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Tasks in order I received them:

Task One: Manifesto = *** words
Task Two: Analyse an Image = 607 words
Task Three: Practice Based Writing = ***words
Task Two: Analyse an Image

‘Pictures speak louder than words’ is a phrase attributed to Confucius, and echoed by Leonardo Da Vinci, Turgenev and Napoleon.

Why is a picture so effective in sending a message to the onlooker? Our experiences and culture embed ideas and concepts in our minds that can be utilised by modern advertising companies to send overt and covert messages through the use of symbols and signs to seduce us into buying their products.
For example the Breitling advertisement (Fig. 1).
[image: ]Fig. 1, Breitling and George North. 2023

The main picture shows the rugby player George North, and a Watch in the foreground with smaller photos of other rugby players at the bottom.
It grabs your attention because George is staring directly at you. The watch is so large you can’t miss it. Breitling is written in large white bold type face at the top of the page with George’s name underneath. It has the address of Breitling Boutique along with the official timing partner for Guinness Six Nations. Just like Barthes (1980, page 201) discusses President Kennedy’s pose in a press photograph at the time of the 1960 election (Fig. 2) as both denotative and connotative with eyes looking up and hands clasped sending a message of ‘Kennedy praying’, so does George’s pose with arms firmly folded, strong stance and eyes fixed intently on the viewer signifies his determination and strength.


[image: ]
Fig. 2, President Kennedy. 1960

George (iconic sign) is a highly successful Welsh rugby player who is endorsing the watch
brand BREITLING. His gaze is strong and intense. The Large capital letters of Breitling look strong,
assertive and clean in white. The watch is dominantly placed on the page implying it is the most
important thing. The watch looks sturdy and masculine as does George with the brick wall behind
adding to the feeling of strength .The advert suggests the watch is high quality because of the 1884 
logo and the cursive gold ‘B’ highlighting that idea. The maroon watch face suggests royalty, the 
Prince of Wales feathers affirms Welsh heritage and ‘swiss made’ implies precision made. The 
minute and hour hands are in a positive ‘tick’ position, pointing to George. The other hands are 
pointing ‘North’, three are green, linking the Welsh flag and George to the watch. Just as Catherine 
Deneuve’s face (Fig. 3) has been juxtaposed next to a bottle of Chanel to imply the latter has 
glamour/beauty as discussed in Judith Williamsons book (1978. page 25), so by juxtaposing a picture 
of George with a Breitling watch implies, the watch also has precision and strength i.e. shifting 
signified from one signifier to another. The six smaller photos include George, his photo is wider and 
exclusively includes him running with the ball. 
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Fig. 3, Chanel no. 5 and Catherine Deneuve. 


Gillian Rose mentions (2023, page 187-188) the use of similar colours in different signs connect 
those signs to effect a transfer to their signified. This is used with effect where the smaller picture of 
George is next to the watch and is the only one using maroon linking him to the watch face colour. 
The black and white picture of George also links him to the black and white of the watch strap and 
dial. The other five photos represent with the help of colour the other nations in the rugby 
tournament, these players appear to be struggling.

The advertisement creates a myth that if you buy this watch as a proud Welshman, you too will be victorious over your adversaries! You will have fame, fortune and success in your chosen field, vanquishing your foes! You will be admired by all.
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PNP254315
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John F. Kennedy, 1960s (photo)

Creator

American Photographer, (20th century)

Nationality

American

Description

John Fitzgerald Kennedy (1917-63); 'Jack Kennedy'; JFK; 35th President
of the United States; assassinated in 1963;

Location

Private Collection

Medium

photograph

Credit

John F. Kennedy, 1960s (photo), American Photographer, (20th century) /
Private Collection / Peter Newark American Pictures / Bridgeman Images
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A8: Catheyine Deneuve’s face and the Chanel bottle are not linked by
any narrative, simply by juxtaposition: but there is not supposed to be
any need to link them directly, they are as it were in apposition in the
grammar of the ad, placed together in terms of an assumption that they
have the same meaning, although the connection is really a random
one. For the face and the bottle are not inherently connected: there is
no link between Catherine Deneuve in herself and Chanel No. 5: but the
link is in terms of what Catherine Deneuve’s face means to us, for this is
what Chanel No. 5 is trying to mean to us, too. The advertisement
presents this transference of meaning to us as a fait accompli, as though
itwere simply presenting two objects with the same meaning, but in fact
it is only in the advertisement that this transference takes place. Chanel
No. 5 only has the ‘meaning’ or image that it shares with Catherine
Deneuve by having become asgociated with Catherine Deneuve
through this very advertisement{{So what Catherine Deneuve’s face
means to us in the world of magazines and films, Chanel No. 5 seeks to
, mean and comes to mean in the world of consumer goods. The ad is
|| using another already existing mythological language or sign system,
| and appropriating a relationship that exists in that system between
signifier (Catherine Deneuve) and signified (glamour, beauty) to speak
of its product in terms of the same relationship; so that the perfume can
be substituted for Catherine Deneuve’s face and can also be made to
signify glamour and beauty.

Using the structure of one system in order to give structure to
another, or to translate the structure of another, is a process which
must involve an intermediate structure, a system of systems or ‘meta-
system’ at the point where the translation takes place: this is the
advertisement. Advertisements are constantly translating between
systems of meaning, and therefore constitute a vast meta-system where
values from different areas of our lives are made interchangeable.

Thus the work of the advertisement is not to invent a meaning for
No. 5, but to translate meaning for it by means of a sign system we
already know. It is only because Catherine Deneuve has an ‘image’, a
significance in one sign system, that she can be used to create a new
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