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PREFACE

The chapters in this book consist of selected papers that were presented at
the 4th International Conference on Semiotics and Visual Communication,
held at the Cyprus University of Technology in June 2022. This is the fourth
book in a series of volumes that were published as part of the previous three
conferences on Semiotics and Visual Communication that occurred in 2011,
2015 and 2017. While the aim of this institution is to provide a platform for
researchers and practitioners from all over the world to share their research
and explore ideas and practice, it simultaneously places Cyprus on the world
map of Semiotics and Visual Communication.

The manuscripts presented in this volume discuss the theme of the fourth
Conference, Myths of Today, paying homage to the notion of myth as
defined by Roland Barthes in the late 1950°s and which provided a
theoretical framework under which daily habits, as well as consumer
practices can be examined as socially constructed signs, idealised through
verbal narratives. While ‘myth is a type of speech’, it is also a type of image,
typeface, cinema, photography, sports, online network, cyber space, politics,
TV show, sound, fashion, since all these can serve as a groundwork to
mythical discourses. Under this framework, the conference built on the
enduring significance of this concept, and explored myths today, in the
context of global networks, globalisation, visual and mass communication.
Following this rationale, the Conference sought the participants to
contribute and discuss what types of myths are constructed and chosen,
nowadays? How does official culture, oppositional and/or popular culture,
construct powerful new myths? How are these myths communicated
through, or symbolically reflected, verbally as well as audio-visually, for
example on advertisements, social networks, logos, tourism campaigns,
multimedia, the internet, films, or mass media?

The selected articles subsequently cover a range of approaches from
theoretical, to empirical and practice-based research, as reflected in
individual chapters. The interdisciplinary nature of the book provides a
platform for discussion and research, broadens the scope of semiotic and
visual communication thinking, and challenges the boundaries of various
disciplines. Furthermore, it aims to contribute to research, history, theory
and practice in the discourse of Semiotics, Visual Communication and
Cultural Studies. An extensive, systematic in-depth investigation of a
plethora of contemporary myths from the perspective of Semiotics and
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Visual Communication is a unique approach. Under the above framework,
and from a wide spectrum of semiotic and research standpoints, the authors
have initiated a critical, insightful and inspiring debate on the myths of today
in the context of culture and visual communication.

Costis Dallas and Rimvydas LauzZikas explore how messages and
meanings are created, shared and translated in communication involving
diverse points of view on social network sites. By utilising a case study on
a social network site (SNS) conversation on the removal of a public
monument to a controversial author of the Soviet period in contemporary
Lithuania, they apply the Connective ontology, a formal conceptual domain
model of SNS communication, to represent interactions between users in
this conversation as a process of semiotic translation, involving opposing
semiospheres with very different assumptions of what is real, what is
important, and what is right. Suren Zolyan looks at the semantics and
pragmatics of “the same " historical event and faces repeatability in history
as one of the critical problems of the philosophy of history. He argues that
“the same event” occurs in different times and possible worlds, however the
principle that can be described by the same words is the same, and that
repeatability is a characteristic of the description language, not of the actual
events themselves. Matthew Caley juxtaposes some of Barthes' ideas on
myth, including those from the seminal essay collections Mythologies
(1957) and The Eiffel Tower (1964), revisiting them from a contemporary
perspective, particularly through social media. While he attempts to sketch
out some instances where Barthes' ideas may have been prophetic, and
others where conditions may have changed -with reference to Facebook,
semiotics and much else in seven incident-packed fragments - he does so in
a uniquely poetic way. Faces, Myths and the Visual Semiotics of Prosopopoeia
is central in the work by Massimo Leone where he investigates the act of
bestowing a face upon something, to attribute and ‘make’ a visage for the
actant narrator of a story and in its functioning through storytelling, indeed,
acquires a different connotation when it takes place through “a face”. By
proposing several examples of prosopopoeia from different historical
epochs, cultural contexts, formats, genres, and styles, concentrating on
instances of ‘visual prosopopoeia’, the author points out how this rhetorical
expedient is crucial in redefining the status of mythical voices. Iokasti
Foundouka examines through the study of visual representations of the
1940°s (mainly photographs used in the daily press), the mythology
constructed around the intimidating, and at the same time formidable case
of female guerillas, in Greece during the time of the national resistance and
the civil war that followed it. In doing so, she collaborates on the
associations that have been drowned with both, gender, and war politics of
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the time. Charitini Tsikoura argues that Medea related myths not only
illustrate and perform female identity today, but also inspire contemporary
creators like writers, directors, choreographers and comic designers. While
her paper focuses on staging, as well as rewritings of the euripidean myth
during the last thirty years, she explores which identity creators choose for
Medea and discusses the sociopolitical reasons that lead to their choice as
well as what sheds light on particular traits of Medea’s complex and singular
personality. Nicholas Qyll looks at the pop-singer Madonna as a
polymorphic persona which constantly conveys political, socio-critical, self-
reflective and hedonistic messages in the effort to encourage her audience
to broaden their consciousness. Through a qualitative frame analysis of
Madonna’s staged images reveals, he argues that her strategic myth
formation takes on concrete contours through excessive resort to circulating
semiotic material drawn from different cultures and examines how the
transformation of this material is constructed on a mythical visual level as
‘polymythic branding’. A number of stereotypical identity myths in TV
Arabic advertising are explored and aimed to be changed in the work of
Dina Faour. The paper collaborates on the work of female Arab advertising
students who generate creative campaigns that build true personas they
relate to, in order to end gender-biased Arabic persuasive messages, which
still spread gender stereotypes and tell stories of irrelevant personas.
Specifically, students identified and documented irrelevant, deceptive video
messages and generated neutral, more inclusive proposed approaches to
redefine the Arabic persuasive message. Carl W. Jones investigates how
advertising is constructed, and examines the tools and techniques used to
create the cultural codes within 2D advertising messages, broadcast in
Mexico City, lead to the main question that he asks: How and why is
Mexican advertising a racist spectacle? The paper argues that, as many
nation states have been decolonized from colonial rule, advertising too needs
to be decolonized in order to liberate consumers from secondary messaging
that communicate colonial concepts. A multimodal semiotics approach to
culinary statements is central to the research of George Damaskinidis and
Eirini Aspridou. While they develop an understanding that contemporary
culinary art could be considered in fact aesthetic, and an ultimate sensory
experience, they suggest that, from a semiotic point of view, this
development would involve an approach to eating and food as comparable
to a system of communication, a body of images and a protocol of usages,
situations and behaviour. In doing so, they analyse these multimodal texts
using a grammar of multimodal semiotics so as to read their representational,
social, organisational, contextual and ideological meanings. Karolina
Glowka looks at contemporary artistic advertisements and analyses them as
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myths. Particularly, she investigates how employed visual perceptual
characteristics, and involved meaning operations in artistic advertisements
conform to myth production, as well as in the narrative discourse. While she
explores concepts of punctum and studium, with regard to analysed artistic
advertisements, she portrays their communicative power under the scope of
uncovering myths today. Malamati Christodoulou investigates aspects of
Greekness as a myth in the bilingual advertisements of the Aegean Blue
inflight magazine. A corpus of 845 advertisements is analysed through the
connotations of both, verbal and nonverbal messages to identify Myths such
as Greekness, tradition, diet, etc., which are then transformed into codes
such as for example regional code, social code, brand name code etc. Thus,
the ‘construction’ of the Greek brand-name produced allows various types
of national tourism to emerge. Thomas Bardakis examines the anthroponyms
given to characters who represent people of the Greek province through
modern Greek television series and applies semiotic theory to detect the
connotative, cultural meaning of names connected with the characters’
visual representation, since a name needs a referent to be analysed in the
context of fiction. Moreover, he successfully explores the role of the name
in the process of characters’ identity construction in popular cultural texts
and uses the Barthesian mythological system to prove that connotative
meaning is constructed through the synergy of verbal and non-verbal signs.
The role of myth within contemporary branding strategies is explored by
Jacqueline Elizabeth Hill. Her paper discusses the pivotal role played by
myths within the contemporary brand strategy paradigm. Specifically, she
argues that dominant brands of the contemporary brand pantheon have
engaged and embedded mythology within their strategies with the aim of
providing the viewer/user (consumer) a metaphoric window through which
to climb into the inner world of a brand, thus a private environment and
dialogue that only the viewer/user and the brand can engage in. In her
analysis, Joumana Ibrahim explores the concept of historical and personal
nostalgia and its application in post-war Lebanese advertisements, where it
serves as a powerful tool to evoke memories of the country's pre-war golden
era. The study delves into the methods employed to convey these nostalgic
messages and examines their emotional influence on the audiences.
Furthermore, the research proposes a shift away from fixating on an
unattainable past and discourages the usage of negative aspects of nostalgia
in advertising. The mythical proportions of accessories used by male mafia
characters in crime-themed television series, are being discussed by Silvia
Ramirez Gelbes as the informational economy surrounding these diverse
characters is expertly utilised. The study compares the representation of
male mafia characters in relation to the accessories they wear, as well as
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delves into the anthropological literature surrounding male youth choosing
to adopt similar styles, thus creating a strong connection between these
fashion trends and the underlying myths accompanying them. Jacopo
Castaldi explores the representations of historical events related to the
British Empire, Burma (now Myanmar) and Australia, through the
perception of the audience and by using case studies. This is done through a
multimodal semiotic lens and basing the relevant assumptions in the
Gramscian notion of hegemony. The analysis shows how the representations
of the historical events connected with the British Empire in the
aforementioned areas indeed rely on mythological narrations of such events.
Elena S. Lazaridou’s work discusses how coffee is being represented
through audiovisual advertisements, resulting in a modern urban myth of
sorts between the literal message and status as a beverage and the
metaphorical messages conveyed, using semiotic analysis of these
multimodal texts. Media’s idolization of mass murderers and its influence
on the offenders’ public perceptions, is being analysed by Evagoria Dapola.
The manuscript examines how the fandom of true-crime depictions, might
result in being marketed as consumable spectacle, elevating the perpetrators
and creating links between myth-making and gruesome reality. Eirini
Papadaki’s manuscript focuses on the case study of the Greek rustic shoe
‘tsarouchi’, as an easily identifiable folklore item, highly reproduced by the
tourism industry. The aim is to outline the myths and their oversimplifications
offered through the various reproductions and representations, using
Barthes’ writings on myth creation.

Tiit Remm discusses the Estonian program ‘Great public space’
initiated for the redesign of public spaces in the country’s small towns,
aiming to make them engaging, multifunctional and user-friendly, however
paradoxically they remain largely empty of people. Adopting the
perspective of sociocultural meaning-making, the author examines what this
phenomenon in the context of Estonia consists of, how it works, while
uncovering past meaning-making related to urban design. Theodora
Papidou proposes approaching contemporary architectural thinking in light
of digital writing. It examines digital writing in comparison with
mythography, having as a guiding framework the interpretive scheme
proposed by Flusser. The manuscript also investigates the elements that
define contemporary architectural thinking in the light of a non-linear mode
of retaining thinking. The semiotics of US gun culture within the
contemporary American gun advertisement scene, are being revisited in the
present work of Konstantinos Argianas. In particular, the manuscript
focuses on gun advertisements that use famous art works from the past and
the ideological, political and cultural values embodied in these images, as
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well as how these are tied with the ideology of White Male Supremacy in
the US. Maria Christoforou and Anna Fotiadou explore how innovative
technologies and platforms in the form of virtual reality, video art,
animation, projection mapping, visual poetry and 3D artworks can change
and significantly affect the narrative of performing arts, as well as influence
the constructed meanings through reformed stories and imagery, immersive
experiences and symbolic structures. The analysis considers the authors’
own and co-creative contemporary artistic production. Irene Gerogianni
discusses how the play ‘Dionysus in 69’ and performance art of the early
1970s onwards allowed the audience to gain its own agency during the
process of art production, while actively encouraging inclusion, both in
cultural and political terms, while going through mythical constructions of
the tragic experience, such as the dream of democracy, sexual revolution
and anarchy. Aluminé Rosso investigates the state of Western art museums
in the 21st century in terms of repositioning their way of connecting with
the audiences. The figure of the successful collector-philanthropist seems to
have become the perfect vehicle for building bonds with visitors and
simultaneously configuring local identities, as examined in the institutional
discourse of Malba, Moma, Tate Modern and Centre Pompidou. The city of
Athens, full of ancient and contemporary myths is being re-examined in the
manuscript of Panagiotis Ferentinos in regard to evidence of past historic
events contributing in the formation of the identity of Greece through
mythical revivals. The work uses a practice-based body of work that
involves multifaceted research of fieldwork through photography, 3D
scanning and GIS technology, in order to study the recent financial crisis
through urban imagery.

Ewa Kozik applies semiotic analysis on myths of self-healing in
Polish discourses, as they appear in various social networks and focus on the
notion of magical thinking. The work seeks to bridge our understanding of
the particular narrative with Barthes’ mythology, considering how self-
healing attempts to provide much needed answers to fear and the need to
control the course of life in the postmodern era. Maria Papanthymou
demonstrates through a marketing case study conducted for a retail
company, how the concepts of ‘rural’ and ‘urban’ hold many universal
connotations, how some culture-specific conclusions can be drawn in
relation to their mythical dimensions, but also how the semiotic conflicts
between these two notions can be overcome. Rikke Hansen proposes a
closer examination of the changing paradigm in the field of design where
instead of focusing on ‘products’, we are now turning towards designing for
a ‘purpose’, considering both alternative possibilities and prioritising values
and ethics. The paper presents examples of critical design where students
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are requested to present design projects that are self-defined, open-ended
and in the process recognize myths assigned to products, their uses and
consequences. Sonia Andreou and Stelios Andreou discuss the visual
representations of disability on the Republic of Cyprus’ postage stamps,
using quantitative content analysis followed by semiotic analysis of the
representations taking into consideration verbal and nonverbal messages.
While positive changes have been made towards a fairer representation, a
number of visual narrative myths centred around inclusivity, are still present
in the corpus.

We hope you enjoy reading this volume, as each and every contribution
holds its own perspective and follows a different approach on discussing the
semiotics behind the Myths of Today. Furthermore, we would like to
encourage and invite everyone who reads this volume, to not only critically
evaluate the notion of Myths in contemporary societies in the context of
culture and visual communication, but also contribute to the ongoing
relevant debates and further research in the field.

Prof. Evripides Zantides, Ph.D.
Sonia Andreou, Ph.D.
Lemesos 2024
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