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Abstract
[bookmark: _Hlk184646902]Images, colours and other non-verbal resources are no longer used mainly to entertain and illustrate, rather, they are becoming significant in communicating and meaning-making. Thus, visual culture is part of our living.The study explores the theory of visual grammar as an extension of Halliday’s Systemic Functional Linguistics (SFL) which proposes three functions of language (metafunctions). These metafunctions are also applicable to different modes other than language such as images, gesture, colours etc. The Interpersonal Metafunction focusses on the representation of social relation between the visual (image) and the viewer. Social relations with others determine the kind of social distance we maintain with them in our daily activities. This social distance is also applicable to non-human representation of objects and environment. Interaction and social relations have been studied from different perspectives. However, much attention has not been given interaction between the viewer and non-human representation such as objects and environment. This study adopts Kress & Van Leeuwen’s Reading Images: TheGrammar of Visual Design (2006) to explore the circle of social interaction and relation that exists between inanimate objects and the viewers. The aim is to show how distance determines the relation between the viewer, objects, buildings and landscapes. This study concludes that in this present information era, where knowledge has become an unstable element, with changes occurring as a result of constant global dialogues generated by new technologies, many images contain ideas about socio-cultural matters. Therefore, exploring distance between a viewer and image in any social interaction enhances critical thinking and meaning construction process in foreign language learning andother domains.
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Abstrakt
Bilder, Farben und andere nonverbale Mittel werden nicht mehr hauptsächlich zur Unterhaltung und Veranschaulichung verwendet, sondern sie werden für die Kommunikation und Bedeutungsbildung von Bedeutung. Visuelle Kultur ist also Teil unseres Lebens. Die Studie untersucht die Theorie der visuellen Grammatik als Erweiterung von Hallidays Systemischer Funktionaler Linguistik (SFL), die drei Funktionen der Sprache (Metafunktionen) vorschlägt. Diese Metafunktionen sind auch auf andere Modi als Sprache anwendbar, wie z.B. Bilder, Gesten, Farben usw. Die interpersonelle Metafunktion konzentriert sich auf die Repräsentation der sozialen Beziehung zwischen dem Visuellen (Bild) und dem Betrachter. Soziale Beziehungen zu anderen bestimmen die Art der sozialen Distanz, die wir bei unseren täglichen Aktivitäten zu ihnen wahren. Diese soziale Distanz gilt auch für nicht-menschliche Repräsentationen von Objekten und Umgebungen. Interaktion und soziale Beziehungen wurden aus unterschiedlichen Perspektiven untersucht. Der Interaktion zwischen dem Betrachter und nicht-menschlichen Repräsentationen wie Objekten und Umgebungen wurde jedoch nicht viel Aufmerksamkeit geschenkt.
Diese Studie greift Kress & Van Leeuwens Reading Images: The Grammar of Visual Design (2006) auf, um den Kreislauf der sozialen Interaktion und Beziehung zu untersuchen, der zwischen unbelebten Objekten und den Betrachtern besteht. Ziel ist es zu zeigen, wie die Entfernung die Beziehung zwischen Betrachter, Objekten, Gebäuden und Landschaften bestimmt. Diese Studie kommt zu dem Schluss, dass in der heutigen Informationsära, in der Wissen zu einem instabilen Element geworden ist und Veränderungen als Ergebnis ständiger globaler Dialoge durch neue Technologien stattfinden, viele Bilder Ideen über soziokulturelle Themen enthalten. Daher fördert die Erforschung der Distanz zwischen Betrachter und Bild in jeder sozialen Interaktion das kritische Denken und den Prozess der Bedeutungskonstruktion beim Fremdsprachenlernen und in anderen Bereichen.
Schlüsselwörter: Soziale Distanz, Interaktion, Objekt, Betrachter, Bild, Landschaft.


1. Introduction
The use of various semiotic resources in communication has shown that meaning is realized not only through language but also through the integrated use of a wide range of semiotic resources including static and dynamic ones. The pervasiveness of visual images in computer interface, children’s picture books, graphic novels, textbooks, magazines and advertisements require readers to simultaneously employ written text, visual images, and design elements to make meaning (Liu, 2013:1259). In fact, few contemporary books and articles are not accompanied by visual images.  Kress (2000) posits that the combined use of different modes to make meaning has gone to the point that it is now possible that when making sense of a text, even of its linguistic parts alone, we have to have a clear idea that some other features might be contributing to the meaning of the text.Today people are increasingly exposed to texts that contain elaborate visual images, unusual narrative structures, complex design elements and unique formats (Goldstone, 2004; Kress, 2003; Serafini, 2011 cf Liu, 2013). We communicate through a variety of modes in which language is only one of them.

1.1 Multimodality and Multimodal Texts
[bookmark: _Hlk191674197]Multimodality is a concept that proposes the combination of different semiotic modes for example, language and music — in a communicative artifact or event. (Van Leeuwen, 2005 :28) It refers to the diverse patterns in which a number of distinct semiotic resource systems are both co-deployed and co-contextualized in the making of a text-specific meaning (Baldry & Thibault, 2006in Liu 2013). Therefore, it describes the grammar of visual communication that is used by image designers. It is an analysis of the rules and principles that allows viewers to understand the meaning potential of relative placement of elements, framing, salience, proximity, colour saturations, styles of typeface, etc. (Machin, 2007). Thus, every semiotic mode is a meaning potential, and multimodality mainly focuses on the study of the interrelationships between various communicative modes, such as visual or auditory, words or image. It is a ‘complex combination of meaning making activities that have undergone rapid changes in the contemporary social, cultural, economic and technological context’ (Liu, 2013:1260). 
Moreover, the concept of multimodality is a useful means to measure and evaluate the different ways of meaning making. Multimodal texts, which convey information by means of various modes such as visual images, written language, design elements and other semiotic resources, are more complex than written texts. According to Kress, different logics govern the mode of written language and that of visual image: written text is governed by the logic of time or temporal sequence, whereas, visual image is governed by the logic of spatiality, organized arrangements, and simultaneity (Kress, 2003 cf Liu 1260). That is, meaning is derived from position in the temporal sequence of written text, whereas meaning is made from the spatial relations or grammar of visual images (Kress & van Leeuwen, 1996). To understand the written language, temporal sequence or order in which words appear in a sentence is very important, for example, the meaning of ―John killed Smith is quite different from that of ―Smith killed John. In visual images, the position, size, and composition of the contents of the image play a significant role in the meaning making (ibid).  
The premise of multimodal discourse analysis is that in many domains of contemporary writing, textual structure is realized, not by linguistic means, but visually, through layout, colour, and typography both at the level of the ― ‘clauses’ and at the level of ― ‘discourse’ (Liu, 2013:260). Multimodal discourse analysis has become a new trend in the studies of discourse analysis, for it focuses upon the complete communicative aspects of discourse that emerge within interaction. The concept is moving away from a focus on language to encompass how people deploy gesture, gaze, posture, movement as well as how space and artefacts mediate interaction (Jewitt.et.al 2016: 114).

1.2.	The Grammar of Visual Communication
Halliday recognizes language as a semiotic mode and any semiotic mode has to represent three communicative broad metafunctions, namely the ideational, the interpersonal and the textual. This has a decisive influence on Kress and Van Leeuwen's social semiotic framework of visual communication grammar. Kress and Van Leeuwen postulate that the three metafunctions of linguistics can be extended to visual communication and therefore, adopted it as a basis for their account of images because they assume the three metafunctions model works well as a source for thinking about all modes of representation (Kress & Van Leeuwen 2006). They are of the view that image and other visual modes have the capacity to form texts, complexes of signs which internally cohere with each other and externally with the context in and for which they were produced. 
Besides, image and other visual modes are able to represent a particular social relation between the producer, the viewer and the object represented. And all semiotic systems are social semiotic systems which allow us to negotiate social and power relationships (Kress and Van Leeuwen 2006). Forms (signifier) such as vector, modality, gaze, composition, perspective, line and colour, as well as the way in which these forms are used to realize meanings (signified) in the making of signs were discussed in their book ‘Reading Images’ (2006).
The theory of visual grammar follows Halliday’s theory of metafunctions (1994; 2004; Halliday & Matthiessen 2004), which postulates that language fulfils three metafunctions simultaneously, namely ideational, interpersonal and textual. The same metafunctions have been extended to visual communication by Kress and van Leeuwen (1996; 2006) and renamed as representational, interactive and compositional. They postulate that the visual, like all semiotic modes, has to meet several communicational (and representational) requirements, in order to function as a full system of communication (2006: 41).
The interactive metafunction is represented by the patterns of interactionsbetween participants.Several types of participants are involved in visualcommunication, namely represented (the people, the places and things depicted in images) and interactive (the people who communicate with each other through images, the producers and viewers of images). The participants engage in various relations within the same types and between the different types.  Kress &van Leeuwen 2006: 114 explain: (1) relations between represented participants; (2) relations between interactive and represented participants (the interactive participants’ attitude towards the represented participants); (3) relations between interactive participants (the things interactive participants do to or for each other through images.The interactive meaning of images has three dimensions: image act, socialdistance and point of view.
Social distance is concerned with the kinds of social relations between interactants, whether they be long-term types in which they may be considered as intimates, friends, colleagues, acquaintances, total strangers, or even aliens (in a cultural sense), or short-term relationships which last only as long as the actual communication act, and are largely context-dependent. Interactive participants are the real people who produce andmake sense of images in the social institutions, which to some extend and in different ways regulate what may be said with images, how it should be said, and how it should be interpreted (114).
Kress and van Leeuwen (2006:127) suggest that the methods used to create a sense of social distance can also be applied to the representation of objects and of the environment. They tentatively express the idea that ‘at least three significant distances can be distinguished, and that there are correspondences between these distances and our everyday experience of objects and of the environment, in other words, that size of frame can also suggest social relations between the viewer and objects, buildings and landscapes’ (2006:127). Nevertheless, Kress and Van Leeuwen (127) state further, that in this type of social relation there exist the challenge of determining the size of frame which is basically defined in terms of specific part of human body.There is the difficulty in choosing terms to be used in describing shots of objects and landscapes, which are the distances and relationships. There are no ‘clearcut equivalents for the shoulder, the waist, the knees and objects came in many different shapes and sizes’. They, therefore suggest three significant distances that correspond with our daily experiences of objects and the environment. 
Thus, a close-up shot implies engagement, that the object can almost be touched or used, a middledistance shot gives a sense of more distance and less engagement, while a long distance shot suggests that the object is there for the viewer’s contemplation only, and that there is no possibility of engagement beyond this (127).

There are several studies on social relation interactionin recent year. However, the systematic analysis of the three meta-functions of images in relation to inanimate objects has been scarcely treated. This study adopts the interactive metafunctionsof images as propose by Kress and Van Leeuwen (2006) to examine the circle of social interaction in non-human participants in adverts in selected German magazines., in view of revealing the relationship between viewer and inanimate objects’ represented participants.



2. Literature Review and Theoretical Framework

2.1	Literature Review
		Relationships that exist between the viewer and the represented participants in contexts of diverse social interactions have been studied by many scholars from various perspectives, such as:interpersonal metafunctions (Ali.et.al,2018), interpretative strategies (Liu, 2013), Koutsikou et.al, (2021). Ali et.al (2018) adopted Kress and Leeuwen’s social semiotics framework based on Hallidayan Metafunctions in Systemic Functional Linguistics to examine semiotic interpersonal metafunctions in visual communication. 
The study aimed at finding out the power of represented participant and viewer’s power, imaginary social relationship and social distance between the represented participant and the viewer, during interpersonal visual communication. It concludes that the direct eye connection induces the viewer to take a long look at commodity or product being offered. The frontal angle reflects the total involvement of subject with the viewer which attracts the viewers to purchases. The background of the visual advertisement must be depicted with highly statured and accented colours to grab the attention of the viewers. It is also found that medium shot taken on the represented participant will be more effective for the advertisers.
Liu (2013) introduced a framework of visual images interpretive strategies (meta-interpretive, perceptual, Analytical and Sociocultural) to make sense of multimodal texts based on Panofsky‘s (1955 in Liu, 2013) three strata method (preiconographic, iconographic and iconological).He states that ‘through the integration of existing and updated knowledge and the appropriate use of strategies, an active image reader may promote, monitor, coordinate, and maintain the comprehensive comprehension of the image’. The study suggests that considering alternative interpretive strategies that involve moving beyond the traditional comprehension strategies, will help expand the perspectives and strategies readers may draw on to be fully literate when shifting from aword-dominated typographic era to a post-typographic era dominated by the visual images and multimodal textsis pertinent in overcoming today’s challenge of successful meaning making of visual images in multimodal texts. Koutsikou et.al (2021) examined text–image relationsregarding the interpersonal meaning dimensions of address (the way the reader is addressed),social distance (the kind of the relationship between the reader and represented participants), andinvolvement (the extent to which the reader is engaged with what is represented) in 300 multimodal textexcerpts from science-related books for preschool children. For each unit, the verbal and the visual content was analyzed alongeach dimension, and the relevant verbal text–image relation was determined.
The study concludes that interaction oftext and image harmonizeswith the socio-cognitive perspective on teaching and learning. This implies thateducational material should encourageboth verbally and visuallylearner’s activation,involvement, and familiarity with what is represented in teaching material. Again, a greater emphasis on the interpersonal meaning and amore systematic analysis of the interaction and interrelation between verbal text and imagein science texts for young children is required, aiming at facilitating understanding andsupporting them in learning science. The present study investigates social interaction in non-human represented participants and the viewer.

2.2.	Theoretical Framework
In recent time researchers like Kress and Van Leeuwen have attempted to use linguistically-derived insights to examine non-linguistic modes. These researchers draw on the general theory of language and communication developed by M.A.K. Halliday (1978, 1985) which is generally referred to as Systemic Functional Linguistics (SFL). These researchers also interpret language as a socially-based semiotic system, and drawing on the Saussurean conception of the sign and Hjelmslevian ideas regarding the positioning of language within a broader semiotic framework, has attempted analyses of such areas as the ‘grammar’ of images in educational contexts, and the visual semiotics of displayed art (sculpture, architecture and painting) (Kress & Van Leuween, 2006:180). They lean on Hallidayan interpretation of meaning-making in visual semiotic modes focussing on ‘social semiotic theory of representation’, (48).Kress and van Leeuwen (2006) assert that all images perform Halliday’smetafunctionsthrough three patterns: 
a). The patterns of representation (that correspond to ‘ideational’ Metafunction) point out the visual resources (people, places and things represented in the image) as well as the representation of interactions and conceptual relations between them. in otherwords, the way experience is encoded visually. 
b). The patterns of interaction (that correspond to ‘interpersonal’ Metafunction) point out the resources that construct relationships between the viewer, the maker of visual texts and those who are represented in the texts. In other words, it is the ability of semiotic system to project the relations between the producer ofthat sign or complex sign, and the receiver/reproducer of that sign, that is toproject a particular social relation between the producer, the viewer and theobject represented.
c). The patterns of composition (that correspond to ‘textual’ Metafunction) indicate the ways in which patterns of representation and interaction integrate into a meaningful whole (Kress & van Leeuwen 1996: 181).
Kress and Theo van Leeuwen put forward in 1996 the theory of Visual Grammar which might be understood as an extension of M.A.K. Halliday’s Systematic Functional Grammar, which focuses mainly on linguistic symbols. According to Kress and Van Leeuwen (2006 in Sun, 2017:180) ‘image is a coherent semiotic system and implies representational meaning, interactive meaning and compositional meaning’. 
The theory of Visual Grammar is put forward by Gunther Kress and Theo van Leeuwen in 1996. It might be understood as an extension of M.A.K. Halliday’s Systematic Functional Grammar, which focuses mainly on linguistic symbols.In their visual grammar, Kress and van Leeuwen (2006:115) recognizethat visual forms of communication also utilize resources which bothcompose and maintain interaction between the producers and viewers of avisual. Kress and van Leeuwen (2006:115) hold the notion that viewingimage requires two kinds of participants, the interactive participant and therepresented participant. The former are referred to as theparticipants who communicate with each other through visual advertisement,for instance, the photographer and the viewer, and the latter is what isactually depicted in the visual: the people, places and things shown. As soonas the visual communication occurs between speaker/writers andlistener/readers, the interpersonal metafunction in relation to visualcommunication also deals with the representation of social relations,between the visual and the viewer.The interactive meaning of images has four dimensions: social distance, image act, point of view and modality. This is important because the placement of the viewer and the visual socially will have a significant influence on how the visual is read and used. 
In other words, their relative social placement affects what may be represented, the ways that it is represented, as well as how it may be read and put to use. Thus, viewing a visual involves ‘being located in a particular socialway by and in relation to the image’ (Kress and van Leeuwen 1990:123). This happens despite the fact that the producer of the visual is more often than not absent physically from the communicative situation. Even though there is this disjunction between the context of production and the context of reception, the ‘two do have elements in common: the image itself, and a knowledge of the communicative resources which allow its articulation and understanding, a knowledge of the way social interactions and social relations can be encoded in images’ (Kress and van Leeuwen 1996:120).
The kind of distance that exists in an image explains different relations between represented participants and viewers who are interactive participants.Social distance is concerned with the kinds ofsocial relations between interacting participants whether they are long-termtypes in which they may be thought as intimates, friends, colleagues,acquaintances, total strangers, or there lies short-term relationships whichlast only as long as the actual communicative act, and are largely contextdependenteven when the participants represented may be complete strangersto the viewers.
Kress and van Leeuwen suggest further that the methods used to create a sense of social distance can also be applied to the representation of objects and of the environment, a suggestion not given in Reading Images (1990). They tentatively express the idea that:
At least three significant distances can be distinguished, and that there are correspondences between these distances and our everyday experience of objects and of the environment, in otherwords, that size of frame can also suggest social relations between the viewer and objects, buildings and landscapes (Kress and van Leeuwen 1996:134). 

Thus, a close-up shot implies engagement, that the object can almost be touched or used, a middle distance shot gives a sense of more distance and less engagement, while a long distance shot suggests that the object is there for the viewer’s contemplation only, and that there is no possibility of engagement beyond this.



3. Methodology and Analysis

3.1.  Methodology
		The data base of this study consists of one hundred and sixty-five advert posters of visual images and their linguistic captions purposively selected from four different German magazines in relation to the objectives and focus of the study. These numbers were selected for a wider range capture of adverts, which will enhance a dynamic application of the approach upon which the analysis will be based. The data for the study covered a period of twelve months (1st January, 2017 to 31st December, 2017). The magazines considered were: DerStern, Der Spiegel, Die Bunte and Bild der Frau. They were selected based on their on-line rating. The data were grouped into two major categories which are human image and non-human image represented participants. The human image represented participant is of two categories (a) Renowned Personality Image Representation (RPIR) and Non-Renowned Personality Image Representation (NRPIR) while the non-human represented participant is made up of (a) Animal Image Representation (AIR), (b) Hybrid Image Representation (HIR), (c) Abstract Image Representation (ABIR), and (d) Inanimate Image Representation (INIR). Kress & Van Leeuwen’s Reading Images: Grammar of Visual Design (2006) was adopted to investigate the viewer/image interaction in selected German magazine advert captions.

3.2. The Analysis

3.2.1. Non-Human Relation
	Kress and Van Leeuwen (2006:127), assert that ‘the size of frame can also suggest social relations between the viewer and objects, buildings and landscapes’. The non-human relation is the distance that exists among inanimate objects and the viewer. They are:
1. Close Distance (object)
According to Kress and Van Leeuwen (2006:127) 
At close distance…the object is shown as if the viewer is engaged with it. As if he or she is using the machine, reading the book or the map, preparing or eating the food.  Unless the object is very small, it is shown only in part, and often the picture includes the user’s hand, or a tool. 

The image below is a clear representation of the above assertion:




[image: C:\Users\NNEKA RACHEAL\Pictures\Heute\imb 13.PNG]NRPIR54

The above picture is a display of human image, placed on a black background. The full figure of the displayed human image is not shown; rather only the hands and part of the waist are displayed. The human represented participant is presented cutting some vegetables placed on a flat brown platform, with a long grey coloured knife. The human represented participant has on one of the left fingers a golden ring. Although the full figure is not displayed, however, the visual modality is high, because that is the true images of the represented participants. Considering the visual and the linguistic caption GARSTUFE BESTIMMEN MESSER SCHÄRFEN & CO that accompanies it, one infers that the advert is placed by Garstufe which is a knife sharpening company. Therefore, a close distance relationship is displayed here. 

3.2.2. Middle Distance (Object)
Kress and Van Leeuwen further point out that:
At middle distance, the object is shown in full, but without much space around it. It is represented as within the viewer’s reach, but not as actually used. This type of picture is common in advertising. The advertised product is shown in full, but from a fairly close range, and a steep angle, as if the viewer stands just in front of the table on which it is displayed’ (2006:127-128).

The above statement is represented in the image below which clearly shows the object at middle distance:


[image: C:\Users\NNEKA RACHEAL\Pictures\My Photo Analysis\Sizeof frame & Soc dist\Business photo  11.PNG]INIR27

The represented participant in this context is the image of an object and not a human being. The picture is a display of a bunch containing about four keys. A mere look at the bunch of key reveals that the advertisement provides information on housing and related issues like ownership, rent etc.The image presented is of high modality, because it is the real picture of the represented participant. The size of frame in the above displayed image is of ‘medium shot’, it is within the viewer’s view but not actually in use.

3.2.3. Long Distance (Object, Building/Landscape)
Kress and Van Leeuwen stress that: 
At long distance there is an invisible barrier between the viewer and the object. The object is there for our contemplation only, out of reach, as if on display in a shop window or museum exhibit… the same kind of distinction can be made with respect to representation of buildings and landscapes. We can see a building from the distance of someone about to enter it, in which case we will not see the whole of the building. (2006:128).

An example of this representation is shown in the image below:

[image: C:\Users\NNEKA RACHEAL\Pictures\Sis Nnena\Human Image Rep (HIR)\frau 10 INIR 73.PNG]INIR73


The represented participants in the above context are the images of different types of pullovers and a top. They are products of different companies and this could be seen from their different names which serve as the trade mark of these companies. They are also of different colours. For example, the ash-coloured top has the trademark of Adidas which is the name of a sport outfit and equipment manufacturing company. The red, ash and black pullover have the name Nike written on it. Nike is also the name of sport equipment producing company. These are sport clothes and this implies that the advert is placed by companies that deal on different sport accessories. The images presented are of high modality because they are the real images of the products which are the represented participants. The size of frame of the displayed images is a long distance (object), because the images are presented as if they are displayed in a shop window or museum exhibition, just as Kress and Van Leuween (2006:128) explained. The same long-distance size of frame could also be seen in the image below. This is in relation to building and landscape 




[image: C:\Users\NNEKA RACHEAL\Pictures\My Photo Analysis\Sizeof frame & Soc dist\Business photo  7.PNG]INIR 31


The represented participant here is the image of a building which almost covered the whole background. The colour of the building is brown while the roof is grey. The house is surrounded with flowers and trees. Though the size of the building almost covers the background, but when observed closely, the sky formed part of its background. The colour of the sky, trees and flowers surrounding it make the environment appear natural. A mere look at the advert could depict the message of the advert which hinges on building (housing). The advert exhibits the aesthetic consciousness of this particular real estate agent (company) and the type of product they offer. The serene natural environment is a strategy that can awake the viewer’s consciousness and interest on the product.
Although the represented participant is image of a building and not image of a human being. Its appearance in the picture accords it the recognition of high modality. However, this high modality can only be achieved by a good and high-quality architectural enhancement. The size of frame of the represented participant in this context is of ‘long distance’, because we can only see part of the building and not the whole from the viewer’s angle, thereby being distanced from it. The summary and individual distribution tables are displayed below:





Table1: The Summary Distribution of Size of Frame and Distance for Non-Human 
	The Represented Participants
	Size of frame and distance
	No 
	Percentage

	Non-Human
	Animal 
	Medium Close Shot
	1
	1.43

	
	
	Medium Long Shot
	1
	1.43

	
	Hybrid 
	Medium Long Shot
	2
	2.86

	
	Abstract 
	Close Shot
	1
	1.43

	
	
	Medium Long Shot
	2
	2.86

	
	
	
	70
	100



 It could be observed in the above distribution of the size of frame for non-human representation that the size of frame is applied in less than four adverts for each of the categories in the total of seventy adverts of non-human representation. The low usage could also be ideologically influenced and also the aim of the advertisers.

3.3. Conclusion
Halliday’smetafunctionswhich describes meanings at the semantic level in his SFL model has been adapted by many authors to suit their analyses and the modes they focus on. Kress and van Leeuwen begin by using Halliday's metafunctional terminology, and then proceed to adapt it to what they perceive as the appropriate terminology for visual sign-making. Kress and van Leeuwen’s visual grammar is a reference point-in terms of their applicability to the kinds of visuals commonly found in German magazines. What was found was that Kress and van Leeuwen's 'grammar of images' is very useful in elucidating the kinds of visual meanings common with typical visuals in German magazine adverts, and how they organise them. The analyses by Kress and van Leeuwen are useful to varying degrees for the insights they provide about the ways various kinds of visuals organise and project their meanings. The in-depth study of images in the theory of ‘Visual Grammar’ by Kress and Van Leeuwen in 1996 shows that images can not only reflect the various events that occur in the objective world and the subjective world, but also display a variety of social relationships between the participants. This study serves as a potential help for designers, researchers, advertisers, developers, teachers and learners of foreign languages to become visually literate and become aware of relationships that exist between viewer and inanimate things, and also hidden messages that can be communicated by visual images.
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