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TWO-DIMENSIONAL PERFUME SHOPWINDOW
ADVERTISEMENT WITH THREE AXES:
MULTIMODAL COHESION ASPECT

Abstract. The article describes the peculiarities of verbal and visual
semiotic modes in terms of their cohesion within the same perfume
advertisement. The advertisement is placed in a shopwindow, which makes
it two-dimensional, flat, or planimetric. The visual and verbal semiotic
spaces are combined within a multipanel advertisement consisting of two
independent threefold units. Each unit, in turn, consists of three sub-units,
namely panel boards. The whole shopwindow advertisement contains three
axes of symmetry. The central external axis of symmetry divides the entire
sixfold shopwindow advertisement into two wings, each of which consists of
one threefold unit. Both threefold units share a common structure. The
lateral internal axis of symmetry divides the central panel board of each
threefold unit into equal parts. The presence of these three axes makes the
whole shopwindow advertisement a stable and flexible bearer of verbal and
visual information. The verbal semiotic mode is structured around a set of
functional blocks, including the full naming complex, the placard poster, the
flask label, the logo, and the accessory. All functional blocks contain a
variable set of names. There are four such names: the brand name, the
individual name, the genitive product name, and additional information.
The cohesion of the perfume advertisement is achieved through the
reiteration of verbal components, visual components, and their reciprocal
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reiteration across the visual and verbal semiotic modes. Reiteration is
divided into two classes. The first class of reiteration occurs within the
same threefold unit. In this case, reiteration crosses the internal lateral
axis. The second class of reiteration takes place between the two threefold
units, crossing the external central axis.
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verbal mode, visual mode, axes of symmetry.
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ABOBUMIPHA ITAP®YMEPHA BITPUHHA PEKJIAMA
3 TPbOMA BICSIMMU:
PAKYPC MYJIbTUMOJAJBHOI KOT'E3Ii

Anomayia. Cmammsa onucye 0cobaugocmi 6epoanvbHux i 8i3yanrbHUx
cemiomuyHux mModycig y acnekmi peanizayii ixuvoi Koeesii 8 mexcax oOHiel
u miei camoi napgymeproi pexnamu. Micyem oemoncmpayii yiei pexnamu €
gimpuHa, wo podoumv il 0B0BUMIDHOI, NIACKOKW, NIAHIMEMPUYHOIO.
Bisyanvuuii i eepbanvruil cemiomuyni NpoOCMOpU HNOEOHAHI 8 MeNCax
b6acamonanenbHol PeKnamMHOi KOHCMPYKYIl, KA CKIA0aemvcsi 3 080X
He3aNeHCHUX MPUCKIAOHUKo8Ux o0unuys. Kooscna oounuys, ceoero uepeoio,
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CKAA0AEMbCS 3 MPboX CYOOOUHUYb — NAHENbHUX OOWOK. Ycs eimpunHa
pexnama Mmicmums mpu oci cumempii. Llenmpanvua 306HiwHA  8iCb
cUMEmPpIi po3MeHCO8YE 8CIO UECMUCKIAOHUKOBY PEKIAMHY KOHCIMPYKYIIo Ha
0sa kpuna. Kooicne kpuio ckiadaemscsi 3 00HIET MPUCKIAOHUKOBOT 0OUHUYL.
O6uosi mpuckiaoHuxosi 0O0uHuYi maroms chileHy cmpykmypy. Bokoea
BHYMPIWHA 8iCb CUMempIl PO3MeHCO8YE YEHMPATbHY NAHENbHY OOWKY
KOJICHOI mMpuUcKkiaoHukosoi oOuHuyi Ha pieHi uyacmuwnu. Ichyeanns yux
MpvOX ocell pobums ycio GIMPUHHY NAPDYMEPHY DeKAamy CmAabiibHUM i
SHYUKUM HOCIEM @epbanvroi ma 6izyanvHoi iHgopmayii. Bepbanvhuii
cemMiomuyHUtl. MOOYC CMPYKMYPOBAHUN HABKOLO HU3KU QYHKYIOHATLHUX
0110Ki6, GKAIOUAIOYUY NOGHUL HOMIHAMUBHULI KOMNAEKC, NOCED, eMUKENKY
napgymeprozo Graxony, naocomun i 0odamkosy IiH@opmayio. Yci
@yHKyionanvHi O10KU Micmams 3MIHHUL HaOIp imeH. 3azanvha KintbKicmo
Maxux iMen CmaHosums 4omupu: OpeHo, iHOUsioyanvhe im's, mun mosapy
6 paxypci moegapuoi knacugixayii ma dodamxosa iHgopmayis. Koeesis
napgymeproi pexknamu 00CA2AEMbC  Uepe3 NOBMOPEHHS BepOANbHUX
KOMNOHEHMIB, GI3YANbHUX KOMNOHEHMI6 1 IXHE 63AEMHE NOBMOPEHHS 8
Medcax 8epbanbHo2o I I3yanbHO20 cemiomuuHux mooycie. Ilosmopenns
nooinsiemovcsi Ha 0sa kaacu. Ilepwuti Kknac noOGMoOpeHHs Mpanisemvcs 6
Mmedxcax oowici U miei camoi mpuckiaoHuko8oi oounuyi. Y ybomy eunaoxy
NOBMOpPeHHA nepemuHac GHympiuiHio 00K08y 8icb. [Ipyeuti  kaac
NOBMOPEHH MA€E Micye MidC 080MA MPUCKIAOHUKOBUMU OOUHUYAMU,
nepemuHaryu 308HIUHIO YEHMPATbHY BiCb.

Knrouosi  cnosa:  mynemumooanvuicmo, Ko2esis,  peKkiama,
MPUCKTAOHUKOBA OOUHUYL, 8ePOATbHULL MOOYC, i3VATbHUL MOOYC.

Inghopmayin npo asmopie: Hixipoposa €eecenisn IOpiiena — xanoudam
Qinonociunux Hayk, ooyenm,; OdoyeHm Kaghedpu aneniicbkoi ginonoeii ma
MidcKynemypHoil komyrixayii, Haeuanvno-naykosutl incmumym @inonoeii,
Kuiscoxuti nayionanvnuu ynigepcumem imeni Tapaca Illesuenka.

Ionienax Onena Onekciigna — kanouoam Qinonoiunux Hayx, OOyeHm;
Odoyenm Kagedpu anenilicbkoi Qinonoazii ma Mid*cKyIbmypHoOi KOMYHIKayii,
Hasuanvno-nayxosuii  incmumym  ¢hinonoeii, Kuigcokuil HayioHAnbHUL
yuieepcumem imeni Tapaca Llleguenka.

Tanuyvka €ruzasema Anamoniisna — xKanouoam @Qinono2iYHUX HAVK,
suumens aneniicokoi mosu, Kuiscoxa cimnazis Ne86 "Koncyn"

Enexmpounna adpeca: ye.nikiforova@knu.ua, olenapopivniak@ukr.net;
liza-g@ukr.net

Perfume advertisements are traditionally associated with
publications in women's fashion magazines. However, when they
appear in the shop windows, their semiotic space may be broader and
more complicated. In any case, the perfume shopwindow
advertisements are two-dimensional, or planimetric. A comparison

92



Bunyck LIT

......................................................................................

between shopwindow and printed dealer's perfume advertisements
shows that the latter cannot be used as shopwindow advertisements,
since they contain too much printed text. In the case of dealer's
advertisements, printed text representing a large amount of verbal
information is excessive for shopwindow variants and unsuitable for
exposition in shop windows. From another point of view, consumer
advertisements containing a limited portion of verbal information
may be used completely or partly for creating shopwindow
advertisements. If a perfume advertisement is multifold, five- or even
sixfold, it is suitable only for demonstrating in shop windows.

In any case, perfume advertisements are connected with
multimodality, which is a conception about the plurality of
information channels, taking into consideration that the surroundings
are multimodal. In linguistic research, the priority of investigating
verbal channels is evident, but marginal and subsidiary (auxiliary)
channels are valuable as well. Simultaneously, multimodality of
natural discourse is often understood not only as the presence of
several communication channels but also as their (mutual)
reciprocity and integration. In investigating perfume advertisements,
it is useful to investigate visual means of communication together
with verbal ones within the framework of a common approach. The
numerous perfume advertisements demonstrate communication in
both a common and a particular sense, and an adequate
understanding of natural linguistic communication can be gained
only by wusing the multimodal approach, which grasps all
communicative channels and their inner organisation. It is this
approach, which recognises the multimodality of communication,
that has a chance of creating the real linguistics of the future.
However, the multimodal approach that recognises a multitude of
information channels is not sufficient. Different channels do not
merely participate in information transmission in an additional way.
They are interdependent and interact; consequently, the information
is distributed among them in a complex way. That is why a cross-
modal approach should be combined with a multimodal approach in
the investigation of perfume advertisements.
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The aim of the research is associated with the multimodal
approach, within which verbal and visual modes of perfume
advertisements create multimodal cohesion. The investigation of
multimodal cohesion is the cornerstone of this research. The
objective of this research is to identify the connection between
verbal and visual semiotic modes within a two-dimensional
(planimetric) perfume shopwindow. The topicality of this research is
connected with the fact that it is an attempt to explore the specific
cross-mode interaction taking place in the multifold shopwindow
advertisements containing six semi-independent panels, and, in
particular, the mechanisms of cohesion in these structures. The
novelty of this study lies in the attempt to identify the details of
cohesion creation within and between visual and verbal semiotic
modes, which are realised within the planimetric multifold perfume
advertisement and are structured around corresponding functional
blocks and name units. The object of this investigation is two-
dimensional (planimetric advertisements with their structural
elements creating a semiotic space. The subject of this investigation
is the steps and phases of cohesion formation taking place between
verbal and visual semiotic modes combined within the planimetric
shopwindow perfume advertisement.

Publication analysis. One of the recent tendencies has been the
development of multimodal investigation focused on the research of
different semiotic systems involved in the process of meaning
creation. Multimodal discourse is generally understood as discourse in
which two or more semiotic modes interact, thereby creating meaning
as a result [4]. A set of semiotic resources which creates the meaning
is understood as mode that creates meaning is understood as a mode
[7, p. 1]. One of the prominent scholars in the theory of multimodality,
Gunther Kress, describes the mode as a cultural resource formed in
society for giving the meaning. Icon, written text, music, gesture
language, moving pictures, and soundtrack are examples of modes
used for representation and communication [6, p. 54]. Gunther Kress
and Theo van Leeuwen emphasise the necessity of researching
different modes when the creation of multimodal text meaning is
investigated [4]. Interrelations between text and illustration are
investigated in the aspect of verbal and visual modes [4].
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Present-day communication is a complex and integrated
phenomenon. It is reflected in multimodality, which demonstrates
that the meaning is created through the involvement of different
semiotic resources [3, p. 1-8; 54-60]. It is M. Halliday who puts
forward the idea of three levels at which each semiotic system
functions. This function is further divided into three meta functions
that serve to indicate objects, situations, and actions; to establish
social contact; and to create text structure [2, p. 124]. Logico-
semantic relations, including detalisation, grasp elaboration,
extension, and enhancement. These notions were introduced by M.
Halliday [2, p. 460] for describing the relations between parts of the
sentence and later were used for describing relations between texts
and illustrations.

Meaning is created on the basis of the sender's and receiver's
activity, both of whom operate within a common and shared
multimodal environment [5, p. 114-116]. Multimodality and
interactivity are investigated in the aspect of museums'
communication, where social media, digital platforms, and diverse
communication models are integrated [1, p. 216].

Multimodal texts encompassing verbal and visual modes are
associated with perfume advertisements, where meaning is
constructed through the reciprocal action of verbal (text) and visual
(icon) components. The textual nature of perfume advertisements is
represented through the set of standards of textuality, which are
realised within the verbal semiotic mode, formed by the integrated
naming complex with a definite textual structure. In practice,
coherence occurs in all naming complexes, being reflected in the
strict logical order of four text blocks. Cohesion is revealed on the
textual level, and it rests on the mechanism of reiteration [10, p. 76].

Speaking about the verbal component of perfume advertisements, it
is necessary to mention its function as a goods-naming unit. In
particular, the individual name is the main component describing the
characteristics of the nominated perfume. It is the individual name that
constitutes the result and reflection of some types of nomination; the
leading ones are repeated and secondary nominations. The individual
name has the feature of a semantic derivative, which is formed through
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metaphorical transferring of comprehension. All these facts confirm the
process of the name functional adaptation [9, p. 87].

The naming unit of the verbal semiotic mode demonstrates an
even deeper verbal nature, which is hidden in the naming register
containing a set of lexemes. The whole naming register is divided
into four groups. These four groups were distinguished taking into
consideration the ways of name creation, such as transonymisation,
onymisation, borrowings, and artificially created words [11, p. 94—
95]. The verbal nature of perfume advertisement in the aspect of its
verbal semiotic mode is revealed within four components —
integrants performing different functions connected with naming the
brand, manufacturer, or producer of corresponding goods [12, p. 87],
including the definite class of article units, reflecting goods
specification, and, of course, representing the individual name
through the involvement of naming devices [12, p. 93].

The second semiotic mode used in perfume advertisements is the
visual mode, and its nature is likewise very complex and integrated.
Visual semiotic space contains a set of icons, including the product,
the model, and the background. All visual units are described as a net
of parameters and sub-parameters encompassing all aspects of their
visualisation. In particular, the product is represented through such
features as the number of article units, visual position, and package
[15, p. 82]. Speaking about visualisation, colour parameters are
significant. They may be represented by a set of colour parameters
[15, p. 97-98]. Visual semiotic mode demonstrates a rather complex
and integrated structure described through a net of formal elements.
Each element rests on a set of parameters and sub-parameters, which
may be used for the detailed research of multimodal cohesion.

If perfume advertisements are supported and saturated with
pictures (images, emblems, decorations), their verbal semiotic mode
may be divided into corresponding functional blocks, including the
full naming complex, the poster, the label, the assessing relative sub-
block, and the non-relative sub-block [13, p. 94]. The position of
visual objects in the advertisement can be represented using a
sagittate cross-section scheme [13, p. 98]. The most meticulous
addition to the visual component of the perfume advertisement is
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associated with typography, including font design — in particular,
size of letters, line thickness, serif font, sans serif font, Roman type,
and italic type — and colour design consisting of letter colour and
background colour. Typography has an intermediate position
between verbal and visual semiotic modes. It performs the function
of a link between these two modes. Colour design has the same
function [14, p. 144].

It is the olfactory mode that does not have its own terminology to
describe aroma; that is why synesthesia is used for the description of
different smell variants. It makes it possible to distinguish four
olfactory groups, which are associated with fragrance substances [14,
p. 151-152]. The olfactory mode representation rests on this
classification. Perfume advertisements are patterns of interaction
which involve verbal and visual semiotic modes. The olfactory mode
occurs in an indirect way, using synesthesia for aroma description in
a verbal way.

Text and image relations are based on content, including
elaboration and extension. There are other types of relations as well,
such as spatio-syntactic and rhetorical-logical ones. In the first case,
both consecutive relations — image-text, text-image, or their
interchange — and simultaneous relations, in which text and image
are recognised as a whole unit, take place. Rhetorical-logical
relations aim at coordination, while semantic relations between text
and image rest on resemblance, contrast, and space-time relations
[16, p.214-219].

Within the sphere of multimodal research, perfume
advertisements reflect the process of cooperation between verbal and
visual modes. Shopwindow perfume advertisements demonstrate
very complicated and integrated cases of multimodal cohesion,
especially when advertisements are multifold and consist of a set of
panels advertising goods of the same brand.

Main Information Presentation. The notion of multimodality in
the narrow sense of the word is connected with differences between
human sensory organs, first of all with the difference between visual
(optic) and auditory (sound) channels. Within the sphere of each
channel, there are further, more detailed differences which are
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captured by the notion of multimodality. The written discourse — in
our case, the shopwindow perfume advertisement — perceived in a
visual way includes the verbal component and a set of graphic
parameters such as print (font or fount), colour, and format. In any
case, shopwindow perfume advertisements are video-verbal texts
consisting of a set of signs connected by sense relations. These signs
belong to the system of a double type or nature. In the case of the
shopwindow advertisement, attention is fixed only on two
components: linguistic and visual.

A video-verbal text may be recognised in a broad and a narrow
sense. In the broad sense, a video-verbal text represents features of
coherence and cohesion when verbal and visual signs are combined,
for example, in the order of panels in the shop window. These texts
(advertisements) allow the simultaneous representation of verbal and
visual signs. Video-verbal advertisement texts in the narrow sense
involve the combination of a printed fixed verbal component with
static visualisation. According to the degree of heterogeneity, the
shopwindow perfume advertisement containing combined verbal and
visual modes belongs to a non-zero degree. Verbal and visual
components are both well represented.

These advertisements are flat, planimetric, and two-dimensional
because the structure of shop windows is not suitable for volume.
The structural features of the perfume shopwindow two-dimensional
planimetric advertisement rest on a plane board as the main bearer of
verbal and visual information. As it is adjusted for shop-window
exposition, the whole advertisement structure is flat, extending along
the whole length of the shop window.

The attempt to demonstrate as much information as possible in
one advertisement results in the use of a set of plane boards; there are
six of them in total. These plane boards are grouped into two
threefold units. Together, they are divided by a symmetrical axis.
However, this is not a real symmetry but rather quasi-symmetry,
because both threefold units are not identical but quasi-identical. The
difference is evident. Within each threefold unit, the central plane
board demonstrates the corresponding olfactory goods, while the
right and left plane boards demonstrate images of the same model,
but in different aspects. In the right threefold unit, the model is
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female, demonstrating a female variant of perfume. The left threefold
unit is masculine, demonstrating a male model and the corresponding
male variant of fragrance. That is why these differences transform
real symmetry into a quasi-symmetry variant. In any case, the two
threefold units are divided by the central symmetrical axis. This axis
is located between the threefold units, and it is also external because
it goes beyond the units and does not penetrate into the threefold
units. The central symmetrical axis of external nature correlates with
two lateral internal axes. Each threefold unit demonstrates some
features of quasi-symmetry as well, only here the axis of symmetry
penetrates the threefold unit, coming through the central plane
(panel) board where the perfumery goods are represented. As there
are two threefold units, there are two lateral symmetrical axes of
internal nature. The order of arrangement and the position of the
threefold units and their components — plane boards — correlate with
coherence and, partly, with cohesion. The whole set of threefold
units and their components, namely plane boards, belong to the
visual semiotic mode not only as bearers of visual information but
also as visual objects creating the plan of multimodal cooperation.
Simultaneously, the same plane boards are also the bearers of the
verbal semiotic mode. That is why verbal and visual semiotic modes,
as well as their multimodal cohesion, rest on these structural features
and on their smallest subunit — the plane board.

The verbal semiotic mode of the advertised goods is represented
to the greatest extent on the box surface containing the corresponding
flask of perfume. Fig. 1 represents the detailed scheme of the verbal
semiotic spaces of the two perfumes and partly some visual
components, but only within the box surfaces. This scheme
demonstrates the verbal semiotic mode of both perfumes. The verbal
semiotic mode rests on the full naming complex consisting of the Al
brand name (BAD BOY / GOOD GIRL), the C3 genitive product
name, which is common for both goods (EAU DE PARFUM), the
D4 additional information, which is common to both (NEW YORK,
NATURAL SPRAY, e 50 ml 1.7 fl. oz). There is also a hybrid
diffuse name including some related components of the B2 and C3
names (COBALT ELIXIR / BLUSH ELIXIR).
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white font BAD BOYB, | B, GOOD GIRL golden font
blue back- CAROLINA HERRERA Ay | A1 CAROLINA HERRERA pink back-
ground NEW YORK Dy | D4y NEW YORK ground
golden font COBALT B,-C3 | B,-C3 BLUSH golden font
black back- ELIXIR ELIXIR black back-
ground ground

golden background golden background

black font black font

FEAUDE PARFUM C3 | C3 EAU DE PARFUM
ELIXIR NATURAL SPRAY Dy | D4 ELIXIR NATURAL SPRAY
e 50ml 1.7 FL OZ e 50ml 1.7 FL OZ
Ay CAROLINA HERRERA Ay
reiterated C3 EAU DE PARFUM C3 reiterated
components B,-C;3 ELIXIR B,-C3 components
NEW YORK

Dy NATURAL SPRAY Dy
e 50ml 1.7FL OZ
logo Il logo

Fig. 1. Scheme of perfume box verbal and visual semiotic modes, where: A;— brand
name, B, — individual name, B,-C; — hybrid diffuse name, C; — genitive product name,
D,4— additional information.

The hybrid nature of this name is connected with the usage of the
first lexemes COBALT and BLUSH, which are associated with
colours. Dictionary definitions of COBALT indicate blue colour,
which is associated with masculinity: "a hard, grey chemical element
that is a metal and is used in making paint and alloys" [17, p. 169].
"A shiny silver with metal that is often combined with other metals
or used to give a blue colour to substances such as glass, also cobalt
blue, a bright blue-green colour - cobalt - adj." [18, p. 287].
Simultaneously, the lexeme BLUSH is associated with red or pink
colours connected with femininity. Dictionary definition of BLUSH
demonstrates this association: "blush- redden to become redder or
darker in the face, usually from embarrassment, make-up a
substance, often a powder, put on face to add a slightly red colour"
[17, p.95], "the red colour on your face that appears when you are
embarrassed, blushed, also blush Am E. cream of powder used for
making your cheeks look red or pink" [18, p.154]. In this way, the
indirect colour naming gives the corresponding association with male
or female consumers and rests on visual, optical chemical association
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(cobalt) or physiological associations (blush) on the analogy of
colour symbols of sexes.

The second lexical unit, ELIXIR, according to its dictionary
definition ("a magical liquid that cures illness and makes people
younger" [18, p.509]), is related to the C3 genitive product name,
indicating its substance (liquid). That is why the hybrid diffuse name
may be represented with the formula B2-C3. It provides further
cohesion with the naming complex, particularly through a lexical
cohesion variant involving such near-synonymous units as parfum and
elixir, as well as the colour symbolism of the male (cobalt-blue) and the
female (blush-red) variants. Cobalt is connected with the blue colour of
different shades and saturation used for the box and the shopwindow
advertisement, while blush is connected with pink and corresponding
tender shades used on the surface of the box in the shopwindow
advertisement. All this means that the hybrid diffuse name provides an
additional cohesive step within the sphere of multimodal cohesion. It is
an innovative device which is reflected on the box surface and on the
central panel of each threefold unit, which together create the wholeness
of the sixfold shopwindow advertisement.

The verbal semiotic mode of the quasi-symmetrical perfume
shopwindow advertisement is described throughout a set of
parameters and includes the full naming complex consisting of four
or five names which are distributed within the whole advertisement.
The full naming complex is the obligatory functional block
encompassing four or five naming units such as: Al brand name
CAROLINA HERRERA; B2 individual name BAD BOY Cobalt
Elixir, GOOD GIRL Blush Elixir; C3 genitive product name Eau de
Parfum; D4 additional information New...

The verbal semiotic mode of the perfume advertisement consists
of several functional blocks, among which the full naming complex
is the most prominent. If the B2 individual name is separated into the
B2 real individual name and the B2—C3 hybrid diffuse name, the
total number of names encompassed in the naming complex is equal
to four or five according to whether the B2—C3 hybrid diffuse name
in the structure of the B2 individual name. The functional block
recognized as the placard/poster uses the same set of naming units —
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four or five, depending on whether the hybrid diffuse name is
included. The flask label and the logo are identical and represented
with the producer's personal name, CAROLINA HERRERA, which
was changed into Il through a shortening mechanism involving the
removal of a portion of the original word or word group.

Shortening focuses on subtraction. Lexical abbreviations are
commonly utilised in both spoken and written language. Typically,
they originate in written communication and gradually make their
way into spoken interactions. These abbreviations are formed by
combining the initial sounds or syllables of the elements within a
phrase or compound word. Initialisms are abbreviations that are
made by combining the first letters of multiple words, and are
pronounced alphabetically, that is, one letter at a time. The process of
shortening may be represented according to the stages: Carolina - C;
Herrera > H; C+H = Kl = logo. The auxiliary component contains
e-mail and other informational units.

Table 1. Parameters of verbal semiotic mode

Types of Structure of functional blocks and their content

functional blocks

Male Advertisement

Female Advertisement

Full naming
complex

A, brand name Carolina Herrera
B, individual name BAD BOY

B,-C; hybrid diffuse name Cobalt Elixir

C; genitive product name Eau de
Parfum
D, additional information New

A, brand name Carolina Herrera

B, individual name GOOD GIRL
B,-C; hybrid diffuse name Blush Elixir
C; genitive product name Eau de
Parfum

D, additional information New

Placard / Poster

Ay Carolina Herrera

A; Carolina Herrera

B, BAD BOY B, GOOD GIRL
B»-C3 Cobalt Elixir B»-Cs Blush Elixir
C;s Eau de Parfum C; Eau de Parfim
Dy New Dy New

Flask label A, I A, ld

Logo A ld A, ld

Accessory e-mail www.youtube

If the parameters of verbal semiotic mode are compared according
to the male and female advertisements (7able I), the reiteration of
names provides verbal cohesion. Reiteration may be complete when
the corresponding name is identical in both advertisements, and partial
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if only a name component is reiterated. A1 brand name Carolina
Herrera is reiterated completely within the full naming complex,
placard, and poster. The same Al brand name, but only in the form of
initialism CH, is used on the flask label and the logo. The C3 genitive
product name Eau de Parfum is used completely within the full
naming complex, placard, and poster. D4 additional information New
is reiterated within the full naming complex, placard, and poster. The
innovative structure — the hybrid diffuse name — is reiterated partly;
only the lexical unit Elixir is reiterated within the full naming
complex, placard, poster. Fig. 2 demonstrates the detailed scheme of a
sixfold shopwindow advertisement and the cases of reiteration within
its two-dimensional planimetric space.

Verbal reiteration may be internal, occurring within a threefold
unit, and external, occurring between the two threefold units. Internal
verbal reiteration in both threefold units rests on the A1 brand name
Carolina Herrera in its initialism form (the logo) Il. In particular,
the logo is reiterated on the surface of the bottles (flasks). Each
threefold unit uses four flasks. In addition, the logo is used as the
background on the central panel behind the dummy flask (factice).
Thus, verbal internal reiteration rests on the logo. This model of
reiteration is used within both the male and female threefold units.

Concerning verbal external reiteration, which occurs between the
male and female threefold units, the usage of corresponding names in
both units provides reiteration. The Al brand name Carolina
Herrera, the C3 genitive product name Fau de Parfum, the D4
additional information NEW are reiterated completely in both
threefold units, while the B2+C3 hybrid diffuse name is reiterated
partly using only the lexical unit ELIXIR. The reiteration of the logo
I1 is completely used for verbal external reiteration, providing more
intensive and extensive cohesion on the verbal level.

If internal verbal reiteration involves only the A1 brand name and
its logo, external verbal reiteration uses a set of names (the A1 brand
name, the C3 genitive name, the D4 additional information, logo, the
B2—C3 hybrid diffuse name, partly). To compensate the relatively
subtle verbal cohesion within the sixfold shopwindow advertisement,
the visual semiotic mode is used to demonstrate an intensive
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involvement of visual formal elements, which are reiterated within
each of the threefold units and between these units (7able 2).

Sixfold shopwindow advertisement

threefold unit threefold unit

a % “RRER, A E RRE
T
i
black black black | black
|
- dress - dress - dress i I dress
- hair A A | hair - hair 8 ! A | hair
- beard o o | beard - eyes Y H Y | eyes
 moustache A % | moustache - eye brows A i A | eye brows
- eyes B - eyes - eyelashes I eyelashes
- eye brows L a L eye brows Y i Y
bl I
blue piue blue pink ! pink
background backgtound background background : background
i
1 N
B, BAD BOY | —_ B, GOOD GIR[, —— golden font
? T Dblue background i ! [— ;ink background
B,-C3 COBALT ELIXIR B,-C3 BLUSH ELIXIR
|
D, C3 New Eaujde Parfum D4 C3 New Eau ide Parfum

internal visual reiteration
-blue colour

-black colour

-model’s icon

-bottle

internal verbal reiteration
A, Carolina Herrera

5 Ie

visual-verbal reiteration

& - BAD BOY

blue colour — Cobalt Elixir

|
|
|
|
|
|
|
|
|
|
|
|
A |
white font |
|
|
|
|
|
|
|
|
|
|
|
|
|
|

internal visual reiteration
-pink colour

-black colour

-golden colour

-model’s icon

-bottle

internal verbal reiteration
A Carolina Herrera

5 Iel

visual-verbal reiteration
Q - GOOD GIRL

pink colour — Blush Elixir
external visual reiteration

-black colour

external verbal reiteration

Ay Carolina Herrera

B,-C3 Elixir

C3 Eau de Parfim

D, New

5 Il

Fig. 2. Scheme of sixfold shopwindow advertisement and reiteration cases within its two-

dimensional planemetric space, where: — __ external central axis, _._._ internal lateral axis,
& male model, « — male perfume bottle of lightning shape,

© female model, B — male perfume factice of lightning shape,

A;— brand name, v — female perfume bottle of shoe shape,

B;— individual name, 0 — female perfume factice of shoe shape,

B,-C;— hybrid diffuse name, —logo,

C; — genitive product name, A —logo factice.

D, — additional information,

104



Bunyck LIT

......................................................................................

Table 2
Parameters of visual semiotic mode
Types Parameters Male Female
of formal (sub-parameters) advertisement | advertisement
elements
Product Number of article units | 4+1 4+1
(formal 4 real flasks + |4 real flasks +
element 1) 1 factice 1 factice
Visual position front; lateral + | front; lateral +
central central
Package bottle; glass; bottle; glass;
(type/material/geometry) | lightning shape |shoe shape
Model Gender male female
(formal Age young young
element 2) | Number of models 1 (doubled) 1 (doubled)
Visual position front, lateral front, lateral
Code of behaviour direct eye direct eye
contact, stern contact, slight
look smile
Image black-haired, long black hair
unshaven
Code of costume ordinary black |evening
shirt strapless lace
black dress
Background | Visual position back back
(formal Setting inside studio inside studio
element 3) | Details plane, no plane, no
decoration decoration

Internal reiteration rests on the visualisation of article units. They
are visualised five times using four real bottles and a factice. A very
effective way of reiteration is connected with the duplication of
models on the left and right lateral panels. The reduplication of
models is not absolute; rather, they are represented in slightly
different aspects, partly front, partly profile. The female model is
shown in two variants of profile aspect, demonstrating her shoulders
and breasts, whereas the male model is shown in frontal and half-
profile aspects. According to the gender orientation of consumption,
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each perfume is accompanied by a model of the corresponding
gender. The reiteration of models emphasises the potential
consumers of the corresponding perfumes. The number of models,
their visual position, and age may be recognised as devices of
reiteration and elements of cohesion.

The plane background without any decorations and accessories is
reiterated, as an interior or studio setting, providing further cohesion
between the different threefold units. Even the general structure of
both threefold units is reiterated using the same type of internal
lateral axis, with the central plane board as a bearer of perfume
goods and two lateral plane boards for the visualisation of models.
This plane geometry reiteration strengthens the cohesion between the
two threefold units within the sixfold shopwindow advertisement.
Internal and external visual reiterations are mixed, supplementing
each other and compensating for the lack of verbal reiteration. Visual
reiteration may be found not only in the images and icons, but also in
the reiteration of colour.

Colours are used in the sixfold shopwindow advertisement,
creating a visual semiotic mode (7able 3). Colours and hues are
represented within a framework of parameters and are associated
with a definite male or female threefold unit when colours function
as indicators (markers) of gender. In particular, blue is used in
different hues: dark blue is used for the background, saturated blue is
used both for the background and the bottle glass, and light blue is
used for the panel board frame. Blue provides internal cohesion
within the male threefold unit. The opposite female threefold unit
uses pink in the same way, including in the colouring of part of the
perfume bottle. The black colour provides internal and external
reiteration simultaneously. This colour dominates in the male
advertisement, where black is used for the bottle cork and the
model's dress, hair, eyes, eyebrows, moustache, and beard. It is also
used in the female advertisement, colouring part of the bottle, as well
as the model's dress, hair, eyes, and eyebrows. Here, black colour is
used for internal and external reiteration, binding the two threefold
units into one common shared structure. The white colour is used
only within the male advertisement, colouring the font and the logo
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factice. Gold with its lustrous effect is used in the female
advertisement for colouring the back of the flower, the logo factice
and part of the bottle. Gold is also used for colouring the logo on the
surface of perfume bottles, lightning elements, and shoe shapes. Gold
is mostly used for internal reiteration, and partly it is used for
external reiteration as well. Prevailing in the colour scheme, black
gives the whole advertisement a sense of darkness, calmness,
mystery, and tranquillity, binding all panel boards together.

Table 3
Colour parameters and their reiteration in visual semiotic mode
Colours Parameters Male advertisement Female
or hues | (sub-parameters) advertisement
Formal elements, Formal elements,
their parameters their parameters
(sub-parameters) (sub-parameters)
Black Intensive model's dress, hair, model's dress,
Saturated eyes, eyebrows, hair, eyes,
beard, moustache, eyebrows, part of
bottle cork the bottle
Blue Dark blue background;
Blue saturated background & bottle;
Light blue frame of panel board
Pink Light rose background;
frame of panel
board; part of the
bottle
White Intensive font;
Saturated logo factice
Gold Bright logo flower; logo; logo
Lustrous factice; part of the
bottle

Multimodal  cohesion  within the sixfold shopwindow
advertisement is divided according to the crossing of the internal
lateral and external central axes. The male model & is reiterated
through the male blue colour and its shades, and in the component of
the B2 individual name BAD BOY. The blue colour is connected with
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the component of the B2—C3 hybrid diffuse name Cobalt Elixir. All
these elements create multimodal internal cohesion, combining the
verbal units BOY — Cobalt and the visual units (the male model &
image — blue colour). In the same way, multimodal internal cohesion
is represented in the opposite threefold unit, where the female model
Q image is reiterated through the female pink colour and its shades,
and in the component of the B2 individual name GOOD GIRL. The
pink colour is connected with the component of the B2—C3 hybrid
diffuse name BLUSH ELIXIR. The lexical unit GIRL is connected
with the shoe-shaped perfume bottle. All these elements create
multimodal internal cohesion combining the verbal units GIRL —
Blush and the visual units (female model Q@ image — pink colour —
shoe-shaped perfume bottle).

Multimodal external cohesion is not so evident. It is connected
with the division of the advertisement semiotic space by means of
the external central axis. This axis does not support the multimodal
cohesion to the same degree as it is realised within the threefold units
which are rather independent. They are divided by internal lateral
axes. These axes do not create obstacles for multimodal internal
cohesion within each threefold unit. As each threefold unit advertises
an individual perfume with its individual name and flask of
individual design, and these goods have different consumers
according to gender division, only subtle traces of external
multimodal cohesion may be found in this case. The verbal semiotic
mode demonstrates external cohesion through the usage of the Al
brand name CAROLINA HERRERA and its logo I, the C3 genitive
product name Eau de Parfum, as well as components of the B2—-C3
hybrid diffusive name, namely Elixir. The visual semiotic mode has
some traces of cohesion with the verbal semiotic mode. In particular,
the C3 genitive product name Eau de Parfum is associated (in a
formal way) with glass bottles-containers for olfactory goods, which
are repeatedly represented. The visual semiotic space of the threefold
unit in its construction and common design is used in both male and
female advertisements. It includes the position of goods, factices,
models, panel boards, and plane geometry. The black colour used in
both threefold units adds a common shade of mystery and romance.
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Conclusion. The sixfold shopwindow advertisement of perfumes
shows some specific features of its semiotic space structure, which is
reflected in multimodal cohesion, including verbal and visual semiotic
modes. Multimodal cohesion rests on two types of reiteration, including
internal (within the threefold units) and external (between two threefold
units). Multimodal cohesion encompasses verbal and visual semiotic
modes, which are closely interwoven with each other, providing
cohesion at a sufficient level, making the whole perfume advertisement
readable, understandable and informative for potential consumers. The
structure of the sixfold shopwindow advertisement reflects the flat,
plane geometry of a shopwindow. A panel (plane) board is the main
bearer of verbal and visual information. These boards are grouped into
two threefold units, and the huge and simultaneously form the larger
sixfold unit. The sixfold unit rests on the external central axis, and each
threefold unit rests on an internal lateral axis. The external central axis
creates obstacles for effective multimodal cohesion of the external type.
It looks rather subtle and weak, involving only some elements of verbal
and visual semiotic modes using a certain amount of conventional signs
and connotation. The internal lateral axes in the threefold units do not
create any obstacles for multimodal cohesion within these units.
Multimodal cohesion involves both visual and verbal semiotic modes.
The verbal semiotic mode is relatively restricted in its cohesive
potential, but it is compensated for by the intensive usage of the visual
semiotic mode, including the reiteration of images and icons, and the
use of colour for reiteration. Colours, especially black colour, are used
for cohesion between two threefold units. The specification of cohesion
for the sixfold shopwindow advertisement rests on the multimodal
function and the coexistence of internal and external reiteration of verbal
and visual mode components. The sixfold shopwindow advertisement
indicates a direction for further investigation. The research of
multimodal cohesion in the space of a perfumery shop or department
appears particularly promising, taking into consideration the usage of
architectural details as bearers of advertisement.
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