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 تخحب ىيئة تحخيخ السجمة بإســــــيامات الباحثيغ1 وأصــــــحاب الأقلام مغ الكتاب

والسثقفيغ في أقدــــــــــام الفكخ الإســــــــــلامي1 والعمػم الإندــــــــــانية1 والاجتساعية1 
والتعميسيـة والتخبػيـة1 وكـل مـا لـو صـــــــــــــمـة بذـــــــــــــؤون السخأة والسجتسع1 وقزــــــــــــايـا 

السعـاصـــــــــــــخة عمى وجـو العسػم ذلظ  الإنسـاء التخبػؼ والتعميسي1 والبخامج التصػيخيـة
عمى وفق قػاعج الشذــــخ السعتسجة مغ ىيئة تحخيخ السجمة عمى وفق تعميسات 
وضــــػابط الشذــــخ في الـــــــــــسجلات العمسية الرادرة مغ دائخة البحث والتصػيخ في وزارة 

 .التعميع والبحث العمسي الـسػقخة

  
 
 
 
 
 

 

 
 

 

 
 
 
 

 



 

 

  

 في المجلت ضىابط النشر
تتخرز السجمة بشذخ الحػث العمسية الكيسة والأصيمة في السجالات الإندانية1 والتي لع  .ٔ

سغ السحاور ض )بتعيج خصي مغ صاحب البحث(أؼ جية أخخػ  يدبق نذخىا أو تقجيسيا إلى
لتدام بسشيجية البحث العمسي وخصػات الستعارف التعخيف أعلاه 1شخط الإالسذار إلييا في 

 .ميدية بشدبة محجدةجنث بإحجػ المغتيغ العخبية أو الإوعالسيا 1 وتقبل البحػ  عمييا محميا  
 السجمة جسيعيا لفحز أولي مغ ىيئة التحخيخ لتقخيخ مشاسبتيا ىالبحػث السخسمة إل تخزع .ٕ

عتحر عغ قبػل البحث تلتخرز السجمة1 ثع لبيان أىميتيا لمتحكيع1 ويحق لييئة التحخيخ أن 
 .السحكسيغ إلىبسا يتشاسب وسياسة السجمة قبل إرسال  وعجيمتالباحث  ذتخط عمىتبالكامل1 أو 

ػح الفكخة عمل ضوو  بتحقق الدلامة المغػية مع مخاعاة علامات التخقيع1 ومتانة الأسمػ  ضخورة .ٖ
 .ميديةجث السقجم بالمغتيغ العخبية والإنولا  عغ الدلامة المغػية لمبحؤ كػن الباحث مدأن ي

وؼ الاختراص قبل نذخىا1 ذمغ  ءخبخا إلىتخسل البحػث السقبػلة لمتحكيع العمسي الدخؼ   .ٗ
وفق استسارة معتسجة ولا تمتدم  ىػعية والججة والتػثيق عمضلمتأكج مغ الخصانة العمسية والسػ 
سشة في خلاليا إشارات زمحكسييا1 وتخفس البحػث الست ءىيئة التحخيخ بالكذف عغ أسسا

 .تكذف عغ ىػية الباحث
في الدخية الكاممة لعسمية التحكيع تكػن السعمػمات الخاصة بيػية الباحث أو الباحثيغ  لزسان .٘

 .حدبالرفحة الأولى مغ البحث ف
 .التعجيلات الجػىخية السقتخحة مغ السحكسيغ لمبحث بإجخاءيمتدم الباحث  .ٙ
عشج  عجم التعامل مع الباحث مدتكبلا  و القخار  ذيحق لييئة تحخيخ السجمة رفس البحث واتخا  .ٚ

 ظ.لذعج التثبت مغ بوالأمانة العمسية السصمػبة  ىكتذافيا ما يتشافإ
السجمة عشج إخصار صاحب البحث بقبػل لمشذخ1 ولا  لىإتشتقل حقػق شبع البحث ونذخه   .ٛ

مجمتشا1 ولا يجػز لراحب البحث أو لأؼ  إلا بالإشارة إلى  -البحث عغأؼ  -يجػز الشقل 
مػافقة خصية  ىعج أن يحرل عمبأو صحيفة أو دورية إلا  بجية أخخػ إعادة نذخه في كتا

 .مغ رئيذ التحخيخ
1 وشيادة إبجاع وتسيد لمبحػث السبتكخة لمسحكسيغ تقجم رئاسة ىيئة التحخيخ مكافأة خاصة .ٜ

 لمباحثيغ .
أكان في  ءمعتسج السجمة آلية التػثيق الستشػعة فتقبل البحػث بآلية التػثيق باليػامر سػا .ٓٔ

1 أم في نياية البحث1 كسا تقبل البحػث بآلية التػثيق في الستغ بالصخيقة الرحيفة  نفذ



 

 

 APA.بـ  الستعارف عمييا عالسيا  
 البحػث السيجانية أو السعسمية 1شخط أن يػرد الباحث مقجمة يبيغ فييا ظتقبل السجمة كحل  .ٔٔ

 لات أوء1 ومغ ثع يحجد مذكمة البحث في ىيئة مدا وليإشبيعة البحث ومجػ الحاجة 
خصة  وات يتشاول فيءجىا قدسا  خاصا  بالإجخاشعف السفاليع والسرصمحات1 ويقجم يات1 ويعخّ ضفخ 

 .قائسة السخاجع عغ قدع خاص بالشتائج ومشاقذتيا1 ويػرد أخيخا   فزلا  دوات 1 الأو  تالعيشاو  البحث
أكان بحث مشفخدا   ء  لا يجػز نذخ أكثخ مغ بحث لمباحث في العجد الػاحج مغ السجمة سػا  .ٕٔ

 .مع باحث آخخ ا  أم مذتخك
بحث السشذػر في المختػمة مغ  ةبشدخة واحجة مدتم -عشج نذخه -يدود صاحب البحث .ٖٔ

 .العجد
 ػعات1 تأخح بشطخبتحتفع ىيئة التحخيخ بحقيا في أولػية الشذخ في كل ما يخد إلييا مغ مص .ٗٔ

 عج التقػيع1 واعتبارات أخخػ1ب دميع البحث معجلا  تالاعتبار تػازن السجمة1 والأسبكية في 
 .ع تختيب البحػث في العجد الػاحج لمسعاييخ الفشية السعتسجة في خصة التحخيخزويخ

خورة عغ رأؼ ىيئة زعبخ بالتأصحابيا1 ولا  ءعبخ عغ آراتالبحػث السشذػرة في السجمة  .٘ٔ
 .التحخيخ أو الييئة الاستذارية لمسجمة

عبخ  رئيذ التحخيخ1 أو مجيخ التحخيخ سعبإجسيع السخاسلات الستعمقة بالسجمة كافة تكػن  .ٙٔ
بخنامج التمجخام أو عغ شخيق   :wom.sta.uni@aliraqia.edu.iqالعشػان البخيجؼ 

 ٖٜٕٜٗٓٛٚٛٚٓعمى الخقع 
ػعي الحخ واليادغ والبعيج عغ ضلتدام بالبحث السػ خورة الإض ىكج ىيئة التحخيخ عمأت أخيخا   .71

ػعات التي تسذ ضوتشأػ عغ نذخ السػ  ت1تيجع أو السداس بالخمػز والذخرياكل أشكال ال
العربيات الفئػية والصائفية وكل ما يػجب الفخقة وييجد الدمع  ىالتي تجعػ إل ظالسقجسات أو تم

 .السجتسعي

 

 



 

 

  

Author Guidelines دليل المؤلف 

  .نتداب لإمختػم بالختع الخسسي لجية ا )السخفقة 1ستسارة رقع إ(يقجم الباحث شمب خصي  .ٔ
 واحج1 وتكػن  ووج ىعمو  A4) (ورق  ىدخ ورقية مصبػعة مكبػسة عمثلاث نيقجم الباحث  .ٕ

 14بحجع Arabic (Simplified (طسع مغ كل جانب بخ5.2إعجادات حػاشي الرفحة 
ا كان ذإو  .غامق لمعشػان الفخعي 15و  يغامق لمعشػان الخئيد 16لميامر1 و 12لمستغ و 

 . Roman New (Times (طميدية فيكػن بخجالبحث بالمغة الان
 سشيا السخاجع والحػاشي والججاولضة ويكػن مغ حيفوعذخيغ ص ةلا يديج البحث عغ خسد .ٖ

 .فة زائجةحيثلاثة آلاف ديشار عغ كل ص وويتحسل الباحث ما قيست .والأشكال والسلاحق
جيات أخخػ1  ىلإث لع يدبق نذخه1 ولع يقجم لمشذخ يػقع الباحث التعيج الخاص بكػن البح .ٗ

 2).استسارة رقع (ات التحكيع ءإجخا اءانتيحتى  ولمشذخ في الػقت نفدلغ يقجم و 
 .يتعحر الشذخ وبحث وبخلافمالاستلال الإلكتخوني ل بيمتدم الباحث بتقجيع ندخة مغ كتا .٘
 جسيع ءعج إجخاب (CD) بقخص حاسػ  ىبجمب ندخة إلكتخونية مغ البحث عميتعيج الباحث  .ٙ

 .في السجمة التعجيلات السصمػبة وقبػل البحث لمشذخ
مع  صحيفتيغ ىألا تديج عم ىعم العخبية والانجميدية ع البحث خلاصة دقيقة بالمغتيغيخفق م .ٚ

  .الديخة الحاتية
في  كل لقب عمسي وفق السشرػص عميويدجد الباحث أجػر الشذخ والخبخاء بحدب مقجارىا ل .ٛ

بػصػلات رسسية  لمكميةلى الجية الخسسية في القدع السالي الكتب الخسسية ويتع تدميع الأجػر إ
غ و السكيسيتحفع حق الباحث وإدارة السجمة 1 ولا تدتخد الأجػر في حالة رفس رئيذ التحخيخ أ

 و غيخىا.لمبحث السقجم لأسباب عمسية أو لدلامة الفكخية أ
 .ات التي تستاءبالإجخ ثع يُعمع  .يدتمع الباحث إيرالا خصيا بتاريخ مدمع البحث .ٜ

يقجم  أن وة مغ أدوات البحث في الاختبارات أو جسع البيانات فعميا استخجم الباحث واحجذإ .ٓٔ
 .ا لع تشذخ في صمب البحث أو ملاحق ذالأداة ا مظتندخة كاممة مغ 

ى السخفقة عم (3استسارة رقع ) تأليف بثلاثة مقػميغ بخصا إلىتمتدم السجمة بإرسال البحث  .ٔٔ
1 وبخلاف يقجم تاريخ إستلامو لمبحثإسبػعا  واحجا  مغ تع تقػيع البحث في مجة أقراىا أن ي

ثشيغ مغ إيجابيا  باتفاق إػع1 وعشجما يكػن التقػيع العمسي سبالإ خلال ىحاالخبيخ اعتحاره 
 .لغػيا   والسقػم المغػؼ لتجقيق إلى الأقل يحال البحث ىالسقػميغ عم

 
 

 

 
 



 

 

  

Reviewer Guidelines دليل المقىم 

 :لسخسمةاأدناه الذخوط والستصمبات الػاجب مخاعاتيا مغ قبل السقػم لمبحػث 
 :يتسغ الآزتت (4استسارة رقع )وفق استسارة معتسجة لمتقػيع  ىيقػم البحث عم .ٔ

  وىل ؟عمسكعمغ قبل بحدـــــــــب   وـــــــــػع البحث ىل ســـــــــبقت دراســـــــــتضفقخة تتعمق بسػ  -أ
أو استلال مع تحجيج مكان  )ن وججإقتباس الإ ىالإشارة إل( ؟يػجج اقتباس حخفي

 .ستلالالإ
وفق  ىفقخة محجدة صـــيغت عم (24)بــــــــــــــــ  وعش خعبيججول تقػيسي فشي تفرـــيمي  -ب  

ويقػم الخبيخ  1) :(ـــــــــــــعيفض1 :(2)1 مقبػل (3)جيــج  :ليكخت الثلاثي مكياس
بسحتػػ الفقخة وعجم تخك أؼ فقخة بجون  واختيــار واحج مشيا تبعا  لقشاعت ىبــالتــأشـــــــــــــيخ عم

 .إجابة
مكان محجد لسلاحطات الخبيخ الخاصــــــــــــة بتفاصــــــــــــيل البحث1 أو بأســــــــــــاســــــــــــيات  -ت  

 .كي يدتفيج مشيا الباحث )عمسية أو مشيجية( العامة
وفــــــــــق ثــــــــــلاث ى خلاصــــــــــة التقــــــــــػيع الستعمقــــــــــة برــــــــــلاحية الشذــــــــــخ عمــــــــــ -ث  

التعــــــــــجيلات1 أو غيــــــــــخ  ءعــــــــــج إجــــــــــخاب حمشذــــــــــخ أو صــــــــــالح لصــــــــــال)خيــــــــــارات 
 .السحجدة في الاستسارة وفــــــــــق السعــــــــــاييخ ىعمــــــــــ )لمشذــــــــــخ ح صــــــــــال

 ظ.ا حكع بحلذمكان محجد لتثبيت مدػغات عجم الرلاحية لمشذخ إ -ج  
 .خبية والإنجميدية لغػيا  السقػم التأكج مغ تصابق وتػافق عشػان الخلاصتيغ الع ىعم .ٕ
  .أن يبيغ السقػم ىل أن الججاول والأشكال التخصيصية السػجػدة واضحة ومعبخة .ٖ
 .الإحرائي الرحيحب أن يبيغ السقػم ىل أن الباحث اتبع الأسمػ  .ٗ
  .السقػم ىل أن مشاقذة الشتائج كانت كافية ومشصكية حأن يػض .٘
 .السقػم تحجيج مجػ استخجام الباحث السخاجع العمسية ىعم .ٙ
 .بػرقة مشفرمة التعجيلات الأساسية لغخض قبػل البحث حيسكغ لمسقػم أن يػض .ٚ
 ىقـــام بتقػيع البحـــث عمسيـــا عم وعيـــج خصي بـــأنـــتتػقيع الخبيخ عمل الاســـــــــــــتســـارة تسثـــل  .ٛ

دـــــجيل ت بومصمػ  و1 وان البحث يدـــــتحق التقػيع الحاصـــــل عميـــــػعيةضوفق السعاييخ السػ 
 .وفق ما مثبت في الاستسارة ىعم وســـــسإ

 
 

 



 

 

  
 

 

 

 فتتبحيتالإ    

 الصيبيغ وعمى آلو  نبيشا محمد سيجنا و دلام عمىوال ةالحسج لله رب العالسيغ والرلا

 . وبعج.خ السياميغالغُ  ووأصحاب 1الصاىخيغ

 العخاقية الجامعة –ات مبشل التخبيةية مكمجمة ذخف ىيئة تحخيخ تخكة الله تعمى بف

 :والسؤرخ في (ٖٓ )الثلاثػن صجار لإسغ اضباحثيغ مسي والسعخفي لماج العشتبعخض ال

عة الغالية1 في غخاس دموال الشافعة ةاعالقارغ الكخيع البز مشوخف ت1 ليغ/2025يمػلأ

ىحا الإصجار بسػارد العمػم لمجراسات فيو متاز إعاصخ1 متخبػؼ  ندانيإسي عم

ليكػن مخجعا  عمسيا  لمباحثيغ وشلاب العمع .. ونبخاسا  يذع  الستشػعة ندانية والتخبػيةالإ

ق إلى التصػر والإزدىار1 وبمػرة العقػل للإفخاد لمشيػض والتفػ بالإرتقاء بالسجتسعات 

 عمى الرعاب ومػاجية التحجيات في مختمف جػانب الحياة الإندانية ..

ذن الله تعالى مع السديج مغ العصاء كع بإندأل الله تعالى التػفيق والقبػل 1 ونمتكيواخيخا  

 وإياكع لسديج مغ العصاء خجمة لمسديخة التعميسية  الله لعمسي والشتاج السعخفي .... وفقشاا

 

 .... وصمى الله عمى سيجنا محمد وعمى آلو وصحبو وسمع          
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  المستخلص :                                                                                                        

                                                                                                                                           

 حقُذًّ هزٓ اىذساست ححيٍلاً ىَجَىعت ٍخخبسة ٍِ إعلاّبث أصٌبء الأطفبه ٍِ ٍْظىس اىيغىٌبث         

شمّضة عيى م ٍُ ٍفٍت حىظٍف الاسخشاحٍجٍبث اىيغىٌت واىبصشٌت ٍعبً ىبْبء اىَعْى، واىخأثٍش اىَعشفٍت، 

عيى الإدساك، وحشنٍو سيىك اىَسخهيل. وحعخَذ اىذساست عيى ّظشٌبث اىيغىٌبث اىَعشفٍت، وححذٌذاً 

ّظشٌت الاسخعبسة اىَفبهٍٍَت )لامىف وجىّسىُ(، ودلالاث الإطبس )فٍيَىس(، وّظشٌت ٍخطط 

هزٓ اىذساست اىخفبعو بٍِ اىيغت واىفنش واىصىس اىبصشٌت فً إعلاّبث أصٌبء اىصىسة. وحسخنشف 

  الأطفبه                                                                               

حعخَددذ اىذساسددت عيددى اىددْه، اىْددىعً، ببسددخخذاً ححيٍددو اىخطددبة ٍخعددذد اىىسددب ط ىذساسددت عٍْددت         

علاّبث اىَطبىعت ىعلاٍبث حجبسٌت ههٍشة لأصٌبء الأطفدبه. وحبحدل اىذساسدت فدً مٍفٍدت هبدفت ٍِ الإ

بْددبء ٍفددبهٌٍ ٍلددو اىهىٌددت، اىجددْو، اىَددشب، واىلقددت،  بْددبءا ٍجبصٌدًدب ىجددزة  ددشاساث مددو ٍددِ الأطفددبه 

واىببىغٍِ، وخبصدتً اَبدبء .و ٌشُمّدض اىبحدل عيدى دوس الأطدش اىَعشفٍدت اىلقبفٍدت، ٍلدو اىطفدو اىَلدبىً 

حبٍِ ىيَىضت، ومٍفٍت فهَهدب ٍدِ خدلاه اىىسدب و اىْصدٍت  َُ الأٍّق، واىفخٍبث أو اىفخٍبُ اىَغبٍشٌِ واى

واىبصددشٌت .مَددب حهددخٌ اىذساسددت  بطبٍعددت جددْو اىطفددو لإعلاّددبث الأصٌددبء، ومٍفٍددت  الاهددبسة  ىيفخٍددبُ 

حىضدٍ  هدزٓ  واىفخٍبث ٍِ خلاه أسيىة اىَلابو، أّظَت الأىىاُ، حأطٍش اىسدشد، واىَىا دف. و دذ حدٌ

 ببلإضدددددددبفت اىدددددددى اىشٍدددددددىص ىدددددددخعنو  هىٌدددددددت جدددددددْو اىطفدددددددو، اىَْدددددددبر  اىلقبفٍدددددددت ىيطفىىدددددددت،

   الاسخهلاك                                                    

وحنشف اىْخب ، أُ إعلاّبث أصٌبء الأطفبه ىٍسج ٍجشد سسب و حجبسٌت، بو هً أدواث         

ٍعشفٍت  ىٌت حشُنّو اىخصىساث والأدواس الاجخَبعٍت ببسخخذاً الاسخعبسة واىخجسٍذ واىخأطٍش. حلُشي 

هزٓ اىذساست ٍجبلاث اىيغىٌبث اىَعشفٍت، وخطبة اىطفىىت، ببلإضبفت إىى دساسبث الإعلاً ٍِ 

حىضٍ  مٍفٍت حفبعو اىيغت واىصىس ٍعبً ىيخأثٍش عيى بْبء اىهىٌت ووعً اىَسخهيل. علاوة عيى خلاه 

  .اىخسىٌقحىه حقٍْبث الإ ْبع اىَسخخذٍت فً رىل، حطشب أسئيت ّقذٌت 

: اىيغىٌبث اىَعشفٍت، الاسخعبسة، إعلاّبث الأطفبه، ٍخططبث اىصىس، الاىىاُ    الكلمات المفتاحية

                                                                                                        

Abstract 

      This study introduces an analysis of selected children's fashion 

advertisements from a cognitive linguistics perspective, concentrating on how 

linguistic and visual strategies are utilized together to construct meaning, impact 

perception, and shape consumer behavior. Depends on theories from Cognitive 

Linguistics, specifically Conceptual Metaphor Theory (Lakoff &Johnson), 
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Frame Semantics (Fillmore), and Image Schema Theory. The study reconnoiters 

the interaction between language, thought, and visual imagery in the children's 

fashion advertisements. 

       The study adopts a qualitative approach, using multimodal discourse 

analysis to study a purposeful sample of print advertisements from famous 

children's fashion brands. The study investigates how concepts like identity, 

gender, playfulness, and confidence are metaphorically structured to attract both 

children's and adults' decisions, particularly parents. Focus attention is given to 

the role of cultural cognitive frames, like the stylish mini-adult idealized child, 

and the adventurous, fashionable girls or boys, and how these are comprehended 

through textual and visual means. 

      The study is also interested in the gendered nature of fashion advertising, in 

how boys and girls are symbolized through clothing style, color schemes, 

narrative framing, and attitude. These symbolizations are clarified to reflect 

gender identity, cultural models of childhood, and consumerism. 

      The findings expose that children’s fashion advertisements are not just 

commercial messages but strong cognitive devices that configure perceptions 

and social roles by using metaphor, embodiment, and framing. This study 

enriches the fields of cognitive linguistics, childhood discourse, as well as media 

studies by introducing how language and imagery pull together to influence 

identity construction and consumer awareness. Moreover, it raises critical 

questions about persuasive techniques used in marketing.       

Keywords: Cognitive linguistics , metaphor ,  children's Advertising,  image 

schemas, colors. 

1. Introduction  
       In recent years, we have witnessed an increased interest in the analysis of 

advertisements, especially from a cognitive linguistic perspective (Forceville, 

2006, 2009, 2012; Ungerer, 2000; Diez Velasco, 2001; Cortés de los Rios, 2010, 

among others). Metaphor, image schemas, as well as metonymy play an 
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important role in the construction and realization of advertisements. Therefore, 

manipulating these mechanisms attracts the attention of consumers and 

persuades them to buy a product. Thus, these cognitive devices  integrate with 

color in advertisements can be persuasive and reinforce the most important 

aspects of a children's fashion product. This study analyzes a corpus of five print 

children's fashion advertisements in English, depending on the Lakoffian theory 

of metaphor, metonymy, and image schemas (Lakoff & Johnson, 1980, 1999; 

Lakoff, 1987, 1990; Johnson, 1987; Lakoff & Turner, 1989, etc.). The analysis 

will also be informed by Forceville’s pictorial metaphor theory and 

multimodality (Forceville, 1996, 2006, 2009, & 2012). This paper is laid out as 

follows: The first section introduces Statement of the Problem, aims of the study 

, research questions and the hypothesis of the study .The second section includes 

literature review, an overview of  metaphor, metonymy, color ,image schemas 

and children ad , as well as previous studies .The third section will be the 

analysis of the data and methodology. The data used for current study  include a 

group of  five selected printed children fashion ad , which quoted from (Style 

with Charm,  February 2014, http://www.stylewithcharm.blogspot.com 

,Zucchini Fashion Center, 13, Akinyemi Way, Ring Road, Ibadan Nigeria,2024 

https://zucchinifashion.center/pattern-drafting-layout/,Nakoda Kids , 

kalidasa Road, V.V.Mohalla, Mysore , India , 2014  

https://www.facebook.com/nakodakid, and  Official Page for Max Fashion 

India. https://www.facebook.com/maxfashions?__tn__=-UC,  on, May 2022 and 

SM Kids. https://www.facebook.com/photo/.The last section include results and 

conclusions. 

1.1.  Statement of the Problem                                                                                                                       

      In the modern media, fashion advertisements play a prominent role, 

especially in children’s fashion, not only for popularizing products but also for 

forming identity, social values, and consumer behavior. Notwithstanding the 

influence of fashion advertisements, little attention has been given to how these 

http://www.stylewithcharm.blogspot.com/
https://l.facebook.com/l.php?u=https%3A%2F%2Fzucchinifashion.center%2Fpattern-drafting-layout%2F&h=AT1mXS5IsRuBp4TtuEuAFGB07wRaMSnKYEZc_iSeiLUqMwFgmSo3uoA4yStSPOvTerIx7p5g2aAdUZPWC85ZVz17y_nemnvxHT61KlVDAOZE5IQaEs7mWkeHEPFbgjnoIyAweJ1wZvlJ6g67JrHF2i7KnayhL3zF&__tn__=-UK-R&c%5b0%5d=AT2RbsOfv2PxJ8KlG41daoKgp8GSmxPSE-0-w_NtsbAup4H_Kv3fs0CGX6XY9v6WvgJXeG9op-FbHMsvTlLHxSHdlzY5aFaKlTxIa6zp48Vh8dndnzC5rCxdGOrFQaro8EGUCVMPYMqYjGaMhbpBK1xUwq4NAaoD6Eqai4jTSebX3ppeKi_2V8FpFo-U9nDk
https://www.facebook.com/nakodakid
https://www.facebook.com/photo/
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advertisements utilize language and images to construct identities,  perceptions,  

and behaviors. Most studies concentrate on the psychological or marketing 

aspects of advertising, but the linguistic strategies from a cognitive perspective 

remain underexplored. So there is a gap in linguistic research,  specifically from 

a cognitive linguistics perspective.  

       As advertisements directed to children, the designers of advertisements 

utilize many layers of language, visuals, as well as symbolic messaging that go 

beyond surface meaning to deep meaning,  depending on metaphor, image 

schemas, and conceptual frames(cognitive process),  in order to understand how 

children and their parents comprehend fashion and identity.  

        Therefore, this study looks to explore how selected children’s fashion 

advertisements use cognitive linguistic tools like conceptual metaphors,  images, 

and frames for persuasion.   

1.2. Aims of the study                                                                                                                         

This study seeks the following aims:   

1.Analyzing the cognitive linguistic elements ( conceptual metaphors, image 

schemas, and framing) in selected children’s fashion advertisements. 

2.Explore  how language and visual elements interact  with each other to create 

meaning, and how this, in turn, influences the perception of identity, gender, and 

cultural values in audiences  

3.Discovering the role of metaphor in shaping children’s fashion discourse. 

4.Explore the ideological  and cultural  messages and how these messages are 

cognitively processed. 

1.3. Research Questions 

1. What are the cognitive linguistic devices utilized in selected children’s 

fashion advertisements?  (conceptual metaphors, image schemas,  and 

framing) . 
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2.  How do language and visual elements interact to create the viewers’  

perceptions of fashion,  gender, identity, and cultural value in the audience? 

3. What  the different meanings of metaphor do children fashion 

advertisements convey about identity, and  fashion, and what types of 

conceptual metaphors are commonly employed in the verbal and visual 

components of these advertisements? 

4. What  are the ideological cultural messages in children's fashion 

advertisements, and how are they cognitively processed? 

1.4. Hypothesis of the study  

          This study hypothesizes that advertisements of Children’s fashion 

use conceptual metaphors like “child as hero, clothing as power, fashion as 

identity” that affect both children’s comprehension of their lifestyle and 

identity. Also, using framing helps to construct cultural prototypes of 

childhood, enhancing ideologies of gender and social class.  Different 

strategies are used in advertisements for boys compared to those for girls, 

in metaphorical framing,  by using vocabulary, and color. As well as 

reinforces ideology by using  framing as a symbolic representation of 

confidence, identity, social belonging, and success. Furthermore, the 

multimodal interplay between language and visuals as color, layout, 

gesture, posture, and facial expression, enriches cognitive realization that 

has a persuasive and effective effect.   

2. Literature Review and  Previous Studies    

2.1 Metaphor 

       According to Ryan, E. (2025, January 30),  "metaphor is a figure of 

speech that directly compares two unlike things by stating that one is the 

other, to suggest a similarity or analogy". Metaphor is a kind of describing 

relating something to something else, making a clear, and understandable 

image . It's used to add clarity and creativity to writing and speech. For 
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instance,  “you are a clown”  metaphorically means “foolishness.” 

Metaphors are used in everyday speech, literature, and  advertising, for 

example," knowledge is a butterfly”. 

    Metaphor became an important part of linguistics in the mid-1970s for 

example, (Lakoff & Johnson, 1980, Lakoff, 1987; Lakoff and Turner, 

1989).Metaphor is linked to the field of cognitive semantics, which 

contributes to the study of pictorial metaphor in advertising by the study of 

Forceville (1996).  The study supplies a useful understanding of the ways 

of using conceptual metaphors in different realizations. There are three 

categories of metaphorical realizations  in advertising metaphors: 

multimodal,  verbal, and  pictorial (Forceville, 1996, 2006). 

2.2 Metonymy 

       Metonymy is a figure of speech that means one word or phrase is used 

to represent something closely connected to it, for instance "Hollywood" 

refers to the American film industry.  Metonymy differs from metaphor, 

which relies on a similarity, by using association or relationship.  

According to Cognitive linguists, metonymy is a conceptual process where 

one concept provides access to another within the same conceptual model.    

Radden, G., & Kövecses, Z. (1999; 87) .   

       However,  metonymy has “a stand for relation”. This relation is called 

an associative relation, which  means  one entity is used to refer to  entity in 

the same domain (Lakoff and Johnson, 1980; Ruiz de Mendoza, 2000).   

       Ruiz de Mendoza (1997: 282), stated that the crucial difference 

between metonymy and metaphor is the nature of the mapping. He noticed 

two types of mapping (internal  and external), when the mapping happens 

within the “domain matrix” or happens between two discrete domains. In 

advertising, metonymy puts a product in close connection with something 

the designers want to draw our attention to.  

       Goosens (1995:159) stated that  there is no clear distinction between 
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metaphor and metonymy, but  they interact in many ways. He identified 

two kinds of interactions between metaphor and metonymy that frequently 

occur: “ first in which the empirical basis for the metaphor is a metonymy, 

resulting metaphor from metonymy, the second in which the metonymy 

operates embedded within a metaphor. This suggestion leads linguists  like 

Ruiz de Mendoza (2000: 115), to state that the relation between metaphor 

and metonymy is a progression instead of two separate phenomena.  Many 

linguists support this idea about the interactions between metaphor and 

metonymy, such as (Ungerer, 2000; Uriós-Aparisi, 2009; Hidalgo and 

Kraljevic, 2011; Villacañas & White, 2012). 

   2.3 Color     

      Color noticeably affects cognitive processes, affecting attention, 

emotional responses, perception, and memory. There are cognitive 

connections with colors; for instance, blue signifies peace, and red signifies 

danger, depending on how we process information and respond to 

motivation. Colors can also influence our  performance and cognitive tasks. 

There are many aspects where the color can affect, as follows: 

2.3.1.Perception and Attention 

       Colors have an impact on how we interpret and perceive the world,  and 

also affect  our sight and object recognition . The different use of color can 

affect our attention and visual search,  they may hinder  or enhance 

processes. 

2.3.2.Memory 

     Colors associated with an object play a vital part in our memory. Many 

studies have shown that specific colors can help us to keep information more 

easily, for instance, children quickly recognize to associate red colors are 

associated with alerts, or important information. Warner, L., & Franzen, R. 

(1947:84). 
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2.3.3.Cognitive Tasks 

      Color can affect efficacy on cognitive tasks. For instance, red has been 

linked to increased performance on detail-oriented tasks, whereas blue is 

associated with calmness and creative performance. Aslam (2006: 20) stated 

that color also has cultural symbolism,   and these symbolisms differ from one 

culture to another. For example in Australia and America, white color 

symbolizes pureness and happiness, whereas in  East Asia symbolizes death 

and mourning.(Ibid:37) 

2.4 Image schemas  

Johnson (1987: xiv, xvi) defines an image schema as follows:  

"An image schema is a recurring dynamic pattern of our perceptual interactions 

and motor programs that gives coherence and structure to our experience   ……       

“Experience”…. is it to be understood in a very rich, broad sense as including 

basic perceptual, motor-program, emotional, historical, social and linguistic  

dimensions" 

       Image schemas are behind all sides of cognition and meaning; they 

motivate important sides of how we  can imagine, think, and it has an 

important effect in convincingness. Because of its  persuasive nature, they are 

used by advertisers,  they adjust or change image schemas, relying on the 

negative or positive value of the image schema.  

      Gibbs and Colston (2006: 260) stated that humans predestine what can be 

good or bad for them, and advertisers connect with these cognitive structures 

as the positive or negative value of every image schema is added to the 

picture or concept, and these values may differ from one culture to another.  

  2.5 Children Advertising  

         Advertising is the method utilized to attract ,draw attention  and 

showcase (features, usefulness, and benefits to customers). It needs crafting 

messages to influence or educate the public. Advertising is a strong device that 

can attract customers, inform them about the product, and build customer trust. 

There are many types of Advertising (Print Advertising, Broadcast 

Advertising, Social Media Advertising, and Mobile Advertising. Bunčić, S., 
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Krstić, J., & Stanković, M. K. (2021:34). 

       According to children's advertising, children can be exposed to advertising 

in many forms, for example, on the internet, YouTube, TV, billboards, apps, 

magazines, movies,  online games,  or text messages. The more a child 

watches ads, the more goods that child is likely to want.  Advertising cognitive 

linguistics uses language that shapes our perception and understanding of 

objects or brands by using specific linguistic techniques. It uses different 

strategies to affect our emotions, thoughts,  and behavior. These techniques 

include: Metaphor, Cognitive Models, Rhyme and Rhythm, Weasel Words, 

Colloquial Language, Repetition, Persuasive Language, Motivational 

Involvement, Memory Encoding, Manipulation and Persuasion .Using these 

strategies, advertising can be a tool to shape customer perceptions, influence 

their choices, and in the end drive them to action. (Ibid: 67). 

2. 6 . Discussion of  Previous Studies  in Relevance to  Current Study     

       Forceville (2016), the study aims to demonstrate the role of Conceptual 

Metaphor Theory as well as Blending Theory in presenting useful perspectives 

on the study of comics (Forceville, 2015: 1). It draws on cognitive Linguistics, 

Conceptual Metaphor Theory, and Blending Theory to analyze comics and 

cartoons. The study concludes that it is essential for scholars to pay more 

attention to visuals, verbal language, and the interaction between them for 

analyzing comics and cartoons. 

      Barczewska (2017),the study aims to analyze many modifications to the 

interpretation of headlines.The study depend on Fauconnier and Turner’s 

Conceptual Blending Theory because headlines present a source for analysis 

of implicature. The study concludes that single blending in structuring is very 

useful, but they are incomplete on their own (Ibid: 443). 

      Cortes, M. E., & El Yamlahi, F. A. (2014). This study aims to shed light 

on how cognitive linguistics helps to make a clear interpretation of print 

footwear ads, by using different ways in which image schemas, metaphor, 
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color, and metonymy are used by advertisers to persuade customers, and to 

affect their choices. The study also demonstrates that print footwear 

advertisings are  more effective and creative by using color , image schemas, 

and metonymies. 

        De Sá, E. M., (2017),this study aims to discover the interplay between 

verbal and nonverbal language in meaning construction operations of a 

metaphorical print advertisement, by which advertisements supply learners 

with opportunities for real-life communicative for language development 

consequent to their ingenious discourse technique, and cultural-bound content, 

(Mishan, 2005; Picken, 2000; 1999). The study concludes that there are many 

elements that have an essential role in meaning construction, from non-verbal 

signs to linguistic expressions that arouse classical background knowledge 

gained through bodily experiences, which are considered the basis of 

conceptual structures, encouraging the interpretations of metaphorical 

advertisements. 

3. Corpus and Methodology  

3.1 Corpus  

        The corpus used for the current data analysis is a group of printed 

children's fashion advertisements which viewed for cognitive content. This 

resulted in selecting 5 adverts, quoted from: 

1-Style with Charm(Tween Fashion Blogger , Hip Fashionista , Trend Setter , 

and World Traveler Find on Facebook, IG, Pinterest & Youtube. Joined 

February 2014, http://www.stylewithcharm.blogspot.com 

2-Zucchini Fashion Center, 13, Akinyemi Way, Ring Road, Ibadan 

Nigeria,2024. https://zucchinifashion.center/pattern-drafting-layout/ 

3-Nakoda Kids , kalidasa Road, V.V.Mohalla, Mysore, India, 2014  

https://www.facebook.com/nakodakid/ 

4-Official Page for Max Fashion India. MAX is a fashion brand of the Dubai 

based Landmark Group with  https://www.facebook.com/maxfashions?__tn__=-

http://www.stylewithcharm.blogspot.com/
https://l.facebook.com/l.php?u=https%3A%2F%2Fzucchinifashion.center%2Fpattern-drafting-layout%2F&h=AT1mXS5IsRuBp4TtuEuAFGB07wRaMSnKYEZc_iSeiLUqMwFgmSo3uoA4yStSPOvTerIx7p5g2aAdUZPWC85ZVz17y_nemnvxHT61KlVDAOZE5IQaEs7mWkeHEPFbgjnoIyAweJ1wZvlJ6g67JrHF2i7KnayhL3zF&__tn__=-UK-R&c%5b0%5d=AT2RbsOfv2PxJ8KlG41daoKgp8GSmxPSE-0-w_NtsbAup4H_Kv3fs0CGX6XY9v6WvgJXeG9op-FbHMsvTlLHxSHdlzY5aFaKlTxIa6zp48Vh8dndnzC5rCxdGOrFQaro8EGUCVMPYMqYjGaMhbpBK1xUwq4NAaoD6Eqai4jTSebX3ppeKi_2V8FpFo-U9nDk
https://www.facebook.com/nakodakid/
https://www.facebook.com/maxfashions?__tn__=-UC
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UC,  on, May 2022 

5-SM Kids ,Official Facebook Fan Page of SM Fashion Babies & Kids in 

Philippines 2010 , 

https://www.facebook.com/photo/?fbid=1138666058290124&set=a.685688090

254592 

3.2 Methodology  

           This study depends on cognitive tools to analyze the persuasive 

elements in five selected children's fashion advertisements mentioned above 

(in 3.1 ). By examining image schemas, metaphor, color, and metonymy, and 

try to explain how these elements work together to promote the fashion 

products. The analysis is based on a table of the cognitive structures 

(metaphors and metonymies), modality (Forceville, 1996, 2006, 2009, 2012), 

image schema, and color. Image schemas analysis depends on Evans and 

Green´s classification (2006), as well as motion image schema (Turner, 1991). 

a. Space: up-down, front-back, left-right, near-far, center-periphery, path, 

straight -curved, scale. 

b. Containment: in-out, full-empty.  

c. Multiplicity: part-whole, count-mass.  

d. Balance: axis balance, point balance equilibrium.  

e. Force: compulsion, blockage, counterforce, diversion, enablement, attraction, 

resistance. 

f. Attribute: heavy-light, dark-bright, big-small, warm-cold, strong-weak. 

        Whereas color analysis depends on Pamela Paul´s Article “Color by 

numbers” (2002).  

 

          In this study, a qualitative approach is adopted by employing 

multimodal discourse analysis to examine samples of print advertisements for 

children's fashion, and to investigate how identity, gender, playfulness, and 

confidence are metaphorically constructed to attract customers.Taking into 

account the role of cultural cognitive frameworks and the stylish ideal child, 

https://www.facebook.com/maxfashions?__tn__=-UC
https://www.facebook.com/photo/?fbid=1138666058290124&set=a.685688090254592
https://www.facebook.com/photo/?fbid=1138666058290124&set=a.685688090254592
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adventurous, fashion-loving girls or boys,  the gendered nature of fashion 

advertisements, how boys and girls are signaled through clothing style, color 

schemes, narrative framing, attitudes, and how these are understood through 

textual and visual means. 

4. Analysis of the corpus  

4.1 Advertisement  no. 1           

                                          

                      Figure 1 AND THOUGH SHE BE BUT LITTLE , SHE IS  

FIERCE  

                                                                 Type 

Cognitive 

structures 

Metaphor: SHE BE BUT LITTLE , SHE IS  FIERCE 

Metonymy: implied metonymy  "Little"  represent for  

predicable weakness, "Fierce" represent predicable for 

power. 

multimodal: pictorio-verbal  

multimodal: pictorio-verbal 

 

movement/space /attribute,  left-right: forward 

/up-, front- , straight, far  

curved /strong-, -bright. 

Metaphor modality  

Metonymy 

modality 

Image schemas 

                         Table 1 Cognitive analysis of 1
st
 advert  illustrated in figure 1 

        " Though she be but little, she is fierce'' is a quote from Shakespeare's A 

Midsummer Night's Dream, this line spoken by Helena in act 3, denoting her 

friend Hermia. Shakespeare is referring to a woman, Hermia. She is small but 
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quite strong- "she is fierce." .Shakespeare describes the person's inner qualities 

(courage or determination). Despite her small size but she has a powerful and 

intense nature.(Nelsen, P. (2005:26).The first data analysis was advanced. The 

pictorial-verbal metaphor(SHE BE BUT LITTLE, SHE IS  FIERCE), depends 

on image schema as below: 

Movement : left-right: forward  / Space: up-, front- , straight, far. /  attribute:  

strong-, bright 

      We can recognize implied metonymy: Little" represents predicable 

weakness, "Fierce" represents predicable power. According to colors, blue and 

dark blue are predominantly used. This color is significant trust, calm, peace. 

Culturally, it signifies ( wisdom, stability, honesty). Blue also refers to 

innocence and childhood. Warner, L., & Franzen, R. (1947: 35).   

4.2 Advertisement  no. 2 

                                   

                          Figure 2 :  STYLE IS A SIMPLE WAY OF 

SAYINGCOMPLEATED THINGS 

  JEAN COCTEAU 

                                                                 Type 

Cognitive 

structures 

Metaphor: " STYLE IS A SIMPLE WAY OF 

SAYINGCOMPLEATED THINGS" 

Metonymy: implied as in "“Style” as metonym for Fashion 

choices , 

 Artistic expression 

multimodal: pictorio-verbal  

multimodal: pictorio-verbal 

Metaphor 

modality  

Metonymy 
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modality   

movement/space /attribute: forward,  up-, front- , straight, far, 

bright   

Containment- full 

 

Image schemas 

                                     Table 2 Cognitive analysis of 2
nd

 advert  illustrated in 

figure 2 

          The second children's fashion advert, "STYLE IS A SIMPLE WAY OF 

SAYINGCOMPLEATED THINGS" is attributed to Jean Cocteau, a French 

writer, artist, and filmmaker (1889–1963). It contains a pictorial-verbal 

metaphor" STYLE IS A SIMPLE WAY OF SAYING COMPLEX THINGS", 

metaphor lies in the comparison of "style" to a "way of saying" but  without 

using "like" or "as." 

Image schemas in this advert of attribute and space are : 

Movement: forward, up, front ./ Space: up-, front- , straight, far. /  Attribute: 

strong-, bright 

         Metonymy: implied as in "style” as a metonym for Fashion choices, and 

Artistic expression. The advertisers want to inform customers that "You can 

express your emotions, identity,  or personality through our product, 

effortlessly and beautifully , the designer of this advertisement translates that 

complex idea into a visual or sensory form. 

        According to color, the designer makes a mix between red and black 

colors, which denote intensity, emotion, passion, and love, to suggest that the 

"style" could be personal. Red color catches the eye, it can imply danger, and 

strength. While black refers to mystery, formality, power, and classic, it gives 

the ad a sense of style and authority. The designer mixes two colors to  

introduce a balanced message: “Deep feeling, expressed with power and 

refinement.” 
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4.3 Advertisement  no. 3 

                                          

                                           Figure 3 Whatever does not pretend at all has style enough 

                                                                                                                                                   

Booth Tarkington 

 

                                                                 Type 

Cognitive 

structures 

Metaphor:" whatever does not pretend at all has style enough"  

 

multimodal: pictorio-verbal  

multimodal: pictorio-verbal 

  

movement/space /attribute: front , up-down, front , near-far, , 

straight –curved 

-light, -bright, big , warm-, strong. 

Metaphor 

modality  

Metonymy 

modality 

Image schemas 

                                   Table 3 Cognitive analysis of 3rd advert  illustrated in 

figure 3 

       "Whatever does not pretend at all has style enough." The quoted ad. is from 

American novelist and playwright Booth Tarkington lived from 1869 to 1946, 

he expresses the idea that people don’t need to try hard to impress. The pictorial 

metaphor introduced in figure 3 depends on the image schema of space: front 

and up-down, using front and up is represented positively valued.  In this advert, 

metaphor depends on conceptual associations between (authenticity and style). 
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“Style” comes from not pretending it  , but it can signifies "Being true to oneself 

is the highest form of style."  

      Image schema of attribute: front , up-down, front , near-far, straight –curved, 

light,  bright, big , warm , strong. The advertiser uses an intertextual technique 

by writing in lower case that reflects the one tone of the message, no pretense, 

no exaggeration. Visually, using lowercase is softer and more approachable. 

Barczewska, S. (2017:12).  

         Considering colors,  it is clear that the pink color is the prominent  one 

which denotes being honest, and human tone, simplicity, and warmth. It also 

expresses confidence and stylish. 

      4.4 Advertisement  no. 4   

                                              

 

 

 

 

 

Figure 4 DRESS LIKE YOUR’E FAMOUS ! 

                                                                 Type 

Cognitive 

structures 

Metaphor: "DRESS LIKE YOU 'R FAMOUS !" 

Metonymy: Famous is metonymy of famous people dress, a high-

status appearance. 

multimodal: pictorio-verbal  

multimodal: pictorial 

  

movement/space /attribute:  light ,  

bright/near ,/ front-back, up /in 

Metaphor 

modality  

Metonymy 

modality 

Image schemas 

                                     Table 4 Cognitive analysis of 4
th

 advert  illustrated in 
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figure 4 

            This advert introduced by Nakoda Kids in April 2022, India, it is an 

exclusive kids' wear brand that celebrates the uniqueness of every child and is part 

of their colorful childhood years. This Advert depicted the verbo-pictorial 

metaphor "DRESS LIKE YOU 'R FAMOUS ! "It depends on the image schemas 

of attribute, space, and inclusion with the positive worth of shines, front, near, and 

in. This advert contains an implied metaphor, it proposes that you can "become" 

someone famous by changing your clothes. Metonymy here introduced in the word  

"Famous", denotes to the way famous people dress, a high-status appearance. The 

purpose of the exclamation mark in advertising is to convey strong emotions such 

as joy, surprise, and an invitation to attract the customer's attention to this 

advertisement. Evolved species bear a growth through evolutionary operations, 

and the result of this growth is a new highly stylized and technological style. 

Additionally, the advertiser uses light colors, namely red near pink.  Writing in  

white capitalization color is used to highlight the idea of the advert,  to convey the 

idea that a new innovative product is coming out to the market. 

  4.5 Advertisement  no. 5   

                                                    

                               Figure 5  DIVE INTO THE AQUATIC WONDERLAND ! 

        

                                                                 Type 

Cognitive 

structures 
Metaphor: " Aquatic Wonderland", "Dive into" 

 Metonymy: Aquatic, Wonderland 
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Metaphor 

modality  

Metonymy 

modality 

multimodal: pictorio-verbal , multiplicity 

multimodal: pictorial 

  

movement/space /attribute:  up-down , near-far,;   

                                              periphery- center,  

                                                left-right, front 

                                              back/forward-backward  

Image schemas 

Table 5 Cognitive analysis of 5
th

 advert  illustrated in figure 5 

        The advert no. 6 by Max Fashion on May 7, 2022. "DIVE INTO THE 

AQUATIC WONDERLAND !"explores the mysteries of the ocean comprises 

the metaphor “Aquatic Wonderland” since there is a parallel between water, 

such as a waterpark, the ocean, and an aquarium, to "wonderland" beauty, a 

magical, dreamlike place. Metaphor also found in “Dive into”,  means it 

overwhelms someone in a world of water,  or a magical world. 

         Metonymy here is in the word “Aquatic”, which is a metonymy for 

swimming, marine life, and the ocean. “Wonderland”  is a metonym for water 

experience, a brand, and a theme park. According to image schemas, the effect 

of Wonderland's magic beauty and color is introduced in bright colorful clothes 

with fish drawings on clothes. Moreover, the advertisement depicts the presence 

of water, marine animals, green grass and plants, in addition to the wide 

imagination of the presence of a space planet in the advertisement; all of them 

are schemas of attributes. 

5 .Conclusion  

       The application of cognitive linguistics in the verbo-pictorial domain gives 

us the chance to set up a framework that introduces a vivid, coherent construing 

of the meaning of print children's fashion advertisements.  

       This analysis revealed that cognitive linguistic devices like conceptual 

metaphors, metonymy, image schemas, and mental spaces all configure the 

meaning in multimodal advertisements in a creative way. Images are the most 

commonly used devices to transfer positive values, in accordance with visual 

and imaginative language. 
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      Cognitive mechanisms construct childhood ideals, cultural values, and 

emotional connections. Image schemas of attributes used in advertising are 

those of (dark-bright, big-small, strong-weak), movement (forward-backward), 

space (up-down, near-far, left-right, straight-curved, center-periphery, and  

front-back). Cognitive linguistics supplies deep insight into the interaction 

between language and thought to affect consumer perception. 

      Children's fashion advertisements convey metaphorical meaning of identity 

by using  many expressions such as (clothes represent the child's personality, 

style is the self. - Child shown as, important, hero , star.-  Growing is a journey , 

blooming flower. - Fashion is freedom ,and imagination). The most common 

type of conceptual metaphors used is structural metaphors, which are a more 

creative and more effective tool in cognitive psychology, that helps to attract 

consumers.  

      Children’s fashion advertisements convey embed cultural messages  as 

well as ideological  representations , they are not  only clothes but they shape 

and reflect how society views beauty , childhood, gender,  and identity.          
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