BO GIAO DUC VA PAO TAO
TRUONG PAI HQC MO HA NOI

TRANG THONG TIN TOM TAT
NHUNG PONG GOP MOI CUA LUAN AN
1. Tém tat mé diu
DPé tai luan 4an: “Multimodal analysis of conceptual metaphors in American and
Vietnamese beverages commercials

(Phan tich da phwong thirc 4n du y niém trong quang cdo d6 udng ciia Hoa Ky va Viét

Nam).
Nganh: Ngon nglt Anh
M3 sb: 9220201

Ho va tén nghién ctrusinh: ~ Nguyén Thi Ngoc Anh

Nguoi huéng dan khoa hoc:  PGS. TS. Hoang Tuyét Minh

Co so dao tao: Truong Pai hoc M& Ha Noi

2.Noi dung trang thong tintém tit nhitng diém méi ciia Ludn an

Luan 4n 1 cong trinh nghién ctru ¢6 hé théng va chuyén sau vé viéc tim ra cac an du bang
ngdn tir, hinh anh va 4m thanh trong quang céo dd udng tai My va Viét Nam. Pay 1a nghién
ctru 1an dau 4p dung trong dién ngdn quang céo dd udng cua hai nude. Khung phan tich
duoc bo sung dua trén mo hinh Forceville (2007), cu thé 1y thuyét vé phan tich hinh anh va
am thanh ciing nhu 1a 1y thuyét va mi quan hé giita ba phuong thic trong vai trd nhan dién
an dy ¥ niém.

2.1. Vé y nghia khoa hoc

Vé mat 1y thuyét, nghién ctru dat dugc ba dong gop chinh.

Thir nhét, két qua nghién ctru da lam rod khai niém, dac diém cua 4n du da phuong thirc
trong dién ngdn quang céo, do d6 mbi quan hé giita cac phuong thic (hinh anh, 10i ndi, am
thanh) va viéc phan tich hinh anh, 4m thanh dugc coi la gia tri chuan muc. Ngoai ra, viéc
ap dung khung phan tich mai khi phan tich hinh anh, ngén tir va am thanh, cung véi viéce
xac dinh su tuong tac giita ba phuong thuc trong viéc tao ra mién dich va mién ngudn, 1a

mot quan diém da chiéu cho cac nha nghién ctru da phuong thirc, khuyén khich ho kham
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pha céc khia canh, bdi canh khac nhau lién quan dén 4n du da phuong thirc, din dén nhitng
phét hién sau sic va nhiéu sic thai hon.

Thir hai, nhimg dic diém ciia an du da phuong thiic trong dién ngdn quang cdo dugc 1am
sang to, bo sung thém 1y thuyét hién tai vé dic diém cua an du da phuong thic theo quan
diém cua Forceville, moi quan hé gitra 4n du y ni¢m va 4n du da phuong thtic, cling nhu
ddc diém ngdn ngit cua dién ngdn quang céo.

Thr ba, mot phuwong phép méi dé xac dinh an du da phuong thirc duoc xdy dung dua trén
Forceville (1996), huéng din cac nha nghién ctru cach kiém tra timg an du da phuong thirc
bang céac phuong thirc ngdn tir trude tién va sau d6 1a hinh anh thay vi chi vin ban hoic 10i
nol.

2.2. Vé y nghia thuc tién

Vé mit thuc tién, két qua nghién ctu cua luan an 1a nén tang cho céc nha thiét ké quang
cao co dir licu vé tan suét Iwa chon tén mién cting nhu thao luan vé tac dong cua van hda
dén viéc Iya chon tén mién trong dién ngdn quang céo. Cac nha quan 1y marketing noi riéng
va céc nha quan 1y marketing noi chung dinh huéng va phét trién quang cdo mot cach sang
tao, 4n tuong va hiéu qua nham tac dong dén quyét dinh mua san pham cta mdi khach hang.
Cudi cing nhung khong kém phan quan trong, két qua nghién ctru c6 thé tmg dung VAo
viéc st dung da phuong ti¢n trong céc linh vuc giang day ngdn ngir hién dai khac nhau &
Viét Nam, bao gom dich thudt va day tiéng Anh cho ngudi Viét va tiéng Viét cho ngudi
nude ngoai trong thoi dai 4.0, bang cach phan tich, so sanh vai trd cua 1i noi, hinh anh va

céc ché d6 am thanh.
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2.Summary of new contributions

The thesis is a systematic and in-depth study of finding metaphors in verbal, visual and
sonic modes in beverage commercials in the US and Vietnam. This is the first research
applied in the beverage advertising discourse in two countries. The additional analytical
framework is based on Forceville (2007), specifically the theory of image and sound
analysis as well as the theory and relationship between the three methods in the role of
identifying conceptual metaphors.

2.1. Theoretical contributions

Theoretically, the study gains three main contributions.

First, the study's findings have clarified the concept and characteristics of
multimodal metaphors in advertising discourses, so the relationship among modes (visual,
verbal, and sonic modes) and the analysis of the images and music are considered the
benchmark value in the context of theoretical development of multimodal metaphors in
modern linguistic theory. The adaption of the new framework in the analysis of the image,
text, and music, along with the identification of the interaction between three modes in the

generation of both domains, is a multi-dimensional perspective for multimodality
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researchers, which encourages them to explore different aspects, contexts, and variables
related to multimodal metaphors, leading to more insightful and nuanced findings.

Second, the characteristics of multimodal metaphors in advertising discourses are
unveiled, which adds to the current theory on the characteristics of multimodal metaphors
from Forceville's perspective, the relationship between conceptual metaphors and
multimodal metaphors, and the linguistic features of advertising discourses.

Third, a new method of the identification of multimodal metaphors is constructed
based on Forceville (1996), which directs researchers on how to examine each multimodal
metaphor by verbal modes firstand then images instead of only texts or speech.

2.2. Practical contributions

Practically, the study results of the thesis are the foundation for advertising designers
with data on the frequency of domain choices as well as discussions about the impact of
culture on domain choices in advertising discourse. Marketing managers, in particular, and
marketing managers in general, orient and develop advertising in a creative, impressive,
and effective manner in order to impact each customer's purchasing decisions. Last but not
least, it is expected to be able to apply multimedia in different fields of modern language
teaching in Vietnam, including translation and teaching English for Vietnamese and
Vietnamese to foreigners in the 4.0 era, by analyzing and comparing the roles of verbal,
visual, and sonic modes.
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