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Multimodal Metaphor in Graphic Design
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ABSTRACT: It aims to probe the application of multimodal metaphor in graphic design. Based on psychology, advertising,

communications and other content, combined with comparative analysis, empirical, analogy, it analyzes multimodal metaphor

types and manifestations of print ads. Multimodal metaphor can take full advantage of the visual impact on the audience, to vi-

sualize abstract concepts through images, so as to impress the audience, to make it get better publicity.
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Fig.1 DUCARO oriented tire advertising
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Fig.2 Swatch advertising
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Fig.3 Protecting the earth PSAs
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Fig.4 Father's day advertising
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