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Abstract

Public service advertisements are an important way of
communicating information that is used in modern societ
y to interact with the public. Many public service adverti
sements use Metaphor to increase creativity and attract
public attention. This study analyzes the visual Metaphor
that appeared in Korean and Chinese public service adver
tisements. Through this, the two countries understand th
e problems and issues of the two countries, and reveal th
eir commonalities and differences. The scope of the study
will cover the winners of printed public advertisements i
n Korea and China from 2016 to 2020. It is analyzed base
d on Barthes's external meaning and public meaning, foc
using on public service advertisements using a total of 20
visual Metaphors (10 Korean and 10 Chinese). According
to the analysis, out of a total of 82 print ads in Korea, 14
were using Visual Metaphor, with 17% of the total, and
47 out of 115 were 42% in China. The findings are as foll
ows. First, Metaphor was used and developed in various
ways as a creative technique according to the change of
the times. Second, it can be seen that Metaphor is also
actively used in public service advertisements in both
countries. Third, the creativity of the metaphor is on
e of the important factors to increase the advertising
effect, and the appropriateness of the metaphor expr
ession has an important influence on the audience’s
persuasion effect. The conclusion can be summed up
to show the direction of future advertising in the futu
re. Using Metaphor more actively to develop advertisi
ng communication can produce better advertising.
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