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Metonymy Mechanism with Business Purpose in Advertising:
A Case Study of Automobile Advertising
Chen Xiangdan Yu Fang-yan

( University of International Business and Economics Beijing 100029 China)

Advertising discourse is the typical example of language communication in business area which combines both business pur—

pose and language features. This paper based on automobile advertising discourse finds out that ( 1) the business purpose of

advertising affects its choice of source domain of metonymy

the two of which work together on the audience’ s psychological

process; (2) business purpose also affects the metonymy appearing in polysemantic and homophonic expressions or synonyms;

(3) various types of multi-domain metonymies can be found in advertisement.
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