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Spatial Metaphor and the Construction of Multimodal Meaning: The Case of Car Advertisements
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Abstract: The epistemological status of the visual grammar established by Kress & van Leeuwen[ 1] has long been
challenged, especially the meaning of spatial relations, which is the primary element of visual grammar. This thesis
argues that the meaning of visual space comes from cross-domain mapping based on human experience. Therefore,
spatial metaphor, which does the mapping from spatial elements to semiotic meaning, plays a significant role in
establishing the epistemological status of visual grammar. In visual discourse, spatial metaphor constructs social reality
and interpersonal relations on the one hand, and organizes different elements into a coherent whole on the other.
Meanwhile, the choice and configuration of spatial elements is not arbitrary, but motivated by discourse strategies.
The authors realize their specific discourse purposes through the choice, transformation and configuration of
multimodal semiotic resources.

Key words: spatial metaphor; multimodal meaning; advertisements; critical analysis

L.3|F KAE[4:85 ] BEESHRM ERFERIE

REYEBEEZWTORARBHRERY KA ERBE KR, Kress & van Leeuwen[5:
R T EESEEMTOMAI[1;2],8  218) M FAMAITHR 1B HE LR 4T
HomEXAmEE - EZ MR ERE. RT#EGS0E, ORIA RITGFERAN £
B L E AR} Kress & van Leeuwen[ 1] A R H A IR 18 #i\ ( epistemological status)
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Kress & van Leeuwen[ 1 |lR T2 Bl R R K
{5 B {E (information value) R 25 T WEHYIH
gz AR, BWRRER, TR TR
AL R T B9 (descriptive ) , T & A B B H
(explanatory) B HE, RATIAN, RERSFIE
BARERE SRXRZMMERELH"
X—HE, RNBESIABSRWELE, JA
BEXMHEBAFARNBERE, MAXE
UBE STMBMERE, £4 R EERMWE
[6:3]. NEBWMiEWAEE, BB (cross-
domain mapping) FF7E THE G R A F , KK
URES, WA URER. FH ERNF MR
([7;8], X A BRIV SRS B LK R
HERRU T EHBKE,

AXMIAHIE T F KRR A EEEE
(ANBESEEN RETAXRSHZEE
MHEBRAETALZ R LR A ER MBS
B, SEBLIX — e T B4 25 [R] By Xt 8 52 %S 1]
RANRSEREN, HB L AREENIAA
BEAFEEAR. EEESARERT.Z
B EMET X RBEYSHLEARX
R AWES ARESHENREAR N E
Rk, et ERESEINBHENS
MEE HESHE LA ENERBEN,

2. BESE L HBHH TGS

FIEE—#, A2 S BEAN A
ST AR SERE[:2]. FEE
EHERO ] 2HW2] . FHOIEFRLT
REMEEGR HXEXERBESHXEE
XEMPRRBZARFBENTEE. HF,
BARRENEREERERZ AT Z M,
RIMNEFAMAFBMRAAEEHEXEN
e BRSIER PHEELH,

AL EREERREHRER. 1F
FWF N E K The Straits Times = Ji Bt
ENAMAED 100 MRESE[10]. RER
HPE.BAE KM EERM, FAT EHA
MRS EWEREL HETFHEMR N, &1
HEFEEERPERIERER:

EETRE | ABRTHAR

(1) f& | (2) W
® mRR | AR Ji

B fasfk

YT # *

itk | FEY BE
i .72 biis=vin

(1 AETREE

Kress & van Leeuwen[1]iA N : (1) %
J& (layout ) #) 8 1% B {& (information value) (&
BEL) EMAIECHER. BEUAFES; L
HFHERELE, THAEREFES; P OSHR
HEEFR. (2) B A E (camera angle) 14
BiEESEBRMER(AREX) :H M (high
angle) RN EHEHAUE FEK, KA (low
angle) R2Z; EHMHRMEREE SERHR K
H #h( maximum interaction) , M EHBE RS E/D
H 5l R BE 5 (shot distance) MR EE 5K
BREMEER, Q)BEFHHTARBEBELRE
Fr stk 7 ( process) B B A W4, B K
B (vector) £ik, 1B Kress & van Leeuwen[1]3f
RiTEHH RMEN B XS R MBS, RIE
BtrEsi FEE X RAERXRSHSE
B,

MESBRMAES, K1 NERBERTL
Ak 51 44 5 38, ( source domain) , i £ 3CH
Kress & van Leeuwen [ 1] 1844 B 3CFR & L AT #R
5 BARIR (target domain) . XHE, B RIE K&
R AN EREE Rl AR AR By B 5T R AR SL
) [7:16], Lakoff & Johnson[6]#5Hi, &
WA EMEAXRBEEN S EER, %
B2, RAAELLREMBWA RENMTIGE
[6:20], Ak, AREEQINFEE, RE=
BARESXREXHMPMRR, TERETFTL
IO FEREAY BB ST, B0 Kress & van Leeuwen
MIEXFH“EN =B FEE (Left is
Given) " BETHERKEXFTNERN AN EE
5REERE. XTMEXTUERNERER
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(reading path) 515 B H Z 8] /9 B2 S B 51 10 R
14§ 25 & ( metaphorical entailment) , X#, 7£ &
BRIEEPRTEETAEXHRARE N E
INARATELIRES ERBRES, X
—tBAT AR L

5 pesigning ™ »nderstanding:
Left is Given —————9» GIVEN ISLEFT
Token Source

A

o 0 L 2 0 BE T 3 R R L B B Ak
B, MRAGELKRAHEE. S RHIEE A,
EBSXBESENMERIER[8:69],
TH, ARFARMSETEERR, KEH
Bangy S 5 4K A& 2 2% ( inheritance hierarchy ) [H]
BAE AL R 0 BT 11:241],

RS 4007 4 B , 25 16 B oy BT g
BEWE S SR EREN, T L
A Ve R T | B B OB T A SO B
[12:273], EXMiEERAEBR. EARHE
£, WETR(MSEXR) 2 6B
BRI LEE, WEIEE—ERREY
BHXRGHSER, TR EERE, R
HEER N DR 0 £ RS S A0 HEE
EAFRRERHEYSESEUFLEH
B R RN e B ST AR,
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Kress & van Leeuwen [ 1] 1A b 309 & 4
FNaE=fERERHATR: 7EMH.
B (frame) FBFEFH (salience), ZEHHK
FZEP, FHERELUL=FRESHESH
REFREN, WEERNSHESER. BT
RBERSRWEMEXE, RMNMAEREEHE
. W3R, FRESKEAFR/
FEE. BERGERALGFRAEEERE/E
HEEFRE. BRITAAN EREKX BB E
SRXRREXFREXZEIHBEMBS [10],
mFE2 Fims:
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(L) LH/FH [ Q)EMFHM | (3) L/l

ideal is up

podinw |

unrealishic 18 | given 1s le central

up

ahstract is up

real is down

realistic is . ant i

down new is right umfnpo ant 19
. peripheral

concrete 18

down

A2 ZFHiEEREMAEGRYHE

FUERA LRy RS BT, BT E B KR
BRI EfEREIR(6;7;11 )0 (1) LA/ TFHR
% :good is up WA KRR REFFHNE
YyERR 1A b B9{6:16] ;unrealistic is up Fl realistic
is down BET ARIMELBRERAOANER 7
EAENAESIME , B R ABLH, FE IR N4
F2; MEIEIE abstract is up 1 real is down BT E
understanding is grasping iX— By : A& 5 MBI K
MAEHER, MALNBEREPHREETRE
FESIERN[6:20], " abstract” {58 13 “up”
RIFHE ﬁ—y&ﬁﬁﬁﬁfﬁﬂ—‘ﬂﬂ?@ 2

[ )
up —— Dlmcuh}——'[mmcuh}—> ABS'I‘RAC’I‘

] Gmspmgl—’IUnderstandmg T T
DOWN —LEasy ]———»| Ea.sy ]—»CONCRETE

...............

(2) i/ B WK & : given is left F1 new is
right REFARMNEE IR, Fet, REhEE
EE P E A E B M5B KR vl EpiE
X — BRI AFZE , B3 N 7E AR 1T (unmarked ) 1§
AT, ZEFER(EL) NERFR, mERE
B 2 E ¥ (information prominence ) j£¥ ,

(3) R/ 8 % % ; important is central
unimportant is peripheral K5 Bl B R TH &
FRORFRARREEURIER S, MH A2
BREENSF ML ENH.0[7:40],

XERIMNMRBITRWBRIMNERE
B, URBL T EHESE X WEMATHEE,
e —FMiERERN, TRIEEN SR SHR K
RS FIWr. B, JFEREREN



BE5TTsh. RIVESAHMEEASER
MEXSThEE: L TR S0 —NREH,
ELTEES, LHFREEE HBRAGFE, THER
Bk ERER. XM ETHEESHERE
HHEE IR , FEE A ER P Y 100 BRES
&, 69 BRAXF L TEMENERNE
BARHEK, Manin[ 14] 2 HIEBEEER T
BEZBMRMAN AR FE N (interpersonal
theme) A AW EBENBEBRSZEEEN
HBERESE. ERE &P, ZHEER
AFAERRENR ARG RETEE S, BE
MEFEREENBEBRERKER, £F
DA, PR ER Y REERE,H
RKRAKERFL. AREREMOE, £ SREE
H, LM P O—AEEHRHRISL, REHER
FEEBNES L TERNERME[S:196], 4
BRI, EE WM ES BN ETA
M. #RE?2 WMk, E5AREER,T
FHERGBR, EMAERNGER, GRAHF
B XFARMHEEHBREETI SHME
EMENHE. MEEEERARE, HEd
HENFEERRAREEFNER S, Stenglin
& ledema[ 15:196 ] 1§ i AR AL EE B AR RM
BEE ETABEMERRK, BEERK, AL
AEAMERS, EEERR. B, ETAX
—EFEARME B X —FR. EEXR
R RBIHAMBOTE MRBERELT
ANE. XHGRBAZKIAERER BN
EEMARBESELEFNEZEERNEH
(PRI RE VL, METTRRETERE).
R, RN ER RO RE, WESBBES L
ARME FHRABBEE . KFES, Eh—#
B, XM E RS RE TR RS B
“TR”ERITEREHER,

4. DEEMES AREX R
WEBEPARBEXEERERESER
BIRAEHES R ,van Leeuwen[16 ]I\ N ik E 5E
BROXRATUSIEE VA 25
(involvement) \H St &0E8 , 43 5l ch 15t M

B RMEMSHEERNE. RESENHA
B—H,SEXR S ARE AR X R TR
AR 10], &3 ARMBRIER, K
¥ 2 B ERS IEB A A& .

QDK :E-¥::); 4
(#£H)

Q)HEmE
(%¥)

(3) a5

image-viewer

power relation is
the vertical
angle of
representation

(i)
power is high
angle
(ii)

viewer

image
power is low
angle

(iii) equality is

Image-viewer

interaction is the
horizontal angle
of representation
(1) involvement
is front angle

(ii) detachment
is oblique angle

SOCIAL
distance is shot
distance

(i) intimacy is
close shot

(ii)
ESTRANGEMEN]
is long shot

(iii ) social
closeness is
medium  long
shot

eye-level angle
A3 FRAEABLBARELHERHE[LS]

B8 Messaris [ 17] , RATHHBRAE S5H
BEE RSP AR L E ( camera positioning) ,
BUEARBEXRIVNEEEMEBGHR
18], R, RATHF TRER LR
RELGRRFE, BERTHAYSALPH
AYHERR, FIES5ALPAYRBEYHLER
BHISEKFAYRBYHXRE L, BE
ik, (1) viewer power is high angle i image
power is low angle BETFXHMEFZE . R
MEERIMB KW AFEBBEHE, THH
HEIB/DMIAFRBMBIKXF[17:9]. BA
HBRERET MBELEHEER, Bk
FEAERTE “RK” BRI, MEAHB AR,
E A, 33X — B 5 R MK S By power is up HOZE
4. (2)involvement is front angle §1 detachment
is oblique angle T T AKKIZLFRTTH : HRAT]
H5REAZGE, RIS i3+ F IR
falr, T 4 ATVA 5 M1 32 BT WAL XT, 1
BRERMEM. —-BUS, WESEALFIE
H.BANE . FESnsr K, ks
ERME SR RBER,

Kress & van Leeuwen[1]f FIThRBiEE M
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“SKEL” (demand) 55 “ 24" (offer) R 4, ¥ MUl
HEGAE RN REFR". MAEEMEN
BLF 11 {6 H 5l ( negative interaction) , B A 45iC
HEEHBREE/MBENSEMMA. (3)
social distance is shot distance RIREET A K Y
ZhES RN REEER S ANERR
BUIE 8. [F] B, X — BR &) 1 & (social )
relationship is ( spatial ) proximity f & MyZ8 &
[7:15],

BB ENENER—REXRA
HEAMEEANNMERE. EULUARESE
SRRNREMRNN XA EHIXRULEE
BE NN SEEMERO“EERE .
Feng[10] RBL, KEB R E EXRARAER
8], BN £ A EAEN R E U (consumer
power) o Messaris[ 17 ] 4§t , 185 1H 32 & R4
HEEERHHERINEETFR, W &
IEEREARER WEERH RN,
EEENRE HERES, AN FRKE
PR ERARARE. XMEEOA R
ERER B, ARG MR EEEREX ™
LA E R, REEIEA PR, WX
FEASRARERARNALNERE
B, MRS EEESE SH W KER R,
HEMRLI EEBESTIHRE,

.2 RWEMSBENME

Kress & van Leeuwen[ | | ¥ 358 B 1% A9 3
YE43 R85 i B ( narrative process) 55 (&3 2
(conceptual process) , LA HTH X IETEITE.
BEAE%, AXAERERIBRE TN —
A - 38 Bl 72 (movement process) . & 4 K
KEMETHEEXREEFSEE L

(1) Lizsh (2)FTiash G)FRER

gaining power is | becoming importance  in

moving upward accessible is | status is height
moving in location
downward

k4 TRBRTEBRAELHE
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UAKZT HEM, EREEF,RE
m EiE SRR BA, M TEHERTR
P BT AL G B R R R ML F K (1) gaining
power is moving upward J 37 B B Rl B HE S By
power is up[ 616 ] 5 developing is moving[7:
52], & #4558 BP 5 gaining power is moving
up, (2) becoming accessible is moving downward
X E T XY unrealistic is up Fl realistic is
down iX Xf B2 Mi. A T AL 11 IR AL A 3 BP & M
“unrealistic” B 7 “ realistic” , 41, 5E J& “ becoming
accessible” ; (3) importance in status is height
in location 55 Goatly [ 735 ] ff $& 1B A9 status is
high 224 [F] X o Goatly [ 7] 38 i3 K & # F it iE
T B AL, RITABER. R, X —
BRES5 power is up WA MM ZLL,EHEHTX
FrAIE M8 BT,

M EER T AEE, BT RABR
BRENSBERESHEE, EEENEH
FOAE—NEEAEE [ EFT R T
RE,“FLE 5T HEFEEERHRR
ERREVERSELME, X#H LR H
HERERS B E T B FEREELSMBEHK
“T LR MEE S, BTREE T EERES
EFHAE R, EEENERD, X—EHF
ERTRE B REINE S (RIEME) L
BTERM{10], £ H A &M =38 Suv
HATEHGN G &S, EEESWEY
RERFNREHARSRBER. HETXK
REA, FETHEB N, Hik, RITTL
WA SEE—-MHRENEIRESERN 3
KEMSE, AR TFE,

6. BRIE
ERARBMERENE TR, BM7EW
BEHLSRSHENLBTREEREN. &
DARRSEZS 6] N el i) SRS BB R P, 2
FRmTEY S AT LA A B4R B 42 A F BB 4 3F
BASESELFRENER BRI
HRBRE, —HE, SRRWMEY L TELRS
ZHEMEMREEE, ERREBERRAER S



T MigERMBE 57, BdmimnE
S5ERmEEE —ERARXR, AR _HNY
RKIEBEROXR EIXRAREXRERE. FH
B, ERBMMESEXHHBEUEERE
HERTENFTEASHHEARTSEEL
ZTHEXNEREAREEHN, MEGLFTEE
SESHEKERRE. BdXLREE
HERER G, RITRI, 1 RIER KB
SRXRFAGEAR RERGXRUR
ER 85 AR EKERNEERE,
LN EH DL STTHIRE.
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