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�4�~� Commercial Perfume Advertisements: 

4.1. A Discussion of Commercial Per fume 

Advel- t i s ements. 

In today's perfumery market there are quite a few 

prominent perfume houses which tlave their own 

well known brarld names. These or"igillatol"'S' 

�b �l�-�a �n�( �: �l �s�~� �l�i�~ �: �~� Ch<:':\nel, �G �u�. �f �-�: �~�(�'�l�a�i�n�~� �C�h�r�'�i�~�~�:�)�t�i�a�n� Di.CJ1-'1 

Tuscany, Rochas, �G�i�v�e�n�c�h�y�~� �D �a �v�i�d�o�'�f�'�f�~� Van Cleef 

and Arpels, and so �o�n�~� arouse a tligh level of 

public awareness. In some cases it lS 

specifically these brand names that sell the 

product. 801ng together with these products are 

the advertising concept. The main influ.ence of 

wi l:l �t�h�E�'�~� 

advertisement -- wi].l it sell the IJer'fume (arId not 

i.ts na.me Dn 1 y �~� ) '"? 

Often It is not the product itself that is the 

main focus of attention but what the consumer 

�~�"�' �I �i�l�l� bene'fit for example, wl.ll the man who 

wea l- S 'Cc)al Water" by Davidoff achieve the look 

elf 'sensual virility and sporti r1 8sS' that i,s 

depicted in the �a�d�v�e�r�t�i�s�e�m�e�r�l�t�~� �(�f�i�g�~�9�.�p�.�4�3�)� 
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Another question can also be as~(ed -- Is it wise 

te) see~: out a famous brand n3me~ P81-tlaps franl the 

world of fashion, sport or a movi.8 star? Or is it 

better to look out fc)r a bralld rlam~ that sOLlnds 

good~ is in tlarmony with ttle Dl-lglnal selll.flg 

COflcept, the tlrlefing for the fragrance and which 

have the right concept in the advertisement. 

\ 
A well-known brand name will, most importantly, 

stand for the image of the product that it 

,-epresents. This has both an advantage and sarne 

disadvantages. The only advantage is that the 

buyer recognizes the product by nameu It is 

~lowever not ~tnown how many admiy·ers tt,is brafld 

has or how many people reject it. With a flame 

from the fashion world 0118 carl make the 

c:oncl.usic)rl that a perfume is an extent ion of the 

style of c:lothiflg. Tllis is flO longer- valid i.f the 

name is that of a sports person or a rnOVle star. 

Today, the time of expliclt perfume names 15 

past. Modern consumers really orefer flames which 

permit them to create for t~lemselves their owrl 

picture of a fragrance based on its name. and 

with the help of its advertising concept" This 

pictur-e that tIle c:onsunlsr- deve].ops shc)uld give 
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free reign to illusions and fantasie5~ and most 

C) f a.ll satisfy t~le COT1SUmer"s cOflcept of the 

advertising (:ornes in~ which will be discussed 

11'3ter' on). 

Most of today ' s perfume adverti,sements in 

magazirles~ stAch as v~gue arid Cosmopolitan, dep1ct 

Inodels~ male and female~ as glamorous, styll,sh q 

exiting~ serlsual. successful and beautiful. 

WeariYlg these perfumes one gets the feeling of 

being classy, sporty, sexy or seductiveM Female 

models are either wearing stylish or outrageous 

gowns 01- seductive 1ing81-ie. Male Rlodels are 

wearing either very smal-t 01- casual clothing, or 

are well-built and scantily clothed for a virile, 

r'ugged and charming effect~ 

Some adver'tisi,ng c(Jncepts are q~Jite extl-aordiflBI'V 

- Like the one of ' The Giorgio Beverly Hills 

liThe iTlomf"=."nt you disc:ovel- its E'ffusive Sp]~ r'it ~ 

YOIJ'll Ilave breathed the E:<itement, the Life, the 

Magic of Beverly Hills. Created for Rodeo Drlve's 

most tarnous Gl01-gio BClutique, it's the scellt of 

t~le centlArYJ America's Signature fragrance. What 
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began as an Extraordinary California phenomenon 

went Ofl to captLlre the world. Creatinq a de!nand 

UneqLlaled in fragrance history. Easily moving 

iT1tO t~le ninetee's with i,ts llnique Style. the 

defi,nition of a trlJe Classic~ Giorglo Beverly 

Hills. It's m01-e t~\an you've ever imagined. 11 

(6i01-gio Beverly Hllis Inc~ a promotional 

Why do these or'iginators of a fr'agrance brings 

f01-th a cOTlcept that proinises consumel-S so much 

but actually gives so little - nothing is left 

()ver fOl" self-imagination and sel'f'-expel-ience. A 

fragra nce that is so descriptive that to 

experlence a fr"agrarlce otherwise as the one so 

gloriously described, is sacriligeous! 

Again my own approach enters the picture Why 

not Inake an adver'ti,sement of a perfume and leave 

the enjoyment of it entirely up to the consumer? 

let tlim or her e:<per'ience it for thelnselves! 

Most e)f today's advertisements show the models 

\Jcc upying the whole picture with the image of the 

fJer-fume contai.tlSr tuc~~ed away sonlewhere in a 

corner. Why does the orlginators 
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of ttl8 perfLlme or' fragrance spend 50 much money 

actual],y a p~leno~\enal amOllnt of money OTl 

de\!eloping a specific fragrance and the designing 

clf tile cor)taj.ner'~ when it recei.ves so little 

attention in the visual advertisement? 
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4.2. Illustrations of Commercial Perfume 

F :;(.:.1 " 1. 

GIVENCHY 
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5.1. A Discussien of Author 's own Approach: 

I approached perfume advertising from another 

angle" Why follow the f:onventional road to 

perfume advertising? Why {lot concentrate wholly 

on the bottle or container itself? 

Thsl-e are so marlY perfume bottles~ cOIltairlel-s~ 

flasks and flagons created specificall y for a 

certai.tl brand tt,at it is simply flot possible not 

to notice them! 

It COllI es in the most interestiYlg shapes and 

sizes; round~ elongated, flat, abstract, bizarre, 

conventional, three-di.mensi.onal and so Oll. They 

are made front glass - COlOU1-'sd, metallized, 

sandblasted~ from crystal - cut or uncut~ from 

metal - silvel-Colo(JI'ed, golcicolc)u('pd, 

coppercoloured, dull or shiny and many 

combinations - glass and "letal, crystal arld 

nletal~ g1.ass aTld crystal, and nowaday's everl 

plastic. Porcelain and stone are rare but it does 

appear! 

Some have the most intricate engr·aving and 

detai.l fac:eted in fasciTlating designs and 

clarity. 
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l't18 naines on the bottles and containers of each 

in black and white~ engraved in metal, raised 

letters in glass or cut into crystal, even casted 

in different materials. 

The contents of each container also comes in very 

different COlOU1-S. It varies from nearly 

tr'ans],uceflt to yell.(]w, amber COlOIJl'ed~ redcjish 

brown and pinJ~ to blue and greerl. 

My own ap~]roach come close to the macro side of 

photOQ1'aptlY" Mostly I do close-ups of a certain 

pal-t 01" prominent detail of a container-. I always 

try to get the brand name or originator's name 1n 

the image. I always try to make use of the colour 

clf tt\e container or the conterlts because that 

plays an intr-icate part in the image that I want 

to produce. Sometimes I bring in other elements 

that I feel enhanc:es; my images. Elements like 

Sfno~~e~ metal, water, glass, slate, stone or everl 

dif·ferent backdrops. The lighting I use ar"e also 

different. The most important aspect is to light 

the name o·f the ~)I-od(Jct. For sorne I use lighting 

front uYlderneath, fl-om tt,e back, sides and above. 
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My sources of lighting vary gl-eatly. Mostly I use 

flas!l - s(Jmetimes toget~ler with turlgsten and/or 

coloured gels. Almost always I use directional 

lighting to bring out intricate detail or to 

ac:ceIltuate the coloL~r of the contents or 

container. 

All my work is done in tt18 studio. I always use 

the Sinar 4 ){ 5 monorail camera. All oof my work 

is in prlnt because I don't think a 4 x 5 tranny 

has the impact that say a 12 x 16 print hasu I 

shoot o n colour negative and tranny that I 

develop iTl conventioTlal C41 chemica l~; to f)lOirlt 

then. The film I use ranges from Fujicc)lour 100 

ABA to 160 ASA~ Fujichrome 100 ABA , Fujichrome 

Provia 100 ASA~ Agfacolour l()O ASA~ Agfacolour 

Optifna 125 ABA to Agfa chrome 11)f) ASAu 

5.2. A Discussion of Author ' s work: 

Fig. A - GRAVITY (p.57) 

I shot GRAVITY on Fujicolor 160 ABA film. GRAVITY 

is a very dar~ blue glass bottle. It has an 

elongated triang u lar shape with a plastic cap. I 

lit t~le shot with 64 floas;hes from below aJld one 

flash from a softbox to shoot the lmage at 

© Central University of Technology, Free State



51. 

F45. For the misty effect I used carbon-dioxide 

dry-ice that is placed irl hot water' to release 

the white clouds of carbon-dioxide. For the whole 

shot I used a b1.ack ba(:kgrOlJnd" 

Fig. B - FOREVER (p.58) 

I shot FOREVER on Fujicolor 160 ABA. FOREVER is a 

clear glass bottle with a sandblasted finish. It 

Ilas an ova], shape, a clear plastic ca~) and 

ljght-yellow contents. For the shot I placed the 

bottle on a W1re grid inside a gl.ass bowl with 

water" I dropped a few droops clf greerl food'-

colouring into the water. I lit the shot with one 

flash fr'om below with a yell ow-orange gel, and 

one 'flas~\ frorn a softbol< to shoot the image at 

Fig. C - GLOBE (by ROCHAS) (p.59) 

I shot Gl_OBE on Fujicol.or" 1,00 ASA. GLOBE j,s; a 

round crystal bottle with detail of the Earttl in 

clear crystal, and a border of sandblasted 

the shot 

Th f.~ ":pnt ~~n t.~; 

I PlaL ed the bottle in a petri-dish on a 

dish I placed qLAi.cksilvel- and sepal-ated 

for-m indiv.idl., · l dnJps. I lit ~~ shot "f_th 

PfL ... ,.,. t ;.' • ~( ,)J9 
BLO H;, uN, fiN 9300 

I 
f 
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one flash from the side us~ng 3 red gel and one 

'flash from 3 softbox to shoot the lmage at F32 . 

Fig. D - XERYUS (p.60) 

I shot XERYUS on Agfachrome 100 ASA which I 

developed in C41-chemicals. XERYUS is a 

metallic-lik:e coloured qlass bottleM It has a 

rectangulal- shape with raised detail on the 

surface. For back:gro\Jnd I lJs;ed lead that ~las beer! 

melted and poured onto a flat surface to 

solidify. I lit the shot with one flash from a 

softbox and one flash from a spotlight Wittl a 

golden gel to shoot tl,e image at F~,5. 

Fig. E - JOOP (p.b1) 

I Stl0t JOOP Of) Agfachrome 100 ASA which I then 

developed in C41- chemicals. JOOP is a semi-

cir'cular, IOflgish (:l-ystal bottle with a dark 

violet content. I placed the bottle on a Wlre 

grid and a white background. For lightlng I used 

one flash from a spotligtlt through the back of 

the bottle, and Olle flash from a sClftbox to S~loot 

Lhe ilnage at F22. 

Fig. F - POISON (p.b2) 

! shot POISON on Agfa-Optima 125 ASA. POISON is a 
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egg-shaped bottle wi.th a deep purple colour. It 

is shaped in crystal with cur-ved indentations all 

ar-ot.l.nd~ <J.nd a n.1.(:elv ':-3hape.d pl.€:t-::it".lC cap. I u';:=jE~d~;\ 

black background and cubes of ice placed at 

random. For lighting I used eight flashes fj 'om 

t,elow and directional tlJngsten lighti.ng (for an 

exposure of fOllr seconds} to light the name of 

the perfume. I shot the ilnage at F22. 

Fig . G - KNOWING (p.63) 

KNOWING was shot on Agfacolour 160 ABA. KNOWING 

is a flat~ longish bottle with abstract planes 

cut into the cr'ystal. It's got the name "KNOWII~G'; 

~)rin ted in gold on the plastic cap. The contents 

is a light yellow in colour~ The background I 

used was bright blue shell-shaped glass which I 

placed around tile bottle. I lit the tlott)e with 

four flashes from below with a spotlight and the 

name I l i t with two flashes from a softhox. The 

whole image was Stl0t at F45. 

Fig. H - BYZANCE (p.64) 

8YZANCE was shot on Agfachrome 100 ABA and then 

developed j,n C41-chemicals. BYZANCE is a round 

blue glass bottle with the name r'aised in a 

circ{.Jlar area. The bac~:ground I lJsed for BYZANCE. 
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is a mi.rror on which the bottle stands . In the 

for·eground is watel- in w~lic~1 the name o·f the 

perflJme reflects. The image was lit by four 

flashes through the bac~· of the bottle and one 

flash from a softbox to light the name. The image 

was shot at F22. 

Fig. I - GABRIELA SABATINI (p.65l 

I shot GABRIELA SABATINI on Fujicoior 160 ASA. 

The bottle has an abstract crystal stlape witt, a 

plastic cap t~lat l-eflects the shape of the 

bottle~ For the background I used a silver metal 

grid (on which I placed the bottlel and a terra­

cotta tile. I lit the bottle with one flash from 

a softbox and an expclsul-e of four seconds fl·om a 

tungsten lightsource from the bac~:" The image was 

s h ot a t F16. 

Fig. J - SPELLBOUND (p.66) 

SPELLBOUND was shot on Fujicolor 160 ASA. The 

bottle has a spherical shape with a thick solid 

base all done in crystal. The bottle has a solid 

metal stopper coated 111 gold. The name 

'SPELLBOUND· dCles n(Jt ap~)eal- on the tlottle I used 

for ttle shot so I lAsed the paC~(agiT\g iT! which it 

is s;old at the CDunte!-s. I stlot t~le i.Rldge wi.th 
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two flashes from a softbox to lignt the name. I 

also used two tLJngsten 11ghts with t)lue and green 

gels respectively for an exposure of sixteen 

seconds. 'The whole image was stlot at F45. 

Fig. K - TSAR Cp.67) 

TSAR was shot on Agfacolour Optima 125 ASA~ TSAR 

15 a rectangular shaped bottle with a raised 

surface area ttlat repeats the rectangulal- shape 

of the bottle. The bottle is made of glass that 

t'3S a green, marble-like appearance. For the shot 

I used a blue metal-like paper-pl-int as the 

I:lackq r-ound ~ The bottle was laid on its side and 

lit from behind with fi,ve flashes Wittl a red gel~ 

The name was lit wittl four flashes fr-c)m a 

softhox. I shot the image at F64. 

Fig. L - KOUROS (p.68) 

KOUROS was shot on Fujichr'ome PrOYld 100 ABA. I 

I:ross-developed it in conveTltional C41 ctlemicals 

for print1ng. KOUROS 15 a white porcelaln-like 

bottle wi.th metal plates cDvel-ing both ends~ The 

name 11~{CiURDE;11 is pl-i.ntE~d I .n a '·/f.?l-Y 1.i.ght grey on 

the bottle w~licil made j,t difficult to photograptl. 

I placed the b!Jttle in a glass bowl with watel-

comil1g up to the side of the bottle. For 
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backqroun\j I used a r-usted metal sheet. The 1.mage 

was lit by using two di,rectional -flash units and 

red and bllJe gels coverlng the units. The whole 

image was shot at F64u 
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background I used a rusted metal sheet. The image 

was ILt by using two dil-ectional flash units ar,d 

red dnd bltle gels coverlng the units. The whole 

image was shot at F64. 
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FIG. A 
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FH,. B 
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FIG. C 
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FIG. F' 
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FIf3. G 
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FIG . H 
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FIG. I 

© Central University of Technology, Free State



66 

FIG . J 
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F 1:(3 • f< 
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FIG. L 
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6. Conc lusion: 

For selling a productq the adver-tisi,ng tllat 

~;upport that product 15 of cr'ucial impol-tanc8. 

Sales and adver'ti.sing goes hand in haIld. Visual 

advertising will mostly guarantee ttle selLing of 

a product where the name will playa secondary 

role. The design and the advertising of a produc:t 

must complemsllt and (:OTlfil-m eac~l ottler'. 

W~\erl marketing a new fragraTlce or per "fume the 

acJvel"tising cOTlcept that is going to be used must 

be successful. For it to be successful~ there 

must be no misunderstanding between the perfunlsr 

and the photograpt,erq who must do the image for 

tile advertisement. 

For a fr"agrance or a per'fume to be successful (or 

any other product for that matter)~ the 

photogr'apher has to be able to provi.de a 

Inal-keting image ttlat wi],l ensure the sales of 

that product" It "lust be sai.d that where visual 

adver·tising is cancel-ned a pl-o·fessional 

photagr-apher is in great demand! 
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