Image Analysis
Image: La vie est belle perfume commercial (Lancome)

The main visual attraction is the woman's face located in the upper half, which looks
directly at us, accompanied by the perfume bottle in the lower left area. The composition
articulates these two dominant figures, while the text also functions as a final graphic
element in the right-central area. The viewer observes a close, luminous scene with the
powerful vector of gaze. The composition separates figures and background by blur,
brightness, tonal contrast, and scale. Face and bottle stand out clearly thanks to the size,
light and blur of the background. All variables cooperate to convey beauty, happiness,
accessible luxury, and aspirational desire. Image, color, typography and spatial
distribution work in the same direction... Associate perfume with happiness, luminous
beauty, elegant femininity and emotional well-being. The image transforms a simple
commercial promotion into an emotional promise associated with the product.

"Eyes, teeth, hair, dress... sensual figure resulting from curved shapes, warmth, hair,
direct appeal..."

1. ORGANIZATION OF DOMINANT LINES

Real lines

A. Great diagonal. The bare shoulder and torso line ascend from the bottom to the
right, guiding the gaze to the face.

B. Dominant curves. Hair, smile, shoulder and contours of the bottle.

C. Secondary vertical of the bottle in an upright position provides visual stability.

D. Horizontal typographic text creates neat bands in the lower right half.

Imaginary lines

A. Natural reading vector. The eye usually goes first to the face and finally to the
name of the perfume and brand.

B. Direction of gaze. The model looks directly at the viewer, creating a very powerful
direct connection.

Subjective synthesis. The lines are dynamic, smooth and steady; everything leads to a
pleasant and seductive feel.

2. LIGHT/DARK LIGHTING ORGANIZATION
A. High-medium tonal key: illuminated face, white dress, background glitter, crystal
reflections.
B. Tonal contrast:
« dark/blurred background,
« eyes, teeth, white dress, bright transparencies of the bottle.
C. Soft front-side light source, typical of beauty advertising photography.
D. Modeling. Soft backlit lighting gives relief, highlights eyes, teeth, hair and glass.

Interpretation. Light embellishes, idealizes and generates visual cleanliness. The dark
background makes the face and product emerge clearly.



3. COLOR ORGANIZATION
A. Dominant Colors
perfume pinks and lips, warm skin tones,
+ dress whites,
« golden/beige hair,
soft blacks and grays of the background.
B. Chromatic harmony
Warm and delicate tones predominate: pink, beige, ivory, gold.
C. Chromatic contrast
The pink of the bottle stands out against a dark and neutral background.
The black of the text contrasts sharply on the dress/light skin.
D. Saturation. Medium, refined and not strident.

Interpretation
The palette conveys classic femininity, sweetness, elegance and gentle sophistication.

4. ORGANIZATION OF THE SIZE OF THE PLAN
A. Type of shot: medium and enlarged detail of the bottle.
The face occupies a large part of the frame and the product appears visually enlarged.
Emotional effect, transmits:
intimacy with the model, direct emotional connection,
Clear reading of the product.

5. ORGANIZATION OF THE HEIGHT OF THE VIEWPOINT
A. Normal Point of View
Interpretation. Generates: elegant closeness, flattering vision of the face,

6. ORGANIZATION OF ELEMENTS IN TWO-DIMENSIONAL SPACE
A. Vertical format. It favors: human protagonism, ascending reading face-body bottle,
product-body-text integration.
B. Centers of Interest / Visual Weights
« Main: Smiling Face,
second: jar,
third: text "La vie est belle", Lancome brand. Rule of thirds:
Upper right intersection: eyes (maximum visual appeal).
Lower left area: perfume bottle.
Lower right area: name of the perfume.
Compositional triangle. Face + jar + main text form a stable triangle.
C. Diagonal balance :
«  human weight above right,
Weight object bottom left.
D. Three-dimensionality: figure focused in the foreground, and background out of
focus with diffuse spatial brightness.
F. Visual rhythm. Alternation between:
hair curves, luminous background circles,



« straight lines of the text, crystalline surfaces.
Interpretation
Reading is very effective: emotion — product — name — brand.

TEXT AS GRAPHIC ELEMENTS
Typographic hierarchy "La vie est belle"
« Larger size. Located in the middle-right area on the light area.
« Fine and elegant typography.
"LANCOME PARIS"
Lower center. Visually heavier by thickness and capital letters.
Close the reading and fix the mark.
Secondary texts. Smaller, they serve as support without competing visually.
Typographic color Black/dark gray on a light background = maximum readability.
Compositional function
The text not only informs: it balances the right void and compensates for the left bottle.



