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ABSTRACT
A Semiotic Analysis of Perfume Advertisements
By
Maleewan Sittichaimanee
This study aims to interpret the meaning of signs from the perfume

advertisements by using semiotic theory as the main framework. Moreover, this study
is focused on nonverbal communication, advertising, color coding and gender
difference. All of these aspects are used as the basic knowledge to analyze the data for
this research. Beyond these aspects, the researcher uses the instinct and the general
knowledge background to interpret these signs. Therefore this research is depended

upon the cultural specific.

Three research questions are generated. RQ.1 asks what codes can be found in
the perfume advertisements? RQ.2 asks how nonverbal cues present the meaning in
the perfume advertisements? R().3 asks is there any differences between men and
women perfume ads from the same brand name?

Data analysis i1s focused on qualitative approach. The researcher has analyzed
all levels of semiotic theory including nonverbal communication and color coding. In
order to find out the gender differences in the perfume ads, this research is focused on
the shapes and colors of the perfume bottles.

The results show that verbal and nonverbal codes can be found in the perfume
ads. The verbal codes are in the perfume names, brands and slogans. We find that
three main nonverbal signs are played the important roles in the perfume ads as the
perfume bottles, the styles of fonts and the models. For gender difference, we find that
there 1s no clear cut about the shapes and colors of perfume bottles. The clear signs

that can be distinguished the gender are verbal signs. Nonverbal codes and visual



v
images are used more than verbal codes and textual images. As well nonverbal
communication helps us to understand the meaning of signs in vartous aspects such as
age, gender, race, occupation, characters, personality, taste and preference of the

target groups. Finally, semiotic theory 1s the essential basic background that helps us

to interpret the signs which we can see in our daily life, especially the commercial

advertisements.
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