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SHOPWINDOW PERFUME ADVERTISEMENT:
REFLECTION OF MULTIMODAL COHESION
INITS STRUCTURE

Abstract. This article examines the structural features that reflect two
principal semiotic modes in the inner construction of a perfume
advertisement, ultimately creating the overall semiotic structure of the ad. The
advertisement, representing a pair of common brand perfumes, consists of
five semi-individual panels. The constructional specification of this penta-fold
paneled advertisement is intrinsically linked to its semiotic structure. The
entire semiotic structure of the advertisement can be understood as
comprising two independent modes: the verbal mode and the visual mode.
Each mode is further subdivided into distinct components, and some
components even include additional sub-components that contribute to the
advertisement's intricate design. The verbal semiotic mode includes essential
components such as the naming complex, the logo, and the slogan. The
naming complex itself is a multi-layered entity, comprising several sub-
components, including the brandname, the individual name, the genitive
name, and supplementary information that further clarifies the product's
identity. On the other hand, the visual semiotic mode is defined by its own set
of components, namely the icon, colour, and space. The icon is made up of
three sub-components: the perfume bottle, the model, and the background.
The colour component is represented by a variety of sub-components, each
contributing to the overall colour scheme that visually conveys the product's
appeal. Multimodal cohesion within this complex perfume advertisement is
achieved through the reiteration of verbal and visual components, which are
mirrored across the different panels. These reiterated components (sub-
components) function as either hyper-integrants or hypo-integrants, creating
a complex and densely interconnected net of repeated elements that together
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form the integrity of the advertisement. Furthermore, the advertisement's five
panels are spatially organised into three distinct groups based on their
position within the layout: one central panel, two quasi-central panels, and
two peripheral panels. This division not only reflects the structural symmetry
of the advertisement but also enhances the emphasis placed on specific
elements within the overall visual narrative. This study highlights the intricate
ways in which verbal and visual components interact and support one
another, creating a cohesive and compelling advertisement that appeals to
both logical and emotional responses from the audience.

Key words: integrant, integrity, multimodality, mode, advertisement,
mode sub-component, semiotic mode.
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BITPUHHA INIAP®YMEPHA PEKJIAMA:
BIAA3EPKAJIEHHSI MYJIbTUMOAA/IBHOI KOTE3Ii
B Ii CTPYKTYPI

AHoTauif. 3anporoHosaHa cmammsi po3ansidae cmpyKmypHi 0cobueocmi,
wo eidbusaroms y ceoili 6ydosi d8a OCHOBHUX CEMIOMUYHUX MOOYCU, SIKi pa3oM
ymeoptoromb  3a2arnibHuUll ceMiomuyYHUl Kapkac crneyugiyHoi napgymepHoi
peknamu. Ockinbku yell pi3Hosud pexknamu, Wo perpe3eHmye 0ea napgymu, siKi
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Hanexamb 00 crifibHo20 b6peHdy, cknadaembCsl 3 MAMU HarieasmMoOHOMHUX
naHerned, pekrnamHa ocobrugicmes sidobpaxeHa 6 ii ceMiomuyHit cmpyKkmypi.
KomninekcHa cemiomu4Ha cmpykmypa uiei m'amucknadHUKoO8oi naHesibHOl
pekriamu  ckradaembcss 3 080X He3anexHux Mooycie: eepbarnbHo2o i
8i3yarnibHo20. KoxeH i3 yux modycie Garii nodinsiembCsi Ha OKpeMi KOMIOHeHMU,
a Oesiki 3 Hux ekmYarmb 000amkosi Cyb-KOMMOHeHMU, SIKi CrpUsiomb
ckraGHoMy QusaliHy peknamu. BepbanbHul cemiomuydHut Modyc micmumb maki
OCHOBHi KOMITOHEHMU SIK HOMIHaMUBHULU KOMII/IEKC, sloeomurt | eacro. Y ceor
yepey, HoMiHamueHuUU KoMrneKc € bazamouwiapo8um efieMeHmoM, Wo Micmumas
HU3KY Cyb-KOMIMOHEHMmI8, ceped SKUX BUOKPEeMIIeEMbCsl Ha3ea OpeHdy,
iHOusiOyanbHa Ha3ea, podosa Ha3ea, a makox 0odamkoea iHghopmauisi, sKa
YmOYHIoe iBeHmuyHicmb npodykmy. BidyansHuli cemiomuyHUL MOOYC OXOrMIToe
maki KOMNOHeHMU 5iK 306paXkeHHS, Korlip i pocmip. 306paxeHHs1 Micmumbs mpu
cyb-KoMrnoHeHmu: goriakoH 3 napghymamu, Mooesb i 3azarnbHe mso. KomrnoHeHm
Konbopy npedcmassieHutl pi3HoMaHIimHUMU MiOKOMIOHeHmMamu, siki Ghopmyoms
3azanbHy KOMbOpoB8y nanimpy, Wwo eidyanbHo repedae npusabrusicmp
npodykmy. MynbmumoOQarnbHa Koeesisi ujiei cknadHoi napgbyMepHoi peknamu
rpyHmMyempbcsi Ha MOBMOPEHHI eepbaribHUX | 8i3yarnbHUX KOMMOHeHmig (cy6-
KOMoHeHmig). [NosmoprosaHi KOMMIOHEHMU (Cy6-KOMMIOHEHMU) (hbyHKUIOHYHOMb
5K einep- abo aifnoiHmezpaHmu i ymeoproomb 2ycmy MepeXy Mo8ImMopPr8aHUX
KOMIOHeHMmI8, Wo pa3om ¢hopMyroms UinicHicms pexnamu. Kpim moeo, yci n'ssme
naHesnel 8iMpPUHHOI peKknamu pO3MEX08YIOMbCS Ha MpU epyru 8i0nogioHo 0o
nosuuyji: oOHa ueHmparsbHa MnaHenb, 08i Keasi-ueHmparbHi, a makxox 08l
nepucgbepitiHi naHesi. Takul nodin He nuwe 8idobpaxkae CMpyKMypHY CUMempito
pekrnamu, a U rnocursnoe akueHm Ha nesHUX efileMeHmax y 3azarsbHil eidyarbHil
npeseHmauii. Lle docnidxeHHs mniokpecoe cKnaoHi criocobu e3aemolir
gepbaribHUX | 8i3yanbHUX KOMIOHeHMmIs, siKi nidmpumytoms OOUH OOHOZ20,
CMBOPIOKOHU y3200)KeHY ma MepeKoHIU8Y pexknamy, Wo anestoe sk 00 J102i4HUX,
mak i 0o emouitiHUX peakuiti ayAumaopii.
Knio4yoBi cnoBa: iHmezpaHm, iHmeaposaHicmb, MyfbmumModarbsHiCme,
modyc, peknama, ModycHuUl cyb-KOMMOHeHM, cemiomuyHuli Moodyc.

IHdopmauia npo aBTopiB: Hikipoposa €ezeHis FOpiieHa — kaHOuGam
ginonoeiyHux Hayk, doueHm,; doueHm kaghedpu aHeniticbkoi ghinonoeii ma
MDKKYIbmypHOI  KoMyHikauii; HaeyarnbHo-Haykogul iHcmumym ¢inosnoaii;
Kuiscbkull HauioHanbHUU yHieepcumem imeHi Tapaca LllegueHka.
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The main task of any advertisement is to be noticeable, to catch
potential buyers' eyes, and to make an unforgettable impression on
clients. That is why advertisements may be different, but always
effective and cognitive. For achieving the aimed object different
modern means are used: methods of psychological influence,
different polygraphic ways of drawing attention, and the newest
technologies. The main task of the advertisement designer is to
combine different methods effectively and to use necessary models
in every definite case and for a definite audience. The choice of
concrete advertisement methods depends on the aim, economic
conditions, general market state and contingent (quota) of potential
purchasers. According to its influence, advertisements may have
emotional features or be based on the national foundation (principles,
fundamentals). Desire to buy some goods is based on associations
and creation of a necessary image in the buyer's consciousness. This
image will be created with goods in the future. If advertisement is
rational, its foundation is information about advantages of certain
goods. The leading method which is used here is persuasion into the
necessity of buying goods (or using the service of a certain firm).The
main advertisement feature is a set of its simplicity, accessibility and
in some cases even its mysteriousness. Advertisement may be
understood as a communication process, a process of the sale
(management) organisation, economical and social process with
support of the connection with the community, or it is an informative
process and persuasion one. Mostly, advertisement is recognised as a
transmission of information about goods, services or ideas with the
purpose of involving consumers, creation of demand and popularity.

The aim of this investigation is to reveal the mechanism of
embodying the multimodal cohesion which occurs in the penta-fold
paneled perfume advertisement created for demonstration in
shopwindows. The objective of this investigation is to reconstruct and
clear up semiotic structure, its borders and ways of connection,
cooperation, integrity between mode components and sub-
components, which are the functional units creating verbal and visual
semiotic modes. The topicality of this research is connected with the
investigation of a very complicated phenomenon as it happens in a
rather complex construction consisting of five panels. The
understanding of semiotic structure needs the segmentation of
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independent components (sub-components) and recognising their
functional and semantic status. The novelty of this research rests on the
fact that the multimodal cohesion has not been investigated in the
penta-fold paneled perfume advertisement created for exhibition in
shopwindows. The object of the research is the extensive perfume
advertisement demonstrating a pair of related perfumes which are
advertised in individual ways, involving verbal and visual means of
representation. The subject of the research are processes of reiteration
which occur within each individual panel and between all five panels,
creating the whole construction of the perfume advertisement.

Publication analysis demonstrates that multimodal investigation
intensification is a peculiar feature of the last years' linguistic
research. It is connected with the analysis of different semiotic
components which form the meaning. Multimodal discourses show
static peculiarity if two or more semiotic modes are combined creating
discourse meaning [5]. Mode is understood as a set of semiotic
resources which create the meaning [10, p. 1]. Mode is known to be
understood as a resource which is formed socially and is used to
represent the meaning [4, p. 54]. The terminology unit "modality" is
used for the research of the multimodal discourse as the biggest
communicative unit. For example, any film may be represented as a
common mixture of different modalities (words, images, sounds,
colours, etc.). The film meaning is formed as their mutual inner
combination [18, p. 1]. Photographic moving image, recorded musical
melody, recorded phonetic sounds, recorded noise, graphical
materials bearing names of actors and film group titres, different notes
were distinguished as informative film significant substances
[8, p. 90]. Some of these substances may be recognized in texts and
discourses too. Integration taking place between separate shots is
analysed in the aspect of project taxis (parataxis or hypotaxis) and
space-temporal plan [2, p. 181].

The detailed and meticulous analysis shows that film narrative
structures are understood as those involving the action of
characters [9]. Principal groups of cinematographic actions were
separated: transactional development, non-transactional development,
action of reaction, verbal action, and conceptual action [18, p. 116].
Features of verbal and visual component cooperations were analysed
by many prominent scholars such as R. Barthes [1], J. A. Bateman,
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K. H. Schmidt [2], G.Kress, T.van Leeuwen [5], R.Martinec,
A. Salway [7]. M.L. Ryan separates functions of language and image
in a meticulous way, explaining that language may demonstrate
temporality, changes, causality, thought and dialogue, difference
between reality and virtuality or opinion, judgement contradicting the
facts. Images show space relations within the history, characters'
appearance and elements of action space [14, p. 19]. G. Kress and
T. van Leeuwen in their research of reactions between readers and
characters separate such functions as social distance, relationship,
contact, and modality. The social sphere is determined with the type
of characters' positions [6, p.124]. Kress and van Leeuwen's
Grammar of visual design tenets (propositions) was developed by
C. Painter, J. R. Martin, L. Unsworth [13]. On the interpersonal level
they enumerate such components of the meaning system as focusing,
empathy, influence, proximity, orientation, atmosphere and
graduation [13, p. 21]. R. Barthes [1] puts forward the connections
between text and illustration as equal in rights and at the same time
not equal in rights. B. Spillner [16, p. 92] develops R. Barthes' ideas
about possible relations between text and images. He distinguishes
cases when one semiotic system (text or illustration) gains the
function of another system. Text may demonstrate dynamics using
different methods of printing. K. Shriver suggests her own
classification of connections between document elements belonging
to different semiotic models which contain text and illustration
[15, p. 412-428]. R. Martinec and A. Salway [7] analyse relations
between text and image in a very precise way. According to the status
point they recognise equal and unequal connections, separate logico-
semantic connections into two big groups. Relations of extension
show the process of giving new information and put forward
alternative variants of topic or plot development [7, p. 358].
M. A. K. Halliday and C. Matthiessen [3, p.460] introduced
elaboration, extension, and enhancement to indicate connections
between sentence parts, but these notions are applicable to describe
connections between text and image. Relations between text and
image rest on content, and they are not the only types of relations.
H. Stockl gives two additional ones: space-syntactical and rhetorical-
logical. The first grasps image-text, text-image, or their interchange.
The second contains resemblance, contrast, space-time, and
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accidental, allusive connections [17, p.214-219]. Traditionally,
perfume advertisements have verbal and visual ~modes.
Advertisements show some features of multimodal discourses.
Apparently, advertisements may contain some reflection of
multimodal cohesion [11; 12]. That is why the differentiation of
semiotic mode components and sub-components, recognising their
function, their position and status as formal elements may be useful
for detailed analysis of perfume advertisements especially in the focus
of their poly-fold paneled structure.

The main information representation should be started with
understanding the status of perfume advertisement. This type of
advertisement does not function by itself. It reflects all social
standards which are established in the society. According to the target
audience, it is the consumer advertisement focused on the certain
potential consumers (social groups of definite age, gender,
professions) in certain countries, regions, parts of the world
(continents). If you are not attracted to the advertisement, it means
you do not belong to the social group for whom the advertisement is
created. According to the advertisement recipients, the perfume
belongs to the consumer advertisement. From a functional point of
view, it is a goods advertisement. It should improve and support the
process of selling the products. According to the sphere of spreading,
this advertisement is international or created for English-speaking
countries. International advertisements play an important role in
peoples' integrity because new ideas and values are gradually
penetrating with goods. In a very general and common sense, perfume
advertisement is a part of mass communication, and in the sphere of
mass communication advertisements are information — figurative
expressive texts which are addressed to some social groups to make
them do some actions or make some choice which is advantageous
and profitable for the advertisement producers.

Some preliminary remarks should be taken into consideration.
Shopwindow perfume advertisement (or SPA for short) belonging to
the visual and verbal bearer of information about olfactory goods
demonstrates a set of individual features, which gives the possibility
of separating SPA into a certain sub-class according to its
remarkable peculiarities. First of all, SPA is used for exposition in
exterior shop windows. That usage makes it functional in the visible
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place and so its being eye-catching is the leading parameter among
others. From the structural point of view SPA consists of five panels
which are simultaneously definite, independent and separate
components and may be wused as individual autonomic
advertisements if they are exhibited in different places. They are
connected mechanically in a chain with a logical order, reflecting
the idea of its producer and designer. All these five panels creating
the unified SPA advertise a pair of goods which are olfactory
products of one and the same manufacturer belonging to one and the
same brand. Being separated with a thick glass screen from the
potential users, SPA is unable to represent an aroma, smell, odour in
a sensual perceptual way. It means that olfactory semiotic mode is
absent in the space of SPA. Simultaneously, all five panels of SPA
are bearers of verbal and visual information. It confirms the fact that
SPA semiotic structure grasps two mode types. They are verbal and
visual semiotic modes. The hybrid nature of SPA is connected with
mixed means of advertisement. SPA is a kind of advertisement
material which may be represented involving such advertisement
devices as exhibitions and fares — the exposition of SPA in
shopwindows may be compared with permanent expositions
(collection of samples, showrooms). Exterior advertisement — shop
windows belong to architectural details with street out aspects. They
are observed from the streets, pavements, roads, driving ways. All
these features create the hybrid peculiarity of SPA and ask for
steady, step-by-step investigation of its multimodality.

The most noticeable and evident structural features of SPA is the
hierarchical relation between panels in the penta-fold construction
(Fig. 1). The panels which are represented in Fig.2 and Fig.6 are in
the periphery of the paneled chain. Their peripheral status is
confirmed with their function. They indicate the border (the beginning
and the end of the whole SPA). The panels shown in Fig. 3 and Fig. 5
may be recognized as quasi-central. They support the central panel
(Fig. 4) and connect it with peripheral ones. The central panel (Fig. 4)
dominates and determines structural features of the penta-fold paneled
advertisement subordinating quasi-central and peripheral panels. The
central panel is the very centre of symmetry and the whole structure
of SPA is symmetrical with the second order axis of symmetry. The
further investigation rests on the structural features of SPA and moves
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in the direction from the peripheral panels to the central one, passing
through quasi-central panels. Subordinate function and nature of
peripheral and quasi-central panels and dominant function and nature
of the central panel determine the direction of order steps researching
the SPA. Its investigation starts from the opposite sides involving
peripheral panels (Fig. 2, Fig. 6), gradually moving to the central
panel (Fig.4), passing through quasi-central panels (Fig. 3, Fig. 5).

BAD BOY

¥ 43
1'%)!‘”

) 1ON

1

Figure 1-6. Penta-fold shopwindow perfume advertisement (SPA)

Being the bearer of verbal and visual information, SPA should be
investigated in the aspect of verbal semiotic mode and visual semiotic
mode respectively. Each semiotic mode needs to be separated into
corresponding mode components. If it is possible, each mode
component may be separated into sub-components of different degree
of separation (segmentation).

Verbal semiotic mode of SPA includes three mode components
such as a naming complex, logo, and slogan. The leading position
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belongs to the naming complex which grasps four sub-components.
The first sub-component is A — brand name (Fig.2) CAROLINA
HERRERA. It is the producer's name which is established on the
perfumery market. The second sub-component is B — individual name
BAD BOY. It is a proper name of goods helping to recognise a definite
item and a certain article of olfactory product. The third
sub-component is C — genitive name, or a name of product
classification. It is connected with the goods terminology, which is
conventional and obligatory in the trade business and commodity
production. It is mentioned here in two variants (LE PARFUM , EAU
DE PARFUM). Within the peripheral panel (left side) it is the first of
inner verbal reiteration, when C — genitive name is reiterated. In
particular, only the lexical unit PARFUM is reiterated two times. It is
recognized as the first case of lexical cohesion within one and the
same panel. The fourth sub-component is D — additional information,
which indicates the place of headquarters (NEW YORK), substance
condition (NATURAL SPRAY), substance quality in different scales of
liquid measures (E 100ml 3.4 FL.OZ). The second mode component
is slogan (IT'S SO GOOD TO BE BAD). There is another case of
reiteration within one and the same panel (inner-panel reiteration).
The lexical unit BAD of B — individual name BAD BOY is reiterated
in slogan IT'S SO GOOD TO BE BAD. Reiteration of the inner-panel
type makes integrity stronger. The lexical unit BAD functions as an
inner-panel integrant. Slogan is recognized as the second constant of
the firm style. Traditionally it is represented as a short line of lexical
units reflecting the main idea of the company (producer). The slogan
has two aims. The first is to support the steady advertisement
campaign, and the second is to briefly represent the main idea or topic
which is associated with goods or a firm name. Slogan is good when
it is functional. It should be understandable, short, and easy in
pronunciation. In our case the slogan is represented in the form of a
simple sentence with the formal subject IT. Firm style rests on two
constants: logo and slogan. They both perform one of the main
functions of the advertisement. They give goods some image that
effectively distinguishes firm goods from their other competitors.
Main principles of the firm style creation is based on visual, specific
and positive image of the firm (company). Logo is the main
differential. Logol'1 is created from the initial letters of A — brand
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name CAROLINA HERRERA > CH >1i1, where the second letter is
used as the base for the first letter. In some way it may be recognized
as reiteration of A —brand name in the abbreviated form.

Verbal semiotic mode of SPA, in particular its peripheral panel
(right side) (Fig.6), includes only two mode components. There is a
naming complex and logo. Within the naming complex there are four
basic sub-components. The leading position belongs to A — brand name
CAROLINA HERRERA. It is identical to A — brand name in Fig.2.
That confirms the fact that both perfumes have been produced by one
and the same manufacturer. The second sub-component is
B — individual name Very GOOD GIRL. It shows that the perfume
advertised in Fig.6 is another compared with the previously advertised
BAD BOY item. The third sub-component is C — genitive name EAU
DE PARFUM indicating that both goods belong to one and the same
class of olfactory articles. In the last case there is only one variant of
terminology word combination. The fourth sub-component is
D — additional information indicating the place of production (NEW
YORK), substance itself (NATURAL SPRAY) and its quantity (E 80 ml
2.7 FL.OZ). Slogan is missing here but logol‘itakes place here.
Comparing two distant panels of common peripheral position but
different sides (left and right) demonstrates the distant integrity of
SPA. Here integrity is understood as a mutual and reciprocal
cooperation and coexistence of coherence (resting on logical order of
all five panels) and cohesion (resting on lexical reiteration). Integrity
is embodied as a set of integrants functioning within one and the same
SPA. Supporting integrity, all the integrants being function units are
structural elements of the whole SPA. The set of integrants reiterated
in peripheral panels A — CAROLINA HERRERA, C- EAU DE
PARFUM, D — NEW YORK and NATURAL SPRAY are sub-components
of the naming complex. The mode component logo I'1 is reiterated
too. Integrity between peripheral panels may be distinguished as
distant trans-integrity. In this case verbal semiotic mode components
(naming complex, logo) and their sub-components (A — brand name,
C — genitive name, D — additional information) function as distant
trans-integrants.

The next step of research involves the comparison of peripheral
and adjoining quasi-central panels in corresponding pairs (Fig.2 and
Fig.3; Fig.6 and Fig.5). There is a strong resemblance in the verbal
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semiotic mode of adjoining panels of the left side in SPA. They both
contain a naming complex, slogan, and logo (mode components) and
corresponding sub-components. Within a left-side quasi-central panel
(Fig.3) there are some cases of inner-panel reiteration, which is
realized involving a set of inner-panel integrants. In particular,
C — genitive name is reiterated in two forms. The first is a lexical unit
with the definite article (LE PARFUM) and the phrase unit (THE NEW
EAU DE PARFUM). Within the naming complex the lexical unit
(NEW) is reiterated in C — genitive name and D - additional
information. The lexical unit (BAD) is represented as a part of
B — individual name and reiterated in slogan (IT'S SO GOOD TO BE
BAD). Another case of reiteration is connected with logo (I1). Its
reiteration is connected with the double visualization of the flasks —
each of them has a logo on its surface. D — additional information is
reduced comparing with D — sub-component of the left-side
peripheral panel (NEW YORK NATURAL SPRAY E 100ml 3.4 FL.OZ
> NEW YORK). If left-side peripheral and quasi-central panels are
compared in the aspect of trans-panel integrity, the integrity between
these two panels rests on the reiteration of trans-panel integrants. The
leading position belongs to the naming complex and its sub-components.
A — brand name is reiterated in both panels, the same situation is
connected with B — individual name, C — genitive name, D — additional
information. Other mode components are involved in the process of
trans-panel integration too. Slogan occurs in both peripheral
and quasi-central panels; logo happens there too, but within the
quasi-central panel, it is reduplicated supporting inner-panel integrity.

If the right-side peripheral and quasi-central panels are compared in
the aspect of trans-panel integrity, both right-side panels demonstrate
common peculiarities which were distinguished in the left-side panels.
The right-side quasi-central panel (Fig.5) in its verbal semiotic mode has
features of inner panel integrity. The lexical unit GOOD is reiterated in
B — individual name (Very GOOD GIRL) and in slogan (IT'S SO GOOD
TO BE BAD). The lexical unit NEW is mentioned in D —additional
information (NEW YORK) and in C — genitive name (THE NEW EAU
DE PARFUM). Logo is reduplicated here. If right-side quasi-central and
peripheral panels (Fig.5, Fig.6) are compared in the aspect of trans-panel
integrity, it is seen that the naming complex reiteration plays the leading
part. Reiteration of each sub-component is established on a different
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level. A —brand name, B — individual name are reiterated completely and
entirely. C — genitive name is expanded if quasi-central and peripheral
panels are compared (THE NEW EAU DE PARFUM < EAU DE
PARFUM). Opposite process happens in the case of D — additional
information, it shows the case of reduction (NEW YORK < NEW YORK
NATURAL SPRAY E 80 ml 2.7 FL.OZ). The same way of reduction
happens in the left-side peripheral and quasi-central panels (Fig.2, Fig.3).
Trans-panel integrity is strengthened with the reiteration of the logo. The
right-side quasi-central panel logo is reduplicated too as in the case of the
left-side quasi-central panel.

The central panel verbal semiotic mode (Fig.4) is represented with
three traditional mode components, including naming complex, logo,
and slogan. The most specific is the combination of naming complex
sub-components and their mutual and reciprocal operation in creating
inner-panel integrity. A — brand name (CAROLINA HERRERA) is
reiterated in logo (I'T) two times on the surface of two different bottles
with different scents. This case of reiteration is combined with shortening
(CAROLINA HERRERA > I1), B— individual name grasps two different
names of perfumes (GOOD GIRL and BAD BOY) and B — individual
name, reduplicated in the extended variant (THE NEW VERY GOOD
GIRL & BAD BQY). This type of B —individual name reiteration is a
specific feature of the central panel. Extension is provided using such
lexical units as THE, NEW, VERY, &. C — genitive name (LE
PARFUM) is represented with French borrowing. Inner-panel
integrity is realised using the reiteration of separate lexical units. Both
units GOOD, BAD are reiterated in slogan (IT'S SO GOOD TO BE
BAD). In general, both lexical units GOOD and BAD are mentioned
in the central panel three times. Lexical units GIRL, BOY are
mentioned twice, the lexical unit NEW is mentioned twice in
B —individual name and D —additional information. The specification
of the central panel is connected with a high density of integrants
which grasps types of integrants and number of integrants involved
into the process of inner-panel integrity. A dense net of integrants may
be calculated in each of five panels; and the result of that calculation
is reflected in Table 1. Analysing table data it is seen that the highest
level of density happens in the central panel (Fig.4), number of
reiterations is equal to 9, and six units are involved in the process of
reiteration. The lower level of density occurs in the left-side quasi-
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central panel (Fig.3), it is equal to 5, and four units are involved in the
process of reiteration. The following level of density takes place in the
right-side quasi-central panel (Fig.5), it is equal to 4, and three units
are involved in the process of reiteration.

The left-side peripheral panel (Fig.2) demonstrates the level of
density which is equal to 3, and three units are involved in the process
of reiteration. The lowest level of density takes place in the right-side
peripheral panel (Fig.6), it is equal to land there is only one unit
involved in the process of reiteration. In general, within the penta-fold
paneled advertisement the inner-panel integrity, which is calculated as
density of integrants involved into the process of reiteration, grows in
the direction from the side-peripheral panels to the central panel.
Left-side directions demonstrate more intensive growing in comparison
with the right-side where growing is less intensive. This fact may be
explained by taking into consideration the direction of reading from the
left side to the right side. Observation of SPA starts from the left side
peripheral panel. That is why movement from panel 1 is more intensive
according to the density of reiteration. Movement from panel 3 to panel
5 is less intensive which demonstrates corresponding density of
reiteration. Reduction of movement correlates with the density in
the right direction.

Inner-panel integrity rests on reiteration within one and the same
panel involving a set of mode components, sub-components or even the
separate lexical units. Trans-panel integrity is responsible for the
cohesion and coherence of the whole SPA, grasping all advertisement
five panels. It rests on reiteration of mode components or sub-
components. Here separate lexical units are not recognised as integrants.
Integrants of the inner-panel integrity are divided into certain types
according to the number of simultaneous reiterations in a set of panels.
Maximum number of panels involved in reiteration may be five, and
minimal number panels reflecting the process of reiteration is two.
A —brand name (CAROLINA HERRERA) and logo (I'1) are represented
in all five panels of SPA (1,2, 3,4,5). It is evident that these two
integrants may be recognized as megalo-hyper. C — genitive name (EAU
DE PARFUM) is reflected in four panels (1, 2, 4, 5). Slogan (IT'S SO
GOOD TO BE BAD) is reflected in four panels too (1, 2, 3, 4). These
integrants belong to the medium-hyper type. Minimum-hyper integrants
are mentioned in three panels simultaneously.
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They are C- genitive name (LE PARFUM) in panels 1,2, 3;
B —individual name (BAD BOY) in panels 1, 2, 3; B — individual
name (GOOD GIRL) in panels 3, 4, 5. D — additional information
(NATURAL SPRAY) is mentioned only in two panels (1, 5) and may
be recognised as hypo-integrant. Results of trans-panel integrity are
represented in Table 2. Penta-fold paneled advertisement
demonstrates the complex nature of coherence and cohesion which
may be understood as integrity of two types: inner-panel and
trans-panel. Reiteration of verbal mode components, sub-components
or even separate lexical units within one and the same panel creates
a dense net of integrants (reiterated elements). Simultaneous
reiteration of one and the same verbal mode components or
sub-components in different panels creates trans-panel integrity.

Table 2
Trans-panel integrity of SPA on the basis of verbal integrants
. Number of a
Reiterated mode component (sub- panel (place of |Type of integrant
component) . .
reiteration)
A CAROLINA HERRERA 1,2,345 megalo-hyper
Logo It 1,2,3,4,5 integrant
C EAU DE PARFUM 1,245 medium-hyper
Slogan IT'S SO GOOD TO BE BAD 1,2,34 integrant
C LE PARFUM 12,3 minimum-hvoer
B BAD BOY 12,3 e ran%’p
B GOOD GIRL 34,5 g
D NATURAL SPRAY 1,5 hypo-integrant

Visual coherence and cohesion of SPA correlates with visual
semiotic mode which consists of three mode components. Mode
components have a complex nature which is reflected in the division
of mode components into further sets of sub-components. The leading
position belongs to the icon mode component which is divided into
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three sub-components, including olfactory goods in their package, a
model, and background. The colour mode component is divided into
colour-scheme subcomponents. The third mode component is
connected with space which reflects the general design of
advertisement. Background according to its optional, secondary
function gives the ability for better and recognitive visualisations of
icon sub-components. The background of the left-side peripheral
panel (Fig.2) is formed as a white visual space without any additional
element. The first panel of SPA stresses on the package of olfactory
goods. There is only one article unit which is represented on the
left-side peripheral panel which is shown in the front position. SPA
gives the opportunity of seeing the package in outer and inner variants.
The inner package is represented with a black plastic bottle with a
very original shape of forked lightning fixed on the flat plate. The
outer package is a black rectangular cardboard box with a light-yellow
label. Usage of two contrast colours (black of package and white of
background) improves the visualisation of olfactory goods. The
light-yellow colour of the label softens the contrast of black. The same
combination of colours (black and light-yellow) is used for the print.
The opposite right-side peripheral panel (Fig.6) is designed in a
similar way, using a simple and plain white background. The same
way is used for package visualisation. The inner package is a glass
and plastic bottle with a shape of high-heeled shoe. Three different
colours are used for the flask colouring: a golden high heel, a black
heel, a red instep and a red toe. The outer package is a black
rectangular cardboard box with a red label and golden ribs. Shoe
colour scheme is reflected in label print (combination of red and
golden). Both peripheral panels are similar in their space design,
representing olfactory products, underlying the specification of outer
and inner packages.

There is some design resemblance between left-side (Fig.3) and
right-side (Fig.5) quasi-central panels. Both panels are focused on
models. The central position of panel 2 belongs to visualisation of a
masculine model. It is a young handsome man with attractive facial
features and fashionable hairstyle, wearing a black shirt, moustache
and short-cropped beard. The model's square chin, hollow cheeks, and
protruding cheekbones make him nice and sexual. Direct eye contact
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and soft smile underline his handsomeness. Three colours dominate
in panel 2. They are black, grey and white. Soft and gradual transition
from black into white is used in the background. Perfume bottles are
in grey and black colours. They are shown against the white spot of
the background that makes bottles visible and sharp shaped. Panel 4
(Fig.5) demonstrates two perfume bottles in the right low corner.
Black and black-and-red bottles are shown against the deep red
background making perfume bottles visible and clear-cut. The
central icon of panel 4 is a feminine model. It is a young
blond-haired tall attractive woman with shapely legs and knees,
delicate palms and tender fingers. Shoulder-length blond hair covers
her long swan-looking neck. Red colour in different shades
dominates. Transition of deep-red shade into bright-red one is used
for the background. The model is wearing a fashionable long-sleeved
red dress. The very low neck of her decolletage dress makes the
model provocative, seductive and tempting. Her make-up is simple
but bright with scarlet lipstick. Open parts of the model's body are
clear-cut, but her red dress blends with the red background. If
panel 2 and panel 4 are compared, it is evident that the masculine
model is represented in half-profile and shoulder-length but the
feminine model is taken full-face and knee-deep.

Panel 3 has a central position (Fig. 4) and its core position is
reflected in the structure of visual semiotic mode. The central panel
combines visual information of the left-side and right-side panels,
making this information more concentrated and saturated, squeezed
into one crammed space. Space of panel 3 rests on the mirror
symmetry. Symmetrical position of male and female models, and
inverted symmetrical position of corresponding perfume bottles make
the whole panel space intricate, polychromatic, polysemantic,
multiform, and versatile. The symmetrical axis is visible even in the
background where black and red colours meet. The existence of three
axes between black and red background, male and female models,
female and male perfume bottles combine two wings of the whole SPA,
indicating its specific way of integrity. Results of the step-by-step
investigation of trans-panel integrity within SPA on the basis of visual
integrants are shown in Table 3.
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Table 3
Trans-panel integrity of SPA on the basis of visual integrants

Number of a panel
(place of Type of integrant
reiteration)

Reiterated mode component
(sub-component)

megalo-hyper

black colour 1,2,3,45 integrant

bottle in the shape

of forked lightning 123 minimum-hyper
of a hgh hesled snoe 345 integrant
red colour 34,5
masculine model 2,3
feminine model 3,4 hypo-integrant
rectangular cardboard box 1,5

Megalo-hyper integrant which is represented in all five panels
belongs to the colour mode component and is recognised as black sub-
component. This colour is used for the perfume bottle and its box
(Fig.2). The following panel (Fig.3) uses black colour for the perfume
bottle, and clothes of the male model. The central panel (Fig.4) uses
black colour for a left-side background, male's clothes, and both
perfume bottles. The right-side quasi-central panel (Fig.5)
demonstrates only separate parts of visual objects. It is a perfume
bottle and another bottle with a black heel. The final panel (Fig.6) uses
black colour for a perfume bottle and its box. SPA has three
minimum-hyper integrants which are visualized in three panels. They
include the red colour. This colour is distinguished in panel 5 and is
used for the perfume bottle and partly for the perfume box. Panel 4
uses red colour for the perfume bottle, model's dress, make up, and
the background. Red is used in some restrictions in panel 3. It is a
female's marker (gender indicator) of dress, make-up and background,
and the female shaped perfume bottle. Another minimum-hyper
integrant is visualised in panels 1, 2, 3. It is the icon of the bottle in
the shape of forked lightning. Its vis-a-vis bottle is visualised in
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panels 3, 4, 5 and is made in the shape of a high-heeled shoe. Three
hypo-integrants are visualised only in two panels. The icon of the
package, which is made of cardboard, appears two times in panels 1
and 5. Image of a male model is seen in panels 2, 3 and its vis-a-vis
female model image is depicted in panels 3, 4.

Visual inner-panel integrity occurs in SPA too, but its degree, level
and influence is weaker than in the case of verbal inner-panel
integrity. Results of that step of research are represented in Table 4.
Within the left-side peripheral panel (Fig. 2) only one component of
the visual semiotic mode is used for reiteration. This mode component
is colour, and it is represented only with black sub-component of the
colour scheme. Black colour is used for the perfume bottle and it is
reiterated on the surface of the box. In general, there is only one case
of reiteration. The left-side quasi-central panel (Fig.3) uses icon mode
component for reiteration. In particular, the reiterated sub-component
is the bottle shaped as forked lightning. These reduplicated bottles are
in the right low corner of panel 2. Another visual semiotic mode
component used for integrity is colour in black sub-component. Black
is used for male model's shirt, his eyes, moustache, beard; and the
same black colour is used for the perfume bottle. The central panel
(Fig.4) has integrity involving only colour mode component in its two
sub-components. They are black and red. Black colour is associated
with male's model and his perfume. That is why black colour is used
for his dress, eyes, moustache, beard and even perfume bottle.
A female perfume bottle has a black heel too. The red colour is a
female's marker. It is used for a female model's dress, her make-up,
the toe of her perfume bottle and even the right part of the background
which changes gradually from bright red into deep brown underlining
male model. Right-side quasi-central panel (Fig. 5) uses colour mode
component in its red sub-component indicating female sphere of
corresponding perfume. Red is used for a female model's dress, her
makeup, right part of background, the toe of the shoe-shaped perfume
bottle. Black colour is used for one variant of a shoe shaped perfume
bottle, and partly only for the heel of another (two coloured) perfume
bottle. The last panel (Fig.6) also uses black and red sub-components
of the visual semiotic colour mode component. Here integrity is
realised using both colours on two icons. The box itself combines
black and red with black domination. The second icon is a bottle in

94



Bumyck LI

--------------------------------------------------------------------------------------

the shape of a high-heeled shoe. There is opposite domination of the
red colour over the black one.

The results collected in Table 4 show that visual inner-panel
integrity is subsidiary in comparison with verbal inner-panel integrity
(Tablel). Panel 1 has 3 cases of verbal inner-panel reiteration and only
1 case of visual inner-panel reiteration. Panel 2 has 5 cases of verbal
and 4 cases of visual inner-panel reiteration. Panel 3 has 9 cases of
verbal and 8 cases of visual inner-panel reiteration. Panel 4 has 4 cases
of verbal and 4 cases of visual inner-panel reiteration. Panel 5 has only
1 case of verbal and 1 case of visual inner-panel reiteration.

Results of Tables 2 and 3 demonstrate the fact that trans-panel
integrity on the basis of verbal and visual integrants is the leading
mechanism which provides multimodal (verbal and visual) cohesion
within the penta-fold paneled shopwindow perfume advertisement.

The semiotic space includes visual and verbal semiotic modes.
Coexistence of coherence and cohesion is recognised as integrity.
Coherence rests on the logical order of five panels within the
structure of SPA. Cohesion rests on reiteration of lexical and visual
mode components or sub-components. Reiterated components
(sub-components) involved in the structure of semiotic space have
double nature (including cohesion and coherence) and perform the
common function as integrants providing integrity of SPA. If
integrants function within one and the same panel, they are recognised
as inner-panel integrants. In the case of functioning between different
panels, or even in all panels simultaneously, they are recognised as
trans-panel integrants. If trans-panel integrants appear sporadically,
they are hypo-integrants. If they appear frequently, they belong
to the class of hyper-integrants including three sub-classes (megalo-,
medium-, minimum-). Multi-level investigation using the notion of
integrant has been able to indicate the approach to the linguistic
research of multipaneled advertisements grasping all their semantic
and structural features.

Shopwindow penta-fold paneled advertisements are flat structures;
they are created for being demonstrated in shopwindows in plane
aspect. A bit different type of fold paneled advertisement is created
for being shown in shopping centers, trade shops. They are three-
dimentional, stereoscopic.

95



AKTyaJIbHI IPo0/IeMH YKPaiHCBHKOI JIIHIBiCTHKHU: Teopid i IpaKkTuKa

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

Visual inner-panel integrity of SPA

Type of
panel

Reiterated
units

Place and number
of reiteration

Total
number of
reiterations

left-side
peripheral
(Fig.1)

black colour

perfume bottle

1)

box

1

left-side
quasi-central
(Fig.2)

black colour

male model's shirt
4)
male model's eyes
male model's moustache
male model's beard
perfume bottle

perfume bottle

right low corner

1)

central (Fig.3)

black colour

male model's dress
®)
male model's eyes
male model's moustache
male model's beard
male perfume bottle
heel of female perfume bottle

red colour

female model's dress
©)
female model's make-up
female perfume bottle
background

right-side
quasi-central
(Fig.4)

red colour

female model's dress
(4)
female model's make-up
background
perfume bottle
background

black colour

Background
(4)
perfume bottle heel
perfume bottle
perfume bottle
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End Table 4
Type of Reiterated Place and number nu;(i)t:l: of
panel units of reiteration : .
reiterations
left-side black colour Box
peripheral (@)
(Fig.5) heel of perfume bottle 2
red colour Box
1)
toe of perfume bottle

Their stereometry is connected with inner-space of shopping centres
and trade shops. Being multy-paneled these advertisements are
installed in the inner space. Connections and relations between panels,
connections of some panels with some spots or local places of the
shopping centre inner space look very perspective for further
investigation and research.
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