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�EVWUDFW��The�aim�of�the�study�is�to�discover�conceptual�metaphors�in�thirteen�Vinamilk�

television�commercials� in�2023.�The�method�of� identi�cation�of�metaphor�of�MIP� (2007)� is�

applied�to�generate�potential�conceptual�metaphors.�Two�types�of�target�domains�relating�to�the�

�U���FW���Q��W�UJ�W�F��W�P�U���U��F�����KL���I��UW��Q����UF����P�LQ���U��LQW�U�U�W���WKU��JK�

thirteen�tables�of�mapping�of�conceptual�metaphors�in�these�TV�commercials.�The�generation�of�

these�conceptual�metaphors�re�ect�the�typical�features�of�conceptual�metaphors�in�advertising�

discourses�and�four�vital�marketing�strategies�and�price�policy�of�Vinamilk�at�present.�

.H��RUGV�� conceptual� metaphor,� Vinamilk,� television� commercials,� advertising� discourses,�

marketing�strategies.

��8QLYHUVLW��RI�(FRQRPLFV���7HFKQRORJ��IRU�,QGXVWULHV

����QWURGXFWLRQ�

7KH� H[WHQVLYH� UHVHDUFK� RQ�

FRQFHSWXDO� PHWDSKRUV� FRQVWLWXWHV� D�

SULFHOHVV�UHSRVLWRU��IRU�FRJQLWLYH�OLQJXLVWV��

([DPLQLQJ� FRQFHSWXDO� PHWDSKRUV� LQ�

DGYHUWLVLQJ� KDV� UHTXLUHG� H[WHQVLYH�

VFKRODUO�� UHVRXUFHV� LQ� WHUPV� RI� SDJHV�

DQG� LQN�� 1HYHUWKHOHVV�� WKH� LQYHVWLJDWLRQ�

RI� WKHVH� PHWDSKRUV� LQ� WKH� FRQWH[W� RI�

promoting� speci�c� brands� to� emphasize�

SURGXFW� DWWULEXWHV� DQG� WKH� FRUUHODWLRQ�

EHWZHHQ� WKH� DWWULEXWHV� RI� FRQFHSWXDO�

PHWDSKRUV� DQG� PDUNHWLQJ� FDPSDLJQV� LV�

VRPHZKDW� FRQVWUDLQHG�� )XUWKHU� VFUXWLQ��

LV�QHFHVVDU��WR�LQYHVWLJDWH�WKH�WKHRUHWLFDO�

framework� of� Lako�� &� Johnson� (2008)�

ZLWKLQ�GLYHUVH�GLVFRXUVH�W�SHV��SDUWLFXODUO��
ZLWKLQ�WKH�UHDOP�RI�DGYHUWLVLQJ�GLVFRXUVH��
*LYHQ� WKH� DEXQGDQFH� RI� DGYHUWLVHPHQWV��
FRPSUHKHQVLYH� UHVHDUFK� LV� HVVHQWLDO� WR�
GHOYH� LQWR� WKH� DWWULEXWHV� RI� FRQFHSWXDO�
PHWDSKRUV� SUHVHQW� LQ� YDULRXV� DGYHUWLVLQJ�
JHQUHV�� LQFOXGLQJ� WKRVH� IRU� DXWRPRELOHV��
FRVPHWLFV��DV�ZHOO�DV�IRRG�DQG�EHYHUDJHV��
7KLV�WKRURXJK�H[SORUDWLRQ�DLPV�WR�GLVFHUQ�
ERWK� FRPPRQDOLWLHV� DQG� GLVWLQFWLRQV� LQ�
conceptual� metaphors� across� di�erent�
W�SHV� RI� DGYHUWLVLQJ� GLVFRXUVHV�� WKHUHE��
IDFLOLWDWLQJ� D� PRUH� FRPSUHKHQVLYH�
FRPSUHKHQVLRQ�� %HVLGHV�� WKH� SUHYLRXV�
VWXGLHV� RI� WKH� FRQFHSWXDO� PHWDSKRU� RI�
DGYHUWLVLQJ�GLVFRXUVHV�RI�PLON� LV�OLPLWHG��
Speci�cally,� Nguyen� Thi� Lan� Phuong�
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������� VWXGLHG�DGYHUWLVHPHQWV� LQ�JHQHUDO�
DQG�PDUNHWLQJ�VWUDWHJLHV�DQG�SULFH�SROLF��
RI� WKH�EUDQGV�ZHUH�QRW�SDLG�DWWHQWLRQ�� ,Q�
DGGLWLRQ��+RDQJ�7KL�2DQK��������IRFXVHG�
on� the� e�ects� of� Vietnamese� culture� on�
WKH� JHQHUDWLRQ� RI� FRQFHSWXDO� PHWDSKRUV�
QRW� LQ� PDUNHWLQJ� DSSURDFKHV� RU� RWKHU�
SROLFLHV�RI�WKH�PLON�FRPSDQLHV��7KHUHIRUH��
WKH�DUWLFOH�LV�FDUULHG�RXW�WR�VXSSOHPHQW�IRU�
WKH�WKHRUHWLFDO�EDFNJURXQGV�RI�FRQFHSWXDO�
PHWDSKRUV� LQ�PLON� FRPPHUFLDOV� LQ� RUGHU�
WR� H[DPLQH� WKH� EUDQG� LGHQWLW�� WKURXJK�
PDUNHWLQJ� VWUDWHJLHV� E�� WKH� DQDO�VLV� RI�
GRPDLQV� XQGHU� WKH� OLJKW� RI� FRJQLWLYH�
OLQJXLVWLFV��

�����KHRUHWLFDO�EDFNJURXQG�

������R�FHSW�DO�PHWDSKRU

Lako�� &� Johnson� (2008),� both�
SURPLQHQW� FRJQLWLYH� OLQJXLVWV�� KDYH�
DGYDQFHG� WKH� FRQFHSWXDO� PHWDSKRU�
WKHRU���DVVHUWLQJ�WKDW�PHWDSKRU�WUDQVFHQGV�
OLQJXLVWLF�H[SUHVVLRQ�WR�EHFRPH�DQ�LQWULQVLF�
FRPSRQHQW� RI� KXPDQ� FRJQLWLRQ�� 7KHLU�
FRQWHQWLRQ� LV� JURXQGHG� LQ� WKH� LGHD� WKDW�
RXU� FRQFHSWXDO� V�VWHP� LV� SUHGRPLQDQWO��
PHWDSKRULFDO��HQDEOLQJ�XV�WR�FRPSUHKHQG�
DEVWUDFW�FRQFHSWV�WKURXJK�WKH�OHQV�RI�PRUH�
WDQJLEOH� RQHV�� +H� DOVR� HPSKDVL]HV� WKDW�
PHWDSKRUV� SOD��D�SLYRWDO� UROH� LQ� VKDSLQJ�
cognitive�frameworks,�in�uencing�how�we�
SHUFHLYH� DQG� QDYLJDWH� DEVWUDFW� FRQFHSWV��
�Q� LOOXVWUDWLYH� H[DPSOH� LQFOXGHV� WKH�
FRQFHSWXDOL]DWLRQ�RI�WLPH�LQ�VSDWLDO�WHUPV��
HYLGHQW� LQ� H[SUHVVLRQV� VXFK� DV� �WLPH� LV�
PRQH���RU��ORRNLQJ�IRUZDUG�WR�WKH�IXWXUH���
7KH� WKHRULVWV� SURSRVH� WKH� H[LVWHQFH� RI�
HPERGLHG�PHWDSKRUV��DVVHUWLQJ�WKDW�PDQ��
PHWDSKRULFDO� FRQVWUXFWV� GHULYH� IURP� RXU�
SK�VLFDO� H[SHULHQFHV�� )RU� LQVWDQFH�� WKH�
PHWDSKRULFDO� H[SUHVVLRQ� RI� �JUDVSLQJ��
DQ� LGHD� RU� DVVRFLDWLQJ� HPRWLRQV� ZLWK�
VSDWLDO� GLPHQVLRQV� VXFK� DV� �KLJK�� RU�
“low”� exempli�es� the� embodied� nature�
RI�PHWDSKRUV�� )XUWKHUPRUH�� WKH� WKHRULVWV�
LQWURGXFH� WKH� FRQFHSW� RI� RQWRORJLFDO�

metaphors,� suggesting� that� speci�c�
PHWDSKRUV� VKDSH� HQWLUH� V�VWHPV� RI�
WKRXJKW���Q�H[HPSODU�LV�WKH�PHWDSKRULFDO�
framing�of�“argument�is�war,”�in�uencing�
WKH� ZD�� GHEDWHV� DQG� GLVFXVVLRQV� DUH�
FRQFHSWXDOL]HG�DQG�DUWLFXODWHG�

In�conclusion,� the� impact� of�Lako��
�� -RKQVRQ� ������� H[WHQGV� DFURVV� GLYHUVH�
DFDGHPLF�GLVFLSOLQHV��LQFOXGLQJ�OLQJXLVWLFV��
FRJQLWLYH� VFLHQFH�� DQG� SKLORVRSK���
7KHLU� LQVLJKWV� HPSKDVL]H� WKH� LQWULFDWH�
LQWHUFRQQHFWLRQV�EHWZHHQ�ODQJXDJH��WKRXJKW�
SURFHVVHV�� DQG� HPERGLHG� H[SHULHQFHV��
FKDOOHQJLQJ�FRQYHQWLRQDO�SHUVSHFWLYHV�WKDW�
UHOHJDWH�PHWDSKRU� WR� D� SXUHO�� RUQDPHQWDO�
DVSHFW�RI�ODQJXDJH�

%HVLGHV�� +RDQJ� 7KL� 2DQK� �������
DQDO�]HG� FRQFHSWXDO� PHWDSKRUV� LQ� PLON�
79�FRPPHUFLDOV� LQ�9LHWQDP�IURP������ WR�
�HFHPEHU������� ,Q�ZKLFK���� FRPPHUFLDOV�
ZHUH�DERXW�9LQDPLON�PLON��DQG���FRPPHUFLDOV�
ZHUH� DERXW� 7+� 7UXH�0LON�� 7KH�PHWDSKRU�
DSSHDUHG� LQ� ��� WHOHYLVLRQ� FRPPHUFLDOV�
DQDO�]HG� TXDQWLWDWLYHO�� DQG� TXDOLWDWLYHO���
4XDOLWDWLYH�DQDO�VLV�ZDV�XVHG�WR�GHWHUPLQH�
PHWDSKRUV� WKURXJK� ODQJXDJH� E�� WKH� 0,3�
PHWKRG�RI�3UDJJOHMD]���������DQG�WR�LGHQWLI��
WKH�YDOXHV�DQG�EHOLHIV�RI�9LHWQDPHVH�FXOWXUH�
in�uencing� the� formation� of� conceptual�
PHWDSKRUV�����WDUJHW�GRPDLQV�DQG����VRXUFH�
GRPDLQV� ZHUH� IRXQG�� �GGLWLRQDOO��� WKH�
FROOHFWLYLVP�� H[WHUQDO� RULHQWDWLRQ�� VWURQJ�
ORYH�IRU�WKH�KRPHODQG��DQG�LQWHQVH�SDWULRWLVP�
RI� WKH�9LHWQDPHVH�PLQGVHW�ZHUH�REVHUYHG��
,Q� DGGLWLRQ�� 1JX�HQ� 7KL� /DQ� 3KXRQJ�
�������FRQGXFWHG�DQ�DQDO�VLV�RI�FRQFHSWXDO�
PHWDSKRU� LQ� (QJOLVK� DQG� 9LHWQDPHVH�
DGYHUWLVHPHQWV��7KH�VWXG��XWLOL]HG�D�GDWDVHW�
RI� ���� DGYHUWLVHPHQWV�� FRPSULVLQJ� ����
LQ� 9LHWQDPHVH� DQG� ���� LQ� (QJOLVK�� 7KH�
WKHVLV� FRQWULEXWHV� WR� VXSSOHPHQWLQJ� DQG�
HOXFLGDWLQJ�WKH�FXOWXUDO�FKDUDFWHULVWLFV�RI�WKH�
9LHWQDPHVH� DQG� (QJOLVK� HWKQLFLWLHV� LQ� WKH�
�eld�of�advertising�research,�as�well�as�the�
UROH�RI�PHWDSKRU�LQ�DGYHUWLVLQJ�GLVFRXUVH�
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%DVHG� RQ� WKH� SUHYLRXV� VWXGLHV��
WKH� FRQWUDVWLYH� DQDO�VLV� LV� FDUULHG� RXW� LQ�
RUGHU� WR� FRPSOHPHQW� IRU� WKH� WKHRUHWLFDO�
EDFNJURXQGV� RI� FRQFHSWXDO� PHWDSKRUV�
LQ� DGYHUWLVLQJ� GLVFRXUVHV� DV� ZHOO� DV� WKH�
identi�cation� of� the� particular� brand,�
HVSHFLDOO��9LQDPLON�

������L�DPLON��RPPHUFLDOV�

)RXU�IHDWXUHV�RI�PDUNHWLQJ�VWUDWHJLHV�
RI�9LQDPLON�DGYHUWLVHPHQWV�

�7UDQVIRUPLQJ� SDFNDJLQJ� DQG�
GHVLJQ��9LQDPLON�KDV�SDUWQHUHG�ZLWK�7HWUD�
Pak,� a� prominent� �rm� specializing� in�
SURFHVVLQJ�DQG�SDFNDJLQJ�OLTXLG�IRRG�

�� 2QJRLQJ� HQKDQFHPHQWV� DLPHG� DW�
SURORQJLQJ� WKH� VKHOI� OLIH� RI� OLTXLG� IRRG�
GXULQJ� GLVWULEXWLRQ� DQG� VWRUDJH� ZLWKRXW�
UHIULJHUDWLRQ�

�� &UHDWLQJ� HFR�IULHQGO�� SURGXFWV�
E�� H[FOXVLYHO�� XWLOL]LQJ� SDSHU� FDUWRQV�
VXSSOLHG� E�� 7HWUD� 3DN� IRU� DOO� PLON� DQG�
OLTXLG�EHYHUDJH�LWHPV�

�� ,PSURYLQJ� WKH� TXDOLW�� RI� PLON��
9LQDPLON�KDV�GHGLFDWHG�VXEVWDQWLDO�UHVRXUFHV�WR�
DGYDQFHPHQWV�LQ�GDLU��IDUPLQJ��HQFRPSDVVLQJ�
JUDVV� FXOWLYDWLRQ�� EDUQ� FRQVWUXFWLRQ��
IRUPXODWLRQ� RI� FRZ� IHHG�� YHWHULQDU�� FDUH��
DQG� WKH� HVWDEOLVKPHQW� RI�PRGHUQ� IDUPV� DQG�
IDFLOLWLHV�IRU�PHDO�SUHSDUDWLRQ��PLON�SURGXFWLRQ��
DQG�YHWHULQDU��PHGLFLQH�

�����0HWKRGRORJ��

������DWD

�DWD� FRQWDLQV� ��� 9LQDPLON� 79�
FRPPHUFLDOV� ZKLFK� ZHUH� SXEOLVKHG� LQ�
����� LQ� 9LHWQDP�� 7KH� OHQJWK� RI� HDFK�
DGYHUWLVHPHQW� LV� IURP� ��� WR� ��� VHFRQGV��
(DFK�LV�FRGHG�LQWR�9��WR�9��

3.2�Identi�cation�of�metaphors

0,3� ZDV� LQWURGXFHG� LQ� .|YHFVHV��
����� ERRN� WLWOHG� �0HWDSKRU� LQ� &XOWXUH��
8QLYHUVDOLW�� DQG� 9DULDWLRQ��� DQG� LW�
KDV� EHHQ� DSSOLHG� LQ� YDULRXV� VWXGLHV� WR�

analyze�metaphors� in�di�erent�languages�
DQG� FRQWH[WV� DQG� WKH� JHQHUDO� SURFHGXUH�
LQYROYHV�WKH�IROORZLQJ�VWHSV�

��Identi�cation� of� Potential�
Metaphors:�/RRN�IRU�OLQJXLVWLF�H[SUHVVLRQV�
WKDW�PD��LQGLFDWH�PHWDSKRULFDO�PDSSLQJV��
7KHVH� FDQ� LQFOXGH� PHWDSKRULFDO� ZRUGV��
SKUDVHV�� RU� H[SUHVVLRQV� WKDW� VXJJHVW� D�
WUDQVIHU�RI�PHDQLQJ� IURP�RQH�FRQFHSWXDO�
GRPDLQ�WR�DQRWKHU�

����QW��W�����Q����L���([DPLQH�WKH�
FRQWH[W�LQ�ZKLFK�WKHVH�SRWHQWLDO�PHWDSKRUV�
RFFXU�� &RQVLGHU� WKH� VXUURXQGLQJ� ZRUGV��
VHQWHQFHV��DQG�GLVFRXUVH�WR�XQGHUVWDQG�WKH�
LQWHQGHG� PHDQLQJ� DQG� WKH� PHWDSKRULFDO�
PDSSLQJ�LQYROYHG�

��Conceptual� Mapping:� ,GHQWLI��
WKH� VRXUFH� DQG� WDUJHW� GRPDLQV� LQ� WKH�
PHWDSKRULFDO�PDSSLQJ��7KH�VRXUFH�GRPDLQ�
LV� WKH� GRPDLQ� IURP� ZKLFK� PHWDSKRULFDO�
H[SUHVVLRQV� ERUURZ� PHDQLQJ�� DQG� WKH�
WDUJHW� GRPDLQ� LV� WKH� GRPDLQ� EHLQJ�
GHVFULEHG�RU�XQGHUVWRRG�

����W�J�UL��WL�Q�� &DWHJRUL]H� WKH�
identi�ed�metaphors�based�on�their�conceptual�
PDSSLQJV�� 7KLV� KHOSV� LQ� RUJDQL]LQJ� DQG�
DQDO�]LQJ�WKH�GDWD�V�VWHPDWLFDOO��

��,QW�U�U�W�WL�Q�� ,QWHUSUHW� WKH�
identi�ed�metaphors�in�the�context�of�the�
speci�c� research� question� or� objective.�
&RQVLGHU�WKH�FXOWXUDO��VRFLDO��RU�FRJQLWLYH�
LPSOLFDWLRQV�RI�WKH�PHWDSKRUV�

���� )LQGLQJV�RI� WKH� JHQHUDWLRQ�RI�

FRQFHSWXDO�PHWDSKRUV� LQ��LQDPLON����

FRPPHUFLDOV�

�����7KH� �H�HUDWLR�� RI� FR�FHSW�DO�

PHWDSKRUV�L���L�DPLON

4.1.1.�Target�domains� regarding� to�

WK���U���FW�

D��9,1�0,/.�,6���3(5621

,W� LV� LQWHUSUHWHG� LQ� WDEOH� �� DQG�

WKH� WDUJHW� GRPDLQ� LV� FXHG� ILUVW�� ZKLFK�



��

KHOSV� WKH� WDUJHW� FXVWRPHU� LGHQWLI�� WKH�
SURGXFWV�HDVLO��

E��9,1�0,/.�,6���)22�

7KLV� FRQFHSWXDO� PHWDSKRU� LV�

LQWHUSUHWHG�WKURXJK�VL[�YLGHRV�OLNH�9������
�����������DQG���

,Q� 9��� giàu� dinh� dưỡng� (rich� in�

Q�WUL�QW������U������ WK�� LQJU��L�QW��I� WK��

PL����DQG�SKUDVH�cho�cả�gia�đình-�for�the�
I�PL��� UHSUHVHQWV� WKH� WDUJHW� FXVWRPHU� RI�

WKH�PLON

,Q�9���WKH�SKUDVH�Vinamilk�sữa�tươi��

Vinamilk�fresh�milk�means�that�the��avor�
of� the�milk�is�the��avor�of�the�food;�and�

SKUDVH��sữa�ngon-�delicious�milk�H[SUHVVHV�

WKDW�WKH�TXDOLW��RI�WKH�PLON�LV�WKH�TXDOLW��RI�

WKH�IRRG�

,Q�9����Sữa�thơm�ngon�hoà�quyện��

milk� is� fragnant,� delicious� and� blended�

means�the��avor�of�the�milk�is� the��avor�

RI�WKH�IRRG��SKUDVH�sữa,�thạch��������PL���

H[SUHVVHV�WKH�LQJUHGLHQWV�RI�WKH�PLON��YHUEV�

like� shake(lắc),� (nhai� nhóp� nhép-� Chew�

JXP��UHSUHVHQWV�WKH�DFWLRQ�RI�WKH�GULQNLQJ�

PLON�LV�WKH�DFWLRQ�RI�HDWLQJ�WKH�IRRG��Susu�

chai�có�nắp�có�thạch�mới��Bottled�milk�tea�

�LWK�������W���LQJ��PHDQV�WKH�DSSHDUDQFH�

RI�WKH�FRQWDLQHU�RI�PLON�LV�WKH�DSSHDUDQFH�

RI�WKH�FRQWDLQHU�RI�WKH�IRRG��%HVLGHV�������

hộp�lớn�mới�siêu�lớn�siêu�đã-�New�super�

large�super�cool�box�milk�LV�PHDQW�WKDW�WKH�

VL]H�RI�WKH�FRQWDLQHU�RI�WKH�PLON�LV�WKH�VL]H�

RI� WKH� FRQWDLQHU� RI� WKH� IRRG�� WKH� SKUDVH�

cho�bé�uống�bé� thích�mê-�Give� the�baby�

what�the�baby�loves�LV�XQGHUVWRRG�WKDW�WKH�

drinker�is�the�eater;�and�also�re�ects�that�

WKH�IHHOLQJ�RI�WKH�GULQNHU�LV�WKH�IHHOLQJ�RI�

WKH�HDWHU�

�OO�RI�WKH�VXE�FRQFHSWXDO�PHWDSKRUV�

RI� �� �5,1.� ,6� �� )22�� LV� LOOXVWUDWHG�

WKURXJK�WKLV�IROORZLQJ�WDEOH�

Table�2:�Table�mapping�of�VINAMILK�IS�A�FOOD

����(���20��1����1�0�/. 62��&(��20��1����)22�
WKH�LQJUHGLHQW�RI�WKH�PLON� è�WKH�LQJUHGLHQWV�RI�WKH�IRRG
the��avor�of�the�milk èthe��avor�of�the�food
WKH�TXDOLW��RI�WKH�PLON èWKH�TXDOLW��RI�WKH�IRRG
WKH�DFWLRQ�RI�GULQNLQJ�WKH�PLON èWKH�DFWLRQ�RI�HDWLQJ�WKH�IRRG
WKH�DSSHDUDQFH�RI�WKH�FRQWDLQHU�RI�PLON èWKH�DSSHDUDQFH�RI�WKH�FRQWDLQHU�RI�WKH�IRRG
WKH�VL]H�RI�WKH�FRQWDLQHU�RI�WKH�PLON èWKH�VL]H�RI�WKH�FRQWDLQHU�RI�WKH�IRRG
WKH�GULQNHU èWKH�HDWHU
WKH�IHHOLQJ�RI�WKH�GULQNHU èWKH�IHHOLQJ�RI�WKH�HDWHU

F��9,1�0,/.�,6���0(�,&,1(

,W�LV�LQWHUSUHWHG�WKRXJK���YLGHRV�OLNH�

9���������� DQG� ���� +RZHYHU�� WKH� W�SLFDO�

VXE�FRQFHSWXDO�PHWDSKRU�LV�H[SUHVVHG�E��

9���7KUDVH�giá�kinh�tế���F�Q�PLF����ULF��

UHSUHVHQWV�WKH�SULFH�RI�WKH�PLON��7KHQ��WKH�

SKUDVHV� Sữa� non� kẽm� sắt� tăng� đề� kháng�

có�K2�canxi�cao�lớn,�Nhân�3DHA�trí�tuệ-�

Zinc� Iron� Immune-Boosting� Colostrum�

with� High� Calcium� K2,� DHA� 3DHA� for�

LQW���LJ�QF�� H[SUHVVHV� WKH� LQJUHGLHQWV�

DQG� IXQFWLRQV� RI� WKH� PLON�� 7KH� SKUDVH�

phù� hợp� với� trẻ� em� Việt� Nam-� Suitable�

for� Vietnamese� children� LOOXVWUDWHV� WKDW�

FXVWRPHUV�RI�WKH�PLON��%HVLGHV��WKH�PLON�LV�

XQGHUVWRRG�DV�D�PHGLFLQH�VR�WKH�QDPH�RI�

WKH�PLON�LV�WKH�QDPH�RI�WKH�PHGLFLQH��WKH�

IXQFWLRQ�RI�WKH�PLON�LV�WKH�IXQFWLRQ�RI�WKH�

PHGLFLQH��WKH�LQJUHGLHQW�RI�WKH�PLON�LV�WKH�

LQJUHGLHQW�RI�WKH�PHGLFLQH�� WKH�GULQNHU�LV�

WKH�XVHU��WKH�SULFH�RI�WKH�PLON�LV�WKH�SULFH�

RI�WKH�PHGLFLQH��,W�LV�VKRZQ�LQ�WKH�WDEOH
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Table�3:�Table�mapping�of��

VINAMILK�IS�A�MEDICINE

����(���20��1��
��1�0�/.

62��&(��20��1��
��0(��&�1(

WKH�QDPH�RI�WKH�PLON
è�WKH�QDPH�RI�WKH�
PHGLFLQH

WKH�IXQFWLRQ�RI�WKH�
PLON

è�WKH�IXQFWLRQ�RI�WKH�
PHGLFLQH

WKH�LQJUHGLHQW�RI�WKH�
PLON

è�WKH�LQJUHGLHQW�RI�
WKH�PHGLFLQH

WKH�SULFH�RI�WKH�PLON
è�WKH�SULFH�RI�WKH�
PHGLFLQH

WKH�GULQNHU
è�WKH�XVHU�RI�WKH�
PHGLFLQH

G��9,1�0,/.�,6�48�17,7�

,Q�9���WKH�YHUEV�OLNH� tăng,�củng�cố�
(increase,�improve)�LOOXVWUDWH�WKH�VWDWH�DQG�
OHYHO�RI�GHYHORSPHQW�RI�WKH�TXDQWLW���VR�LW�
LV�LQWHUSUHWHG�DV�D�TXDQWLW�

Table�4:�Table�mapping�of��

VINAMILK�IS�A�QUANTITY

����(���20��1��
��1�0�/.

62��&(��20��1��
�����1����

7KH�OHYHO�RI�
GHYHORSPHQW�RI�WKH�
PLON

è�7KH�OHYHO�RI�
GHYHORSPHQW�RI�WKH�
TXDQWLW�

H��9,1�0,/.�,6���&217�,1(5�
2)�352%,27,&6

,Q� 9��� WKH� SKUDVH� Vinamilk� Probi�
chứa�13�tỉ� lợi�khuẩn�L.Caisi�431�ưu�việt�
từ�Châu�Âu-�Vinamilk�Probi�contains�13�
billion� superior� L.Caisi� 431� probiotics�
IU�P���U����UHSUHVHQWV�WKH�LQJUHGLHQWV�RI�
the�nutrients;�and�the�verb�contain(�chứa)�
LOOXVWUDWHV�WKDW�WKH�PLON�LV�D�FRQWDLQHU��

,Q� 9��� Probi� happy� Khoảng� 104�
tỷ� lợi�khuẩn�L.Casei�431TM� �và�Vitamin�
nhóm� B� và� “Hoạt� chất� hạnh� phúc”�
L-5-Hydroxytryptophan-� Probi� Happy�
contains� approximately� 104� billion�
L.Casei� 431TM� probiotics� and� B-group�
vitamins,�as�well�as�‘Happiness�Molecule’�

L-5-Hydroxytryptophan.�ZKLFK�VKRZ�WKDW�
WKH�PLON�LV�WKH�FRQWDLQHU�RI�WKH�QXWULHQWV��
DQG�WKH�SKUDVH��tươi�khoẻ�đường�ruột,�thư�
thái� tinh� thần-� Fresh� gut,� relaxed� mind�
PHDQV�WKH�IXQFWLRQV�RI�WKH�QXWULHQWV��,W�LV�
VKRZQ�LQ�WKH�WDEOH�

Table�5:�Table�mapping�of�VINAMILK�IS�

A�CONTAINER�OF�NUTRIENTS

����(���20��1��
��1�0�/.

62��&(�
�20��1����

&21���1(��2)�
1����(1�6

7KH�ERWWOH è�7KH�FRQWDLQHU

7KH�QXWULHQWV�RI�WKH�
PLON

è�WKH�WKLQJV�LQVLGH�
WKH�FRQWDLQHU

7KH�IXQFWLRQ�RI�WKH�
QXWULHQWV

è�7KH�IXQFWLRQV�RI�
WKH�WKLQJV�LQVLGH�WKH�
FRQWDLQHU

I��9,1�0,/.�,6���&2:

,Q�9���WKH�SKUDVH�PLON�Ôi�hạnh�phúc�
quá,� vinamillk�vinamilk,�Cô�bò�hạnh�phúc-�
Oh,� so� happy,� Vinamilk� Vinamilk,� Happy�
����VKRZV�VR�WKH�FKDUDFWHULVWLFV�RI�WKH�FRZ�
LV�WKH�FKDUDFWHULVWLFV�RI�WKH�PLON�WKH�KDSSLQHVV�
RI� WKH�PLON�DQG� WKH�FRZ�� WKH�SKUDVH�Cô�bò�
hạnh� phúc� đong� đầy� dòng� sữa� tươi� ngon��
The�happy�cow��lls�the�stream�with�delicious�
IUHVK�PLON�PHDQV�WKDW�WKH�FRZ�LV�WKH�SURGXFHU�
RI�WKH�PLON��DQG�WKH�TXDOLW��RI�WKH�FRZ�LV�WKH�
TXDOLW��RI�WKH�PLON�ZKLFK�LV�LQWHUSUHWHG�E��WKH�
SKUDVH�Bò�vui�thật�sữa�ngon�thật-�The�happy�
cow,�the�milk�is�delicious.�,W� LV�H[SUHVVHG�LQ�
WKH�IROORZLQJ�WDEOH

Table�6:�Table�mapping�of��

VINAMILK�IS�A�COW

����(���20��1��
��1�0�/.

62��&(�
�20��1����&2:

WKH�FKDUDFWHULVWLFV�RI�
WKH�FRZ

è�WKH�FKDUDFWHULVWLFV�
RI�WKH�PLON

WKH�FRZ
è�WKH�SURGXFHU�RI�
WKH�PLON��

WKH�TXDOLW��RI�WKH�FRZ
è�WKH�TXDOLW��RI�WKH�
PLON



��

J�� 9,1�0,/.� ,6� �� 9�/8�%/(�
2%-(&7

,Q� 9��� WKH� DFWLRQ� RI� FROOHFWLRQ� RI�
WKH�PLON�LV�WKH�DFWLRQ�RI�FROOHFWLRQ�RI�WKH�
YDOXDEOH�REMHFW�ZKLFK�LV�LQWHUSUHWHG�E��WKH�
WKH� SKUDVH�� sưu� tập� ngay� trọn� bộ� 35� thẻ�
giới�hạn�Hero�Team-�Collect�the�full�set�of�
35�limited�edition�Hero�Team�cards�now.�
7KH�DFWLRQ�RI�EX�LQJ�WKH�PLON�LV�WKH�DFWLRQ�
RI�EX�LQJ�WKH�YDOXDEOH�REMHFW�EHLQJ�FXHG�
WKURXJK�WKH�SKUDVH��Mua�càng�nhiều�trúng�
càng� lớn-� The�more� you� buy,� the� bigger�
the�win.�7KH�DFWLRQ�RI�VFUDWFKLQJ�WKH�WLFNHW�
RI�WKH�WKH�PLON�LV�WKH�DFWLRQ�RI�ZLQQLQJ�WKH�
YDOXDEOH�REMHFW�ZKLFK�LV�H[SUHVVHG�E��WKH�
SKUDVH�� cào� thẻ� liền� tay� nhận� ngay� quà�
xịn,�Cào�và�quét�mã�QR�để�có�cơ�hội�trúng�
thêm-� Scratch� the� card,� instantly� receive�
luxury� gifts.� Scratch� and� scan� the� QR�
code�for�additional�winning�chances.�,W�LV�
VKRZQ�LQ�WKH�WDEOH�

Table�7:�Table�mapping�of��

VINAMILK�IS�A�VALUABLE�OBJECT

����(���20��1��
��1�0�/.

62��&(��20��1��
����/��%/(�

2%-(&�
7KH�DFWLRQ�RI�
FROOHFWLRQ�RI�WKH�PLON

è�WKH�DFWLRQ�RI�FROOHFWLRQ�
RI�WKH�YDOXDEOH�REMHFW

7KH�DFWLRQ�RI�EX�LQJ�
WKH�PLON

è�WKH�DFWLRQ�RI�EX�LQJ�
WKH�YDOXDEOH�REMHFW

7KH�DFWLRQ�RI�VFUDWFKLQJ�
WKH�WLFNHW�RI�WKH�PLON

è�WKH�DFWLRQ�RI�ZLQQLQJ�
WKH�YDOXDEOH�REMHFW

K��9,1�0,/.�,6���*,)7

,Q�9���WKH�EX�HU�RI� WKH�PLON�LV� WKH�
VHQGHU� RI� WKH� JLIW� DQG� WKH� SDUHQWV� RI� WKH�
EX�HUV�RI�WKH�PLON�LV�WKH�UHFHLYHUV�RI�WKH�
JLIW� ZKLFK� LV� LQWHUSUHWHG� E�� WKH� SKUDVH��
Tặng�cha�mẹ�quà-�Give�parents�a�gift��7KH�
YDOXH�RI� WKH�PLON� LV� WKH�YDOXH�RI�WKH�JLIW�
ZKLFK� LV� H[SUHVVHG� E�� WKH� SKUDVH�� Mua�
1kg6� Tiết� kiệm�……Tặng� 1� chảo� không�
dính,� Tặng� 1� máy� massage� cầm� tay� khi�
mua…-�Buy�1.6kg�and�save�100,000�VND,�
buy�1�box�of�Sure�Prevent�Gold�1.6kg�and�

get� a� free�non-stick� pan,� get� a�handheld�

massager� for� free� when� buying� 2� boxes�

of� Sure� Prevent� Gold� 1.6kg.�� �OVR�� WKH�

IXQFWLRQ�RI�WKH�PLON�LV�WKH�IXQFWLRQ�RI�WKH�
JLIW�ZKLFK� LV� VKRZQ� WKURXJK� WKH� SKUDVH��

chất�giúp�cha�mẹ�ăn�ngủ�ngon�tận�hưởng�

niềm� vui� bên� gia� đình-� The� substance�
K�������U�QW����W��Q�������������W���Q����

the�happiness�with�family.�

Table�8:�Table�mapping�of��

��VINAMILK�IS�A�GIFT

����(���20��1��
��1�0�/.

62��&(�
�20��1������)�

7KH�EX�HU�RI�WKH�PLON è�WKH�VHQGHU�RI�WKH�JLIW

7KH�SDUHQWV�RI�WKH�
EX�HUV�RI�WKH�PLON

è�WKH�UHFHLYHUV�RI�
WKH�JLIW

7KH�YDOXH�RI�WKH�PLON è�WKH�YDOXH�RI�WKH�JLIW

7KH�IXQFWLRQ�RI�WKH�
PLON�LV�WKH�IXQFWLRQ

èWKH�IXQFWLRQ�RI�WKH�
JLIW

L��9,1�0,/.�,6���5(6(�5&+

,Q�9��� WKH�SURFHVV�RI� WKH�FKRRVLQJ�

WKH� PLON� IRU� WKH� FKLOGUHQ� LV� WKH� SURFHVV�

of� doing� the� research� which� is� re�ected�

through� the� number� of� trial� of� di�erent�
XVDJH�RI�PLON�RI�WKH�PRWKHU��7KH�UHVXOW�RI�

�ndings�of�the�milk�is�the�result�of��ndings�

RI� WKH� UHVHDUFK�ZKLFK� LV� VKRZQ� WKURXJKW�
WKH�VHQWHQFH��Sữa�tốt�nhất�là�sữa�hợp�với�

con� nhất-� The� best� milk� is� the� one� that�

suits� your� child� the� most.� WKLV� VHQWHQFH�
H[SUHVVHV� WKDW� FKLOGUHQ� �� WKH�GULQNHUV�DUH�

SDUWLFLSDQWV�RI�WKH�UHVHDUFK�DQG�PRPV��WKH�

EX�HUV�RI�WKH�PLON�DUH�WKH�UHVHDUFKHUV��

Table�8:�Table�mapping�of��

VINAMILK�IS�A�RESEARCH

����(���20��1��
��1�0�/.

62��&(��20��1��
���(6(��&�

7KH�SURFHVV�RI�WKH�
FKRRVLQJ�WKH�PLON�IRU�
WKH�FKLOGUHQ

è�WKH�SURFHVV�RI�
GRLQJ�WKH�UHVHDUFK

The�result�of��ndings�
RI�WKH�PLON

è�WKH�UHVXOW�RI�
�ndings�of�the�research



��

7KH�GULQNHUV
è�WKH�SDUWLFLSDQWV�RI�
WKH�UHVHDUFK

7KH�EX�HUV�RI�WKH�PLON è�WKH�UHVHDUFKHUV

M��9,1�0,/.�,6�:(�7+(5

,Q�9���cool�milk�(sữa�mát)�VKRZV�WKDW�
IHDWXUH�RU� IXQFWLRQ�RI� WKH�PLON��DQG�FRRO�
UHSUHVHQWV� WKH�FRROQHVV�RI�WKH�ZHDWKHU��,W�
LV�VKRZQ�LQ�WKH�WDEOH�

Table�9:�Table�mapping�of��
VINAMILK�IS�WEATHER

����(���20��1��
��1�0�/.

62��&(��20��1��
:(���(�

7KH�FRROQHVV�RI�WKH�
PLON

è�WKH�FRROQHVV�RI�WKH�
ZHDWKHU

N��9,1�0,/.�,6���)8(/

,Q�9����JUHHQ�VKRZV�WKH�KLJK�DQG�VDIH�
TXDOLW��RI�WKH�DQ��SURGXFW�VR�WKH�TXDOLW��RI�
WKH�PLON�LV�WKH�JUHHQ�FRORU�RI�WKH�IXHO�DQG�
WKH�PLON�LV�WKH�JUHHQ�IXHO��7KH�SKUDVH��nạp�
năng� lượng� xanh-� Recharge� with� green�
energy.� VKRZV� WKH� DFWLRQ� RI� WKH� GULQNLQJ�
WKH�PLON�LV�WKH�DFWLRQ�RI�FKDUJLQJ�WKH�IXHO��
)XUWKHUPRUH�� WKH� SKUDVH�� giúp� giữ� dáng�
khoẻ� da��Help� maintain� a� healthy� �gure�
�Q����LQ�H[SUHVVHV�WKH�IXQFWLRQ�RI�WKH�PLON�
DQG�LW�LV�DOVR�WKH�IXQFWLRQ�RI�WKH�IXHO�

Table�9:�Table�mapping�of��
VINAMILK�IS�A�FUEL

����(���20��1��
��1�0�/.

62��&(��20��1��
���(6(��&�

7KH�TXDOLW��RI�WKH�
PLON

è�WKH�JUHHQ�FRORU�RI�
WKH�IXHO

7KH�PLON� è�WKH�JUHHQ�IXHO
7KH�DFWLRQ�RI�WKH�
GULQNLQJ�WKH�PLON

è�WKH�DFWLRQ�RI�
FKDUJLQJ�WKH�IXHO

7KH�IXQFWLRQ�RI�WKH�
PLON

è�WKH�IXQFWLRQ�RI�WKH�
IXHO

%HVLGHV� WDUJHW� GRPDLQ� �� �5,1.��
BRAND�also�re�ect�the�milk�when�the�milk�
is�identi�ed�by�the�target�domain�choice.�
In� conclusion,� the� brand� identi�cation� is�
LOOXVWUDWHG� WKURXJK� WDUJHW�GRPDLQ�FKRLFHV�
LQ����79�FRPPHUFLDOV�RI�9LQDPLON�������

4.1.2.�Target�domains� regarding� to�
WK����W�QWL���F��W�P�U�

7KH� DLPV� RI� DGYHUWLVHPHQWV� SXW�
IRUZDUG�WR�WKH�WDUJHW�FXVWRPHUV�DV�ZHOO�WKH�
SURGXFWV��7KH�FXVWRPHUV�DUH�VKRZQ�WKURXJK�
WDUJHW� GRPDLQ� FKRLFHV� VXFK� DV� ERG�� SDUW�
�6720�&+��,17(67,1(���KXPDQ�DFWLRQ�
�7�.,1*� &�5(� 2)� &+,/�5(1��� DQG�
WKH�FRQFHSW�RI�WLPH��7,0(�

D�� 7DUJHW� �RPDLQ� 5HJDUGLQJ� WR�
+XPDQ�%RG�

�6�20&���6���%���/(

,Q�9��� WKH�SKUDVH�� lợi� khuẩn�chết� đi,�
hại� khuẩn� sẽ� sinh� sôi� và� lấn� át� lợi� khuẩn-�
The� dead� bacteria� will� be� replaced� by�
harmful�bacteria,�which�will�proliferate�and�
dominate� the� bene�cial� bacteria�� ZKLFK�
PHDQV�WKDW�SURELRWLFV�DQG�KDUPIXO�EDFWHULD�LV�
opponents�and�the�battle�between�bene�cial�
and� unbene�cial� probiotics� is� the� battle�
EHWZHHQ�RSSRQHQWV��Bức�tường�đề�kháng�suy�
yếu�� Weakened� immune� barrier� H[SUHVVHV�
GHIHQVH�EDUULHU�LQ�ZDU�DQG�WKH�ZHDN�VWDWH�RI�
WKH�GHIHQVH�EDUULHU�LV�WKH�VWDWH�RI�WKH�EDUULHU��
7KH�SKUDVH��đã�có�sữa�chua�uống�men�sống�
Vinamilk� Probi� chứa� 13� tỉ� lợi�khuẩn�L.Cái�
431�ưu�việt�từ�Châu�Âu�để�củng�cố�bức�tường�
đề�kháng�bảo�vệ�cơ�thể-��Introducing�Vinamilk�
Probi,�live�yogurt�drink,�containing�13�billion�
superior�L.Caisi�431�probiotics�from�Europe�
to�reinforce�the�immune�barrier�and�protect�
the�body.�LOOXVWUDWHV�WKDW�WKH�PLON�LV�WKH�WRRO�RI�
WKH�ZLQQHU�RI�WKH�EDWWOH��

Table�10:�Table�mapping�of��

A�STOMACH�IS�A�BATTLE

����(���20��1��
��6�20�&�

62��&(��20��1��
��%���/(

SURELRWLFV�DQG�
KDUPIXO�EDFWHULD�

è�WKH�RSSRQHQWV

WKH�EDWWOH�EHWZHHQ�
bene�cial�and�
unbene�cial�probiotics��

è�WKH�EDWWOH�EHWZHHQ�
RSSRQHQWV

WKH�GHIHQVH�EDUULHU�RI�
WKH�FKLOGUHQ��

è�WKH�GHIHQVH�EDUULHU�
RI�WKH�EDWWOH



��

WKH�ZHDN�VWDWH�RI�WKH�
GHIHQVH�EDUULHU

è�WKH�VWDWH�RI�WKH�
EDUULHU�RI�WKH�EDWWOH

WKH�PLON�
è�WKH�WRRO�RI�WKH�
ZLQQHU�RI�WKH�EDWWOH

��1�(6��1(��6���(�6(&21��
%���1�2)���(�3(�621

7KH�SKUDVH��hệ�thần�kinh� ruột�được�
xem�là�bộ�não�thứ�hai�của�con�người.�Khi�
ruột�không�khỏe�thì�não�khó�vui-�The�gut�
Q�U����� ���W�P� L�� F�Q�L��U��� WK�� ��F�Q��
brain�of�the�human�body.�When�the�gut�is�
not� healthy,� the� brain� �nds� it� hard� to� be�
K�����VKRZV�WKDW�WKH�VWDWH�RI�WKH�LQWHVWLQH�
LV�WKH�VWDWH�RI�WKH�VHFRQG�EUDLQ�RI�WKH�SHUVRQ

Table�11:�Table�mapping�of��
A�INTESTINE�IS�THE�SECOND�BRAIN�

OF�THE�PERSON.

����(��
�20��1��
�1�(6��1(

62��&(��20��1��
��(�6(&21��%���1�
2)���(�3(�621

WKH�VWDWH�RI�WKH�
LQWHVWLQH

è�WKH�VWDWH�RI�WKH�VHFRQG�
EUDLQ�RI�WKH�SHUVRQ

E��+XPDQ�DFWLRQ

���.�1��&��(�2)���&��/��
�6���-2��1(�

7KH� SKUDVH�� nuôi� con� giờ� thêm� an�
QKjQ�Raising�children�now�more�leisurely�
VKRZV� WKH� IHDWXUH� RI� WDNLQJ� FDUH� RI�
FKLOGUHQ�LV�WKH�IHDWXUH�RI�WKH�MRXUQH���DQG�
WKLV�SURFHVV�LV�QRW�HDV���7KH�SKUDVH��Q��L�
con�đường�dài-� �Raising�children�for�the�
��QJ� K���� LOOXVWUDWHV� WKDW� WKH� VHJPHQW� RI�
WDNLQJ�FDUH�RI�FKLOGUHQ� LV�WKH� VHJPHQW�RI�
WKH�MRXUQH���DQG�WKH�VWDJH�LV�ORQJ�

Table�12:�Table�mapping�of�TAKING�
CARE�OF�A�CHILD�IS�A�JOURNEY

����(���20��1��
��.�1��&��(�2)�

��&��/�

62��&(�
�20��1��

���-2��1(�
WKH�IHDWXUH�RI�WDNLQJ�
FDUH�RI�WKH�FKLOG

è�WKH�IHDWXUH�RI�WKH�
MRXUQH�

WKH�VHJPHQW�RI�WDNLQJ�
FDUH�RI�D�FKLOG

è�WKH�VHJPHQW�RI�WKH�
MRXUQH�

������RPDL��FKRLFHV�L��WKH�FR�FHSW�DO�
PHWDSKRUV�RI��L�DPLON�DGYHUWLVHPH�WV

)LUVW��WKH�WDUJHW�GRPDLQ�FKRLFHV�DUH�
OLVWHG�LQ�WKH�WDEOH�

Table�14:�The�selection�of�target�domains

1R�
����(��
�20��1

)UHTXHQF� 3HUFHQWDJH

� UHODWHG�WR�WKH�PLON� �� �����
� UHODWHG�WR�WKH�SHUVRQ� � �����
� �RWDO� �� ���

�V�FDQ�EH�VHHQ��WKH� WDUJHW�GRPDLQV�
FRQFHUQHG� ZLWK� WKH� PLON� KDYH� ��� WLPHV�
IUHTXHQF�� ZLWK� ����� ��� ZKLFK� UDQN�
�rst.� The� second� rank� is� target� domains�
UHODWHG� WR� WKH� SHUVRQ�� WDNLQJ� DFFRXQW� DW�
�������� ,Q� FRQFOXVLRQ�� WKH� REMHFWLYHV� RI�
WKH� 79� FRPPHUFLDOV� RQO�� WDNH� QRWLFH� DW�
WKH� SURGXFWV� EHLQJ� DGYHUWLVHG� DQG� WKHLU�
targeted� customers.� It� is� re�ected� the�
PDUNHWLQJ� VWUDWHJLHV�RI�9LQDPLON�DV�ZHOO�
DV�WKH�W�SLFDO�FKDUDFWHULVWLFV�RI�FRQFHSWXDO�
PHWDSKRUV�LQ�DGYHUWLVLQJ�GLVFRXUVHV��

6HFRQG�� WKH�VRXUFH�GRPDLQ�FKRLFHV�
DUH�OLVWHG�LQ�WKH�IROORZLQJ�WDEOH�

Table�15:�The�selection�of�source�

��P�LQ�

1R�
62��&(�
�20��1

)UHTXHQF� 3HUFHQWDJH

� D�SHUVRQ � ����
� D�IRRG � �����
� D�PHGLFLQH � �����
� TXDQWLW� � ����
� D�FRZ � ����
� D�FRQWDLQHU� � �����
� D�YDOXDEOH�REMHFW � ����
� D�JLIW � ����
� D�UHVHDUFK � ����
�� ZHDWKHU � ����
�� IXHO � ����

��
WKH�VHFRQG�EUDLQ�
RI�WKH�SHUVRQ

� ����

�� D�MRXUQH� � ����
�� D�EDWWOH � ����
� �RWDO� �� ������



��

�V� FDQ� EH� VHHQ�� VRXUFH� GRPDLQV� ��
)22��DQG���0(�,&,1(�KDYH� VL[� WLPHV�
frequency� with� 22.2%,� which� rank� �rst.�
7KH� VHFRQG� SODFH� LV� VRXUFH� GRPDLQ� ��
&217�,1(5� ZLWK� WKUHH� WLPHV� IUHTXHQF��
DQG��������7KH�WKLUG�SODFH�LV�VRXUFH�GRPDLQ�
48�17,7���ZKLFK�WDNHV�DFFRXQW�IRU�������
7KH�ODVW�SRVLWLRQ�LV�RWKHU�VRXUFH�GRPDLQV��

,Q� FRQFOXVLRQ�� DOO� VRXUFH� GRPDLQV�
FRPPRQ� LQ� OLIH� VR� DOO� FRQFHSWXDO�
PHWDSKRUV�LQ�9LQDPLON�79�FRPPFHUFLDOV�
DUH� XQLYHUVDO� ZLWK� WKH� DFFRUGDQFH� WR�
Lako�� &� Johson� (2008).� Furthermore,�
XQLYHUVXDO� FRQFHSWXDO� PHWDKRUV� VXFK�
DV� 0,/.� ,6� )22��� �� 0(�,&,1(�� ��
&217�,1(5���1�2%-(&7����*,)7����
-2851(�,�and�A�BATTLE�are�identi�ed�
LQ� ERWK� UHVHDUFKHV� RI� 1JX�HQ� 7KL� /DQ�
3KXRQJ� ������� DQG� +RDQJ� 7KL� 2DQK�
��������+RZHYHU��0,/.� ,6���&2:�KDV�
QRW� GLVFRYHUHG�� ZKLFK� LOOXVWUDWHV� WKH�
PDUNHWLQJ� VWUDWHJ�� RI� 9LQDPLON� ZKHQ�
XVLQJ� WKH� KDSS�� FRZV� WR� V�PEROL]H� WKH�
EUDQG� PDNHV� WKHLU� SRWHQWLDO� FXVWRPHUV�
IHHO� DPD]HG� DQG� HDV�� WR� UHPHPEHU� WKHLU�
SURGXFWV���7KH�RWKHU�PDUNHWLQJ�DSSURDFKHV�
DUH�DOVR�XQYHLOHG�LQ�WKLV�DUWLFOH���

)LUVW�� WDUJHW� GRPDLQV����5,1.� DUH�
FXHG�ZLWK� WKH� UDWLR�RI��������ZKLFK� LV� WR�
enhance� memorability� IURP� WKH� SRWHQWLDO�
FXVWRPHUV�DQG�WKHQ�FUHDWH�brand�distinction�
RI� WKH� 9LQDPLON� SURGXFWV� LQ� WKHLU� PLQGV��
7ZR�W�SHV�RI�WDUJHW�GRPDLQV�DQG����VRXUFH�
GRPDLQV�DUH� LQWHUSUHWHG�WKURXJK����WDEOHV�
RI� PDSSLQJ�� ZKLFK� VKRZV� P�W��K�ULF���
P���LQJ� RI� FRQFHSWXDO� PHWDSKRUV� LQ�
DGYHUWLVLQJ� GLVFRXUVHV�� ,Q� DGYHUWLVLQJ��
WKLV� FRQQHFWLRQ� HQWDLOV� DOLJQLQJ� WKH�
FKDUDFWHULVWLFV�RI� D�SURGXFW�RU�EUDQG�ZLWK�
IDPLOLDU�DQG�SRVLWLYH�DWWULEXWHV�IURP�DQRWKHU�
GRPDLQ�� UHLQIRUFLQJ� SRVLWLYH� DVVRFLDWLRQV��
Besides� the� �ndings� of� the� connection�
EHWZHHQ� GRPDLQ� FKRLFHV� DQG� IHDWXUHV� RI�
FRQFHSWXDO�PHWDSKRUV�LQ�DGYHUWLVLQJ��WKHVH�
domains� also� re�ect� typical� marketing�

VWUDWHJLHV� RI� 9LQDPLON� LQ� ������ )LUVW��
9,1�0,/.�,6���3(5621�H[SUHVVHV�WKH�
DFWLRQ�RI� FKDQJLQJ�WKH�SDFNHW�RI� WKH�PLON�
LV� WKH� DFWLRQ� RI� FKDQJLQJ� FORWKHV� RI� WKH�
SHUVRQ�� ZKLFK� VKRZV� WKH� WUDQVIRUPDWLRQ�
RI�SDFNDJH�DQG�GHVLJQ�E��XVLQJ�7HWUD�3DN�
IRU� DOO� PLON� DQG� OLTXLG� EHYHUDJH� LWHPV��
6HFRQG�� FRQFHSWXDO�PHWDSKRUV����5,1.�
,6���0(�,&,1(�����5,1.�,6���)22���
���5,1.�,6���5(6(�5&+�DQG�WKH�RWKHUV�
IRFXV� WKH�TXDOLW��� IXQFWLRQV�DQG� YDOXHV� RI�
WKH� PLON�� ,W� LV� GHPRQVWUDWHG� E�� WKH� WKLUG�
PDUNHWLQJ�VWUDWHJ��RI�9LQDPLON��ZKLFK�LV�WR�
LPSURYH�WKH�TXDOLW��RI�PLON��

���&RQFOXVLRQ

7KH� VWXG�� VXSSRUWLQJ� WKH� DUJXPHQW�
WKDW� FRQFHSWXDO�PHWDSKRUV�DUH�XELTXLWRXV��
as�proposed�by�Lako��&�Johnson�(2008).�
In� advertising� discourses,� a� speci�c�
SURGXFW�LV�FRQVLGHUHG�DV�DQ�DEVWUDFW��ZKLFK�
LV� YLVXDOL]HG� E�� VRXUFH� GRPDLQV� ZLWK�
FRPPRQ�DQG�XQLYHUVDO�WKHPHV��8QGHU�WKH�
OLJKW� RI� FRJQLWLYH� OLQJXLVWLFV�� WKH� EUDQG�
LGHQWLW��LV�XQYHLOHG�WKURXJK�WKH�DQDO�VLV�RI�
SDUWLFXODU�DGYHUWLVHPHQWV�RI�HDFK�FRPSDQ���
DQG�WKLV�DUWLFOH�LV�DQ�H[SHULPHQW��

7KH� ODQJXDJH� SRVVHVVHV� LQKHUHQW�
SRZHU� WR� HYRNH� WKH� LQWHQWLRQV� WKDW�
PDQXIDFWXUHUV� DLP� WR� FRQYH�� DERXW�
WKHLU� SURGXFWV�� H[WHQGLQJ� EH�RQG� YLVXDO�
DQG� DXGLWRU�� HOHPHQWV�� &RQFHSWXDO�
PHWDSKRUV� KDYH� WUDQVIRUPHG� SURGXFWV�
from�speci�c�objects�into�various�abstract�
LGHDV�� 6XEVHTXHQWO��� WKHVH� FRQFHSWV�
DUH� GHVFULEHG� WKURXJK� REMHFWV� FORVHO��
DVVRFLDWHG� ZLWK� KXPDQ� H[SHULHQFHV��
OLQNLQJ� WR� SK�VLRORJLFDO�� QDWXUDO�� DQG�
VRFLDO�FRQWH[WV�
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