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Abstract

The aim of this study is 0 ascertain the use of graphic designs as
semiorics in advertising messages particularly in outdoor advertising. It is
also sought to establish whether graphic designs messages can be easily
understood using both linguistic and semiotic strategies for effective
understanding of outdoor advertising. The study examines ' whether
graphic designs messages perform the advertising functions and the
impact graphic desiens has on message dissemination. The conlent
analysis method was utilized 1o analyze the message content of selected
billboard advertisements. A total of 18 billboard advertisements were
randomly selected within the lkeja-Ogba axis of Lagos state. All the
selected billboards were carefully analyzed using semiotic strategics with
a view to explicating the message intents of the advertisers. From our
analyses,indeed,meanings  are foregrounded in  billboard advertising
through the graphic designs.

Introduction

Semiotics :

meanings. it is not simply descriptive, as compositional interpretation appe

also called semiology, confronts head on the question of how images make

ars 1o be: nor
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tdoes it rely on quantitative estimations of significance, as content anakysis at some level
has 1o, Instead, semiotic offers a very full box of analytical tools for taking an image
aparl and lracing how it works in relation to broader syslems ol meaning.

Communicaticn is a central activity that human life revolves around. a sine qui non Lo
human existence, (Ovewo, 2000).

semiotics s alse influeatial as an approach to interpreting the materials of visual
culture hecause it draws upon the work of several major theorists whose impact on the
sociil scicnces since the 1960s have been immense,

The most important teol in any semiological box, though, is the ‘$ign’: semiotics
means “ihe study of signs™ As Miekel and Norman (1991) say in their defence of
semiology, human culture busy themselves making sense of these signs. Semiology has
an claborate analytical vocabulary for describing how signs make sense, and this is one of
is major stren zths. A semiological analysis entails the deployment-of a highly refined set
ol concepts which produce detailed accounts of the exact ways the meanings of an image
are produced through that image. Semiology offers a certain kind of analytical precision,
Arens (2003) argues that one of the most influential idenlogical forms in contemporary
capitalist socicties is advertising. She claims that advertisements are ublquiteus and thus
dppears autonomous. so that they have a sort of independent reality that links them to our
own lives Goldiman (1992), observes that:

advertisements  saturates our lives.. because advertisements are 50
persuasive and our reading of them so routine, we tend to take for aranted

the deep social assumptions embedded in advertisements we do not
orcinarily recognize them as a sphere of ideology.

Graphics in advertisements are designed (o atract customers. Typically, the advertiser
has only zero second to grab the reader’s attention. Indeed, studies of advertisement
readership show that 85 percent of advertisements do not even get looked al as Arens
(2003) observes. They also show virtually no relationship between how much the
advertisers spend and how well the advertisement is recalled. But the quality of the
advertising is important while good design does not only command altention but holds it.

Good desian also communicates as mueh information as possible in the shortest amount
of time and makes the inessage easier to understand.

One might jike (o combine them, but there are some thorny mcompatibililies between
them. Peircian semiotics also needs a bridee to graphic design, but there is not the eritical
mass ol people within graphic design to build it, and no one can build it for them
Graphic desimers are largely averse to theory and the scholarly publications that could
establish and develop a semiotic that would be appropriate to graphic design.

. R
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Abstract

The aim of this study is o ascertain the use of graphic d
semiotics in advertising messages particularly in outdoor
also sought to establis
understood using both linguistic and semiotic strategies for
understanding of outdoor advertising.
graphic designs messages perform the
impact graphic desiens has on messag
analysis method was utilized to ana
billboard advertisements.

randomly selected within the Ikeja-Ogba axis of Lagos state. All
selected billboards were carefully analyzed

4 view to explicating the message intents
analyses,indeed. meanings

through the graphic designs.

Introduction

Semiotics also called semiology, confronts head on the
meanings. It is not simply descriptive, as compositional interpretation appe

esigns as
advertising. It is
h whether graphic designs messages can be easily
effective
The study examines *whether
adveriising functions and the
¢ dissemination. The conlent
lyze the message content of selected
A total of 18 billboard adverlisements were

using semiotic sirategics with
of the advertisers. From our
are foregrounded in billboard advertising

uestion of how images malke
e

ars (o be; nor
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Semiotics and semiclogy are very much alive and used elsewhere. Semiology was 3

part of graphic design for much of the last century. It has provided a continuine eritical
base for social theory, deconstruction and "(he mterpretive tum” in ihe humanities.
Semiotics is used in technicql communication and semioljc concepls are
factors to decompose and anal yze interp
unify quickly developing but se
relevant to desigy.

used in human
retation. Semiotics can Servie as o framework 1o

attered literatures in naturalistic thinking as they are

Statement of Problems

It can be seen that graphic desiens is a (ool employed by advertisers i disseminating
TESSREES ACOss 1o its target audiences. It is not 4 HEW concept in advertising, bul il is not
easily undersiood Dy most people. Hence, there 1$ a need 19 examine ho

W raphic desiens
can effectively be used ag appropriate vehicle of communication in omdoor adverlising.

Research Questions

1) How has desien been in consonance with
(2) How well do people understand graphic ¢
13} How has design performed its

content in ouldoor advertisin ©?
esign messages on billboards”
advertising functions in hillboards?

Theoretical Framework
The theoretjcal framework thay underpins this study

and codes (1976) and Saussure’s
the meaning of sign

are the Eco's Theory ol Semiotics
theory of semiotics (1916). The theories postulate tha
als or signs is determined by the objects (i.e.
and is a rejection of the notion that
their objects. Feo (1976) argues
tetermined by whether they refer
of objec

things or events) 1o
‘iconie” signs must be likeness of
that the meaning of sienals or
to actual objects. He explains fi
(s to which signals or signs may correspond is no
signification. Eco (1976) aleo criticizes the notion tha
nture of sign lunction, Insteac,
different kinds of signs may sh

which they refer,

signs is not necessurily
urther that the existence
t a necessary condition (or Lheir
Latypology of signs may clarify the
that any typology of signs may 1nil 10 explain how
are the same modes of production. Eco (1975) thus irenes
that the correct approach to developing

a unified semiotic theory should not he ta propose
A ivpology of signs but should be to pre

wide a method of investig
may function as signs and to provide a means of
produced and interpreted.

ating how sign-vehicles
understanding how sign-veaicles may he

Communication is made possible by the

existence ol 1 code,
signilication, Without g

or by a system ol
code or a system of signification,

there is no st ol rules 1o

determine how the expression of signs is to be correlated with their content,

The use ol 3
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xpression and content of signs
any form of communication.

code or a system of signification in order to correlate the e

may be necessary in order to establish

Another theory (o be looked intg is the Saussure’s (1916) theory of semiotics which
underscores oy signs in

language actually acquire their meanine. Saussure (1916)
argues that there is an arbitrary relationship between the signifier and the signified of a
SIgN, as evidence in the fact that different languages have very different words for the
same phenomenon, This signifies the divide of world into categories of content. These
categories, or ideas of how the world is ordered, are not always dictated by the physical
realities thems:ives: they are often culturall ¥ specific. For instance, the colous category
brown’ does 1ot exist in certain cultures, and the colour that we now call ‘orange’ and

then a couple of centuries ago its name began to be a lied to a particular art of the
[ g P P

spectium had always existed, What change was the fact that people began to name jt and,

in doing so, stasled 1o recognize it as a colour in its own right.

Literature Review
Graphic Desisn
The term graphie design refers to how

designer) choore and structure the
a style-the manner

the art director and graphic artist (or
artistic elements on an
in which a thousht or
wrtistic elements and blending them in
[unctional or artistic. The latter can
interpretation by a scientist to hi
distinetion  witl imagin

graphic
advertisement. A designer sels
image is expressed-by choosing particular
4 unique way, (Arens, 2003). Graphics can be
be a recorded version, such as a pho
ghlight essential features, or

ary graphics may become blurred. Graphic design is also a
collaborative process between g client and

A designer - in conjunetion with producers of
form (i.e., printers, programmers, sign makers, ete.) - To convey a specific message to 2
targeted audience. The term Iso refer to a number of artistic and
al communication and presentation. The field is
U Communication or Communication Design, Various
methods are used (o create and combine words, symbols, and images 10 create g visual

representation of (1898), Saussaure (1916). Morris (1971),

tograph, or an
an artist, in which case the

"graphic design" can a
professional disciplines that foeus on visu
also often referred to as Visy:

ideas and messages. Pierpe
Eeo (1976). Paul ( 1948,

A eraphic dusigner may use lypography, visual arts and page layout lechnigues to
produce the final resyll, Graphic design often refers to b
which the communication is created and the

Commaon uses of graphic design include

publications {masazines, pe

oth the process (designing) by
products (designs) which are generated,
identity (logos and branding), web sites,
Wwipapers, and books). advertisements and product packaging,
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For example, a product package might include
pure design elements sueh g shapes and color
ol the most important features
materials or diverse elements.

a logo or other artwork, ereanized text and
which unify the piece. Composition is one

of graphic design, especially when using pre-existing

The Encyclopedia af’ Semiotics Paul (1998) states
semiolics, or (o apply it, means to understand, in addition to lechnological, social,
physical, and other aspects, that the sign process emho
of what was designed. These forces into
component of the design semiosis.

died in design continues in the use
the equation of design the future user as g

Design and design products can be interpre

their conerete realization, they are not semiotic entities, but rather the re

needs and desires. Accordingly, while the s

important factor in the user's decision o buy it, the most important factor will be (he
product’s performance, This raises the issue of design value and
During the documented history of design,

sult of human
ymbolism of a certain design might be an

criteria for evaluation.
Various criteria were acknowledged: formal
qualities, utility. functionality, adaptability, among others.

The semiotic functions of design — its practicality
the symbolism Ascertained through the convention
structuralist-based dualistic semiotics (elaborated b
consideration, these functions
aspect of design interaction)

» aesthetics, the theoretic aspect, and
of design — were suggested from a
¥ Mukarovskyy), Taking process into
need 1o be complemenied by heuristics (
- tognition (what we learn in
artifacts), and EXpressivity (the originality of design). If
semiotics, then degign is,

the .inguisitive
interacting with designed
we look at desipn as applied
in the final analysis, the process throt
appropriate to intended tontexts of interpretation and use are generalized and ntegrated
in new practical ex periences, Contemporary design expresses this new condition in many
ways, making extensive use of naw technologies in order to model VArious contexts,

1gh - which signg

Semiotics

There are two major traditions in modern semiotic theory.

European tradition and was led by the Swiss-French linguist Saussure (1216). The other
branch emerged out of American pragmatic philosophy by its primary fonader
(1E98). Saussure sought to explain how al] elements of 3 language are taken gy
compaonents of a larger system of language in use. This led 10 a formal discipline which
he ealled semiology. Peiree's interest in logical reasoning led him to inye:
categories of

stigate diflerent
signs and the manper by which we extract meaning rom them.

One branch is grounded in g

. Peirce

that, for designers 1 be aware ol

ted as signs. But as products, regardless of
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Independently, Saussure and Peirce worked to better understand the triadic relationshi
I
between physical sigis, the objects to which they refer, and the human inlerpreter.

The smallest unit of analysis in Saussure's semiology is the sign made up of a signifier
ar sensory pattern, avd o signified, the concept that is elicited in the mind by the signifier.
Saussure emphasized that the signifier does not constitute a sign until it is interpreted.
Like Pluto, Suussure recognized the arbitrary association between a word and what it
stands lor. Word selection becomes a matter, not of identity, but of difference.
Differences carry signification. A sign is what all other signs are not (Saussure, 1916).

Peirce (1898) shared the Saussurian observation that most signs are symbolic and
arbitrary, but he called attention to iconic signs that physically resemble their referent and
indexical signs that possess a logical connection lo their referent Peirce (1898). To
Peiree, the relationship of the sign to the object is made in the mind of the interpreter as a
mental ool which Feirce called the ‘interpretant’. As Peirce describes it, semiosis (the
process ol sign intelrprelation) is an ilerative process involving multiple inferences. The
signifier elicits in th: mind an *interpretant” which is not the final signified object, but a
mediating thought that promotes understanding. In other words, a thought is a sign
requiring interpretation by a subsequent thought in order to achieve meaning.

This mediating thought might be a schema, a mental model, or a recollection of prior
experience thal enables the subject to move forward toward understanding. The
‘interpretant” itsell becomes a sign that can elicil yet another interpretant, leading the way
toward an infinite series of unlimited semicses Eco (1976). By this analysis, Peirce shifts
the focus of semiotics from a relational view of signs and the ebjects they represent to an
understanding ol semiosis as an ilerative, mediational process.

An important coneepl in semiotics is that signs and meaning are unlimited. Called
“unlimited semiosis," this principle makes it clear thal one sign or set of signs can take
the place of some other sign or set of signs in a theoretically infinite process. If this were
hut passible, then artists would eventually run out of signs with which to carry meaning,
i that would be the end of art itself. Morris (1971) was a semiotician who adapted
Peiree’s work to a form of behaviorism derived from the influence of his teacher, George
Herbert Mead (1863-1931). For Morris, semiotics involves goal-seeking behavior in

which signs exercise control, Morris, (1971) identified four aspects within the process of
SCIMIONLS:

The sign venicle which orients a person toward a goal,
The mterpraeter, or the subject of the semiotic activity,
The designutiom, or the objeet to which the sign refers, and

i

I'e
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1. The ‘interpretant’. which is the cognitive reaction elicited in (he mind ol the
interpretm'{Morris, 1971; 19, 38).

Semiotics is probably besi-known as an approach
it is characlerized by a concern with
semiotic analysis which iny
(such as a text or socio-cult
Loppositions, correlations

1o fextual analysis,
structural analysis. Structurnlic
olves identifying the constituent units in
ural practice) and the structural rel
and logical relations).

ind in this form
I therefore does
o semiotic system
ationships between theimn

What is Signs?

We scem as o $pecies o be driven by a desire 1o make meanings: above all. we are

ly Homo significans - meaning-malkers. Distinetively, we make meanings through
our ereation and interpretation of 'signs’. Indeed. according to Peirce,
signs’ Peirce (1898). gi gns take the form of wards, imag
or objects, but such things have no
invest them with meaning. 'N

Sure

'we think only in
£s, sounds, odours, £ aAvVours, acls
intrinsic meaning and bee
othing is a sign unless it i inter
Peirce (1898), Anything can be g sign
something - referring 1o or standing

ome signs only when we
Preted as a sign', declarey

as long as someone interprets il as Signilying’
for something other than itself, We interpret things s

relating them 1o familiay systems ol conventions.
meanmingful use of signs which is at the heart of

stgns largely tnconsciously by It is this
the concerns of semintics.

The two dominant models of what constituges a sign are those of the linguist Saussure
and the philosopher Peirce. These we will be discussi

18I0 trn, Saussure offered g
‘dyadic’ or two-part model of the sign. He deli

ned a sign as being composed of:
a 'signifier’ (signifiant) - the form which the sign

ikes; and
The ‘signified’ (signifié)

- the coneept it represents.
The sign is the whole that results from the
signified E&Hﬁ,ﬂ_li{[_']g]ﬁ}. The
relemred 1o as signification’

association of the
relationship between the signifie
» and this is represented i the 5
marking the wo elements of 1l

signifier with (he
roand the signified is

aussurean diagram by (he
arrows. The horizontal line 1e sign is referred to as (e b,
I we take a lin Suistic example, the word 'Open' (w

hen it is invested witl; meaning by
someone who encounters it on a

shop doorway) is o sign consisting of:

A signifier: the word open;

A signified concept: that the shop is open for business.
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A sign must have both a signifier and a signified. You cannot have totally
meaningless signifier or a completely formless sienified

Outdoor Adwvertising

Outdoor advertising is the oldest established form of acdvertising, and svidence
ol its use has been found in Greek and Roman remains. This is not surprising
because, even in those days public announcements had to be made, and wall was
as good as a piace as any on which to carve a message. Today, outdoor
advertising has seen innovations such as the illuminated bus-shelter poster
(ADSHELY: the moving, illuminated newscaster, spelling out its message high up
on a building: or the spangled flutter signs, common in Asiatic cities, which are
now to be seen i London. It is applicable and creditable of note that cutdoor as

an advertising communication tool also employ graphic designs as a means of
COMMUIHCATInG messages.

You cannot become perfect in advertising if you do not know how to relate
with your target audience either by oral or written communication. The message
in which outdoor relayed to its target audience is aimed to be understood by the
recipients. Outdoor is a medium of advertising which is used for exhibition
displays. It is uscd as a directional sign or for advert at a particular venue — for
awareness which is known as advertising. It is called outdoor

advertising because
it was first produced by a company known as Roller up.

As a medium, outdoor are acdvertisements placed upon structures along major
transport roules and at places where people converge. They rely upon colour, pictures and
A few words to convey a message. After delivering the message in its desired form or
size, the medium 15 no way responsible for securing reading or attention (o the message
which is the responsibility of the advertiser Arens (2003). We adopted these theories

because the signals, signs and symbols on billboards are indeed needed to understand the
intentions of advert copy writers.

In summary, [ur effective meaning explication of graphic designs in billboard
advertisements the signs i.e. the wording may not have much unpact on the readers as the
symbols or the graphics which often make a lasting impression on the readers.

Methodology
The sample population of this study was limited to the billboards advertisements

randomly  selecled  within the  lkeja/Ogba  axis of Lagos state. The bill board
advertisements ol various produets therefore formed the subject of the research study.
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Research Instrument

Since the study is based on content analysis, it focuses on outdoor

advertising, to
elicit information

about the problem of the study. Meanwhile, cerfain outdoor
advertisements (billboards) were selected at different location of Ikeju/O

2ba axis and the
content of the messages were analyzedd in order to answ:

o1 the sel questions stated below:

(1) How has design been in consonance with content in outdoor adve
(4)

(3)

rlising?
How well do people understand graphic design messages on billboards?
How has design performed its advertising functions in billboards?

Data Analysis and Discussion of Findings

How has graphic designs been in consonance with content in outdoor advertising?

The New Face of Happiness {Maltina)

Sharing happincc=

The Maltina bottle and the Maltina can with newly designed label stand for

face’ and what people have been deriving from the product (Maitina)
‘happiness’.

“The new |

“The new
stands  for
The picture of the product is a perfect illustration of the advertising mess
ace of happiness’. The new designed label of the product represents
connotes the message the ‘new face” while the content of the product Maltina which is
still the same in taste and value connotes the meaning

“happiness’. In other words, the
‘new face ’, signified by the produect’s new designed label, becomes the signifier.

age
or
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Non-Stop Vitality (Bournvita)

T
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In the illustration, we have the product bournvita, a clock and dilferent set of people
reflection, engagine in different sporting activities. The clock and the refleclion of peaple
cngaging in the sporling activities stand for ‘non-stop vitality’. The point of this
advertising message is o present bournvita as a food drink that provides all the essential
nutrients for daily activities, The ‘non-stop’, signified by the clock and people engaging
m different sporting activities, becomes the signifier and the “vitality’ signified by the
product bourvita also becomes the signifier.

Avoid Congestion Go Airtel (Airtel)

8 M s el
ety L Lo
A

itk

i g s

]

e

f
gl
13

ir
iy

In this advertisement, we have a traffic jam situation where motorists are on hold. The
traffic jam siluation stands for congestion. The picture is a unique illustration of the
message “avoid congeslion go airtel’. The meaning of traffic congestion is to show the
need for using airtel network rather than other network that is too jam packed and
congested with minimum services, In other words, ‘avoid congestion’, signified by the
tralfic jam sitvation, becomes the signifier.
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(%) How well do people understand graphic design messages on billbourds ?

At this point, the qualitative research technique was adopted for obt.
responses to how people think and feel. Some certain people were se
At the Ikejn-Ogba area where rthe billboards age being selected.

uning in-depth
lecied Tor iterview

We Have Tried Omo and it Worked.

=

e T e e a -

According to a male participant and a female participant on the advertisement, the
following information are retrieved from them as their responses,

Facilitator: do you understand the ahove graphic design used in the advertising message?
Male participant: T do see the bilthoard on a regular basis
illustration used on the billboard is already p
are demonstrating how

and what I feel is that, (he
assing the intended message wherehy people
effective OMO is on tough stains. Female participant: the OMO
billboard advert seems very simple and easy to understand because the headline “we have

tried OMO and it worked' is simply illustrated by people who are rying 1o see how
eltective OMO is on stains in a door-to-door challenge,

Some Things are Without Equal (Guinness)

et
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Male participant: it is confusing because 1 did not really

get the message at first until
when 1 pondered o ver it again and again

that the Guinness extra stout
content than its comipetitors.
d4ys not paying attention to it
nessage is trying o convey is
brand in its brand seement. Another male

uinness advert is easily understood by him. He proceeded
saying that the advert is irying to tell its intended audience that the product is richer in

Quality, more in its content and also is perceived as the best in the stout brands.

then found out
olume and richer in
Female participant: 1 do see the billboard advert but alw
because T don't drirk the product. What I feel the advert
that Guinness is not the same as every other
participant concluded that the G
by

message is lking about more in v

Eleganee Female Condom
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According o another male respondent around

the Ogba area where the billboard
advertisement is lecated gave his own

understanding on what the advert means.

Male participant: although have not seen

a female condom before, but gelting to see
this billboard makes me to know that

for real, female condom exists. My own

ertising messages is that the woman ill

ustrated represents
fulfillment and approval of

the Elegance Female Condom which is good in the area of
child spacing, protection dgainst sexual transmitted infections and HIV. Female
participant: the advertisement to my understanding is simply saying that, the condom
helps in child Spacing, protection against sexually transmitted infections and HIV. 1 also

see that the woman smilin g represents satisfaction since the message is telling us that the
condom i ‘so sensitive’

(3 How has design performed ies advertising functions in billboards?

Here we shall look at (he above rese:

1ch question in term of persuasion, awareness and
rebranding.
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In this advertisement, it can be seen that there ig g Presentation of *New Milo® with un
illustration af g young boy stretching forth o mug with Milo nseription. The piciure of
the boy stretching forth the Mila mug in his hand stands for ‘One Moye!”
Yawning for more sreat taste of Milo. This advertisement can be seen
persuasion funcrion wherehy the message content ‘One Mora’
more great r;lmtr.—'. is hereby encouraging
This advertisemeant also perform:

tlepicting the
as performing 2
depicl by vawning for
its intended audience 0 go for the ‘New Mila’,
s the function of rebranding and
i the adverfisement is presented as ‘New
improved product and also reby
preduct as ‘hlem'¢ Milo’.

awareness. The produyc
Milo’ where creati

NZ an awareness for an
anding because the mess

age content is miroducing the

The New Fage of Happiness (Maltina)

The Malting Emile and Maltin

a Can drink with newly designed label stand for ‘New
Face" which is

presenied in bold faces and what the PEO
product. Maltina stands for ‘happiness™, Thig advertisem
unetion of pe suasion, awareness and rebranding.
the advertising message represented by the new
and the Awareness funclion whereby the intended audience are made aware of change in
brand design but same in content Also, the ‘happiness® use in the message content of the

advertising messagze represented by the produet Maltina performs {he persuasion
lunction,

ple have been deriving from the
ent also performs the idvertising
The ‘New Face’ used in the content of
designed label performs the rebranding
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Craphic Designs as Semiotics: A study of Outdoor Adwy

srtising in Sclected L;_GA il 1..'1;%1':}; Siade U3

|
bothered ﬂh!DL!‘; sexually transmitted infeetions a
e ufchih!] spacing,

)

- 1 I -
This canlalso be related to Omo advertisement w
up spark

wd HIV and also, a desiee tulfillzd in the

here we have differen people raising
I'mq; white clothes. This illustration which is

signifier w pnother. The people raising up sparkling

- —_— Al . T F 5
Lmo and itjworked” and also signifies ‘Omo door-to-door staing challenge’.
. .

the signified can be shifted from one
white clothes signifies “we have tried

Williamson (1978) also discussed how the relationships between (he i&:i;:ns in advert,
have meaningful effects. Using two perfumes adverts, one of Ch
1978). Williamson quickly noted how th
Wonmen :111—:5 transferred within the
advertisi :1g.i

anel and one of Babe
e signified avached to the two
adverls from the women to the e

Williamson| (

tlumes they are

iL'n’pllt‘.Eli.‘;imq

| - ' - - .
prcf»l:;!em of using the right designs, pictures, coloy
fundamental problem that ecould cause ineffective
i | A
b comes o pdvertisement

The s, fonts and so on is a
advertising messages, especially when
s that has to make use of graphic Jdesigns. Many
today have it thart, meaning associated with image
1o IJi*.-’E!'gl::]'Ié interpretations of the billboards,

|

advertisements
ry were consistently discrepant and led

Semiotics therefore pravides the foundation accord
|
understanding of branding and

reader. Graphic designs in ad

ing to which we can develop an
messaging through determining interpretation by the
vertising should aim at ensuring that when designing an
au]verliﬂ[ngifczlmpuign that the meanings are clear to the target audienee that they are
trying to reach. The specilic interpretation that the design seeks and the action |hal lhe
designer w!lmls the readers to undertake needs to be foregrounded. We can therelore

i | - . . a . v - .
conclude that there is a strong relationship between signs in adverts and their semiatic
signification.
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