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Abstract
The role of metaphor in advertising cannot be ignored, especially in commercial advertisements,
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which are usually aimed at attracting consumers’ attention and achieving persuasive purposes.
This article is mainly based on the visual expression research of multimodal metaphors by Feng
and O’Halloran, and analyzes the multimodal and visual metaphors generated in Mercedes Benz’s
new energy series car advertisements. The research shows that there are two major metaphors in
advertisements, namely, the defamiliarization metaphor “Benz is a part of nature” and the domes-
tication metaphor “choosing a Benz is choosing to protect nature”, which are mainly realized
through visual superposition and visual juxtaposition of words. In the process of interpreting me-
taphors, not only metonymy, but also the atypical symbolic process caused by the mismatch be-
tween markers and value in time and space play an important role.

Keywords

Multimodal Metaphor, Visual Grammar, Car Advertising

Copyright © 2023 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 5|15

20 el 80 AFARLART, BRmip: KM —MIETREFiE, FR BN A R R Se k2 [ AR .
F| Lakoff Al Johnson (1980) [117E (AT LAEAFHIREMTY — i AR B ELS (CMT), IaT M A
MAEF 228 ) TINEIRR . Al SRR B Ty AR A Ram e, Rt T H AR H 25k Rk
FIFERERD AN G 00 HY . TR BT 30 X BRI i E R T8 5 X — B3, Charles J.
Forceville (1996, 2007) [2] [3]:Ks K& Man i) IF 7 3 Bl VB — IS S AL B 2 S, il iias . W o ise

FAERRA, ARRRTR—CFER, Wi & BUREBE., B, FH. FEiERE2ME
Fo TR, ZHASEEMATTEN THR KR, &A% Pl Kress Al van Leeuwen £ 1996 44 H
BRRRBE 1E 29 4 AT RE AR 5 22 S B, AT R AL A R B R o A S (LT I U)X R [4]. 40 Feng A0
O’Halloran (2013)i#i % 100 26725 5 Hhba Ry RIS LA HEAT 20T, 15 HE BRI ZE AL B b i3RI AU
W “AHRBCCE 57, T HAA K SN R R B [5] .

I 5 5 L o SO PR HE A DA R B I R, 2 BUR R AR TSP AN BB iy, ARiE i UK AE T
BEKIEAR, WHREVR AT 2 F R BB 2 B (= 5 95 X6, 2019) [6]. BEVRTH Peh ANATTAE IS A K AE R [R]
B, AR T — @ISR Y. SIEF R PICAE S B T KIR A e . 0AZ0E [ B ST RN ERAT K
gt 2 4RI E S, BSE NS BARFIE A R s BEE R B o IR E R #ha ARRAR I 5%
IR, FREHEZN GO RESL R R ANE L,  “ER AR, RIKHAT” BERANG, AT EEA
IR, FRAR R B AR BRI 2, N R PRI A oIk i . Bk, 2T Feng
H1 O’Halloran (2013)) 2 B KM AR F IS 7T, A SC LA — S BBT RRVEIVR 25 15 ), $RDT 5 0hIA
Ze SR AT @ A TR I = K TG Th RE R SR 2 SRR, e SEI iThBe .

2. ELEAL

AW FFEHT Feng F1 O’Halloran (2013)11) 2 BLASFRm AL WA LHIRTE 7L, AL RALHERIE T Kress
F1 van Leeuwen (2006) A5 152 « FRUETEVZINA, 5 RGIIREE S % = KIGIhREARXS M. 1 = KIc T RE =
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S BDFELRE S ELA R SORR R S m] DL SR A Al o R

PR S ABCE T IURNES TR, AUR I AR, M E RAR[7]. H30E a0
BEHMEG CR Z AR ER KRR, WM. B, SEMEESIRKEZER, Feng 1 O’Halloran (2013)iA
NE B ESCRAAEMNLAE E, il 1 FR, vTRUH “BUE - WEFH R REHVALE” X —Fask
MG H R =0k s RNEIEE” . “BAIXRRLEEME” A CBANRKFME .
FERY IR U5 TH, 2 MRS R 10 2 SCRT REAS 2 B SC7 IR AL 1Y), 1 2 b MR b g 1) e 2 Bl 1) ) 201
KRR B 2 Bos, R S R ARG v 2 AN, an BB L I CEER RN 4.

I Image-viewer relation is camera positioning l
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Figure 1. The visual implementation mechanism of metaphor in interactive meaning
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Information value is Time is Importance is Social closeness is
spatial position space size physical closeness

I
Given is left | Ideal is up
New is right | Real is down

Important is central Important is foreground
Unimportant is marginal Unimportant is background

Figure 2. The visual implementation mechanism of metaphor in compositional meaning

Bl 2. #EE X P hiahiao L s SR

Feng A O’Halloran (2013)IHEAER ], FElan &AL =FPA Rl oDl e e S EAR I TR, i DA
RO, RO IEBS R . X RAFRE SO BA TR RV R AR AL AN 2 A B 4 i
T AT

3. AREM
3.1 “EEZBEARAPHN—TEA”

7 (BN Logo, ATKEIR) HHEIS—Er, DAL RS R S fE 2B 24
BR, BAERERNETIE K, SR K. FERKREIOIATF . kil #H,
LR MR A e INHL. R, £ IR, SRS AR 1 R AME DL T e B
X — MR EOR R AL . £EFH INFF N AW B 1) B AR A B R 5180 A & I S AR LR 5820 i
SLERRIE S R TR IR, MR SR AR R NI T o R AR L “FEIERR KT
“FEILAEARRZR EZ AT, IR L R H R, BT DR I 3h.
Y LIS BRBIR . S5 W, ENTHEERA R, MTT#EEE “part of nature” X —#f
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oo (A —IRAE, TEMR) S, Ry Y — PP B A R B S, R DA I AR X — Aok
REFMEX— Bk, B, ERWERPTET, FES QAKX F @R R, Fit—PEM
23] “FRUZE R AR AR R4y XA BE . BNk, Kk 23 RIS S5, i R IUR
FIRRSE AR AR R, FERM M AR —3 7 MInEE T, M AREILERIMES KER
TAERN R R, IR T2 b K

oG, sttt 36 0 IS LI “ TRt 4eAR AT LAE SRS 2 3L “ Nature or Nothing”
AMESE 7 WUE # Z BTG, 0 B A0 H B AR VRIEED “ 5487, IR AT T-Ram i B . “ Nature
or Nothing” &iA& T 74t — & R e — 1S, AEREATEH, WRARPKANR, T HhE2InE)
Y. A A EERANIAE A G #EE N “nothing” , FRIWEHEGARIEE, MEFHFHIRE
FEEFER BN, IEFRRY FATI LA EAE I R 5K

SR E %5, ICFREEASH PR “The new electric vehicle generations it’s already here.
MERCEDES-EQ” J& ¥4 & v I s o 7E R [ 2 AR A T, IR AR I T H C2 K
HAAW— -, G ERGRY R BR, IUEHEH K EGR R EQ RAIFZIRASLH KA —
B “EE7 o M, BRI E S TR AT S E e R Bt EQ RA ALK LKA,
KRR AR IA R T B E .

DG, ARS8 o 2 RS BR  BARHE TS . B SRR, IR DU B WG &
fifto T BN AS B RN ORI IS, B R E SRR T, Bl RV AARTERNE
B, ARG S R RE HE— RS AL, T WEERR, TRREAN . )5, s S EAF
BEASIES &, fEACKE Z BT I 22 AN BRI B & o — AN BT, W 2 SRR & 3, B 32 23t MU .

3.2. RIBFER TR RIS

TERTSC T H Rl “ FEoh 42 HAR S —3 43 7 2EA b, RSOk B SR E LW TR EHESE T,
B BRI AT LRI SO, BB R SR R & SO I = K Th BB SORIEAT BT 1 735
AR

— 71, PR OORE,  FEA LR S AR AL R R AR IR U S BT AREL, I BLBE AR AR
ST A ARG BT RS 1 o IEANRG SCAT A RI (9, 7R 5 38— 00 b, T2 AR 1 15 1 A ME 12387 P11 &
M ZEFR ) = SCRE N F AR R R SRR R ATARE, 8 A2 A H AR I (E A2 5 B 1 55 Bt 2 e
filhn, il 3 FR, KRR, KRR =R AR E B S IR T AR
HMEIRITE Y, M 1T —ABEAE A BRI “ 5t AR bR 2 K L o 1X — B2 SURL ¥ “ OBJECT 1S OBJECT”
Bamgr, @i “HBE LA LR RE RIERI(Feng & O’Halloran, 2013). KM AL zh#). #4). K
IS RN T B N AR TR B — 30, X — R AR T AR b B I 255 3 4o As b, M
“FIh e AR TR IR X — B RS R .

Figure 3. The Mercedes logo is volcanic lava
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B, JEE M BRI A AR S —47 307 “Nature or Nothing” ZH . FFMZEFRIEL T & Fh
H AR R RSN E BV ERET, - H3CF “nature” T ST SRR R4 T o4 X —
SRS EEL, o A I M SAE R . AP R R E S S H TG P RAT A S R E
4 i R (Kress et al., 2006, p. 105). A X —%E, Toik BEH I ER S U ERECR, 4ok
IR TR B R R 52, AT DAAS B S8 B 1 1555 2 15 1 #2 (2 symbolic attributive process, Kress &
van Leeuwen, 2006, p. 105), 7EMIEFEF, B — AN A AR id (token, T8 B EHRSEIL), 59—
st E (value, T8 HSCFARC). MINFRIALARE, “MHE” R “Fric” WM EEREARN . B,
W SCF S MBI EE b, T DR ARRR A ) B . Z BT AR B T JE s P RAE R, R AR
S E A RIS B, A2 DA 2SO (0 7 OB o AR B R AE 1 B AR AR R AE SR — 3 o o
JeAT B, MAMERD “nature” 3X— “verbal label” JETESE A MMEH PR . o, B
HH LA 2 TE 55 3t 2 A 150 T A ME 1) SR T3 G SR U5 B 1 AR 7 o (1 i AR 23 R 5 Bt 2 A b = R I T
ARAEAL, T 58 —F 0 ISR N R “HfiE ” B “ TR 7 XL EURE R . BREsHT(2015)F s & 5
— WM E SR BTN, B DA AR S LR S AR SO N A A A B SR T T AR F R
PE[8]. MRFET A 5 MshAM &S, Frid SOMEREE AL HIACE I T ) 2 ik f R,
FRYUEEF IER T, SRR SRR BEER

MRk ob, RS —EBor, H T AR 5 30T “Nature or Nothing” fFF 8, #B0E 75— M A+1k
Fam RPN RIERAKAR” o AT LR EWE “ONEMEME SRR ISt , XLk
N T R RS AN Y (Feng & O’Halloran, 2013, p. 327). f#47K HARME N S0 & 75 EE
T EARR) . PURAI YR B AR . G, “SRIAE R B R R4 1X — BV B e 0% 15 B
WA EIEF RSN AR E BN S Sa k. WHKABRERE TV, HRMENKABRN—0T, &
BRI RERESA AR, R AR, B, 8 AR T S AR R B CRIREE R, 5
ML T —BURER, IS SR FROB HE Sl RAETREIRVA G — i, BEAMEEFE, M
LB T EAARIE-

P, BB R ORI B SO, AELAE . 2 (A7 B R X K /N2 T i Ak Blokh 7e B
TX KRB KT & AN R, S Ry “ R R B HRIL IR R iR M “BARZIE
THIARAR o JX AN R I T8 S ME S T 1 IS A 06 Fh ) BB B ) S5 AR, ARMLAR B L T BRATTE
R NFIS NE B 77 ERE . “ o0 RE B S IR 2305”7 o] AN W R BATH AT S R B HE A,
BAVRAEDER FEE R B Bt S0 Ty, i W SR AT PE AR N B RN, TR FRAT g 2 azt B sk
Jio “HBNRIETAM” 1810225 EAUKCE AN A B R B 3 T B Ay v i o, BPRATH
SAREHIN, BB, GUIRRATAAEES), SRR & O R AT R B,
Ay R PR RS AR, (AR IETALA . IEQET ORI, HIEART R =X B &M E AR
MEZIENR, ANFRERUEL, mFr2E. B i RRRE W SE4T# —— R ik, BR A5 R
RAERE, REWAAMAI ST E—F R AR IHREN XS5 TE. AT &P &5 5. Bei
ST, AR AR T o5 W, AR 1 G, MmN AR BB . &G
Ja —HAEH RV R AN H, FRIR R 7E WG 7 W AR BRI v R RV R N AR B /T

T Z B M W] D I 2 R 7 B AR KN SRR, B “EER LT R CEER AN . TE S
BTG P AR SMEFHEE ) B AR BRI HE PN R BB RELEN S 5%, @l e 78 i p)
O BRI IR, T A TG 28 (AW 55 55 1 06 ) (1 I E S 2V U AT T 0 B R RO - BRitbz 4, B
AT DB RN RARIL, AR IS5 #H I8 WA E/ NS 58 EE 18, B & RER iR
A A 1R R ) DA PR B ek S T ek, A T R IO 4y, 1 PR A A BRI (R, X R
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BRI N EAR N, LR B, 52, HERFSFESREIN LT K (L E
RN TWREIARIIER A7, AT S AT AN E Ay B AR FTRE 2 R A RS o

gr b, ERLSEHNENESE T, X P I 2 BRI AT TRt b fERILE SO, BRID
SR 86, SEERRA RS RE R, AR R B AL R A ARk R AR, XY
WS T B RRORYE, IR ERALB e T AR R . A A SRR SO, MIFLAE .
()57 MR O RN IR [R5 Bl S AR 78 FEEILRE S, i ot A AR A 1

4. 4B

BIMTE 2, AT Feng A1 O’Halloran (2013) ) 2 A A Ea M FAL G Rl 7E, b 1 F I
TP A I SRS AL R . BT RED, T T B A R TR SR B AR B A AR
LRI 2 S UK S i 2 S /A NS EAM NS U P e S A S U p 3 b el E A B2 8 AT <iti e s - S
AL OE B RS o T A A B a2 A B A A gl P 5 B S SO L I BRI . B4, T IE
AP ISR TGRSR 2 2 ()7 B AR R /NN o g 1) 25 3L, M AR PRSP A BE ) = R
UL AR S 90T BT REIRI A RN R B AR — 13 77
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