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CHAPTER I
INTRODUCTION

So often repeated that it has become almost meaning-~
less, the fact of human interdependence nevertheless exists.
Social interaction is a law of any culture; so it is inevi-
table that each man has a particular influence on those
with whom he lives. That influence is almost inevitably
allied with the words he uses, whether they be few or many.
The power of a single word cannot be denled; its influence
may be felt throughout the world, not because of any in-
herent strength in the word 1tself, but because of the sen-
sations created in the hearers or readers. The principle
of influence 1s essential. It is difficult to Iimagine a
soclety which would not expeet a man to warn even a stranger
when the latter was in danger. '"Look out!" can make the
difference between 1ife and death. In such cases influence
is or 1s near being a moral responsibility. It 1is alsn 1lm=-
possible to conceive of a parent-child or teacher-child re-
lationship without recognizing influence as humanly inevi=-
table., That it exists, deliberately or unconsciously, in
every human relationship is obvious. It 1s also evident
that people attach their values to various objects or prin-
ciples, have thelr particular preferences, and usually seek
to persuade theilr assnciates to a similar way of thinking.
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Upon this extremely natural basis rests the whole struc-
ture of commercial advertising.

The word "advertising" has become specialized in
meaning since 1t was first used. The verb "to advertise"
originally meant merely to warn or give notice, but as the
value of public announcements came to be recognized as aids
to marketing goods, the term came to be associated mainly
vwith what is strictly commercial zdvertising. From the
early function of simply giving information, as the town
erlers dld, through its symbollc-sign stage with the de-
velopment of competitive businesses, and into its present
function of not only iInforming but of creating desires and
persuading, advertising has evolved as one of America's
million~dollar businesses. Along with the specilalization
of the word "advertising," the practice has zlso specialized.
As a result, contemporary commercial advertising exerts a
tremendous influence on American people, sometimes so subtly
that the fact goes unnoticed, One writer has expressed the
sneial power of advertising in definite terms:

Advertising is commercial electricity, It is a

business force of such subtle and far-reaching in-

fluence that the civilized man does not live Yho is
not in some degree at least influenced by it.

In similar manner, 8. I. Hayakawa says,

Advertising is perhaps the greatest of the verbal
forces shaping our dally living habits and our culture,

15. B. Opdycke, The English of Commerce, p. 288.



It profoundlv influences our looks, our manners, our

economic 1ife, our health, our ideas of art, and even

our ethics. . . . It looks as if it is here to stay.2
The point is that the modern Amerlcan 1s besieged by adver~
tising daily, through the media of radio, television, motion
pictures, magazines, newspapers, directorles and theater
programs, posters, electrlic slgns, or billboards, not to
mention such direct advertising as circulars and demnnstra-
tions. Advertising 1is nevertheless said to be necessary to
commerce, since "an economic system under modern industrial
methods of production® eould not operate without advertising
in one form or another,3

Nowhere is the influence of words more readily ob-
servable than In the huge categories of brand names, deserip-
tive adjectives, and unusual word combinations of contempo-
rary business publicity. The effects are definite: people
buy. Because of some of the misconceptions arising in the
minds of a rather unthinking publie concerning the relation
between words and what they symbolize, millions of dollars
are spent annually for items that sell mainly because of the
words used about them. Because of such misconceptions a
study of the language of advertising 1s jJjustified. That is
to say, the questinn exists as to what part mere words,

names and descriptives, have in influencing sales of various

28. I. Hayakawa, Language in Thought and Action, p. 265.
31pi4.
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products., How do people react to the words associszted
with those products?

Since a study of so general & topic would of necessity
be quite broad, and since to be really valuable such a study
would have to be extremely thorough, the present investiga-
tion must be limited in 1ts scope., There are some phases of
the language of advertising that seem to raflect most of the
principles upnn which any commercial advertising 1s based,
One of those phases 1s advertising to women, more specifi-
cally, the language assoclated with the advertising of cos-
metics. Arthur Minton concurs in the belief that the names
of cosmetics, perfumes particularly, mirror the whole psy-
chology behind successful cnmnercial advertising,

.....

. Perfune names present all the facets of the main philo=-
N logical problem of trade names in other fields. That
problem 1s the nature, provenance, and significance
of pepular verbal preferences.*
Thus, in order to discover the semantic implications in-
volved iIn advertising in general, the present study 1s con-
fined to an Investigation of the names of perfumes and lip-
sticks, taken as representative of the broader field., These
two have been selected primarily because of the large groups
of unique names ascribed to them. To justify the choice of
the partlicular realm of cosmetics as significsnt enough to

illustrate such generallizations as have been and will be

hA. Minton "All the Perfumes of America," Americ

Speech, XXI (19%6), 174,



made, it seems advisable to point out the role that cos-
metics have played in society throughout the centuries, as
well as thelr importance today. |

Since the earllest eras of which there is any record,
cosmetics have been used in some forms, crude though they
often were. Henry Tetlow has sald, "It is quite probable
that cosmetles had their origin in the Easﬁ, but it is nec-
essary to turn to Egypt for the earliest records of these
substances and their application.“s {When, in archeological
investigations, the dusty tombs of aﬁgient Egyptian kings
have been opened, the discovery has bheen made that the
people painted thelr faces and dyed their hair.6 Evidently
during the first Egyptian dynasty, the Thinite dynasty,
between 3500 and 5000 B. C., the custom was to bury luxuries
with dead kings, including beautifully carved alabaster
vases of ungents. The value of the fragrances is undis-
puted, considering the tedious method of extracting the es~-
sences for comblnation with olls by pounding, squeezing,
and distilling from Ynature's pungent plants and woods all
but Taw."’ The effectiveness of their method was almost in-

credibly successful, as is evidenced by the survival of the

'5ﬁ. Tetlow, "Cosmeties," Encyclopedis
eleventh edition, VI, 485.

c 1735' E. Wall, "Cosmetlics,” The World Book Encyeclopedia,
, -

L. Aikman, "Perfume, the Business of Illusion,®
Hational Geographic Magazine, XCIX (1951), 53h.




aromatic fragrances entombed with Tutankhamen for zlmost
3300 years.g,\During this ancient Egyptian period cos~
metics were distributed through the hands of the physi-
cians, manv aromatics having supnosed wediecsl value as well
as enhancing vslae, "Prepared" perfume probably began with
the dawn of religion, being used by the priests in thelr
offering of oil and incense. The practice of perfumery vas
econsidered a "mysterious ard much esteemed art.“9 The
ancient Egyptians are also eredited with inventing the arti-
ficial bath, later used elaboratelv by the Greeks and Romans.
The baths, probably necessitated by the terrific heat of the
EBgyptian land, were followed by the application of perfumed
olls as protectives to the skin,

The women of thé Nile-lgnd had been accustomed to using
rather crude paints for some time, but the use nf cosmetics
reached a new zenith with the advent of Cleopatra. Eve
make-up was probably the most important practice, "produced
by painting the underside of the eye green, and the 114,

- lashes, and eyebrows black by the application of kehol =~
the product belng made from aﬁtimonyf?;ulfide?) and applied
with an ivory or wooden stick.“lo The use of henna was

favored even then, but for dyeing finger nails, the palms

BIbiQ., p. 532,
gT@tlsw, 2D, 9_;»_&0, P 1*‘850

10rpi4.



of the hands and the snles of the feet, rather than for
hair-dyeing as it is used today. Nor did Cleopatra over-
look the power of perfume, for when Mark Antony first met
her floating downstream under the scented purple sails of
her barge, the very winds, Shakespeare said, "were love-
sick,”

In Biblicel times ungents and spices lent added mystery
to the ceremonies of birth and death. Biblical references
besr ont the Importance of the use of cosmetics. "When Jehu
was come tb Jezreel, Jezebel heard of it; and she painted
her face, and tied her heacd, and looked out at a window. ntd
The prophet Jeremiah laments for Judzah: "Ard wvhen thou are
spoiled, what wilt thou do? Though thou clothest thyself
with erimson, though thou deckest thee with ornaments of
gold, though thou rentest thy face with painting, in vain
shalt thou make thyself fair.“12 And even the martial
Babylonian and Assvrian warriors combed their curls with
pungent oi13.13

By the tilme of Mero, 54 A, D., Bomans were also relying
upon cosmetlies and perfumes., The empress Poppaea "made no

secret™ of the artificiality of her beauty preparations,.

1111 Kings, ix, 30.
127evemiah, iv, 30.

aixman, op. cit., p. 532.




Her alds included the primitive equivalents of face péwder,
eye make-up, rouge and lipstick, a form of teeth-whitener,
and bleaches for the hair.lg At approximately the same time,
Athenians were sipping wines lush with the essences of roses,
hyaeinth, and vielets.15
After the fall of Rome perfume was "eclipsed in Europe's
Dark Ages, to reappear in the eastern mosques and harems of
Arabs."16 Then with the Renaissance, perfume art swept
through the western world again to find a hime in French
hearts and'économy. During the reign of Louis XIII cos-
metics were especially popular, the‘beautiful Anne of Austria
gsetting the style. When Louis XIV disapproved of “the arti-
fieial enhancement of courtesans," cosmetics were banned
but a revival was forthcoming. HNapoleon and Josephine were
only two of the later royal perfume fanciers, Josephine
spending around $20,000 yearly.17 Years after her death,
Josephine's apartment 1s sald to have reeked with musk.
The French soon made definite moves to manufacture "artistie —
aids to beauty"” on a scientific basis, and they have held 5
general pre-eminence in that field ever since.
England was not ex@mpt from the influence of cosmetics

either. PElizabethsn ladles considered Y“sweet coffers® for

1
l*‘Tl‘etzlf)va,g}_a_. cit., p. 485,
15 16

Aikman, op. ¢it., p. 532. Ibid., p. 534.

17& Smith, "Cosmetic Facts and Fancies,"®
. Hygeisa
XXV (1947), 856. ’ ’



their beauty preparations essentisl. Wine and milk baths

were in vogue for those who could afford them., The luxurious
habit was repntedly quite popular with Hary Gueen of Scots.
With the coming of the Commonwealth, however, all such

luxuries vere Aliscarded, only to be restored when Charles 1l
was restored to the throne, BEvidence of the attention given
to the use of casmetics may be found in e bill psssed by the
British Parliavent of 1770 and quoted by Charles J. 8., Thompson
in The Mystery and Lure of Perfuze." The bill provided

that all women of whatever rank, profession or de-

gree, whether virgins, malds or widows, that shall

from and after such Act, impose upon, seduce and betray

into matrimony, any of his HMajesty's subjects by the

use of scents, paints, cosmetiec washes, srtificial
teeth, false hair, Spanish wool (e wool impregnated
with earmine to eolor the skin), iron stays, hoops,
high-heeled shoes, and bostered hips, shall incur

the penalty of the law now in force against witeh-

craft and 1i¥e misdemesrors, and thsl the marriage

apon conviction shall be nuil and vold.

European cosmetics probably sppearsd in America with -
the first women c¢olonists., In Juaker Pennsvlvanis the
records show the 1770 bill. Because of certain religious
and financial conditions the use of cosweticz varied from
Puritan F¥ew England to ecsvelier Virginias, the latter using
ecosmaties freely. Despite the scareity of eonventional

coszeties in colonial Azeries because of soclal banz or a

lgﬁintQﬁ, 2De git.y 7. 166,
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lack of finances, certain early subterfuges and substi-
tutions survived. Though Puritan views sometimes "pre-
cluded prominent display of cosmetics, secret tricks never-
theless were performed to achleve the desired reﬁults."lg
The restraint continued in some lesser degree into the
notoriously "proper" Viectorian era, but even Jueen Victoria,
in all her propriety, used a perfume called "Ess. Bauquet."zo
Besides the characteristically simple floral fragrances of
the period, the 1880 perfume "Modesty" 1s representative.
As fashions changed, however, and newysocial attitudes re-
placed more conservative ones, and as the population and
wealth of America;grew, cosmetics came to play an increasingly
important rnle. <§he cosmetic‘industry in the United States
has become a million-dnllar concern, and working on the ldea
that heauty alds are a definitely healthy psycbolpgical in-
fluence, that thev contribute to good morale, many indivi-
duals are operating extremely suédcessful private businesses.gl
Further evidence of the modern-day slignificance of cosmetics,
especially perfumes, Is a night course offered at Columbia

University in 1947 called "The Evaluation and Appreciation

of Perfumes."22 The reasons behind the prevalent popularity

lgAa Smith, ‘_Q‘Eo %c, D 8560
20)1¥man, op. cit., p. 53k,

21A. Gibbs, "One Sweet Little Business," New Yorker,
XXIV (1948), 26-30,

22New Yorker, XXIII (Nov. 15, 1947), 25-26.
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of ecosmetics are basically the same as those that have
existed throughout the centuries. Especlally in earlier
times people were snxious to emphasize a feature or direct
sttentlion from a flaw. Powder and "beguty marks" were
widely utilized by many nationalities from the earliest
times. Possible further reasons behind the use of cosmetics
are certain psychological needs or desires that apparently .
may be sometimes satisfied by the use of various cosmeties. ;;“
These basic appeals will be discussed in a later chapter.

3ince cosmetics have always been of great imporgéﬁﬁé““" 
to people of all centuries, it cannot be denied that their
present popularity is no passing fancy. One outstanding
characteristic does exist, however, that sets contemporary
cosmetics apart from their crude forerunners, That dis-
tinetive feature 1s the names given to different types or
different brands. Today's advertisers and manufacturers
cleverly label their products in ways that attract the con=-
sumer, whereas former cosmeticlans naively sold their wares
on the basis of their Yinherent” content or worth. After
years—af experlence advertisers have learned how to coddle
the public's wants and desires and give them what they want,
in name if in no other way.

In the light of this preliminary background, the cos-
metic names shall be used to illustrate the general public's
concepts of or misconceptions about words in general; that

is, the fallacies involved in the prevalling attitudes about



words and the resulting confusions and disappointments will
be discussed in terms of a semantie study of the names,

The present study shall seek to discover to what extent the
names of lipsticks and perfumes 1llustrate the basic appeals
nf all commercial advertising and by what devices they do so.
Then the relationship between the names and thelr appeals
having been established, the significance of the linguistic
devices, such as morphology and sound, by which the atten-
tior of the consumer is held will be sought,

Thexe are avallable no previous studles agbout the prow~
posed investigation, In an article concerned snlely with
the names of perfumes called "Seduction Incorporated"

Thomas Whiteside contended that the only appesal involved in

the names was that "for a warmer relatison between the sexes,"?3
The author d4id not trégt other possible appeals; he did not
devote any attentlon to the "graphonic® aspects of the names;
nor did he study them from the viewpoint of general semantic
principles.

The only other artiecle found that aorresponds in any
way to the present study is that by Arthur Minton called
"A1l the Perfumes of America" and published in a 1946 issue
of American Speech. Minton's article also deals exclusively

with perfume names, which he categorized according to sources

237, Whiteside, "Seduction Incorporated," New Republie,
CXVI (19%7), 15.
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and in small measure to appeals. It is hls conviectlon also,
however, that the main appeal is that of sex. The author
dArew his lists of names from a 1936 register of trade names
for perfumes and its 1940 supplement. For this reason
probably he placed his emphasis on only the one appeal,
practically ignoring the increasinglv nopular floral names
that seem to have gained predominance in 1952, A 1951
article by Loulse Ailkman suggests that the tendency 1s to
turn the snotlipght away from trade names and exotlc scents
that glorify only the brief romantic mament.zk The pre-
diction 1s for emphasis on all-purpose perfumes that can be
used "arnund-the-clock." Furthermore, the author mentions
predictions of a returm to the restrained and dainty flower
fragrances of the Vietorian era. The present study will
naturally give more emphasis to such names than Minton's
article did., Mirton did not make any attempt to relate the
apreals of perfume names to the accepted appeals of adver-
tising in general; and though he did mention the effect of
the morphology of vperfume names, he dld not treat the sub-
ject fullv,

Thus, the singular nature of this thesis is derived
from the fact that it proposes to classify both lipstick
and perfume names from contemporary sources, both published

advertisements and the cosmetic stocks of various stores; it

24 4%man, op. eit., p. 550.



1k

proponses to devote specizl attention to the sppeals of
those nezmes in relation to the well established advertising
sppealss and it proposes to use those names to illustrate
certain semantic tendencles,

Naturally, the study has its limitations; for instance,
to procure lists of all the lipsticks snd perfumes in the
United States would be impraectical, not to say impossible.
Therefore, the samples cited are intended to be of a random
nature, representing all price ranges., It should be men-
tioned zlso that the word "perfume® will be used %to include
the various Torms of fragrances such as cologne aﬁd toilet
water, as well as the solid forms of perfume. Just as this
paper does not clalm to inelude 311 relevant nares, neither
does 1t pose as a thorough examinatlion of the technlques of
advertising, nor one of semantics. The alm has been to
arrive at a synthesis of the three, a study in their relation-

ships tn each other and to the preferences of the public,



CHAPTER II

THE RELATION OF SEMANTIC PRINCIPLES TO THE NAMES OF
PERFUMES AND LIPSTICKS

Many quarrels or arguments have their roots in differ-
ences of interpretation of words or phrases, Indeed, the
fault is so prevalent that such quarrels are often labeled,
somewhat euphemistically, '"misunderstandings." After
pointing out that co-operation is a greater and more natural
force in society than is competition, S. I. Hayakawa con-
eludes that "all this coordination of effort necessary for
the functioning of sncletv is of necessity achieved by lan-

1 Because se~-

gZuage or else 1t is not achieved gt all.”
mantics "gives a better knowledge of what one 1s doing
every time one makes use of language,"2 the study can be
of value in helping to decrease misunderstandings. It is
with the effort to comprehend the nature, role, and meaning
of words that a study of semantics is concerned, and 1t 1s
with the semantic reasons behind the tremendaus influence
of advertising language to which this chapter is devoted.

In order to indicate what people expect from what they buy

and why disillusionment offen follows the purchase, this

1Hayakawa, op. cit., p. 18
2Hugh Walpole, Semantics, p. 3k.

15
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chapter will set forth important semantic prinecivles and
apply them to the nsychnlogy behind the buylng public.

The outstanding premise of semantics is that "the
word is not the thing."3 The pitfalls of assuming that the
symbol necessarily has some connection with the thing sym-
bolized are evidenced in varlous examples. 1iIn extreme cases,
people ridiculously confuse actors with the people they are
supposed to represent, fiction with reality. Many im-
pressimpable people write fan letters to a ventrliloquist's
dummy Bﬁ send presents tn the bride and groom of a radio
serial. The same habit is widespread on the level of word-
svinbols. Gonod 1llustrations are Mark Twain's observation
that az Do-do bird was so called because it "looked like a
Do~do'" and the youngster's remark that “Serooge was so named
because that's the kind of man he was.“% One is reminded
of Shakespeare's classiec remark, "A rose by any other name
would smell as sweet." Those examples given are only among
the most glaring proofs of the common practice of forgetting
that words are pointers, symbols, indicators, pot the things
represented, More subtle illustrations are cmnstanély in
operation, especlally in advertising. The patent medicine
advertisement "If youn spell it backwards, it spells Nature's!"

is representative.5

BHayakawa, 2D. Cit;, Pe 29.

t*Irv:!.ng J. Lee, Language Habits in Human Affairs, p. 30.
Sﬁayakawa, op. cit., p. 36.
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In their attempts to make brand names synonomous with
quality, many manufacturers rely on one of man's weaknesses,
the tendency to respond with a "signal reaectlion® rather
than with & "symbol reaction.” That is to say, man im in-
¢lined to respond as 1f the name is the thing for which it
stands and reaet accordingly, without investigation.

"Chanel - the most treasured name in perfumed," "Lanvin =~

the best Paris has to offer," and "White Shoulders ~ the most
precious of all perfumes" are so often repeated as to in-
cline the public to respond automatically, without gques-
tioning whether Lanvin does represent Paris' best or whether
"white Shoulders" is the most precious perfume, The claim

of Chanel is less flagrant, since the pame may well be the
most treasured; the perfume itself is not said to be. There
are words that do not give an accurate picture of the faets;
or, to use the terminology of an early semanticist, Korzybski,
the "maps" do not fit the "territories.'" There seems to be
the notion, created by advertisers, that if a name even
sounds familisr, the product it stands for must be good.6

As long as the dichotomy between "maps" and "territories" is
recognized, as 1in fairy tales, fiction, ete., there is no
danger of disillusionment; but when the distinction is pre-
sented in glamorously affective language as being true, the
person unaware may be destined for a disappointment. One

cannot expect perfumes named "Private Affalr" and "Miracle"

6;bid., p. 265,
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to effect miraculously an exciting "Futur" because the

names of perfumes have no necessary relation to the scents

or to thelr effects. In connection with the idea that names
do not equal things referred to, it is imperative to note
that names are arbitrarlily assigned to referents. Even

the writer of Genesis said, "And out of the ground the

Lord God formed every bheast of the field and every fowl of
the airi and brought them to Adam to see what he would call
them: and whatsoever Adam called every living creature, that
was the name thereof."7 The practlice of assigning, sometimes
inventing, names has persisted, and today it is more ob-
vious than ever, considering the need to give names to new
discoveries or inventions, That exactly the same process

is used with regard to naming perfumes and lipsticks is

too often neglected. "Beau Bait" lipstick 1s not necessarily
what its name implies,

The tendency to substitute language for life-facts is
common, but when the pattern develops, so do definite in-
fantile behavior patterns. An éarlier belief in word-magic
indicated that physical conditions can be influenced by
verbalization; some repercussions of this belilef are lingering
even today. Though the witch-doctors' charms have virtually
vanished, there are many comparable, though milder, con-
temporary practices., Hayakawa mentions the notion that

"by saylng things repeatedly or in specified ceremonial ways,"

e sls, 11, 19.



one can cast a spell over the future and force events to
turn out satisfactorily - "There'll always be an England!"s
The strenuous effort of the thirties to bring back pros-
perity by a frequent reiteration of the words, "Prosperity
is around the corner!" 1s exemplary. The same semantic
principle applies to notions about names of perfumes and
lipsticks. By using "Irresistible," "Vivacious," "Striking,"
or "Fabulous" some women expect to acqulire those charasc-
teristics that the names imply; and men probably galn a
sort of self-respect by using "Wall Street'" cologne, Lee
points out that people still interrupt stories of accidents
and sickness saying "Please don't talk of such things, or
you'll make them happén."9 The notion that words have power
over life-facts is exceedingly dangerous to healthy thinking,
so before examining the various semantic aspeets of cos~" J
metic names, it 1s not vain to repeat that "words do not
exist in objects, situations, feelings, etec., Words can
affect human evaluations, but not 'things.! Calling a spade
a shovel does not change ;&."10
With this principle in mind, some characteristics of
the names of perfumes and lipsticks will be pointed out

that are especially adaptable to semantic explication. As

SHayakawa, op. git., p. 109,

9Lee, op. eit., p. 160,

101p14., p. 172,
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previnusly indicated, names are of a directive nature;
because of the very names people evpect marvelous results
from the use of the symbnlized cosmetics. ‘etually, by
using "Elation" lipstick women imagine themselves a bit
closer to a "Rosy Future"; by wearing "Paint the Town Pink"
they expect to have the chance to dn so. There seem to be
certain vicarious satisfactions in using such perfumes as
"Intoxicatinn,"” "Passionment," "Danger," and "Shocking."

The element of expectation is no small influence in the
selling-value of a name. Semantically, the names illustrate
the directive use of language, words that are a means of
"Making things happen," "controlling future events, il
Wanting to sell his product, the producer must make his
customers want the product. Unless the manufacturer gives

a gond product to compensate in some way for the lack of

the hoped~-for excitement intiwated in the names, the buyers
will be disillusioned. Disappointment 1s often the fruit of
automatic reactions.

Naturally since directive language is supposed to di-
rect, or in advertising since names are supposed to stimulate
desire, the language or names cannot be dull or uninteresting.
It has already been noted that the names do not of necessity
inform of any real quality of the cosmetics; they do not
represent the informative connotations ascribed to language

of science or unbiased reports. On the contrary, every

11Hayakawa, op. cit., pp. 100-101.
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affective connotation possible is employed to make the
names more arresting and apresling. Hayvakawa says, "The
affective connotatinns of a wonrd. . . are the aura of per-~
sonal feelings 1t arcuses."lg Therefore, since 1t is the
intention of the producer to sell his product, sided by the
use of Interesting names, he must make use of "every affec-
tive element in language: . . .rhvme and rhythm, purring and
snarling, words with strong affective connotations, endless
repetition.“l3 Whatever appeals to the public, he must give
them, In so doing, he relles heavily on expressing positive
approval, a mild form of judging. By saying "White Shoulders =-
the most precious of all perfumes" the advertiser is not
making a statement; in Hayakawa's terms, he is "purring."
Such purr-words are a part of what Hugh Walpole calleéd
"feeling," an essential phase of "emotive," or affective,
language. "Purrs" may also consist of only a single name;
"plumb Beautiful" and "Perfectinn do not make ststements
about lipsticks, nor do *"Divine" and "Imperiale" about
perfumes.

To talk of words as entitles, out of context, 1s ex- .
tremely dangerous, "The Context of anything 1s the field
in which it has its place. There are thres different sorts

121p1d., p. 84.

1

31b1d., p. 101.
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nf contexts: of words, thoughts, and things; but every con-
text has its connections with other sorts."lh It has been
the effort of the writer to keep in mind at all times the
contexts, physieal, symbol, and psycholngical, surrounding
the c¢cnsmetic names in advertisements and to use the names
as 11lustratinns accordingly., For example, the word
"eonfetti," 1f defined, would probably be sald to denote
discs or strips of paper, so made as to be thrown broadeast,
as at festivals. But dictionaries are historieal records,
nnt mandatory law-setters., Used in the eontext of a per~
fume name, "Confetti" implies, not the pleces of paper, but
the whole aura of festivitv and gaiety and excltement usually
@ssmciated with celebhratinns, Similsrly, the eolrgne for
men, "Snuff," is prescribed "for men with ideas.," Ont of
eontext, "ideas" might refer ton an infirity of things, but
in the ad the meaning is clearly "for men with desligns upon
attracting the fairer sex!"™ In the same way thet social
interaction is a cultural pattern, so the interaction of
words with their related plctures and thelr actusl referents
is 3just as natural. The ennrnotations assnciated with cos-
metic names are largely a result of the contexts in which
they are asdvertised.

Besides those contexts, which in perfume ads usually

contribute to an Impression of luxury and grandeur, the

Myalpole, op. cit., p. 118,



names themselves must be affectivelv active also., Repetls
tion of familiar sounds is a powerful affective device, as
are pleasing or unusual words and word-combinations. Though
a more thorough discussion of alliteration and the other
affective devices of individual names will be set forth in
a later chapter, it is necessary to mention them also in
connection with the affective characteristic of the whole
language of advertising. FEspecially the lipstick names,
such as "Raspberry Red," "Red Ribbon," "Paradise Pink," and
"Party Pink® indicate the popularity of glliterative spreal.
Another affective device is the use of the "personal
tonech,” which may be achieved in varinus wavs. One mathod‘
1s bv using a direct address to the prospective buver, such
as "Give her a nerfume. . ." or ", . . yours nnw at the bloom
of the vear." These perfume names supnort the pooularity »f
the "personal" aoneal:

She C'Est Vnus Parfumez Vous
Pour Vous Pour Toi Je Pense a Vous

The “"personal touch” may also appear 1n cosmetie names

that incorporate a first-person pronoun. Examples are

My Love Mon Image My Folly

My Sin Me Volel Love Me Dear

Toujours Mol Follow He Je Suls Alumee
Ador-Me

The attraction in this case seems to be quite c¢losely re-
lated to the principle of identification so vital to a
"good" name or advertisement, which will be treated more

fully later. Its basis, however, lies in the opportunities



to see similarities or project nneself into the pnsition
that the name presents as desirable,

Similarity is 2lso an important psrt of the metaphorical
process. Hugh Walpnle, commerting on a German's book,

The Philnsophy of As If, indicates that its main argument

"took the line that mnst of the things we talk and think
sbhout 4o not really erxist and in onur hearts we know they
have no existence; thev are used as metaphars."lg Walponle
explains that "a metaphor 1s the eowparison in one word, of
twn different things from different fields of experience.”lé
The metaphoriecal process, to YJalpole, is made up of the
examinatlion as to pnlnts of similarity and »f points of
difference, and he savs that 1% is fundsrmental to the sym-
bolic-situation. BSince brand nanes are definitely connected
with a symheoliec-situation, one would expect to find weta-
phorical language emploved; and evidence confirms the expecta-
tior., "Mint Ped" is & wav of comwparing the red color of the
lipsticl to the red of a peppermint sticik, which Is pictured
in the advertisement. The(metaphorical process lends itself
urusually well to the deseription of eolors. For example,

the orchid flower has a blue-red coldr base; so does Revlon's
lipstick, Thus, the basis for comparison is merely the color,

but the lipstick 1s nawed "Orchids to You," emploving more

yatlpole, no. cit., p. 141,
61p14., p. 156.
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than one affective device. The orchid 1s eonsidered as one
of the more luxurious of flnwers; the name is personalized
for the buver. The same technique of comparison is avelied

in other lipstick names:

Popvy Orange Flre Baby Tangerine
Sun Gold _  Spring Crocus  Poker Chip Red
Garnett Orange Spice Cherry Ple Pink
Siren Fatal Apple Tiger Lily Amber
Cherry Geranium Baby Tangerine
Dianthus Coral Glow Bright Lilac

Whereas the basis of metaphorical naming of lipsticks
rests primarily on color, that for perfume names relies on
the fragrance similarities. Because a certain alcoholic
dilution smells very much like the white flower called a
gardenia, the bottled perfume is metaphorically labeled
nGardenia.” Other floral fragrances are named in a similar
manner :

Pink Carnation  Lavender Sweet Spice

White Magnolia  Lotus White Lilac

Sweet William Red Roses April Violets
Naturally, in some cases the names do not actually represent
the fragrances; the '"map" does not represent the "territory."
In only a relatively few of the perfume names is there any

basis for fragrance-comparison. Others provide no connec-

tion between the perfume and the name:

Gay Diversion Shanghai Stradiavari
Seandal Tigress Carrousel
Bond Street Opening Nignt

0f course, the bottle often follows through the suggestion
of the names, but even that would not affect the perfuuxe

itself! This fact is only another evidence that the name
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I35 NOT the thing far which it stands, but ls merely a
Tigurative way »f labeling that "thing." The practice of
usine metanhorz in cosmetic nwming has preatly boosted salesy
affective language 1s profitable to the vroducer.

Still another tyne of affective technique exploited by
ensmetic "namers" 1s allusion., 5. T. Havakawa says,

"Allusinn, then, is an extremely quick way of expressing

and alsn of creating in our hezrers shades of feeling.”l7
With this "implled sinile™ the public is led to recall in-

portant social or cultural stages, even ir the names of per-
umes and lipsticks. "Jet" was popularized after the super-
nnwered alrcraft was developed; "iAtom Bonb'" also appeared in
the Xast decade. "Chantilly" alludes to a delicately femi~
nine and rather expensive type of lace., Lipstick nemes in-
clude come allusions to card gsmes, such zs "Bed Trev,”
"Grand Slam,"” and "Poker Chip Red." The lipstick "Cirderella's
Purpkin® 1llustrztes both allusion and mstaphor, by referring
to the fairy-tale heroire an? her orange-colered caach,
Arthur Yintor lists several allusive perfumes with their
significart ﬁatas.lg Some refer to popular musie, as
"Sweet Genrgia Brown"(1927}, "Beautiful Doll," and "After
the Ball"(1894); some to novels, plays, movies, and ovperas,

as "Sheik"(1921}, "Showboat"(192%), “Gone With the Wind"(1937),

17}1&\7&1‘(3'&1&, DB. m., Pe 12)‘*0
18Mintgn, op. ¢it., pp. 167-168,
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"Forever Amber," and "Ben Hur'; some to historical figures
and events, as "Queen of Sheba," "Marco Polo," "Abdication"(1936),
and "Invasion"(1943); and others to mythical figures, such
as "Aphrodite," "Circe," "Medea," "Styx," "Momus," "Artemis,"
"Venus," and "Pericles." Lipstick names are similarly allu-
sive, as 1llustrated by "Irish Rose," "Hunting Red," "Venus
Red," "Cinderella Rose,” and "Fatal Apple." The allusions
~ may also be to geographical locatlons, as in "Paris,”
"Song of India," which also alludes to a song, "Bond Street,”
and "Sirocco" perfumes and in "Rio," "Argentine," and "South
American® lipsticks. Particularly popular with reference to
men's colognes are allusions to sports, especially the most
adventurous and expensive:
Sport of Kings Cologne Field and Stream After~
Rod and Gun Shave
8tick and Ball Sportsman
Other types of allusions may also be pointed out as re-
ferring to some personal experience: that is, a person seeing
a name that reminds him of a particularly pleawant experience
will be more likely to choose that particular article in
preference to one with a name that carries no suggestions of
a happy past. Cosmeticians have provided amply for this type
of situation by offering names sometimes ambiguous or sugges-
tive of situations ranging from the most demure to ﬁhe most
daring. Advertisers have learned which appeals are the mnst
popular and have supplied names accordingly; the appeals and
their connotations will be discussed at length in the next

chapter.
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Both alluslion and netaphor are ways of expressing
feeling, which Walpole describes ac a weans of showlng now
the person spesking feels about the things he is discussing.

dalponle's Lheory about esdotive language includes four phases:
sense, feeling, tone, and intention, "Sense" seemns to have
little part in the language »f advertiszing, which is pri-
marlly emstive or affective, not referential or Inforaatives
hut the »roduct should be backed with some actual fzcets.
"Feeling" is a prominent function of cosmetle advertising,
and 1t is developed through all o7 the affective techniqgues

that nave been discussed, Walpnle ealls "tone" the ex-

0

prassion of the spzaker's attitude toward the nerson he is
addres uiwa.lg Just a3 storiss publizhed in various aaga-
zines rust he sulted to the ablility »f the readlng publl

30 mu3t advertissments bes. Havakawa savs, ". . . rellance
apon the resader's ability to arrive at the judgument we want
hix to arrive at varies consideradbly, »f course, according
to the subject we are deallny with and with the audience."zo
Sanmple advertisewents of lipsticks and perfumes Iin mggazines
of different levels provide Interesting comnparisons. The

chnice of word in the "pulp” and "econfossion" magszines,

thet in the "slicks" (Esguire, cCall's, for instancel), and

that in the "quallty" magazlines such as The _ew Yorker varies

siderably.

19Nalpale, op. ¢it., v. 51,

aoavakawa, op. git., p. 128,
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The last function of emotive language that Walpole
mentions, "intention," is extremely preponderant in commer-
cial advertising, for the intent of the producers to per=-
suade 1s the very reason for the existence of advertising.
"Feeling" and "tone"™ appear merely to bolster and help
carry out the advertiser's intention. In order to convince
the public of the excellence of their product, advertisers
resort to an excessive use of superlatives, "The most
treasured name in perfume;" "the most precious of all per-
fumes;" "the best compliment to a graceful 'ambiance';" and
"the greatest name in perfume" all refer to different brands
nf perfume. Obviously, it is the intention of each of the
publieity writers to persuade the public that his brand is
"best." Naturally all cannot be the "best"; the phrases are
not statements but "purrs" or personal opinions passed off
as absolutely true.

All of the specific errors committed in relation to
the language of advertising and brand names previously
mentioned - thinking of the word as being the thing; un-
awareness foward contexts; the tendency toward automatic
reactions; the neglect of connotations - may be now summed
up in one term: intensional orientation. This term is not
to be confused with the "intentional" function of emotive
language. Hayskawa explains the difference between ex~
tensional meaning, or denotation, and intensional meaning,

or connotations
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The extensional meaning of an utterance is that

which it polnts to or denotes. . . it cannot be

expressed in words, because it is that which words

gtand for. . . . The intensional meaning of a word

or expression., . ., is that which 1s suggested in-

side one's head., Roughly speaking, whenever we ex-

press the meaning of words by uttering more words, o1

we are giving intensional meaning, or connntations.
Intensional orientation is "the habit of guiding ourselves
by words alone rather than by the facts to which words
should guide us,"22 Irving J. Lee, in recommending
"Facts first - then words," warns against an intensional
orientation. "To be oriented intensionally is to order be~
havior in terms of definitions, arguments, verbal proofs,
and theorizings, essentially disregarding the existence of
verifiable life facts."23 The practice of paying more
attention to what is said gbout perfumes and lipsticks, to
what they are called, than to the facts themselves, appears
to be practically universal. The names themselves are ton
frequently the attraction, whereas the product should be
the basis of declsion. Advertising is listed by Hayakawa
as one of the important "verbal influences from without that
tend to increase our intensional orientations."zh He is

careful to say that he does not object to advertising as

21;b1d., p. 58.

221p1d., p. 253.
23Lee, op. ¢it., p. 148,

2UHayakawa, op. ¢it., p. 257.
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such, but that what should be considered dangerous is “the
promotion of pathologlcal reactions to words and other sym~
bsls.“25 Being as powerful a social force as it 1s, ad-
vertising can present brand names in glamorous ways that
dupe the buver into attributing greater reality to words
than actually exists, greater virtues to products than
reality warrants.

Ambiguity is not uncommon in the names themselves;
for instance, "Jet™ may allude to the superpotent quality
of the fragrance as compared with the alreraft power, or
it may suggest the flashing black of the jet stones asso-
clated with luxury. The cologne for men, "Thelr Preference,”
may mean either that by using it the wearer will be the pref-
erence of the ladies or that the "other® distinguished
gentlemen prefer the particular fragrance. ®"Breath of
Spring® suggests the youthful charms of the lady wearing the
perfume as well as those of the season. "Victory Red"
lipstick, introduced during the later war days, carried
a contemporary allusive attraction, but also connoted that
a romantic victory was in store for the weasrer. The same
process is applieable to "Fatsl Apple,™ which may refer both
to Evel's famous apple or to the lrresistibility of the
twentieth~century lipstick-wearer, Other lipstick and per-
fume names also are open to various interpretations because

of their affeective titles:

251bid., p. 266.
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Sleeping Whisper Heaven-3cent
Stop Red Vol de Ruit

People interpret names according to thelr own experience
and desires. No word has a single meaning, least of all,
ensmetic names. Therefore, such names should not be re-~
garded as necessarily reflecting anything about the pro-
duct nor as belng capable of arousing only one desire.

The semantic princinles discussed in thls chapter are
only the most outstanding and widely accepted, though others
do exist, along with magnificatiors of those mentioned. It
has been the purpose of this section, however, to lay a
semantic foundation upon which to base the remainder of the

study; therefore, those principles will reappear consistently.



CHAPTER III
FSYCHOLCGICAL APPFALS OF PERVUME AND LIPSTICK MAVES

Much having been said about the lack of relation be~
tween the names of perfumes and lipsticks and the articles
themselves, one may wonder whether names really do have any
sales~value, doubting that the public could be so nalve as to
buy a name, That just such a situation has existed, however,
has been shown by Melvin S. Hattwick.l 4 book published with
the title Fleece of Gold sold six thousand coples; when the
title was changed to Quest for a Blonde Mistress, sales rose
to £ifty thousand, Probably most of the attraction that the
cosmetic names hold for the buyer 1s unrecognized or dis-
guised., Asked "Just how much dn you think your advertising -=-
the choilce of names that vou make so carefnlly -~ the catchy
names, mean to the average woman?' the Revlon president said:

As far as surveys can indlcate, when we talk to wo=-
men about cosmetlcs, the unsoliecited statement 1s "Where
do you get those names? Who thirks them up? And boy ==
what are vou going to thir%k up next?" It's s cowment of
admiration and respect. It Is not one »nf commendation....

Many buyers may be reluctant to admit, even to themselves,

what the appeals of the names really are. It is with the

v, 3. Hattwicl, How to Use Psychologv for Better Ad-
yertisirg, p. 99.

2ngmart Words, Quality, and Freud® (author not given),
Business Week, August 12, 1950, p. 76.

33



M

various tvoes nf psycehnlozical ap-z2als incornorate? 1n the
names of lipstieks and verfumes and the eonrrespondence of
those apnaesls to the brmadér gt nf rre-eztahlished ad-
vertising apreals that this chanter i- conecerned.

The very nature of anv sort »f an appeal involveg an
emotional resnorse., Many actions are based on emotional,
not rational, thinking. ™. 8, Hattwick savs that this Is
especially true of women, and "since women are the most im-
portant (and largest) buyers of goods and services, the role
of emstlons 13 of ennsiderable Interest tn the advertiser."3
A publication by the Rochester Industrial Advertisers stresses
the ixmnortance of emotinn in successful advertising =zlsn,
advneczting that the advertiser find out whv the consumers
buy, "play up” the want, and make its satisfaction 1mpera-
tive. The purnnse of gensral magazine advertising 1s "to

create ewmotiopal degire.” The need should he made to seem

irperative; then the product shnuld be vresented as able
to satisfv that need&.l’r The writers go on to state,

The proper cholee nf thewe, or in other words, the
emotion to which vour advertisement is planned to
appeal, will determine the effectiveness of your
ad, Sometimes that emotion is obvious, as 1if is
in the case of perfumes and other cosmeties,

Hattwick as¥s,

3Hattwick, op. eit., p. 50.

8hPractica1 Advertising Procedure, (author not given),
p. 98,

5

Ibid.
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Why do you suppose woren .0or nen wooning womeﬂ% will

pay twenty dollars for an ounce of perfume? It

isn't reasonable. -t's emotional. +t's a desire,

a strong want for smmethigg that is promised by the

use of this wmagic elixir!
That the attraction is nractically wholly psychological or
emotinnal is confirmed by the quontation from an address
wade in September of 1941 by James S. Young at the
University of Chicago Academic Festival:

In a society such as ours consumers' goods and

services are preponderantly produced for the

satisfaction of subjective needs. What a consumer

buys with most of his monev is not bimlagiea;

necessities but psvchological satisfactions.
This being the case, the existence of the hundred-million-
dollar-a-year perfume industry and the equally impressive
lipstick industry does not gn unevplained., K., C., Hill,
in an article subtlitled "Some Notes on the Romantic Ten=-
dency in Advertising," mentions two definite buying psy-

_ 8

chologies in advertising to women. The article suggests
that when she purchases for her kitchen, mediecine cabinet,
or her family, a woman's interest is in facts; her practical
approach 1s the epitome of common sense. But when she shops
for personal things that pertain to and reflect herself, she

seeks more than facts, "She wants, and buys, illusion.

She buys romance."? Though this particulsr article does not

6Hattwick, op. cit., p. 6. 7zbid., p. 88.

8g, C. Hill, "Cherchez la Femme!"™ Printers' Ink,
LXIT (1933}, pp. 26-28,

%1bid., p. 27.
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mention advertising to men, the psychology is, in all
probability, very nearly the same.

Inevitably underlying successful psychology in cos-
metic advertising is the chance in the advertisement for
identification. That is, if the consumer can identify or
associate herself or himself with the glamour or luxurv or
romance that the Innuendnes »f the advertisement suggest,
the psychnlogical need for the product is increased,
Hattwick polints out that women are attracted to ads showing
women more often than they are to thsse showing men, and
men are attracted to ads showing men, because of the grester

chances for identification.i®

This principle of identifica-
tion, of vicarlous satisfactions, is essential to all suc=-
cessful cosmetic advertisirg, and it has a great role in
each of the specific appeals to be discussed hereafter.
Advertising techniques are aporopriate to "the glamorous
creatures, half mythical, hslf real, that the American woman
wants you to believe she 13.“11
Before setting forth the particular appeals of cos-
metic advertlsing and names, a few general remarks will be
made concerning an all-encompassing characteristic of such

directive language. 38ince 1t has already been noted that

cosmetics are bought for psychological reasons and are not

Oyattwick, op. elt., p. 177.
11

H111, op. cit., p. 28.
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really necessitles, 1t 1s well fo point out that nearly

all the reasons are as non-practicsl as the asrticles
themselves., This psychological pampering tends to run

almost strictly in a romantic vein -- "romantic" in the

sense of being fanciful or strangely attractive. Donald Laird,
a consulting psychologist, iz quoted as saying that romance
means ascap2, a way to get away from the unpleasantness of

life = "that all of us, all the time, have (deep down, In

opur subconscious) the desire to get away frow it all, to

nl2

find romance. The spokesman for Bevlon products in-

dicated that producers recongnize the romantic appeal:

Most women lead lives ol dullness, quiet desperation,
and I think cosmetics are z wonderful escape from it.
So we try to bring it Eg them that way -- we try to
give them that escape.

Gabrielle Chanel tries to present perfume itself as being
inherently mysterious, all the more reason for its popu~
lsritv throughout the ages.

In our sophisticated times, smell is the only sense
that has remalned instinective. The eyes may be
trained to appreciate beauty and the ears to perceive
the charm and the message of melodies and harmonies.
The sense of smell, the reasons why certain odors
captivate us, remaln nmysterlous. Marcel Proust

was Inspired to start his Remembrance of Things Past
by the nostalgic perfume which emansted from a cup
of tea, It 1s generally admitted that odors play

an extranrdinarily active part in the, surrealistic
activities of the subeonseinus mind.

hattwic, op. cite, p. 6.
13“Smart Words, Quality, and Frend," pp. g¢it., p. 70.

14, Chanel, "Leading Them by the Nose," United Nations
World, V (1951), 59.
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The names, however, have no small part in the total effeect,
nor @ such intangibles llike the correctly gaged mood or
atmosphere of the advertisements. F, J. Miles of Cheramy,
Inc., is quoted as saying,
We have endeavored to surround our products with the
French atmosphere and feeling with containers, packages,
labels, and advertising. . . . & new perfume's effec-
tiveness depends on its distinetive character, elusivae,
somewhat tantalizing., Ther it will fgtract because of
the mystery and romance 1t suggests,
The foregoing remarks have been made primarily so that
thz over-all appeal of romsnce wil® be %kept ir mipd ss a
backeround for the specific apneals, Thnse gspecific appesls
shall be seen to extend over a wide area, including elements

from The Arabian Nights, Alieck in Wonderland, and Sigmund

Freud,

In the survey that follows, the main apveals of lip~-
stick and perfume names will be 1llustrated and presented
inrelation to the psychologleal motivation or "want" under-
lving each apreal. It should be noted that the list of
basic human "wants" has been adopted mainly from E. K, Strong's
discussion in Psychological Aspeets of Buslnegslé and from
M, 8., Hattwick's classificaticn.17 These "wants" will be
combined with a list of basic advertising appeals compiled

155, True, "Building a Perfume Business on a Single
Odor," Printers' Ink, CTXX (1922), 33.

Zéﬁ. K, Strong, Psychological Aspects of Business,
ppo 7 ”1070

17Hattwick, op. cit., p. k.
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by the president of a large advertising company and dis-
cussed in Practical ggvgrgislng.ls These lists have been
used because they seemed to be entirely comprehensive of
all others found., Discussion of the appeals themselves
will be kept to a2 minimum, the examples submitted being
sufficlently explanatorv.

The most obvinus "romantic" apweal »of lipstick and
perfume names 1is that pertaining directly to sex, Strong
empohasizes the importance of stressing the psychical aspect
of sex in advertising - that pertaining to the mental re=-
lations between individuals of the opposite sex who @re in
love - in order o rouse a man to want to do something for
his wife or sweetheart. "To inrluence such action, women
deplcted in asdvertising should be of the tyre that men re-
spect. And it is this sare type of wh;iesome~looking woman
that appeals to women."19 Concerning the use of this appeal
in advertising, “, 8., Hattwick saild that it l1s probably more
widely used in selling and advertising than any other nne
appeal, the conventional ad presenting someone who by the use
of the product advertised has made himself or herself more
attractive to the opposite sex.go Though in most discussions
it is usually sald that there are too many ads on the Y“sex

angle," this is actuellv probubly not true, according to

18H. P. Bridge, Practical Advertising, pn. 58-87.

198trong, an. eit., ». 79.

2Cgattwick, op. cit., P..99.



Hattwick, ‘“There will probably always be more of such ad-
vertizements because of the trenendous role sex olays in

our 1ives.”21 Arthur Hinton in 1246 called it 2 "period

of pertume advertising thst has gone to extraordinary lengths

22

in erotic sugrestion,” Sore perfumes that bear nawves pro=-

migsing or intimating the romentic love aspect are

Ay Love Amour Amour Matchmaker
Irresistlible Passinnment Gypsy Love
Caress Devastating Happy Lovers
Beloved Kiag-D-Love Lady Love
Affection Love Potion Love Affailr
fAimant Love Kiss Love's Drean
Endearing Night of Love Love's Charm
Carressant Garden of Love Lov' Me

True Love Mistress of

the Night
Besides those that directly refer tn romantic love, there
are thnse which merely insinuate such, either in the title
or in the context of the advertisement., "Moonlight Migt®
is prsised 25 being "worth its welght in romance," Probably
the most familiar sirgle advertisemcnt of perfume 1s that
of "Tabu," A painting is pictured in which a handsome young
man, violin ir hand, 1is distracted from his plaving by a
besutifvl women who stands beside him, In front of the
painting is a sophisticated, glaworous femme fatale »f conw
temporarv mien: the caption says, "The exciting Tabu woman

might very well be YOU" or "The forbidden perfume" is "for

2lrpig,

22yinton, op. cit., p. 161,



1%

i

evenlngs of consequences" or "Tonight CAN becone very
special.” The device nf subtlety is emploved also in ad-
vertising the men's colognes "Here's How," "Snuff - for

the man with ideas,” "Wall Street - for distinguished mas-
culing appeal,” and "Their Preference.” In nther instances
also the innuendoes of the advertiscuent sugeest the appeal
to sex, as in "Golder Chance," "Tigress," "Moment Supreme,"
"y Sin," "Survender," and "White Shoulders.”

The s=me appeal 1is reflected in the names and adver-
tising copv of lipsticks. The new "lndelible" lipsticks
particularly utilize the romentic love aznpeal. VSealed Lips"
1s advertised as "a confidential 1ipstick -~ keeps vour pri-
vate 1life nrivatc -~ no tell-tale trademark on your napkin -
doesn't unfasten when you fasten a kiss." Hazel Bishop's
indelible lipstick 1s prailsed as "No-smear lilpstick. Stays
an YOU...Not on HT4." One other advertisement, that for
"NU+Lips," reads "Xeep your lipstick pff your veil, your
napkin, your man! Xeep 1t on all day long." Again, the
sex appeal is evident in the insinuations of Revlon's
"Paint the Town Plnk" ad, which piectures & man bending
adoringly over a pink-clad glamour girl who 1is holding a
ehampagne glass. The caption is as follows: "Nothing pale
or pantywalst about this »ink! TIt's a slightly shocking
shade that fairly whistles with excitement! Wear it tonight
(and tell us sometime what hapnened!)}" Clearly, the apreal

of the name itself is In this case dependent almost solely
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upon the context, Other llpstick names ioplving romantic

love are

Honey Candy Kisses Hearitbreak Pink
Indiseret Lover's Knot Bachelor's Garnatian
Basyu Bait Hesrt-Throh Trouggean

Striking Venus Hed Bridal Pink

Thomas Whiteside has remarked that soze peonrle might
think that because »f the moral upbringing of American
wonern, "who may ennsider 3in un-imerican as well as lsproper,”

G

such suggestive nazes might not appeal. But many advertisers
cleverly present sin “az a French phensmensn, verv fashlon-
(’,

shle, importable, and tharefors desirable."3 This phase

of the sov appeal of perfume names was not osverlooked by

the Lentherlc company either, whose representative stated:
Another fact which favored the use of all~French copy
was Lthat Ideas could be expressed more nalvely in
Prench than i~ Fncglish and many~af the copy appesls
which 1t Torverily would hzve liked to uzse, 1t could
not haggus@ thev leoszt their point through transla-
tions.”

drthur Mintosn has Tound 1ittle nalvete in vany French-diase-

. . . e
griiged names, suceh ag the fMlloving:s”
ian Boudolr séduetion nésir du Coenr
&é@&rez Mol Volupte Venez Avec Mol
Alsgud

“inton alson recognized the i.portznee of context, saying

23@h1t&31§e, op. eit., ne 15,

Q%“Iaﬁr@asﬁ in Poreign Travel Hakes All-French Adver-
tising Zossible” {authnr not ziven), Irinters' Ink,
CXLYITT (19229}, 33.

Esﬁiﬁtma, ap. cit., ppe. 162=-143,
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"A large number of names which might be construed otherwise
in other contexts, are given an erotic turn by the context
of perfume merchandising."26 He proceeds to 1llustrate
with names suggesting the romance and mystery of night

and evening:

Forbidden Night Night Life Nuit Divine
Midsummer Night June Night Desert Night
Tropical Night Night Myst Evening Shadow
Night of Romance Deep Night Evening in Paris
Midnight Romance Night Breeze Evening Kiss
Midnight Frolic After Dark Twilight
L'Ardent HNuit Tonight

It does seem, however, that though the foregoing list
does have probable relations to the appeal to sex, it has
just as clearly a connection with the underlying desire for
what Strong calls "emotional excitement." When the thousands
of dollars that are spent annually on travel, movie thrillers,
murder mysteries, carnival amusements, and even "night-
elubbing"” are taken into consideration, it becomes apparent
that the craving for emotional exé¢itement 1s a powerful
motivating force. Advertisers capitalize on that "want," as
is witnessed in the long lists of perfume and lipstick names
alone that propose to satisfy it - vicariously, of course,
The perfume names inferring supernatural or heavenly elements
or magical potency are impressive:

Tabu Magic Hour Witcherie Enchantment
Voodoo Black Magie Witcheria Miracle

Fantasy Spellbound Sorciere Abra~-Ca~Dabra
Divine Hypnotic Hindulure Heaven-Scent

Loki-God of Mischilef

261b1d., pp. 163-16kL.,
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The list of lipstick names in the same category is also

significant:
Paradise Pink Hokey Pokey Pink
Divine Spark Enchanted Lilac

Closely related is a reflection of the human fascination
with such phenomena as demonstrations of celestial or

terrestrial or man-made "fireworks.®" The perfume list

includes
Thunderbolt Tempest
Meteor ("meant to Storm Warning
leave an electrifying Fireworks ("a pyro=-
trail"®) technical perfume")

and that class of lipsticks includes

Volecano Red Inferno Stormy Plnk
Sky Rocket Dynamite Pink Lightning

Evidently names concerning light and fire and heat generate
sensations that are emotionally exeiting also, as shown in

these lipstick names:

Crossfire Wildfire Frozen Flre

Blue Fire Siren Pink Fire

Sun Lit Bonfire Orange Fire
Smoulder Where's the Fire?

Not only the excitement of the supernatural phenomena
and fiery activitlies thrill people; there seems to be a
definite love of danger and mystery per se that often ac-
companies those phenomena. "Desert Flower" is advertised
as being "Filled with the magic and mystery of night on the
desert.” The perfume "Danger" 1s especially illustrative:
"!Danger' does something almost hypnotic to the woman who

wears it, She finds herself saylng and doing unexpected,
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delightful things. She feels exciting. And she ig."27
That advertisement is an excellent example of profiteering
from the common fallacious belief in "word magic" discussed
in an earlier chapter. Still another advertisement utilizes
the appeal of the love of excitement. The caption reads,
from time to time, "Captivating?" or “Challenging?" or
"Daring?" ~ “then 'Perhaps' is the perfume for you." The
implications are plaln; women like to imagine themselves as
captivating or daring, so the appeal is established. Much
room for varying interpretations is left in "Golden Bhadows =
the scent of a thousand and one sensations."

Perfumes suggesting danger or daringness are numerous:

Perhaps Rumeur Private Affair
Danger My Sin Magic Houf
Shocking Gambade Tailspin
Scandal Whisper Anticipation
Inviting Trifling Indiscrete
Mischief Macabre

The lipsticks "Pink Garter," “"Havoc," and "Daring" employ
the same appeal.

The idea of secrecy and mystery is also considered
attractive, as witnessed in "Pink Secret® and "Secret Red"

lipsticks and 1n these perfumes:

Secrets Mystgria

Le Secret Mystere
Stolen Secrets Mysteriose
Sealed Secrets Mystic

Le Secret Discret Mysterious
Secret of Venus Mystic Night
Whisper Mysticum

27darper's Bazaar, May, 1952, p. 17.
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"Tropiques" 1is given the epithet, "as mysterious as your
mood," and "Muse" is advertised with this promise: "Who
vears 'Muse' shares the secrets of the goddesses™ =~ a
perfect example of false-to~fact directive language.

The lure of mystery probably has a large part in the
attractiveness of names referring to foreign lands and strange
environments. Another, and probably a more important part
in that attraction, is played by the apparently universal
lure of the new and the far-away. "Snow Blossom" cologne
1s called "an imaginative perfume that draws its fragrance
from many far-away lands." The fascination for nut-of-the-
way places stems, no doubt, in part from the desire to

"get away from 1t all.™ Thus, fragrance names include

Carefree One Oriental Night in Spain
8irocco Song of India Egyptian Treasure
Shalimar Sweets of Araby Europia

Shanghai  Night Drums Plaisir d'Orient
Harem Mitsouko Safari

Exotic New Horizons India Bouquet

For those who like to reminisce there are "Memories of Paris,"
"Memoirs Cologne," and "Nostalgla." The many perfumes bearing
a reference to Paris in thelr titles seem to owe their at-
traction more to another appeal than love of travel, and
that appeal is fashion, which will be mentioned later.
However, definite place names within Paris may be logically
placed in this category of "escapes.” Illustrations are
"Champs-Elysees," "Gal Montmartre," and "Rue Royale,"

A list of lipstick names may also resemble a far-

ranging tourist guide:
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Rio Argentine Barcelona
Sirocco South American Capri

Burma Singapore Treasure Island
Miami Tango Buccaneer

One lipstick, just to insure providing the customer with
the place of her heart's desire, is called "Trans-World."

The excitement of "going somewhere" need not neces-
sarily take one out of his own environment. There are
suggestions of thrills connected with cosmeties referring
to carnlvals or circuses, such as "Carnival Red," "Big Top,"
and "Calliope" lipsticks and "Carrousel”™ and "Merrv-~Go~Round"®
perfumes. Other festive ocecasions vrovide apreal in "Fiesta"
and "Night Club" lipsticks and in "Gay Diversion" and "La
Féte des Roses™ perfumes. Still more names that carry the

galety motif as the attraction are

Perfumes Lipsticks
Rigolade Pink Delight
Joy Paint the Town Pink
Intoxication Rapture Pink
Confetti Dither
Dissipation Bright Forecast
Whoopee Gay Red
Laughter Rosy Future
Holiday

One may seek emotional excitement in all sorts of
envifonmenﬁs and situations, but he seldom wants to experi~-
ence that excitement alone. The names just listed indicate
that man, or woman, is a gregarious creature; and most au-
thorities agree with that assumption. "Friendship's Garden®
perfume has an appeal probably for that reason. Strong

notes a definite "want to be with others" and its corollary,
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which states that individuals want social approval, Some
of the main requisites of personal attractiveness, upon
which soncial approval rests, are cleanliness and freshness.
In all 1likelihood it is this appeal to naturalness and
"dewiness" upon which the many floral and spicy names of
perfumes and lipsticks are based. As indicated in the
first chapter of thls thesis, this type of fragrance seems

to be gaining pepularity and increasing in number.

Perfumes Lipsticks
Gardenla Muguet Azalea Pink Bloom
8ix Flowers Joli Bouquet Blush Rose Spring
Lavender White Msgnolia  Poppy Crocus
Blue Grass Apple Blossom Holly Orange
Sweet William Floral Camellis Spice
Lilae Sweet Peas Begonlia Cinammon
June Bonuguet Spice Nosegay Geranium
White Lilac 014 Spice Cinnabar Bright
Woodhue Wood Splce Lilac
Nosegay Sweet Spice Radiant Peony
Lotus Woondsy
April Violets  Yankee Clover
Red Roses Red Lilac

As has been previously noted, however, the basis for naming
this eclass of lipsticks and perfumes 1s primarily z meta-~
phoriczl, a comparative, devlice., WNefertheless, the attrac-
tiveness of flower-names cannot be denied.

The "woodsy," even '"rugged," appeal emerges as esg-
peclally popular among men's colognes, as shown in these:

Walnut After Shaving Lotion Elkt's Favorite

Pine Cologne ‘346! 01d Spice
Doeskin Cologne Royal Oak
Hickory Cologne Plus Tanbark
Buckskin After Shave Tawn

Another pathway to soclal approval appears to be through
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professional portals of success. Various aspirations are

reflected in such names as

Acelaim Radio Girl Perfection (lipstick)
Fame Wall Street Bravo (lipstick)
(for men)

Assocliated with the lush surroundings ascribed to the
wholly soclally successful are certain attributes of gla-
mour, sophistication, and elegance, as seen in "Bellodgilsa,
the parfum dé 1'élégance" and "La Féte des Roses - favorite
of 'la femue élégante; everywhere." “Fabulous," "Golden
Orchid,"” and "Directoire" imply similar quaiities of fi-
nancial and soclial prestige. The dignity and simplicity
appeal is not neglected, however, as representative of
quality, for Lentheric's "Tweed" znd Elizabeth Arden's
"Blue Grass™" are long-standing favorites,

In the c¢limb up the "social Olympus" some people are
attracted by the glittering jewel-named perfumes and lip-
sticks, such as "Emeraude," "20 Carats,” and "Platine."
Others cater directly to royalty with Prince ¥atchabelli's
"Crown Jewel," "Her Majesty," "Noblesse," and "Duchess of
York" perfumes; "Royal Fern," "Sport of Kings," "King's Men,"
and "Royal Briar" colognes for menj; and “Duchess Coral,"
"Queen's Red," and "Red Majesty" lipsticks. Still others
become subject to "Intoxication® with "Red Wine,” "Lilac
Champagne,” "Red Burgundy,” and "Autumn Wine" lipstickw and
"Cocktail Dry" perfume., Closely related also to the general
concept of the helght nof sonclal prestige are the so-called



fine arts. Caron parfumers frequently reprnduce fine
palntings snd bhas-reliefs In thelr advertisements. Guerlain
claims to ereste "great fragrance classics." Allusinns to
opera, as well as to other phases of music are frequent,

as shown in

Cho-Cho San Woodwind
Stradiavari Blue Waltz

Nor is the place of the theater minimized in the presen-

tation of cultural and social desiderata.

Perfumes Lipsticks
Act IV Theater Red
Opening Night Stage
Command Performance Theatrical Red

Along with the classices and fine arts, it is perhaps
only natural that some perfumes and lipsticks borrow names

from philosophical or theological terminology.

Perfumes Lipsticks
L'Infini Ave Maria Inspiration Paradise Pink
Miracle Blue Heaven Revelation Divine Spark
Paradis Divine Inferno
Madonna Devotion My 81n

Gradually in those aspirants to "high society" there
develops a desire that may be found in most peonle, in
varying degrees of apparency - the desire to be superior to
others, The perfume "Orgueil" is an expression of the
pride that people do take in their own "pride." Inevitably,
however, in the course of trying to keep up with one's
neighbor, one may need to boost his, or her, personal vanity

by using cosmetics named in such ways that suggest personal



enhancement, Here again the fallacy of assuzing the "word"
to be the "thing" can be dangerous. Nanes that possibly

have this funetion are

Parfunes Lipsticks
Irresistible S0 Sweet
Le Dandy : Vivacious
Devastating Schiaparelli Radiance
Loveliness Striking
Mon Image Bright Saying
Chichl Vibrant
Chic Lively Talk
Radiant
Luash

There are tinmes als» when people encounter the need
to be submissive and fnllow s leader. E. K. Strong says
that submissinrn "is verv apt to be shewn to superiority of
any kind, whether of physlical size, of mental abllity, or
sncial standing, or of wealth and power," real or suggested.
In advertising, the need results in appeals to imitate or
abide bv the testimonles of others. Not many perfume or
lipstick advertisements carrv this appeal, but one example
1s worth notice., Advoecating Clro's perfume "Danger,"
Mrs. Philip Pool, "New York socialite,” i1s pictured in a
shooping pose saying, "I want & dress as persuasive as my
perfnme.“zg

The desire to emulate one's "superiors” and shy away
from his "inferiors" 1s one reason for the exlstence of

fashion. There are certaln recognized authorities on fashion

281p14,

—————
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in its every phase. 1In the realm of perfumes the very
zenith of fashion 1s the city of Paris, France., Lanvin
perfumes are sald to be "the best that Faris has to offer®
and Corday claims to "import the very breath of Paris.”
The list of names containing reference to that zenith is

formidable indeed.

Paris Prix de Paris
Evening in Paris Visions of Faris
Tout Paris The French Touch

Un Peu de Paris

Further evidence of the key position of France in the cos-
metic realm 1s the long list of perfumes that are supplied
with names in French. 8ince a more thorough discussion will
be devoted to French names in connection with the “graphonic"
aspects of the names, it shall suffice at present to note
merely that the rsason behind the use of so much French is
that Paris ls regasrded as the top perfume city of the world.
Only a few lipsticks, such as "Parls Pink," refer to the
"fashion center of the world,.,"

Though France does emerge as the feminine fashion center,

Britain occuples that position in the masculine fashion

world,
Ascot After Shave Lotion John Peel
Thistle Flaid Cologne Squire
Castle Eire Cologne Courtley
Canterbury House MacGregor Shaving
Lotion

Homage to authorities in the fashion world of dress
and design is also paid in various perfume names. Famous

dress designers have begun to capitalize on their reputations
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by signing their names to perfumes. Hattle Carnegie ad-
vertises her cologrnes as "the keynote of Elegance.”
Christian Dior is now publieizing *Diorams™ and "Miss Diory"
and Kettle Rosenstein has produced a perfume called “Tiamne,"
Sehiaparelli long ago introduced not only eolognes like
"Shocking,” "S8leeping," and "Zut," but also lipsticks, like
"Schiaparelll Rgdlance.®

Though the trend of fashion may be followed for a
while, there eventually arises s need to be noticed indi-
vidnelly. There 13 a yearning for distinetion in personsal
adornment. Yardley's new fragrance has been given an ex-
cellently affective advertisement, “Whatever you wvear -~
wvear it with Flair -« a perfume for the knowing...with a
rich and rediant air." The appesl 1s made to distinctive-
ness, connoting luxury, and implying that the wearer is
vise in her good taste. The temptation cannot be resisted
to note an interesting semantic twist of the word "flair®
itself. The word is derived from a French verb, {lgirer,
meaning "tn smell.® It has been used as a hunting tern
meaning "scent,” and has gradnally generalized till it now
usuallv implies taste combined with aptitude and 1s commonly
employed in fashion terminology. It is therefore especially
apropos that a perfume be called "Flsir.® Other mentions of
the same word are found in the lipstick names "Pink Flair"®

and "Flalr Red.®
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8ti111 more appeals to distinetion are found In "eustom
made” perfames by Harriet Hubbard Aver and “eustorn made®
1ipsticks by Hery Chess, Caron advocates “"Pols de Senteur®
28 being *for the very discerning snly" and Shulton's
"Desert Flower" is called "a sophisticated, vel romentic
scent, designed exclusively for the modern imerican wozan,®
Just how exclusive that eould be is doubtful. Perhaps the
epitome of appesl to individusliity, pride, and luxury has
been made by Lucien Lelong, whose advertisement boasts
"Bdition Limitee” -~ *iust two hundred precious bottles!
Ti1l todav, this magnificent perfume belonged to onliy a
few women in the world, custom created for them by Lucien
Lelong of Paris, Fow, it will belong to jJust tws hundred
more. $110 plus tex.®

Clearly, the love of sheer luxury must have s definite
motivating power, for not only Lucien Lelong caritalizes
on it. PFurthermore, the products themselves are strictly
luzuries, Hames connoting the same atmosphere of riehness
and eomfort that is szlmost slways the background for all

cosmelic sdvertisenents have been found:

Perfunes Lipsticks
Black S8atin Red Velvet
¥hite Batin Plush Fed
Gold Satin Pink Velvet

Golden Orehid
This love of luxury may also have significance in

connection with what Strong calls an innate desire ®"to avoid
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exertlion,” ILuxurious surroundings may svmbolize that the
owner dnes not have %o labor. Onec eannot help but be re-
minded of Thoratein Veblen's notorinvs "lelsure clsss®
theory and its principle of consplcuous eonsumption. That
love of comfort does exist 1Is indisputable.

The publie 1s attracted by names suggesting c¢oolness,
so there are'many perfume and lipstick names referring to

the apreal, especially in the summertime,

Perfumes Lipsticks
Moonlight Mist Snow Pink
Agnamarine Mist Moon Dust
Summer Breeze 8now Rose
Straw Hat Pink Ice
Snow Blossnnm Orenge Sherbet

‘ "Blue Greass" is rdvertised as "cool...coo0l...incredibly
light and lovely is Blue Grass Flower Mist." An excellent
illustration of affective language 1s that of "Mint Red"
lipstick, vhich is sald to lend "a fresh approach to cool,
lovely, lasting color. 4 clear, bripght, wonderful red. . .
with cooling, soothirg mint flavor for added attrazction,®
The desire to avold exertinn probably aceounts for
the appeal of names that may suggest vacations also. Names

referring to the sez are

Cnlognes Lipsticks
Aqusmarine Mist Coral
Sea Breeze Sunny Coral
Ocean Bleu Sea Coral
Sea Snray Coral Spray
Beaforth Coral Glow
Surfspray

Skipper



The desert seems to have apneal, as In "Desert Flower"

and "Dasart Nicht® perfumes and in "Red Cactus™ and

"Desert Pink®™ lipstieks, Perhaps the assoclation of the

desert with peace and quiet is the root of the attraction,
Tdeas of peacefulness and quietness prevail in other

cosmetic names alsn, A subdued atmosphere is often quite

effective.
Perfumes Lipsticks
Reflexion Quiet Pink
Sleeping Pink Twilight
Twilight Tender Pink
Evening Star Muted HRose
Zephyrs Pink Dawn

Even in names no more Yemntionally exciting® than

Summer Breegze Wintertine

Summer Song Summertime

Spring Rain A May MMorning
April Showers A Breath of Spring
Spring and Summer Summer Shower

there is a definite appesl, Advertisers take advantage of
the season st hand tn publiclze these "seasnnal" colognes.

Paradoxically, in opposition to the appeal of re-
laxation, restfulness, and quiet, there also emerges fron
the pnages nf cosmetic advertisements wvarlous stimulants to
arouse activitv and creativity. Strong lists the "want for
activity" as a primary need. Host obvious, perhaps, in this
category is the list of cnsmetic nemes that refer to various
sports, especially among men's colognes,

Sportsman Cologne Polo-Spur

Surfspray Rod and Gun
Fileld and Stream After Shave Stick and Ball
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Recently Elizabeth Arden has introduced a new type of

appeal to lipstick advertising: "Use color-over-color the
way an artist does. . . . Two colors are better than one."
Though women may have been wearing two shades of lipstick
for years, simply because they did not have a single "right"
enlor, the stamp of approval by ¥iss Arden must have sky-
rocketed the practice.

The appeal of activity does not preclude mental ac-
tivitys the numbers of allusionary names previously noted
indicate that fact. Furthermore, psychologists regard
curiosity as a universal human trait. Probably the most
discussed advertisement of its day was the one showing the
statue of Venus de ¥ilo with the heading, "If Venus had arms..."
Schiaparelli's advertisement of the perfume "Zut" aroused
curiosity also. When the producer deigned to offer ex-
rlanation as to the meaning of the nsme, the explanatinn
was as unique as the name itself. Called "the sultry-spicy
fragrance sensation of Paris," "Zut" 1s said to be "French
for !!!" The stimulation of curiosity is aroused also in
"Redder Than" lipstick and in "On Dit" perfume. One wonders
what the lipstick 1s redder than and what people say.

Thus far, the majority of the appeals presented have
been of a rather non-practical nature, in glamorous and ro-
mantic monds. The devices of advertising appeals recommended
in ¥, 5. Hattwick's book include some which have solely a

materialistic and practical aspect. Cosmetiec advertisers
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do utilize this type of attraction occasionally, but not
nearly as frequently as the romantic type. The reason for
such a situation may be found in the fact that people who
buy lipsticks and perfumes, strictly luxuries, probably
need to give little serious thought to their economical
and physiecal organie needs.

The econnmiecal appeal 1s among the more popular in the
"practical” class, hovever. "Special opportunities" seem
to attract all people, but they have less appesl in the
cosmetic realm slnee cosmetics almost inherently connote
richness and luxurv. Beauty Counselors, Inc., do warn
against "expensive cosmetic mistakes" and offer trial
gamples of their lipsticks. Jarnac perfumes are advertised
with a money-back guarantee on an "introductory limited-time
offer." On a more subtle level, Lucien Lelong's perfume
is presented "in the French without Frills Package."
"Once more, it's the plain package thst makes it possible,
+ « » and since you can't wear the bottle, why pay for 1t 729
"Chantilly" is praised as "the perfume that clings.™ A boon
to the lipstick advertising fleld was granted with the ad-
vent of the formula for "indelible" lipsticks. Such brand
names as "3ta-Put," "Sealed Lips," and "NueLips" imply
economical measures. Elizabeth Arden's "Two is better than

one" slogan and the illustration how to obtzin ectually four

zgﬂggger's Bazaar, October, 1951, p. 23.



different shzdes from onlw two origiral shades carry the
same appeal,

Other than the practical sppeal of economv, cosretic
advertisements stresg few "organic needs." There are
many names, lipstick especially, that appeal to taste,
but not to hunser. Some examples relating to wines have

alrcadvy been cited, Other tasty morsels are

Honev Candy Kisses Cherry Pie Pink
Cherry Real Orange Clove Carnation
Rasgpberry Ripe Pimento  Orange Sherbet’
Apple Red Orange S8pide Baby Tangerline
Cheerv Cherry Red Raspberry

One singular example of a third "practical appeal
has been fourd, The psychnlogical anpeal iz thet of mater-
nal love, It is Lucien Lelong, arain, who scores a striking
success with the sugegestiorn of a gift for a girl graduate,
Give her a perfume as once you introduced her eves
to books, her ears to musie. . . . perfume is the
heartbest of fraerance, becoming to womanliness. . . .
No. 6 is for the quiet girl, No. 7 for the adventurous.
The implications of the survey of psychological appeals
are clear, Names do have potent affective influence, es-
pecially in 2 romantic velr, upon consumers. The influence

exists because the names are keyed directly to the U"wants®

of the public and are presonted in desirable contexts.



CHAPTER IV
GRAPHONIC ASPECTS OF PERFUME AND LIPSTICK WNAMES

Regardless of how strong and suitable the psychological
appeals of brand names., unless tne consumer's attention is
sttracted bv the names, the appeals have no chance to take
effect, Irving J. Lee cited the example of a department
store experiment that tested the intensionality of the cus-
tormers, One morning the owner

set out at different ends of a counter piles of men's

handkerchiefs. On the one he placed a sign reading

"Soft-Textured, Genuine Irish Linen Handkerchiefs,

Special 3 for 50¢." On the other the sign read "Nose

Rags, three for a quarter." During an eight-hour period,

twentv-six different persons examined and eleven bought

from the "Irish Linen" stack, while but six examined

and only two bought from the "Nose Rags." The point of

this experiment should by now have been guessedi both

piles contained the same kind of handkerchiefs.
The publle is attracted by methods that appeal to thelr "wants"
in pleasantly presented ways or by methods that in their spec-
tacular and brassy natures demand attention. The perfume
business, usually conservative with its sleek, suggestive ad-
vertisements, was recently invaded bv twn young men, owners
of Anrelique and Company, who introduced thelr new fragrances
in unprecedented ways. Among the methods used was the dis~
tribution of portable sprayers to be placed in stores to

spray anvone who happened to be passing and of devices that

1Lee, &—.' (,‘.it-, pp. 127"128'&
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blew bubbles nerfumed with "Black Za2tin® 211 over the cities.
The unltimste stunt of the publiecity camraign was, hovever,
cansing "perfumed snow" to fall over large areas in the same
way that srtificiasl rain has been made.2
Attention~getting devices like those of Angeligue are
the exception rather than the rule in cosmetic advertising.
Generally the names of perfumes and lipsticks sre themselves
erployed in more subtle, insirnuating wavs that attrset atten-
tion. In a study of the affectiveness of lipstick and per-
fure nemes, it i8 necessery to examine such aspects ss
spelling and sound ir an effort to discover the reasons why
those particular names were selected from thousands mf_sug-
rasted nzmes to be displayed and publieized throughout the
nation. Arthur Minton's comment has stimulated the study,
as well as providine the bdlend-word used in the chapter title.
An nbsecure verbal field 1s constituted bv nanes
supponsed to attract, not apparently by any denntative
weight, but bv sound and appearance. The function of
this kind og word might be described as gravhonic
suegestion,
There are manvy artifices used to devise nares and ad-
vrertisements that are successful, in both securing attention
and vroviding appeal., Contrarv to the rather popular belief

that sn-called irngenius names and advertising conv are the

result of sudden “brainstorms" on the part of almonst anyone

P, Knauth, "How to Sell a Smell," Life, XXIX
(December 4, 1950), 129-132,

3Minton, op. cit., pp. 170-171.
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connected with a company, D. B. Lucas and 5. H. Eritt have
taker. another position. The authors of Advertising Psvcho-

logy and Research contend that "most of the supposedly in-

spired advertising thsmes originate in the thinking of
creative peorle who have a record »f successful e;sf:p&snt'iez:\c:e.")+
In other words, there may be an occasionnal spontaneous
"inspiration” for the neme of a new perfume or a new lip-
stick, but usually the people who have those strokes of
genius arc steeped with the principles of attention-getting
and psvehologilcal appeal. The difficulty of writing good

advertising copy was respected by Aldous Huxlev, whose re-
« 3 A ]

wark from On the llargin has been quoted as follows:

It is far easier to write ten passably effective sonnets,

good erough to take In the not too inquiring critic,

than one effective advertisement that will take in a

few thousand »f the uneritical buving public,.”
Thinking of names and advertis!rg theres that will be suc-
cessful is Turther cowpli~ated by the ever-changing nature
of words themselves. Louise Pound mentions such words as
"drops," "eordials," "tinctures," and "elixirs™ that were
regarded as highly impressive irn the days of the Spectator,
but that are too conventional now to be poster-effective.

Over used words tend to lose their affective gtrength. The

writer says,

L

D. B. Lucas and 8, H, Britt, Advertising Psychology
and Research, p. 118,

John Bartlett, editor, Familiar guotations, p. 992.



63

Ours seems to be word-creation or word manipulation,
as 1t were, with the 1id off. Where our ancestors
were content with conservatism and monotony, the
. present day reveals a fluctuating and bewildering
variety of commercigl terms without apparent limits

of kind or quality.

The situation seems typical of the fast rate of change and
receptiveness to innovation that characterize the twentleth
century.

To arrest the attention of the fast-paced twentieth-
century public 4is quite a feat. Melvin 8., Hattwick has re-
commended that 1f the names are simple, easy to pronounce,
short, meaningful, and understandable, they are more likely
to be noticed and remembered.7 O0f course, galning a place
in the public's memory is the mnst important determinant of
the success of any brand name or advertising campaign.
Guided by the findings of educational psychologists con-
cerning the laws of learning, advertisers have discovered
several ways of aiding retention. Probably the most apparent
method is that called the "hammer-technique,” which implies
constant repetition of the ads untll the names are drilled
into the memory. The recent development of "advertising of
advertising" illustrates the importance ascribed to often-

heard brand names In America:

AMERICA IS NAMES...Seattle, Chicago, Kansas City...
Elm Street, North Main, Times Square...Wrigley,

6L, Pound, "Word Coinage and Modern Trade Names,"

Dialect Notes, IV (1913), 4l1.
“Hattwick, gp. cit., p. 266.
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Kellogg, Squibb, Ipana...Heinz, Calvert...Goodrich...
Chevrolet, Names (the American has) always known...
names of things he's bought and used...believed in...

Yes, America 1s names., Good names. Familiar names

that inspire confidence...For America 1s names...

good names for good things to have....

This type of oververbalization represents dangerous cir-
cular thinking, but it undeniably serves the effect of
hammering the 1dea or names into the memory.

The device of repetition is utilized on more limited
scale in names of perfumes and lipsticks in the form of
alliteration, Alliterative names constitute by far the most
impressive group of lipstick names found, as far as appears
ance of the names 1s concerned; and alliteration plays a
significant part In perfure advertising as well., Shulton's
summer perfume advertisement attracts with "Flower~fragrant -
Leaf-cool - Plcture-pretty,”™ and "Desert Flower" is called
"modern, mysterious, magnetic,” Perfume names that are
alliterative themselves are "Moonlight Mist," "Agquamarine
Mist," "Lavender Love Letter," and "Fleur de Feu,"

Among the alliterative lipstick names those made with
the bilablal stops and the continuants ap-ear to be the most
popular. Part of the explanation for their popularity may
lie, however, in the fact that both the descriptives "pink"
and "red," the basic colors of lipstieks, begin with sounds

that fall into the c¢lasses mentinned, Examples of allitera-

tion are:

8Hayakawa, op. eit., p. 265,
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Ruby Red Bright Pink Candy Kisses

Red Ribbon Cherry Pile Pink Clove Carnation

Robin Red Pink Plumb Beantiful

Red Raspberry Black Blazg

Raven Red Paris Pink Frozen Fire

Right Red Paradise Pink

Red Red Rose Paint the Town Pink

Real Real Red Pretty Pink Cheery Cherry
Ripe Pimento

S0 Sweet Pastel Pink

Star Spangled Hokey Pokey Pink
Portrait Pink
Pretty Please
Just as alliteratlon is a definite aid to memory, so
are rhyme and rhythm, The best illustration of application
of this learning law 1s the "Flair" ad, already noted, but
cited again in verse form:
Whatever you wear,
Wear 1t with Flair;
A perfume for the knowing
With a rich and radiant air.
Lipstick names that reflect the use of rhyme as an attention-
getter are:

Night Flight Hokey Pokey Pink
Cheery Cherry Razzel Dazzel

The perfume name "Helght of Delight" has the same function.

Another law of learning is the law of effect: people
remember things that evoke pleasant sensations much more
réadily than they remember those with unpleasant connota-
tions: Not a single instance has been found of a lipstick
or perfume name that has unpleasant connotations.

Most popular, however, are those that do have connota-
tionsj that is, there seems to be a much greater demand for

the affectively descriptive names than those which are
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strictly informative., The learning law of interest supnnrts
the existaence of the greater appeal of imaginative, descrip-

tive names over plainly informative names such as these:

Dark Red Hed Tone Rose Red
Medium Red Blue Tone Blue Red
Bright Red Pink Clear Red

Medlium Bright Pink Katural
Hatural Rose .

The wide~gpread use of affective language in adver-
tising, especially to women, has been humornusly and
pointedly satirlized in & domestlc diaslogue called "He
Learned About Wimmen,"d Having reasd the invitation,
"Create a different you., Luscious lips. Alluringly smooth,
radlantly clear skin, the gentle caressing lathes of =~
guess what," the irritated male begins his tirade agalnst
the language »f advertising to women, the trick of which
is "never to call a thing by its right name." He declares
that women

want Hergesheimeriasn word-wooziness, Of all writing

Gertrude 8tein's 1s the most truly feminine., The

others, the Virginia Woolf's, have sold out thelr

seX, . . « The best women writers are the dames of
the advertising departments - after Stein. Down
with Man Words (informative and creative alike!)

Down with Sense! Down with Man!

He then proclaims ageinst the language of advertising as
too sumptuously dramatic, with its luxuriantly opu-
lent and devastatingly dashing, not to say spiritedly

superb, grandiose, flattering, incredibly bewitching,
and glamorous mumbo-jumbo!

9. R. Miller _"He Learned About Wimmen," New Republic,
XCIX (July 26, 1939), 330-331.
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In somewhat milder fashion, but illustrative all the same,

Harper's Bagsar recently devonted two pages to the glorifi-

cation of perfume;lﬂ

When a Pharaoh's tomb was lately opened, after
several millennia of cold darkness, the archenlo-
gist's first assistant filled his coat pocket with
seeds which he planted the next March 1n his garden
at home and thereby harvested sweet peas "small but
sweeter than any we have. . . ." He knew the same
plercing wave of fragrance that the Egyptian gar-
dener knew and saved for the ever after.

There is a similer miracle in our gardenless,
glassy cities, when we open bottles of invisible
but manifest lilacs and 1ilies of the valley, of
carnations and sweet peas and freeslas and violets
and rnses and jJasvine., . . . which alone or in
knowing bouquet, have been locked, fresh as the mo-
ment they bloomed, by the genius of the perfumers,
waiting for us to open - this day.

Concerning the "affective effect® of cosmetic names them-
selves, the investigastions of the psychologist E. L. Thorndike
may have some significance. In 1944 Thorndike said that
whether words are liked or disliked depends upon the atti-~
tudes associated with them in past experienees.ll Those
words which have been found to be favorites are assocliated
with states of dignity, grandeur, charm, health, vigor,
cleanliness, success, jov, and freedom - real or imagined.
Most of those states named have already been discovered as
psychological appeals. Thorndike's findings from an ex-
periment with non-sense words did indicate, however, that

certain eonsonants seemed to be liked better than others,

10arper's Bagaar, April, 1952, pp. 136-137.

llE. L, Thorndike, "Euphony and Cacophony of Engllish
Words,® Quarterlv Journal of Speech, XXX (1944), 203,



and in 1946 he wrote that in certain cases single sounds

or serial combinations of sounds have "inherent meanings

or influences on meaning apart from what they have been
associated with in the hearer's exyerience.“lg Of the con-
sonants, "L" was the most popular, followed by "D," ¥I,n
and "E." Third preference was "3" and "¥," and fourth was
"B," "E," and "K.," Least liked were "KG" and "F," YG," and
"3H." By referring to the alliterative lipstick names
mentioned above, ~ne will nnote that they are listed ac-
cording to the position thev hold in Thorndike's popularity
poll. It does seen that his conclusions are supported, but
the allowancs made for the influence of the first letters
of "pink" and "red™ must not be overlooked. One other in-
teresting discovery of Thorndlke's has relation to the cos-
metic names under survey. Listed among what he found to be
the favorite words in the English language are many that
have been used repeatedly in the names of lipsticks and

verfumes. Among them are these:

lily fantasy violet
love fragrance coral
lilac lavender clover
amber blossom Jasmine

Begsides the use of those gsounds that are said to have
a kind of inherent esthetic value and those words that are
favorites, for whatever reason, there are further methods

of presenting cosmetic names in wavs that are either pleasing

12E. L. Thorndike, “The Psychology of Semantics,"
American Journal of Psychology, LIX (1946), 613.
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enough in sound or unusual enough in content or sssceciation
to attract the notice of the public, Several of those st~

tracting methods have to do with parts of speech, as shown

in out~of-the-ordinary combinations or in unusual arrange-

ments of common combinations., The striking combination of

two words that are generally ennsldered as nouns 1is quite

effective in thess perfume names:

Clove Carnation Love Charm
Russia Leather Holly Lure
Parfum Thrill Paradlise Eve

The "adjective® combinations in "Star Spengled"™ and "Pretty
Pink" lipsticks are zlso illustrative. This methnd of
unigue combining to create names is probably an extension
of a marked linguistic characteristic of Modern English -
functional shift,

The freedom with which #odern English shifts a word
from one part of speech to another is extended also to
shifting the position of modifiers, as demonstrated in the
nunber of postpositive adjectives found in perfume and lip-

stick nanes:

Perfumes Lipsticks
Violet Adorabls Baven Red
Violet Perfect Apple Red
Lily 4frica Bobin Red
Moment Supreme Paradise Pink
Cocktail Dry Tiger Lily Amber

Shulton's caption, "Flower~fragrant - Leaf-cool - Plcture-
pretty,” is also indiecative of the use of the adjective

following the noun. Undoubtedly, some credit for post-



pogltive constructions must be given to the French language,
in which the constructlon is common; and the position of
Paris ss queen city of the perfume industry surely has fa-
cilitated the adoption of postpositives in English. French

perfume names support the preceding statement:

Tabae Blond Carte Verte Heure Passionante
Oeillet Bleu Carte Blanche Fleur Divine
L'Heure Bleue Carte Bleu Creme Mystique

In conventional pesition and in conventional part-of-
speech usage, another group of names sesms to derive its
attracting power from a Aifferent source., The tvpe referred
to mav be classed as oxynorons, their effectivensss ema-
nating from the combination of contradictory or incongruous
words. Apparently less adaptable to perfume names, this
tvue is 1llustrated in these lipstick nazes:

Frozen Fire Midnight Pink
Nut Brown Red Raven Red
Sky Blue Pink
Possibly, "Dark Brilliance" perfume 1s a weaker example.
Though not an oxymoron, "Singing Copper" lipstick evokes
a2 similar sensation of the unexpected.

Another linguistie "trick" should be mentioned, but
its absence rather than its evidence makes 1t significant.
The use of puns 1in ecosmetic names 1s practically non-existent,
the only example found being "Heaven-Scent" éologne. This
situatlion seems to offer conflrmation to Hattwick's statement

that sixplieity 1s much more successful than trickiness*13

13Hattwick, op. cit., p. 266,
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There are some perfume and lipstick names, though,
in which advertisers have resorted to "trickiness" in the
effort to atiract attention. In the following survey of the
formations and sources of psrfume and‘lipstick names
Louise Pound's 1list of types of trade name formatlons and
ssurcesln will be used in combination with H. P. Bridge's
list.ls

No laws of learning or memnry would support the wide-
gpread use of such apparently coined words as "Yolal,"
"Yram," or "Zia," The affective value nf the majority of
this type of namesg is also extremely questionable. Never-

theless, some "liberals" have given these names to perfumes:

Mem S8irri Zingara
Tang Melong Taglio
Tianne Boketia Zut

Tobruk Terci Tawn

Liu Svta Donschinka

Just as puns are not to be found often among the names,
neither sre blends as common in cosmetic names as they seenm
to be in other trade name filelds. The only blends found
wers "Klssiah," a perfume, probably "kiss" in conjunetion
with "messiah," and %“Cinnabar," a lipstick, which is a blend
of ®einnamon® and "bar." “Europia" perfume may also illus-
trate a blend of "Europe" and “Ethlopia,®

A name source gimilar to that of blends 1In that two

wnrds are combined, but different in that 211 of both those

Wpound, p2. ¢if., pp. 29-41.
15Hridge, op. git., pp. 669-671,



words appears in the nane, iz Tormation as compounds,

BEvidences of compounds as perlume names are:

Spellbound Summertime  Thunderbolt
Heartbeat HBindulure Lovejoy
Tailspin Woondhue Carefree

Aquamarine Mist
Several names of men's colognes also are compounded:

Seaforth Sportsman Cologne
Surfgprav Tanbark

Fuarther illustrations are found in these lipstick nomes:

Hearthreak Pink Crossfire
Fireworks Wildfire

One source of lipstick names that neither Pound nor
Bridge accounted for is the use of groups of words as
phrases or even as independent clauses to serve as trade
names., Recent exarples are:

Love That Red Wheret's the Fire?
Touch of Genius Pairt the Town Pink

Word groups have been noted, however, in another

source - that of hyphenatlion:

Ador-Xe Kis-&4zain Heaven-Scent
Lovekis Swyt-Klgse  Abra-Ca-Dabra
Lov-Lor ¥iss=-0~Love Herry~-Go-Round

Besldes these hyphenated perfume names, one finds "Heart-
Throb," "3ta~Put,” and "NueLlips" lipsticks.

it 1s obvious that in the preceding list there are
several spelling distortions. 4ctually, disguised and
fancy spellingg are soarces of a whole group of cosgetic

names, though 211 the exascplss here are perfume naunes:



Blis Bveomara DYLite
Pasion Mysterle Tranquelle
Trn Test Mysteria Nizht Myst
Jdearie Mystique Mistikum
Lureon Mvstiecum Witcherie

No doubt, part of the etnlanatinn for some of thése
distorted names, such as "D'Lite" and "Yysterie,” may he
found in the extensive influence »f French in perfume nanes,
3ince the reasons for that influsnee have been pointed nut
gaveral times, 211 that rermains to 2» 1s to 11lluztrate
several wavs in which French “oes pepetrate the language of
engmetle advertising, A usefnl tvne of word in perfune
naning is the eognate that has a close resemblance in English
and Freneh, Words like "parfum® and "odeur® have become go
familiar that thev are frequentlv used withont warning or
italies, to Iiiven up plair English expression and provide
that extra spin most woren recelve from the French language.
The preference for “Porcelaire" perfume over "Forcelain,%
for "Frivolités™ over "Frivolities," and for "VMystdre" over
vMvstery" sre explained bv the zpveal of French. Other

cognates are:

Emeraude Megsager

Fumeur Imperizle
Pretexte Charme Rose
Futur L'Heure Bleue
Grand Epogue Le F&te des Hoses
Directoire lLe Dgndy

"Contirentale? lipstick is also illustrative.
Arthur Minton notes a certain number of words "without

patent Englizh cognates that have become the property -



in varying degrees - of both the educated and the uneduncated,”

such as:lﬁ
le beau belle moi fleur amour
1la tres vous toi narfun

The publie's familiarity with such words, however, zsems
to have plven namers 1lberty in using them promiscuously,

the result »f whieh hastbeen corins like theses

La Samson ¥an Seents
Le Kid Le Parfume
Fleur de Amour L'ane (La-May)

Minton has listed other unlquo perfume nanes that he calls
"Mendelian nuzzles produced bv the warm znd disorderly em-

brace of Bnglish and French:wl?

Belle Hsaven Bonny Fleur

Vio Fleur Lovelé

Southern Besute Beau Mist

Le Jne Perfums Are~Jay
Perle Kiss L'Esprit de Hollywood

In the effort to add smatterings »f French to per-
fume advertising, nemers have often been cousidarate enough
of thnse women who do2 not know French tn provide acemn-
panyving translatiors with French names. One perfume nare
is "Fille d'Bve {Daughter of Eve)," Another, "Rigolade "

is said tn be "French for Honteil's laushter.®

Though many distortlions do appesr, marny more perfume
nanes exist in comparativelv unsduvlterated French. A few

of the long list are:

Yuinton, op. cite, pe 171. 171p1d., p. 172.
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En Avion Etoile Fllante
La Nult de Noel Quelques Fleurs
Bellodgia Fleurs 4'Amour
Fleurs de Rocaille Cachet

Or et Noir L'Heure Bleune
Prench Cancan Fleur de Feu
Les Fols de Senteur Yol de Ruit
Sortilege Repartee
Cosur-Joie La FPéte des Roses
Potpourri Femme

On Dit Muguet

Orgueil

Aside from those names which are unique in spelling
or e¢nntent and those which are derived from French, there
are some more conservative sources for perfume and lip-
stick names. Probably because they do not evoke the psy-
chological sensations or arrest attention as do most of the
names, these groups are definitely in the minority and are
more or less Yrisked" as cosmetic names only by the best-
established companles; Other than in the case of names
that already carry some prestige in other flelds, such as
Dior, Hattie Carnegie, and Schiaparelli, the practice of
giving a perfume or a lipstick the name of the owner or
originator of the business in negligible. One of the few
instances noted of such a source is "Dunhill"® e¢ologne for
men, whose advertisements seek to cause automatic asso-
clations of the name with luxurious surroundings by saying,
"It's champagne...It's caviar...It's Dunhill,.®

Place names are sometimes used as perfume names, that
is, if the places are famous in themselves. Henri Bendel's

perfume is called "1L0 West;" others are "Parfum Ritz" and



76

"On Fifth Avenue." Names adopted in allusionary senses,
either to persons, places, or things, have already been
noted as satisfying various appeals,

Perhaps the most unspectacular way of naming perfumes
is by simply giving them a number., As indicated, only the
most confident firms gamble selling g perfume with a num-
ber for a namej; they can do so probably only because of the
prestige aequired through the company name already.
Examples are

Chanel No. 22 Lucien Lelong's Parfum 6
Chanel No. § Lucien Lelong's Parfum 7
Park and Tilford - No. 3

The importance of a name has already been established.
In this chapter the "graphonic suggestions" of cosmetic
names have been examined in the light of the ease with
which they may be remenmbered, their devices of attracting
and holding attention, and the sources of their formation.
Appearance and sound of trade names do determine, to a large

extent, their effectiveness.



CHAPTER V
SUMMARY AWND CONCLUSIOWS

By way of coordinating and reviewing the content of this
study, a summary and condensation of the material treated
is considered neceasary. The investigation was Justified
bv the contention that the names of lipsticks and perfumes
illustrate the whole body of trade names, which have assumed
a prominent position in the American society; the signifi-
cant role of cosmetics throughout centuries of the world's |
morale and econony; and the faet that hardly any previous
investigations of the field have been made.

In the introductnry chapter a statement was made to the
effect that certain semantic tendencies and principles would
be discussed in the thesis. In Chapter II semantic explana-
tions of the tremendous power of advertising were given and
illustrated. One explanation was concerned with the human
ineclination to regard the "word" as the "thing" rather than
as merely a symbnl of the "thing." This type of automatie
reaction was condemned as encouraging fallure to lock bevond
the words of the advertisement to the facts. The doctrine of
"facts first" was advocated because what the products are and
what the names gsay thev are have no vital relation. 8eeing a
perfume called "Devastating" and taking it as a "map" toward
the fountain of feminine charm, a woman could be disappointed

77



to find her scented-self nearer her envisioned captivating-
salf by only a fragrance., The "territory'" or promise of
the nawe can be misleading to an unsuspecting buyer. Living
in "word-worlds," people cling to a primitive superstitiocus
belief in "word-magic," expeclting names of products used to
have direct personal effects. Another unfortunate sltuatlon
regarding ideas about words is a (requent lack of abllity
to discriminate between facts and propaganda. "Lanvin =-
the best raris has to offer” is not necessarily a fact no
matter how often it is repeated.

Disguised as "purrs® in alghly attractive contexts
thie names of perfumes and lipsticks carry extremely aflflec-
tive connotations. Besides having a highly attractive ap-
pearance and sound themselves, the names are often bonsted
to the publiec's attention with various 'personal touches,”
such as direct addresses. Another way of disguising or enw-
haneclng facts is the metaphorical process, operating on
some point of similarity, often minute and farfetched. Pep-
fumes are often cristened with names of lowers uecause of
similarities of smell, real or pretended. In the same way,
lipsticks acquire names of red- or pink- or orange-hued
objects, such as "Poppy," "Cherry Ple Pink," snd "Baby Tan-
gerire." A still different affective technique 1s the nse
in ecosmetic nawes of allusions to contemporary, nistorieal,
literary, musical, and nytaical persons or events or to

geographical locations.
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Concerning the phases of the emotive language of
advertising, it was noted that “sense" or informative
connotations have little part. "Feeling," as generated
by the affective devices, and "tone," dependent upon the
group of prospectlive consumers, have a greater function,
The underlying snd primary funetion, however, was shown
to be "intention."

The most pitlable state of "word-worldliness," that
which can lead only to cireular thinking, was called
*intensional orientation," to which advertising is a di=-
rect contributor. Finally, in the second chapter, the am-
biguous nature of perfume and lipstick names thenselves
was pointed out as providing still more affective appeal.

In the third chapter the basie psyehological appeals
that are utilized in the cosmetic names were exmmined,

As might be expected, considering the non-essential nature
of the articles, most of the appeals were directedé toward
romantic, exeiting, and glamorous "wants." The appezl to
sex 1s obvious, but it has probably been overrated. The
love of emotional excitement is partlv satiated by a large
group of names, ineluding references to spectacular events,
danger and mystery, far-away places, and festive occasions,
Other names, designed to appease the human desire for so-
cial approval, are related to personal attractiveness, sucw
cess, luxurious environments, expensive jewels, royalty,

fine wines, the arts, and philosophy and theology.
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‘Closely akin to the social approval drive, the appeal
to pride includes names that suggest vanity, fashion, dis~
tinction, ané luxury. Another non-practical appeal 1s that
to the love of comfort through names that suggest coolness,
vacations, peace, and seasonal comfort. The pendulum of
appeal was seen to have swung to the exact opposite posi-
tion, nowever, in cosmatic names that suggest or stimulate
activity -~ physical, such as in sports and "artistic" crea-
tivitv, or mental, as aroused by curiosity.

Though the "romantic" appeals predominated the findings,
certain "practical’ appeals were found utilized in the names
nf perfumes and lipsticks. Among those were names or ad-
vertisements waving the flag of econnmy, names smacking of
references to tasty things to eat, and a single example of
the appeal to maternal love.

Thus, it was shown that the publlc cannot be solely
condemned for 1ts often-naive trust in words; some of the
responsibility was laid to the names themselves. The pro-
spective buyer is nnt only exnosed to varinus nsvehonlngiecal
connotations that appeal to his most basic desires and needs,
but he can hardly avoid being confronted with them. The
fourth chapter revealed that the names, by virtue of their
"graphonle" aspects, often demand both attention and reten-
tion., The laws of learning, especiallr those of repetition,
fhyme, effect, and interest, were discussed as providing the

basls for many perfume and lipstick names. The various
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methods theot contribute toward the attracting-power nf the
names were listed and illustrated. Peslides the affectlive
language used in general advertising, certain affective
devices within the names are prominent, among them sounds
and words, pleasing inherently or through agsociation;
names resulting from functional shifty postpositive con~
structinns; oxymorons; and puns. It was also shown that
perfume and lipstick names derive some of thelr affective-
ness from thelr sources and formations. Those sources in-
clude the majority of sources for the whole category of
trade names, especially illustrating the incorporation of
French: into ensmetic names., Though they were utilized,
thz obher sources provide relatively few examples.

The investigation of the names of lipsticks and per-
fures, especially their "“graphonie" aspects, has led to a
recognition that thev employ many of the sawme teehniques
used in literature. Besides providing chances for identi-
fication, the names ars often figurative, allusive, fhymed,
and alliterative. The simllarity between trade names and
literature predbably stems from the fact that both are com-
rosed of affectlve, connotative language.

Further conclusions can be made regarding the signifi-
cance of the study. That trade names in general have only
a passing significance for the student of language, as

Louise Pound has indieated,l Is only partly trne. Admittedly,

lpouﬂd, oD, citt’ Pe 30-
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to davote years of study to the sources and formatlons of
a certalin group would bhe rather futile, since vogues in
trade names change constantlv. Because of certain un-
changing trends of erroneous %thinklng about the signification
nf mere words, a study of trade names cannot be deemed
wholly without justification. |

The "“graphnnic"” aspects of the narwes and certain
basic psychological appeals conbine to supply a rich fleld
for the play of human imaginatlion, which ton frequently re-
sults in aseribinzg ton much power to single names, Having
been attracted to a name and appealed to by it, the con-
sumer too often unconsciously nlaces his confidence in the
product because nf its name, expecting it to be a panacea
for all his Praistrations.

The commonly-called "let-down" feeling that sometimes
results from expecting too much of a product hecause of
1ts name 1s not unavoidable. A public aware of the ponssible
deceptiveness of trade nawmes can learn what to look for
and how tn weizh facts against affeetion. Then 1t can
select and buy, wilth little need for apprehension of dis-
appointment, and comfortably settle back to be amused with
and enjoy a widely heterogeneonus group of trade names rich

in imaglinative gualities.
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