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When you think about communicating what do you think of? Speaking or writing to someone? Words must be involved surely. But what about road signs, they’re communicating something to you. Or brand logos, the apple symbol, or golden ‘M’, they’re sending you a message to buy their products. To send a message words aren’t always necessary, and this is something that advertisers today have cracked the code for. 

Rose once said, ‘What is seen and how it is seen are culturally constructed’ (Rose, 2016, page 17). To expand on this, In 2018, the sporting brand Nike released the inspirational advert of Serena Williams playing tennis as a child, including their ubiquitous logo and slogan as anchorage text, the ‘swoosh’ and ‘Just Do It’. In regards to semiology ‘how images make meanings’ (Rose, 2016, page 171), Nikes ideal target audience will understand through their knowledge of popular culture, that the denotation of this swoosh logo is the sporting brand. Furthermore, due to the denotated understanding of the logo, the audience can make connotations of this symbol such as presenting activeness, hard work, goals, determination and many more empowering attributes.

The Nike advertisements are always simple and snappy but very effective, especially in this one with the monotone image and limited text involved. The marketers have worked hard to grab your attention, not only through the layout of the advert, but also through semiotics, by drawing a focal point to the young Serena Williams mid swing. The advertisers have used an image of the well-known tennis player at a young age to create a sense of motivation and an element of foreshadowing the success which, through context, the audience are aware of for her future. Berger’s idea here supports this marketing method, ‘The way we see things is affected by what we know or what we believe in’ (Berger, 1972, page 8). Similar to Rose’s previous quote, due to our prior knowledge in society of Williams career, advertisers can use this to spark certain feelings or emotions without having to mention any words related to her at all. 

Another clever technique from the marketers was by using a young Serena Williams and pairing this image with the declarative text ‘It’s only a crazy dream until you do it’. In my opinion, Williams has been used as a metaphor for believing in yourself, and having these great goals in life, which can be supported through the quotation, ‘the essence of metaphor is understanding and experiencing one kind of thing in terms of another’ (Lakoff, Johnson, 1980: 5 (Forceville, 1996, page 69)). The significance of Williams being a child symbolises having those ‘crazy dreams’ which collectively as an audience, everyone has had, making the advert much more personal and people are able to resonate with it. This also supports Williamson’s ideology that, ‘people are made to identify themselves with what they consume’ (Williamson, 1978, Page 13). If you pair a successful sports person with your brand, your consumers will identify themselves with that person, hence making them more enticed with buying and using your product.
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