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Abstract

[EN] This work explores the central role that emotions and passions play
in contemporary brand communication, focusing on how brands construct
meaningful relationships with their audiences through affective and sensory
strategies. In recent decades, the increasing complexity of consumer culture
and the progressive symbolicization of consumption have transformed brands
into powerful systems of meaning. No longer limited to conveying functional
benefits or product performance, brands now operate as narrative and symbolic
devices capable of generating values, identities, and emotional experiences.
Within this framework, branding must be understood as a communicative
process through which brands build coherent symbolic worlds and establish
lasting emotional bonds with consumers.

Drawing on semiotic approaches, particularly the semiotics of passions, this
study examines how brand discourse mobilizes emotional configurations to
produce engagement, identification, and a sense of belonging. Contemporary
advertising and communication practices increasingly rely on the staging of
affects, atmospheres, and sensory experiences, often privileging emotional
resonance over purely informational or rational appeals. As a result, brand
communication increasingly operates through mechanisms of affective
contagion and experiential immersion, inviting consumers to engage
emotionally rather than merely interpret cognitively. Within this perspective,
emotional branding refers to the capacity of brands to construct discursive
universes in which products act as vehicles of shared emotions, memories,
and cultural values. Through visual, narrative, and sensory strategies,
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brands activate symbolic associations that connect individual experience
with collective imaginaries, transforming consumption into an emotionally
meaningful and socially situated practice.

The research aims to analyze how emotions and passions are articulated within
brand discourse and how they contribute to the production of meaning, identity,
and social belonging in contemporary advertising. To this end, particular
attention is given to Christmas advertising, which represents a privileged site
for the condensation of affective, symbolic, and cultural elements. Christmas
campaigns often mobilize recurring themes such as nostalgia, family, magic,
and shared rituals, creating a mythic and universalized representation of the
holiday that resonates across different audiences. In this context, the study
first provides an overview of Christmas advertising as a communicative
genre characterized by high emotional density and symbolic richness. It then
focuses on a paradigmatic case of mythic brand communication: Coca-Cola.
This brand has historically structured its communication around both ludic
and existential values, successfully tapping into consumers’ desires, dreams,
and collective memories. Advertising has played a crucial role in this process,
contributing to the construction of a powerful aura of meaning around the
brand and its products. In particular, Coca-Cola’s Christmas campaigns have
been instrumental in shaping a shared, culturally pervasive imagery of the
holiday, reinforcing its mythic dimension and emotional appeal. Through
these campaigns, the brand participates in the ongoing construction of a
collective cultural narrative, where consumption becomes intertwined with
emotion, memory, and belonging.

Keywords: Semiotics, Semiotics of Passions, Emotional Branding, Advertising,
Christmas
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1. Introduction

In contemporary consumption culture, emotions and passions have become
central to the way brands communicate and establish relationships with
their audiences. The growing complexity of markets and the progressive
symbolicization of consumption have transformed brands into systems of
meaning capable of producing narratives, values, and emotional experiences.
In this context, branding can no longer be understood merely in terms of
functional benefits or product performance; rather, it must be seen as a
communicative process through which brands construct symbolic worlds and
foster emotional connections with consumers.

This study draws on semiotic perspectives, particularly the semiotics
of passions, to investigate how brand discourse mobilizes emotional
configurations in order to generate engagement, identification, and a sense
of belonging. Contemporary advertising increasingly relies on the staging
of affects, atmospheres, and sensory experiences, privileging emotional
resonance over purely informational or rational appeals. As a result, brand
communication operates not only through persuasion and strategic positioning,
but also through affective and immersive experiences that involve consumers
on a deeper, experiential level.

Within this framework, the notion of emotional branding highlights the
capacity of brands to create discursive universes in which products become
vehicles of shared emotions, memories, and cultural values. Through visual,
narrative, and sensory strategies, brands activate symbolic associations that
connect individual experiences to broader collective imaginaries, transforming
consumption into an emotionally meaningful practice.

The aim of this work is to analyze how emotions and passions are articulated
within brand discourse and how they contribute to the construction of
identity, memory, and social belonging in contemporary advertising. To this
end, particular attention is given to Christmas advertising, which condenses
many of the features of the “mythic philosophy” (FLOCH 1990). Christmas
campaigns often mobilize themes such as nostalgia, family, and shared
rituals, creating a universalized and emotionally charged representation of
the holiday.

The analysis will begin with an overview of Christmas advertising as a genre
characterized by high symbolic and affective density. It will then focus on
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a paradigmatic case of mythic brand communication: Coca-Cola. This
brand has built its communication around both ludic and existential values,
successfully intercepting consumers’ desires and aspirations. Advertising,
among its various expressive channels, has played a fundamental role in
constructing an aura of meaning around both the product and the brand itself.
In particular, Coca-Cola’s Christmas campaigns have contributed to shaping
a shared, mythic vision of the holiday, centered on nostalgia and the values
traditionally associated with it.

2. Emotions, desires, sensations: semiotic tools

Recent studies on branding emphasize the emergence of new brand
strategies grounded in the growing demand for symbolic, emotional, and
sensory experiences. According to FERRARESI & SCHMITT (2007), the
relationship between brands and consumers has progressively moved toward
forms of engagement and consumption experiences marked by strong
emotional investment. For this reason, traditional marketing dimensions such
as memorability and positioning have gradually been complemented, and
sometimes replaced, by strategies centered on commitment, understood as
a form of emotional empathy between the brand and the consumer. In this
perspective, the brand becomes a familiar and trustworthy presence, capable
of representing not only products but also values, aspirations, and aspects of
personal identity. Atthe same time, brands seek to connect with broader cultural
and social issues, positioning themselves within wider value frameworks that
include ethical and social principles such as inclusion, tolerance, sustainability
and gender equality (BOERO 2025). This shift is achieved through different
communicative strategies centered on passions. It entails moving beyond the
traditional logic of positioning to construct broader symbolic universes and
possible worlds in which consumers can recognize themselves, grounded in
pathemic and sensory elements. These developments highlight the growing
importance of emotional and sensory dimensions in brand communication,
which shape the cultural and value-based orientations that brands seek to
embody (BOERO & PICCOLO 2025).
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As a discipline devoted to the study of systems and processes of signification,
semiotics necessarily pays close attention to brands and to the ways in which
they construct, manage, and communicate their symbolic universes. Over
time, a consolidated tradition of semiotic studies on branding has developed,
initially rooted in the analysis of advertising texts and later extended to the
broader field of corporate and brand communication. The origins of this
tradition can be traced back to the pioneering analyses conducted by Roland
Barthes and Umberto Eco in the 1960s. In his well-known study of the Panzani
advertisement, BARTHES (1964) identified a series of discontinuous signs
that collectively produce connotative meanings: the half-open shopping bag
suggests freshness, the tricolour tones evoke Italian identity, and the grouping
of various food products conveys the idea of a complete culinary service. At
the same time, the image appears to naturalize these meanings, presenting
them as spontaneous and self-evident, thus operating through mechanisms
similar to those described in Barthes’s theory of myth. Similarly, ECO (1968),
in his analysis of a Camay soap advertisement, proposed the foundations of
a visual rhetoric of advertising. Beyond the denotative level, depicting a
man and a woman observing paintings at Sotheby’s in London, the image
generates connotative meanings related to prestige, elegance, and refinement.
These early analyses aimed to apply rhetorical models to advertising in order
to reveal the ideological strategies embedded in visual communication.
However, as later scholars have noted, such studies also contributed to
overcoming the simplistic idea of advertising as a form of hidden persuasion,
showing instead that advertising texts are structured across multiple levels that
require active interpretation by audiences. With the development of structural
semiotics, particularly within the framework of Algirdas J. Greimas theory
and the Ecole de Paris, the focus gradually shifted from a purely rhetorical
analysis of signs to the investigation of the deeper narrative and discursive
structures underlying communication. This perspective introduced analytical
tools such as the semiotic square, narrative grammar, modality theory, and
theories of discourse and enunciation, enabling semiotics to develop a more
comprehensive methodology for understanding how meanings are produced,
structured, and circulated within culture.

Specifically, the application of the Generative Trajectory of Meaning
developed within Greimassian semiotics (GREIMAS 1970; 1983) provides
semiotic analysts interested in branding studies with a framework for
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monitoring the effectiveness and coherence of brand communication. Within
this model, the deepest level is the axiological level, where the fundamental
values that ground the identity of the brand are organized. At this level a
core system of values emerges, ensuring the brand’s continuity and stability
over time. The second level is the narrative level, where these abstract values
are translated into narrative structures and action schemes that organize the
brand’s storytelling. At a more surface level lies the discursive level, where
narrative structures are concretely staged, contextualized, and specified in
detail through communicative forms. While the axiological and narrative
levels tend to remain relatively stable, the discursive level is more susceptible
to transformation, as it responds more directly to changes in the socio-cultural
environment.

Greimassian semiotics has progressively integrated its narrative and
discursive grammar with pathemic categories, related to emotions, passions,
and sensory perception. After the development of analytical tools devoted to
actions (narrative syntax) and cognition (the theory of modalities), it became
necessary to account for emotions, tensions, and the psychological states
of actors within the semiotic framework. It gradually became evident that
actions themselves are deeply influenced by the passions of subjects, who act
narratively on the basis of underlying emotional impulses. These impulses
originate at the deepest level of the Generative Trajectory of Meaning, where
the thymic category, structured around the opposition between euphoria and
dysphoria, axiologizes other semantic categories already organized through
the semiotic square. The thymic dimension determines attractions (euphoria)
or repulsions (dysphoria) toward particular values. At the narrative level
these deep impulses are translated into struggles, competitions, desires, and
quests, while at the discursive level they are manifested in pathemic roles:
the actors of discourse appear happy, nostalgic, melancholic, enthusiastic, or
disappointed.

Building on this perspective, FONTANILLE (1993) proposed the concept
of a Canonical Passional Schema, describing a sequence of phases through
which a subject constructs and experiences passion. According to this model,
passion initially emerges as a latent state, then develops through a specific
disposition, becomes identifiable through a process of pathemization, is
experienced bodily through emotion, and is finally evaluated through a stage
of moralization in which the subject interprets and judges the meaning of his or
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her emotional trajectory. Other scholars have attempted to identify additional
semiotic parameters for the analysis of passions. FABBRI & SBISA (1985),
for example, highlighted several relevant dimensions, including aspectuality,
which concerns whether a passion is perceived as completed or still in
progress; intensity, which measures the degree of emotional involvement;
tension, which reflects the internal instability inherent in every passion and
is closely connected with aspectuality; and rhythm, a crucial element in
interactive emotional dynamics, influencing both tension and intensity. These
analytical categories demonstrate that passions are not marginal phenomena
but fundamental components of meaning-making processes.

In the 1990s, Greimassian semiotics became a foundational framework for
the work of Jean-Marie Floch, whose studies mark the beginning of a fruitful
dialogue between semiotics and marketing. The following paragraph will
examine in detail one of the main taxonomies he proposed, that of advertising
philosophies, before tracing their more recent applications within brand
semiotics studies.

3. Philosophies of Advertising, Philosophies of the Brand

The study of advertising philosophies, as developed by Jean-Marie FLOCH
(1990), provides a comprehensive method to examine the ways in which
brands construct meaning, engage audiences, and establish relationships
with consumers. Floch’s analysis moves beyond the examination of deep-
seated values within advertising texts, which traditionally structure narrative
programs and subject positions at the surface level of the generative path,
and shifts focus to the advertising discourse itself: its strategies, rhetorical
mechanisms, and conditions of veridiction. In other words, rather than
considering what texts “say” in terms of underlying values, Floch interrogates
how advertising operates as a communicative system and how it positions the
brand in relation to reality and to the consumer.

Floch identifies four primary advertising ideologies, each representing a
distinct mode of constructing discourse and meaning;:
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- Mythical advertising is characterized by its capacity to cloak the product
in dreamlike worlds, emotions, and imaginative possibilities. Drawing
on the work of Jacques Séguéla, this approach seeks to transform acts of
consumption into extraordinary experiences. Through the use of symbols,
heroic figures, and fantastical atmospheres, mythical advertising erases the
monotony of everyday life and situates products within highly evocative,
aspirational universes. It contrasts sharply with referential advertising but
can complement oblique approaches by generating emotional resonance
and imaginative engagement.

- Referential advertising, associated with the vision of David Ogilvy,
emphasizes credibility, truthfulness, and alignment with everyday reality.
Its goal is not necessarily to assert absolute factual truth, but to produce
a discourse that appears objective and veridical. Referential advertising
mobilizes pragmatic values - reliability, efficiency, and functionality -
creating a sense of trust and authenticity in the consumer. This approach
presents the brand as firmly anchored in a recognizable world of practices,
problems, and solutions.

- Oblique advertising, linked to Philippe Michel, operates through paradox,
irony, and deliberate incongruence. By defying conventional expectations
and employing strategies of estrangement, oblique advertising invites
active interpretive participation from the audience. Consumers are
positioned as co-creators of meaning, engaging cognitively with the
brand to resolve enigmas and navigate surprising narrative twists. This
mode highlights the brand’s capacity for playfulness, wit, and intellectual
stimulation, challenging the recipient to engage in lateral thinking and
imaginative interpretation.

-Substantial advertising, drawing from the work of Jean Feldman,
emphasizes the intrinsic qualities of the product itself. Here, attention
is directed to tactile, olfactory, gustatory, and material dimensions of
consumption. The discourse highlights the product’s sensory and aesthetic
appeal rather than its narrative or functional attributes. This approach
foregrounds a pre-personal, corporeal knowledge, in which meaning
arises from direct contact with the object and its perceptual properties. It
contrasts with oblique advertising and situates the consumer in a realm of
immediate, somatic experience.
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These four philosophies offer a structured lens through which to understand
advertising strategies, as well as the underlying conceptions of how
language functions in relation to reality. Floch’s model raises fundamental
questions about whether the value of the product preexists in reality or is
constructed through the advertising discourse. Each philosophy answers this
question differently: referential and substantial approaches tend to align with
preexisting attributes of reality or the object, whereas mythical and oblique
strategies emphasize the creation of new worlds, imaginative narratives, and
interpretive experiences. Moreover, analysis of advertising texts often reveals
the coexistence of multiple philosophies within a single campaign. Hybrid
strategies can amplify communicative impact, engaging diverse audience
segments simultaneously and combining emotional, cognitive, and sensory
effects.

Subsequent research has elaborated on Floch’s model, applying it to
packaging, product design, and brand discourse more broadly. In this respect,
MARRONE (2007) reformulates these categories by transforming them
into four types of brand discourse, which make it possible to reveal not only
underlying value systems but also the different degrees of subjectivation and
objectivation governing the relationship between the enunciating subject
and the enunciatee. These types represent distinct ways in which a brand
constructs its own world, defines its identity, and engages consumers, shaping
both their perceptions and their emotions.

Referential discourse aims to produce effects of objectivity: the brand
appears anchored in a concrete universe, composed of everyday practices,
real problems, and effective solutions. The values it mobilizes are primarily
pragmatic — functionality, utility, reliability — and the lifestyle it conveys is
one of efficiency and practical competence, where the consumer can recognize
themselves through familiar and verifiable actions.

By contrast, mythical discourse generates effects of subjectivity, bringing
forth emotions, affections, familial or collective bonds, media myths, and
strong ideologies. This type privileges imagination, dreams, and escape from
the ordinary. The brand does not merely describe the product; it situates it
in “an elsewhere” — toward the exotic, the dreamlike, and the unknown —
constructing an emotionally charged universe oriented toward fantasy and
passionate engagement.

Opposite in orientation to this subjective tension is substantial discourse,
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which focuses on the bodily and sensory experience. Here, the brand forgoes
both narrative and myth-making to concentrate on the material qualities of the
product: touch, smell, taste, and texture. The experience is neither narrative
nor practical but entirely somatic. It activates an archaic, pre-personal
knowledge based on primary perceptions rather than stories or concepts, where
consumption becomes direct contact with matter and its sensory properties.
Finally, oblique discourse primarily engages the cognitive dimension. It is the
realm of irony, paradox, and unexpected reversals. The brand addresses the
consumer as a co-creator of meaning, involving them in an interpretive game
of enigmas and flipped perspectives. This form of communication inhabits
the space between logic and imagination, between mental engineering and
poetry, stimulating lateral and clever intelligence and endowing the brand
with a bright, unconventional personality.

Marrone demonstrates that each type of discourse not only defines a distinct
regime of meaning but also establishes a different relationship between brand,
world, and consumer, which can be practical, passionate, sensory, or cognitive.
This approach highlights the complexity of brand construction strategies
and the importance of crafting discourses capable of engaging audiences
on multiple levels, from immediate perception to cognitive elaboration and
emotional experience.

4. “Mythic Brand” and the Role of Advertising

In this section, the focus is on the case of mythical branding (MARRONE
2007), with particular reference to Coca-Cola Christmas campaigns. Since
its origins, the brand has constructed its identity through the evocation of
a foundational time of modern consumer culture: an imaginary populated
by celebrations, conviviality, and family gatherings, continuously renewed
across decades. Among the various brand communication tools, advertising
is particularly effective in creating an “aura of meaning” (FLOCH 1990)
around the product, shaping symbolic imaginaries that transcend functional
attributes.

The passion of nostalgia plays a central role in Coca Cola advertisements. The
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“effect” of nostalgia activated by Coca-Cola does not refer to an individual or
private past, but to a symbolic and shared “happy past,” suspended between
collective memory and mythic construction. This narrative structure can
already be traced back to the early stages of the brand’s history. Founded in
1886 as a beverage sold at soda fountains, Coca-Cola quickly established
itself as a mass-consumption product, supported by an innovative distribution
model and a strong focus on visual and symbolic elements. A crucial turning
point in this process was the introduction, in 1916, of the Contour bottle,
whose distinctive shape became an iconic and timeless sign, capable of
maintaining its recognizability across different historical periods. Over time,
this visual identity was further reinforced through graphic variations of
cans and packaging associated with events and festivities, strengthening the
ritualistic and collectible dimension of the brand.

Coca-Cola progressively developed a narrative oriented toward the
construction of a universal imaginary of consumption. From early print
campaigns featuring slogans such as “Delicious and Refreshing” or “Good
to the Last Drop”, to the global campaigns of the second half of the twentieth
century, the brand gradually shifted its focus from the product itself to the
experience it mediates, transforming the beverage into a symbolic vehicle of
relationships, emotions, and shared values. A particularly emblematic moment
in this evolution is the Hilltop campaign (1971), built around the slogan “I’d
like to buy the world a Coke”, in which Coca-Cola becomes a metaphor for
unity, peace, and global harmony. The campaign originated from a contingent
episode that later assumed a foundational role in the brand’s communication
history. While stranded at Shannon Airport in Ireland due to a flight delay
caused by fog, creative director Bill Backer observed how the simple act
of sharing a Coca-Cola helped ease tensions among frustrated passengers,
fostering interaction and exchange among strangers. From this experience
emerged a reinterpretation of the beverage’s symbolic meaning: drinking a
Coca-Cola became an implicit gesture of social connection.

This intuition materialized in the Hilltop advertisement, which stages a group
of young people from diverse cultural and ethnic backgrounds singing together
on a hill. The use of a heterogeneous cast and a neutral, decontextualized
setting contributes to the construction of an image of global unity, detached
from specific historical or geographical references. The sensory and aesthetic
dimension is central: music, repetition, and choral performance create
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an immersive experience that invites the viewer to feel included within a
collective whole. The feeling of nostalgia evoked derives from an idealized
concept of worldwide unity, which is continuously brought back to life in
shared memory.

This mythic logic finds one of its most accomplished expressions in Coca-
Cola’s Christmas campaigns, which offer a particularly effective case for
understanding how brand discourse mobilizes collective passions through
globally recognizable figures and recurrent narrative structures. Since the
1930s, the brand has played a decisive role in the construction of a transnational
Christmas imaginary, operating not only at a promotional level but also at a
deeply symbolic one. Central to this semiotic construction is the figure of Santa
Claus, whose modern iconography was consolidated through the illustrations
of Haddon Sundblom starting in 1931. Depicted as warm, benevolent, and
profoundly human, Coca-Cola’s Santa functions as a powerful operator
of condensation: rather than simply representing a narrative character, he
embodies a dense cluster of thymic investments, crystallizing values such
as generosity, intimacy, and the magic associated with Christmas. Such a
figure can be understood as an actorial condensation of broader axiological
configurations, capable of mediating between the singularity of the text and
the universality of collective imaginaries. His progressive stabilization across
media and decades has transformed him into a transgenerational icon, deeply
sedimented in global cultural memory.

This construction is reinforced by the cyclical repetition of narratives and
the recurrence of highly recognizable figurative elements: snow-covered
landscapes, festive lights, decorated trees, and musical cues such as the jingle
“Holidays Are Coming.” These isotopic markers ensure coherence across
campaigns while contributing to the modulation of thymic intensity. Together,
they generate a suspended and timeless temporality in which Christmas is
configured as a mythic time, oscillating between collective memory and
shared symbolic forms. Recurrent narrative patterns, such as journeys,
reunions, acts of giving, convert an initial state of separation or lack into one
of presence, connection, and emotional fulfillment. Advertising narratives,
in this context, constantly shift between negative (dysphoric) and positive
(euphoric) emotional states. They achieve this by emphasizing concepts such
as unity, cooperation, and collective festivity.

More recent campaigns extend this configuration by explicitly thematizing
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values such as kindness and altruism, as in “The World Needs More Santas,”
where the addressee is interpellated as a potential “subject of doing”, called
upon to actualize the values staged by the narrative. Similarly, branded
entertainment formats such as the 2022 anthology “Christmas Always Finds
Its Way” (including “Alma”, “Christmas Bites”, and “Les Petits Mondes de
Noél”) explore different emotional registers - loneliness, distance, conflict -
while maintaining a stable symbolic structure in which Christmas ultimately
functions as a force of reconnection and reconciliation. Even when dysphoric
elements are introduced, they are consistently resolved within a euphoric
framework, in accordance with the logic of myth.

The persistence of these elements across time highlights the role of repetition
as a mechanism of semiotic stabilization. In this way, Coca-Cola constructs a
continuous discursive space in which each campaign resonates with previous
ones, generating cumulative effects of recognition, nostalgia, and affective
anchoring. At the same time, recent experiments with Al-generated content
have revealed the fragility of this equilibrium: critical responses emphasizing
a perceived loss of “human warmth” suggest that the mere reproduction of
recognizable elements is insufficient without a precise reactivation of the
underlying thymic structures that sustain their meaning.

This mythic and highly codified approach can be compared to that of other
brands, such as Bauli, which offer a more intimate and domestically grounded
representation of Christmas, centred on everyday life and family interactions.
While still operating within the mythic framework, such discourses remain
closer to experiential realism and less oriented toward the construction of
a universal symbolic imaginary. The different trajectories imply different
modes of interpellation. Coca-Cola addresses the viewer as part of a broad
collectivity, inviting identification with a shared emotional horizon. Bauli,
instead, calls upon the spectator as a “situated subject”, embedded in specific
relational contexts and domestic environments. In both cases, the effectiveness
of the discourse relies on the activation of passions; however, the direction of
this activation differs, moving either toward an expansive, global community
or toward an intimate, familiar circle. These differences highlight the internal
variability of mythic branding and illustrate how a shared cultural repertoire
can be rearticulated through distinct semiotic strategies.

Coca-Cola’s Christmas campaigns demonstrate how global brands can
function as mediators of collective emotions, mobilizing recurrent figures,

22



Filosofi(e)Semiotiche, Vol. 12, N. 2, 2025
ISSN 2531-9434

narratives, and sensory environments to produce a stable and widely shared
euphoric regime of meaning. The brand actively participates in the ongoing
semiotic construction of Christmas as a contemporary myth, rather than simply
representing it. At the same time, the central role of advertising emerges as
a device for constructing and modulating shared worlds of meaning, shaping
representations of Christmas as well as the ways in which its emotional and
symbolic values are experienced and interpreted by the target.

5. Conclusion

This study has shown how passions permeate both advertising discourse
and the broader elements of the communication mix, contributing to the
construction of a coherent and meaningful brand discourse. The pathemic
dimension is anchored in a system of differences, where euphoric and dysphoric
values are distributed, opposed, and potentially resolved through narrative or
discursive operations. The staging of emotions at the discursive level must be
understood as the surface manifestation of deeper semiotic structures, rooted
in these fundamental oppositions and in the thymic investments that traverse
them. Passions emerge from the interplay between modal configurations and
axiological categories. The articulation of being and doing, as well as their
respective negations, participates in the constitution of affective regimes
that orient both the enunciative strategy and the interpretative activity of the
addressee. Passions are constitutive dimensions of meaning: they operate at
the intersection of deep structures and discursive manifestations, shaping the
conditions of possibility for both interpretation and value attribution, and
thereby grounding the very coherence of brand discourse.

In contemporary advertising, this dynamic is further intensified by the
multiplication of media supports and by the fragmentation of enunciative
contexts, which require a continuous recalibration of passionate tonality
across different instances of discourse. Advertising typically produces an
initial dysphoric effect, insofar as it interrupts an ongoing semiotic flow. From
a thymic perspective, this moment can be interpreted as a negative modulation
ofthe subject’s state, which the advertising text must subsequently reconfigure.
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The efficacy of advertising thus depends on its ability to reverse this initial
dysphoria, guiding the addressee toward a euphoric or at least neutralized
affective state.

Such a transformation reveals that advertising communication is structurally
grounded in the management and reorientation of passions. Therefore, the
analysis of advertising texts requires attention to the tensions and intensities
that organize the semiotic square and its transformations. In this sense, passions
can be understood as operators of semiotic cohesion, enabling the articulation
of meaningful trajectories within an otherwise dispersed and heterogeneous
communicative landscape, offering forms of axiological stabilization and
affective resolution and confirming their structural role within semiosis.
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