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I. INTRODUCTION

Processes of persuasive communication in perfume advertising are
very subtle and efficient. They rely on a range of semiotic codes: audiovi-
sual codes, music, daydreaming scenarios, etc. The verbal code,language,
is just one of them. Very often we also have translanguaging, that is, the
switch to another language. AII these semiotic codes and strategies con-
tribute to covert and unveiled processes of communication in this type of
adverts, addressed at a target segment of the population to produce bran-
ding. Branding is the emotional connection of this target segment with the
brand name (Kovalenco,202L). This emotional branding requires inferen-
tial processes of interpretation, based on emotions, feelings, sensations
and on evoking a sense of identity, of liminal and idealized identities. In
this paper, these processes of persuasive communication will be pointed
out in order to deconstruct the way persuasion functions in this subgenre
of publicity, perfume adverts, our scope of analysis.

II. AIM

The goal of this paper is to deconstructpersuasiveprocesses of commu-
nication in advertising, focusing on perfume adverts because this subtype
of adverts can be claimed to be more subtle in their persuasive construc-
tion. To this aim, taking as a starting point the fact that advertising mes-
sages are not fully encoded (in language), even less perfume adverts, an
analyücal framework relying on an inferential model of communication
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from the field of Pragmatics will be used. Also, from the field of Anthro-
pology the concept of liminality ü/i11 be applied. This paper will show
the great analytical potential of the chosen conceptual frameworks for the
pu{pose of deconstructing persuasion in perfume adverts.

III. METHODOTOGY

The first conceptual framework chosen to deconstruct and analyse per-
fume adverts are key concepts from the linguistic field of Pragmatics, in
particular from Relevance theory (Sperber & Wilson, L995; Wilson & Sper-
ber, 2004)1. Concepts such as covert communication as well as the inte-
raction between explicatures and implicatures will be powerful analytical
tools. These concepts will be presented in detail in the following section.

In addition, it is my claim that the anthropological concept of limina-
lity will provide a complementary and interesting perspective to interpret
processes of persuasion in perfume adverts. Liminality (see Bigger,2009)
is characterizedby openness, by the experience of a beyond. In a limi-
nal space, one's sense of identity dissolves to some extent, to the point
that our rational selves may disappear. In these realms, ordinary parame-
ters of cognition may be subverted, and the emotional self can take over
and be led into other worlds. In these fictional worlds (the adverts), our
unconscious may start a process of identification with the visual identities
displayed in those oniric perfume adverts. h my analysis, I postulate that
perfume adverts can be analysed and deconstructed as liminal spaces,
invoking glamour, youth, beauty and idealized identities.

A small corpus of perfume adverts has been chosen just to illustrate
this type of analysis in this subtype of publicity.

ry. RESUTTS

In this secüon,I will present the analysis conducted using the concep-
tual frameworks mentioned above, the aim being to deconstruct perfume
adverts in their persuasion process. Our starting point is the acknowle-
dgement that inference rather than decoding words is the key to com-
prehension, as the field of Pragmatics has revealed. That is why our
hypothesis is that Relevance theory (Sperber & Wilson, 1995; Wilson &
Sperber, 2004), a pragmatic inferential model of communication, will be
useful for deconstructing perfume adverts. This theory states that the goal

1. See Zhaohui Xu (2013) for an application of Relevance theory to advertising in
general.
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of communication is changing the cognitive environment of a hearer' And

f*u fá."r on publicity uria rñor" spJcifically on- tf"re publicity of products

ul* p".rurr,"s, borderíine between material and immaterial goods,,com-

munlcation can also be considered as the art of changing the emotional

makeup of potential consumers. According to thiltheo¡Y, in our Process

of inference of meaning, w€ follow the co§nitive Principle of Relevance'

tl.,ut ir.tfr" principle of tahncing processing effort and.cognitive effects in

ord"rio."i.iurr"ihe final interpiétaUon. Fú humans, ima_ges and sounds

are easier to process than langlage and publicists.are well aware of this'

Wá 
""L" 

g"t l, U"a of pleasuie oüt of prócessing these stimuli. Publicists

use them?rst to catch out attention, wen to reward us for Payinq atten-

Uárr. u, Cook pointed out (1992).A"q ir, this way publicists introduce us

towhat I claim are liminal sPaces so that persuaáion and ernotional bran-

ding are easier to trigger. I vüill analyse thése two goals publicists attempt

to aihieve, in this order.

4.1,. CATCHING OUT ATTENTION, THE FIRST AIM OF ANY
ADVERT

A well-known and much discussed singularity of the genre 9f p$li-
cityis tl.tá fact that advertisements often exiit 9n the periphgry of receiver

utiá"Uotr (Cook, lggl).Consequently, a lack of cooperation between com-

Áurricutot and addreásee can Ée expécted. Strategi-es areused to catch the

áttention of the target segment to which the advért is addressed, such as

* uU*i"g style, eñticin[ resources_which create-rapport, surpris", ryol-
l;.;;t u'Uoí" á11, u r"ír" of membership or of iclentification, a whole

euá,rt of strategies whose underlying idea is to lead prospective !9"?3-
il;il; th; iiili aim: branding, or"the emotional cónnection with the

product and its brand name.

4.2.BRANDING,ORTHEEMOTIONALCONNECTIONWITH
THE PRODUCT AND ITS BRAND NAME

I have chosen to focus on the advertising of perfumes because 4 *y

"iu* 
trrir special subgenre is creating a parallel dimension in our culture,

*ni.f, i *itt ur.,utysJrsing the antlúofolo-gical.concept of liminallry in

connection with tire identi]ties visually and semiotically evoked. We can

i,,.ugñ perfume publicists storming-their minds to draw their audien-

ce,s attention u*uf from the feeling Jf Uuittg mani-pulated. Publicists lead

addressees to evocative interpretátive paths, which will become asso-

ciated with the perfume adveitised". Thóy. are also carefut balanc-rns §
p;;;riú effor't invested to retrieve the-final meaning and this fact has
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long been noticed by analysts (Tanaka, 1994). This paper highlights that
the nature of these interpretative paths is subtle, beyond rational cogni-
tion. It is emotional. Advertisers hope that the feelings activated will be
transferred to the product which is advertised, to the brand name, and in
this way succeed in triggering emotional branding (involving loyalty and
processes of identification) in the target segment to which the advert is
addressed. This fype of communication is called "covert communicatíon"
in Relevance theory.

I claim that this theory is very useful in the attempt to deconstruct per-
suasion in publicity precisely because it reveals that there are two types
of communication: overt and covert communication. In overt communi-
cation, communicators intend their message to be clear, the aim being to
transmit some piece of information(oid Caldevilla-Domínguez et a1.,2020;
Barrientos-Báez et a1.,2019). Overt communication is very tricky in publi-
city. As all publicists know, "the speaker does not publicize his informative
intention when he believes that revealing it would have an adverse effect
on its fulfillment" (Tanaka,1994p.43). Covert communication is a more
powerful concept to deconstruct publicity. hr contrast to overt communi-
cation, in convert communicatior¡ there are several layers of meaning, and
the real intended meaning is hidden. Publicity typically uses an engaging
style on the surface, in the microcosms or liminal spaces publicists create
in adverts, as we will see in the corpus of chosen adverts, but these strate-
gies are in fact masquerading another level of meaning: the hidden inten-
tion on the part of publicists of succeeding in thei¡ goal: to prompt their
target audience to emotionally connect with the brand name. Branding is
this emotional connectiort and is being achieved through instinctive or
emotional mechanisms, almost below the realm of critical consciousness.
hr perfume adverts, communication is not overt, as is in our daily life, but
covert, since the real intention of publicists is hidderu wrapped in what
I claim are liminal spaces of glamour and beauty where it is easier for
publicists to evoke in the target consumers emotional processes of identity
construction or membership, using a range of semiotic codes.

In regard to the semiotic codes used, Relevance theory will also help us
understand that the explicit part of communication, the so called explica-
fures, are just the first premise i. ury communicative event. In the case of
publicity, the explicatures are the semiotic codes and the narrative thread
used to construct the advert, which can be considered a meaningful micro-
cosm. Communication is a process, an interaction between the explicit part,
the explicatures, and all the implicit presuppositions or implicatures that we
retrieve in our minds in order to make sense and find meaning. The com-
bination and on-going interaction of explicatures and implicatures lead us
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to the final interpretation. Implicatures or PresuPpositional meaning relate
to all types of meanings stored in our brains, but we activate only what
we need in order to obtain the meaning that we Perceive is relevant to us.

According to this cognitive theory of communication, our human cognítion
functions in this dynamic, selective and ongoing way. This is the cognitive
principle of Relevance. And among all the possible meanings available to
üs, our human cognitive system is more attuned to some cognitive phe-
nomena, those related to survival mechanisms or to identity constructiorL
or to a sense of membership. My claim is that in perfume adverts, we are

allured out of our ordinary lives to liminalities, to liminal states, where
idealized identities and idealized realities seem wíthin our reach.

Covert communication can also be used to appeal to a slightly less

"basíc" instinct in human beings, snobbery (Tanaka, 1994;Peatson & Tur-
ner,1966). Advertisements for perfumes are a particularly good example
of this because perfumes are a luxury good. They have been traditiolalf
associated witlr-wealth and status, and from my anthropological analysis,
I will add with idealized liminal identities of being yonng, beautiful and
glamourous in an exclusive environment.

The following adverts will be used as a small cofpus for the sake of
illustration:

o Ls aie est belle-Lancóme2 (Aveillan, 2016). Here Julia Roberts leads
guests from conventional and du1l luxury to enjoying fregdo¡n
wrrite still being in a privileged place of glamour, elegance and rich-
ness. with hei'haló" effect (Yan, 2017; Birckett, 202L), she leads
them through glamour to openness to the beyond, to a liminal state

of mind of freeáom, to be associated with the perfume advertised.

o Inaictus Paco Rabannes.Inthis adverl the young and athletic hero
wins over his competitors, he is "Invictus", on a heroic journeyto
a heavenly group óf beautiful young women waiting for him- The
kind of victórious identity many males would like to have. This is
possible in this mythological liminal sPace, offered to the ProsPec-
tive target audience.

, Otyrnpia Paco Rnbanné. A similar advert creating a liminal paradise
addressed to victorious women, with the beautiful heroine of Greek
mythologys, Olympia, leading them to an oniric liminal world.

2. https://youtu.beIoE4H16NRNCE.
3. https://youtu.belVNOZTsK0gRs.
4. https:/ /youtu.belWxlgkmA-deA.
5. See Freire (2074) for the use of mythological characters in publicity.
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Even the use of French or English captions (in Spanish media) contri-
bute to the effect of glamour and above all, of liminality. These captions
are not perceived as obstacles to communication. Their function is not
conventional linguistic communication but a kind of language crossing or
"identity crossing" following Rampton's sociolinguistic ideas (1995). fhis
identity crossing contributes to the sense of inhabiting a liminat space and
time, where persuasion is easy to convey through the means analysed
above.

Illustration:
o Gucci Bloom'.In this oniric watery world, at the end, a voice says in

English: "Gucci Bloom, a new frágrance for her". This is an exam-
ple of language crossing, which is associated to identity crossíng,
the identity of elegant young women, who have English as their
youth code.

V. DISCUSSION

It is my claim that persuasion in perfume adverts is created through
the construction of transient liminal identities, idealized idenüties, highly
valuable in our secular culture, where the experience of the sacred is not
channelled any more through institutionalized religions but in the appro-
priation of youth and beauty.

So, I suggest this type of publicity can be analysed from this angle.
These visual identities are evoked in a liminal space that perfume adverts
create with their covert style of communication, opening up and unvei-
ling for us feminine or masculine idealized identities and thus igniting
our journey to an almost oniric site where wishes are fulfilled, and an ideal
version of oneself can be associated with those visual identities which are
targeted at the prospective audience, at their inner emotional líminality
between consciousness and unconsciousness.

In this realm of imagination and daydreaming, rational selves may
disappear. Ordinary parameters of cognition may be subverted, and the
emotional self can take over. In a world of rationality, perfume adverts
launch receptive addressees into another dimension: a liminat space,
where identities are not fixed by conventional, realistic parameters, but
liminal, with the fulIpotential to be transformed or associated with the
identities displayed in the oniric worlds created by publicists.

6. htFst/ /youtltbe/wafe6kDBb6c.
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By means of covert communication, the targeted-u"S*:9 it led into other

r"ulio where reality can be subverted, and new idealized identities can be

appropriated. Once engaged in this unconscious process of liminal identifi-
¿áo", the emotional Uiañaing with the brand name is easier to be achieved'

VI. CONCLUSION

Applying the anthropological concept of liminality,I postulate that in
the liriláal"spaces creaied iá perfume adverts, advertisers take advan-

tage of o,r. lir*un needs and- wishes, and-relying on them, lead their

taiget audience to the interpretaüve paths that will make them connect

tho-se sensations with the brand nalne. This process is called branding
and remains almost below the level of conscious awareness. Triggering

our human cognitive and emotional systems and matching themwith the

brand and the"advertised product is a clear strategy of covert communica-

tion, a useful concept from Relevance theory to deconstructpublicity' The

corurection is not rational, it has no logic init, but our mind is rational or

losical. Perfumes are not advertised fó[owing a line of rational thi¡*ing,
Higtte. order thinking is avoided in the microcosm of the advert. Critical
thiñking willbe an oñstacle to the persuasion-process. Therefore, it is not

brough[to the fore. And the sce.tei portrayedcan b9 treated as liminali-
ties, fiminal spaces between reality and urrconsciously desired identities,

wháre idealized identities of youih and beauty can be transferred to the

target audience, thanks to the'oniric appeal of the emotions, the narrative

thréad and the visual images presented'

To conclude, the results of my analysis points to the anthropological

concept of liminality and the pragmatic concept of covert communication

ur't 
"ry 

powerful aialytical t-ooG to deconstruct persuasive strategies in
perfume adverts.
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