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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
guestions 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

[[ ¥t | 22025 sl e Rl & - (1) Qi sy (YRS
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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., & Kdvecses, 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

- /E ﬁf'::‘:\—:"

|| vre ||

N RS R




Ot (s 438 2o

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; Urids-Aparisi, 2009; Hidalgo and
Kraljevic, 2011; Villacafias & 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.(1bid: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. Bunci¢, S.,
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Krsti¢, J., & Stankovi¢, 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 S4, 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_ =-
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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,
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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

ANID TH OUGHI
SHE BE BUT

Aidvtle.,
SHE IS

(= g 4

-Shakespeare

S e R

Figure 1 AND THOUGH SHE BE BUT LITTLE , SHE IS

FIERCE
Type
Cognitive Metaphor: SHE BE BUT LITTLE , SHE IS FIERC
structures Metonymy: implied metonymy "Little" represent {

predicable weakness, "'Fierce" represent predicable fg

Metaphor moda| POWE. o
multimodal: pictorio-verbal

Metonymy multimodal: pictorio-verbal
modality

Image schemas | Mmovement/space /attribute, left-right: forward
/up-, front- , straight, far
curved /strong-, -bright.
Table 1 Cognitive analysis of 1% 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

== s -\;'\f?l:"
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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

(3 3
STYLE IS A SIMPLE
WAY OF SAYING
COMPLICATED THINGS
33

— JEAN COCTEAU

Figure 2 : STYLE IS A SIMPLE WAY OF
SAYINGCOMPLEATED THINGS
JEAN COCTEAU

Type

Cognitive Metaphor: " STYLE IS A SIMPLE WAY OF
structures SAYINGCOMPLEATED THINGS™

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

Metaphor choices |

modality Artistic expression

Met multimodal: pictorio-verbal
etonymy multimodal: pictorio-verbal
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modality

movement/space /attribute: forward, up-, front-, straight,
bright
Image schemas| Containment- full

Table 2 Cognitive analysis of 2" 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

I ) Whatever does not
pretend al ald has

=
!/ ’/r‘ atyle enowgi.
arkington

S~ 1

Figure 3 Whatever does not pretend at all has style enough

Booth Tarkington
Type
Cognitive Metaphor:" whatever does not pretend at all has style enough
structures
multimodal: pictorio-verbal
Metaphor multimodal: pictorio-verbal
modality
Metonvm movement/space /attribute: front , up-down, front , near-far,
ymy straight —curved
modality -light, -bright, big , warm-, strong.
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

Al

Figure 4 DRESS LIKE YOUR’E FAMOUS !

Type

Cognitive Metaphor: "DRESS LIKE YOU 'R FAMOUS !"
structures Metonymy: Famous is metonymy of famous people dress, a hig
Metaphor status appearance.

dali multimodal: pictorio-verbal
modality multimodal: pictorial
Metonymy
modality movement/space /attribute: light,

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

Image schemas

Table 4 Cognitive analysis of 4™ advert illustrated in

T
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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

— e

Figure5 DIVE INTO THE AQUATIC WONDERLAND !

Type
Cognitive Metaphor: " Aquatic Wonderland", "Dive into"
structures Metonymy: Aquatic, Wonderland
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Metaphor multimodal: pictorio-verbal , multiplicity

modality multimodal: pictorial

Metonymy

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

Image schemas left-right, front
back/forward-backward

Table 5 Cognitive analysis of 5™ 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 i1s 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.

- /E ﬁf'::‘:\—:"

I vav I

N RS R




Ot (s 438 2o

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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