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PORTFOLIO OF WRITING

Task 1 – Manifesto
Task 2 – Semiotic Analysis
Task 3 – 

Semiotic is derived from the Greek word ‘semeion’, which translates into “distinctive mark, trace or sign” (Dictionary of Critical Theory, p348), and Semiology is described as the study of signs in  linguistics, images and other media.
Ferdinand de Saussure (1857-1913) is widely credited with popularising Semiotics through his ‘Cours de linguistique generale’, which was a linguistic course he created at the University of Geneva, and which was published posthumously in 1916. Saussures’ method was”based on a Dryad of the Signified (mental concept) and the Signifier (material concept)”,(Cobley, Paul (p9-12).
Around the same time Charles Sanders Pierce (1839-1914) was using Semiotics” proposed on a Triad of Sign – Object – Interpretant” (Cobley, Paul (p21). This method has a broader interpretation of the different categories, as in there can be more than one ‘object’, and more than one ‘Interpretant’. Indeed the ‘Interpretant’ can then become a Sign in itself, which can start an almost spiral effect.
Roland Barthe (1915-1980) then brings Semiology into the 20th Century, as he builds on Saussures’ theory and expands it to “include all sign-systems, including images, text, gestures and melodic sounds” (Dictionary of Critical Theory (p347). Barthe also introduces the ‘Iconic Image’, which is particularly prevalent in modern advertising. The Iconic sign is anything that an be traced back in time. In ‘Ways of Seeing”, John Berger says “what has been learnt in school in the way of History, Mythology, Poetry, can be used in the manufacturing of glamour” (p140). Advertising is all about glamour, and the Iconic Image – it makes us want to buy/possess the product and be a part of the illusion it inspires.



Semiotic Analysis.

“Semiology – laying bare the prejudices beneath the smooth surface of the beautiful”
 (Rose, Gillian (p74)

To be honest I find deliberately looking for ‘hidden agendas’ & ‘meanings’ all quite depressing, unless we are looking at good ones. However, as Rose implies above, they usually are not positive ones – particularly when it comes to Fashion. Although some of those ads are really very beautiful and provoking in their own ways. So, I have chosen a relatively ‘safe’ option, an advertisement for a Woodburning Stove (please see below)
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Denotation (what is there and obvious) -

Woodburning stove, with a lit fire in it, positioned in what looks like a woodland clearing with a natural stone ‘cliff’ behind, with a black Labrador in the foreground level with the fire.

Connotation (what is being communicated) –

The overriding green, and the natural setting build on the companies ‘green credentials’
Woodburning is seen as a ‘green’ energy
Bluebells enforce the woodland connection, and company’s commitment to Environment.
The Labrador represents loyalty, home and ‘Britishness’ (most Brits love their Dogs)
The Dog can be seen as an ‘Indexical’ image, in that it “represents a meaning without having to actually say it” (Yang Alcocer, Yuanxin (Amy)
The Dog and the Woodburner are often referred to as ‘man’s best friend’, men love their dogs and their Woodburners (Farrington, Nancy)

The Iconic Sign –

Fire. The heart of the home. 


Context – 

The company is well known for this kind of advertisement. The wood burners are always photographed with the Labrador, and set in beautiful countryside (the locations are all on the Isle of Wight, where the company is based). The settings are always where you would not expect to find a woodburner stove. The company is very proud of its local connections, and very proud of its eco credentials. The company is part of the ‘ClearSkies’ initiative, and most of the woodburners it now produces are well above the criteria set for all companies by the government, with regard to emissions, etc.

In conclusion I would just like to say that in many ways we all carry out our own semiotic analysis during our day to day existence, often without realising. I have worked in Retail a lot in the past, and I recently read this quote, on some retail training for a high end ladies retail establishment – “they were trained to judge a woman walking into the shop by her hair rather than her clothes. Immaculately coiffured with threadbare clothes = eccentric aristocrat. Just threadbare clothes = bag lady” (Thwaites, Thomas (intro p1) this struck me as a form of semiotics, because you are looking a bit (not a lot) beyond the surface, for hidden meanings. Obviously you can never judge a book by its cover,  the ‘bag lady’ could be a billionairess, who can’t be bothered that day. But that to me is the danger of semiotics, reading things that are not nesscarily there. At the end of the day, everyone sees things differently, and will see things that you cannot, you can only give your own interpretation. And hope everyone else agrees.
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