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DANH MUC CAC KY HIEU VIET TAT

STT Viét tit Cum tir diy da
1 QC Quang cao
2 QCAT Quang c4o am thuc
3 AD Andu
4 ADDPT An du da phuong thirc
5 ADYN An du y niém
6 NNHTN Ngo6n ngir hoc tri nhan
8 MN Mién ngudn
9 Mb Mién dich
10  LTADDPT Ly thuyét an du da phuong thirc
11  LTADYN Ly thuyét an du y niém
12 AXYN Anh xa y niém
13  AX Anh xa
14 TV Tiéng Viét
15 TA Tiéng Anh
16 SP San pham
MO PAU

1. Ly do chon deé tai: An du (AD) la co ché nhan thuc nén tang
gitip con ngudi to chuc tri thirc va biéu dat thé gisi hiéu qua. Tir tu
tr hoc ¢6 dién, AD tung duoc xem 1a phuong tién nghé thuat,
nhung ké tir cong trinh caa Lakoff va Johnson (1980), AD duoc tai
dinh nghia nhu cau trdc co ban cua tu duy - nén tang cho huéng
nghién cau an du y niém (ADYN), trong d6 tu duy van hanh théng
qua anh xa gitra c4c mién tri nhan.

Trén co s& d6, nghién citu AD ma rong sang hinh anh, &m thanh,
ctr chi va khdng gian thi giac - tao tién dé cho khai niém an du da
phuong thitc (ADDPT). Trong truyén thong, dic biét 1a quang cao
(QC), ADDPT ngay cang phd bién do tich hop nhiéu kénh biéu
dat. Forceville (2006, 2009, 2020) tién phong phan biét AD don



phuong thirc va ADPPT - noi ngdn ngit, hinh anh, am thanh phéi
hop dé tao thong diép biéu cam va thuyét phuc.

ADDPT hién dién rd nét trong céc chién dich QC thuong mai,
nhat 1a QCAT, noi SP duoc gin véi cam x(c, gié tri va hinh anh
van héa qua da phuong thirc. Tuy nhién, nghién cuu hién tai cha
yéu tap trung vao mot ngdn ngit hay nén vin héa, trong khi cac
nghién ctru d6i chiéu ADDPT giita hai cong dong ngdn ngir - van
hoa, nhat 1 gitra tiéng Viét (TV) va tiéng Anh (TA) trong QCAT,
con rat han ché.

Tai Viét Nam, mot s6 cong trinh nhuw Huynh Trung Ngir (2010),

Phan Vin Hoa & Huynh Trung Ngit (2011), Ding Thanh Diém
(2021) va Nguyén Thi Ngoc Anh (2024) di tiép can AD hoic
ADPPT trong QC, nhung chu yéu khao sét hién tuong riéng I¢,
chua c6 hé thong ddi chiéu toan dién, dac biét trong loai hinh
QCAT vén giau biéu dat da phuong thirc. Tir khoang tréng do, dé
tai duoc thyc hién nham dong gop vao 1y ludn ADYN, ADDPT va
ma rong nghién ciru truyén thong lién vin hoa.
2. Muc dich, muc tiéu va cau héi nghién citu: Muc dich chinh la
phan tich va ddi chiéu cac méd hinh ADYN da phuong thtc trong
QCAT TV va TA nham lam r& cach thirc kién tao va dién giai nghia
trong hai cong dong ngdn ng - vin hoa.

Ba muc tiéu cu thé: (i) Xac dinh cac mod hinh ADPPT trong
QCAT TV; (ii) Xac dinh cac md hinh twong tng trong QCAT TA;
(iii) So sanh, d6i chiéu dic diém an du, ciu tric anh xa va vai tro
clia cc phuong thirc biéu dat.

Nghién cuu tra loi ba cau hoi: (1) Nhitng mo6 hinh ADYN BPT
nao dugc st dung trong QCAT TV, duoc hién thuc hdéa qua
phuong thirc ndo, va phan anh ciu trdc y niém ra sao trong dién
ngdn QC TV? (2) Nhiing m6 hinh ADYN DPT nao dugc str dung
trong QCAT TA, duogc hién thuc héa qua phuong thic nao, va
phan anh ciu tric y niém ra sao trong dién ngdn QC TA? (3)
Nhitng diém twong dong va khac biét trong viéc s dung ADYN
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DPT va dic diém ngdn ngit trong QCAT TV va TA phan anh diéu
gi vé khac biét tri nhan va chién luoc dién ngdn trong hai béi canh
van hoa?

3. Péi twong va pham vi nghién ciu

Déi tuong: ADYN DPT trong QCAT TV va TA, dugc thé hién
qua ngdn tir, hinh anh, &m thanh va bé cuc thi giac.

Dit liéu: 190 clip QC truyén hinh dai 15-30 gidy (giai doan
2019-2024), tir cac thuong hiéu phd bién trén YouTube (TV) va
ispot.tv (TA). Cac SP gom tra, ca phé, nudc ting luc, mi an lién,
stra va thirc an nhanh.

4.Y nghia cia dé tai

Vé ly luan: Dé tai phat trién khung phéan tich ADPPT trong dién
ngodn QC, 1am 13 co ché phéi hop phuong thirc biéu dat trong viéc
tao nghia va hiéu ung thuyét phuc. Bong thoi gop phan ciang ¢ ly
thuyét ADYN (Lakoff & Johnson, 1980), khung ADDPT
(Forceville, 2009), va khia canh van hoa trong AXYN (Ké&vecses,
2010; Hofstede, 2001).

V& thyc tién: Gop phan thiét ké thong diép QC phl hop véi dic
diém tri nhan va vian hoa nguoi tiéu ding. Trong gido duc va dich
thuat, nghién ctru gidp nang cao nhan thirc lién van hoa va k¥ nang
phan tich dién ngén da phwong thic.

5. B6 cuc luan an

Luan an gom 5 chuong:

Chuong 1: Co so ly luan vé ADYN, ADPPT va tong quan NC

Chuong 2: Phuong phap nghién ctu, thu thap va mé hda dix liéu.

Chuong 3: Phan tich cac mo6 hinh ADDPT trong QCAT TV.

Chuong 4: Phan tich cac mo6 hinh ADDPT trong QCAT TA.

Chuong 5: Di chiéu dic diém ADDPT giira hai ngon ngi, ly
giai khac biét van hoa - tri nhan.



CHUONG 1: TONG QUAN VAN PE NGHIEN CUU VA
CO SO LY THUYET
1.1 Co s6' Iy thuyét

Luan &n tong hop céc ly thuyét lién quan dén LTADYN va
ADDPT trong NNHTN va truyén thong. Theo LTADYN cua
Lakoff & Johnson (1980), 4n du I biéu tuong tri nhan gidp con
ngudi hiéu khai niém triru trong thdng qua anh xa tir MN cu thé
sang MP. Vi dy, “CUOC POl LA MOT HANH TRINH” ding
lugc @6 “dudng di” dé t6 chirc khai niém cugc sdng. Anh xa an du
thudng c6 tinh hé thong va chon loc - chi nhing dic diém phi hop
cia MN méi dugc chiét xuat sang MP, nhu trong “THOI GIAN
LA TIEN BAC”, cac thudc tinh nhu tiét kiém, quan ly dugc sir
dung, trong khi nhitng dic tinh nhu sb sé-ri thi khong.

An dy y niém c6 tinh pho quét do gan véi trai nghiém than thé
va thé giéi khach quan (nhu luge dd vat chira, duong di), nhung
cling mang tinh bién ddi theo vin hoa: “feeling blue” trong TA va
“pudn nhu 14 rung” trong TV phan &nh khéac biét tri nhan.
LTADYN cho thay an du khéng chi I hién tuong ngdn ngir ma
con gan lién véi tri giac va hanh vi x& hoi, hd trg viéc hinh dung
théng tin triru twgng mot cach tryc quan.

LTADDPT (Forceville, 2006, 2009a; Kress & van Leeuwen,
2006) mé rong LTADYN béng céch phan tich phéi hop gitra cac
phuong thic Ky hiéu nhu ngén tir, hinh anh, &m thanh, mau sic. ..
dé hién thuc hoa anh xa MN-MB. ADPPT 1a loai an du trong d6
MN va MD duoc thé hién qua it nhat hai phuong thirc khac nhau.
Trong QCAT, viéc két hop hinh anh mon an hap dan, &m thanh
gion rum va khau hiéu cam x(c tao nén hiéu ang biéu cam manh,
kich thich gidc quan va tang tinh thuyét phuc trong dién ngén QC.
1.2 Khung ly thuyét va khung phan tich

Trén co so cac ly thuyét di trinh bay, luan an xay dung mot
khung phan tich ba ting cho hién twong an du trong QC da phuong
tién. Tang tri nhan van dung LTADYN dé xac dinh ciap MN - MP
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va mo hinh héa anh xa, nhan manh yéu té van héa ngir nghia. Tang
phuong thtc ing dung LTADBDPT nham phan tich cach hién thyuc
héa an du qua ngdn tir, hinh anh va am thanh, tap trung vao tuong
tac lién phuong thirc. Tang chire ning dua trén khung dién ngon
da phuong thirc (Kress & van Leeuwen, Cook...) dé 1am rd vai trd
thuyét phuc, cam xuc va chién lugc truyén théng. Khung ba tang
nay cho phép tiép can 4n dy nhu mét hién twong phic hop, két ndi
giira tri giac, biéu dat va ngit canh vin hoa, bao dam tinh nhat quéan
khi d6i chiéu hai ngén ngit.

Luan an dac biét nhin manh ba phuong thic chinh trong
ADDPT: ngon tir, hinh anh, &m thanh. Trong QCAT, ngbn tur
thuong 1a khau hiéu giau hinh anh, tir goi cam giac va dong tir
manh, nhu “Mat lanh dén ting giot” - goi AX CAM XUC LA
CHAT LONG. Hinh anh QC tao hiéu ¢ng thi giac manh, vi du
banh mi nuéng 6ng anh goi cam giac “gion tan”. Am thanh nhu
tiéng “xeo x&o” khéng chi minh hoa ma con kich thich tri twéng
tuong vi giac. Cac nghién ctru trudc (Kress & van Leeuwen, Cook)
chi ra rang su két hop ba phuong thirc nay giup ting stc biéu dat
va kha nang ghi nhg.

Cudi cling, luan &n tong quan cac nghién ciu trong va ngoai
nuéc vé AD trong QC (dic biét QCAT), cho thiy phan 16n van tap
trung vao ngodn tir hodc dix liéu TA. Viéc d6i chiéu lién ngit - lién
van hoa van con hiém, 1a khoang trong ma luan an huéng dén lap
day.

1.3 Cac cong trinh nghién ciru treéc day

Ngay tir khi Lakoff va Johnson (1980) gii thiéu khai niém an
du y niém (ADYN), linh vuc nghién citu an du trong QC, dic biét
QCAT, da phat trién manh m&. Giai doan dau, cac cdng trinh trong
nuéc chu yéu theo huéng phan tich ngdn ngit truyén thong nhu
Tran Pinh Vinh, Nguyén Puac Ton (1993) va Mai Xuan Huy
(2005). Tir nam 2010, hudng tiép can tri nhan bat dau rd nét hon
qua cac nghién ctru caa Luu Trong Tuan (2010), Huynh Trung Ngi
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(2010), Pham Thj Hang (2012), cho thiy an du khéng chi 14 tha
phap tu tr ma con 1a cong cu to chic tri nhan va tang hiéu qua
thuyét phuc.

Tiép ndi 1a sy chuyén dich sang phan tich da phuong thtc, noi
bat v&i nghién cau cia Nguyén Thi Lan Phuong (2020) va luan an
ctia Nguyén Thi Ngoc Anh (2024), trong d6 an du dugc phan tich
qua phdi hop ngén ngir, hinh anh va &m thanh. Tuy nhién, céc
nghién ciru ndy con gigi han & mot sé loai SP, chua bao quat hét
su phong phu caa QCAT.

Trén thé gioi, nghién ctru vé ADYN trong QC phét trién sém
véi pham vi rong. Guy Cook (1992), Angela Goddard (2002), Yu
(2009, 2021) di lam rd vai trd cua an du trong dién ngdn QC, tir
tao thong diép thuyét phuc dén truyén tai gia tri van hoa. Ang &
Lim (2006) va Pérez-Sobrino et al. (2021) nhan manh an du nhu
mot chién luoc xay dung thuong hiéu va két ndi cong dong trong
tiép thi sb.

Sy phét trién cua truyén thong da phuong tién da thuc day su
lan rong cua an du da phuong thitc (ADPPT). Forceville (1996)
dinh nghia ADPPT 1a loai 4n du két hop it nhat hai phuong thirc
biéu dat dé tao nén nghia thong nhat va giau cam xtc. Trong nudc,
Nguyén Thi Ngoc Anh (2024) va Pham Thi Thu Hién (2018) buéc
dau hé thong hoa co ché ADDPT trong QC d6 udng, song van thién
vé ngdn tir va hinh anh dong, it chl trong am thanh, mau sic, khdng
gian.

Nguoc lai, cac nghién ciru quéc té nhu Forceville (2009b), De
Mooij (2010) 3 mé rong khung ly thuyét ADDPT bang cach phan
tich vai trd doc 1ap caa &m thanh va nhu cau ban dia hoa trong
truyén thong xuyén vin héa. Cac nghién ctru thuc nghiém (Spence
et al., 2019; Krishna, 2012; Zhang & Gao, 2009) chitng minh rang
su phdi hop nhiéu phuong thic khong chi lam phong pha trai
nghiém giac quan ma con ting kha nang ghi nhé va thién cam doi
v6i thuong higu.



Hudéng nghién cau dbi chiéu an du trong QCAT giira cac ngon
ngir cling mang lai nhiéu phat hién. Nguydn Thi Lan Phwong
(2020) va Nguy@n Thi Ngoc Anh (2024) chi ra riang sy khac biét
vé MN va t6 chuc anh xa trong TV va TA phan anh dic diém van
hoa va tu duy dan toc. Cac nghién ciu quéc té nhu Famelart
(2010), Fernandez (2011), Kou & Liang (2022) ma rong khung
ADDPT trong bdi canh so sénh VH, khing dinh mdi nén vin hoa
c6 céch td chuc va tiép nhan an du riéng biét.

Vé phuong phap, nhiéu quy trinh x4c dinh an du da duoc phat
trién: phuong phap dinh luong cia Hyperbole et al. (2012), quy
trinh nam budc cua Steen (1999), MIP cua Pragglejaz Group
(2007), va mé hinh ba budc cua Bobrova (2015). Ngoai ra, Maes
va Schilperoord (2009, 2018) con dong gop vao viéc giai thich su
khong tuong thich thi giac trong an du hinh anh.

Tom lai, ADYN va ADDPT giir vai trd trung tdm trong t6 chirc
thong diép QC hién dai, dic biét trong QCAT. Tuy da ¢ nhiéu
thanh tyu, nhung van con khoang tréng nghién ctu vé phdi hop
phuong thirc, yéu té van hoa, tiép nhan lién ngix va co ché tri nhan
phtic hop can duoc tiép tuc khai thac trong bdi canh toan cau hoa.

CHUONG 2: PHUONG PHAP NGHIEN CUU
2.1 Phwong phap tiép can
Luan an dat trong khuén kho mé thac kién tao tri thiac
(constructivist paradigm), theo do tri thac khdng ton tai nhu mot
thuc thé khach quan, ma duoc kién tao thong qua dién giai mang
tinh x4 hoi - van hoa (Crotty, 1998; Creswell, 2014). Y nghia
khong sin c6 ma la SP cua sy twong tac gitta chu thé tri nhan véi
thé gigi trong bdi canh giao tiép. M thic nay cho phép xem QC
nhu mét didn ngdn xa hoi co vai trd dinh hinh, thuong thuyét va
phan anh hé gia tri, niém tin va tu duy cong dong NN- VH.
An du, dic biét 1a ADPPT, duoc xem la co ché tri nhan nén
tang gitp con ngudi td chuc kinh nghiém va kién tao thyc tai
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(Lakoff & Johnson, 1980). Khac véi quan diém tu tir hoc truyén
théng, LTADYN khéng dinh an du I yéu t6 ciu thanh tu duy va
giao tiép thuong nhat. Viéc lya chon, trién khai va tiép nhan an du
trong QC do d6 chiu anh hudng tir ngbn ngtr, tri nhan va van hoa.

Viéc ap dung phuong phap dinh tinh 12 hé qua tir md thue kién
tao. Phuwong phap nay khéng nham do luong dinh lwgng ma kham
phé chiéu sdu ¥ nghia, cau tric tri nhan va chién lugc dién ngdn
trong tirng ngir canh (Denzin & Lincoln, 2011). Trong nghién cau
nay, mdi QC dugc xem nhu mot truong hop dién hinh (case), noi
ngén tir, hinh anh va am thanh phéi hop dé hinh thanh mé hinh an
du mang tinh y niém, gan véi myc tiéu truyén thong va tiép thi.

Hé thong phan tich duoc té chic thanh ba tang: (1) Tang tri
nhan: noi xac 14p AX gitra MN va MD theo LTADYN; (2) Tang
ky hiéu hoc da phwong thirc: phén tich cac phwong thuc biéu dat
nhu ngén tur, hinh anh, am thanh va sy tuong tac gira ching
(Forceville, 2009a); (3) Tang dién ngodn: ly giai chirc ning biéu
trung, thuyét phuc va dinh vi SP trong bi canh QC (Cook, 2001).

Ba tang bo sung nhau dé tao thanh khung phan tich lién nganh,
bao quét tinh phirc hop cia ADDPT trong QCAT.

2.2 Céch van dung ly thuyét vao phan tich dir liéu

Nghién ctu van dung ba nén tang ly thuyét chinh: LTADYN
(Lakoff & Johnson, 1980), LTADDPT (Forceville, 2009a), va 1y
thuyét dién ngdn QC (Cook, 2001). Mdi ly thuyét dong vai tro
riéng nhung b6 sung I1an nhau khi phan tich cac mé hinh an du
trong QC.

LTADYN 14 co sé nhan dién AX gitta MN va MD - co ché hinh
thanh an du tri nhan. AX 1a su chiéu hé thdng gitta hai linh vuc tri
nhan, thuong tir trai nghiém thé chit, nhu cac luge do “cudc hanh
trinh”, “chién dau”, “cham soc”...

LTADDPT m¢ rong phan tich sang phuong thic phi ngdn ngi
nhu hinh anh va &m thanh. Forceville phan biét an dy ngdn ngit, an



du thi giac va ADDPT, trong d6 cac phuong thic (verbal, visual,
audial) ddng thoi dong gop vao viéc kién tao AX.

Ly thuyét dién ngdn QC (Cook, 2001) nhan manh vai trd muc
dich va chién luoc cia QC- khdng chi truyén tai thdng tin ma con
kién tao gi tri, cam xuc va hanh vi tiéu ding. Cac yéu té nhu &m
nhac, mau sic, bé cuc gép phan vao tinh thuyét phuc, trong d6 an
du la cbng cu trung tam.

Trén co sé tich hop ba ly thuyét, nghién cau xay dung khung
phan tich gdm: (1) xac dinh MN va MD; (2) phén tich dic tinh ndi
bat cia MN duge AX sang MB; (3) mo ta phéi hop cac phuong
thire biéu dat; (4) Iy giai chirc ning biéu trung, cam xdc va truyén
thong cua an du.

Khung nay duoc van dung linh hoat theo tung truong hop, tao
nén tang cho ddi chiéu ngdn ngi va vin hoa & cac chuong sau.
2.3 M6 hinh phéan tich

Mo hinh phén tich dugc thiét ké gom 4 budc, phi hop véi dic
diém ngit liéu QC va muc tiéu phan tich tri nhan. Budc 1 1a nhan
dién AD tiém ning thong qua dau hiéu ngir nghia/hinh anh bat
thuong goi lién twong lién mién (vi du: hinh anh phi thuc, phdng
dai, két hop bat ngo gitta HA va NT). Budc 2 xac dinh MN va MP
- thuong 14 linh vuc biéu trung hoa SP tiéu diung - dya trén LT AX
va chiéu thugc tinh (Lakoff & Johnson, 1980). Buéc 3 phan tich
co ché AX, danh gia do twong thich va tinh bat ngd ¢6 chu dich,
yéu t6 1am nén suc thuyét phuc cua AD (Forceville, 2009a). Buéc
4 dién giai chirc ning ctia AD trong bd cuc QC, gan véi muc tiéu
cam xuc, thuyét phuc va chién luge dinh vi thuong hiéu.

2.4 Thiét ké nghién ciu

Dir liéu gdm 190 QC video SP am thuc, chia déu TV/TA (95
QC/ngir liéu), thu thap tir YouTube, iSpot.tv, kénh chinh thuc. Tiéu
chi chon mau gém: (1) c6 phdi hop da phuong thuc (HA+NT+AT);
(2) thoi lugng 15-30s; (3) tir thuong hiéu pho bién/co chién lugc
rd; (4) c6 dau hiéu st dung AD. Dix liéu phan loai theo loai SP (bia,
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nudc ngot, snack...), thuong hiéu (Heineken, Coca-Cola...), nam
phét hanh (2018-2023), dam bao tinh da dang, dbi xing va cap
nhat.

2.5 Phan tich dir liéu

Phan tich theo hudng dinh tinh, két hop phén tich truong hop
(Yin, 2009) va dién ngon BPT (Kress & van Leeuwen, 2006). Mdi
QC dugc xem la thuc thé NT-VH, noi cac yéu té NT, HA, AT phéi
hop kién tao mé hinh AD. Trong tdm khdng chi 1a nhan dién AD
ma la giai thich cach thirc AX van hanh nhu mét chién luoc giao
tiép.

Ba quy trinh duoc tich hop linh hoat thy tieng QC: (1) MIPVU
(Steen et al., 2010): xac dinh AD ngon tir qua sau budc - tir doc
ngit canh dén danh ddu AD. Hiéu qua véi slogan, 1oi thoai biéu
tuong. (2) Bobrova (2015): nhan dién AD hinh anh/am thanh qua
ba budc - xac dinh yéu té biéu twong, phan tich lién tudng, cong
thicc hda AX. Nhan manh vai tro ky thuat dién anh (chuyén canh,
hiéu tng...). (3) FILMIP (Bort-Mir, 2019): danh cho QC dong,
gitip xac dinh don vi hinh anh mang tinh AD, kiém tra khong tuong
thich tri nhan, phan loai AD quy udc/sang tao. Theo Forceville
(2024), FILMIP t6i wu cho phat hién AD thi gi4c trong dién ngdn
DPPT. Vi du: mot QC dung dong thoi HA lon nuéc phat sang, NT
“puing nd niang lugng”, va AT nhac nén ting tc dé hién thuc hoa
mo hinh “thtrc udng 1a dong co”. Ba quy trinh dam bao AD duoc
phan tich ddy da vé hinh thirc, co ché va chirc ning.

2.6 Phwong phap dbi chiéu

Nghién ciru ddi chiéu hé théng theo md hinh AD, ké thua
NNHDC (Lado, 1957) va md rong sang dién ngon DPT
(Forceville, 2009a; Pérez-Sobrino, 2017). Khéng so sanh tung cap
QC ma dbi chiéu theo mé hinh AD, qua 3 tiéu chi:

Co sé MN: QC TV uu tién MN quen thudc nhu gia dinh, thién
nhién, truyén théng; QC TA thién vé MN cbng nghé, ca nhan hoa,
ndi tiéng - phan anh VH tap thé/ca nhan chu nghia.
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Co ché hién thuc héa: QC TV két hop HA+NT rd rang, dung
slogan m6 ta; QC TA 4n du hoa tinh té hon, ting biéu twong
HAJAT, giam NT.

Chirc ning va thuyét phuc: QC TV nhan manh két ndi cam
xuc, pht hop VH tap thé cao (VN: 20/100); QC TA thién vé cé
nhan hoa, doc dao hoa (M¥: 91/100 - Hofstede, 2023).

Tong thé, Ch.2 xéc lap hé théng PP nghién ciru vitng chic dya
trén moé thac kién tao tri thic, két hop LTADYN (Lakoff &
Johnson, 1980), ADDPT (Forceville, 2009a), va dién ngon QC
(Cook, 2001), hinh thanh khung ba tang (tri nhan - phuong thirc -
dién ngén). Dit liéu 190 QC dugc ma hoa theo tiéu chuan hoc thuat,
phan tich bang MIPVU, Bobrova, FILMIP va déi chiéu md hinh
hoa gitp ly giai khac biét tri nhan - VH giita hai cong dong NN, tir
d6 két ndi gitra tu duy - ngdn ngir - truyén théng trong QCAT.

CHUONG 3: CAC MO HINH AN DU PA PHUONG
THU'C TRONG QC AM THU'C TIENG VIET

Chuong 3 trinh bay két qua phan tich 95 QC truyén hinh 4m
thue bang TV, nham xéc lap hé théng cac md hinh an du ¥ niém da
phuong thitc (ADDPT) dugc str dung trong dién ngoén QC. Dudi
g6c nhin ngdn ngit hoc tri nhan va phan tich dién ngon da phuong
thirc, chuong nay nhan dién va phan loai cac mé hinh an du, phan
tich co ché hién thuc hoa va chirc nang y niém hoa trong béi canh
van héa Viét Nam dwong dai. Phan tich nay nham tra loi cau hoi
nghién ciru thir nhat cua luan an.

3.1 Co sé phan tang mién nguon va hé théng hda md hinh

Dya theo phan cap khai niém cua Rosch et al. (1976), cac MN
duoc chia ba cap: khai quat, co s, cu thé. Nghién ctiru xac dinh
bén MN khai quat: SAN PHAM LA CONG CU/CONG NGHE,
SAN PHAM LA THIEN NHIEN, SAN PHAM LA BIEU TUQNG
VAN HOA - LE HOI, va SAN PHAM LA CON NGUOI. Duéi
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mdi MN 1a cac md hinh cu thé, phan tich theo ba tang: (1) anh xa
y niém MN — MBD; (2) hién thuc hda qua phuong thic; (3) chirc
ning biéu dat, cam xuc hoa, va dinh vi thuong hiéu.

3.2 Phan tich cac md hinh 4n du theo nhém mién nguén

3.2.1 SAN PHAM LA CONG CU/CONG NGHE

Nhém nay thé hién xu hudng ly tinh hdéa thuc pham nhu cong
cu tac dong cam xuc, nang lugng, hoac sac khoe:

THUC UONG LA CONG TAC: QC Tiger Crystal (TV2) vi
hanh vi udng bia nhu bt tiéc, kich hoat trang thai himng khai qua
am thanh “ting” va anh sang.

THUC UONG LA QUAN CO: QC Probi (TV16) cho thay ubng
sira 1én men nhu chién luoc c& vua, véi slogan “Viing da méi sang
suot”.

THUC UONG LA CONG TRINH: Budweiser (TV3) ding quy
trinh san xuét bia nhu xdy dung cdng trinh k¥ thuat - goi cam giac
quy chuan, tinh xao.

THUC UONG LA TAM KHIEN BAO VE: QC sita ADM
(TV30) khai thac biéu tugng khién chan dé dién ta chic niang dé
khéng.

THUC UONG LA NHIEN LIEU CHO BPONG CO: Wake-Up
247 (TV41) thé hién co thé nguoi nhu dong co can nap nhién liéu
dé “dap tan 1o do™.

THUC AN LA THUOC: QC Xylitol (TV20) gan cho keo nhai
chuc ning tiéu diét vi khuan, véi ngdn ngit y hoc va hinh anh vi
sinh.

Tong thé, nhém nay phan anh tu duy tiéu dung hiéu suat, nhan
manh tinh c6ng nang va tac dong tryuc tiép dén thé chat.

3.2.2 SAN PHAM LA THIEN NHIEN

Cac m6 hinh trong nhém nay xay dung hinh anh SP nhu dai
dién cua tu nhién thuan khiét, nham tao niém tin vao chat luong
sinh thai:
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THUC UONG LA THIEN NHIEN: QC TH True Water (TV46)
dung hinh anh tang dia chat va ndi lira & mo ta nudc udng nhu
tinh chat ngan nam.

THUC AN LA LUA: QC Alpenliebe Jelly (TV18), snack Oishi
(TV72) duing biéu twong ltra va sic do dé tang cam giac cay, manh.

THUC AN LA CON LOC: Nuéc mam Chin-Su (TV82) hién
thuc hoa hwong vi dam bang chuyén dong xody va am thanh ting
dan.

Nhom mé hinh nay huéng dén kich thich giac quan va khang
dinh dic tinh manh mé&, nguyén chat.

3.2.3 SAN PHAM LA BIEU TUQNG VAN HOA - LE HOI

Nhom nay gan SP véi ban sic van hoa, nghi 1& cong dong va ky
{rc tap thé:

THUC UONG LA CANH CHIM (LAC): Bia Viét (TV7) su
dung Chim Lac va tiéng “dzd” 1am biéu tuong doan ty, lién két
cong dong.

THUC AN LA TAM THAM BAY: Oreo Socola Pie (TV56)
dung biéu tugng bay luon dé tao cam giac ky 40 va vui nhon.

THUC AN LA MON QUA: QC Kinh D6 (TV33) nhan hoa
banh trung thu nhu qua ting chira dung yéu thuong, gan véi anh
trang va am nhac doan vién.

THUC UONG LA PHAO HOA: Bia Saigon Special (TV4) lién
tuong tiéng bat nap dén phéo hoa, trgng trung cho bung nd cam
x(c.

THUC AN LA VAT KET NOI TINH THAN: Omachi (TV8),
Kinh D6 (TV33) nhan manh SP Ia trung gian duy tri quan hé gia
dinh qua hinh anh cham séc, chia sé.

Nhom nay thé hién ré quan niém vin hoa Viét: moén an 1a hién
than caa tinh cam va gan két xa hoi.

3.2.4 SAN PHAM LA CON NGUOI

Cac m6 hinh trong nhém nay nhan héa SP, gan cho chdng tinh

cach hodc vai trd x& hoi nham ca nhan hoa thuong hiéu:
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THUC UONG LA NGUOI NOI TIENG: Trung Nguyén
Legend (TV25) dinh vi ca phé nhu ngudn cam hang, song hanh
cuing hinh anh danh nhan va nhac cb dién.

THUC AN LA VAN PONG VIEN: QC Sumika (TV21) nhan
hoa keo sira thanh cau thu ghi ban - biéu tuong cia ning lwong va
chién thang.

Nhém mé hinh nay pht hop vaéi chién lugc xay dung hinh anh
thuong hiéu giau cam xdc va ban sic c& nhan.

3.3 Co ché hién thuc hoa an du da phwong thirc
ADDPT trong QC TV thuong duoc hién thuc hda qua ba

phuong thic phéi hop: ngdn tir, hinh anh, am thanh. Ba co ché
chinh gdm: Cung cé (reinforcement): T4t ca phuong thuc clng
nhan manh moét anh xa (VD: QC Sumika - hinh anh, &m nhac,
slogan cing hd tro hinh tuwong van dong vién). B6 sung
(complementarity): Mdi phuong thirc dong vai tro khac nhau (VD:
QC Probi - 16i thoai dinh huéng, hinh anh minh hoa, nhac nén diu
nhe). Pinh huéng dién giai (anchorage): Ngon tir gitip dinh hinh
nghia cho hinh anh (VD: QC TH True Water - hinh anh thién nhién
duoc giai nghia boi slogan “tinh khiét ty nhién™). Sy phdi hop da
phuong thirc tao nén hiéu trng nhan thicc manh mé va tang cuong
tinh thuyét phuc cia QC.

3.4 Chikc niing y niém héa va chién lwgc dinh vi thwong hiéu
ADDPT trong QC TV khéng chi trinh bay san pham ma con:
Tai cau trdc nhan thic: SP khéng con 1a vat thé tiéu ding ma

trg thanh biéu twong van hoa hoic cam xuc.

Gay hiéu irng cam xuc: Kich hoat cam giac (lua, gio), cam xuc
(doan tu, tu hao), 1y twong song (cam himg ddi doi).

Dinh vi thuong hiéu: Gan SP véi triét ly séng (Trung Nguyén),
gid tri truyén thong (Kinh Do), hay hiéu suat cao (Wake-Up 247).
3.5 Tiéu két

Chuong 3 di xac 1ap hé théng 16 mo hinh ADPPT trong QCAT
TV, té chic theo bén MN khéi quéat. Phan tich ba tang (y niém -
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phuong thic - chirc nang) cho thiy AD 1a yéu td cét 16i trong dién
ngén QC, gop phan tao nén su két hop hiéu qua giita hinh anh,
ngdn tir va am thanh. Nhiing phat hién nay cung cip nén tang cho
dbi chiéu voi dit liéu TA trong chuong 5.

CHUONG 4: CAC MO HINH AN DU PA PHUONG
THUC TRONG QUANG CAO AM THU'C TIENG ANH
Chuong nay khao sat 95 QCAT tiéng Anh nham phan tich hé

thdng ADPPT, 1am rd cach thic SP duoc y niém hda qua sy phoi
hop gitra ngbn ngtr, hinh anh va &m thanh. Dva trén LTADYN
(Lakoff & Johnson, 1980, 1999), LTADDPT (Forceville, 2009a),
va khung ngir phap thi giac (Kress & van Leeuwen, 2006), nghién
ctru xac 1ap boén mé hinh an du tong quat: SAN PHAM LA CONG
CU/CONG NGHE, SAN PHAM LA TAC NHAN TRUYEN
CAM XUC, SAN PHAM LA BIEU TUQONG CUA CAM XUC,
va SAN PHAM LA CON NGUOI. M&i mé hinh gom céc 4n du cu
thé, phan &nh su két hop gitra anh xa tri nhan phé quat va biéu
tuong van héa phuong Tay.

4.1 Phan tich cac mé hinh an du theo nhém mién nguon

4.1.1 SAN PHAM LA CONG CU/CONG NGHE

SP dugc md ta nhu cong cu tac dong dén thé chat va cam xdc:

THUC UONG LA CONG TAC: Cac QC nhu TA17, TA39 hién
thuc hoa SP nhu mot thiét bi kich hoat trang thai (“ON/OFF”)
thong qua hiéu ¢ng thi giac, &m thanh va nhac nén.

THUC AN/UONG LA VAT BAO VE: SP nhu “Snack Heroes”
(TA46, TA72) tro thanh I chin bao vé stic khoe, vai hinh anh siéu
anh hung va @m nhac cao trao.

NUOC UONG LA MY PHAM: SP nhu Smartwater (TA94)
duogc dién giai nhu san pham lam dep ndi tai, minh hoa bang hinh
anh ngudi mau trude guong va khau hiéu tham my.

THUC UONG LA YEU TO CHUYEN HOA: ZOA,
Vitaminwater (TA57, TA61) tai hién SP nhu chat xtc tac thay doi
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trang thai co thé qua thiét ké thi giac da sac va hinh anh ngudoi noi
tiéng.

T4t ca phan anh luge d6 “chuyén héa trang théi”, phé bién trong
dién ngdn phuong Tay, gan SP vai kha ning diéu chinh hinh anh
va cam xuc ca nhan.

4.1.2 SAN PHAM LA TAC NHAN TRUYEN CAM XUC

SP mang vai tro trung gian cam xuc:

THUC UONG LA VAT CHUA TINH YEU/SU AN Ul:
Starbucks (TA41) gan SP véi ky tc yéu thwong, nhu hinh anh
ngudi ba, am thanh nhe nhang.

THUC AN LA VAT TRUNG GIAN KET NOI: Extra Gum
(TA36) thé hién SP nhu cong cu x4 hoi hda véi khau hiéu, hanh vi
trao tang.

THUC AN/UONG LA CAI OM: Hinh anh x(c giac - cam x(c
dugc hién thuc hda qua anh séng diu, tiéng nhai nhe va biéu tuong
nhu gau bong (TA23).

Céc AX nay hudng dén dinh vi SP nhu phuong tién giao tiép va
tri liéu, nhan manh trai nghiém cam xuc thay vi tiéu dung chic
nang.

4.1.3 SAN PHAM LA BIEU TUQNG CUA CAM XUC

SP duoc chuyén hoa thanh biéu tugng mang y nghia xa hoi hozc
trai nghiém:

THUC AN LA MON QUA: QC nhu Send A Cake (TA53) thé
hién hanh vi tang qua, tang tinh cam xdc va nghi thuc.

THUC AN LA VAT GAY NGHIEN: Heinz, TRUFF (TA91,
TA92) goi cam giac 1é thugc tich cuc voi hinh danh mé dam, xam
hinh san pham.

THUC AN LA PHAO HOA: Lay’s (TA9) gin SP voi cam xuc
chién thang qua tiéng nd, phao gidy, am nhac.

THUC AN LA LUA: Lay’s Flamin’ Hot (TA8) dong nhat SP
cay voi ngon lira - biéu twong cho sy manh liét.

16



THUC AN/UONG LA MQT HANH TRINH: Bertolli, Fritos
(TA11, TA25) tai hién SP nhu hanh trinh lich sir hoac van hoa.

Nhém nay chuyén SP thanh biéu tuong da tang - tir vat chat
sang ¥ nghia vin hoa va cong dong.

4.1.4 SAN PHAM LA CON NGUOIl

SP dugc nhan cach hoa dé tao sy két nbi:

THUC AN LA ANH HUNG: Babybel (TA46) mo ta SP nhu
siéu anh hiing ciru thé, kich hoat dao duc tiéu dung.

THUC UONG LA BAN DPONG HANH: Coffee-Mate,
Heineken 0.0 (TA16, TA40) xay dung hinh anh SP nhu nguoi ban
dang tin cay.

Co ché nhan hda gitp gan SP vai hanh trinh ¢4 nhan hoa cua
ngudi tiéu dung trong béi canh phuong Tay.

4.2 Thao luan két qua phan tich
4.2.1 Co sé lwa chon MN

MN duoc chon dua trén luge db tri nhan phd quat va yéu t van
hoéa dic thu. MN vat Iy nhw CONG TAC, HANH TRINH duoc AX
sang cac MD triru tuong nhu cam xUc, thanh tuu. Van héa My ua
chuéng MN nhu ANH HUNG, NGUOI NOI TIENG, phan anh gia
tri ca nhan hoa va cht nghia thanh cong. QC nhu ZOA (TAS57) hay
Babybel (TA46) khai thac biéu twong The Rock hoic siéu anh
hiing nham truyén tai thong diép “trao quyén”. Qua trinh AX ludn
chon loc - chi 1am ndi bat mot vai dac tinh MN. Vi du, AX
NGHIEN nhan manh tinh hdp ddn ma gidu nhem khia canh tiéu
cuc.

4.2.2 Co ché hién thue héa da phwong thirc

LTADDPT khang dinh an du duoc hién thuc hda nhd phdi hop
phuong thirc: ngdn tir dinh hudéng AX (slogan TA17, TA57), hinh
anh tryc quan héa MN (hinh anh biing nd, siéu anh hing), va am
thanh kich hoat cam xuc (phéo giay, nhac nén). Ba dang phéi hop
chinh gom: (1) cang c6 (TAS8), (2) bo sung (TA36), va (3) neo dau
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(TA57). Mot s6 QC dung an du ngam (TA25 - Bertolli), ting tinh
suy dién cho nguoi xem.
4.2.3 Chirc ning y niém hoa va thuyét phuc

AD gilp SP tro thanh nhan vat - cé gia tri dao duc (ANH
HUNG), cam xuc (BAN BPONG HANH), hoic chic ning (CONG
TAC). AD thuyét phuc qua co ché: rut gon thong tin, kich hoat cam
xuc, 1ap luan gian tiép, va tao dong cam vin hoa. Tuy nhién, viéc
ly tuong héa qua mac cé thé dan dén phan tac dung néu vuot xa
thuc té SP.

4.2.4 Pic diém ngdn ngir hd tro hién thuc hoa an du

Ngbn nglr dong vai tro trung tdm qua: slogan giau hinh anh
(“Snack Heroes™), dong tir chu dong (“Choose chill”), tir vang cam
giac (“smooth”, “bursting™), va ciu trdc nhip diéu (“Real good, real
food...”). Ngdn ngir gilp xay dung cau tric AX, song can tranh
$40 mon va nén tich hop yéu td ngdn ngir doi séng.

TIEU KET

Chuong 4 cho thiy hé thong ADPPT trong QCAT tiéng Anh
van hanh trén bén truc tri nhan 16n: CONG CU - CAM XUC -
BIEU TUGNG - CON NGUOI. SP khdng chi duoc trinh bay nhu
vat pham tiéu dung ma con nhu tic nhan xa hoi, biéu tuong cam
xUc va ban dong hanh. Cac mé hinh duoc trién khai xuyén sudt qua
phbi hop ngdn tir - hinh anh - &m thanh, tao nén trai nghiém giau
cam xuc va goi mo.

Tir goc do tri nhan, nhiéu AX dua vao luge d6 phd quét
(container, manipulation, journey) nhung dwoc biéu twong hoa
theo logic phuong Tay - dé cao c4 nhan, ty do biéu cam va cha
nghia cam xuc. Piéu nay tao nén hinh anh SP mang tinh dai dién
cho phong céch séng, danh tinh va cong dong. Nhitng két qua phan
tich chuong nay 1 tién dé d6i chiéu hiéu qua véi QCAT tiéng Viét
trong chuong tiép theo

18



CHUONG 5: POI CHIEU AN DU PA PHUONG THU'C
TRONG QUANG CAO AM THUC TIENG VIET VA
TIENG ANH

Chuong nay tién hanh phan tich ddi chiéu cac dic diém cua an
du da phuong thitc (ADDPT) trong quang c4o am thyc tiéng Viét
(QCAT TV) vatiéng Anh (QCAT TA), nham tra li cau hoi nghién
ctru thir ba vé nhirng diém twong déng va khéc biét trong cach st
dung ADPPT va cac dic diém ngdn ngi lién quan. Dya trén ly
thuyét an du y niém (Lakoff & Johnson, 1980), an du da phuong
thac (Forceville, 2009), va van héa hoc so sanh (Hofstede, 2001),
chuong duoc trién khai theo bon truc phan tich chinh: (1) lva chon
mién ngudn (MN); (2) co ché hién thuc hda AD; (3) chiic nang ¥
niém hoa va chién luoc thuyét phuc; (4) dic diém ngbn ngir cua
ADDPT.

5.1. Péi chiéu co sé lwa chon mién nguén

Ca hai hé théng quang cao déu st dung phd bién cac MN cu thé,
gan giii nham anh xa sang san pham (mién dich - MD), thé hién
qua xu huéng nhan hda, vat thé hoa va biéu tuong hda SP. Tuy
nhién, su khac biét ndi bat nam & céch té chirc va uu tién MN trong
ting hé thdng, phan anh dic diém vin hoa tri nhan dac tho caa ting
cong ddng ngbn ngit.

Trong QCAT TA, cac MN thudng mang tinh c& nhan hoa, nhan
manh thanh tich, kiém soat cam xdc, hoic su thé hién ban than - vi
du nhu hinh anh siéu anh hiing, cdng cu cam xtc, ngudi ndi tiéng
(TA17, TA46, TA57). Nguoc lai, QCAT TV khai thdc manh cac
MN cong dong, gan vai thién nhién, truyén thdng va ky tc tap thé
- nhu mén qua 1€ hoi, hinh anh doan vién, anh tring, 18 hoi (TV33,
TV7, TV44). Diéu ndy cho thiy QCAT TV c¢6 xu huéng tich hop
yéu t6 van hoa va chiéu sau biéu tuong trong lua chon MN, tiéu
biéu qua cac mo hinh nhuw THUC AN LA VAT KET NOI TINH
THAN hay THUC UONG LA THIEN NHIEN.
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QCAT TA c6 xu huéng chon MN dé nhan dién, hinh anh thi
gidc manh tir doi séng dai chang, gidp t6i da hda hiéu qua thuyét
phuc tryc tiép nhung c6 mic do biéu tugng héa thip hon. Trong
khi d6, QCAT TV phdi hop da MN trong mét quang céo, tao thanh
mang nghia da tAng, con TA thuong duy tri mot MN chi dao xuyén
sudt.

Ca hai hé thdng déu dua trén trai nghiém thé chat - cam xdc 1am
nén tang tri nhan, nhung su diéu hudng khai niém hoa lai phan énh
mo hinh vin héa dic thi: ca nhan héa (TA) va cong dong hoa (TV)
(Hofstede, 2001; Yu, 2009).

5.2. Poi chiéu co ché hién thuc hoa an du da phuong thic

Theo Forceville (2009), ADDPT khéong thé duoc phan tich chi
qua ngdn tir, ma phai xem xét sy phdi hop cua ba phwong thic:
ngdn ngir, hinh anh va &m thanh.

Ngbn tir: QCAT TA thién vé dinh danh tryc tiép MN va MD
Vi cac slogan nhu “Snack Heroes” hay “Taste of Victory”, trong
khi QCAT TV dung dién ngdn gian tiép, giau cam xuc, giau lién
tuong nhu “Trao thanh y vang” hay “Khoi ngudn tinh khiét”. Cach
ding ngén tir ndy cho thay vin hoa giao tiép truc tiép (TA) dbi lap
véi dién ngon goi ma (TV).

Hinh anh: QCAT TA nhén vat héa SP, tao hiéu tmg hanh dong
va thi gidc manh, trong khi TV dung hinh anh canh quan thién
nhién, biéu tugng anh sang - giau chat cam va vin héa. Hinh anh
trong TA c6 tinh dong, con TV mang tinh biéu cam khdng gian.

Am thanh: QCAT TA ding &m nhac dién anh, tiét tiu nhanh,
tao cam xuc manh liét; QCAT TV dung nhac dan ca, am thanh diu
nhe, goi hoai niém, gan giii.

Twong tac phuwong thic: TA cha yéu sir dung kiéu “cing ¢
dong hudng” (reinforcement), nghia 1a cac phuong thirc cling
hudéng dén mot anh xa rd rang. Trong khi d6, TV sir dung kiéu
“phdi hop bd sung” (complementarity), doi hoi nguoi xem dién
giai y nghia dya trén tong hop céc tin hiéu. Dang “neo dau”
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(anchorage) duoc thiy ¢ ca hai, nhung véi muc tiéu khéac biét: TA
dé dan dit, TV dé khoi goi.

Tom lai, TA theo logic tryc quan, dinh hudng hiéu qua, trong
khi TV thién vé cam xdc, biéu twong va mai goi tham gia kién tao
nghia.

5.3. DPi chiéu chire ning y niém héa va chién lwgc thuyét phuc

AD trong QC khéng chi tao nghia ma con gin véi chirc ning
dinh vi SP trong tam tri nguoi tiéu dung. TA stir dung cdc mo hinh
nhu THUC UONG LA YEU TO CHUYEN HOA (TA57, TA61),
gitip nguoi tiéu dung kiém soat cam xdc, nang cao hiéu suat, thé
hién ban than - thé hién logic tiéu dung nhu tu dinh danh ca nhan
(Aaker, 1997). Nguoc lai, TV huéng SP dén vai tro két ndi cong
ddng, thé hién gia tri sé chia - nhu mé hinh THUC AN LA VAT
KET NOI TINH THAN (TV33).

QCAT TA nhin manh cam xdc manh liét, khoai cam tuc thi;
TV thién vé cam xdc ling dong, mang Ky &c cong dong. Cac hinh
anh siéu nhan, chién thang (TA46, TA91) hudng dén sy bing no
cam xuc; con hinh anh thién nhién, mai nha, bita com trong TV
khoi goi cam giac gan bé va an toan.

Vé mat lap luan, TA trién khai AD nhu cong cu gién tiép khang
dinh dac tinh SP qua MN chirc nang; con TV 1ap luan thdng qua
lién twong van héa - cam xuc. Diéu ndy cho thay hai dinh hudéng
thuyét phuc rd nét: TA dya vao logic chirc nang - Iy tinh, TV dya
vao biéu tuong - cam xuc.

5.4. Pbi chiéu dic diém ngdn ngir trong ADDPT

Ngbn ngir trong ADDPT dong vai tro kich hoat anh xa, dinh
hinh hinh anh va duy tri tinh mach lac trong thong diép.

Tur vung: TA sir dung danh tir cam xtic, dong tir manh, tir choi
chit; TV thién vé tir goi hinh anh thién nhién, miéu ta dic tinh SP.

Phong cach: TA thién vé phong cach than mat, hoi thoai, truc
tiép; TV két hop phong céch trang trong va khau ngi, tiy vao
nhém san pham.
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Chtre ning: Ngbn ngit hd tro dinh hinh anh xa, b tro cho lap
luan va phdi hop lién phuong thuc. Vi du “Protect yourself”
(TA72) tryc tiép khang dinh SP nhu vat bao vé; “Bat sang khoai”
(TV2) kich hoat anh xa bat cong tic cam x(c.

CU phap: TA dung cau ngan, ménh Iénh, cum danh tir manh; TV
su dung liét ké, van diéu, tao nhac tinh. Vi du “Zero compromise”
(TA18) - tryc dién; “Dai ngon, vang sang, khdng can trung”
(TV11) - giau nhip diéu.

Ng6n ngir quang céo khdng chi tao nghia, ma con la chi diu cua
van hoa giao tiép, thé hién sy khéc biét trong md hinh tri nhan gitra
hai nén vin hoa.

5.5. Tiéu két

Chuong 5 da 1am rd rang ADDPT 14 hién twgng vira mang tinh
phd quét tri nhan vira 1a hinh thic dién ngdén duoc tly bién theo
dic diém vin hoa - xa hoi. DU chia sé cling cau tric anh xa MN —
MD, nhung cach t6 chitc ADPPT trong QCAT TV va TA khac
biét rd rét, thé hien qua lya chon MN, céch phdi hop phuong thuc,
dinh hudng lap luan va phong cach ngén ngi. TA dinh vi SP nhu
yéu t6 ca nhan hoa - tang cuong hiéu suat, con TV nhu biéu twong
van hoa - két ndi cong dong.

KET LUAN

Nghién ctru da chieng minh AD khéng chi la tha phéap tu toe ma
1a co ché tri nhan trung tam, dac biét trong bdi canh giao tiép da
phuong thirc hién nay.
1. Pong gop ly luan

Luan an mé rong Iy thuyét an du y niém sang phan tich dién
ngodn da phuong thirc, bang céch két hop ba truc: anh xa tri nhan,
phdi hop phuong thuc, va chirc niang dién ngdn. M hinh ba tang
(tri nhan - biéu hién - dién ngdn) cho phép nhan dién rd vai tro ting
phuong thiic: hinh anh kich hoat MN, ngén ngit cu thé hda MD,
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am thanh tang cudng cam xuc. Day 1a dong gop thiét thuc cho Iy
thuyét ADPPT (Forceville & Urios-Aparisi, 2009).

Cac md hinh nhu SAN PHAM LA CON NGUOI, THUC
UONG LA NHIEN LIEU CHO PONG CO... khéng chi I hinh
anh ma I cau trdc tri nhan linh hoat, tly bién theo muc tiéu truyén
théng - cho thiy ADDPT 1a hién tuong c6 dinh hudng chién luoc
trong xay dung thuong hiéu.

2. Péng gop thuc tién

Trong giang day ngdn ngir va truyén théng, khung phan tich
ADDPT hd trg phét trién nang lyc giai ma nghia bong, anh xa biéu
tugng va phdi hop phuong thirc. Trong dich thuat, viéc nam rd anh
Xa ¥ niém gidp dich gia tai tao nghia biéu twong theo vin hoa dich
thay vi dich tung tur.

Luan an ciing gop phan dinh huéng cac nha sang tao noi dung
va thuong hiéu to chirc thong diép phil hop véi dic diém vin hoa
- tri nhan caa ngudi tiéu dang, du khong tuyén b 1a muc tiéu ng
dung trung tam.

3. Pong gop van hoa

Nghién ciu di chi ra su khac biét trong hé théng anh xa phan
anh rd hé gia tri tri nhan: QC TV dé cao cong ddng, truyén thong,
thién nhién; QC TA thién vé c4 nhan hoa, hiéu suat, cam xtc manh
liét. Piéu nay cho thiy vin hoa duoc noi tai hoa trong chinh co ché
t6 chirc AD, mo rong lién két gitta ngdn ngit hoc tri nhan, phan tich
dién ngdn va vin hoa hoc.

4. Han ché va hwéng nghién ciru tiép theo

Luan 4n chua khao sat phan hdi nguoi tiéu dung - diéu can thiét
dé kiém chang hiéu qua tiép nhan anh xa. Ngoai ra, viéc phan tich
thuan dinh tinh va chwa mé rong sang cac nganh hang khac la
nhiing han ché can khic phuc. Cac hudng phét trién tiép theo bao
goém: nghién ctu thuc nghiém, phat trién kho dir liéu anh xa, (ng
dung cong nghé xt 1y da phuong thic.

5. Két luan tong thé
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Luan an da giai quyét tron ven muc tiéu nghién cau, 1am rd sy
khéc biét va tuong dong trong ADPPT giita QCAT TV va TA,
dong thoi lap day khoang tréng hoc thuat vé nghién cau so sanh
ADDPT xuyén vian héa. Viéc két hop goc nhin tri nhan, phan tich
dién ngdn va lién van hoa di cho thady ADDPT 1a hién tuong chién
lugc, ¢6 kha niang ung dung cao trong nghién ciu va thuc tién
truyén thong - ngdn ngit hoc hién dai.
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INTRODUCTION
1. Rationale for the Study

Metaphor (AD) is a fundamental cognitive tool for organizing
knowledge and expressing abstract ideas through concrete
experiences. Traditionally viewed as a rhetorical device, metaphor
was redefined by Lakoff and Johnson (1980) as a basic structure of
thought, leading to the development of Conceptual Metaphor Theory
(CMT). This theory posits that meaning is constructed via mappings
between conceptual domains. Expanding beyond language, metaphor
research now includes non-verbal modes, giving rise to Multimodal
Metaphor (MMM) — metaphors realized through combinations of
language, image, sound, and spatial design.

In modern media, especially advertising (Ad), MMMs have
become pervasive as messages are constructed through diverse
semiotic modes. Forceville (2006, 2009, 2020) distinguishes between
monomodal and multimodal metaphors, emphasizing the interplay of
verbal, visual, and auditory cues in creating meaning and persuasive
impact. In food advertising (FA), MMM s are widely employed to link
products with emotions, values, and cultural identities. However, most
existing studies focus on a single language or culture, with limited
comparative research between distinct linguistic-cultural contexts,
such as Vietnamese and English FA. In Vietnam, studies like Huynh
Trung Ngu (2010), Phan Van Hoa & Huynh Trung Ngu (2011), Dang
Thanh Diem (2021), and Nguyen Thi Ngoc Anh (2024) have
examined AD or MMM, but often lack a systematic, contrastive
approach — particularly within FA, which is rich in multimodal
potential. This study addresses that gap by contributing to CMT and
MMM frameworks and expanding intercultural advertising research.
2. Aims, Objectives, and Research Questions

The study aims to analyze and compare MMMs in Vietnamese
(VN) and English (EN) FA, clarifying how meaning is constructed and
interpreted across two cultural-linguistic communities. Specific
objectives include: (i) identifying MMM models in VN FA; (ii)
identifying corresponding models in EN FA,; (iii) comparing mapping
structures and expressive modes in both datasets. Three research
guestions guide the study:



1.  What MMM models appear in Viethamese FA, how
are they realized across modes, and how do they reflect
underlying conceptual structures?

2. What MMM models appear in English FA, how are
they realized, and what do they reveal about conceptual
structures?

3. What similarities and differences exist in the use of
MMMs and linguistic features across the two contexts, and
what do they suggest about cognitive and discursive
variation?

3. Object and Scope of the Study

The study focuses on MMMs in VN and EN FA, realized through
verbal, visual, auditory, and spatial means. The corpus comprises 190
television ads (15-30 seconds each), from 2019-2024, sourced from
popular brands via YouTube (VN) and ispot.tv (EN), covering
products like tea, coffee, energy drinks, milk, noodles, and fast food.
4. Significance of the Study

Theoretically, the study develops a framework for analyzing
MMM in advertising discourse, elucidating how expressive modes
interact in meaning construction. It also reinforces CMT (Lakoff &
Johnson, 1980), Forceville’s MMM framework (2009), and cultural
variation in metaphor (Kovecses, 2010; Hofstede, 2001). Practically,
the findings support intercultural message design in advertising, and
inform language education, translation, and multimodal discourse
training.
5. Structure of the Thesis

The thesis includes five chapters:
Chapter 1 outlines CMT and MMM theory and reviews related
studies.
Chapter 2 presents methodology and data coding.
Chapter 3 analyzes MMMs in VN FA.
Chapter 4 analyzes MMMs in EN FA.
Chapter 5 compares both datasets, highlighting cultural-cognitive
insights.



CHAPTER 1
LITERATURE REVIEW AND THEORETICAL

FOUNDATIONS

1.1 Theoretical framework

The thesis synthesizes theoretical studies related to conceptual
metaphor and multimodal metaphor in cognitive linguistics and
communication. According to Lakoff & Johnson's conceptual
metaphor theory (1980), metaphor is a cognitive tool that helps
humans understand abstract concepts by mapping them from concrete,
familiar concepts (source domain - SD) to target domains (TD). For
example, the metaphor “LIFE IS A JOURNEY” uses the image
schema of a path to construct attributes such as beginning - stages -
destination for life. These metaphorical mappings are often systematic
and selective, meaning that only relevant attributes of the SD are
extracted and assigned to the TD (e.g., in “TIME IS MONEY,”
characteristics like saving and management are mapped onto time,
while other features of money like serial numbers are not used).
Conceptual metaphors possess universality due to their connection
with bodily experience and the objective world (such as “container”
and “path” schemas), while also exhibiting cultural variability: the
same emotion of “sadness” can be expressed as “feeling blue” in
English but as “budn nhu 14 rung” (sad as falling leaves) in
Vietnamese (Kovecses, 2005). Thus, the theoretical foundation of
cognitive metaphor emphasizes that metaphor is both a linguistic
phenomenon and closely linked to perception and social behavior; in
many fields (daily communication, education, psychology, etc.),
metaphor helps express and visualize abstract information intuitively.
Following CMT, multimodal metaphor theory (Forceville, 20086,
2009a; Kress & van Leeuwen, 2006) examines the coordination of
modes (language, image, sound, movement, color, etc.) in creating
conceptual mappings. Multimodal Metaphor (MMM) is defined as a
case where the source and target domains of a metaphor are realized
through at least two different semiotic modes. Unlike purely linguistic
metaphors, MMM plays a crucial role in modern advertising by
leveraging the effective sensory resonance among images, sounds, and
text. For example, an advertisement for a tech product might combine
images of transforming devices, flexible sounds, and verbal
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expressions about “adaptability” to create the mapping PRODUCT IS
A LIVING ORGANISM (Forceville & Urios-Aparisi, 2009). In
general, MMM is often classified according to expressive
combinations: verbo-pictorial (verbal-visual), mono-modal pictorial
(single-modal visual), hybrid (mixed systems), and so on. Regarding
advertising, research shows that MMM has the ability to create
profound impressions, stimulate emotions, and enhance
persuasiveness. In food advertising, food and beverage products are
inherently linked to the senses, making them highly suitable for
multimodal metaphors: appealing images of dishes, crisp sounds,
enticing aromas, etc., combined with emotionally charged slogans.
1.2 Theoretical and analytical framework

Based on the above theories, the thesis develops an integrated
three-tier analytical framework for the phenomenon of metaphor in
multimedia advertising. The cognitive (conceptual) tier uses CMT to
identify source-target domain pairs and model mappings, emphasizing
the cultural-semantic factor. The modal tier applies Multimodal
Metaphor Theory (MMT) to analyze how metaphors are realized
through language, images, and sounds, focusing on intermodal
interaction. The functional tier utilizes the multimodal discourse
framework (according to Kress & van Leeuwen, Cook, etc.) to clarify
persuasive roles, emotional impacts, and communication strategies.
This model allows the study to view metaphor as a complex
phenomenon situated between perception, expression, and cultural-
communicative context, thereby ensuring comprehensiveness and
consistency when comparing between the two languages. Specifically,
the thesis analyzes the main modes in MMM: language, image, and
sound. Language in food advertising often contains image-rich
slogans, sensory-stimulating words (such as “crispy,” “fragrant”) and
strong verbs to heighten emotions, for instance, the slogan “Cool to
the last drop” evokes the metaphor EMOTION IS A LIQUID while
also describing product features. Advertising images create a strong
visual impression: fresh food images can enhance taste imagination,
e.g., the shimmering image of toasted bread stimulates a “crispy”
sensation. Advertising sounds (background music, sound effects)
contribute to building atmosphere and increasing realism. For
example, the “sizzle” of grilled meat is not just a mere sound effect
but also evokes the image of delicious flavor, stimulates the senses,
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and highlights the metaphorical message. Previous studies (Kress &
van Leeuwen, Cook) show that the harmonious combination of these
three modes helps create deeper, more memorable, and more
persuasive expressive effects. Finally, the thesis systematizes related
studies: surveying domestic and international research on metaphor in
advertising (especially food advertising), both linguistic and
multimodal. The results show that most previous works focused on
monomaodal advertising or English corpora, while contrastive research
between cultures and between two bilingual languages remains very
scarce. This thesis takes that as a research motivation to add new
perspectives, combining interlingual and intercultural comparative
analysis.
1.3 Previous research works

Ever since Lakoff and Johnson (1980) introduced the concept of
conceptual metaphor (CM) in Metaphors We Live By, the field of
metaphor research in advertising (Ad), especially in food advertising
(FA), has rapidly developed. Initially, domestic studies primarily
focused on analyzing advertising language from a traditional
perspective, with notable works by Tran Dinh Vinh, Nguyen Duc Ton
(1993), and Mai Xuan Huy (2005). However, from 2010 onwards, the
cognitive approach gradually became more clearly defined through
studies by Luu Trong Tuan (2010), Huynh Trung Ngu (2010), and
Pham Thi Hang (2012, showing that metaphor is not merely a
rhetorical device but also a tool for cognitive organization and
enhancing the persuasive effectiveness of advertising messages.
Subsequently, the shift towards multimodal analysis began to be
recognized, exemplified by the research of Nguyen Thi Lan Phuong
(2020) and the doctoral thesis of Nguyen Thi Ngoc Anh (2024), in
which metaphor is analyzed through the coordination of language,
images, and sounds. However, these studies are still limited to certain
specific product types and have not fully explored the diversity of FA.
Globally, research on CM in advertising developed earlier with a
diverse scope of approach. Scholars such as Guy Cook (1992), Angela
Goddard (2002), and Yu (2009, 2021) have clarified the role of
metaphor in advertising discourse, from constructing persuasive
messages to conveying cultural values. In particular, studies by Ang
and Lim (2006) and Pérez-Sobrino et al. (2021) show that metaphor is
not just a rhetorical tool but also a strategy for brand building and
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community engagement in the digital marketing environment.
Besides, the development of multimedia communication in the digital
age has promoted the emergence and spread of multimodal metaphor
(MMM) in advertising. According to Forceville (1996), MMM is a
type of metaphor that combines at least two different modes of
expression to create a unified, associative, and strongly emotion-
stimulating overall meaning. Domestically, Nguyen Thi Ngoc Anh
(2024) and Pham Thi Thu Hien (2018) have initially systematized the
mechanism of MMM formation in beverage advertising and television
advertising. However, these studies still primarily focus on language
and moving images, paying less attention to sound, color, and spatial
elements. Conversely, internationally, Forceville (2009b) and De
Mooij (2010) have expanded the MMM theoretical framework,
analyzing the independent role of sound and the necessity of
localization in cross-cultural marketing communication. Empirical
studies such as those by Spence et al. (2019), Krishna (2012), and
Zhang & Gao (2009) have demonstrated that the coordination of
multiple expressive modes not only enlivens sensory experience but
also increases consumer recall and favorability towards the brand.
Additionally, the research direction of contrasting metaphors in food
advertising across different languages has also yielded important
findings. Domestically, studies by Nguyen Thi Lan Phuong (2020)
and Nguyen Thi Ngoc Anh (2024) have indicated that differences in
source domains and the organization of metaphorical mappings
between Vietnamese and English clearly reflect the influence of
cultural characteristics and national thought patterns. International
studies, notably Famelart (2010), Fernandez (2011), and Kou & Liang
(2022), have contributed to expanding the multimodal analytical
framework in a cross-cultural comparative context, showing that each
culture possesses very distinct ways of organizing and receiving
advertising metaphors. Finally, in terms of methodology, researchers
have developed various procedures for metaphor identification.
Notable examples include the automatic quantitative method by
Hyperbole et al. (2012), Steen's (1999) five-step procedure, the MIP
identification procedure by the Pragglejaz Group (2007), and
Bobrova's (2015) three-step model for multimodal metaphor analysis.
Furthermore, Maes and Schilperoord (2009), along with Schilperoord
(2018), have contributed to identifying and explaining visual
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incongruity in pictorial metaphors. In summary, the overview of
research works shows that conceptual metaphor and multimodal
metaphor play a central role in organizing modern advertising
messages, especially in the field of food advertising. Despite many
achievements, there are still research gaps that need to be explored in
more depth, particularly concerning multimodal combination, cultural
influence, cross-linguistic reception, and the complex cognitive
mechanisms of metaphor in the context of globalization.

CHAPTER 2

RESEARCH METHODOLOGY
2.1. Theoretical Framework

This thesis draws on key theories in cognitive linguistics and
communication studies related to conceptual metaphor (CM) and
multimodal metaphor (MMM). According to Lakoff and Johnson
(1980), metaphor is not merely a rhetorical ornament but a
fundamental cognitive mechanism by which humans understand
abstract concepts through mappings from concrete, familiar ones—
known as source domains (SD)—to target domains (TD). For instance,
in the metaphor LIFE IS A JOURNEY, attributes such as direction,
progression, and goals are transferred from the domain of “journey”
to conceptualize “life.” These mappings are systematic but selective:
only pertinent aspects of the SD (e.g., “time saving” in TIME IS
MONEY) are projected onto the TD, while irrelevant features are
excluded.

CMs exhibit both universality and cultural variability. Their
universal aspects stem from shared bodily experience (e.g., image
schemas like CONTAINER or PATH), whereas their variability
reflects cultural-specific perceptions. For example, “sadness” is
metaphorized as “feeling blue” in English, but as “budn nhu 14 rung”
(sad like falling leaves) in Vietnamese (Kovecses, 2005). Thus,
metaphor operates not only as a linguistic construct but also as a
perceptual and behavioral tool across various fields such as education,
psychology, and everyday communication.

Building on CMT, Forceville (2006, 2009a) and Kress & van
Leeuwen (2006) introduced MMM theory, which explores how
metaphors are constructed across multiple semiotic modes—language,



image, sound, movement, and spatial arrangement. MMM occurs
when SD and TD are realized through different modalities. In
advertising, MMMs amplify communicative impact by synchronizing
sensory elements. For example, a tech product ad may feature
transforming visuals, dynamic sounds, and expressions of flexibility
to suggest the metaphor PRODUCT IS A LIVING ORGANISM
(Forceville & Urios-Aparisi, 2009). MMM s can take various forms—
verbo-pictorial, mono-modal pictorial, hybrid, etc.—and are
especially prominent in food advertising, where sensory appeal is key.
Here, appetizing visuals, crisp sound effects, and evocative language
jointly stimulate taste perception and emotional engagement.

2.2. Theoretical and Analytical Framework

Drawing from the above theories, this thesis proposes a three-tier
analytical framework for studying metaphor in multimodal food
advertising. The cognitive level applies CMT to identify SD-TD pairs
and conceptual mappings, highlighting cultural and semantic factors.
The modal level utilizes MMT to examine how metaphors are realized
across language, image, and sound, with attention to intermodal
interaction. The functional level, grounded in multimodal discourse
analysis (Kress & van Leeuwen; Cook), focuses on the emotional
appeal, communicative strategies, and persuasive effects of these
combinations.

Each mode plays a specific role. Language contributes vivid
slogans and sensory-oriented words (e.g., “crispy,” “refreshing”) to
intensify emotional responses. An example is “Cool to the last drop,”
which evokes the metaphor EMOTION IS A LIQUID while
simultaneously describing product qualities. Images construct strong
visual stimuli—e.g., the golden crust of toasted bread implies
“crispiness.” Sound, including background music and effects, shapes
emotional ambiance and realism. A sizzling sound in a grilled meat ad
is not just atmospheric, but metaphorically links the sound with flavor
and satisfaction. Prior studies (Kress & van Leeuwen; Cook) show that
when these modes are integrated harmoniously, the message becomes
more memorable, vivid, and persuasive.

Finally, the thesis reviews existing literature, identifying a gap in
contrastive and multimodal studies on food advertising. Most prior
works have focused on monomodal content or English-language



advertising. The lack of comparative studies that integrate interlingual
and intercultural perspectives in FA motivates this research.
2.3. Previous Research Works

Since Lakoff and Johnson (1980), the study of metaphor in
advertising—particularly food advertising—has seen notable
development. In Vietnam, early studies such as Tran Dinh Vinh,
Nguyen Duc Ton (1993), and Mai Xuan Huy (2005) focused on
advertising language from traditional linguistic angles. Later,
cognitive approaches emerged with works by Luu Trong Tuan (2010),
Huynh Trung Ngu (2010), and Pham Thi Hang (2012), which viewed
metaphor as both a cognitive tool and a persuasive strategy.

The shift to multimodal perspectives has been marked by more
recent studies, such as Nguyen Thi Lan Phuong (2020) and Nguyen
Thi Ngoc Anh’s (2024) doctoral research, which analyzed how
language, images, and sounds jointly construct metaphor. However,
these efforts often focused on specific product types, lacking
comprehensive coverage of FA diversity.

Internationally, metaphor in advertising has been approached
earlier and more broadly. Researchers like Cook (1992), Goddard
(2002), and Yu (2009, 2021) explored metaphor’s function in
constructing messages and conveying cultural values. Ang and Lim
(2006) and Pérez-Sobrino et al. (2021) underscored metaphor’s role in
branding and digital communication. As multimedia environments
expanded, MMM research grew accordingly. Forceville (1996, 2009b)
and De Mooij (2010) investigated MMM’s role in cross-cultural
marketing, including the use of sound and the necessity for
localization.

Empirical research (e.g., Krishna, 2012; Spence et al., 2019; Zhang
& Gao, 2009) confirmed that multimodal coordination enhances
sensory experience and brand recall. Vietnamese studies (Nguyen Thi
Ngoc Anh, 2024; Pham Thi Thu Hien, 2018) began systematizing
MMM mechanisms in beverage ads, but often focused on language
and moving image, with less attention to sound, color, or layout. In
contrast, international works (Famelart, 2010; Fernandez, 2011; Kou
& Liang, 2022) highlighted how cultural schemas shape metaphor
perception across languages, deepening the analytical scope for cross-
cultural MMM.



Regarding methodology, metaphor identification techniques have
evolved. Notable procedures include Steen’s (1999) five-step method,
the Pragglejaz Group’s MIP (2007), Bobrova’s (2015) three-step
MMM model, and Maes & Schilperoord’s (2009, 2018) studies on
visual incongruity in pictorial metaphors. These approaches help
detect both linguistic and visual metaphor systematically.

In summary, CM and MMM are central to contemporary
advertising discourse. Although existing studies have advanced the
field, further research is needed—particularly in intercultural,
multimodal comparison of food advertising—to understand how
metaphor operates across sensory, cognitive, and cultural dimensions
in the globalized media landscape.

CHAPTER 3
MULTIMODAL METAPHOR MODELS IN
VIETNAMESE FOOD ADVERTISEMENTS

This chapter presents the findings of a detailed analysis of 95
Vietnamese food television advertisements (2019-2024), with the aim
of identifying, classifying, and interpreting multimodal conceptual
metaphor (MMM) models. Drawing from cognitive linguistics and
multimodal discourse analysis, this chapter answers Research
Question 1 regarding how MMMs are constructed and function in
Vietnamese advertising discourse. The discussion is structured around
four major superordinate source domains and explores both
conceptual mappings and realization mechanisms across language,
image, and sound.

3.1. Basis for Source Domain Stratification and Model
Systematization

Following the theory of conceptual hierarchy proposed by Rosch
et al. (1976), metaphorical source domains are categorized into
superordinate, basic-level, and subordinate levels. For the purpose of
this research, four superordinate domains are established based on
patterns observed in the data:

PRODUCT IS A TOOL/TECHNOLOGY
PRODUCT IS NATURE
PRODUCT IS A CULTURAL SYMBOL/FESTIVAL
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PRODUCT IS A PERSON

Each domain contains specific metaphor models analyzed through
three tiers: (1) cognitive mappings from source to target domain; (2)
multimodal realization; and (3) expressive and persuasive functions
within Vietnamese cultural and media contexts.

3.2. Analysis of Metaphor Models by Source Domain
3.2.1. PRODUCT IS A TOOL/TECHNOLOGY

This group reflects a functionalist view of food and beverages,
portraying them as tools for enhancing performance, regulating
emotions, or protecting the body.

BEVERAGE IS A SWITCH (Tiger Crystal — TV2): Visual effects
such as lighting and “ting” sound, combined with the slogan “Bdt tiéc
Sdng khodi” (Turn on a refreshing party), present beer as a trigger for
joy and social energy. The metaphor maps a mechanical action
(switching) onto an emotional effect.

BEVERAGE IS A CHESS PIECE (Probi — TV16): Strategic
decision-making is evoked through chess imagery. As the chess piece
grows larger, the product is framed as an enhancer of mental clarity.
Language (“Viing da méi sang suot” — A steady stomach for clear
judgment) supports the mapping from digestive health to cognitive
alertness.

BEVERAGE IS ENGINEERING WORK (Budweiser — TV3): The
brewing process is represented as a sophisticated, standardized
construction. The metaphor conveys precision, quality control, and
craftsmanship.

BEVERAGE IS A SHIELD (ADM Milk — TV30): Visuals of a
shield blocking bacteria metaphorize milk as a protective agent for the
immune system.

BEVERAGE IS FUEL FOR AN ENGINE (Wake-Up 247 — TV41):
The human body is conceptualized as a machine requiring energy
input. Fast-paced editing, dynamic sound effects, and the slogan “Ddp
tan lo do” (Crush sluggishness) reinforce the force-dynamic
metaphor.

FOOD IS MEDICINE (Xylitol — TV20): The gum is portrayed as a
therapeutic agent. Microbe graphics and terms like “diét khuan ” (kill
bacteria) and “cong nghé Nhat” (Japanese technology) support a
pharmaceutical metaphor, appealing to consumer trust in science.
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This group prioritizes logic, performance, and health—values
commonly associated with modern, urban consumers.
3.2.2. PRODUCT IS NATURE

This metaphorical cluster emphasizes purity, strength, and
environmental  harmony—central to  contemporary  green
consumerism.

BEVERAGE IS NATURE (TH True Water — TV46): Geological
formations and flowing water represent the beverage as nature’s pure
essence. The slogan “nguyén so, nguyén lanh” anchors the visual
metaphor, suggesting both authenticity and safety.

FOOD IS FIRE (Alpenliebe — TV18, Oishi — TV72): Fire imagery
and red hues evoke heat and spice, linking visual cues with the sensory
experience of eating.

FOOD IS A WHIRLWIND (Chin-Su — TV82): Rapid spinning
visuals and intense sound symbolize a flavor vortex, mapping dynamic
natural force onto rich taste sensation.

These metaphors build sensory intensity while associating products
with natural power and wholesomeness.

3.2.3. PRODUCT IS A CULTURAL SYMBOL/FESTIVAL

This domain links food and beverages to collective memory,
heritage, and emotional rituals:

BEVERAGE IS A BIRD (LAC VIET) (Bia Viet — TV7): The Lac
bird symbol and communal “dzé” chants frame beer as a national
identity marker and communal bonding tool.

FOOD IS A MAGIC CARPET (Oreo Pie — TV56): The product
becomes a metaphorical vehicle for escapism and childlike joy,
mapping snack consumption onto imaginative adventure.

FOOD IS A GIFT (Kinh Do — TV33): Mooncakes are portrayed as
emotional tokens tied to Mid-Autumn traditions. Soft lighting, familial
images, and slow background music underscore the emotional bond.

BEVERAGE IS FIREWORKS (Bia Saigon — TV4): Opening a
bottle cap parallels a fireworks explosion, expressing excitement and
victory.

FOOD IS A BOND OF KINSHIP (Omachi — TV8, Kinh Do —
TV33): Food is shown as a unifier, present in moments of care and
family gathering, reinforcing its social function.

These metaphors highlight the deeply cultural and relational roles
of food in Vietnamese society, extending meaning beyond nutrition.
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3.2.4. PRODUCT IS A PERSON

This category personifies products to foster emotional attachment
and brand recognition:

BEVERAGE IS A CELEBRITY (Trung Nguyen Legend — TV25):
Classical music, grayscale visuals, and the slogan “Ca phé doi doi”
present coffee as a symbol of inspiration and personal transformation,
akin to the aura of great thinkers.

FOOD IS AN ATHLETE (Sumika — TV21): Milk candy becomes
a sports champion, delivering vitality and excitement. Verbal cues,
soundtracks, and motion sequences cohere into a metaphor of victory
and stamina.

Such personification strategies help humanize the product and
shape its symbolic identity in a competitive market.

3.3. Mechanisms of Multimodal Metaphor Realization

In Vietnamese food advertising, metaphor is rarely expressed
through a single mode. Instead, realization occurs through the
coordinated use of language, image, and sound, typically following
one of three patterns (Forceville, 2009a):

Reinforcement: All modes support a shared metaphor (e.g.,
Sumika aligns text, visuals, and music to the athlete schema).

Complementarity: Each mode contributes a partial aspect of the
mapping (e.g., Probi uses verbal metaphor for logic, images for
strategy, sound for mood).

Anchorage: Language anchors ambiguous visual content (e.g., TH
True Water relies on the slogan to define the metaphorical intent of
natural imagery).

These mechanisms ensure cohesive metaphor construction and
amplify persuasive power through intermodal resonance.

3.4. Conceptualization and Brand Strategy Functions

Multimodal metaphors in Vietnamese food advertisements serve
several cognitive and strategic purposes:

Reconceptualizing the product: From material commodity to
symbolic object—whether emotional, cultural, or functional.

Triggering emotional responses: Including pride (Bia Viet),
familial warmth (Kinh Do), or sensory stimulation (Chin-Su).

Brand positioning: Associating products with ideals—creativity
(Trung Nguyen), health (Probi), or performance (Wake-Up 247).
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These metaphorical strategies guide perception, differentiate
brands, and deepen consumer engagement.
3.5. Conclusion

Chapter 3 has established a taxonomy of 16 representative
multimodal metaphor models in Vietnamese food advertising,
classified into four overarching source domains. Through a layered
analysis of conceptual mappings, multimodal realization, and
communicative impact, the chapter affirms the centrality of metaphor
in structuring advertising meaning. Moreover, the findings highlight
the cultural embedding of metaphor and provide a strong empirical
foundation for contrastive analysis with English data in Chapter 5.

CHAPTER 4
MULTIMODAL METAPHOR MODELS IN

ENGLISH FOOD ADVERTISEMENTS

This chapter presents the analysis of 95 English food
advertisements, focusing on identifying how multimodal metaphors
(MMMs) conceptualize products through coordinated interaction
among language, image, and sound. Drawing on Conceptual Metaphor
Theory (Lakoff & Johnson, 1980, 1999), Multimodal Metaphor
Theory (Forceville, 2009a; Forceville & Urios-Aparisi, 2009), and
Visual Grammar (Kress & van Leeuwen, 2006), the chapter constructs
a system of four superordinate metaphorical models: PRODUCT IS A
TOOL/TECHNOLOGY, PRODUCT IS AN EMOTION-
TRANSMITTING AGENT, PRODUCT IS A SYMBOL OF
EMOTION, and PRODUCT IS A PERSON. Each model encapsulates
specific metaphorical instantiations, realized multimodally and shaped
by both universal cognitive patterns and culturally specific narratives
in Western advertising discourse.
4.1. Analysis of Metaphor Models by Source Domain Group
4.1.1. PRODUCT IS A TOOL/TECHNOLOGY

This metaphorical model frames products as instruments of
transformation, used to trigger or regulate changes in users’ physical
and emotional states.

BEVERAGE IS A SWITCH: Ads like TA17 and TA39 depict
drinks as mechanisms for instant change, shifting from “OFF” to
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“ON.” Synchronized visual cues (can opening), auditory effects (click,
fizz), and slogans such as “Choose Chill” reinforce the mapping from
mechanical action to emotional activation.

FOOD/BEVERAGE IS A PROTECTOR: In campaigns like TA46
and TAT76, products are metaphorized as guardians or shields.
Through superhero visuals, taglines like “Snack Heroes”, and epic
soundtracks, the product becomes a moral agent ensuring safety or
health.

DRINK IS COSMETICS: Smartwater (TA94) redefines hydration
as beauty enhancement. The slogan “Hydration is the new
foundation”, paired with images of Zendaya and mirrors, connects
internal consumption to external transformation.

BEVERAGE IS A TRANSFORMING ELEMENT: In ads such as
ZOA (TA57) and Vitaminwater (TA61), drinks are positioned as
agents of personal evolution, often featuring rapid scene transitions,
celebrity figures (e.g., The Rock), and vibrant graphics that signal
change and empowerment.

These mappings draw from schemas like CONTROL, TOOL, and
TRANSFORMATION, aligning consumption with personal agency,
body optimization, and lifestyle design—Kkey values in Western
consumer culture.

4.1.2. PRODUCT IS AN EMOTION-TRANSMITTING AGENT

Here, products are conceptualized not as objects but as channels
for emotional communication, nurturing, or connection.

BEVERAGE IS A CONTAINER OF LOVE/COMFORT: Ads like
Starbucks Frappuccino (TA41) link beverages to comfort and warmth.
Grandmotherly figures, warm tones, and mellow sounds transform
consumption into a ritual of care and nostalgia.

FOOD IS A CONNECTING MEDIUM: In Extra Gum (TA36),
sharing gum represents social bonding. Visuals of gifting, combined
with phrases like “Share your Dog Parent Pride”, anchor the
metaphor FOOD IS SOCIAL BRIDGE.

FOOD/BEVERAGE IS A HUG: Products are rendered as gestures
of closeness (TA23, TA41). Visuals of teddy bears, soft textures, and
ambient sounds create tactile-emotional resonance.

These metaphors are grounded in tactile and interpersonal
schemas, shifting the product from sustenance to emotional therapy or
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connection, in line with branding strategies centered on affective
resonance.
4.1.3. PRODUCT IS A SYMBOL OF EMOTION

This group transforms food and beverage into signs that encode
social values, emotional states, or cultural ideals.

FOOD IS A GIFT: In Send A Cake (TA53), the act of gifting food
becomes a symbolic gesture of gratitude. Visuals of surprise and
emotional music elevate the consumption act into a ceremonial
moment.

FOOD IS AN ADDICTION: Ads like Heinz (TA91) and TRUFF
(TA92) use obsessive imagery—tattoos, longing gazes—to evoke a
desirable dependence, mapping the irresistibility schema without
negative connotations.

FOOD IS FIREWORKS: Lay’s (TA9) connects snack consumption
with celebratory energy, using sound bursts, vibrant visuals, and paper
confetti to simulate a festive explosion.

FOOD IS FIRE: Lay’s Flamin’ Hot (TA8) metaphorizes spice as
boldness and intensity. Red color palettes, flame visuals, and high-
frequency audio reinforce the heat metaphor.

FOOD/BEVERAGE IS A JOURNEY/PROCESS: Products like
Fritos (TAl1l1), Bertolli (TA25), or Combat Coffee (TA42) turn
consumption into a historical, cultural, or self-developmental journey,
where food becomes both means and marker of experience.

Collectively, these metaphors reframe food as symbolic
language—of love, passion, heritage, or transformation—extending
the product’s value far beyond its physical utility.

4.1.4. PRODUCT IS A PERSON

Personification plays a central role in Western advertising, where
products assume social roles, emotional personas, or narrative agency.

FOOD IS A HERO: Babybel (TA46) animates cheese into a
superhero character that combats boredom and health threats. Taglines
like “Join the Goodness” and comic-style visuals activate the HERO
archetype.

BEVERAGE IS A COMPANION: Heineken 0.0 (TA16) and
Coffee-Mate (TA40) portray drinks as reliable friends, appearing in
moments of solitude or awakening. Familiar domestic settings and soft
acoustic scores establish companionship.
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This model uses relational schemas (FRIEND, MENTOR,
GUARDIAN) to build emotional intimacy, strengthening brand
loyalty through narrative positioning.

4.2. Theoretical Basis and Analytical Directions

The discussion follows the four-tier analytical structure applied in
Chapter 3: (1) source domain selection; (2) multimodal realization; (3)
conceptual and persuasive functions; and (4) linguistic features. These
provide the foundation for the contrastive discussion in Chapter 5.
4.2.1. Source Domain Selection in English Advertising

SDs in English advertising reflect a blend of embodied cognition
and cultural encoding. As per Lakoff and Johnson (1980), SDs often
stem from concrete physical experiences—containers, journeys,
manipulations—and are selectively mapped onto emotional or abstract
targets.

Culturally, American advertising frequently employs SDs tied to
individualism, heroism, and empowerment. Ads like ZOA Energy
(TA57) use celebrity endorsement and transformation imagery to
invoke BEVERAGE IS POWER, while Babybel (TA46) exploits the
American fascination with superheroes to create FOOD IS A HERO.

Importantly, the metaphorical mappings are selective (Lakoff &
Johnson, 1980): FOOD IS AN ADDICTION (TA91) highlights
pleasure, not pathology; FOOD IS A HUG (TA23) emphasizes
security, not dependence. Additionally, symbolic SDs like Snack Hero
may resist direct cultural translation, posing challenges for global
campaigns.

4.2.2. Multimodal Realization Mechanisms

Metaphor becomes experiential only through synchronized
multimodal expression. Following Forceville (2006), three key
patterns are observed:

Reinforcement: All modes express the same metaphor (e.g., TAS8:
visuals, sounds, text align with FIRE metaphor).

Complementarity: Each mode adds unique semantic weight (e.qg.,
TAS36: image shows gifting, slogan frames the social value).

Anchorage: Language orients the interpretation of visual signs
(e.g., TAS7: slogan “Big Dwayne Energy” unlocks the celebrity
metaphor).
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Sound plays a critical role in emotional calibration, from
celebratory bursts to gentle ambiance, making MMMs more affective
and memorable.

4.2.3. Conceptual and Persuasive Functions

Metaphors in English ads serve both cognitive economy and
emotional engagement:

Simplifying complex concepts through familiar schemas.
Triggering pleasurable inferences and interpretive play.

Framing the product as part of a lifestyle, identity, or narrative.
Creating subtle arguments that bypass resistance through
symbolic logic.

However, idealization risks arise: portraying a drink as a superhero
or healer may create false expectations if not balanced with
authenticity.

4.2.4. Linguistic Features in Metaphor Realization

Language supports metaphor through:

Slogans: concise, vivid, and rhythmical (“Real good, real food,
real smooth” — TA48).

Verbs: action-oriented imperatives (“Get caught,” “Stay
playful ) activate agency metaphors.

Emotionally loaded vocabulary: linking bodily experience to
affect (“smooth,” “refreshing,” “bold”).

Dialogic cues: integration of social media or colloquial tones
increases relatability and interpretability.

Effective language use ensures metaphor salience while enhancing
recall and persuasion.

Conclusion

Chapter 4 has mapped a sophisticated system of multimodal
metaphors in English food advertising, structured around four core
cognitive frames: tool, emotion, symbol, and person. Each
metaphorical model reshapes the product not merely as a consumable,
but as a symbolic actor in emotional, aesthetic, and social domains.

Through tightly integrated use of language, image, and sound,
these metaphors align with Western consumer values: individual
empowerment, emotional expression, narrative identity, and
cultural performance. The findings provide a robust foundation for
the cross-cultural comparison in Chapter 5, helping illuminate how
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conceptual and communicative strategies in food advertising diverge
across linguistic and cultural contexts.

CHAPTER 5
CONTRASTIVE ANALYSIS OF MULTIMODAL
METAPHORS IN VIETNAMESE AND ENGLISH

FOOD ADVERTISEMENTS

Within the framework of comparative research, this chapter
conducts a contrastive analysis of multimodal metaphors (MMMSs) in
Vietnamese food advertisements (VFAds) and English food
advertisements (EFAdSs), addressing Research Question 3: What are
the similarities and differences in the use of MMMs and related
linguistic features? Based on key theoretical models (Lakoff &
Johnson, 1980; Forceville, 2009; Hofstede, 2001), the analysis is
organized along four major academic dimensions: (1) the basis for
source domain (SD) selection; (2) the mechanism of metaphor
realization through multimodal coordination; (3) conceptualization
function and persuasive strategies; and (4) linguistic characteristics
involved in MMMs.

5.1 Contrastive Analysis of Source Domain Selection

Both VFAds and EFAds frequently employ vivid and concrete
source domains (SDs) to metaphorically map onto the product as
target domain (TD), with shared tendencies toward personification
and objectification—i.e., framing the product as a human, a tool, a
journey, or an emotional symbol. However, the organization,
emphasis, and cultural underpinnings of these SDs diverge
significantly across the two languages.

EFAds generally favor personalized SDs associated with
individual achievement, performance control, and self-expression—
e.g., superheroes, celebrities, or mechanisms that “switch on” internal
states (e.g., TA17, TA46, TA57). In contrast, VFAdSs tend to rely on
culturally embedded and communally-oriented SDs such as family
reunions, festive offerings, nature, and traditional landscapes (e.g.,
VN33, VN7, VN44). Models like FOOD IS A BOND OF KINSHIP
or BEVERAGE IS NATURE exemplify this culturally rich,
community-based mapping strategy.
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Another major distinction is the degree of symbolization. In
VFAds, SDs are often associated with enduring cultural icons (e.g.,
the Lac bird, moonlight, festive lights), conveying strong emotional
memory. EFAds, on the other hand, prioritize visually salient and
widely accessible SDs drawn from popular culture but often with
lower symbolic depth or longevity. Moreover, VFAdS tend to combine
multiple SDs in layered metaphorical structures, while EFAds
typically emphasize one dominant SD per ad for stronger impact.

These patterns suggest that while both systems rely on embodied
experience to construct SDs, their conceptualization reflects differing
cultural-cognitive configurations: individualism and achievement
(EN) versus collectivism and cultural memory (VN) (Hofstede, 2001;
Yu, 2009).

5.2 Contrastive Analysis of Multimodal Realization Mechanisms

Following Forceville’s (2009) multimodal metaphor theory,
metaphor in advertising emerges not from a single semiotic mode but
from the interaction of language, image, and sound.

In the verbal mode, EFAds are typically more explicit, using
directive slogans that overtly name the SD (e.g., “Snack Heroes” —
TAA46; “Taste of Victory” — TA9), reflecting the clear, goal-oriented
communication style of Western culture. VFAdSs, by contrast, prefer
evocative and suggestive language (e.g., “Trao thanh y vang” — VN33;
“Khoi ngudn tinh khiét” — VN44), rooted in symbolic and emotional
discourse traditions.

In the visual mode, EFAds often employ dynamic imagery,
personified products, and action-oriented framing, whereas VFAds
emphasize symbolic spaces, light, and natural environments. This
contrast illustrates two visual strategies: performative action (EN)
versus expressive spatiality (VN).

Auditory patterns also differ significantly. EFAds favor fast-paced,
dramatic soundtracks—often cinematic in tone—to heighten
emotional immediacy. VFAds, however, make use of folk-inspired
melodies and soft, nostalgic tones, designed to elicit emotional
resonance and reflection.

In terms of intermodal interaction, EFAds tend toward
reinforcement: all three modes converge to deliver a unified metaphor.
VFAds more frequently utilize complementarity, where each mode
contributes a different layer of meaning, requiring the audience’s
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interpretive engagement. Both systems employ anchorage, but with
differing intents: in EFAdSs, language explicitly anchors interpretation,
whereas in VFAds, anchorage operates subtly within a culturally
contextualized framework.

These differences underscore distinct aesthetic and cognitive
logics: assertive clarity (EN) versus interpretive invitation (VN).

5.3 Contrastive Analysis of Conceptualization and Persuasion

Beyond structuring meaning, metaphors in advertising shape
consumer cognition and reposition products within cultural narratives.

EFAds often use metaphor to reframe the product as a
transformative tool—e.g., the BEVERAGE IS A TRANSFORMING
ELEMENT model (TA57, TA61)—highlighting its capacity to
regulate mood, enhance personal performance, or signal identity. This
strategy aligns with the “self-affirmation through consumption”
approach (Aaker, 1997).

VFAds, however, metaphorically embed the product in communal
relationships. For example, the FOOD IS A BOND OF KINSHIP
model (VN33) positions the product as a transmitter of shared memory
and familial cohesion. In other words, where EFAds promote
individual transformation, VFAds emphasize collective belonging.

Emotional expression also differs. EFAds tend to activate high-
intensity emotions—joy, pride, excitement (e.g., TA46, TA91).
VFAds favor subtler emotions tied to nostalgia, harmony, or reverence
(e.g., VN16, VN33). Accordingly, the persuasive logic in EFAdS is
driven by immediate sensory appeal, while in VFAdSs it centers on
cultural-emotional resonance.

Additionally, metaphors serve as implicit arguments. EFAds use
metaphor to convey product functionality (e.g., “superhero” = health
protector), often without needing direct evidence. VFAdSs, in contrast,
engage in emotional-symbolic reasoning, allowing images of nature
or tradition to imply purity or safety. This reveals two rhetorical
modes: functional-visual metaphor in EN vs. cultural-emotional
metaphor in VN.

5.4 Contrastive Analysis of Linguistic Features in MMMs

Language plays a vital role in metaphor activation, intermodal
coordination, and branding style. Four aspects illustrate the contrast
between VFAds and EFAJS:
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Lexical choices: EFAds favor emotionally charged nouns (e.g.,
joy, victory), strong action verbs (e.g., fuel, unleash), and wordplay
(puns, alliteration). VFAds lean toward descriptive and culturally
evocative adjectives (e.g., pure, rich, golden).

Stylistic register: EFAds use casual, intimate, often dialogic
language (“Don’t just eat. Mangia.”). VFAds shift flexibly: formal for
traditional products (e.g., “nang tam vi thé”), colloquial for mass-
market ones (e.g., “hét say”).

Function: Language helps (1) activate metaphorical mappings, (2)
support emotional or rational appeal, and (3) coordinate meaning with
images and sound. Examples include “Protect yourself” (TA72),
which maps the beverage as a protector, or “Bat sang khoai” (VN2),
linking the product to mood regulation.

Grammar and structure: Both systems use imperatives, ellipsis,
rhetorical questions, and parallel structures. However, EFAds often
opt for short, punchy phrases (“Zero compromise” — TA18), while
VFAds exploit thyme and rhythmic enumeration (“Dai ngon, vang
sang, khong can trung” — VN11) to create musicality and poetic
symbolism.

Language in advertising is thus both a vehicle of metaphor and a
cultural marker, embodying distinct communicative traditions.

5.5 Summary of Findings

Chapter 5 has demonstrated that multimodal metaphor is not only
a universal cognitive phenomenon but also a strategic semiotic tool
shaped by the sociocultural paradigms of each linguistic community.
While the underlying SD — TD mappings are structurally similar
across VFAds and EFAds, significant differences arise in SD
selection, intermodal coordination, persuasive strategy, and linguistic
realization.

EFAds tend to depict products as tools for personal enhancement,
transformation, and self-definition. In contrast, VFAds frame products
as emotional agents tied to community, nature, and collective values.
These variations reveal how metaphor, far from being neutral, is
culturally mediated and ideologically embedded, making contrastive
metaphor analysis a vital tool for cross-cultural communication
studies.

CONCLUSION
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Metaphor is a foundational cognitive mechanism, not just a
stylistic device (Lakoff & Johnson, 1980). As communication evolves
into multimodal forms—combining text, image, and sound—
metaphor studies must expand accordingly. This thesis investigated
multimodal conceptual metaphors in Vietnamese and English food
advertisements, providing new insights into how metaphors function
cognitively, semiotically, and culturally in modern media discourse.
1. Theoretical Contributions

The thesis proposes a three-tiered analytical framework for MMMs
(cognitive — modal — discursive), extending Conceptual Metaphor
Theory into the multimodal domain. By distinguishing the roles of
language (target domain framing), image (source domain activation),
and sound (emotional reinforcement), the study contributes to refining
current metaphor models in cognitive linguistics (Forceville & Urios-
Aparisi, 2009; Pérez-Sobrino, 2017).

Furthermore, the thesis reveals the systematicity and flexibility of
multimodal metaphors: models like PRODUCT IS A PERSON or
BEVERAGE IS FUEL are not isolated visuals but complex,
reconfigurable conceptual structures, adaptable to different
communicative goals. This finding supports a view of metaphor as a
strategic, multi-sensory organizational system in advertising
discourse.

2. Practical Applications

The research offers practical value for language teaching and
translation. In language education, the MMM framework can support
training in metaphor literacy, especially in ESP contexts such as
marketing, advertising, or media studies. Teachers can use the model
to help learners interpret multimodal messages and understand
metaphor’s role in persuasion (Cook, 2001).

In translation, understanding metaphor at both conceptual and
modal levels aids in preserving communicative intent across
languages. Particularly in advertising translation, literal rendering
risks loss of metaphorical impact; instead, translators must recreate
culturally appropriate metaphor models. The framework developed
here offers a robust foundation for such adaptations.

3. Cultural Significance

The thesis reveals that metaphorical mappings in VFAds and

EFAds reflect distinct cognitive-cultural values. Vietnamese ads
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emphasize models like PRODUCT IS NATURE or CULTURAL
SYMBOL, signaling ties to community, tradition, and collective
memory. English ads, by contrast, highlight PERSONAL JOURNEY
or EMOTION SYMBOL models, reflecting values of individualism,
empowerment, and lifestyle branding.

These contrasts affirm that culture is not merely contextual but
embedded in the very cognitive mechanisms of metaphor. The study
supports Kress & van Leeuwen’s (2006) claim that all media signs are
“social signs” shaped by local ideologies, aesthetics, and thought
systems.

4. Limitations and Future Directions

The study is limited to food advertising and primarily adopts a
gualitative approach. It does not integrate reception studies or
empirical testing—key elements for assessing actual metaphor
comprehension and effectiveness. Future research could:

Expand to other product domains (e.g., cosmetics, tourism, tech)

Integrate experimental reception studies

Build annotated metaphor corpora for teaching and NLP

Develop a unified model linking conceptual, multimodal, and
discourse metaphors
5. Final Remarks

This thesis has met its objectives, offering a comprehensive,
theoretically grounded, and culturally informed analysis of MMMs in
Vietnamese and English food advertising. By filling a significant gap
in metaphor research, it lays the groundwork for future
interdisciplinary  studies in linguistics, communication, and
intercultural media analysis.

Through its insights into the strategic coordination of language,
image, and sound in metaphor realization, the study shows that
MMMs are a powerful tool not only for meaning-making but also for
shaping perception, emotion, and cultural identity in contemporary
discourse. As global communication becomes increasingly
multimodal and intercultural, the theoretical and methodological
contributions of this thesis are timely and far-reaching.
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