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Abstract  

    Human mind has the ability to construe events or things from several perspectives. 

Construal is one of the central concepts in cognitive semantics and is used to describe and 

characterize this ability. The use of Construal Operation of Specificity, for investigating 

the construction of meaning in election billboards is thought to be significant. The current 

study aims to show the flexibility of this operation of construal to election billboards. To 

this end, four election billboards of Trump and Biden were selected from American general 

election (2020). Langacker’s Specificity as one of the most significant Construal 

Operations (2008) theory is used to demystify how meaning is constructed in the 

billboards. The results obtained show that the construal operation of specificity in election 

billboards significantly depends on the interplay between verbal and visual modes. Besides, 

the central message of the billboards is effectively conveyed through an analysis of the 

specific visual and verbal modes present in the design. It is concluded that the construal 

operation of specificity can account for meaning construction in electoral billboards and in 

addition to the semantic contents of the elements in the billboards, specificity makes up a 

principal element in constructing the meaning of the billboard. 

Key Words: Election billboards, Conceptualization, Construal operation of specificity, 

Meaning construction. 
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 تأويل عملية التحديد كآلية إدراكية في لوحات الإعلانات الانتخابية الأمريكية المختارة 

 

 الملخص 

العقل البشررررال درلقعلى تفس ر اررررثا ا اعاي ء  ا عررررجرا  ن تعى  تأري  ها  الت   ل    ءاع  يتمتع  
الم رهجم الماكز ة في العلالاي المعافجة   اررررتلعص ل ذررررق  ة  القعلى  ر ذررررج أر  تخعتقع ء  ا ررررتلعاص  

أم  رأررع   تمفجررة الترر   ررل لفتلررعيررع لفتلقثا في ى رررا المع س في الف اررري ايت  جررة الا تلرررىجررة ء ا  
العلا ة اللرلجة إلس إظأرل  ا  ة تمفجة الت   ل  ة  تفس الف اري ايت  جة الا تلرىجة   لتلقثا  ة   
الغرررتررة  رم ارتجرررل ءلاع ل اررري إت  جررة ا تلرررىجررة لتاا ررخ  اررريررع   ن الا تلررردررري العررر ررة ا  ا  جررة  

( يزالررة  2008الترر   ررل ) (  رخاررررررررررررررتلررعص ال ها ررة لا  ررريا ك ااررعى  ن ء م  ها ررري تمفجررري  2020) 
الغم ض تن كجفجرة ى ررا المع س في الف ارري ايت  جرة  رخهأا ال تررتي التي رم الللرررررررررررررر   تفثأرر ء   
تمفجة الت   ل لفتلعيع في الف اري ايت  جة الا تلرىجة رعتمع دشررررررررر ل كلثا تفس الت رتل ىثن ا  مر   

كز ة لف اري ايت  جة دشر ل فعر   ن ر    الف هجة  البلرا ة  إلس تر خ لل،  يتم  قل الا ررلة الما 
رلفثل ا  مر  الماتجة  الف هجة الملعدى الم ت دى في التلررررررررمجم   رفلرررررررر  العلا ررررررررة إلس ء  العمفجة  
الت اررررررررررثا ة لفتلعيع تم ن ء  ر اررررررررررا ى را المع س في الف اري ايت  جة الا تلرىجة   اري رررررررررررفة إلس  

ت  جة  رشر ل التلعيع ت لرا ا لتجارج ر في ى را  ع س الف اة  الملت ى العلالي لفع رذرا في الف اري اي
  ايت  جة

 .العمفجة الت اثا ة لفتلعيع  ى را المع س  الم أ  جة  ل اري إت  جة ا تلرىجة    :الكفمري الم تراجة
 

1. Introduction  

     In the process meaning construction, human perception plays a significant role. The 

flexibility of the human mind to conceive the same situation in several ways is adequately 

supported by evidence.  'Construal' is the term used in cognitive semantics to characterize 

this conceptual ability. Specificity, which refers to “the level of precision and detail at 

which a situation is characterized” (Langacker 2008), is the construal operation that is of 

special interest to the present study, as it pertains to the degree of detail with which we 

analyze or interpret a scene, in the case of this study; a billboard. The current study 

hypothesizes that the central message of the American billboards is effectively conveyed 

through an analysis of the specific visual and verbal modes present in the design. The study 

is carried out to answer the following questions: 

1. How meaning is enacted and how it is equated to conceptualizations in the selected 

billboards? 
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2. In election billboards, the construal operation of specificity depends on the verbal, visual 

or the interplay between these two modes? 

3. To what extent the construal operation of specificity will help in internalizing the meaning 

within the billboards? 

For achieving these research aims, four American election billboards from the general 

election of (2020) is selected randomly by the researcher to be analyzed in the light of 

Langacker’s the construal operation of specificity (2008). 

2. American Election Billboards  

      Billboards grew in popularity through the 1990’s and are one of the fastest growing 

forms of communication (Lithgow,1999). It is the most frequently used outdoor 

advertisement vehicle and they are large structures that are put in public locations to display 

advertisements to passers-by. Billboards are most commonly found on main highways with 

a high volume of passing motor and pedestrian traffic; but, they can be found at any site 

with a large number of visitors, such as train stations, shopping malls, buildings and 

stadiums (Azad & Boushehri: 2014). The two terms billboards and advertising have similar 

connotations. Billboards are a sort of advertising that uses large, fixed structures to show 

messages to passers along roadsides and other public transportation routes. They present 

(usually) large advertisements to passers-by so as to engage them while they move around 

their neighborhoods (Elrod & Fortenberry, 2017). According to Chopra (2017), the term 

“billboard advertising” refers to a large outdoor advertising space that is specifically 

designed to attract both pedestrians and motorists' attention. Its aim is to engage audiences 

as they move about their neighborhoods. Hence, billboard is the message of a medium used 

by the manufacturer with behavioral expectations that is designed in accordance with the 

purpose of the message ( Suprayinto, 2016). In order to motivate and persuade people in 

elections, (Panagopoulos & Ha, 2015) claim that political campaigns use billboards as a 

kind of mass media that connect candidates with the electorate. Thus, an election billboard 

or poster is "a static or moving image that announces the existence of a candidate and 

promotes his or her image" (Monica & Madalina, 2013). 

     Concerning American election billboards, (Kaid, 2006) suggests, historically, political 

advertising in early elections in the United States took the form of posters, billboards, and 

printed materials and the form and style of American political billboards change throughout 

history. Concerning the style , design and the graphic component of political 

billboards\posters  in America, (Craven ,2013)  indicates that, in developed countries such 

as the United States of America, established laws, organizations, or companies guide both 

designers and advertising companies in their activities in the advertising industry. As for 

the choice of graphic components to be included in a design, this is frequently influenced 

by whether the billboard is part of a campaign or made independently. All parties in recent 

American elections have used styled designs that are sometimes little more than big 

corporate type logos, devoid of photographic pictures. Their posters have a lot in common, 

with stylized flags and sans-serif letters dominating against a blue background 

(Siedman,2008). More so; issues (issues concerns) and images (personal attributes) are two 

more important contents of political billboards in United States. Symbolism and visual 

symbols are also two more elements of billboard designs in American political ads that 

facilitates the delivery of politically relevant information to the voters (Nikolskaya & 
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Pavlina,2021 and Sidman,2017). Further, written statements is another element of election 

billboards, that should be succinct and sloganized according to designers, and that ornate 

lettering and artistic renderings should be avoided since they may divert attention away 

from the essential message ( Siedman ,2008). To conclude, it is worthy to note that, as 

Seidman (2008) declines, effective election campaign ads grab voters' attention, present a 

targeted message simply and clearly, and may even persuade them to support a candidate 

or party. To achieve these objectives, it may be necessary to use powerful and appealing 

visuals, bright color, effective font size and suitable persuasive language that affect the 

viewers 

 

3. Cognitive Semantics: An Overview 

      According to Croft & Cruse (2004) the term "cognitive linguistics" refers to an 

approach of studying language that emerged in the 1970s and has been more prevalent 

since the 1980s. It comes in response to growing dissatisfaction with formal approaches to 

language (Evans & Green, 2006). In the study of language and the mind and how they 

interact, as (Evans, 2007) indicates, cognitive linguistics places a significant attention to 

the role of meaning, conceptual processes, and embodied experience. However; some 

followers of this school of linguistics divide the cognitive linguistics into two main 

branches: cognitive semantics and cognitive grammar (see, e.g., Evans & Green, 2006). 

Cognitive semantics (CS) as Evans & Green (2006) assert, is not a unified theory, much 

like the broader field of cognitive linguistics. It represents an approach for the investigation 

of the mind and its interaction with culture and embodied experience. In order to uncover 

conceptual organization and structure, it uses language as the main methodological tool. It 

began in the 1970s as a reaction against the objectivist world-view assumed by the Anglo-

American tradition in philosophy and the related approach, truth-conditional semantics, 

developed within formal linguistics. Cognitive semantics considers linguistic meaning to 

be as an expression of conceptual structure: the nature and association of psychological 

representation in the entirety of its lavishness and variety, and this is the thing that makes 

it a particular way to deal with linguistic meaning (Rao,2021). Conceptual structure and 

conceptualization are two crucial facets of meaning that cognitive semantics investigates. 

The former focuses on how knowledge is represented in the human conceptual system, 

whereas the later discusses how meaning is generated (Evans, 2007).The second facet of 

meaning is the focus of this study. The fundamental tenet of cognitive semantics is that 

meaning is conceptual in nature. As a result, research in cognitive semantics focuses on 

modeling the conceptual structures and processes that underlie linguistic meaning (Murphy 

& Koskela, 2010). 

 

4. Construal: Theoretical Background 

      The cognitive semantic theory of construal is an approach that links the meaning of an 

expression to the concept in the mind of the person who produces it. The ability to perceive 

a scene or scenario from different perspectives and make distinct remarks on it, depending 

on what we want to say about it and how much information we want to include in our 

description, is one of the most fundamental cognitive abilities (Casad,1995). The meaning 

of a linguistic expression does not reside solely in its conceptual content, but also in the 

particular way of construing that content. That is; construal refers to the speaker's ability 
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to conceptualize a situation in a variety of ways and to use various linguistic expressions 

to reflect these conceptualizations in discourse (Hamawand, 2009).  This ability is a feature 

of the human mind; specifically, it is a component of cognition and is clearly reflected in 

language (Verhagen, 2007). According to (Hamawand, 2009) two lexical items may have 

the same content but differ in how the speaker interprets it. With each alternative, the 

speaker modifies his or her conceptualization and concentrates on a particular aspect of the 

situation they are describing. Each alternative is realized in language in a unique way. 

Consequently, according to cognitive linguists, linguistic meaning is composed of 

conceptual contents as well as the ways that language users perceive these conceptual 

contents.  

     Construal to (Radden & Dirven:2007) is a cognitive process that frequently strikingly 

resembles the basics of visual perception. For example, I may say that a bottle is half full 

or half empty, for instance. Half full refers to the amount of liquid still in the bottle, whereas 

half empty refers to the amount of liquid that has already been. The descriptions obviously 

vary depending on the viewpoint adopted, whether it is from the perspective of a full bottle 

or an empty one.  Hence, construal is a key concept in cognitive semantics, as was already 

mentioned. In sum, construal is a cognitive operation that allows a specific scene to be 

described and imagined in different ways. Because there are various but overlapping 

versions of the construal operations in cognitive linguistics, the cognitivists constructed a 

variety of construal models, among those, Langacker (1987) "focal adjustment", "Four 

Imaging systems" model of construction by Talmy (1988), the two earlier models were 

modified and added to by Croft and Cruse (2004), Raddin and Dirven (2007) used a 

different paradigm and put out nine construal aspects that are crucial to grammar. In 

essence, there is disagreement among scholars over the taxonomies of construal operations. 

Langacker (2008 & 2013) revised his construal model in an advanced form. The construal 

operation of specificity of Langacker will be the model adopted in the current study.  

5. Construal Operation of Specificity as Analytical Lens 

     Langacker (2008; 2013) recently revised his taxonomy, reclassifying construal 

mechanisms or operations into the four major types: Specificity, Focusing, Prominence and 

Perspective. It is worth mentioning that the current study focuses on one of these 

dimensions namely; specificity.  

     Specificity refers to the level of specificity and detail at which a situation is 

characterized (Langacker, 2008). For example, one can state that it is hot, but with 

increasing levels of specificity, it can also be remarked that it is in the 90s, around 95 

degrees, or precisely 95.2 degrees. In a similar manner, the term "aunt" provides more 

specificity than "relative “and” large brown rat" is more specific than "rodent." Thus, the 

same entity can be construed with different levels of precision ranging from less to more 

specific. An alternative term to specificity is granularity. A highly specific expression 

articulates a situation with meticulous detail and clarity. In contrast, expressions that lack 

such specificity result in broader descriptions, characterized by low resolution that only 

highlights general features and overall structure ( Langacker, 2013).  

     The converse of specificity is schematicity. Thus; ‘relative’ is schematic with respect to 

‘aunt and ‘rodent’  with respect to ‘large brown rat’. In plain words, the schematic 
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description of an expression is elaborated by a more specific example which changes its 

coarse -grained schematicity into a fine-grained specification (Langacker, 2013). 

Accordingly, a more specific expression tends to be longer than a schematic one. While a 

schematic expression is characterized by its abstract nature and minimal detail, a specific 

expression is concrete and rich in detail. A successful, schematic taxonomy must be 

developed with a substantial number of examples. It is worth mentioning that the concepts 

of specificity and schematicity extend beyond lexical items to encompass novel 

expressions of any size as well. However; schemas and elaborative relationships play a 

crucial role in the structure of language. According to Cognitive Grammar, all linguistic 

generalizations emerge through the process of schematization from more specific 

structures. In other words, it is applied to every level of language such as in the realm of 

semantics, phonology, as well as grammar.  

     Obviously, it is the construal operation of specificity that is of special interest to the 

present study, since it is concerned with the level of detail with which we examine or 

construe a billboard. Besides, it will show how the interaction of both verbal and visual 

modes construct meaning cognitively and how conceptualizers' perceptions (viewers) of 

the billboard play a significant role in the meaning construction of both the participant’s 

expressions and the a whole billboard. It is worth mentioning that the way in which a 

billboard is perceived by the viewers including the researcher differs depending on how 

the billboard is described or laid out by the designer , that is to say; the viewer’s judgment 

vary depending on the way the billboard is described and designed. 

 

 6. Methodology   

     To tackle the research questions outlined in the section 1. Introduction, four American 

billboards from the 2020 general election have been randomly chosen from internet sites 

as the data sources for this study. The billboards have chosen to show how meaning is 

cognitively constructed through the combination of visual and verbal modes., how meaning 

is equated to conceptualization, and how the meaning of any entity whether visual or verbal 

in the billboards beside its semantic contents, depend on the way the conceptualizers 

construe the elements in the billboards or the billboards as a whole.  

6.1 Methods of the Analysis 

The examination of each billboard will commence with an introductory overview of the 

billboard itself. The purpose of the billboard and its intended impact on the addressee will 

be taken into consideration next. The focus then will turn to how the billboard designer 

constructs the meaning that is conveyed by the billboard and how the viewers’ 

conceptualize the meaning of the billboard both visually and verbally alongside its 

semantic content. 

6.2 Data Analysis 

     The current study is a qualitative study that examines four election billboards in the 

perspective of the construal operation of specificity of Langacker (2008). The billboards 

were chosen from the American General Election of 2020 campaigns. The aim of the whole 

work is to examine the visual and verbal modes objectively as depicted in the selected 
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billboards. Analysis of the visual modes will be conducted first, followed by analysis of 

the verbal modes. 

6.2.1. Billboard No.1  

 

Figure (1) 

Political Billboard of the candidate of the Republican Party, Donald Trump 

On the Billboard 

       This electoral billboard features Donald Trump, the candidate for the American 

Republican Party in the 2020 presidential election. The intention behind this billboard is 

clear; the designer seeks to persuade the American public to support Trump by effectively 

combining visual and verbal modes. The designer through the two modes tries to show the 

viewers the importance of voting in favor of Trump and to participate in keeping America’s 

greatness. All in all, it can be said that the designer wants to show Trump as a deserving, 

courageous, and devoted politician who concerns up and works for the future of America 

and assurances a bright future for her if he wins the election. 

The Analysis  

A. Visual Modes 

     Election billboards, as a form of political discourse, exemplify the principle that 

specificity can be identified in every linguistic unit. The central message of the billboard, 

which advocates for voting for Trump, is effectively conveyed through an analysis of the 

specific visual modes present in the design. At a higher schematic level, all the aspects are 

combined to create a unified image of Trump as a powerful presidential candidate who can 

keep America's greatness. Each minor visual cue shows a particular aspect of the billboard's 

basic idea at a low specific level. For instance, Trump's image, the way he stands, facial 

expressions, and hand gesture all suggest that he is powerful and confident in winning the 

presidential election. In a similar vein, his expression of distance in his gaze symbolized 

his perspective on the future of America. The schematic and specific construal of the visual 
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modes in this billboard can be shown in this way: Trump as a strong candidate for 

president> Trump's gaze> Trump's hand gesture. 

B. Verbal Modes 

         A spectrum ranging from specificity to schematicity defines the process of 

conceptualizing the verbal components presented in this billboard. According to Harrison 

et al. (2017), each linguistic unit elicits a degree of specificity. Consequently, the linguistic 

elements provide a variety of items that span from highly schematic to extremely specific. 

Thus; it can be said that the linguistic or verbal modes just like the visual ones are also 

described in terms of specificity and schematicity criteria. Naming and syntagmatic 

elaboration are used to accomplish this description. For instance, the slogan "Keep America 

Great" is schematic and it represents the main idea of the billboard. In order to keep 

America great as it is now, billboard designer asked the viewers to participate and get 

involved in the process of keeping America’s greatness by voting in favor of Trump. Thus; 

the written text "keep America great” invokes a more finely-grained conceptualization of 

the image. By using other verbal modes like "Trump," it is further strengthened and 

supported. The designer tends to convey the idea that Trump will win the election, and 

keep America great. In addition to syntagmatic elaboration, naming is used in this billboard 

to indicate the semantic content of the verbal modes. The person depicted on the left side 

of the billboard is specified by the noun Trump. The region of countries is designated by 

the noun AMERICA. In a similar way, the numerical expression 2020 indicates both the 

year of the election and the domain of the number. In a similar manner, at the bottom of 

the billboard, the phrases "Promises made" and "Promises kept" exemplify the verb schema 

through the verbs "made" and "kept." While the concept of verbs is quite broad, the specific 

verbs "keep," "made," and "kept" serve as particular instances of this broader notion. 

6.2.2 Billboard No.2  

 
  Figure (2) 

Political Billboard of the candidate of the Democratic Party, Joe Biden 

 

On the Billboard 
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    This election billboard features Joe Biden, the presidential candidate for the American 

Democratic Party in the 2020 election. It is evident that the designer aimed to encourage 

American citizens to support Biden by integrating symbolic, linguistic, and visual modes 

into the billboard. Taking the whole design into consideration, it can be seen that the 

American flag is put at the very top of the billboard which hence specifies Biden's strong 

loyalty to the American nation which leads them to trust his leadership. Besides, the 

predominant color of the billboard ‘blue’ profiles Biden’s membership with the Democratic 

Party. While the three red banners in Biden's name is reflection of Biden's investment in 

America because it contains nods to the American flag. The three stripes represent both the 

strength of Biden's unity and the three main components of the federal government. All in 

all, the designer wants to show Biden’s loyalty to America and Americans and that 

supporting him will be the best choice. 

The Analysis 

A. Visual Modes 

     The analysis of the visual modes in billboard No.2 at both the general and specific levels 

can be done using the construal operation of specificity. At the level of the general 

schematic, a distant look at the visual modes of this billboard gives us an overall idea of 

the general meaning of the billboard. A deeper examination enables the viewers to more 

thoroughly understand and scrutinize each of the billboard's visual modes at a lower degree 

of specificity. Hence, conceptually, at a schematic level, this billboard underscores the 

notion that Biden is worthy of being elected as the President of the United States, while 

also highlighting his views on unity and togetherness. Each separate visual mode 

emphasizes a certain aspect of the schematic idea of the billboard at the specific level. For 

instance, the image of the American flag conveys Biden's fierce dedication to the American 

people, inspiring their confidence in his ability to govern. Meanwhile, the predominant 

blue tone of the billboard signifies Biden's affiliation with the Democratic Party, while the 

three red banners accompanying Biden's name delineate the three fundamental pillars of 

the federal government and the robustness of Biden's unity. 

 

B. Verbal Modes 

     On the verbal level, in terms of specificity and schematicity parameters, the schematic 

verbal modes in this billboard are specified through syntagmatic elaboration. As a result, 

the linguistic expression "Your vote" is only schematic, and “does matter” is further specify 

it. In the same manner, the names Biden and Harris are schematics and "We are in this 

together" is further elaborate and specify it. The structure of this design conveys the notion 

that voters ought to support Biden and Harris, as they are portrayed as a unified team that 

will all work together to enhance America. In this sense, specificity is evoked by 

syntagmatic elaboration as represented by the following diagram: Your vote> does 

matter>we're in this together>vote Biden Harris. 

     The conceptual substance of the verbal modes presented in this billboard is defined 

through both naming and syntagmatic development. The linguistic terms Biden and Harris 

serve to identify the candidates for the US general election in 2020. Furthermore, the verbs 

"does" and "vote" exemplify and clarify a general verb schema. 

 

 

6.2.3 Billboard No.3  
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Figure (3) 

Political Billboard of the candidate of the Republican Party, Donald Trump 

On the Billboard 

This political billboard features Donald Trump, the Republican Party's candidate for the 

2020 presidential general election. Similar to other election billboards, it is evident that the 

designer aimed to influence American voters to support Trump through this compelling 

design. Taking the whole design into consideration, it can be seen that Trump’s stance and 

hand gesture, invites the viewers to vote for him as he is a symbol of success, wealth and 

opulence (represented in the smart suit and tie worn by the figure). Regarding the verbal 

modes of the current billboard, it can be clearly seen that all the phrases have been 

capitalized; the pronouns within the three central phrases have been colored in red; as well 

as the top phrase (the name with year) has been located on the left-side of the image over 

the figure. Such a combination maintains that 'Trump' is the only president who deserves 

to be voted for and he will be their only president. However; the language used in this 

billboard exploit a parallel structure of pronouns to give a sense of involvement, that 'this 

man belongs to all of us, he is America's man’, thus, he should be supported. 

The Analysis 

A. Visual Models 

      This billboard provides detailed information regarding each of its modes whether visual 

or verbal from a cognitive and specificity viewpoint. Taking the visual modes into 

consideration, one can say that the various visual modes all together portray Trump as a 

confident candidate worthy of the presidency at a higher schematic level. Conversely, a 

more specific interpretation of each individual visual detail serves to activate a particular 

facet of the billboard's overarching message. For example, Trump's facial expression, gaze, 

stance, hand gesture and his overall appearance convey a sense of confidence, courage, and 

an expectation of electoral victory. 

 

B. Verbal Modes 

     The verbal or linguistic modes in this billboard are described in terms of specificity and 

schematicity parameters. This is achieved through instantiation and syntagmatic 

elaboration. For instance, the linguistic expression "Trump 2020" is schematic but is 
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further specified and defined by the other verbal models of the construction, "my 

president," "your president," and "America's president," all of which exhibit a definite 

identification of Trump that that 'this man belongs to all of us, he is America's man’, thus, 

he should be supported by all of us as Americans. Here, the amount of specificity is scaled 

from low to high or from the most general to the most precise explicit description. This 

hierarchical structure tends to convey the idea that Trump will defeat his opponent, win the 

election, and become the next president of the United States. In this sense, syntagmatic 

elaboration evokes specificity as shown as: Trump 2020> my president>your 

president>America's president.  

The semantic value of the verbal modes in this billboard is specified by naming in addition 

to syntagmatic elaboration. The name of the figure pictured on the left side of the billboard 

is the linguistic expression TRUMP. The domain of countries is specified by the noun 

AMERICA. The numerical expression 2020 specifies the domain of numbers in a similar 

manner. 

6.2.4 Billboard No. 4 

 

 
Figure (4) 

Political Billboard of the candidate of the Democratic Party, Joe Biden 

 

On the Billboard 

This election billboard features Joe Biden, the Democratic Party's presidential candidate 

for the 2020 election. The designer clearly intended to motivate American citizens to 

support Biden by incorporating verbal and visual modes into the billboard. Taking the 

visual modes into consideration, it can be noticed that Biden’s image as it is located on the 

right side of the billboard and it’s the only figure, is positioned in a way that attracts the 

attention of the passersby. His facial expression and the fact that he is not looking directly 

at the viewer but rather at a great distance convey the impression that everything will go 

well under his leadership. While the color and the structure of the verbal modes indicates 

that the designer wants to convey to the viewer that ‘Joe Biden’ is against discrimination 

and racism and he is for all families ‘ Americans’ and that all people will be equal under 

his leadership. 
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The Analysis 

A. Visual Modes 

        The primary message of the billboard, which promotes voting for Biden, is clearly 

articulated through an examination of the specific visual modes incorporated in the design. 

At a schematic conceptual level, all components work together to form a cohesive 

representation of Biden as the president of all America’. Hence, he is the man of all without 

discrimination and regardless of racism. Each subtle visual mode reflects a specific facet 

of the billboard's schematic idea at a more specific level. For instance, Biden's image, 

including his posture and facial expressions, conveys a sense of strength and assurance 

regarding his prospects in the presidential election. Likewise, the distance reflected in his 

gaze represents his vision for the future of America. 

B. Verbal Modes 

     The verbal or linguistic modes present in billboard No.4 are characterized by the 

parameters of specificity and schematicity. This characterization is accomplished through 

the processes of instantiation and syntagmatic elaboration. For instance, the linguistic 

expression ‘Joe Biden’ is schematic but is further specified and elaborated by the other 

verbal models of the construction, ‘ for all families’ all of which exhibit a definite 

identification of Biden this man is for all of Americans without discrimination and racism 

thus, he should be supported by all of us as Americans. This hierarchical framework 

suggests that Biden is a confident candidate; he will win the election, and assume the 

presidency of the United States. In this context, syntagmatic elaboration brings forth a 

sense of specificity as demonstrated by: Biden> for all of our families>America's 

president.  

The semantic content of the verbal modes in this billboard is specified by naming in 

addition to syntagmatic elaboration. The name of the figure placed on this billboard is the 

linguistic expression Joe Biden. The domain of kinship network is specified by the noun 

families.  

7. Results and Discussion  

- The preceding analysis indicates that the construal operation of specificity 

possesses suitable mechanisms for the examination of election billboards.  

- Election billboards, as a form of political discourse, exemplify the principle that 

specificity can be identified in every linguistic unit. 

-  The construal operation of specificity aids viewers in understanding the process of 

meaning construction, highlighting that the meaning of the billboard’s elements 

extends beyond their semantic content. 

- It is also proven that the viewers' conceptualizations of the billboard are crucial in 

shaping the meaning construction of the elements of the billboard. 

- The analysis also showed that the design style of the billboard significantly 

influences the perception of its intended message.  

- It is also found that the construal operation of specificity in election billboards 

significantly depends on the interplay between verbal and visual modes. 
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- As for the visual design, the analysis reveals that American billboards often embody 

a more symbolic or mythological essence, providing insights into American culture. 

They focus on ideologies, promises, and the potential contributions of the party and 

its candidates, rather than emphasizing the personal issues, images, and 

qualifications of the candidates themselves.  

- The analysis also indicates that the central message of the billboards is effectively 

conveyed through an analysis of the specific visual and verbal modes present in the 

design. 

- The visual and verbal modes in the billboards undergo specific and schematic 

construal so as to shape the billboard’s main idea. At the general schematic level, a 

distant view of the elements in the billboard gives us a general impression of the 

billboard’s general meaning. At the specific level, each individual component 

highlights one facet of the billboard’s schematic idea 

- Regarding the language used in American billboards, it is found that it is 

characterized by positivity and brevity. The phrases and sentences are carefully 

selected and worded to enhance effectiveness. The interplay of visual and verbal 

modes on these billboards engages the viewers. The political messages presented 

are clear, as the wording is precise, nuanced, and clearly integrated to encourage 

viewers to vote for this candidate over others. 

- The analysis showed that specificity is evoked by every linguistic unit. Thus, the 

verbal modes offer a range of items from quite schematic to very specific. That is 

to say; the elements are organized into hierarchies in which each specific linguistic 

expression provides fine-grained instantiation or elaboration for the one that 

precedes it.  

 

8. Conclusion 

    A cognitive analysis of the four randomly selected American election billboards reveals 

that their overall design aligns with the conveyed content and message. The primary 

objective of these billboards is to persuade voters to support the designated candidate and 

to evoke people's feelings that choosing such a candidate is the best decision for a better 

future. Additionally; billboards play a crucial role in political campaign elections. 

Examining them reveals that the interpretation of linguistic expressions, including both 

visual and verbal modes, is not solely reliant on the dictionary meanings of the words 

involved, but rather, depends in part on how the interlocutors view the situation and how 

they conceptualize it. Thus, it can be concluded that the application of the construal 

operation of specificity proves to be good tool for investigating and examining electoral 

billboards, as it helps to raise ones awareness about the purposes, meaning and the way 

electoral billboards are designed.  
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