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            Abstract
          
        

        
          From a cognitive linguistic perspective (Lakoff and Johnson 1980), metaphor is no longer considered merely a rhetorical phenomenon but rather a fundamental aspect of human thought. This perspective has become a central topic in linguistics, cognitive science, psychology, and various other fields of study. With the evolution of cognitive linguistics, the use of metaphor in advertising gained momentum in the late 20th century and continued to flourish in the 21st century. Advertisers employ metaphors to capture consumers’ attention, establish connections between products and concepts, clarify the utility and superiority of products, and ultimately influence consumer behavior. Therefore, the purpose of this study is to enhance our comprehension of the nature and expression of metaphors by analyzing conceptual metaphors in business advertisements. The study aims to explore how conceptual metaphors, specifically ontological metaphors, structural metaphors, and orientational metaphors, are effectively utilized in advertisements. The study also discusses why conceptual metaphors are effective in advertising by focusing on their novelty, simplicity, meaning creation, and emotional empathy. It found that advertisements become more novel, straightforward, meaningful, and emotionally engaging when they use conceptual metaphors as cognitive tools to enhance the interpretation of advertising messages. In conclusion, conceptual metaphors play an important role in marketing advertising. Conceptual metaphors allow consumers to form an active perception of a product or service and feel positive emotions about it. These emotions have a great influence on the consumer’s buying behavior.
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