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 This presentation investigates figures of speech and image configurations that 
appear in billboard advertisements, aiming to explore how these contribute to success-
fully influence viewers. Billboards present complex texts combining images and words. 
Their power to attract attention, however, is not primarily due to the linguistic signs but 
the images, since the latter allow for faster processing and easier recall, being also 
capable of triggering deeper impressions and emotions; images are also stored in memory 
longer than linguistic signs (cf. Móricz and Téglássy, Kreatív tervezés a reklámban 
[Creative designing in advertisements] 1999). In the research reported on in the presenta-
tion, the author has used Phillips and McQuarrie’s 2004 typology of visual rhetorical 
devices in order to analyze linguistic and image manipulation strategies on a corpus of 
advertisements of recent years (collected by the author) and to demonstrate the most im-
portant semiotic and pragmatic characteristics of communication in today’s advertising. 
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