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Abstract

Using a content analysis of 87 French, German,
Italian, Dutch, and American magazine ads,
variations in metaphors and cultural attributes
were examined from culture-bound groups:
food/beverages, automobiles, insurance/finance,
and personal care.

Findings provide examples for how culture is
reflected in language and symbols. The study
shows metaphors are exploited in headlines to
capture attention throughout all countries.
However, metaphors and cultural attributes are
used strategically within nations to deliver
persuasive messages.




Metaphors

* Understanding one concept in terms of
another (Lakoff & Johnson, 1980; Nelson &
Hitchen, 1999; Sapir 1977)

* Part of the human conceptual system
(Lakoff & Johnson, 1980)

e Pervasive, can’t do without (Berlin, 1981;
Lakoff & Johnson, 1980; Leary 1995)



Metaphors

* Important in public communications:

— Speeches (Bowers & Osborn, 1966; Fearing 1963;
Reinsch, 1971; Siltanen, 1981)

— Ads (Hitchen, 1991; Nelson & Hitchon 1995, 1999)

* Main types (Lakoff & Johnson, 1980; Reddy
1979)

— Orientation

— Ontological

— Structural

— Conduit/Container



Culture Dimensions

Hofstede (1980, 1991)

* Individualism/Collectivism
 Masculine/Feminine

* Power Distance

* Uncertainty Avoidance

* Long/Short-term Orientation
Hall & Hall (1990)

* Low/High Context

* |Information Flow

* Time-orientation

* Space-orientation



Culture Dimensions

Masculine/Feminine

1. ltaly

2. United States (UK scores used)
3. Germany

4. France

5. Netherlands

Uncertainty Avoidance
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United States (UK scores used)

Al



Culture Dimensions

Individualism/Collectivism (Italy not included)
1. United States (UK scores used)
2. Netherlands

3. France

4. Germany

Power Distance
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Culture and Advertising

Ads use symbols, common practices to get
messages across (Jhally, 1995; Lester, 1997)

Ads reflect/construct culture (Dyer, 1982;
Lester, 1997; Valdivia, 1997)

Product categories can be placed on
continuum (de Mooij, 1998, 2000)
— Culture-free (cigarettes, hard liquor, perfume)

— Culture-bound (food/beverages, autos,
insurance/finance, personal care)



Research Questions

* What metaphors are used and why?
* How do metaphors differ across nations?

* What cultural attributes are used in
conjunction with metaphors to create ad

messages?



Method

* Content analysis of magazine ads

— Purposive/Convenient, Popular, General Interest, Read
by Men & Women

* Ads chosen from 4 culture-bound categories

— Food/Beverages, Autos, Finance/lInsurance, Personal
Care

* Ads reviewed for 4 metaphor types

— Orientation, Ontological, Structural,
Conduit/Container

— Translation/Interpretation with native speakers



Publications

France — Le Point, December 10, 2009; L’Express,
May 28, June 4, August 6, 20, October 8, 2009

Germany — Der Spiegel, October 10, 2009; Stern,
June 10, 2009

Italy — L'espresso, June 11, 2009; Oggi, June 10,
2009;

Netherlands — Elsevier, May 16, June 27, July 4,
2009; Vrij Nederland (VN), April 18, June 6, July
18, 2009;

United States — Newsweek, October 12, 2009;
Time, June 15, 2009



Results

France Germany Italy Holland Uu.S

# Pages 488 212 372 532 136
# Ads

Food/Bev 4 3 6 0 5
Autos 5 8 4 6 2
Ins/Finance 3 7 3 11 10
Personal Care 0 1 9 0 0

Total 12 19 22 17 17



Results

France Germany lItaly Holland U.S. Total

Metaphor

Type

# Ads

Orientation 3 2 il 3 2 14
Ontological 5 7 6 5 3 26
Structural 1 6 7 2 6 22
Conduit/ 4 4 5 7 5 25

Total 13 19 22 17 16 87
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Beverages
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Granatépfeln. Und dos ist gut so,
denn Antioxidantien unterstiitzen
Ihre antioxidotive Abwehr, Gemixt
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: II O 0 SWISS + MADE

Particolare e Inconfondibile.

Armonia ed intensita di profumi, PELLINI rer.efolgreichster Tennis:Champion afr Zeiten
un gusto delicato e raffinato che emoziona. TOP
Pellini Top, Arabica 100%: i

uno straordinario caffe, un'esperienza da sogno.

Cappuccino auf Knopfdruck -
frisch gemahlen, frisch gebriiht.

0§91, 9wne 10,2009 p.15

Neuheit: IMPRESSA Z7 - fiir Latte macchiato-Glaser bis 153 mm Hohe




NOUVELLE FIAT
WWW.FIAT500C.FR

FAHREN SIE VORAUS.

Im neuen RX450h fihrt Lexus fort, was 2005 im weltweit
ersten Hybrid-SUV begann: die zukunftsweisende Verbindung
Bk et I Kbel:

D
innovativen Remote Touch Bediensystem und modernsten

Erlebnis. Uberzeugen Sie sich selbst. Vereinbaren Sie lhre
Probefshrt telefonisch unter 08 00/5 20 2121, online unter
www lexus.de oder direkt in lhrem Lexus Forum.

DE RENAULT LAGUNA COUPE
NU TIJDELIJK MET € 1.500,- CONTANT VOOR U

www.renauit.ol

Wie een Renault Laguna Coupé least, woet zic plimenten. Compiime voor e e

wielen, de standaard g, het met groot leurer o 4CONTROL . Compiimenten

van de zaak voor de zeer aantrekkelijke leaseprjs, de deie aar garantie. En complimenten van uw meerijdende collega’s voor de sublieme wegligging

en smaakvolle afwerking van het interieur. Als u beslult om hem nu e leasen, krigt u als berijder bavendien een bedrag van € 1.500,- contant, Profiteer

van meer uitrusting en minder biteling U least de Laguna Coup al vanai €799, per maand. Met de complimentsn van Renault  Remault w8 SRENAULY:

DER NEUE VOLLHYBRID LEXUS RX450h. | svaiis

L Evouwso. (Qusa 6~12. 2009 P67 * Kraftstoffverbrauch Lexus RX450h kombiniert in 1/100 km: 6,3 (innerorts 6,6/auferorts 6,0) bei CO,-Emissionen von 148 g/km im

kombinierten Testzyklus nach RL 80/1268/EWG, O Sateael 0 o 10,2609y, or



@& HyunpAl £ 20

Lauto con grandi idee. 7 o
- -5 o= 5
CLEANER. FASTER. SNMARTER.

35S hp EcoBoost™ VB, with new twin-turbo direct-inection technology, delivers
30% more hp, less CO. emissions, and higher fuel efficiency than MKS AWD 3.7L V6!

INTRODUGING THE NEW
2010 LINCOLN MIKS

with avaiable

E=




Finance/Insurance
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Finance/lnsurance
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Personal Care
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Penctra nel follicolo gih durante il lavaggio.
e ol pubbls meccomandata: 630 €




Discussion

Metaphors used in headlines

Metaphors capture attention, aid
understanding, create bond between
product and audience - branding

Metaphors play a key role based on
culture

Effectiveness enhance through strategic
use of metaphors



Discussion

* Language used for branding, English
found throughout

* |n times of globalization, cultures still
differ

e Culture is an important consideration in
advertising and communication
development
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