Appendix 1 –Methodology - Combination  


	Equivalent to… in Discourse analysis
	Equivalent to .. (in Barthes terms)
	Selby and Cowdery

	
	
	Dimensions for analysis
	Description 

	Surface structures
	Non coded iconic message
	Construction

	
	
	mise-en-scene, formal codes of construction
	

	· 
	· 
	· Setting
	f.ex. romantic connotation of buildings, more documentary or realistic feel 

Setting – is clear

Realistic setting – could be our own everyday reality too

	· 
	· 
	· Props
	Feel is supported by props associated with a person –f.ex. hairstyle, the way s/he is dressed, bicycle conjures up (wywoływać) carefree atmosphere

	· 
	· 
	· Non-verbal codes
	People in advertisements are acting and modeling and are posed to the camera
Adopts “natural” pose, relaxed informality
Posture and gestures 

Facial expression: smile

Direction on one’s gaze

	· 
	· 
	· Dress codes
	Quality, associated with student life or arts

	
	
	technical codes of construction / of composition
	

	· 
	· 
	· Shot size
	Cropping, cropping off

Close-up shot: where the person is situated- close to us
Medium-shot: neither close, nor distant – creates an impression of closeness without intimacy
Long shot: distant from us
Extreme long shot: very distant

Distance

	· 
	· 
	· Camera angle
	It affects our response to the subject

Camera angle can open up the background

	
	· 
	· Lens type
	3 types of lens:

Wide angle

Standard – creates an impression that the viewer is a witnesses of the scene, reinforcing the effects gained under shot size
Telephoto 

	Surface structures
	Non coded iconic message
	· Composition
	Symmetrical (subject is in the centre of the picture and the two sides of the picture are similar) or asymmetrical (subject is usually to the one side or to the other of the frame, image doesn’t appear overtly patterned or structured) composition

Static (lines of vision ore horizontals and verticals – lines and shapes give a restful sense to the picture) or dynamic (lots on angles and perspectives, i.e. when photo is taken from the ground level, then the subject is placed at an unusual or distorted angle to the viewer ) composition

	· 
	· 
	· Focus
	Which elements of the scene are put in focus
Foreground

Background

Midlleground

“deep focus”: f, m, b – are all sharp and in focus, we see all aspects of the image in equal clarity, each detail is of equal importance in creating and reinforcing the general effect of the image

	· 
	· 
	· Light codes
	Light key: brilliance of the picture as a whole: high key: picture is fairly bright, it conveys an air for relaxation low key: picture is dark, used to suggest an element of documentary realism

Light contrast: high contrast: dark areas of the image are nearly black and the brightest areas brilliant white / low-contrast: picture is one which has a much narrower range of tones, with many greys but no areas of deep black or bright white

	· 
	· 
	· Color codes
	Use of predominant color of the advertisement to create a particular effect, 

Black and white images tend to suggest realism, quality and restraint

Color: sharp

Gives a smooth look to the picture

Gives to advertisement a realistic feel

Picture-postcard type of picture 

	
	
	Audience

	
	
	demographic variables
	Nature of the target audience

	
	· 
	· Educational background
	who understands the text

	· 
	· 
	· Age
	Younger/ older age group

Or Aimed for different age groups

	· 
	· 
	· Gender
	Exclusively at young women / men

	· 
	· 
	· Economic status
	Target for particular social groups: higher and intermediate managerial, administrative or professional, supervisory or clerical etc.

	· 
	· 
	· Social class
	Strong class dimension to this advertisement or not
f.ex. advertisement aimed at broadly middle-class social groups because of its use of location and its quality and nature of the service offered

	Deep structures
	Coded iconic message
	psychographic variables
	Needs, aspirations, attitudes, motivations and lifestyle, people tend to choose a particular brand not simply because  it is value for money, but because, more importantly, it express their sense of self-identity
Brand identity – meaning given to the service or product, to which consumer can relate his / her own lifestyle, aspirations, etc.

	
	· 
	· Needs
	f.ex. After Eight – associated with elegance and sophistication

service gives a particular meaning, associated with emotional importance of … 

using these variables makes it much easier to identify the precise nature of a target audience

	· 
	· 
	· Self-identity
	

	· 
	· 
	· lifestyle
	“lifestyle marketing” – we all belong to a particular lifestyle group: “strivers”, “achievers”

Advertising industry increasingly employs this approach of classifying individuals 

Advertisement usually appeals to more than one psychographic variable.

Advertisement is aimed to ‘traditionalists’

	Surfaces structures
	Power, dominance
	Non coded iconic message
	audience positioning
	Advertisement is encouraging the audience what to think and feel about service or product being offered. Advertisements direct people’s feelings in a particular way, consumers are encouraged to take some kind of position to the text on offer

Soft sell – information is given by implication only, shows a service in a context with which audience can feel comfortable, communicate its information in an implicit way, 

Hard sell – pointing explicitly to the service’s benefits, communicating hard information in forceful way, tells directly about the virtues of the product or service being offered

Says: service is for everyone, service positioned as similar to the normal services, (but something little special)

This constructs a ‘space for communication’ in which we, as an audience, can create certain meanings. 

key values are ‘naturalized’

some kind of agreement between producer and consumer

‘preferred reading’ of the advertisement – it relates to the interpretation that the advertisers which us to make and is thus related t the values and beliefs that form defining focus for the campaign

	· 
	
	
	Mode of address
	How is the audience addressed? Advertisements address their audience in a particular way, people are often unaware

Advertisements:

· talk down to us

· -acknowledge our sophistication

· Are aggressively pushy

· Are warm and intimate

5 basic style of copywriting:

1) Question

2) Statement

3) Command

4) Emotional appeal

5) News

Audience members are responsible for making sense if the media text

Any reading of media is culturally specific – audience produces meanings from media text given their own’ cultural knowledge

Media texts are not packages of  fixed meanings and change parallel with the culture
The advertisement is aimed at people like yourself

	
	Coded iconic message
	Narrative analysis

	Surface structures
	
	straightforwardly
	Descriptive level, what is happening in the story, key elements that ‘make’ the story, what you can see
Period, setting, nature of the story

	Deep structures
	
	interpretation of explicit meanings offered by the test
	What the text suggests? Explicit meanings suggested by the story, connotation of a word or image, what and how is it shown, f.ex. bright colors ( vitality, picture-postcard quality

	
	
	reveal implied, implicit meanings
	Why people are being represented in that way? Compare with representations of other media texts, why things are represented in the way they are and how it relates to dominant social values

	· 
	· 
	· Values
	Universal or not, beliefs

	· 
	· 
	· Themes
	f.ex. masculinity, family, feminity, success, romance

relate these to society and values generally ( relate media text to dominant values and beliefs within society f.ex. about roles of men and women, family life, work and leisure, success, status

	Surface structures
	Non coded iconic message
	Categories
	Relation to real events

	
	
	Medium
	Medium in which the media text can be found (radio, TV, press, cinema, street hoarding (billboards), computer software, outset, ) and how the medium affect the nature of the advertisement
If street hoarding (billboards) (because one will give just a glance to the billboard , the message must be clear on the level of Narrative (but at the same time must allows for development of both implicit and explicit meanings) 

	
	
	form of the media text
	Each type of media text owns its own styles and conventions

Sometimes advertisement “borrows” the convention of another form f.ex. pseudo-documentary manner

	
	
	genre or style
	But advertisement is not itself a genre, it is rather a media form – advertisements make use of audience’s knowledge of genre conventions – that arise certain expectations in audience’s minds- advertisement thus plays with ‘genre expectations’

f.ex. advertisement remind a romance movie, Western, situation comedy, sitcom, thriller  etc

it is connected with advertisements relationship to the product being sold, selling strategy, product appeal.

	
	
	Agency

	
	
	Creativity
	Originality, vision 

	
	
	‘agency-as-agency’
	

	
	
	customer’s goal
	External pressure which affects the production of a media text
Final media text reflects customers’ requirements


Barthes – additional categories
	Equivalent to… in Discourse analysis
	Dimensions for analysis
	Description

	Surface structures
	Linguistic message
	Title, dialogue, made up by all words used in the media text, supplies meaning not found in the text
To some extend answer the question: what is it?, helps in correct interpretation, message fixes the image
f.ex.  a pun of some sort it the title. 
Two functions:

· Anchorage – helps to focus attention, directs one’s interpretation, ideological role in advertisement, plays function of selective elucidation

· Relay – corresponding relationship between image and text, words are pieces of a bigger, more general story

	Deep structures
	Myth
	Is a product of a process secondary signification

Myth preserves and strengthens the values of the major ideology in the society

	
	Rhetoric of the picture
	rhetoric is a signifying aspect of ideology
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