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Abstract

The research on metaphor by Lakoff and Johnson has been widely accepted by scholars both do-
mestically and internationally. Excellent commercial advertisements often attract consumers’ at-
tention through the use of metaphors. This article combines the three forms of structural metaphor,
directional metaphor, and substantive metaphor within the conceptual metaphor theory system,
and analyzes the effects of the application of metaphors in advertising language on product pro-
motion through some well-known advertisements as case studies. After analysis, it is concluded
that the use of metaphors in advertising language can help consumers understand the abstract
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concepts of products, enhance their willingness to purchase, and thus create more commercial
value for the brand.
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