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%] 1 It all starts with a Nescafé. (Nescafé)

%] 2 Wake up to life.(Nescafé)

#] 3 For a great start to the day! (Hot
Chocolate)
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%] 4 Stay close for the moments that matter.
(Nestlé Coffee Gold)

#] 5 Nestlé Les Recettes de L.” Atelier takes

you on an irresistible chocolate journey, where in-
tense chocolate subtly coats whole nuts. ( Nestlé
Les Recettes de L7 Atelier)
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# 6 NANGROW is a nutritious milk drink
for growing children (2-5 years), which contains
nutrients to help support easy digestion, normal
physical growth and development, cognitive devel-
opment and immune system function. ( Nestlé
NANGROW)

#1 7 HMO helps strengthen and develop
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your child’s immunity.(Nestlé NANGROW)

%] 8 Immunonutrients like Vitamins A, C,

iron, zinc & selenium help support normal im-
mune system function.(Nestlé NANGROW)

#] 9 Stronger immunity with HMO. (Nestlé
NANGROW)

A By 2 2 SR A T T IR B . A
I g o R AR B A oy A S e B A X — R, TG
Ve AT I AT 4, N2 2 4t B R A B ik 7+ o0 B R £
B E SR R A B R T X B A Y A
A9 97 7 A T AR G B A 1Y) A A
20, T2 Ok A IR ) 2 AL e R e TR 2 mT
i v B BT B R A AR B2 O L8 X
5 G 5 7 A ) 2 0T R R A R A A L S R
88 G 1P NARAE —— X

WA — Hor . AR RE. el mm [ W |
He i ‘ﬁﬁ%%éﬂﬂfiﬁ H o zs % e Jf{zt|
2 R B e I 45 R

IR AR T SR R R 3R U AT DL AR
AR S, #] 6 AT “immune system func-
tion” .l 7 W11 “develop your child’s immunity”,

il 8 H # “ Immunonutrients” “immune system
function” A X ] 9 H “immunity” U B 3X 26 745 41
R I A A S ) AR A A B A 3K R S
D 2 2 T 8 SR SR A RIAIL R s 0 3 4 b L T 3K
HURAT AL LR S AL HE AR BILRE f BR A 45 77
T TH AR XS 7 il 04 49 R AR, AT 3A B AE B

DL B LA By v 28 587 T 5 B R AT K e 20
BT A 0 B8 T 46 2 R AT 18 S 0 22 1 4 B A0 o P 2
JRAT B A 2 5 8 L7 i T 45 O v i R B A BT T
G B 2 A . PR A B A T TR T I R AT
W i 0 B e G S g 50 2 A G 3 [ p i
it 51 0 2 J7 19
22 EEFERITEIEPHIEERE

P 2 SR B SR A R TR Bl K 4
FAOF R TG 9 W 07 52 R 2 5K, LU R AR
B INH MR R Y. 570 SR &
I SENSUTRIDN U NI ESRAiE 7/ NS INAE iE
FTE i WBEAH A 5 RN+ 8 24,
221 EEFRIENKRERK  REMER.
I L N STER SRS 2 e I N ]
9 — B g LT B R R e A
JINER 3 8o A B S 1 /N A R A 5 R i L 4
& R AL S oL TR ) Il RO i e 2

P PR3 Sk RS B 1Y R e L e
3 AT BRSSO T A A KO AR T S R 0 1
A 150 2 I 0 2 e S5 A JIBIL TR 5 s D B
I U T B AR I e S A LR
(s —— At — &
C ﬁ:ﬁiﬁ)—| @aﬁ;@«rﬁmm — ';mu%sﬁu |
P 3 R R 0 5 e

DUk 1558 174 b i it

WR T8 J2 X3 T 2 5 35 5 g 45 4l R T e Y R
FEAE 24 W5 15 58 3 DS GRS T 9 it EL I 7 B 1 R
RS2 IARTE Bk . VK 08 T o DL A iE A 48
SR UK PR 1R == T 22 L 1 A iR IR 52 K Ak
Y

#] 10

dessert throughout their day. (Nestlé¢’s Butterfin-

50 percent of consumers want a mini

ger Bites)
#l 11

cones. (Nestlé Drumstick)

Enlarged to show detail frozen dessert

%] 12 Victory is sweet. Taste a great superi-

or quality chocolate and savor a great victory for
chocolate lovers.(Nestlé’s Milk Chocolate)
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%] 13 We will meet eight thousand people in
our life. If you have never seen me cry, please sit
down. Stay close for the moments that matter.
(Nestlé Coffee Gold)

#] 14 Take a sit if we somehow lose touch.
Do you have a moment now? For the people we
will meet, only a few become special to us. Stay
close for the moments that matter. (Nestlé Coffee
Gold)
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#] 15  Great ideas come from great coffee.
(Nescafé)
#] 16  You will find a winning team., the

Nestlé Crunch NBA World Champions Bars, in ev-
ery one.(Nestlé Crunch)

7 17
feeling.(Nestlé’s Chocolate)

#] 18 Have a break, have a Kit Kat.(Nestlé’
s Kit Kat)

It will give you a very special chocolate

%] 19  Good taste tells you it is Nestlé’ s
Chocolate.(Nestlé’s Chocolate)
%] 20 The white strip on the wrapper tells

you what goes into our chocolate. (Nestlé¢’s Choco-
late)
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%] 21  Only Nestlé has added 2 new bars to
the top 20 brands! (Nestlé Chocolate)

%] 22  Try a great superior quality chocolate,
and see how rewarding a taste can be. ( Nestlé
Chocolate)
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%] 23 Nestlée NANGROW has high quality
whey protein, DHA, probiotics and other nutri-
ents with zero added sugar to help support your
child” s growth and development. ( Nestlé NAN-
GROW)

) 24

Life makes you grow up. Easter brings



72 b I |

I ¥ kK % F K

2023 % 6 4

you back. T want Nestlé.(Nescafé)
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#] 25

good. Extra cream with a fullness of flavour is

Your first bite tells you it is specially

found only in milk chocolate that is really fresh.
(Nestlé Milk Chocolate)

#] 26
Nestlé Crunch NBA World Champions Bars, in ev-

ery one.(Nestlé Crunch)

You will find a winning team, the

#1 27  Discover the tastiest stars in the uni-
verse! (Nestlé’s Honey Stars)
%] 28  You ought to get more than a lullaby

out of a cup of coffee! (Nescafé)
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The Research on the Conceptual Metaphor of Nestlé

Product Advertising LLanguage

BAI Yangming, WENG Xinyue
(School of Foreign Languages, Hubei Univ. of Tech., Wuhan 430068, China)
Abstract: There are varieties of metaphors used in Nestlé’s product advertising language. Guided by the
Conceptual Metaphor Theory, the metaphors in Nestlé’s product commercials are analyzed. It is found
that three types of metaphors, that is, structural metaphor, ontological metaphor and orientation meta-
phor, are involved in Nestlé’s product advertising language. At the same time, 248 pieces of Nestlé’s ad-
vertisements are classified on the basis of product varieties, and 42 of them are further subdivided accord-
ing to the types of metaphors. It is concluded that the application of metaphors in Nestlé’s product adver-
tising language helps consumers understand the information in commercials by building the connection be-
tween consumers and products, so as to stimulate consumers’ purchase desire and achieve a better effect of
marketing circulation.

Keywords: Nestlé’s product advertising language; conceptual metaphor theory; types of metaphors
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