gh L5 R SO fE
EEIEEH N AR

hanlide xitong gongneng yufa lilun de yingyong yanjiu

oO%E FE




i L1 &R S I fie

Ig‘(% _..'Lﬁm}i{—l.) K j‘b

OhE =

S B A 2 kAT




EBEMRSE (CIP) HiF
HALIE R G RETF A FIE BN RS / R . —-

sk AlskokAE RS, 2018.12
ISBN 978-7-5658-3787-6

1. @ . O M. OifE¥ -V .
@D HO4

v [ AR P A CIP Bl (2019) 55 029286 5

FALTE R G BT TR B A N BT 7T
HANLIDE XITONG GONGNENG YUFA LILUN DE YINGYONG YANJIU

E 3 # L =
HEHRE: 40 1%
BERES: BA4E
#Hmigit: @ W
HAREIT: sk Ko7 st
I RAMNSL T RS 243 Sl sk AR RN BREGRTS: 515063
iE: 0754-82904613
R: dbs B UGB A R A
: 787mm x 1092mm  1/16
. 14.25
202 T
W 2018 4F 12 A% 1 I
M 2019 4E 4 FAES 1 IRENRI
t 54.00 G
ISBN 978-7-5658-3787-6

MEE%%#E}&
FHERH

WA T AT, @Rt
S KA AR E A, K5 ARP TR ARSR



=
il

B H I REME RN AEIE F A IRPT S E X%, AR F R
R4 UNE F BA 20 RE 2 TR %02 T BRI ) BE 3= SC2EUR P A A b
MAFUR, IAURTE 20 HHZCHIERER I TR S HASKIIAE, RIFRFRIIEE (%
RES MR ) RNEIIEE (FRIBIEE REDIRE ). E3hTEE (T
A MTIEE ). MRS TIRE (JEREIIRE ). LA S YIRE (JCIEF AR ). IF
WILGE (E2FIDAE ). FIIBRINZhAE 3= IR A BN E I, LB T30 IR
MAG AT, RFCAIRE EEACRAY R BT, MY R IEF )
B AT o BT Ak f SR SRR AR 35 7 S SE B Z B 22 B . R EGE
DR AR A HALENE R R —RA R —FFE, 5
7 B HARRE I RERIETR S M REAE., BEmT, s RAEF =4
4EIRTNEE, EMEEThEE. APRINRELA KB TIRE. ABFFTARE ALY
REIE & 2 e B FIRNER 00T . DhREXS 55 BHIFE LA B SO 2% BE () 132
i, B DU JLEER A

F—E: RAYEESFUATEH L ENSESIEEST

VER B M SRR F A RBOERZ—, Bl &R AH,
TRATE, CAMA AT RATTSER I — 5. PEREERI AR &
J&, Tl ok R B RS, BIRL) T S A ER R SCFIE R,




@f BILBRATI LT AR M ATR

RAVESIR 5 b0 h TEMEE, WER. B, S5%, FHit
Rl S AR BEAUUR BRT e, SR 45 0 S RS i
KT, FilL, SHAFE R & O % T e o
TR o A BRI R G BB A 2 RIOLBE T B G B R R L 5 34
FREAIEE M .

REHATNY, F— TR T OO RAE L, B e
INT RS AHT  SRAR L LA R R ™ 5 S 40 0 P S GE BUR
H T SO BT BT, 35 =R T AR SO ECAELR, A T
KA TRV SRS E R IE, WO MR PR, B ART
Rl S — AR, 64 & BRSBTS 35 MEAT T SRS H A T
FHE LS B O TEILINAE . TR AR R BT AT
IR 407 T HCAAEAS 1 FF DA B el AE R 25PN IR R L, %
BB MRS S, SR SGEAT 84, RURE, HHU
I B A T AT AR L L

goE. NEETHERFAOESENE— (Q85) HREAE
A A |

CE) BNE S S L EAERAR S - J R YE/R (0
M. NS TR MBI, BRI - 5, RS
SRR TR M. A NRAE R T LR R 2 (R %
fE SR B AETFHE, Fo50 R s eSO TN TR T+ Uit e YAk 3 X
SR RRIORERL , VRZUR Wt -+ Ut 22 R TR DA B M AR PO
fiF. A3 IR SRR 7 2 SR IIAE BRI T AR B HE LR, XK
B W ST A CE8R) HEAE NIRRT, R S
SCHIERT OB SEBL, Hib 4 th P Lo R W R SR 5 7%
SCHERS DIREXT %, AT T AR SRS A . B R A B
W ST E R AHIEERS, WA IR AL RN OB B 52, TREATH



°*H B

AR NA R R TERA PN A B R . HIREARF R BERIgIE R T,
PSP RAR KU 5, TR T BERHEXT L. EIRRTIRERBELSHELR T, iR
e AT AR B T i A E R AR S £ B AR, WABTIREX
JFRSCHBEAR, WBNREERFEER . FN, AREEIERST, KEM
AHIRARINT LU, S AR TR R X AR I 2 T S R FH ) B S .

ABF TR TARCEUL (B8 WP REANFO. 5
RSCHRERIAR o 55 =X L T PAS i A 5 JR SO R A R 55 A 1 O . S/
TAEIER X SRR b, R TR RS, BH RN
ZhiwiE, BEE,

F=E: HIEEERNUB TN IIESEENERERR

Halliday 1 Matthiessen (2004) A 4 , 15 5 248 i 5 7= th A9 —FhPE IR,
TR T RIS AR e, T fre (s v S 2% B SR ) Sh LR AN [R] Y
Zhr Bin, BfE A RE XS R 2R IENE. G RNEE LR R E—
ANEEMMEARME, B XANROEEMEAE AR

DAFERIRRFE REA, BIERTRIE, KT8 X8 2% B E N AMFRHFARZ
T U B RV TR P R S A R AL 4y, AR R A
KRR T BB MER A E A4 (Mazgutova & Kormos, 2015;
W, 2017; RE |, 2017), RAFHGOKE SR XEREZE, JLHE
ME S B A B IR ERIE R4 A, AEAZ X TIE
XE BN R AR . RS FEEPERKFIEE
SRR, FL, ARFEZERXMIELRR AR AATTE B E ENIE X E R
BE, XEXEFEREMREN— 2R EE, Fet, (GhEkETRE
8 g AT S 2 (1 7 YO0 L 510 4 T 1) SR 800

ARSI A W R AR SR TR TR RLE (SCRKI5 % | 2008),
3£ 200 B EIBBOE L, ¥WRHIER W AEENS o ARWEFER A E & AE M
WFR R IR ERE LA, BAGOR, @ R R 2007,




(@f BB RGN R RN AT R

WL REA K RE BT AFAES . AREIESOKE . ARES . EEHEE
MVESCHE AR BE 2250 BeAh, B ik e 4 fo 3 A Fee BUAME 2 B
WERDIRE MR THESCE U A

WFR R : 1. ARFEREIESOE L REFEREER, FNEESF
AR, JCEMESCHIE X R E R AR KBS 2. AFRKF R
iE X EIREFEREREST, FWOHMIGEESGE L 22 B & TR
HHAESC, R B 7 SOK - B8R, SRR ST SO 2008 i B4R 3. A
[GliEs . SRR RIESGE X R R EFEREER, &Y, BREEREX
AIFEEAE SCE X B BB Y | iF BB BN SOR R R, B4
W& Y . EEIE RN, JGEIESCHNE LR RERZ R 4. R
WXt T BT SO SR ZRBERCR B3 . Tkt S RE R, AT
VN BRI AN N D AR AORE& 7 1LY, (IS B 8 45 D A RE X S 5
MRBHSER . FEEBRNETE, EX—dEP, R ek
FEERIIN TG . RAEE S MR A TTREYE, Tk R {F B A
WUCRERBIABOAE, IR I TAESCRYE LA . SR B E Tk
SATEIES RN, P ESEE S ) F KR SO SR AT TE TR ok By (o AR X 4
b TUREE LR AR

A iy 58 AL AUBIE LU T RI# 5 8 1E, b (ft) ITRREE, kAR
FIER IR A -

b/
2018 £ 9 A 16 BF/ AKX



Chapter 1 Multimodal Discourse Analysis of Commercial

Advertisements From the Perspective of Systemic Functional

LINGUISHICS  +++v+rerrrerrrssreermmmminininiitiii et 1

1.1 IntrodUetion «+e=eseesesssmsneemerermnmmieseeaerseiseneersaereranes 1
1.1.1 Research Background —«e+seeseeeremmmmimnn, 1 1

1.1.2 Research Significance and Application Value «-«+vroeeeeeeee 3

1.1.3  Methodology and Data Collection«««-«+xrererreerereseneaee. 5

1.2 Literature Review ««e-teceeeeerermemmmrmomiememmmmmmemn. 5

1.2.1 Mode and Multimode «+«=++seesesrecensersersmmenrivensencanes 6

1.2.2 The Introduction of Multimodal Discourse Analysis =+++++++ 8

1.2.3 The Development of Multimodal Discourse Analysis at Home

il Abpond  @wwsssimess s aass s amva s 5ARS S SE 5 EAines Sanne § e 10
1.2.4 Previous Studies on Commercial Advertisements =+=+=+-+-+- 13
1.3 Thsoretiedl Framawail s55vees commas it s 6ane s sabins sabbss phibies teiiins 14
1.3.1 THioditon cons imoms Loumas §5a6ns § s s sbkbi.s nkibes wimss anbs 14
1.3.2 Systemic Functional Linguistics=«+srsreerreesersaimman. 16

]33 Visua] GrAmMIIAr " v s rerrreresaraenassarssssorssssanscssansnans 22



e

@” SR AEE LR AT

1.4 Multimodal Discourse Analysis of Commercial Advertisements ++-29
1.4.1 Basic Introduction to Commercial Advertisements««==+++=++ 29

1.4.2 Sample Analysis of the Visual Mode in Commercial
AdvertisSemernts +++s«sosssssemsssaoasssnisissasanssasonsssvonsssvon 33
1.4.3 The Effect of Other Modes +++=<+ss+sasssssssvarssssunssavansasvs 51

1.4.4 Sample Analysis of Multimode in Commercial

AdVErtiSErAEnEs: 795557+ o8 ssesrvesas svs NEaswres i THosEsTomIF o5 505 56

15 Conelisitnresrsisssesssmsnunsecssisesinessasiayss snissesssssssqnussoannsses 57
1.5.1 Findings of This Thesis «++«ereesessssramsrermirmim. 57

1.5.2 Limitations of the Study «+++++«sssssmmensnmnmminiii. 58

1.5.3 Suggestions for Further Study —=+««+ssssrrreesmmminin. 59

Chapter 2 Textual Equivalence in Translation On the Basis

of Textual Metafunction: Seen from Two Chinese Versions of
MOby Dick  «vvreresrernsmemn it 60
2-1 Inll‘()dU(‘.liOl] ............................................................... 60
2.1.1 Background of This Research —+++sseeereemniminn, 60
212 PUI'p()SeS Of ThlS Paper .......................................... 63

2.1.3 Brief Introduction of Two Chinese Versions of Moby Dick -+ 64
2.2 Literatum R(‘.View ......................................................... 64

2.2.1 Application of Textual Metafunction in Translation Studies *- 64

2.2.2 A General View on Herman Melville and Moby Dick ~ ++++ 69
978 ‘Ganeril Theoreiical Framaworls sesrsswsmivevasvssasasrusnsoagsrvosy 7
2.3.1 A General View on Textual Metafunction «=:coeeereeseeeceee 72

2.3.2 A General View on Textual Equivalence «++sreerreressrceen 79



e B %

2.3.3 Relationship between Textual Metafunction and Translation -+ 79
2.3.4 Relationship between Textual Equivalence and Translation -+ 80
2.3.5 A General View on Translation Methods and Techniques +++80
2.4 Comparison of Textual Differences in Two Translation Versions - 83
2.4.1 Comparison of Textual Differences in Thematic Structure +++ 83
2.4.2 Comparison of Textual Differences in Thematic Progression -+ 92
2.4.3 Comparison of Textual Differences in Cohesion «+==+srreveeeee 102
2.5 Translation Study of’lhe Extracts of Moby Dick based on
Textual Equivalence s==-+++sssessseeesmmmminimini 116
2.5.1 Translation Techniques of Thematic Structure in the Extracts of
Two Transhation Versions «sss swssss soases sesons ansse sosns s vos 116
2.5.2 Translation Techniques of Thematic Progression in the Extracts of
Weon Tramuladion Vomminmgn, srs rovemrs s wonoes soaves suyws s 118
2.5.3 Translation Techniques of Cohesion in the Extracts of
Two Translation Versions =++«-«=+««-sesescrssrssrsssassnrsnssens 119
9.6 Concligion ==+ =suors vuresssarass snannes consen swsmes sonsss s sasens ganses vens 121
2.6.1 Thoughts Conveyance of the Extracts on the Basis of Textual
Eqquivalence ««+++sssreeeesmmnmseetniiieiis 121
2.6.2 Translation Techniques of the Extracts on the Basis of Textual

Equivalen(:e ...................................................... 123

Chapter 3 A Study of Semantic Complexity in L2 Writings from

the Perspective of Grammatical Metaphor:----:---«--

ey
N
(3]

3] lmroduclion ............................................................... 125

3' l _l Research Backgmund .......................................... 125




4_“
@’ BB RA AR RIR N AT R

3.1.2 Research Purpose ++++ssseeessnsessimnsiniiiminsi e, 127
3.1.3 Research Significance +«+++=ssssssseremmmiiesniiiiii. 128
3.1.4 The Overall Organization of the Research =++=reeeeeeeeeeenes 129

23 Titerature Revien «ee: sovass eowes ousass suuees pevaesnsone sonears sromes ses 130

3.2.1 Previous Studies of Semantic Complexity in L2 Writings ++ 131

3.2.2 Previous Studies of GM in L2 Writings «erseeermrersemeneeene 135
3.2.3 SUMMAry +++sorveessssnnmntesmmiunnttmiiintes it 141
88 Phomwitoal Frameomtl aom: seors commrs peasss vimssrrssanes passe s snawy guss 141
3.3.1 Semantic Complexity =++++«=+sssssseessemnimimresniiiinsinn, 142
3.3.2 Grammatical Metaphor ((GM )  +ssseeesssmemsnnnenninnenn, 143
3.3.3 Relationships between Semantic Complexity and GM ~ «++-+- 147
3.3.4 SUMIArY ++oseeessssssssinmsemiittiniit st 148
3.4 Research Methodology «++++sreresessnrmmeeeninnninimniiiieiiin s 148
3.4.1 Research Questions «++++ee=ssreseeeeemsmmemamniiinneiiiniiiens 148
3.4.2 Research Materials +=+e++ssereeseseosastosannisasnsansarsasanns 149
3.4.3 Research INSIFUMENts «+«e-sessssessssessnruacrsssnernesinenens 155
344 Teasiich Prooaliiing s wves warnss wenass dados saanss soivhs bioda 157
35 Results.and DicGRRBIOHE «+=>e«sr=sr»esneres sasens nasnus ssnas sasmss saons 160

3.5.1 The Quantitative Analysis of Semantir'.‘Complexity in L2
WEIHIgS ++ v veeeesnrnnnneesennntes sttt 161
3.5.2 The Qualitative Analysis of Semantic Complexity in L2
WELings +++vevreeernneemnnsenninseennee st 173
3.5.3 Problems of GM Use in the Analysis of Semantic Complexity in
L2 Writings eeeeseseeesenssessmmsesoniessniiis i 183

354 Summary ......................................................... 186



* H
3.6 Conclusions sestssreerressestnstiisiatiiientisiacierssreerassesssarcossanne 187
3.6.1 Maj()r Fiﬂdi"gﬁ of This Study .................................... 187
362 ]mplwahonq of This Study ....................................... 190
3.6.3 Limitations of This Study ....................................... 194
3.6.4 Suggestions for Future Study *«++s+reessermeenaniniiii. 195
Bibliography ............................................................... 197

Appendix l Criteria of scoring Essay .............................. 214




o F—F REUREETFUA TR 0 BESIEE T

Chapter 1 Multimodal Discourse Analysis
of Commercial Advertisements From the
Perspective of Systemic Functional Linguistics

1.1 Introduction

1.1.1 Research Background

Language is the highest, most effective and sophisticated semiotic system
in human society. Every word in language is a semiotic. We can know the
meaning of it when we hear the pronunciation, then produce the psychological
cognition and imagination. Owing to the language, we can mutually communicate
and express feelings. In business communication, all information exchange
only has two kinds of terminal forms: one kind is language form in which the
communication is completed by speech and written language. The other kind is
nonverbal form in which the information is mainly conveyed by the “speak” of
images, colors, actions. In the past, people tend to use language to convey
their ideas and concept. For example, they use “green” as the symbol of

environmental protection and “the customer is god” has become the credo of
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service trade. These concepts in the form of language reflected the merchant’ s
business philosophy and values, and they are passing the market consumption
culture and fashion, become a “reason” for the social public consumption.
Therefore, under the modern background of market economy, language which
is widely accepted by consumers is an important information carrier for business
communication. Commercial advertisements play an important role in business
communication which is good at using language to convey the concepts and ideas
of the products, leading to the promotion and consumption of them. However,
nonverbal forms like image, color and sound are playing an increasingly
important role in advertisements, helping realize the information exchange.
Though we should fully realize the fact that what really supports the business
communication and commercial advertisements is language, we cannot deny the
fact that the nonverbal elements become more and more indispensable in business
communication.

Once language played a dominant role in daily communication, business
communication and information exchange. But with the development of science and
technology, especially the popularity of internet and multimedia, the world is
becoming more and more multimodal, including commercial advertisements. As is
known, language is the main element in it in the past; we usually remember the
advertising language like its slogan. But recently, when you see advertisements
on TV, newspaper, magazine, outdoor hil]bna'rd. or somewhere else,
you will easily find that it contains not only words but also many other elements
like image, color, sound and so on. In the past, we believe that language
expresses the meaning more clearly than nonverbal forms. However, you will
find gradually that these nonverbal elements are becoming more effective than
language in expressing meaning, because they are vivid and concrete. Thus, if
we want to interpret what the advertisements want to express, we need to take all

these elements into consideration. Only in this way can we have a comprehensive
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understanding of the commercial advertisements.

1.1.2 Research Significance and Application Value

1.1.2.1 Research Significance

In this age of multimedia, multimode is an important characteristic of
the modern society. The meaning making will deploy a combination of semiotic
resources like visual images, color and sound instead of language alone. So
we need to understand how these elements work together to make meaning in
multimodal discourse. Discourse analysis has been a heated academic field since
1960s. Nowadays, discourse analysis has been shifting from monomodal analysis
of language to multimodal analysis.

Among all discourses, advertising discourse is one of them which become
much more multimodalized than before. In order to enhance appeals and effects,
advertisers begun to use a combination of modalities (image, color, sound,
music, etc.) to make advertisement. Although readers may feel perplexed by the
utilization of so many modalities, multimodalities are widely used everywhere in
the society, because it meets the development of times and the needs of society.

Multimodal discourse is more attractive to readers in comparison with
monomodal discourse, so it becomes prevalent. In other words, multimodal
advertising discourse is more effective than the traditional one in publicizing
products and persuading target audiences. It uses all kinds of semiotic modalities
to consiruct meaning. Certainly, the most commonly used ones in commercial
advertisements are visual and verbal modalities. In visual-verbal advertisement,
images and texis cooperate to make meaning. And this thesis tries to explore how
these elements work together to construct meaning.

In summary, this study tries to explore commercial advertising from

multimodal perspective. On the one hand, the prevails of multimode is the
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most important characteristics of modern social and life practice and multimodal
discourse analysis is a new field in discourse analysis; On the other hand,
advertisement is composed by a variety of modalities such as words, sounds,
images, colors. As a public discourse form, advertising is closely related to
our lives. The advertising discourse has diversifying effects in the process of
interpersonal communication, and the consumers comprehend advertising
message in the process of decoding these diverse modalities. Through the analysis
of representational, interactive and composition meanings of commercial
advertisements, this thesis tries to explore how these semiotic modalities
cooperate with each other in meaning making. The study can not only deepen the
study of applied linguistics and expand the theory of advertising, but also promote
the integration of linguistics and other disciplines.

This study is conducted under the Systemic Functional Linguistics and Visual
Grammar, in other words, researches into the meta—meanings of the visual and
verbal elements and synergy of multimodalities in the advertisement within the

systemic functional framework.
1.1.2.2 Application Value

The development of Chinese advertising started late. And in the past,
advertisers pay more attention to the language form in creation of commercial
advertisement while neglecting the importance of other modalities. This research
can make them better understand the significance of multimodalities and how they
cooperate to make meaning to attract consumers. With this knowledge, advertisers
will reasonably apply modalities in creating commercial advertisements, thus
helping them express meaning and transmit information precisely and efficiently.

Traditional discourse analysis is largely confined to the language itself,
that is, only paying attention to the language system, syntactic structure and

the relationship between semantic meaning and social culture and psychological
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cognition. The expression by way of images, sounds, actions, colors, and so
on is neglected. The multimodal discourse analysis will integrate language with
other related resources, so we can not only see language system’ s role in the
information exchange process, but also see other modalities like images, color
and sound system in producing the effect, which will make the interpretation of
the multimodal discourse more comprehensive.

The study helps us discover how to use a variety of modalities to achieve
information exchange, social communication and it can not only deepen the
understanding of commercial advertisements but also promote the linguistics

research like discourse analysis and Semiotics.

1.3 Methodology and Data Collection

The present study adopted qualitative, descriptive and interpretative
methods and sample analysis by drawing upon the theoretical framework in Chapter
3. It gives a specific explanation to the visual grammar and analyzes many pieces
of commercial advertisement to prove its effects. The dynamic samples in the study
are collected from the hitp: //www.cnad.com ( H[E] 4K/ ) . We are familiar
with them for we can also watch these advertisements on TV. These advertisements
will include both static and dynamic ones. They involve many kinds of products
including mobile, shampoo and candy. The reason for choosing these ads is that
these advertisements are innovative and successful. So these ads are not only the

recourse for study but also an art work for appreciation.

1.2 Literature Review

Multimodal Discourse Analysis is a new research field. Linguists and
semioticians at home and abroad have a heated discussion over it in recent years.

So far, scholars have been done multimodal discourse analysis over a variety




