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This study examines visual—verbal blending as a mechanism through which
social advertising compresses complex environmental and humanitarian
problems into concise multimodal messages. Drawing on conceptual
integration theory and corpus-oriented multimodal analysis, it analyses 196
static advertising cases published or circulated between 2020 and 2025: 98
environmental and 98 humanitarian campaigns. It traces how visual input
spaces, verbal input spaces, generic spaces, and blended spaces interact in
constructing cognitively dense and ethically oriented meanings. The findings
indicate that environmental campaigns tend to compress global, delayed,
and systemic risks into visible threat, embodied natural vulnerability, future-
oriented warning, and responsibility-oriented positioning. Humanitarian
campaigns more often compress distant suffering into moral proximity,
absence, disrupted everyday life, vulnerability, and the need for ethical
recognition or response. High or medium visual-verbal interdependence was
found across the corpus, indicating that interpretative orientation is encoded
through the joint processing of visual and verbal modes, not through either
mode alone. The study contributes to multimodal discourse analysis by
offering an applied framework for tracing how social advertising distributes
meaning across semiotic resources, condenses large-scale crises into blend-
ed configurations, and positions the addressee either as a potential subject of
preventive action or as a subject of moral recognition and response. Because
the study does not measure audience reception, the identified effects are in-
terpreted as projected viewer positions, not as empirically verified psycholo-
gical responses.
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GOl
1. INTRODUCTION
Contemporary social advertising increasingly oper-
ates as a form of visual—verbal blending (hereinafter
V'VB), in which image, text, composition, and implication

organise the addressee’s interpretative position. Recent
studies of visual and multimodal metaphor show that so-
cially oriented messages are rarely reducible to verbal ar-
gumentation alone. Forceville (2024) demonstrates that
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‘Existing studies c/arl:/‘:y how visual and verbal
elements frame social problems, reduce distance,
inrcnsif:y salience, and organise the viewer’s
position. However, VVB as a mechanism of
meaning compression has been described less
sysrunatzca”y cxp(ua[lv in comparative analvw
of environmental and humanitarian social
adver tising.’

metaphor research has increasingly moved towards visual
and multimodal forms because they demonstrate how
meaning is produced through the interaction of several se-
miotic resources. Yu et al. (2025) examine multimodal
metaphor in social advertising as a way of linking abstract
values with concrete visual scenarios, while O’Dowd
(2025) defines metaphor and metonymy as mechanisms
for framing environmental and social problems.

This issue is particularly important for environmental
and humanitarian campaigns, which address phenomena
that are difficult to represent directly: climate risk, ecosys-
tem destruction, forced displacement, hunger, war, chil-
dren’s vulnerability, and social invisibility. In such cam-
paigns, communicative force arises from the relation estab-
lished between what is shown, what is verbally framed,
and what the viewer is invited to infer. Biinzli (2022)
shows that verbal accompaniment to a visually complex
message regulates the direction of its interpretation. Ja-
hameh (2023), comparing monomodal and multimodal
metaphors in advertising, likewise emphasises that mul-
timodal metaphor requires the correlation of visually and
verbally specified features within a unified interpretative
structure. Thus, a damaged body, a plastic object, an empty
space, a devastated environment, or a child’s face becomes
socially meaningful when the verbal component places it
within a frame of loss, threat, responsibility, assistance, or
moral choice. At the same time, social advertising cannot
be adequately explained through visual metaphor alone.
Metaphor accounts for the transfer of features between do-
mains, whereas environmental and humanitarian cam-
paigns tend to combine a visual scene, a verbal frame, a so-
cial problem, and an implied mode of response into a com-
pressed configuration of meaning. For this reason, Faucon-
nier and Turner’s (2002) theory of conceptual integration
is central to the present study. It allows the analysis to
transcend cross-domain transfer and to examine the emer-
gence of meaning in the blended space. In this article, the
visual input space is understood as the perceived situation
represented in the image; the verbal input space as the so-
cial, ethical, or evaluative frame activated by the text; the
generic space as the shared structure connecting the two;
and the blended space as the compressed meaning that can-
not be fully derived from either mode in isolation.
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In environmental advertising, this logic is expressed
through the transformation of global, delayed, and often
invisible risks into concrete visual—verbal configurations.
Sultana et al. (2024) show that digital platforms influence
the perception of climate issues, awareness, and readiness
for action. Myers et al. (2023) argue that fear of climate
consequences does not ensure sustained engagement unless
it is supported by frames that connect threat with possible
action. Hamilton (2022), developing the concept of emo-
tional reflexivity, views emotions as part of longer-term
engagement with the climate agenda. These perspectives
indicate that environmental campaigns should be analysed
through the ways in which systemic risk is encoded as a
viewer-oriented interpretative position.

Humanitarian advertising addresses a related but
structurally distinct task: it seeks to make the suffering of
others visible without reducing the affected person to a
passive object of compassion. Chouliaraki’s (2006, 2013)
work on the spectatorship of suffering and post-humanit-
arian communication demonstrates that mediated repres-
entations of suffering position the viewer in relation to a
distant vulnerable subject. Studies of humanitarian visual
framing further show that crisis-related images organise
distance, proximity, agency, and possible response. For ex-
ample, Lee et al. (2024), analysing 810 posts from 38 hu-
manitarian organisations, identify systematic visual frames
and their relation to audience engagement. Accordingly,
humanitarian campaigns can be examined as visual—
verbal constructions in which image and text encode moral
proximity, vulnerability, recognition, and the possibility
of ethical response.

Despite the development of research on multimodal
metaphor, visual rhetoric, climate communication, and hu-
manitarian media discourse, the intermediate mechanism
through which image and text form a blended space and
compress a complex social problem into a concise, cognit-
ively dense, and ethically oriented message remains insuf-
ficiently specified. Existing studies clarify how visual and
verbal elements frame social problems, reduce distance, in-
tensify salience, and organise the viewer’s position. How-
ever, VVB as a mechanism of meaning compression has
been described less systematically, especially in comparat-
ive analyses of environmental and humanitarian social ad-
vertising.

To address this gap the present study examines how
VVB operates in environmental and humanitarian cam-
paigns and how conceptual integration supports the com-
pression of complex social meanings. The empirical basis
consists of 196 static visual—verbal advertising cases pub-
lished between 2020 and 2025: 98 environmental and 98
humanitarian campaigns. The analysis compares visual in-
put space, verbal input space, generic space, and blended
space, and codes the type of VVB, mechanism of meaning
compression, projected interpretative effect, and degree of
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interdependence between visual and verbal components.
The study does not measure audience reception; therefore,
the identified effects are viewed as encoded interpretative
affordances and projected viewer positions, not as empiric-
ally verified psychological responses.

The study addresses the following research questions:

1. What types of VVB are used in environmental and
humanitarian social advertising?

2. How do visual input space and verbal input space
interact in the formation of blended space?

3. What mechanisms of meaning compression trans-
form large-scale environmental and humanitarian prob-
lems into concise advertising messages?

4. How do environmental and humanitarian cam-
paigns differ in terms of VVB types, projected interpretat-
ive effects, and the degree of interdependence between
visual and verbal components?

The contribution of the study lies in proposing an ap-
plied analytical framework for examining social advert-
ising through VVB, rather than through isolated visual
metaphors, slogans, emotional appeals, or general frames of
influence. This framework traces how the image intro-
duces a perceived scenario, the text establishes a social or
ethical frame, and the blended space transforms an envir-
onmental or humanitarian problem into a personally, mor-
ally, or behaviourally relevant meaning. In this sense, the
study clarifies how environmental campaigns tend to en-
code delayed and systemic risks as visible threat and re-
sponsibility, while humanitarian campaigns tend to encode
distant suffering as moral proximity, vulnerability, and re-
cognition.

2. THEORETICAL BACKGROUND

The study of visual—verbal meaning-making in social
advertising is grounded in multimodal analysis, visual
rhetoric, cognitive semantics, research on advertising ef-
fects, climate communication, and humanitarian visual dis-
course. In the present article, social advertising is ex-
amined as a multimodal construction in which visual and
verbal components distribute semantic functions: the im-
age establishes the perceived situation, the text directs its
interpretation, and the resulting meaning emerges through
their joint conceptual processing. This approach is consist-
ent with the works of Jewitt et al. (2016), Bateman et al.
(2017), and van Leeuwen (2021), where a multimodal mes-
sage is understood as a functionally organised system of se-
miotic resources. Kress and van Leeuwen (2021) demon-
strate that a visual message has its own grammar: it organ-
ises gaze, distance, spatial relations, and the viewer’s posi-
tion. Martinec and Salway (2005), in analysing image—
text relations, identify explanation, as well complementar-
ity, reinforcement, hierarchy, and interdependence. This
is crucial for social advertising: a single mode is often delib-
erately incomplete, while the social meaning of a damaged
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environment, empty space, body, or object is disclosed
only through a verbal frame of threat, assistance, respons-
ibility, loss, or choice.

The theory of visual rhetoric further clarifies how an
image becomes a form of argumentation. Scott (1994) pro-
poses considering advertising images as rhetorical con-
structions that require interpretation; Messaris (1997)
links their persuasive force to the effect of visual self-evid-
ence produced by a specific organisation of the image.
McQuarrie and Mick (1999) show that in addition to per-
ceiving an advertising image the addressee completes its
meaning, while Phillips and McQuarrie (2004) develop a
typology of visual rhetoric by distinguishing forms of
transfer, juxtaposition, and semantic complexity. Research
on advertising effects extends this line of inquiry: Perac-
chio and Meyers-Levy (2005) emphasise that the stylistic
properties of images support message processing, whereas
Rodriguez and Dimitrova (2011) show that visual framing
operates at denotative, stylistic, connotative, and ideolo-
gical levels. In social advertising, these mechanisms ac-
quire an ethical and behavioural orientation: a plastic
bottle, a child, an empty bed, an animal, a destroyed house,
or dried earth function as elements of a frame of threat,
vulnerability, responsibility, moral proximity, or social in-
visibility.

The cognitive foundation of the study is linked to
conceptual blending theory. Grady et al. (1999) show that
blending is not reducible to metaphorical projection
between two domains but involves the formation of an in-
tegrated space in which selectively connected elements
generate new meaning. Coulson and Oakley (2001) clarify
the role of selective projection, compression, and recom-
bination, while Coulson and Oakley (2005) connect this
logic with coded meaning: literal and figurative meanings
are not always rigidly separated, since interpretation arises
at the intersection of explicit code and implicit conceptual
inference. Dancygier and Sweetser (2014) demonstrate
that figurative expression includes individual metaphors,
as well as complex mechanisms of conceptual organisation,
and Oakley and Pascual (2017) consider conceptual blend-
ing as a model for analysing cases in which meaning
emerges through the interaction of several input spaces.
Therefore, in this article, VVB is understood as a mechan-
ism of meaning compression: a social problem is com-
pressed into a compact, cognitively dense, and ethically
oriented multimodal configuration.

Studies on environmental and climate-related visual-
ity demonstrate the productivity of this model for environ-
mental campaigns. O’Neill and Smith (2014) emphasise
that images of climate change influence risk perception,
psychological distance, emotional engagement, and readi-
ness for action. Corner et al. (2015) formulate the require-
ment to make the climate problem concrete, emotionally
meaningful, and connected with the possibility of action,
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while Chapman et al. (2016) empirically show that the
perception of climate images depends on their realism, rel-
evance, and capacity to sustain a sense of agency. Ledn et
al. (2022) further specify that the visual communication of
climate change in social media should attract attention and
maintain audience engagement; Schifer and Yan (2023)
show that images determine how the climate problem be-
comes publicly visible. For the present study, this means
that environmental advertising translates distributed,
delayed, and often invisible processes into perceivable
visual input spaces: a damaged animal, a polluted object, a
dried landscape, corporeally vulnerable nature, or an im-
age of future loss, whereas the text provides a frame of
warning, action, responsibility, or choice.

Humanitarian social advertising requires a different
yet comparable theoretical foundation: here, the problem
of visualising suffering, vulnerability, and solidarity be-
comes central. Bleiker et al. (2013) show that visual repres-
entations of refugees may produce a dehumanising effect
when people are represented as a faceless mass, passive
bodies, or objects of management. Orgad (2013) links the
visualisation of solidarity in humanitarian and interna-
tional NGOs with the politics of representation: it determ-
ines whom to show, how to represent suffering, and what
form of response to offer the audience. Seu and Orgad
(2017) emphasise that public care in crisis situations de-
pends on the perception of assistance as morally significant
and practically possible. Therefore, humanitarian cam-
paigns construct meaning not only through the direct dis-
play of the victim, but also through absence, disrupted
everyday life, the trace of loss, or the viewer’s rapproche-
ment with the suffering subject: an empty bed, a toy, a
closed door, a destroyed house, or an empty plate becomes
a visual input space, while words such as child, home, help,
rights, hunger, protect, or invisible transfer this trace into the
space of moral proximity and ethical response.

Thus, the existing literature provides a solid basis for
analysing multimodality, visual rhetoric, conceptual
blending, climate communication, and humanitarian visu-
al studies; however, it describes less systematically the in-
termediate mechanism through which image and text
jointly form a blended space and transform a complex so-
cial problem into a concise, cognitively dense, and ethic-
ally oriented message. This is precisely the gap addressed
by the present study, which examines social advertising
through the model of VVB. Unlike approaches focused
solely on visual metaphor, emotional impact, or visual
framing, the article analyses an advertising message as a
structure in which the image introduces a perceived situ-
ation, the text establishes a social or ethical frame, and the
blended space forms compressed meaning. This approach
makes it possible to compare environmental and humanit-
arian campaigns in terms of the architecture of meaning
compression: the former predominantly translate global

54 Training, Language and Culture

doi: 10.22363/2521-442X-2026-10-2-51-80

and delayed risk into visible threat, the corporeal vulner-
ability of nature, and the responsibility of the addressee;
the latter translate distant suffering into moral proximity,
empathy, and the necessity of response. Consequently,
VVB functions as a central cognitive-discursive mechan-
ism for organising social meaning.

3. METHODOLOGY

3.1. Research design and unit of analysis

The study was designed as a descriptive corpus-ori-
ented multimodal analysis of static social advertising. It
combines conceptual integration theory, visual—verbal
discourse analysis, categorical coding, and corpus-assisted
examination of the verbal layer. This design was chosen
because the article examines the internal organisation of
advertising messages rather than their reception by audi-
ences. Accordingly, the study is not a reception experi-
ment and does not measure viewers’ actual emotional, cog-
nitive, or behavioural responses. The analysis is limited to
the meanings, interpretative affordances, and viewer posi-
tions encoded in the visual—verbal structure of the mes-
sage.

The unit of analysis was one complete static visual—
verbal advertising case. Each case was treated as an
autonomous multimodal message consisting of a visual
component, a verbal component, and the interpretative re-
lation between them. The visual component included the
main photographic, graphic, or mixed composition that es-
tablished the perceived situation of the campaign. The
verbal component included the slogan, headline, brief ap-
peal, explanatory phrase, or textual insertion directly in-
volved in meaning construction. Logos, URLSs, organisa-
tion names, contact details, technical captions, and service
hashtags were excluded from coding unless they contrib-
uted to the conceptual interpretation of the message.

The analytical model was based on four elements of
conceptual integration: visual input space, verbal input
space, generic space, and blended space. The visual input
space recorded the object, body, natural element, social
scene, spatial configuration, or material trace represented
in the image. The verbal input space identified the social,
ethical, evaluative, or action-oriented frame activated by
the text. The generic space captured the shared structure
that made the visual and verbal elements conceptually
connectable. The blended space described the compressed
meaning that emerged through the joint interpretation of
image and text and could not be reduced to either mode
separately. Coding followed a dominant-code principle.
For each advertising case, one dominant type of VVB, one
dominant mechanism of meaning compression, one domin-
ant projected interpretative effect, and one level of modal
interdependence were recorded. This procedure was intro-
duced to avoid double counting and to ensure that the
quantitative distributions corresponded to the number of
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cases in each segment. When an advertising case con-
tained an additional secondary mechanism, it was not
entered as a separate primary code; it was retained only in
the analytical comment attached to the case profile. This
made it possible to preserve the complexity of borderline
examples without distorting the descriptive statistics.

3.2. Research corpus

The corpus comprised 196 static visual—verbal social
advertising cases published or circulated in publicly access-
ible digital sources between 2020 and 2025. For the pur-
poses of this study, a case was defined as one complete stat-
ic campaign execution in which the visual and verbal com-
ponents formed an autonomous multimodal message. The
corpus was divided into two equal analytical segments: 98
environmental cases and 98 humanitarian cases. The bal-
anced design provided a controlled basis for comparing pat-
terns of VVB across the two domains without allowing dif-
ferences in segment size to determine the resulting fre-
quency distributions. The corpus was constructed for ana-
lytical comparability rather than statistical representation
of the overall volume of environmental and humanitarian
advertising in the public media environment.

The environmental segment included campaigns ad-
dressing climate change, plastic and other forms of pollu-
tion, deforestation, biodiversity and species loss, water
scarcity, air pollution, ecosystem degradation, waste, and
environmentally consequential consumption. The human-
itarian segment comprised campaigns concerned with
forced displacement, poverty, hunger, children’s vulnerab-
ility, armed conflict, violence, disability, human rights,
discrimination, and social exclusion. These thematic areas
established the boundaries of corpus collection but did not
determine the subsequent analytical codes. Campaigns ad-
dressing the same social problem could therefore receive
different VVB, compression, projected-effect, or interde-
pendence codes depending on the specific relation estab-
lished between their visual and verbal components.

Materials were collected from publicly accessible cam-
paign sources, including international advertising
archives, campaign and agency pages, websites of non-
governmental and civil-society organisations, environ-
mental foundations, humanitarian initiatives, and public-
awareness projects. Source eligibility required sufficient
documentary information to establish the campaign title,
advertiser or commissioning organisation, year of publica-
tion or documented digital circulation, thematic orienta-
tion, and visual—verbal content. Wherever possible, pri-
ority was given to an official campaign page, an organisa-
tion or agency website, or an established advertising
archive providing stable attribution. The source or stable
URL used to identify and verify each included case is
provided in the corpus register available through the link
in the Data Availability Statement.
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Corpus retrieval combined thematic, format-based,
and institutional search expressions. Environmental
searches used combinations such as environmental social ad-
vertising, climate awareness campaign, climate campaign
poster, plastic pollution campaign, deforestation awareness
campaign, species extinction campaign, water crisis campaign,
air pollution awareness, and ecosystem protection poster. Hu-
manitarian searches included humanitarian social advert-
ising, refugee campaign poster, hunger awareness campaign,
child protection campaign, war victims campaign, disability
awareness campaign, human rights social advertising, poverty
awareness poster, and social exclusion campaign. Searches
were conducted in the English-language open digital en-
vironment and were extended through campaign archives,
advertiser and agency pages, NGO websites, and cross-ref-
erences between verified campaign records. The search
expressions functioned as retrieval instruments, not as
analytical categories.

Corpus construction proceeded through four stages.
First, potentially relevant materials were identified
through the search expressions and source types described
above. Second, the initial pool was screened for format,
thematic relevance, source traceability, and the presence
of an analytically meaningful relation between image and
text. Third, duplicate records, repostings of the same exe-
cution, and near-identical variants that did not constitute
independent multimodal cases were removed. When a
campaign contained several executions with substantively
different visual—verbal configurations, each execution
was retained as a separate case; when the available ver-
sions merely reproduced the same configuration in differ-
ent resolutions, formats, or locations, only the most com-
plete and clearly attributable version was included.
Fourth, the eligible materials were organised into two
equal segments while maintaining coverage of the princip-
al thematic areas within each domain.

A case was included when it met all of the following
criteria: (i) it pursued a predominantly social, environ-
mental, humanitarian, or public-awareness purpose rather
than a conventional product-sales objective; (ii) it ad-
dressed an environmental or humanitarian problem falling
within the thematic scope of the study; (iii) it contained
both a visual component and a verbal component contrib-
uting to the construction of the message; (iv) it was avail-
able as a static campaign execution; (e) it was published or
documented as circulating between 2020 and 2025; (v) its
source and principal campaign information could be estab-
lished; and (vi) it could be interpreted as an autonomous
visual—verbal unit without reliance on unavailable audi-
ovisual or interactive context.

The exclusion criteria were designed to preserve com-
parability at the level of both format and analytical unit.
The corpus excluded conventional commercial advertise-
ments without a substantive public-interest orientation;
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videos, animations, interactive materials, and platform-de-
pendent campaigns whose meaning relied on sound, move-
ment, editing, temporal sequencing, or user interaction;
duplicate or near-duplicate executions; materials with in-
sufficient source attribution or unverifiable dating; and im-
ages of inadequate quality for reliable examination of their
verbal or visual content. Cases were also excluded when
the only verbal material consisted of a logo, organisation

Table 1
Structure of the research corpus
CORPUS SEGMENT CASES (N)

Environmental social advertising

PRINCIPAL THEMATIC COVERAGE

Climate change; plastic and other forms of

doi: 10.22363/2521-442X-2026-10-2-51-80

name, URL, navigation element, or service hashtag that
did not contribute to the verbal input space. A campaign
was not excluded merely because it involved a corporate or
branded organisation, provided that the analysed execu-
tion had an identifiable social or environmental orienta-
tion and functioned as a complete public-awareness mes-
sage. The resulting corpus structure is summarised in
Table 1.

ANALYTICAL UNIT

One complete static visual-

pollution; deforestation; biodiversity and species  verbal campaign execution
98 loss; water scarcity; air pollution; ecosystem

degradation; waste; environmentally

consequential consumption

Humanitarian social advertising

Forced displacement; poverty; hunger;
98 children’s vulnerability; war; violence; disability;

One complete static visual-
verbal campaign execution

human rights; discrimination; social exclusion

Total corpus

Each case was assigned a unique corpus identifier: E1—
E98 for the environmental segment and HI—H98 for the
humanitarian segment. A standardised record was created
for every case. The record contained the campaign title, or-
ganisation or advertiser, source or stable URL, year, corpus
segment, thematic cluster, visual component, verbal com-
ponent, dominant VVB type, dominant compression
mechanism, dominant projected interpretative effect, and
level of modal interdependence. The descriptive fields doc-
umented the provenance and observable content of the
case, whereas the four final fields represented analytical
coding outcomes. Keeping documentary description separ-
ate from analytical classification reduced the risk of treat-
ing thematic subject matter as equivalent to the mechan-
ism of visual—verbal meaning construction.

The complete coded corpus register, including the
source or stable URL used to identify and verify each in-
cluded case, is available through the link provided in the
Data Availability Statement. It contains all 196 cases and
therefore constitutes the documentary basis for the quant-
itative distributions reported in the Results section. The
register permits each aggregate value to be traced back to
individually identified cases and makes it possible to verify
counts by corpus segment, thematic cluster, VVB type,
compression mechanism, projected interpretative effect,
and level of modal interdependence. In accordance with
the dominant-code principle established in Section 3.1,
every case contains one primary value for each analytical

56  Training, Language and Culture

Environmental and humanitarian social
196 advertising

196 independently coded
visual-verbal cases

variable. Secondary interpretative features, where relev-
ant, were considered during qualitative analysis but were
not entered as additional primary codes and did not con-
tribute to the frequency totals.

In addition to the multimodal register, a verbal sub-
corpus was compiled from the verbal components of all 196
cases. It included slogans, headlines, calls to action, short
explanatory statements, and other textual elements that
contributed directly to the verbal input space. Text was
transcribed from the campaign execution and checked
against the available campaign record where necessary.
Logos, URLs, navigation elements, contact details, re-
peated organisation names, technical captions, and service
hashtags were removed unless they performed an identifi-
able semantic function within the message. Repeated
wording was retained when it occurred in a distinct cam-
paign execution because the unit of analysis was the indi-
vidual visual—verbal case, not the unique lexical string.

Following transcription and cleaning, the verbal sub-
corpus contained 4,862 tokens, divided equally between
the environmental and humanitarian segments, with 2,431
tokens in each. In this study, a token was one word-form
counted by AntConc after transcription and cleaning of
the verbal component. Punctuation, URLs, navigation ele-
ments, contact details, repeated organisation names, tech-
nical captions, and non-semantic hashtags were excluded
from the count; repeated wording was retained when it oc-
curred in a distinct campaign execution (Table 2).
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Table 2

Parameters of the verbal subcorpus
PARAMETER ENVIRONMENTAL CAMPAIGNS ~ HUMANITARIAN CAMPAIGNS ~ TOTAL CORPUS
Advertising cases (N) 98 98 196
Verbal components (N) 98 98 196
Tokens (N) 2,431 2,431 4,862
Mean length of verbal component (tokens) 24.8 24.8 24.8
Minimum length of verbal component (tokens) 5 6 5
Maximum length of verbal component (tokens) 61 58 61

The identical token totals of the two verbal segments
strengthened their comparability, although equality of size
was not considered as evidence of lexical or semantic equi-
valence. Both raw frequencies and normalised frequencies
per 1,000 tokens were therefore used in the corpus-as-
sisted analysis. The verbal subcorpus served to identify re-
current lexical-semantic patterns within the verbal input
spaces; it did not automatically determine the multimodal
codes assigned to individual cases. VVB type, compression
mechanism, projected interpretative effect, and modal in-
terdependence were established through manual analysis
of the complete visual—verbal configuration according to
the coding procedure described below.

3.3. Instruments and analytical procedure

The analysis combined corpus-assisted examination
of the verbal material with structured manual coding of
complete visual—verbal configurations. These procedures
were treated as complementary but methodologically dis-
tinct. Corpus-assisted analysis was used to identify recur-
rent lexical-semantic patterns in the verbal input spaces,
whereas the identification of VVB types, generic and blen-
ded structures, compression mechanisms, projected inter-
pretative effects, and modal interdependence required con-
textual analysis of each complete advertising case. The
analytical procedure consisted of four consecutive stages.

At the first stage, the collected materials were pre-
pared and documented in a standardised corpus register.
Each case was assigned a unique identifier, verified against
its recorded source and year, and classified as belonging to
either the environmental or the humanitarian segment.
The visual execution and the verbal material participating
directly in meaning construction were separated from non-
analytical elements such as navigation text, contact in-
formation, repeated organisation names, URLs, and tech-
nical metadata. Duplicate records and non-independent re-
productions of the same execution were removed during
corpus construction, as described in Section 3.2. above.

This preparatory stage established a consistent analytical
unit and ensured that all subsequent procedures were ap-
plied to the same set of 196 independently registered cases.

At the second stage, the verbal components of the en-
vironmental and humanitarian cases were analysed as two
separate subcorpora using AntConc. The analysis em-
ployed the Word List and Concordance functions. Word
lists were used to establish the frequency profile of each
segment, while concordance lines were examined to de-
termine how recurrent lexical items functioned in their
immediate linguistic contexts. Absolute frequencies were
supplemented with normalised frequencies per 1,000
tokens so that recurrent items could be compared system-
atically across the two equally sized verbal subcorpora.

The corpus-assisted analysis was exploratory and con-
text-sensitive rather than based on a predetermined dic-
tionary of environmental or humanitarian terms. Recur-
rent lexical items were first identified independently
within the two subcorpora and were subsequently grouped
according to the semantic frames they activated in context.
In the environmental material, the analysis focused on re-
current constructions associated with environmental
threat, future consequences, planetary and ecological scale,
pollution, disappearance, responsibility, choice, preven-
tion, and action. In the humanitarian material, attention
was directed to recurrent constructions associated with
children, home, war, hunger, assistance, rights, protection,
vulnerability, exclusion, absence, and visibility. These se-
mantic groupings were used to characterise the organisa-
tion of the verbal input space; they were not viewed as
automatic indicators of a particular VVB type, compres-
sion mechanism, or projected interpretative effect.

All recurrent lexical items were examined in concord-
ance context because frequency alone could not establish
their analytical function. The same lexical item could par-
ticipate in different meaning structures depending on its
grammatical environment, evaluative orientation, and re-
lation to the accompanying image. For example, action-
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related expressions could encode warning, prohibition,
prevention, collective participation, institutional account-
ability, or direct behavioural guidance. References to
home, children, hunger, rights, or protection could frame
material deprivation, displacement, bodily vulnerability,
exclusion, loss, or the possibility of assistance. Concord-
ance analysis was therefore used to distinguish contextual
functions that would otherwise remain conflated in a fre-
quency list.

AntConc was applied exclusively to the verbal layer.
It was not used to classify visual content, infer conceptual
relations between image and text, or assign multimodal
analytical categories. The identification of the visual input
space, generic space, blended space, VVB type, compres-
sion mechanism, projected interpretative effect, and modal
interdependence was conducted manually on the basis of
the complete campaign execution. Corpus-derived lexical
evidence informed the description of the verbal input
space but did not substitute for multimodal interpretation
and did not automatically determine the code assigned to
an individual case.

At the third stage, every advertising case underwent
structured multimodal coding. The coding sequence pro-
ceeded from documentary description to conceptual inter-
pretation. First, the visual input space was recorded by
identifying the principal objects, bodies, actors, environ-
ments, spatial relations, transformations, absences, or ma-
terial traces represented in the image. Second, the verbal
input space was formulated by identifying the social, ethic-
al, evaluative, temporal, or action-oriented frame activated
by the slogan, headline, appeal, or explanatory text. Third,
the generic space was established as the shared relational
structure that made the two inputs conceptually connect-
able. Fourth, the blended space was formulated as the
emergent compressed meaning produced through their in-
tegration and not fully recoverable from either component
in isolation.

Once the four-space configuration had been estab-
lished, each case was assigned one dominant VVB type,
one dominant mechanism of meaning compression, one
dominant projected interpretative effect, and one level of
modal interdependence. Coding followed the dominant-
code principle defined in Section 3.1. Where a case suppor-
ted more than one plausible interpretation, the primary
code was selected according to the operation most neces-
sary for explaining how the visual and verbal components
jointly organised the message. Secondary features could be
retained in the qualitative analytical notes but were not
entered as additional primary values and were not in-
cluded in the quantitative totals.

This distinction preserved the interpretative com-
plexity of individual cases while ensuring that each cat-
egorical distribution remained traceable to the 98 cases in
the relevant segment.
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Modal interdependence was determined by assessing
the extent to which interpretation of the campaign de-
pended on the joint processing of image and text. Interde-
pendence was coded as high when neither mode independ-
ently provided the central social meaning of the message
and the blended interpretation depended on their integra-
tion. It was coded as medium when one mode established
the principal scenario or frame while the other substan-
tially specified, redirected, or narrowed its interpretation.
It was coded as low when the central meaning remained
largely recoverable from one mode and the other per-
formed a primarily reinforcing or reiterative function.

At the fourth stage, the coded data were aggregated
and compared across the environmental and humanitarian
segments. Frequencies were calculated separately for VVB
types, compression mechanisms, projected interpretative
effects, and levels of modal interdependence. Within-seg-
ment percentages were calculated from n = 98, while full-
corpus percentages were calculated from n =196. Each dis-
tribution was checked against the complete corpus register
to confirm that every case contributed one and only one
primary value to each analytical variable and that all cat-
egory totals corresponded to the stated segment and corpus
sizes.

The quantitative analysis was descriptive rather than
inferential. Frequency distributions were used to identify
dominant, less frequent, and cross-segment patterns with-
in the balanced corpus; they were not interpreted as estim-
ates of the prevalence of these patterns in social advert-
ising as a whole. The qualitative analysis subsequently ex-
amined how recurrent visual—verbal configurations in-
stantiated the coded patterns and how similar thematic
problems could be compressed through different conceptu-
al mechanisms. The final comparative interpretation
therefore integrated three evidential levels: corpus-as-
sisted patterns in the verbal input spaces, manually coded
distributions across the 196 visual—verbal cases, and close
analysis of representative configurations from each seg-
ment.

3.4. Coding scheme and reliability of analysis

The coding scheme was developed to distinguish con-
sistently between thematic description, the structure of
visual—verbal integration, the mechanism of meaning
compression, the projected interpretative effect, and the
degree of modal interdependence. Seven parameters were
recorded: thematic domain, visual input space, verbal in-
put space, type of VVB, mechanism of meaning compres-
sion, projected interpretative effect, and level of visual—
verbal interdependence. Each parameter represented a dis-
tinct analytical level. The thematic domain identified the
social problem addressed; the visual and verbal input
spaces recorded the semiotic material entering the integra-
tion process; the VVB type specified the dominant relation
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through which image and text were integrated; the com-
pression mechanism identified the dimension of the prob-
lem condensed in the message; the projected interpretative
effect described the addressee position encoded by the
multimodal configuration; and modal interdependence in-
dicated the extent to which the central meaning depended
on the interaction of the two modes.

Modal interdependence was coded at three levels. A
low level was assigned when the principal meaning re-
mained recoverable from one mode and the other mainly

Table 3
Coding scheme for the analysis of visual-verbal blending
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repeated or reinforced it. A medium level was assigned
when one mode established the basic scenario or frame
while the other substantially specified, redirected, or in-
tensified its interpretation. A high level was assigned
when the central social meaning could not be reconstruc-
ted adequately without integrating the visual and verbal
components as mutually dependent elements.

The operational scheme used to apply these distinc-
tions consistently across the corpus is presented in Table 3
below.

CODING CATEGORY

Thematic domain

Visual input space

Verbal input space

Type of visual-verbal
blending

Mechanism of
meaning compression

Projected
interpretative effect

Modal
interdependence

OPERATIONAL MEANING

Social problem addressed by the
campaign

Obiject, body, actor, scene,
spatial arrangement,
transformation, or absence
activated visually

Social, ethical, evaluative,
temporal, or behavioural frame
activated by the text

Dominant mode through which
image and text form an
integrated meaning configuration

Dimension of the complex
problem condensed into a
compact multimodal form

Addressee position encoded by
the visual-verbal configuration

Degree to which the central
meaning requires joint
processing of image and text

CODING RULE

Determined from the principal subject
and public-interest orientation of the
message

Record the visual element required for
constructing the central meaning

Record the verbal frame that specifies
or redirects interpretation of the image

Identify the integrative operation
without which the blended meaning
cannot be reconstructed

Identify whether scale, time,
embodiment, absence, moral relation,
or responsibility is compressed

Record an interpretative affordance
rather than an observed audience
response

Assess whether one mode is sufficient
or whether integration of both modes
is necessary

RECORDED INDICATOR

climate change, pollution,
hunger, war, refugees, human
rights

body, animal, object, child,
empty space, damaged
environment

threat, assistance, responsibility,
loss, choice, rights

human-nature fusion, threat
projection, victim—viewer
alignment

scale reduction, temporal /
embodied / absence /
responsibility compression

threat recognition, responsibility-
oriented / empathy-oriented
positioning, moral proximity,
visibility of invisible suffering

low, medium, high

Eight VVB types were identified: human—nature fu-
sion, object—victim substitution, threat projection,
victim—viewer alignment, everyday-life disruption, re-
sponsibility transfer, absence-based blending, and scale
compression. The categories described the organisation of
integrated meaning rather than the campaign topic. Thus,
a plastic-pollution campaign was coded as object—victim
substitution when a plastic object occupied the representa-
tional position of an affected living body; as threat projec-
tion when delayed or anticipated harm was represented as

perceptually present; or as responsibility transfer when
the visualised problem was reframed verbally as a matter
of human agency or accountability. The dominant type
was the operation without which the central blended
meaning would no longer be recoverable.

Compression mechanisms were coded independently
of VVB types. Scale reduction was assigned when a large-
scale or distributed problem was represented through a
bounded perceivable sign; temporal compression when
delayed or future consequences were represented as
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present or imminent; embodied compression when an ab-
stract condition was materialised through a body, wound,
breath, organ, posture, or physical vulnerability; moral
condensation when a complex ethical relation was reduced
to a salient opposition such as helping or ignoring, seeing
or overlooking, and protecting or abandoning; absence
compression when an empty place, missing body, aban-
doned object, or disrupted environment carried the prin-
cipal meaning; and responsibility compression when a
complex causal structure was condensed into a recognis-
able locus of individual, collective, corporate, or institu-
tional responsibility. Closely related categories were dif-
ferentiated by analytical level. Responsibility transfer was
coded as a VVB type when image and text relocated the
represented problem into the sphere of human agency or
accountability. Responsibility compression was coded as a
mechanism when a diffuse causal or ethical structure was
condensed into a specific choice, action, omission, or re-
sponsible actor. Responsibility-oriented positioning was
coded as a projected effect when the addressee was con-
structed as implicated in the problem or capable of re-
sponding to it. Similarly, victim—viewer alignment de-
noted an integrative relation that reduced representational
distance, whereas moral proximity and empathy-oriented
positioning denoted distinct projected viewer positions.
Moral proximity concerned reduced social or ethical dis-
tance; empathy-oriented positioning foregrounded atten-
tion to another subject’s vulnerability.

Projected interpretative effects were treated as mean-
ings afforded by the campaign structure rather than empir-
ically observed psychological responses. Threat recogni-
tion was assigned when the message organised interpreta-
tion around actual, anticipated, or escalating harm; re-
sponsibility-oriented positioning when the addressee was
positioned as implicated, accountable, or capable of re-

Table 4
Intercoder reliability by analytical parameter

CODING PARAMETER

Type of visual-verbal blending 40
Mechanism of meaning compression 40
Projected interpretative effect 40
Degree of modal interdependence 40

The Cohen’s kappa values indicated substantial to
high coding stability across the four parameters. Disagree-
ments in VVB-type coding primarily concerned cases in
which threat projection co-occurred with responsibility
transfer or victim—viewer alignment overlapped with
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sponse; empathy-oriented positioning when the configura-
tion foregrounded the vulnerability or suffering of another
subject; moral proximity when social, spatial, or ethical
distance was reduced; behavioural orientation when the
message directed the addressee towards prevention, assist-
ance, protection, participation, or behavioural change; vis-
ibility of invisible suffering when the message rendered
perceptible a condition framed as overlooked, concealed,
displaced, or socially distant; and urgency when image and
text jointly constructed a restricted temporal window for
response.

Borderline cases were resolved through the dominant-
operation rule. Object—victim substitution was selected
when the central meaning depended on an object occupy-
ing the position of an affected subject; threat projection
when future, delayed, or spatially distant harm was trans-
ferred into present perception; responsibility transfer
when the principal integration connected the represented
problem with an accountable actor or potential participant;
and absence-based blending when missing bodies, empty
places, abandoned objects, or disrupted spaces constituted
the primary source of meaning. Secondary features were
retained in analytical notes but were not entered as addi-
tional primary codes, thereby preventing double counting.

Coding reliability was assessed through independent
recoding of 40 cases, representing 20.4% of the corpus.
The reliability subset included equal representation of the
two corpus segments and covered the principal VVB types,
compression mechanisms, projected effects, and interde-
pendence levels. The second coder applied the same coding
manual and operational definitions without access to the
initial classifications or aggregate distributions. Agreement
was calculated for four central analytical parameters in or-
der to assess the stability of both structural and interpretat-
ive decisions (Table 4).

COHEN'S KAPPA INTERPRETATION OF AGREEMENT

0.86 high agreement
0.82 high agreement
0.79 substantial agreement
0.84 high agreement

everyday-life disruption. Disagreements in projected-ef-
fect coding most often involved the distinction between
empathy-oriented positioning and moral proximity, while
compression-related differences concerned the relative
dominance of moral condensation and responsibility
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compression. Each disagreement was reconsidered against
the operational definitions and the dominant-operation
rule, and the final classification was established by con-
sensus. Analytically relevant secondary features were re-
tained in the case notes but excluded from the primary fre-
quency counts. This procedure preserved the interpretat-
ive complexity of borderline cases while maintaining in-
ternally consistent category distributions.

3.5. Logic of interpretation and study limitations

Interpretation proceeded from the observable organ-
isation of each advertising case to its conceptual and dis-
cursive structure. First, the relevant visual and verbal ele-
ments were documented; second, the visual and verbal in-
put spaces were specified; third, the shared relational
structure forming the generic space was established; and
fourth, the emergent blended meaning was formulated.
The VVB type, compression mechanism, projected inter-
pretative effect, and level of modal interdependence were
assigned only after this sequence had been completed. This
progression from observable semiotic evidence to concep-
tual classification increased the traceability of analytical
decisions and reduced reliance on impressionistic inter-
pretation.

The scope of the findings is limited by the composi-
tion and format of the corpus. The study examined only
static visual—verbal campaign executions available in
open digital sources. Videos, animations, interactive ma-
terials, and other platform-dependent formats were ex-
cluded because their meaning may depend on movement,
sound, editing, temporal progression, interface design, or
user participation. The findings therefore characterise pat-
terns identified within static environmental and humanit-
arian social advertising and should not be generalised dir-
ectly to dynamic or interactive campaign formats. The bal-
anced corpus was constructed for controlled comparison
rather than to represent the actual prevalence of particular
campaign types in the wider media environment. Equal
environmental and humanitarian segments improved the
comparability of category distributions but did not repro-
duce the relative frequency with which these domains oc-
cur in advertising practice. Dependence on publicly access-
ible and sufficiently documented materials may also favour
campaigns preserved in established archives, organisation-
al websites, and English-language digital sources. The re-
ported distributions should consequently be interpreted as
patterns within the assembled corpus, not as population-
level estimates.

A further limitation concerns the analytical status of
projected interpretative effects. The study identifies inter-
pretative affordances and addressee positions encoded in
the visual—verbal structure of campaign messages; it does
not investigate how particular audiences understand, eval-
uate, remember, or respond to them. Threat recognition,
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responsibility-oriented positioning, empathy-oriented pos-
itioning, moral proximity, behavioural orientation, visibil-
ity of invisible suffering, and urgency therefore denote
analytically reconstructed viewer positions, not empiric-
ally verified emotional, cognitive, or behavioural
outcomes. Their actual realisation may vary according to
viewers’ cultural knowledge, experience, ideological ori-
entation, and conditions of exposure.

Analytical consistency was strengthened through ex-
plicit inclusion and exclusion criteria, standardised docu-
mentation of all 196 cases, a complete coded corpus
register, separate corpus-assisted examination of the two
verbal subcorpora, normalised lexical comparison, sequen-
tial manual multimodal coding, operational category defin-
itions, decision rules for borderline cases, the dominant-
code principle, and an intercoder reliability assessment.
These procedures provide a controlled and auditable basis
for examining visual—verbal meaning compression while
keeping the conclusions within the epistemic limits of de-
scriptive, corpus-oriented multimodal analysis.

4. RESULTS

4.1. Corpus profile and verbal-semantic orienta-
tion of the dataset

The first stage of the analysis established the corpus
profile and identified the verbal-semantic orientations dis-
tinguishing environmental and humanitarian social ad-
vertising before the subsequent analysis of VVB. The cor-
pus consisted of 196 static visual—verbal advertising cases
published or circulated in publicly accessible digital
sources between 2020 and 2025: 98 environmental cam-
paigns and 98 humanitarian campaigns. This structure
made it possible to compare the two segments without the
results being affected by differences in corpus size.

The environmental segment covered campaigns ad-
dressing climate change, plastic pollution, deforestation,
species loss, water scarcity, air pollution, and ecosystem
degradation. These themes usually concern large-scale,
delayed, or systemic risks that are difficult to represent as
directly observable events. Accordingly, environmental
campaigns tend to translate distributed ecological processes
into concrete visual signs, such as a damaged animal, a pol-
luted object, a dried landscape, a vulnerable natural body,
or an image of future loss. The humanitarian segment in-
cluded campaigns addressing refugees and displacement,
poverty, hunger, children’s vulnerability, war, violence,
disability, human rights, and social exclusion. In these
cases, suffering tends to be humanly recognisable but re-
mains spatially, socially, or morally distant. Humanitarian
campaigns therefore more frequently operate by reducing
the distance between the addressee and the affected subject
rather than by making an otherwise invisible process per-
ceptible. The thematic composition of the two corpus seg-
ments is presented in Figure 1.
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Figure 1. Thematic distribution of environmental and humanitarian social advertising campaigns within the corpus

The verbal subcorpus was compiled from slogans,
headlines, brief appeals, and explanatory phrases that dir-
ectly participated in meaning construction. Logos, URLs,
organisation names, technical captions, repeated service
elements, and purely formal hashtags were excluded be-
cause they did not contribute to the formation of the verbal
input space. After cleaning, the verbal subcorpus con-
tained 4,862 tokens, with 2,431 tokens in the environ-
mental segment and 2,431 tokens in the humanitarian seg-
ment. Since the two subcorpora were equal in size, lexical
markers were compared using both raw frequencies and
normalised frequencies per 1,000 tokens. The resulting
segment-based frequency distributions are presented in
Table 5.

The data in Table 5 show that the two segments differ
not only in thematic scope but also in the verbal framing of
social problems. Environmental campaigns more fre-
quently activate markers of planetary scale, future risk,
pollution, action, and choice: planet, future, act, plastic,
save, water, crisis, and choice. These markers frame ecolo-
gical problems as risks that are already perceptible, remain
preventable, and are connected with human action. The
recurrent use of act, save, and choice is particularly signific-
ant because it shifts environmental risk from the abstract
domain of global crisis to the domain of projected respons-
ibility and possible intervention.

In the corpus, the humanitarian segment is organised
around a different set of recurrent lexical markers: child,
help, home, war, rights, hunger, and protect. These words
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identify affected groups or crisis situations and frame suf-
fering through socially recognisable norms of protected hu-
man life: a child should be safe, a home should provide pro-
tection, hunger should not remain invisible, and rights
should not be suspended by displacement, poverty, disabil-
ity, or exclusion. In this respect, the humanitarian verbal
input space positions the addressee less as a causal agent of
the crisis and more as a subject of moral recognition, assist-
ance, and ethical response.

Frequency data were additionally examined in con-
cordance context because the same lexical marker could
perform different functions depending on its immediate
linguistic environment. In the environmental segment, act
occurred in contexts of warning, prevention, and choice;
future was associated with delayed damage; and planet and
plastic connected ecological scale with concrete material
signs. In the humanitarian segment, child, home, and hunger
appeared in contexts of vulnerability and the loss of pro-
tected space, while help, rights, and protect framed the mes-
sage through assistance, dignity, and ethical obligation to-
ward others.

Concordance analysis was therefore used as a contex-
tual check of the verbal input space, not as an automatic
procedure for identifying VVB. The visual component,
generic space, blended space, compression mechanism, and
projected interpretative effect were coded manually at the
subsequent stages of analysis.

The principal contextual functions identified through
the concordance analysis are summarised in Table 6.
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Segment-based frequency of recurrent lexical markers in the verbal subcorpus

LEXICAL
MARKER

child

help

planet

future

home

act

war

plastic

save

rights

hunger

water

protect

crisis

choice

ENVIRONMENTAL CAMPAIGNS

RAW FREQ.

52

45

39

41

34

32

25

24

PER 1,000 TOKENS

1.6

3.7

21.4

18.5

2.5

16.0

1.2

16.9

14.0

0.8

0.4

13.2

3.3

10.3

9.9

HUMANITARIAN CAMPAIGNS

RAW FREQ.

57

48

44

10

42

37

36

27

PER 1,000 TOKENS

23.4

19.7

0.8

2.9

18.1

4.1

17.3

0.8

29

16.2

14.8

1.6

3.3

2.9

DOMINANT
SEGMENT

Hum.

Hum.

Env.

Env.

Hum.

Env.

Hum.

Env.

Env.

Hum.

Hum.

Env.

Hum.

Env.

Env.

SEMANTIC
FUNCTION

vulnerability,
protection, moral
proximity

assistance,
response, ethical
involvement

planetary scale,
ecological
responsibility

delayed risk,
temporal projection

protected space,
loss, displacement

action, prevention,
responsibility

crisis, trauma,
disruption of
everyday life

pollution, object-
based sign of harm

prevention,
protection,
intervention

recognition, dignity,
protection

deprivation, bodily
vulnerability

resource scarcity,
ecological threat

care, safety,
obligation to protect

systemic threat,
emergency framing

choice, individual
responsibility
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Table 6

Concordance-based functions of key lexical markers in the two verbal subcorpora

MARKER GROUP

future, planet, crisis

act, choice, save

plastic, water, pollution

child, home, hunger

help, protect, rights

war, refugee, invisible

DOMINANT SEGMENT

Env.

Env.

Env.

Hum.

Hum.

Hum.

TYPICAL CONTEXTUAL PATTERN

future risk is linked to planetary
damage and ecological emergency

action is framed as a response to
warning or as a means of preventing
damage

a material object or resource is
associated with contamination, loss,
or destruction

a vulnerable subject or space is
linked to the loss of safety, food, or
protection

assistance is associated with dignity,

recognition, and the right to
protection

crisis is framed through
displacement, absence, non-
recognition, or exclusion

doi: 10.22363/2521-442X-2026-10-2-51-80

FUNCTION IN THE VERBAL INPUT SPACE

brings delayed ecological threat into the
present field of interpretation

encodes the addressee as a potential

subject of ecological action

translates a systemic problem into a
concrete visible sign

represents suffering through the violation of
protected human life

encodes the addressee as a subject of
moral response

reduces the distance between the
addressee and the affected subject

The concordance-based summary indicates that the
distinction between the two segments is not limited to top-
ic selection.

Environmental campaigns more often construct a
frame of risk approximation: future consequences are
made relevant to the present, global processes are linked to
visible objects, and ecological responsibility is associated
with action, choice, or the refusal of environmentally
harmful behaviour.

Humanitarian campaigns more often construct a
frame of moral approximation: suffering becomes recognis-
able through references to children, home, hunger, rights,
protection, and the visibility of people who are displaced,
excluded, or left without assistance.

Overall, the first level of the results indicates that en-
vironmental and humanitarian campaigns differ at the
level of verbal-semantic organisation. In the environment-
al segment, the verbal input space is structured around fu-
ture risk, planetary scale, material harm, action, and re-
sponsibility. In the humanitarian segment, it is structured
around vulnerability, home, hunger, rights, protection, as-
sistance, and moral recognition.

These differences do not yet explain the complete
mechanism of VVB, but they establish the verbal basis for
the next stage of analysis in this study, in which lexical-
semantic orientations are related to visual input spaces and
classified according to the dominant types of VVB ob-
served in the corpus.
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4.2. Types of visual—verbal blending in environ-
mental and humanitarian campaigns

At the second stage, the corpus was coded according to
the dominant type of VVB. The typology records the prin-
cipal operation through which a campaign’s visual and
verbal components form an integrated blended space. A
campaign addressing plastic pollution, for example, may be
coded as threat projection, object—victim substitution, or
responsibility transfer, depending on whether its central
meaning is organised around anticipated environmental
harm, the substitution of a consumer object for an affected
living body, or the positioning of the addressee as implic-
ated in the consequences of consumption. Similarly, a hu-
manitarian campaign may be coded as victim—viewer
alignment, absence-based blending, everyday-life disrup-
tion, or responsibility transfer depending on whether the
message reduces interpersonal distance, constructs loss
through absence, disrupts an expected social norm, or dir-
ects the represented problem towards ethical or practical
response.

Coding followed the dominant-code principle: each
case received one primary VVB type, defined as the opera-
tion without which the central blended meaning could not
be reconstructed. Secondary operations were not entered
as additional primary codes and did not contribute to the
quantitative distributions. This distinction was necessary
because VVB type, compression mechanism, and projected
interpretative effect represent separate analytical levels.
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Responsibility transfer, for example, identifies the opera-
tion through which the problem is connected with an
agent of possible response; responsibility compression
identifies the condensation of a complex causal or ethical
relation into a concrete choice or action; and
responsibility-oriented positioning identifies the viewer
position encoded by the message. Likewise, victim—view-
er alignment constitutes a blending type, whereas em-
pathy-oriented positioning and moral proximity belong to
the level of projected interpretative effects.

Eight dominant VVB types were identified in the
complete coded register: human—nature fusion, object—
victim substitution, threat projection, victim—viewer
alignment, everyday-life disruption, responsibility trans-
fer, absence-based blending, and scale compression. In ac-
cordance with the dominant-code principle, no separate
mixed or borderline category was used in the quantitative
distribution. Each of the 196 cases was assigned to one
dominant type, allowing the frequencies in both corpus
segments to be traced directly to the full coded register.
The resulting distribution is presented in Table 7.

Table 7 demonstrates that responsibility transfer is
the most frequent VVB type in the corpus, accounting for
67 cases, or 34.2% of all campaigns. It is followed by threat

Table 7
Distribution of visual-verbal blending types in the corpus

BLENDING TYPE
Human-nature fusion 7(7.1%)

Obiject-victim substitution 10 (10.2%)

Threat projection 22 (22.4%)

Victim-viewer alignment 4 (4.1%)

Everyday-life disruption 8(8.2%)

Responsibility transfer 31(31.6%)

Absence-based blending 2 (2.0%)

Scale compression 14 (14.3%)

Total 98 (100%)

Threat projection is the second most frequent envir-
onmental type, accounting for 22 cases (22.4%). It is used
when future, delayed, dispersed, or insufficiently visible
ecological damage is represented as an immediate and per-
ceptible condition. Melting landmarks, polluted marine
environments, damaged ecosystems, disappearing destina-
tions, fires, drought, and species loss bring anticipated con-
sequences into the present field of interpretation. The

ENVIRONMENTAL CAMPAIGNS, N (%)

Aida Nurbayeva, Gulzhan Tulekova, Gulaim Ospankulova

projection with 42 cases (21.4%), everyday-life disruption
with 28 cases (14.3%), and scale compression with 21 cases
(10.7%). The remaining types occur less frequently: ab-
sence-based blending accounts for 12 cases (6.1%), object—
victim substitution for 10 cases (5.1%), victim—viewer
alignment for 9 cases (4.6%), and human—nature fusion
for 7 cases (3.6%).

The distribution therefore indicates that the corpus is
principally organised around the transfer of responsibility,
the projection of threat, the disruption of ordinary experi-
ence, and the reduction of large-scale problems to percept-
ible configurations. In the environmental segment, re-
sponsibility transfer is the leading type, represented by 31
of 98 campaigns (31.6%). These cases connect ecological
degradation with a recognisable action, object, institutional
practice, or pattern of consumption. Plastic bottles, food
packaging, energy use, waste disposal, transport, voting,
and professional activity are visually and verbally linked
to environmental consequences.

The blended meaning does not reduce the environ-
mental problem to individual causation; rather, it positions
individual, collective, corporate, or institutional conduct as
one point at which an otherwise distributed ecological pro-
cess becomes actionable.

HUMANITARIAN CAMPAIGNS, N (%) TOTAL, N (%)

0 (0.0%) 7 (3.6%)

0 (0.0%) 10 (5.1%)

20 (20.4%) 42 (21.4%)

5 (5.1%) 9 (4.6%)

20 (20.4%) 28 (14.3%)

36 (36.7%) 67 (34.2%)

10 (10.2%) 12 (6.1%)

7(7.1%) 21 (10.7%)

98 (100%) 196 (100%)

message thereby encodes environmental risk as recognis-
able and temporally relevant without claiming that a par-
ticular psychological response has been empirically pro-
duced. Scale compression occurs in 14 environmental cases
(14.3%). Tt reduces a large or distributed environmental
problem to a compact visible sign, such as a single object,
animal, landscape, quantity, or symbolic image. This oper-
ation is particularly suited to climate change, water
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scarcity, accumulated waste, biodiversity loss, and ecolo-
gical monitoring because these problems are not easily ap-
prehended through direct individual perception. Their
scale is made interpretable through a bounded visual—
verbal configuration. Object—victim substitution accounts
for 10 environmental cases (10.2%). In these campaigns, a
plastic object, discarded product, fishing net, inflatable toy,
packaging item, or other material artefact assumes the pos-
ition or appearance of an affected animal or damaged eco-
system. This operation exposes a concealed relation
between ordinary consumption and environmental harm
by making the object function both as evidence of pollu-
tion and as a substitute for the injured living subject.

Everyday-life disruption is represented by 8 environ-
mental cases (8.2%), while human—nature fusion occurs in
7 cases (7.1%). Everyday-life disruption recontextualises
familiar domestic, festive, fictional, or consumer practices
through environmental degradation, thereby making eco-
logical harm legible as a disturbance of ordinary experi-
ence. Human—nature fusion, by contrast, integrates the
human body or bodily condition with a natural element or
planetary process. Suffocation, breathing, bodily injury,
smoke, or physical vulnerability establishes a shared struc-
ture between environmental damage and embodied human
experience. Victim—viewer alignment and absence-based
blending are comparatively infrequent in the environ-
mental segment, accounting for 4 cases (4.1%) and 2 cases
(2.0%), respectively. Victim—viewer alignment brings an
endangered animal or affected natural subject into a direct
relational position with the addressee. Absence-based
blending makes environmental loss perceptible through an
empty, missing, erased, or unavailable element. Their
lower frequencies indicate that environmental campaigns
in this corpus rely more consistently on responsibility,
threat, and scale than on absence or direct alignment.

The humanitarian segment is also dominated by re-
sponsibility transfer, which accounts for 36 of 98 cam-
paigns (36.7%). In these cases, the visual representation of
violence, hunger, displacement, exclusion, disability, or
restricted access is combined with a verbal frame that dir-
ects attention towards protection, recognition, assistance,
institutional responsibility, or behavioural response. The
addressee may be positioned as an individual witness, po-
tential helper, employer, public institution, community
member, or participant in a larger social structure of re-
sponsibility. Responsibility is therefore encoded not solely
as personal obligation but as a relation between represen-
ted vulnerability and a possible domain of response.

Threat projection and everyday-life disruption are
equally frequent in the humanitarian segment, each rep-
resented by 20 cases (20.4%). Threat projection frames vi-
olence, exploitation, hunger, war, discrimination, or bod-
ily danger as an immediate or continuing risk. Everyday-
life disruption places humanitarian harm within familiar
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environments and practices, including school, work, home,
meals, childhood objects, commerce, mobility, and public
services. The humanitarian problem becomes inter-
pretable through the violation of an expected social norm:
a school object becomes evidence of child labour, a work-
place becomes inaccessible, or an ordinary domestic setting
becomes a site of violence or deprivation.

Absence-based blending accounts for 10 humanitarian
cases (10.2%). It constructs suffering through an absent
body, missing person, empty place, erased presence, inac-
cessible space, or material trace of someone who is no
longer visible. Rather than depicting suffering directly,
these campaigns allow absence itself to function as the
central visual input. The verbal component identifies the
social meaning of the absence and links it to displacement,
violence, exclusion, disappearance, or loss.

Scale compression occurs in 7 humanitarian cases
(7.1%), victim—viewer alignment in 5 cases (5.1%), and
neither object—victim substitution nor human—nature fu-
sion was assigned as the dominant type in the humanitari-
an register. Scale compression translates statistical, geo-
graphically dispersed, or population-level harm into a
single bodily or material configuration. Victim—viewer
alignment establishes a direct perceptual or ethical relation
between the represented person and the addressee, often
through gaze, bodily proximity, facial detail, or direct
verbal address. The absence of object—victim substitution
and human—nature fusion as dominant humanitarian
codes reflects the structure of the revised register: human-
itarian campaigns more often organise meaning through
responsibility, threat, disrupted normality, and absence
than through the replacement of a victim by an object or
the fusion of human and natural domains.

The segment-level comparison is visualised in Figure
2. The figure reproduces the values reported in Table 7 and
preserves the same category order to ensure direct compar-
ison between the tabular and graphical representations.

The comparative distribution reveals both conver-
gence and differentiation between the two segments. Re-
sponsibility transfer is the most frequent type in environ-
mental and humanitarian campaigns alike, although it is
somewhat more prominent in the humanitarian segment:
36 cases compared with 31. Threat projection also has a
comparable presence, with 22 environmental and 20 hu-
manitarian cases. These similarities indicate that both
forms of social advertising frequently encode a problem
through foreseeable harm and a possible domain of re-
sponse.

The principal differences concern everyday-life dis-
ruption, absence-based blending, scale compression, hu-
man—nature fusion, and object—victim substitution.
Everyday-life disruption is substantially more frequent in
humanitarian campaigns, with 20 cases compared with 8
environmental cases, while absence-based blending occurs



Visual-verbal blending in social advertising: Conceptual integration and meaning compression in environmental and humanitarian campaigns

Aida Nurbayeva, Gulzhan Tulekova, Gulaim Ospankulova

Scale compression * 14

Absence-based blending  jgmm 2

10

Responsibility transfer @ ——————————————— 3 %
(2]
Q
2 o 20
S Everyday-life disruption e 8
k]
g 5
£ Victim-viewer alignment g 4
2

I 20
et PO 0N e — 22
Object—victim substitution O_ 10
Human-nature fusion o— 7
0 5 10 15 20 25 30 35 40

Humanitarian campaigns

VVB type
B Environmental campaigns

Figure 2. Comparative distribution of visual-verbal blending types in environmental and humanitarian campaigns

in 10 humanitarian cases and only 2 environmental cases.
These patterns reflect the use of disrupted routines, inac-
cessible spaces, missing persons, and material traces to
make social vulnerability recognisable. Environmental
campaigns, in contrast, employ scale compression more
frequently, with 14 cases compared with 7 humanitarian
cases, and contain all cases of human—nature fusion and
object—victim substitution. These operations are suited to
representing distributed ecological processes, relations
between consumer objects and damaged living systems,
and the embodied vulnerability of nature.

To demonstrate how the categories were applied to in-
dividual cases, Table 8 presents four analytical coding
paths based on cases documented in the complete corpus
register. Each path extends the registered visual and verbal
components by specifying their generic connection and the
blended meaning derived from their interaction. (Table 8).

Table 8 demonstrates that VVB type, compression
mechanism, and projected interpretative effect were as-
signed as distinct codes. El is classified as responsibility
transfer because the visual action and interrogative verbal
frame connect an ordinary consumer practice with ecolo-
gical harm. E17 is classified as object—victim substitution
because the material object assumes the visible form and
position of an affected marine body. H2 is classified as vic-
tim—viewer alignment because statistical information is
embodied in the represented woman’s face, reducing the
distance between numerical prevalence and individual suf-
fering. H5 is classified as everyday-life disruption because
the expected material environment of schooling is replaced

by the tools of child labour. In each case, the dominant
VVB type identifies the central integration operation, the
compression mechanism identifies what is condensed, and
the projected interpretative effect identifies the viewer po-
sition encoded by the message.

Overall, the distribution shows that the two segments
share a strong reliance on responsibility transfer and threat
projection but differ in the secondary architecture of
blending. Environmental campaigns more frequently use
scale compression, object—victim substitution, and
human—nature fusion to make distributed ecological rela-
tions materially and bodily perceptible. Humanitarian
campaigns rely more strongly on everyday-life disruption
and absence-based blending to represent the violation of
protected social norms and the loss or invisibility of af-
fected persons. The distinction between the segments
therefore concerns not only thematic content but also the
dominant operations through which image and text organ-
ise environmental risk and humanitarian vulnerability as
compressed, interpretable social meanings.

4.3. Meaning compression mechanisms: from com-
plex social problem to compact multimodal message

The preceding analysis established the dominant op-
erations through which visual and verbal components
form blended spaces. The next analytical level concerns
the dimensions of social complexity condensed within
those spaces. A compression mechanism refers to the prin-
cipal dimension concentrated in a compact multimodal
configuration: scale, time, moral relation, absence, bodily
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Table 8

lllustrative coding paths for selected cases of visual-verbal blending

ANALYTICAL
CATEGORY

Visual input space

Verbal input space

Generic connection

Blended space

Dominant VVB type
Compression
mechanism

Projected interpretative
effect

E1

A hand opening a
plastic bottle is visually
connected with the
twisting or suffocation of
a marine animal

‘Still Using Plastic
Bottles?’

An ordinary act of
consumption may
participate in bodily
harm to marine life

Plastic-bottle use is
interpreted as
involvement in the
ecological
consequences imposed
on marine animals

Responsibility transfer

Embodied compression

Responsibility-oriented
positioning

E17

Deflated inflatable
beach toys shaped like
sea animals resemble
injured or lifeless marine
bodies

‘Deflatables’

A consumer object and
an affected marine body
share the same visible
form

Holiday consumption is
represented through an
object that
simultaneously
substitutes for the
harmed animal

Object-victim
substitution

Embodied compression

Threat recognition

doi: 10.22363/2521-442X-2026-10-2-51-80

H2

A woman’s closed eye
contains one
transparent tear and one
blood-red tear labelled
with psychological- and
physical-violence
statistics

‘Wounding Numbers’
and statistical
statements concerning
physical and
psychological violence
against women

Statistical categories of
violence refer to
embodied harm
experienced by an
individual victim

Abstract prevalence
data are integrated with
the represented
woman'’s face and
become a visible bodily
record of abuse

Victim-viewer alignment

Embodied compression

Empathy-oriented
positioning

H5

A school pencil case
contains tools of manual
labour instead of writing
instruments

‘Not Back to School’ and
a statement that child
labour is the future of
millions of children
without access to school

Childhood may be
organised either around
education or
compulsory labour

A familiar school object
becomes evidence of
the replacement of
education by child
labour

Everyday-life disruption

Moral condensation

Threat recognition

vulnerability, or responsibility. It is distinct from both
VVB type and projected interpretative effect. VVB type
identifies the mode of integration between image and text,
whereas the compression mechanism specifies what aspect
of the represented problem is condensed. The projected in-
terpretative effect, in turn, identifies the addressee posi-
tion encoded by the resulting configuration.

Six mechanisms were identified: scale reduction, tem-
poral compression, embodied compression, moral condens-
ation, absence compression, and responsibility compres-
sion. Each case was assigned one dominant mechanism.
Their operational definitions and distributions are presen-
ted in Table 9. Responsibility compression is the most fre-
quent mechanism in the corpus, accounting for 53 cases
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(27.0%). It is followed by moral condensation with 50
cases (25.5%) and embodied compression with 37 cases
(18.9%). Scale reduction occurs in 27 cases (13.8%), tem-
poral compression in 17 cases (8.7%), and absence compres-
sion in 12 cases (6.1%). The distribution indicates that the
corpus most frequently condenses complex social problems
by defining a domain of responsibility, concentrating an
ethical relation, or giving abstract harm a bodily form.

The environmental segment displays a comparatively
even distribution across scale reduction, moral condensa-
tion, embodied compression, and responsibility compres-
sion. Scale reduction is the most frequent mechanism, oc-
curring in 24 of 98 campaigns (24.5%). It transforms geo-
graphically extensive, cumulative, or systemic ecological
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Table 9
Mechanisms of meaning compression in environmental and humanitarian campaigns

COMPRESSION COMPRESSED  OPERATIONAL DEFINITION ENV. HUM. TOTAL

MECHANISM DIMENSION N (%) N (%) N (%)

Scale reduction Scale A geographically extensive, systemic, statistical, or cumulative 24 3 27
problem is condensed into a bounded perceptible sign (24.5%) (3.1%) (13.8%)

Temporal Time A delayed consequence, future risk, or extended causal 12 5 17

compression sequence is represented as present or immediately (12.2%) (5.1%) (8.7%)
foreseeable

Embodied Bodily An abstract environmental or social problem is materialised 19 18 37

compression vulnerability through injury, posture, breath, pain, physical restriction, or (19.4%) (18.4%)  (18.9%)
corporeal exposure

Moral Moral relation A complex ethical or social situation is concentrated into a 23 27 50

condensation recognisable relation of protection, neglect, recognition, (23.5%) (27.6%) (25.5%)
complicity, or response

Absence Absence Missing presence, erased identity, empty space, or 2 10 12

compression inaccessible participation becomes the principal carrier of (2.0%) (10.2%) (6.1%)
meaning

Responsibility Responsibility A distributed causal, institutional, or ethical problem is 18 35 53

compression condensed into a defined field of individual, collective, (18.4%) (35.7%) (27.0%)
corporate, or institutional response

Total 98 98 196

(100%) (100%) (100%)

processes into bounded signs available within a single com-
position. Accumulated waste may be represented through
the mass of one large animal, planetary degradation
through an altered landmark, and biodiversity loss
through a single threatened species.

Moral condensation accounts for 23 environmental
cases (23.5%). These campaigns concentrate extended eco-
logical, political, or corporate problems into a legible ethic-
al relation between conduct and consequence. Consumer
indifference, institutional inaction, destructive production,
and environmental neglect are organised through contrasts
such as protection versus destruction, intervention versus
continued harm, or responsibility versus disregard. Moral
condensation therefore gives an evaluative structure to the
represented problem without reducing it to an empirically
measured moral response.

Embodied compression occurs in 19 environmental
cases (19.4%). It materialises ecological damage through
breath, suffocation, injury, bodily exposure, or analogies
between natural systems and living bodies. Marine anim-
als constrained by plastic, human figures enclosed in pol-
luted air, and environmental processes represented
through bodily vulnerability convert diffuse ecological
harm into corporeally legible conditions. The mechanism
concerns the semiotic embodiment of environmental

damage rather than any verified physiological or emotion-
al reaction among viewers. Responsibility compression is
represented in 18 environmental cases (18.4%). It con-
denses complex ecological chains into defined fields of con-
duct involving consumption, disposal, recycling, energy
use, mobility, legislation, organisational practice, or public
action. The relevant agent may be an individual consumer,
corporation, government, professional group, or public in-
stitution. Responsibility is therefore distributed across sev-
eral possible loci of response rather than attributed exclus-
ively to personal behaviour.

Temporal compression occurs in 12 environmental
cases (12.2%). It brings delayed, cumulative, or projected
consequences into the present field of interpretation. Melt-
ing landmarks, depleted landscapes, disappearing destina-
tions, altered seasonal practices, and images of irreversible
loss represent future outcomes as already perceptible or
immediately foreseeable. Extended temporal sequences are
thus concentrated within a single visual—verbal configur-
ation.

Absence compression is rare in the environmental
segment, occurring in 2 cases (2.0%). In these campaigns,
ecological decline is represented through disappearance,
visual erasure, or the failure of an expected natural pres-
ence to appear. Its limited frequency reflects the stronger
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reliance of environmental advertising on materialised
damage, ethical attribution, bodily analogy, and the reduc-
tion of large-scale processes.

The humanitarian segment is more strongly concen-
trated around responsibility compression and moral con-
densation. Responsibility compression accounts for 35 of
98 campaigns (35.7%). Humanitarian problems are organ-
ised through identifiable domains of protection, assistance,
recognition, accessibility, institutional accountability, or
refusal of indifference. Depending on the campaign, the
relevant response may involve reporting violence, protect-
ing children, supporting displaced people, removing barri-
ers, recognising rights, or changing exclusionary institu-
tional practices. Responsibility is encoded as a socially dis-
tributed relation between represented vulnerability and
possible intervention. Moral condensation is the second
most frequent humanitarian mechanism, represented by
27 cases (27.6%). It concentrates complex conditions such
as violence, child labour, poverty, displacement, discrimin-
ation, or exclusion into a sharply legible ethical relation.
Familiar objects, bodies, workplaces, homes, and public in-
stitutions are reorganised so that protection and neglect,
recognition and exclusion, or assistance and abandonment
become structurally visible. Moral condensation identifies
the ethical relation compressed by the message and re-
mains analytically distinct from projected effects such as
moral proximity or empathy-oriented positioning.

Embodied compression occurs in 18 humanitarian
cases (18.4%), almost matching its frequency in the envir-
onmental segment. Wounds, tears, bodily restriction, ex-
haustion, hunger, threatened sleep, physical entrapment,
and vulnerable posture materialise forms of harm that
might otherwise remain statistical, dispersed, or socially

doi: 10.22363/2521-442X-2026-10-2-51-80

distant. Violence prevalence may be integrated into a rep-
resented face, while forced migration may be condensed
into the exposed body of a sleeping person at sea. The body
functions as the material site through which humanitarian
vulnerability becomes perceptible. Absence compression is
represented by 10 humanitarian cases (10.2%), compared
with 2 environmental cases. Missing persons, erased faces,
inaccessible spaces, empty places, and disrupted participa-
tion allow non-presence itself to carry the central meaning.
The mechanism is particularly suited to disappearance,
displacement, social invisibility, exclusion, and loss be-
cause the absent person or denied participation remains in-
ferable from the material trace retained in the composition.

Temporal compression occurs in 5 humanitarian cases
(5.1%). It condenses extended trajectories of harm into a
single present configuration. Campaigns may connect
childhood abuse with later violence, present deprivation
with future loss, or continuing conflict with irreversible
consequences. Different stages of a causal or development-
al sequence are thereby made simultaneously available for
interpretation. Scale reduction is least frequent in the hu-
manitarian segment, occurring in 3 cases (3.1%). It concen-
trates population-level, statistical, or geographically dis-
persed harm into one enlarged figure, object, or bounded
scene. Its limited use reflects the fact that humanitarian
campaigns often begin with a personalised subject or recog-
nisable social situation and therefore require less transla-
tion from systemic scale into an individual sign.

Figure 3 synthesises the relation between the coded
mechanisms and the formation of compressed multimodal
meaning. It traces the progression from visual and verbal
input spaces through a dominant compression mechanism
to the blended space and projected interpretative position.

Visual-verbal blending in social advertising
conceptual integration and meaning

compression
Visual input space Verbal input space
object, body, animal, natural element, empty social, ethical, evaluative, temporal, or
place, damaged setting, disrupted everyday behavioural frame activated by the verbal
scene component
Cross-space mapping Blended space Dominant compression mech

selective alignment and projection of
conceptually relevant elements
across the two input spaces

new compressed social meaning
emerging through the joint
interpretation of image and text

Projected interpretative effect
threat recognition, responsibility-
oriented positioning, empathy-
oriented positioning, moral
proximity, behavioural
orientation, visibility of invisible
suffering, or urgency

scale reduction, temporal compression,
embodied compression, moral
condensation, absence compression, or
responsibility compression

Figure 3. Analytical model of meaning compression in visual-verbal blending
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The comparison reveals both shared and segment-spe-
cific patterns. Embodied compression occurs at nearly
identical levels in environmental and humanitarian cam-
paigns, with 19 and 18 cases respectively, making bodily
form a cross-segment resource for rendering abstract harm
perceptible. Moral condensation is also prominent in both
segments, although it is somewhat more frequent in hu-
manitarian advertising. Responsibility compression is
markedly more characteristic of the humanitarian
segment, whereas scale reduction and temporal compres-
sion are more strongly associated with environmental cam-
paigns. Absence compression remains comparatively lim-
ited overall but is concentrated primarily in humanitarian
material.

Meaning compression in the corpus therefore does not
amount to a simple reduction of complex issues to slogans
or visual shorthand. It reorganises one selected dimension
of complexity within a bounded multimodal configuration.
Environmental campaigns more frequently condense geo-
graphical scale, cumulative processes, delayed con-
sequences, bodily ecological vulnerability, and distributed
responsibility. Humanitarian campaigns more frequently
condense ethical relations, responsibility for protection or

L?c?jfclgd interpretative effects encoded by visual-verbal blending
PROJECTED INTERPRETATIVE EFFECT ENV., N (%)
Threat recognition 30 (30.6%)
Responsibility-oriented positioning 26 (26.5%)
Empathy-oriented positioning 7(7.1%)

Moral proximity 0 (0.0%)

Behavioural orientation 26 (26.5%)

Visibility of invisible suffering 6 (6.1%)
Urgency 3(3.1%)
Total 98 (100%)

Responsibility-oriented positioning is the most fre-
quent projected effect in the full corpus, accounting for 57
cases (29.1%). It is followed by behavioural orientation
with 48 cases (24.5%) and threat recognition with 41 cases
(20.9%). Visibility of invisible suffering occurs in 24 cases
(12.2%), moral proximity in 11 cases (5.6%), empathy-ori-
ented positioning in 9 cases (4.6%), and urgency in 6 cases
(3.1%). The overall distribution across the corpus shows
that the campaigns most frequently position the addressee
in relation to responsibility, possible conduct, or the recog-
nition of threat.

Aida Nurbayeva, Gulzhan Tulekova, Gulaim Ospankulova

recognition, embodied vulnerability, and the social mean-
ing of absence. VVB functions here as the structural pro-
cess through which environmental and humanitarian
problems become interpretable within the spatial and
verbal economy of static social advertising.

4.4. Interpretative effects and degree of visual—
verbal interdependence

The analysis next considered the projected interpret-
ative positions encoded by VVB and the extent to which
the resulting meanings depended on the interaction of im-
age and text. Projected interpretative effects refer to posi-
tions made available to the addressee by the multimodal
organisation of the campaign. They do not denote empiric-
ally observed emotional, cognitive, or behavioural re-
sponses.

Seven dominant effects were identified: threat recog-
nition, responsibility-oriented positioning, empathy-ori-
ented positioning, moral proximity, behavioural orienta-
tion, visibility of invisible suffering, and urgency. Each
campaign was assigned one dominant effect.

The distribution across the two corpus segments is
presented in Table 10.

HUM., N (%) TOTAL, N (%)

11(11.2%) 41 (20.9%)

31 (31.6%) 57 (29.1%)

2 (2.0%) 9 (4.6%)

11 (11.2%) 11 (5.6%)

22 (22.4%) 48 (24.5%)

18 (18.4%) 24 (12.2%)

3(3.1%) 6 (3.1%)

98 (100%) 196 (100%)

Threat recognition is the leading effect in the envir-
onmental segment, occurring in 30 of 98 campaigns
(30.6%). It is encoded where the multimodal configuration
foregrounds ecological damage, future loss, pollution, re-
source depletion, biodiversity decline, or the consequences
of destructive practices. The visual component usually
makes the threat materially perceptible, while the verbal
component identifies its environmental significance or
frames the represented condition as a warning. Responsib-
ility-oriented positioning and behavioural orientation are
equally frequent in the environmental segment, each
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accounting for 26 cases (26.5%). Responsibility-oriented
positioning presents environmental harm in relation to in-
dividual, collective, corporate, or institutional involve-
ment. It is prominent in campaigns that connect pollution,
waste, deforestation, energy use, or environmental gov-
ernance with identifiable agents and fields of accountabil-
ity. Behavioural orientation, by contrast, directs interpret-
ation towards a practicable form of conduct, such as redu-
cing plastic use, conserving water, recycling waste, plant-
ing trees, changing consumption practices, or supporting
environmental action.

Empathy-oriented positioning occurs in 7 environ-
mental cases (7.1%). These campaigns foreground the vul-
nerability of animals, ecosystems, or other living subjects
through bodily exposure, injury, direct address, or visual
alignment with the viewer. Visibility of invisible suffering
is represented in 6 cases (6.1%), particularly where advert-
ising renders concealed pollution, microplastic contamina-
tion, species decline, or environmental damage perceptible
through a bodily or material sign. Urgency is recorded in 3
cases (3.1%), in which image and text establish a restricted
temporal horizon for response. Moral proximity does not
occur as the dominant projected effect in the environment-
al segment.

The humanitarian segment is dominated by respons-
ibility-oriented positioning, which accounts for 31 cases
(31.6%). These campaigns position the addressee in rela-
tion to protection, reporting, assistance, accessibility,
rights, institutional accountability, or the recognition of
social responsibility. The relevant subject of response may
be an individual, employer, public institution, community,
or wider social group. The effect is therefore not limited to
personal compassion; it also involves the attribution of eth-
ical or institutional responsibility.

Behavioural orientation is the second most frequent
humanitarian effect, occurring in 22 cases (22.4%). It is en-
coded through calls to report abuse, provide assistance, re-
move barriers, protect vulnerable groups, support human-
itarian action, or change exclusionary practices. The cam-
paigns organise the represented problem in relation to an
available course of conduct without claiming that such
conduct was subsequently performed by audiences. Visib-
ility of invisible suffering accounts for 18 humanitarian
cases (18.4%). It is associated with domestic violence, so-
cial exclusion, disability, displacement, hunger, institu-
tional neglect, and other forms of harm that may remain
hidden, normalised, or insufficiently recognised. Advert-
ising makes these conditions perceptible through bodily
marks, disrupted spaces, material traces, statistical inscrip-
tions, or the visual representation of restricted participa-
tion.

Threat recognition and moral proximity each occur in
11 humanitarian cases (11.2%). Threat recognition fore-
grounds violence, exploitation, deprivation, displacement,
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or bodily danger as an immediate or continuing condition.
Moral proximity reduces social or symbolic distance
between the addressee and the represented subject by pla-
cing vulnerability within recognisable settings, interper-
sonal relations, or shared structures of everyday life.

Urgency occurs in 3 humanitarian cases (3.1%), while
empathy-oriented positioning is recorded in 2 cases
(2.0%). In the latter cases, the organisation of gaze, bodily
detail, or direct visual address foregrounds the vulnerabil-
ity of the represented subject. Its comparatively low fre-
quency reflects the stronger orientation of the humanitari-
an register towards responsibility, action, visibility, and
moral proximity rather than empathy as the primary dom-
inant code.

Figure 4 presents the same seven projected interpret-
ative-effect categories in the same order as Table 10,
thereby enabling a direct comparison of their distribution
across the environmental and humanitarian segments.

The comparison shows that environmental campaigns
place greater emphasis on threat recognition, whereas hu-
manitarian campaigns more frequently encode responsibil-
ity-oriented positioning, moral proximity, and the visibil-
ity of invisible suffering. Behavioural orientation is prom-
inent in both segments, with 26 environmental and 22 hu-
manitarian cases. Urgency is equally infrequent in the two
segments. The differences concern the dominant organisa-
tion of the addressee’s interpretative position rather than
any verified divergence in audience response.

Visual—verbal interdependence was assessed accord-
ing to whether the central meaning could be reconstructed
from one mode independently or required the coordinated
interpretation of image and text. High interdependence
was assigned when the central meaning emerged through
their interaction; medium interdependence when one
mode established the main semantic contour and the other
specified, redirected, or extended it; and low interdepend-
ence when the verbal component largely repeated a visu-
ally explicit meaning. The corpus distribution is presented
in Table 11.

High interdependence is recorded in 169 cases, repres-
enting 86.2% of the corpus. Medium interdependence oc-
curs in 27 cases (13.8%), while no campaign is classified as
having low interdependence. The distribution indicates
that every case in the corpus requires at least some inter-
pretative contribution from both modes and that, in most
campaigns, the central meaning depends substantially on
their integration.

In the environmental segment, high interdependence
occurs in 80 cases (81.6%), while 18 cases (18.4%) display
medium interdependence. Images of plastic waste,
threatened animals, altered landscapes, polluted air, con-
sumer objects, or environmental damage often establish a
recognisable problem but do not independently specify its
causal, temporal, ethical, or behavioural orientation. The
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Projected interpretative effect

1. Threat recognition

2. Responsibility-oriented positioning
3. Empathy-oriented positioning

4. Moral proximity

5. Behavioural orientation

6. Visibility of invisible suffering
7.Urgency

Environmental campaigns
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Humanitarian campaigns

1
26
7 2
0 1
26 22
6 18
3 3

Figure 4. Projected interpretative effects encoded by visual-verbal blending in environmental and humanitarian campaigns

Table 11
Degree of visual-verbal interdependence in the corpus

DEGREE OF INTERDEPENDENCE

Low 0(0.0%)

Medium 18 (18.4%)
High 80 (81.6%)
Total 98 (100%)

verbal component connects the image with responsibility,
future consequence, institutional accountability, preven-
tion, or action.

The humanitarian segment contains an even higher
proportion of strongly interdependent cases: 89 campaigns
(90.8%) are classified as high and 9 (9.2%) as medium. A
body, object, domestic interior, workplace, empty space, or
damaged environment may visually indicate vulnerability
or disruption, but the verbal component identifies the spe-
cific relation to violence, child labour, displacement, disab-
ility, rights, hunger, exclusion, or protection. The human-
itarian meaning therefore frequently emerges from the
verbal specification of a visually suggestive but socially in-
determinate scene.

Medium interdependence characterises campaigns in
which the visual component already establishes the broad
problem domain, while the verbal component narrows its
interpretation. An image of pollution may be recognisable
without text, but the verbal element specifies the relevant
agent, consequence, or required conduct. Likewise, an im-
age of bodily vulnerability or inaccessible space may indic-
ate social harm, while the text defines it as domestic viol-
ence, exclusion, discrimination, or denial of rights.

The absence of low-interdependence cases follows
from the composition of the corpus, which includes only
campaigns in which visual and verbal components jointly
construct an autonomous message. The finding neverthe-
less reflects an empirical property of the selected material,
not a general characteristic of all social advertising.

ENVIRONMENTAL CAMPAIGNS, N (%)

HUMANITARIAN CAMPAIGNS, N (%) TOTAL, N (%)

0 (0.0%) 0 (0.0%)

9(9.2%) 27 (13.8%)
89 (90.8%) 169 (86.2%)
98 (100%) 196 (100%)

The results show that the environmental and human-
itarian segments differ in their dominant projected inter-
pretative positions while sharing strong reliance on modal
integration. Environmental campaigns are organised
primarily around threat recognition, responsibility-ori-
ented positioning, and behavioural orientation. Humanit-
arian campaigns foreground responsibility-oriented posi-
tioning, behavioural orientation, visibility of invisible suf-
fering, and moral proximity. Across both segments, high
visual—verbal interdependence predominates, indicating
that the principal interpretative orientation is encoded
through the coordinated organisation of image and text.

4.5. Comparative synthesis: environmental and
humanitarian patterns of visual—verbal blending

Comparison across VVB types, compression mechan-
isms, projected interpretative effects, and modal interde-
pendence reveals two related but distinct patterns of mul-
timodal meaning construction. In both corpus segments,
the visual component establishes a perceptible situation,
while the verbal component specifies its social, ethical,
causal, temporal, or behavioural significance. Their inter-
action condenses the represented problem into an integ-
rated multimodal configuration. The differences between
the segments concern the relative prominence and func-
tional distribution of these resources rather than a strict di-
vision between environmental and humanitarian strate-
gies. Table 12 summarises the principal comparative pat-
terns.
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Table 12
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Comparative analytical profile of environmental and humanitarian campaigns

ANALYTICAL DIMENSION

Dominant problem structure

Dominant visual strategy

Dominant verbal strategy

Most frequent VVB types

Dominant compression mechanisms

Dominant projected interpretative effects

Prevailing interdependence pattern

ENVIRONMENTAL CAMPAIGNS

Large-scale, cumulative, delayed, or
insufficiently visible ecological risk

Polluted objects and environments,
threatened animals, altered landscapes,
bodily analogies, and material signs of
ecological damage

Warning, consequence, responsibility,
prevention, behavioural change, and
environmental action

Responsibility transfer, threat projection,
scale compression, and object-victim
substitution

Scale reduction, moral condensation,
embodied compression, and
responsibility compression

Threat recognition, responsibility-oriented
positioning, and behavioural orientation

Predominantly high interdependence,
with verbal framing specifying causal,
temporal, ethical, or behavioural relations

HUMANITARIAN CAMPAIGNS

Human vulnerability, violence, deprivation,
exclusion, displacement, or restricted
participation

Vulnerable bodies, disrupted domestic and
institutional spaces, inaccessible environments,
absent persons, and material traces of social
harm

Protection, rights, assistance, recognition,
accountability, accessibility, and response

Responsibility transfer, threat projection,
everyday-life disruption, and absence-based
blending

Responsibility compression, moral
condensation, embodied compression, and
absence compression

Responsibility-oriented positioning, behavioural
orientation, visibility of invisible suffering, and
moral proximity

Predominantly high interdependence, with
verbal framing specifying vulnerability,
exclusion, rights, responsibility, or possible

Environmental campaigns typically address processes
whose spatial extent, duration, or causal complexity ex-
ceeds immediate perception. Climate change, pollution,
biodiversity loss, deforestation, water scarcity, and ecosys-
tem degradation are therefore represented through
bounded visual—verbal configurations. Responsibility
transfer is the most frequent VVB type in this segment, ac-
counting for 31 cases (31.6%), followed by threat projection
with 22 cases (22.4%) and scale compression with 14 cases
(14.3%). These configurations connect ecological harm
with identifiable agents, practices, consequences, or do-
mains of action, while also rendering delayed and distrib-
uted risks perceptible.

The distribution of compression mechanisms in the
environmental segment is comparatively balanced. Scale
reduction is the most frequent mechanism, with 24 cases
(24.5%), followed by moral condensation with 23 cases
(23.5%), embodied compression with 19 cases (19.4%), and
responsibility compression with 18 cases (18.4%). Environ-
mental complexity is thus condensed through changes of
scale, ethical differentiation, bodily analogy, and the attri-
bution of responsibility.
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The projected interpretative effects correspond to this
pattern: threat recognition occurs in 30 cases (30.6%),
while responsibility-oriented positioning and behavioural
orientation each occur in 26 cases (26.5%). Environmental
campaigns therefore most frequently organise interpreta-
tion around recognisable harm, accountability, and pos-
sible action.

Humanitarian campaigns display a different configur-
ation. Their central problems are commonly represented
through bodies, homes, schools, workplaces, public ser-
vices, and other settings of ordinary life. The social mean-
ing of these scenes, however, depends on their association
with violence, deprivation, displacement, discrimination,
disability, or exclusion. Responsibility transfer is again the
most frequent VVB type, accounting for 36 cases (36.7%).
Threat projection and everyday-life disruption each occur
in 20 cases (20.4%), while absence-based blending ac-
counts for 10 cases (10.2%).

The prominence of everyday-life disruption reflects
the reorganisation of familiar spaces and objects whose ex-
pected social functions have been violated. Schools become
associated with child labour, homes with displacement or
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violence, workplaces with inaccessibility, and ordinary in-
stitutional environments with exclusion. Absence-based
blending complements this pattern by making missing
presence, erased identity, denied participation, or inaccess-
ible space carry the central meaning. Humanitarian vul-
nerability is therefore represented not only through the
direct depiction of suffering but also through the disruption
or absence of expected safety, care, participation, and re-
cognition.

Responsibility compression is the leading mechanism
in the humanitarian segment, occurring in 35 cases
(35.7%). It is followed by moral condensation with 27 cases
(27.6%) and embodied compression with 18 cases (18.4%).
These mechanisms condense complex humanitarian con-
ditions into identifiable relations of protection, neglect, re-
cognition, complicity, institutional accountability, or in-
tervention. The projected interpretative effects follow the
same general pattern. Responsibility-oriented positioning
occurs in 31 cases (31.6%), behavioural orientation in 22
cases (22.4%), visibility of invisible suffering in 18 cases
(18.4%), and moral proximity in 11 cases (11.2%). Humanit-
arian campaigns consequently foreground responsibility,
possible response, recognition, and the visibility of socially
concealed or normalised harm.

Several analytical resources are shared across the two
segments. Responsibility transfer is the most frequent
VVB type in both, while threat projection also occupies a
prominent position. Responsibility compression, moral
condensation, and embodied compression occur in both do-
mains, although their functions differ. In environmental
advertising, responsibility is commonly associated with
consumption, waste, energy use, corporate conduct, legis-
lation, or ecological governance. In humanitarian advert-
ising, it is more often associated with protection, reporting,
accessibility, assistance, recognition of rights, institutional
accountability, or the removal of exclusionary barriers.
Embodied compression likewise operates across both seg-
ments. Environmental harm may be represented through
breath, suffocation, injury, physical exposure, or analogies
between natural systems and living bodies. Humanitarian
harm may be represented through wounds, tears, exhaus-
tion, hunger, restriction, vulnerable posture, or bodily con-
finement. In both domains, corporeal form makes an other-
wise dispersed, concealed, or abstract problem materially
perceptible.

The clearest differences concern scale reduction,
everyday-life disruption, and absence compression. Scale
reduction is substantially more frequent in environmental
campaigns, with 24 cases compared with 3 humanitarian
cases, reflecting the need to translate extensive ecological
processes into bounded signs. Everyday-life disruption is
more frequent as a VVB type in humanitarian campaigns,
occurring in 20 cases compared with 8 environmental
cases. Absence compression is similarly concentrated in
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the humanitarian segment, with 10 cases compared with 2
environmental cases. Environmental campaigns therefore
more often condense scale and delayed consequence,
whereas humanitarian campaigns more often organise
meaning through disrupted normality, denied participa-
tion, and absent presence. The interdependence distribu-
tion reinforces these distinctions. High visual—verbal in-
terdependence occurs in 80 environmental campaigns
(81.6%) and 89 humanitarian campaigns (90.8%). The re-
maining 18 environmental and 9 humanitarian cases dis-
play medium interdependence; no case is classified as low.
Across the corpus, 169 cases (86.2%) therefore exhibit
high interdependence, while all 196 cases require a mean-
ingful contribution from both modes.

In environmental campaigns, verbal framing com-
monly specifies causal relations, future consequences, re-
sponsibility, or behavioural relevance that cannot be fully
reconstructed from the image alone. In humanitarian cam-
paigns, it more often identifies the represented condition
as violence, exclusion, displacement, deprivation, denial of
rights, restricted access, or a need for protection. The high-
er proportion of strongly interdependent humanitarian
cases reflects the frequency with which socially specific
meanings are assigned to visually suggestive but poten-
tially ambiguous bodies, objects, and spaces.

The comparison identifies two intersecting architec-
tures of VVB. Environmental campaigns predominantly
translate distributed ecological processes into visible
threat, bounded scale, bodily vulnerability, responsibility,
and possible action. Humanitarian campaigns predomin-
antly translate social vulnerability into disrupted normal-
ity, responsibility, embodied harm, visible exclusion, and
ethically or institutionally relevant response. The distinc-
tion lies not only in thematic content but also in the distri-
bution of semantic functions between visual and verbal re-
sources. Across both segments, complex environmental
and humanitarian problems are condensed into multimodal
configurations, whose dominant VVB type, compression
mechanism, projected interpretative effect, and degree of
interdependence remain analytically distinguishable.

5. DISCUSSION

5.1. Visual—verbal blending as an architecture of
compressed social meaning

The findings position VVB as a constitutive mechan-
ism of social-advertising meaning rather than as the incid-
ental coexistence of image and text. High visual—verbal
interdependence was recorded in 169 cases (86.2%), while
the remaining 27 cases (13.8%) displayed medium interde-
pendence; no case was classified as low. The corpus there-
fore consists entirely of messages in which the verbal and
visual modes make analytically consequential contribu-
tions, and in most cases the central social meaning depends
on their integration. The image establishes a perceptible
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situation, the verbal component activates a social, ethical,
temporal, or behavioural frame, and the blended space re-
organises these elements into a compact interpretation that
neither mode provides independently.

This distribution extends established accounts of mul-
timodality as the functional coordination of semiotic re-
sources (Bateman et al., 2017; Jewitt et al., 2016; Kress &
van Leeuwen, 2021; Martinec & Salway, 2005). In the
present corpus, coordination between modes is not limited
to elaboration, anchorage, or reinforcement. It transforms
the representational status of the depicted object or scene.
Consumer packaging becomes evidence of ecological in-
jury; a familiar domestic object becomes a trace of displace-
ment or deprivation; a damaged animal body materialises
an otherwise distributed environmental process; and an in-
accessible everyday space becomes an index of social ex-
clusion. The verbal component establishes the interpretat-
ive relation through which the depicted element acquires
environmental or humanitarian significance.

The frequency structure further indicates that com-
pressed social meaning is organised primarily through re-
sponsibility and ethical relation. Responsibility transfer
was the most frequent VVB type, accounting for 67 cases
(34.2%), while responsibility compression and moral con-
densation were the two leading compression mechanisms,
represented by 53 (27.0%) and 50 cases (25.5%), respect-
ively. Responsibility-oriented positioning was likewise
the most frequent projected effect, occurring in 57 cases
(29.1%), followed by behavioural orientation in 48 cases
(24.5%). The recurrence of responsibility at three analytic-
ally distinct levels is not categorical duplication. Respons-
ibility transfer identifies the integrative operation con-
necting a represented problem with an accountable or po-
tentially responsive actor; responsibility compression con-
denses distributed causation into a legible field of agency;
responsibility-oriented positioning encodes the addressee
as implicated in, accountable for, or capable of responding
to the problem. Their convergence indicates that a major
function of VVB in the corpus is to convert complex social
causality into a structured relation between condition,
agency, and possible response.

Conceptual blending theory provides an appropriate
account of this process because the resulting meanings can-
not be reduced to direct verbal nomination or to a stable
metaphorical correspondence. Selective projection allows
different elements of the visual and verbal inputs to be
aligned, while compression reorganises distributed rela-
tions of scale, temporality, embodiment, absence, morality,
and responsibility within a single representational field
(Coulson & Oakley, 2001, 2005; Dementyev, 2025;
Oakley & Pascual, 2017; Shkapenko, 2025).

The empirical distinction between VVB type, com-
pression mechanism, and projected interpretative effect is
therefore theoretically consequential: it differentiates how

76  Training, Language and Culture

doi: 10.22363/2521-442X-2026-10-2-51-80

integration occurs, what dimension of the problem is con-
densed, and what interpretative position is made available
to the addressee.

5.2. Environmental and humanitarian configura-
tions of visual—verbal blending

The comparison reveals a shared core architecture ac-
companied by marked differences in the secondary organ-
isation of meaning. Responsibility transfer was the domin-
ant VVB type in both segments, occurring in 31 environ-
mental cases (31.6%) and 36 humanitarian cases (36.7%).
Threat projection was also similarly distributed, with 22
environmental cases (22.4%) and 20 humanitarian cases
(20.4%). Both domains therefore frequently organise social
problems through foreseeable harm and a legible field of
responsibility. The principal distinction lies not in the
presence or absence of these operations, but in the repres-
entational resources through which environmental risk
and humanitarian vulnerability are rendered perceptible.

Environmental campaigns display a pronounced ori-
entation towards the management of scale, material causal-
ity, and delayed consequence. Scale compression occurred
in 14 environmental cases compared with seven humanit-
arian cases, while all instances of human—nature fusion
and object—victim substitution belonged to the environ-
mental segment. At the level of compression, scale reduc-
tion was the leading environmental mechanism, account-
ing for 24 cases (24.5%), followed closely by moral con-
densation with 23 cases (23.5%), embodied compression
with 19 cases (19.4%), and responsibility compression with
18 cases (18.4%). These distributions indicate that envir-
onmental advertising does not rely on a single rhetoric of
catastrophe. It alternates between reducing dispersed eco-
logical processes to bounded signs, materialising harm
through bodily vulnerability, concentrating conduct and
consequence into an ethical relation, and identifying
points of individual, corporate, or institutional accountab-
ility.

The projected-effect distribution supports this inter-
pretation. Threat recognition was dominant in 30 envir-
onmental cases (30.6%), while responsibility-oriented pos-
itioning and behavioural orientation each occurred in 26
cases (26.5%). Environmental campaigns thus predomin-
antly encode the addressee in relation to visible danger,
implicated agency, and possible conduct. This pattern cor-
responds to research emphasising the communicative diffi-
culty of rendering climate and ecological processes imme-
diate, relevant, and connected to agency (Chapman et al.,
2016; Ledn et al., 2022; O'Neill & Smith, 2014). The
present findings specify the multimodal organisation of
that task: delayed, cumulative, or geographically extensive
processes are condensed through altered landmarks,
threatened species, consumer objects, bodily analogies, and
verbal frames of consequence, choice, responsibility, or
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prevention. Environmental risk becomes representation-
ally manageable not because its complexity disappears, but
because one of its dimensions is selected and concentrated
within the blended space.

Humanitarian campaigns are more strongly organised
around responsibility, disrupted normality, social
visibility, and absence. Responsibility transfer accounted
for 36 cases (36.7%), while everyday-life disruption oc-
curred in 20 cases (20.4%) and absence-based blending in
ten cases (10.2%), compared with eight and two environ-
mental cases, respectively. Humanitarian messages fre-
quently place violence, displacement, poverty, disability,
exclusion, or deprivation within the material environ-
ments of ordinary life: the home, school, workplace, street,
bed, plate, toy, doorway, or personal object. Their signific-
ance lies in the violation, removal, or inaccessibility of the
social functions conventionally associated with those
spaces and objects.

The compression profile reinforces this pattern. Re-
sponsibility compression was the dominant humanitarian
mechanism, occurring in 35 cases (35.7%), followed by
moral condensation in 27 cases (27.6%) and embodied com-
pression in 18 cases (18.4%). Absence compression, al-
though less frequent overall, was five times more common
in humanitarian than in environmental campaigns. These
results suggest that humanitarian meaning is commonly
condensed through a defined relation of accountability, a
morally legible contrast between recognition and neglect,
the bodily materialisation of vulnerability, or the trace left
by a missing, excluded, or inaccessible presence.

Projected effects in the humanitarian segment are cor-
respondingly distributed across responsibility-oriented po-
sitioning (31 cases; 31.6%), behavioural orientation (22;
22.4%), visibility of invisible suffering (18; 18.4%), and
moral proximity (11; 11.2%). The low frequency of
empathy-oriented positioning as a dominant code — two
cases (2.0%) — is analytically important. Humanitarian ad-
vertising in this corpus does not primarily construct vul-
nerability through direct emotional identification. It more
often positions the addressee through responsibility, pos-
sible assistance, recognition of concealed or normalised suf-
fering, and reduced moral distance. This finding is consist-
ent with scholarship that treats humanitarian visuality as a
politics of visibility, agency, dignity, and spectatorship
rather than as a straightforward elicitation of compassion
(Bleiker et al., 2013; Orgad, 2013; Seu & Orgad, 2017). The
corpus further indicates that absence and disrupted ordin-
ary settings can preserve the visibility of suffering without
relying exclusively on direct exposure of the affected body.

The environmental—humanitarian distinction is
therefore relational rather than absolute. Embodied com-
pression is almost equally distributed between the seg-
ments, and both rely heavily on responsibility transfer,
threat projection, moral condensation, and behavioural
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orientation. Environmental campaigns may humanise eco-
logical damage through injury, breath, pain, or corporeal
fusion, while humanitarian campaigns may use projected
threat and temporal compression to represent escalating
violence, deprivation, or intergenerational harm. The dif-
ference concerns the dominant configuration of these re-
sources: environmental advertising more often converts
systemic and delayed processes into bounded, visible, and
actionable risk; humanitarian advertising more often con-
verts socially distant or normalised vulnerability into re-
sponsibility, visibility, disrupted normality, and moral
proximity.

5.3. Theoretical and methodological implications

The results support an account of VVB as a layered
analytical phenomenon. The strongest explanatory value
lies in separating the operation of integration from the di-
mension compressed and from the addressee position en-
coded by the resulting configuration. A campaign may em-
ploy responsibility transfer as its VVB type, moral con-
densation as its compression mechanism, and behavioural
orientation as its projected effect; another may combine
threat projection, temporal compression, and threat recog-
nition. Treating these levels as interchangeable would ob-
scure the internal organisation of the message and inflate
apparent category overlap. Their separation makes it pos-
sible to identify recurrent pathways through which static
social advertising converts complex conditions into concise
multimodal arguments.

The balanced design also reveals that thematic do-
main alone does not determine multimodal structure.
Shared operations occur across both segments, while the
same social problem may be encoded through different
combinations of VVB type, compression mechanism, and
projected effect. The full coded register therefore supports
comparison at the level of meaning architecture rather
than through isolated examples or topic-based generalisa-
tion. At the same time, the reported frequencies character-
ise the assembled corpus and should not be interpreted as
population estimates for environmental or humanitarian
advertising more broadly.

The study’s evidential scope remains limited to static
visual—verbal campaign executions documented in open
digital sources. Dynamic formats may distribute meaning
across sound, movement, editing, temporal sequence, in-
terface, and user interaction in ways not captured by the
present framework. The corpus may also privilege cam-
paigns preserved in established advertising archives,
agency pages, and organisational websites. Further re-
search should test the framework across audiovisual, inter-
active, platform-specific, and culturally localised materials.

The projected interpretative effects require an equally
clear epistemic boundary. Threat recognition, responsibil-
ity-oriented positioning, empathy-oriented positioning,
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moral proximity, behavioural orientation, visibility of in-
visible suffering, and urgency identify positions encoded
by the organisation of the message. They do not establish
that viewers experienced the corresponding emotions, ac-
cepted the proposed ethical frame, or changed their beha-
viour. Reception studies using interviews, focus groups,
experiments, eye-tracking, or mixed-method designs are
therefore needed to determine how these structurally
available interpretative positions are recognised, negoti-
ated, resisted, or transformed by different audience groups
in practice.

The findings identify two dominant but intersecting
configurations of compressed social meaning. Environ-
mental campaigns preferentially reorganise distributed
ecological complexity through scale, visible threat, materi-
al consequence, and actionable responsibility. Humanitari-
an campaigns, by contrast, preferentially reorganise vul-
nerability through responsibility, moral relation, embod-
ied exposure, absence, and the disruption of ordinary so-
cial space.

VVB is therefore not a uniform persuasive device but
a context-sensitive architecture through which different
forms of social complexity are selected, condensed, and
ethically framed within the restricted semiotic space of
static advertising.

6. CONCLUSION

The present study identifies visual-verbal blending as
a constitutive mechanism through which static social ad-
vertising organises, structures, and compresses complex
environmental and humanitarian meanings into compact
multimodal configuration.

Analysis of 196 campaign cases indicates that the
central interpretation of these messages is produced
through the coordinated relation between visual input,
verbal framing, generic structure, and blended meaning.
High modal interdependence was recorded in 169 cases
(86.2%), while the remaining 27 cases (13.8%) displayed
medium interdependence. The absence of low-interde-
pendence cases indicates that the corpus was characterised
not by the incidental co-presence of image and text, but by
their functionally consequential and sustained multimodal
integration.

Across the corpus, responsibility emerged as the most
prominent organising principle. Responsibility transfer
was the most frequent VVB type, responsibility compres-
sion was the leading compression mechanism, and respons-
ibility-oriented positioning was the most frequent projec-
ted interpretative effect. This convergence shows that so-
cial advertising tends to transform dispersed social causal-
ity into a legible relation between a represented condition,
an accountable or potentially responsive actor, and a pos-
sible course of ethically oriented action within the repres-
ented social problem.
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At the same time, the distinction between VVB type,
compression mechanism, and projected effect proved ana-
lytically necessary because these categories describe differ-
ent stages in the organisation and interpretation of mul-
timodal meaning.

The comparative findings reveal two dominant but
intersecting configurations. Environmental campaigns
more often compressed distributed and delayed ecological
processes through scale reduction, threat projection, bodily
materialisation, and actionable responsibility. Their pro-
jected effects were concentrated around threat recognition,
responsibility-oriented positioning, and behavioural ori-
entation.

Humanitarian campaigns more often organised mean-
ing through responsibility transfer, everyday-life disrup-
tion, moral condensation, embodied vulnerability, and ab-
sence. Their projected effects were more strongly associ-
ated with responsibility, behavioural orientation, the vis-
ibility of invisible suffering, and moral proximity. Human-
itarian meaning in the analysed corpus was therefore
structured less through direct emotional identification than
through accountability, recognition, social visibility, and
reduced ethical distance between viewer and represented
subject.

These results refine the distinction between environ-
mental and humanitarian social advertising. The two do-
mains are not separated by mutually exclusive semiotic
strategies: both employ threat, embodiment, responsibili-
ty, moral condensation, and behavioural orientation. Their
difference lies in the relative configuration of these re-
sources. Environmental campaigns predominantly render
systemic risk perceptible as bounded, immediate, and ac-
tionable harm, whereas humanitarian campaigns predom-
inantly render vulnerability perceptible through disrupted
normality, embodied exposure, absence, responsibility,
and recognition.

The study contributes an applied framework for ex-
amining static social advertising through the sequential
analysis of input spaces, blended meaning, VVB type,
compression mechanism, projected interpretative effect,
and modal interdependence. Its evidential scope remains
limited to campaign structures rather than audience recep-
tion. The categories of threat recognition, responsibility-
oriented positioning, empathy-oriented positioning, moral
proximity, behavioural orientation, visibility of invisible
suffering, and urgency denote interpretative positions en-
coded by the message and not empirically verified psycho-
logical or behavioural responses in actual audience recep-
tion.

Further research should examine whether these pro-
jected positions are recognised, negotiated, or resisted by
audiences and should test the framework across audiovisu-
al, interactive, platform-specific, and culturally localised
forms of social advertising.
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