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ABSTRACT

1-INTRPDUCTION

With the growth and maturation of the advertising industry in today's
competitive era, creative message strategies in advertising have
captured the attention of many marketers and advertising strategists
(Myers & Jung, 2019). One of these strategies is visual metaphors that
are used in international markets with various cultural backgrounds
(DeRosia & McQuarrie, 2019; Dehay & Landwehr, 2018). The main
practical issue of this research is that despite the widespread use of
visual metaphors in advertising, it is necessary for advertising
strategists to have proper knowledge and insight into the science
performance and knowledge structures of this field to design
successful advertising campaigns. However, the large volume of
documents produced in this area has made evaluative literature
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review and information analysis for users difficult. Moreover, from an
academic perspective, with the growth of research related to visual
metaphors in advertising, in various scientific fields such as linguistics,
business, social sciences, psychology, art, visual communication,
cognitive sciences, and neuroscience, the lack of a comprehensive
bibliographic study that can quantitatively provide insight into future
research trends and identify new interdisciplinary research areas
leads to the production of scattered scientific documents. Therefore,
to bridge the existing practical and academic gap, this bibliographic
research was conducted with the aim of evaluating the science
performance and the knowledge structures in the field of "visual
metaphors in advertising." It seeks to answer the following research
questions:

e RQl) How is science performance in the field of "visual
metaphors in advertising", evaluated concerning: a) Papers:
annual publication trend and the most cited, b) Journals: core
journals and most cited, c) Authors: most cited and most
productive, d) Keywords: frequency?

e RQ2) How are knowledge structures in the field of "visual
metaphors in advertising" evaluated in terms of: a) Conceptual:
resulting from the co-occurrence network and thematic map, b)
Intellectual: resulting from the co-citation network of authors and
journals, c) Social: resulting from the collaboration network of
countries?

e RQ3) Considering the focus on the performance of science and
knowledge structures, what predictions and results exist in the
use of visual metaphors, and what research gaps shape the path
for future studies in this field?

2-MATERIALS AND METHODS

The data analysis for this study involves a descriptive-analytical
approach, by using bibliometric analysis. The steps are illustrated in
Figure 1. This review uses the Bibliometrix R-tool and the BiblioShiny
app, also VOSviewer software version 1.6.15 for data analysis and
scientific mapping.



Search Strategy in SCOPUS on June 6,2023

(TITLE (" pictorial metaphor” AND advertising) OR ("visual metaphor” AND advertising
Total documents:1065

.

Screening Criteria

Results

Type of documents: article

307

Type of souree: joumals

803

Lanpuzpe: English

173

Subject areas: Social Sciences, Busmess, Arts, Psychology, Computer Science, Economics,

Dezcision Making, and Neurosciencs

143

AND (LIMIT-TO (DOCTYPE, "ar") ) AND ( LIMIT TO { LANGUAGE , Exglish)) AND { LIVIT-T0 ( SRCTTPE, 7)) AND(
LIMIT-TO { SUBJAREA . "SOCT" ) OR LIMIT-TO ( SUBJAREA . "BUSI" ) OR LIMIT-TO ( SUBJAREA , "ARTS" ) OR LIMIT-TO (

SUBJAREA , "PSYC" ) OF. LIMIT-TO ( SUBJAREA , "COMP" ) OR LIMIT-TO ( SUBJAREA , "ECON" ) OR. LIMIT-TO (

SUBJAREA , "DECT") OR. LIMIT-TO ( SUBJAREA , "NEUR"))

4

Data Analysis with RStudio & VOSviewer

Scientific Performance Knowledge Structures
Basis of Metrics of Analysis Structure Bibliometric Basis of Statistical
Analysis Technique Analysis Technique
Papers Anmmal Publication Trend Conceptual | Co-ocourrence | Author's Network
Maost Cited network Keywords Analysis
Sources Core Sources by Bradford's law + Index
Most Citad Keywords
Authors Anthors' productivity by Lotka's law Thematic map | Author's
Most Cited keywords
Keywords Frequency Tntellactusl Co-Citation -Authors Network
Network -Sourees Analysis
Data base Three-Field Plot Soctal Collzboration | Counties | Collsboration
Network Network

Fiaure 1: Research Approach

3-RESULTS AND DISCUSSION
The findings in the analysis of scientific performance indicate that
the articles in this field began to be published in 1986 and with total
growth, the greatest number of articles (N=103) is related to the
year 2022. The total number of articles in this field was 743, with a
total of 14,714 citations. The most cited article with the highest link
strength in this field is "Figures of rhetoric in advertising language"
by MacQuarrie and Mick (1996), published in the Journal of
Consumer Research. In the analysis of journals, based on Bradford's
law, it was determined that 33.78% of the articles in this field were
published in 18 core journals.




Journal of Advertising, having published 33 articles since 1998, is the
first rank in terms of the number of articles published in this field
over time. Furthermore, with 2,354 citations, it is also the most cited
journal in this area. Authors' analysis showed that according to
Lotka's law, 7.44% of all authors (68 individuals) have published at
least 3 articles in this research area. Among them, MacQuarrie, with
1,767 citations and 10 published articles, stands out as the most
relevant and effective author in this field. Subsequently, the analysis
of the most frequent keywords used by authors revealed that the
terms: "metaphor(s)" appearing 68 times, followed by "visual
metaphor(s)" with 59 mentions, and "advertising" with 57 mentions,
indicating their prevalence among the keywords used by authors.

To analyze the conceptual structure and elucidate the
evolution of concepts, a co-occurrence network of words and a
thematic map were drawn. In the co-occurrence network, words
were form six thematic clusters (Figure 4 in the main paper file). In
addition, drawing a four-fold thematic map with two axes: density
and centrality based on authors' keywords shows four theme areas:
basic themes, emerging or declining themes, niche themes and
motor themes and related clusters (Figure 5 in the main file of
paper) in the research area.

To understand the intellectual structure, the authors' co-
citation network and the journals' co-citation network were
employed. In the authors' co-citation network, McQuarrie,
Forceville, Phillips, Lakoff, and Mike had the highest citations and
link strength. In the journal co-citation network, the Journal of
Consumer Research and the Journal of Advertising had the highest
number of citations and link strength (Figure 6 in the main file of
paper).

To understand the social structure of knowledge, a network of
collaboration among countries was visualized. The United States had
the highest number of articles and citations in the field of research
and was identified as the leading country in this domain. It was
found that Canada, Netherlands, England, and Australia were also
among the other leading countries in this field (Figure 8 in the main
file of paper).



4,CONCLUSION

The results of this article can assist Iranian advertising
strategists in gathering relevant and reliable information
needed for designing advertising campaigns with visual
metaphors quickly. They can adapt and apply this knowledge
to the cultural context of Iran to create creative and
successful advertising campaigns that capture the attention
and persuade the audience effectively. This research also
identifies current research trends and areas in need of
further development within the field of visual metaphors in
advertising for researchers and students interested in this
field. Besides, this research proposes a model by combining
the IDO and TCM models to address future trends.

Keywords: Visual Metaphors, Advertising, Bibliometric Analysis,
Scientific Performance, Knowledge Structure.
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9. Meaning

10. Peterson

11.van Berlo

12. Xu

13. Lee
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2. Yang and Huang
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4. Xuetal.

5. Vrontis
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1. Science Performance
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1. Similarity

2. Metaphors with one pictorially present term (MP1)
3 Metaphors with two pictorially present term (MP2)
4.Simile

5. Integrated

6. Verbo-pictorial metaphor (VPM)

7. Richness-Meaning Operation

8. Complexity-Visual Structure

9. Connection

10. Comparison

11. Opposition
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6. Pairwise juxtaposition
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1. The h-index captures research output based on the total number of

publications and the total number of citations to those works.

2. m-index is another variant of the h-index that displays h-index per year

since first publication.

3. g- index is the largest number such that the top g articles received

(together) at least g? citations.
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