
The discursive capacity of 

graphic design [

Ediciones Complutense,

2014-12-02

info:eu-repo/semantics/article info:eu-repo/semantics/publishedVersion 

Artículo revisado por pares

Analítica

The relationship between rhetoric and graphic design is presented in this article. The comparison between a

classical orator and a graphic designer, between a discourse and a piece of design comes from the connections

between with the communication and creativity. We will see how an application of the fundamentals of rhetoric

can open new doors to the professional practice, the education of graphic design and the same theory of the

rhetoric of the image.By the analysis of a design is exemplified the points of union that show how the

arguments, operations, figures of discourse and rhetorical phases are present in the creative process of graphic

design and how designers, perhaps unconsciously, use techniques that were traditional. In other words, graphic

design is a rhetorical construction.There is then a transposition of a discourse model created by linguistic signs

to a discourse model consists of visual and typographic signs, causing design is seen as a discursivediscipline

that goes beyond the aesthetic component
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