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Abstract

From the perspective of multimodal metaphor and metonymy, this paper conducts a cognitive
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analysis of a video advertisement of Luzhou Laojiao, exploring the textual meaning of Baijiu video
advertisement and the construction of its positive image. The application of multimodal research
findings in advertising analysis helps to expand the research scope and reveal the essence of con-
ceptual metaphors, thereby providing valuable linguistic references for product advertising design
and marketing strategies.
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Figure 1. Image of enjoying the ultimate coolness of Guojiao 1573 Ice. JOYS!
Bl 1. EZE 1573 7k.JOYS Ik ERHME B E

LSRR AREE(R [A) https://v.youku.com/v_show/id_XNTg4MzI4NjU2MA==html, #ZmHE]: 2023 4E2 H 5 H.
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Figure 2. Image of enjoying the smooth and softness of Guojiao 1573 Ice. JOYS
2. 21573 7k.JOYS Ik Z £ 8 IR E &

Figure 3. Image of enjoying the smooth and softness of Guojiao 1573 Ice. JOYS
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Figure 4. Image of enjoying the prolonged aftertaste of Guojiao 1573 Ice. JOYS
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Figure 5. Image of enjoying the prolonged aftertaste of Guojiao 1573 Ice. JOYS
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Table 1. Cognitive operations, prominent features and modalities in video ads of Sichuan Baijiu
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