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Within this essay I will discuss how semiotics creates an impact on colour and culture in relations to adverting, an in affected how does this then influence design?  The research will explore my 3 different topics: semiotics, cultural implications in relations to advertising, colour choice and emotional response. The purpose of this research is to show how the 3 topics links in with the success of product sales and in turn the process of designing itself. 

[bookmark: _Hlk7621666] “Semiotics could be anywhere” (Chandler, 2007, p. 1). This quote fits as a simple way of introducing the meaning of semiotics. Semiotics is the word used to define the interpretation and use of signs and symbols; it is the reason why we read things in certain ways. There are three main areas that inform the understanding of semiotics; signs themselves, how they are organised into systems and lastly the context in which they are used. Very often people automatically presume signs are in physical forms such as images and objects, however, signs also come from body language, words and sounds (Chandler, 2007, pp. 1-2).

The two key theories researched into the meaning of semiotics are by Ferdinand de Saussure and Charles Sanders Pierce, who are seen as the co-founders of semiotics.  Even though both theorists researched the same subject matter they have key differences between their theories and case studies, investigation was conducted in depth into both theorists ideology.

[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Saussure focused on the study of Linguistic meaning, in simpler terms he investigates the study of language.  He believes that language is built up from small sets of units called phonemes. In order to have a sign you need a signified which could be for example an object or image; and you also need a signifier which is the name to which it is given. In Saussure theory of Linguistic sign, the link is between the concept which is the signified and sound pattern which is the signifier (Crow, 2003, p.16). Although according to Saussure the signifier ‘sound pattern’ is not actually a physical form of sound (which can be heard). The sound pattern he is referring to 
“is the hearer’s psychological impression of a sound, as given to him by the evidence of his senses. This sound pattern may be called a material element only in that it is the representation of our sensory impressions. The sound pattern may thus be distinguished from the other element associated with it in a linguistic sign. This other element is generally of a more abstract kind: the concept” (Chandler. 2007, p.18).

The way I have interpreted Saussure theories is that he believed that this signifier and signified are ‘psychological’, so his theories are more language and sound based looking at the way we hear and say words (Crow, 2003, pp.16-19).

Whereas Pierce is more about the visual physical signs; his research looked closely at how we view the world around us, this is particularly interesting regarding semiotics and is very much the main core of the research within this essay. Pierce theory comes from the basis of what we can physically see and how each person has their own interpretation. 
“A sign is something which stands to somebody for something in some respect or capacity. It addresses somebody, that is, creates in the mind of that person an equivalent sign, or perhaps a more developed sign. The sign which it creates I call the interpretant of the first sign. The sign stands for something, its object” (Crow, 2003, p.25).
This in simpler terms explains that semiotics is about very much a personal matter, as it focuses on the individual’s own personal interpretation. No two people will read a sign in the exactly same way as we all have different experiences, for example education, social class and cultural influence which is something that will be further discussed later on in this essay. These things have an impact on the way we perceive information, as a child we are taught to believe that certain signified has a [image: Motorists stuck in traffic jams are losing money on wasted fuel]particular meaning. These things we are taught as we develop and have an impact on how we view signs around us; a simple example we see every day in the United Kingdom whilst driving are the colour red used within traffic lights and also amber and green which represent signs informing what driver should do with their vehicles.  Red means stop, amber means wait, and green means go, this is something that no one seems to question. We are not only taught this in driving lessons/ theory text books the meaning but there are also laws put in place to ensure that people keep to these colour differentiations and meanings (Crow, 2003, p.34) .Fig 1 'The telegraph' traffic lights 


This section will discuss the different types of culture and in turn investigate the way in which it relates to advertising and design itself. What is Culture? The dictionary definition defines it into three parts stating ‘it as a way of life, art and growing’ (Cambridge Dictionary, 2019). Although, in fact, there are many different types of culture including; High culture, Low culture and Popular Culture which will be discussed in depth. 

During this research it became apparent that people interpret the meanings of culture and different culture types in different ways. It became clear through comparison pieces of texts, they shared key characteristics of smaller elements although agreement was illusive.  In William M O’Barr article ‘Advertising in Literature, Art, Film and Popular Culture’ he described high culture as seen to symbolise higher-class activities such as classical music, fine art and great literature. Low culture is a class which summarises as being of a lower standard for example reality television and magazines (gambling) all things that are associated as a standard class (2006). Popular culture is a subculture, that is associated as being part of mass society for example films and advertising. The term ‘popular culture’ itself explains it meaning and context that it is related directly with society (O’Barr, 2006).
The terms high and low culture implies a separation in social classes linked to financial status and education. By having a ‘high’ culture it creates the impression that it is of more importance demeaning lower, as being of little of importance (Bullock & Trombley, 1999).

 Prior to the linkage of semiotics and culture, one must first discuss what advertising is and how this correlates with culture. The purpose of advertising at its core is to persuade, as designers create advertisements that promote a range of different subjects. In terms of a designer/ maker, advertising is a big part of the selling and/ or showcasing their work. Advertising in this modern day is a normal part of society, we are constantly surrounded by adverts in many different shapes, forms and sizes (Bullock & Trombley, 1999). This visual media is seen as being part of the Low Culture and Mass Cultural category.  

The article ‘Advertising in Literature, Art, Film, and Pop Culture’ by William M. O’Barr (2006) discusses how advertising does not fit in with this classification, as literature is categorised as being part of high culture, that being that it does not showcase the characteristics needed to fit in with that title, the statement is almost set out in a manifesto format as seen below: 
“Literature consists of written texts. 
-Literature is marked by careful use of language, including features such as creative metaphors, well-turned phrases, elegant syntax, rhyme, meter. 
 -Literature is written in a literary genre (poetry, prose fiction, or drama). 
- Literature is intended by its authors to be read aesthetically. 
- Literature is deliberately somewhat open in interpretation.” 

The quote states almost a set of guides of how to qualify as being a piece of literature, it is very, much written in a way which suggests that it of a higher-class quality standard. 

Jennifer Wicke a literary theorist argues against this opinion, that a novel is neither literary genre “nor the advertisement as a text can be properly understood alone but rather share a long and intimate history.” in referring to the history of advertising and how in fact advertisements were placed in scribed manuscripts before Gutenberg (2006). This information showcases that all through these historical pieces of what is considered literature, therefore being of a high culture and importance, in fact, contain the very article that deems it as ‘low Culture’. By the seventeenth century this earlier advertising method was phased out to become independent texts in their own right. This separation developed into the advertising we view today, newspapers being one of the original sources (O’Barr, 2006).

How culture is viewed due to semiotics 
In reference to Saussure’s theory of semiotics, his studies of linguistics and the way he implies semiotics to be about the psychology of language and sound; one key importance of advertising is language, the language used within the advertisement and products and visuals, is significant in the  creation of the first impression. This type of semiotics will have an impact when it comes to different types of culture and their intended linkage to social classes.  
 There are thousands upon thousands of different languages in its vocal form used around the world today. From a European context, the same language basis i.e. Latin, can be regularly used in different countries although very often they will have the different words and spellings for the same terminology. Also there is a correlation between the UK and North America, for example, in America they say the word ‘Mom’ which a shortened terminology used for the word Mother, whereas in the United Kingdom we commonly used the word ‘Mum’ for the word Mother. Both words have the same meaning and context but pronounced and spelt in different ways, due to the phonetic spelling used within North America (Cambridge Dictionary, 2019). Therefore, this questions how different cultures types perceive words in different ways, meaning that designs containing texts could limit the use globally.
[image: Image result for skyline ford car advert]
Pierce as we know on the other hand regards semiotics as forms of the physical, of sign. This is the theory that really has an impact with culture and links in more clearly with advertising of design.  A good example of using symbolism to create an impact on their product sales is figure 2. The image depicts a key with a city skyline silhouette with the slogan ‘The city is in your hands’. The image has both a visual and emotional impact of the viewer. The language that that is used makes it feel very direct by using the word ‘your’ it feels very personal. The quote “Nothing is a sign unless it is interpreted as a sign” (Peirce 1931: 58) comes to comes to mind when see this design, because of the personal feeling that many people will interpret from this image. This also has link to Maslow’s ‘Hierarchy of Needs’ (1999) as human beings we have emotional responses to the things around us, Maslow theories discuss how people are built up to have specific needs. Social and esteem are key when looking at the impact they have of advertising and designers. Social needs are the about the human need to feel socially excepted, having the latest and greatest trends create the feeling of belonging with their peers. There is also a relationship between’ Hierarchy of Needs’ and mass/popular culture. [bookmark: _GoBack]Fig 2. Ford's 2008 Campaign 'Ford Fusion' 


What is Colour? Colour is made up of light wavelengths seen by the eyes which is then converted to the brain creating the colour that we see. “Light can be decomposed into a spectrum of six distinct colours: red, orange, yellow, green, blue and violet” (Singh, 2006, pp. 784-788). Although “color [sic] is first and foremost an experience” (Kuehni, 1983, p.1) this essay does not look at colour in a sense of what it is but how it effects society, designing and meaning. 

Colour plays a big part within society; we are surround by colour at a personal level and as well as being affected by the places/ cultures it is used. Very often most colour will have the same cultural meaning in the world. However, there are also differences red for example in western culture is seen as sign for warning, danger, passion, anger, this is in stark contrast to Eastern cultures where is it seen as the colour of good luck (Bourn, 2011).

The colour of a product is one of its most noticeable characteristics other than the product itself. Cultural colour meaning is something that has impacted on the product, designers and brands.  This is an element that companies have to think about before creating global campaigns. As although a colour may be successful in one country it does not mean it will have success in another (Singh, 2006, pp. 783- 89).
Colour is not only affected by culture, but it is also said to be affected by gender when it comes to marketing. 
“Women might be more color conscious in their color tastes and more flexible and diverse than men. Women are more likely than men to have a favourite color. They prefer soft colors and men prefer brighter colors” (Dalgin, 2018).

There have been studies that show women are more inclined to be affected by colour than men, that then impacts/ influences their product purchasing choice (Dalgin, 2018). it should be highlighted that this information applies directly to the women that have taken part within this case study. Instead of being stated in a way that implies that it is women as a gender that conforms to this statement/ information. 

For example, an article on Kutztown University of Pennsylvania describes how a case study named ‘Gender differences in product color importance, color choice, and meaning of color: a cross-country study’ was undertaken. This document describes how the university’s international students handed out questionnaires in shopping centres during the summer and Christmas period between 2013 and 2015 from Canada, India, China, Holland, Turkey and the USA. The purpose of the study was to investigate the importance of colour in product and how both gender and colour can affect the success of product/branding. They concluded that colour is an important characteristic when selling products. “For women, it is much more important than men across the countries in our sample; especially Canadian and Indian women who attribute a distinctive importance to product in general.”  From these results, this identifies to the reader that colour is more important and has more meaning to women then it does into men (in the case of those who have taken part within the case study) (Dalgin, 2018).

Colour does not only link to product consumption but also the success of branding itself. Colourful products are said to help “customers remember the products logo, images, packaging and company’s promotion strategy” (Dalgin 2018). Effective colour usage can impact how people view a product, bold brighter colours are more outgoing, creating more of a statement against more neutral colours on the shelf.

In conclusion semiotics is a vital part in the way in which we view the world, leading on to affect the both designer and designs. There is an understanding that semiotics does in fact impact and is influenced by culture. Ferdinand de Saussure and Charles Sanders Pierce are the two key theorists that drive our understanding of what semiotics means. Whilst exploring the key words semiotics, culture, advertising and colour, there has been key links made between subjects that showcase that signs and symbols are important characteristics within each subject. These findings can be taken forward and developed within the dissertation essay to answer the question ‘How semiotics impacts culture in relation to advertising using colour?’
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