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Abstract. The article analyzes the subliminal messages present in the advertising
campaign A Rendez-vous (2024) for Chanel No. 5 perfume, focusing on the
communication strategies used to attract diverse audiences. Through a narrative
approach, it identifies hidden meanings conveyed through images that reinforce
social imaginaries for both men and women. The study concludes that visual
storytelling is the most relevant element of the commercial, as it effectively
communicates the brand’s core message. To achieve real impact, this visual
narrative must be integrated with other elements such as composition, colors, and
symbols, creating an attractive and creative visual harmony. Symbols play a key
role, as they evoke sensations of freedom, passion, and elegance. Chanel aims
not only to promote its product but also to establish an emotional connection with
its audience. The findings show that the use of narrative and imagery significantly
influences consumer purchasing behavior, highlighting the importance of visual
strategies in modern advertising.
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1 Introduction

Beauty and fashion, two enduring elements that have persisted through wars,
revolutions, and monarchies, have evolved into symbols of liberation, power, and
resistance. Today, they play a fundamental role in various societies, opening doors to
new challenges and opportunities for beauty companies. These companies focus on
creating iconic pieces that leave a lasting impression on consumers, utilizing tools such
as advertising, marketing, and communication. Dahlen [1], advertising is defined as
brand-initiated communication aimed at emotionally engaging its audience.

In the 21st century, the objectives of advertising and communication have
adapted to meet the needs of audiences. "Power has shifted from the advertiser to the
consumer, and the old definitions of advertising are no longer sufficient"[2]. In the past,
product advertisements were disseminated on a small scale due to their high cost and
slow production. However, with the advent of mass media such as television, print,
radio, and later the internet, this landscape changed. “As personal video recorders and
the internet challenge television's ability to effectively disseminate advertising, brands
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are imposing their messages in every blank space, in every crack of the urban
landscape” [3].

Media gained popularity over the years, dominating communication and
advertising by easily capturing the attention of audiences through diverse and
entertaining information. Large corporations have leveraged these media as canvases
to create and disseminate their marketing campaigns, which include various strategies.
According to Varadarajan. R, these organizational decisions involve products, markets,
resources, communication, and more, aiming to achieve the company's objectives and
meet consumer needs. In this sense, celebrities are used to showcase products such as
clothing and handbags on the red carpet, attracting media and critics' attention, and
establishing a mutually beneficial relationship. [4]

These companies do not only sell physical goods but also offer status, known
as conspicuous consumption. According to Veblen. T. [5], conspicuous consumption
seeks to publicly display a person's economic power and prestige while provoking envy
in others. Status is defined as a superior position or rank comparable to others [6]. This
need to differentiate drives individuals to communicate aspects that make them appear
more important or deserving. For example, in social interactions, people desire others
to recognize these qualities, sometimes leading to changes in their symbolic image so
that others take note of their status [7].

Status can also be understood as an individual's desire to position themselves
socially above others or to be perceived as such. In some circumstances, this action is
related to gender roles, one of the most ingrained social constructs, which considers
men as superior and successful figures, while women occupy roles deemed less
important. As Alharbi and Boling, note, marketing uses communication and advertising
to represent men and women in ways that reflect cultural norms, thereby consolidating
established orders. [8]

When it comes to representing women and men in advertising, "advertisers
use what consumers believe about gender roles to promote products and services” [9]
These socially constructed images remain present in advertising, as they are
intrinsically linked to status. As W. E. Vinacke [10] mentions, stereotypes function as
beliefs that establish social categories. In the case of women, they are often assigned
decorative roles, such as in family contexts, excluding them from professional roles
[11]. On the other hand, “men are often portrayed as more independent, authoritative,
and professional, regardless of age or physical appearance” [12].

Stereotypes are presented in various forms, sometimes subtly, as subliminal
messages in advertisements. [13] defines subliminal messages as stimuli that go
unnoticed by the conscious mind but are perceived by the subconscious. These
messages often use images or sounds that can influence consumer behavior without
their conscious awareness [14]. According to W.B.Key, subliminal messages focus on
the public's fascination with sex, using images or sexual innuendos in advertisements
to capture their attention. This strategy seeks to diversify the representation of women
and generate expectations about how people, whether men or women, should be. [15]

Subliminal advertising is a method that presents products or images
unconsciously, influencing consumers to feel attracted to them without being fully
aware of their motivation [16]. K.T.Theus, notes that individuals with neurotic
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characteristics respond better to emotional messages, while those with more passive
temperaments tend to process subliminal messages more effectively. [17] This suggests
that subliminal advertising can generate different effects depending on the individual's
psychological state, explaining why brands design messages targeted at their audience.
According to Bornstein, Leone and Galley, when people are repeatedly exposed to these
stimuli, they begin to develop positive reactions toward them. Brands seek to generate
loyalty among their consumers, hoping they will choose them over other options, as
various factors can influence their decision. [18]

It is the way the subliminal message is crafted that leads the public to consume,
generating thoughts and, in many cases, behaviors in users. Many advertisements
present images of men and women in specific scenarios, constantly conveying
messages about what is ideal or beautiful. This phenomenon is not new, as T.L.Dixon
“numerous content analyses provide strong evidence that media regularly stereotype
women and people of color" [19]

The cosmetics industry is no exception, showcasing flawless models and
suggesting that by using their products, consumers can achieve an ideal of beauty. This
industry is based on offering solutions to physical flaws that generate insecurities and
negative emotions. Cosmetic advertising generally conveys messages that instill fear of
social failure and rejection if a particular product is not used. [20] This encourages
customers to purchase products with the belief that they will improve their image,
although these advertisements often promote unrealistic expectations about beauty and
the efficacy of cosmetic products [21]. This type of marketing can lead people to make
drastic changes in their appearance, also as a response to the saturation of content on
the web.

However, movements such as LYB (Love Your Body) and femvertising,
which combines feminism and advertising, have emerged. According to E.Becker-
Herby, femvertising focuses on women who display empowerment and equality
characteristics, aiming to counteract stereotypes about the female sex. [22] A. Montes
argues that these campaigns seek to elevate women's self-esteem and confidence,
promoting body acceptance and challenging the traditional conception of white women.
A clear example of this is Dove's campaign, which adopted feminist and empowerment
values to encourage the consumption of brands promoting these aspects. The brand
launched its successful "Real Beauty" campaign, showcasing a diversity of bodies and
skin tones, demonstrating that female beauty can manifest in various ways. These
campaigns aim, according to their considerations, to help women find their own beauty
and accept their imperfections. [23]

Media, and now social networks, have allowed brands to reach people
worldwide. According to K. Hawkins and P. Vel [24], social media has gained
relevance in marketing, functioning as a guide for the success of products and services.
W.G. Mangold and D.J. Faulds [25] agree with this assertion, highlighting that
marketing decisions are now made based on social media, as a brand's market position
depends on its presence on these platforms. K. Hawkins and P. Vel [24] state that
consumer loyalty no longer depends solely on product quality, price, or availability in
convenient locations but also on how business owners must consider, beyond these
factors, the need to invest in digital strategies. Starting by understanding what they want
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to achieve with their brand and the goals they set is essential, as virtual spaces have
become a key avenue for sales and access to all types of communities. This dual play
by advertisers, especially in the cosmetics industry, is fundamental to achieving their
goals.

In the realm of cosmetics and advertising, subliminal messages are employed
in beauty advertisements. Chanel, one of the most recognized brands in the sector, has
managed, through its advertising spots, to strengthen its brand and increase the visibility
of its campaigns. This has led to growth in its consumer base and the brand's influence,
creating a type of advertising and marketing with communication that transcends
traditional media and successfully transitions to new platforms.

Chanel, the French fashion house, has crafted a narrative that resonates with
its consumers and attracts new audiences. Its vindicatory discourse sought to highlight
the role of women, starting with a change in their attire from skirts to pants. It also
introduced a new line of makeup and perfumery, launching its iconic fragrance No. 5.
In a world where stereotypes about women were associated with submission, Chanel
transformed and redefined the idea of women, their position, and their role, challenging
existing stereotypes.

At the beginning of the new century, French high society remained a world of
codes and rituals, and during her years with Balsan, Coco Chanel—a young woman
with peasant roots—Ilearned to master them perfectly. She quickly discovered that,
among these codes, none was more revealing than scent. There was a fine line between
respectability and the demi-monde; there were even different classes—and levels—of
lovers. Perfume was one of the essential means to distinguish between them. [26]

For Chanel, women lived under constant oppression and were easily
categorized according to certain schemes. Even the fragrance they wore could identify
them as part of the "demi-monde." Through the creation of a floral scent, Chanel sought
to crystallize her life, war, femininity, and romance, without losing sight of the elegance
and luxury that characterized her. "Chanel No. 5" is the world's first synthetic floral
perfume, a combination of sophistication and boldness that reflects women's courage,
completely breaking with perfumery tradition.

Chanel wanted every woman to give a personal meaning to this fragrance,
conceived for multiple purposes. To capture their attention, she used bold and
memorable phrases. When speaking about this perfume, she always highlights one of
her founder's most iconic expressions, reflecting her vision of the fragrance: "Wear
perfume wherever you want to be kissed". [27] Coco Chanel conceived perfume both
as an intangible complement to feminine style and as a weapon of seduction.

The advertising narrative built around Chanel and its brand, along with the use
of impactful phrases, is not enough to guarantee a brand's recognition or its market
positioning. Therefore, Chanel has experimented with various marketing and
advertising strategies to reach a broader audience and achieve its commercial
objectives. The brand has stood out for its advertising campaigns, which include the
participation of film, music, and social media influencers, increasing visibility and
audience engagement. However, the primary goal remains increasing sales. According
to Y. Liu, N. Lin, Guo, and X. Shi, well-managed marketing can determine a company's
profits, which is why many luxury brands turn to digital marketing. [28]



18 N. A. Marifio and D. Rodriguez

In 2019, Chanel published its annual sales report, reflecting revenues of 12.3
billion dollars, highlighting the Asian market as the most profitable for the second
consecutive year, with a 10% increase compared to 2018. [29]. The brand's marketing
strategy is as simple as its founder's philosophy. Zihan, argues that Chanel focuses on
its consumers' needs, prioritizing product quality over consumer psychology [29].

Chanel's brand image centers on femininity, particularly through the design of
women's clothing and cosmetic products, achieving a prominent status in the fashion
and advertising industry. This approach aligns with Chen and Ye [30] what note, stating
that whether it's accessories, clothing, makeup, or fragrances, Chanel manages to
project elegance in every aspect, even in its advertising strategy. As these authors state,
"Chanel places importance on promoting a personalized image and gradually cultivates
a community of loyal followers to the brand" [30]

Throughout its trajectory, Chanel has evolved its communicative style and
expanded its influence in haute couture. According to Liu [31], digital marketing
reflects the brand's commitment to its consumers, allowing it to offer exclusive and
personalized products and experiences. Chanel has begun selling some of its products
online, including its iconic No. 5 perfume, aimed at capturing the attention of new
generations. Additionally, it has launched a line of hand creams, shower gels, and
customizable soaps through its website, increasing public interest and influencing
purchasing decisions [31] also highlights that Chanel produces documentaries, music,
and films, creating narratives that reinforce the brand's value and emotionally connect
with new generations of consumers. This strategy is complemented by the use of social
media, which, according to Bekar [32], amplifies brand reach and fosters customer
satisfaction. By developing their own applications, brands can establish more direct
links with their consumers, thereby strengthening their relationship with them.

2 Methodology

The following research uses a qualitative approach to analyze and interpret the
information obtained from the study of subliminal messages in Chanel's No. 5 perfume
campaign for 2024. This approach allows for uncovering how these messages interact
with beauty standards in advertisements and their influence on communication with the
audience. Barrantes mentions that the qualitative approach focuses on the "study of the
meanings of human actions and social life". [33] Additionally, it is concerned with
describing and specifying the characteristics of certain groups or phenomena.

The persuasive power of advertising is often used as a decisive tool to
influence consumer behavior. Advertisements reflect and link cultural stereotypes and
imaginaries. A narrative analysis of the subliminal messages presents in the A Rendez-
vous advertising spot for Chanel's No. 5 perfume campaign 2024 allows for identifying
the underlying meanings in the advertising. Advertisements constitute a form of
narrative strategically employed to attract consumers, using images laden with
symbolic representations that facilitate audience capture.

To determine the narrative used in the A Rendez-vous advertising spot for
Chanel's No. 5 perfume campaign 2024, a breakdown using categories of narrative
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description and interpretation (denotation and connotation) is proposed, which will
allow for identifying its meanings and its influence on the audience.

Through the concepts of connotation and denotation proposed by Barthes [34],
where denotation refers to the primary meaning, conveying something objective and
literal, and connotation, which incorporates cultural, subjective, or emotional
interpretations, we can uncover the message behind the narrative and imagery. This
approach allows us to consider that there is always something beyond what meets the
eye. By compiling various research studies on subliminal messages in advertising, we
encounter the proposals of authors such as Key [35], one of the first to analyze this type
of message through the use of images. His books Subliminal Seduction (1974) and The
Clam-Plate Orgy (1987) explore how breaking down visual elements can reveal hidden
meanings and their influence on people's decision-making. Based on his ideas, the
following categories are proposed to analyze the narrative structure of the image.

3 Results and Discussion

Through the analysis of the advertising spot A Rendez-vous, it is confirmed how the
corporate-style narrative reflects the brand's mission. Chanel promotes femininity,
elegance, and the importance of preserving the essence of its iconic No. 5 perfume. The
brand's communication strategy is based on storytelling that employs themes such as
romance and sophistication, combining Parisian icons that frame idealized images and
maintain a connection with Chanel's identity.

The analysis of the video's imagery and narrative reveals the following aspects: the
spot, with a duration of approximately two minutes and eleven seconds, premiered on
Chanel's official channels on October 14 of this year and has accumulated around 2.2
million views. It stars Australian actress Margot Robbie and actor Jacob Elordi, who
embark on an adventure aimed at bringing their characters together, though they
ultimately fail to achieve this.

Margot Robbie, the new ambassador for Chanel's No. 5 perfume campaign, is
renowned for her role in the film Barbie. Her versatility in adapting to diverse roles is
reflected in this spot, where she portrays a woman who, despite her vulnerability,
displays confidence and self-assurance, challenging norms and exerting control over
any situation.

One of the most decisive moments in the spot occurs when the actress realizes she
has missed the opportunity for the encounter and decides to continue on her way,
conveying Chanel's message that life does not always follow a perfect plan, but that
does not mean one should renounce beauty. Actor Jacob Elordi offers another
perspective on the encounter with Robbie, reinforcing the narrative and showing that
both characters are in control of the situation. Although their paths do not cross, they
choose to accept it and continue their journey, suggesting that both are free to make
their own decisions, unaffected by unexpected variables.

The A Rendez-vous spot tells the story of two people who lose touch but emphasizes
that the journey toward the encounter is as important as the encounter itself. It raises
the question of whether, in the end, the anticipated meeting will occur or if, in fact, the
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journey itself is the true encounter. The short film, also titled See You at 5, references
both the name of the perfume and the time at which the two characters decide to meet.
It is directed by Italian filmmaker Luca Guadagnino, known for his films Call Me by
Your Name and Suspiria. As in his previous works, Guadagnino seeks to represent the
beauty of human relationships, creating a sense of intrigue in the viewer and leaving
them wanting more.

The campaign aims to create an emotional connection with its audience, highlighting
themes such as love, freedom, and attraction, so that those who watch the spot associate
these values with Chanel. In this way, the brand seeks to strengthen customer loyalty
and attract new consumers who identify with these ideals.

The messages presented in the narrative are laden with signs and meanings,
imaginaries that represent much more than what is visually shown. Throughout the spot,
values and emotions are identified that, as noted by Guadagnino [36], reinforce the
story. These elements reveal meanings associated with femininity and elegance, such
as sensuality, passion, confidence, freedom, and luxury, among others.

Qualitative analysis allowed for the identification of key elements that strengthen
the spot's narrative. These results were quantified to determine the order of relevance
of each element, indicating that visual storytelling or imagery is the most relevant
component, representing approximately 30% of the narrative structure, surpassing
symbolism, which constitutes 20%. This is because Chanel uses a highly defined visual
aesthetic to tell its stories, emotionally connect with consumers, and represent its
identity through themes such as romance, elegance, and eternity.

It was discovered that music also forms an integral part of the narrative, representing
about 10% of the spot's composition. The music adds a layer of melancholy to the story,
transforming the spot into an intriguing piece. The musical piece chosen for the ad is
Veridis Quo by the famous French duo Daft Punk. This melody lends an emotional
character to the scenes and transforms them into dynamic narratives, making them
easier for the audience to understand.

The A Rendez-vous spot by Chanel for its No. 5 perfume (2024) uses subliminal
messages to convey key emotions and brand values. Through images such as a woman
leaning against a window (seduction and relaxation), the reflection of the bottle in an
eye (attraction and idealization), and an actress applying the perfume (femininity and
elegance), a sophisticated visual narrative is constructed. Scenes like a man on a
motorcycle (masculinity and power) and a woman in a convertible (freedom and
empowerment) contrast with the actress's red outfit (passion and romance). These
elements, combined with careful composition and deliberate color palettes, reinforce
Chanel's identity as a luxury brand and emotionally connect with the audience,
highlighting values such as freedom, elegance, and empowerment.

Considering that connotation is a level of meaning that goes beyond the literal,
revealing emotions, value judgments, and associations that a sign can evoke, it was
determined, based on seven selected images from the spot, that freedom is the most
recurring theme, followed by sensuality, passion, luxury, and confidence. The values
found in the spot align with those of the brand, reinforcing Chanel's desire and purpose
to continue showcasing women's empowerment and ensuring that its products meet the
standards demanded by its consumers.
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The analysis of the elements present in the spot revealed that the brand uses a visual
narrative laden with symbols representing sophistication and luxury, without neglecting
composition, colors, and context. However, the most significant element is imagery, as
it encompasses all other aspects; if the imagery is not powerful enough, it fails to
capture the viewers' attention. From the analysis, it was determined that imagery holds
a higher percentage than the other aspects, as it unites the other elements to create a
striking and creative harmony.

Another important point is composition, which represents approximately 25% of the
spot. It allows the viewer to focus on the central message of the image, directing their
gaze toward what is being represented. This creates a direct relationship with the
symbols, as, depending on what is shown, the image can express much more than
words, while also hiding deeper meanings.

To illustrate the importance of imagery, one of the seven images selected for this
study was used as an example. This image represents a significant metaphor that
reinforces the connection between the personal and the product. The reflection of the
perfume bottle in the protagonist's eye indicates that the perfume not only acts as an
accessory but also reflects the individual's self-perception. This effect is achieved
through the careful arrangement of elements in the scene, planned to frame key objects
and subjects. Additionally, the color palette plays a crucial role in making each scene
more attractive and vibrant.

The eye is the focal point of the image, capturing the viewer's attention, as they desire
to see what the eye sees. A neutral color palette is used, with the golden tones of the
perfume bottle contrasting with the skin tones to attract attention. The eye represents
attention and desire. The perfume bottle symbolizes luxury and sophistication.

In this image, the first thing that catches the eye is the protagonist's eye, which
symbolizes attention and desire, reflecting the intention to acquire the perfume. The
perfume bottle, clearly reflected in the pupil, evokes luxury and sophistication,
conveying a sense of aspiration. This connects with what was mentioned earlier, as the
customer's perception guides their desires and emotions, motivating the purchase of the
product by establishing a connection or bond with it.

4 Conclusions

The analysis of the A Rendez-vous advertising spot was conducted to identify the
elements that compose its narrative. These range from symbols, music, emotions, and
more. However, the most relevant element is visual storytelling, also known as imagery.
This representation is key in advertising, as it carries the entire visual and emotional
load.

The spot is laden with various elements that enrich the narrative, serving as
examples of how art, cinema, and storytelling can transform advertising. It goes beyond
the intention of selling and purchasing the product, offering the possibility of
experiencing the aesthetic, emotional, and transformative potential it can have on an
individual. Depending on how the imagery is handled, it can influence those who
observe it, as its meaning can be literal or subliminal. For example, denotative and
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connotative meanings were identified that add depth to the imagery, such as passion,
sensuality, luxury, and more.

According to the analysis, the characters reflect facets associated with gender
roles. In the case of the woman in the spot, she is portrayed with a soft appearance and
surrounded by a tranquil environment, while the man is presented with a rougher,
bolder, and more adventurous demeanor. This contributes to the creation or
reinforcement of pre-existing imaginaries based on previously observed visual
representations.

This phenomenon refers to how advertising acts as a reflection of social
conventions, reproducing ideals and stereotypes'[37]. Its goal is to attract more people
who share these values, generating a chain or circle that grows and strengthens over
time. Although these messages often go unnoticed, they are captured by the
subconscious, leading viewers to remember key scenes or significant objects.

The primary focus of advertising is the acquisition of goods or products, so it
is crucial that the consumer understands the message intended for them, but in an easy
and subtle way. If this is not achieved, the brand risks losing the trust and connection
with its audience. This suggests that Chanel uses this type of messaging to strengthen
its identity and values, seeking to impress consumers emotionally rather than directly,
as a frontal approach could create a sense of obligation. Chanel prefers to use subliminal
messaging to create a more authentic connection with its audience.

Chanel places great emphasis on the visual aspect, which is key to conveying
the message to its audience, even when it is not explicitly expressed. This generates
multiple narratives; at first glance, a superficial layer of the image creates its own
meaning, sometimes difficult to clearly identify. This allows the hidden plot to
transcend beyond a simple encounter. Although it initially seems to focus on the
relationship between the two main characters, the imagery and symbols begin to reveal
a narrative of self-discovery.

The video seeks to resonate with the brand's values, particularly the themes of
empowerment and freedom that Chanel's No. 5 perfume represents. The visual
construction of this message must be composed of elements that reinforce the central
idea. In addition to imagery, composition, colors, and symbols are fundamental to
structuring this narrative.

The image would not be complete without a composition that gives it order,
as there is a risk of it appearing disorganized and the central message being lost or
confusing. To avoid this, symbols are used to reinforce the brand's identity. These
symbols are intended to evoke emotions in viewers.

The use of colors also plays an important role in conveying these symbols, as
they are employed to create a visual impact in the scenes. Chanel's campaigns typically
use a neutral color palette, such as grays, blacks, and whites, but always highlight
golden and yellow tones associated with the perfume. Additionally, bolder colors, such
as reddish tones, are used to capture attention, keeping the brand relevant today.

' Borja & Aguiar. (2022). Body Positive and Its Influence on Advertising Targeted at Female
Audiences. “True bodily liberation is constrained by the beauty stereotypes and ideals
perpetuated over time by the market and mass media. The core issue lies in advertising
capitalizing on the insecurities of women and men, actively promoting them to then offer
"solutions" and generate profit: If the beauty industry told consumers they were perfect as they
are, it would be counterproductive for their own economy” (p. 304).
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This spot demonstrates that sometimes an image is worth a thousand words.
Throughout the film, no written phrases are used, except at the beginning and end, when
the perfume's logo appears. The imagery alone conveys the message, overcoming
linguistic, social, and cultural barriers, and transcending through time. With over 100
years of history, Chanel's No. 5 perfume remains an icon in the world of fashion and
beauty.

Its advertisements have been well-received by the public, with millions of
views and thousands of "likes" on various platforms, indicating a solid base of active
consumers. In one week, it accumulated approximately 155,000 views, confirming that
its popularity continues to grow.

Coco Chanel successfully popularized her products effectively, even in her
early years when communication channels were limited and the production of visual
stories was not straightforward. Today, advertising not only seeks to sell but also to
offer experiences to the consumer, allowing them to experience something beyond the
product itself. This reflects the transformation of advertising in the 21st century, where
brands seek to connect with consumers emotionally, creating stories that make them
feel like protagonists and sharing values and experiences.

Disclosure of Interests. The authors declare no competing interests relevant to the
content of this article.
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