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A conceptual integration approach to puns n advertissments

YUAN Hongmei
(School of Language and Culture, Nanjing Information Engineering U niversity, Nanjing 210044, China)

Abstract: Conceptual integration is a universal human cognitive activity Based on the Conceptual Integration Theory proposed
by Fauconnier and other cognitive linguists, thispaper is designed o explore the cognitive mechanisn of interpreting puns in ad-
vertisaments o perceive the underlying information advertissments expressed by virtue of conceptual integration networks digla
ying the dynamic cognitive process It proves that the Conceptual Integration Theory can provide a detailed description and pro-
found explanation of the perceiving processof puns in advertisanents, which again tests and verifies the cognitive elucidatory pow-
er of the Conceptual Integration Theory, A nd perceiving puns in advertisaments cognitively from the pergective of conceptual in-
tegration is a nev goproach o puns in advertissments and a trustvorthy attempt in its cognitive research aswell

Keywords puns in advertissnents conceptual integration; cognitive perception
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