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Abstract: Visual Rhetoric is the art of effective communication through visual elements such as
images, typography, and texts. Visual rhetoric encompasses the skill of visual literacy and the ability to
analyse images for their form and meaning. Although visual rhetoric also involves typography and other
texts, it concentrates mainly on the use of images or visual texts. The Elements of images, such as size
colour, line, and shape, are used to convey messages. The choice and arrangement of the elements in
an image is used to achieve the desired rhetorical effects and convey messages accurately to specific

audiences, societies, and cultures.

Instagram that has unique sign and visual meaning that eventually convey message to the
audience. This study will investigate Visual Rhetoric on Instagram campaign on Lays’s & Bingo’s chips
from August 2020 to September 2021. The result of this research to understand the importance of Visual

rhetoric on Brand Identity.
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A Visual analysis of the world is the art which directly connected with your heart and mind
through a mental observation from your view on focus a thing. This analysis replicates a view of visual
analysis against a poster to grow through with their concept and assumptions. Visual rhetoric of talking
is the craft of successful correspondence through visual components like typography, and colours.
Visual manner of speaking incorporates the expertise of visual education and the capacity to dissect
pictures for their structure and meaning. Drawing on strategies from semiotics and expository
investigation, visual way of talking develops visual proficiency as it looks at the construction of a

picture with the emphasis on its powerful consequences for an audience.

2. Review of Literature:

Elham Saraee, Mona Jalal, Margrit Betke, 2020. We center around visual intricacy, a picture trait that
people can emotionally assess based fair and square of subtleties in the picture. We investigate solo data
extraction from transitional convolutional layers of profound neural organizations to gauge visual
intricacy. We infer an actuation energy metric that consolidates convolutional layer enactments to
evaluate visual intricacy. To show the adequacy of our proposed metric for different applications, we
present Savoias, a visual intricacy dataset that compromises of in excess of 1,400 pictures from seven
assorted picture classes (e.g., notice and inside plan). We show high relationships of our profound neural
organization-based proportion of visual intricacy with human-curated ground-truth scores on different
broadly utilized organization designs and Efficient Net, and in networks prepared on two arrangement
assignments (article and scene grouping). This outcome uncovers that middle of the road convolutional
layers of profound neural organizations convey data about the intricacy of pictures that is significant to
individuals. Moreover, we show that our technique for estimating visual intricacy beats customary
techniques on Savoias and two other cutting edge benchmark datasets. In addition, we perform broad
investigation on the exhibition contrast between our solo technique also, a directed technique prepared
on the element guide, and show that by oversight, we can work on the forecast. At long last, we show
that, inside the setting of a class, outwardly more mind-boggling pictures are likewise, more critical to

human spectators.

Shahid, M. (2019). India has an assorted visual culture and language. Visual culture incorporates road
designs, society workmanship, nearby craftsmanship and art, theatre workmanship, film and
substantially more. Film craftsmanship, one of the huge pieces of this assorted visual culture got a
colossal change other visual areas particularly in road designs. True to life culture in India began in late
nineteenth century, in corresponding with the western nations. It includes motion pictures created the
nation over in various dialects. Among them Bollywood is a Mumbai based India's driving film
Industry. Motion pictures created by this middle are of cross breed in nature and generally delivered in

the Hindi language. Film exposure is a piece of a visual culture which shows significant impact on
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(vocal), print and computerized are being utilized for film's notice. Exposure on paper media is clear
since the start of Indian film. It began with paper promotions in a matter of seconds followed by banners
and pennants loaded with visuals. Specialists accepted that a film banner can sell the film without saying
anything. It is an arrangement of static picture and text which gives the first-hand visual experience of
the film to the watchers. Static picture predominantly incorporates celebrities’ representations,
graphical components and key scenes from the film and the literary part is as title plan, famous actor
names and credit block. Alongside the celebrity visuals, title configuration is one more key component
of the film banner, which has been given huge significance over the period. It gives a character to the
film and goes about as a logotype. Dissimilar to the traditional typography, title configuration has been
investigated in numerous ways like control in shape, size, shading, position, visual surface, and

letterform construction to pass on importance and topic of the film all the more successfully.

Cui, W., 2019. With the always expanding measure of information, the world has ventured into the time
of "Big Data". By and by, the examination of monstrous and complex information and the extraction of
applicable data, have been become fundamental assignments in many fields of studies, like wellbeing,
science, science, sociology, stargazing, furthermore, physical science. Notwithstanding, contrasted and
the advancement of information stockpiling and the board advances, our capacity to acquire valuable
data from the gathered information doesn't coordinate with our capacity to gather the information. This
hole has prompted a flood of exploration action in the field of visual examination. Visual examination
utilizes intelligent representation to incorporate human judgment into algorithmic information
examination measures. In this paper, the point is to draw a total picture of visual examination to
coordinate future exploration by looking at the connected exploration in different application areas. All
things considered, a clever order of visual-examination applications from a specialized point of view is
proposed, which depends on the dimensionality of representation and the sort of communication. In
light of this classification, an exhaustive overview of visual examination is performed, which looks at
its development from representation and algorithmic information examination, and researches how it is
applied in different application areas. Likewise, in light of the perceptions and discoveries acquired in
this study, the patterns, significant difficulties, and future headings of visual examination are talked

about.

Ye, K., Nazari, N.H., Hahn, J., Hussain, Z., Zhang, M. and Kovashka, A., 2019. Visual media have
significant enticing force, yet earlier PC vision approaches have dominatingly disregarded the powerful
parts of pictures. In this work, we propose a set-up of information and procedures that empower progress
on comprehension the messages that visual promotions pass on. We make accessible a dataset of 64,832
picture promotions and 3,477 video advertisements, commented on with ten sorts of data: the subject
and notion of the promotion; regardless of whether it is clever, energizing, or successful; what activity
it prompts the watcher to do, and what contentions it accommodates why this move ought to be made;
emblematic affiliations that the advertisement depends on; the allegorical object changes on which

particularly innovative promotions depend; and the peak in video advertisements. We foster techniques
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areas. Our techniques depend on discovering piercing substance spatially and transiently. We likewise
inspect the imaginative story development in promotions: for recordings, we figure out how to foresee
when the peak happens, and how powerful the story is; for pictures, we examine how object changes in

promotions figuratively portray item properties.

Ahmed, R.R., Streimikiene, D., Berchtold, G., Vveinhardt, J., Channar, Z.A. and Soomro, R.H., 2019.
The motivation behind the embraced study is to inspect the viability of online advanced media
promoting as an essential instrument for building brand maintainability. For this reason, we explore the
effect of various channels of online media, for example, email showcasing, cell phone promoting, site
design improvement and organizations' sites, and web-based media showcasing for the adequacy of
online advanced media promoting. Additionally, the specialists have presented eight intervening factors
and six directing factors to look at the effect between exogenous factors and online advanced media
promoting (endogenous). The scientists have taken 910 reactions through a altered poll and utilized
guantitative exploration techniques, like the underlying condition demonstrating, exploratory factor and
corroborative factor investigations, and Hayes measure approach for looking at the intercession and
control among the factors. The aftereffects of direct effect have shown that the entirety of the channels
of computerized media publicizing have a positive and critical impact on the adequacy of online
computerized media that makes brand maintainability for quick purchaser products (FMCG) and
administrations areas of Pakistan. The results of theories relating to the interceding and directing
impacts of various factors have shown the huge impact between exogenous factors and endogenous
variable. The consequences of the attempted examination are advantageous for the current writing that
gives the fundamental foil to future exploration considers. Also, the outcomes have critical modern
ramifications for the advertisers and advanced media chiefs that they can devise compelling media and

showcasing procedures to keep up with ideal piece of the pie and upper hands.
2.1 Objectives of the study:

e To study the visual Rhetoric of Typography representation on the Lays’s & Bingo’s Social
Media Campaign.
e To study the visual Rhetoric of Colour representation on the Lays’s & Bingo’s Social Media

Campaign.
2.2 Theoretical Framework:

The Theoretical framework is completely depending upon a research design is the applied
construction inside which the examination is directed. It is a blue print for the assortment, the executives
and investigation of the information. The exploration plan in the current examination is subjective
exploration in light of the fact that how individuals feel, think or act in regards to the item or the help
acquired are just estimated qualitatively. Aside from this examination this investigation has its own

goals and the exploration is absolutely subjective in nature.
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Figure 1. Conceptual Framework

3. Methodology:

Research methodology is a scientific and systematic way to solve research problems. The
research methodology deals with research methods and taken into consideration the logic behind the
methods. In total, the research methodology of the study includes sampling framework and data

collection.

3.1 Sampling Framework: The sampling framework is an outline of the sample collecting procedures
which collect a data from an appropriate technique. In this study, data collection and sample collection

are completely undergone with the help of primary source data.

3.1.1 Sample Technique: In this study, Simple Random Sampling is used as a technique for collect and

analysis the data.

3.1.2 Sample size: The total size of sample had been taken for this study is 69 as a data collection from

the source of Primary data.

3.2 Data Collection: Data collection is a method which collect a various source of data related to the

research.

3.2.1 Primary data: Primary source data is collected from the Instagram campaign of Lays’s and

Bingo’s posts.

3.2.2 Secondary data: Secondary data is collected from the various journal papers and articles which

is related to the research.
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Table 1. Data Interpretation

S.NO. DATA INTERPRETATION
Typography- This poster shows the outline of friendship with bond of

chill mind in the day out. The fonts used in this poster are used as simple

and bold with blue and red colors. The words represent in the poster means

P ™\ . . . .
@ g*‘v:gg» a weekend with friends to enjoy with a part of lays.
\‘- éﬁ. spENTIN @*@

Color- This poster represents the yellow circular colour background with
Q Ay the outline message of friend’s weekend outing entertainment. The fonts

< »
& e * used in this poster are used as simple and bold with blue and red colors.

5 g st The words represent in the poster means a weekend with friends to enjoy

with a part of lays. The fonts are same, simple and bold with a mixture of
red and dark blue tone. shows the outing representation of birds flying in
the sky, trees and the friends sitting around and enjoy their weekend in the

outer atmosphere. These trees and birds are coated as green and white tone.

Typography- This picture contains text format in San serif font. This text
talks about the Diwali festival and the chip’s masala to taste. The text color
which suits the situation. They contract the crackers and the masala taste

in the mouth.

Color- The background red color shows fire and taste of the bingo. They
have designed in yellow which gives a festival mood. The red and yellow
combination has flavored the post by executing both festival and taste of

the bingo. The red shows the attractivity and vibrancy to attract the

audience towards this particular product. Actually, this particular product
mostly posts in red due to their flavors have salty and spicy in taste. The
color yellow refers bursting of crackers which literally tells the taste of
masala that explores inside our mouth and it also refers about crisp of the

mad angles.

Typography- This poster shows the diagram of organization with

responsibility of chill mind in a home. The message styles utilized in this

flag are utilized as fundamental and font in bold red tone. The message
addresses a “movie watch at home (MWAH)”.

Color- The red bold font is used as a lead quote and it should be
represented as a social media message post officially by Lays India. In the

potato chips packet, a word attaches as “MWAH” at a white bold simple

font which means as Movie Watching at Home. This explanation is also
printed in red colour normal bold font with each word is much bigger as a

same font with white colour tone.
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that contracts the flavor the lays brand. They have quoted the text with

LOVE HAS MANY
AR s A -
IN=MRYWVinNg

flavors of the brand.

Color- In this image they used Red, Orange, Yellow, Green and Blue
colors, these colors are flavors in the lay’s product. In single image they

mention the all flavors. Those colors create feels like a rainbow color, |

know the rainbow have seven colors. But they planned to give the feel of

rainbow, that’s symbolically mean they have many flavors in lay’s product.

Typography- All typography’s utilized are sans serif and is in strong with
the goal that its decipherable. It's given in capitalized for greater
readability. Other typography is more cursive and exceptionally cool. The
front style change depends upon their logo and style of the poster. They
WCHEESY‘? \

¢ ’ used most of all Handlee format to attract and its look like actually
(B ££

someone written style. Here the sponsors are different but the logic is

same. The text format cursively talks about relationship of the chips.

Color- The Major tone is utilized yellow and green is utilized distinctly for

the Box. Yellow is picked for the banner as the logo of lays is utilizing a

similar shading. This item is focusing on youthful crowd and along these
lines’ yellow assists with crating energy forever, makes hopeful climate. It
spreads warmth, unwinding and fun. Since its focusing on adolescents the

component of fun is truly indispensable.

Typography- This picture contains san serif fonts. it tells about the Diwali
celebration. they have been used their well-known hashtags for popularity.
Since it is an international product, they convey the text in Hindi which is

our national language.

Color- In this picture they used more related red tint, because the post

specifically for the Airtel, they give 2GB data free for the lay’s pack during

KAISE (<] et 1952
ToH s avsitoL g the Diwali festival. The models are dominantly use the red color resembles

the airtel telecom. Also, the text strokes are in red color and main Hastage
in yellow color. That’s mean the Lays and Airtel are joined together for

that Diwali festival.

Typography- Heartwork is highlighted with red color thus giving it the
look of a red heart. The font used is serif. It has a formal look. The title
stands different due to its font and bold characters. It is centrally aligned
and therefore easy to comprehend. Website handles are given blue color to
gain attention. The writing is arranged as if it is aligned for the heart which

again points back to the main theme ‘Heartwork’
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audience and therefore the color yellow helps to crate enthusiasm for life,

= creates optimistic atmosphere. It spreads hope happiness and wisdom. The

poster is also aimed at helping the farmers through artworks and therefore

CELEBRATE #urfmr/c
THROUGH ARTWORK ‘1

I the color is apt. The white background gives a peaceful look to the viewers
and also portrays purity and innocence. All these are the basic elements of

any artworks. The letters use blue color that portrays harmony. Red color

for ‘Heartwork’ symbolizes the color basically used for heart. The other
letters are black in color which indicates formal conveying of the message

or information.

Typography- This image shows the chart of cooperation with commitment
of chill mind in the trip. The text styles used in this banner are used as
essential and solid with emoticons. The words address in the pennant
implies a week's end with allies to appreciate with a piece of lays.

Color- The color of this poster is yellow shade in whole image. Yellow is
picked for the image as the logo of lays is utilizing a similar shading. This

item is focusing on youthful crowd and consequently yellow assists with

crating energy forever, makes hopeful climate. It spreads warmth,
unwinding and fun. Since it focusing on youths the component of fun is
truly indispensable. To command the notice from youths and kids a

dynamic shading like yellow is utilized.

Typography- The image has recently utilized one typography. It has
utilized cursive calligraphy. It is midway positioned and has a casual style.
The composing likewise draws in the main interest group since it looks

straightforward and appealing. The typography likewise offsets with the

N )

picture and the foundation.

Color- The Major color is used yellow and green is used only for the Lay’s
product. Yellow is chosen for the poster as the logo of lays is using the

same color. This product is targeting young audience and therefore the

color yellow helps to crate enthusiasm for life, creates optimistic
atmosphere. It spreads warmth, relaxation and fun. Since its targeting
youngsters the element of fun is really irreplaceable. In order to grab the
attention from youngsters and children a vibrant color like yellow is used.
The yellow and green color means comfortable relationship and the both

colors are next to each other in Color wheel and the Rainbow.
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10 different devices. They used sans serif fronts to simply give the substance

to the assigned group. The text is changed in two lines, they are

comparatively spread the words in the line.

PANDEMIC P . PP .
IN A NUTSHELL Color- In Bingo's flag, red tone is clearer in this banner. Red, gives more

MULTITASKING

appreciation for the watchers and more undeniable. In like way, by a long
shot the vast majority of food undertakings utilize the red tone for draw in

buying the food thing. It arranges the notice from the relegated bunch. They

doled out the vigorous and grown-ups, their eye would advantageously get
the mind-blowing eclipsing, that is the clarification they certainly utilize
the red tone in entire picture. In red foundation, the text content in white
and yellow tone, that would be effectively huge with no worsening in the

examining.

Typography- The typography used in the poster has a variety of font
1 styles. Bold fonts are used at the beginning and end of the poster. Small
icons are used in the place of letters in the word’s “relationship”. The poster
is an association of lays and ‘center fresh’. So, the product center fresh is
given in the brand font itself. The word ‘relationship’ is used twice and

each time given in a different font.

Color- The poster is divided into two sections: one part is yellow which
indicates the product lays; the second part is blue which is for the

associated partner Center Fresh. The red highlight for the font and the heart

within the typography adds the element of relationship and love. The

product is surrounded by light ring that can also be shown as the magic
created through a relationship. the blue potion of the poster shows the
freshness and cool breeze which is associated with the refresher, Center
fresh. The yellow part of the lays highlights the potato chips. The yellow

shade brings warmth.

Typography- In this image they used only one word as typography. The

12 word “India” is looks like cursive font style, that style give a feel of

someone have painted the font.

Color- The prominent concealing used is yellow. This thing is zeroing in
;.c?f on young group and hence yellow helps with crating energy perpetually,
makes confident environment. It spreads trust fulfillment and adroitness.

A In sports they yellow for it gives the cheers and energy to that sports person

. ~wn) 50 the viewers. yellow creates a positive to the viewers and sick the

attention, mainly sports are used to the radiates to the team.
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The Chapter provides an understanding a technique in the Instagram posters or Images of
Lays’s and Bingo’s potato chips. The companies are continuously posting the artistic, fest and
entertainment images or posters in their Instagram page, its grab the attention between the targeted

audience. Through the artistic images they can directly connect to the targeted viewers.

The posters or images are following the method of Visual Rhetoric’s. Visual Rhetoric of talking
is the specialty of viable correspondence through visual elements, these elements give more attractive
and more meaningful images. The significance of color configuration originates from the meaning of
color to the human brain. Color makes thoughts, communicates messages, sparkle interest, and produce
specific feelings. Inside the brain science of tones, warm color show energy, confidence, and
innovativeness; cool color represent harmony, smoothness, and amicability. Color is frequently
considered to be a significant component of plan as it is a general language which presents the
incalculable conceivable outcomes of visual communication. Hue, saturation, and brightness are the

three attributes that portray color.

Typography is characterized as "the manner by which the sort is spread out on a page to best
accomplish the ideal enhanced visualization and to best pass on the significance of the understanding
matter.” The language, position, shape, direction, size, face, case, weight, stroke, style, spacing,

dimension and perspective all have their own individual effects of the typography.
5.1 Typography:

e Typography is critical in images since it tells the client what they're scrutinizing and why it's
crucial for them. Typography impacts how perusers process information, and the best
typography in like manner associates with the buyer.

e In typography there are many styles and methods, to choose the mode depend upon their
concept and consumption of the image. Every single typography has confidence apprise in
conveying the attractive content.

e Inimages typography is first approach to the viewers, because it creates a first impression and
good opinion. The subject typography adds a multiple tone to the image like add a voice,
expression for the images.

e Beneath, table is distribution of typography finding, it anchors on Text shape, size, direction,
letter case, weight, letter stroke, style, spacing, dimension & perspective, visual texture, shadow

& outline and word as an image.
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Features Major Contribution Example
Text Shape To make text content more engaging shape i ’
p h added I ?jg - bt
with added meaningful and attractive geNDS
Nty ey
words. D 73
Size Make more accentuate and it differentiates
the content of the text. The important
words will have more height and weight
compared to the other words.
Direction To support in emphasis and give the

motion to the word. In some content or
words are placed in different cross
direction in the images, that content/word
grab the attention also give the quickest

idea about the images or posters.

Letter Case

It creates highlight for that letter, also its
awfully readable and legibility to the
letter. In most of uppercase is used to

clutch the viewers.

- AW N eaa E EES e

BT\ A 4" )T/

Weight

It differentiates through the boldness of the
letter, greater bold have the greater. The
letter weight is calculating on concept of

the image or poster.

Letter Stroke

Letter stroke gives the meaningful letter,

not necessary every letter has the stroke. \ .‘ f(. A‘ .

Stroke give based on the role of the letter ‘A“.: OCT

in the image or posters. - . -
Style Style led a mood to the viewers, each and

every single word have their own style to (\9

convey the feel of the content. #wa 0"&
Spacing It makes a balance and togetherness

between the letter. Also, through this
spacing it make more stylish and

attractive.
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& image and also it gives the sharp look to LU
Perspective the text content. The perspective of the M
letter gives a brief idea about the image. f . e
Visual The visual texture is only possible on the

Texture appropriate images. It shares a direct PANDEMIC

concept about the image.

In commonly, Shadow gives the real
Shadow feel to the viewers. Aswell also in

letter it embossed from the image, it
Outline feel genuine. The outline helps to

separates from the background of the

image.
Word as To make direct significance related with >
an Image the images. &

5.2 Portrayal of Colour:

Disclose utilized the vibrant Red, Yellow, Green and Blue, this influences the targeted viewers
in proper manner. The hue is main important source in the images that grab the attention and lead to

choose the product.

Table 3: Portrayal of Color

Images Prominent  Findings

Colour

Green colour makes to feel freshness and healthy and
in design perspective it easily blends with low and
high value hues. This colour is also promoting the
product and service, in unique way of approach the
Green targeted audience. Green is cool colour in psychology

perspective, it is shorter wavelength colour so no need

to strain the eye to see the colour. Children are
attracted towards green colour; it creates sense of

energy and playfulness.
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any and every image they applied. This Colour gives
more attention and attractive between the viewers.
Most of food industries use the yellow it makes to feel
positive phycology, also yellow triggers and create a
curiosity between the viewers. In psychology
perspective yellow is confident colour, the consumers
are more confident to consume the product. It brings
out a feeling of impressive skill and unwavering
quality of the brand and in digital the yellow give

pleasant feel to the viewers views in digital mode.

In commonly they used blue in many images, the lays
have blue flavor product this is one reason to utilize
the colour. Then the other reasons, it suggests the
high-tech sense and children are easily catch’s
because the hue is more vibrant and shorter
wavelength. in natural blue are more seen in our day
today life so viewers can simply connect to this
image. This hue is targeted to youngers they are easily
grab to blue, the viewers view this image, sense to

realize it’s very cool and symbolize harmony and

peace.

(lays}
Here's to the ones -
heartwork,
keft‘ us going.
Blue
SOMETIMES SLEEPING
IS THE ONLY TIME YOUR
DREAMS COME TRUE
Red

Most of Bingo’s images are use the red hue. This hue
is more attracted by the children’s and adult
consumers. Often, red is connected to love and power
in human perspective. The colour red, gives more
attraction to the viewers and more prominent. Also,
most of food industries use the red colour for
encourage purchasing the food product. It grabs the
attention from the targeted audience. They targeted
the young and adults, their eye would easily grab the
bright colour, that’s why they prominently use the red
colour in whole image. In red background, the text
content in white colour, that would be easily readable

without any disturbance in the reading.
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This paper is concluded with the result to discuss about the importance of advertisement images
that will attract the costumer and consumer through the typography and colour, in which visual rhetoric
applied in that advertisements images. This research researches the visual rhetoric on Lays’s and
Bingo’s social campaign through their images how the company grab their costumers and how they
design the images for their costumers that will deeply discussed in this paper. Even now a day, all of

the advertisements, cinemas are using a visual rhetoric to convey the purpose of the message.
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