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. Contemplations on college students’ autonomous
learning assisted by multimedia technology & networks

SUN Rui—chao

(College of Foreign Languages, Nanjing University of Aeronautics and Astronautics,Nanjing 210016,China)

Abstract; Today, one important tendency of college English teaching reforms is autonomous learning model as-
sisted by multimedia technology guided by student — centred teaching ideals. Multi media assisted teaching
provides advantages such as creating a good environment for students to study autonomously, and stimulating
them to study on with affluent knowledge. In order to apply autonomous learning model assisted by multi—
media technology, the universities and colleges need to attach greal importance to the participation of faculties,
and cultivate more and more teaching resources on line for students to make use of.
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A cog—linguistic view of the language art in advertising — metaphor

HAQO Bao—yan, HUANG Rui
(College of Arts, Hebei University of Engineering, Handan 056038, China)

Abstract; Advertisements are a pervasive kind of communication of messages with practical and clear communi-
cation aims in today’s society. In the common catching and effective advertisements, metaphorical expressions
are applied by the ad creators as a strategy to achieve the effective conveyance of the advertised messages or
concepts to the target audience. Based on some academic knowledge of advertising and the two cog— linguistic
principles, this paper illustrates that metaphors in advertising are a most appropriate example of human meta-
phorical thinking. And the expressions of metaphor show the creative ideas of the ad creators and help the au-
dience build up conceptual integration networks in their mind while understanding the metaphors.

Key words: advertisements; human metaphorical thinking; conceptual integration





