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Abstract 
The current study aims to identify particular ways through which social actors are represented by Pakistani 
media such as MCB (Muslim Commercial Bank) Ladies Account (2017). This study is only limited to two 
Pakistani advertisements as a sample of study. The research design is qualitative content analysis. The study 
seeks to examine the propagation of class differences for the sake of gaining viewer’s empathy in order to 
achieve marketing purposes. The researchers have applied Leeuwen’s (2008) framework of Visual 
Representation of Social Actor for the analysis of data. The analysis of data has provided an insight into different 
ways class differences are showcased. It has further provided an insight that notion of lower/middle class is 
constructed and represented as “others” in the particular advertisements with the help of Visual Representation of 
Social Actors. The result of study validates that lower/middle class is particularly marginalized in the mentioned 
advertisements, whereas it has become a general practice of Pakistani media to project such kind of class 
dichotomy. The study has further incorporated the idea that through such kind of projections the capitalists 
propagate the purchase of unwanted items. Wherein, regardless of any use the viewers while empathizing with 
the social actors purchase the advertised items.  
Keywords: multimodal, advertisement, visual representation, social actors 

1. Introduction  
The study of discourse analysis was previously focused primarily on language and its forms whereas other 
semiotic resources were ignored. Recently, this view has been changed and discourse has taken a shift by 
acknowledging the other modes of communication, which contribute to meaning, such as image and visuals. 
These visuals and images play a vital role in media especially in advertisements. 

With the advancement of science and technology, the role of media has undergone through drastic changes along 
with advertisements. Advertisement is a big business where companies compete to grab viewer’s attention and 
propagate about their particular brands. These companies use simple signs embodied with social norms and 
ideology. van Dijk (2006) asserts that ideology basically is a kind of idea that is based on a belief system. This 
study is designed to investigate the influence of Pakistani advertisements in the projection of social classes 
symbolically through indirect means. This research is important as it has highlighted the ideological construction 
of social classes through media such as, advertisements.  

Advertisements convey messages through images, texts and music. A research conducted by Roberts and Philip 
(2006) supports that to understand images the comprehension of both verbal and visual literacy is essential. 
Visual literacy is the ability to interpret meaning from the information presented in an image. Gaskill (2013) 
asserts visual literacy skills require more than the usage of technology, which is used to teach the skills 
associated with the meaning. She further says that visual resources in instruction help in developing student’s 
cultural knowledge as well. 

According to Leeuwen (2008) Visual images are usually accompanied with social actors conveying implicit 
meaning of “others” (p. 136). Leeuwen (2008) calls the participants of social practices as “social actor” rather 
than participant (p. 23). Leeuwen’s (2008) framework of Visual Representation of Social Actors emphasizes on 
the importance of word and image, where word provides facts and image gives vent to interpretation of 



ijel.ccsenet.org International Journal of English Linguistics Vol. 9, No. 1; 2019 

195 

“ideological colored angle” (p. 136). 

Leeuwen (2008) further asserts that in advertisements, images give us feeling of glamour and “fulfillment and 
gratification” (p. 136). The viewers feel pleased to imagine themselves as part of the scenario going on in 
advertisements. These advertisements sometime convey implicit meanings and visually communicated meanings 
can be easily dismissed. In advertisement many things are shown according to Leeuwen (2008) advertisements 
and images can be a mean of showing racism.  

2. Literature Review  
Mostly, the work based on Multimodal Discourse draws from Halliday’s Social Semiotic approach to language, a 
view that considers language as one among a number of semiotic resources such as gesture, images and music 
through people communicate. According to Leeuwen (2005) Social Semiotics is a form of inquiry and it offers 
ideas rather than answers, ideas which formulate questions that provide ways to answers. Caldas-Coulthard and 
Coulthard (1996) support the importance of Semiotics in any text as they say that text cannot be analyzed 
without considering Semiotic resources accompanied with it, such as images and layout. 

Alyousef (2016) in his research employed a Systematic Functional Multimodal Discourse Analysis (SF-MDA) to 
explore thematic progression patterns in business marketing plan reports. Cheng and Liu (2014) have observed 
the relationship of Pi and Richard the tiger in the film Life of Pi by employing systematic functional grammar 
and functional grammar taking into consideration different Semiotics modalities and their contribution for the 
conception of film. 

Pauwels (2012) explored how contemporary websites become a representative of a culture by engaging a 
multimodal framework for analysis. Doyle, Freeman and O’Rourke (2017) conducted an interesting research by 
applying Multimodal Discourse Analysis on online investment regarding crowd-funding pitches and the 
communication that surrounds them.  

Ademilokun and Olateju (2016) in their research have analyzed visual images in political rally discourse and 
data was analyzed through Halliday’s (1985) Systematic Meta-functional Principals. The research validates that 
colors and images conveyed the ideology and commitment to the political party. 

Advertisement leaves a strong impact on viewers and it has become pervasive in the modern capitalist society. 
Propagation of beauty through advertisements is not an unfamiliar concept. Noriga (2012) applied Multimodal 
Discourse Analysis to three advertisements in order to understand that how these commercial construct the 
concept beauty and health related to each other among viewers, focusing on both visual and verbal modes.  

Another research conducted by Sharma and Gupta (2015) explores the impacts of advertisements on consumers 
through Semiotic Analysis. They further argue about the challenges advertisers face while choosing signs, 
symbols and images in the advertisement to attract the right consumers. In this way it tends to highlight how 
Semiotics plays a primary role. Advertisements also construct ideology among its viewers and they are vital 
medium to develop any notion. For instance the study conducted by Adham (2012), investigates the iconic 
representation of women in the Middle Eastern media through Semiotics. She has explored in detail that how 
advertisements affect its audience psychologically and how they aid to pursue viewers to adopt a particular 
course of action. In this way the research intends to unveil the true agenda of media. 

Advertisements are often accused of spreading stereotyped ideas due to market requirements. However, a 
research conducted by Lakshmi and Selvem (2016) is an endeavor to explore advertisements, which try to break 
away from conventional norms or notions of society through Semiotic Analysis. Rath and Bharadwaj (2014) 
have also investigated how attributes of gender representation is being deconstruction with the aid of Semiotics. 
The paper also argues how symbolic ideology regarding role of women and qualities of men have been 
deconstructed. In this regard Post-Feminism is a famous theory explored by Gowrisankar and Ajit (2016), who 
attempted to analyze the ideology of Post-Feminism in visual advertisements. 

Nonetheless, advertisements are also used for public awareness such as a research conducted by Olowu and 
Akinkurolere (2015) on Malaria drug advertisement using Multimodal Discourse Analysis has emphasized upon 
the visual and linguistic components of the selected advertisements. Their data comprised of selected posters, 
stickers and drug literature advertisements on Malaria. The research proved that color, image, posture and icons 
enhance the worth of advertisements. Compelling visual images along with sound effect makes an advertisement 
attractive and grabs viewers’ attention. Hu and Luo (2016) conducted a Multimodal Analysis research based on 
Air France’s print advertisements. They explored how Air France conveyed the feeling of grandeur, superiority 
and comfort using Multimodal Analysis. 

 



ijel.ccsenet.

3. Problem
This resea
advertisem
exists in t
advertisem
research qu

Q1. How s

Q2. How s

4. Method
The presen
media in o
preferred, 
MCB (one
representa
Representa

In defining
the viewer
questions L
in order to

a. So

b. So

c. So

 

The secon

a. Ex

b. Ro

c. Sp

d. Ind

e. Ca

 

.org 

m Statement a
arch incorpora
ments as its sel
the contempor

ments propagat
uestions:  

social classes a

social class is u

d 
nt research is 
order to exam
based on the 
e of the olde

ation of class
ation of Social

g connection o
r that is, “how 
Leeuwen has d

o question the r

cial Distance 

ocial Relation 

cial Interaction

Fig

d part of an im

xclusion 

oles 

ecific and Gen

dividuals and G

ategorization 

In

and Research 
ates a qualitativ
lected sample.
rary advertisin
te class differ

are projected th

used as a tool t

based on the 
mine the repres

content analy
est and leading
s discriminatio
l Actors is emp

of word and im
people are dep

defined some k
representation 

n 

gure 1. Represe

mage that is to 

neric  

Group 

nternational Jou

Questions 
ve research de
. It attempts to

ng media. It fu
rences of Paki

hrough Pakista

to create empa

Visual Repres
sentation of c

ysis of two fam
g banks in P
on in the se
ployed by the r

mage, Leeuwen
picted and how
key elements i
of social actor

entation and v

depict people 

urnal of English 

196 

esign that revo
o present the V

further probes 
istani society. 

ani advertisem

athy among the

sentation of So
class difference
mous Pakistani
akistan) and 

elected sampl
researchers. 

n (2008) has e
w they relate to
in his framewo
rs and their rel

viewer network

he has outlined

Linguistics

olves around 
Visual Repres
into the natur
This study at

ments? 

e viewers in or

ocial Actors in
es. The qualit
i advertisemen
Pepsi Ramada

le, Leeuwen’s

emphasized ab
o the viewers”
ork. The follow
lation to viewe

k (Leeuwen, 20

d the followin

the content an
entation of So
re of ways th
ttempts to add

rder to purchas

n advertisemen
tative mode o
nt selected as 
an Ad. In ord
s (2008) fram

bout the import
” (p. 137). To i
wing three fac
ers: 

008, p. 141) 

g five strategie

Vol. 9, No. 1;

nalysis of sele
ocial Actors, w
rough which 

dress the follo

se the products

nt in contempo
f inquiry has 
a sample of s

der to analyze
mework of V

tance of image
investigate bot
ctors are consid

 

es: 

2019 

ective 
which 
these 
wing 

s? 

orary 
been 

study, 
e the 

Visual 

e and 
th the 
dered 



ijel.ccsenet.

 
5. Results
The follow
design. 
5.1 Advert

 

The main c
this ad is c
and conce
purpose o
analyzed b
sympathy 

5.1.1 Socia

The first i
becomes s
central cha
middle an
postures in

.org 

 
wing section is

tisement Title: 

crux of the adv
concerned with
rned. She is p
f this ad that 
by the researc
and attract the

al Distance 

image shown 
symbolic” in p
aracter. There 

nd other chara
n comparison t

In

Figure 2. Vis

 based upon th

MCB (Muslim

F

vertisement se
h ladies accou

projected as a 
is to urge the

chers to show 
eir interest.  

above demon
pictures (p. 138

is a pre-emin
acters at distan
to the bold ges

nternational Jou

sual social acto

he analysis of d

m Commercial B

Figure 3. MCB.

eems to lie with
unt, promulgati

lady who valu
e ladies to ha
that how this

nstrates social
8). The picture
nent difference
nce that clear
sticulation of th

urnal of English 

197 

or network (Le

data in the ligh

Bank) (Ladies

. Ladies Accou

 

hin the verbal 
ing the attribut
ues frugality a
ave an MCB L
s advertisemen

 distance. As 
e is taken from
e between the 
rly represents 
he main charac

Linguistics

eeuwen, 2008, 

ht of the above

s Account 2017

unt (2017) 

commentary in
tes of a woman

and simplicity 
Ladies Accoun
nt has used cl

Leeuwen (20
m a long shot f

dressing style
class differen

cter. 

p. 147) 

e mentioned m

7) 

nitiated by a la
n who is accom
in life, which
nt. Two imag
lass difference

008) assets th
far away with 
e of the focuse
nce with their

Vol. 9, No. 1;

method and rese

ady purposeful
mplished, altru

h suggests the 
ges are taken t
es to gain peo

at social “dist
major focus o
ed character in

r head scarves

2019 

earch 

lly as 
uistic 
main 
to be 

ople’s 

tance 
n the 
n the 
s and 



ijel.ccsenet.

5.1.2 Socia

In the seco
as mention
from the p
that repres
taken verti
which ladi

5.1.3 Socia

The third 
the viewer
not commu
and they w
direct gaze

In the sec
below: 

• Exclu

• Role 

• Speci

• Indiv

• Categ

In the afor
stereotype
involved in
class or lo
represente
captured i
categorize
class in Pa
attire. On 
specific pe
take biolog
compariso

5.2 Advert

 

 

The story 
whose fath
to come ba

.org 

al Relation 

ond dimension
ned in Table 8.
people presente
sents them as 
ically in eye to
ies are depicted

al Interaction 

dimension is r
rs or not. In the
unicating. The
want someone
e with the cam

ond part how 

usion/ Otherin

ific and Gener

viduals and Gro

gorization 

rementioned a
d representati
n an action of 

ower class ladi
d as a specific
individually re
d, we see here
akistani contex
the other han

erson by being
gical categoriz

on to central ch

tisement Title: 

depicted in th
her seems to be
ack home safe

In

n Social Relati
.1. The first im
ed in image th
not part of us

o eye contact w
d as part of low

regarding Soc
e aforemention
e whole image
 to help them 

mera thus addre

people are de

g 

ric 

oups 

dvertisement a
on of middle 

f sewing, work
es depend on 
c group, repres
epresenting he
e cultural cate
xt. One woma
nd, there is a 
g separately fr
zation, all the l
haracter who is

Pepsi Ramada

he advertiseme
e a daily wage
ly in the darkn

nternational Jou

ion concentrat
mage is taken h
hat comprises o
s as the distanc
with camera th
wer or middle 

ial Interaction
ned vertical im
e gives us a no

financially. W
essing directly 

epicted? Five 

all the ladies a
or lower clas

king and servin
sewing and ot
senting specifi
er high social
egorization, as
an is looking d

second image
ramed as well,
ladies have ord
s shown as a be

an Ad. 2017 - P

Figure 4. Peps

ent revolves ar
er. Since her fa
ness of the nig

urnal of English 

198 

tes on power r
horizontally, fr
of the middle 
ce makes view

hat shows powe
class. 

n, which observ
mage not a sing
otion that these
While in the se

to viewers as 

strategies hav

are wearing he
sses, portrayin
ng, which conv
ther such manu
ic class. Wher
l class as a g

s their head sc
different due t
e where the w
, looking direc
dinary features
eautiful and di

Pepsi Liter of L

si Ramadan Ad

round a girl w
ather has to go 
ht. This idea p

Linguistics

relationships. I
rom an oblique
class. The ladi

wers look dow
er of the image

ves whether s
gle lady is look
e ladies are w
econd image t
she is close to 

ve been define

ead scarves exc
ng them as oth
veys the implo
ual works for 
reas the rich la
group. If we 
carves represen
to the reason o
woman is indi
ctly towards vi
s that have mad
istinctive lady.

Light - Pepsi P

d. (2017) 

who belongs a
to work cover

projects the ma

 

It is basically 
e angle, which
ies in the imag

wn to them. Th
e as compare t

ocial actors in
king at the view
eak, uneducate

the social acto
the viewers. 

ed and those s

cept one wom
hers. These la
osive message 
their livelihoo

ady in the mid
observe how 

nt a culture as
of not wearing
ividualized an
iewers with a 
de them a hom
.  

Pakistan 

 

 

apparently to l
ring long dista
ain aim that is 

Vol. 9, No. 1;

an observing a
h shows detach
ge are in long 
he second ima
to the first ima

n the image lo
wers in other w
ed and uncivil

or has maintain

strategies are g

man. This show
adies are show

that all the m
od. These ladie
ddle of the ima

image is vis
s well as a spe
g scarf but mo
d represented 
broad smile. I

mogeneous gro

ower middle c
ance, she wants

to gain empath

2019 

angle 
ment 
shot, 

age is 
age in 

ok at 
words, 
lized, 
ned a 

given 

ws the 
wn as 

middle 
es are 
age is 
ually 
ecific 
odern 

as a 
If we 
up in 

 

class, 
s him 
hy of 



ijel.ccsenet.org International Journal of English Linguistics Vol. 9, No. 1; 2019 

199 

the viewers for the sake of selling product as well as leaving a positive notion about product in the minds of 
viewers. 

5.2.1 Social Distance  

The first image speaks for itself regarding social distance, which is a long shot. The central characters are barely 
visible at first glance in the vast land scape. The long shot also gives the message to viewers that the social actors 
represented in the shot are not significant, so the viewers cannot relate to them. This represents the distance 
between the viewers and characters symbolically. Moreover social actors are shown in ordinary dresses, 
reinforcing the depiction of lower middle class. In contrast the second image comprised of close shot that 
focuses on the stylishly dressed person along with the logo of a company in the back ground. The focused stylish 
individual is a kind of persona to which the viewer especially young generation can easily relate to. 

5.2.2 Social Relation 

As Leeuwen (2008) asserts that social relation is concerned about power. It discusses either power of 
representation over viewer or viewer’s power over image. The first image is taken horizontally from an oblique 
angle, showing detachment. In this way viewers do not relate to the characters portrayed in the image. They are 
“others” for the viewers. The image gains power not only by depiction of characters but also from the point of 
view of angle. Viewers are looking down to them, thus gaining power over image. Thus, the depicted characters 
as socially below to the viewers. 

5.2.3 Social Interaction  

In both the images social actors are not looking at the viewer’s directly thus, they are not communicating with 
the viewers. First image gives an idea to the viewers that this could be happening somewhere far from them, not 
near them. In this way they do not feel affiliation with the characters neither do they feel empathy. Whereas, the 
second image instantly gives the sense of familiarity due to close angle. 

• Exclusion/ Othering 

• Role 

• Specific and Generic 

• Individuals and Groups 

• Categorization 

Lower middle class has been portrayed as other in the image by presenting them in a typical dress style as 
compared to other image dressed entirely in western outfits. This kind of symbolic representation depicts 
different cultures as well as classes. Lower middle class is assigned the role of a working class as daily wagers. 
These people are supposed to leave their family and children behind for work at times they even endanger their 
lives. The social actor in the second image is shown through a close shot that has categorized him as a significant 
individual. On the other hand lower middle class is treated as a generic group regardless of any signification.  

6. Discussion 

An analysis of the above mentioned advertisements, using the framework of Leeuwen (2008) truly reveals that 
Visual Representation of Social Actors in the advertisements have an influential role in the lives of the viewers. 
The analyzed advertisements have aptly projected class distinction mainly focusing on the lower, middle and 
upper classes. The advertisement has equally displayed the feelings of empathy among the viewers in order to 
acquire the MCB bank accounts for the gratification of their needs and to become like the upper class educated 
lady shown in the advertisement. In the light of the above discussion it can be concluded that viewers accept the 
impact of such images and portrayal of class discrimination, consequently they get influenced by the charm and 
success of upper class. In this way an advertisement carries an “ideology”, and “ideology” leaves a long lasting 
impact on the lives of individuals. However, this research is limited to just two advertisement based upon 
qualitative content analysis. Future researchers can carry such researches based upon more advertisement along 
with the quantitative mode of inquiry.  
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