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Abstract 

The paper examines 15 conceptual metaphors in advertisements for hotels based in Lithuania, focusing on the 

similarities and differences between English and Lithuanian versions of these advertisements. 21 English and 

Lithuanian hotel websites were analysed, resulting in 104 metaphorical expressions in English and 39 

metaphorical expressions in Lithuanian. The focus was on categorizing the findings based on whether the 

compared texts: 1) maintained consistent metaphorical meanings in both languages; 2) featured distinct 

metaphorical expressions in one language; 3) lacked metaphors in one language; 4) had instances of missing 

metaphorical sentences. The research employed a descriptive-analytic approach to examine the source and target 

domains of conceptual metaphors in hotel advertisements in both English and Lithuanian. A contrastive method 

was utilized to compare conceptual metaphors and metaphorical expressions across the two languages. The 

Conceptual Metaphor Analysis method was then employed to discern the connection between identified 

metaphorical expressions and conceptual metaphors. Lastly, quantitative analysis was conducted to assess the 

frequency of conceptual metaphors present in the advertisements. This study is unique as no previous comparative 

research has been conducted on conceptual metaphors and their variations in English and Lithuanian hotel 

advertisements. The findings contribute to understanding linguistic changes in metaphorical expressions between 

the two languages. The analysis reveals that metaphorical expressions are more prevalent in English hotel 

advertisements compared to the Lithuanian ones. Furthermore, the majority of conceptual metaphors identified 

are related to the very hotels, objects, atmosphere, rooms, and available services, portraying them as personified 
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entities capable of interacting with guests in an appealing and courteous manner. The most commonly observed 

conceptual metaphor in both languages is PLACE IS A PERSON / VIETA YRA ASMUO.   

 

Keywords: cognitive linguistics, conceptual metaphor, metaphorical expression, source domain, hotel 

advertisements 

 

Introduction 

 

Advertisements play a significant role in shaping our daily choices in today’s world. As a result, 

researchers in the field of conceptual metaphor (Groth & Moreland, 2020, Bicudo de Souza, 

2020, Ibáñez-Arenós & Bort-Mir, 2020, Alnajjar & Altakhaineh, 2023) have focused on 

analysing how this linguistic element influences various types of advertisements that surround 

us. However, little research has been conducted on the conceptual metaphors used in the hotel 

industry, which, like any other field, employs conceptual metaphors as powerful marketing 

strategies to attract potential clients. By employing conceptual metaphors, advertisements can 

personify objects, evoke emotions, add originality, and ultimately capture attention. However, 

careful consideration must be given to the purposeful use of metaphorical expressions to avoid 

any inconvenience or misunderstanding for consumers.  

 

This research aims to identify the most frequently encountered conceptual metaphors and 

their associated metaphorical expressions in advertisements for hotels based in Lithuania. 

Additionally, it seeks to describe the differences and similarities found in conceptual metaphors 

between the English and Lithuanian versions of these advertisements. The research objectives 

are as follows: 1) to identify metaphorical expressions in English and Lithuanian hotel 

advertisements; 2) to determine the most common source domains and relate them to conceptual 

metaphors in the analysed advertisements; 3) to compare the identified conceptual metaphors 

in terms of source and target domains between the English and Lithuanian languages; 4) to 

investigate whether English advertisements contain the same conceptual metaphors as those 

identified in Lithuanian advertisements. 

The research deals with online advertisements on the websites of 21 Lithuania-based hotels: 

Artis, Congress Avenue, Daugirdas, Hilton Hotel, Hotel Goda, Hotel Pacai, Hotel Shakespeare, 

Hotel Victoria, Hotel Vilnia, Imperial Vilnius, Kaunas Hotel, Kempinski, Loop Hotel, 

Montepacis, Narutis Hotel, Pažaislis Park Hotel, Radisson Blu, SPA Vilnius Hotel, Vilnius 

Grand Resort, Upa, and Vanagupė. The advertisements that had been chosen for this analysis 

had both English and Lithuanian search options.  

The analysis of hotel websites resulted in 104 metaphorical expressions in English and 39 

metaphorical expressions in Lithuanian which were related to 15 conceptual metaphors.   

The following procedural steps were taken: 1) the analysis of advertisements found on the 

official websites of selected Lithuanian hotels to identify metaphorical expressions in both 

English and Lithuanian; 2) the classification of metaphorical expressions based on their source 

and target domains in English and Lithuanian languages; 3) the identification of differences 

between conceptual metaphors and their associated metaphorical expressions in English and 

Lithuanian advertisements; 4) the summarisation of the findings and determination of the 
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frequency of conceptual metaphors in hotel advertisements. All metaphorical expressions that 

were found in hotel advertisements in English and Lithuanian were also analysed from the 

following perspective and grouped accordingly: whether the compared texts 1) kept the same 

metaphorical meaning in the English and Lithuanian languages; 2) included a different 

metaphorical expression in one of the languages; 3) did not contain metaphors in the sentence 

in one of the languages; 4) had omissions of metaphorical sentences. 

The study utilized a descriptive-analytic method to analyse the source and target domains 

of conceptual metaphors in English and Lithuanian hotel advertisements. A contrastive method 

was employed to compare conceptual metaphors and metaphorical expressions in the two 

languages. The Conceptual Metaphor Analysis method was applied to establish the relationship 

between the identified metaphorical expressions and conceptual metaphors. Finally, 

quantitative analysis was used to examine the frequency of conceptual metaphors within the 

advertisements.  

The novelty of this study lies in the fact that, to our knowledge, no previous research has 

explored the contrastive analysis of conceptual metaphors and their variations in English and 

Lithuanian hotel advertisements. Furthermore, this research contributes to expanding our 

understanding of linguistic changes observed when comparing metaphorical expressions in the 

English and Lithuanian languages.  

 

Conceptual Metaphors and Advertising 

 

With the emergence of cognitive linguistics, a new era of research exploring the relationship 

between language and the human mind began. This interdisciplinary field attracted scientists 

from various disciplines, including neuroscience, psychology, artificial intelligence, 

anthropology, philosophy, linguistics, and even mathematics, all united by their focus on 

cognition and its connection to language. While closely related to psychology, which played a 

pivotal role in shaping the theory, cognitive linguistics also draws from philosophy, particularly 

in its recognition of cognitive structures as mediators of our interactions with the world 

(Geeraerts & Cuyckens, 2007, p. 5). Due to its diversity and wide-ranging scope, cognitive 

linguistics is sometimes even regarded as a general synonym for linguistics itself, encompassing 

fields such as semantics (its core focus), phonology, phonetics, and grammar. It is important to 

view cognitive linguistics as a flexible framework comprising multiple overlapping approaches 

rather than a single, well-defined theory (Geeraerts & Cuyckens, 2007, p. 4). 

Conceptual metaphor theory employs the strategy of mapping to depict or create 

metaphorical expressions. Mapping is a systematic conceptual correspondence between source 

and target domains (Kövecses, 2021, p. 193). These mappings, seen as “neural maps” or 

“physical links” in the brain, unconsciously establish connections between different domains, 

driven by our cognitive processes. It is crucial to note that mappings should not be confused 

with the expressions themselves associated with a specific conceptual metaphor. However, the 

expressions found during the analysis of a particular metaphor have names within the mapping 

system, known as propositions. The use of mappings is essential in explaining the meaning 
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behind metaphorical expressions and determining the suitability and comparison between 

domains (Kövecses, 2017, p. 15). 

Lithuanian scholars have extensively researched conceptual metaphors in Lithuanian 

discourse, exploring various domains such as social discourse (Cibulskienė, 2020), political 

discourse (Būdvydytė-Gudienė, 2014), economic discourse (Cibulskienė, 2019), legal discourse 

(Urbonaitė, 2022, Šeškauskienė, 2018, 2022), sports (Toleikienė, 2013), religion (Vaivadaitė-

Kaidi, 2018), and more. Since conceptual metaphor theory was initially developed in the 

English language, Lithuanian linguists had to find ways to describe and apply this theory in the 

Lithuanian context, considering the changes that arise when comparing examples in two 

lexically distinct languages. With each new research study, we gain insights into the differences 

in conceptualization within the Lithuanian language. It was realized early on that conceptual 

metaphors and their descriptions differ in the Lithuanian language. This can be attributed to 

differences in lexicon, the number of words used to describe specific domains, and the presence 

of expressions that are primarily non-metaphorical in the Lithuanian language when discussing 

a specific metaphor (Šeškauskienė, 2011, p. 51). 

Advertisements are commonly described as a form of non-direct communication between 

marketers and consumers, taking the shape of posters, TV commercials, or even songs, all 

serving promotional purposes for a brand, product, or service. However, it is essential to note 

that advertisements extend beyond posters and videos; they can also be found in longer texts 

strategically used by marketers to persuade potential customers using metaphors and provide a 

comprehensive explanation of why their advertised service is worth choosing.  

The language used in advertising can be stylistically neutral and convey only objective 

information. However, advertising is typically employed not just for informative purposes but 

also to shape the image of an advertisement through stylistic means (Smetonienė, 2006, p. 36). 

Thus, in order to attract and leave a lasting impression on consumers, marketers must resort to 

innovative and captivating methods. What was once considered inappropriate or ineffective can 

now be the key to success in today's world (Liepuonienė, 2010, p. 1). 

Throughout the history of advertising, elements such as easily memorable sounds and 

slogans like “I'm Lovin' It” (McDonald’s) have been used, along with attention-grabbing 

colours and featuring famous individuals. Marketers have also employed various linguistic 

devices such as alliteration, affixes, and rhyming to enhance the representation of their products 

on television, radio, streets, and other platforms, complementing the visual elements mentioned 

earlier. Among these linguistic devices, conceptual metaphor has garnered increasing attention 

from marketers, as it significantly influences advertisements and their effectiveness in reaching 

an audience. Conceptual metaphor can be expressed both verbally and visually, and it is 

considered one of the most influential stylistic means (Švažienė, 2010, p. 112). Furthermore, 

scholars Morgan and Reichert liken metaphors in advertisements to “ants”, employing a 

metaphorical comparison themselves. They explain that just as ants can carry many times their 

own weight, a single metaphor can be as impactful as a hundred words of copy (1999, p.1). 

There are several reasons as to why conceptual metaphors are considered by advertisers as 

a strategic element. Firstly, they can help to express emotions much more vividly than direct 

speech (Keršytė, 2009, p. 25). This happens due to naturally occurring cognitive processes of 

our brain which helps us give form to an abstract thing which is impossible to be seen with 
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naked eye such as emotions, and in other times smells, sounds, etc. Therefore, conceptual 

metaphors directly evoke an emotional response presented in advertisements that focus directly 

on consumers. Secondly, they are especially useful while trying to overall gain the attention of 

possible future clientele due to their ability to present a meaning of a product in terms of another 

item and this way make it more relatable to the buyer because it is believed by advertisers that 

indirect claims have an advantage over direct ones (Liepuonienė, 2010, p. 15). Also, it can 

attract attention while making an item feel alive and present it as a human being that might 

create a welcoming affect towards the consumer. If we take conceptual metaphor AN OBJECT IS 

A PERSON, we see that the majority of expressions relating to it will have a very delicate and 

inviting tone which create a moment of pleasantry and cosiness for the client, for example, the 

sauna will invite you for a moment of relaxation after a long and tiring day; a comfortable bed 

offers a chance to enjoy quite quality rest. Moreover, due to the nature of metaphor, if we choose 

to use them in advertising they might help to create an unusual view of the world, set a new 

scale of values, as well as form different views and images (Smetonienė, 2006, p. 36).  

To render an advertisement aesthetically pleasing in both auditory and visual dimensions, 

meticulous consideration must be accorded to every element in alignment with the overarching 

thematic framework. This same principle holds true when contemplating the utilization of 

conceptual metaphors within advertisements, as it can potentially lead to an enhanced 

receptivity and appreciation of the advertisement itself. However, it is imperative to 

acknowledge that the process of selecting an appropriate metaphor poses a formidable challenge 

for marketers in the contemporary advertising landscape, given the profusion of advertising 

content saturating various media platforms. Consequently, marketers are tasked not only with 

envisioning how the advertisement’s overall imagery will be comprehended, but also with the 

intricate task of establishing a resonant connection between the chosen conceptual metaphor 

and a diverse array of individuals possessing distinct sets of values and life experiences. 

Conversely, it is important to concede that there are instances in which the employment of 

conceptual metaphors may yield suboptimal outcomes. These situations typically arise in the 

context of advertising products or services necessitating unequivocal communication, devoid of 

any potential for ambiguity that could lead to confusion or misinformation. In such cases, a 

recourse to literal language becomes a more judicious option. Nonetheless, it remains an 

inescapable truth that the prevalence of conceptual metaphors in our linguistic repertoire, 

ingrained within our everyday discourse, extends to the realm of advertising. This ubiquity is 

attributable to the innate cognitive proclivity of the human brain to unconsciously conceptualize 

and relate to the world through metaphorical constructs. Therefore, even in advertisements 

deliberately eschewing figurative linguistic devices as overt selling points, a profusion of 

metaphorical expressions can be discerned as an intrinsic facet of their discourse. 

 

Metaphorical Expressions Related to Conceptual Metaphors 

 

The chapter presents the detailed analysis of 5 conceptual metaphors with the biggest percentage 

of tokens in English hotel advertisements.  
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Conceptual Metaphor PLACE IS A PERSON / VIETA YRA ASMUO 

 

Most frequently found metaphorical expressions were those that tended to describe hotels 

themselves, rooms, and other available facilities within the hotel as living beings. These 

expressions were seen at least once in the majority of advertisements that described the already 

mentioned places as being able to offer services or invite clients to spend quality time, making 

them feel welcomed, as well as comfortable. After looking deeper into these advertisements, it 

was also recognized that within both languages all metaphorical expressions display place as 

either a host who welcomes and invites the guests over, service giver that offers or helps, and 

an interactive source that, in general, acts as a human being who is able to sense, speak, and 

breath. In the English language this conceptual metaphor was identified in 61 instances, while 

in the Lithuanian language only 11. Moreover, PLACE IS A PERSON was most often identified 

with the words such as “offer”, “welcome”, “allow”, “aim”, and “invite” that altogether 

generated majority of metaphorical expressions. With this in mind, all found expressions can 

be grouped accordingly: 

1. Compared texts kept the same metaphorical meaning in the advertisements of both 

languages. 

Altogether this group had 11 metaphorical expressions. Nevertheless, other sentences that 

kept the same meaning were written in a different manner while including or excluding 

additional information regarding hotels, rooms, or services. Some examples of sentences with 

the same metaphorical meaning: 

(1) The Radisson Blu Hotel Lietuva, Vilnius presents flexible, state-of-the-art, indoor and 

outdoor meeting and event facilities.  

     „Radisson Blu Hotel Lietuva“ Vilniaus viešbutis pristato lengvai pritaikomas, 

modernias vidaus ir lauko susitikimų bei renginių erdves. 

(2) Newly renovated rooms welcome guests with light, clean colours, and wooden details 

for a comfortable and calm stay. 

     Skandinaviško gyvenimo būdo įkvėpti, naujai suremontuoti kambariai svečius pasitinka 

šviesiomis, ryškiomis spalvomis ir medinėmis detalėmis. 

(3) The building of our hotel has seen and heard a lot. 

    Mūsų viešbučio pastatas matė ir girdėjo daug. 

2. Compared texts had different metaphorical expressions in one of the languages. For 

example:   

(4) Saulėja SPA will provide exceptional peace for everyone who wants to escape from the 

hustle and bustle. 

      „Saulėja“ SPA apgaubs išskirtine ramybe kiekvieną, kuris nori pabėgti nuo šurmulio.  
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(5) The 22 sq. m. rooms offer a combination of urban design, cozy atmosphere and 

necessary amenities which allow you to take a step back from the daily adventures […]. 

      Šiuolaikinio dizaino, jaukios aplinkos ir pagrindinių patogumų derinys, leis jums 22 kv. 

m. kambaryje pamiršti kasdienius nuotykius […].  

(6) Thus, this suite that celebrates modesty is perfect for you if you wish to stay alone for a 

while. 

     Tad šis kuklumu alsuojantis numeris kaip tik Jums, jeigu nusprendėte minutę kitą 

praleisti vienumoje. 

In Lithuanian translation lexical items were changed but they were still describing place 

acting as a living being. This type of variation was noticed in 5 instances.  

3. Metaphorical text in one language was found as non-metaphorical in the other one. 

Often sentences that were considered metaphorical in English were considered non-

metaphorical in Lithuanian. Metaphorical expressions in English advertisements with non-

metaphorical equivalents in the Lithuanian language were found 19 times. When English 

sentences lost their metaphorical meanings in Lithuanian, they still conveyed the same 

significance information-wise without any negative affect towards advertised services. This can 

be seen in the following sentences:  

(7) The suites offer the plush comfort of a Hastens super king-sized bed. 

     Svarbiausias akcentas – aukščiausios kokybės elegantiška, karališko dydžio „Hastens“ 

lova. 

(8) The hotel's Riverside Restaurant serves you a Super Breakfast Buffet <…>. 

     Viešbučio restorane „Riverside“ mėgaukitės rinktiniais švediško stalo tipo pusryčiais 

„Super Breakfast Buffet“ <…>. 

(9) Pinewoods and lakes surrounding this place guarantee a mild, warm climate, the 

weather is clean and one of the freshest in Europe. 

    Dėl šią vietą supančių pušynų ir ežerų, klimatas čia visada švelnus ir šiltas, oras – grynas 

bei vienas švariausių Europoje. 

 

4. Complete omission of a metaphorical sentence. 

In some cases, the same advertisements not only excluded conceptual metaphors from the 

sentence itself but the entire sentence as well. This phenomenon has been noticed throughout a 

majority of hotel advertisements and led to metaphorical collocations such as the following: 

(10)  The ornate baroque mansion lived through the Polish-Lithuanian Commonwealth 

<…>. 

(11)  The 104 rooms and suites, the inviting restaurant and bar, and the four meeting rooms 

all celebrate Lithuania’s rich past and Baltic culture, while also pointing it forward in a 

direction that is young and vibrant in spirit. 
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(12) PACAI's rooms seamlessly blend authentic local elements with contemporary 

sophistication and ultimate comfort. 

(13) SPA VILNIUS Druskininkai says NO TO PLASTIC BOTTLES AND CUPS! 

26 metaphorical omissions were found which makes this group the most frequent among 

all four identified groups. Furthermore, it was also acknowledged that some sentences that had 

metaphorical expressions in the English language were either entirely left out in the Lithuanian 

advertisements or changed with other sentences that carried different meaning as well as 

information related to these hotels. 

 

Conceptual metaphor PLACE IS A BODY ORGAN / VIETA YRA KŪNO ORGANAS 

 

The analysed hotel advertisements tend to interpret objects, places, and atmosphere as living 

beings or, in some instances, as a source of comfort. Yet, with further research, it was also found 

that in some cases, places were depicted not only as human beings that help to connect a client 

to a hotel but also in some way described as organs. Interestingly enough, the only organ to 

which these comparisons were made was the heart that was representing a city centre or an old 

town. This led to metaphorical expressions that followed a simple pattern of place + heart. Yet, 

once again, these expressions can be categorized according to the aforementioned groups:   

1. Compared texts kept the same metaphorical meaning in both languages. 

The following example is with slight stylistic and grammatical differences in both 

languages:  

14) Experience living in a 4-star hotel in the heart of Kaunas. 

      Pajusk gyvenimą 4* viešbutyje Kauno širdyje. 

15) Brand new hotel Congress Avenue is located on the main street in Vilnius Old Town, 

the heart of Vilnius – Gedimino avenue.  

     2015 m. atidarytas viešbutis Congress Avenue įsikūręs pagrindinėje Vilniaus 

senamiesčio gatvėje, pačioje Vilniaus širdyje – Gedimino prospekte. 

In total, metaphorical expressions with exact metaphorical meaning in Lithuanian were 

found 6 times.  

2. Metaphorical text in one language was found as non-metaphorical in the other one. 

Within this group, there were 2 instances identified which had non-metaphorical sentences 

in the Lithuanian language.  

3. Complete omission of a metaphorical sentence.  

In four instances, conceptual metaphor PLACE IS A BODY ORGAN had no matching sentences 

in another language. In both languages the text was not only written in a different manner but 

also included much more diverse information than the one, for example in the Lithuanian 

language.  
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Conceptual metaphor PLACE IS COMFORT / VIETA YRA KOMFORTAS 

 

This conceptual metaphor was related to a total of 8 metaphorical expressions. Despite being 

fairly rare while comparing to others, it still holds an important place in conveying a certain 

message in these hotel advertisements. It is necessary for helping people not only to book a 

room in a hotel but also try out and enjoy some of other services. Due to this reason, hotels also 

include advertisements that focus, for example, on SPAs while trying to show it as a place full 

of bliss that will most likely help to relax and forget all the problems even faster. In all noticed 

metaphorical expressions, the only two mentioned places were SPAs and restaurants that in a 

majority of cases were represented as an oasis that can be found even in a busy city or just 

outside of it. Nevertheless, all identified metaphorical expression can be subdivided into the 

following groups: 

1. Compared texts kept the same metaphorical meaning in both languages. 

After analysing the found sentences and metaphorical expressions in them, no changes were 

identified that would have caused any dissimilarities compared texts and their meanings. Due 

to this reason, the lengths of these sentences were also rather similar in the number of symbols 

which makes these equivalents parallel to each other: 

16) Hotel “Vanagupė” restaurant is a gourmet oasis. 

      Vanagupės“ restoranas – tai gurmanų oazė. 

17) <…> a summer vacation oasis near Vilnius.  

      <...> vasaros atostogų oazė prie pat Vilniaus. 

18) For those who search for inspiration it [hotel] is an ideal oasis of peace. 

      Ieškantiems įkvėpimo – tai [viešbutis] ideali ramybės oazė. 

2. Compared texts had different metaphorical expressions. 

There were 4 instances noticed where sentence in the Lithuanian language included 

different metaphorical collocation. Despite the differences noticed, the conceptual metaphor for 

all metaphorical expressions stayed the same, which reveals that minor differentiations of 

metaphorical words or sentence structure in two different languages may not affect the 

conceptual metaphor itself: 

 19) Welcome to PACAI SPA – an urban sanctuary. 

        Sveiki atvykę į PACAI SPA – šiuolaikišką miesto oazę. 

3. Complete omission of a metaphorical sentence. 

The last group had 1 metaphorical expression identified that had no parallel sentence in the 

Lithuanian language. While searching for a matching metaphorical expression in the Lithuanian 

language, it was noticed that the Lithuanian version of the same hotel advertisement had no 

sentence at all that would describe hotels and rooms as an oasis.  
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Conceptual metaphor AN OBJECT IS A PERSON / OBJEKTAS YRA ASMUO 

 

Not only hotels and facilities within the hotels are described as living beings, but so are 

various objects such as furniture that can be found scattered around in spaces to make it feel 

more pleasant during one’s stay. With this in mind, a completely new field of personification 

takes place that plays an important role in attracting possible future consumers. Nonetheless, if 

taking into consideration the number of metaphorical expressions found, this conceptual 

metaphor cannot be considered as rich in findings. In English it was identified in 6 metaphorical 

expressions, and in Lithuanian it was observed in 2 expressions. Despite such a low number of 

metaphorical expressions identified, these findings can still be categorized accordingly: 

1. Compared texts kept the same metaphorical meaning in both languages.  

Metaphorical expressions in the English language and their equivalents in the Lithuanian 

language were found to be practically identical to each other with no minor changes regarding 

the length of a sentence as well as the inclusion of additional information: 

20) Walnut furniture and warm lighting creates an atmosphere of light-heartedness tinted 

with seriousness. 

      Riešutmedžio spalvos baldai bei gausus apšvietimas sukuria kambario aurą 

laviruojančią tarp lengvabūdiškumo ir rimtumo. 

21) If only they could, these XVI century hotel walls would tell extraordinary stories about 

the Baroque Kaunas <…>. 

     Jeigu tik galėtų, XVI amžiaus viešbučio sienos papasakotų išskirtines istorijas apie 

barokinį Kauną <…>. 

2. Compared texts had different metaphorical expressions. 

In this group, the meaning of the conceptual metaphor did not change regardless all 

identified differences in both languages: 

 22) Delicious breakfast buffet, served in the restaurant, welcomes the guests every morning 

until 11 a.m. 

        Kiekvieną rytą restorane svečių laukia gausus pusryčių bufetas. 

3. Metaphorical text in one language was found as non-metaphorical in the other one. 

In total, there were 3 metaphorical expressions that had non-metaphorical analogues in the 

Lithuanian language: 

23) Dishes from unprocessed ingredients are the core of our menu, however, our lively á 

la carte menu offers heat-treated options as well. 

      Neapdorotų produktų patiekalai yra mūsų meniu ašis, tačiau judriame A la Carte 

valgiaraštyje rasite ir termiškai apdorotų valgių. 
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24) The Vilnius travel planner helps you to navigate the city's public transport system easily 

<…>. 

     Naudokitės Vilniaus kelionių planuokliu. 

4. Complete omission of a metaphorical sentence.  

The fourth group includes 1 metaphorical collocation that was found in the English text, 

which after further analysis had no parallel sentence in the Lithuanian version.  

During the stage of searching for the Lithuanian equivalent, it was noticed that in the 

Lithuanian text of the same hotel advertisement the entire paragraph, which in the English 

version includes the found metaphorical expression, is entirely excluded. This concludes that 

the same advertisement in two languages can differentiate not only in the number of 

metaphorical expressions but also in the length and amount of information presented to the 

client.  

 

Conceptual Metaphor ATMOSPHERE IS A PERSON / ATMOSFERA YRA ASMUO 

 

Atmosphere can be considered as one of the major attributes that need to be highlighted in hotel 

advertisements that undoubtedly help to allure consumers and change their frame of mind, as 

well as behaviour towards marketed services. Nevertheless, in order for this strategy to work, 

the atmosphere has to be presented in a certain way for a greater and more positive response. 

For this, most of the time in hotel advertisements it is depicted as an interactive source the 

responsibility of which is to keep the inviting mood alive. That is exactly how it was shown in 

the analysed advertisements of various Lithuania-based hotels. 

Here we found only one group of four possible – compared advertisements kept the same 

metaphorical meaning in both languages.  

Similarly, as in previous subchapters, these metaphors include instances when found 

metaphorical expressions preserved the same frame in English and Lithuanian. A part of these 

examples was indicated to be word-for-word with no changes identified. This group has 4 

metaphorical expressions in total that each had its corresponding sentence in the Lithuanian 

language. For example: 

25) Bright, sophisticated and luxurious atmosphere will surround you at our restaurant. 

      Mūsų restorane „Moon garden“ Jus apgaubs šviesi, rafinuota ir prabangi atmosfera. 

26) Luxurious, however not demanding surroundings, quality service and magnificent 

nature will let you quickly forget your daily concerns and relax. 

      Prabangi, tačiau neįpareigojanti viešbučio aplinka, kokybiškas aptarnavimas ir kerinti 

gamta leis greitai pamiršti dienos rūpesčius ir atsipalaiduoti. 
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Frequency of Conceptual Metaphors in Advertising of Lithuania-Based Hotels 

 

15 conceptual metaphors were identified within websites of 21 Lithuania-based hotels that 

included the same advertisements in both English and Lithuanian languages: frequently found 

PLACE IS A PERSON, AN OBJECT IS A PERSON, ATMOSPHERE IS A PERSON, PLACE IS A BODY ORGAN, 

PLACE IS COMFORT and relatively rare (not more than 3 tokens) EATING IS FEELING, FOOD IS ART, 

FLAVOUR IS A PERSON, SENSE IS A PERSON, STYLE IS A PERSON, LIGHT IS A PERSON, EMOTION IS A 

JOURNEY, PLACE IS AN ESCAPE, PLACE IS AN OBJECT, EXPERIENCE AS A JOURNEY,  and PLACE IS A 

CONTAINER.  

 All found conceptual metaphors and metaphorical expressions related to them were closely 

examined in the empirical part of this thesis which helped to understand their structure, 

connections to each other, and differences. Nevertheless, it also opened up an opportunity to 

indicate rare conceptual metaphors that were found during this analysis. The chapter illustrates 

the number of metaphorical expressions each conceptual metaphor has, percentage frequency 

of tokens, and differentiation in conceptualisation in English and Lithuanian.   

 

Table 1. Distribution of tokens in the English language. 

 

Conceptual metaphor Tokens Percentage 

PLACE IS A PERSON 61 58,65  

PLACE IS A BODY ORGAN 12 11,53 

PLACE IS COMFORT 8 7,69 

AN OBJECT IS A PERSON 7 6,73 

ATMOSPHERE IS A PERSON 4 3,84 

STYLE IS A PERSON 2 1,92 

FOOD IS ART 2 1,92 

FLAVOUR IS A PERSON, SENSE IS A 

PERSON, LIGHT IS A PERSON, DRINK IS 

A PERSON, EATING IS A FEELING, 

EMOTION IS A JOURNEY, EXPERIENCE 

IS A JOURNEY, PLACE IS AN ESCAPE 

1 0,96 
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It can be noticed that in English the most frequent conceptual metaphor found in hotel 

advertisements was PLACE IS A PERSON. The target domain “place” was used in 5 different 

conceptual metaphors overall during this research, but only in this one, it was used in the context 

of comparing a place to a living being. Within this frame, the majority of metaphorical 

expressions were found with the words “offer”, “welcome”, and “invite”.  

PLACE IS A BODY ORGAN had 12 identified tokens in total and became the second most 

recurring conceptual metaphor in analysed advertisements. Interestingly enough, all found 

metaphorical expressions were only identified with the word “heart” which at all times related 

to the hotel standing either in the city centre or the old town.  

8 metaphorical expressions were identified with the conceptual metaphor PLACE IS A 

COMFORT and it was noticed to be used in advertisements in 7,69 % cases which made it the 

third most reoccurring conceptual metaphor. While looking into repeating metaphorical 

collocation patterns, it was noticed that most of these expressions had the word “oasis, " which 

represented the source domain of COMFORT in this conceptual metaphor.  

The fourth most popular conceptual metaphor in English advertisements became AN OBJECT 

IS A PERSON. In this case, the target domain OBJECT was only identified while describing 

furniture or any other items around the hotel acting as alive. Despite being the fourth most 

identifiable conceptual metaphor, it had 7 metaphorical expressions related which at the end 

summed up to a frequency of 6,73 %. In this case, no repeating wording patterns were noticed.  

From all of the main analysed conceptual metaphors, ATMOSPHERE IS A PERSON had the least 

of metaphorical expressions with the percentage rate of 3,84 %. Within this conceptual 

metaphor, no repeating wording patterns in metaphorical expressions were identified.  

Rare conceptual metaphors are also included in this table to show their presence in hotel 

advertisements. 8 conceptual metaphors had only 1 metaphorical expression each that rounded 

up to <1% frequency. 

The following table indicates conceptual metaphors in the Lithuanian language. 

 

Table 2. Distribution of tokens in the Lithuanian language. 

 

Conceptual metaphor Tokens Percentage 

VIETA YRA ASMUO (PLACE IS A PERSON) 11 28,20 

VIETA YRA KOMFORTAS (PALACE IS 

COMFORT) 

7 17,94 

VIETA YRA KŪNO ORGANAS (PLACE IS A 

BODY ORGAN) 

6 15,38 

ATMOSFERA YRA ASMUO (ATMOSPHERE IS A 

PERSON)  

5 12,82 
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OBJEKTAS YRA ASMUO (AN OBJECT IS A 

PERSON) 

5 12,82 

STILIUS YRA ASMUO (STYLE IS A PERSON) 3 7,69 

GĖRIMAS YRA ASMUO (A DRINK IS A 

PERSON) 

1 1,28 

ŠVIESA YRA ASMUO (LIGHT IS A PERSON) 1 1,28 

 

In this table, it can be seen that the amount of conceptual metaphors highly varies from the 

amount seen in the English language. Here, instead of 15 conceptual metaphors in English 

advertisements, there are 8 conceptual metaphors in the Lithuanian language. Respectively, in 

the Lithuanian language there are 65 fewer tokens than in the English language.  

The same as in the English language, target domain VIETA (PLACE), together with the source 

domain ASMUO (PERSON), was the most recurring out of all conceptual metaphors. Even with 11 

identified equivalents, it comes to a frequency of 28,20 %. The majority of metaphorical 

expressions were noticed with the source domain describing words “kviečia” (invites) and 

“siūlo” (offers). 

VIETA YRA KOMFORTAS (PLACE IS COMFORT) was the second most frequently identified 

conceptual metaphor out of 5 that were most commonly met in hotel advertisements. It can be 

seen in Table 2 that there were 7 metaphorical expressions that perfectly matched the ones first 

found in the English language. Altogether, this conceptual metaphor had a frequency rate of 

17,94 %.   

VIETA YRA KŪNO O RGANAS (PLACE IS A BODY ORGAN) in the Lithuanian language was 

noticed in 6 metaphorical expressions that also included the source word “širdis” to describe a 

central region of a city.  

The fourth biggest group includes two conceptual metaphors ATMOSFERA YRA ASMUO 

(ATMOSPHERE IS A PERSON) and OBJEKTAS YRA ASMUO (AN OBJECT IS A PERSON). These 

conceptual metaphors are not only connected by the same source domain ASMUO (PERSON) but 

also the amount of metaphorical expressions that were found while analysing them: both of 

these conceptual frames had 5 metaphorical expressions each. 

 

Conclusions 

 

1.15 conceptual metaphors were identified in English, whereas 8 conceptual metaphors were 

found in Lithuanian. It is obvious that the level of metaphoricity is much higher in English 
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advertisements which indicates the effort of marketers to attract the foreign visitors alluring 

them with more picturesque language.  

1. Accordingly, metaphorical expressions were more prevalent in English than in 

Lithuanian. Specifically, 104 metaphorical expressions were identified in the English language, 

while 39 metaphorical expressions were found in the Lithuanian version of the same hotel 

advertisements. Additionally, some phrases in the Lithuanian version of the same hotel 

advertisement were completely omitted, contributing to the observed difference. Presumably, 

the lower number of conceptual metaphors and related metaphorical expressions in Lithuanian 

might have been influenced by differences in lexicon, text length of the advertisements 

predetermined by the number of words used to describe specific domains, sentence structure, 

the presence of expressions that are primarily non-metaphorical in the Lithuanian language 

when discussing a specific metaphor. 

2. In both English and Lithuanian hotel advertisements, a majority of the conceptual 

metaphors (8 in English and 6 in Lithuanian) and their corresponding metaphorical expressions 

revolved around hotels, objects, atmosphere, rooms, and available services being depicted as 

living beings capable of interacting with guests personally in an appealing and courteous 

manner. Metaphorical expressions related to conceptual metaphors with a source domain 

PERSON often included the words such as “offer”, “invite”, “welcome”, “provide”, and “allow”, 

aiming to evoke a sense of liveliness and establish an identified conceptual metaphor in both 

languages PLACE IS A PERSON / VIETA YRA ASMUO. In English this domain appeared in 61 

expression, whereas in Lithuanian it was found in 11 expressions. 

Throughout the analysis of hotel advertisements, it was noted that several conceptual metaphors 

had only one collocation identified for them. 8 such conceptual metaphors were recognized in 

English, when searching for corresponding metaphorical expressions in Lithuanian falling 

under the same conceptual metaphors 2 conceptual metaphors were identified. 

3. During the detailed analysis, 5 metaphorical expressions were considered metaphorical 

in Lithuanian, but they were entirely excluded or regarded as non-metaphorical in English. 

4. An observation during the examination of found metaphorical expressions revealed that 

several expressions, although metaphorical in nature, could not be categorized under any 

specific conceptual metaphor in the English language.  
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