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A Cognitive Interpretation of the
M echanign for English and Chinese Brand Nam ing

ZHANG Xiang-hui
(College of Foreign L anguages, Hunan University of Technology, Zhuzhou Hunan 412008, China)

Abstract: Through detailed research into English and Chinese brand nameswith the help of the cognitive theories
of metgphor and metonymy, it is discovered that the English and Chinese brand naning are to a great extent simi-
lar In "producing" KM ( Idealized Cognitive Model) , conceptual metonymies like " producing place for prod-
uct", "producer for product’ are enployed in both English and Chinese brand naming In " advertising” IQM, it is
the interaction betveen the conceptual " grabbing” metonymy and " interest” metaphor that makes the advertised
product desirable and purchased by the conamet
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THE DESIRED OBJECT IS A GOOD OBJECT

VALUE THE DESIRED OBJECT IS A BEAUTIFUL OBJECT
metaphors | THE DESIRED OBJECT IS A FAMOUS OBJECT
THE DESIRED OBJECT IS A FAST OBJECT
THE DESIRED OBJECT IS A NEW OBJECT
THE DESIRED OBJECT IS A STRANGE OBJECT
THE DESIRED OBJECT IS AN EXOTIC OBJECT
THE DESIRED OBJECT IS A MYSTIFYINGT OBJECT
SHOCK | THE DESIRED OBJECT IS A SHOCKING OBJEC
metaphors | THE DESIRED OBJECT IS A REVOLTING OBJECT
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