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Abstract

Metaphor is a common promoting strategy in advertisements to influence the potential consumers’
emotions and judgment. This paper investigates metaphors in cosmetic advertisements within Con-
ceptual Blending Theory (Fauconnier & Turner, 1998) based on a small-size self-built cosmetic met-
aphor corpus. The results show that metaphors mainly focus on products and customers. The blending
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patterns of the former are that products are either the problem solver or the effect provider, while
for the latter, the patterns are that customers are the issues that need to be solved or they are the
ideal figure with cosmetic effect. This study aims to be a pilot investigation for linguistic strategy
analysis in commercial discourse and further critical discourse analysis of metaphor blending.
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Figure 1. The modal of conceptual Integration (Fauconnier & Turner, 1998)
& 1. #2E 4 E R(Fauconnier & Turner, 1998)
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Table 1. Metaphor-related expressions of products and customers
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