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Abstract
The theory of iconicity is put forward in contrast to that of arbitrariness and has been developing gradually. In fact, the debate on arbitrariness and iconicity of language dates back to ancient Greek, when there was the heated argument between Realism and Nominalism.
Ferdinand de Saussure (1961), the founder of modern linguistics, puts forward the arbitrariness principle of language signs, insisting that language signs are arbitrary and looking on this principle as the most important and the first principle controlling the whole language system. This opinion exerts great influence on later linguists. Saussure makes a distinction between two types of arbitrariness--absolute arbitrariness and relative arbitrariness. The former means that the creation and use of linguistic signs have no motivation. And the latter means that linguistic signs have certain motivation. Thus iconicity, which refers to the study of the similarity between form or structure and the concept or conceptual structure it represents, can be seen not as the overall denial of Saussure’s theory, but as the development of Saussure’s relative arbitrariness.

Founder of American practicalism and semiotics, the famous philosopher, C. S.  Pierce (1965) identifies three categories of signs--icon, index and symbol--which differ from each other in degrees of arbitrariness. Further, Peirce divides icons into imagic icons and diagrammatic icons. 

Since the late half of the 20th century, with the development of functionalism and cognitive science, many linguists have begun to form new understandings of the relations between forms and meanings of linguistic signs. Once again, motivation, with iconicity of language in particular, attract great attention in the academic circle. Linguists such as Lyons (1991), Givon (1985), Greenberg (1966) and Haiman (1980, 1985) all point out that to some extent, there exist certain similarities between language signs and their referents and languages are the direct reflections of the outside world. Among them, Haiman is the most outstanding one who studies iconicity. Adopting Peirce’s method, Haiman also divides icons into two groups: imagic icons and diagrammatic icons. 

In recent years, many scholars in China also begin to pay attention to iconicity such as Xu Guozhang (1988), Shen Jiaxuan (1993), Hu Zhuanglin (1996, 1998), Du Wenli (1996), Ji Guoqing (1998), Wang Yin (1999, 2000, 2002, 2003) and so on. 
However, at present, linguists in the field of cognitive linguistics are still at the initial stage of the study on iconicity, and their early researches are mainly confined to theoretical issues. Therefore, there is a big vacancy in the study of its applications in the practical sense. In China, the introduction to the study of iconicity began in the late 1980’s. Many articles and books concerning iconicity have been published since then, which mainly focus on the introduction of the theory itself. Although Wang Yin (1999, 2000) has made some attempts to study rhetorical effects of language from the angle of iconicity, it is far from enough because he just points out that iconicity has certain rhetorical effects. But he does not expound them in detail. And up to now, less than ten M. A. theses in China focus on this topic, among which only one written by Si Wenhui (2005) discusses the rhetorical effects of iconicity but is only confined to advertising English. This thesis tries to present a comparatively systematic study of iconicity and its rhetorical effects and to make a certain contribution to cognitive study, and in particular, aims to add some new blood to the practical applications of the iconicity theory. 

Rhetoric is the other main aspect involved in this thesis. However, different from the traditional way of understanding it, rhetoric will be interpreted in its wide sense, which is not only confined to the traditional figure of speech. Instead, it is a process and an action in which the cognitive world of language users and their expressions become integrated with the participation of cognition, including the use of languages and other linguistic signs, for example, visual images and signs, for communications. Iconicity, in essence, can be seen as a rhetorical device.

This thesis consists of four chapters.

Chapter one presents the origin of the study including a brief introduction to iconicity and rhetoric. This chapter also illustrates the originality, objectives, significance, feasibility and organization of the thesis. 

Chapter two is an overview of iconicity, including its definition, and its development which traces back the debate between arbitrariness and iconicity and mainly elaborates on Saussure’s arbitrariness principle and Peirce’s and Haiman’s iconicity theories. Meanwhile, some other relevant studies are also introduced. 

Chapter three is the part and parcel of this thesis, which expounds different types of iconicity: the oral iconicity, the visual iconicity, the sequential iconicity, the markedness iconicity and the quantitative iconicity and analyzes respectively the rhetorical effects produced by them via specific examples. 
The last chapter is the conclusion which summarizes the main content of this thesis, points out the implications and the limitations of the study and makes suggestions for further study. 
Key words: arbitrariness, iconicity, rhetoric, rhetorical effects

摘     要

语言象似性理论是针对语言任意性理论提出来的, 并在不断发展。实际上,关于语言象似性和语言任意性的争论可以追溯到古希腊时期。在那时就存在唯名论和唯实论的激烈争论。
Saussure是现代语言学的奠基人。他提出了语言符号的任意性原则,并将其视为统治整个语言系统的首要的原则。此观点对后人影响甚大。但需要指出的是, Saussure并没有把这一原则绝对化。他把任意性分为绝对的和相对的两种。绝对任意是指符号的创造与使用没有任何理据，相对任意是指符号有一定的理据。因此可以说,象似性研究并不是对Saussure理论的彻底否定，而是对Saussure相对任意性思想的一种拓展。
美国现实主义和符号学的创立者﹑著名哲学家Peirce区分了三种符号:象似符﹑标记符﹑象征符。三者因任意性程度的高低而彼此不同。能指和所指之间存在的自然关系叫做象似性。Peirce又进一步把象似符分为映象符和拟象符。
20世纪后半叶以来，随着功能主义和认知科学的发展，不少语言学家对语言符号的音义关系有了新的认识，人们开始再次关注理据性，尤其是对语言的象似性赋予了高度重视。如著名语言学家 Lyons (1991), Givon (1985), Greenberg (1966) 和Haiman (1980, 1985)等都指出，语言符号与其所指在一定程度上存在某些象似性，语言实际上是对外界世界的直接反映。其中从事象似性研究最为著名的是Haiman。他采用了Peirce的分法,也将象似符分为映象符和拟象符。拟象象似主要体现在句法象似上，而句法象似又可分为两类:成分象似和关系象似。
近年来，中国的一些语言学家也开始关注象似性研究。如许国璋 (1988), 沈加煊 (1993), 胡壮麟 (1996, 1998), 杜文礼 (1996), 季国清 (1998), 王寅 (1999, 2000, 2002, 2003)等等。但他们的研究主要集中在理论的讨论上, 并且只是注重句法象似性的研究。

目前, 认知语言学家对象似性的研究仍然处于初级阶段,而且他们对这一理论的早期研究主要局限于理论层面。因此, 对于象似性理论的应用研究仍然是片空白。在中国, 对于象似性研究主要开始于八十年代后期, 有关象似性的文章和专著虽不少, 但是研究也主要集中在理论方面。只有王寅（1999，2000）尝试了对象似性修辞效果的探讨，但是其研究局限于句法象似性，且几乎没有具体分析其原则的修辞效果。此外国内虽有些博士和硕士论文涉及到象似性, 其数量也屈指可数。但是, 只有司文会（2005）的硕士论文涉及到象似性的修辞效果,但也仅仅局限于广告英语，而且其中涉及到的象似性原则与本文讨论的象似性原则也不尽相同。本文尝试对象似性的修辞效果作一相对系统的讨论, 以期对认知语言学作出一点贡献，尤其是为象似性理论的实用性研究注入新的血液。

修辞是本文所要讨论的另外一个重要方面,但其概念与传统意义上对它的理解有所不同。本文所指的修辞是广义上的修辞,即一种在认知参予下语言使用者认识世界与表达自身相结合的行为，包括人类运用语言以及其他非语言符号(比如视觉图像符号)进行交际的行为。本文指出, 象似性其实就像比喻、拟人一样也可以被看作是一种修辞手段。

本文主要分为四章：

第一章首先对本研究的起源进行了讨论，其中包括对象似性和修辞的简单介绍。说明了象似性修辞效果研究的创新之处、研究目的、研究意义、可行性以及论文结构。

第二章主要是对象似性理论的回顾, 其中包括其定义、发展和其他相关研究。在讨论其发展的部分，主要介绍了任意性和象似性之争，包括Saussure的任意性理论以及皮尔斯﹑海曼等的象似性理论。

第三章是本文的主体部分。主要介绍了语音象似性﹑形状象似性﹑顺序象似性﹑标记象似性和数量象似性,并对其修辞效果作了详细论述。

最后一章是结语部分，主要总结了本文的主要内容，指出此研究的意义和存在的不足之处，以及象似性理论未来的研究方向。

关键词: 任意性, 象似性, 修辞，修辞效果
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Chapter One  Introduction

With regard to the relation between form and meaning, generally speaking, there exist two major schools in the academic circle both at home and abroad. One school holds that there is no necessary relation between the two, thus unmotivated. The essence of this school is arbitrariness. The other school insists that there do exist some relations between the two, thus motivated. The essence of this school is iconicity (Stefano Gensini, 1995). The disputes among the above two schools have lasted for more than 2,000 years. So far, the two schools have failed to reach a consensus. In this chapter, we will discuss the origin of the study and the originality and objectives, significance, feasibility of the study and the organization of the thesis.

1. 1  Origin of the Study

     This thesis mainly concerns two aspects, namely iconicity and rhetoric. In this part, we will have a brief introduction to iconicity and present a new interpretation of rhetoric which is different from the traditional understanding.

1. 1. 1  A Brief Introduction to Iconicity
Ever since the publication of Saussure’s Course in General linguistics, the principle of arbitrariness of linguistic signs proposed by him has had great influence on the development of almost all the schools afterwards. In his point of view, the relations between “the signifier” and “the signified” are arbitrary, and he considers “arbitrariness” as the fundamental principle and regards this principle as “the most important and the first principle controlling the whole linguistics” and “the basis of the whole language system” (Saussure, 1916). Causing great reverberation, this theory gives rise to the debate about arbitrariness of linguistic signs, which lasted for about a half century. During the debate, some scholars such as Humboldt (1836) put forward opposite opinions. Yet, due to the great influence of Saussure, the dominant role of arbitrariness in the field of linguistics remains fixed and unchallenged. 

With the development of functionalism and cognitive science since the late half of the 20th century, many linguists have begun to form new understandings of the relations between the form and meaning of linguistic signs. Once again, motivation, which refers to the correspondence of relations between parts, to put it simply, how linguistic structures reflect aspects of the structure of reality or aspect of human conception of reality (Haiman, 1985b), with iconicity of language in particular, attract great attention in the academic circle. 
The famous American linguist Raffaele Simone (1995) holds that western traditional linguistics and linguistic philosophy have always contended with the popular principle of arbitrariness and made unremitting efforts in this regard. For example, in the 19th century, Humboldt (1836) introduces the idea of isomorphism between language and reality. At the end of the 19th century, Peirce (1965) puts forward the theory of trichotomy of linguistic signs, namely icon, index and symbol. R. Jakobson (1965) fiercely challenges the view of arbitrariness.

On the basis of academic research, linguists such as Lyons (1991), Givon (1985), Greenberg (1966) and Haiman (1980, 1985) all point out that to some extent, there exist certain similarities between language signs and their referents, and languages are the direct reflections of the outside world. Among them, Haiman is the most outstanding one who studies iconicity. The discussion of this thesis is mainly based on Haiman’s iconicity theory.

In recent years, many Chinese scholars such as Xu Guozhang (1988), Shen Jiaxuan (1993), Hu Zhuanglin (1996, 1998), Du Wenli (1996), Ji Guoqing (1998), Wang Yin (1999, 2000, 2002, 2003) and so on have also begun to pay attention to iconicity.

Accoding to Wang Yin (2003), iconicity theory is an important one within the framework of cognitive linguistics. It is based on the basic view of reality–cognition–language. Iconicity is a hot topic in discussion of syntax in modern cognitive linguistics. It is of great significance to the understanding of the relations between language and cognition. However, linguistic iconicity is not only restricted to the syntactic level. It involves various aspects of a language such as phonetics, lexicology, semantics and syntax, etc. This thesis will illustrate the rhetorical effects of iconicity from three aspects, namely sound, vision and syntax. 
1. 1. 2  A Brief Introduction to Rhetoric
People begin to communicate with each other since their coming into being. To make the communication more expressive and successful, people will utilize a number of linguistic mechanisms and skills. And people’s study about these mechanisms and the usages develop into what we call rhetoric today. Generally speaking, rhetoric bears a close relationship with communications in our life. So it is significant for us to study rhetoric to make our communication more effective.
Today there are people who still equate rhetoric with the adoption of stylistic devices or the use of figures of speech in speaking or writing. However, at present, with the quickened tempo of life, the increased stress on efficiency and efficacy, and the ascendance of the idea that language is a tool of communication, more and more people have begun to regard rhetoric as the art of effective communication. What follows are three definitions of rhetoric.

Rhetoric is the art or the discipline that deals with the use of text, either spoken or written, to inform or persuade or motivate an audience, whether that audience is made up of one person or a group of persons.                                       (Edward P. J. Corbett, 1990)

Rhetoric is chiefly concerned with techniques of how to influence the audience: the function and effects of different language symbols in communication activities; measures to promote mutual understanding and to affect the emotions of the audience; skills to handle persuasion and arguments.                                                          (黄任, 1998)

Rhetoric is a language activity in which, basing upon the main idea, try all kinds of language material and every possible linguistic means to achieve communicative purpose as satisfying as possible.                                            ( 王德春, 1987)

According to the above-mentioned definitions, we can generalize the characteristics of rhetoric as follows: rhetoric is a language activity; rhetoric aims to achieve its communicative function satisfactorily by informing, persuading or motivating the audience; rhetoric employs all kinds of linguistic material and every possible linguistic means to fulfill its purposes. 

Huang Ren’s and Wang Dechun’s interpretations of rhetoric are preferred here because they hold that the adoption of rhetoric is to more efficiently achieve communicative purposes through different linguistic means, which is a trend of understanding rhetoric from the angle of cognition (陈汝东, 2001). 

It is known that all the linguistic factors and concrete techniques used for rhetorical purposes are called rhetorical devices. Because it is very often that iconicity principles are employed for various rhetorical purposes in language use, and iconicity is a rhetorical device as well (王寅, 1999). 

According to what is mentioned above, rhetoric is not only confined to the traditional figures of speech. Instead, it is a process and action in which the cognitive world of language users and their expressions become integrated with the participation of cognition, including the use of languages and other linguistic signs such as visual images and signs, for communications. Hence, this thesis shall mainly concentrate on the discussion of rhetorical effects of different iconicity principles. 

1. 2  Originality and Objectives of the Study

This thesis is original in several aspects. Firstly, the literature review shows that few studies of rhetoric are carried out within the cognitive linguistics, not to mention the framework of iconicity theory, and even fewer articles concerned the rhetorical effects from the perspective of iconicity. Though Professor Wang Yin has made some attempts to find out the rhetorical effects by applying iconicity theory, it is still far from enough. Secondly, most research work has been confined to the theoretical issues and rarely has any work concentrated on practical problems. This thesis will discuss iconicity in a practical sense focusing on its rhetorical effects, which has not been covered in previous Ph. D dissertations and M. A. theses in China. If this approach intends to stand firm, it should try to develop a framework that may be viable to explain a vast number of grammatical phenomena, for a study will turn out to be invalid without practical supports or usage. So, this thesis aims to fill in the gaps of rhetoric study from the perspective of iconicity and make certain contributions to the study of cognitive linguistics.

1. 3  Significance of the Study
The present study attempts to offer a cognitive-linguistic explanation for the rhetorical effects produced in both English and Chinese languages and to provide a more convincing explanation for the rhetorical effects in these two languages. If the study turns out satisfactory, it will be of great significance. If the study turns out satisfactory, it will be of great significance. On the one hand, the study will undoubtedly contribute to iconicity study itself, which will enrich its contents and make this theory more convincing and more powerful. On the other hand, the study will offer a wider dimension to rhetorical studies. Studying rhetoric from the perspective of cognitive linguistics is comparatively new in linguistics and this study presents a novel way of studying rhetoric and at the same time will help speed up the development of cognitive linguistics into a comprehensive theory.
1. 4  Feasibility of the Study

This study is based on many previous scholars’ relevant investigations. First of all, the necessary literature on this subject is available. Secondly, relevant examples are easy to find. Thirdly, iconicity reveals that linguistic forms are frequently the way they are, as they resemble the conceptual domains which they represent in a similar way. Therefore, iconicity study can better provide a plausible explanation for the rhetorical effects of language.  
1. 5  Organization of the Thesis

This thesis shall proceed as follows: Chapter one presents the origin of the study including a brief introduction to iconicity and rhetoric. This chapter also illustrates the originality, objectives, significance, feasibility and organization of the thesis. Chapter two is an overview of iconicity, including its definition, and its development which traces back the debate between arbitrariness and iconicity and mainly elaborates on Saussure’s arbitrariness principle and Peirce’s and Haiman’s iconicity theories. Meanwhile, some other relevant studies are also introduced. Chapter three is the part and parcel of this thesis, which expounds different types of iconicity: the oral iconicity, the visual iconicity, the sequential iconicity, the markedness iconicity and the quantitative iconicity and analyzes respectively the rhetorical effects produced by them via specific examples. The last chapter is the conclusion which summarizes the main content of this thesis, points out the implications and the limitations of the study and makes suggestions for further study. 
Chapter Two  An Overview of Iconicity

The debate over “arbitrariness” and “iconicity” is one of the oldest and most deeply-rooted issues in the history of language theory. Two opposite patterns co-exist. One holds that language and reality are quite independent and do not resemble each other; language is radically arbitrary. The other claims that language and reality must resemble each other to some degree, and language has the iconic nature (Stefano Gensini, 1995). In essence, whether there is a natural connection between the form of a language sign and what the sign depicts has been the focus of the dispute. In this chapter, we will discuss the definition of iconicity, the development of iconicity theory and some other relevant studies.

2. 1  Definition of Iconicity 

As far as the definition of iconicity is concerned, different scholars define it in different ways. Newmeyer (1998) argues that iconicity “embodies the idea that the form, length, complexity, or interrelationship of elements in a linguistic representation reflects or communicative strategy that the representation encodes.” In 1992, Haiman characterizes iconicity as a set of “signs whose meaning in some crucial way resembles their form” (Simon J. Alderson, 1999). He also claims that “… linguistic forms are frequently the way they are because, like diagrams, they resemble the conceptual structures they are intended to convey” (Haiman, 1985b). The relationship between form and meaning is to a considerable extent motivated. Cognitive linguists maintain that linguistic structure is a reflection of cognitive or experiential structure. Givon (1989) claims that any non-arbitrary relation in language qualifies as an iconic relation.

Although the above-mentioned views are different in defining iconcity, they have something in common, that is, iconicity is the study of the similarity or natural relationship between linguistic form (sign, signifier) or structure and the concept (referent/meaning, signified) or conceptual structure it represents. It can be regarded as a sort of analysis and study of language phenomena from a microscopic perspective.

2. 2  Development of Iconicity Theory

When the ancient Greek philosophers argued about the relationship between the name and the things, there arose the difference between Nominalism and Realism. Nominalism (or the Conventionists) holds that the names and the signs used to signify things are conventional results and have no interrelationship with the signified. Contrary to this, Realism (or the Naturalists) argues that a fundamental relation exists between words and the signified, and that words are nothing but the natural names which we give to reality or the things in the world (Wang Yin, 2003).

The current argument between iconicity and arbitrariness is essentially the continuation of this debate. Therefore, it can be said that the two opposite views have been existing through the whole history of language study. In this section, we will present the debate between arbitrariness and iconicity and mainly elaborate on Saussure’s arbitrariness principle and Peirce’s and Haiman’s iconicity theories. Meanwhile, some other studies concerning iconicity are introduced as well. 

2. 2. 1  Saussure’s View of Arbitrariness
The view of arbitrariness can also be called the Aristotelian-Saussurean paradigm, because Aristotle and Saussure are considered as the most prominent representatives of this view. It is apparent that this view is one of the oldest commonly held ones in linguistic thought, which gives rise to theoretical formulation that is by now so widespread as to be treated almost as axioms.
Ferdinand de Saussure, the father of modern linguistics, is the most famous linguist in the 20th century. He considers language as a system of signs that expresses ideas, which is comparable to a system of writing, the alphabet of deaf-mutes, symbolic rites, polite formulas, military signals, etc. Among these systems of signs, language is the most important one. According to him, the linguistic sign is a two-sided psychological entity uniting concept and sound-image which are designated by the terms “the signifier” and “the signified”. In his book Course in General Linguistics, Saussure puts forward the arbitrariness principle of linguistic signs and mentions “arbitrariness” many times. He considers “arbitrariness” as the fundamental principle. He says that linguistic signs are arbitrary and he looks on this principle as the most important and the first principle controlling the whole linguistics and it is the basis of the whole language system. His famous argument goes as follows,

The idea of “sister” is not linked by any inner relationship to the succession of sounds s-o-r which serves as its signifier in French; that it could be represented equally by just any other sequence provided by differences among languages and by the very existence of different languages: the signified “ox” has its signifier b-o-f on one side of the border and o-k-s on the other. 

        (Saussure, 1916)
Saussure believes that the principle of arbitrariness is central to one’s conception of language and linguistic method. He even denies the motivation in the formation of onomatopoeia and exclamation. He does not consider them as organic parts of language. In his view, even they are iconic, they are much less than what people imagine, which cannot deny the correctness and popularity of the principle of arbitrariness. 

However, Saussure admits, “Language is not completely arbitrary, but has relative reasons” (Saussure, 1916). Moreover, Saussure makes a distinction between two types of arbitrariness--absolute arbitrariness and relative arbitrariness. He modifies his relative arbitrariness as “the sign which may be relatively motivated”. To illustrate this view, Saussure gives the following examples: both vingt (twenty) and dix-neuf (nineteen) are unmotivated or arbitrary in French, but not in the same degree, for dix-neuf suggests its own terms and other terms associated with it, other examples including dix-nuit (eighteen),vingt-neuf (twenty-nine), etc. Dix-neuf is formed by “dix” plus “neuf”; dix-nuit by “dix” plus “nuit”; and vingt-neuf by “vingt” plus “neuf”. Taken separately, dix and neuf are in the same class as vingt and nuit, but dix-neuf, dix-nuit, vingt-neuf are relatively motivated: they are formed by the already existing words in the language, not totally arbitrary (Saussure, 1916).

For generations of scholars, the principle of arbitrariness has been a dogma of linguistics. However, more and more iconic features are being discovered in language at the levels of phonology, morphology, syntax, discourse and so on. Peirce and Haiman can be regarded as the most influential scholars who study iconicity. The following subsections will focus on their iconicity theories.

2. 2. 2  Peirce’s Iconicity Theory
While examining and evaluating Saussure’s principle of arbitrariness, scholars in congnitve linguistics intend to find some facts against the arbitrariness principle by resorting to Peirce’s theory of trichotomy of linguistic signs. During this process, by evaluating Peirce’s discussion on the semiotic characteristics of “icons”, the cognitive linguists have further developed the iconicity theory in order to prove the conventionality and demonstrability of language signs and to verify the concept that language structures directly reflect the conceptual structures of human beings.

Iconicity is originally a semiotic concept. Charles Sanders Peirce, the founder of American praticalism and semiotics, introduces it in the framework of his trichotomic theory of signs. According to Peirce (1965), a sign is “something which stands to somebody for something in some respect or capacity.” In its widest sense, a sign may be defined as a form which stands for something else, which we understand as its meaning. Peirce identifies three kinds of signs--icon, index and symbol, which differ from each other in terms of the degree of arbitrariness.

An icon is a sign which refers to the object that it denotes merely by virtue of characters of its own (Peirce, 1965). It is a sign that would possess the character which renders its significant, even though its object had no existence. Or to put it simply as Landsberg (1995) states, “An icon is a non-arbitrary intentional sign, or a designation bearing an intrinsic resemblance to its referent; that is, an item initiative of non-linguistic reality.” An icon signifies by means of surface resemblances or analogous relations among parts. Pictures, portraits, and realistic paintings are the prototype of iconic signs. Chinese characters are fundamental examples of linguistic icons. Almost every character can be explained by relating to the object which it refers to.
In the case of index, Peirce (1965) defines it as a sign which refers to the object that denotes by virtue of being really affected by the object. There is a relationship of cause and effect, or a temporal, local or physical link between the sign and its object. The so-called natural signs, such as weather signs, symptoms of disease are typically indexical signs. In language, deictic words, such as I, here, and now, exemplify the class of indexical signs.
In addition, symbol is defined by Peirce (1965) as a sign which refers to the object that it denotes by virtue of a law, usually an association of general ideas, which operates to cause the symbol to be interpreted as referring to that object. It consists of arbitrary and conventional signs.

These three types of signs operate in different ways：icon by means of resemblance, index by means of contiguity, symbol by means of arbitrary association.  Icon and index are both non-arbitrary. And an icon is non-arbitrary to the extent that it is motivated by resemblance between the signified and the signifier; while index is a sign that is non-arbitrary to the extent that it is motivated by causal relation or by some other form of contiguity with its referent. The three types of signs can be represented as in Table 1 and reflect general principle of coping with forms and meanings.

	Sign type
	Icon
	Index
	Symbol

	semiotic mode
	similarity
	casual or natural relation
	convention

	practical

example
	photograph

painting

diagram

touch or silk

musical note

sweet smell
	smoke for fire

symptom for disease

thermometer for heat

crash for falling log

feel of fur for cat tail

sour taste for lemon
	word

Morse code

logical sign

algebraic sign

	how to make

and take them


	feeling

sensation
	perception

inference

action-reaction
	learning by

instruction and

by doing


Table 1: Peirce’s classification of signs

Peirce outlines three kinds of icons: images, diagrams and metaphors. Please refer to Figure 1:

            images              imagic iconicity

icons      diagrams            diagrammatic iconicity

            metaphors           metaphorical iconicity

Figure 1:  Peirce’s classification of icons

Today, the three subclasses of icons are almost universally adopted in the study of linguistic iconicity. The first is called imagic iconicity in which a perceptible similarity between the sign and its objects is “one of the simple qualities”. The similarity between sign and object may be due to common features inherent in both: by direct inspection of the iconic sign we may glean true information abut its object, as for instance in onomatopoeic words “cuckoo” and “ping-pong”. Diagrammatic iconicity is the second subtype in which the similarity between the sign and its object is only structural. Roman Jacobson (1965) first discovers it via giving the example of Julius Caesar’s famous phrase “veni, vidi, vici” (I came, I saw, I conquered). According to Jacobson (1965), the chain of verbs in the Latin phrase “inform us about the order of narrated events in time”, for the temporal order of speech events mirrors “the order of narrated events in time”. In this way, according to diagrammatic iconicity, there is a correspondence between a structural pattern and its meaning. Finally, metaphorical iconicity, according to Peirce, “is mediated iconicity, suggesting that the ideas conveyed by the sign and the idea of its object are mediated by a third idea” (Noth, 2001). Noth exemplifies metaphorical iconicity by offering the following English proverb “March comes in like a lion and goes out like a lamb.” Although there is only a simile in sense of rhetoric comparing the month of March to lions and lambs, “there is nevertheless metaphorical iconicity according to Peirce’s broader definition, which describes a metaphorical icon as a sign which represents […] by representing a parallelism in something else” (Noth, 2001). However, Peirce’s idea did not receive due attention because of Saussure’s great influence at that time. 
2. 2. 3  Haiman’s Iconicity Theory
Currently, the most well-known scholar who studies iconicity is John Haiman. He (1980, 1985a, 1985b) suggests that language is less arbitrary, less purely symbolic than has previously been assumed and that there is an appreciable iconic relationship between the physical form of grammatical structures and the content of message which these structures are used to communicate. He publishes two books Natural Syntax (1985a) and Iconicity in Syntax (1985b). In these two books, he analyzes and studies syntactic iconicity, thus bringing the research into a new stage. In his opinion, “linguistic structures are often similar to non-linguistic diagrams of our thoughts. Languages are like diagrams” (Haiman, 1985a). “Linguistic forms are frequently the way they are, because, like diagrams, they resemble the conceptual structures they are used to convey” (Haiman, 1985b).

Using Peirce’s method, Haiman simplifies Peirce’s classification of icons and divides icons into imagic icons and diagrammatic icons. Please refer to Figure 2: 
                      oral/ aural/acoustic                                  

      imagic iconicity   tactile

                      visual

iconicity                                        

                            isomorphism       sequential iconicity

      diagrammatic iconicity                     markedness iconicity

                            motivation         quantitative iconicity

                                              distance iconicity

Figure 2:  Haiman’s classification of iconicity

As Bolinger (1977) suggests, icons do not play a large part in language anymore; they are mainly thinking of what we call here “imagic iconicity”. However, “diagrammatic iconicity” is pervasively present in a language, especially at the higher levels of a language, as Bolinger (1977) indicates, “Arbitrary and conventional is a fitting description of distinctive sounds, less so of words, even less of sentences, and beyond that scarcely fits at all. The larger the scope, the looser and less arbitrary the system is”. So there is a basic difference between “imagic iconicity” and “diagrammatic iconicity”. In imagic iconicity, there is a direct, one to one relation between the sign or signifier (usually a morphologically unstructured one) and the signified. For example, 

signifier              miaow

                                 (direct likeness in sound/word-shape)

signified           sound made by cat 
                                     (Olga Fisher & Max Nanny, 1999)

Figure 3: Imagic iconicity

At the imagic level, iconicity continues to play an important role in language. The imagic relation may be of an oral, aural (acoustic) or tactile type, or they may be of a visual type. The above example is an oral one because when people hear miaow, they will certainly think of a cat. So the sound and the thing that utters this sound is directly related to each other  

In diagrammatic iconicity, such a (vertical) direct, concrete relation between the signifier and the signified is missing. Instead there exists an iconic link between the (horizontal) relations at the level of the signifier and the (horizontal) relations at the level of the signified. For example, 

signifier     veni        vidi        vici        

  

signified    “event”     “event”     “event”  

(in real world)                             
                (Olga Fisher & Max Nanny, 1999) 

Figure 4: Diagrammatic iconicity

Thus, the temporal relation between the events taking place in the real world may be iconically reflected in the way in which the signifiers naming these events are ordered on the linguistic level. Such ordering may be temporally sequential, as in the example from Julius Caesar above “veni, vidi, vici” (I came, I saw, I conquered). Or it may be more spatial, concerning notions of distance/proximity and centrality/peripherality.  

Diagrammatic iconicity is mainly discussed at the syntactic level and two types of it are usually distinguished: isomorphism and motivation.  According to Haiman (1980), isomorphism refers to the one-to-one correspondence between form and meaning. Syntactic components correspond to the components of reality and conceptual structures. Motivation means that syntactic structures can directly reflect structures of reality. There is correspondence between the relation within syntactic components and that with empirical structural components.
2. 3  Other Relevant Studies

Besides Peirce and Haiman, there are also many other scholars studying iconicity both at home and abroad.

The great philosopher Plato in his Cratylus mentions that the general human language activities result from onomatopoeia. He thinks that names can show the nature of given things.

A great German linguist, Wilhelm von Humboldt, puts forward syntactic iconicity more than 100 years ago. But this idea only comes to be deeply understood today.

From 1960 to now, more and more linguists come to realize that the relationship between the signifier and the signified cannot be generalized merely as arbitrariness. Jackbson (1965), Greenberg (1966), Bolinger (1977), Lyons (1991), Givon (1989, 1990), Simone (1994) and many other linguists have made discussions in favor of iconicity.

Jackbson (1965) first challenges the arbitrariness of linguistic signs. He emphasizes Peirce’s diagrammatic icons and believes that language iconicity is universal. In 1971, he argues that increased morphological complexity is an icon of increased semantic complexity (John Haiman, 1985b). Brown and Levison in 1978 point out that greater length in polite conversation is an icon of greater social distance (John Haiman, 1985b). John Lyons (1991) believes, “There is much more iconicity in ordinary natural languages, at all levels of their structure, than the conventional wisdom in linguistics.” Givon (1989) says, “There is non-arbitrariness (or iconicity) of some degree in human languages.”
In China, more and more linguists such as Shen Jiaxuan (1993), Ji Guoqing (1998), Wang Yin (1999, 2000, 2002, 2003) have paid much attention to iconicity. They have noticed the development of linguistic iconicity abroad. And they have also made some investigations into this topic, especially syntactic iconicity.

In his article On the Arbitrariness of Linguistic Signs, the famous linguist Xu Guozhang (1988) criticizes the view of arbitrariness. In his opinion, “language is rational, and then how can arbitrariness exist?” He presents a rather overall discussion against arbitrariness, believing that iconicity exists between the linguistic signs and their signified. And he first translates “iconicity” into “象似性” in Chinese. 
Hu Zhuanglin (1996) says, “View of language arbitrariness was dominant in a rather long period. Today, more emphasis is on language non-arbitrariness.” “The general tendency of language iconicity is undeniable.”
Shen Jiaxuan (1993) introduces and comments the related research abroad in his article On Syntactic iconicity. He points out, “At present, iconicity is a hot topic when talking about syntax in terms of cognitive linguistics.”
Du Wenli (1996) discusses iconicity of English at the level of vocabulary and syntax.

According to the above-mentioned opinions, we can see clearly that their studies mainly focus on iconicity theory itself, especially on syntax iconicity. Few of them concentrate on the practical use of this theory.
Among the linguists studying iconicity in China, Wang Yin is quite outstanding. He publishes the first book introducing the theories about iconicity in 1999 and other books involving the topic of iconicity. And he also has published more than ten articles delving into iconicity, especially syntactic iconicity. In spite of his attempts to find out the rhetorical effects by applying iconicity theory, he just points out that iconicity has certain rhetorical effects. But he does not expound them in detail.

So far, we have discussed the study of iconicity in general. In the next chapter some specific iconicity principles will be introduced and their rhetorical effects will also be elaborated on.

Chapter Three  Rhetorical Effects of      Iconicity

As mentioned in Chapter Two, Haiman’s classification of iconicity mainly contains two aspects: imagic iconicity and diagrammatic iconicity. And the former can be subdivided into oral/aural/acoustic iconicity, tactile iconicity, and visual iconicity. The latter can be subdivided into sequential iconicity, markedness iconicity, quantitative iconicity and distance iconicity. In this chapter, the analysis of rhetorical effects of iconicity is mainly based on Hamain’s division of iconicity, namely, immagic iconicity and diagrammatic iconicity. This thesis does not cover all the principles involved in Haiman’s classification. Only some of them, which are oral iconicity, visual iconicity, sequential iconicity, markedness iconicity and quantitative iconicity, will be respectively discussed.

3. 1  Rhetorical Effects of Imagic Iconicity

In imagic iconicity, there is a direct, one to one relation between the sign or signifier (usually a morphologically unstructured one) and the signified. At the imagic level, iconicity continues to play an important role in language. The imagic relation may be of an oral, aural (acoustic) or tactile type, or they may be of a visual type (Olga Fisher & Max Nanny, 1999). This section will expound oral and visual iconicity respectively and their rhetorical effects.

3. 1. 1  Rhetorical Effects of Oral Iconicity
To put it simply, oral iconicity, or sound symbolism, is “a natural correspondence between sound and sense”, “an inmost, natural similarity association between sound and meaning (the signifiers and the signified)” (Piotr Sadowski, 2001). In this sense sound symbolism is a kind of “popular etymology” based on “expressive” or “impressive” phonetics, felt and instinctively recognized as valid by mass agreement within a given speech community, especially by its more language-sensitive members such as children or poets (Piotr Sadowski, 2001). The basics are clear: in sound symbolism “individual sounds are thought to reflect, or symbolize, properties of the world, and thus ‘have meaning’” (Andreas Fisher, 1999). 
Oral iconicity (or sound symbolism) is mainly embodied on the lexical level, such as different kinds of onomatopoeia existing in various languages in the world. The use of sound symbolism can not only make the language forms directly or indirectly imitate the sounds in the world but also make the expression more straight, vivid and lifelike. What is more, it can also bring about a certain strong rhetorical effects, expressing a certain meaning. For convenience of discussion, the rhetorical effects will be analyzed from the following three aspects: rhetorical effects of single sounds, rhetorical effects of sound groups and rhetorical effects of onomatopoeic words.

3. 1. 1. 1  Rhetorical Effects of Single Sounds

Single sounds include single consonants, short vowels and long vowels. The rhetorical effects will be discussed via the following examples.

(1)   The fair breeze blew, the white foam flew;
   The furrow followed free,

   We were the first that ever burst,

   Into that silent sea.      

(Samuel T. Coleridge)
This is one stanza of the famous poem The Rime of the Ancient Mariner written by British poet Samuel T. Coleridge. The first two lines use alliterations of the voiceless consonant (((and the voiced consonant(((, which gives the reader a sense of rhythm. So by reading the poem, readers may feel the gentle strokes of the breeze and envisage the flow of white foam in the sea. In the final line, the author uses the alliteration of the friction sound(((, which enables the readers to envision the serenity and placidity of the sea. By so doing, this poem presents readers with an image of a boat breaking into the high tides of the sea, resulting in a perfect combination of phonological beauty and artistic beauty. 

Many English letters such as h is generally pronounced as the aspirating sound(((. This sound may conjure up the scene of people’s panting under tiredness. And the litterateurs always agree that it symbolizes the condition in which people are working or proceeding with great efforts such as haste, hop, huge, heavy, heave, etc. Another example is(((, which often appears in words denoting “light movement”, as in flow, flake, flutter, flicker, flurry and so on. Below is another example:
(2)                      40------Love

                middle     aged

                couple     playing

                   ten     nis

                 when     the

                 game     ends

                  and     they

                   go     home

                   the     net

                   be      be

                 tween     them       

( Roger Mc Gough)
The literal meaning of this poem is that a middle-aged couple is playing tennis, when the game ends and they go home, the net will be between them. Seen from the angle of oral iconicity, there are many plosive sounds in it, such as (((, (((, (((, ((( and (((. These plosives shall conjure up the image of tennis match in the readers’ mind and the sounds of tennis ball bouncing on the ground. Another characteristics in phonetics is that there are the same sound appearing repeatedly in the same line, such as couple and playing, ten and nis), go and home, be and be. Although some are not exactly identical, there do exist some soft-transition, for example, when and the, the and net, between and them. The underlined parts are all dental alveolars. The real intention of the author is to indicate that both sides on the tennis field are quite familiar with the rules of the match. That is to say, this couple may be fully aware of how their marriage fares on and how it shall come to an end. 

Now please look at another example in Chinese.

(3) “昵昵儿女语，恩怨相尔汝。划然变转昂，勇士赴敌场。”（韩愈，《听颖师弹琴》）

The initial consonants of the first syllables of the first two sentences of the above poem are [(], [(], [(] and [(]. Among them, [(] is a nasal sound, [(] is a semi-vowel or a gliding sound, [(] is a gentle sound and [(] is a retroflex consonant. All these sounds are marked by the same characteristics, namely easy enunciation, smoothness, gentleness and less friction, which can convey a gentle feeling of softness. They can show vividly the love and emotion between lovers. Together with the excellent expertise of Ying Shi, the player，they unfold a beautiful picture for the reader: the lovers are whispering to each other in tender voice. However, their whispering cannot be heard clearly and reader can only feel this vague image in their mind. The tender emotion between lovers need not and cannot be expressed in words. The use of initial consonants [(], [(], [(] and [(] helps to achieve this. The last two sentences begin with “划然”, which changes the tone of this poem from “tenderness” into “vehemence”. So the initial consonants are also changed into resonant and sonorous sounds. Both the image which this poem plans to present and the one which readers can feel are in accordance with the emotion which the player wants to convey. All these are achieved with the use of sounds and their distinctive features. 

We have discussed the rhetorical effects of single sounds. Now please look at the rhetorical effects achieved by some sound groups.

3. 1. 1. 2  Rhetorical Effects of Sound Groups

Sound groups consist of consonant groups, combination of consonants and vowels and diphthongs. Below are some examples.

(4) Away they run, pell-mell, helter-skelter,

Yelling-screaming, knocking down the passenger.

As they turn the corner.                            

  (Charles Dickens)
By using the sound group of (((( and((((, the author tries to depict a picture in which people are running hastily and disorderly. There are many other sound groups denoting some specific meaning. For example, ((((( usually indicates stillness when put at the beginning of a word such as stand, stare, static, stature, stack, stay, stall, stammer; (((( and ((((( are often used to form onomatopoeias. Phonaesthesia, as it was called by J. R. Firth, is constituted by sound combinations occurring as parts of words that seem to evoke certain meanings or meaning-elements (Andreas Fisher, 1999). (((( indicates the flow of the air when put at the beginning of a word, such as fly, flitter, flutter and flicker. And it can also be used to denote the transmission of the light in the air such as flash and flare. (((( indicates the smoothness and flatness of something wet as in the words slip, slippery, slither and so on. Other words relating to the idea of smoothness include sleet, slush, slough and sludge (Andreas Fisher, 1999).

3. 1. 1. 3  Rhetorical Effects of Onomatopoeic Words

Onomatopoeia, which refers to the sounds that basically imitate (more or less closely) what speakers hear, is the most obvious embodiment of oral iconicity. In both oral and written forms, the writers or the speakers always intend to express themselves vividly by using the most appropriate words. To achieve this, they have to give due consideration to the selection of phonetics and the association between phonetics and the ideas they want to convey so as to create a sense of realness and vividness and enhance their expression. Example (5) is a case in point.

(5) The ice was here, the ice was there,

The ice was all around:

It cracked and growled, and roared and howled,

Like noise in a swound! 

(Samuel T. Cloeridge) 

In example (5), the author uses four onomatopoetic words in succession to imitate the sound of the crack of ice. Hence the author succeeds in creating a vivid image in the readers’ mind as if they can see the cracks by their own eyes and hear the cracks by their own ears. What is more, the use of onomatopoeic words here also depicts a spectacular image of billowing flow of icy water. In this way, the author directly makes use of the hearing of readers and makes the poem full of poetic meaning and vividness. In a word, the silent linguistic images become lifelike. Now, please look at another example.

 (6)   Mmm!

   Delicious cuisine…
   Oooh!

   A first-run movie…
   Yawn!

   Time for a nap…
Ahh!

   Now this is the way to travel.

   There is no better way to fly.              

In this example, four onomatopoeic words are used to imitate people’s sounds when their different senses are agitated or satisfied. Mmm is a sound that people make when they taste or eat delicious food. So the sound of Mmm lively suggests how delicious the food is. Oooh is a sound usually made by people when they see or come upon something fantastic or surprising. It is a natural reaction of visual sense. Yawn is a sound made by people when they are tired and want to have a rest or to sleep. The sound is a symbol of lacking sleep. Here it is an implication of a comfortable bed, or something else making sleeping cozy. Ahhh is a sound of laugh made by people when they feel happy. It is very natural that an idea comes into mind that one day you will travel by this plane. The oral iconicity in this example brings readers a sense of reality by simulating people’s different senses. 

In Chinese, there are similar examples.

(7) 他穿着小短褂儿，光着两条小腿儿，小腿儿乱蹬着，哇哇地哭。 (魏巍，《谁是最可爱的人》)

(8) 哈拜径直来到阿西古丽的毡房，翻身下马，掀开毡帘进门, 就耳闻一片嘤嘤的哭声。(许特，《新绿》)
Both “哇哇” and “嘤嘤” in the above examples are used to imitate cry but with much difference. “哇哇” is extroversive and uttered like a sudden explosion. However, the latter is introvertive with certain restraints. So it is appropriate and accurate to describe a startled child with “哇哇” and a sad, miserable young woman with “嘤嘤”. In addition, the accurate diction of the two words clearly reveals the difference between the two characters. 

From the above examples, we can see that the use of oral iconicity can not only make language forms imitate the real world either directly or indirectly and strengthen the vividness and lifelikeness of language but also enhance the communicative effects.

After discussing the rhetorical effects of oral iconicity, let us come to the rhetorical effects of visual iconicity.

3. 1. 2  Rhetorical Effects of Visual Iconicity
Like oral iconicity, visual iconicity also belongs to imagic iconicity. It can be roughly divided into two categories. The first one emphasizes the closeness between linguistic forms and their meanings, reflecting the content with the visual effects of linguistic forms. The other emphasizes the depiction of visual features of subjects.

Normally, visual iconicity does not appear at the lexical and syntactic levels. Instead, in most cases, it exists at the discourse level by imitating the shape of articles in the real world through the arrangements of composition. Some examples are presented as follows,

(9)                  Star

                  If you are

A love compassionate

           You will walk with us this year

        We face a glacial distance, who are here

                   Huddld

                  At your feet                       （William Burford）

This is a poem entitled A Christmas Tree written by William Burford. Apparently, this poem resembles a Christmas tree, which is in accordance with its title. At the top, the word “star” is the decoration for a Christmas tree followed by layers of tower-shaped branches underneath. The trunk is presented with the word “huddld” in which the letter “e” is deliberately omitted in order to bring about a sense of crowdedness. The root of the tree is indicated by the word “feet”. So it can be said that this poem is both a poem and a picture with the shape directly revealing the content. 

Example (2) in 3.1.1 can also be analyzed from the angle of visual iconicity. By arranging the words of the sentence, the author succeeds in depicting a tennis court. In order to present a sense of symmetry and balance, the author even deliberately tears apart some words and fills the parts into each column. The symmetry and balance between the two columns imply that there is a tit-for-tat struggle between the husband and wife with neither party ready to make a compromise. The gap between the two columns looks like a net. By this net, the author wants to indicate that there not only exists a net on the tennis court. What is more, there also exists a net between husband and wife after returning home. The existence of the net implies that the couple no longer loves each other and neither of them wants to make concessions in the first place. Now please look at another example:

(10)        au pair girl

                pair gi

                au pair

                air girl a

u pair gir

                pair girl

au pair girl

girl au pair gi

au pair girl au pai

girl au pair girl au pa

girl au pair girl au pa

ir girl au pair girl a

au pair girl au pa

rl au pair girl a

                                         (Lan Hamilton Finlay)
“Au pair girl” refers to a young girl who (hopes to) makes a living by doing housework for others in order to learn a foreign language. From the perspective of the shape of this poem, there are at least four different interpretations for this poem. 
Firstly, the poem looks like a fat girl wearing a skirt. By this image, the poet may want to tell people that not all pair girls are slim and slender as they always think. Secondly, the poem looks like a narrow-necked bottle. By this image, the poet may want to warn people who want to be au pair girl: It is easy to enter this line but will be difficult to come out of it. Thirdly, the poem looks like a pregnant woman. By this image, the poet may want to castigate those who intend to take advantage of au pair girls. Meanwhile, he cautions that to be an au pair girl involves certain hazards. Finally, the poem looks like a pear which has the same pronunciation as pair. By this image, readers of this poem may possibly associate au pair girl with the delicious and mouth-watering pear. In a word, the imitation of different shapes by arranging the position of words will intrigue readers’ imagination. Hence the essence of the poem is greatly enhanced. 

Another typical example should be the famous and often-used smiley faces, which represent visual iconicity in Internet communication. The smiley faces are the combinations of punctuation marks. The colon shows the eyes, the hyphen the nose, the closed or open brackets the mouth. They are often called “emoticons” because they give some information about the emotional tone of the oral text. The following are several often-used smiley faces:

(11) a. ( --- Basic smiley. This smiley is used to inflect a sarcastic of joking statement since we cannot hear voice inflection over UNIX.

        b.  ;-)  --- Winky smiley. The user just makes a flirtatious or sarcastic remark. It is more of a “don’t hit me for what I just said” smiley.

        c.  (  --- Frowning smiley. The user does not like that last statement or is upset or depressed about something.

        d.  :-I  --- Indifferent smiley. Better than a frowning smiley but not quite as good as a happy smiley.

        e.  :o  --- Yelling

        f.  :Q  --- What?

        g.  :*  --- Kisses

The example below is also frequently used on the Internet.

(12)  *:   Love and Hugs  :*

        *:               :*

         *:   Jennierose  :*

          *:   @  @  :*

*:    J   :*

         *:  \__/ :*

          *:    :*

            *: :*

This is a self portrait. In this example the writer gives us a portrait of herself. Picture and signature are used together. It shows a childlike, friendly face, and the symmetric formation of the shape signals harmony. Due to this form the informal, conventional greeting formula “love and hugs” acquires a special, funny and ironical meaning if we consider the face’s margins to consist of kiss-smileys “:*”. Here is an example in Chinese: 

（13）                           一

尊

巨

大

的

磨

刀

石

砥砺着

民族的意志

                    (周振中，《人民英雄纪念碑》)

Besides making use of the language as a sign to signify the meaning, the author uses the Chinese characters to build a monument to the people’s heroes. There is only one character for each line in the first eight lines which look like a soaring body of the monument. The last two lines resemble the solid base of the monument. The intention of arranging this poem in the shape of a monument is to iconically convey what language signs intend to express. Thus, the signifier and the signified are presented to the readers at the same time and the visual effects are enhanced.
Next the rhetorical effects of diagrammatic iconicity will be analyzed.

3. 2  Rhetorical Effects of Diagrammatic Iconicity

     Diagrammatic iconicity is mainly discussed at the syntactic level. In this kind of iconicity, the direct, concrete relation between the signifier and the signified is missing; instead there exists an iconic link between the (horizontal) relations at the level of signifier and the (horizontal) relations at the level of the signified (Olga Fisher & Max Nanny, 1999). In this section, sequential iconicity, markedness iconicity and quantitative iconicity will be introduced and their rhetorical effects will also be analyzed respectively. 
3. 2. 1  Rhetorical Effects of Sequential Iconicity 

The principle of sequential iconicity is also well-known as the principle of iconicity of order, sequential order principle or the iconicity of sequence (Givon, 1995). It is not uncommon for the order of morphemes, words, or sentences to reflect logical relations among their referents. In dealing with the principle of sequence, Givon (1995) claims that the order of clauses in a coherent discourse will tend to correspond to the temporal order of the occurrence of the depicted events. It is recognized that not the individual verbal signs themselves are of an iconic nature. It is their sequential order, their temporal relationship that is iconic: for this relationship is similar to the one that connects the events the verbal sequence refers to. The cognitive basis of sequence iconicity is built on the narrative sequence of the events, which is accordant with the cognitive process of human’s direct experience. 

The rhetorical effects produced by sequential iconicity will be analyzed from the following two aspects: the rhetorical effects of semantic principle of word order and the rhetorical effects of pragmatic principle of word order
3. 2. 1. 1 Rhetorical Effects of Semantic Principle of Word Order

According to Haiman (1980), semantic principle of word order refers to “the order of clauses in a coherent discourse will tend to correspond to the temporal order of the occurrence of the depicted events.”
In narrative style, the order of sentences usually reflects the order of events. Although the arrangement itself is self-evident, the rhetorical effects of this arrangement deserve our attention here. For example,

(14)    Out of the bosom, of the air,

Out of the cloud-folds of her gaments shaken.

Over the wood lands brown and bare,

Over the harvest-fields forsaken,

Silent, and soft, and slow

Descends the snow.

                                （H. W. Longfellow）

This poem Snow Flakes was written by H. W. Longfellow. In this poem, the poet describes the falling of snowflakes in the following order: the sky – the cloud – the forest – the field, which is in accordance with the order in the nature. By reflecting the most primitive cause of people’s cognitive world and describing natural phenomena in a natural way, the poet achieves the combination of the cognitive world of people and the nature. 

The poem Three Generations by the famous Chinese poet Zang Kejia is also a typical example illustrating the rhetorical effects of sentence order.
 (15) 孩子

在土里洗澡

爸爸

在土里流汗

爷爷

在土里埋葬  

（臧克家，《 三代》）

This poem describes the events which happened to the three generations from the junior to the senior. This order is in agreement with the natural physical order in which men grow up from children and become senile and eventually pass away. In addition, this poem can also be regarded as a palindrome. That is to say, the poem can be read in reverse order. The latter order is in accordance with the traditional Chinese ethics that priority and respect should be given to the senior. Let us look at another example.

(16) 河面大小船只泊定后，莫不点了小小的油灯，拉了蓬。各个船上皆在后舱烧了火，用铁鼎罐煮饭，饭闷熟后，又换锅子熬油，哗的把蔬菜倒近热锅里去。一切齐全了，各人蹲在舱板上三碗五碗把腹中填饱，天已夜了。
（沈从文，《鸭巢围的夜》）
Actions described in the above paragraph include mooring, lighting, pitching the tent, firing, cooking, stewing, changing the pot, putting in the vegetables, squatting on the deck and filling the stomach, which are arranged in chronological order. In doing so, the trivial and simple life style is unfolded before the reader in a terse manner.
Now let us look at the rhetorical effects of another principle of word order below.

3. 2. 1. 2  Rhetorical Effects of Pragmatic Principle of Word Order

There exist different kinds of word order which result from different types of iconicity. In English, more important information is usually put at the beginning of a sentence. This word order iconicizes prominence principle: Prominent information must be put at a prominent place. So the importance and accessibility of information should be taken into consideration when word order is analyzed from the perspective of pragmatics.
Givon (1995) claims that this sequential principle involves the pragmatic use of word order to indicate the topicality of referents--either in terms of importance or in terms of accessibility. The pragmatic principle of word order may be given as:

a. More important or more urgent information tends to be placed first in the string.

b. Less accessible or less predicable information tends to be placed first in the string.

                                                     (Givon, 1995)

Below are some examples to illustrate this principle.

(17) We made our way up the mountain, riding in the shade of lofty birches, occasionally crossing the path of some clear mountain stream, but hearing no human voice and seldom even the chirp of bird or insect.                   (吕煦，2004)

(18) Sept.11 delivered both a shock and a surprise---the attack, and our response to it--and we can argue forever over which mattered more.            (吕煦，2004)

(19) 一年中少有的几日好时光在九月： 气温凉爽舒适， 却又充满活力， 天朗气清， 微风徐来，一尘不染。                              (吕煦，2004)

(20) 未来的第二种技术是使用类似“潜隐”飞机的材料造间谍卫星， 它能吸收或躲避雷达波， 从而逃过敌方设备的观察。                  (吕煦，2004)

“We made our way up the mountain” in example (17) and “Sept. 11 delivered both a shock and a surprise” in example (18) are the more important information or the essential parts which are pointed out first with the aim of emphasizing their importance. Then the modifiers or the complementary parts are added. In this way, the natural way of narration is kept and the sequential principle is obeyed. The same is true with the Chinese examples. “一年中少有的几日好时光在九月” and “未来的第二种技术是使用类似‘潜隐’飞机的材料造间谍卫星” are the essential parts which are put at the beginning of the sentences and the complementary parts are placed behind. So these sentences look natural, unbending, unvarnished and fluent.

After the rhetorical effects of sequential iconicity are analyzed, the markedness iconicity as well as its rhetorical effects will be discussed in the next section.

3. 2. 2  Rhetorical Effects of Markedness Iconicity
The principle of markedness iconicity refers to the order from unmarkedness to markedness which corresponds to the natural order of cognition (Haiman, 1985b). The marked term refers to the element with distinctive features and the unmarked term refers to the element with common meaning and usages. Compared with the marked term, the unmarked term usually has more general and even neutral meanings.

Compared with its unmarked form, the marked linguistic elements indicate extra and unusual meaning. Jacobson (1965) argues that within a grammatical correlation the zero affix cannot be steadily assigned to the marked category and a “nonzero” (real) affix to the unmarked category. John Haiman (1980) argues that it is universally assumed that markedness is iconically motivated: categories that are marked morphologically and syntactically are also marked semantically. According to Wang Yin (2000), the marked term corresponds to the additional meaning. Wang Yin’s interpretation of markedness iconicity is preferred in this thesis and the discussion of its rhetorical effects is to be based on his definition.

When the marked term instead of the unmarked one is used, the language will be more prominent and has some rhetorical effects, which will be discussed together with the figures of speech in this section.

3. 2. 2. 1  Violation of Normal Collocation

In language, violation of the normal collocation shall give rise to marked form. Both the zeugma in English and the cohesion in Chinese are typical example of this principle. With one collocation complying with the normal usage and another contradicting to the normal usage, these two figures of speech bring about strong rhetorical effects. For example, 
(21) He couldn’t pull it. Both were naked. Two naked man. Stripped of clothes. Stripped of names. Stripped of nationality. Stripped of their khakiedselves.
By following the collocation of “stripped of clothes”, the author uses three zeugmas in succession. Even though the latter collocations are not in accordance with normal usage in English, they are the continuation of the collocation of “stripped of clothes”. What is more, these special collocations produce unique rhetorical effects and render a sense of novelty to the readers. 
In Chinese, we can also find some similar phenomena. Here is one example.

(22) 人穷志不穷。过去我用钱来装修我的外表，现在我要用钱来装修我的大脑。

（电视剧 《欢乐家庭》）

It is a common sense that “装修” (decorate) often co-occurs with “房子” (house) in both Chinese and English. However, in example (22), it collocates with “我的外表” and “大脑”, which creates an impressive rhetorical effect and enables its readers more readily to accept this expression.

3. 2. 2. 2  Parody 

Parody is a figure of speech to create new and novel utterance, sentences and texts by imitating existing utterance, sentences and texts. Existing phrases and expressions have their conventional collocation and fixed meaning and the relations between the two are unmarked. So writers can substitute some new words for the original words in the existing phrases and expressions. Consequently, they can impose a new meaning on the expression and make it eye-catching. For example, “Wine is thicker than blood” is just a parody of the commonly-used idiom “blood is thicker than water”.

In Chinese, there are such examples.

(23) 酒醉不知归路，误入校园深处。呕吐，呕吐，惊起鸳鸯无数。

(24) 春花秋月何时了，往事知多少！教室昨夜又用功，考试不堪回首课堂中。

Example (23) is used to mock those university students who loaf their time away in engaging themselves in puppy love. It is a parody of the famous poem written by Li Qingzhao: “常记溪亭日暮，沉醉不知归路。兴尽晚回舟，误入莲花深处。争渡，争渡，惊起一滩鸥鹭。” Example (24) is a parody of a poem written by Li Yu: “春花秋月何时了，往事知多少！小楼昨夜又东风，故国不堪回首月明中…” This parody tells the readers the anxiety of the students before exams and the author’s quizzical and witty attitude is also vividly presented to the readers.

3. 2. 2. 3  Oxymoron
Oxymoron is another vivid embodiment of the principle of markedness iconicity. It refers to the use of two words which are contradicting with each other in meaning so as to form a sharp contrast. Oxymoron can emphasize a certain mentality and brings about certain special rhetorical effects, such as humor. For instance, “bitter-sweet memories”, “proud humility” and “cold pleasant manner” in English and “活死人” and “无事忙” in Chinese are typical examples. In the famous play Romeo and Juliet, Shakespeare uses many oxymora to depict the contradicting and complex mind of Romeo and Juliet after their relation breaks: love and hatred, respect and curse, sweetness and bitterness, fortune and misfortune, life and death and so on. For instance,

(25) Why, then, O brawling love! O loving hate!

    O any thing, of nothing first create!

    O heavy lightness! serious vanity!

    Miss-shapen chaos of well-seeming forms!

    Feather of lead, bright smoke, cold fire, sick health!

    Still-waking sleep that is not what it is!

    This love feel I, that feel no love in this.

                                (William Shakespeare)
(26) 啊,吵吵闹闹的相爱,亲亲热热的怨恨! 

啊,无中生有的一切!
啊,沉重的轻浮,严肃的狂妄,
整齐的混乱,铅铸的羽毛,光明的烟雾,寒冷的火焰,憔悴的健康,
永远觉醒的睡眠,否定的的存在!

我感觉到的爱情正是这么一种东西,可是我并不喜欢这一种爱情。

                                                   (朱生豪译)

In these examples, oxymoron is adopted to iconicize the contradicting minds. In the original version, there are “heavy lightness”, “bright smoke”, “cold fire”, “sick health”, etc. And in its Chinese version, there are “相爱” and “怨恨”, “沉重” and “轻浮”, “严肃” and “狂妄”, “整齐” and “混乱” and so on By putting words of contradicting and opposite meaning together in both the original and translated version, it can deeply reveal the contradicting yet complementing relations between different things or different minds.

3. 2. 2. 4  Exaggeration

While truthful statement is a description of the reality by obeying iconicity, exaggeration is a description of the reality by violating the principle of iconicity. Obviously, any sentence not in accordance with the reality is characterized by markedness. Exaggeration, including overstatement and understatement, refers to the figure of speech in which the speaker deliberately speaks too much or too little about the image, nature and degree of the subjects, which is in contradiction to the objective reality. The purpose of this figure of speech is to emphasize certain characteristics of the subject and to bring readers certain strong feelings. The advantage of this figure of speech is to make the image outstanding, conspicuous and vivid. For example: 
(27) Thanks a million.

(28) In the spring I have counted one hundred and thirty-six different kinds of weather inside if four-and-twenty hours.                         (Mark Twain)

When someone expresses his gratitude, it is impossible for him to thank somebody a million times. So in example (27), obviously it is exaggerated but the thankfulness the speaker wants to convey is vividly presented.

Example (28) comes from Mark Twain’s On the New England Weather. It seems overly accurate if one says the weather changes so many times within a day. In fact, the author just intends to tell readers that the weather changes a lot.

Below are some examples in Chinese.

(29) 打个喷嚏,顶风臭十里

白发千丈

朝如青丝暮成雪
In most cases, people get used to things and their descriptions in real life. In this example, the descriptions of these three sentences obviously go against the reality. Imagine how the sneeze smell spreads ten li away, how one’s hair can be a thousand zhang long and how one’s hair can change from black to white within one day? All the descriptions violate the reality. This violation shall give rise to markedness and bring about some special rhetorical and stylistic effects. They will be able to easily attract the readers’ attention and provide ample room for their imagination. 

Of course, exaggeration should be confined to a certain limit. Unlimited exaggeration of the reality and unlimited violation of the principle of iconicity shall make the writing seem flimsy and grandiloquent. Therefore, exaggeration should be used with caution so as to achieve the purpose of vividness and emphatic expression. 

The last section of this chapter will be devoted to the discussion of the rhetorical effects of quantitative iconicity, which is concerned with the relationship between formal complexity and the concept it represents.

3. 2. 3  Rhetorical Effects of Quantitative Iconicity
Quantitative iconicity involves the correspondence between linguistic form and conceptual complexity or familiarity or predictability of the referent it represents. That is, the more complex a concept is, the longer a linguistic expression is or “the more complex an expression, the more complex and deep its intention” (Haiman, 1983). Newmeyer (1998) maintains that the greater the syntactic or morphological complexity, the more elements capable of bearing meaning; the more elements of meaning, the more complex the meaning. Lakoff & Johnson (1980) also draw attention to the fact that more of form is more of content. That is, the more or longer linguistic units, the more quantity or wider scope or more emphasis. 

One finds the footprints of this principle all over the syntactic map, in the assignment of larger segmental size or more prominent intonation to information that is either semantically larger, less predicable, or more important. This principle may be given as follows:

a. A large chunk of information will be given a larger chunk of code.
b. Less predicable information will be given more coding material
c. More important information will be given more coding material
                                                     (Givon, 1995)

Generally speaking, the rhetorical effects of quantitative iconicity can mainly be achieved in two different ways: by using more coding material and by simple and short sentences. 

3. 2. 3. 1  Rhetorical Effects of Using More Linguistic Signs

The rhetorical effects of quantitative iconicity can be realized by the use of rhetorical device of repetition, which helps to increase the amount of the concept or reinforce the emotion in virtue of an increase in the amount of linguistic form. In other words, people use more linguistic signs to achieve certain rhetorical effects. For example,

(30) Softly… softly… softly you move to the crib to make certain that all is well with the most precious thing in your life, the most wonderful baby in all the world. Softly, too, the smooth Ocean Brand Sheets welcome you when you return to your own bed. And so softly these Ocean Brand Sheets meet your budget requirements. For these are the famous Ocean Combed Percales’ latest products of Ocean Band craftsmanship. 
Example (30) is an advertisement for Ocean Brand bed sheet. In order to emphasize the softness of the bed sheets and make people have the feeling of tenderness, this advertisement repeats “softly” and “Ocean Brand (sheets)”several times. Hence the aim of this advertisement can be well achieved. Suppose these two linguistic signs appear only once respectively, shall the advertisement achieve the same result? Apparently, the answer is no. In such a case, it will be difficult for the customers to associate the product with softness and tenderness. By repetition, the emphatic effects are achieved. In addition, the language of this ad appears to be novel, vivid and rhythmic. 

Now please look at another example.

(31) And my poor fool is hang’d. No, no, no life! 

Why should a dog, a horse, a rat, have life?

And thou no breath at all? Thou’It come no more.

Never, never, never, never, never!

(William Shakespeare)

In this example, the word “no” is repeated three times in the beginning and the word “never” is repeated five times at the end. By this repetition, the author wants to emphasize that life is lost and will never come back. Also, the image of a heart-stricken King Lear when knowing the death of his daughter is incisively and vividly presented before readers. Should both “no” and “never” be used only once respectively, the emphatic effect of the poem would undoubtedly be damaged, resulting in a rather mediocre drama which would fail to strike the right cord within readers. 

To sum up, the use of repetition and use of more linguistic signs make the writing more vivid and precise; this is the vivid embodiment of the quantitive iconicity principle. Here are more examples to illustrate it.

(32) 哦，我的山乡，你给我

多少色彩，多少线条，多少光？

多少美丽的灵感，奇特的幻想！

那石桥，那古槐，那草房，

那青山环抱中一块金色的禾场…… 
 (胡云发，《户长的邀请》)       

In this poem, the author uses four “多少” successively to introduce four phrases which are closely related to each other in content and have a similar structure. The rapid utterance of the four “多少” and “你给我” not only gives full expression to the ideas the author wants to convey in this poem, but also makes the whole poem rhythmic. The use of four “那” has achieved similar rhetorical effects. Supposing both “多少” and “那” are used only once respectively, the whole image of the poem would be greatly weakened. Some other examples are:

(33) His olfactory system was suffering from a temporary inconvenience.（=His nose was blocked.）

他的嗅觉系统暂时有些不便。（=他鼻塞。）            (冯庆华，2000)

(34) His brother is a disturber of the piano keys.（=pianist）

他哥哥是一个跟钢琴键找麻烦的人。（=钢琴家）       (冯庆华，2000)
In the above two examples, the authors do not choose those words in the brackets. Instead, they choose to express their ideas in a roundabout and periphrastic way. On the surface, the writing may seem to be verbose and wordy. In fact, the authors want to achieve the rhetorical effects of humor with the roundabout expressions. Should the ideas be expressed directly, the original flavor of the writing would definitely disappear though the general ideas remain the same, which also accords with the principle of quantitive iconicity.

Normally, complicated expressions shall be adopted for expressing complicated ideas and notions because they can contain relatively much more information. That is why long and complicated sentences are frequently used in English for Science and Technology. Short and simple sentences are frequently used in our daily conversations to express some simple ideas because the use of less linguistic signs shall convey less information. For example,

(35) The essay, as a piece of literature, was invented by Montaigne, who had probably little suspicion of far-reaching importance of what he had created. In his dejected moments, he, turned to rail at what he had written, and to call his essays “inepties” and “sotties”.（冯翠华，2003）

(36) I finished my homework. I went out playing. The sun having set in the west, I returned home. I sneaked in the courtyard, but father found me. He stopped and scolded me. 
In example (35), the inclusion of several subordinate clauses, which indicates the use of more linguistic signs, makes the whole sentence rather complicated. This entails more effects on the part of readers to understand its meaning. In contrast, example (36) is a sentence uttered by a child who has not mastered the use of complicated sentences. Hence he can only express himself with such short and simple sentences. In this sense, the simple structure of his utterance reveals the simplicity of his mind. 

3. 2. 3. 2  Rhetorical Effects of Using Less Linguistic Signs
Short and simple sentences are often used to suggest the simplicity and predictability of something. The structures of the short and simple sentences are also short and simple which mime the conciseness and clarity of meaning. And by omitting less important messages, they can make main ideas and important messages more striking and more prominent.  For example,

(37)—Well, all I can say is people with weight problem shouldn’t eat rich desserts.

       —(I) Shouldn’t eat this, (I) shouldn’t eat that. Isn’t there something that I can eat?

—Yes, food that is good for you. Like that salad you left on your plate.

With the omission of most subjects of the sentences, this dialogue appears to be both vivid and succinct. The lovely image of a petulant child who is discontent with being stopped by his mother eating his favorite food is vividly presented to the readers. Should the omitted subjects be included in every sentence, then the dialogue would sound wordy and verbose. As a result, it will do harm to the original expressiveness of this dialogue.

On the campus of Anhui University, one can often come across some sign boards which read “Ten dos and ten don’ts for Hefei citizens”. With this simple and eye-catching version, which means the use of less linguistic signs, the sign boards will easily attract the attention of by-passers. In addition, it will arouse by-passers’ curiosity into delving into the concrete content of the “ten dos” and “ten don’ts” so that they would be interested enough to read on. Should the title be changed into “Hefei citizen should abide by the following rules and regulations” and other similar expressions, the sign board would fail to arouse the readers’ interest or to achieve its purpose of publicity. What is more, the alternative blunt expressions may bring about aversion and resistance in the readers, resulting in the total failure of the original intention of mounting such sign boards. 

In almost all languages, sayings and adages often appear with omission. Most sayings and adages consist of a few short sentences rich in meaning. However, these short sentences can leave great room for readers’ imagination and association. 

(38) It is not work that kills, but worry. （累不死人，愁死人。） （杨曾茂，1998）

(39) Nothing so bad, as not to be good for something. （世上没有绝对没用的东西。）                                                 （杨曾茂，1998）
Most of us are familiar with the famous banner “Hello, Xiaoping” which was presented during the 34th anniversary of the PRC in 1984. This slogan gives a full expression to the passion of the general public toward comrade Deng Xiaoping. Why does this simple slogan work as a miracle and sweep across China? The real reason behind is the thorough and accurate understanding of the different social roles of different speakers in the communication. This simple slogan shows the close relations between Chinese people and Deng Xiaoping. It also fully demonstrates Chinese people’s respect and passion for him. Should the slogan change into “Hello, Comrade Deng Xiaoping” or “Hello, Comrade Xiaoping”, then the slogan can only show Chinese people’s respect for him but fail to convey the sense of closeness.  

In this chapter, oral iconicity, visual iconicity, sequential iconicity, markedness iconicity and quantitative iconicity are introduced and their rhetorical effects are also respectively analyzed by presenting concrete examples. Each type of iconicity has its own features and produces certain kinds of rhetorical effects which show that iconicity can be regarded as an efficient rhetorical device and worth being further studied. 

Chapter Four   Conclusion
This chapter is the conclusion which summarizes the main contents of this thesis, points out the implications and limitations of the study and makes suggestions for further study. 
4. 1  Major Findings of the Study
This thesis deals with iconicity and its rhetorical effects. Several iconicity principles such as oral iconicity, visual iconicity, markedness iconicity and quantitative iconicity are introduced and their rhetorical effects in English and Chinese are also analyzed respectively. Based on this comprehensive research, this thesis has verified that iconicity is not only a natural attribute of language opposite to the attribute of arbitrariness but also an important rhetorical device which is purposefully employed in both English and Chinese and different iconicity principles can achieve different rhetorical effects which are all important to successful communications.

4. 2  Implications of the Study
From this thesis, we can see that the study of iconicity and its rhetorical effects can be discussed at different language levels. This thesis proves that all these iconicity principles (oral iconicity, visual iconicity, markedness iconicity and quantitative iconicity) exhibit great rhetorical effects at different language levels in both English and Chinese. If the study turns out satisfactory, it will be of great significance. On the one hand, the study will undoubtedly contribute to iconicity study itself, which will enrich its contents and make this theory more convincing and more powerful. On the other hand, the study will offer a wider dimension to rhetorical studies. Studying rhetoric from the perspective of cognitive linguistics is comparatively new in linguistics and this study presents a novel way of studying rhetoric and at the same time will help speed up the development of cognitive linguistics into a comprehensive theory.

4. 3  Limitations of the Study and Suggestions for Further Research
This study may shed some light on the study of iconicity and rhetoric, but due to the limited space of this thesis, some other iconicity principles such as symmetrical iconicity, topic iconicity, etc are not involved here. Also because of the large ocean of English and Chinese and the characteristics of different iconicity principles, it is not possible to discuss every aspect of them.

As to the future prospects of this study, there are two points we want to make. Firstly, it is hoped to be helpful to the English-Chinese translation and vise versa. According to Zhao Yanfang (2000), iconicity gives prominence to the motivated relationship between language form and its meaning. In the light of the iconicity theory, we will pay more attention to the conveyance of the source language form (style) in translation. And only with the conveyance of both source language content and form can a translation be justly said to be spiritually similar to the source language. Second, the scope of this study can be widened by embracing more genres of discourses through the combination of the study of iconicity and rhetoric and stylistics. 

  Despite the limitations of the thesis, the study of rhetorical effects of iconicity will play a significant role in linguistics which presents a new perspective of rhetoric study and will enrich the study of iconicity as well.
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