


IMPRESSION(S) OF CONNOTATIONS IN ADVERTISING: PROSPECTS OF CREATIVE VISUALISATION 


ABSTRACT

[bookmark: _GoBack]The primary task of advertising is to formulate a powerful sales message which is all about satisfying consumer needs, protecting the larger and establishing a long-term relationship with the product. Any creative strategy in advertising involves a crucial decision in adoption and choice of an appropriate visualization for catching the attention of the consumer. Visual images play a very important role in capturing the attention of the public which promotes selling of a product through advertising, where illustration and photographs are the key elements required to carry that message to the target audience. But these visual elements sometimes cannot make the desired persuasion due to lack of definite advertising connotations. The selection of appropriate denotative and connotative ideas is the key to any advertising campaign, which has the power to attract the attention of consumers, arouse their underlying desires or influence feelings, and thus speak of human needs or wishes that can be met by the advertised product, service and idea and build the brand image. The study aimed to analyze the print advertisements based on the descriptive visual analysis about the prospects of connotative approaches involves in the creative visualization techniques in any advertising message which inculcates among the mass, the sense of awareness through the use of appropriate visuals, direct, indirect or suggestive gesture in order to reduce, remove and bring out motivational possibilities in accepting the product which is perhaps more appropriate in a more creative and connotative manner, rather than literary meaning or direct articulation of the message. It aims to analyse the print advertisements using the theoretical frameworks and different aspects of advertising techniques on the basis of visual structures-illustrations ,photographs, layout, body copy, headlines. intends to look into the connotative 
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INTRODUCTION

Advertising is a form of persuasive communication that employs various signs and symbols to capture the audience’s attention. According to Kotler and Keller (2016), advertising is a paid form of communication designed to inform, persuade, and remind audiences about a product or service. Meanwhile, Fill (2009) defined advertising as a communication medium that influences consumer opinions and behavior through creatively delivered messages. In advertising, connotation refers to the implied or suggested meaning of a word or image, while denotation is its literal or dictionary definition.  It is the underlying emotional appeal, feelings, and association with the customer beyond the literal meaning making the advertisement more persuasive and memorable. Advertising being a powerful communication force, highly visible and one of the most important tools of marketing that helps to sell product, services, ideas and images etc. is also creative communication process, a social phenomenon, a means to exercise the right to choose. Advertising and other form of promotions have become an integral part of our social and economic system. The presence of advertising is everywhere, on the walls, magazines, newspaper, television, hoardings, and in recent time digital format. The average consumers is exposed to a very large number of advertisements every day, particularly the urban and semi urban population (Kazmi & Batra 2008). Advertising appeals are used to communicate and influence the purchase and consumption behaviour of the existing and potential consumers. The selection and choice of an appropriate appeal is the key to any advertising campaign which has the power to attract the attention of consumers, arouse their latent desires or influence feelings, and thus speak of human needs or wish that can be met by the advertised product, service and idea (Parameswaram 2001). A large number of different appeals can be used as the basis for advertising messages. The message is considered as the most vital component in the process of communicating the consumers about the product which is the thought, idea, attitude, image, recall value that the advertisers wishes and utilises to convey the message to the prospect consumer which is essentially important in making the message effective in the process of convincing, persuading and attracting the consumers about the product where straightforward approach may not suit the purpose and resort to vague response on the part of the consumers trying to buy the product. The effectiveness of a message depends upon largely on its content of deliberation where the visual elements often utilizes connotative device to grasp the interest of the consumer in a more convincing manner. The advertisers thereafter devise an appropriate appeal, visual idea or Unique Selling Proposition (USP). Besides the content, the effectiveness of an advertisement also depends upon the structure of the message (Gupta 2012). In advertising, denotation refers to the literal, dictionary definition of a word or image, while connotation refers to the emotional or cultural associations that word or image carries. Advertisers leverage both to create compelling messages that resonate with their target audience. Connotations are the mental connections between abstract and tangible. 
The ability to make associations on both a conscious and unconscious level is a remarkable phenomenon that works with the human imagination. We have emotional and environmental thoughts about what we see. We don’t just “think” about things, but we also feel and remember them as well. Words and images with approximately the same denotation can evoke responses which are quite different. For example, consider these words: fat, overweight, plump, stout. Words like “plump” feel jolly when applied to people, or juicy and ripe when applied to food. “Fat” on the other hand can feel much more negative, even though its definition is quite similar to that of “plump.” Just like words, visual images also have different connotations. Generally speaking, when something is left to the imagination it has more impact than when all the details are made evident. This also makes your audience feel more intelligent and flattered. So rather than spell things out entirely, we rely on connotation. Things seems more “fun,” “healthy,” “masculine,” “feminine,” “young,” or “old,” not because of what they intrinsically are, but because of how they are presented (www.printmag.com).


LITERATURE REVIEW
The study considered several literatures on the various aspects of advertisements, creativity, visualization, signification approaches, denotative and connotative meaning Rege,(1990) explains how the creative aspects advertising with result oriented approach of advertising elaborates the principles and practice of advertising with analytical and critical codification of practical experience. Parameswaran, (2001) reveals the secrets of successful campaigns over a wide range of media, including advertising on the internet and web. He also covers the secrets of effective advertising gleamed from years of sophisticated advertising research. Bojanna and Murthy, ( 2007) examines the importance of effective aspects of advertising and communication. The book deals individually with various advertising tools as well as how they could be effectively mechanised for optimum result. The authors analyses the concept of advertising, marketing process, role of media. The texts highlights on the creative aspects of advertising, media planning, concept of direct marketing, implications of advertising and regulations. It examines the nature and scope of advertising, exploring the marketing and promotion process models. The book highlights the communication process of advertising examining how consumers respond to various messages. It also deals with the various aspects of creativity, planning strategy and its application. The book also examines the different facets of advertising- visualisation, graphic art, layout. Kazmi and Batra, (2008) examines upon the creative strategies, execution and evaluation of advertising. The authors focuses mostly upon the creative aspects of advertising, starting from layout design to execution of advertising. The authors pointed out that the principles of design, selection of colour, creative copy, composition, typography and the concept should be taken into consideration before creating an advertisement. Without creativity advertisements cannot be successful and create an impact on the market. The author also pointed further, that the selection of media also plays an important role to make an advertisement successful. Messaris,(1997) explores the uniqueness of visual aspects of advertising and it’s important in communication as he argues that because of the implicit nature of visual argumentation and the relative lack of social accountability which images enjoy in comparison with words, pictures can be used to make advertising claims that would be unacceptable if spelled out verbally. The author analyses a variety of commercial, political and social issues in advertising. The author also discusses the role of images in cross-cultural advertising. The role of image is explored in a fine survey of the visual aspects of marketing programs. Picture can evoke emotion and desire and easily become associated with products. The author investigates into how picture makes viewer’s assumption with the product, its relationship and connections with photography and reality. Kumar, (2007) explored the basics of advertising and its objectives. The study also analyses the creativity and effectiveness of advertising. In the basics of advertising, the author discussed about the scope, nature, functions and the characteristics of advertising. Moreover, the study analyses about the effectiveness of advertising on the market as well as to the consumer. Along with effectiveness, the economic aspects were also given importance. The most important part of this study is the analysis of creativity in advertising especially in print media. It discussed about the creative strategy, values and aesthetic part of advertising which includes principles of design and layout, copy writing, typography and illustration. Gupta,(2012) broadly covers the principles on the basis of which advertising industry functions as well as how the same has been applied and used in advertising professional in India. The book covers the basics of advertising, creative aspects, management, legal and ethical aspects of advertising in India. The book also highlights upon 17 recent case studies in Indian advertising. It also includes many exhibits from advertising industry. Sharma and Singh, (2009) analyses the fundamentals of advertising and relationship of advertising with the society .It also reviews important marketing concepts, which has relevance to advertising. The book also elaborates various concepts of consumer behaviour and their impact on advertising. The creative aspect of advertising is also discussed in details in developing the schematic presentation. Dyer, (1992) highlights upon advertising and its role of communication through different media. The book is mainly based on the different aspects of advertising and its various role of communication. The study analyses how a simple idea can make an advertisement more creative and effective through communication. It also discusses about the language and humour used in advertising for a particular group of people for better communication. Chandler (2022) stated that in semiotic analysis, advertisements can be understood as a system of signs that function by associating a product with specific ideas or values. Kotler & Keller (2016) suggests that advertising is a form of persuasive communication aimed at influencing consumer opinions and behavior . According to Creswell (2014), qualitative research is appropriate for exploring complex social phenomena, particularly when understanding meanings and interpretations is central to the research. This approach enables researchers to examine how visual, linguistic, and cultural elements in advertisements construct meaning within a specific social and cultural context. 
 METHODOLOGY
The research method adopted for the study is descriptive visual analysis in terms of both textual connotations and visuals from existing print advertisements and is descriptive in nature. The study covers the analysis of the visualization approaches considering the various elements incorporated, compositional factors, textual message in the form of headline and body copy. For the purpose of the study, print advertisements from consumer products, idea orientated and service based advertisements were utilized to understand the connotative approaches in the visualization techniques. The objectives of the research is to make an analytical study about the relevance of connotations  in advertising and the importance of using in Indian print advertisements as an effective visual mode of expression. The study also analyses the advertising of various assorted brands and the changing tendency of creative execution and style, simplifying the taste and acceptance of the contents of the advertising messages with connotative visual elements for selling proposition of the product. The data are obtained from various images from internet sources on print advertisements under various group of products, idea, and service. 
ADVERTISING APPEAL AND CONNOTATIVE GESTURE
 The interpretation of sales idea can be translated into various denotative as well as connotative meaning through effective visualization through dramatic and exciting situation which can be broadly categorized into direct and indirect approach of visualization. The direct approach is probably safest that tells the reader with essentials of the advertising message. The indirect approach hits on the readers interest with curiosity that establishes associations between a unique visualization and product. Effective visualization can also be attained by pictorial dramatization of the headline, unusual illustrations, contrast of ideas and meaning of the visuals, and use of appropriate colour palette. One of the critical decisions about creating a strategy in advertising involves the choice of an appropriate advertising appeal which attempts to communicate and influence the buying pattern of the consumers. Once the creative strategy is selected, the next part is to identify the basic appeal. An advertising appeal is a statement designed to motivate a person to act. The appeals which the advertiser makes usually focus the buying motives of the customers. An advertising appeal must successfully tell what it wishes to convey. As far as possible, the message must be conveyed in a simple language. A good theme must be there to communicate with meaning of the advertisement. It should be distinctive and interesting. Advertisers build an advertising campaign around this appeal using different tricks and types of advertising appeals that influences the mind of people.  Advertising appeals are used to communicate and influence the purchase and consumption behaviour of the consumers. It refers to the approaches used to attract the attention of consumers or to influence their feelings towards the product, service, or idea. Through the use of different kinds of appeals, advertising attempts to create positive image of the product for both the new as well as existing consumers. Some advertisements are designed with the intent of appealing the rational and logic aspects of the consumer’s buying process, and at the same time others attempt to stimulate consumers feeling, evoking some desired emotional responses. Advertising appeal can broadly be classified into three categories - rational, emotional and moral appeal (Gupta, 2012). 
A large number of different appeals can be used as the basis for advertising messages which is often classified as rational appeals, emotional appeals and moral appeals (Gupta 2012).  Rational appeals are those the focus on the audience’s self-interest and are directed at the thinking aspects of decision making process. Such appeal attempts to show that the product will take into consideration the prospects of benefits. Advertisement messages that promises economy assurance of resale value, quality, durability, reliability, and easy to use etc. are some of the rational appeals. Most of us probably have a keen desire to be thought of as a rational human being and for this reason we usually extend socially acceptation reason for our daily purchases. Emotional appeals are placed under two categories- positive emotional and negative emotional appeals that depends on the kind of appeal to be triggered towards the consumers. Emotional appeal relates to customer’s social and psychological needs and stir up positive or negative emotions, that can motivate purchase of a product or service. The Emotional appeal can also influence the way consumers interpret their products usage experience. They may generate certain images, feelings, beliefs, and meanings about the product or the service. It can help differentiate a brand by making the consumption or use enjoyable. Emotional appeal includes both personal and social aspects. Some personal emotions that drive individuals to purchase products include safety, fear, love, joy, stimulation, pride, self-esteem, comfort, acceptance etc. Love, affection, joy, care, promise, bond etc. are some of the examples of positive emotional appeals that we see in the advertisements (Figure 1).The selection of appropriate images/language, creates a strong positive connotations, where the conversation within the mother and child align with the product. The prospect of connotative meaning in product positioning is also evident with the use of words like, safety, mildness, effectiveness, soft skin, elevates the message in a positive manner that builds a strong positive image about the products that we see in the case of Johnson and Johnson baby products. The visual significance also suffices with the cultural [image: ][image: ]connotations as the advertisement is subjected to Indian motherhood. 
[image: ]                     
Figure 1. Johnson & Johnson portrays the unconditional caring attitude of a mother to her child
In contrary to positive emotional appeal, fear, shame, guilt, embarrassment, rejection etc. are often associated with the negative emotional appeals. Such appeals motivate consumers to do things they should do, such as advertisements on brushing of teeth in order to stop tooth decay, issues of personal hygiene that compromise our health. These sets of advertisements on the other hand, expresses negative emotions which is essentially a persuasive strategy used to create discomfort, anxiety etc. in the mind of the consumers (Figure 2). The connotative approach in dealing with negative impact is often dealt with the choice of words and indirect visualization ,also creates positive orientations to deal with various issues as evident in the examples of lifebuoy hand sanitizer, where the appropriate selection of visuals minimizes the effort of the manufacturers to create effective impressions in the mind, even if the product is not shown clearly where  the invisible enemy is connotative in nature and the denotative approach to persuade children will not be helpful in creating desired attention.
[image: ]       [image: E:\my PhD\Debasish Plates\plates\chapter iii\babysroom.jpg]       [image: E:\my PhD\Debasish Plates\plates\chapter iii\lifebuoy-hand-wash-girls-room-1600-41106.jpg]   
Figure 2. Lifebuoy advertisements campaign portrays positive connotations in absence of product positioning.  
Humour appeal is one of the most common advertising appeals used by the advertisers that evokes the feeling of amusement and pleasure that helps in attracting attention and creates good mood. With the increasing set of advertisements in all categories it becomes difficult to attract the attention, elements of humour makes the job much easier for the advertisers in the form of satire. For example, Fevicol is the most visible successful adhesive brand that have used humour to create the appropriate appeal in a very light and amusing way. The connotative implication of eternal bond between brother and sister and an exaggerated situation is well evident with the creative visualization (Figure 3). The implications of delicate and robust in contrast visual execution created appropriate connotations for the product’s quality and performance.    
[image: ][image: ]            
Figure 3. Adhesive brand Fevicol implying emotional connotative appeal and humorous appeal for easy brand recognition in a witty manner.
 Moral appeal attempts to draw the audience's attention to what is right, which is generally used to urge people to support ethical and social causes, such as environmental concerns, population explosion, natural calamity, help victims of social crisis, etc. Moral appeal are those appeals to the audiences that appeal to their senses of right or wrong. They are often used to exhort people to support social such as adult literacy, equal rights, consumer protection and environmental causes. There are various ways by which an advertising message can be presented which stimulate the interest of the consumer in order to convince and persuade the consumers through appropriate indirect visualization that evoke a sense of alert and psychological associations as shown in the outdoor media campaign ‘STOP HONKING’ by Indian Oil (Figure 4). The campaign uses visual metaphors, depicting the body parts of animals replaced by sound waves to show the life threatening impact of noise pollution on living creatures.
[image: ]         [image: ]         [image: ]
Figure 4. Effective use of visual metaphor on environment awareness campaign from Indian Oil
Some other advertising appeals utilised by the advertisers are music appeal, sex appeal, adventure appeal, scarcity appeal, brand appeal, youth appeal, statistics, price, endorsement etc. also creates the desired responses claimed by the advertisers irrespective of consumer product and consumers buying pattern (Kumar 2020). After determining the specific advertising appeal that will form the basis for the message, the creative team starts on the various creative aspects of execution of the message which is very important to prompt the desired response from the target audience.
CONNOTATIVE APPROACH IN CREATIVE VISUALIZATION
The connotation provides a deeper meaning to the image or a text, as well as their interaction that the reader analyzes on different levels. The concept of connotation, on the other hand is responsible for the second order of signification, including emotions, values, and associations that the signs provoke. However, there are two types of connotations, the individual and the cultural ones, which means that every perspective on the information is shaped by personal experience and that the connotations are different for every culture (O’Shaughnessy & Stadler, 2012). Since connotations are meanings and concepts beyond the literal definition of the signifier, for example “red” actually signifies danger on this road sign. Of course, signifiers can be grouped together to form a single connotation. This road sign combines the pictogram of the moving person with the red colour code to signify to pedestrians that they are not permitted to walk in this area. The denotation of the red line cutting across the figure is an important part of the overall image because it is widely accepted to mean something negative (https://media-studies.com/semiotics/). Creativity is probably one of the most frequently used terms in advertising. It is the ability to come up with unconventional, fresh and unique ideas, appropriate and effective that can be used as a solution to the advertiser’s communication problems. The word ‘create’ denotes originating, or conceiving an idea or a thing that did not exist before. Though, typically creativity involves combining pre-occupied ideas or objects into new idiom. There is a general view that creativity emerges directly from human intuition, but the reality is that creativity can’t be learnt and used to generate original ideas (Kazmi and Batra, 2008). Creativity refers to the “generation and presentation of noble ideas, differently, innovatively across the target audiences’’. It refers to eye catching illustration that can create good recall value for the product. An advertising to be effective must have a big idea that captures the consumer’s attention, elicits a response and makes the advertiser’s product or service distinct from that of the competitors. The creative idea is effective when it is relevant to the target audience’s need, aspirations and desire. Creating a clear vision about the product to the audiences is an important job of advertising which builds brand awareness (Sharma and Singh, 2009). The effect of a message is governed by not only what is said, but also by how it is said. To break through the confusion and make an impression on the target audiences, an advertisement must be unique and entertaining in its approaches. A major determinant of whether a commercial will be successful in changing brand preferences is its likeliness, appeal or the viewer’s overall reaction. Print advertisements that are well designed and executed, generates emotional responses and creates positive feelings that are transferred to the product or service being advertised. Creative advertising needs to be imaginative, intelligent, sharp and extremely catchy. It should focus the attention of the people on the product to create positive impact on the consumer through visual appeal (Paul, 1997).Advertising is said to be creative if it contains some powerful idea, theme, visually impressive on central theme. Advertising creativity is the ability to generate fresh, unique, noble and appropriate ideas that can be used as solution to communication problems. To be appropriate and effective, a creative idea must be relevant to the target audiences that can push the advertising message into the viewer’s mind. Effective visualisation is the devices adopted to make advertising more persuasive and interesting to the consumers, to give it distinction and make it memorable 
Every advertisement had a purpose to serve and this brings about the different types of connotations to serve a particular job. A foremost requisite to review and understand the effectiveness of visuals and its meaning in advertising involves the acceptability of variety of creative and visual tactics , characters that involves the adoption of various visual images and pictorial presentation in the form of drawings, unusual illustrations, photographs, cartoons, caricatures, fictitious and animated characters such as brand mascots, puppets, trademarks, imaginative portrayal of person or animals, unusual punch lines and advertising jingles which stands for a product or a company, indicating the quality that produces or mediates the amusing, comic, laughable, ludicrous and witty part of conveying the message. Some of the execution visualization styles commonly used in an advertisement to attract the attention of the consumers- straight sell or factual message, testimonial, scientific or technical advice, demonstration, comparison, lifestyle, fantasy, animation, humour, jingles or musical commercials, slice of life and pictorial dramatisation. The interpretation of an advertisement depends on the perception of the individual. While creating an advertisement, the objectives of advertising need to be evaluated which is just not to sell the product but also to create images in the mind of the prospective consumers.
 Planning the creative strategy is an important factor in advertising. It is important to note that individual advertising situation is different in each case. Each individual advertisement or advertising campaign needs a totally different creative approach. Visualization is a skill to determine which elements an advertisement should contain and also how they should be featured. It is a process of creating ideas about overall construction and contents of the advertisement. It takes place before the copy is thought of and before preparing illustrations. It helps in converting abstract ideas into concrete forms or shape of layout of an advertisement. An important part of creative strategy is determining the central theme that will become the major selling idea in any advertising campaign. The interpretation of the sales idea in an advertisement evolves through design thinking, planning on the basic need of the message which are worked over, modified to arrive to the final solution to the advertising problem which can be translated or expressed in a number of different ways. Effective visualization of a central theme of any piece of advertisement can be broadly divide into direct (denotative) or indirect (connotative) approach where the pictorial dramatization of various visual elements tends to create desired result in selling the product, idea or the service (Rege, 1990). 
The meaning of some words may differ very slightly and in a very subtle way and it is importance to understand the connotation of the word chosen. The objectives of connotative approach in the visualization of the message in an advertising not only designed to create and stimulate demand for a generic category of product or intended to persuade the potential consumers, but also to establish psychological and emotional association that relies on abstract ides like success, enjoyment, security etc. that cannot be attained to a visual format in a direct or denotative approach. For instance, advertising efforts which are done as a part of social responsibility by such entities as advertising agencies, NGOs, Government as well as business houses to spreads social consciousness among the masses and promote important social issues generally go unnoticed. Such advertisements may range from being subtle to indirect, and practical to ironic in character which need a strong affiliation to show excellence, hope, experience, joy, success, etc. The use of appropriate props and colour convenes the objectives of the campaign and helps build the brand awareness in a persuasive form which cannot be expressed in denotative manner or which cannot reach the goal or intention of the campaign with straightforward textual and visual element (Figure 5).
[image: ][image: ][image: ]        
Figure 5. Advertising campaign promoting social consciousness for girl child’s education 
These connotative factors had also been identifies with various public oriented advertisements apart from consumer products, where direct visuals may not work to cater the goal, for instance safe driving protocols, statutory warnings on smoking, consumption of liquor, chewing of tobacco, prevention of AIDS, cancer, drug abuse, domestic violence etc. where suggestive and associative approach in visualization arrests the attention of the audience. One of the important aspect of any social advertising is to get the desired response and behaviour from the target audience with an appropriate visualization in order to do or stay refrain from doing certain things. For example, the greatest fear human beings have is the fear of death, distortion of figures, face or mutation of body parts. The extreme cases of road traffic accidents, smoking, consumption of liquor etc. were much pertinent today with appropriate visual appeal and creative advertisements where various brands came forward to create mass consciousness with awareness drives (Singh and Sharma 2009). Popular brands like Ceat Tyre Renault, various NGOs, Government agencies, created exceptionally creative appeal using connotative use of fear as the theme to deal and with and reduce the loss of life and casualty. The concept of fear in advertisements meant for public interest can work in a very dynamic way in putting across the message, where the message is mostly used in those cases or those products that are designed to protect the society from loss of life or property or dejection of social, mental and physical health, which is very relevant today with the changing lifestyle that led to anxiety, stress, social economic status, surroundings, advanced work culture etc. The consequences of certain deviant behaviour is well visualized in an indirect manner which brings about the emotional and psychological feelings of not adhering to safety norms that may led to fatal consequences .The connotative idea of visualisation as shown, minimizes the fatality, compensated by thought provoking body copy and illustration (Figure 6).
[image: Today marks the beginning of... - Indian Road Safety Campaign | Facebook][image: Renault: Don't Drink and Drive • Ads of the World™ | Part of The Clio  Network][image: https://www.adgully.com/img/400/201901/ceat-roadsafety-drinking.jpg]    
Figure 6. Public awareness campaign promoting road safety through effective visualization.
In recent past it is also been evident that insurance firms specially resort to appeal by arousing the perception of fear in order to get the target consumer to hire a policy for his family where the inevitable phenomenon of death is used as the medium of appeal to get oneself insured in the array of economic security. The perception of connotative idea was replaced by positive emotional appeal instead of negative appeal, for example health insurance advertisements from SBI life, ICICI had a fresh approach in putting the message in positive way that transformed fear into positivity while dealing with health and wealth and the images are more subtle and positive in terms credibility of acceptance and reliability (Figure 7).
[image: Nutrition - Star Health][image: SBI General launches a fully customizable, digital-only health product 'Health Edge Insurance'][image: ]        
Figure 7. The visualization connotes the sense of comfort and trust in choosing health insurance.
The concept and execution of visualization is not only restricted to service or idea based advertisements, but can also be seen in products which might cause some concern related to health of a person, example like cooking oil brands in particular uses fear appeal to show that one must resort to healthy lifestyle in order to take care of the heart with healthy cooking oil with the growing cases of cholesterol and other heart related diseases which is prominent nowadays in Indian lifestyle, edible cooking oil brands like Saffola , Emami, Dhara, Fortune etc. made a new impact into the health oriented appeal with positive consciousness to deal with heart related issues. Various other categories of brands like  water purifiers, anti-dandruffs shampoos also uses appropriate connotations to deal with various issues pertaining to health and life which had widened the perception of social responsibility along with corporate obligation that endorses appeal for safety of one’s family and near one. The advertisers uses connotative images and words to create a subconscious connection between the product with a positive feelings or concepts in the viewer’s mind. For example, the headline copy ‘HELPS MANAGE YOUR CHOLESTEROL’ creates association of confidence to deal with heart related diseases and the text on the packaging of a honey brand helps build trust beyond the literary meaning even if the product is not explicitly shown or the organ heart itself or the honey bee on the issue of purity (Figure 8).
[image: ][image: Saffola Honey, 100% Pure Honey, NRM Tested, No sugar adulteration, Natural  Immunity booster, Squeezy Pack, 2 x 400g : Amazon.in: Grocery & Gourmet  Foods][image: https://cdn.marico.in/uploads/71hjnq7kvil-ac-sl1500--1855.jpg]

	
	


       

(Figure 8). Household brands promoting healthy lifestyle with effective visual appeal and caption 


CONCLUSION

Advertising being a powerful communication tool is often used to influence specific interest group and controls public opinion about a product, service or an idea. Issues like environmental crisis, health, road safety measures, and many other such issues are a few of the examples that were addressed with appropriate connotations in the interest of the public for a cause that is responsible for upholding the delicate balance between consumption and protection. Connotations are the mental connections between the immaterial and the perceptible. Every message can have two meanings—a literal one and a suggestive one. The ability to make associations on both a conscious and unconscious level is a remarkable phenomenon that works with the human imagination. Just like words, visual images also have different connotations. Generally speaking, when something is left to the imagination, it has more impact than when all the details are made evident. This also makes your audience feel more intelligent and flattered. The responsive behaviour of the audiences motivates and make us think about or investigate the content of the message with appropriate advertising connotations which brings about changes in motivational gap and awareness in public sphere where awareness and information finds space through visual deliberation in the form of indirect meanings. The study is in accordance with the implications of connotations as visualization techniques provides foreground for the visuals and the very purpose of visuals in the line of denotative or connotative approach, not only used to create demand for a product through creative visualization but also to produce a space for sustainable rationality for public empathy in order to create mass awareness through public conscience and ethical proposition for social changes through emotional and psychological association. 
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astrict 5 level safety

process, ensuring every
ingredient is safe for use.

And only after each

productis clinically proven

to be mild for your baby,

does it reach you and a million
other mothers around the world.

It's about leaving no stone unturned, just
the way you don't
And doing anything
and everything, no
matter how littleit is,

Every product we
create is inspired
by your care and
backed by science.

to make sure your baby gets only the best
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