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Abstract

This paper explores the roles of metaphor and metonymy in advertising language. As significant cog-
nitive operations and rhetorical devices, they effectively enhance the efficiency of information trans-
mission and the emotional impact of advertisements. Through metaphor, advertising can concretize
abstract product features, thereby strengthening its visual appeal and emotional resonance. Meton-
ymy, on the other hand, helps consumers better understand products through substitution and asso-
ciation. In advertising language, metaphor and metonymy not only serve a cognitive function by
describing products but also fulfill a pragmatic role by stimulating consumers’ purchasing desires.
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Therefore, the appropriate application of metaphor and metonymy is a vital means of improving
advertising effectiveness. This paper aims to deepen the understanding of the roles of metaphor
and metonymy in advertising language, providing insights for both advertising creation and effect
evaluation.
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