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Abstract

As a kind of cognitive mechanism of human beings, metaphor exists not only in the language mode,
but also in various modes, such as pictorial symbols, written symbols, verbal symbols, and so on. As
a unique multimodal discourse, dynamic advertising attracts the audience’s attention. In the field
of advertising, advertisers make extensive use of multimodal metaphors in order to attract and hold
the audience’s attention and accurately convey the information of advertised products to the audi-
ence. But now most scholars at home and abroad focus on multimodal metaphors in printed adver-
tising, and seldom explore multimodal metaphors in video commercials. What’s more, Relevance
Theory can help the audience understand further the implicit information of advertisements. How-
ever, only a few scholars analyzed multimodal metaphors in video commercials from the perspec-
tive of Relevance Theory. Therefore, from the cognitive perspective, this thesis takes Apple AirPods
video commercials as examples and adopts the method of qualitative analysis to identify and ana-
lyze the multimodal metaphors in advertising based on Relevance Theory to reveal the cognitive
process of the audience and the meaning construction of the multimodal metaphor in advertising.
After analyzing video commercials, this thesis draws the following conclusions. (1) Through the
analysis of video advertisements, the thesis finds that Apple advertisements pay much attention to
the experience and feeling of the audience. Most multimodal metaphors in video advertisements
are closely related to emotion. The audience infers and interprets advertising content and the in-
formative intention of the advertiser by virtue of pictorial signs, gestures, sounds and other modes.
(2) It’s instructive and feasible to apply Relevance Theory into the analysis of multimodal meta-
phors because Relevance Theory effectively analyzes or explains the transmission process of meta-
phors’ implicit meanings. Combined with Relevance Theory, the audience can infer implicit mean-
ings of multimodal metaphors, not just explicit meanings.
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1. 5|

BEERIER AR CGEL R, MICEHENBFRAC. AT RN, /5yl 2S5 E
By AURBERINNATH HH AN, SIRZ50 G 2 RA R 58T . 2GRS T .
Mo S5 2 ARG, BIEE . BR. B SIESEZ AT BN S SR T A PRI B R [1]. A
7 RO BAREE THES 7 S EIRSS,  — WDl i) i A AR R Rk R RO HES 9 . SR, TR
XPRETEEE, ATZE =5 L 5 5 OB H ik, AR T 28 .

TEINFIIE 220, T S RN 5 08 5T 2 2 A — PR R e B ig 3, Hoi 2 H IPE T2y
WHAEZ N J5 R IBAT S . AKX —HAR, |5 N AL AUR & AT BRI, B GBI 7E
X R RN R IERZOE . Sperber AT Wilson (1986)7F (iitE: AZFr5iA%1) (Relevance: Commu-
nication and Cognition) — 5t E AR H 1 OCHREIR, JRR “OCHRME” FE N B BEAHE —MRRER —
T A AR B 28R (contextual effect) i, (B AEZIESE 4 BA RBNME” [2]. X —HIR N
F A LS B e T Al . [ Ah A R A N SRS R F AR IR AR S AILE A RO
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Francisco Perez (2000)1F 5% [ iZ IR Gt & M, 4 tH B ARG TE BB 38 SR Ao M 5 B UR (1)
FeAE[3]. FEULFEAE [, Maria Jests Pinar Sanz (2013)#3F— 0 UERH, B oCELEES 5 BRI — 2 - H LS
FZE -, A BTS2 A0 W B S HEWT ) 5 R 2 L[4]. 5 Perez W —%L, Vesna Lazovié (2018)iiE T
WA SCER B R T H1liE, HXOSEMRE N “ BRIl (ostensive stimuli). 1Ay 800C1E B B2 61
EHIMESRBCR, A TR 516 BRMEE B, MR 2 7 i = A RS B [5] . 1B N AH
KB FIT RS TR . ARSI A 135 (2013) MR BRER R M AV E 1 35 S8 b A i L2 — A
A HI 7 - HERE (ostensive-inferential) i 2, 51 ) 5 B 7516 W& 1 = B DU 2% & HEMT 15 B 6] ™ —
W (2015) WL ELARER T 1 7 25 dofe] ) UGB AF 2 B 7 ok 32415 2 & B (informative intention), $i Hi XX
VB AT A o BRI AN B2 7 R O S T BB R A7), WA — 0T, B AU R — s SR,
HR R YT, R AR R R TR . A B AR S A Y, Gk A ek e S 3
RIS FE RE[8] . [RIUth, FERRAR S5 40, T R IR I R AL S 2 S RIS A, e
T OUEZ R, AR N AR AT EAR I SO DGR E DA 5| 4R AGE B ) A AR 1A
PRSI, ARMEMARTE R S S AT BER I AH RIS 54T B

SRR DL BRI PRS2 O, T MR E S S RS, MBSO, R
I, ASCIEECGE R AirPods ) =R #—— (Snap) (Stroll) 5 (Bounce) 1EANZEMG]. XLl AN
R E T Tz, BAEAFSEZHES 788k, o, (Bounce) 7E% 99 Jii ADC 4% K
Wrpgdgk IR ER” RS N RIS e s (Stroll) #H S, HEERE % (Down)
(1R RS T, — b4 Billboard JE 55 37 A7, IX LR 7R AR T IR OE R BERR
B E R, IR AT Rk, ASCULSCHEIS N M HESE, IEECER AirPods RAIFLTS1EN
TIPS S i BUNE & IR AL S g T S R B e T A i BN E A N U TE AT P P QS
PR, FR G0 R A BN R 2 DA K 2 A R /) 5 P B SRR, DA T 5 B 2 4t
S AN, RS A A R IE 2 A R A, MG SR 1R 5 0 ANE A I B HE
T

2. EBPIESR
2.1. BIETSERM

LSRG E X E, B X582 % . Forceville I\ g2 125 Bamgy & B ARt R 538 23 73] B8 3=
BRI F Aok L RIBRAGI9], J&8 Tk = S Rk U 2 A Ram . k% e 3L &, Eggertsson Al
Forceville ¥, %@ USRS, M LUIE AT 2 B Bt 78 1 S bR /0 M [10]. T S ) 2 A5 AS Bard 1e
EINZ M S Ra, wscr. BUR. S, P EMER S IR, i R e 2SSk A
| B 2 AR B g (KU AN 5 AR 07 2 [11] 0 (TR 2 BT AR 2 b i) 2 RS RE i, ASHITE TR R
IS8 SUHAT 53 W7 o FEIX — MR R 2R L, BEAS WA — o] ) FH L A (0 Ja an Jod 2 T e R P 7955 R 42 [9]
1ESERRAT bR, fAS S BRI W IR A B, Kk, Forceville ¥Ai&s4nsrA: (1) BB S (2) ¥
Figs (8) HELFFS: (4) F#; (5) Ad: (6) &/%: (7) “Uk: (8) Wkid: (9) #&f[3].

2.2. kBEiL

SRIRIAL A DA 15 FH 27 I R Al 6F A 2N AN 38 Bty 2 LA 5008 (1 AR RE 77 - 1986 4T, Sperber 5 Wilson
7t “Relevance: Communication and Cognition” —f5rR$2 H T 35 L2 1R, 5 A2 brid & — AR
- EEAR[2], YorE I E E BEARE S AT R AR bR B, B WA TE F RS B A AOE S
HeWrZE B ZHRRETH ML ZhrE0E, FHamEs AR .
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2.2.1. INFEN 53ZFREM

Sperber A1 Wilson 1\, 2EbrfsE B BA BE . SCBE R E LURRPEE 5 A2 bn 515 = BUAR T 1015 12
. MREEOCICIR I, A2 Rk FE /2 Ui 18 3 I 5 S 5 W G 3 I KB B 2 R s B A AR e i A . BBl
FER AR T ST P BRI« A ) 5 22 B R, 5 DX 43 T e SR I B R SR o AN SR U 45 H
NN T 18 SR 5 R IR [12]« NMATTEH 2500 5 H S BRI R - 1618 R B KAL) A
MISTERE B R L GOHAT RS b7, B 7E MBI NS 3R A i R B B AR . 28 B R 45
B NIIRIE BT N EME L B S BT AR B E [12] . Ul AR TS 43 (K8 B2 A R 0 A5 H
ARINRSS 70 T, S I 5 B R ORI X i B o R ORI HR 1) B A8 B i 2 LS /IN )
BTSRRI R MBS R s T A SRR AN N 7E A8 b P2 @ ik A 355 F1 3R A5 B 7 o0 BB B AR [12]

222 BREIBEYR

TEAC BRIt FE A, BB IS B SR IR SE B A B B RUR K7 A A BB . 5% G0 s ANIR], Sperber
A Wilson SEEE F A2 BRAPARURA, $eH T —DNENENEMES. A1k, B8 TR,
AR RMERE RN —ANTE, IRESZEE2 42 MIBRURL2]. RESE—MFEET A
IR ST HH) — REFME R, AMURT BRSO ss . migss s e Bk ons B) 5 ks
Bl JFE A R (1B 45 )M AR 45 R [13]. ik, 7ERhridfEry, Bellos SARYE UG & R4 05 2,
HH GBS, SR EE SRR B, RSN B RUR

DR, 2 RS B 1 7 SR AT UM SRR ER IR PR A AT R 152, AR — > DA SRIDR I D 5 i (1
MR FE . BRI &, )05 5 I 2 S BRI 5 WA T, AR AR T 4 i A 2 T A
KBS IR NAH RN ANSS 77, DOSRIUE B 1 B ORI, AR T 75 78 19 22 B 2 RIS R ) 2545 B

3. BT XEKEILM AN SRS 54T

RSN & A, BT S M BB IRE, WA TEG. B5. XTSEH
A2 AT S BHRIO TR 3 VRO 5 R S A A K —F B R - HEBRAS BRad e, AU 5 v Y 2 A
BRI ER 2 7 —Ah BRI, T R A B s AR e ) SRR A e PR T AR U 5 Ak K S TR
I B A S HARIE ST BAAREIARISS F1, TR 5 Bk i (5 B B S e b . A
b, RN 7R 2 B B AE AL & T B ISR NL, ASCRE T SRR E 18, 3R AirPods IR 5
H 2SRRI R TFE— B i, B, WK Forceville XHMEAS I RGBT, HT H o HBLK Z AASBa
BEAT > RARE, FEIRE D 4 M2 BESERmRAY, ST BB HE S RS AR, DER T S e
REARNER Ik e R IG,  AITERE 515 2, SCHUE BB K S E KA Rfkid .

31. £E-TF

FEHE AT, B AL RENS SR H Y2 1 A AL . R BIAME N HY 2 RO LS,
7 LA T ARARFAE (¥ 47 ) 45 1 3 (1 22 A5 A5G K o Lakoff AT Johnson 48 H, RT3 5 3640 AH AL M £,
MR K LA AESRIAPUR 8] tHRT WL, i B R RARRBIMARES, 7 N 7 AR HCIRS, fildn
ORISR BT RN CHERDR R BRI . AU S, R
6] R X B SRSk AR AR RS 1) R A MR kAN SE WA B 1, X B
“PRIRAE IR LI B .

FE) 5 (snap) o, T TGN DR « B4R LA HBERERE b, R EI RS AR (K
1). FEHFIEATER, HEAEF RIS SN RIER B (E 2). B ST R, WARA LIS HTE 21,
FENAEHWEFREAET I TRPRE, BIRRAL 7 “EO2F T WEsskRm. Mn, MBI
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FERBFERRIhEEa, A AEEE R, RN, RIS EONVRSEALIT O T I SREE(14 3), &
P& EHENL LA R 4), 5 5eRT R 1 SHRIE 5 SRR b, AR« BRORAE ) 7 (O RE T -
fE£77 7% (bounce) ', T SLAERIL, PRETRR(I 5), WId “MiRk” 5 “AHRE” [Ep SR ALIE
i ELREFTT 7 INRIRHE. B, EITR FHLIhBERImE], N AR PR BRER (1] 6)HF RFFIEIR
SR 7). RAERE I Bigsl, sk TR AV IEE R R R, T BRI R Ik
Myo £E (stroll) J7o A, AHAUR I AR . 3N MR B S AT IR (18] 8) DI 2 & i i SRR ES
(1519, &1 10). @I AT E S B S HEERIXTLL, SEM T IR B PR R R ) SRS
Fyt

Figure 1. Sadness is down
E 1. FpET

Figure 2. Sadness is down
2. 3EET

Figure 3. Happiness is up

[ 3. REmELE
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Figure 4. Happiness is up
4. REKEE

Figure 5. Sadness is down
E 5 FEpET

Figure 6. Happiness is up
6. PR5KME £

Figure 7. Happiness is up
E 7. REmEE
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Figure 8. Sadness is down
8. FEfEET

Figure 9. Happiness is up

B 9. KM@ L

Figure 10. Happiness is up
10. BR&KMmEE

£ “ b - R, ARIESCERELE, IZZHERMESUENIRER, 21V ERR— Dk
INFITESE, AT AR A AT H B8 22 AN RN ZS T3 RAGAH B IR S RCR . AR R, AR AR A AR B
R 22 T £ 22 1) 77 (S A A 50 B T PR 2R A B ST RN K o X — BRI AR, WLARTS LRI
TP K B AirPods AR BRI B A4, TTREAE A —Fh S 26 1L R T I Y, JE L ob
FETPOREIBA R EREI AL o Gl AR “ TR B AR, T R P e
(FEMe . 5 B0) FeAL O P RIS S (8, 32T E I DA R 2 T AR DA R IR, 9 A s R i i 9l R S B

32. Hi-f&
Al - JEFam i it 5 g RS EI R = B rd[14]. ERpEfBEsdiEkd, “ar” HEAERERE
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HEMME, ERERAERESR: W a7 WA ER M, BRI 25 £ HE AR,
M SR EFEEE TS, B REREMNZ T 577 .

FE (Snap) M, BT - RIS E] TS is . BT, L EMAT AR T (] 11), XA
o (O B J= T RS 1 D S A A S A B SRR A B AR, RIDAE TR BUR A A 2 A R R )
WARRIAES; MRS AirPods FFJT )R & MTh e 5, HALR = ARERTTT JF B 51 VLA (5 12), 58T
M“JE” B CRTT R R, BERAL T AL SAFE RIS B RESIPE R R . ik, T s
UAETITRSE=ESIE (e AFE 4Vl INTTE KR S LY VAR ERI I AvEs i (192 LY VA DR ]S L S

FE T - ST R, AT P 2 REARRAE, TR A AR MRS AR S A
AT PEARAL . AR R RS RE T e, I FE M S AT RAE S mi Ay, e AR AR AL 1
DS 2 FEBI R ARLE D RN 58 A g 37 57 it A B DR R SRR, BT AlirPods S $2 AETIR 305 SRR 5,
HE I E FRZESN T TI0 SR AE M5, NTHESI ARt 54 SR L ana it . /8 AR FE
REAR AT E— 20 SRR ShAEF BT FEMRSE T T ShRe R, SEBLAR B s oRabe, M B o5 %
15 SRR S PR AirPods By — Bl i B AMRRR 4840 540 SRALAFE B AR IR 4R THAE 2R3
HIEA, I 7T RE F ORI 2 A R S T SE R e

Figure 11. Back is negative, low status
11. EERERER A

L ]

Figurel2. Front is positive, high status

E 12. aiEARRESHAL

3.3. B - %

FEFS AR, BRI SR e R REm g, X—IRAAEENE. BRERAELR . HES5H
U7, TSN AEARRE B a5, BRI 5 “PUREWIRE” M) 2 E T % K05
BREH., fla, BN NEBRIER, HYOEEN I THREREE S Mo Rbi, AR
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WA R R EYIRRRA .

FE]7 5 (Snap) 1, fd TG, 0 EE AT N K A TR 6 R R A i S 1 € A R (151 13), BR
FERLSE OB SRS ORIz, T2 T ARG . SET s RS g 28 . ) Tl i AW
S5O IENES, KERERMACOACHRERS R, Mm@ < E0R1IRE " 2B, g
FENAM AirPods Pro N5 AR5, WLOE I A A4 B2 e ). IRBE IR SR T H R 2 vola TR & (14
14). WIS ORAAEALSEA T HEH SR . RN R, R mui bR . )5 i A 2
PR R, A T PURZWISE” B Ik .

FE R - WISERam T, AGEY KGO 5 AYMLSIIC S, #o1 T ERE N FIEsT,  BEm g
B R 5 NG ROIRZS Z 18] (BRI . BESRALIE 5 e 4 & IRIB W AU — MR, EfER
P2 AR R AE DA F I, B EESRM AT HBE— 2B M55 77, DA 5 i R = . Ak 3
NATFJE AirPods DIRERTE FIALTEZE 5, RIS (i B2 R A0RE AR, LA S AR AIEIET fi )8 A5 T
A2, BHTZEESG, MR CRREREES, WISRIPURT BORRmEIMGT. fEURREAE L AR S B B A
FITESEREAT IR, AT RIS 5 SO Se Bl ke, &P E i HE B R MK, R
AREFEPIAT T H & [ “BURARLE” FALRRT S0l . X — AR R SR A ™ i D e [
RIS, JEEEALCE R TS, EEELNR 152 AR PR A .

Figure 13. Sadness is blackness
[E 13. FRth 2R

Figure 14. Happiness is brightness
B 14. RERPRR

34. H-18

FORET AT EZER R EINN . AR RE RN SR T EE R, R AT
FRAE AR AR AR AR o MO8 — ML TR RS BRI, R IE E R E e A R R E A
FFAEFE B 4 At A R 2 [ SR RN OS2 FHTE R “BRARMS BRI Z2 5 IR “ AR A8 T
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R BPARORER, | P85 H IR 5 51 ARG 4, PR 22 8 AR AT - e fag Do Je 32

FEIX = JURLAR 5 v, PRI 285 IR IS IR B SR OBV E AR AR . i PO AR SE R IR, T 22,
B=A SR AirPods I, E A ERBNIER I 25 S80S 0 R FDPAE R TR 2, RS
HAGGRE R TT 17548 . BARRIN:  (Snap) AT IR SR I R FE 552 (Stroll) HHEIAM)
FEAT S H HHEEl;  (Bounce) H A W ABKER IO L A5 BIAT o W LABEAR, F R HC AR B 98 T 22 e
NV RIS 5T A R DL EIRAE, T8 B AR B R S 2 5. ERRIERE, [ EA
DU B AR P E AR, R A BT S AR AR BL AR 1 28 IR B AR 2 W AR, SEELR I XX
EERLE

FEPR - 1R Fam T, MRICERSHLAE, 58 R ARl A 2 A M HHLE
[ 1Y 22 2 R AR AR, IR it b AR AR AL AR AU A0RE 3 AR K1 225 77 i B D RE A N BRI RIS K
BT IR R ARSI, WA B> (AN S5 ik e ORI, R T 5 (1525 et S A5 2 (e
NV 2 COA) AT RS AL B, ST A el SRS DR 8GR L, AR
FEILNRNEEE AL 7“7l - &0k - WA IREE, WooR) i A N A7 i Ja Bk 2B A2
WS RSB, BT S R A B R A PR R, BMEBE R, AR AR S
TG, WAESNE RS TR S EANAIERNr s RtE 5, EOWEIL AirPods (1 Zh REANH i &
o

4. &

AT ASRIECE A6, X AirPods R 1) FR I SRS EIEEAT T RS, BRI 7S W
i PR A RIS 51 SOAHER, IR & SLILE BRI SRR EA L. BRI, 1) 2
RS & R AR I . U ERGIE M B - “RT - R ORI - BISET 4R -
187 SR HIFam, RS A0 D Re S B AR B A IR FARARIRSS - X LEFamnE e B &R
BEFLZ M S HEER, MAGRZN YIRS, BOOMATE AR5 BEAT E3hHERL . 78 SRR 4K
T, AR BRAGINFNSS FI3R UL 05 P TESERCR WIS 2 FAL™ et (K B LRI 1 5 R PR A
SREAZERE R (2) @I H I 734, SRR ST AR, MU A 2 AR RE
WK Z SHEREEMK. TEELER. T FEETRNE R SEREEMKIRmEL, 5180
ARAE R LR B ARHEWT ) i A AL R A P R B S5 B e XA USRS O AT (R B s, A
DR T WA 7 Sh D BN, ISR 1) T A BUR R T AR ACR - (3) RIKELR A # T i
B B SRR AL 7 I EEHEZE . AR MR - A PRIERR, AT S A RIE BT A OC
PESEIUA BLE . IZER AU T LA I (I8 TR S RIOR L Bt SRR E R, MER T
G e i A 22 B A B ey S T i A% 38

PRIk, RICEIR AR & B S0t 7R AL A, AR RENS S AR et B o 1A P
S5EERE. FN, AHFRE) &SRB R A R RS QIR B s 2 AR, R QIR R
DU SR M 3 52 AR NI BE - A7 BT S B SE A R A 46 5 7 3

SE
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