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Task 1: Observational Writing
Semiotics is the science of signs and is used by everyone on a day-to-day basis through the visual communication between an image and the reader. Since all images are polysemic, this allows any individual to explore the number of meanings of a single image. 
According to Berger (2013), Ferdinand de Saussure (professional linguist and semiotician from the 20th century) ‘divided signs into two parts’, the signified, and the signifier. Any sign, image, or object we see in advertisements can be used and manipulated to signify something else (Berger, 2013), and in this day in age, many companies and organisations effectively use multiple semiotic principles to help encourage their audience to explore an advertisement from a new perspective. 

According to Roland Barthes (1964), advertisement campaigns often use anchorage and iconic signs to communicate with their audiences and Amnesty International is no stranger to the use of these semiotic terms and functions.
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Fig 1. He Has His Mother’s Eyes (Report Abuse), Amnesty International Campaign, 2015.
In Amnesty International’s 2015 ‘Report Abuse’ advertising campaign, we are immediately introduced to iconic signs as we see the narrative of a very vulnerable, injured young boy with a bruised, bloody eye to signify that he is a victim of abuse. The boy is consumed by a predominantly dark background to potentially signify that he hides away from the outside world. Tolar. D. T et al, (2007) says that the features or actions portrayed by iconic symbols can generate mental representations and associations that often match or come very close to the idea the presenter of the icon is intending to convey.  

The text in this image is the main focal point along with the boy’s upper body, as it aims to be the only two elements that aims to attract the audience at first sight. The phrase in white text ‘He has his mother’s eyes’ provides anchorage through the image signifying the boy’s abuse. These two elements work very effectively as they help us focus on the intention of the campaign image and help us identify the most common function in linguistic messages for advertisements, known as ‘Anchorage’: ‘Anchorage is most frequent function of the linguistic message and is commonly found in press photographs and advertisements’ (Barthes, 1964, p.40-41). This could also be the other function of linguistic messages known as ‘Relay’, where the text and image work together to convey an intended meaning for the audience to grasp according to (McCabe (2009), however, relay is less common in photographs and advertisements, and instead appears more in media such as comic strips. (Barthes, 1964, p.41).
In the boy’s moods and facial expression, we can see that he seems serious, dark, but also confident in showing that he is ready to share with the world what he has been battling with. Psychologist, Paul Ekman argued that facial expression provides information about our emotions and moods (Berger, 2014). This sets the mood and tone of the campaign very well, and not only engages the reader, but gives a sense of reassurance.

Now that we have analysed an image using the semiotics analysis, we can now see how semiotics influences our ways of thinking, and how we can interpret and deconstruct an image.
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