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FERT 5 VRsR R B A B A GRIE R 0y ) o B, Bt ok ML 5 SCER T <L pl <,
JBT, v R SR A AR 7 it SR, T > BB 3K 1 TR AR R T TIE AR, & EATT
KA F KL FE T AE A AR, AU T 1T3%0™ S AR AR, S0 G L g s B s ST
B 2o, NI LE T8 2% 5 FEAR 20" i AP WL DERERS G A TA R o 299K, o 17 B E e b ) % 5 1 328 7

A ARG S A5 RoR 1) AR AT DL AP 36X — B R IR A G177 i, R <L
%EP JBT, i A NSRS 8 TETR R — 30 AR IR BT PRI A b b R
T UK AR BRI  , BRds T R R R TR T B S 2 A — A SR Oy =X, B B E
B BB 5 8 S R ) A R (B/K A8, 2017) , T 3% AR ( Bay ) 25 1) 5k,
T PEAR A o3 PRAR I T Y BT

SRR AS BT, B — el X R T ARk e N W] 1 R S A TS R R
ks BHA: 2017-11-27
EEUIH: LR TASHFZAL T EAA (16YYA005); 542 H K H X FREEF F A (17PY62-16YYA005)

TEEEN: & (1991—), %k, mr%ﬁn B RFREFEELHRA,
M 2 (1966—), %, M2 FR B K FHiEFRas, B+ 507,
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F 2Z [ AR 1B &E 7 X (Ward FlGaidis, 1990 ) , HAS i 2 < /M & 1 =22 1) Fd i B b 5
(LakoffFJohnson, 1999 ) A/ A& HE Ay SLRLACFR | BRhdi 2 0 08 2 A 55 Sl N R —Fh s
FEF-BL(Ward fllGaidis, 1990) , 1 HARAFE_ HH2C A A 2438 L PR 2% h BLE T S8 H
TFr 45 A 2 22 Al T 38 4N, Leigh (1994 ) 5 T-X52 4681493 i 204 & BIL, 78 F
A1 8SIMERE 51 M4 VRMERE 7 =X, Bamda e o Lo e =, 354.3% , 1 DT S0 AR B R R
3% — L AEAE B B4 | T3 (Phillips FIMcQuarrie , 2002 ) . 5 I G A HFST 48 H , Bag 45
A LR R 5 e A AR 2 B SR, aném) 5 8RR M (Ang, 2002) BRI T A 3l
HL(Goodstein, 1993 ) . 23 45 5 i i A5 ¥ (Heckler fllChilders, 1992 ; McQuarrie fllMick,
1996) 355142 (Babbles, 2002 ) 51 32 AR W& (Phillips FIMcQuarrie , 2009 ) 55 .

SN XA AR B AR A R B RN R E I R A
WFFEAE ), AH L B R AERRg 5, B B SR S 52 A0 HEANAF A Al T () A A
HEWBT (Delbaere, 2008 ) , #: 2 {1 37 AR T 2 AL 338 1915 B (Phillips, 1997) o 53 41, B 52 A
XT 5 X A E A 7 R R GE , T AR MR B8 2 IR 2R AE 5 b B S MBI 5
M4 (HervetS5,2011 ), 33 B fige ] B 5 (1Y) 45 RF 3G 850 (oK Je 55,2017 ) o T X A O
AN AESEA T PRI RSB A T — B &2 B B P XE ST b

ARSI X R R A RGX — A, R AN A R R AR T A b i 24 A
KEER, WA TR T LA (IR )4 v IR I 70 1) By 7By ) IR I LR SR B A T4 7
K2 BRI A A 7 A i R IR R PR 2 S R R ) B RICR A I, AR SO ek )
A TR, FE IR T B2 B R i BRI AR R L AR TR 2 T ok LA
FERESE Fh IR R Bangs) AR RS2 R 2R e, AR SCEE T a =T 1A% SRk [l B, 485 LAAE
WFSE US4 AR, [RIR4E HhAR aT DLt — 2B i 7 1)

=, R EREs

bifi 5 B e )5 h N FH BB TG &2 By ) 4 B S R AN T 3 B AR AR A R AR R 1) 22
5, By S0 LA A AR R 285
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A A B P 8 A 12 2 TG 1Y) RN 22 B RS 50 B B — M R

O AR B e (RIS 5 T Ll e e ) A E R R (R 7
sl iS5 ) 2 0] B2 LU R R B, B mT DAy kg ELR B ) A 2 B 45 (Morgan il
Reichert, 1999 ) o H ip EL AR B 45 U538 A H 9380 =22 18] (14 5¢ 28 0T LUK L E B R, W 1R
P2 00 )5 w1 B A8 P T EL AR B , BRI SR R SRR A A8 3R R 2 AATTRT DA B R
) o T G2 B | 1548 PR IR S A B Al (Rl A OC R R DB S 2z L, Blan 5 7384
o RGBT, — 8 2 ] AR E—— U E—— T 2 12— P 2 R 1E (MorganflIReichert,
1999).

O = AR B IR B A5 LS ) S35 2, By R e P i gy 4 Tl
A3 =28 BART R , Forceville (1996 )4 30775 rh gy (RI“ AR B ) Ml iy (I “AJEB™)
B DX 3], 84 b g Pl e 53 oA A YRS (MP 1) RS8R B A9 38 R B e 3 (MP2,) A R &
[} BA 5 (pictorial similes ) =2 . van Mulken®¥ (2010 ) WIPKE: F- A& =28 [ 1 By 43 50 FR A 15 5 By
(contextual metaphor) /& i (hybrid metaphor ) FlHH I (simile ) . BT 5 , 18 F 1 5 By 19
R A L e SR BRSO AS H A B AR TS P S EUIRSS , I SR TR A AT
TRBEHEWT I By ) B B8, an7e B3 IR R4 A, YTH BB B B A BB
ARG SRR 5 B SCR R A PR IES B AR E R R LU T el
VRS Z A A PR A5 By % 155 7 Ty e ] B s R8sl R I A 3, (0 35 AR e 454 1
AR — A, I RIS AN O] BEAEAE BSR4, ANAE 4T R4 v, AR Sk LR A7
FI LA GO TE Rk 2l i B 1 VA 24 (CH A0 FIBERE , B VA B R A S AR LLZ T 2 PR
Sy i BTG, HG e A SRy B IRk ) 22 SRR 5 B B S AR B RS A A G R BAE ) A
i T HE TR G A bR S A T A R A Y, 1 A0 SO RS X v Y W gy R A
“AMGB”, AT VAL 2% IR B I T B FL R

\ N\
2 ———
/’ g
P& SR - 4% P8 H van Mulken®5:(2010) . B el IR 13
B3 EHRESEN CREREA) WRETE 4 FEREARM GEERNA) NEE S

550U, AR R IR SR B B ] BT SR A L TS A R B A A
VAR RFAE A3 TR R BRI . Phillips FTMcQuarrie (2004 ) B 2% B 13 5 B 3 P 48 2
XTI BT AT T 402 58 2% B 24 RN AE A s 45 4 25 (8] 431, P o B 4l L i DA 53A
X (replacement) . Bl& (fusion ) F13f & (juxtaposition ) =35, ‘B A4 5 X W Forceville (1996)
JIE X A3 = Fh A Can &3 K4 RE2 ) X e 8 BARLZ Ab s 3 & B R85 R E T RE IS4
B T AL 2 B9 R BE AN [, BAR AT RL 43 A Bk (connection) (AL (similarity ) FlAH
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(opposition )™ . Gkiouzepas FHogg (2011 ) U] A5 25 ¥4 FIHIL 5 377 e 33k WA 248 o €] I e 7
177 5025 i & W28 PhillipsFIMcQuarrie (2004 ) Y ML 5 , £05 I B AR A 5 Jo & WL S B B
B

BRULZ A, AR S B 03 A H BT 1 i ) 3, Chang MY en (2013 ) [ 1 B 43y
T ey 5 5 BT 3 B A T P B %1 T Phillips FIMcQuarrie (2004 ) 7328 i i) - 51 By
(CanE12) 1 2 & B A AR R AR R By, PR e () S B B i vh P st IR 510 B
AR IRAE ) 4 AN S 7 B TS 2 AN R AR

=. BRI ERRNEERIAKL = ERE

Femam )™ BE T TR 2t 2 VA AR A A R R U A gy ) R A SEASME I GRS

2017) A 3 2E R O RIS 5 2 T O TR B % (metaphor comprehension ) (114 2 3
U5 (Ui SO 00 L UL WAL 3 00 LS OLAE ) g5 | ACE S 4F T-48 S 15841
HAPAL (W Wardf1Gaidis, 1990 ; Sopory FIDillard, 2002 ) o B 5 27 2 il 1% 45 B R WF 5T B AS i
AT SRR P IR 2R T T R, 3 Ry B R RO R e AP PR AL TR S an, A
HZ WA EE R S BOR KRR S AR RCR (BRSO I 2801 A AR RO S AT 4
A3 RN AE LA T AR (7, 2008 ) o AW ATE A Ba |5 35 R SEUEAIF ST , B T2 T AR M
SRS LR A DR FH B T 7 AR A 2R BRI, AT TR 2 o T O BSCAE B ) 5 AR B R
FESRCR ST I, AN B s DX I TSR ) 5 RO A AR SR I, (W] 25 45 gy
FRAFE A A DRI HL ™ AR S PR A T A R

(— B 5 AL R 8OR B H ™ AR i A

AN T H AU B A ) By S AR B B B R AR X A
WA 38 5 L e R sl (BT AR ARL PR A RE S 2T 5 R oK o Kim A (2012) 45 & DAFE Y
B 5 AE B TR 52 A S Y v | e AR I B B b 47 e o S 1, 1T
L6 BRI S | A BT AT LA R N IR 6 R 55 |, H AT AY B ) RO SEUEAT 9T B A
WAEN SR FNE L ROR L AR B EARRE SR T 04T AR I 3 LR AT = Ui ]
Bemgy ) AT B D HURIVG 28 W2 1™ 2B AR RO B 45 A AR sl

LINHIZCR

FHECARBS T 5, Bads 5 BT A R IA ISR 2 BRI A B RE SR T 2 MRS 40N T, 5%

FHGEMA I YE, B RELEST 2 A A RR AN BB — AU AH E (Kardes, 1988 ; Toncar flMunch,

2001;Kim%,2012; F4l,2014)

KT R 5 SR RS AN TR R A A A A

55—, Hitchon (1991 ) L) sy AR LU BT A ARAE 58 S AT Bt a4 Hh , Sl A
H 380 A R R4 & A — e TR B BRI A, 5 3 SEREAEAH S A ANt 23 18 R i JEG 1 — 358
g3, PRI, W R AR T BG5S X655 i JE A S A AR R A TG A0 T, MU 2 AH DGR B 25 Rt
(emotional valence ) A TAG 40N T

55, TRIRE 2 5L T By B %) L AW, Whaley (1991 ) D) 58 ff [i1] - P 235 g ke B B0 /5 Sk i Bk
BR80T S AL o Atk Ay 7 B g %) e R v, A T3 3 G Ul A oz (B A R
B 5 R 2R, 237 e T 22 AR TR TS e s B 2 AR Tk B8 =5 5 AT SCHRAE L4

OXT RIRAAR LR A NIZ L F 8 AR X 53, Lagerwerf55 (2012) 42t T 57 38 AT 158 AL 3 HR S 80 & 0 AR LE DCHR S | & T 2 &
SCHR BSR4 Pl T AR 16, [ 45 45 O BRI PR AR R, SRR LUARMAS | & T T R Z AR L, X LW AT LU 5 SE T, AL f5 4 AT
H AR R TR MR A W R LT RO B, A RSSIE AR R
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AT BN = A 2RS4 T

%5 =, McQuarrieflIMick (1993, 1996, 1999 )ik ElgiAE y—FhEEE F B, A B REA B 1K)
Rf A —— AR B, TATK W 120 B RE RS R AN TR F2 2 S R ELATIT 5, i Rl LA
PA# A —FE (incongruity ) V(Berlyne, 1973 ), T A —30k: , JEHE 85 il b i A — 3 vk
WESE BB RE L 3 RS 41N T (Heckler MChilders, 1992) .

2B

Begr) AR AR B S RE S | & A2 B BT 245 I (Ang, 2002 ; Kim %, 2012 ) B H
PRHbE, T 2 A PR B R 15 8 2 5 S TH i BRI e A M URR

5 I8 I AR P18 A SO o5 T LA R By AT S L 32 AR A R R I 28 S

56, TH R Kk Mac Cormac(1985) I AT 7E BR A B () o B vh 2 7 A — 8 I 1 4
SN, ELR RN A « 18 5] By 3 4 1 S sk 27 A A7 T ) XK 2, 5 I IR st 25 7 A AR
BRI P B R B FE R LT |, 3 3 4K T3 A BT 2R3 A 4 S 1 R () R
1R LA, T B T R B 2 A

HWR, P AR - Sopory T Dillard (2002 )IA A , ffpoke Ky 4 S - Fh 1 2% B8 A
H 382 (] AR TR A A AL 1 3 R A AT B4 o 3 RO £ 55 Barthes (1985 ) BT U Y SCAR 1)
SRR (pleasure of text)FeAR— 2, R 5 & I W REHE 7= A SR B0y SCARXHE A T 5 HA W
TERBRYE, 05 2, R A SOARA B T 8 A RF 22 s 8 A, Y T G ik — B3R T By
P LS F SCR AT T O 2 7= A i Ek (MeQuarrie FMck, 1999) .

3NG4 T 5 U IR AR

LA LIRS Z T /0T WA AR & L B FL AR g S e AL RBRS 5 | &
ZHRANIN T, 7Ett 26 L WIRERE 51 & R 052 AN, T E AT e tE— 25 i g |15 4 {4
AR AR

TG, B g | AR AN sl i BRI SZ AR R BT AR B MR SRR B T S IRk
TR o 3K — a5 0T LU G Y5 A SO0 S 07 i e« A G R I R B BLAE A R
PR B EAG A0 T, TS 2400 T A SE B0 75 ZE U ATSE I M L, IR o U A A PR
ST I SR | PRI TR A A UG IS A DA AR AN AH S A UL s A 7 S B, 3t A4
5 B A IR 555 (Sopory MlDillard, 2002 ; Larsen%:, 2004 ),

R, B B 5 | & s 4 RN B B BT L IR sgm | U IR Ak, B2 B
W) I SRS AR R, 57 A1) oK B T A, SO RS T AR SOAR I SRR, 3 S PR i
BRAF T = A 0 RO A 28 S B B 5 L, AT A2 AR A T P AR R IS (Mick,
1992 ) o 1 HiX Fh R 26 23 v A Bauiy SCRIAR SCPEAY , AT 5 B IR 2R (Sopory MiDillard ,
2002),

Kim%5 (2012) ARS8 UESE T R0 a5 o BT |5 B Sl A 98 22 D\ HDRS 40 TR 26045 20
0T 200 4 25 A A R AR A, AL R i AT A5 R R ) A T
A RIS B AR 25 A T, FEBLSERS 2 OO0 i) 5 8 A W48 Y RS
57 25 B 22 (8] TEAH ¢ (MacInnis FlJaworski, 1989 ; Bergkvist%,2012) , 1 T2 skt | 2 O 75
JESHEAS B AR L (RS BRI, WK &, 2012) , BU 4 T 5 A B8 S (i 05 2 A = A U

(OMulken:(2005) A3, Brincongruitydh , A7 1R 2 AR E T LAUTIRAN IR 45 i <R — B0 G (RN 35 52 AR Ae Z il e A Re s
BEMPLE ), dincongruency .inconsistency , L & unexpectancy & irrelevancy ,openness .indirectness implicitness? . RAF7EIE 5 #eik BT 2207
S AREATITHGR X SRR B G , A SORAE AT TN X 4, R e 1A [m—26

@Kim%F (2012 )44 B BORS 48N T3 A DA JRORS 4800 TRV 280K 20000 T, S rh RS 480 Jin T B B T30 1495 PR 285 A 5 B O 5 R AL
2 ARG A0 T GRS A 1) SRl BRI I

SNEZGFHSEE (F405F108])



AR AR RS E o R MG, B A FE AR Baum ) 2o AR A A T IRECR,

() AL 2O = A B A

FHHE R RIR ) PR A AR RSG5, Baay ) b ) o o eSO sl Ry 2 2 &
18 2 TR (Phillips fIMcQuarrie, 2009 ) , JEHIE: M BS54 MRIASCHT, EFER AR -

fefLih i FREIIEZ, JEXTH 9 r= A S 252 (Velasco-Sacristan fllFuertes-Olivera,

2006; Velasco-Sacristan, 2010),

Reumgy )5 BB A X T 2 B W8 AR 5 ) i i P R A T E MU —AMERE B, R AR
T BT AU S AL BT 7, Bevinai i B A AR DG 118 SUBRAR, (145 B AR B
A5 e TUIR R A R B 8 3 BT R 25 A, A EE 2 T I B DDA A7 7R X R Y D) BB B RICR
(SoporyFIDillard, 2002 ) o 451 42 24— Ba W ZEREAS T e, JIS 2 5532 g ) YU s
AL = i IR 45 (R B 30D FRIE 2 B 2 1T 28 8t 0k, A U 2 TN ARBLRR AR 2 B i 4, Y
gy AT SCISERYRE T, BT DIME B — 1 B A 25 140G 22 I 2 1R = 50 A e 43Rk T a6

i HAB AR (LakoffflJohnson, 1980 ) o ZEIX FIEHL T, 24 )% 3= e 07 FH Bend A i A By BIS

TH 2 E RO T B B VUR S 5 52 B BT A RS20 o 1E R R A, B 75 Bl Al B

{3142 (CornelissenfliKafouros, 2008 ) .5 S 4\ 47 4 (Zhang%¥ , 2013 ; Freire, 2014 ; Liu%%,

2015), VUK HE B BUOA R B 2= BRI 8 (Lakoft, 2009 ) &5 7 THI HAG AN 0] ZALAIVE
M. e ERROEEEE

VakratsasfllAmbler(1999) )5 BN T-H FA BEFR L 745 BSOS B RSz AR RRIE S 52 0
A RCR RS BT, Horp T RS B et & ) R BT RN B SRR
O, T B2 ARAARFAE T4 25 1 R 28 0] 3 5 32 ARAE N L) 45 s A 3l AL BB ) SRR A O 03X —
WA TR 2278 B AR DT S8 R Y SCHRF (DU Plassmanns , 2012 ) o 38T 1, A /N5 4 g
ORI PR 3R H2 BR 5 5 RO SE N5 32 AR AR IE AR DA R KK
(—) 55 RHAH G RS2 A =
ML SERT BT 5T RO DG R Bany | 45 AR s il R 2% ) DLitE— 2D 5y
O~ 1 P U T A S N S SR e Syt I B 2
1 GG B By | RO
FSCEER], B ) AR AN R 48 2 ] DL 3 o 2R, Horp 22 (T G I 22 i R A
R 1 ISR AL i 20 R o e ) SR ) S
(1) BRI R
Begn ) 45 T AR Hfg gyt SRR AR o0 28 v (RIS i RS ) IX 73R SO B
AR B, AR S ROR FR A 22 55— HAFE S Forceville (2009 ) WA FIIE &

A HRE SRR BEE A Y AR B A 2 A AR A DA IS AR T, B A R A A S AN

PR A SRS H ) B AN PR TS 2 S 3R A, 32 AN I T ABAS B AT AE 25 57 o X — Ui s
B 1 Smith(1991) 1Y 3CHF , BFIMIZAT ST I 052 AR A S AR A5 A SO ARAT 1 AH ] A HHE BB L 4K
1M, 2K A FF 5 2# 800 2# 3Ah , R SO, DA D 202 B 515 8 H P
P (openness ) , 3X Bl FF PR FRRAE XT 32 Ak 9 BIR il 458 70, 23 10 32 Ak ™ A5 B 2 1) i R ol 3 T
(McQuarrieFIPhillip, 2005 )  EXFE LT, )4 HH s FH AL o ey L s FH S = e B 510 R
R McQuarrieFlIPhillips (2005 )38 iz 7341 SO TR AR I BRI, & B0 T 1 5285 2 300 Py ] 42 e 5%
IR T Ty 52 ARAEFMCEN T A [ BT ™45 o ™ A B AT  Ang FILim (2006 ) A FSY
INAT AR5 R B ) R AR S ) AR ECZ 45 RO, IR LA R SR - SR ey
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DA P A S S B, SO 7 R B I TS 2 5 A SR P i R R, DA SO S S I By
[FIAERENE Ak — 2 B IE RO .

B BRSO DG Y I — A TR A « [T I8 AR S PR RS AR B 75 LA — AP 2
Behgy BE 7= A A Y T 5 A50UR . 3 T Ogilvy FiRaphaelson (1982 ) iy ek — B -8,
Ang (2002 )2t Famiy AP RS R I AR R 4 G, HARE ™ b 201 5 < %52 F 2
AT 7, H B A REAE O 1) B | DRLI 28 )4 v A ELAT IR R 1) By , I FAS 87 B LA
WIS S B, G Py (P AR 2 A 52 AR SN 5 T T AR AR 7 i i 5, LR ARA A LU W 2
WU A P B BRI ) o 3 A EE 2 AR P T s — P s R B 2 5 45
SR A DT 2, PR A PR AR S A A o T A S, SRR TIC AN A2 LAY A 52 AR G T < SC 7 gy
— T IE) JELF0 PA T D 2 1 5359 SC RS AR B Y R

(2) 1] 1] PR D 25 4

ASCHE R, Forceville (1996 ) Allvan Mulkeng5 (20 10)ARHE &5 rp fa gy IR A H A4 388 A 058
Iy A EC B S A IR T R 43k — RS HiFvan Mulken® (2010 )b i —2 2528 T HE
RS 1 [ 1 B i FHAE ) R v 2 (A2 A0 A6 e AR BB, 405 SR J I - i o KT e B A 2% B
PRI N, R B 2 25 DA P i 1Y 5 B P 20) 1 S g, 52 AR )4 A B B S B S s
B R A, R e T e A % RIVRE B 2 ] SR IR U O 2, X U AR ) 5 Ho i TR & Bewa (R R%
SAART RS (B 52 AR T o B 1145 rh B RS s, =i R BT | e i) 5 e B BE N TR
2557 , X UL PR EE RE RS VR 35 BRIy S R 1 8 B0 R AU ZSCR - Phillips FIMcQuarrie (2004 ) LA K
van Mulken5 (2014) B985 0 T 5 ZARRIA 4598 SRR E S — 42 A9 2 , van Mulken®5(2014)
HIBFFE IR E—2046 H , BRBRAR LN, ey (%) [ AR FE L A sy W AE A 38 2 ] ¥ T B AR B
R B ARG I A — e R R 7O AT RCR A TR A T AR IR G R L

A Pl 1] e 40 58 45 4 ) AL, Gkiouzepas FTHogg (2011 ) I Bty 5 A 8E 28 2 [0] Y 1
NRARFE T B AR, R R G N3R5 AL (RIS O R BGHE ) SR
R G B IE R IR, 5 B IRBCR 29 1 55

B [k T2 WA, Morgan FllR eichert (1999 )R 415 LA gty Al 52 i 8 4328 %) LY 43
BE T T 552 ARFEAN R S5 )5 B, 25 SR R A B ARG 1) ) A 3 Fh 52 B 1
IS A T P

2. A S BT B 5 AR B S R

P IR P B S RSO B — N E R K L Ang (2002) AR5 & 3 : 6T 52 L™
M, ) bm b (o FH B BB A4t /=5 32 Ak 0 PR B¢ BE AT o 1) 5 T 2 SR = S i &, 4
PR AN P IO 52 17 i 7 A B4 3SR - Ang I Lim (2006 ) itE— 452 58 T Bensi %) fift i n i 5%
i) 32 AR X AN [ T 7= it o RSP R BR85S B« VR 5, ) v 0 P i A o Rt oA
Ry SIS 2 AR, AL AN LA R AT S 5 50 A RN 5, o el ERT it AP JR R ) 552 i
FESE AL i B0 W BRI A i WA 2 B ROR R B A T g T B A T T e 5
St b, BAR BV EE T AN T R A B s e (H AT TR S R s B A
FE— 72 W IR, DX Ry — 38 BT e B0 7 b FEFE AN A 22 57, ARG AT XS S g 4 R = A T4
ChangM1Yen (2013 )i i3 75 5L 56 Hh 16 2 —Fp e 2L S0 AT S AR DI BB 09 77 b e ke 1 m) R, ANt
TEAS 2T B B S S AL ], K ToncarAIMunch (2001 ) AR 98 4 B - 5k 5] —F
PR S L TEE R B AER S IIEN T TS ARG TG R T 2RISR, IR A58 B
FEARFZE (EA 5o A BEARE o8 FH B 23 5 | 52 AR 48
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3 TR FE X B 5 ASCR A 5 )

J 4 v T T A TE SRR I B R PR O SC -2 I (verbal anchoring ) o 7 2 U B 1) )2,
SCF-Z RIS v T A e T 1 By P SO AN A AT B o B0 SO S IR R B G2 F 5 AT
I Y TR « ) SO AE 22 KR BE b i 88 L 1o i 174 5 A R 7 AR AR B A R8CR o X i
Phillips (2000 )5 A& B - X5 T 45 v 4 B0 A 1 1o iy , 0 SR T 2 i il S ik — S 22 2ok 35 1
2 R FRAFIX A BT, T2 32 AR ) 4 0 5 2 P s TR Ay B B8 P i v T B o 5 AL B, A SR ) 4 A
RISE AR RS T BT , 32 A TCTE T RIS A2 4 10 SRl , DU) )2 B 2 i A1) 4 %
FER BT T B SR, BergkvistS5 (2012) AR5 Z0 AL T AR IG5 R AR LU & T b R a5 T
BRI AEER 73 2 B X PRI 0, 5 4 ik o 1l T By 2 SCI T 45 b A R 1 32 Ak i T ] i o
W JIT A7 326 R AR Co L7 A B S 8 R s, T 7 A SRR 1) it RS B BRIt 2 4, Lagerweerf
4£(2012 ) LUPhillips fIMcQuarrie (2004 ) (43 2 A Jeht , H 48 T SCF 5 BB AT SUIREAE A
N RS EAE R, G55 R I 2 SRR R OCIRTT ARAR BT, S 2 BB A A7 A5 4 155 32 AT
I A PR

()5 Z AR AR D B 52 M0 R 2

INNSIEEN

FEZARFFIE T NSRBI SRR | SRR B — N B R R BRI IR 1) 5 32 )
I ZR B N < DRV SR 150 32 AR BB A IO 045 i A S 2 B, DT B 45 ) 1 52 LA PR M e O Y
55 B TN TG SRAR A 32 AN R 52 2215 BT 328 1) 2 SOME AR sl gy ) 251 &5 L AR
2R B2 MR [FIFEASEE 240 . DeRosia (2008 )58 & B8, AT FEINHITT SRIKSF- &8 1 52 A
AL A SO B R 1) AR AR R ) AR R RAE T - A SRS B B i
T B2 AT — 8 BIA NS g, AR R REBAR A A2 AN 24 g i hn T30 Jy ke g, Rk
i FHBEGT ) ) 5 AR A2 AR Y I AN RE 7™ AR B SR s X TN R oK i 1 A2 Ak 10, At A1)
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Implicit or Explicit: Literature Review and Prospects of
Research on the Effects of Advertising Metaphors

Yu Hang, Chen Xianglan

(School of International Studies, University of International Business and Economics,
Beijing 100029, China )

Summary: Metaphorical advertisements are those mainly relying on the usage of metaphors to
deliver the advertising appeal. They are contrasted to non-metaphorical advertisements in which the
advertising appeal is expressed in a straightforward and explicit way. When compared with their non-
metaphorical counterparts, metaphorical advertisements are mainly featured with the indirectness of
persuasion because the advertising appeal of them is implicitly presented with metaphors which should
be understood at first to know what the advertisements are saying.

Previous research finds that metaphorical advertisements are widely and persuasively used by
advertisers, and they can be separated into rich types from different perspectives. For example,
metaphorical advertisements can be divided into two categories based on the advertising elements in
which the metaphor appears(i.e., the representational modality of metaphors)and they are visual
metaphorical advertisements and pictorial metaphorical advertisements respectively; according to the
degree of the direct comparison between the target domain(i.e., advertising products or services )and the

source domain(i.e., the object that an advertising product or service is compared as )within a metaphor,
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metaphorical advertisements can be categorized as concrete metaphorical advertisements and abstract
metaphorical advertisements; according to how the source domain and target domain of metaphors are
visually presented, metaphorical advertisements, in particular, the pictorial metaphorical advertisements
can be separated into three categories, i.e., scenario metaphors, mixed metaphors, and pictorial similes.

In view of the universality and diversity of metaphors in advertising practice, scholars have a keen
interest in evaluating the effects of metaphorical advertisements, and their research mainly focuses on
the communication effects and social effects of advertising metaphors. In terms of the communication
effects, metaphorical advertisements can make a significant influence on consumers’ cognition and
emotion in comparison with non-metaphorical advertisements. Among them, the cognitive effect is
mainly reflected on the number of elaborations while the emotional effect on the pleasure. It is
noteworthy that both the cognitive and emotional effects are caused by metaphor comprehension, and
the positive effects generated by the two effects can further enhance the persuasiveness of the whole
advertisement. In terms of the social effects, metaphorical advertisements are viewed by advertisers as
an important tool for changing or constructing consumers’ perceptions when compared to non-
metaphorical advertisements that directly state the advertisement appeal, because the metaphor is not
only a rhetorical device but also one of the most important thinking mechanisms of human beings.

Although metaphorical advertisements can have positive effects in many aspects compared to their
non-metaphor counterparts, this does not mean that the use of metaphors in advertising is definitely
effective. The reason lies in that the effects of advertising metaphors can also be affected by many other
factors which can be classified into two categories, i.e., factors relevant to the advertisements and factors
related to the consumers. According to previous studies, the influencing factors related to the
advertisements can be further divided into three categories: the type of metaphorical advertisements, the
product type, and the degree of verbal anchoring. Among the factors related to consumers, scholars pay
more attention to how the differences in need for cognition(NFC ), processing capabilities, and cultural
backgrounds affect the effectiveness of advertising metaphors.

By reviewing previous studies in this field, we find that although research on the effectiveness of
metaphorical advertisements has made a lot of achievements, there is still space for further exploration
and improvement. This article finally discusses the directions for future research from the following
three aspects: the research perspective, the research object, and the research technique.

Key words: advertising metaphors; implicit advertisements; explicit advertisements; advertising
effects
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