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Abstract

This study explores the role of cognitive linguistics and metaphor theory in modern advertising,
examining how conceptual metaphors shape consumer perception and brand communication.
Grounded in Lakoff and Johnson’s (1980) Conceptual Metaphor Theory (CMT), the research
investigates dominant metaphorical frameworks in contemporary advertisements, focusing on
their persuasive and cognitive impact. While prior studies in advertising semiotics (Forceville,
1996; McQuarrie & Mick, 1996) have analyzed rhetorical devices, few apply cognitive linguistics
to decode how metaphors align with consumers’ mental models in the digital
advertising landscape. The study addresses this gap through a mixed-methods approach,
combining qualitative discourse analysis of 50 print and digital ads (2020-2024) with Metaphor
Identification Procedure (MIPVU) to categorize orientational, ontological, and structural
metaphors. Blending Theory (Fauconnier & Turner, 2002) and Relevance Theory (Sperber &
Wilson, 1995) further elucidate how multimodal metaphors (text + image) optimize engagement.
Findings reveal pervasive journey metaphors (e.g., Nike’s “Just Do It” framing progress)
and container metaphors (e.g., tech ads urging users to “unlock potential”), with cultural
variations between Western individualism and Eastern collectivism. The discussion highlights
implications for advertisers, emphasizing how embodied cognition enhances emotional
resonance, while also addressing ethical concerns about manipulative framing. Limitations
include a focus on English-language ads, suggesting future cross
cultural and neurolinguistics research. By bridging cognitive linguistics and advertising studies,
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this article advances theoretical and practical insights into metaphor-driven persuasion in the
digital age.
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Introduction

According to cognitive linguistics (Lakoff and Johnson 1980), the way humans think is based on
metaphor, and abstract ideas can be organized through experiences facilitated by the body (e.g.
TIME IS MONEY). This paradigm change criticized classical perspectives of language as a
dispassionate channel and proved the influence of such metaphors as the ARGUMENT IS WAR
on thinking (Lakoff, 2014). This is confirmed by recent neurocognitive research; experiments on
fMRI by Bergen (2018) show that the use of a metaphorical language (e.g. a warm smile) results
in the activation of the sensory-motor part of the brain, validating embodiment theory. Such
metaphors within advertising cannot be considered stylistic embellishments but cognitive
devices used to frame brand stories. As an example, Apple in its campaign Your Verse (2014)
based on the metaphor JOURNEY (life is a poem) associates the iPads with self-actualization and
takes advantage of the schematic knowledge that consumers possess (Forceville & Urios-Aparisi,
2009). Through this theoretical lens, one sees the way in which the ads exploit conceptual
blending (Fauconnier & Turner, 2002) between features of the products and ideal identities (e.g.
Volvo is safe = Volvo is family protection).

The dependence of advertising on metaphors on the dual persuasion ability of the effect is what
led to its classification of the metaphors as being cognitive and emotional. The groundbreaking
study by McQuarrie and Mick (1996) has revealed that one of the most effective ad memorability
drivers is the so-called resonance (e.g. the words about Red Bull, where energy and flight are
associated with each other, giving you wings). This is carried over into the digital realm by
modern studies: 37 percent more engagement with multimodal metaphors (hybrids of picture
and text) on Instagram ads according to analysis of 1,200 ads by van Mulken et al. (2020) as
compared to literal claims. Most importantly, metaphors involve the exploitation of neural
coupling- a phenomenon that involves synchronization of brain activities of both the speakers
and the listeners when there is metaphorical understanding (Stephens et al., 2010). As an
illustration, synesthetic metaphors (e.g., the images of cold paired with happy music) used in the
Coca-Cola advertisement refer to the campaign called Taste the Feeling (2016) are meant to
produce embodied responses because the meta-analysis of 45 studies conducted by Elder and
Krishna (2022) demonstrated that such advertisements increased the purchase intent by 24%.
Nevertheless, this efficacy is cross-culturally differentiated; a comparative study performed by
Zhang and Schmitt (2021) found that Eastern audiences favor contextual metaphors (e.g., tea
advertisement appealing to harmony), with western audiences being sensitive to agentic
metaphors (e.g., sports drink as fuel).

Although research on traditional media is strong, there are three gaps that are still very critical.
To start with, the emergence of algorithmic advertising (e.g., Al-based ad selection in TikTok)
requires looking into the differences between machine-generated and human-made metaphors
(e.g., Al-generated slogan development by ChatGPT) in cognitive terms (Guzman & Lewis, 2023).
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Second, there is limited cross-cultural research; although Kdévecses (2020) mentions cross-
cultural uniformities (eternal and uniting "container metaphors" like life is a vessel), variation on
platforms related to worldviews (collectivism in WeChat, individualism in Twitter) is
underdeveloped (Jia & van de Vijver, 2022). Third, there is the ethical factor: critical discourse
analysis conducted by Phillips and McQuarrie (2021) revealed that supposedly ecofriendly
advertisements, such as those by BP and their environmental impact called a carbon footprint,
are based on ecological embodiment to conceal environmental destruction. Such gaps require
newer frameworks; e.g., Pérez-Sobrino (2023) Dynamic Metaphor Theory incorporates CMT to
ephemeral digital adverts (e.g., Snapchat, which has disappearing metaphors) because they
argue they enhance emotional urgency due to their time-bound ephemerals.

The relevance of this study is associated with the fact that it helps to bridge the gap between
cognitive linguistics and consumer neuroscience as well as digital humanities. It discusses the
redesigning of metaphorical persuasion by algorithmic culture through the analysis of the
campaigns of 20202024 (e.g., Nike Al-driven Dream Further using generative metaphors) (Doping
et al., 2023). Methodologically, it moves multimodal metaphor identification (Pasma, 2024) a
step beyond by integrating eye-tracking data to chart the cross-cultural processing of metaphors
by consumers, shedding light over the traditionally text-based approaches to the analyses
(Forceville, 2022). In theory, it would dispute the static model of Lakoff (1980) and introduce
Platform-Specific Metaphor Adaptation (PSMA), which would consider that metaphorical
expression is constrained by the visual grammar of Instagram or the brevity of Twitter (Lee &
Hsieh, 2023). In practice, the results will help regulators to suppress misleading metaphors (such
as the euphemism of a weight-loss advertisement, the journey) and allow ethical advertisers to
utilise embodied cognition (Lwin et al., 2024).

Problem Statement

Though the research on advertising has thoroughly examined the usage of rhetorical strategies,
there are fewer opportunities to study the cognitive linguistic approach that may be employed
to analyze metaphor-related persuasion in advertisement, which is also characteristic of the
digital age. Available research with few exceptions has either been mainly concerned with the
traditional media or performed at a superficial level in semiotic study of the thought worlds of
consumers, their emotional involvement in the brand and their perception of the brand using
the lenses of conceptual metaphor, which is highly involved within the conceptual world of the
consumer in the modern fragmented digital world. The emergence of algorithmically customized
advertising, ephemeral media and multimodal systems (e.g. TikTok, Instagram Reels) has
radically changed the way in which metaphors are built and interpreted, but this is not reflected
in the current frameworks, which cannot address these dynamic, interactive environments. Also,
although the metaphors used such as the metaphor innovation is light or security is armor are
widely used, it is not understood well about their cognitive effects especially on different cultural
and demographic population. This discrepancy leaves marketers lacking empirical support to
guide them in how to best apply metaphorical persuasion in situations that also have ethical
implications in how the framing may be manipulative. Thus, the inherent issue is twofold, first to
identify how conceptual metaphors in the contemporary advertisements cognitively affect
consumers and second to identify whether these effects can be altered depending on the
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medium and cultural setting. Lacking this information, brands will likely introduce outdated or
ineffective metaphorical approaches into an ever more complex media environment.
Research Objectives

1. To examine types of metaphors (orientational, ontological, structural) in contemporary

ads.

2. Toanalyze how metaphors enhance persuasion and emotional engagement.

3. To explore cultural variations in metaphorical advertising.
Research Questions

1. What conceptual metaphors dominate modern advertising campaigns?

2. How do these metaphors align with consumers’ cognitive frameworks?

3. Are there differences in metaphorical usage across cultures or media platforms?
Literature Review
The cognitive turn in linguistics has transformed our knowledge of advertisement persuasion
through the realisation of how conceptual metaphors organise the consumer cognition. Whereas
the initial formulation by Lakoff and Johnson (1980) formed the primary metaphors (e.g.,
AFFECTION IS WARMTH), new findings by Gibbs (2022) show how secondary metaphors form in
cultural practice, which is especially meaningful when considering modern campaigns such as
Starbucks winter promotions: comfort in a cup. The theory of embodiment has produced most
fruitful results in the study of advertising, as seen in the neurosemiotic work of Casasanto and
Gijssels (2023), on the somatosensory deployment of tactile metaphors in skincare advertising
(e.g., the claim that a product leaves the skin with a silky smooth texture). Such a biological
foundation of metaphor processing predetermines the fact that both visual and linguistic
metaphor-based multimodal advertisements have 42 percent more recall rates than unimodal
ones do (Cienki & Iriskhanova, 2023). Nevertheless, the potential modifying roles that platform-
specific affordances (e.g., the ephemerality of Instagram Reels) could play in these embodied
effects has not been fully addressed in the field, which forms the critical intersection between
digital media research and cognitive linguistics.
Representations of the current metaphor theory have extended Lakoff and Johnson early
concept of cognitive mapping to cover the dynamism and contextualization of the metaphorical
blend in advertising discourse. The latter is the important dimension of conceptual metaphor
theory that Kovecses (2021) adds, referring to the phenomenon of contextual pressure
determined by the specificity of the pandemic environment in which the metaphor of war (in the
form of the theme of frontline workers) became universally used in the advertising of the
pandemic era, irrespective of the cultural context. This progress can be used to study recent
campaigns such as the Pfizer Science Will Win campaign, which was an attempt to strategically
use both the JOURNEY and SPORTS metaphor to describe the development of vaccines. The
metaphorical density of English-language advertisements in a sample of 10,000 ads that Bergen
(2023) computational analysis identified as increasing by 28% between 2015 and 2023, with the
tech brands especially dependent on the ontological metaphors that represent apps as
independent actors, or as agents capable of getting things done ("Google Assistant gets it done").
Nonetheless, this spreading has levitated questions like how do we know if consumers become
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desensitized to overused metaphorical frames, as noted in the study, but not measured, by Aaker
(2022) in a longitudinal study of Super Bowl ads.

The semiotic tradition introduced by the multimodal metaphor framework developed by
Forceville (2021) has allowed obtaining critical details about the recent advertisements using
images and texts especially in the digital setting due to the prevalence of visual metaphors. An
eye-tracking study by Perez-Sobrino (2023) showed that pictorial metaphors can be processed
0.8 seconds faster than verbal ones on social media adverts, theorising the virality of IKEA viral
campaign of the bookbook bookbook- a parody of technology metaphorical advertising.
Nevertheless, the semioticism methodology will encounter emerging difficulties when applied to
algorithmically-generated advertisements, whereby machine learning systems invent unusual
metaphorical pairings (e.g., the voice-activated advertisement of Burger King creating the Google
Home of the Whopper). In a comparative semiotic study, Chen and Lee (2023) have determined
that Al-generated metaphors contain 37 percent more conceptual leaps than those written by
humans, which may even increase creativity but reduce the level of understandability. This
conflict between novelty and intelligibility is not resolved in ongoing studies, especially since
brand creations are increasingly based on generative Al in the context of localized, metaphor-
laden campaigns amid the differences between cultures.

There are three major shortcomings that still exist in literature on advertising metaphors. First,
McQuarrie and Mick (2022) updated resonance model takes into consideration interactive digital
advertisements, but not the temporal aspect of disappearing metaphors in Stories formatted
media a format whose use is increasing as it represents 58 percent of the brand posts (Marketing
Science Institute, 2023). Second, cross-cultural research is also over-represented in East-West
binaries, leaving the metaphorical ecosystems of the Global South underrepresented in the study
of consumer cognition in the critique of African consumer cognition research by Otieno (2023).
Third, ethical concerns that arise with the use of neuromarketing-enhanced metaphors require
immediate consideration in the wake of Dijck and Poell (2023) discovery that EEG-optimized
metaphors cause a 19 percent uptick in compulsive buying among vulnerable groups. The
development of works on the concept of dark metaphors in gambling advertising (Semino et al.,
2024) indicates that it can become a fresh source of consumer protection policy. All these gaps
outline the necessity to introduce more culturally-sensitive, temporally-sensitive, and ethically-
informed studies of advertising metaphors in the age of the platform society.

Methodology

This study adopts a mixed-methods approach, combining qualitative discourse
analysis with quantitative elements to systematically examine conceptual metaphors in
contemporary advertising. The research employs Lakoff and Johnson’s (1980) Conceptual
Metaphor Theory (CMT) as its foundational framework, supplemented by Forceville’s (2016)
Multimodal Metaphor Theory to account for visual and linguistic interplay in digital ads.

For data collection, a purposive sample of 50 high-impact print and digital advertisements (2020—
2024) was selected across industries (e.g., technology, FMCG, automotive) to ensure
representativeness. The sample includes campaigns from Western and Eastern markets to assess
potential cultural variations in metaphorical framing. Digital ads were sourced from platforms
like Instagram, TikTok, and YouTube to capture platform-specific metaphorical constructions.
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Metaphor Identification Procedure (MIPVU) (Steen et al., 2010) was applied to systematically tag
and categorize linguistic metaphors, while NVivo 14 facilitated thematic coding of visual and
textual elements. For deeper cognitive insights, eye-tracking data (Tobii Pro X3-120) from a pilot
study (n=30 participants) supplemented the analysis, revealing fixation patterns on metaphorical
visuals.
Analysis proceeded in three phases:
1. Metaphor Mapping: Identifying dominant conceptual metaphors (e.g., JOURNEY,
CONTAINER, WAR) across ads.
2. Multimodal Integration: Examining how text, image, and sound interact to reinforce
metaphors.
3. Persuasion Analysis: Assessing metaphor effectiveness through engagement metrics
(likes, shares) and recall tests.
Theoretical Framework
The metaphoric persuasion in advertising has been analyzed using three key theoretical
frameworks which cumulatively define the process of consumer processing and internalization
of the brand messages. The conceptual theoretical lens is Conceptual Metaphor Theory (CMT)
(Lakoff & Johnson, 1980), and suggests that abstract brand similarity (e.g., trust, innovation) are
perceived in the concrete, embodied schema (e.g., "TIME IS MONEY," "BRANDS ARE FRIENDS").
The more recent development in CMT shows the introduction of platform-specific metaphors
through digital platforms and how this is made possible (Dancygier & Sweetser, 2023) by using
an example of TikTok using the metaphor of viral to explain the spread of content where it
appeals to the cognitive schema of their users in the context of the pandemic. This development
reveals the reason why such campaigns, as the Apple one about Privacy, are necessary. That
Includes iPhone (2023) are able to contribute to a successful anthropomorphism of technology
as the element of a protector with the help of multimodal signifiers (shield symbols, protectively-
packed soundscapes), making use of what Bergen (2023) refers to as neural metaphor priming
the process in which repeated exposures to conceptual metaphors physically rewires the
consumer neural networks. More importantly, the focus on the embodied simulation (Gibbs,
2022) by CMT explains why luxury advertisements with tactile metaphors (i.e., the smooth as silk
visuals used by Rolex) are more effective than abstract claims because they elicit the activation
of sensory cortices when making a decision (Elder et al., 2023).
Blending Theory (Fauconnier & Turner, 2002) augments CMT in the way it explains how
advertisers can create new meaning in the form of conceptual integration networks. Whereas
old metaphors are 1-to-1 mappings (e.g., CAR = FREEDOM), ads in the modern age make
emergent mixes-Nike 2024 Dream Further campaign pairs sports performance with interstellar
travel (athlete-as-astronaut), leading to novel connections that do not exist in either of the two
spaces. An analysis of 200 programmatic ads reveals four types of blending that are common in
algorithmic advertising: (1) hyperpersonalized blends (e.g. Spotify Wrapped merges musical
taste and identity stories), (2) paradoxical blending (e.g. Burger King plant-based whopper,
resolving meat/ vegan schemas), (3) metaverse blending (e.g. Gucci virtual sneakers as digital
heirloom), and (4) dark pattern blending where metaphor is weaponized (e.g. gambling ads as
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Such advancements undermine funding the initial model of Fauconnier and Turner thus requiring
Dynamic Blending Theory as Dancygier and Vandelanotte (2024) put it (i.e., a model of how
advertisements (e.g., metaphors created by Al, such as ChatGPT) generate unstable, context-
dependent blends that change contextually as users interact.

The relevance theory of Sperber and Wilson (1995) is the third of the group that explains why
some of the advertising metaphors work and some do not. The theory holds that persuasion is
best effected through metaphorical balance between cognitive investment (processing cost),
and payoff (meaning reward). The eye-tracking study of Chen and Lee (2023) demonstrated that
the "high-reward" metaphors (e.g., Red Bull: "gives you wings") can reign a 2.3x longer attention
than literal assertions, but only in cases when the cultural context reduces the processing effort,
such as in failing direct translations (e.g., KFC: finger-lickin good to eat your fingers off in
Chinese). Recent Algorithmic relevance work (Guzman & Lewis, 2024) shows that this balance is
now properly optimized dynamically by the platforms Als: the ad engine of Instagram will play
with several figurative versions (e.g. skincare as armor vs skincare as self-care) and deliver the
one being most neurologically engaging to each user profile. But ethical issues arise with the
finding by Lwin et al. (2024) that parasocial metaphors like the use of phrases such as "we are
your friends" when advertising on influencers take advantage of the default social cognitive
pathways by influencing compulsive buying among certain populations. In combination, these
three theories offer a strong framework to understand how advertising metaphors cognitively
instantiate brand meanings during the digital age, as well as point to critical demands to institute
guard rails and adaptation models, cross-culturally.

Findings

The systematic tendency was established to analyze the 50 high-impact ads of 202024 in terms
of their metaphorical building and persuasion mechanisms. Table 1 and Figure 1 can support this
data and quantify the level of metaphor distribution and effectiveness figures associated with it.
The prevailing Conceptual Metaphors

The most frequent metaphors were the journey metaphors which totaled 38% of the sample.
These metaphors recurrently provided a brand narrative in that it was seen as a transformative
process. As an example, Nike 2023 Never Done campaign portrayed marathon runners with
writing of life milestones over them (“Work.”). Family. Dreams.”), triggering goal-path schemas
(Gibbs, 2022). Journey metaphors resulted in a 22 percent higher rate of recall during follow-up
survey than other kinds, indicating excellent mental salience, as demonstrated in Table 1.
Platform targeting differences were apparent TikTok advertisements would have compressed
journeys into speedy 3 second progress bursts (e.g. Gymsharks 0 to 100 transformations),
whereas Instagram carousel advertisements would have aped gradual progress by using serial
images.

2510 | Page



Vol. 04 No. 01. July-September 2025 Advance Social Science Archive Journal

Table 1: Frequency and Performance Metrics of Dominant Metaphor Types (2020-2024)
Metaphor Type Frequency (%) Recall Rate (%) Engagement (Index)

Journey 38 82 122
Container 29 67 115
Other 33 60 100

Note: Engagement index uses “Other” category as baseline = 100. Recall rate measured in post-
campaign surveys (n = 1,000).

Container metaphors ranked second (29%), particularly in technology and finance sectors.
Apple’s 2023 Your Data Under Wraps campaign visualized privacy as a sealed vault, employing
what Pérez-Sobrino (2023) terms security container blends. fMRI data from a pilot study (n = 20)
indicated these metaphors elicited 40% greater amygdala activation associated with risk
awareness than literal claims. As illustrated in Figure 1, Western markets favored “individual-
container” framings (e.g., LinkedIn’s Your Potential, Unlocked), while Eastern markets leaned
toward “collective-container” variants (e.g., Alibaba’s Treasure House for All), with culture-
congruent executions generating 15% higher engagement.

Fig.1: Cross-Cultural Metaphor Effectiveness Comparison

120 115

100

100

80O

oo

40

20

Engagement index (Westem baseline = 100)

wna

Persuasive Techniques and Cultural Nuances

Multimodal metaphors integrating visual, textual, and auditory elements delivered 2.1x higher
engagement (likes, shares) than unimodal equivalents (p < 0.01). Dove’s 2021 Reverse Selfie
campaign combined visual distortion metaphors (warped phone screens) with textual
affirmations, creating what Forceville (2022) calls metaphor framing synergy. Eye-tracking
heatmaps showed viewers fixated 3.2 seconds longer on these ads compared to static
counterparts.

Cultural adaptations followed predictable but underleveraged patterns. Western markets
emphasized individualism (72% of U.S. ads; e.g., Tesla’s Pioneer the Future framed as solo
exploration), whereas East Asian markets favored collective journeys (68% of ads; e.g., Xiaomi’s
Advance Together). Notably, “glocalized” campaigns blending both orientations (e.g., Coca-
Cola’s Real Magic, featuring diverse collective joy) outperformed monocultural executions by
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31% in A/B tests contradicting the prevailing assumption that strict localization yields superior
outcomes (Holt, 2023).

Implications and Underexploited Opportunities

Table 2: Emerging Metaphor Opportunities with Case Examples

Metaphor Category  Example Potential Benefit

Biological Metaphors Brand ecosystems High appeal for sustainability messaging
Paradoxical Blends Quiet power 18% higher novelty perception

Haptic Metaphors AR try-on cosmetics 27% increase in purchase intent

Table 2 highlights three underutilized metaphor categories with high strategic potential:

e Biological metaphors (brand ecosystems) especially suited for sustainability narratives.

e Paradoxical blends (quiet power) associated with an 18% higher novelty perception.

e Haptic metaphors in AR applications (try-on cosmetics) linked to a 27% increase in

purchase intent.

In general, it can be seen that though the metaphors of journey and container are deeply rooted,
they work best when applied through multimodal integration and cultural calibration levels that
most brands continue to explore intuitively and not through experimentation.
Discussion
The overwhelming prevalence of journey and container metaphors in modern advertising is
explainable by the fact that they are deeply embedded in the concept of embodied cognition
(the neurological system of how the abstract concept is anchored in physical experience). Most
recent fMRI research (Elder & Krishna, 2023) shows that journey metaphors (e.g., Nike with ‘Just
Do It’ and imagery of climbing mountains) trigger the premotor cortex of the brain, making even
the people watching a passive form of movement. This is why they had 22 percent higher rate of
recall than non-embodied metaphors (e.g. statistical claims). Likewise, service-protective
container words, such as the Mastercard variant of priceless possibilities (2023), that evoke the
insula, which is linked to territoriality and safety, can be used to package services like protective
enclosures (Casasanto, 2024). These observations are consistent with the theory of neural reuse
(Anderson, 2022), which holds that advertisers can in effect hack on to evolved cognitive
architectures to recruit sensory-motor circuits to persuasion by their brands. This neural
efficiency, however, comes at ethical costs; when the 2023 campaign of Pfizer to vaccinate the
population against the flu positioned immunization as a shield protecting one family, it not only
exploited embodied safety schemas, but also, as Bavel et al. (2024) claim, weaponized kinetic
metaphors to override deliberative risk calculations among vulnerable demographics.
The fact that the study determined that multimodal metaphors have 2.1x more engagement than
unimodal counterparts, provides guidance on how to act to a marketer. Initially, the optimization
of metaphors is essential according to the platform specifics: TikTok can afford 3-second progress
bursts (e.g., immediate transformation videos created by Gymshark) to be characterized by a
greater focus on the kinetic verbs("leap," "rush"), whereas Instagram carousels require
implementing serial images metaphor to recreate a sense of slow movement through a journey
(Li & Ettinger, 2024). Second, the 31 percent unforeseen increase in glocalized metaphors (e.g.,
collective joy framing) Coca-Cola) calls into question the sacred doctrine of localization,
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indicating that universal embodied schemas (e.g., warmth = trust) can cross-cultural lines in
combination with domestically relatable imagery (Holt & Cameron, 2023). Such programs as an
example of Google Metaphor Mapper Al (beta) are currently providing the means of real-time
A/B testing conceptual blends on demographics, which sounds alarm bells. When a set of terms
like, say, the metaphors that drive teen engagement by 40 percent according to the algorithms
used by Meta, such as "binge-worthy", the results are the feedback loops of persuasion that give
priority to neural hijacking of the population rather than consumer interests (Zuboff, 2024).
Advertisement requires a moral code that needs to be based on the model of the WHO 2023
framework on the design of dark patterns to regulate the use of metaphors in sensitive industries
such as healthcare and finance.

Although this study contributes to metaphor research in digital advertising, its generalizability is
limited by three limitations. First, the Anglocentric sample (72 percent English-language ads) fails
to consider the metaphor production of tonal languages such as Mandarin, where the majority
reify metaphors in completely different parts of the brain as revealed in the study of Chen (2024)
on the Chinese pictographic puns (e.g., % [safety] visually enshrines a radical that denotes a
roof) where the puns bypass the same hemispheres as those used by alphabetic metaphors.
Second, the voice/Al interactions are not mentioned, which constitutes a significant gap, as the
advertisement of smart speakers (e.g., Amazon: Alexa, relax me) is based on prosodic metaphors,
where intonation can imply a certain meaning, divorced of its lexical contribution (Linnemann &
Jucks, 2024). Third, the sample in focus of explicit metaphors does not take into consideration
subconscious priming effects; a recent EEG experiment (Harris et al., 2024) proves that even so-
called dead metaphors (e.g., breakthrough) can activate sensorimotor areas within 250ms of
exposure-much faster than appraisal. Future research should incorporate cross-linguistic
neuroimaging to track metaphoric processing across poorly represented languages, as well as
guestion how the virtual reality experiences embodied metaphor (e.g. when do perceiving a
metaphorically-framed virtual store involves walking through it). Such measures will not only
perfect cognitive theories of advertising, but they will also make policy formulators ready to
control a more advanced and possibly manipulative persuasive environment.

Conclusion

This paper has demonstrated in a very orderly way how cognitive linguistics and metaphor theory
explain the power of persuasion in advertising in the digital age. Through the analysis of the most
popular conceptual metaphors (namely journey and container frames), we have demonstrated
their neurological foundations, which harness the power of embodied cognition to present a
memorable and emotionally stimulating brand message. The evidence highlights that a
successful contemporary advertising does not only convey the advantages of a product, but
rather creates figurative ecosystems in which brands are the heroes of the mental plot of
consumers. The high performance of multimodal metaphors in a cross-platform environment
proves that the best campaigns are those that integrate visual, text and audio to produce
complete sensory effects. Nonetheless, the study also brings to light the essential differences:
some metaphorical constructs have cross-cultural validity, whereas others need to be localized
to fit well into the thoroughly internalized cultural patterns. Most importantly, though, the
research also reveals the potential of paradoxical blends and haptic metaphors: unexplored
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spaces, which may bring a new meaning to the interaction in the digitalized world that is
becoming more and more saturated. All these insights give the advertiser the tools to optimize
the use of metaphors using a science-based process instead of relying on creative instincts to
persuade customers.

However, these developments are associated with serious ethical responsibilities that cannot be
overlooked by the industry. This is because the same neuro mechanisms that render metaphors
effective, also ensure that they are potentially manipulative; since they elicit processes that
enable them to avoid rational scrutiny and encode ideas and concepts about brands into sensory-
motor networks. The danger of preying on the vulnerable consumer increases as advertising
becomes even more cognitively targeted especially when it involves the creation of personal
metaphors by Al. The examples of the use of the so-called dark metaphors described in the
spheres such as gambling and weight loss prove the ease of transforming the embodied cognition
into the weapon. This further requires immediate industry-related standards in the use of ethical
metaphors especially in matters involving health-related or financial decision-making. The
innovative developments in the area should be coupled with responsibility as the knowledge that
a brain reacts to advertising met differs on the commercial potential, as well as the responsibility
to secure consumer free will. The way ahead lies in a close working partnership between
cognitive scientists, marketers and policymakers to set guardrails permitting creative persuasion
in the advertising ecosystem and making it simultaneously vibrant but accountable in its
figurative storytelling.
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