Modern Linguistics BLAUE %, 2025, 13(8), 648-657 Hans X
Published Online August 2025 in Hans. https://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml.2025.138882

£ B 5% m i T Eh AR S 13 2

—ETFELANHNZESIEITOH

it

W fE e
22N EE TR SEANERE S R, HR 22 M

Weks H . 202547 H7H; FHBEM: 20254F8As5H; KA H: 202548 H20H

HE

EBREAE RS RER, HEPETGNRES NN EAEEMANME. A ETKRERS
B EES T ERIER, SHELAN6. IR EER =X G EHITRSHEN, NREE. BUE-
EREASULENNERRIT RGN, HRBEHRFCHSHEMERRRE BB 0. P, B
ERENSESEEMTRSWE T ZERES0, KEESRYLEIVES E &R T A L fe i
X, WAERRIES T B AL B AR R A SRR

XK ia
SEZERES, BHEN, EBR, BXufEE

A Study on the Identity Construction of the
Starbucks Brand in the Chinese Market

—A Multimodal Discourse Analysis Based on ELAN

Yangyang Xie

School of Foreign Languages, Lanzhou University of Technology, Lanzhou Gansu

Received: Jul. 7*, 2025; accepted: Aug. 5%, 2025; published: Aug. 20, 2025

Abstract

As a representative international coffee brand, Starbucks’ brand identity construction in the Chi-
nese market holds significant research value. Grounded in Delu Zhang's theoretical framework of
multimodal discourse analysis, this study employs ELANG6.9 software to deconstruct three Starbucks
advertisement samples. A systematic analysis is conducted from the aspects of expression, meaning,
context, and culture. Furthermore, drawing upon Xinren Chen’s theory of identity construction, the
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brand identity is explored. The findings reveal that Starbucks constructs a composite brand identity
through multimodal discursive strategies. Its multimodal synergy mechanism provides a localiza-
tion communication paradigm for transnational brands, offering practical implications for cross-
cultural brand communication within the globalized context.
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Table 1. Basic information table of research samples

1 MAHEELEER

=Y S AR () RAf 8]
(It starts with you) 58.14 2021.03.20
{Every name’s a story) 89.91 2020.02.03
{Every table has a story) 60.09 2022.08.30
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Table 2. Statistic table of modal annotation

2. RESmERITR

[ FRiE ik SPRER K (FP) SMPRER K 5
AP 21 57.44 27.60
Animation TP 22 50.27 24.15
ATP 21 69.66 33.47
FN 21 146.48 70.38
Feature
FC 15 33.29 15.99
EP 21 86.20 41.41
Eye
EA 7 8.72 4.19
AU 8 17.83 8.57
Angle AD 25 74.80 35.94
AL 27 101.97 48.99
SCu 16 52.05 25.00
SC 21 69.06 33.18
SM 13 32.28 15,51
Shot
SO 4 13.19 6.38
SB 0 0 0
SP 9 30.42 14.63
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Figure 1. Narrative representation
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Figure 2. Conceptual representation
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