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(Visualized) Images of Fragrance —
The Essence of Parfume Commercials

Parfume commercials intend to visualize a fragrance, i.e. making those impres-
sions visible that we can only smell. These advertisements use imaginary clichés and
well-known stories which are not about the scent but rather the character who wears the
parfume as an invisible sign. The simpler ones put the heroes of fairy tales in limelight,
but there are some which reflect on the connection between the senses and recollection.
One of the most interesting pieces is by Martin Scorsese (Mean Streets, Taxi Driver),
which is built on a flashback, the experience when a fragrance recalls a sequence of
memories.
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