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jThe purposes of this research were to study the uses of metaphor in advertising copy. The 
samples werje 112 advertising copies obtained from the top three best-selling magazines, Kwanruan, Dichan and
Kullasatri, w|rich were reported by DEEMAR Media Index Readership Survey 1996. The data obtained were 
then statistical analysed in terms of frequencies and percentages; and were clûosh ad as to the classes of 
metaphor, according to the definition set forth by panel of experts-and '-'vere interpreicd accord ing  to die 
metaphor's interpretation criterion. The results were presented in forms of tables and description.

I The major results were as follows;
I 1. The personification class of metaphor w as. used most in advertising copy in the top three 
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2. Metaphor in the advertising copy mostly displayed in the body copy.
3. Regarding to the interpretation, metaphor in the advertising copy was mostly interpreted by
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