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Billboards: The Distorting Mirrors We Live By

In this multidisciplinary study, blending the issues of visuality and gender studies,
| attempt to demonstrate, with the methods of cognitive semiotics and psychology, how
visual information affects our conceptual categories. The analysis focuses on the image
of women and their representation in Hungarian advertising, specifically billboards. On
the one hand, the presentation will examine the features of the wOMAN category as it is
defined by ads. Using cognitive linguistic tools, I will identify the typical social roles and
physical attributes of the woman portrayed by billboards. The second part of the analysis,
then, will turn to show empirical, psychological, evidence that these visual representa-
tions are one-sided, stereotypical, and distorting, and as such they contribute to and deep-
en our confined gender conceptions.
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