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Introduction 

This report is an in-depth analysis of three Print advertisements and the methods used to 

communicate their brand message. The importance of advertising is visible in the over £20bn 

spent by the UK’s advertisers in 2015, and about £2.5bn out of this goes to the print 

(Newspapers and Magazines) adverts (Advertising Association, 2016). Advertising has been 

known to be the best way to communicate and inform customers about products and services 

in the marketplace. It is argued that “a well- tailored advertising campaign can contribute to 

the increased efficiency and effectiveness of the overall marketing strategy” (Johnston, 1994: 

3). Advertisers use varieties of styles and strategies to capture the attention of customers.  

 

The composition elements of the ads such as the models’ appearance, props used on the set, 

photographic style and ad placement will be identified and dissected. I will discuss the 

particular meanings that these signs communicate and the descriptions that distinguish between 

any ostensive communications and covert communications. The report will also analyse the 

uses of intertextuality, symbolism and polysemy in the advertisements.  

 

The process in which consumers engage with the print ads will be deconstructed using the 

perceptual process model rather than the AIDA model. The perceptual process delves deeper 

into the psychology and the interpretation phase of a consumers’ interaction with an 

advertisement. The model takes us through stages from the exposure to the ad, attention, 

interpretation and finally the response the the ad, whether it be positive or negative. Ultimately, 

the aim is to change the perception of consumer towards an ad or brand in order to increase 

purchase behaviour. 
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The print advertisements I have chosen all promote products and services related to 

transportation. All three ads also use women as the protagonist. Women are said to be the 

world’s most powerful consumers, and their impact on the economy is ever increasing. The 

global incomes of women are forecast to be about $18 trillion by 2018 (Brennan, 2015). I 

believe that using women allows advertisers to utilise female empowerment as a mechanism to 

catch the attention of their target audience. Through the process of interpreting and internalising 

this message they aim to illicit a positive response to the ads. Advertisements can be reflective 

of societal norms and practices and can also be used as a tool to reinforce or change perceptions. 

I believe that the brands are taking advantage of the more recent feminist movement to change 

the schema’s associated with their brands.  
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Mercedes Benz 

 

Figure 1 Mercedes Benz Print Ad, British Vogue, October 2016 

 

Brand Profile 

Mercedes Benz is a German car manufacturing brand operating in the luxury end of the car 

market. The brand has been associated with a high class and a sleek aesthetic (Mercedes 

Benz, 2016). The print ad in figure 1 is promoting the CLA model of the Mercedes product 

range. The core target of this particular model is “young, affluent buyers” (Fuhrmans, 2013).  
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Exposure  

The initial exposure for consumers of an advertisement is the selected medium. This ad was 

located on a double page spread in British vogue magazine. Hailed as the “fashion bible” 

(BBC News, 2016) British Vogue magazine has a readership of predominately women with 

an average age of 33 years old for the physical copy and 28 for the online copy of the 

magazine (Digital Assets, 2014). The social grade of their readership is in the A, B and C1 

grouping. The “affluent”, relatively young consumer Mercedes are looking to purchase the 

CLA model are reflective of Vogue’s readership.  

 

Attention  

Advertisements grab the attention of consumers through the stimulation and arousal of one or 

more of their five senses. Mercedes has stimulated the consumer visually through the use of a 

double page spread in the magazine. According to Starch Research a double page spread is 

significantly more effective, at catching the attention of the consumer, than a half or single 

page spread (Starchresearch.com, 2016). Furthermore, the ad is shot in a fashion editorial 

style. Typically, in fashion photography the model in the ad is just as much the focal point of 

the ad as the product (Shaw Academy, 2016). As we can see in figure 1 the car is almost 

masked, drawing the consumers’ attention towards the models. 

 

Interpretation 

The art of storytelling is most important in fashion photography (Flury, 2013) thus, the 

communication in ads like figure 1 are covert and symbolism is used to covey the intended 

message. I believe that female empowerment is expressed in the ad through the use of an 

androgynous model. Masculinity in society can be seen as a symbol of power and authority 
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(Song, 2004) therefore, attaching these masculine elements such as androgynous models and 

dark clothing (Amhorst and Reed,1986) indirectly gives the women in the ad power.  

 

The burning car and smoke is reminiscent of a riot scene. In a social context riots have been 

held as an act of rebellion. The symbolic meaning of this riot scene in figure 1 may be 

interpreted as rebellion against gender roles and the perception of women in society. The use 

of the female models posing in front of the burning car in a strong pose may symbolize 

conquering. This is further intensified by the models “serious” facial expressions and posture. 

Folded arms can be a sign of defensiveness (Navarro and Karlins, 2008) thus, reinforcing the 

image of rebellion. The main colour used in this ad is Red, a colour which can symbolise 

dominance (Kaya and Epps, 2004). Dominance is inherently associated with power.  

 

Response 

I believe that the ambiguity of the messages in this ad may confuse the audience. Elements 

such as fire can also symbolise danger which may illicit fear. Fear and danger may not be the 

emotions women would want to associate with a vehicle. Brand strategist have criticised the 

failure of car manufacturers who market fashion and style to women, rather than the safety 

attributes of the car (Landers, 2014). Overall, the ad serves to expand the consumers’ schemas 

of Mercedes as a brand. We can continue to associate Mercedes with high fashion but the ad 

does not do much to influence purchase behaviour.  
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Addison Lee 

 

Figure 2 Addison Lee Print Ad Campaign, September 2016 

Brand Profile 

Addison Lee is a car service company based in London. They have positioned themselves at 

the higher end of the taxi service industry describing their service as “Business Class” 

(Addison Lee, 2016). In recent years they have faced threats to their market share with the 

entrance of Uber to the market. Addison Lee have chosen to revamp their 40 years old image 

with the most prominent change being their logo (Appendix 2). 
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Exposure  

One of the mediums Addison Lee chose to advertise is the London Evening Standard. The 

above the line marketing technique allows Addison Lee to increase consumer awareness of 

the brand (Kim and Mauborgne, 2005) within the mature taxi transport market. The Evening 

standard is a free newspaper that can be found in tube stations around London. This 

placement reaches their target audience who are commuters in London. The Evening 

standard, because of its price point (free newspaper) they reach a greater audience. However, 

their core readership is aged 35- 44 in social grade ABC1 (Metro Classified, 2016). This 

demographic is in line with Addison Lee’s target consumer for their premium taxi service.  

 

Attention 

This Ad is shot in a standard studio setting with a neutral light grey backdrop. The 

psychological neutrality of the colour grey is advantageous for marketers because it creates a 

clean and professional image void of any strong negative emotions (Akcay et al., 2011). 

 

The use of the colour yellow has a strong affiliation with the iconic New York taxi cab. 

Although, the correct industry association, the colours associated with taxis and 

transportation in London is Black, Red and Blue. Black is for the British black cab and Red 

and Blue symbolic of the London underground. The old Addison Lee logo, pictured in 

appendix 2, coincides with the existing schemas consumers have about Taxi services in the 

London. Furthermore, Addison Lee’s main competitor Uber have also chosen to use black as 

the dominant colour in their logo’s (Appendix 1). Straying away from the black logo may 

have the effect of reducing brand recognition (Henderson and Cote, 1998).  Psychologically, 

in the spectrum of colours, yellow is the colour most associated to happiness (Kaya and Epps, 
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2004). Arousing emotions of happiness may create a sense of safety thus conditioning 

consumers to associate Addison Lee with safety. When it comes to transportation the need for 

security is a great motivational factor when it comes to purchasing behaviour (Rosecky and 

King, 1996).  

 

Interpretation 

Following the narrative of female empowerment, Addison Lee have chosen a model dressed 

in smart business attire. They could have chosen a women dressed in casual clothing or even 

a businessman but the depiction of a businesswoman is modern and reflective of the British 

landscape. In the UK we have seen an increase in women led SMEs and a higher percentage 

of women on the boards of FTSE 100 companies (Rhodes, 2016).  

The choice of a navy dress on the model symbolizes Masculinity, corporate and seniority 

(Aslam, 2005). In the UK, blue has been assigned to occupations of authority. The police, for 

example, are colloquially referred to as “the boys in blue”. Assigning symbols of authority to 

women, in media and promotional materials, provides the audience with reference to what 

they are able to achieve. 

The model also has a gadget in both hands. This may be interpreted by the audience as a 

woman who is technologically savvy. This goes well with Addison Lee’s brand because their 

new service is app based. Therefore, a woman who is competent with technology would be 

their ideal target audience. Furthermore, having both hands occupied can also symbolise 

multitasking. It is not physically possible to use both devices simultaneously. This image 

helps to push the societal perception that women are better multitaskers than men. The 

perceived superiority can act to empower women. 
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Response 

The study of colour, conducted by Kaya and Epps, have been conducted using American 

participants. Although, the USA and UK are both Anglo-Saxon societies, culturally the colour 

yellow, in the UK, symbolises jealousy (Aslam,2005). Jealousy is perceived as a negative 

emotion and may not be beneficial for Addison Lee’s brand. Addison Lee culturally are 

appealing to the USA audience with their use of the colour yellow. However, Addison Lee’s 

objective is to market their service to the UK market. Appealing to the wrong market can be 

seen as a failure of this campaign. For instance, if Addison Lee were to use this print ad in the 

Latin American Market they may also be unsuccessful as the colour yellow symbolises death 

in countries such as Mexico which is the polar opposite of the safety and security need that 

the yellow would fulfil in the US market. 

 

The communication in this ad is a lot more ostensive than the Mercedes ad in figure 1. The 

images are accompanied by bold text and calls to action such as “Download the app now”. 

Addison Lee explicitly express the desired action they want the audience to carry out making 

the marketing communications effective. 
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Mini Cooper 

 

Figure 3 Serena Williams BMW Mini Olympics Ad, August 2016 

Brand Profile 

Mini is a British car manufacturing company. Mini is known for its unique design that has 

become iconic. The particular car model being advertised in figure 3 is the Mini Cooper. The 

target audience for this model are young people aged 20 to 30 in social grades A, B and C1 

(Moiseieva, 2013). 

 

Exposure  

The Ad in figure 3 is a still from a television advertisement. The 30 second Ad ran during the 

2016 Rio Olympic games on NBC sports in the USA. The core demographics for NBC Sports 

are females age 18 to 34, typically graduates from households with an annual income of 

$150k+ (Quantcast.com, 2016). Over the six-week period of the Rio Olympics “55 percent of 

the adult viewership was female” (Best, 2016). The viewership of NBC sports is very similar 



							 12	

©ELIZABETH	OJO						
www.elizabethojo.com	

	

to the target audience of Mini Cooper, so therefore, the Ad is more likely to catch the 

attention of the intended audience  

 

Attention 

Initially, when examining the ad in figure 3, consumers may notice that the placement of the 

Mini logo in the left side of the screen. Research has suggested that it may be better to place 

logos on the top left hand side for higher visibility on screen (Whitenton, 2016). This is 

applicable for countries who tend to read from left to right (Whitenton, 2016). so therefore, 

Arabic speaking countries may need to adapt the logo placement to the right side of the 

screen. However, research has only found this practice beneficial for logo placements on 

websites and there is no conclusive evidence for placement of logos on print ads such as 

figure 1 and 2 (logo placement on the bottom right). 

 

Another method used to gain the attention of the target market is the use of celebrity 

endorsements. Mini have chosen to use Serena Williams, one of the top female athletes in the 

world. The use of popular figures in marketing communications can have the effect of 

creating a positive attitude towards a brand thus increasing the purchase intention of the 

consumer (Pradhan, Duraipandian and Sethi, 2014). However, the use of just any celebrity 

isn’t going to garner the same results. Serena Williams symbolises a strong female figure 

overcoming adversities as a minority growing up in a low income family. She has become the 

one of the most recognisable faces in a sport dominated by men. The story of her success is 

more likely to appeal to Mini’s target audience of young educated women. Aligning the 

celebrity endorser’s image with the self-image of the consumer greatly enhances the 

persuasiveness of the Ad (Choi and Rifon, 2012).  
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Interpretation 

A study by Choungourian in 1968 found that the preferred colour of Americans was Blue and 

Red (Choungourian, 1968). I believe that preferences of the colours red and blue, amongst 

Americans, are associated with the colours of the American flag. The use of the American 

flag in the Ad appeals to the American audience’s patriotism. A 2008 article in Forbes named 

the USA tied with Venezuela as the most patriotic nations in the world (Forbes, 2008). 

Research has found a correlation between patriotic advertisements shown during sporting 

events and positive attitudes towards the Ad (Kim, Yim and Ko, 2013). The use of the Flag 

over Serena’s shoulders is also an intertextual reference to iconic American athletes 

(Appendix 3) who drape themselves with the American flag after a victory. The flag in this 

context may symbolise Serena’s victory’s professional. Also the intertextual reference to 

Wonder Woman (Appendix 4), a fictitious female super hero whose costume resembled the 

American flag, may also symbolise Serena’s power as a woman.  Serena’s pose in figure 1 is 

reminiscent of Wonder woman’s signature hands on hips stance (Appendix 4). Body 

Language experts have suggested that this stance represents assertiveness (Pease and Pease, 

2004). Being assertive is a characteristic considered to be more Masculine (Hofstede, 2001). 

 

Response 

The themes of this ad, sports and patriotism, are highly relevant and suitable to the chosen 

marketing channels. I believe that messages in the ad are consistent with the programming 

(Rio Olympics) therefore, Mini is able to generate positive perceptions about the brand 

amongst target consumers. However, similar to the Mercedes ad, Mini has not made the 

product being sold the focal point of the ad. The covert marketing technique may not drive 
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sales of the Mini but it boosts brand recognition in the US Market. Increasing brand 

recognition allows consumers to store the brand in their long term memory which can later be 

retrieved when the consumer is ready to make a purchase decision (Nedungadi, 1990). Baird 

et al. (2007) also assert that the individual’s emotional involvement with stimuli is likely to 

boost memory. 

 

Conclusion 

In conclusion, the decision for all three brands (Mercedes, Addison Lee and Mini) to use 

women in their ads is a great marketing strategy. Many studies (e.g. Darley &amp; Smith, 

1995; Cramphorn, 2011) have analysed the effect of gender on advertising and there is 

confirmation that females respond more positively compared to males to ads relating to self-

identity (Cramphorn, 2011). The ads have appealed to the self-identity concept and have 

shown images of women in perceived power positions.  

 

Advertising influences the purchasing activities by relating specific values to a brand and 

then underscoring how these values may be acquired or experienced through the consumption 

of the particular product or brand (Morris, 2013).  Again, implicitly all three brands have 

made a covert association between their brands and acquisition of power. They have tried to 

achieve this by using the principles of classical conditioning. Associating the unconditioned 

stimuli (the brands/product) with the desired conditioned response (Empowerment) they have 

used specific colours, models, props, intertextual references and so on to achieve this goal.  

 

The criticisms of the use of masculine elements to demonstrate power for women may be 

viewed as archaic and an ineffective. The third wave of the feminist movement has been 
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characterised as embracing feminine qualities as symbols of power (Austin, 1998). The “we 

can do the same things as men” mantra defining the earlier iterations of the feminist 

movement in the 60’s and 70’s saw women wearing more masculine clothing to demonstrate 

their quest for power and inequality (Blackman, 2015). It is a delicate balance for marketers 

when it comes to the depiction of women in media as the interpretation of symbols is for 

evolving. Furthermore, the globalisation of markets and advancements in social media and 

technology has made the world a lot smaller. This means that we are able and more receptive 

to the experimental and adoption foreign cultural practices. 
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