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Foreword
The aims of our EU-funded project “Exploring Multimodal Metaphor in
Advertising” are to assess the effectiveness of figurative messaging (i.e. the
use of metaphor and other types of figurative language) in advertisements via
a series of experiments, and to share our findings with professionals and
practitioners.
We have carefully analysed the use of metaphor in different forms of
advertising, from logos to printed adverts and Internet videos. We have looked
at basic multimodal elements such as colour and spatial arrangement, as well
as more complex combinations of different images into one single gestalt. We
are interested in discovering how these different multimodal elements affect
speed of processing, appeal and the perceived effectiveness of an advert.
After testing our hypotheses with participants from UK, Spain, Hong Kong and
Mainland China from 2015 to 2017, we have found similar patterns of
understanding across the globe, but also relevant cultural differences in the
associations made by viewers. Advertisers could benefit from exploiting these
universal patterns in their advertising campaigns, especially if the aim to reach
a wide multicultural audience in a global market. However, at the same time,
advertisers need to produce advertisements that reflect the idiosyncrasies of
each culture if they want to penetrate the market. Our findings should help
them to develop more culturally appropriate and ethical advertising
campaigns.
Our results have the power to improve the practice of professionals working in
the field. Two years of EU-funded research have inspired us to find ways to
share our knowledge with professionals and practitioners developing global
advertising campaigns and brands. From metaphor to metonymy, through the
use of colour, orientation, and image representation, in this guide we offer a
number of practical tips designed to help marketers to engage better with the
emotions of the audience, and we also raise some red flags to anticipate
possible communication pitfalls.

2

Everyday Creativity in Communication. The advertiser’s playbook
By Paula Pérez Sobrino & Jeannette Littlemore with the support of the European Commission (Marie Curie fellowship
“Exploring Multimodal Metaphor in Advertising”, project ref EMMA-658079)
Available at: https://multimodalmetaphor.com/guide-for-advertisers/

Content Overview
Who is this guide for?
A bit about us
Chapter 1. Metaphor and metonymy in advertising
1. Metaphorically speaking
2. Metaphorically seeing
3. Metaphor makes better advertising
4. Is metonymy useful for advertisers?
5 Our project “Exploring Multimodal Metaphor in Advertising”
6. Hands-on: A story of success: Roopra Medical
Chapter 2. Adverts around the world (forthcoming)
Viewing adverts in UK, Spain and China
Lost in translation: Food adverts in Spain and China
Hands-on: How to spot metaphor and metonymy in advertising
Chapter 3. Colours, logos and emotions (forthcoming)
Idioms involving colour
Crosscultural variation
Applying colour-emotion association to the understanding of logos
Hands-on: Rethink your logo
Chapter 4. Tasting with your ears: sound symbolism in advertising
(forthcoming)
Speech sounds with universal meaning?
Applying iconicity to advertising
Hands-on: Let’s play with sounds
Chapter 5. Going viral: what makes us like and share? (forthcoming)

3

Everyday Creativity in Communication. The advertiser’s playbook
By Paula Pérez Sobrino & Jeannette Littlemore with the support of the European Commission (Marie Curie fellowship
“Exploring Multimodal Metaphor in Advertising”, project ref EMMA-658079)
Available at: https://multimodalmetaphor.com/guide-for-advertisers/

Who is this guide for?
Although the estimates vary, there is no doubt that we are exposed to adverts
on a daily basis. The most conservative estimatesi suggest that we see up to
678 adverts every day. However, there is additional evidenceii that suggests
that this figure might rise to 3,000 or even 5,000 adverts per day (Walker
2015). Interestingly, different studiesiii have concluded that barely half of them
are noticed, and less than 1% make a real impact of consumers.
Every organisation (from professional companies to public institutions,
from political parties to sport teams, and/or charitable or profitable
associations) needs a memorable, coherent, and meaningful brand to appeal
to their targeted audiences. The problem arises when an advertising
campaign fails due to an unknown reason, and this is only learnt later on, with
no clear and specific insights into why it happened.
Our aim is to introduce professionals to a number of good practices
and possible pitfalls so that they can make informed choices about the design
of their campaigns, anticipating their possible outcomes before spending lots
of money on potentially faulty advertising messages. For professionals
working in the world of advertising, we offer in this guide a number of
strategies to enhance the power of an advert by exploiting the vast array
of available multimodal options in a conscious way.
We also have something to offer for the lay viewer. In this guide we
invite you to think about what you see in an advert. What do you see? What
does it mean? How do you feel about it? Making an advert is a very complex,
time-consuming and expensive process; therefore, every element, from
colour, to the display of lines and images in an advert are thoroughly thought
through (or at least they should be). This guide will help to raise awareness
of the meaning behind the different elements in an advert, and should
also provide a number of tools help you apply a critical eye to the adverts
you see.
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A bit about us
Jeannette Littlemore (left) and Paula PérezSobrino (right) have been working together
since 2014 on exploring the ways in which
multicultural audiences make sense of
advertisements. Their research has three
main pillars: an interest in non-literal
language (which in advertising is almost
pervasive), a focus on the creation of
meaning and emotions at the intersection of
words, images and sounds (which is what
makes an advert the perfect “multimodal”
medium) and an interest in crosscultural
variation, which a particular focus on
speakers of English, Spanish and
Mandarin/Cantonese.
Thanks to the EU-funded project “Exploring Multimodal Metaphor in
Advertising” (2015-2017) based at the University of Birmingham (UK), they
explored the combination of metaphor and metonymy in advertising and
measured their impact on the interpretation, speed of comprehension and
general effectiveness of advertisements in participants with a British, Spanish,
and Mandarin background. Their experiments combined reaction time studies,
self-reports, and interviews to ascertain how, when and why emotions are
induced in advertisements and to determine the type, intensity and duration of
emotions that are experienced in response to different types of advertising.
“Exploring Multimodal Metaphor in Advertising” was the first broad-scale study
to investigate how figurative complexity affects speed of comprehension and
appreciation of the message being conveyed. It provides valuable information
for advertising agencies, NGOs and charities on the advantages, or
otherwise, of introducing figurative complexity into their campaigns. Findings
have been shared with people working in the field of advertising and
marketing through training events and online materials (more information can
be found in the project’s website, www.multimodalmetaphor.com), detailing
examples of good practice and possible pitfalls regarding the use of figurative
language in advertising campaigns that are designed to target a multicultural
audience. Their training materials can be incorporated into PR and social
media strategies in order to increase their appeal to a range of diverse
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audiences, and to avoid unexpected interpretations from consumers from
different countries.
Paula and Jeannette have collaborated with several local SMEs in the UK that
have shown interest in this line of research, such as Big Cat Advertising and
Creativity (Birmingham and London, UK), Roopra Medical (Birmingham, UK),
and Creative Semiotics (London, UK), and are currently expanding their
professional network, with specific funding to enhance the impact of the
fellowship among professionals working in the field of advertising.
Website: www.multimodalmetaphor.com
Email: j.m.littlemore@bham.ac.uk, paula.perez.sobrino@upm.es
Twitter: @paulapsobrino
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CHAPTER 1:
Metaphor and metonymy in advertising

1. Metaphorically speaking
In this chapter we are going to introduce you to the power of metaphor to
create successful advertising campaigns. A metaphor is a figure of speech in
which an idea is described by comparing it to something else. We often
encounter metaphor in literature, as in Shakespeare’s famous “all the world’s
a stage” speech, in which life is compared to a theatre play. But besides
evoking powerful and creative comparisons, we find metaphor structuring our
everyday speech.

For example, when we are explaining a
complicated issue to someone, we aim to
“shed light on the issue”. This expression
involves metaphor: we might conceive of
an intricate notion as a dark room, where
we can see what is ahead and find the
way out only by lighting a torch. This is
why we sometimes think of
understanding as seeing something, as
in “I see what you mean”, even though
your sight is not literally impeded when
debating a convoluted topic.
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Another interesting example is the
expression “I’m running low on
energy” in order to convey that we
are tired. In this case we understand
this sentence because we make use
of our knowledge of how machines
work to understand how a person
feels. When a machine is running out
of energy it ceases to work, which is
also what happens when someone is
tired and needs to “recharge the
batteries”.

Have you ever encountered “a deeply
rooted idea”? If so, that probably means
you have found a belief that is wellestablished and difficult to be replaced
by a new one; just as a tree with strong
and deep roots would remain through the
passing of years.

What can we learn from these three examples of metaphors in language?
(1) Metaphors are not exclusive to poetry, but they are present in our
everyday speech.
(2) Metaphors help us to understand very abstract topics, such as thought
processes, emotions, or feelings.
(3) More interestingly, metaphors can also be found in pictures. As a
mechanism of thought, they can be manifested across several media, from
text, to images, sounds, music, gestures, film, dance…And this is where their
power lies.

2. Metaphorically seeing
Metaphors don’t just appear in language but are also present in all forms of
communication. We are often exposed to metaphors without even noticing.
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For example, did you pick up on the fact that the world-famous HBO show
“Game of Thrones” is built upon a metaphor?

The conquest of the Iron Throne unfolds
across a series of battles, wars and
political maneuvers, which in the show is
structured as if it were a game of
strategy. It is Cersei Lannister herself
who makes this connection explicit in the
first season: “In the game of thrones, you
win or you die”, meaning that there is no
way to survive other than by taking an
active role in the fight for the Iron Throne.

Let’s move now to a different genre. Take
a close look at this political cartoon. What
do you see? You might need to turn over
the page several times to realize that there
are two famous Donalds being hinted at
simultaneously in this picture: one is
Donald Duck and the other is Donald
Trump. We know that because in one
case, the beak is the most prominent
feature of ducks. Interestingly, the same
orange shape in a different spatial
arrangement also looks similar to the
hairstyle of the President of the United
States, which also happens to be a
prominent feature of him as a cartoon
character.

Notice now, however, that this cartoon is not (primarily) about comparing the
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duck to the politician. This cartoon is about making one single element stand
for two different wider ideas (beak for duck, and quiff for a particular
politician). These are examples of metonymies, which are another type of
non-literal language (or figurative language), just as metaphor is.
Unlike metaphor, which draws attention to similarities between unrelated
entities or events, metonymy is a process whereby one entity or event is used
to refer to a related entity or event. For example, ‘Hollywood’ can be used to
refer metonymically to the mainstream film industry in the United States
(Littlemore, 2015). Traditionally, metonymy has not been considered as a
creative device in the same way as metaphor, but recent research has shown
that it can indeed serve as a powerful creative resource in everyday
communication (Littlemore and Tagg, 2016). Research into the potential of
metonymy to offer creative links between the product and its promoted
features is as yet sparse, but the few studies that exist highlight that the
systematic use of metonymy in advertising offers promising avenues for
further research.
Now this is when things get really interesting. We have seen that metaphor
and metonymy exist in images, and in fact, they can combine and appear at
the same time in the same cartoon. Will you be able to spot them? Let’s have
another look at another Donald Trump cartoon, where he is depicted in full:
We see here a couple
sleeping in the same
bed. One is Donald
Trump, the president of
the United States, and
the other is the Statue
of Liberty, which is often
used as a symbol for
the United States
population.

The expression on the face of the Statue of Liberty suggests that she has
woken up in bed with an unexpected partner after a (possibly drunken) onenight stand. On her face, we see the horrified reaction on the American
people on waking up the following morning and realizing that they have just
‘got into bed with’ Donald Trump. Here the reaction on her face stands
metonymically for that of the American voters. Whereas metonymy has the
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power of evoking a much wider idea just by representing a smaller part of it
(like an iceberg), a metaphor connects two different ideas in a creative and
evocative way (like a bridge).
This section cannot be closed without another politically-related example. In
the Netflix show “House of Cards”, Kevin Spacey plays the role of a fictional
President of the United States, Frank Underwood, with an unquenchable thirst
for power. Heavily inspired by Machiavelli’s Prince, Underwood is ready to do
whatever it takes to stay in power at any cost. Here it is one of his most
famous quotes:

Let’s analyse this quote in more detail. As in Cersei’s example, the quest for
power is here structured in terms of something different. Whereas in Game of
Thrones it was conceived of as a (deadly) game, here it is metaphorically
structured as the animal kingdom, where the diplomacy and set of laws
characteristic of the world of politics are replaced by “one rule”.
This is a heavily complex metaphor, that can be broken down into more
specific correspondences: in the context of the White House, the ‘top of the
food chain’ is the presidency; successful politicians are ‘hunters’; the rest are
‘prey’ that will feed the stronger and surviving species.
One more thing: Did you notice that the US flag is turned upside down?
Similar to the example of the Statue of Liberty, this flag constitutes a visual
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metonymy for the US government. What is more, our experience tells us that
things that are upside down do not usually work properly. This knowledge is
activated by the visual metonymy and prompts a number of assumptions
about the type of political practices we should expect to see in the show.
Having seen metaphor and metonymy at play in language and visuals, let us
now look at how they work in advertising.

3. Metaphor makes better advertising

Metaphor is a highly noticeable, persuasive and powerful form of
communication that has been shown not only to improve brand recognition
and recall, but also is an important factor in shaping consumer
preferences.
Metaphor works very well in advertising because it shares the same logic as
advertising. Both metaphor and advertising involve the connection of two
ideas that are different; specifically, in advertising, the two ideas being
connected are (a) the product with (b) a well-connoted scenario, with the
ultimate goal of creating a positive image of the promoted commodity.
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Take a look at this example of a
multimodal metaphor, A SHOE IS
A HOT AIR BALLOON. The
information about the product and
what is said about it can be found
both in both the words and the
images (i.e., in two distinct
modes): a picture of the ropes and
basket of a hot air balloon in the
sky (visual mode) plus the word
“lightweight” (verbal mode) for
HOT AIR BALLOON; and the
picture of the shoe and the name
of the brand for SHOE.
This metaphorical mapping
produces only one entailment: that
the shoe is so light that it can
‘make you feel like flying’.

There are a number of reasons why metaphor is used in advertising:
(1) Metaphor provokes mental images, which can be used to package and
convey a large amount of information in an efficient manner.
(2) Metaphor allows indirect expression. People like to find out meaning for
themselves. Adverts that flesh out all the meaning at once are found to be
boring and less likely to engage potential consumers, whereas adverts that
hint part of the information and invite viewers to reconstruct the rest of the
advertising message have been found to be more appealing.
(3) Metaphor triggers indirect evaluation. Because no one likes to be told
what to do, adverts that only show part of the message and guide viewers in
the interpretation of the advertisement through a metaphor are more likely to
be better appreciated. And more importantly, those feelings are directed
both to the advert and the product in question.
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(4) Metaphor is a natural component of thought, and is thus evident beyond
language. Intangible entities are often described metaphorically. For example,
positive experiences are metaphorically ‘up’, and negative experiences are
metaphorically ‘down’; emotional closeness can be construed as ‘warmth’ and
emotional distance as ‘coldness’. Metaphor is thus ‘embodied’ in that it
corresponds to our very basic, physical experiences of the world. In other
words, humans experience a ‘gut’ reaction to metaphor, which is not
experienced with more literal forms of communication.
(5) Due to its embodied nature, metaphor has been shown to be more likely to
provoke an emotional response than literal forms of expression, and this
may help the recipient to develop a more personal relationship with an
advertisement.

4. Is metonymy useful for advertisers?

Short answer: YES! A recent study of 210 advertisements (Pérez-Sobrino
2016) showed that metaphor rarely occurs in advertisements on its own (only
in 11% of the cases analysed). The study also drew attention to the fact that
the role played by metonymy in advertising has been underestimated: 17% of
the adverts analysed contained metonymies.
Metonymy is also suitable in advertising because it makes you think of the
whole by just evoking one of its parts, and this saves money for the
advertisers and cognitive effort for the viewers. It can lead the viewer to
reconstruct the whole advertising message, infer the wide array of attributes
of a product, or simply reflect on the benefits of the product by just hinting a
part of it. Take a look at this Chinese advert for “super soft” mattresses:
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This is an example of metonymy: NOSE FOR PERSON, in which the single
representation of the nose gives access to the idea of the person sunk into
the mattress, which emphasizes the softness of the mattress. One might also
note the hyperbolic nature of this visual representation, which equates ‘lying in
bed’ with ‘sinking into the bed’ due to the extreme softness of the promoted
mattress.
As we have seen before, metaphor and metonymy can work together in
advertisements. Actually, this happens in the vast majority of cases: the study
mentioned before showed that in almost 40% of the cases, metaphor and
metonymy worked together in the construction of an advertising message.
Let’s have a look at metaphor and metonymy in a real advertisement:

This is a Chinese advert for a
hairdryer. The message conveyed
by this advert is, presumably, that
the best feature of this hairdryer is
that it has a powerful air blast. In
order to do this, the main image in
this advert connects two dissimilar
objects via metaphor: a boxing
glove and a hairdryer.
Notice that the boxing glove is
only a part (a metonymy) of the
boxer, which also stands for
strength.
15
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The fruitful combination of metaphor and metonymy in this advert has a twofold benefit for conveying the advertising message: (a) it has a simple, clean,
and straightforward message thanks to the metonymy, which creates at the
same time (b) powerful and evocative image because it connects two
disparate ideas via metaphor.

5. Our project
“Exploring Multimodal Metaphor in Advertising”

EMMA

Exploring Multimodal Metaphor in Advertising

DEPARTMENT OF
ENGLISH LANGUAGE
AND APPLIED LINGUISTICS

Our project EMMA (“Exploring Multimodal
Metaphor in Advertising”), funded by the
European Commission within the Marie S.
Curie fellowships scheme (ref: EMMA658079), explored the combination of
metaphor and metonymy in advertising
and measured their impact on the
interpretation, speed of comprehension
and general effectiveness of
advertisements. While current research
addresses metaphor in language and
images, little work has been done on the
combination of metaphor and metonymy in
the multimodal context of advertising,
where they play a key role.

In particular, our project looked for specific answers to the following two
questions:
1. Is it better to use metaphor and metonymy alone or in combination?
Is metaphor on its own understood faster than if appears in
combination with metonymy, or other metaphors? This might be
relevant for types of advertising where the time of exposure is short,
such as road billboards. However, might viewers find single metaphors
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boring because they are too basic? The answers to these questions
are not straight forward, and may even contradict one another. We
provide specific answers in terms of time of processing, appeal, and
perceived effectiveness of metaphor and metonymy alone and in
combination.
2. How do responses to metaphor vary cross-culturally?
Given today’s increased levels of international connectedness, a
central concern of businesses is how to market and advertise products
and services effectively across different cultures and languages. But
how can advertisers be sure that their message is going to be
perceived in the same way across the globe? How is it possible to
achieve a balance between universal patterns and cultural
specificities?
In order to answer these questions, the EMMA fellowship assessed the
level of figurative complexity in English, Spanish and Chinese advertisements,
and explored the relationship between the figurative complexity of the
advertisement and people’s ability to comprehend them, and their perceived
effectiveness. This diagram summarises the design of our project:

Methodology
Our project comprised five stages:
(1) We first selected appropriate advertisements from the UK, China
and Spain to analyse in detail the types of figurative language used.
(2) We then collected data from 90 participants (30 from each country)
on speed of understanding, as well as perceived appeal, and post-hoc, semistructured interviews to ascertain participants’ perceptions of each
17
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advertisement. Data collection took place in Birmingham (UK), in Logroño
(Spain), and in Ningbo (China).
(3) Once data collection was finished, we conducted a quantitative
analysis to establish the relationships between figurative language used, the
number, nature and complexity of interpretations, the speed of
comprehension and appeal of the advertisements, as well as the degree of
cross-cultural variation.
(4) In the subsequent qualitative analysis of the interview data, we
investigated the number, nature and complexity of the interpretations provided
by the participants from the three different nationalities to identify variation in
the interpretation of the advert and the understanding of the product and
associated attributes.

Results

Our key findings are the following:
1. Complex metaphor-metonymy combinations are processed faster.
Our findings indicate a negative relationship between figurative
complexity and response time: adverts containing complex metaphormetonymy combinations were processed faster than adverts containing
metaphor and metonymy on their own. These results contradicted our
initial expectations, as we predicted that the simple operations would
be processed faster. This finding suggests that advertisers need not
worry too much about making their advertisements so creative that
they will go over people’s heads; people will find meaning in such
advertisements no matter what, and it will not necessarily take them
long to do so.
2. Complex metaphor-metonymy combinations are more strongly
appreciated. Complex figurative operations were perceived as more
appealing (but not necessarily convincing). Descriptive results show
that metaphor and metonymy in isolation are scored lower for both
appeal and effectiveness. These results support our hypothesis and
are reassuring for advertisers; potential consumers are unlikely to be
put off by figurative complexity.
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3. Participants find pleasurable what they think is convincing, but
they look at these advertisements for shorter periods of time.
Appreciation and perceived effectiveness were strongly related in a
positive way, and both correlated in a negative with reaction time. In
other words, people tend to like what they think is true (or the other
way round), and this results in shorter processing periods.

4. Nationality accounts for variation in terms of speed of processing,
appreciation and perceived effectiveness of advertisements.
British participants were found to respond significantly faster to the
advertisements, whereas the Spanish were more likely to rate
advertisements higher for appreciation and effectiveness. Likewise,
significant differences between the three groups were found for how
pleasurable and convincing they considered the advertisements to be.
In particular, Chinese subjects rated metonymy significantly higher,
whereas the Spanish and the English preferred combinations of
metaphor with metonymy. Finally, we also observed consistent
differences across the three nationalities with respect to the extent to
which their appreciation of the adverts was related to their ‘perceived
effectiveness’. In particular, Spanish participants showed a visible
tendency to rate everything higher for appreciation and effectiveness,
followed by the English and the Chinese.
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For example, the mean reaction times per
nationality for this specific advertisement
reflect the trend observed. The UK
participants responded most quickly
(4775ms), followed by the Spanish
(11,104ms) and the Chinese (12,906ms). A
possible reason to explain the differences
between the two extreme positions can be
found in the responses provided by the
participants. Whereas 45% of English
participants got the message “food is
tasteless without Heinz” (only 11% reported
that they did not understand the message),
only 26% of the Chinese participants
understood it in that way. Chinese
participants thought it was a rather
ambiguous advertisement as in almost in
half of the occasions they admitted not
understanding the advertisement (45%).
They produced a wider range of alternative
interpretations to account for the meaning of
the advertisement: environmental protection
(3%), decorative material (3%), and cleanser
(3%).
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Curiously, when discussing
appreciation more specifically,
Chinese participants expressed a
strong dislike of the advertisement
shown here, which is an example
of a metaphor (CHINA IS AN
ICEBERG) in combination with a
metonym (THE TEMPLE OF
HEAVEN FOR CHINA). They
found it too cryptic and difficult to
understand (15.39%). The ratings
for appreciation of this advert
mirror the overall tendency of
appreciation for the three
nationalities, with Spanish
participants rating higher (4.07/5);
English participants giving
intermediate values (3.97/5), and
Chinese participants reporting the
lower ratings (3.07/5).
TUI. “The Temple of Heaven is not China”

A case in point to reflect the cross-cultural variation in the interaction between
reaction time and appreciation is this Chinese advert of ice-cream, which was
the one that attracted the most “I don’t like it at all” responses from the English
participants (7/30).
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KAKU. “Pure milk ice cream”

The lower average appreciation score by the English participants (3.17/5,
compared with Chinese 3.67/5; and Spanish, 3.79/5) corresponds directly to
the time taken to decide on the meaning of the advert: English, 4504 ms;
Chinese, 6807 ms; Spanish, 5380 ms. In contrast to the main trend observed,
in this specific case there seems to be a straightforward relationship between
the appreciation rating and the time taken to process the adverts, at least in
the English case. Unlike their Spanish and Chinese counterparts, English
participants were the only ones to highlight that this would not be an
appropriate advert for certain audiences, like vegetarians or vegans (12%),
even though they acknowledged that the advert is not for a meat-based
product. This observation could probably explain the drop in the appreciation
ratings for this specific picture.
These findings suggest that advertisers should factor in the amount of
figurative complexity, and the nature of the figurative operations that they
employ when honing their advertising campaigns to meet the needs of
different national and cultural groups.
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6. A story of success: Roopra Medical
In this last section we would like to present practical ways in which advertisers
can implement the content of this guide into their businesses. We met Bob
Roopra, founder of Roopra Medtech Consulting, in a workshop we gave at the
University of Birmingham in March 2016 entitled “Figurative Language in
Business”, in which we talked about our project to different SMEs operating in
the West Midlands (UK).
The challenge
A couple of days after our workshop, Bob contacted us to talk about specific
ways in which we could rebrand his company. In Roopra Medtech Consulting,
Bob provides commercialisation guidance for medical technologies in order to
help new and existing organisations to develop sustainable business plans.
He was concerned that the name of his company did not communicate the
mission of the company properly, and that the design of his logo did not
project an image of the company aligned with the type of cutting-edge
consulting services provided.

Roopra Medtech Consulting
Commercialising Innovative Medtech

Thus, the challenge was to change his logo at the time into a more meaningful
and impactful brand.

Where to start?

We organised a meeting with Bob to learn more about his vision of the
company, as well as the ways in which he wanted to rebrand the personality
of Roopra Medtech. We asked him four specific questions:
(1) What does the name convey?
Deciding on a self-explanatory, straightforward name for your
company is crucial to attract potential customers, as you might not
have a chance to explain what the services that you actually offer are.
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We were concerned that the name Roopra Medtech was not clear
enough to appear in Internet searches, and thus advised reframing it.
(2) What is it that you do?
On some occasions it might be useful to have a logo statement
“captioning” the name of the company. Adding a logo statement has
the additional benefit of further specifying the spirit of the company, in
case the name was not clear enough. Bob’s original logo statement
was “Commercialising Innovative Medtech”, which in our opinion was
not accurate enough, as what he actually provided was consultancy on
medical technology. Once again, this posed some problems in placing
the brand among the top results in Internet searches.
(3) How does the logo convey its information?
It is not just the name that communicates the soul and personality of a
brand; fonts play a relevant role too. There is a growing body of
research that shows that bold fonts are usually associated with
strength and boldness, italics with dynamism and speed, and curvy
letters with softness and elegance. We noticed that Bob had used a
Helvetica in his original logo, and thought it would be useful to
consider adding extra value to the brand by tweaking the font.
(4) How does it speak to people?
This is probably the most difficult question, as it tries to capture the
inner personality of the brand that Bob wanted to sell. He wanted a
modern, meaningful, and impactful new logo that represented the
essence of his company (that’s a metonymy!), that had a strong visual
component that would stand out among his competitors (and that’s
probably via a visual metaphor).
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• Rethink the
name

• Rethink the
logo
statement
What does
ou name
say?

What is it
that we
do?

How does
it speak to
people?

How does
the logo
convey
this?

• Rethink the
logo

• Rethink the
font

As you can see from the diagram, this is a process that requires a holistic
approach: one cannot just change the font and expect that the whole logo will
immediately make much more sense. Rebranding a company requires careful
reflection and analysis of the ways in which words, images and sounds will
work together to get your message across to your targeted audiences.

Rethinking the name

The first step of the process was to look into the name of the company,
Roopra Med Tech, and explore whether it communicated in a clear and
straightforward way the services offered.
We concluded in our initial analyses that the original name had both
advantages and disadvantages. On the plus side, Roopra Med Tech contains
a light form of alliteration, i.e., the occurrence of the same letter or sound at
the beginning of adjacent or closely connected words. That is the case in
“Roopra” (two r sounds) and between “Med” and “Tech”. Alliteration is usually
regarded as a positive thing, because it makes the name easier to remember
and adds a layer of creativity that arouses positive feelings towards it.
However, and spite of the easy-sounding name, Roopra Med Tech was not a
specific, nor a self-explanatory name, for two reasons. First, “med tech” is a
common term for any kind of occupation related to medical laboratory
technician work. And second, the name leads hearers to believe that Roopra
Med Tech is a provider of either personnel or equipment, while in reality it
provides consultancy for specialists in the field.
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The solution we offered was a more accurate reframing of the name: Roopra
Medical: Specialists in Medtech commercialization. The new name has
two components: a title (“Roopra Medical”) that sets the focus on the field of
medicine, which is more likely to attract a wider range of companies seeking
consulting services than “Medtech”; and a logo statement that contains the
main keywords of interest (“Specialist in Medtech commercialization”), which
further specifies the exact nature of the services provided (acting as an
intermediary between suppliers and specialists working in the field). While the
title has the advantage of being broad enough to appeal to a wider audience,
the constraining power of the subtitle provides a clearer idea of what the
company does and ensures a higher positioning in Google searches.
Rethinking the font
The second step in our rebranding strategy consisted in looking at the
meaning evoked by the font type. Font type is made of shapes that can
convey meaning: italics resemble an arrow, that is likely to remind us of the
notion of speed. Bold letters look heavier and more stable that light letters.
Serif often implies elegance and sophistication, as opposed to the sans serif
version of a font, which in turn evokes pragmatism and sometimes hints at
modernity. In her book, “Why Fonts Matter”1, Sarah Hyndman reviews the
meaning conveyed by different font types, and how they influence consumer
choices. She envisions fonts as having different personalities that can create
trust or mistrust, give you confidence, make things seem easier to do or even
make a product taste better.
In line with Hyndman’s work, we reviewed the type of imaginary associations
triggered by the original font, Arial. Even though we appreciated the suitability
of a sans serif font for a company operating within the medtech field, we
thought that Arial was far too basic to stand out among competitors. We
suggested using the font Avenir.

1

https://www.amazon.co.uk/Why-Fonts-Matter-SarahHyndman/dp/0753557231
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Avenir is a modern, neat, and light font with clear angles. We believed it
connected very well with the spirit of medtech consulting, and that this
enhanced the personality of the brand. We also replaced the original
lowercase letters with uppercase letters, as they not only increase the visibility
and readability of the name, but also convey an idea of the market share of
the company with respect of competing consulting companies.

Rethinking the logo

One of the main lessons learnt in our project “Exploring Multimodal Metaphor
in Advertising” was that images and colours are key components in promoting
the memorability and the appreciation for a brand. We thus introduced a new
component: a visual logo.
Our main goals in the search for a visual logo were (1) to find an image
related to the field of medicine (metonymy) to make the connection between
the company and the services provided more straightforward; but also (2) to
find an image that said something positive of the company (metaphor), as it
has been shown to evoke more positive attitudes from viewers towards the
brand.
We found that a pill was a good
choice for a visual logo. Pills are
related to the world of medicine, and
thus they meet the first requirement.
But more importantly, pills contain
small doses of medicine that help
patients to restore their health. This
can be compared with the advice
provided by Roopra Medical
(requirement 2): they provide small
pieces of advice that are geared
towards improving medtech
environments such as hospital
laboratories.

Regarding the use of colour for the
logo, we designed a black and white version and a colour version. The fact
that the pill is split in two halves with different colours makes it easier to the
two parts Roopra Medical to stand out. For the colour version, we chose blue
and orange for the two halves of the pill. This colour combination is
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sometimes seen for pills, thus facilitating the recognition by viewers. More
importantly, the associated emotional connotations of both colours are
coherent with the spirit of the brand. According to a study we conducted with
English and Cantonese participants on colour-emotion associations, we found
that the colour blue conveyed “calm”, “stability”, and “seriousness”, whereas
orange was more likely to be associated with a “energetic” and “cheerful”
company. These associations were common in English, and also for
Cantonese viewers (yet with some nuances). Most of the participants in Hong
Kong associated blue with “calm”, but also with “comfortable”, a feature that
might not work very well with a medtech company. In the case of orange,
Cantonese speakers thought it was ideal to convey “energetic” and “cheerful”
too, but also “sweet” (it probably reminds Cantonese speakers of tangerines).
“Comfortable” and “sweet” might prompt some undesired assumptions of a
cutting edge, proactice medtech company, and therefore the combination of
colours should be slightly reconsidered if Bob Roopra was interested in taking
his company beyond the UK border. However, as Roopra Medical is primarily
invested in UK market, this caveat was immaterial. The combination of blue
and Roopra conveys the trustworthiness of the CEO and staff behind the
brand, whereas orange with “Medical” evokes more face-to-face interaction
and personal attention with customers, which is something crucial in the field
of consultancy.

Final result
This is the final result of our process of rebranding Roopra Medical. A great
deal of the success of the design lies in the continuous conversation we
maintained with the CEO of the company, who was involved in the process.
This was a key component to ensure the coherence among the meaning
evoked by the words, images, colours and sounds.
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This is what Bob Roopra, CEO of Roopra Medical, said when we presented
the new logo to him:
“What particularly adds value in the first instance is the understanding the
metaphors and metonyms add a surprise difference. In a digital age a
company can appear any size by the power of vocabulary and stories; I have
used this to enable small start-up companies to appear larger than they
actually are, which in the medical technology space is a major benefit when
attracting first customers. Using this approach enables them to share their
ability and thought processes in the same way as multinationals.
This alone is not enough, though. Vocabulary is important but what really
brings it all together is the addition and understanding of communicative
symbolism. Many multinational healthcare companies spend a large amount
of money performing minor updates on their brand symbolism. It is important
to think not only about colour, but also about the shape of the logo, and even
the thickness of its border (a thick border can act as a metaphor for
protection, helping make customers more confident that they are in safe
hands). As we hope to have shown in this introductory guide, figurative
messaging extends well beyond words, and can be found in all forms of
expression that engage the senses. These include: colour, images, font,
texture, sound and smell.
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Epilogue
This guide is just a first step towards establishing a productive conversation
with professionals working in the field of advertising, and with lay viewers who
are interested in adverts. We firmly believe that if advertisers are fully
aware of the hidden power of metaphor, metonymy, sounds, colours and
shapes, they would greatly enhance the scope and power of their
advertising campaigns, while retaining the cultural subtleties that help
to connect with local audiences. Furthermore, a fruitful conversation with
viewers would help to raise more critical attitudes towards advertisements and
products, which would lead to extremely valuable information for professionals
to improve the customer/user experience.
Come talk to us or drop us a line with your thoughts at our email:
Paula.perez.sobrino@upm.es
j.m.littlemore@bham.ac.uk
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