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Creativity of Printed Adsfrom the Per spective of Multimodal M etaphors

CHENG Jin-tao
(Beijing Jiaotong University, Beijing 100044, China)

ABSTRACT: The work aims to explore the mechanism of creativity in printed ads from the perspective of multimodal
metaphor. Based on conceptual integration theory and Forceville's multimodal metaphor theory, the comparative analysis,
empirical method and analogy were used to analyze the multimodal metaphor types and the mechanism of creativity in
Printed ads. The study shows that, for the purpose of advertising creativity, the product features to be emphasized should
be decided first, and then the similarity between product features and source domain is established. The similarity could
potentially exist, but most often it is created. Besides, the selected modality and the type of mode and the mappings from

source domain to target domain are crucial to the success of the metaphor.
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