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Abstract

Multimodal metaphors can characterize different domains and their mapping relationships
through different modalities, which also make multimodal metaphors more vivid than unimodal
metaphors, and multimodal metaphors can achieve the effect of advertising and marketing by
mobilizing more sensory experiences. This research conducts a case research of Kenzo perfume
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advertisement based on the conceptual metaphor of Cognitive Linguistics, focusing on the dynam-
ic cognitive construction process of multimodal metaphor in video advertisements, analyzing the
interactions of various modalities, and reacting to their mapping process. This research reveals
how the perfume video advertisement uses multimodal metaphors to achieve the effect of attract-
ing customers, elaborating ideas and stimulating consumption.
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Figure 1. Woman sits at a solemn banquet
1L ZARLTFERNER

Figure 2. Woman with funny face
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Figure 3. Exaggerated body movements of women
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Figure 4. Woman’s gesture of provocation to the statue
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Figure 5. Woman makes the “power” gesture
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Figure 6. Women’s destruction of the environment
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Figure 7. Woman’s uncontrollable limbs
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Figure 8. Ballet on stage
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Figure 9. Women break through the “eye”
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Figure 10. Perfume bottle and product name
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Table 1. Multimodal metaphor construction process
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