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The Effects Of Visual Metaphor Advertising On Audience Advertisement Attitude

- Focusing On Audience In Korea And China -

7 A%
FYHTgA g, dARIEH AGYRIAE
Ju Jing

w3 7

oA AR}

FEUA detis}, dARJASE AGHAAHT
Kim Hee Hyun

EERE

LAt 2021.08.17. AME LA} + 2021.09.19. B DA K (AP Tr2 A =] R1Q19}3]
AAIXE : 2021.08.21. Original Articles BRAND DESIGN ASSOCIATION OF KOREA




DOI: 10.18852/bdak.2021.19.3.73

HIFH HIEIZE 2307} 24 =0 0[X|= HE
The Effects Of Visual Metaphor Advertising On Audience Advertisement Attitude

A v etz 2D 78, 20 HE

m Keyword : Visual Metaphor, Advertising Type, Advertising Attitude

= %
1. M2
11, 99| wjzdn =25
12, 7ol w9} upd
2. 02X 1F
2.1. ol Etzof it ofs)
22, vl% ofetzel B3
23 T2X}le| 21 EiE
3 AZNT
31, 99+ 23 4 9_4—_#7}/\24

42. 5% 7o ElMD AT

43 AT AZ
5. 22 % &9
Hnes

=5

2 A7 HFE veE Fa F3(FHA FAMS vs. Yl
84 AT 278 20T vs. FH)el B 2014
P BEe] B FH A F AL B3 2FA
A7 300 B3 s EE AT SRR G AR
WERE St b by vebEE whrelh e Ak
WEbEE AAY Fa, Fueke Gaet a9 3a 7 19,
84 §AM dekEE AaY Ba, Feke Fash a9 3
71 % 69 AAste] BAT) w3 dols} F3o)
Zyzko] AEAE A4 &-E3ch T mEE F3o) o
2 20 B BEE A9 FEUSR 3 UEE 245
gk =2 WEkE 3§39 olg 1 248 2D
A3}, o) Favhs foletar, Fale] MetE f99] TR
s} Jaag Gt folsihs Aoz e, 48
o7 ST ety Fa F3d mE £8& Hide #s}
7k Ak HhE @ele] Aol WEHOR FAS

=
fuj

3
o
=
a
i
oflt
fuj
2
-0,
o
>
ox
o
N
o
=
o
el
o
fd
=
n}

%ﬂ} ﬁu 20148 foR & B w9hE o)y 93
23w PEe B ATA IS AT
Abstract

In this study, visual metaphor advertisement types (For
mal similarity vs. Content similarity) and country-specifi
¢ consumers (Korea vs. China) was repeatedly measured
and verified through analysis. The winners of print adver
tisements at the world’s top three advertising festivals w
ere divided into formal similarity metaphors and content
similarity metaphors. The formal similarity metaphor wa
s analyzed by selecting a total of six sun cream advertise
ments, kitchen towel advertisements and cream advertise
ments, and content similarity metaphors were sunscreen
advertisements, kitchen towel advertisements and cream
advertisements. In addition, each questionnaire in Korean
and Chinese was prepared and used. Advertising attitude
was measured as a dependent variable for verifying cons
umer response according to the visual metaphor type. As
a result of overlapping measurement and analysis of the
difference in the type of metaphor advertisement by natio
nality, the main effect of nationality is significant, the ma
in effect of the metaphorical form of advertising and the
interaction effect is significant. In conclusion, there was
no change in the acceptance attitude of Chinese accordin
g to the type of metaphor advertisement. On the other ha
nd, Koreans showed a more active attitude toward metap
hor advertising with formal similarity than metaphor adv
ertising with similar content. As a results, which empiric
ally studied how other cultural thinking affects informati
on recognition and information acceptance attitudes accor
ding to metaphorical types, provide practical methods thr
ough identification of cultural perspectives to enhance ad
vertising effects for consumers in Korea and China.
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