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Nota prévia

A presente obra, em dois volumes, retine grande parte das conferéncias e comunicagées apre-
sentadas em “Comunicagio, Cognigio e Media: Congresso Internacional de Ciéncias da Comuni-
cagdo”, promovido ¢ organizado pelo Centro de Estudos Filoséficos e Humanisticos da Faculdade
de Filosofia da Universidade Catélica Portuguesa, em Braga, e realizado na mesma Faculdade, nos
dias 23 a 25 de Setembro de 2009. O Congresso reuniu em Braga investigadores de cerca de trinta
paises e conceituados especialistas em Ciéncias da Comunicagio e Ciéncias Cogpitivas.

Os 121 estudos apresentados, distribuidos por onze secgdes temdticas, representam vérios
dominios de investigagio em Ciéncias da Comunicagio e estudos dos Media e procuram, num
proficuo didlogo interdisciplinar entre as Ciéncias da Comunicagdo ¢ as Ciéncias Cognitivas,
explorar as relagbes entre comunicagio, cognicio ¢ media. A parte inicial do primeiro volume
redne as conferéncias plendrias dos académicos convidados.

Queremos agradecer a todos os que estiveram envolvidos na realizagio do Congresso,
especialmente aos membros da Comissio Cientifica, da qual fizeram parte Maria Clorilde
Almeida, Anibal Augusto Alves, Hanna Batoréo, Francisco Rui Cidima, Enrique Castellé
Mayo, John Cawood, Rui Centeno, Rosa Lidia Coimbra, Isabel Férin da Cunha, Tito Cardoso
¢ Cunha, Isabel Hub Faria, Anténio Fidalgo, René Gardies, Miguel Gongalves, José Pinto de
Lima, Xosé Lopez Garcia, Antia Lépez Gémez, José Candido Martins, Oscar Mealha, Mério
Mesquita, José Augusto Mourdo, Francisco Costa Pereira, Manuel Pinto, José Esteves Rei,
Rogério Santos, Augusto Soares da Silva, José Viegas Soares ¢ José Teixeira. Agradecemos igual-
mente aos colegas Domingos Andrade ¢ Maria Helena Gongalves ¢ aos membros do secreta-
riado José Ant6nio Alves e Maria Manuela Taveira, que connosco organizaram o Congresso; &
Faculdade de Filosofia da UCP, na pessoa do seu Direcror, Alfredo Dinis, ¢ ao Centro de Estu-
dos Filoséficos e Humanisticos, pelo apoio, disponibilidade e empenho.

Em nome da Faculdade de Filosofia da Universidade Catélica Portuguesa, exprimimos
0 nosso reconhecimento 4 Fundagio para a Ciéncia e a Tecnologia, 2 Fundacio Luso-Ameri-
cana para o Desenvolvimento e 4 Fundagio Calouste Gulbenkian, pelo apoio  realizagio do
Congresso ¢ 4 publicacio desta obra.

Finalmente, agradecemos a todos os autores pelos seus inestimaveis contributos.

Augusto Soares da Silva
José Candido Martins
Luisa Magalhies
Miguel Gongalves

Universidade Catélica Portuguesa - Braga
Julho de 2010



INDICE

VOLUME 1

Nota Prévia A%

Introdugio: Comunicago, Cognigio e Media
AUGUSTO SOARES DA SILVA ) 1

Parte 1 - Teorias e Modelos

‘The screen is a mental space. Cognitive and semiotic aspects of communication
PER AAGE BRANDT 19

The social brain
ALEXANDRE CASTRO-CALDAS ) 33

Why and how study metaphor, metonymy, and other tropes in multimodal discourse?
CHARLES FORCEVILLE 41

What we know and what the media tell us: A sociologists view of media,
knowledge and ignorance ‘
PETER GOLDING 61

Linguagem, verdade ¢ conhecimento. As Ciéncias da Comunicagio e o contemporineo
MOISES DE LEMOS MARTINS 77

Blending meanings: cognizing and communicating, mediatingly
FLOYD MERRELL 87

Le signe iconique, du mimétisme 4 Pintégration conceptuelle
JEAN-PIERRE MEUNIER 115

‘Low carbon diet’: Reducing the complexities of climate change to human scale
BRIGITTE NERLICH & NELYA KOTEYKO 141

La comunicacién y el nuevo humanismo del siglo XXI:
hacia una ética mundial dialégica de la accién comunicativa
MANUEL ANGEL VAZQUEZ MEDEL 157



Vil ® Indice

Parte 2 - Jornalismo

Conteddos video nos jornais online - o caso portugués
VANLA CARVALHO, MARIA JOAO ANTUNES & ANA VELOSO

Antncios publicitdrios do século XIX na imprensa paulista:
evolugio de uma tradiio discursiva
ALESSANDA CASTILHO DA COSTA

Los inicios de las politicas sociales en la prensa espafiola
MARIA ISABEL FEBREIRO LEAL

[nstituigio ¢ meméria no jornalismo brasileiro de revista
RENNE OLIVEIRA FRANCA

Vetores estruturantes na construgio da percepeio no noticidrio em “tempo real”
WALTER TEIXEIRA LIMA JUNIOR

Reformulaciones periodisticas en tiempos de crisis
{OSELOPEZ GARCIA

Analisando as noticias sobre doenga: um primeiro retrato
JANDRA MARINHO, FELISBELA LOPES, TERESA RUAO & ZARA PINTO-COELHO
>roduction and consumption process in terms of health news:

sample of Posia Daily
ULE YOKSEL OZTURK & HALUK BIRSEN

figuragbes do acontecimento: quatro revistas em revista
'AULO BERNARDO FERREIRA VAZ

Dos acontecimentos no mundo & noticia: relagbes entre o jornalismo e o geopolitico
NGELA MARIA ZAMIN

191

207

231

245

265

279

295

Indice ™

Parte 3 - Estudos Televisivos

A cenografia da informagio televisiva ém Portugal: 2 memoria do telespectador
JOSE AZEVEDO, MARIA DO ROSARIO SARAIVA & LUCIANA FERNANDES

Pluralismo, informagio e servico publico de televisio
FRANCISCO RUI CADIMA

Autachment styles and intimate television viewing, Insecurely forming relacionships
in a parasocial way: Implications in a collectivist society
JULIET DINKHA, CHARLES MITCHELL, MOURAD DAKHLI & SARAH MOBASHER

Representagdes sobre a UE: da informago medidtica 2 opinido piblica
ANAHORTA

Relagbes comunicacionais entre a imagem da peregrinagio medieval
ealinguagem carnavalesca dos desfiles de escola de samba contemporaneos

ALEXANDRE HUADY TORRES GUIMARAES, MARCOS NEPOMUCENO DUARTE
& JOSE MAURICIO C. MOREIRA DA SILVA

‘Media appropriation’ from a critical realist point of view?
Theoretical premises and empirical research
STEFEEN LEPA

Representagdes dos adolescentes na ficgo juvenil portuguesa
—o caso dos Morangos com Agiicar e Rebelde Way
MARIANAVEIGA PINTO

Eca de Queirds no audiovisual
NA ANTUNES SOBRAL

Parte 4 - Media Interactivos e Multimédia

Internet usage in the leisure time of young Turkish people
FILIZ AYDOGAN

Formagio para a literacia da informagdo: uma interactividade necesséria com os Media
MARIA INES PEIXOTO BRAGA

A model of the rolc of conceptual mesaphors in hypermedia comprehension
ANNE-SOPHIE COLLARD & PIERRE FASTREZ

Comunicagio e cognicio no ensino de linguas a distincia:
das tecnologias muldmédia A criagio de ambientes de aprendizagem
HELENA BARBARA MARQUES DIAS

X

309

319

337

355

367

379

391

405

419

427

439

455



X  ® |dice

Technologically mediated communication: Patching communication sciences

OSCAR MEALHA

Interacgio socio-virtual: uma complementagio do mundo virtual
com o mundo real
MAFALDA SILVA OLIVEIRA

Games, tecnologias de comunicacio e capacitagio cognitiva na cibercultura

FATIMA REGIS & LETICIA PERANI

Medios deportivos y Web 3.0
CARLOS TOURAL BRAN & MOISES LIMIA FERNANDEZ

Parte 5 - Comunicagio Politica

An economic and communicarive investigation into the application
of interactive citizen networks in the communication strategies

of the US presidential candidares

SABINE BAUMANN

Alternative Radio Broadcasting in Tutkey: Case of Open Radio
OZGUL BIRSEN

Divided society, ideology of Europeanization and production
of metaphors in public discourse: A case of Serbia
JELENA KLEUT

O segredo € 0 problema da Esfera Pablica:
como o krathos dos partidos fomenta os segredos do poder
HELDER FILIPE ROCHA PRIOR

A comunicagio politica cldssica: das origens ¢ sua consolidacio

J. ESTEVES REI

A comunicagio politica televisiva nas eleigbes europeias 2009.

O paradigma da informagio-especriculo

NILZAMOUZINHO DE SENA

O que sabemos da Europa? As eleigGes curopeias ¢ os debates televisivos
em Portugal (2009): uma abordagem ::mc.\m:.no-wo:z.nm

FRANCISCO VICENTE, PAULO VICENTE & VERA FERRE[RA

469

481

491

503

519

529

543

555

567

575

589

Indice m

Parte 6 - monm&ommm da OOB:anmmwo

Etica e humanismo na cultura das novas tecnologias da informagio e comunicacio
ARTUR JORGE DE MATOS ALVES

Meméria colectiva e configuragio medidtica dos acontecimentos do ano
ISABEL BABO-LANCA

Aarte da imagem e a imagem da arte
JOANA MICAELA BEIRAMAR

A Propaganda na Democracia — Mito Realidade. Uma perspectiva antropolégica
HELENA BARROSO CATALAO

Making tracks: A case study in the role of digital communications technologies
in cultural producrion
JOHN CAWOOD

O impacto das revistas na imagem corporal das adolescentes:
uma abordagem sociocultural num estudo de audiéncias
MARIA JOAO CUNHA-SILVESTRE

Histéria, meméria e identidade no jornalismo
VIRGINIA PRADELINA DA SILVEIRA FONSECA

Educacién parala participacién en la sociedad de las pantallas
ANDREA FRANCISCO AMAT

Entre crises: o queficaeo que muda nas noticias televisivas sobre energia
ANAHORTA

Um olhar sobre a Modernidade em crise
LURDES MACEDO

Germany’s awakening to the reality of a multi-cultura] society:
Reflections in the media
GABRIELE M. MURRY

Analysing HIV prevention for heterosexuals:
Discourses, media campaigns and gender
L PINTO-COELHO, SILVANA MOTA-RIBEIRO, HELENA PIRES, EMILIA FERNANDES

& PEDRO RIBEIRO DA SILVA

A cidadania no epicentro da cultura participativa nos media
EABIO FONSECA RIBEIRO

60

61

63.

64:

661

691

703

713

725

737

745

761



Xl ® Indice

Parte 7 - Teorias da Comunicagio
As ciéncias cognitivas nos cursos universitdrios de comunicagio
ANIBAL AUGUSTO ALVES

A superficie, o tato ¢ as agdes comunicacionais no design de superficie
RENATA OLIVEIRA TEIXEIRA DE FREITAS

Polifonia e representagdes disursivas

MIGUEL GONCALVES

Inscribir lo real: a propésito del rexto documental
ANTIAMARIA LOPEZ GOMEZ

Propaganda, behaviorismo, Leonard William Doob ¢ o campo da comunicagio
RAFIZAVARAO

799

815

825

VOLUME 2

Parte 8 - Cognigio e Linguagens

“Ento hoje pelos vistos o tema disse-lhe qualquer coisinha mais de perto, nio?”:
POosighes interaccionais e a co-construcio de identidades discursivas em emissses
nocturnas de ridio (“radio phone-in programmes”)

CARLA AURELIA DE ALMEIDA

Oomn\ms\:mrm:m in Portuguese sports newspapers: The cognitive semiotics view
MARIA CLOTILDE ALMEIDA

Hybrid processing of thetorically elaborated rexts
ADRIANA BAPTISTA, ISABEL HUB FARIA & PAULA LUEGI

Cognitive and cultural models of sociocultural identity grounding:
Conceprualising football as colour and/or wild creature in European Portuguese
journalistic discourse

HANNA JAKUBOWICZ BATOREO

>mmmm:w&o e Hmﬁcm” a conceptualizagio metaférica da guerra
SERGIO NASCIMENTO DE CARVALHO

A study of the interaction between cross-linguistic cognitive mapping
and use of motion events
JHYYICHEN

Casar com um carro: metdforas verbais e pictéricas na publicidade automével
ROSA LIDIA COIMBRA

A comunicagio digital ¢ sua relagio com os aspectos cognitivos do sujeiro.
ReflexGes a partir de uma experiéncia
LUCILENE CURY

Construgbes gramaticais e subjetividade: as construgaes de fururo no discurso politico
LILIAN FERRARI & KAREN ALONSO

Signifying in vircual environment: A biosemiotic perspective
MARIA ISABEL ALDINHAS FERREIRA

Hétérogéndicé énonciative dans les textes médiatiques sur les enfants
exposés & des risques

ANCA GATA, ALINA GANEA, GABRIELA SCRIPNIC, RUI RAMOS, PAULA CRISTINA MARTINS,
SARA PEREIRA 8 MADALENA OLIV! EIRA

N,

63

73

83

99

111

127

137



40 W Alexandre Castro-Caldas

References

Adolphs, R. (2009). The Social Brain: Neural Basis of Social Knowledge. Annu Rev Pgychol G0:
- 693-716.

Afello, L.C. & P Wheller (1995). The expensive tissue hypothesis. Current Anthropology 36:
184-193. '

Behrens, T.E.J., L.T. Hunt & M.ES. Rushworth (2009). The computation of social Behavior. Science
324:1160-1164.

Blakemore, S.J. (2008). The social brain in adolescence. Nature Reviews/Newroscience 9: 267-277.

Damasio, A. R. (1994). Descartes Error: Emotion, Reason and the Human Brain. New York: Grosset
Putnam,

Dapretto, M., M. S. Davies, J. H. Pfeifer, A. A. Scott, M. Sigman, S. Y. Bookheimer & M. lacoboni
(2005). Understanding emotions in others: mirror neuron dysfunction in children with
autism spectrum disorders. Nature Newroscience 9: 28-30.

Dunbar, RIM. (1992). Neocortex size as a constraint on group size in primates. J. Human Evol 20:
469-493.

Dunbar, R.LM. (1998). The social brain hypothesis. Evolutionary Anthropology 6: 178-190.

Dunbar, RIM. & S. Shultz (2007). Evolution of the Social Brain. Science 317: 1344-1347.

Geschwind, N. (1965). Disconnection syndromes in animals and man. Brain 88: 237-294, 585-
644,

Kanwisher, N., J. McDermott & M. M. Chun (1997). The fusiform face area: a module in human
extrastriate cortex specialized for face perception. /. Neurosci 17: 4302-4311.

Knornschild, M., M. Nagy, M. Metz, £ Mayer & O. von Helversen (2010). Complex vocal
imitation during ontogeny in a bat. Biol. Lezz. 6: 156-159.

MacLean, PD. (1982). On the origin and progressive evolution of the triune brain. In: E. Armstrong
& D. ¥alk (eds.), Primuate Brain Evolution. New York: Plenum Press, 291-310.

Rizzolatti, G. & L. Craighero (2004). Annu Rev Newrosci 27: 169-192.

Rothenberg, D. (2006). Why Birds Sing. USA: Basic Books.

Stephan, H., H. Frahm & G. Baron (1981). New and revised data on volumes of brain structures in
insectivores and primates. Folia Primatol 35: 1-29.

Why and how study metaphor, 5203\9&
and other tropes in multimodal discourse?

CHARLES FORCEVILLE!
University of Amsterdam (The Netherlands)
cjforceville@uva.ni

Abstract

A fast-growing branch of cognitive linguistics focuses on mulimodal metaphor, metonymy, and
other tropes. This budding work is important for at least three reasons: (1) metaphor theorists’
claims about the embodied nature of human thinking can only be properly assessed if and when
conceptual metaphor can be shown to occur in non-vetbal and multimodal no less than in purely
verbal discourse; (2) investigating multimodal tropes aids the development of tools for analyzing
multimodal discourse in general; and (3) studying muldmodal tropes can help mulimodal discourse
designers in their creative decisions. This paper elaborates on these three issues by discussing various
examples, with as primary aim to achieve greater precision in analyzing non-verbal tropes and in
distinguishing between them.

Keywords: genre, metaphor, metonymy, multimodality

1. Theimportance of studying multimodal tropes

"There are at least three good reasons for researching tropes — characterized by
Wales as “figures of speech [...] involving [...] lexical or semantic deviation of some
kind” (Wales 2001: 398) — in visual and multimodal discourse. Let me briefly discuss
each of them.

1. The key note lecture 1 gave ar the Communication, Cognition and Media conference (Faculty
of Philosophy of the Catholic University of Braga, Portugal, 23-25 September 2009) drew on
research projects that T already reported about in various publications. The present paper is based
on a keynote lecture T gave at the Researching and Applying Meraphor Workshop 2009, 4-5
June, Media Studies department, University of Amsterdam, It will be simuliancously published
in the proceedings of the AESLA conference (University of Ciudad Real, Spain, 26-28 March
2009).
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1.1, ITnvestigating only verbal manifestations of tropes can never suffice 1o make the claim for
embodied cognition, that is, the view that human beings’ capacity for abstract thinking
fundamentally depends on the affordances and limitations of the human body

If, as Lakoff and Johnson famously claim, “the essence of metaphor is under-
standing and experiencing one kind of things in terms of another” (1980: 5), it is inevi-
table that scholars investigate other modes/modalities than language alone. Lakoff and
Johnson are generally seen as the founding fathers of the Conceprual Metaphor Theory
(CMT), which is by now robustdly entrenched in linguistics as well as in some social
science research (see Gibbs 2006, 2008 for surveys of the state of the art in the field).
Bricfly, CMT claims that we do not just use language metaphorically in a systematic
way (as was impressively demonstrated by Lakoff & Johnson 1980), but that we actu-
ally think metaphorically, and do so in a manner largely determined by the way our
bodies look and function, that is, by mortor skills, sensory abiliies, outward appearance,
physical needs to survive, etc. However, “embodied cognition” - even when admitedly
complemented by what could be called “acculrured cognition” (e.g., Emanatian 1995;
Gibbs & Steen 1999; Kovecses 2005) — is by no means generally accepted (for dissent-
ing voices see Murphy 1994, 1996; Haser 2005). One thorny problem is thaticis diffi-
cult but necessary to think of ways to falsify its central tenet (Gibbs & Perlman 2006,
Geeraerts 2006). CMT advocates might counter: “if Lakoff and Johnson are right in
their claims that thinking is thoroughly embodied, there is simply no way around it. Itis
a biological law that willy-nilly all of us obey”. However, this would mean that embod-
ied cognition is to be accepted axiomatically, and this is definitely not going to convince
the skeprics. Parr of the problem is that, as Gibbs & Colston (1995) and Cienki (1998)
have rightly emphasized, there lurks a dangerous circularity in ping-ponging between
conceptual metaphors and their supposed verbal manifestations. Are they nor, after all,
both matters of language? How can we be sure that there is not just systematicity in the
way people use metaphors, but that they acrually /ive by those metaphors? To break free
from this language-cognition loop, it is imperative to research not just verbal, bur also
non-verbal and multimodal tropes (called “figures of depicdon” by Tversky 2001). Itis
to be emphasized that this is an enterprise that potentially has substantial repercussions
for our view of large-scale processes in the real world. The notion of embodied cogni-
tion points the way toward universal, culture-independent aspects of human under-
standing, and thus to strategies for conflict-resolution between groups that, in other
respects, may have insurmountably different ideas. The stakes are high, therefore, and it
is worth investing scholarly time, hope, and energy in researching multimodal tropes. If
the outcome should support embodied cognition, thar would be greag; if it contradicts
ir, that would be a huge disappointment, but a sobering one of the kind that serious
scholarship should never shun. .
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V.2, Research into non-verbal metaphors and tropes can make a robust contribution ro the

budding field of visual and multimodal discourse

In contemporary society, discourse of a purely verbal kind increasingly gives
way to discourse in which language is combined with, or even superseded by, visu-
als, music, sound, gesture, and other modalities.? However, as usual, practice is far
ahead of theory. Although “multimodality” has become a buzzword in book and paper
titles as well as conference panels and expert meetings, there is still relatively licde
useful theory in this area. A discipline thar has consistently addréssed multimodal-
ity is Systemic Functional Linguistics (SFL), inspired by Hallidayan grammar (see
eg., Kress & Van Leeuwen 1996-2006, 2001; Royce & Bowcher 2007), but the
approach is in many respects heavily biased by its roots in linguistics (see for critical
reviews Forceville 1999, 2007, 2009). A central question in the analysis of multimo-
dal discourse is what information (including perspectives, emortions, and moods) is
provided by which modality, and how the overall effect is more than the sum of the
parts. Analyzing multimodal metaphor and metonymy is a productive way to gain
insight into multimodal discourse, since in its prototypical manifestations rarget and
source occur in different modalides. Such work can help pave the way for cheorizing
other tropes multimodally, and by extension, for a better understanding of how multi-
modal discourse in general works. This, in turn, is highly pertinent for educational
purposes: being able to understand and assess the import of multimodal discourse is a
competence that, no less than proper language-use, needs to be taught in primary and
secondary education. .

1.3, Research into multimodal tropes may benefit producers of multimodal discourse

Just as studying sonners’ or limericks scructure and conventions can help some-
one who wants to write them, studying muldmodal discoutse can aid someone who
has a (professional) interest in creating it in one form or other. We can hefe think
of advertisers, illustrators, and designers of consumer producss, films, schoolbooks,
manuals, advertisements, buildings, newspaper lay-outs, routing in public buildings,
etc. To take another perspective: teaching a difficult concept often relies on analogical
thinking, or metaphor (see Gentner & Markman 1997; Gentner & Bowdle 2008),
and this can be done multimodally.

2. The rerm “modality” is notoriously difficult w define (for discussion, see Forceville 2006a; Bate-
man 2008). For practical purposes, in this paper the following modalities will be distinguished:
spoken language, written language, visuals, music, non-verbal sound.
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It is to be acknowledged, however, that the various stakeholders do not have
the same interests. For CMT scholars, the focus will have to be on the question if,
and if so how, a metaphorical (or another “tropic”) concept is or can be presented
systematically in multimodal form. Adhering to, and developing, precise terminology
is imperative both to investigate whether a given trope can or cannot occur in other
modalities as the verbal one: it only makes sense to call a certain visual, or musical,
or tactile phenomenon a metaphor, or a metonymy, or a hyperbole, if it shares suffi-
cient essential features with its verbal ancestor. This issue does not change if a trope
involves two or more modalities and thereby deserves the adjective “multimodal”.
Theorizing multimodal tropes includes a discussion of the applicability of such terms
as “rarget”, “source”, “unidirectionality”, “embodied versus accultured feature trans-
fer” and others. After all, only by precise definitions, and precise procedures for iden-
tifying a certain trope across different modalities it is possible to decide which tropes
can occur in which modalities (see Bretones Callejas & Cortés de los Rios 2008).
Moreover, it is important that the theorization of non-verbal meraphor is related to
other central CMT tenets, such as prototype theory and schema theory (Lakoff 1987).

For multimodal discourse scholars, the whole matter of multimodal tropology
is simply one instrument to gain insight into how media drawing on more than one
modality can convey certain (types of) information to an audience (for instance, books
and comics can recruit written language and visuals; films typically use spoken lafiguage,
written language, moving images; non-verbal sound, and music). Other instruments
are for instance spatial organization (Martin & Stenglin 2007) and layour of elements
(Engelhardr 2002), the choice of letter fonts (Van Leeuwen 2006), and rhythmic
patterns. Precise terminology is still important, but the aim here is not so much the
testing and expanding of a model (CMT) as the development of tools for analyzing and
theorizing media and genres (see £.g., Caballero 2006, 2009; Kukkonen 2009).

Scholars interested in applications of multimodal wopology, by contrast, may
not be particularly interested in precise categorizations and terminology; they may use
work in this area primarily as a source of ideas, to be translated in concrete recommen-
dations for industrial designers and other producers {e.g., Ludden 2008; Van Rompay
2005; Westendorp 2002). The goal among practitioners is not so much to contribute
o CMT, or to multimodal discourse theory, as to mse it freely, even imprecisely, in

their own creative work,

2. Considerations for a healthy development of multimodal tropes

Within CMT, an increasing number of scholars investigate non-verbal and
multimodal metaphor. Roughly speaking, one line of research concentrates on gesture,
usually as it co-occurs with spoken language (e.g., McNeill 1992, 2005; Miiller 2008;
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Mittelberg & Waugh 2009; Miiller & Cienki 2009). Another focuses on music,
often as it interacts with lyrics (e.g., Thorau 2003; Zbikowski 2009; see also Cook
1998). A third approach addresses visuals of various kinds, often as these co-occur
with language, but also (as in film) with sound and music. All three research lines are
important for the further understanding of both creative metaphor (Black 1979) and
conceptual metaphor (Lakoff & Johnson 1980, 1999). In the remainder of this paper,
'will focus on this third line of research, and provide suggestions for its further devel-
opment.

2.1, Pictorial and multimodal metaphor in advertising

In order to retain its power as a descriptive instrument, it is crucial to formulate
with optimal precision how metaphor is distinct both from literal usage and from
other tropes, as well as how it relates to them. This also involves specifying its place
in Fauconnier and Turner’s (2002) Blending Theory. (The short version of my view
is that CMT and BT approaches are compatible if we accept that all metaphors are
blends but that not all blends are metaphors; that is, we should speak about “meta-
phorical blends” — as opposed to other types of blends, for instance blends based on
puns or on Counterfactuality.) My first exhortation is: “Characterize tropes verbally,
but modality-independently.” Adequate characterization and definirion require speci-
fying criteria, and this surely is best done in the verbal modality; no other modality is
capable of the precision required here. But since my claim is that metaphor and at least
some other tropes need not be verbal, or else combine verbal and non-verbal modali-
ties, this definition must be broad enough to go beyond the verbal. These are the crite-
ria [ would now use to tackle the question “When is something (to be construed as) a
metaphor?” I propose the following criteria {expanded from Forceville 1996):

1) An identity relation is created between two phenomena that, in the given
context, belong to different categories;

2) 'The phenomena are to be understood as rarget and source respectively, which
are not, in the conrext, reversible;

3) ‘Ac least one feature/characteristic/connotation associated with the source
domain is to be mapped (projected) onto the target domain; often an aligned
structure of features is to be so mapped.

Figure 1 is an example of a pictorial metaphor (more precisely: a monomodal
metaphor of the pictorial variety; see Forceville 2006a, 2008 for more discussion)
in an advertisement. The metaphor that can be rendered is NECKIAGE Is BULLS RED
cLoTH. Note that in order to construe the metaphor as such (indeed: in order to
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construe a metaphor in the first place), the addressee must, on the basis of the brand
name, the small print in the rext, recognition of the golden object held by the woman
as a necklace, and a matador’s typical posture, be able to slot the two phenomena as
target and source respectively. Since they are understood as, typically, belonging to
different semantic domains/categories, the relationship between the necklace and the
red cloth deserves o be called metaphorical. The feature to be mapped is, presumably,
“attracting a bull”, which is then adapted in the target domain to “attracting a Bﬁw
(or artracting a partner). The mapped feature is 10 be inferred; it is not verbally speci-
fied. This means that pictorial metaphors — and indeed this holds to a degree for all
non-verbal discourse — allow for a relatively high degree of freedom of interpretation
that is, however, constrained by the generic advertising convention that the addressee
is to map positive features from source to target (Forceville 1996: 104).

Figure 1. Textunderneath woman: “Torrera: Figure 2. Body tex: “Beauty and nmnmm_won
cascading tiexs of white diamonds and orange combine with technological brilliance. ferc]
sapphires set fire to a flamboyant necklace in

white gold. Adler: Jewellers since 1886

Figure 2 is a multimodal metaphor involving visuals and language (apud
Forceville 1996 I called this a verbo-pictorial metaphor). It can be rendered as O1ym-
PUS CAMERA 1s SUPERMODEL. To understand this as a metaphor, “supermodel” is to be
seen not as a literal description of the camera, but as invoking the realm of (female)
super models of the Naomi Campbell, Claudia Schiffer, Doutzen Kroes, Karen
Mulder etc. variety. Such an interpretation is triggered by the wide media exposure of
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such professionals, as well as by TV programmes such as “America’s next topmodel”
and its various national spinoffs. Mappable fearures include beauty and glamour — and
whatever other positive features the domain of supermodels may evoke in a viewer.

Figure 3. Text: “Bevween life and deach lie only 0,003 mm fatex” Figure 4. Tllustration by Milan
Hulsing, De Academische Bocken-
gids, 73, NL {March 2009)

‘The metaphor in Figure 3 can be captured as MaLe OrRGAN 15 GUN, and it would
be a contextual metaphor (Forceville 2006a; earlier I called this subtype an MP1).
It is a pictorial metaphor, since both target and source are identifiable from visual
information alone - no verbal anchoring or relaying is necessary for this, although full
interpretation may require the textual information. The latter makes clear that this is a
warning against having unprotected sex to avoid sexually transmitted diseases. Clearly,
the mapped fearure is “lethally dangerous.” Figure 4 is an illustration accompanying
an article about the need for a standard language. Here the metaphor, again of the
contextual type, can be verbalized as Book 1s satL {and BOOK IS RUDDER, BOOK IS
HULL). The mapped feature can be phrased as INDISPENSABLE FOR MAKING PROGRESS
~ which itself depends on a more deeply entrenched LoNG-TERM PURPOSESFUL ACTIVITY
1s A JOURNEY metaphor (Johnson 1993: 167; Forceville 2006b, Forceville & Jeulink
2007; see also Kraljevic & Hidalgo 2009).

My own practice is to always verbalize a phenomenon I deem metaphorical in
an A is B format. While chis as such is not yet a guarantee that the phenomenon is a
metaphor (it could be a riddle, or plain nonsense), it helps eliminate phenomena that,
while possibly tropic, should not be labelled metaphors. That is, if it is not possible to
apply the A is B formula, construe a target and source from different categories, and
come up with at least one mappable feature, metaphorical construal appears to be, if
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not impossible; at least unproductive. [ also counsel to add as few words beyond the
CONCRETE NOUN A'IS CONCRETE NOUN B (0r: VERB A IS VERB B) formula as necessary,
since adjectives and other elaborations already tend to betray choices for mappable
features, and thus already perrain to the interpretation stage. For instance, in Figure 3
[ prefer MALE ORGAN IS GUN L0 MALE ORGAN IS DANGER and in Figure 4 BOOK IS SAIL
to BOOK IS PROGRESS, since “gun” and “sail” are visually suggested, while “danger” and
“progress” label the features that are mapped from gun and sail, respectively.

Here is another caveat: a muldmodal text, or a fragment of multimodal discourse,
almost always has more going on than the metaphor alone ~ even if the metaphor is
the central issue, as in the above examples. For instance, the glittering necklace in
Figure 1 empharically stands out against the sepia colours of the original photograph,
and this is surely an important aspect of how the advertisement attempts to commu-
nicate certain assumptions or emotions, but this has nothing to do with the metaphor
as such. Similarly, the dominance of white in Figure 3 may to some viewers connote
“death” — and ifso, this fits in nicely with the metaphor, but it is not, strictly speak-
ing, part of it. And in almost any advertisement there are issues of lay-our, logos, and
font choices that may enhance the meaning of the product or idea promoted without
pertaining to the metaphor itself. It is therefore wrong to say “This picture 75 a meta-
phor” My suggestion is to say something like, “This picture contains a metaphor” or

_“This picture contains clues that force/invite a viewer to construea metaphor.”

>

2.2. Dictorial and multimodal metaphor in other media and genres

Advertising is the genre that has hitherro attracted most attention from scholars
theorizing picrorial and multimodal metaphor. However, it is important that research
is extended to other genres; otherwise there is a serious risk that patterns and regu-
larities claimed to hold for pictorial and multimodal metaphors in general in fact
pertain 1o manifestations occurring in one particular genre only. Another genre that
is currently being discussed by meraphor scholars is the political cartoon. El Refaie
(2003, 2009) is one of the first to have investigated this genre. Other papers focusing
on the cartoon are Yus (2009; see Figure 5), Schilperoord & Maes (2009), Teng (2009;
see Figure 6) and Bounegru & Forceville (in prep.). Given their satirical nawure, politi-
cal cartoons typically exemplify critical perspectives on high-profile people and states
of affairs in the world. It is often these later that take on the role of the metaphorical
“arger”. Thus, while the genre conventions of advertising steer the addressee toward
finding positive fearures in the source domain (unless the advertisement disparages
the product of a ¢ompetitor), those of political cartooning guide addressees toward
identifying négative ones. The respective genres therefore play an essential role in the
analysis of the metaphors.
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Figure 5. El Roto, savior pox 1s pice (from: Yus 2009)

Figure 6. Clay Benneit, AMERICAN NEWS IS LIKE
HoRROR NOVEL (from: Teag 2009)

.Humwmmmmm constitute another type of standalone pictures that, in principle, can
manifest a metaphor. Probably they will be more rare there than in advertising and
cartoons, since metaphor’s predicative, often persuasive, force may not sit comfortably
with most art. Presumably, metaphors (unlike symbols or allegories) in painting will
be primarily found in its propagandistic varieties. That being said, Rothenberg (2008)
mounts an intriguing proposal for a recurring metaphor in Rembrand’s paintings. “In
his self-portraits, Rembrandt repeated the shape of the prominent lines of the depicted
hars, a distinctive feature of each of the costumes, with each depicted shape of the

self-portrait mouths, thereby scructurally relating costume conrtents and his own face”
(Rothenberg 2008: 119; see Figures 7 and 8).

Figure 7. Reasranor 1s arostie (Rothenberg 2008) Figure 8. Remaranot 15 KiNG (Rothenberg 2008)
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dresses were typical of specific professions or roles, Rothen-

Tnasmuch as these head essions o :
ly cue a source domain vis-a-vis the mouths

. jcal
berg's argument runs, they metonymica ¢ moy
5 don . The formal resemblance between mouth and headdress thus gives rise to

rbalized as REMBRANDT 1S APOSTLE and WmZESz.E 18 KING.
Note that even if it were somehow demonstrable that ngvmmnmm never EHMMWMOMO‘
create these metaphors, they would still work as long as there is a noaazEW o o
s them (and Rothenberg did some modest mxvmmwmwns.ﬁ& work to supp

). And at the very least, Rothenberg’s daring proposal makes
e similarities in form can cue the construal of a

target domain
metaphors that can be ve

ers that perceive
his metaphorical construals
clear how (the perception of) very subl
metaphor.

“For those wh
considerably more explicit ex

o may find Rothenberg’s examples too mm?mﬁ&.ym&.u here wmmrgw
amples of artistic @rnboamsmy that invite BMmm WD.
cal construe (I owe both examples 10 Josephine Riewveld). Tmcmm 9 mwﬂﬁm W wbmﬁwsm
hand that is blood-stained with blood due to the anﬂ that the vﬁ%a e’ it %Momﬁ
made of thorny twigs. The title, “Omahyras thorns” refers to %nw an .Bmwﬁocmnwmm:nn
of that name and reinforces the prickliness of the bracelet — its Mﬂww rwmwnommaxﬁ
strongly reminiscent of Christ’s crown of thorns. In the mwm.gmw ©° Bmm e g}mnm
it is intriguing to speculate what features are to be mappe Emﬁ ra M ) W hich
can be verbalized as BRACELET IS THORNY OBJECT. Because o the cruc ﬂ %E,.s
crown, the “thorny object” strongly connotes mzmﬁ_sm.m:m szEmm&osmwm r MEE»:%
crown was a parody on the real one). mwbn.m a bracelet is a piece M RS.MMHM porm M
carefully chosen by the person wearing it in order to look more beautiful, or perhap

(Ardst  Tigure 10. Banksy. Source: wmmn:.mcmﬁ.E:nrm_.rr,c:r& Q%mma\un?ﬁhoa\
szcig:r&‘\ page/4/ (last accessed 8 Ocrober 2009)

Figure 9. “Omahyras thorns”

and provenance unknown)
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w impress, we appear to be invited to interprer the metaphor as something like
“Omahyra exhibits beauty as a form of suffering” or “Omahyra suffers beauty.” But
doubtlessly there are other*interpretations — particularly for those who have more
derailed knowledge of Omahyra’s persona.

Figure 10, a painting (on a bridge?) allegedly made by the elusive street artist
Banksy, shows an innocent-looking boy angling a drugs (?) needle from a bucket. The
artistic context allows for different construals. One interpretation is a literal one: junk-
les throw their needles into the river, so a boy could well angle up a drugs needle
inscead of a fish. But a metaphorical construal risy 1s NEEDLE is also possible: the
feature mapped from “needle” to “fish” could well be its poisonous nature.

2.3, Other tropes

While metaphor pethaps may lay claim to being the queen of tropes, there are of
course many others, some of which have been discussed within the CMT framework
(see e.g., Gibbs 1993, Barcelona 2000, Dirven & Poring 2002), and at least a number
of ‘these can have pictorial and multiimodal manifestations. Kennedy (1982) lists
some two dozen tropes from classical thetoric that he claims can be expressed pictori-
ally, but unfortunately he does not distinguish them clearly from each other, which
makes his proposals suggestive but not very applicable (for discussion, see Forceville
1996: 53-56). More recendy, some scholars with CMT affiliations have ventured into
chis field. Unsurprisingly, given the growing awareness within the cognitivist linguistic
community of the importance of metonymy, this trope is beginning to attract atten-
tion, both in discourses involving visuals (e.g., Urios-Aparisi 2009, see Figure 11;
Forceville 2009¢; see Figure 12) and in gesture studies (e.g., Mittelberg & Waugh
2009). Let me make a few brief observations about metonymy. The main difference
berween metaphor and metonymy is that in the former, targer and source befong to
different domains or categories, and in the latter to a single one. But this distinction
appears more straightforward than it actually is. The description, in fact, holds for
conventional categories. Thar is, if the target and the source belong to domains that
one would consider to be distinct outside of context, in a default situation, the trope
in question verges toward meraphor, while a target and a source that belong to the
same category outside of context, the trope is more likely o be a meronym. The “pars
pro toto” (“all hands on deck”) is a clear example of this. But whether or not the rarger
and source belong to the same domain cannot always be assessed without taking into
account the specific context in which they appear. The context is also often necessary
to assess the precise identity of the “B” that the “A” metonymically stands for. Thus, in
another conrext, the baby bootie in Figure 9 could have been a metonymic reference
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to “knitting” or w0 “baby outht” Similarly, the reference to “Church’s authority” in
Figure 12 can only be derived from the narrative contexe of the film. This last example
also suggest that metonymas, just as metaphors, can be original and creative, and are
not necessarily just convenient but clichéd shorthands.

Figure 11. BasY BOOTIE STANDS FOR BABY, & still in a ele- Figure 12. MoutH STANDS FOR CrURCHS

vised message against abostion (Urios-Aparisi 2009) aptsoriy in a still in La Passion de Jeanne AAre,
Carl Dreyer, France © 1928 Gaumont {Forceville
2009¢)

Norman Teng has made proposals for expanding the scope of pictorial and multi-
modal tropes to oxymoron (Teng & Sun 2002) and pictorial grouping (Teng & Sun
2002; Teng 2009). Thus, the (in)famous Benetron campaign of the 1990s, Teng and
Sun demonstrate, featured many incongruities that deserve the label “oxymoron” (see
Figure 13). The central idea is not necessarily that two conjoined elements are each
other’s opposite, but that they are fundamentally incompatible with each other in one
sense or another. Again, such a decision may be dependent both on the text-immanent
and the socio-cultural context. Figure 14 provides a more uncontroversial example of
OXymoron.

Other tropes await in-depth analysis. Undoubtedly, a good case can be made for
pictorial hyperbole, for instance, if we take the key of hyperbole to be gross exaggera-
tion. Advertising is full of it. A more difficult trope is irony — if only because there are
different accounts of verbal irony. Sperber and Wilson’s “echoic mention” perspective
on irony specifies that deriving the intended interpretation of an ironical urterance
depends, “first, on a recognition of the utterance as echoic; second, on an identifica-
cion of the source of the opinion echoed; and third, on a recognition that the speak-
ef’s attitude o the opinion echoed is one of rejection or dissociation” (1995: 240).
On the basis of this characterization, the four détournements of the logos in Figure 15
might well be considered ironical: the representation is to be understood as “echoing”
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Figure 13. Oxymoron in Benneron campai
sites are conjoined {from Teng and Sun 2002)

apparent oppo- Figure 14. Oxymoron “Smoke” and “Don't
smoke” (I owe the example 1 Nijhof 2009)

the logos of the original brands, and as a critical distanciadon from the consumer
messages these brands promote, achieved both by verbal and visual means (of.
Lagerwerf 2007). Irony thus is a standard technique of critical consumer grou m.mp
as Adbusters (see hrtps://www.adbusters.org/, last accessed 6 December Nmoocvv

)

»

Figure 13. Free “boomerang” card distributed in the Netherands 2007

) Trrespective of the kind of trope to be analyzed, the following caveats are to
M@mmnr (1) tropes can be monomodal as well as multimodal; (2) there is no guaran
that every verbal trope has a pictorial or multimodal equivalent, nor that there may r
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be pictorial or multimodal phenomena that deserve the label “wrope” without havinga
verbal equivalent. Perhaps “metamorphosis”, ubiquitous in animation film (see Wells
1999: 69-76), qualifies; (3) distinguishing and labelling non-verbal and multimodal
tropes should not disintegrate into a pedantic scholastic exercise: discovering tenable
distinctions between tropes should eventually help discover pertinent similarities and
differences between phenomena in multimodal discourse.

Due to constraints of space as well as of medium (i.e., paper), I have only
discussed two modalities: the picrorial and the (written version of the) verbal modal-
ity. However, metaphors and other tropes can also draw on other modalities, such as

‘non-verbal sound and music. For examples and analyses of musical and sonic dimen-

sions of metaphor, see Forceville (2007, 2008; Lecture 4 and 5 at hrep://www.chass.
uroronto.cafepc/srb/ van\nmonnoizmo;ﬁw@@. Ludden (2008) investigates how
sound, smell, and touch can provide surprising attributes to familiar objects, e.g.,
boots with the smell of roses, a “heavy” sound accompanying a cute lirte juicer, and a
merallic-looking cup made of rubber. Here, however, we are in the realm of product
design. The theorist may suggest that these are, technically, closer to oxymora (see
below) or multimodal jokes than to metaphor — BOOTS ARE ROSES (?); CUTE JUICER IS
HEAVY MACHINE (?); METAL IS RUBBER (¥) — but for the designer this is presumably not
an issue at all. Let it suffice here 1o state that if and when a sound or a tune unequivo-
cally evokes a referent (¢.g., a national anthem evoking the nation, and a train whistle
a train), such a sound or tune can be used in the service of, at least, metaphoricity and

metonymy.

24, Creaiive versus structural metaphor

Another topic that is pertinent to present purposes, but needs to be discussed at
far greater length than is possible here, is the relation of creative and structural picto-
rial and multimodal metaphor. Up undl here I have only discussed fairly creative
examples of metaphor. However, Lakoff and Johnson’s Metaphors We Live By (1980)
was so daring and innovative precisely because it did not focus on creative metaphors,
but on metaphors that are, as they claim, deeply entrenched in human thinking, feel-
ing, and experiencing, Both in the interest of furthering CMT and in the interest of
deepening our undesstanding of multimodal communication, it is desirable to investi-
gate any structural relations between targets and sources in multimodal discourse. Two
promising areas are the EMOTIONS ARE FORCES metaphor (Kpvecses 1986, 2000) in the
comics domain (Forceville 2005, 2009b; Van Eunen 2007; Ferden 2009; Shinochara
& Marsunaka 2009) and the X 15 A JOURNEY metaphor (Johnson 1987; Turner 1996;
Ritchic 2008; Karz & Taylor 2008) in the domain of film (Forceville 2006b; Forceville
& Jeulink 2007; Nifio Zambrano 2008; Yu 2009).
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3.  Conclusion

i om0 5 e v of s e g e 0P s e
. . as it leads to a greater insight into
the structure and rhetoric of multimodal discourse, it can contribute substantially o
mvwoﬂ_m_am narrativity, aestherics, design, and persuasive communication. Such ﬁm\mox
rizing m.rocE in turn lead to the formulation of hypotheses — which are then to be
8&.& in experiments designed by partnerships berween humanities scholars and
.monL scientists. Multimodal tropology can also be seen as a conceptual “crowbar”
into the study of multimodal discourse in general, that is, partaking in the kind of
projects also launched within the Systemic Functional Linguistics framework inspired
by Hallidayan grammar. Any substantial findings in the area of multimodal &mowﬁmn
of course should feed into education, under such headings as (audio)visual literac
and criical discourse analysis. Furthermore, it is hoped that cognition studies ,Sm
benefit from the systematic analysis and precise characterization of multimodal tropes
Finally, studying, and practicing multdimodal tropes can aid in stimulating Qmmw?m

thinking (Boden 1990).
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Abstract

This paper questions the presumption that the media provide the necessary information for people
actively to engage as citizens. It draws attention (mainly using data from the UK) 1o the limited
availability of relevant information, the decline of audiences for news, the limits to the role of digital
media in supplanting older disappearing sources, the fragmentation of audiences, and the systemic
weaknesses. in the way many areas of public and social affairs are reported. The paper reviews this
material to question the notion of a ‘knowledge society’ in the face of debate abour the rise of ‘unrea-
son’ and the relationship of audiences’ 1o ‘citizens’.

Keywords: democracy, digital divide, ignorance, information, mass media, political communicarions

1. Introduction

No-one likes to be the spectre at the feast. However this is often the lot of the
sociologist. At scientific and medical conferences the pleasurable sense of progress
being made, new and wondrous ﬂnnr:owowmmm making life ever more attractive, or
cures rendering the diseases of yesteryear increasingly controllable or curable, provide
a happy gloss that the sociologist so often drearily peels way. Such a progressive and
positive tone is not the spiritual core of this chapter.

In many ways the concern of this chaprer is perhaps a perverse topic for an
academic, bur the question of ‘ignorance’ is at the heart of what we study as scholars,
especially those of us interested in the role of the media. The media are, and have
been for much of the last ewo centuries, the main source of ideas, values, symbols and
images, that people use to construct their znamaﬁm:&:m of the world around them,
especially those institutions and places remote from direct experience. Thus what the
media provide, how they provide it, and what they do NOT provide, are essential
points of attention if we are to understand how the world of cognition, and more
broadly of social intercourse, funcrions.



