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Introduction. Media is closely related to discourse. Female metaphor in the media is not a
simple reflection of the objective world, but a selective and conscious construction of female
image in social reality. This study explores the metaphorical construction of Chinese female
images in the blessings for women on “Women’s Day” through the media.

Methodology and sources. While some words similar to the meanings of “Women'’s Day”
were selected as keywords, the researcher searched the Wechat platform for articles with
the title including these keywords. Then, a total of 306 female metaphors were manually
identified and selected as a corpus. With word frequency statistics of the corpus, this study
sorted out the categories of Chinese female metaphors and analyzed female image
constructed in the media.

Results and discussion. It was found that the source domains of female metaphors mainly
include plant, animal, daily object, fictional character, nature and environment. The female
metaphors can be analyzed from the following categories: Woman is a Flower; Woman is
Water; Woman is Half the Heaven; Woman is Light; Woman is a Fairy; Woman is a Book;
Woman is a Tiger; Woman is a Jewel. Among them, “Woman is a Flower” is the most frequent
one and dominates the female metaphors, while the beauty of “flowers” reflects the beauty
of women, the blooming of “flowers" reflects the youth of women, and the aroma of “flowers”
reflects the charming of women. “Woman is Water”, “Woman is Half of the Heaven”, “Woman
is Light” are also frequent female metaphors, constructing the tenderness, high social status,
unique charm and outstanding contribution of female. Other female metaphors also play a
certain role in the construction of holiness, wisdom, independence, confidence, strength,
precious character of female image. These metaphors construct diversified images in terms
of the appearance, character, ability and value of women, and most of the women
constructed are beautiful and gentle.

Conclusion. It can be seen that the construction of female image in the media becomes
diversified on the one hand, on the other hand it still follows the traditional thinking pattern.
The paper suggests that gender discourse in the media has been diversified and improved,
but still needs to strengthen the construction of equal female image in the harmonious
society.
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BBeaeHune. CpescTBa MaccoBOM MHPOPMALIMM TECHO CBA3aHbl C ANCKYPCOM. XKeHckasa me-
Tadpopa B CMU - 3T0 He NpocToe oTpaxeHne 06LEKTUBHOIO MUPA, a n3bnpaTesibHOe 1 0Co-
3HaHHOEe MOCTPOeHMe XeHCKoro obpasa B peasibHOCTU columyMa. B gaHHOM nccnegoBaHnm
n3y4vaetcs metTadpopuyeckoe Co3gaHne KUTancknx XeHcknx obpasos yepes CMU.
MeTogonorma m NCTOUHNKU. ABTOPOM bblfia Ucnonb3oBaHa naatdopma WeChat, Ha ko-
TOPOW MPOU3BOAMCA MOUCK CTaTel C 3aro/oBKamu, BKAKOUAOLWMMN onpejeneHHble KIto-
yeBble c/IoBa. B obLeln cnoxHocTn 306 XXeHCKMX MeTapop bbIIN BPYUHYO naeHTUdnumnpo-
BaHbl 1 OTO6PaHbl B KavecTBe TeKCTOBOro kopryca. C MOMOLLbI CTaTUCTUKN YaCTOTHOCTU
C/10B 6b1JIV OTCOPTUPOBAHbBI KAaTErOPUN KUTANCKNX XEHCKMX MeTapop 1 NPoaHaan3npoBaH
XXEHCKMIA 06pas, CKOHCTPYMPOBaHHbIN B CMU.

PesynbTaTtbl n 06cyXxaeHue. ABTOPOM CTaTb 6bI10 06HaPYXeHO, UTO NCXOAHble AOMEHbI
XEeHCKNX MeTadpop B OCHOBHOM BKJTHOUAIOT PACTEHNS, XXNBOTHbIX, MOBCeAHEBHbIe MPeAMeThl,
BbIMbILLNEHHbIX MePCOHaXew, NPUPOAY 1 OKPY>XatoLLyto cpedy. XeHckmne MeTadpopbl MOXHO
NpPOaHanM3npoBaTh B C1eAyHOLNX KaTeropusax: «KeHLLMHA - LBETOK», «KEeHLLMHA - BOAa»,
«KEHLLMHA - MOJIOBUHA Heba», «KeHLLUMHA - CBET», «KEHLUMHA - dpes», «KeHLMHa - KHUra»,
WKEHLLUMHA — TUTP», «KeHLMHA — AparoLeHHoCTb». Cpean HUX «KeHLLMHA - LBETOK» ABAS-
eTcs Hanboee YaCTOTHOWM N AOMUHMPYET Haj XeHCKMMN MeTapopamMK, B Hel KpacoTa LiBe-
TOB OTPaXKaeT KPacoTy XeHLUWH, LiBeTeHMe LIBETOB - MOIO0CTb XeHLLWH, 8 apoMaT LiBETOB
BbIPaXaeT 04apOBaHMe XeHLWMH. «XKeHLLMHA - BOAA», «XKEHLLMHA - MOJIOBUHA Hebax, «KeH-
LWMHa - CBET» TakKXe SABAAITCA YaCTbIMU XEHCKUMU MeTadopamu, KOHCTPYUPYHOLLMMU
HEXHOCTb, BbICOKMI COLMaNbHbIA CTaTyC, HEMOBTOPXMOE O4YapoBaHVe W BblAAHLLMIACA
BKNaJ, XeHLWMHbI. [pyrme xeHckre meTadopbl TOXe UrpatoT onpegesieHHYo pojb B CO34a-
HUW NAen CBATOCTU, MyAPOCTU, HE3aBUCUMOCTU, YBEPEHHOCTU, CUJIbI, AParoLeHHOoro xapak-
Tepa XeHCKOro 06pasa. 3Tm metadopbl CO34a0T PasNyHbIe MOHATUSA, NepejatoLLme BHeLw-
HOCTb, XapakTep, CMOCOBHOCTN N LEHHOCTb XeHLUMH, 1 60AbLUMHCTBO XEeHCKMX 06pa3os
ABNAOTCA KPACUBBIMU U HEXHbBIMW.

3akntodeHue. VIcxosa 13 NpuBeAeHHbIX MPUMEPOB CTAHOBUTCA OYEBUAHO, UTO MOCTPOEHMe
XeHckoro obpasa B CMW, ¢ ogHOM CTOPOHbI, NpuobpeTaeT pa3Hoobpasme, C ApYroin — OHO
no-npexHemy cegyeT TPaAMLMOHHON MOAeNV MbllLAeHUs. ABTOPOM MpeanonaraeTcs, Yto
reHaepHbl gnckypc B CMW nonyymn MHOrorpaHHOCTb U pasBuUTME, HO BCe eLLe HYyXAaeTcs
B YCUNEHWM NOCTPOEHNS PaBHOMNPAaBHOMO XeHCKOro obpasa B rapMOHNYHOM obLLecTBe.

Kniouesble cnoBa: CMU, xeHckunii 0bpas, metadopa, reHAepHbIN ANCKYPC, TEKCTOBBLIA KOpPMYC

Ana untuposaHusa: XyH Cioli. MeTadopunueckoe co3gaHme KMTaNCKnX XeHcknx obpasos B CMU //
ANCKYPC. 2024. T. 10, Ne 6. C. 134-150. DOI: 10.32603/2412-8562-2024-10-6-134-150.

Introduction. Female image in media has been a topic of widespread concern and received
lots of criticism for a long time. In traditional media, women are often biased, stereotyped and
distorted, not represented or represented at low rate and in limited content, or described in a
circumscribed roles and stereotypes compared to man across multiple media in different culture
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[1-4]. Gender stereotyping can be also reinforced or diminished in the discourse of the media
reports. With the development of media, QQ, WeChat, Weibo, Douyin, podcast, forum and other
variety of platforms have emerged nowadays and provided lots of chances for ordinary people to
participate in the gender discourse. This study takes the blessings for women on “Women’s Day”
through the media Wechat platform as an example, aiming to demonstrate the female image
constructed by female metaphor in the media.

Media, gender discourse and metaphor.

Media is not only a communicative channel realized by using advanced technology, but also
an important way to produce, develop and spread culture in public. Many scholars began to pay
attention to the social and political nature of media very early, the most representative of which
are the Frankfurt school and the Birmingham School. The Frankfurt School was founded in 1923,
centered on the “Social Research Center” of the University of Frankfurt in German, and its main
representatives include Horkheimer, Adorno, Marcuse and so on. This school puts forward the
concept of “culture industry” and holds that popular culture is an ideological tool to defend the
real rule, controlled by capital and technology with the characteristics of commercialization,
uniformity and compulsion, rather than a culture in the literal sense that starts from the position of
the public and serves the public. In the view of Frankfurt School, media is not simply related to
production, consumption and dissemination, but concerned with a repressive ideology that
deprives the public of critical and negative awareness of society. The Birmingham School is a
western contemporary cultural criticism and aesthetics school, which was formed around the
cultural research center of the University of Birmingham in the mid-1960s. Media studies and
audience studies have always been important parts in the Birmingham School. Hall, the main
representative of this School, put forward the ideological “coding” of the media and the “decoding”
of the audience’s interpretation, which has important implications for the media study. Under the
influence of Frankfurt School and Birmingham School, Fiske starts from the audience’s resistance
and creativity to cultural products, and believes that audiences have subjectivity, initiative and
creativity, which can not only resist and influence the hegemonic power of culture, but also create
their own culture by using cultural products as their own resources. At the same time, the audience
can experience endless pleasure in creating and producing his or her own culture and in “avoiding”
and “offending” the mainstream ideology of cultural products. The formation of media culture is
mainly restricted by internal and external forces such as communicators and audiences.
Contemporary media spreads the real world, creates new culture, and constructs corresponding
world view for the audience [5]. It can be seen that media is not only a tool or technology for
transmitting information, but also a factor closely related to politics, economy, culture and their
changes, playing an important role in the construction of human society.

As an important way of informational technology, media is closely related to gender discourse
and constructs the corresponding social gender in certain society. The concept of “social gender”
was created in the 1970s, referring to the gender differences and behavioral characteristics formed
by social culture. It is the construction of male and female identities by society, emphasizing the
sociability of individuals rather than the physiological feature of individuals. Beauvoir pointed out
in The Second Sex that a woman is not born a woman, but gradually becomes a woman, which is
produced by the whole process of socialization. Media spreads and constructs gender culture and
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the world view of gender in the whole society, while people also accept the social gender
constructed in the media through this media. The production, dissemination and consumption of
the gender discourse also construct new ideas and new forms for the female image.

Many scholars have studied and discussed the Chinese female image in gender discourse in
media. When constructing female images, media tampers with female texts according to gender
stereotypes and commercial manipulation principles, on the one hand introducing women into public
space, on the other hand deliberately magnifies women’s personal privacy as a public topic [6].
The dating show “If You Are the One” has certain discrimination against women, and does not
improve the mechanism of gender inequality, but the way presented is more hidden [7]. The gender
discourse in TV advertisements seems to be getting rid of the stereotypes of gender consciousness.
In fact, the gender power asymmetry has not disappeared, but has become more subtle and hidden.
The creative image of female independence and gender equality in TV advertisements is just a
decoration [8]. In recent years, scholars’ research on the media images of female scientific and
technological workers also found that there are gender discrimination and stereotypes in the media
image of female scientists [9]. Female police officer can be represented as a typical female
professional compared with the male-dominated police force, projecting the traditional Hong Kong
gender norm [10]. Under the central discourse of Phallocentrism, media as the carrier of gender
culture, often put women in the position of “others”, and the female images presented by them are
mostly deformed, repressed or not presented at all. Female image constructed in the media
represents the gender identity of women and also prompts women to hide their own personal
characteristics and behaviors to meet certain social expectations. Through the social gender research
paradigm, we can analyze and interpret the female images in media communication [11]. The
previous studies indicate that media nowadays although symbolizes the social progress and gender
discourse has been improved to some extent, the gender discourse in the media has gradually
become explicit discourse and traditional gender culture still exists but in a more hidden way.

Besides gender research paradigm, some studies try to find linguistic evidence and theoretical
basis of female image in media, especially the innate cognitive thought of metaphor in language [12—
16]. Metaphor is not only a way of rhetoric, but also a way of thinking of human cognition. Lakoff
and Johnson [17] believe that metaphor is the mapping from the source domain to the target domain,
which directly or indirectly affects human thinking and is reflected in people’s daily life and
language expression. As Fairclough [18] believes, the dominant way of metaphor construction is to
marginalize metaphorical construction from the perspective of opposing groups. It reveals the deep
ideology behind the metaphor. Furthermore, Charteris-Black [19] proposed critical metaphor
analysis in political, news and religious texts, and pointed out that metaphor has a deep ideological
function in discourse. In terms of content, critical metaphor analysis mainly explains how metaphor
loads and spreads ideology, legitimizes and rationalizes the interests of mainstream groups, and is
accepted and recognized by marginal groups through the discourse characteristics of specific texts
such as politics, economy, gender, race and religion. With the critical discourse analysis, Yu and
Nartey [16] investigates the gender discourses of news reports in Chinese media, and reveals the
underlying poor man representations of leftover men with the discursive strategies of metaphor used
to construct their identities, indicating that the media perpetuates a myth of “protest masculinity”.
By emphasizing certain features of reality while hiding others, metaphor plays an ideological role in
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different contexts [20]. Because of the limited of the corpus and participants in the empirical study,
what female images is constructed by media and how is said in the media still need to be further
discussed. This paper tries to explore the female image from the conceptual metaphor, providing a
good reference for the female images constructed by female metaphors in the media.

Methodology and sources. This study aims to explore the construction of Chinese female
images in the Wechat media from the corpus of female metaphor. Corpus collects a large number of
real language materials, which is an important resource commonly used in linguistic research. It is
also one of the most reliable and interpretation methods to extract and identify language expressions
from natural corpora. Charteris-Black [19] also points out that corpus is the most effective method,
dividing words used as metaphorical meanings into metaphorical keywords, measuring the
frequency of occurrence of these keywords, and then calculating the frequency of occurrence of a
certain type of conceptual metaphor through keyword quantity and occurrence statistics, so as to find
out the most common conceptual metaphors in the corpus. This study takes the blessings for women
on “Women’s Day” through the media Wechat platform as corpus. The media describes and presents
the gender ideals of women’s roles [21]. Although there are many ways and means
of gender discourse in the media, the female images in literary works, movies, paintings and other
texts have received extensive attention, while various blessings words express the society’s
expectation of ideal women in future.

There are several steps. First of all, the researcher used words with similar meanings related
to blessing for women on “Women’s Day” as keywords in searching the corpus. In the study of
corpus metaphor, the key is how to retrieve, extract and recognize lexical metaphors from the
corpus. Stefanowitsch [22, pp. 2—6] proposed seven approaches to metaphor research based on
corpora: 1) manual query; 2) Search the vocabulary in the source domain; 3) Search the vocabulary
in the target domain; 4) Search both source domain and target domain; 5) Search through
“metaphorical markers”; 6) Retrieval based on semantic domain annotation corpus; 7) Retrieval
based on concept mapping annotation corpus. It can be seen that corpus-based conceptual
metaphor research first needs to determine the origin domain or target domain. The usual approach
is to find the most common origin domain and target domain in the corpus, and it is very time-
consuming and laborious to search and identify all metaphors in the corpus [23, p. 27]. This study
chose some words similar to the meanings of blessing for women on “Women’s Day”, such as
“= J\TI¥LB1B> (March Eighth Blessings), “=/\{3Z T L#&1&” (March Eighth Women’s Day
Blessings), “Z A TI L #8158~ (Women’s Day Blessings) and “E PR 5 i3 L T B E”
(International Women’s Day Blessings) as the keywords, and searched the Wechat platform for
articles with these keywords in the title. Then, the researcher manually identified and selected a
total of 171 blessings for women on “Women’s Day” containing female metaphors. Each article
contains at least one or more types of female metaphors. In the end, a total of 306 female
metaphors, totaling 11,937 words, were collected as a corpus. The main goal of metaphor research
of corpus is to realize the description of linguistic metaphor by discovering the usage rules and
patterns of linguistic metaphor and the ideology hidden behind metaphor [24]. Finally, with word
frequency statistics of the corpus, this study analyzed the categories of Chinese female metaphors
and found out female Image constructed by these female metaphors in the media.
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Results and discussion.

The overall categories of female metaphors in the media.

As can be seen from Table 1, female metaphors are mainly divided into five parts: plant,
animal, daily object, fictional character, nature and environment. The types of female metaphors
are as follows: 1) Woman is a Flower; 2) Woman is Water; 3) Woman is Half of the Heaven;
4) Woman is Light; 5) Woman is a Fairy; 6) Woman is a Book; 7) Woman is a Tiger; 8) Woman
is a Jewel.

Table 1. Female Metaphors in the Media

Categories Source domain
Plant {E, BBRAL, | EAE, MEAE, #LPF, 2278, SEE, F%8, KFHAE, IAZE, L, 5 (flower, rose, lily, peach
blossom, peony, orchid, lotus, hibiscus, sunflower, cactus, willow, fruit)
Animal e, W, T, 3, /N (tiger, bee, warbler, sheep, bird)

Daily object |45, 33, ik, i, Z A, 2dh, &, F, KPR, LW, #71E (book, poem, song, painting, art, treasure,
jade, treasures, luminous pearl, wine, cotton)

Fictional KA, KA 1L, (i, 220, 55, &5, RS, 28, AF, FHE, TA, NG, /MEE, AFE,
characters 4k (angel, celestial fairy, immortal fairy, fairy, goddess, herald, God, devil, queen, princess, wise
man, master, queen’ mother, little monster, white bone demon, snake demon)

Natureand K, Hb, 34K, S8, ik, KH, Bz, &, W, K, &, &, %, i\, &, X, ZH XK,
environment VBIR, 7ESR, /INE (heaven, the earth, half the heaven, universe, globe, sun, moon, stars, mountain,
water, sea, harbor, light, rain, snow, wind, weather in March, stream, spring, brook)

Table 2 reports the total number of keywords, frequency of occurrence and the resonance
value of the source domain in these eight metaphors. Among them, the metaphor of “Woman is a
Flower” has the highest frequency and dominates the whole female metaphor. In addition, higher
frequency of female metaphors are “Woman is Water”, “Woman is Half of the heaven”, “Woman
is Light”. Although Fairy, Book, Tiger and Jewel are not high frequent metaphorical source do-
main, they have also become an important part of female metaphor in the media, and have played
a certain role in the construction of female image.

Table 2. Resonance Value of Source Domain

Total number Frequency Resonance value
Female metaphor .

of keywords of occurrence of source domain
Woman is a Flower 35 149 5215
Woman is Water 20 39 780
Woman is Half of the Heaven 16 46 736
Woman is Light 17 42 714
Woman is a Fairy 14 38 532
Woman is a Book 14 35 490
Woman is a Tiger 13 30 390
Woman is a Jewel 12 19 228

Woman is a Flower.

(1) JEAR U A 2 {7 K 5, 7KIZELNN! (May you be young and beautiful like a flower
forever!)

(2) NG04k, HEN ML FL. R KFRAE, i Riimg, 2272 240, Wok% T MAR
BERAE, 71 KRG &Lk, A7 okAlA:. (Women are like flowers, gorgeous in the whole
world. Mother is the sun flower with warmth; wife is orchid with peace; lovers are roses with
passion; daughter is peach blossom with brilliance.)
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Table 3 shows the keywords and frequency of occurrence of this metaphor as well as the
resonance value of the source domain. Woman is often conceptualized as a variety of flowers in
nature. Flowers are the most common plants in human life, and their beautiful and fragrant
characteristics have always been rooted in human cognition. In the course of historical
development, people often highlights the appearance of women in the female gender discourse, so
the flower metaphor is the most frequent of female metaphor in the corpus. From the life circle
aspect, the plant generally goes through seeding, germination, growth, flowering, fruit and wither,
similar to the life cycle of human being. Both plants and human beings obey the laws of nature,
and the process of plant growth and change has become the source of some abstract concepts. For
example, “Sowing” and “Sprouting” are often used to map the beginning of life, and “Growing”
represents the growth of human being, “Blossom” often symbolizes the mature of man and woman,
“Wither” often symbolizes the death of old man. During the growth of plant in nature, the flowers
are bright, beautiful, fragrant, charming, and especially loved by people, similar to the young and
mature lady. It is natural for the flower metaphor becomes the most frequent of female metaphor
in the corpus. In Table 3, the words “come into bloom”, “be in full bloom”, “burst into bloom”,
“be in bud” show the beauty when the flowers bloom, while “fragrant”, “floral scent”, “Strong
fragrance”, “faint aroma” highlight the charming aroma of flowers. The corpus (1) describes “The
woman is like a flower,” emphasizing the beauty and youth of women, while (2) focuses on the
use of a variety of flowers to describe women, although women have different personalities, but
all have the characteristic of flowers. In Chinese, women are often compared to flowers, such as
“Z4 NA%” (woman as flower), “3i 3 U171 (beautiful as flower), “WfF#t i14¢” (delicate as flower),
“—4=U14E” (as flower in one’s life), and so on. In the female metaphor of “Woman is a Flower”,
the media uses the familiar concept of “flower” to represent woman, and maps the characteristics
of the source domain “flower” to woman. The beauty of “flowers” reflects the beauty of women,
the blooming of “flowers” reflects the youth of women, and the aroma of “flowers” reflects the
charming of women. These characteristics construct the attractive image of women.

Table 3. The Keywords of Female Metaphor “Woman is a Flower”

Metaphor keywords | Frequency | Metaphor keywords |Frequency| Metaphor keywords |Frequency
1% (flower) 71 #i (branch) 3 i1 (flower) 2
L (rose) 6 F 1t (various flowers) 2 575 (faint aroma) 1
Hk1E (peach blossom) 4 82 (wither and fall) 2 FA4¢ (flower in spring) 1
1€2% (blossom) 4 EGHK (strong fragrance) 2 75 % (fragrance) 1
4 N1t (women as flower) 4 1e M\ (flowers in clusters) 2 A (in bud) 1
FFAE (come into bloom) 4 1t (bud) 2 1CI# (parterre) 1
FF (in full bloom) 4 7t (ou) 2 1€l (garden) 1
7375 (fragrance) 3 1£JL (flower) 2 H:FF (peony) 1
%% (rose hibiscus) 3 *% 4% (orchid) 2 A (fragrance) 1
167 (floral scent) 3 SELE (lotus) 2 IKPHAE (sunflower) 1
FBEAE (rose flower) 3 XK (in full bloom) 2 #3k (branch) 1
ZE T (burst into bloom) 3 7F (fragrance) 2
Resonance value of source domain: 5215
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Woman is Water.

(3) T N2 7K, FE4n4n,; IF W N2k, %A 4E. (A good woman is water, being gentle;
A good woman is a port, being reliable.)

(4) T NG K, T ARTEAZ R, BRI E S8, (Woman is like water, and you are
more like a stream, gurgling around me.)

In addition, “Woman is Water” is also a common conceptual metaphor in gender discourse,
and this metaphor has a high frequency in the media. As the main element of liquid, water is the
source of life and the foundation of all things in the world. This cognitive model can be reflected
in both ancient Greek philosophy and fairy tales. The western philosopher Thales believed that
water is the origin of all things in the universe, that life comes from water, and that the origin of
the world is water. In one of the four Chinese classics Journey to the West, the author mentions
the Alphabet River, referring that anyone who has a sip of the the water in the river can give birth
to life. From the scientific point of view, water is the basic material of living organisms, clean,
flowing and changeable. Water is a daily necessity and always used to understand many other
concepts. The keywords and frequency of occurrence are shown in Table 4. As can be seen from
Table 4, the keywords of this metaphor mainly include the types of water, such as harbor, sea,
brook, stream, spring, and the fluidity of water, such as flow, overflow, murmur, run, drain away.
Based on people’s personal experience with water, the characteristics of “water” in the source
domain are naturally mapped to women through female metaphors. In the corpus (3), “Woman is
Water” accentuates the fluidity of water, giving a sharp contrast to the stillness of mountains,
implicating relationship between men as mountain and women as water; corpus (4) “Woman is
Water” also shows the fluidity of water. The flow of water vividly reflects the tenderness of women.
In daily language, there are many such expressions, such as, “% AfEL7K” (Women are like water),
“r NAEKMH” (Women are made from water), “ZZ1E1LI7K” (gentle as water), “153% /K B2
(gentle as brook) and so on. The media constructs the image of tenderness through water metaphor.

Table 4. The Keywords of Female Metaphor “Woman is Water”

Metaphor keywords | Frequency | Metaphor keywords | Frequency | Metaphor keywords |Frequency

/K (water) 11 % /K (water in spring) 1 157K (clean water) 1
# (port) 3 V7% (murmur) 1 /INE (brook) 1
i (sea) 3 i (flow) 1 SRV (gush) 1
&K (stream) 3 2= (flow away) 1 &I (stream flowing) 1
i (flow) 2 K (flowing water) 1 Jik (rise) 1
5 (cool) 2 7 (embellish) 1 43 (moisten) 1
Jii (overflow) 2 J# SR (clean spring) 1

Resonance value of source domain: 780

Woman is Half of the Heaven.

(5) IR, FEF, BEARMIRAMRE I 210K, L, KiE/ NG, #RET, 2K, A7
B KE/NE, #8HE/r. (Woman is half of the heaven, washing and cooking at home; Woman is
half of the heaven, working on the earth and doing everything; Woman is half of the heaven,

working outside, and dealing with every deeds.)
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(6) KT R, T TN, ki RS, IRF5E, S T8, Br, BrfEAR2A R

& MEUE. (Woman is half of the heaven, making money, with flexible thought, wide vision, big

ambition and broad mind, just as the legend Hua Mulan in the new era.)

In the heaven and earth, “heaven” is located in the high altitude above the ground, has been
worshiped and yearned by people. “Z %" (Goddess Nvwa) patches the heaven, providing the
possibility for Chinese women compared to half of the heaven. “Half of the Heaven” literally refers
to a part of the heaven, and is often used to describe the great power of women who can work as
men in the new society. “Woman is Half of the Heaven” has also become a common female
metaphor, and the frequency in the media blessings is also very high. The keywords and frequency
of occurrence are shown in Table 5. The words “stand up” and “hold up” in Table 5 highlight the
important status of women in society. The corpus (5) and (6) emphasize the responsibilities
undertaken by women in daily life, including the household work and other deeds in the society
through female metaphor. In Chinese, “Z¢ A& K> (Woman is the heaven), “5 N3l K>
(Woman is half of the heaven as man), “UET 2 LA S, I LB T34 K> (1t is not true that
women are inferior to men, and in fact women also hold half of the heaven) and so on have
gradually become common usages in daily life, expressing the role played by women are the same
as men in daily life and work. Through the female metaphor “Woman is Half of the Heaven”, the
media constructs the social status of women as men in the new era.

Table 5. The Keywords of Female Metaphor “Woman is Half of the heaven”

Metaphor keywords Frequency | Metaphor keywords |Frequency| Metaphor keywords [Frequency

11K (half of the heaven) 22 HHK (shake the heaven) 1 AL (govern) 1
Tii (stand up) 8 I AT (impregnable) 1 B4% (conduct) 1
i (hold up) 3 T (carry) 1 B4 (take charge of) 1
45 (crumble) 1 W73 (heaven and earth) 1 12 (grasp) 1
124 (responsibility) 1 iwk (pierce) 1
1l (peak) 1 — F 1 K (cover the 1

whole world)

Resonance value of source domain: 736

Woman is Light.
(7) VRATMG — 2R BHJY, 1% R TCBR IR % . (You are like a ray of sunshine, with infinite warmth.)
(8) 7EFR0 H b, Bt yers, B IRA—A, AR RKFH, ASFmt 2 8 R T i 2e.

(In my mind, you are the light, lighting up my life. If you are the sun, then I am your shining flower.)

Light is basic thing human can perceive in nature, bringing warmth, comfort, happiness and
many other positive experience. The metaphor of “Woman is Light” has always been embodied in
the process of people’s historical and cultural development. In the history of western philosophy,
Plato mentions “The light of the cave”, “The light of the sun” and “The eye” in the Republic,
where he describes the reflection of the prisoner from the fire at the mouth of the cave, slowly to
the blinding fire, and then to the dazzling sunlight, and finally to the clear scene, and demonstrates
his core concept of truth in a vivid interpretation. “Woman is Light” is also a relatively common
female metaphor in daily language, and it also appears more frequently in media blessings. Its
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keywords and frequency of occurrence are shown in Table 6. As can be seen from Table 6, the

bh 13 2

keywords of this metaphor mainly include the main body of light, such as “sunshine”, “sun”,

99 ¢ 29 ¢

“spring”, “stars”,

99 ¢¢

starlight”, “planet”, and the characteristics of light, such as “splendid”, “bright”,
“radiant”, “cloudless”, “beaming”. On the basis of human cognition, the feature of the source
domain “light” is mapped to the character of women through female metaphor. Corpus (7) the
“warmth” of “a ray of sunshine” is mapped to the warmth brought by women to human beings;
corpus (8) the function of “light” and “sunshine” is mapped to women’s ability of promoting
human growth. In everyday language, sunshine is an important source domain of female metaphor,
such as “fZFH G 7E 7% (as lively as the sunshine), “/< J& Ui JJBH G HE > (as bright as the
sunshine), “/% & Ml I BHY%” (You are the shining sun) and so on. The media constructs the unique
charm and outstanding contribution of women through the female metaphor “Woman is Light”.

Table 6. The Keywords of Female Metaphor “Woman is Light”

Metaphor keywords | Frequency | Metaphor keywords | Frequency | Metaphor keywords | Frequency
Jlk (splendid) 10 & B (cloudless) 2 B (bright) 1
FHY% (sunshine) 6 INHE (flicker) 2 A (star) 1
HTE (light) 4 /)% (star-shine) 2 A2 (starlight) 1
KFH (sun) 3 JlBR (bright) 1 SR (planet) 1
VU4t (radiant) 3 4Z5R (beaming) 1 HARH (rising sun) 1
%6 (light in spring) 2 H6# (luster) 1
Resonance value of source domain: 714

Woman is a Fairy.

(9) NEERIZAERE, EAERE M. = )\ 15 R AR: S0l 2 1616 1L, SENT WK ab .
(You are as beautiful as the flower when you come home after work, as the fairy when you go to the
street. You are a beautiful lady and I give my best wish for your career and love on Women’s Day.)

(10) IR B, /R3% R an i, ARECr7kz a0 RAF A &3 . (In my eyes, you are good, and
your heart is always as holy as an angel.)

In the development of human history, fairy is a fictional figure that people pursue spiritual
needs. The fairy is extremely beautiful, transcendent, holy and far from real life, and has a unique
charm that no woman on earth can compare with. In the corpus, the metaphor “Woman is a Fairy”
appears frequently, and its keywords and frequency of occurrence are shown in Table 7. It can be
seen that the keywords of this metaphor mainly include some fictional characters, such as fairies,
angels, Goddesses, celestial being, etc., and the keywords of its characteristics mainly include
otherworldly and holiness. On the basis of human cognition, the feature of the source domain “fairy”
is mapped to the woman through female metaphor. The corpus (9) emphasizes the beauty of women
through the appearance of fairies, and the corpus (10) describes the holiness of women through the

b

characteristics of angels. In Chinese, “Woman is a Fairy” is an important type of the female
metaphor, such as “fEfill ¥ (flower fairies), “fifiliZHIH” (fairy sister), “tR SRR AT (happy angel),
“FF KAl (beautiful as a fairy), “fillF- F JL” (fairies descend to the earth), and so on. The media
conceptualizes women with beauty and holiness through the metaphor of “Woman is a Fairy”.
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Table 7. The Keywords of Female Metaphor “Woman is a Fairy”

Metaphor keywords | Frequency | Metaphor keywords | Frequency Metaphor keywords |Frequency
Al ¥ (fairy) 7 %3 (holy) 2 B (palace) 1
KAF (angel) 6 {3 (herald) 2 L7 (God) 1
Fi% (otherworldly) 5 K (paradise) 2 FAll (fairy) 1
2 (Goddesses) 4 £ (Emperor) 2 I JL (descend to the earth) 1
FAlll (celestial being) 3 JB 3 (palace hall) 1

Resonance value of source domain: 532

Woman is a Book.

(1) EMPW LRSS, Foob H; BRI Z NS, AL, %R Z AN &4
#, ik NFEE. (Beautiful woman is a magazine, pleasing to the eye; wise woman is an inspirational
book, urging people to progress; kind woman is a masterpiece, making people read.)

(12) =N N —F 4, F—ARBEA N, BA —D03HA BEREAE LR, &
L N AR BRARAI LG BN, A2 NBE— KRB 10 L1 —FE AR PR (A woman is a

book. Every book can be read, and there is always someone who has a deeper understanding and

resonance of the book. Wish the woman understood by others just as a book understood by some
people, happy every day just as the women’s day!)

Book is an important source of knowledge. With the progress of society, human beings have
a deeper understanding of the importance of books. “Woman is a Book™ has also become an
important part of female metaphors, with a high number of keywords and frequencies in the
blessings of women in the media, as shown in Table 8. It can be seen that the keywords of the
metaphor of “Woman is a Book™ mainly focus on the special style, such as poetry, poetic
sentiment, poetic book, Tang poetry and so on. In Chinese, the metaphor of “Woman is a Book”
appears in more corpus, such as, “ZZ A iF, B A$57K” (Women are like poems, charming and
meaningful), “Z NUIRE, #FEMBA” (Women are like poems, elegant and otherworldly). In
addition to the poems, the characteristics of the source domain “book” are mapped to women
through female metaphor in human cognition. The corpus (11) reflects the beauty, wisdom and
kindness of women through the feature of knowledge in the book, but the ultimate blessing is still
“eternal youth”. The corpus (12) reflects the object of the book, the woman as an object that needs
to be understood and resonated with. In the media, through the metaphor of “Woman is a Book”,
women’s intellectual ability and unique charm for people to appreciate are constructed.

Table 8. The Keywords of Female Metaphor “Woman is a Book”

Metaphor keywords Frequency| Metaphor keywords |Frequency| Metaphor keywords | Frequency
F (book) 14 3L (be well-read) 1 P (book) 1
#F (poem) 6 % % (masterwork) 1 i (Tang poetry) 1
BE (read) 3 R (poem) 1 7 & (magazine) 1
L (words) 2 W% (poetic sentiment) 1 {E1F (make poem) 1
F£i (have the honour to read) 1 715 (poetic books) 1
Resonance value of source domain: 490
B v etaph e eseFema|e|mag e,
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Woman is a Tiger.

(13) 13 5 BAREE 8, KA K KB . (You have to dance on Women’s Day, as
prestigious as tiger.)

(14) IR 2 Z RN, PIRZES KRIA H PR, (You are the tiger while I am the cat, your
happiness is my goal today.)

Tiger is one of the fierce animals in the natural world, and human beings have a very specific
understanding of of tiger and conceptualize the tiger as the king of beasts. As the pronunciation of
“tiger” (lao hu) and “woman” (fu nv) in Chinese is similar, “tigress” often becomes a title for

women in daily life, and the metaphor of “Woman is a Tiger” appears frequently in the blessings
of women in the media, and its keywords and times are shown in Table 9. It can be seen that the
keywords of the metaphor of “Woman is a Tiger” mainly focuses on the words “tiger” and “tigress”.
In human cognition, the characteristics of “tiger” in the source domain are mapped to women
through female metaphor. The corpus (13) describes the female’s “hot and furious” feature through
the characteristic of the tiger’s fast behavior. The corpus (14) emphasizes the irritable character of
women through the object of the tiger. Under the influence of the metaphor of “Woman is a Tiger”,
women are given the characteristics of tigers, and their language and behavior are aggressive and
strong. In the media, this character is positive, highlighting men’s tolerance and love for women,
and also constructing women’s independence, confidence and powerful temperament.

Table 9. The Keywords of Female Metaphor “Woman is a Tiger”

Metaphor keywords |Frequency| Metaphor keywords |Frequency | Metaphor keywords |Frequency

J% (tiger) 16 4% (hold off) 1 PTHR (subdue) 1
Z IR (tiger) 2 15 (fear) 1 fiEH (conquer) 1
BEZ T (tigress) 2 J8 A (power and prestige) 1 k= 5# (arrogant) 1
JUTHL 2 X\ (prestigious all 1 Z&1t (assault) 1

round the world)
iE N (threatening) 1 3655 (win) 1

Resonance value of source domain: 390

Woman is a Jewel.

(15) ZER K, ZYER T, BB Z%4F. (The wife is jade, the wife is treasure, and
husband always needs to care their wife.)

(16) Z ANnE, 2K KiK. (A woman is like a treasure, like a natural jasper.)

Jewelry is considered to be priceless, pure and flawless. Because of these the most prominent

recognition of the concept of jewelry, the female metaphor “Woman is a Jewel” often appears in media,
and its keywords and frequency are shown in Table 10. Among them, the keywords “jade” and
“treasure” appear more frequently, and similar words include “jasper”, “crystal”, “pearl”, “priceless
treasure”, “luminous pearl”, “apple of the eye”, and so on. In human mind, the source domain “jewels”
are priceless, and this feature is mapped to women through female metaphor, in terms of the keywords
“precious”, “bright”, “flawless”, “priceless”. In corpus (15) and (16), the preciousness of “treasure”,
“jade” and “jasper” are mapped to the preciousness of women, who are endowed with priceless
characteristics that make people love and cherish. In the media, “Woman is a Jewel” effectively

highlights men’s love for women, and also constructs the precious character of women.
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Table 10. The Keywords of Female Metaphor “Woman is a Jewel”

Metaphor keywords | Frequency | Metaphor keywords | Frequency Metaphor keywords Frequency

£ (jade) 5 T (jasper) 1 Tt 2 F (priceless treasure) 1
F (treasure) 4 FEBE (bright) 1 T HHEE (luminous pearl) 1
% I (treasure) 1 /K & (crystal) 1 % Ak (apple of the eye) 1
E 51 (precious) 1 ToM (flawless) 1 2 i (pearl) 1

Resonance value of source domain: 228

The female image is a combination of self-cognition and other-cognition, which is constructed
by society, and the media plays a decisive role in the construction and dissemination of female
image. Metaphor is not a simple mapping of the objective world, but a selective and conscious
construction of social reality. The study of female metaphor reflects the subordinate status and
weak status of women in society [25]. Metaphor is a discourse strategy, strengthening the female
reproductive system behavior, constructing and maintaining the status of dominant patriarchal
hegemony [26]. In the social reality, people unconsciously believe that women should have certain
image, and this cognitive thinking is connected with the specific source domain in daily life
through the encoding of media. The mapping between the source domain and the target domain
produces various female metaphors, and these metaphors are constantly decoded, once again
solidifying people’s cognition of female images in the social reality.

The female metaphor of gender discourse implies the cognition of women in the media, which
constructs the corresponding female image through continuous encoding and decoding. From the
above analysis, it can be seen that in the blessing corpus of women on “Women’s Day” in Wechat
media, the Chinese female image has also diversified, and a large number of eight metaphors such
as “Woman is a Flower”, “Woman is Water”, “Woman is Half of the heaven”, “Woman is Light”,
“Woman is a Fairy”, “Woman is a Book”, “Woman is a Tiger” and “Woman is a Jewel” have been
used. Among them, “Woman is a Flower” dominates the metaphorical corpus of women in the
whole blessing. Women are defined as “beautiful as flowers”, and the image of ideal women’s
charming appearance is deeply in the cognitive thinking of the public. In “Woman is Water”, the
feminine gentle and tender image stands out. “Woman is Light” highlights the female image that
women shine on others and dedicate themselves; the metaphor of “Woman is Half of the heaven”
emphasizes the contribution of women to society the same as the man in the new era, and outlines
the independent and confident image of women in her housework and social work. “Woman is a
Fairy” portrays women as a perfect image of beauty in appearance and purity in heart. The
metaphor of “Woman is a Book™ highlights the public’s appreciation of women and shows the
unique wisdom of women. The metaphor of “Woman is a Tiger” emphasizes the strong and
powerful image of women in the new era. “Woman is a Jewel” shows the precious, priceless and
cherished image of women. It is obvious to see the diversified characteristic and charming of
woman nowadays and the big improvement of the construction of female image in media.

However, these female metaphors in the media also have a certain dominance in the
construction of female images, reflecting the ideological nature of media culture. In the high
frequent metaphors, flowers and fairies both highlight the beauty of women’s appearance, while
water and light emphasize the gentleness of women, constructing the “beauty” and “gentleness”
as main images of women. According to the analysis above, beauty became the most prominent
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image of ideal female. On “Women’s Day”, the blessing words of “beautiful”, “youth”, “as
beautiful as flowers”, “charming,” “enchanting” expressed the public’s high requirements for

women’s the appearance, while the blessing words of “gentleness” also indicate the public’s high

29 <¢

requirement for women’s temperament, while other words such as “virtuous”, “brave”,
“ambiguous” are as important as “gentle” for women. The gender discourse of media, constructs
women with “beautiful”, “youthful” and “gentle” identities through female metaphors “Woman is
a Flowers” and “Woman is Water” and the fact that women’s beauty, youth and gentleness to
others are the criteria for judging the value of women in the media. This is closely related to the
deep-rooted gender role-setting in popular culture. On the whole, the female beauty appearance
and gentle temperament dominate the characteristics of the female image in the media. Some
studies have pointed out that there are visible victims and invisible creators in the production of
female images in contemporary popular culture [27]. The female image is not objective, fair and
equal in the gender discourse system, but the product of the manipulation and dominance of the
media in the male gender discourse system.

Of course, since the media provides a wide range of platform, people are free to express
themselves through the media in public according to their own will. Some corpus also shows that
people are trying to resist the women’s characteristics of “being beautiful as flowers” and “playing
the role of caring husband and rearing children”’which dominate in the blessing for women on
“Women’s Day” through the media Wechat platform. For example, one of the blessings message
“Woman (wife) is responsible for earning money to support the family, you (husband) are
responsible for being beautiful as the flower” projects the women’s characteristics of “being
beautiful as flowers” into men’s “being handsome as flowers” in a humorous way, subverting the
gender roles of men and women in the society through the media. In the process of the
transformation of the dominant gender discourse in the media, the public also get some pleasure.
However, since this kind of female metaphor is still in a very small proportion in the media, it is
difficult to change the mainstream ideology of the image of women. Women have gradually
accepted this female image that the women should be “beautiful” and “gentle” as a natural and
reasonable norm of the society. Because the media often has the important summoning power,
these blessing words reprint and spread unceasingly in the public, and the media unceasingly
molds, disseminates and constructs the female image in human’s cognition. In this process of
normalization and rationalization, the media fosters the formation of social gender and also
imperceptibly weakens and hinders women’s self-development.

It can be seen that female metaphors in media show diverse female images such as appearance,
temperament, ability and value on the one hand, and female metaphors also indicate the
domination of “beauty” and ‘“gentleness” in the female images in the gender discourse. These
metaphors repeatedly appear and reinforce each other in media, making the female images
constructed by media diversified and dominant, and solidifying them in the psychological model
of the public. It is true that while media provides the platform for gender discourse, gender
discourse in the media nowadays has been diversified greatly improved and diversified, but it also
becomes more implicit and shows the gender culture in a hidden way.

Conclusion. By analyzing the female metaphor in the blessing of women on “Women’s Day”
on Wechat platform, this study explores the Chinese female image constructed by metaphor in the
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media. Through the mapping of Flower, Water, Half of the heaven, Light, Fairy, Book, Tiger,
Jewel and other source areas, the media enables women to obtain and construct diversified female
images in terms of appearance, temperament, ability and value in the gender discourse. It can be
seen that the construction of gender discourse in the media becomes diversified on the one hand,
on the other hand it still follows the traditional mode of thinking. It is necessary to further
strengthen the guidance of media, expand the participation of the public, respect individual
differences rather than gender differences, so as to construct an equal female image and promote
the growth of women and the harmonious development of society. Of course, due to different
historical cultures and emotional experiences, people may have different mechanisms for
highlighting female image. The future study can further explore the female image constructed by
metaphor in specific social and cultural contexts.
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