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ABSTRACT 

The metaphor is generally used as a representation of language-characteristic discourse. 

In the field of discourse analysis, this thesis aims to examine the work of conceptual 

metaphor in advertising. It discusses nature, a representation of the advertising metaphor. 

In addition, the relation between conceptual metaphor and both the theory of relevance 

and the theory of conceptual metaphor is taken into account. It also deals with the ways 

of philosophical metaphor within the realms of concept. It proposed that conceptual 

metaphor occurs in many ways, and both conceptual metaphor theory and the theory of 

significance are complementary to conceptual metaphor. As a model of analysis, 

conceptual theory and significance theory were used in the discourse analysis of this 

report. The aim of this study is to address the questions: how does metaphor work? 

Usually a contentious topic, or what is the working part of the metaphor. 

 

INTRODUCTION 

1.1 Metaphor: An Introduction  

    One of the first thinkers who dealt with metaphors was Aristotle. To Aristotle, words 

are basically signs or pictures that convey a significant object. Words convey, at that 

stage, thoughts. Symbolize and add meaning to more complicated thoughts as more 

words are combined. "(24) The metaphor is generally seen as one of the language's 

characteristics, stating that the metaphor "the use of a word or phrase denoting one form 

of concept instead of another word or phrase for the purpose of indicating a connection 

between the two" is rose, for example, "Language specialists had massively inspected this 

enticing conversation in their verbal appearances. In any event, the metaphor has been 

reimagined as a cognitive framework that constructs our contemplations and actions 

rather than essentially a lingo wonder, with the increasing charm of cognitive researchers 

within the topic. George Lakoff and Check Johnson, who have put forward the well-

known conceptual metaphor theory, were to begin with an advanced view of metaphor 

that challenged the persuasive ordinary to see in a coherent and successful way (CMT) ( 

21). 

        Individuals used to characterize metaphors as linguistic expressions utilized to 

convey certain messages in roundabout ways. In any case, Lakoff and Johnson set that 

metaphors have more to do with our thoughts and activities. This leads to the conclusion 

that when one uses a certain metaphor about the object “X” it changes his/her recognition 

of that object and consequently that metaphor controls the way one interacts with “X”. 

(20). The word "metaphor" has been used in various applications outside its particular 

meaning as typified in its extraordinarily historical underpinnings due to its ubiquity in 

everyday communication about languages and societies (12).  
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However, Lakoff and Johnson (20) deal with individuals utilize metaphors, they don't 

indiscriminately think of an object and relate it to their subject. However, individuals take 

after metaphor designs and frameworks that underlie they utilize of metaphors. Evans and 

Green (13) state that thus, speakers cannot utilize a conceptual domain at any rate to 

portray a particular topic. For example, consider the following discourse when two 

individuals are examining their relationship status and one of them says “We’ll fair ought 

to go our isolated ways” or “We’re fair turning our wheels”. There must be a framework 

that administers that odd relationship between marriage and ways or wheels. 

Lakoff and Johnson held that metaphor is inevitable in life within the book metaphor' We 

Live By' not as it was in language, but in thinking and action and the substance of 

metaphors is knowing and experiencing one kind of thing in terms of another' (20).      

    Within the book The Modern Theory of Metaphor, Lakoff argues that metaphor is 

conceptual on a very basic level, not conceptual (21). 

According to Gibbs & Cameron(10), there are two essential components that play a 

significant part with metaphors. One is the socio-cultural calculate and the other figure is 

more cognitive. The socio-cultural part is critical since, depending on the specific way of 

talking and communicating by diverse discourse communities, the metaphors utilized by 

individuals can change. 

     Additionally, Steen says that numerous of expressions that one utilizes to talk or 

communicate is based on conceptual metaphors, which means that one communicates 

through metaphors with which one considers. In this way, it might be said that metaphors 

are really cognitive devices that offer assistance use structure our considerations and our 

world involvement. 

How does a metaphor function? Usually a contentious topic, or what is the working part 

of the metaphor. In practice, the theory of contrast, the hypothesis of substitution and the 

hypothesis of interaction all point to the translation, to be precise, working part of 

metaphor, of the profitable planning of metaphorical implications. These hypotheses from 

distinctive sides show a few features of the metaphor's working portion (25). Metaphors 

are mappings across conceptual domains, similar to (21), and each mapping may be a 

settled set of ontological correspondences between a source domain substance and a 

target domain substance. 

1.2    Types of  Metaphor 

    George Lakoff and Mark Johnson define three overlapping types of conceptual 

metaphors in' Metaphors" We Live By' (20): 

1.2.1    Orientational Metaphor 

    Kövecses (17) distinguishes between three primary sorts of metaphors: orientational, 

ontological, and structural. The cognitive task of the orientational metaphor is to form a 

set of target concepts coherent in one ’s conceptual framework. The orientational 

metaphor is that it presents a metaphor with fundamental human uncommon introductions 

such as up-down, center-w, etc. The upward introduction is ordinarily related to a 

positive evaluation whereas the essences of the descending introduction are basically 

negative.   

   Underneath are a few orientational metaphors in our ordinary language : 

1) “More is up; less is down: Speak up, please. Keep your voice down, please”.  

2) “Healthy is up; sick is down: Lazarus rose from the dead. He fell ill”.  

3) “Conscious is up; unconscious is down: Wake up. He sank into a coma”. 
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(17) 

1.2.2 Ontological Metaphor 

     Cazeaux, (2) separates between the simple metaphor and the ontological one claiming 

that the simple one only associates a physical concept with a metaphysical one while the 

ontological metaphor structures an encounter as openness to transposition. Lakoff and 

Johnson (20) contend that the significance of the ontological metaphor lies in its capacity 

to let us get our claim encounters in terms of substances and objects. This way one would 

be able to choose parts of his/her encounter and treat them as on the off chance that they 

were discrete substances of a uniform kind. In like manner, one will categorize those 

substances, gather them, number them, and most imperatively, reason almost them. 

Underneath are a few metaphors given by Lakoff and Johnson to clarify what the 

ontological metaphor does: 

1) “His emotional health has deteriorated recently. (Identifying Aspects)” 

2) “The pressure of his responsibilities caused his breakdown. He did it out of 

anger”. 

1.2.3 Structural Metaphor 

    Kövecses (17) states that structural metaphors, the source domain gives a huge 

information structure for the target concept. The most cognitive work of basic metaphors 

is that they offer assistance speakers to get it a certain target by implies of the structure of 

a certain source through the method of conceptual mapping between components of the 

two domains. For occurrence, the concept of time is interpreted in terms of movement 

and domain and this could be outlined in the following examples:  

1- “The time will come when . . .” 

2- “The time has long since gone when . . . ” 

3- “The time for action has arrived. ” 

1.3 Critical Discourse Analysis (CDA) 

     Van Dijk (32) characterizes Critical Discourse Analysis(CDA) as a discourse 

explanatory research that primarily centers on how social control mishandles, dominance, 

discrimination…etc. are spoken to in writings and what the coming about the impact in 

peruses could be. That's why he contends that discourse analysts ought to be mindful of 

their necessary part in their society. Besides, for CDA to be compelling, there are a few 

prerequisites that must be met. Firstly, the essential center of CDA is social issues and 

political issues more than other ideal models. Besides, since CDA bargains with social 

issues and political issues, then it definitely interatomic with distinctive disciplines of 

pondering for it may be a multidisciplinary approach. Besides, CDA does not only deal 

with issues, but it moreover gives clarifications and reasons for the phenomena with 

respect to properties of social interaction. 

   Fairclough and Wodak (5) argue that CDA has particular principles that govern its 

structure; one of which is that discourse constitutes society and culture for discourse is 

actually a form of social action. 

   Relating to the aspects CDA ponders, Van Dijk hypothesizes that there are specific 

concepts where CDA is locked in. To begin with, the large scale versus miniaturized 

scale concept where language utilizes and the method of communication represents the 

micro-level and control, dominance, and disparity represents the macro-level. The 

objective of CDA in this concept is to bridge the gap between the two levels. The 

moment concept is that control can be deciphered in terms of control. That's to say, social 
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bunches should have more or less control over individuals in the event that they may 

control the minds and acts of other bunches. This concepts essentially bargain with 

intellect control, media control, and open talk control. 

1.4  Conceptual Metaphor Theory (CMT) 

     The thought of conceptual metaphor was firstly investigated by G. Lakoff and 

M.Johnso. It was primarily based on verbal communication as they created their work 

'Metaphors we live by': Our conceptual framework in this way plays a central part in 

characterizing our regular substances. On the off chance that one is right in 

recommending that his/her conceptual framework is generally metaphorical, at that point 

the way one thinks, what one encounters, and what one does each day is exceptionally 

much a matter of metaphor. In most of the small things one does each day, one basically 

thinks and act more or less consequently along certain lines. Fair what these lines are is 

by no means clear (26). 

    Since communication is based on the same conceptual framework that one utilizes in 

thinking and acting, language is a vital source of proof for what that framework is like. 

(20) At first, CMT’s claims were generally based on verbal metaphors. However, an 

additional arrangement of studies has moreover illustrated that metaphors can moreover 

happen non-verbally and multimodality  (5). 

    One of the most highlights of conceptual metaphors is the extension of meaning. That's 

to say, they bring almost modern implications to our discussions (Evans & Green, 

2006,38). Underneath are a few cases of one’s regular language where one subliminally 

utilizes representations whereas considering of them as being strict discourse with no 

metaphorical language utilized: 

1- There is no painless way to get inflation down. We now have an excellent foundation 

on which to build. 

2- Politicians are being blamed for the ills of society. 

3- Her career was in ruins. 

4- How could any man ever understand the workings of a woman’s mind? 

5- Let’s hope he can keep the team on the road to success. 

 (17) 

1.5    The Social Role of Metaphor 

     Early studies suggest that people have been using metaphors for ceremonial, 

otherworldly, devout and worldly things from the first light of recorded history. Disciples 

of the cognitive-experientialist linguistic school of thought acknowledge that language is 

related to the thoughts, creative energy, and real capabilities of people. Lakoff and 

Johnson (1989) maintain that human metaphors mean that encounters are organized and 

conceptualized by them. The two share the idea that language, be it strict or non-literal, 

provides a way to understand, express and portray reality. Metaphors bring out 

symbolism, which makes them extremely useful in the transmission of consequences. 

    Since relics, feelings such as cherishing, abhorring, bliss and distress are too well 

known to have been metaphorically rendered (17). Metaphors have been too famous to be 

able to hand-off misrepresentation because they can darken contrasts and highlight 

possible deceiving similarities between two subjects (18). 

Despite the fact that much is still spoken about, other masterminds actually demonstrate 

the ability of metaphor (that is, deep metaphors) to have a well-structured conversation. 
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    The combination of various surface metaphors that are thus connected with each other 

by a super or master metaphor is the product of profound metaphors (12). The widespread 

'conceptual metaphors' suggested by Lakoff and Johnson are reviewed by this thought. 

Conceptual representations were found to be important in fostering theoretical thought 

(22). "The researchers in both languages promoted that conceptual metaphors "allow the 

use of sensorimotor introduction for theoretical conceptualization and reason. In addition, 

because conceptual metaphors enable people to communicate other things after their 

individual experience, they are often said to play a vital role in science and logic systems, 

as well as other comparable types of theoretical thought. 

1.6 Culture-Specificity of Metaphor 

    With its focus on exemplification, Lakoff and Johnson's (20) seminal work could lead 

one to induce the multiple, on the off chance that not most, metaphors are grounded in 

and thus all-inclusive of the fundamental human encounter. Be that as it may, Kovecses 

(17) argues that there are large social errors between both of the two cultures that make it 

difficult to argue for generally significant conceptual metaphors. Kuroda and Suzuki are 

renowned for their consideration of the Japanese, English and Arabic languages, that a 

survey written in one language cannot be efficiently deciphered into another without 

major fluctuations from the source or specific dialect. In their consideration, they found 

how the answers of respondents are surrounded by such inquiries depending on what 

language is used and whether or not respondents are local or auxiliary clients of the same. 

    It was developed in one case study by Gibson and Zellmer-Bruhn that the concept of 

cooperation shifts through organizations and societies. The study was performed by six 

diverse multinational corporations in four distinct geographic areas. Five different 

metaphorical environments for cooperation were identified by the two researchers, 

specifically military, sports, culture, family, and partners. The developers concluded that 

there is a current link between national social values and metaphor classifications that are 

used. In addition, the interpretation of metaphors of cooperation was also found to be 

subordinate to organizational culture, group component preferences, distance, 

destinations, and membership. Dodd (3) advertised the social precision of metaphors as a 

comparative context. He gave a definition that had a uniquely American representation in 

his research of the grounded social display of US industry, which he had strongly 

separated from European mental business models and others. 

1.7 Conceptual Metaphor and Advertisements 

    To attract viewers ‘ attention, consideration, pass on item data and advance their items, 

promoters have progressively utilized conceptual metaphors. In fact, conceptual metaphor 

plays a critical part in publicizing, as Kovecses focuses out, “Part of the offering control 

of notice depends on how well-chosen the conceptual metaphor is that the picture and/or 

the words utilized within the promotion endeavor to bring out in individuals. A fittingly 

chosen metaphor may work ponders in advancing the deal of an item” (17). 

   Lakoff and Johnson's studies are significantly noteworthy, as they do not show 

reasonably that metaphor could indicate cognitive and a mode of thinking, but also 

appear if metaphors are conceptual in nature at a very basic level, at that point they must 

show themselves in non-linguistic areas other than the linguistic spectrum. "In his book 

Representation: A presentation down to earth, Kovecses advertised twelve instances 

where conceptual metaphors, such as motion pictures and acting, cartoons, drawings, 

figures, buildings, promotions, images, myths, and so on, are shown or realized, but a 
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great case in point is advertising, as "a significant presence of conceptual metaphors is 

advertising (13). Notices are isolated, in general, into verbal notices, pictorial notices, 

radio advertisements, etc. (13). 

   A few academics and postgraduates at home and abroad paid careful attention to the use 

of the metaphor in supporting it. A few scholars have considered verbal metaphor in 

terms of inquiry about substance as it was paid consideration to a few have as it was 

emphasized pictorial metaphor (e.g. Charles Forceville), but few people have studied 

both of them together; as for hypothetical method, a few ponder have managed with a 

single hypothetical system and there are a few abandons in them. 

For example, a few studies have shown that there are certainly conceptual metaphors in 

advertising, but they have not discovered how conceptual metaphors function effectively 

in advertising because of inducing people to gather to purchase the advertised products 

(e.g. Lars Hermeren, 1999; Fan Yingxia), a few inquiries about a related hypothesis of 

significance to a significant hypothesis (e.g. Wu Xiuming,2007). 

   This paper therefore aims to address the following questions: how does the promoter 

organize the notice under the direction of the conceptual metaphor? How has the 

assembly of individuals analyzed and deciphered the philosophical metaphors of 

publicity? When preparing notifications, how can the promoter ensure that sufficient data 

is transmitted to the array of individuals? How does a metaphor function? Or what is the 

working part of the metaphor, a topic typically controversial? In one, the hypothesis of 

contrast, the hypothesis of replacement and the hypothesis of interaction all point to 

translating the profitable preparation of metaphorical implications, specifically the 

metaphor working part. These hypotheses from distinctive sides show a few features of 

the metaphor's working portion (25). 

Metaphors are mappings of conceptual domains, according to Lakoff (21), and each 

mapping could constitute a settled set of ontological correspondences between substances 

in the source domain and substances in the target domain. 

1.8 Relevance theory and metaphor in advertising 

    In 1986, the book Importance: Communication and Cognition was co-authored by 

Sperber and Wilson. Pragmatics in particular and other disciplines such as phonetics in 

general, rationale, logic, writing and brain science have been underneath the noteworthy 

influence of significance theory since the dissemination of the novel. The theory of 

relevance may be a general communication hypothesis. Advancing may be a mode of 

communication that passes on viable information between the promoters and the 

gathering of individuals about items or organizations. Since progress can be a kind of 

contact between the advertiser and the arranged consumer, the theory of relevance also 

needs to function for promotion in principle. 

   Sperber and Wilson (28) consider that any communication act is an ostensive-

inferential plan, hence, publicizing to boot an ostensive-inferential prepare. For the 

promoter, he has to get diverse media as ostensive shocks to make commonly show to the 

gather of spectators the edifying ponder nearly things publicized. For a gathering of 

people, based on cognitive setting, he has to accumulate the teacher think passed on by 

the sponsor. Promoting can be a form of communication that focuses on impacting the 

recipient (the potential buyer) to purchase the communicator's (the promoter's) advanced 

stuff or organizations or to understand the thoughts sponsored by the take notice. In order 

to explain this reason in the orchestra, the sponsor must without a doubt make a 
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collection of doubts related to the items or organizations or thoughts he advances appear 

to the potential customer or more. But because it was edifying consider itself cannot 

fulfill the purpose of the advertiser for on the off chance that because it was he who has 

this teacher ponder but does not make it appear widely, the beneficiary will never see this 

edifying ponder. Thus, the promoter continuously integrates a communicative purpose 

when producing a note. From this dialog, the communication used in ads can be seen to 

be ostensive-inferential communication in nature (28). 

   The promoter passes on a community of media as frequently as conceivable in order to 

act on the gathering of individuals to purchase advanced items. In verbal advertising, 

gestures or phrases are used as ostensive jars; pictures are used as ostensive jars in 

pictorial notes, and music, colors, can be used as ostensive jars in TV notes. But 

allegorical dialect can be used as well as ostensive boosts for words, music, and images, 

such as resemblance, frivolity, moral tale, exemplification, etc. For a case, a Chinese 

fertilizer company named Shandong Kingenta Natural Planning Co, Ltd. epitomizes its 

controlled release fertilizer as an ace. It is evident from the basic parts of the metaphor in 

advertising that the sponsors apply the metaphor to advertising (13). 

The drawing within the thinking of the audience and energetically planning the thought of 

the audience to the instructor of the communicator are two prerequisites for an ostensive 

jar (29). Metaphors (and other types of metaphorical language) are deciphered in 

compliance with the same rules as strict enunciations in Sperber and Wilson; they are 

relevance-driven in nature and provide a richer collection of acceptations than 

challenging enunciations (33). The gathering of people can get powerful and fragile 

meanings around items marketed by inferences of metaphors in advertising. In this way, 

metaphors compensate for the extra care needed by the listener with a richer collection of 

specific impacts than a demanding expression:' the wider the expansion of possible 

consequences and the more important the task of the listener to create them, the more 

dazzling the effect, the more imaginative the metaphor' (29). 

   The principle of insignificance, the environment may be an impressively imperative 

idea that needs to be said in this proposal to form an inquiry into advertising's 

psychological metaphor. According to the conventional view, the environment is about an 

all-inclusive category ranging from linguistic information, worldwide information, social 

and social foundations where contact takes place with situational components such as 

time and out of communication, and the mode of communication (20). 

   There are several surrenders in it, despite the fact that logical metaphor theory is of 

awesome significance. One of them is that it lacks the constraint of the cognitive setting 

on the perception of metaphor, so it has no thoughts to determine which mappings are 

chosen and the particular powerful sections of conceptual metaphors are not effectively 

brought into full play in promoting, while significance translates metaphor as deciding 

strong and powerless implicates and does not value it as mapping Therefore, one can see 

that the theory of relevance is complementary to the conceptual metaphor theory, 

particularly when the conceptual metaphor is linked to publicity (12). 

 

METHODOLOGY 

2.1 Preliminary 

    This section  includes the discourse analysis of conceptual metaphor in some selected 

advertisements using CTM and Relevance theory as a model of analysis. 
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2.1.1 Data description 

    This paper provides a few examples of cases in which conceptual metaphor is used in a 

few selected commercial promotions in terms of conceptual metaphor theory: verbal 

notices and pictorial promotions to form a conceptual metaphor talk study, taking into 

account that relevance theory is complementary to conceptual metaphor theory as models 

of research. 

2.1.2 Data analysis 

1. “Over 200 years of careful breeding produced this champion” (36) 

“ Example 1 is the caption of a verbal advertisement for Hine X.O. At to begin with 

locating, this caption will get the audience’s consideration since they are inquisitive 

almost what kind of winner that needs cautious breeding for such a long time, to be 

specific over 200 a long time. At that point, the interest of the gathering of people will be 

stirred so that they are likely to study the body of the notice to induce encourage data. 

The body of the notice is as takes after: 

   Each once in a while, a genuinely incredible horse. A horse predetermined to gotten to 

be a preeminent winner on the racecourse and to pass into legend. A Nijinsky or an 

Aride, a Ruddy Rum or a Shirgar – wonderful creatures who stay unchallenged in their 

lifetimes. Such a horse is the result of the cautious breeding of the bluest of bloodlines 

that can be followed for eras. And from the day of its birth, the youthful horse will be 

affectionately sustained and cared for, fastidiously formed into a winner. 

   So it is with Hine X.O., the winner of fine cognacs, the choice of authorities. Set up in 

heart of the Cognac locale of France in 1763, the house of Hine has remained 

unswervingly loyal to the measures of quality set down by its author, Thomas Hine. Since 

the eighteenth century, each drop of Hine cognac has been affectionately developed 

beneath the careful eye of one man, the cellar master, whose faculties are his bequest and 

whose uncommon gifts can be followed back through six eras of the Hine family. Hine X. 

O. an exhaustive breadwinner of development, delicacy, and artfulness. A cognac of 

exceptional quality, to be relished with regard and boundless delight. HINE clears out 

nothing to be wanted”. 

   "The audience gets to know after reading the body of the verbal advertisement that the 

advertiser extreme says that Hine X.O could be a wonderful horse like a Nijinsky, an 

Aride, a Ruddy Rum or a Shirgar, and he or she will get a structural metaphor: HINE X.O 

Could Be a WONDERFUL HORSE, in which the "HINE X.O" target space is organized, 

caught, performed, and spoken almost in terms of "HINE X.O 

There are various highlights or suspicions in the case of the source domain, and what 

highlights or presumptions are mapped to the target domain? At that point, on the basis of 

contextual details, a few of the assumptions or mappings within the large entry' an 

eminent horse' will be exceedingly enacted. For instance, such as a Nijinsky, an Aride, a 

Ruddy Rum or a Shirgar, a wonderful horse may be a wonderful animal; an eminent 

horse may be an incomparable winner on the racecourse and remain unchallenged in its 

lifetime; an excellent horse will be lovingly nurtured and cared for. All of these 

assumptions are what one calls the premises involved that should be provided by the 

peruse. And after treating Case 1 in this extended setting, the community of onlookers 

will have a few consequences that the advertiser unequivocally anticipates: 

 (1) a. “Hine X.O has the best quality of fine cognacs”. 

       b. “Hine X.O remains incomparable in fierce competitions”. 



 
 

9 
 

       c. “Hine X.O is produced by elaborate procedures”. 

 (2) a. “Drinking Hine X.O can give you a feeling of maturity, dignity, and delicacy”. 

       b. “Drinking Hine X.O can give you indefinite pleasure”. 

The advertiser introduces these delicate implicates, but in inferring them the viewer must 

take an expansive share of duty. It is conceivable for diverse peruses to induce distinctive 

powerless implicates to balanced their additional handling exertion and hence accomplish 

ideal pertinence. But the implicates in (1) will be gotten by everybody who peruses this 

notice, for they are emphatically sponsored by the promoter, and without the recuperation 

of these implicates, the communication would be an add up to disappointment. The 

induction of the consequences in (1) and (2) enables the gathering of individuals to urge 

the verifiable sense of this advertising. 

    It is widely agreed that distinctive people have different cognitive circumstances and 

planning capacities, and why the promoter and we are so beyond any doubt that the 

peruse cannot supply the taking after suspicions as of the embroiled premises by perusing 

the over case: 

 (3) a. Sometimes, a superb horse fails in a race. 

b. Riding a super horse can give you a possibility of being injured and in turn, he gets the 

following implicated conclusions: 

(4) a. Sometimes, the quality of Hine X.O is somewhat lowered. 

b. Drinking too much Hine X.O does harm to your health.  

   Within the principle of significance, it can also be explained. The cognitive rule of 

relevance notes that human cognition tends to be prepared for relevance maximization. 

The human cognitive system is structured in the way that it selects and shapes, as it were, 

the knowledge for the smallest handling effort that has the most notable positive 

cognitive effects. Moreover, one has said that it is generally shown to the advertiser and 

people gathering that the salesman is trying to convince people gathering to buy the 

advanced item or gain, so the most critical and helpful assumptions in this environment 

would be the positive things related to a sublime horse, not the negative things. 

2. “Treat your lips with Estee Lander's new perfect lipstick. The secret is in our inclusive 

new Hydra moist Complex. It puts a true skin care-formula with a weightless (web) of 

lasting color. Laboratory tests show that the longer you wear it, the longer your lips stay 

moist, soft and comfortable. The most sensational place to wear satin on your lips”. (14) 

 

   Usually, the advancement of the Estee Lauder lipstick deal is also noted. The promoter 

infers in these ads to advance Estee Lauder lipstick, customers wondering and impacting 

them in obtaining the advanced thing. The sponsor laid out the verbal ads suggested in 

Case 2 as an appearance of the conceptual metaphor with a structural metaphor, ESTEE 

LANDER LIPSTICK IS Shiny silk in his or her judgment abilities. According to the 

relevance theory account, the verbal advertisements are communicated as an ostensive 

boost by the support, and customers are permitted to anticipate that the promoter 

indicates perfect noteworthiness in communicating Case 2. Customers therefore agree 

that any other understanding is unusual by the promoter and draw on large data and 

significant organizational data to generate access In line with the principle of relevance 

(laboratory experiments show that the longer you wear it, the longer your lips remain 

soggy, sensitive and comfortable.), the gathering of people will allow people to take 

presumptions at that point: 
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a. “Estee Lauder lipstick makes your lip feel soft.”  

b. “Estee Lauder lipstick makes your lip comfortable”.  

   These implications are clearly supported by the sponsor for the reason that these are the 

main things that come to the intellect of the audience and are consistent with the 

guideline of meaning, and if the sponsor does not propose to infer these presumptions, he 

should have reworded his articulation to dispense with them. 

 “Example 3: A Lipton Ice Tea pictorial commercial 

 
Figure (1) Advertisement about Lipton Ice Tea 

 

   This is a Lipton Ice Tea commercial. There are two tall buildings in the picture, a 

fireplug with the Lipton Ice Tea trademark on it stands in front of it and there are some 

words at the bottom of the picture. It is not hard for the viewer to get a structural 

metaphor from this: Lipton ice tea is a fireplug 

   Nevertheless, in the event that judged as it was by this picture, the audience is still not 

beyond any doubt of what the promoter wants to tell almost Lipton Ice Tea, since 

"fireplug" can provide a wide range of presumptions, and without any assistance details, 

no particular suspicion can end up hitting within the cognitive environment of the 

audience, and therefore the community of onlookers can not achieve ideal meaningful. 

So, if it wants to reach ideal significance, this metaphor should be placed in a few 

contexts. 

   Then the promoter creates a few words at the foot of the image in order to attract the 

audience's attention to the highest point to which the promotion is driving: "Lipton Ice 

Tea." Thirsty Puts Out. A fireplug can be an instrument used by firefighters to put out a 

fire on the basis of exhaustive details, so "put out" is collected to have a position in the 

FIREPLUG room. A sentence from the English-Chinese Dictionary of advanced 

learners(37) is cited here to explain this point: the 6th version: 

   Firefighters put out the fire well before that... In any event, the state "put out" is used in 

this commercial to structure the room LIPTON ICE TEA: Lipton Ice Tea puts out thirst. 

The group of onlookers can get the take after a solid inference inside the over setting: (1) 

Lipton Ice Tea can extinguish your thirst. (2) Lipton Ice Tea, particularly on hot days, 

must be a must anywhere you go. 

“Example 4: A pictorial advertisement about a car, Red diamond” 
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Figure (2) Advertisement about a car 

 

   The overview is dominated by the traces of two individuals, a man and a woman, a ring 

with a reddish car, a signature, a Reddiamond, and a verbal part at its finest. The location 

of a rosy car on a ring and the trademark of the car, Reddiamond, are enough to promote 

the simple allegory of CAR IS Precious Stone. 

In order to start with finding, this image will draw within the audience's perception, since 

it goes against the popular data of people. It is our common sense that a gem is joined to a 

ring continuously, be that because it may, in this picture a ruddy car is organized on the 

put where a precious stone got to commonly be anticipated. The buyers vivaciously have 

to know why the rosy car is put on the put of a gem. Since this can be frequently a 

carefully laid out advertisement, it is freakish for the support to make a botch by putting a 

reddish car there. In case buyers see at the picture carefully, scrutinizing the verbal 

components inside the promotion, they will see regularly a notice nearly a car, Red 

diamond.  

   To normal people, cars and jewels are two distinctive things altogether. But here, the 

viewer would be forced by the communicator to see the parallels between these two 

things, as they accept that the communicator is trying to make it preferably meaningful to 

them by making this metaphor. At that point, the audience may discover that a jewel is 

usually an image of magnificence, nobleness, and exorbitance in their exhaustive 

passages. So the assembly of people can have a solid meaning:  

(1)    Red diamond is beautiful, noble and costly. the advertiser can be verbalized as "a 

car is a diamond". 

(2)     The red diamond gives a feeling of romance and intimacy. 

The Jewel source domain has a number of features in this pictorial advertisement that 

shift from individual to individual. The advertiser offers a complete collection to help the 

audience infer the instructive purpose of the advertiser in order to make the audience get 

what the commercial really means. In this segment, two verbal advertisement nuts and 

three pictorial promotions have performed a thorough review of conceptual metaphor to 

gain an understanding of the essence and appearances of representation, to explain how 

conceptual metaphor works effectively in advertising in order to encourage the 

community of onlookers to buy the advertised products, and to aid Chinese. 
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RESULTS  

    The conceptual metaphor theory, coupled with relevance theory being complementary 

to conceptual metaphor theory, will decode the basic convincing parts of conceptual 

metaphors in commercial ads through the substantial study of conceptual metaphors. To 

begin with, the readily enabled mappings between the inner metaphor of the two realms 

provide a key bridge to acceptance of exchange. The cognitive run of the show and the 

communicative run of the show posed by the theory of significance compel the activated 

inner metaphor of mappings to choose which mappings are organized in a given 

environment. At the moment, the principle of relevance holds that metaphor is deciphered 

as determining strong and weak requires inner it, denying a reality: metaphor, as a 

cognitive, infers and a mode of thinking that human animals use contrasts from other 

metaphorical marvels as frequently as possible. 

 

CONCLUSIONS 

    It can be inferred that the word "metaphor" has been used in various applications 

beyond its particular meaning as typified in its extraordinarily historical underpinnings 

due to its ubiquity in day-to-day communication about languages and societies. 

Additionally, individuals used to characterize metaphors as linguistic expressions utilized 

to convey certain messages in many ways. In any case, Lakoff and Johnson set that 

metaphors have more to do with our thoughts and activities. This leads to the conclusion 

that when one uses a certain metaphor about the object “X” it changes his/her recognition 

of that object and consequently that metaphor controls the way one interacts with “X”. 

However, there are many types of conceptual metaphors: ontological, structural, and 

orientational ones.  

   The contact between sponsors and their selection of individuals that takes place in 

advertising is ostensive-inferential in nature. Conceptual metaphors, as a cognitive infers, 

are correlated with encouragement to organize and make progresses. Verbal and pictorial 

metaphors are used as indicators of psychological metaphors as ostensive shocks to pull 

in and hold the thinking of the viewer to the thought of the instructor of the advertiser. 

The mapping handle over conceptual realms internal conceptual metaphor in advertising 

communication is the technique of the viewer finding perfect relevance in a lively 

cognitive atmosphere and inferring the communicative intent of the advertiser This paper 

because it was limited to verbal promotions and pictorial advances in which conceptual 

metaphors play an extremely imperative role. 

   There are several surrenders in it, despite the fact that logical metaphor theory is of 

awesome significance. One of them is that it lacks the constraint of the cognitive setting 

on the perception of metaphor, so it has no thoughts to determine which mappings are 

chosen and the particular powerful sections of conceptual metaphors are not effectively 

brought into full play in promoting, while significance translates metaphor as deciding 

strong and powerless implicates and does not value it as mapping Therefore, one can see 

that the theory of relevance is complementary to the theory of conceptual metaphors, 

particularly when the conceptual metaphor is linked to publicity. 

 

RECOMMENDATIONS FOR FUTURE RESEARCH 

    There is no question that future investigations are still needed on the issue of cross-

cultural metaphor studies. By providing studies on non-verbal representations or pictorial 
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metaphor in advertising and researching the role of multimodal metaphor in commercial 

advertisements, it could provide considerable support to students or educators who might 

try to work with this topic in the future. 
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