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Abstract

Advertisements of herbal remedies seek to educate the public about the significant social
concerns and problems, draw attention to the products, and encourage consumers to take action

by purchasing the items. Man's power is viewed as a concept used by Nigerian advertisers of

herbal medicines to cure man-related manhood diseases Jor active performance during sexual
intercourse. This descriptive, qualitative and quantitative study aims to linguistically analyse the
use of interpersonal metaphors in the advertiseme

nts of 10 herbal products (Men Super Herbal
Booster and Men Activator, Marathon Herbal Power Formula, Ecomms Empire, Pawaful M. K
Oil, He rbs Tea Kiosk, New Era Consult, Man up, FLP Wellnesz, Jalin Herbal Nigeria, and Kondo
Bitter) in Nigeria. The analysis was carried out using a synthesis of Halliday's (1984)
In r:m;rsanaf fjr'rTm_a d:‘m;ff{dphar and Charteris-Black’s (2 004) three inter-related stages of
e apIor analysis: identification, interpretation and explanation. The findings show that
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