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Abstract

Within the framework of multimodal metaphor and metonymy, this paper puts forward suggestions
on incorporating Sichuan food culture in the print and video ads of Baijiu produced in Sichuan
(hereinafter referred to as Sichuan Baijiu) for international promotion, aiming to provide a new
and linguistic perspective for the creation of Sichuan Baijiu advertisements for international pro-
motion. The integration of representative food cultures, such as Sichuan cuisine and hot pot, into
Sichuan Baijiu advertisements, through the cognitive processing and interpretation of multimodal
metaphors and metonymies, does help highlight the flavor of Sichuan Baijiu, stimulate the taste de-
sire of international consumers towards it, as well as assist in the high-quality development of Si-
chuan Baijiu brands and the international dissemination of its culture.
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TERR RN S AL B 7y, AR, DO, DAt (HIEANTIA I D B IR, SCik
Z2 51 BUR PG SR A 3R [113&E 1)1 FE P AL RE AR 22 1% o 7 dh BN S R e B 2 — A2 T i e i .
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SN B ERIER T PO A 2B I < il L <7 BocHE

TR R ULAER[2], R IR AR i SR S5 AE B IF M AT L FBL3] . — 2% S
%, SE AR S5 AT . Kovecses [A1NA, | S I ERE ) — M B T & B R B
it IR AT S o RO B e I B OIS 2 P o BT S P A48 A A R A T T RE QG A 0. it
bb, FMAE] SRR RS S E R WA R 1A OTE[S]. AR, EWAMEERR T RKEA R
T E e b 2SRRI MR BT TE6] [7], X0 S RIRIERE TEMERSH, I T AT .

ARSI, AENFEANE T 5 R R ST B 50 VR AR P, 19 33k 52 068 )18 1R
B, BIL, ASCULZ RS K S it FOCR R T, X TANE T i 1 B SR O BT A R e
2%, BARIE, SZulR ) SRR BT AN T AR 5 1) 22 RS A [« A DA RS g A e
My e, DA T AR o 2 A B AT a4 SO RN 0T AL A, D 1 A 85 SCAE A R A1 R i

2. B EA

MINFIEF A MET S, 2 MBI NI, B85 2SR K MERIER” [8].
R A SR AR, AR R TERAMBRTES, HESmE s, B35, 5R%EE
AT LU T B B RA MU . BRI 5y — A RN ER AR, BESRACIRAR . £ S iER T, B
W M1 WG A AT A RIS FHIZ PSR A E . A B EERIE A O™ R BUIR 55, 5 3 W BA R sitk[9]. A
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2.1. BARFSER M KA

Grady [10]K ik 22 By 43 D Sk B gy 5 AH AL BT o SR Ry (0, 7 SR ARG o X PR gy B T 250 1)
A, B ETAS N 50 W DL A B 3E Sh & 30 AR AL & 1 H 8 256, IR B AR BT & 50358
FHXF A FEARES, W “MOREISUP” o ARG MFIMEIZ S FEAR, KL, FAKRG 5 A7 E T
MR EFIET 2, AR U R BI[11]o BT & HERRAE A R T 05 U8, BB T3 A2 R T
S A BRPE R T 378 A A0 S RE B [12] o 7E) 5 1ER SRR L AR A AR ThRE, i, e A
ALAREGT IO RN AN BR AR L 9 VR i R IR 55 AR s AR A B i [12] . BRART T 0B A v IR AR R g 80 D K
{RAH ST 95 e 45 T 45 12] [13].

AEACARG AT 55 T AT P P B 2 P S 7E P 3 e R R AE B AR B B T A e, i, “Atb
R o )T EERT, BURE 2 RSB 52 2 5 2 1 9GTE[14] [15]. Forceville [16]45H, £ 43k
B RSB Z SRR A WR)E B (1K) T, & T AL . AR BARE 6] = 5 o — ik
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FEM R — ML, ERR IR, IR SRR R RALE T A — BRI o — Sk . 7B iR
TR, A LA — T 77 1T v ) 7 s R OV A, KT R VR R DN AR B 5] 1 FLHE T R .
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21K FIr T 5 B BRI 0 o = K26 B F B, M SIE S LR RN @R s A
b, TR R A[19] . X — P M AR B R A RE R, TR TR SRR
METER R PR 4328 DR A3 N SR A Al 2 1] P 50 S T 2 TR) PRI PSS [19] o B AR 5 B P A A A Jo A2 MR
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3.2. M5
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MV FEREE BT A DR MR RN E . BT 2% (EREE SRS B S ARME[26]H 955
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