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Abstract

This study, grounded in multimodal metaphor theory, takes the promotional film Beyond Ten
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Thousand, Look Up Endlessly by YangWang, a high-end brand of BYD, as its corpus. It identifies and
analyzes the multimodal metaphor configurations deployed across the verbal, visual, and auditory
modalities. The findings reveal a clear functional division among the three modalities in metaphor-
ical operation: the verbal modality undertakes conceptual anchoring and the establishment of a
cognitive framework; the visual modality translates abstract concepts into a perceivable visual-spa-
tial order; and the auditory modality provides an emotional undertone for cross-modal operation.
Through the synergistic interplay of the three modalities, the commercial fact of surpassing ten
thousand sales units is re-encoded as the starting point of the brand’s high-end journey. This paper
argues that multimodal metaphor serves not only as a rhetorical resource for brand image con-
struction, but also as a discursive strategy that embeds commercial propositions into cultural nar-
ratives, thereby providing a profound foundation of meaning for brand positioning. This strategy
offers a referable multimodal discursive pathway for the high-end image construction of new en-
ergy vehicle brands.
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