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The cognitive linguistic approach to metaphor has shown that metaphor can no
longer be seen as a figure of speech which is used for its aesthetic delight, but as a way of
understanding the world.

When it comes to the analysis of conceptual metaphors in discourse, the role of
metaphor in advertising has attracted increasing interest (Ungerer & Schmid 2006: 281ff.;
Kovecses 2010: 65). Studies have shown that multimodal metaphors (Forceville 2009)
and pictorial metaphors (Forceville 1996) are getting more and more important here.
With his analysis of the interaction between the GRABBING metonymy and the INTEREST
metaphor in advertising, Ungerer (2003) provides an intriguing cognitive linguistic ap-
proach to how conceptual metaphors and metonymies may support the AIDA-formula, a
stimulus-response model according to which adverts are to arouse Attention, draw Inter-
est on the positive qualities of a product, awaken Desire and finally seduce the consumers
to Act, i.e. to buy the product.

The research presented here explores print advertising strategies from a diachron-
ic perspective. Diachronic changes were analysed in terms of the most popular source
domains and concepts, with a special focus on INTEREST metaphors and (verbo-)pictorial
metaphors.
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