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CHAPTER 1
INTRODUCTION
1.1. RATIONALE

Metaphor is an outstanding linguistic phenomenon
language at present and it is concerned by magyibts. They pay
much attention to metaphor because they wouldtbkénd out its
real nature in communication. In fact, more and enpeople have
used metaphor effectively.

Metaphor is, at present, not considered only asorieein
literature and poetry; on the other hand, it isdupervasively and
turns up in different fields relating to languagedacommunication.
Due to metaphor’s effectiveness and importanceastjce, there are
many learners and linguists have cared and stuti€g#cently there
has been a field which metaphor is used more ang;nthat is
advertising. Why is metaphor used more and moealirertisements?
That is an interesting question making me curidusl, so far hardly
has there been any full study on this field. Theatreason why |
choose the topic¢An Investigation into Linguistic Features of
Metaphor Uses in English and Viethamese Advertisensé for my
study.

1.2. AIMSAND OBJECTIVES

1.2.1. Aimsof the study

- To understand more about metaphor and its usetvartssements

- To find out the possible differences and similastin terms of the
semantic and lexical choice features of the metdgdioexpressions
in English and Vietnamese

- To improve knowledge and effective use of metaplior
advertisements, translation, and communicatioreimecgl

in

1.2.2. Objectives of the study
- To describe the semantic and lexical choice featuw€ the
metaphorical expressions
- To contrast these features in English and Vietsa®io find out the
similarities and differences between two languages
- To suggest some implications of the findings feaching and
learning English and Vietnamese as foreign langsiaggpecially in
teaching translation
1.3. SCOPE OF THE STUDY

This study will observe and describe some commaosisd
metaphors in English and Viethamesadvertisements. The
metaphorical expressions will be analyzed in seimaamd lexical
aspects basing on cognitive view.

Within the limit of the study, both spoken and ttem forms
of advertisementsin English and Viethamese are taken into

consideration.The data for study is based on the English and

Vietnamese advertisements collected from prodociselevision, on
websites, on radio, in newspapers, magazines,gpste.
1.4. RESEARCH QUESTIONS
1. What are the semantic features of the metapharigakssions
used in English and Viethamese Advertisements?
2. What are the lexical features of the metaphorigplessions
used in English and Viethamese Advertisements?
3. What are similarities and differences in using ipieta in
English and Vietnamese Advertisements?
1.5. SIGNIFICANCE OF THE STUDY
The aim of the research is to study on the semanti lexical
features of the metaphorical expressions in adesnents; therefore,
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the study will be sure to provide useful informatand knowledge to
help the use of metaphor in advertisements asaselh cross-cultural
communication better.

16. ORGANIZATION OF THE STUDY

Chapter 1, Introduction consists of rationale, aims and
objectives, scope of study, research questionsrgadiization of study.

Chapter 2, Literature and theoretical backgroungrovides a
brief literature review and theoretical backgrotordhe matters of study.

Chapter 3, Research design and methodolggresents research
method, hypotheses and procedure of data colletidanalysis.

Chapter 4, Findings and discussigiscusses in the result of the
data analysis, then gives similarities and diffeesnof the semantic and
lexical features of metaphorical expressions iregbements.

Chapter 5, Conclusion

CHAPTER 2
LITERATURE REVIEW AND THEORETICAL BACKGROUND
2.1. REVIEW OF PREVIOUS STUDIES

In the Western countries, Richards [67] proposed th
alternative view thathe meaning of a metaphor is the product of “an
interaction” between the meanings of the vehiclel a@nor Max

Black [43] took metaphor as a prediction whose expression is a

sentenceGeorge Lakoff and Mark Tuner acted for contempporar
theory of metaphors. They point out th#té' word has come to mean
across domain mapping in the conceptual systdmtheir research,
they also mention some basic semantic concepts trat
metaphorical and identify a number“basic conceptual metaphors”
that pervade discourse in Western culture.

-6-

In Vietham, there are many traditional linguist&tt have
their own viewpoints on metaphor. For examgnh Trong Lac
[20] studied the process of Retoric and Metaphdru Bat [7] in
“Phong céach lac va phong céach dlt ning Tiéng Vigt” refered to
Metaphor all of kinds; Ngun Buc Ton [32] in the article' Bé gilp
thém cho Vic day khai nim dn du” gave his own definition about
metaphor; Phan & Hoa [12] talked about‘Metaphor and
grammatical metaphor”and so forth.

2.2. THEORETICAL BACKGROUND
2.2.1. Rhetoric

Rhetoric is a branch of general linguistics whishlegarded
as a language science. It deals with the resultsactf of
communication [56]. It means that Rhetoric takde itonsideration
of the “output of the act of communication”.

2.2.2. Metaphor
Definition

Up to now, a lot of linguists and researchers lgiven out a
variety of definitions on metaphor. And, here ale tselected
definitions on metaphor which are the closestdméture.

“Metaphor can be defined as the mapping of one ephal
domain onto a dissimilar conceptual domair{60]

“An dy 1a phép thay thtén @i cua 9r vdt, hién trong nay
bing tén @i cua sr vat, hién twong khac lai dva trén e s lién
tiong dong nhit héa ching theddc diém, thuwc tinh naadé cung co
¢ chung”. [32]

According to I.A Richards [67], a metaphor is corsgo of
two main partsthe tenorandthe vehicle The tenor is the implied
idea or the hidden subject of the comparison; thkicle is the
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metaphorical word(s) or image(s) by which the teisoconveyed.
These two parts are combined together basing ocatimenon ground
between them. For example:

“All the world's a stage,

And all the men and women merely players

They have their exits and their entrances.”

(William Shakespeare)
2.2.3. Conceptual metaphor
2.2.3.1. Definition

In studies of metaphor, the representation of aslyerent
segment of experience, such as the concepts ofdoyeurneys, a
conceptual domain that is understood in terms oflaer is called a
conceptual metaphor.

In other words, in the cognitive linguistic viewgetaphor is
defined as understandioge conceptual domaim terms ofanother
conceptual domainExamples of this include when we talk and think
aboutlife in terms ofjourneys aboutargumentsin terms ofwars,
about love also in terms ofjourneys abouttheoriesin terms of
buildings aboutideasin terms offood, aboutsocial organizationsn
terms ofplants and many others. A convenient shorthand way of
capturing this view of metaphor is the followingORNCEPTUAL
DOMAIN (A) is CONCEPTUAL DOMAIN (B), which is whais
called a conceptual metaphor. This idea, and dlegtaxamination
of the underlying processes, was first extensiegjylored by George
Lakoff and Mark Johnson in “Metaphors We Live ByYognitive
scientists often study subjects similar to concalptaetaphor under
the label of “analogy”. For example:

o Lifeis ajourney.
o0 Argumentis a war.

2.2.3.2. Mappings

A mapping is the systematic set of correspondetizexist
between constituent elements of the source andatiget domain.
Many elements of target concepts come from sounosachs and are
not preexisting. To know a conceptual metaphoo iknow the set of
mappings that applies to a given source-targeirggir

We can see that the set of concept in which worts$ a
expressions is borrowed is call&burce Model”, while the concept
which is the borrowers is calleffarget Model” as shown in the

examples.

Source Model Target Model

[JOURNEY] [LIFE]

Traveler Sheventthrough life with a good heart.
Destinations He knows where hagy@@ngin life.
Routes I don’t know whicpath to take.

Impediments to travel He worked sy around many obstacles.
2.2.3.3. Parts of Metaphor

A conceptual metaphor consiststafo conceptual domains
The conceptual domain from which we draw metaplabric
expressions to understand another conceptual doimaialled the
source domainwhile the conceptual domain that is understood thi
way is thetarget domain[59].
2.2.3.4. Functions of Metaphor

Scholars, e.g., Fainsilber or Ortony, have found thuee
reasons why metaphors are used. First, there is sthealled
inexpressibility hypothesis. That means that mateplare used for
expressions that are not easy to explain withditeanguage. This
refers mostly to abstract ideas. The second redsorcalled
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compactness hypothesis. This hypothesis says thaple can
express ideas more detailed and compact with metapfihe last
hypothesis, calledvividness hypothesissays that by metaphors,
expressions are made clearer and livened up.
2.2.3.5. Classification of Metaphors
Lakoff and Johnson divided the metaphorical corgémuto
three groups which are presented as follows:
a. Structural metaphors
The group of structural metaphors is said to behilygest
group. Different parts of experiences which are glex but too
abstract are conceptualised with the help of simplé known
experiences, e.g. the example DISCUSSION IS WAR.
o arhetorical fought out battle
o aguerrilla warfare of words
In these examples, one tries to explain the alist@ucept
discussion with the help of the concrete concept arad typical
words which are linked to it.
b. Orientational metaphors

Another group is the orientational metaphors. Those

metaphors are based on the orientation in spaarefidne, a spatial
relationship is made for a concept. This relatigmss normally
based on our experiences of the physical spaceavwedxamples:
BEING HAPPY IS UP/BEING SAD IS DOWN
c. Ontological metaphors
The last group, the ontological metaphors, is basedhe
experience with physical objects. Those experienaase identified
and categorized as entities restricted by a surf&me we can
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categorize those things that normally do not haxd & boundary by
using those entities. We set up artificial bounekari

There are many kinds of ontological metaphors wditferent
purposes one of them being the concept abstraethiags:

0 a series of questions
0 The world is full of art.

Another concept is the container metaphors. Acogrdd
Lakoff and Johnson, human beings are contaimétls boundaries
and an orientation of inside and outside. Tnisntation is also
used for other physical objects. But also non-ptaisobjects (e.g.
events, actions, activities, states) can be urmEdshy transforming
them into physical objects with definite boundaries

In the case of activities, states, and emotion$ toald
mean: He fellin love.

We will beout of the troublesoon.

The problem will be dealt witin the next discussion.

A very important group of ontological metaphorsth®se
that describe something as a person, a persomsficalhere are
innumerable examples like:

0 This theory explains everything.
0 The facts are against it.
2.2.3.6. Metaphor versus Simile and Metonymy
a. Metaphor versus Simile

Metaphor and simile are the two of the best knotyfissic
devices. Simile in English and Vietnamese is a aispn between
two different things that resemble each other ideast one way.
Here are some examples to illustrate:

| see men, but they look like trees, walkii3§]
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Dep nhe tién. [7]
b. Metaphor versus Metonymy

As in the case of the contemporary theory of meigph
Lakoff and Johnson’s work entitlddetaphors We Live Bgives the
issue of the usage of metonymy. Lakoff and Johndefined
metonymy as “using one entity to refer to anothet ts related to it”
[59]. Following are some examples:

o0 He’sindance

o0 The Timeshasn't arrived at the press conference yet.

2.2.4. Advertising
2.2.4.1. Definition of Advertising

A definition given by Cook, G. state$Advertising means
clearly identifiable, paid for communications inethmedia, which
aims to persuade, inform, or sell. But the worldliso used to cover
a much broader range of activities — from desigpublic relations —
by what are often the same organizations, usingasirskills.” [47]
2.2.4.2. The Aims of Advertising
2.2.4.3. Functions of Advertising
2.2.4.4. Classification of Advertising
2.2.4.5. Typical Features of Advertising LanguagéeWed from
Psychological Perspective.
2.2.5. Metaphor in Advertising
2.2.5.1. Roles of Metaphor in Advertising

Leiss, Kline, and Jhally have used metaphor toyssatial
communication in advertising. They suggest thatapigors in
advertisements have become a powerful and commuselgl strategy.
“Metaphor is the very heart of the basic commuicatorm used in
advertising” [64].
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2.2.5.2. Types of Metaphors used in Advertising

According to Forceville’s work, he has divided nptars in
advertising into three types: verbal metaphorstopiml metaphors,
and a combination of images and words. Within theys the writer
only focuses on verbal metaphors.

CHAPTER 3
METHODS AND PROCEDURES

3.1. RESEARCH DESIGN

Combining descriptive and qualitative methods afigt the
paper will treat the common uses of metaphor in inséhe two
languages. Accordingly, chapter 4 of the paper wdllect and
classify in terms of metaphor, namely the use oftapigor in
advertisements available in both English and Vietse. The paper
will systematically enumerate lexical choice andilgpe semantic
features of these specific uses of metaphor whidargely based on
the association of similarities of entities cone&atn

Besides, differences, similarities, and points atcast
between the two languages will be pinpointed.
3.2. RESEARCH METHOD

The study is carried out under a contrastive amal\Here,
both English and Viethamese are used as the samdetarget
language so that we can find out contrastive in&diom from a
bilateral approach.
3.3. RESEARCH PROCEDURE
3.3.1. Callecting and classifying data

The data for analysis are the samples taken froglidtnand
Vietnamese advertisements on different channgt®skible. About
500 advertisements both English and Vietnamese bailcollected.
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The major method to collect data is to survey \lin observation of
instances of linguistic expressions used to sigrethphors.
3.3.2. Analyzing data

The steps will be carried out here as follows:

Presenting, describing, and analyzing the types of
metaphorical expressions in English in comparisoith vihose
equivalents in Viethamese.

CHAPTER 4
DISCUSSION OF FINDINGS
4.1. CONCEPTUAL METAPHORS IN ENGLISH AND
VIETNAMESE ADVERTISEMENTS
4.1.1. Semantic Features of Metaphorical Expressions in English
and Vietnamese

Through advertisements, we can see both English an
Vietnamese advertisers conceptualize domains irréidements in
terms of [JOURNEY], [WAR], [FASHION], [SECRET], etc
4.1.1.1. Journeys
Let's come to see the following examples:

SABURA: After all, can you think of better way to avoid

manual labour? SABURA [38]
Coca-Cola ..along the highway to anywhere. [80]
biabc SaigonLandPiém hen cia sr thanh cong! [38]

“ Condwong 6t nhdt vaoPai hoc hangdau thé gici.” [107]
Table 4.1. Metaphorical expressions belong to zairce model
[JOURNEY] in English and in Vietnamese

English Viethamese )
Blue Ginger Restaurant:A nice | Anh win Hgi Viét My: Khéi diu
placeto come cho g thanh céng
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Hat Council: If you wantto get
ahead,get a hat

bia 6c SaigonLand:Piém hen
cua sr thanh cong!

Pampers: We're rightoehind you
Every step of the way

FPT: Cung di téi thanh cong

After all, can you think o& better
way to avoidmanual labour? Saburi

Truong Nhan #c Quwc te: Vieng
2 burdc dén twong lai!

You're invitecbn a Journey

Con dwong 6t nhdt vaoPai hoc
hangdau thé gidi.

4.1.1.2. Wars

Some of examples to illustrate the war/fight coreap

metaphor as follows:

Quaker Puffed RiceShot from Gung [78]
You CarKill a Horse but not a Cadillac [79]
Milmax Angle 2 \6i Lactoferrin: L4 chdn vieng chic cho

thién thin cia ban

[38]

Clear:Trong tt¥ gigi cua toc, gau Bt dau xam chiém [113]
Table 4.2. Metaphorical expressions belong to tleeixe model
[WAR] in English and in Viethamese

English

Vietnamese

Budweiser Beer: Nothingbeats a

Budweiser

Milmax Angle 2 ¥i Lactoferrin:
L4 chin ving chic cho thién

thdn cia ban

Quaker Puffed Rice:Shot from
Gund

Kem Nivea Q10 PlusPdy lui

moi ddu hiéu 1d0 hoa

Cadillac

You CanKill a Horse but not a Kemdanh ring P/S:Bdo v hdm

nay, chic khve ngay mai

Prudential Financial: Growing and

protectingyour wealth

Thdt xing danhths linh Plasma

Siéu vét
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Nicorette: Nicorette, Nicorette, you
canbeatthe cigarette

Clear: “Trong thé gidi cua toc,

gau hit dau xam chiém...”

4.1.1.3. Friends

The shown examples in English and Viethamese:
COX CommunicationsYour Friend in the Digital Agg78]

Thai S n-nguwei ban trung
[98]

thanh va chuyén ngldp cia bgn

Nguoi Lao Pong — T bao lubndang hanh véi doi song va

viéc lam aia bgn

[99]

Table 4.3. Metaphorical expressions belong to #mirce model

[FRIEND] in English

and in Viethamese

English

Vietnamese

IZUSU: Always besides you

Bao Vigt Vigt Nam: Cung kun

trén nyi néo duong

Transcend (USB): Digital life in
your hand. Your supplier, Yol
partner,Your friend

-

Thai S$n — ngwoéi bgn trung

thanh va chuyén ngldp cia ban

Kodak: SharemomentsSharelife

Bgo hiém Prudential: Luén ludr

ling nghe luén ludnthdu hiéu

Pampers: We'rgight behind you.
Every step of the way

Nguwoi lao déng — To bao ludn
dong hanh véi doi song va vic

lam aia ban.

AccessYour Flexible Friend

Hay chon kv ngh' tuyét voi cho

ban cung Hang khbng Singapore

41.1.4. Food

Take some advertisements for example:
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Doral CigarettesTaste Mé Taste Meé Come on andlaste

Me! [78]

Lifebuoy: So, doesn’t it make sengetry new lifebuoy [9]

Tide: Hay thwéng thirlc mui hwong busi som va anh wing

ban mai @a Tide [38]

Dau nhot ENEOS: Pung dé xe lun an tap. [9]
4.1.1.5. Healthcare

Let's have a look at some examples:

Candy — Refrigerato=resh food and fresh aiThe perfect

recipefor a healthy life I've chosen. It's Candy [38]
Club Med resortsThe antidote for civilization [78]
Sirc khée mbi ngay, hgnh phac Bn 1au [38]

Sira Ensure GoldVi sirc khée vangcua ngroi than yéu[38]
4.1.1.6. Light

The light metaphor turns up in English and in Vatese:

Kiwi Shoe PolishWhen your shoeshing so do you [38]

C'mon Colman'djght my fire [76]
Enfa Grow A: Bé hoc gisi hon, twong lai sang lon [76]
Hay dé Missha ‘thdp sang ¥ dep” cza ban [76]

4.1.1.7. Fashions
The structural mapping between the target model thed
source model [FASHION] is the same in both langsage

Fila: Functional ...Fashionable... Formidable [38]
SiemensDesignedFor Life [38]
Ford Focus SPhong céch ndi, day cé tinh [9]

Honda Spacybdm phong céach Thit théi trang. Rit thinh
hanh [38]

4.1.1.8. Gifts
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The following is some examples:

Kleenex:Thank goodness for Kleenex [38]
Arpege perfume Promise her anything, bugive her
Arpegé [82]

This mapping is more common and explicit than iatlamese:
Nudc khoang thién nhién Bhh Bich:Qua t@ng vo giacua
thoi gian [38]
“Sy quan tdm chlim séc an én, nhing bai thwc an toan
hiéu qui la nhiingmoén qua tinh thin quy gia...” [104]
4.1.1.9. Secrets
Let's have look at the following examples both inglsh
and Viethamese:
Busch GardendVhereDiscoverls a Real Adventure [38]
Dau goi PANTENE: Chinh lan l1anguwoi kham pha  [38]
Biore: Chung ta hay cungham phaBiore nhé [9]
4.1.1.10. Magic
Here, the advertising language is presented ins@ffmagic.
Heineken BeerHay dim saynét dep Phwong Pong huyén

bi vamgt sizc hat “HA LAN” manh |i ét [38]
Touch of SwedenCould your hands usa small miracle
[38]

Enchanteue®hép mau huyn di¢u cia tinh yéu [103]
4.1.1.11. Persons
Here are some examples:

JaguarBorn to Perform [38]
Seiko: Itworks, sleeps, wakes ugndgoes to work  [38]
Kem AcnesThat hiéu lan da [38]

Diana Ultra M -Nuéng chiéu siéu con gai. [105]
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4.1.1.12. Keys
Here are some examples in English and in Vietnamese
IBM: e-busines$olutions [78]
Cadillac:a new measuref automotive supremacy
SacombankChia khoéanmy ciza thanh cong [38]
Vitanol: Gigi phaptr; gau ni [38]

4.1.1.13. Containers

The following examples are linguistic realizatioos this

metaphor:

Vauxhall: Put the Fun Backnto Driving [78]

Tic Tacs:Put a Tic Tac
life.

in your mouth argeta bangout of
[83]

Nuéc khoang WellsMang thién nhiérnvao cwc ssng  [38]
Table 4.9. Metaphorical expressions belong to #mirce model
[CONTAINER] in English and in Vietnamese

English

Vietnamese

Colgate: The world leaddn oral
care

Nugc khoang Wells:Mang thién
nhiénvao cwc sing

Lipton Tea: Lipton’sgets into
more hot wateithan anything

Del™: cung Delf™ thanh céng
hon trong kinh doanh

Vauxhall: Put the Fun BacHKnto
Driving

Kem drong da Nivea: ¥ dep tw
nhiénddy src $ng

Commercial Union Insurance: W
won't make a dramaout of a

crisis

“Pé tranh rei vao tinh trang

D

stress ban nénan wng dayg di
duong chit hay don gian them mt
vién Berocca vao hiiisang.”

Access Credit Card: Accesakes
the waitingout of wanting

“Can hg chdt lugng cao — nic gia
trong @m tay.”

[79]
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4.1.1.14. Entities
Let's have a look at the following examples:
MercedesThe pursuit for perfectiorhas no finish line[38]

Shure:Pure soul Pure vision All me [38]
Bia Pai Viét: Bia caa nhigng khéat khao [38]
Du hoc Han Quéc: Tam nhin nvi, tweng lai mgi [38]

4.1.1.15. Up-down schema
Some examples for illustration:
SandalsSandals — the small hestieps up in status  [38]

The TimesTop people take the Times [76]
Sita tim RomanoKhdng dinh ding cip phéai nunh [38]
Mi Gau do: Pinh caocua chit lupng [38]

Table 4.10. Metaphorical expressions belong to fueirce model
[UP-DOWN] in English and in Viethamese

English Viethnamese

Colgate: The worldeaderin oral R _
“...cung weon téi dinh caa”
care

Bia Saigon: C6 th ban khéng cao

-

Bounty Towels: The Quicke o =
] nhung ngroi khac ding phii nguéc
PickerUpper hi
nhin

Sandals: Sandals — the small he¢eira tim Romano: Kiing dinh ding
steps up in status cdp phai minh

_ _ Mi Gdu do: Pinh cao cia chit
BudweiserThe King of Beers

lwong
AccentureHigh Performance, Khu g6 thi cao @ip Hing Phu:
Delivered. Nang caogia tri cujc ssng
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4.1.1.16. Precious
Here the source model [PRECIOUS] is used to degoict
emphasize the crucial importance of products andcsss:
Sira Ensure GoldVi sikc khoe vangcua ngroi than yéu38]
Dyi tiéc vangmeng sinh nhat vanglan thi 11 [102]
Co hji vangdé dau tu. [102]
From these above examples, we recognize thatifisignt”
is conceptualized as “precious” through the metaphbexpressions
“vang”. The source model is only found in Vietnamese.
4.1.1.17. Ideas
Contrary to the source model [PRECIOUS], the model
[IDEA] is merely seen in English.
PanasonicEor pure living,Ideas for life [38]
Northern TelecomTechnologythe world calls on [38]
Senior Service cigaretteA:product ofthe master mind76]
4.1.1.18. Summary
4.1.2. Lexical Features of Metaphorical Expressions in English
and Vietnamese
4.1.2.1. Metaphor Nouns
Metaphor nouns functioning as subjects:
PeugeotThelLion Leaps from Strength to Strength [78]
EGLO dén rdi va ngaii that: Anh sangla cuic sing  [38]
Metaphor nouns functioning as objects:
Red Bull:1t Gives YouNings. [78]
Enfa Mama:Hay nhy, bgn dang mang trong minmgt mam
song yéu throng, mét sinh linh qui gia @ia cuic doi.  [38]
Metaphor nouns function as objects of prepositions:
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Bounty: A Taste oParadise [78]
“Tr wéc nhimgtai nan bat ngo xay ra cho laptop...” [107]
Metaphor nouns are used as compliments:

BudweiserTheKing of Beers [78]
“Nhan sam lamoén quavé giama to hdada ban ting cho
con ngeoi...” [104]

4.1.2.2. Summary
4.1.2.3. Metaphor Verbs
Metaphor verbs function as predicatives:
Nestcafé Awakenyour senses [38]
SacombankUem mim cho nhiing wéc my [38]
Metaphor verbs function as objects:
Clear:Trong t¥ gigi cua toc, gau bit dau xam chiém [113]
Dau nhot ENEOS:Ding dé xe lun dn tap. [9]
4.1.2.4. Summary
4.1.2.5. Metaphor Advjectives
Metaphor adjectives fuction as predicatives:
Strand cigarettetou're neverlonewith a Strand.  [77]
MiLo: Thizc wng dinh drdng giau nang keong [38]
Metaphor adjectives function as attributives:
AT & T TelecommunicationsSmartphone smarts  [38]
Enfa Grow A: Bé hvc gisi hon, trong lai sdng ton [38]
4.1.2.6. Summary
4.1.2.7. Metaphor Prepositions
Beside these traditional metaphors, prepositi@rsaso be
used as metaphors. The following is some examples:
PampersWe're rightbehindyou. Every step of the w§38]
Lux: “... dam minhtrong hurong thym quyén rii cua Lux.[38]
Cdan hg chdt lupng cao — nic giatrong tam tay. [107]
4.1.2.8. Summary
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From the findings, discuss, and analysis abovecave see
that English and Vietnamese share the similaritiassing metaphor
nouns, verbs, adjectives, and prepositions in d@dugy language.
Among kinds of these metaphors, metaphor nounsuseel most
productively and most commonly.

4.2. CONCEPTUAL METAPHORS ARE USED MOST
COMMONLY IN ENGLISH AND VIETNAMESE
4.2.1. Conceptual Metaphorsare Used most Commonly in English

From the samples studied, we find that all thrgmes of
conceptual metaphors are used in advertising \ifi@rent source
models, but their frequency is not the same. Tagssts are shown
in the table 4.13 below:

Table 4.13. Frequency of occurrence of types of ceptual
metaphors in English

Type of metaphor Quantity Per centage
Structural metaphors 116 46.4%
Ontological metaphors 119 47.6 %
Orientational metaphors 15 6%
Total 250 100.00

6%
\ EStructural metaphors
46% |montological metaphors
48% OOrientational metaphors

Figure 4.1. Frequency of occurrence of types of ceptual
metaphors in English
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With the percentage 47%, the Ontological metaphoes in
fact, used most in English.
4.2.2. Conceptual M etaphorsare used most Commonly in Viethamese

While the Ontological metaphors are used most coniynin
English, the Structural metaphors are most employédietnamese
as shown in the table 4.14 below.

Table 4.14. Frequency of occurrence of types of ceptual
metaphors in Viethamese

Type of metaphor Quantity Percentage
Structural metaphors 171 68.4%
Ontological metaphors 67 26.8%
Orientational metaphors 12 4.8%
Total 250 100.00

5%

279 \ O Structural metaphors
B Ontological metaphors

O Orientatio nal metaphors

68%

Figure 4.2. Frequency of occurrence of types ofnceptual metaphors in
Vietnamese
4.2.3. Summary
In general, although there are differences in teohshe
frequency of occurrence of conceptual metaphorg&nglish and
Vietnamese, linguistic features are almost analsgém two
languages.
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CHAPTERS
CONCLUSION AND IMPLICATIONS
5.1. CONCLUSION

Generally, this study has carried out on the basishe
Conceptual Metaphor Theory established by cognitivguists
Lakoff and Johnson and focused on the conceptutphers that are
used in advertising language in English and Vieesan Also, within
this study, the semantic and lexical choice featafethe conceptual
metaphors are examined.

With the findings and analysis, the study has ¢buhe
clearest answers to the research questions. Therauas dealt with
the sematic and lexical choice features of metaphoyr showing
examples and analyzing these examples specifiaaththoroughly in
the cognitive view to meet the aims and objectiviesitioned in the
chapter 1.

As what we have found, discussed, and analysedealvee
can see that advertising language both English\@ethamese has
shared most common features about semantics arwhllehoices.
From the findings and discussion, we realize thahceptual
metaphors play an important role in advertisinge 8dvertisers have
taken the advantage of metaphor’s high meaningfteeence to serve
their advertising aims. As a result, the adversisélave used
metaphors in advertisements in order to make adwegtlanguage
more exciting, interesting, lively, and persuasivi¢h the aim at
drawing the consumers’ attention, persuading thembuy their
products and services as many as possible.

Although there are some differences about the epnal
domains used metaphorically and lexical choicesadvertising
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between two languages: English and Viethamese,imikiaot much,
these two languages almost share similarities fimaséic and lexical
features. Therefore, we can come to conclusionithidte light of the
cognitive view, conceptual metaphors always exisadvertising in
both English and Viethamese and are an indispemgaiot of modern
life.
52. FURTHER IMPLICATIONS FOR TEACHING AND
LEARNING CONCERNING THE USE OF METAPHORICAL
EXPRESSIONS
5.2.1. For Foreign Language Learners

The result of the study is maybe beneficial torleas of both
languages. The contrastive analysis will offer theerdearer insight
into metaphor uses. Moreover, the study helps é&aranrich their
knowledge about conceptual metaphors in the conakmietaphor
theory (CMT). With comprehension of the mappingsween two
the conceptual domains based on CMT: the sourceaioand the
target domain, this helps students conceptualizeracall linguistic
expressions better than the traditional ones. thas helps students
write and translate better.
5.2.2. For Foreign Language Teachers

This thesis maybe help teachers have deeper insighthe
the contrastive analysis between English and Vie&se in terms of
metaphor. The study provides teachers with thetiaddl source that
is necessary in meeting students’ studying needshé whole, with
further knowledge, Teachers can encourage theiteats to learn
and perceive language through practising and amplyietaphor.
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5.2.3. For Advertisers

The study can help advertisers with important rimition
and necessary knowledge about using metaphor iertéglag. From
the knowledge caught, they can apply into desigrang writing
advertising slogans and advertisements effectivEhe advertisers
can use metaphors in advertisements to arouse roensuattention
and persuade them to buy products and servicesies as possible.
53.LIMITATION OF THE THESIS

The paper is carried out on the basis of the dichidata
source. In spite of personal efforts, the analissisot clear here and
there. With limited and personal ability, some wesdses are
inevitable. | would be very grateful to those thealte interest in the
topic and work. Any comment, advice, and adjustmam very
valuable to make this paper more fulfilled, cleassrd more perfect.
5.4. SUGGESTIONS FOR FURTHER RESEARCH

This study has been carried out to analyze théssitres and
differences in semantic and lexical choice featwfesietaphor uses
in English and Vietnamese advertisements, but @nly small part,
not the whole because of limited time and abillfyl had enough
such conditions, | might finish my ambition. Sowbuld like to
suggest some further reseaches on the followingcasp

- Metaphorical expressions should be seen in pragsnand
syntax.

- Metaphor verbs should be paid more attention.

- Cross-culture studies of metaphor in advertishguld be
studied.

- Metaphorical expressions in advertising shouldbalyzed
on other data sources.



