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Abstract

Most of the clothing advertisements appear in the form of video films, which show the cultural
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connotation and self-image of the enterprise and contain rich multimodal elements, analyzing the
meaning expression in clothing advertisement based on multimodal metaphor theory. Advertising
mainly involves three issues: 1) the establishment and expression process of multimodal meta-
phors in clothing advertising films; 2) how to display the modes in clothing advertisements; 3) the
characteristics of multimodal metaphors in domestic clothing advertisements. Through the analy-
sis, it is found that the two advertisements mainly involve structural metaphor and event struc-
tural metaphor; the presentation of the mode in advertising is mainly visual mode, supplemented
by written mode and sound mode; advertising is not only mapped through abstract from concrete,
but also from concrete to concrete.
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Figure 1. The Mechanism of Multimodal Metaphor
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Figure 4. Noisy City
B 4. BRI

Figure 5. The Journey of Beauty
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Table 1. The Presentation of Structural Metaphor in Advertisement
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Figure 6. Harmony and Unity
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