro] ofuet Bl AA QL ofoley] AL AR AHE ¢ S-S HER
= Aoltt. wEhA] ofol2Y o] g Neo(Gricean)9] H<to] obd, (A& &
H 9+ RTY AS 7802 rd F = o]d2 AA7t efeleiy A
Be fE oA 7HA] ohdE d ey AEES sdsloft el B+t
2 ofolfue] BE HEE A2 AWshA] X

A de g shve] Gl e de|EH ofeley 9] BE AS FeAor A

B g gla, oz dyH A

[

d

ofs

12 https://www.onlinegrowthguru.com/food-news/carlsberg-campaign
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5.2 G AHEEE ¥4A ofolEY

Largerwerf (2007)= 44138318l &2 21
39 oAM= WAaH ofolHYrt AHEE F §lES FASIIA R e, <t
W7 (2021)& Largerwef (2007)¢] 4L o i
H A AR g2 HiES AAgt) S Adl, kA (2021)2 $44A
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(16) Congratulations to Audi for winning South African Car of the Year 2006.
From BMW, the Winner of World car of the Year 2006.
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a1 A

Congratulations to Audi for winning
South African Car of the Year 2006.

=
From the Winner of
World Car of the Year 2006.

a9 4: BMW A5k 33(UK, EU, US.A)13

BMW2] ®IA1A] &8 “Audi7} 200613 %0] Folz gt A &8¢ ApeatzA
AE AL Foguh — 200635 AlAQ] AFsatE A7 BMWR2Y-H . gkal
wo] glr}h, 18] thre] ARAEL BMWS Audizt AFEAF A4 X FsA
AL gold 7|9ELS on] F L glon, mEhA they e APEE]

=2 a2
2 ZenjAbzo] ARl AAA &7 Sl 2 AHIEel A @A A (manifest)o] T

1) BMW$ Audie A2k GA1NA AR ghold SAE o],
2) BMWE AAF AlE9] H5S o2 JAHE(FE Benzt Audi £+ Volkswagen)
o] A vuste FuAY=RES AR g

B https://blogs.ubc.ca/chrisannekouzas/2010/10/12/when-advertisers-go-to-war-bmw-st

arted-it-audi-answered-it-subaru-needed-something-to-say-and-bentley-had-the-last-lau
gh%E2%80%A6/
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A IF 45 BA He 2RSS o]Zlo] BMWZE R Hlal Fal Al
25 7kl studs ARA HeH, ol 29 47F AXehs AR s At
o] oln] FAgAL e FAR(S BMWS Audi= AFsAF fAIGllA kel 3%
A S B FaATI ol2A QA EIHES Hetaahrh e

oA o FojHE A FENYE AA 2HAES BMWE Audivh o %
Pakske Astea) e Aol ol% e 43t A9l 0 olde
e8] Eelgony A%e AUYS Aokl
2 Enol wEE A% PAST U48e A
Ak, 18] o] ﬁ}xu Wto|v|sh WA A7 A ol 349 B
Astol, ol AT R B ol4 A5 JaH ofelele) A
Jow B 4 Atk

RT (Wilson and Sperber 1992, Sperber and Wilson 1995, Clark 2013)¢]
Ag B9 19 40 et BUW B0 w3 aAsnn, o A8 7AE)
£ YuFE AR ARE MT JE B EE NelE HY Auirt
2006\ =0l otz 7ol A Sao Aeatz AAE AL ddd ¢4 Ol'ﬂr)°
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Congratulations to EMW for Winning

Worid Car of the Year 2006

From the Winner of Six Consecutive
Le Mans 24 Hour Races
2000-2006
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% httpsi//www.researchgate.net/figure/Audi-congratulates-BMW-on-winning-World-Car-

of-2006-while-showing-superiority-by-winning_fig8_340433231
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Wéﬁq_n’ﬁlu Audi and BMW for winning the beautyicontest.
From the'wigner of the 2006 International Engige of the Year.

2% 6: SUBARU A=} FaL(UK, EU, U.S.A)16

S 2n o) AT AERY UFHL AAES: SRV A Qe BE 22 o
So4 AtlE 59 5 G BAES Bl 298 APAE. o dalN §
2 AR Aol $Estthe AL A AAHeE ARt Yzl Hek

1% https://yannigroth.com/2009/10/17/advertisement-war-automotive-industry/

o 0



AL E BN & A AT Sl el oleleld g TE, 169
a1 A

g 1 3424 g9
18 6ol SUBARU Fa5E “Audi®t BMWE meldglolA $-538t=2 4
T 2oksUth 2006 289 A AR SARZEE D 230 2R Audi
°F BMW7} M2l A Fawkekd Wad ofolefy 9} Y FHoR o5 &
AES 3 el 2FetHA T19F Sl 2R 9-93hS 23] AREskal 9l

c}.
A o] Te RTY Aol ofs] axxo|a ,
SUBARU #15+= o]2]d (BMWSF Audiz} slg #o k—g—oﬂﬂi 01%6& &g A
HEg 14 vl 3] $5o® A AN E) ot &
: ek Aojt} Ei= ‘Audit BMWE E€d A5 7}
= QAE It ehs Ao R At HAdE AT
A174317] 4> AUEY] B7t 55 volgH oz Aueta, of
obEolA] WY IR ZRE AAE ojgAlo TN YirH ofolzyE
AlZith 12]an o] W) SUBARU 39| o]#3h wels Wis ofolziy A}o
o] g AR AT ¢ e AL olAle] gl Yol o] 53 94/
ol gk Fof, AT 22 FHA F oA AAHA, FaFTt HEHO
2 Agstaat ks §54 HAAE ‘2 vehd i £ BAA
oA Fur] wiizeln, et WA olelgu o] Q] BMWSEL Audis
& ‘U3]Eo] o] AR vtk HajuloF UpstE= qF ®h ek o] WA
nE 340w Yehar 917] wolth
% 4, 5, 6 FolA AMEE WAaA ool wete] ALY 78S RT A
& F3 ARG oz A, A (2029 FHe] BHEds
ST} = Lagerwerf (2007)% A#alo A= WA ofolgyrt AR
A el A, ddae) & F3Ql vl Fas E}OI 45 7 OM
Halgo N Aig EHo

por
o o mL

lﬂomﬂn&%’n‘

il

lo 01?*‘.‘4 it

E
=
il
=
>
_O‘L
rlr
4
»
X,
b
r1r
P

oX
o
AR



170 A 9 9

S5 Zropdie]= vl FaE U EHA ofgl A9] ofoley] LAl A4
B3] 5 S o] Fe ot Holal FFlEE Ao, AMIS e
Lol Y A5 £, 9-557] wEe] AH|AEL o] AEL 1 Wo| HElE]
g ek Ao® S-S g 121 ofF whalal wfg- 1787 wie

2RAREE oAby ey siiA of 7)ol Ao B A S Ao, ut

2hA] o] MAX = & 159 WA ARPAHE FE 9tk RT9 43|
2ehd o]d A9 sAtEA 9] FauFE Ale] omd 479 HHE dAs)
=T Sof A

A& Bala A HAEA 9 ARAER dlola 23 A
o= Alojm g Agtelx] e wels st A
o 90] 24 Hlo -
= GARE AololA] WAl wholy 2Al] opld S glrh. Teh} 1
Z o =

4,5, 69 *ah?-‘—é—% X—‘.%—i*—i‘ﬂ FEYA 3

>~
>
oo
e,
ont
—10
[
poy
o,
>*?i
rir

)
i
)
ro,
rg
Sl
i
ro,
:015
=
i

r
=)
>
o
of
ok
=)
s

>
>

O
0,
2
Y

it

0174] ‘j\lE‘C E}T Eﬂr* s T Atk

RT (Wilson and Sperber 1992, Sperber and Wilson 1995, Clark 2013)9]
w29, BMW, Audi 2231 SUBARU #1359 ofolfy @al5L n 2 5
g AR E sk w289 Fagbe Bt ARAER stole AT

(o

o] AR ddstart sl =g dotshd ¥ B2 Ands & v
Ak, 5] o] AL didshs FEIEAA FE ¢ Y AEIRE I A=
g AT 28 I Aol o] RS s skal v HE2 wjAA]
€ dgsts T4 1389 Faurt H LEet 259 He| S Holy]
woll A& =F HolAM vE aapAld], ol AL aF FaFrt o sk A
oft}. utebd 17 4, 5, 6914 AAE ool EatEL ddFareti sk o
A oAk HAoM HA Y AP S Gt sk ofAkaE FolAt
=9 7IdE WA, Al A wEkE oA 4 9l



AL E Tl & ded AALE SolM 9 ooy AR} 7, 171
a

B G SR Aol B “%M A=)

2 sfolF Ao A
18wk AA B
2 Aele] of
oS s A
ERY

< Aed oleke Trdd Aol v xdrh= dAlstel, A4 Fare] A
A skl wolEook =Xl ek = Ay}

g ofolys o4
e 55 At

Lagerwerf (2007)% 3137} Apalo] sulalaal ah= AFEo| AJH] 29
YRS FANAORA 2HAER ol AT AE, AU EE olojtlol
AR FES RS B ¢ A9 Ago

HeA7E Az -@2@1 JYYaL & F39 v
U7h oA A/ TEE
WA ool M A= RTY 0|23 & o)A &

Z gt}

ﬂﬂ@ #7d< astal
=& o8 %E”—. AFEAE S Aatste] 1 FaFe]
= U s eluioR dT | Au]x}w] P77t o wet Fst
al
[e]



e 2o o

=

N,
IR = AT
&
2
Sl
>
2o

& Ages Aol QA &

£ sk iﬂm

At Behe, 2 S ok Harel WS
vQ_ =

5L HHE &S0l o f ke glo] X

o

ashe Ae ‘mf:z; PR xm ut o
% Y 29 2

£ &

o X Ok
i
re
ol
rg
Shal
X

e
=<1
et
o
ftl
o
—[m
rﬁ

<

=

1
&1(-}4 E[Li 0_1_4 Ji
r10 = 2

N

N

?L'
POUN
o,

o
Mo
L
2
f[rt
o
x
i

tlo

I
_VE,
T
N
=
=2
2
O
_% = o
R
—l> = m9 e = U o o | o A =

olgl U7t AMEE Fi BETE LHAHEC] St
A AE 4S EFA]? TfA] A A o] v )
UP 7] wfiel] ofol¥y FiyE 15| AAEHE A
T°ﬂ uh2d ofoley Fale AH|REo] 1A

HgelA o “}% A =& 7&o A HEAAR 2Alo] A 7
Ao g Qs 252 23l FEoH Ha A 2E50] 23S A sta
aze] Agsls Fuge WARE 259 W o o o9l 7|3 Fet

o]7] wiol AAEI} AE Wl v 2 AE 7 EEIE "k oY

o
)
>
e
)
L

s mlo
:‘nM:'z
1%
Ol
ol

=
Lx
=

o] Colston and O'Brien (2000)< ofo]g|Ly7} o o4t Xo tfsk
A9l Aol uAIE S HAHdE S 7HAAL A7) wliEel] ARt
= JYE Holq B4 gdRY Fugns BEshed o avdd

=

2
K

o,

]

s
o
BT

= 47l Y38 2 w9, ohlal 328 Lo B
A7\ Ak = E B} B

B, oA B9 A9 HE,
A2, ofelelol 7t 711 %—w AL a5 aa e FAE
o o3 FHANE FEsE D b Bk

o,
ro
=)
o

rlo

)
i
o=
il
r)v
e
ol
Ir
L
— rlo
o
OXL
E
—m
_\|L

ERICRES DL om%

34 3
Ao A3 DA g AhE BEAT)E Aol B RS RT



Works Cited

Attardo, Salvatore. “Irony as Relevant Inappropriatness.” Journal of Pragmatics 32 (2000):
793-826. Print.

Barbe, Katharina. Irony in Context. Amsterdam: John Benjamins Publishing Company, 1995.
Print.

Burgers, Christian.,, Margot van Mulken, and Peter J. Schellens. “Finding Irony: An
Introduction of the Verbal Irony Procedure (VIP).” Metaphor and Symbol 26 (2011):
186-205. Print.

Clark, Billy. Relevance Theory. Cambridge: Cambridge University Press, 2013. Print.

Clark, Herbert, and Richard, Gerrig. “On the Pretence Theory of Irony.” Journal of
Experimental Psychology: General 113 (1984): 121-26. Print.

Colston, Herbert L., and Jennifer, O’Brien. “Contrast and Pragmatics in Figurative Language:
Anything Understatement Can Do, Irony Can Do Better.” Journal of Pragmatics 32
(2000): 1557-83. Print.

Cook, Guy. The Discourse of Advertising (Second Edition). London: Routledge, 2001. Print.

Coulson, Seana. “Sarcasm and the Space Structuring Model.” The Literal and Non-literal in
Language and Thought. Ed. Seana Coulson and Barbara. Lewandowska-Tomaszczyk.
Frankfurt am Mein: Peter Lang, 2005. 129-144. Print.

Culpeper, Jonathan. “Toward and Anatomy of Impoliteness.” Journal of Pragmatics 25.3
(1996): 349-67. Print.

. Impoliteness: Using Language to Cause Offense. Cambridge: Cambridge University
Press. 2011. Print.

Dews, Selly, Kaplan Joan, and Ellen Winner. “Why Not Say It Directly?: The Social
Functions of Irony.” Discourse Process 19.3 (1995): 347-67. Print.

Giora, Rachel. “On Irony and Negation.” Discourse Processes 19.2 (1995): 239-64. Print.

Grice, Herbert P. “Logic and Conversation.” The Philosophy of Language. Ed. Aloysius
Martinich. Oxford: Oxford University Press, 1975. 156-67. Print.

Huang, Yan. The Oxford Dictionary of Pragmatics. Oxford: Oxford University Press, 2015. Print.

Jorgensen, Julia. “The Functions of Sarcastic Irony in Speech.” Journal of Pragmatics 26.5
(1996): 613-34. Print.



174 A 9 9

Kihara, Yoshihiko. “The Mental Space Structure of Verbal Irony.” Cognitive Linguistics 16.3
(2005): 513-30. Print.

Kim, Dae-Young. “Verbal Irony as a Strategy for Practising the Virtue of Humility: A
Pragmatic Perspective.” The Journal of Studies in Language 29.1 (2013): 25-50. Print.

. “Practising Irony as a Speaker’s Discourse Strategy for Increasing Social Intimacy.”
Studies in English Language & Literature 45.3 (2019): 189-209. Print.

(AU, A4 A8 24sUE A gepdEro s ofolgy A3} 1
A, 23 A3, TPl 453 (2019): 189-209.]. Print.

Kim, Dae-Young., and Byeongkil Ahn. “On Using and Realising Irony in Comparative
Advertisements: A Relevance-Theoretic Perspective.” Journal of British and American
Studies 51 (2021): 161-195. Print.

[Athed, ot A, ru]al 3 3L(Comparative Advertisements)ol| 4] WEFL}= ofo] 21U 9]
ARS8, g3 A, TR A5 (2021): 161-195.]. Print.

Knox, Dylwin. Ironia: Medieval and Renaissance Ideas on Irony. Leiden: E. J. Brill, 1989. Print.

Kreuz, Roger., and Sam Glucksberg. “How to be Sarcastic: The Echoic Reminder Theory of
Verbal Irony.” Journal of Experimental Psychology: General 118.4 (1989): 374-86. Print.

Lakoff, George. “Hedges: A Study in Meaning Criteria and the Logic of Fuzzy Concepts.”
Chicago Linguistic Society Papers 8 (1972): 183-228. Print.

Lagerwerf, Luuk. “Irony and Sarcasm in Advertisements: Effect of Relevant Inappropriateness.”
Journal of Pragmatics 39.10 (2007): 1702-21. Print.

Leech, Geoffrey. Principle of Pragmatics. New York: Longman, 1983. Print.

Lee, Sungbom. English Pragmatics. Seoul: Hankuk Munwha-sa, 2002. Print.

[o]4dW. Tgolg 82, A% FFESIAL 2002]

Martin, Brice., and Elisha Stephens. Strategic Brand Management. Waltham Abbey, Essex:
ED-Tech Press, 2020. Print.

NIV(New International Version) Bible. New York: HarperCollins Publishers, 2020. Print.

Partington, Alan. “Irony and Reversal of Evaluation.” Journal of Pragmatics 39 (2007):
1547-69. Print.

Seto, Ken-ichi. “On Non-Echoic Irony.” Relevance Theory: Applications and Implications. Ed.
Carston Robyn and Uchida Seiji. Amsterdam: John Benjamins, 1998. 239-55. Print.

Sperber, Dan. “Metarepresentation in an Evolutionary Perspective.” Metarepresentations: A
Multidisciplinary Perspective. Ed. Dan Sperber. Oxford: Oxford University Press, 2000.
117-37. Print.

Sperber, Dan., and Deidre Wilson. “Irony and Use-Mention Distinction.” Radical Pragmatics.
Ed. Peter Cole. New York: Academic Press, 1981. 295-318. Print.

. Relevance: Communication and Cognition. Oxford: Blackwell, 1995. Print.

. “Irony and Relevance: A Reply to Seto, Hamamoto and Yamanashi.” Relevance



AFPLAE B4 & UFA GNRE oo olelelr] AHgt FH, 17
a 4

Theory: Applications and Implications. Ed. Carston Robyn and Uchida Seiji.
Amsterdam: John Benjamins, 1998. 283-93. Print.

Tanaka, Keiko. Advertising Language: A Pragmatic Approach to Advertisements in Britain
and Japan. New York: Routledge, 1996. Print.

Utsumi, Akira. “Verbal Irony as Implicit Display of Ironic Environment: Distinguishing Ironic
Utterances from Non-Irony.” Journal of Pragmatics 32 (2000): 1777-806. Print.

Van Enschot, Renske.,, Hans Hoeken, and Margot van Mulken. “Rhetoric in Advertising:
Attitudes towards Schemes and Tropes in Text and Image.” Informational Advertising
and Communication 1 (2006): 141-62. Print.

Wilson, Deidre., and Dan Sperber. “On Verbal Irony.” Lingua 87 (1992): 53-76. Print.

. “Explaining Irony.” Meaning and Relevance. Cambridge: Cambridge University Press,
2012. 123-45. Print.

Winner, Ellen., and Howard Gardener. “Metaphor and Irony: Two Levels of Understanding.”
Metaphor and Thought. Ed. Andrew Ortony. Cambridge: Cambridge University Press,
1993. 425-43. Print.

Yoon, YoungEun. “Connecting Irony and Humor with Witticism and Lightheartedness.”
Linguistic Research 31.1 (2014): 183-211. Print.

A (Ad=Hoeal / wg)
Fa (52725) A AFA TR 33 AT A~ QR et et o] gt}

(A7 8% ol gkt AR
olr: amante516@gnu.ac.kr

EEASD: 2021, 12. 31 / AAEY: 2022, 02. 07 / AAZAY: 2022. 02. 08



