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Abstract:

The current study aims at the analysis of verbal language, pictures, and
other images of advertisements, which are pregnant with meaning
potential. Such images are structured through visual grammar that can
be employed to translate the meanings of images. The study focuses on
investigating the linguistic (verbal and non-verbal) techniques
employed in advertisements by educational institutions to persuade the
readers. The study undertakes six advertisements of three chains of
educational institutions of Punjab (Punjab Group of Colleges, Superior
Group of Colleges, Aspire Group of Colleges) for the multimodal
analysis applying visual grammar (Kress & van Leeuwen, 2006) to
examine the representational, interactive, and compositional meanings.
The results espouse and advocate the theory of visual grammar and
emphasize the potential of non-verbal language to formulate and
convey several layers of meanings. The conclusions drawn, support the
idea that images help in influencing and shaping the minds in favour of
one, ignoring and rejecting the other.
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I. Introduction

Advertisements are the source of verbal and nonverbal information that
captivate the public by unique colour schemes, outlook, graphology, and the pragmatic
agendas behind the texts. The language of educational advertisements imparts the
perception of producers to propagate their desired goals. It can be observed that visual
information is presented in relation to text to generate purposeful meaning. Such types of
linguistic and non-linguistic structures can be analysed by using multimodal tools.
Multimodality deals with the psychology of senses and it is about the integration of
different communicative resources such as verbal, visual, sounds, etc. as all texts are
multimodal (Kress & van Lueewen, 1998).The significant function of symbols, colours
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and pictures in advertising material is observed (Kress & Van Leeuwen, 1996).
According to Kress and Van Leeuwen (1996) the pictorial element of a text is structured
and organized to convey the message free of any textual context.

It has been observed that a few agreed upon methods are available for
expressing the way images and composite texts are read (Anstey & Bull, 2000;
Unsworth, 2005). During the last few decades, Van Leeuwen and Kress (1996 & 2006)
and O'Toole (1994) provided grounds for research in multimodal discourse analysis.
Kress and Leeuwen (2001) have particularly focused on methods of multimodal analysis
integrating both linguistic and visual aspects. They are, therefore, considered the
founding fathers of the discipline often called visual and multimodal studies (Jewitt,
2009). The field of multimodal research has significantly extended during the recent
years and is widely used by academic researchers, like Hardy & Callow (1999), Jewitt &
Oyama (2001), Ouwu & Akinkurolere (2015), Kuswandini (2018), Guo & Feng (2017),
Hussein and Fattah (2020).

The objective of multimodal analysis is to unearth and dig deep the
relationshipbetween power and meanings with the help of various modes i.e. verbal,
visual, and aural (Kress & van Leeuwen, 2006; Machin, 2007; Jewitt, 2009). Multimodal
analysis is becoming a trend to analyse text in various domains, e.g. multimodal analysis
of posters (Belgrimet & Rababah, 2021; Al-Azzawi & Saleh, 2021), analysis of news
pictures and images (Hussein & Fattah, 2020; Bi, 2019), title pages of magazines
(Machin & Thornborrow, 2003), magazine advertisements (Bell & Milic, 2002),
children’s storybooks (Guijarro & Pinar Sanz, 2008), online advertisements (Harrison,
2008), films (Maiorani, 2007), beauty product adverts (Harrison, 2008), and surgical
websites (Moran & Lee, 2013).

The framework suggested by Kress and Van Leeuwen (2006) has been
challenged as being subjective, that is, the authors accredit semiotic values to different
camera angles and different locations in the visual space-based in observation alone. The
great benefit of their method for reading visuals is that it allows multiple readings of the
same visual texts. It provides detailed and explicit methods for discerning the meanings
established by the structural relations between people, places, and things depicted in
images. The meanings are described as not only representational (the representations of
entities whether physical or semiotic), but also interactive (images construct the nature of
the relationship among the participants) and compositional (composition of information
value or the relative emphasis among the participants of the image). Rather than
assigning the value to the visual space and camera, we are guided to the query how we
perceive the hypothetical concepts through camera positioning and visual space. As a
result Kress and Van Leeuwen (2006) present the idea ‘left is given’. Taking this leftright
positioning as a standard, human beings write and read from left to right in many
cultures, especially the English (Rogers, 2005). Information presented at the left side is
considered as given while that on the right as new.

The research endeavours to examine the linguistic and semiotic characteristics
of the advertisements of three chains of educational institutions i.e. Punjab Group of
Colleges (PGC), Superior Group of Colleges (SGC) and Aspire Group of Colleges
(AGC), from the viewpoint of the means employed by the producers of the
advertisements to portray their ideological image and to influence the minds of the
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readers. The focus of the study isto analyse the ways in which visual information is
presented in relation to text to generate purposeful meaning in the advertisements. Lastly
it probes into the correlation between the textual information and the images in the
advertisements to determine how meanings are created. The study will focus on the
following specific questions:

e What semiotic choices are used to influence the minds of the audience?
e How are persuasive written language and visual images, as the components of
multimodality, used in advertisements?

I1. Research Methodology

The present research is based on the Systemic-Functional viewpoint of
multimodal discourse analysis. Selected educational advertisements were analysed and
investigated by means of the visual grammar (Kress &Van Leeuwen, 2006) adapted from
the three meta-functions of language (Halliday, 2014). The study investigated the three
layers of meanings i.e. the representational meaning, the interactive meaning and the
compositional meaning. Visual texts are composed by applying certain techniques to
generate meanings including gaze (demand, offer), vector line, salience (placement,
colour, size, focus, distance etc), framing, perspective (foreground, middle ground, back
ground), positioning of elements (centre, off-centre), compositional axis (vertical,
horizontal), ideal vs real, juxtaposition, shots and perspectives, etc. All these elements
have their role to play in the meaning making process of visual grammar.

I11. Data Analysis

This section deals with the detailed analysis of each advertisement by using
multimodal discourse analysis proposed by Kress and Van Leeuwen (2006). Six
advertisements of three private sector groups of colleges working in Punjab were selected
for the analysis. Analysis of these ads is done by applying the three meta-functions of
visual grammar (Kress and Van Leeuwen, 2006), a theory based on systemic functional
grammar by Halliday(2014).These meta-functionsplay vital role in an advertisement to
influence the attention and interest of the students and the general public. The analysis
was conducted on the advertisements taken from Punjab Group of Colleges (PGC),
Superior Group of Colleges (SGC) and Aspire Group of Colleges (AGC) respectively.

A. PunjabGroup of Colleges (PGC)
Figure 1: Advertisement of PGC: Sample one
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Representational Meanings

Figure 1 is an action narrative process as it involves two actors and one goal.
Two female students are presented in a process of reading a book. The vector line is
drawn as their facesarepresented leaning upon a book,with a tranquilsmile. It makes the
audience conceive the idea that the students are reading the book delightedly. It is also
observed that the goal of the process ‘the book’ is blurred. The book is in a continuous
flip. The pages are continuously turned. It suggests that the actors are reading the book
for a long time. This idea also confirms that the reading process is done from a longer
period of time. All these elements narrate the verbal equivalence of the visual
representation that the students are reading the book excitingly.

Interactive Meanings

Figure 1 includes a close up frame in which two participants i.e. college female
students are presented at a close up angle as compared to the background. The back wall
of the room where the two participants are sitting is blurred. Hence, it portrays them at a
frontal line making the advertisement lightly interactive. Furthermore, the visual
representation of the participants is equally close up with the caption written on the
advert. It emphasizes the meanings that both the planes are equally foregrounded. The
participants have a close personal distance, which suggests the serene relationship of
understanding between the main participants and the viewers. It is evident that the
producer of the advert is moving along a horizontal angle. It represents an interactive
relationship between the producer and the represented participants. The modality in
Figure 1 is shown in the Table 1 below.

Table 1
Modalized . Expression of Degree of Coding
Composition Modality Markers Modality Modality Orientation
1. Articulation of Detail Least representation of low
details
. Full representation of
2. Contextualization background low
3. Colour Saturation limited colour saturation high Common
Be Smart for — =<7 sense
Preraring Differentiation undiversified colours low Naturalistic

Before-Hand

" } Maximally dee . Coding
5. Depth Articulation perspe)c/:tive P High Orientation
Full representation of
6. lllumination the play of light and High
shade

Compositional Meanings

The first aspect under study is the information value. This advertisement is
structuredfrom left to right of the participants, i.e. the students are presented at the left
plane, while the caption is structured at the right side of the advert. It signifies that the
information on the left side is deemed as given information while the right side
information is portrayed as new. Regarding the information value of the salient features
of the advert, such as foregrounded participants, high colour contrast and large size of the
participants are significantly playing their role in the composition. Along with the
salience, the advertisement is strongly framed.
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Figure 2: Advertisement of PGC: Sample Two

d

Lo e

Let your
Intel Iect
have a

Broader;
ISIOIj

- L

Representational Meanings

Figure 2 includes two participants, i.e. the man sitting on the books and the outer
world. This presentation is an action process, i.e. the man as an actor is involved in
engineering the outer world. The outer world which is engineered in his laptop is
visualized more clearly as he is sitting on the books high from the skyscrapers of the city.
It can be conceived that the actor is made to visualize the outer world more clearly in the
books. The vector line is drawn from the direction and place of his posture towards the
skyscrapers of the city. The pile of the books serves to broaden the vision of the reader to
look at the world.

Interactive Meanings

In Figure 2 the producer has shown estrangement with the viewer. The
advertisement presents a long-shot in which the participant is placed at considerable
distance from the viewer. It also indicates the full-fledged frame of the participant sitting
at the bulk of the books. Moreover, the view of the city skyscrapers is presented at very
long shot. Hence, these features make the advertisement less interactive. In addition, the
participant is portrayed at horizontal plane. The participant makes a horizontal line with
the caption of the advertisement. Hence, the producer has placed a frontal plane with the
represented participants. Moreover, the modality value is medium because the colour
contrast is neither too high nor too low. The colour of the plane is contrasted in a way
that red and blue colours are diversified. The modality of the image is shown in the Table
2 below.

Table 2
Modalized . Expression of Degree of Coding
Composition Modality Markers Modality Modality Orientation
1. Articulation of detail least representation low
of details
2. Contextualization Full representation of .
High
background
- — Common
Let your 3. Colour saturation limited colour low sense
Intellect have saturation naturalistic
a Broader 4. Colour differentiation undiversified colours High coding
Vision 5. Depth articulation Maximally deep High orientation
perspective
6. lllumination Full representation of
the play of light and High

shade
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Compositional Meaning

Figure 2 is structured from left to right. At the left position the caption is placed
while at the right side the participant is portrayed. The composition reveals that the
information at the left side is portrayed as given while at the right sideas new
information.

B. Superior Group of Colleges
Figure 3: Advertisement of SGC: Sample one

Our Plan IQ & EQ
Guarantees
Your Success In Life

Representational Meanings

Figure 3 includes two participants: one is the student in college uniform and the
other is the animate audience at which she is looking and probably interacting too. The
audience can be perceived as an aspiring student looking for a college to get admission,
or a worried father searching for a compatible place for study for his children, or the
market investor finding a place to invest for business. In all of these cases, the
participants is termed as the phenomenon while the college student is the sensor. Hence,
the process is a relational process. The eye line is from the student to the viewer
(phenomenon). The posture of the student is leaned at the open book placed at the table in
front of her and with a confident smile, she is interacting with the phenomenon (the
viewer of advertisement). This presentation portrays that the sensor (the student) is
confident and this confidence is imparted in her by the institution.

Interactive Meanings

Figure 3 is highly interactive. The producer of the picture is keen to interact with
the viewer due to the fact that the participant is depicted in a close up. The participant in
the picture is foregrounded. The background is dark and dull while the participant is
portrayed in bright and contrastive colour scheme. The close up shot of the participant
portrays that the producer of the advertisement is keen to interact with the viewer to win
his attention. The modality in this image is presented in Table 3 below.
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Table 3
Modalized . Expression of Degree of Coding
Composition Modality Markers Modality Modality Orientation
1. Articulation of least representation low
detail of details
2. Contextualization Full representation of High
background
Our Plan IQ & 3. Colour Saturation limited colour High Commonsense
EQ Guarantees saturation naturalistic
Your SLu_ccess In 4.quour L undiversified colours low coding
ife Differentiation orientation
5. Depth Articulation Maximally Qeep High
perspective
6. lllumination Full representation of
the play of light and High
shade

Compositional Meanings

In Figure 3, the information value is structured from top to bottom at the top
position. The value is ideal, it is reasonably more significant as compared to bottom level
information which is idealized or generalized value. Hence, the information is structured
in a natural categorization of information. Along with the information value, the salience
of the picture also plays its role in the composition. Although, the colour scheme is
limited, yet it signifies the sense of relatedness. Moreover, the framing technique has also
juxtaposed the content into well-composed structure. The continuity of colours makes the
picture strongly framed thus making it connected.

Figure 4: Advertisement of SGC: Sample two

TEACHING & LEARNING METHODOLOGY

Superior Group of Colleges has an
exclusive study Plan based on polishing
students’ 1Q (Intelligence Quotient)

#JoinSuperior

www. adu.pk

Representational Meanings

Figure 4 shows three participants which are a man, a girl and an inanimate
skeleton. All the three participants are involved in the process of teaching. It can be
observed that the vector line is drawn from the body of the man. He is standing around
the other participants and he is pointing towards it with a pen in his hand. It is inferred
that the man is a teacher explaining something about the skeleton to the third participant,
a student who is looking towards the man. Hence, we can infer the meaning that the man
in the teacher (actor) teaching (action process) the student (goal) about human anatomy.
The teacher and the skeleton are foregrounded while the student is foregrounded with her
face towards the teacher making the back of her head visible to the audience. It is
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observed that the advertisement tends to portray the action process of teaching involving
the actor ‘the teacher’ along with his goals, i.e. the student and ‘human anatomy’.

Interactional Meanings

Figure 4 depicts a less interactive value between its producer and the viewer.
There are several identifications that lead to this conclusion. First, the picture represents
the participants in long shot, which takes the picture away from the viewer and creates a
less intimacy between the participants and the implied viewers. The participants are
placed at the horizontal line which makes a frontal angle with the participant. The
modality in this image is presented in below (Table 4).

Table 4
Modalized . Expression of Degree of Coding
Composition Modality Markers Modality Modality Orientation
1. Articulation of detail  least representation |
- ow
of details
2. Contextualization Full representation .
High
of background
3. Colour saturation Limited colour High Common
Plan 1Q teaching saturation sense
& learning 4. Colour undiversified Hiah naturalistic
Methodology differentiation colours 9 coding
5. Depth articulation Maximally deep High orientation
perspective
6. lllumination Full representation
of the play of light High
and shade

Compositional Meanings

Figure 4 is structured left to right in terms of information value. Generally the
given information is presented at the left side. But here at the left side new information is
presented, i.e. the new information highly correlates with the given information. The
salience of the picture holds up the loose connectedness.

C. Aspire Group of Colleges
Figure 5: Advertisement of AGC: Sample one

—_—
ASPIRE

Become a part of
ASPIRE for an INSPIRED life

Representational Meanings

Figure 5 represents a relational process involving two participants, a student in
her college uniform and the implied viewer. The eye line can be drawn from the eyes of
the student to that of the implied viewer. The student is looking with a tranquilsmile,
while her gaze shows confidence. The student is a sensor and the implied viewer is a
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phenomenon. It can be observed that the contrast of projection between the front line
participant (the student) and her background is differentiated. In the background two
other studentsin the college uniform are also presented, who appear indifferent to the
implied viewer. They are made blur, a technique that puts them at no significant place in
the advertisement as compared to the main participant of the relational process.

Interactional Meanings

Figure 5 shows the close up shot. The main participantis presented in a close-up
frame as compared to the two back-grounded participants. The background participants
are blurred and presented in a long shot. The advertisementcreates a horizontal angle with
the implied viewer. Further, the modality is high which also results in high interactive
meanings. Colour scheme is diversified and broad. The modality of the advertisement is
shown below (Table 5).

Table 5
Modalized . Expression of Degree of Coding
Composition Modality Markers Modality Modality Orientation
1. Articulation of Detail least representation
; low
of details
2. Contextualization Full representation of .
High
background
Become a 3. Colour Saturation limited colour Hiah Common
- saturation 9 Sense
part of Aspire 4. Colour Naturalistic
for anLIi?esplred Differentiation undiversified colours High Coding
5. Depth Articulation Maximally deep Hiah Orientation
perspective 9
6. lllumination Full representation of
the play of light and High

shade

Compositional Meanings

Figure 5 shows the informational value of the advertising leaflet which is from
left to right. At the left position, given information is presented while at the right position,
new information is presented. The salience features of the leaflet also make it
considerably well-structured and well-composed. The framing is continuous which is
strong.

Figure 6: Advertisement of AGC: Sample Two
A ASPIRE

aspire to inspire

GROUP OF COLLEG

—

>— HEALTHY ACADEMIC
© ENVIRONMENT AT

=ASPIRE

..Vl%.
DF ~BEeme

= =
olarstiips
f‘?\fcﬂl—c’:ble
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Representational Meanings

Figure 6 shows the frame on the left side which includes a student in her college
uniform doing experiment with an instrument. Correspondingly, the leaflet includes two
participants. The process of measuring involves the student as an actor who is measuring
the scale as a goal with an instrument. In the second frame, a teacher (as an actor) in
teaching some students (goal) in a lab setting. In the third frame, a student holding a book
in her hands looks at the implied viewer. The process isrelational. An eye-line can be
drawn from the eyes of the student to the implied viewer. Therefore, the student is a
sensor and the viewer is a phenomenon. The fourth frame includes a student working on a
computer in a computer lab. The process is an action process because a vector line can be
drawn from the posture of the student; she is leaning forward to the screen of the
computer. Hence, the student is actor and the computer is goal. The next frame includes
two students in their college uniform looking at the implied viewer of the advertisement,
representing a relational process because the eye line can be drawn from the eyes of two
students to that of the viewer. Both the students are sensor and the viewer is the
phenomenon. The last frame includes four participants and all of them are students in
their college uniform. They are portrayed as examining some biological specimen at
microscopes. Hence, all the students are ‘actor’ involved in the process of examination of
biological specimen as ‘goal’ in aBiology lab.

Interactional Meanings

Figure 6 appears less interactive due to several reasons. Firstly, the advertising
leaflet is divided into multiple participants and no single participant is foregrounded.
Secondly, the leaflet is structured with the help of long shots. Each participant is
portrayed with a long shot which makes the leaflet less interactive with the implied
viewer. In terms of perspective,the horizontal angle is drawn from participants to the
implied viewer. Thirdly, the modality level is high as the leaflet includes sharp colour
scheme, i.e. the colours are saturated and colour intensity is diversified. The modality in
this image is shown in Table 6 below.

Table 6
Modalized . . . Degree of Coding
Composition Modality Markers Expression of Modality Modality Orientation
1.Articulation of detail least representation of |
- ow
details
2. Contextualization Full representation of .
High
Eniov Health background Common
njoy meaitny  —3~Colour saturation limited colour saturation High sense
Academic - — - — . -
h 4.Colour differentiation undiversified colours High naturalistic
Environment - - - )
Ataspire 5. Depth articulation Maximally deep High g:odmg
perspective orientation
6. lllumination Full representation of
the play of light and High
shade

Compositional Meanings

In Figure 6, the information value is neutral because there is no definite
alignment of information, i.e. it is neither from left to right nor from top to bottom.
Secondly, the salience features are also directive towards compositional meanings. The
colour scheme, saturation of colours and diversity of colours are significant in salience of
the leaflet. Lastly, the framing is continuous that makes it strong and well-composed.
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IV. Discussion

The research has explored the visual meanings and their collaboration with the
text in educational advertisements. Following conclusions can be drawn. Most of these
advertisements follow the action process in which the participants are shown involved
with the other participants, with their surroundings and setting. The advertisements of
Punjab Group of Colleges and Aspire Group of Colleges are more persuasive and
attractive than their counter-part i.e. Superior Group of Colleges, because of the adequate
use of action process, i.e. in their representation, they are conveying a strong
representation and relation of the participants. The advertisements of Superior Group of
Colleges have less intimacy level among its participants. At the level of the conceptual
process, the advertisements of PGC show equal distribution of power among the
participants. The analytical process represents part-whole relationship among the
participants as well as with the setting of the advertisement.

The second process is an interactional process that deals with the interaction of
participants within the picture as well as with the viewers. There are three processes
involved in this meta-function, first one is the size of the frame. All the frames are at a
close up angle showing an intimate relationship among the participants of the image and
the viewers. Here all the advertisements are creating a close-up angle. The frame used in
the advertisements of PGC and SGC are horizontal, and the angle at which the
information is arranged is a frontal angle, while the frame used in advertisements of AGC
followed a vertical frame. The horizontal angle allows the viewer to see things in their
surroundings. It helps us understand the world presented, as it not only gives us access to
the focussed object but also the context or background in which the object is placed,
providing us with a better opportunity to make a judgment. Horizontal framing also
provides the viewers with a sense of vastness, i.e. the large campuses, a phenomenon that
attracts the students more. The close-up and frontal angles create a sense of association
and care for the students on campus.

The third process in interactional meanings in modality, which is the level of
confidence of the producer as exhibited in the advertisement. It gives an idea how much
reality is portrayed in the advertisement. A range of modality markers are used to analyse
the level of modality prevailed in the advertisements. The average of modality of all the
advertisements is given in Table 7. The high modality indicates more comfort,
confidence, empathy, trust, importance etc.

Table 7
Modalized . . . Degree of Coding
Composition Modality Markers Expression of Modality Modality Orientation
1. Articulation of Least Representation of Low
Detail Details
2. Contextualization Full Representation of .
High
Background Common
PGC 3. Colour Saturation Limited Colour Saturation High sense
SGC 7 Colour Naturalistic
AGC e -~ Undiversified Colours High Coding
leferentlgtlon . . Orientation
5. Depth Articulation Maximally Deep .
- High
Perspective
6. lllumination Full Representation of the High

Play of Light and Shade
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At the level of compositional meta-function, the display in the advertisements by
PGC and SPG is at left to right level which means that the new information is portrayed
at an equal level, while in those of AGC, there is top to bottom approach which shows
that the important information is given at the top of the advertisement and the details at
the bottom. The feature of salience denotes the visual weight of the participants in the
advertisements. It is evaluated that all these advertisements, deplete with culturally
loaded images, bear a strong influence of Pakistani culture.

The colour contrast and brightness also give an idea that the advertisements have
significant visual weight which can easily attract the viewers. The colour scheme strongly
gives the message that all these advertisements portray the identity of their institutions.
Furthermore, the colours are strongly associated with human emotions. Different colours
represent different feelings and are associated with different human emotions, eg. ‘red’ is
associated with vigour, energy and passion, ‘blue’ is the calmness and wisdom, ‘white’ is
mystical and pure, ‘yellow’ is joy and excitement, etc. The advertisements show a careful
selection of colours with the scheme working behind all this to attract and influence the
minds of the parents and the students,

V. Conclusion

To sum up all this discussion and analysis, it is observed that all these
advertisements are quite effective, and are used as an efficient technique by the most
successful institutions. The advertisements in this study reflect that they construct an
alluring image of the institutions through some semiotic representation of the
environment in a constructive way. They build and construct an image that the
educational institutions ought to be trusted for their claims made about education. These
advertisements are quite attractive and effective in representing the required message and
influencing the viewers. These advertisements portrayed the educational facilities and
academic guidance in a sublime manner with the goal that the viewers should be enticed
by the slogans and claims made about the circumstances of the educational framework.
They develop a sense of confidence, empathy, trust, frankness among the students and the
parents through visual images and their presentation. They stimulate strong emotional
appeal in the students.

Educational advertisements serve as initial information about the institution to
its viewers. The investigation has exposed those advertisements are quite important in the
private educational sector. It also uncovers the impact of advertisements on the viewers.
Advertisements in this investigation show a slight inclination towards a specific group of
people like the students and their parents, yet they are especially attractive for the viewers
to comprehend the educational opportunities around them.

It is believed that the current study is an effort to be part of the academic work
in the field of Multimodal Discourse Analysis and Visual Grammar. It will help students
and researchers understand the significant role of semiotics i.e. images, colours, signs,
gaze, postures, etc in interpreting the surface as well as the veiled meanings and motives
of the advertisers. It may help them find out the ways how advertisers encode their
meanings to influence the minds of the readers by effecting their very senses.
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