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Abstract  
The presentation aims at disclosing the importance of the discourse of social advertising in Lithuanian 
language teaching and learning. Advertisements have been investigated from the perspective of 
conceptual metaphors theory, which, in the latter years, is more and more recognized as an important 
issue in language education. The key idea of the theorists declares that the metaphors exist not only 
in a language but also in human thinking, i.e. in his conceptual system while the concept is perceived 
as a unit of thinking containing information about various objects and phenomena The presentation 
reveals the specifics of the social advertising alongside with a detailed conception of a conceptual 
metaphor and a concept itself. In the first part of the investigation metaphoric expressions of the 
concept of VIOLENCE have been analysed It was observed that most often the VIOLENCE is 
perceived as a TOOL FOR FIGHTING, EDUCATIONAL MEASURE, MYSTERY, LIVING CREATURE 
and THREAT. VIOLENCE in social advertisements is presented as a hostile force demonstrated 
against a weaker human being. Violence hurts, kills, destroys and takes away the joy of life. It was 
discovered that the concept of VIOLENCE is actualized not only through the verbal expressions but 
also through the images: a metaphor can be revealed through a non-verbal element used in 
advertising. An image and a word belong to the different sign systems, however, they are inter-related 
and can supplement and expand each other. The concept of VIOLENCE identified in social advertising 
reveal the attitude and perception of this phenomenon by Lithuanians. In the second part of the 
presentation, the questionnaire, related to the recognition and ability to use the metaphoric 
expressions have been presented. The investigation summarizes the importance of the Conceptual 
metaphor theory to Lithuanian language teaching and learning practices. 
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1 INTRODUCTION 
As a linguistic phenomenon, advertising has become entrenched into social discourse by means of its 
widespread diffusion throughout societies all over the world [2], The semiotics of contemporary 
advertising messages: Decoding visuals). According to McLuhan, advertising has become the ‘art of 
the modern world’ [2]. ,,In all media, both electronic and print, in newspapers, magazines, information 
materials of all kinds and texts in a general sense, there is a complex network of written text 
accompanied by images and other non-linguistic elements, designed as coherent entities (they are 
often more visual than verbal) ‘by the means of layout’ [2; 4]:,,Within the discourse analysis, semiotics 
identifies how signs are used to represent something. In the discourse of advertising it can be a wish, 
a need, a desire or a worry to be solved, for instance. In this sense, the paper deals with the switch 
from denotative to connotative meanings of contemporary ads. The approach is based on the 
assumption that communication is achieved via decoding and encoding messages” [2]. ,,The 
connotative meaning represents the overall message about the meaning of the product which the ad is 
creating by the use of the image (e.g. the photographed model). The ad functions by showing us a 
sign with easily readable mythic meaning (e.g. the photographed model is a sign for feminine beauty) 
as well as by placing this sign next to another, potentially ambiguous, sign (e.g. the name of the 
perfume) [2]. The semiotic analysis reveals, among other things, how ads construct our identities as 
consumers and how they influence culture, for example [2] 

According to Barthes [2], ads ‘use tricks of imagistic arrangement in order to claim for their products 
meanings which they have no right to attach to them’. This way Barthes points out that advertising, 
using connotative associations, provides readers with what they themselves try to be or achieve [2]. A 
successful advertising technique usually consists of verbal and non-verbal signs.  One of the 
explanations for this is that the readers are not likely to read images in isolation from the verbal text 
that accompany them nor are they likely to read the verbal text without reference to the accompanying 
image [2].  
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Barthes [2] in his essay “The Photographic Message” noted that both the emission and the reception 
of the message is dependent on sociology: ‘it is a matter of studying human groups, of defining 
motives and attitudes, and of trying to link the behaviour of these groups to the social totality of which 
they are a part’. ,,The images and the text communicate with their addresses, meaning that they are 
not just static pictures. Therefore, advertising is not just about the promotion of certain branded 
products or services, but ‘can also encompass the idea of texts whose intention is to enhance the 
image of an individual, group or organization’ [2]. 

The use of visual metaphors in print ads has proven effective for catching readers’ attention and 
encouraging them to interact with the ad [7, 8]   

According to Berger a metaphor is “A mode of communication in which meaning is generated by 
making comparisons” [1]. A metaphor is actually a strong analogy which suggests equivalence 
between the two objects/things being compared [1]. For instance, if you say that your love is a rose, 
then you are using a metaphor. Suggesting such equivalence will cause the receiver of your message 
to attribute qualities of a rose to your love. So, a rose is beautiful and if your love is a rose then your 
love must be beautiful as well [7,1]. 

Often, however, it is not in the advertiser’s interest to spell out these features verbally, since this may 
result in corny, offensive, or simplistic claims, likely to be rejected by audiences. But presenting a 
source in the visual and/or sonic mode cues the audience to infer the mappable features for itself. This 
is more subtle – or insidious” [3]. As Pateman aptly observes, “Advertisers get consumers to do their 
dirty ideological work for them, and keep their own hands clean” [3]. 

As Mouraz et. al. state ,,The use of analogies and metaphors have received some interest in their 
function as enhancers of learning, especially in the science field and in the primary and secondary 
levels of education [6], playing in the pedagogical discourse functions of explanation, highlight, offering 
a personal view, as well as boundary delimitation and clarification of the axes of change [9]. However, 
there is much less investigative effort that takes higher education as their field of analysis. That lack of 
research supports the relevance of the present study”[6]. 

The aim of this research is to explore how the concept of VIOLENCE is metaphorically represented in 
social advertisements and, also, use the insights of the conceptual metaphor theory in Lithuanian 
language classes for foreign students.  

2 METHODOLOGY 
The research is based on the multimodal metaphor theory, developed by Ch. Forceville [3]. According 
to the author ,,a metaphor concerns one thing, its target (also known as “topic,” “tenor,” or “primary 
subject”), about which something is predicated by the source (“vehicle,” “secondary subject). ,,The 
interpretation of a metaphor consists of deciding what features or connotations of the source can be 
mapped from source onto target. Metaphors may make explicit the link between target and source 
verbally in the form of the copular “is” (or “is like”). Since in verbal metaphors both target and source 
are presented in the same mode, language, these cases thus belong to the “monomodal” type. But 
there is no reason why the elements in a metaphor should be verbal in nature: both a source and a 
target can be rendered in other modes. Now what counts as a mode/modality, is a question that has 
spawned much debate, but this has not resulted in much agreement [3, 4, 5]. 

The empiric material consisted of 30 Lithuanian printed advertisements. All the advertisements were 
studied with the  advertisements were studied by 50  students from Vilnius University (VU) Kaunas 
university of Technology (KTU). The students were representing the Faculties of Humanities and 
Social Sciences, studying Lithuanian as foreign language. All the advertisements were studied 
according to the representations of the two domains – source and target. The students were asked to 
identify the source and the target domains. The results of the identified metaphors and their 
interpretations are presented below. 

3 RESULTS 
The following examples of multimodal social advertising metaphors have been selected because they 
show how, by their clever use of the visual modality, the advertisers get us “do their dirty ideological 
work for them”[3].  
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The research focuses on the multimodal context, were the meaning was transferred verbally and 
visually. The metaphors were identified if an expression from a source domain was transferred to a 
second - target domain. The main difference relates to expression wide. The case study method was 
used due to the fact, as Mouraz [6] puts it ,, as it allows the study of metaphors both from the 
standpoint of its use in the production of knowledge, and from the point of view of the fact that learning 
involves entering into the epistemic structure of the scientific field concerned as well as within the 
processes of conceptual reorganization that mobilizes the teacher to promote students’ learning”. 

Table 1. Ability to identify source domain of the metaphor 

 VU KTU 

VIOLENCE IS TOOL FOR FIGHTING 58% 54% 

VIOLENCE IS EDUCATIONAL MEASURE 45% 50% 

VIOLENCE IS MYSTERY 65% 70% 

VIOLENCE IS LIVING CREATAURE 75% 77% 

VIOLENCE IS THREAT 70% 78% 

As we see from the table above students were able to identify the presented metaphors, The 
metaphor VIOLENCE IS MYSTERY was best recognized by the students from both universities, 
metaphor VIOLENCE IS THREAT was slightly better recognized by the students from KTU and the 
metaphor VIOLENCE IS TOOL FOR FIGHTING is more understandable for students from VU. The 
concept of EDUCATIONAL MEASURE was more hard to understand for students from both 
universities. 

It was noticed that many of the metaphorical images that circulate in the advertisements are grounded 
in the culture and life experiences that are supposed to be usual and common to all the students. This 
means that the authorship of these metaphors is often based on common sense and images of the 
culture and language of the people present, including outstanding cultural assets (movies, books, etc.) 
[6]. As a teaching resource, the use of metaphors is justified because teaching is also translating 
knowledge to make it accessible to students and metaphors serve this purpose well [6]. 

4 CONCLUSIONS 
It was found out that the use of metaphors in Lithuanian language classes require greater attention 
from students and serve, partly as an extracurricular activity, especially when it comes to gather the 
examples presented in advertisements. However, it was difficult for the teacher to make students 
produce their own metaphors although they consider that the teacher would accept that they did, they 
did not feel authorized to produce their own metaphors. In summary, it is possible to conclude that 
analogical reasoning, especially when it comes to using the examples presented in news and 
advertising media discourse, with the metaphors used there, enhance students’ language learning 
possibilities and motive knowledge production and acquisition. 
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