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    In this paper, I will be analyzing the ad campaign for FedEx called “Neighbor”. It was 

created by DDB Brazil. It is one of the world’s largest and most influential advertising 

agencies. It is a very influential but lesser-known ad campaign that came out earlier. I will 

be applying Roland Barthes's idea of Rhetoric of the Image to this campaign.  

   The “Neighbor” ad campaign was created by DDB Brazil for FedEx, a company that 

provides customers around the world with package delivery, e-commerce, and many 

other services. This ad campaign was specifically made for FedEx Express. FedEx 

Express is a service offered by FedEx that offered a rapid delivery service. As we all may 

know, there are many delivery companies around the world such as United Parcel Service 

(UPS), DHL, Amazon Prime, etc. As we can see, the world is gradually turning into a 

global village. People can exchange information, goods, ideas with a press of a button 

and ease. FedEx has proved its ability to reach out to multiple people in different parts of 

the world. 



   In the campaign advertisements, you can see 1 person handing a package to another 

person through a window. The backdrop to the windows is a wall of bricks. Each wall has 

the world map painted onto it. The linguistic message, mentioned by Roland Barthes in 

his theory of Rhetoric of the image; explains that all images have some sort of linguistic 

message and two possible functions or methods. The first function is anchorage. This 

means that the images are open for multiple meanings and interpretations. The second 

function is the relay. This is when the text adds meaning and works with the image. Many 

different meanings can be drawn from this FedEx ad campaign. However, the message it 

is trying to make is that FedEx Express can deliver goods fast and efficiently all around 

the world. The wall perfectly symbolizes the world and distance. In terms of the relay, 

there is not that much text used in this ad campaign; other than the FedEx Express logo. 

However, just having the logo text on the white box, makes the companies image stand 

out even more.  

   In Rhetoric of the Image, Barthes also talks about the denotative and connotative 

aspects of an image. Denotatively, the image shows two physical locations which are 

depicted to be close to each other. We can see that just by stretching their hands, the two 

people can send and receive the package. If we look at the characters in the image, we 

can see that they are casually dressed. This can indicate that they are simple people who 

are going through their simple daily activities. This also portrays the audience of this ad 

campaign. FedEx servers all people regardless of their jobs or backgrounds. We can also 

see that the colors used in this campaign complement each other. The colors used for the 



wall help make the iconic white FedEx box stand out. Connotatively, the advertisement 

shows FedEx’s global network. The characters, who are neighbors, also help portray its 

global presence and network. The location of the windows, one on the Asian continent 

and the other on Australia, also shows FedEx’s ability to connect the two regions. We can 

understand from this campaign that distance is no longer an obstacle for FedEx’s delivery 

service. 

   In conclusion, FedEx’s ad campaign for their express delivery service helped show its 

capacity to connect the different parts of the world with fast and efficient delivery. Using 

Roland Barthes Rhetoric of the image, we were able to zoom in and look at the different 

messages and meanings.  

 




