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ABSTRACT

Information communication technologies accelerated numerous trends in the world including the shift to online
communication and further content digitalization. Technological innovations reverberate throughout complex
social and demographic trends which make a significant impact on business, international companies including.
The article focuses on linguistic analysis of the current changes in advertising and branding, mainly in the
fashion industry. COVID-19 pandemic with online communication and remote work contributed to further
transformation of choice, preferences, and options as well as to popularity of social media as an instrument of
information search, as the environment for communication and sharing opinions. Lockdowns and quarantines
during COVID-19 pandemic, lack of direct contact with clients entailed the shift to online marketing and
advertising. Looking for effective online marketing instruments some companies select storytelling as a basis
for their videos. Underpinned theoretically by multimodal discourse analysis and narrative studies, this paper
shows how storytelling with its appeal to emotions and memorability potential is becoming a noticeable
marketing trend and advertising strategy against the background of current radical technological changes in the
information abundant world. Companies manufacturing lux products began to diversify marketing strategies
and generate multimodal narrative — a string of stories about the brand, its founders, technologies they use.
COVID-19 pandemic accelerated the shift to multimodal videos. During COVID-19 pandemic, fashion houses
created marketing masterpieces to attract attention to new collections. They replaced traditional physical shows
and set a new perspective for online fashion shows. These short films telling brand stories become chapters of a
brand’s lookbook available in social media.

Keywords: advertising, marketing, multimodal, narrative, social media, storytelling.

A. BenoBa. Cropiteninr y pexiami ta Openginry. I[HpopmaniiiHo-KOMyHIKaIiliHi TEXHOJOTIi CyTTEBO
MIPUCKOPWIIA PI3HOMAHITHI MPOIECH 1 TPEHIU Y Cy4aCHOMY CBiTi, OHJIAaHH KOMYHIKAillfO 1 JIUTITai3aIio
KOHTEHTY TOIIO. TEeXHOJIOTIYHI iHHOBAIlil MEepPeNOMITIOIOTECS Kpi3b CKJIATHI COIianbHi 1 jaeMorpadivHi
TEHJICHIIIT, 110 BIUIMBAIOTh Ha Oi3HEC, KPYIHI MDKHApOAHI kKommaHii BkIOYHO. CTarTs (OKYCYEThCS Ha
JIHTBICTUYHOMY aHaJi31 MOTOYHUX 3MiH y pekiiami Ta OpeHJMHTY MepeBaXKHO B iHAyCTpil Moau. [Tanaemis
COVID-19 3 oHnaiiH KOMYHIKAIli€l0 Ta BiJJJAJICHOD POOOTOI TMOCWIMIIA MOJNAIBITY TpaHCHOPMAITUIO
npedepeHIiii, cMakiB, OTHOYACHO CIpisia TMOMYJISIPHOCTI COIMEpPEX K pecypca MOUIYKY Ta MOITUPEHHS
iH(pOpMaIlii, cepe/JoBUIIIA JISl CIIJKYBaHHsS Ta OOMIHY JyMKaMd. B yMoBax KapaHTHHHHX 3aXOJiB Mij 4ac
nangemii COVID-19, 6i3nec, mo30aBiieHHH MPSMOro KOHTAKTYy 3 KIIEHTaMH, MOCWIMB KOMYHIKaliiHy
CKJIaJIOBY 1 NEpecyHyB MapKETiHI Yy cOLiajbHI Mepexi. Y mepeHacHueHoMy iH(opMalli€lo cBiTi, Ha Tii
PI3HOBEKTOPHUX TpaHCPOpMAIlil, IO OXOIUTIIOTH TEXHOJIOTIYHI, COIiaibHi, JeMorpadiuHi TpeHH,
e(eKTHBHOI0 MAapKETHHIOBOIO CTPATETil0 CTa€ CTOPITEINHT, IO NPOWIIOB €BOJIOLII0 BiJl YCHOI emivHOi
Tpaguuii A0 UUPPOBBIX MYJIBTUMOAAIBHHUX 1 MYJbTUMEIIMHUX TexHosnorid. Crupaiodynch Ha Teopii
MYJIbTUMOJIAJIBHOTO aHaJi3y JICKYypCy Ta HapaToJIorii, Y CTAaTTi BU3HAYEHO, SIK CTOPITEIIHI peaji3ye CBid
NepCcya3uBHUM TMOTEHINAN, aNeNiolYd 10 eMOIi 1 (opMyroun CTilKi 3B’S3KM 3 KiIi€HTaMu. B Mexax
MapKeTIHrOBUX CTpaTeriii, OpeHOMHra KOMIAaHii, 110 BUPOOIAIOTH MNPOAYKLIIO Kiaca JIIOKC, CTald
CTBOPIOBATH MYJBTUMOJAIBHUIA HapaTUB — KOJEKII0 ICTOpid mMpo OpeH., 3aCHOBHHKIB, TEXHOJIOTII.
[TarmeMis MpUCKOpHIIA CTBOPEHHS MYJIbTUMOIAIBHIX Bifeo. st OpeH/IiB y Taimy3i MOIU Tij Jac maHaemil
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Ta PI3HOMAHITHUX OOMEXEHb TaKi MapKETiHroBi (IBMHU-LIENEBPU CTANIHd 3acCO00M IEMOHCTpAlii HOBHX
KOJIEKIIi}, 3aMIHIIN TPaJuIliifHi MOKa3H KOJEKI[id, BIAKPIIN NMEPCIEKTUBY OHIAWHOBUX IOKa3iB. DiapMu-
icTopil cTajdy YaCTHHAMHU CBOEPITHOTO OPEHOBOTO JIYKOYKA.

KirouoBi cioBa: MapkeTiHT, MyJIbTUMOAAIBHUM, HApaTWB, peKiiama, COLMEpeXka, pPO3MOBiTaHHS
1CTOpIH.

A. . Benoa. CropureJJMHI B pekjame u Openaunre. HMadopmManmoHHO-KOMMYHHKAalIMOHHBIE
TEXHOJIOTHH 3aMETHO YCKOPHJIM CaMble pa3Hble MPOLECCH M TPEHIbl B COBPEMEHHOM MHpE, B TOM YHUCIE
BUPTYyaIM3alMI0 KOMMYHHKAIlMd ¥ BO3PAcTAONIyl0 IM(POBH3AIMIO KOHTEHTA. EXHOJIOTHYECKHe
MHHOBAIMHN TIPEIOMIIIIOTCS Yepe3 CIIOXKHBIE COLUAIbHBIE U AeMorpadudyecKkie TeHICHINH, OKa3bIBAIOIINE
3aMETHOE BJIMSHHE ke Ha KPYHHBIM OW3HEC, B TOM 4HCIe, MEKAyHapoJHble KoMIaHuu. [laHHas cTaThbs
dokycupyeTcs Ha JIMHTBHCTHYECKOM aHAIW3€ TEKYIIMX W3MEHEHHMH B pekiIamMe U OpeHIuHTe
MpenMyIecTBeHHO B mHaycTpud Mmozbl. Ilannmemus COVID-19 ¢ oHnallH-KOMMYHHKANUEH W ynaleHHON
paboToit ycuiauiaa TpaHCc(hOpMaLUI0 BKYCOB, MPEANOYTEHUH, U YCUIMIA MOMYJISIPHOCTh COLCETeH B IJIaHE
MOKWCKa M PaclpOCTPaHECHUs HHQOpMaIuM, OOIICHHS W OOMEHa MHEHUSMH. B yCIIOBUSAX KapaHTHHHBIX
orpannyeHnii B mepuoy mnanmemuun COVID-19 OusHec, NMUIMHUBIINCH TPSIMOTO KOHTAaKTa C KIMEHTAMH,
YCHIIMI KOMMYHHKAIIMOHHYIO COCTABIISIOILYIO CBOCH JESITEIBHOCTH U MEPEHEC MApKETHUHT B COLUANIBLHBIC
cetd. B mupe, m3o0minyromum uHbopManyel, B kauecTBe d(PPEKTUBHON MapKETHHIOBOW CTpaTETHH CTal
aKTHBHO HCIIOJIb30BAThCSl CTOPUTEIUIMHT, SBOJIONMOHUPOBABIINK OT YCTHBIX TPaJHIUI CKa3HTEIHCTBA JO
U(POBBIX MYJTBTUMOAATBHBIX H MYJIBTHMEIUHHBIX TeXHOJOTHI. Onupasch Ha TEOPHH MYJIbTUMOJAIBEHOTO
aHanu3a JCKypca M HappaTOJIOTHH, B CTaThE YCTAHOBIICHO, SIK CTOPUTEIIMHT PEeAIN3yeT CBOU MepCya3uBHbIH
NOTCHIMAN, amNeupyss K OHMomusM u (OpMHUpYS YCTOWYMBBIE CBS3M C KIMEHTAaMH. B pamkax
MapKeTHHIOBBIX CTpaTeruif, OpeHIWHra KOMIAHUM, IPOHM3BOMAIIME TOBAphl Kiacca JIOKC, CTalH
IMBEPCH(PUIUPOBATE MAPKETHHIOBBIE CTPATETHH M CO3/1aBaTh MYJIbTUMOAAIBHBIH HAPPATUB — KOJUICKLIUIO
UCTOpUH 0 OpeHJIe, ero OCHOBATEISIX, IPUMEHIEMbIX TeXHOJOTHAX. [laHaeMus yckopuiia mpolecc Co3aanus
MYJIBTHMOJAIBHBIX (HIABMOB. J[JIs1 TOMOB MOZBI B IIEPHO/] TIAHAEMHHU M BCEBO3MOXKHBIX OIPAaHUYCHHHN TaKue
MapKETHUHI'OBBIC Q)HHLMBI'HIGI[eBpBI CTaly CIIOCOOOM IMPUBJICYCHNA BHHMAaHWA K HOBBIM KOJIJICKIUAM,
3aMCHWJIN TpaJUuIIUOHHBIC MOy, 3aJaJIi TMECPCIICKTHBY OpraHu3alnuu OHJIAMHOBBIX ITOKA30B KOJ'IJ'IGKHI/IFI.
Takue QUIBMBI-UCTOPUH CTAHOBSTCS IJIaBaMH OpPEHI0BOTO JIyKOyKa.

KaioueBble cj10Ba: MapKeTHHI, MYJIbTUMOJNAIBHBIM, HAappaTWB, peKiIama, COLMAJbHAas CEeTh,
CTOPUTEJUINHT .

1. Introduction
Business has always been looking for the most effective tools to promote goods and services
turning advertising and marketing into highly creative professional fields and demanding and
rewarding jobs. Since 2015 changes in marketing turned out to be more radical than during the
decades of the whole TV history going back to the 1940s (McKee & Gerace, 2018). Major reasons
of TV advertising drop and marketing overhaul are ICT impact on media, accessible broadband
Internet and new TV alternatives which look more preferable for millennials and Z-gens who ignore
TV completely and, moreover, mentally block out banner ads. The latter is known as banner
blindness. Storytelling matters due to changing consumer habits as well. For example, generation Z
now expects brands authenticity and transparency inherent to storytelling (Chief Marketer, n.d.). To
keep advertising effective some companies and ad agencies started changing hard sell and push-
strategies for pull-strategies with storytelling as a basis for videos which are still considered the
most effective medium for storytelling (Agosto, 2016; Gotter, 2017, Brooker, 2019; Chief
Marketer, n.d.; University of Toronto School of Continuing Studies, 2021; Hernandez-Santaolalla
& Barrientos-Bueno, 2020). Storytelling, one of the oldest activities going back to indigenous
peoples, first nations, has evolved from oral storytelling to digital and multimodal narration
(Herman, 2018; Stapleton & Wilson, 2017). Archeologists claim sharing stories as social and
cultural activity in various human cultures predated writing. Now stories can be told in multiple
ways, in different modalities (Jewitt, Bezemer & O’Halloran, 2016; Torop, 2019), via diverse
media. ICT (Information Communication Technologies), CGIl (computer-generated imagery),
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multimodality offer unprecedented opportunities for semiotic re-interpretation of well-known
stories and creating new narratives.

Interesting and original story makes the message easily understandable, persuasive and
memorable. Though the attitude to storytelling in business world remains polarized and varies from
“children books” to effective marketing instrument (McKee & Gerace, 2018) some brilliant samples
of storytelling from international brands look more than impressive among other commercials and
marketing campaigns. Fashion brands with their superb videos can be considered leaders of
multimodal storytelling. Due to COVID-19 pandemic when physical contact with the clientele was
minimized and communication shifted online brands and companies multiplied their activities in
social media. They diversified their websites content and commissioned captivating videos for
brand storytelling. Thus commercials requirements increased in terms of impressiveness,
splendidness, and magnificence.

2. Theoretical background
The research is based on two perspective trends in modern linguistics and multidisciplinary
studies—Multimodal Discourse Analysis and Narrative Studies. Narration has become a popular
object of research in Modern Linguistics due to essential changes in narration practice, new
techniques and technological innovations. Postmodernism with its celebration of decenterdness,
disorientation, and fragmentation (Yefimenko, 2018; Crews, 1999) resulted into tremendous
diversification of narrative, opening the gate for multimodal narration in the 21% century, and its
multidisciplinary research.

Modern multimodal analysis is based on seminal works of Gunther Kress (Kress, 2010) and
Theo van Leeuwen (Kress & van Leeuwen, 2001) and other scholars (Jewitt, 2009; Shevchenko,
2019). Naturally, multimodal discourse analysis is growing more popular in linguistics as
communication is becoming more multimodal due to availability of gadgets, new technologies,
multimodal potential of social media, and diverse platforms. Advertising discourse, international
brands advertising, in particular, has been leading in implementing multimodality. Consequently,
advertising discourse became the first object of detailed multimodal analysis (Karataieva, 2014).
Later multimodal discourse analysis embraced corporate discourse (Vasyliuk, 2019; Kovalenko,
2018) as brands started using diverse mediums and communicating via social media. COVID-19
PSA (public service advertisements) turned out gripping samples of multimodality (Tsyliuryk,
2020). Social media potential and social networking contributed to multimodality of global
communication. Shift to online communication during COVID-19 pandemic entailed increasing
multimodality and, without doubt, propelled further research of multimodal discourse and
multimodal storytelling.

As the shift to storytelling in advertising became quite evident some scholars summarized the
advantages of the strategy and offered a scope of recommendations (Carter, n.d.; Chief Marketer,
n.d.; Ledin & Machin, 2020; Waites, 2020). They claim 92% of consumers would prefer to get the
information in the form of a story so storytelling through content marketing is one of the best
strategies to engage consumers. Effective brand narrative can help to increase the value of the
product or service by more than 20 times. Some researchers went further, into neuroscience and
cognitology. They believe storytelling creates neuro-associations, therefore brand narrative has a
neurological perspective as narrative, tales, and statistics blend in our memories (Carter, n.d.).
Harvard University research shows storytelling helps to increase shared values: 55% of consumers
who love a brand’s story are willing to make a purchase, 75% of consumers expect brands to make
a contribution to their well-being and quality of life (Chief Marketer, n.d.). Brand narrative in
advertising can be rendered as intellectual emotional content (Kang, Sookyeong & Hubbard, 2020;
Krysanova & Shevchenko, 2021), emotions it provokes are of paramount importance in decision
making process. Brands began to invest heavily in storytelling during COVID-19 pandemic in the
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attempt to keep and strengthen emotional connection with the consumers via more exciting content,
brand narrative, and brand voice.

3. Results and discussion
COVID 19 pandemic had a dramatic impact on all economy sectors. During lockdowns, curfews
and quarantine companies used their websites, social media accounts to inform their clients and
promote their products and services. Due to global COVID-19 restrictions many fashion brands had
to cancel their shows. As the word pandemic peppered the headlines of articles about fashion shows
(What Happened at New York’s First Pandemic Fashion Show / Three standout fashion shows from
a pandemic fashion week / What fashion week is really like during a pandemic / At London
fashionweek designers grabble with a pandemic) luxury brands started looking for new ways to
implement ICT within their marketing strategies.

In summer 2020, fashion brands issued videos of full Fall-Winter 2021-2022 shows with
models only (Holland, 2020). It became a must-have in endless COVID-19 pandemic. Noteworthy,
some brands had similar experience in the remote past. For example, archives keep Yves Saint
Laurent’s video of 1960 collection (fig. 1) (Evelina Khromtchenko, 2020).

Fig. 1. Yves Saint Laurent 1960

Of course, elegance and exclusiveness are stunning though the video is not as multimodal as
Valentino 2020 performance (fig. 2) in terms of visual effects, music, focus on correlation of clothes
details and nature shapes (Stig, 2020).

Fig. 2. Valentino 2020
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In autumn of 2020, in the attempt to keep business afloat and adapt to the crisis and new normality
some brands arranged fashion shows without rich aristocracy, celebrities, glamorous fashion elite
and fashionistas. Some fashion houses announced shows in empty theatres to observe strict
sanitation norms like Armani, Fendi, Dolce & Gabbana, Etro and others did (That prompted Armani
to announce it would present its collection behind closed doors—a first in fashion history) (Matera,
2020; Fashion Files, 2021) or moved their shows to the fields like JACQUEMUS with SS21 show
“L’AMOUR?” (fig. 3) (Vimeo, 2020).

Fig. 3. JACQUEMUS with SS21

Fashion shows became socially distanced and then...went digital. When fashion shows moved into
virtual realm it became clear that they had some advantages for the public as everyone had a chance
to be simultaneously in the first row and on one’s sofa when the models catwalked on one’s home
screen. Statistics proved the audience favored digital fashion shows that might take place not twice
a year but all year round. Quite unexpectedly the new format triggered the discussion about the end
of physical fashion shows and catwalk. As distinguished guests of fashion shows like to be in the
first row the catwalk is expected to reign in the post-pandemic world again (Adegeest, 2020).
Luxury brands and even minor agents went further with their experiments bringing ‘phygital’ shows
as 3D designers began to mix two realities to focus on details as Valentino did in his 2020 show.
Pragmatic and emotional impact of those fashion shows innovations was based on wow effect
predetermined by their unusual format and adaptation to COVID-19 normality.

During the coronavirus pandemic, brands began to exploit actively and intensively diverse
social media. Before that, brands positioned themselves in the Internet in quite different ways
(Greco & De Cock, 2021). After 2010, luxury brands, for instance, Hermes, Louis Vuitton, Chanel,
began to produce videos about the company history, traditions, and technologies. Due to the
coronavirus pandemic communication within all discourse types and genres shifted online. Fashion
brands had to offer exceptional promotion videos of their shows similar to movies, not to confine
those shows to a catwalk in empty palaces or some famous historical places. Some luxury fashion
brands selected storytelling as a major strategy for the videos as through their history humans were
buying goods... and stories behind them.

Some years ago, Hermés offered a new strategy—The Story Behind—for new silk scarf
designs. The design might be not brand new (for example, Le Timbailer Scarf was designed in
1961) but its advertising fits the storytelling strategy. One of the first cases of implementing the
strategy was the scarf depicting The Berlin carriage—one of the great masterpieces of the Musée
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de la Voiture’s Board of Friends (including Mr. Hermes himself) and French National Collection.
Now The Story Behind is offered for every scarf (fig.4, 5) in the official website:

Fig. 5. Le Timbalier scarf 90 OrangeKakiGris

The story behind

Until the end of the Second Empire, the role of the timpanist was to provide the drum beat
for French cavalry regiments. The drummer in full dress featured in the center of this
scarf, designed in 1961 by Marie-Frangoise Héron, plays his instrument with panache.
The royal coat of arms with two interlaced L’s seen on his drum evokes the 18th century.
The horse, too, is exuberantly dressed. The ceremonial saddle and bridle, like the
surround, are ornamented with sumptuous decorative trimmings: lanyards, braids, fringes
and twisted cords, not forgetting cartisanes—wooden discs adorned with silver, gold or
silk threads. (Hermeés Paris, 2021b)



19

Unique object of historic value, some historical episode or prestigious event as inspiration for the
scarf design emphasize civilization continuity, eternal esthetic principles, promote the feeling of
belonging to global culture heritage wrapped in exclusive beauty, trigger and strengthen emotional
connection with the brand. Lately storytelling as a marketing strategy was used by Hermes to
visualize the history of the brand in L’Epopeed’Hermés shawl with the story (fig. 6, 7) about the
fashion house:

Fig. 7. Shawl in cashmere and silk with hand-rolled edges

The story behind
Six generations of the same family have written the story of Hermes, which is built around
encounters and nourished by innovations. The seventh generation continues to uphold its
founding spirit of boldness and elegance, while looking firmly to the future. Designer Jan
Bajtlik composed a game of snakes and ladders illustrating this rich adventure, which began
in 1837 when Thierry Hermés established his harness-making and saddlery business in Paris.
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The founder, placed at the center of this joyous carnival, is surrounded by characters who
have marked the history of the house. Charles-Emile Hermés, who in 1880 set up the family
saddlery at 24 Faubourg Saint-Honoré, rides his rocking horse with childlike joy, while,
further on, a spaceship launches on a mission to undiscovered planets, echoing the house’s
ongoing quest for new horizons. (Hermes Paris, 2021a)

Concise texts of stories balance visual components of advertising and contribute to the atmosphere
of luxury, style and elegance the website creates.

CHANEL initiated more noticeable projects in the official website to make brand voice more
audible. In her lifetime, Gabrielle Chanel was an expert of multimodal marketing using colors,
symbols, geometrical shapes to create exclusive outfits, installing numerous mirrors in her fashion
house to exert the magical effect on the clients. Karl Lagerfeld, employed to revive of ‘near-dead
brand’ in the 1980s did a lot for CHANEL, multimodal marketing and brand narrative. Since 2010
the House of Chanel is among world leaders in multimodal storytelling in advertising and
marketing. Karl Lagerfeld directed spectacular fashion shows millions of people admired
worldwide. To celebrate the centennial of the brand, close to 2013 CHANEL released a number of
biopics on Coco Chanel which were imagined, written and directed by Karl Lagerfeld and started
‘writing’ the online book Inside Chanel—the brilliant sample of multimodal and multisemiotic
storytelling.

The black and white movie Once Upon A Time... starring Keira Nightley was designed in
2013 to mark 100 years of Chanel Fashion Empire (Chanel, 2013). The first line of a fairy tale text
which makes it recognizable as a genre was selected as a title to show Cinderella’s type
metamorphosis of Gabrielle Chanel. The story is settled in 1913 in provincial France but all
characters (with minor exceptions) speak English. Gabriel opens her first shop and sells elegant hats
but the ideas about tweed jackets for ladies and new hairstyles are in the air.

Fairy tale plots are used in other films with storytelling as a strategy, for example, The Tale of
a Fairy, the 21st century re-interpretation of human relationships (Lagerfeld, 2011, 25:37).
Reincarnation (2014) is another fairy tale based on mixing of Cinderella image and the legendary
image of Empress Elizabeth of Austria, Sisi (Lagerfeld, 2014, 7:47). The girl employed to clean
rooms in a luxurious hotel imagines she is Sisi. Against the background of the official portraits of
the Emperor and Empress she is dancing with the bellboy who behaves like Emperor Franz
Joseph...until the clock strikes twelve. History and fairy-tale mingle with imagination and reality
when Gabrielle Chanel in her iconic jacket and Karl Lagerfeld appear in the hotel. Some biopics
premiered presentation of new CHANEL collections and might be considered a significant
contribution to CHANEL advertising campaign. Reincarnation proves that any narration is a story
with some historical background.

Online digital book Inside Chanel (Levero, 2020) is a perfect example of retrospective
multisemiotic storytelling. One can trace back the history and evolution of the brand, Coco Chanel’s
lifeline, and her hobbies, sources of inspiration for the collections, outfits and perfume. Now the
virtual book Inside Chanel comprises 32 chapters accessible in the official website and YouTube.
Every chapter ends with the phrase To be continued... thus opens unlimited perspective. Every
chapter is a multimodal story about a facet of Coco Chanel’s talent, about the phenomena, advance
of science and technologies, facts, events, personalities she used as inspiration, re-interpreted in her
collections and shows. Every chapter glorifies Coco Chanel who revolutionized the world of
fashion. 2-4-minute videos are superb samples of remarkable creativity within multimodal and
multisemiotic approach, with dynamic and exquisite play of colors, characters, fonts, geometrical
shapes, nature forms, and technologic innovations, kaleidoscope of arts, media and modes. Every
chapter is a dynamic and fascinating story visualizing Chanel’s experiments and achievements with
concise and information saturated narration that leaves any viewer astonished. The correlation of
verbal information and other modes is balanced as narrative is essential for every video though in



21

Chapter 5 Marilyn and No5 the focus is on the documentary and retro and the verbal part is reduced
to a couple of the actress’s original remarks.

In Chapter 32, dedicated to the centennial of CHANEL No5, the brand looks back at the
100-year-history of the iconic perfume presented in 1921. This chapter is the story of turning a new
item into a global symbol, the story about the role of the sign in the society. The legend of the
perfume absorbed famous art trends, artistic innovations, incorporated successfully into the
changing social and cultural landscape. Celebrities (Marilyn Monroe, Catherine Deneuve, Nicole
Kidman, Brad Pitt and many others) changed one another as the brand ambassadors and
megainfluencers contributing to the legend. Chapter 32 is a unique sample of multimodality, of
intertextuality and interdiscursivity as it appeals to previous chapters and stories.

Mercedes-Benz made an attempt to join the historical narrative too and implemented
storytelling in videos about Bertha Benz (Mercedes-Benz USA, 2018); Mercedes-Benz, 2019). In
line with the legend, 4 August 1888 Bertha became the first female driver when she went on the
first long-distance (100 km) journey in the concept car. Though many years later Bertha Benz
claimed her son was driving the vehicle that day the episode triggered a number of visualizations
including full-fledged movie Carl & Bertha (Horyna et al., 2011, 1:29:58). In 2018 Mercedes-Benz
launched black and white silent movie to remind that once nobody believed there was a car on the
road, there was a woman behind the wheel: “She forged the road ahead to pave it for us all. She
drove more than a car”. The 2019 color video is a new story about the brand, re-interpretation of
the same historic trip (Mercedes-Benz, 2019). It is a brief historical movie with short dialogues in
English though the scene is settled in provincial Germany in 1888. Texts and dialogues in English
in these historical videos prove the movies are shot for international audience in the era of global
English. For a small curious girl in the village, within a couple of hours Bertha’s image transformed
from a witch to a brave and resourceful woman: “She believed in more than a car” (Mercedes-Benz
USA, 2018). The story is not about the automobile and the brand history only. It is more about the
emancipation and empowerment of women, the inspiring example an outstanding woman can set,
about strong women who support their husbands in great projects and innovations. The 2019 video
is an indirect story-like argument in favor of the well-known idiom Behind every successful man,
there is a strong woman. Repetition of the cluster more than a car in black and white and color
movies unites these two narrative ads and stresses the significance of the automobile invention and
brand achievements.

Since 2011 Mercedes-Benz has accumulated a number of memorable samples of storytelling
encompassing commercials based on stories of various genres. Apparition, the romantic fairy tale
(Highway Star Mercedes-Benz, 2013) makes obvious reference to a fairy with three wishes she
might grant, the wishes which are quite often ridiculous. The video has another version—Dbusiness-
like, macho and extremely rational—which breaks the charm and the enigma of the fairy. In
Christmas Eve fairy tale, Goose survives thanks to Mercedes despite of all Christmas Feast
traditions popularized in literature. Super Bowl commercial (Wall Street Journal, 2015) is an
animated fable where ultramodern Mercedes get mixed with Aesop’s fable characters, famous Hare
and Tortoise. In line with the fable the latter managed to outperform fast Hare ... driving Mercedes.
Decision is a modern story with Michael Schumacher and Nico Rosberg, famous Mercedes-Benz
pilots, starring (Motorl, 2011). During the accidental encounter with super pilots on the road, the
pregnant woman in labor gets astonished and forgets about physical pain while arguing with her
husband and selecting the best pilot out of the two. Positive emotions suppress pain and fear and
establish emotional connection with the brand.

In COVID-19 era, other companies produced some storytelling masterpieces. LE
CHATEAU DU TAROT was described as a lookbook of the new collection, interpretation of
medieval costume. Exclusiveness and luxury, superb imagination and unique design connect all
these stories into a narrative of DIOR new collection (Christian Dior, 2021).
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DIOR offered Le Mythe Dior based on temptation strategy wrapped in a story. The 14-minute
film (Christiane Dior, 2020) begins in a fashion house where designers and tailors are making
exclusive dresses for miniature tailor’s dummies. But the film is mostly a fairy tale about an idyllic
forest inhabited by elves and forest spirits where two young men in old-fashioned pageboy uniforms
appear with the box full of those tailors’ dummies draped in luxurious outfits. The mythical forest
inhabitants are seduced by unique textile and design and get clothed in DIOR. Communication is
minimized, it is non-verbal but the plot and the message are clear—DIOR can offer insurpassable
collections on any occasion to any personality. Noteworthy, puppets were used as tailor’s dummies
by MOSCHINO, another famous fashion house in Spring Summer 2021 marionette fashion show
video (Moschino, 2021b). Some puppets are copies of the regular guests at fashion shows, for
example, Anna Wintour. The designer appears in paper crown and the T-short “I DO NOT SPEAK
ITALIAN BUT | DO SPEAK MOSCHINO”. The inscription is more than a brand voice; it is the
brand language, an example of fashionspeak, fashion discourse. It reminds about famous works of
Rolan Barthes on fashion as a semiotic system.

Jungle Red, another 2021 Moschino video of FW 2021/22 with multiple semiotic resources
(Mochino, 2021a), is staged at several locations (the countryside, city, the jungle, museum, theatre)

(fig. 8).

“Jungle Red” - Moschino Fall Winter 2021

Fig. 8. Jungle Red by Mochino (5:52)

It is inspired by old Hollywood movie Women and directed by Jeremy Scott. Maye Musk, Elon
Musk’s mother, makes an introduction to a new part of the show. Dita von Teese as one of the
36 distinguished top models puts full provocative stop to the fashion show. In the theater models
acting as spectators observe social distance in the parterre in line with COVID-19 requirements and
then catwalk along the passage (fig. 9).
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“Jungle Red” - Moschino Fall Winter 2021

[Applause]
[Music] F %8s =

Fig. 9. Jungle Red by Mochino (9:14)

The outfits and accessories fit the environment at different locations and look absolutely glamorous
in the theatre. Jungle Red as a digital fashion show differs completely from the previous
MOSCHINO puppet show making brand voice amazing and unanticipating.

4. Conclusion
Analysing new approaches to marketing in fashion industry, one can draw analogy with safety
videos of the world best airlines (Belova, 2016). Safety videos became perfect examples of
infotainment, a marketing innovation, an attractive branding instrument. New safety instructions
(Air France, 2021) prove the videos turned out effective in terms of marketing. Videos the
international companies shot within marketing strategies attract attention due to stories they tell and,
thus, contribute to the legend and the image of the brand. COVID-19 opened new opportunities for
fashion designers in terms of their collections presentation, new format of fashion shows. Fashion
houses produced masterpieces and paved the way for multimodal marketing and multimodal
storytelling.

Multimodality is expanding in modern world and conquering new fields and genres.
Multimodality becomes a challenge in marketing and communication and a must-have in terms of
skills for future-proof citizens. Undoubtedly, multimodal communication will provide new
absorbing and glamorous data for sophisticated linguistic and multisemiotic analysis which will
contribute to Multimodality Theory.
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