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Abstract: Over the past few decades, the Conceptual Metaphor theory has attracted scholarly and practitioner
attention in the construction of metaphoric advertising, which is driven by the claim that abstract concepts intended to
be delivered are better communicated through a conceptual metaphor. Metaphoric advertising is a communicative
mechanism that sends out intended messages while also provoking positive emotions and triggering attention from the
recipient. In order to augment prior findings, this article aims to provide the metaphorical account of a conceptual
mechanism delineated in K-Beauty metaphoric advertising by classifying their sub-types into structural, orientational,
and ontological metaphors. To that end, this study compiled the K-Beauty metaphoric advertising corpora, which held
over four thousand tokens of slogans and taglines extracted from beauty product advertisements generated in translated
English, thus aiming to discuss primary instances of metaphorical mappings and conceptualizations, as well as their
persuasive functions. Overall, the results evidenced that structural metaphors outperformed the other two sub-types,

typifying systematic qualities and rich source domains. Of all the conceptual metaphor sub-categories, it was observable
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that the ENTITY and SUBSTANCE metaphors, which are a sub-type of ontological metaphors, were the most robust,
signifying that ontological metaphors may adopt an imaging mechanism to transfer metaphorical mappings from a
source domain to a target domain. The findings argue that particular metaphor choices in metaphoric advertising are
closely linked to a cognitive mechanism triggered by cultural awareness pertaining to persuasion and promotion. Based
on the current findings, implications and future research directions will also be discussed.
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Table 1 K-Beauty metaphoric advertising corpora: Textual statistics
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Table 2 The rate of occurrences of conceptual metaphors in the K-Beauty corpora based on source domain

classification
32 2 RIS 1 K-Beauty 158422 HHE & BRG ) H B 2
s W (T30 W (P30 BE i /%
1 Energy/Nutrient/natural material REI/E FRIR N 44 12.90
2 Sensation/mood TR/ 15 2 39 11.44
3 Intelligence/value/true RN/ S 31 9.1
4 Radiance P 27 7.9
5 Diamond/Flower/Dew/silk/cloud SVl AP 20 5.9
6 Argument/Fight R 19 5.6
7 Creation i 19 5.6
8  Health f e 18 5.3
9 Up -+ 15 4.4
10  Harmony/balance FE /- 13 3.8
11 Creature to protect/with vitality R BA Ea IR 13 3.8
12 Youth G 13 3.8
13 Strength/power/Force/professional TE/RER/ 1B 12 3.5
14 Treasure/Luxury BxREE 12 35
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15 Journey iR 10 2.9
16 Secret/mystery PR /PP F 10 2.9
17 Container gas 6 1.8
18 Confidence/dare/bold EEEVE=N PN : 5 L5
19 Personification WA 3 0.9
20  Problem to solve R fR VLI 7] R 3 0.9
21 Ease/basic LN i 3 0.9
22 Complex System BRARGR 2 0.6
23 Perfection Eats 2 0.6
24 Fame/Celebrity A IEIN 1 0.3

Total occurrence number HLIA KB 341

O (none) & CRIEZF 22

Table 3 Classification of conceptual metaphors in the K-Beauty corpora based on different types of source domain

concepts
R 3 ARAFIEIRAE SR T 1 K-Beauty 158} RS B 7 28
[SEE il FHRA B 5 H/%
LERIEM 18.5% R 56
FE -1 3.8
b AR 29
JikHE 2.9
R i) R 0.9
LY YNER T 0.9
HBRARG 0.6
ERES 0.6
SCARREIE 77.24% A b 45.24% TR/ 11.44
BB AR 9.1
fili& 5.6
T 5 53
DR G A IR 3.8
JIE R/ 1R 3.5
H {5/ 5 BlU K 1.5
EUN 0.9
EAVEDN 0.3
IR 12.90% RIRBE R/ E TRIRIN 12.90
SRS 19.1% Py 7.9
oV aYe el A A 5.9
BRIk 3.5
B 1.8
TR 4.4% s 4.4
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1) A% 73 58 N RIRF BRI DA R i 52 300 10 96 22 3 06
2) AT IR — PRI ERTT !
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3) RFHEIERIBHRIEZ E.
4) TATA QG R IR IAAE

. &

AHF 5 SRR 5 K-Beauty B 25 o BBV & R IS 1N 5 R OB . NS BE @ i 78 B AR, A&
SCREE T B K-Beauty 7= 545 9 AR 1T R &R A5 EREEE A SRR IR A M b Ak I BT DY T
TERFIIT 5B ShRE, MRBIAME KR, GREIR, SRR S E R, 20 E R RS VERHE
SR NI ESRRRMI A TR, AR (45.24%) SR, SUERSYR RN (19.1%) JEIR, 1E
PIBERET (12.90%) JEES = 3% =250 1A B mey 3503 1o A2 e L S A0 S TE R B 08, T B 5 4 38 ket
HHH ARG RS MENSCEER. 55, S50 K e B %5 5210 A 3R Band -H AL B 58—, 1A 24 B
3 R AL ST R ) AR I o I DR AT DR A Sk B o B TR AR, AT A R Y B A 0t
o B=, “E—F" R SRES =0 SRR LR 2 BRI AL S I E S, A En i
M b R SE A, RS T S AN P SR, A R W S 5 A o A A SR 2 T M
2o Ul L, TR A R B R AR T B R T A BB S R Th AR . 4R R R 5 MR
(SRR R, A R PR ) B AR, U AR o SR ) R A T T 2 S — T, AT RS
AT SEAT g o D5 A Baman LA AT 28 G 56 R B6A,  ZEA b ) 5w AR P 3 270 T AL URE & IR 55 T Aok i
(¥ 7= e o SRR LR 4 RME S LA, XL RS IF LB R I, ke B, T S FAR
72 i B B B T (R

WA, K-Beauty ¥ 5 15 5 bR B NS 5 A DE AR, TR RS SRR 07 SCIG FTOR (R S6 G &5 3¢
5 BYE T IR . EIXANE S b, JE SR F0 T LA — 25 MR i SR B P 1 A B T ME By . kb,
AT EF B IR E R RE T, FT LUt e B (KA OG5 T AHE & RFE I A0 . RS, Rk ot
7 W) PALE A SCIESE i e — DA I A S 4518, DA R0 Sl R 3% o (] Aot it R 75 R RE IO s B BEAE AR 5 5 7
TS 2 T XA B L

B, ABEFRAUS {E T E i) 6 K-Beauty 7 &) & FF IS BGIE TVRBIRR . i F 0tk & 508
(¥ Jo B At 5 0 DA G ) L, 20 0 B R R B K B R, DASE RS AR AT T 3508 5 Hh i 2
) Mg AR o

SR
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