VISUAL COMMUNICATION AND ADVERTISING
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information,
feelings...)
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Agent who receives
information.
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Encoding (language) -
Signs and rules that are known by both agents (transmitter and receiver) in order to encode and decode the
information.

For example: language (words that we know and understand), symbols, emojis, text speak, common culture
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Channel -
This is the means of communication that is used to send the message by the transmitter.

For example: radio (voice)
book, newspaper (text)
photograph, painting (image)
tv, video, cinema (audiovisual)
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transmitter receiver

Noise -
Any problem that worsens the communication. Noise is interference with the decoding of the messages.

For example: too many images (overstimulating), grammatical errors, too similar to another message
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Context -
This refers to the conditions that precede or surround the communication.

For example: different countries (Spain vs Denmark), different years (1980 vs 2016), different communities
(Galicia vs Andalucia)



WHAT’S VISUAL COMMUNICATION?

Visual communication is the communication process made up through images or
visual representations such as photographs, drawings, paintings, comics, videos,
films, etc.

The visual language is intuitive. This means that everyone is able to understand
the 2D or 3D image because it is a code that we learn in a natural way in our
society (without even trying).
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The language of photography is very intuitive, but
the language of the comic uses a code that we must
learn to understand the message completely.

Why is the comic difficult to understand?

Can you “read” the photograph to the left? What
does it say to you?



KINDS OF COMMUNICATION ACCORDING TO PURPOSE

Informative - Intended to communicate information (usually in newspapers, TV news, etc)
Exhortative - Intended to encourage, incite, or advise (advertising, signage, traffic signs, etc)

Expressive - Intended to express feelings or human sensations (painting, drawing,
sculpture, architecture, cinema, etc)

Aesthetic - Just intended to show beauty (jewelry, painting, etc)

Usually the author or a visual message tries to integrate several of these. For example, you
can make a very beautiful image although the main intention is informative. So a press
photographer can try to take expressive photos to illustrate an event for a newspaper article.



Una nueva Viba.

Example #1: Press advertising
What's the object for sale?
This advertising could be found in

What kind of visual communication is it?
(informative / exhortative / expressive / aesthetic)

What is shown to us and why?

Is there another non-visual language to
support the message?



Example #2: Advertising on the
street. This ad is on a crosswalk.

| What's the object for sale?

] This advertising could be found in

| What kind of visual communication is it?
(informative / exhortative / expressive / aesthetic)

What is shown to us and why?
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Example #3: Technical
language
What is this?

Where could this be found?

What kind of visual communication
is it?

(informative / exhortative / expressive /
aesthetic)

What is shown to us and why?

Is it necessary to know a code to
understand?



Example #4: A jewel necklace

What is the reason for using these
objects?

What kind of visual communication is
it?

(informative / exhortative / expressive / aesthetic)




Example #5: Building

Who is the transmitter?

When was the message delivered?
What is the message?

Who is the receiver?

What kind of visual communication is it?
(informative / exhortative / expressive / aesthetic)

What is the context of this building?
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Example #6: 77?7
What's the object for sale?
This advertising could be found in
Who is the receiver?

What kind of visual communication is it?
(informative / exhortative / expressive / aesthetic)

What is shown to us and why?
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Example #7: 77?7
What's the object for sale?
This advertising could be found in
Who is the receiver?

What kind of visual communication is it?
(informative / exhortative / expressive / aesthetic)

What is shown to us and why?



Objective and subjective images

The fewer interpretations the image has, the more objective the image is. So traffic
signals are very objective images because another different reading is not
possible. But an abstract painting is a very subjective image because you can
interpret it any way you want. Between these two extremes are different kinds of
images which are more or less objective ... or more or less subjective.

very objective

very subjective
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more subjective / less objective

more objective / less subjective




Abstract and Figurative images

Figurative image: The real object and its representation are connected. We can recognise
the model.

Abstract image: The observer can’t recognise any real object in the representation.

Iconicity status: The similarity of an image with the object represented. An icon is a visual
representation of something. An icon can represent a person, place, object, idea, business,
group of people, or other noun. Iconicity is the use of an icon to stand for something else.

e "Nooooo!" The extra letters add length to the word, signifying that the word is stretched
out when spoken.

e 1791 is a representation of the year Seventeen Hundred and Ninety-One.

e A picture of an apple is a representation of the Apple Corporation.


http://www.yourdictionary.com/icon
http://www.yourdictionary.com/iconicity

Interpretation of images

Any image can be read in two different ways: objectively and subjectively

OBJECTIVE READING

The viewers describe the objective

characteristics they see in the image. These

do not depend on the viewer. Examples:

Size and proportions

Iconicity status

Objects, people, etc

Composition

Texture

Colours (tones, luminosity, saturation,
temperature...)

Framing

Angle

Light

SUBJECTIVE READING

The viewers describe the personal
feelings or ideas the image suggests to
them. Examples:

On the whole

Meanings

Interpretations

Emotional reactions
Individual taste or preference



For the following images,
do the following:

e Describe the image objectively.

e Describe some possible subjective
interpretations.

e Do you think this image is more subjective or
objective?
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Mark Rothko - Blue, Orange, Red (1961)




Pablo Picasso - Les Demoiselles d'Avignon (1907)
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Fashion advertising: Lacoste
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For the following advertisements,
answer the following:

What is this advertisement selling?
What is the brand?
What is the slogan?

Where might you find this advertisement?
o Magazine, newspaper, television, bus stop, etc

e Do you like the ad? How does it make you feel?



\BSOLUTE POWER

NTRODUCING THE POlestar’oPTIMISED 240BHP

pdle

OFFICIAL VOLVO

i VoIvoVXCE99 | )

-

Volvo. for life

WEARNES
AUTOMOTIVE

pesiondrven - snce 1906 249 Alexandra Road Singapore 169935 New & Pre-Owned Sales: 6473 1488 Leasing: 6876 5063 wwnwyolvocars comsg Specifications may vary from picture shown.















NEW PAJERO FULL

IT's MmoRE
THAN TECHNOLOGY.
IT'S INSTINET,

AWCA, Stabaimy

in twrm of breaking,
[controlling

and correcting

e e s Coueye,
without hefg

from the crives




You Can Now Purchase Metallica and
Slayer Shirts at H&M

FEBRUARY 16TH, 2015 AT 3:30PM  BY AXLROSENBERG f o/ W 77

Fashionable retail clothing company H&M, in what can | only assume is an attempt to compete
with the increasingly-metal friendly Urban Outfitters, is now selling multiple shirts and tank

tops featuring the logos of various metal bands, including Metallica, Slayer, and Guns N’ Roses.

Here are the goods, as modeled by some very sad-looking, androgynous medels who looks like

they could really use a sandwich:
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SHELLAC « EXPLOSIONS IN THE SKY = LES SAVY FAV « PISSED JEANS - POLVO
FUCK BUTTONS « DEVASTATIONS « THOMAS BRINKMAN « TRAD GRAS OCH STENAR
DEERHUNTER « BORIS « OM « DR OCTAGON (AKA KOOL KEITH * KUTMASTA KURT)

AUTOLUX « MV / EE « THE GOLDEN ROAD « EDAN * GUEST DAGHA « SILVER JEWS
SIX ORGANS OF ADMITTANCE « AWESOME COLOR « KINKSI « TIMES NEW VIKING




YOU SAW YOU!
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INTERNATIONAL

ANIMATION | 4 33
FESTIVAL

SEPT
18-22

GET IN TOUCH WITH
YOUR INNER CHILD.

AND LET IT
PLAY IN TRAFFIC.

ANIMATIONFESTIVAL.CA
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NUEVO PEUGEOT 308 SW
NUEVOS MOTORES ECO-EFICIENTES
BLUEHDI Y GASOLINA PURETECH

PLAN PIVE |
CON EL NUEVC

NUEVO PEUGEOT 308 SW

MOTION & EMOTION

PEUGEOT




Traspasa el agua. Proteccién so

PIZ BUIN® WET SKIN™ con Tecnologia Aquaflex™ se absorbe
No deja marcas. Proteccit
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MULTIPLES COLORES. PLACER UNICO.
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Acer recomienda Windows 8.

€ TOUCH MORE

Acer | Touch & Type

Reinventando la experiencia tdctil.
Explora cémo ser un poco més habilidoso, mas creativo, més productivoy més libre para ser td mismo.
Entra en contacto con nuestros productos en acer.es y
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subvertising = subvert + advertising

Subvertising is a combination of “subvert” and “advertising”. It refers to the
practice of making spoofs or parodies of corporate and political advertisements.
Subvertisements may take the form of a new image or an alteration to an existing
image or icon, often in a satirical manner.




For the following
subvertisements,

consider the
following
guestions:

Does the subvertisement use a
familiar image, icon, or slogan?
What is the subvertisement’s
message?

Who do you think made the
subvertisement?



‘ = A i i . e \

I’m gainin’ it®



McDiabetes
- R










Do you want
fries with that?

McDonald’s. Cruelty to go.

W Free veg starter pack: 1-888-VEG-FOOD » www.MeatStinks.com
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THE SURGEON GENERAL WARNS THAT
SMOKING IS A FREQUENT CAUSE OF
WASTED POTENTIAL AND FATAL REGRET.




SURGEON GENERAL'S WARNING:
Smoking causes hypothermia
as well as premature death.
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Thinner than ever,
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Name these brands Name these plants
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