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Resumen

Son varios los especialistas que han lla-
mado la atencién sobre la existencia de un
cambio de paradigma en la mediacién lec-
tora en el que la escuela no es ya la principal
prescriptora de lectura y las redes sociales y
la web cobran cada vez mas protagonismo.
Enelmarco de esta cambiante situacién, este
trabajo se centra en un anuncio de la colonia
de Calvin Klein “Eternity”, en el cual un poe-
ma de E. E. Cummings desempefia un papel
fundamental. Puede ser, por tanto, conside-
rado una manifestacién particular de poesia
ilustrada, desde el momento en que versos e
imégenes se alian en la creacién de sentido,
como ocurre en el dlbum poético. De hecho,
en el presente estudio dicho anuncio es com-
parado con un album de Mati McDonough
que adapta el mismo poema. Teniendo esto
en cuenta, este anuncio podria provocar res-
puestas literarias en los receptores, aunque
no estén inmersos en un contexto conven-
cional delectura, comolaescuelaoloslibros.
Asi, para confirmar esta hipétesis, se anali-
zan los comentarios acerca del anuncio por
parte de usuarios de YouTube. Los resultados
muestran que la mayoria de los comentarios
es detipo estético, aunque no especificamen-
te literario. Sin embargo, todo ello lleva a
la conclusién de que, debido a su potencial
estético y a sus similitudes con el dlbum
poético, el anuncio puede ser un adecuado
instrumento para la educacién literaria, es-
pecialmente con la mediacién adecuada.

Abstract

Many researchers have recently high-
lighted the emergence of a new literary sys-
tem and reading paradigm in which school
is losing prominence in favour of new ways
of mediation, such as the social networks
and the Internet. Within this changing situ-
ation, the present work is focused on a Cal-
vin Klein's eau de cologne “Eternity” adver-
tisement, where a poem by E. E. Cummings
plays a main role. It can be thus considered
a special case of illustrated poetry, insofar
as verses and images come together for con-
structing the meaning, as it happens in po-
etry picture books as well. In fact, it is com-
pared with a picture book illustrated by Mati
McDonough based upon the same poem, in
order to demonstrate its similarities. Con-
sidering that, this advertisement could
provoke aesthetic responses in the viewers,
although they are notimmersed in a conven-
tional literary context such as school or book
reading. So, in order to confirm that hypoth-
esis, we analyse the comments of YouTube
users about the advertisement. The results
show that most comments do focus on the
aesthetic aspects of the advertisement, al-
beit not on literary ones. However, it leads
thus to the conclusion that, because of this
aesthetic potential and its similarities with
poetry picture books, it could be an adequate
instrument for literary education, especially
with the right reading mediation.
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Introduccion: poesia y publicidad

A lo largo del siglo XX se observa una apari-
cién continuada de referencias publicitarias en
la poesia, que, si bien tiene ya manifestaciones
en las vanguardias artisticas y literarias (Dick,
2010), cobra definitiva carta de naturaleza conla
postmodernidad y el arte pop (Ponce-Cardenas,
2007; Ferradans, 2001). Pero, de forma paralela,
es constante asimismo la presencia de la poesia
en la publicidad. No solo porque el lenguaje
publicitario utiliza recursos propios del lenguaje
literario con efectos persuasivos (Escribano-
Hernandez, 2010 y 2011; Lépez-Suarez, 2007;
Spang, 1997), sino también porque se trata de
un discurso apropiacionista que se vale en oca-
siones de referencias literarias (Vilar-Pacheco,
2007) para apelar al intertexto del receptor con
finesligados al consumo.

Almismotiempo, enlostltimosafioslaimpor-
tancia creciente de la literatura ilustrada dentro
del campo literario, que no se limita solo a las
obras creadas para nifios, ha dibujado un nuevo
panorama en el mundo editorial. En el ambito
concreto de la poesia, el dlbum poético es un
subgénero que ha conocido recientemente cierto
auge editorial y un interés paralelo por parte de
la critica (Neira-Pifieiro, 2012, 2013, 2016, 2018;
Ramos, 2014; Senis, 2014; Silva, 2010). Por esta
razén, la publicacién cada vez mas consolidada
de ediciones de poesia ilustrada suscita algunas
preguntas sobre las posibles implicaciones edu-
cativo-literarias de este fendmeno de adaptaciéon
del texto lirico a otros formatos, mas atractivos
para el lector no habitual de poesia y quizas mas
proclives a la supervivencia dentro de la “incon-
clusa dialéctica del modelo digital” (Cordén-
Garcia, 2018, p. 468).

Dentro de este contexto, el uso de la poesia
en la publicidad puede ser analizada en relacién
con la literatura ilustrada. En ambos casos, se
trata de un proceso similar de adaptaciéon en el
que se pone en relacién un texto original con
imdagenes creadas ad hoc y que da como resul-
tado un objeto hibrido de indudables valores
estéticos. Asimismo, a través de la difusién de
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la publicidad en las redes sociales y plataformas
como YouTube el alcance de los anuncios con con-
tenido poético cobra una nueva dimensién en el
marco del ecosistema literario. Sobre todo, en
funcioén de las respuestas de los posibles “prosu-
midores” en los dambitos de lectura no reglados
del “cambio de paradigma en la comunicacién y
la lectura” (Lluch, 2018, p. 46), que implica una
transformacion en la mediacién lectora (Cruces,
2017; Garcia-Canclini, 2015; Lluch, 2010, 2014,
2017, 2018; Martin-Barbero, 2010; Roncaglia,
2018; Zafra, 2017).

Método y objetivos

En el presente trabajo se presentan los resul-
tados de un estudio de un caso concreto en el
ambito delasrelacionesentre poesiaypublicidad
en el nuevo ecosistema de la lectura. Se trata de
un anuncio publicitario de la colonia “Eternity”,
de Calvin Klein, en el que se usan varios frag-
mentos de un poema de E. E. Cummings, i carry
your heart with me. Dirigido por el realizador
Cary Fukunaga, y protagonizado por el actor
Jake Gyllenhaal, la modelo Liya Kebede y una
nifla de unos cuatro o cinco afios, el anuncio
se compone de una sucesioén de estampas fami-
liares en blanco y negro que se combinan en
la banda sonora con algunos versos de dicho
poema. Ademas de ser emitido por la televisién
de diversos paises, la propia marca lo puso a dis-
posicion de todos los usuarios de YouTube el 19
de octubre de 2017.

Los objetivos del estudio de esta manifesta-
ciéon deluso dela poesia enla publicidad son dos,
aunque estan directamente relacionados.

En el primer apartado, se llevard a cabo
un andlisis del anuncio como manifestacién
andloga a la poesia ilustrada. Se intentara con
ello demostrar que, desde el punto de vista
estético, se trata de un producto equiparable al
album poético, por el uso de estrategias artisti-
cas y de adaptacidén, y que podria suscitar res-
puestas estéticas y literarias en el receptor. Para
ello, compararemos el anuncio de “Eternity” y
un album de pequeiio formato, i carry your heart
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with me (2014), ilustrado por Mati McDonough,
en el que adapta el mismo poema. Nos basare-
mos para ello en la bibliografia existente sobre el
album poético y la literatura ilustrada.

A continuacidén, se analizaran las repuestas
concretas al anuncio a través de la clasificacién
de los comentarios que ha suscitado su publica-
cién en YouTube. En concreto, se comprobara si
las reacciones son mayoritariamente estéticas
y si, dentro de estas, hay respuestas especifica-
mente literarias, es decir, que reaccionan ante la
especificidad del lenguaje poético. Con ello, se
constatara si dicho anuncio podria convertirse
en un instrumento educativo-literario.

Resultados

Poesia e imdgenes: mediacion, adaptacion e
interpretacion

Entre la tipologia de albumes poéticos esta-
blecida por Neira-Pifieiro (2012) en sus estudios
recientes sobre este subgénero lirico se encuen-
tra la adaptacion de un poema ya existente con
anterioridad al formato de album. Se trata de
una manifestacién particular por varias razones
que vamos a desarrollar a continuacidn.

En primer lugar, es un fenémeno que se
produce tanto en la poesia destinada al publico
infantilcomoenlapublicadaparaadultos, yaque
en los ultimos afios las ediciones ilustradas de
clasicos poéticos han adquirido un claro auge en
el campo literario. En segundolugar, ytaly como
insiste la propia Neira-Pifieiro (2013, 2016), se
trata de un proceso de adaptacion no reductiva,
porque generalmente el poema no se abrevia
ni se modifica. En consecuencia, y como tercer
aspecto significativo, la adaptacién se produce
por medio de tres fendmenos directamente rela-
cionados. Por un lado, se da una descontextua-
lizacién del poema, pues se saca del lugar donde
fue publicado originalmente para introducirlo
en un nuevo medio e inaugurar un espacio de
recepcidén distinto. Por otro lado, existe una seg-
mentacién y secuenciacién del texto original en
unidades mas pequefias que buscan adaptarlo
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a ese nuevo ambito. Y, por altimo, se produce
una evidente re-contextualizacién del poema a
través de su inclusion en un formato diferente
(el album)y el uso de ilustraciones. Estas poseen
un protagonismo equiparable al texto, ya que
aportan una interpretaciéon insoslayable que
el lector conoce al mismo tiempo que lee los
versos, en un proceso similar al que se produce
en el libro-dlbum (Arizpe y Styles, 2004; Bader,
1976; Bosch, 2007; Duran, 2009; Lewis, 2001;
Nikolajevay Scott, 2001; Nodelman, 1988; Sipe,
1998; Tabernero, 2005; Van-der-Linden, 2006 y
2013; Zaparain y Gonzalez, 2010).

A todo lo anterior hay que afiadir que ilustrar
poesia es un proceso distinto al de ilustrar
narrativa, sobre todo por las especiales carac-
teristicas del género lirico (Ramos, 2014). Esto
es sobre todo visible en el caso que en el caso de
i carry your heart with me, ya que en él hay una
situacién comunicativa generalizable, marcada
por la propia indefinicién léxica que aparece en
el juego que se establece entre el yo poético y el
destinatario interno de los versos, e incremen-
tado ademas por la propia neutralidad del inglés
en cuanto a los géneros gramaticales.

En “i carry your heart with me”, el “i” que asume
lavozpoéticayel “you”al que sedirigenlosversos
(visible también en “your heart” o “Darling”) estan
abiertos varios tipos de concrecién por parte del
lector. Esta apertura en el sentido del poema
provocaque quien hacelaadaptaciénvisual deba
tomar una decisién en cuanto a su sentido y, con
ello, imponer una interpretacién al receptor.
Asi, la lectura que este hace de los versos ya
estd condicionada por dicha opcidén. Esto sucede
en el anuncio de “Eternity” y el dlbum de Mati
McDonough, como comprobaremos con detalle
a continuacion.

Tanto el anuncio como el libro se basan, en
primer lugar, en un proceso de descontextuali-
zacién del poema. Este se inserta en un medio
distintoaldesusituacién comunicativaoriginal,
pues lo habitual en la poesia es que las composi-
ciones se incluyan en poemarios y que aparezcan
acompaifiados de otros textos poéticos.
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En segundo lugar, se produce un fenémeno
de segmentacién evidente, ya que el poema se
divide en distintas secuencias (diecinueve en
el anuncio; doce en el album) que se combinan
con imagenes y que condicionan la recepcidn.
Ahora bien, a este respecto existe una diferencia
significativa entre ambas adaptaciones, porque,
mientras que en el libro el texto estd completo,
en el anuncio faltan los versos centrales.

En cualquier caso, es en la combinacién del
texto conel codigovisualdondelaadaptaciondel
poema a estos dos formatos distintos revela sus
concomitancias, ya que las imagenes suponen
una concrecién inmediata de los aspectos inde-
finidos del poema y lo convierten en un texto
sobre el amor entre padres e hijos.

Esta concrecién del poema a través del céddigo
visual trae consigo varios aspectos interpreta-
tivos que son fundamentales a la hora de ofre-
cernos una version determinada de los versos.
Entre las funciones de la ilustracién a la hora
de adaptar poesia ya previamente existente al
formato de album, Neira-Pifieiro (2016) incluye
las siguientes: ofrecer una representacién visual
de la voz poética, que queda asi convertida en
un personaje a través de la ilustracion; describir
y contextualizar los versos, dando asi al lector
informacién sobre personajes, objetos y situa-
ciones; afadir una historia, es decir, crear una
narracioén a partir de los versos; y, por ultimo,
ofrecer elementos puramente visuales, como
metaforas y simbolos. Todos estos aspectos
puedenencontrarsetantoenelanunciode Calvin
Klein como en el dlbum de Mati McDonough.

En primer lugar, y dado que en el poema de
cummingslavozpoéticayeldestinatariointerno
son indeterminados, el anuncio y al album
ofrecen una concrecién de ambos aspectos, que
se produce a través de la combinacion del texto
con las imagenes. En el caso del anuncio publi-
citario, la voz poética se reparte entre dos per-
sonajes, un hombre y una mujer, que recitan los
versos a una nifia pequeifia, tanto en partes en off
como en didlogos intradiegéticos. En la segunda
secuencia, de hecho, después de un prélogo
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en el que se ve una playa en un dia soleado y se
escucha una voz masculina recitando la primera
parte del primer verso (“i carry your heart with
me”), aparece un primer plano de la nifia acom-
pafnado por esa misma voz diciendo el resto de
dicho verso (“i carry it in my heart”). De esta
forma, el destinatario interno queda establecido
desde el principio. En el album de McDonough,
por su parte, la identificacién de la voz poética
con el personaje de la madre se produce en la
cubierta. En ella vemos a una mujer embarazada
con expresion sonriente y serena mirando su
tripa, que agarra amorosamente con el brazo. La
primera secuencia reproduce esa misma imagen
y enla segunda ya hay un bebé en sus brazos que
estard a su lado como destinataria de los versos
alolargo de todo el libro, en distintas etapas de
su crecimiento.

En este sentido, ambos formatos proponen
al receptor una situacién concreta donde se
enmarcan los versos. Asi, tanto en el anuncio
como en el album hay una sucesién de estampas
familiares compartidas por los progenitores y su
hija, dominadas por gestos de afecto que consti-
tuyen el eje conductor de todas las situaciones.
Sin embargo, en este aspecto también pueden
observarse varias diferencias entre el anuncio y
el album. En el primero contemplamos una ubi-
cacién espacial indeterminada, dominada por el
blanco como color principal, que afectatantoalos
personajes como al lugar donde estos se encuen-
tran, excesivamente neutro y poco reconocible
como un contexto doméstico real. Este aspecto se
acentlia ademas con los primeros planos cerrados
y la fotografia en blanco y negro. Ademds, la
propia brevedad de la pieza visual provoca que
haya continuos cambios de plano y que la poten-
cial narratividad quede solo esbozada. En el
segundo, en cambio, la relacién entre la madre y
la hija se va desplegando a lo largo de las secuen-
cias. En ellas contemplamos a las dos en distintas
situaciones y escenarios que incluyen una casa
y también la ciudad y el campo, con especial
protagonismo de la naturaleza. Al final, vemos
marchar a la nifia con una mochila a la espalda
mientras la madre, en el mismo angulo que en la
primera secuencia, la despide.
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Finalmente, el estilo visual elegido condi-
ciona también la recepcion del poema e incide
directamente en su interpretacién, ya que en
ambos casos se observa una opcidén estética
coherente a lo largo de todas las secuencias.
Como acabamos de decir, el anuncio de Calvin
Klein se vale de la preponderancia el color blanco
para crear un ambiente limpio y minimalista
en el que se desarrolla una estampa altamente
idealizada. McDonough, por su parte, opta en
su album por el collage, los colores, las formas
redondeadas y las referencias naturales como
metaforas visuales.

Asi, el poema i carry your heart with me se
reinterpreta, a través de su adaptaciéon a dos
formatos distintos con predominio del cédigo
visual, como un poema de amor filial. Esta
lectura se ofrece directamente al receptor,
que recibe los versos ligados a las imdgenes y
construye el sentido a partir de la combinacién
de ambos co6digos. El resultado es en ambos
casos un producto de altos valores estéticos, y,
aunque la intencidén ultima de los responsables
del anuncio no sea suscitar una respuesta de
ese tipo, esta puede producirse de una manera
similar a la que se da en un album poético como
el de McDonough.

Andlisis de las respuestas en YouTube

Como ya se ha explicado, el anuncio de
“Eternity” fue compartido por la propia empresa
en su canal oficial de YouTube el 19 de octubre
de 2017. En el momento de cerrar el presente
andlisis (15 agosto de 2018), habia alcanzado
491736 visualizaciones, con un total de cuatro
mil reacciones positivas (en forma de Like),
377 reacciones negativas (en forma de Unlike) y
396 comentarios, la mayoria de ellos en fechas
préximas a su publicacién en la web. Entre ellos
podemos distinguir dos tipos: los directos (222),
que son aquellos que reaccionan ante el anuncio;
y los indirectos, que suponen reacciones y con-
testaciones a los comentarios directos y que
aparecen en forma de hilos (174). El presente
analisis se centra solo en los primeros, por
tratarse de las reacciones inmediatas al mismo.
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Para llevar a cabo un andlisis de dichos
comentarios hemos establecido una clasifica-
cién ad hoc que incluye las siguientes categorias:
1. Reacciones estéticas: son aquellas que se

centran en la belleza del anuncio, en sus

valores estéticos parciales o totales, o en la
belleza de los protagonistas.

2. Reacciones éticas: son aquellas que se
centran en las dimensiones sociales y éticas
del anuncio y hacen hincapié en los valores
familiares, sociales y raciales que indudable-
mente estan presentes en él.

3. Reacciones emocionales: son aquellas res-
puestas viscerales y poco meditadas, que no
se centran en aspectos estéticos o éticos, pero
si valoran el anuncio desde un punto de vista
emotivo.

4. Reacciones literarias: son aquellas que
sefialan la belleza de los versos del anuncio o
que los identifican como pertenecientes a un
autor determinado.

5. Reacciones consumistas: son aquellas que
hacen referencia a los aspectos ligados
a la compra o adquisicién del producto
publicitado.

6. Otras: son aquellas que no pueden incluirse
en las anteriores categorias.

La distribuciéon de los distintos tipos de
comentarios puede verse en la figura 1. En ella
podemos ver el predominio claro de los comenta-
rios centrados en aspectos estéticos del anuncio,
seguidosporloséticos, sibien enestos se produce
una mayor interaccién entre usuarios.

Dentro de las reacciones estéticas (108) pre-
dominan aquellas respuestas breves, basadas
en una sola palabra, que califican y valoran
el anuncio en términos generales y mds habi-
tualmente positivos sin hacer hincapié en
las razones de dicha opinién (“Aw this was so
sweet”; “Wow. Absolutely beautiful”; “Love it...
loveit...loveit!”; “This is the cutest shit I've ever
seen”; “Adorable”; “Love it"; “Awww"”). Ademas,
hay un ndmero considerable de comentarios
que se centran en la belleza de los protagonis-
tas, en particular de Jake Gyllenhaal (“Jake I

", ou

love you”; “Jake Gyllenhaal is a beautiful man”),
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Figura 1. Respuestas en YouTube al anuncio de Eternity.

pero también de Liya Kebede (“Liya Kebede is a
goddess”; “Liya Kebede is so gorgeous”).

En cuanto alas reacciones éticas (51), podemos
distinguir fundamentalmente dos tipos. Por un
lado, estan aquellas que aluden a los aspectos
familiares del anuncio. Buena parte de ellos
hace referencia a que los intérpretes parecen
una familia de verdad, lo cual resulta llamativo
cuando los protagonistas son un actor y una
modelo muy populares (“Are we sure that isnt his
real family because you can't tell. He seemed so in
love with that little girl and the way she looked at
himtoo. My heart”; “The true meaning of a family
love”). Por otro, estan aquellas que se centran en
los aspectos raciales, dado al caracter birracial
de la familia de las iméagenes (“So timely to have
a multiracial family. YES! Bout time”; “More of
Hollywood’'s mixed-race agenda!”; “If this was
a man of color and a white woman, y’all already
know the comment section would look like this:
“white genocide”..."Jewish agenda”...etc. “I guess
different standards and outrage exist for diffe-
rent context”; “Boycott Calvin Klein for pushing
for White Genocide. Boycott Jake Gyllenhaal
too”). Este es sin duda el tipo de comentarios que
suscita mas respuestasy réplicas, pues se trata de
la parcela mas sujeta a polémicas.

Las reacciones emocionales (31), por su parte,
son aquellas que exponen de manera visceral la
reaccién que produce el anuncio. En la mayoria
de los casos se hace de forma explicita y corporal

(“My ovaries about burst!”; “Hands up if you
want Jake Gyllenhaal’s babies...”; “Dear mother
of God, my heart is going to explode”), pero
también hay respuestas mas sucintas (“Dios
mio”; “OH MY GOD").

En cuanto alasrespuestas literarias (12), enla
mayoria de los casos se limitan a constatar que el
poemaperteneceaCummings, avecesdemanera
neutraysincomentarioadicionalalguno (“Icarry
your heart... eecummings...”; “ee cummings...”;
“It's a poem from E.E. Cummings”); otras
haciendo comentarios apreciativos al respecto
(“An amazing poem by E.E. Cummings”; “E.e.
Cummings. Beautiful”; “amazing e e cummigs
poetry”; “the poem they use [i carry your heart
with me(i carryitin] BY E. E. CUMMINGS is such
an amazing work of art”) y otras incluyéndolo en
valoraciones mas extensas que hacen referencia
a aspectos complementarios (“It is unlikely I will
ever buy “Eternity”, butI do earnestly appreciate
1) amazing e e cummings poetry getting more
exposure in mainstream culture and 2) healthy
family relationships (especially interracial ones)
chosen over the vague, menacing sexuality
that most advertising for fragrances tirelessly
employs. And I hadn't seen this long version of
the promo”; “Please acknowledge e.e. cummings
poetry, Calkin Klein. I find it wonderful that
you decided to use one of the most beautiful
love poems ever written, but despise you for not
acknowledging its author in the description of
this video...”). Entre estas ultimas, hay diversas
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aproximaciones al poema. Sin embargo, en
todos los casos, salvo en un comentario que
expone ciertas dudas sobre la autoria (“Does
Jake Gyllenhaal come with this? Because... my
ovaries That sounds like an e.e cummings poem
they're reciting? Beautiful, if so”), todas las
personas que comentan el anuncio conocen de
antemano el texto y ya saben que se trata de una
obra poética. Tal vez por ello no insisten en la
belleza de los versos y se limitan a hacer comen-
tarios generales mediante adjetivos valorativos
positivos (“beautiful”, “amazing”, etc.).

En lo que respecta a las reacciones estricta-
mente ligadas al consumo, es decir, las que se
refieren a aspectos ligados a la adquisicién del
producto, son poco numerosas (6), y aluden a la
ideade comprarlacolonia (“RUNSTO MACYS”; “I
will be purchasing this fragrance for the men in
my life this Christmas. You guys really won me
with this one”; “Now I want a bottle of Eternity”).

Y, finalmente, en el apartado Otras (14),
podemos incluir reacciones que van desde
algunos comentarios sobre la participacién de
Gyllenhal en Brokeback Mountain (“Sorry ladies
Brokeback changed him”) hasta interpretacio-
nes variadas (“Why am I getting Beyoncé vibes
from this ad?”; “This sorta makes up for the fact
he dated Swift”), pasando por el reconocimiento
del parecido de la nifia con algtin familiar (“She
looks my daughter”) o laidentificacién de lanifia
protagonista por parte de un usuario (“Laila en
realidad sellamasize, es misobrina. Adorable”).

Conclusiones

Es indudable que un anuncio como el estu-
diado en el presente articulo tiene evidentes
cualidades estéticas. Esta afirmacion es ain mas
plausible desde el momento en que se vale de
recursos muy similares a los que se utilizan en
el Ambito de la poesia ilustrada y, en concreto,
en el dlbum poético construido a partir de un
poema ya publicado anteriormente, como ha
quedado demostrado al compararlo con la adap-
taciéon de McDonough. En ambos casos, el uso
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de la secuenciacién y su combinacién con las
ilustraciones imponen un interpretacién espe-
cifica y univoca del poema de E. E. Cummings
que cierra su sentido al elegir uno solo de entre
todos sus posibles significados. En consecuen-
cia, el proceso de recepciéon de ambas propuestas
hibridas es muy similar, pese alasdiferenciasen
el medio. Por estarazdn, no resulta descabellado
esperar que las reacciones ante el anuncio de
Calvin Klein por parte de sus receptores puedan
ser también de tipo estético.

A través de la clasificacion y el andlisis de
los comentarios que ha suscitado el anuncio en
YouTube, donde los espectadores reaccionan de
manera espontanea y no mediatizados por un
contexto de ensefianza reglada o investigacién
preparada, se ha podido comprobar que el valor
estético del anuncio es innegable. La mayor
parte de las reacciones valora el anuncio desde
ese punto de vista, un hecho significativo si
tenemos en cuenta que un anuncio publicitario
se crea para provocar una reaccién de consumo
en el espectador, y no para despertar en él una
respuesta de este tipo. No obstante, es cierto que
dichas reacciones son en su mayor parte de tipo
general y que no se centran en aspectos especi-
ficos del anuncio. En concreto, el analisis de los
comentarios demuestra que apenas se producen
reacciones que se centren enlafacetaliterariadel
anuncio y destaquen el uso de un texto poético.
Ademas, dichasreacciones se deben solamente a
usuarios que ya conocian y apreciaban el poema
de E. E. Cummings, por lo que en todos esos
casos se activa el intertexto lector de los espec-
tadores desde un punto de vista estrictamente
enciclopédico. Asi, pues, lainclusién de un texto
poético en un anuncio publicitario de valores
estéticos evidentes no produce una recepciéon
estrictamente literaria. Esto quizds se debaa que
el contexto de recepcion esta muy alejado de la
situacién comunicativa del discurso literario y,
mads en concreto, del poético, tradicionalmente
ligado a la escuela (Andricain y Orlando, 2016;
Calvo, 2015; Cerrillo y Lujan, 2010; Cerrillo y
Sanchez-Ortiz, 2015; Pullinger, 2017; Styles,
2012; Zipes, 2006).

13



Ocnos (2019), 18 (2): 7-16
DOI 10.18239/ocnos_2019.18.2.1779

Esta falta de reacciones estrictamente lite-
rarias no elimina empero el potencial educati-
vo-literario de este anuncio de “Eternity”. Sobre
todo, si se considera el objetivo principal de la
educaciodn literaria es la adquisicién de la com-
petencia literaria y que cualquier ciudadano
sepa apreciar la literatura como discurso artis-
tico diferenciado en sus distintas manifestacio-
nes genéricas (Cerrillo, 2007, 2017; Colomer,
1998, 2010; Mendoza, 2001, 2004, 2005). Desde
este punto de vista, y con la adecuada media-
cion literaria dentro o fuera del aula, la calidad
estética y el atractivo visual del anuncio hacen
de él un valioso instrumento para la educaciéon
literaria, de forma andloga a como se produce la
promocioén lectora a través del booktrailer (Lluch,
Tabernero y Calvo, 2015; Tabernero, 2013,
2015a, 2015b, 2016), con el que tiene varios
puntos de contacto. A través de la concrecién
que se produce en el anuncio de “Eternity” de
aspectos fundamentales del texto lirico, como
lavoz poética o el destinatario interno, un lector
puede llegar a entender mejor las caracteristi-
cas de dicho género y la propia especificidad de
la lectura literaria. Asimismo, la adaptacién
al formato visual pone de manifiesto la propia
polisemia del hecho poético y la diversidad de
interpretaciones que implica todo texto poético
de calidad (Garcia-Martinez, Rigo y Jiménez,
2017). Y, en definitiva, el analisis comparativo
entre el anuncio de Calvin Klein y el dlbum de
Mati McDonough revela que la adaptacién de la
poesia a otros medios, lejos de empobrecer su
potencialidad significativa, sirve asimismo para
poner de manifiesto algunos de los rasgos mas
importantes del género lirico de cara a la forma-
cién literaria.
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Abstract

Many researchers have recently high-
lighted the emergence of a new literary sys-
tem and reading paradigm in which school
is losing prominence in favour of new ways
of mediation, such as the social networks
and the Internet. Within this changing situ-
ation, the present work is focused on a Cal-
vin Klein's eau de cologne “Eternity” adver-
tisement, where a poem by E. E. Cummings
plays a main role. It can be thus considered
a special case of illustrated poetry, insofar
as verses and images come together for con-
structing the meaning, as it happens in po-
etry picture books as well. In fact, it is com-
pared with a picture book illustrated by Mati
McDonough based upon the same poem, in
order to demonstrate its similarities. Con-
sidering that, this advertisement could
provoke aesthetic responses in the viewers,
although they are not immersed in a conven-
tional literary context such as school or book
reading. So, in order to confirm that hypoth-
esis, we analyse the comments of YouTube
users about the advertisement. The results
show that most comments do focus on the
aesthetic aspects of the advertisement, al-
beit not on literary ones. However, it leads
thus to the conclusion that, because of this
aesthetic potential and its similarities with
poetry picture books, it could be an adequate
instrument for literary education, especially
with the right reading mediation.

Resumen

Son varios los especialistas que han lla-
mado la atencién sobre la existencia de un
cambio de paradigma en la mediacién lec-
tora en el que la escuela no es ya la principal
prescriptora de lectura y las redes sociales y
la web cobran cada vez mas protagonismo.
Enelmarco de esta cambiante situacion, este
trabajo se centra en un anuncio de la colonia
de Calvin Klein “Eternity”, en el cual un poe-
ma de E. E. Cummings desempefia un papel
fundamental. Puede ser, por tanto, conside-
rado una manifestacién particular de poesia
ilustrada, desde el momento en que versos e
imégenes se alian en la creacién de sentido,
como ocurre en el dlbum poético. De hecho,
en el presente estudio dicho anuncio es com-
parado con un album de Mati McDonough
que adapta el mismo poema. Teniendo esto
en cuenta, este anuncio podria provocar res-
puestas literarias en los receptores, aunque
no estén inmersos en un contexto conven-
cionaldelectura, comolaescuelaoloslibros.
Asi, para confirmar esta hipétesis, se anali-
zan los comentarios acerca del anuncio por
parte de usuarios de YouTube. Los resultados
muestran que la mayoria de los comentarios
es detipo estético, aunque no especificamen-
te literario. Sin embargo, todo ello lleva a
la conclusién de que, debido a su potencial
estético y a sus similitudes con el album
poético, el anuncio puede ser un adecuado
instrumento para la educacioén literaria, es-
pecialmente con la mediacién adecuada.
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Introduction: poetry and advertising

We may constantly note references to adver-
tising in poetry throughout the 20" century;
although their origin can be tracked back to the
artistic and literary vanguards (Dick, 2010), they
definitely turn become part of the very nature of
Postmodernity and Pop Art (Ponce-Cardenas,
2007; Ferradans, 2001). But the presence of
poetry within advertising is also parallel,
constant, not only due to the fact that advertis-
ing language uses certain resources of literary
language in order to have a persuasive effect
(Escribano-Hernandez, 2010 & 2011; Loépez-
Sudrez, 2007; Spang, 1997), but also because its
speech sometimes makes literary references its
own (Vilar-Pacheco, 2007) to appeal to the recip-
ient’s intertext for purposes that are linked to
consumerism.

Additionally, the increasing importance of
illustrated literature within the literary domain,
which is not only limited to works for children,
has articulated a new paradigm in the publish-
ing world. In the specific field of poetry, poetry
picture books are a subgenre that has recently
experience a certain publishing boom and a
experienced interest in certain journals (Neira-
Pifieiro, 2012, 2013, 2016, 2018; Ramos, 2014;
Senis, 2014; Silva, 2010). For this reason, the
increasingly consolidation of illustrated poetry
publications raises questions about the poten-
tial educational and literary implications of this
phenomenon whereby lyrical texts are adapted
to other formats, more attractive to people who
do not read frequently and are probably more
prone to survive in the “unfinished dialectic of
the digital model” (Cordén-Garcia, 2018, p. 468).

In this context, the use of poetry in adver-
tising can be analysed in connection with
illustrated literature. In both cases, it is a very
similar adaptation process by which an original
text is linked to ad hoc images and results in a
hybrid object of an unquestionable aesthetic
value. Additionally, through the dissemina-
tion of advertisements in the social media and
platforms such as Youtube, the scope of adver-
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tisements with poetic content gains a new
dimension within the framework of the literary
environment. Especially, depending on the
answers of potential “prosumers” in non-formal
reading spheres of the “change in the paradigm
in communication and reading” (Lluch, 2018, p.
46), which involves a transformation in reading
mediation (Cruces, 2017; Garcia-Canclini, 2015;
Lluch, 2010, 2014, 2017, 2018; Martin-Barbero,
2010; Roncaglia, 2018; Zafra, 2017).

Method and objective

The results of a study on a specific case
conducted in the context of the links between
poetry and advertising in the new reading envi-
ronment are presented in this work. It is about
an advertisement of “Eternity” eau de toilette,
by Calvin Klein, where an excerpt of the poem
by E. E. Cummings, I carry your heart with me,
is inserted. It is directed by the director Cary
Fukunaga, featuring Jake Gyllenhaal, top-
model Liya Kebede and a little girl aged four or
five years old, and is made up by a succession of
black and white pictures of a family, combined
with verses of said poem using the soundtrack.
The advertisement was broadcasted by televi-
sion companies in several countries, and the
brand made it also available to all YouTube users
on 19" October 2017.

By studying this example of the use of poetry
in advertising, we intend to achieve two differ-
ent objectives, although theyare directlylinked.

In the first part, we will be analysing the
advertisement as a manifestation that is similar
to illustrated poetry. This way, we will try to
show that this product is comparable to a poetry
picture book from an aesthetic point of view,
given that different artistic and adaptation
strategies are used therein and that it may arise
aesthetic and literary responses among the
recipients thereof. To that end, let us compare
the advertisement of “Eternity” and a small-for-
mat picture book, I carry your heart with me
(2014), illustrated by Mati McDonough, an adap-
tation of Cummings’ poem. We will thus rely on
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the existing literature on poetry picture books
and illustrated literature.

We will subsequently analyse specific
responses to the advertising by classifying the
comments after it was posted on YouTube. In
particular, we will verify if reactions are mostly
of an aesthetic nature and if any specifically
literary responses arise within the former, i.e.,
we will see if the recipients react to the presence
of specific poetic language. Therefore, we will
determine if this advertisement could become
an educational-literary instrument.

Results

Poetry and images: mediation, adaptation and
interpretation

According to the classification of poetry
picture books created by Neira-Pifieiro (2012) in
her recent studies on this lyrical subgenre, there
isonetypewhich consistsonadaptinganalready
existing poem to the picture book format. This
manifestation is peculiar for several reasons set
forth hereinafter.

In first place, this phenomenon takes places
in poetry both for children and adults, as the
publication of illustrated editions of poetry
classics has experienced a boom in the literary
field in recent years. In second place, as stated
by Neira-Pifieiro (2013, 2016) herself, it is a
non-reductive adaptation process, because gen-
erally poems are not shortened or modified.
Therefore, as a third significant aspect, adap-
tation is performed through three phenomena
that are directly linked. On one hand, the poem
is decontextualised, as it is drawn from the
place where it was originally published and is
introduced into a new medium to create a new
reception space. On the other hand, the original
text is segmented and sequenced in smaller
units in order to adapt it to this new medium.
In last place, the poem is clearly recontextu-
alised by inserting it in a different format (the
picture book) and through use of illustrations.
[llustrations are as important as the text itself,
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as they provide an unavoidable interpretation
that the reader discovers as he/she reads the
verses. This process is similar to the one that
takes places when reading picture books (Arizpe
& Styles, 2004; Bader, 1976; Bosch, 2007;
Duran, 2009; Lewis, 2001; Nikolajeva & Scott,
2001; Nodelman, 1988; Sipe, 1998; Tabernero,
2005; Van-der-Linden, 2006 & 2013; Zaparain &
Gonzalez, 2010).

In addition, illustrating poetry is a process
that is different to illustrating storytelling,
notably due to the special features of the lyrical
genre (Ramos, 2014). This is clearly visible in I
carry your heart with me, asin this poem thereisa
generalisable communicative situation, marked
by the lack of lexical definition generated
between the poeticl and the internal recipient of
the verses, enhanced by the neutrality of gram-
matical genders in English.

In “I carry your heart with me”, the “I” that
takes over the poetic voice and the “you” who is
the recipient of the verses (also visible in “your
heart” or “Darling”) are open to several types of
concretion by the reader. The open nature of the
poem’s meaning makes the person in charge
of its visual adaptation be obliged to make a
decision in terms of its meaning, thus imposing
an interpretation to the recipient. Therefore,
his/her interpretation of the verses is already
conditioned by this fact. This is what happensin
the advertisement of “Eternity” and the picture
book by Mati McDonough, as we will see in
detail hereinafter.

In first place, both the advertisement and
the book rely on the poem'’s decontextualisation
process. This process is inserted in a different
medium to that of its original communicative
situation, as it is standard practice in poetry
that compositions are included in poetry books
together with other poetic texts.

In second place, a clear segmentation phe-
nomenon takes places, as the poem is divided
into a series of sequences (nineteen in the case
of the advertisement; twelve in the case of the
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album) that are combined with images and con-
dition its reception. However, there is a signifi-
cant difference between both adaptationsin this
respect: while the book is complete, the adver-
tising lack the middle verses.

In any case, the common features of the
adaptations of the poem to these two different
formats arise when text and visual code are
combined, as images are an immediate concre-
tion of the undefined aspects of the poem and
turn it into a text on love between parents and
their children.

Such concretion of the poem through a
visual code involves several essential inter-
pretative aspects when it comes to provide a
specific version of the verses. Neira-Pifieiro
(2016) includes the following function of illus-
tration when it comes to adapt already existing
poems to the picture book format: providing a
visual representation of the poetic voice, which
thus becomes a character through illustration;
describing and contextualising verses, and
therefore the reader is provided with informa-
tion on the characters, objects and situations;
adding a story, in other words, creating a story
on the basis of the verses; and, in last place,
providing merely visual elements, such as met-
aphors and symbols. All these aspects can be
found both in the advertising of Calvin Klein
and in the picture book by Mati McDonough.

In first, given the fact that the poetic voice
and the internal recipient are undetermined in
the poem by Cummings, the advertising and
the picture book concretise both aspects by
combining text and images. In the case of the
advertising, the poetic voice is shared between
two characters, one man and one woman, who
recite the verses to a little girl, both with voice-
overs and diegetic dialogues in it. As a matter
of fact, in the second sequence, after a prelude
with a beach on a sunny day and a male voice
reciting the first part of the first verse (“I carry
your heart with me”), there is a close-up of the
little girl with that same background voice,
reciting the rest of such verse (“I carry it in my
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heart”). Therefore, the internal recipient is iden-
tified from the beginning. On its part, in the
picture book by McDonough, the identification
of the poetic voice with the mother takes place in
the cover, where we can see a pregnant woman
staring at her belly calmly smiling, embracing
it lovingly. The first sequence reproduces this
same image and, in the second sequence, she
already has a baby in her arms, the recipient
of the verses throughout the book, in different
stages of growth.

In this sense, both formats offer the recipient
a specific situation where the verses are framed.
Therefore, a succession of a series of pictures
of the family shared by the parents and their
daughter is displayed both in the advertisement
and the picture book, characterised by loving
gestures that are the overarching element of all
these situations. Nevertheless, several differ-
encesbetweentheadvertisementand the picture
book can be found in this sense. In the case of
the former, the location is undetermined, white
is the main colour and affects both the charac-
ters and the place where they are, too neutral
and barely recognisable as a real family context.
This aspect is also enhanced with the first
close-ups and the black and white photography.
Additionally, as the visual work is brief, there
are constant time cuts and narrativity’s poten-
tial is only outlined. On the other hand, in the
case of the latter, the relationship between the
mother and the little girl is displayed through-
out the sequences, where we can see the two of
them in different situations and places, ranging
from a house to the city and the countryside,
with nature playing a key role. In the end, the
girl leaves with a backpack on her back as the
mother says goodbye in the same angle than in
the first sequence.

Finally, the visual style selected also con-
ditions the poem’s reception and has a direct
impact on its interpretations, as both cases
present a consistent aesthetic option throughout
all the sequences. As we stated, the advertising
of Calvin Klein relies on the prevalence of white
to create a neat, minimalist atmosphere where
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a highly idealised situation takes place. On her
part, McDonough creates a collage in her picture
book, using colours, round shapes and natural
references as visual metaphors.

Therefore, the poem I carry your heart with
me is reinterpreted through its adaptation to
two different formats with the prevalence of
the visual code, as a poem of filial love. This
reading is directly offered to the recipient, who
received the verses linked to the images and
builds its meaning based on the combination of
both codes. The resulting product in both cases
has high aesthetic values and while the ultimate
aim of the producers of the advertisement is not
inspiring this type of response, it can arise in a
similar way to that of a poetry picture books, as
that of McDonough.

Analysis of the responses posted on YouTube

As explained above, the advertising of
“Eternity” was shared by the company through
its YouTube official channel on 19% October
2017. On the date on which this analyse was
closed (15% August 2018), it had 491,736 views,
totalling four thousand positive feedback (under
the form of Likes), 377 negative feedback (under
the form of Unlikes) and 396 comments, most
of them around the date on which it was posted
on the web. Two types can be identified: direct
comments (222) are feedback about the adver-
tisement; indirect comments are feedback about
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and responses to direct comments under the
form of threads (174). This analysis only focuses
on the latter, as they are immediate reactions to
the advertisement.

In order to analyse these comments, we
created an ad hoc classification that includes the
following categories:

1. Aesthetic feedback: focuses on the advertise-
ment's beauty, its aesthetic values -total or
partial- or the characters’ beauty.

2. Ethical feedback: focuses on social and
ethical aspects of the advertisement, high-
lighting the family, social and racial values
that are undoubtedly therein.

3. Emotional feedback: from-the-gut, poorly
thought out responses that do not focus
on aesthetic or ethical aspects but instead
evaluate the advertising from an emotional
point of view.

4. Literary feedback: highlights the beauty of
the verses of the advertisement or associate
them to a specific author.

5. Consumerist feedback: refers to aspects
related to the purchase or acquisition of the
marketed product.

6. Sundry: cannot be included in the preceding
categories.

The distribution of the various types of
comments are shown in figure 1. In this figure,
we can see the clear predominance of aesthetic
feedback of the advertising, followed by ethical

Figure 1. Responses to the advertisement of Eternity posted on Youtube.
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feedback, although there is greater interaction
among users in the case of the latter.

As far as aesthetic feedback is concerned
(108), one-word short responses prevail, qual-
ifying and evaluating the advertisement in
general terms that are normally positive,
without highlighting the reasons thereof (“Aw
this was so sweet”; “Wow. Absolutely beau-
tiful”; “Love it...love it ...love it!": “This is the
cutest shit I've ever seen”; “Adorable”; “Love it”;
“Awww"). There is also a significant number of
comments that focus on the characters’ beauty,
notably Jake Gyllenhaal (“Jake I love you”; “Jake
Gyllenhaal is a beautiful man”), but Liya Kebede
too (“Liya Kebede is a goddess”; “Liya Kebede is
so gorgeous”).

As far as ethical feedback is concerned (51),
two major groups are identified. On one hand,
there is feedback referring to the family aspects
of the advertisement. In most of them, it is
stated that they seem to be areal family, whichis
surprising as the main characters are one actor
and one model who are very popular (“Are we
sure that isnt his real family because you can't
tell. He seemed so in love with that little girl
and the way she looked at him too. My heart”;
“The true meaning of a family love”). On the
other hand, there is feedback focusing on racial
aspects, given the birracial nature of the family
that appears on the images (“So timely to have
a multiracial family. YES! Bout time”; “More of
Hollywood's mixed-race agenda!”; “If this was a
man of colour and a white woman, y'all already
know the comment section would look like this:
“white genocide”..."Jewish agenda”...etc. “I guess
different standards and outrage exist for differ-
ent context”; “Boycott Calvin Klein for pushing
for White Genocide. Boycott Jake Gyllenhaal
too”). This type of comments definitely gives
rise to more responses and answer, as it is more
open to controversy.

On its part, emotional feedback (31) reflects
from-the-gut reactions to the advertisement.
In most cases, it is explicit and corporal (“My
ovaries about burst!”; “Hands up if you want
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Jake Gyllenhaal's babies...”; “Dear mother of
God, my heart is going to explode”), but there
also are more succinct responses (“Oh my god”;
“OH MY GOD”").

As far as literary feedback is concerned
(12), most cases only state that Cummings is
the poem’s author, sometimes in a neutral way
without any further comments (“I carry your
heart ... ee cummings...”;, “ee cummings...”;
“It's a poem from E.E. Cummings”), while
other appreciative comments are also made
(“An amazing poem by E.E. Cummings”; “E.e.
Cummings. Beautiful”; “amazing e cummigs
poetry”; “the poem they use [i carry your heart
with me(i carryitin] BY E. E. CUMMINGS is such
an amazing work of art”) while other insert it in
larger evaluations referring to ancillary aspects
(“It is unlikely I will ever buy “Eternity”, butIdo
earnestly appreciate 1) amazing e cummings
poetry getting more exposure in mainstream
cultureand 2) healthy familyrelationships (espe-
cially interracial ones) chosen over the vague,
menacing sexuality that most advertising for
fragrances tirelessly employs. And I hadn't seen
thislong version of the promo”; “Please acknowl-
edge e.e. cummings poetry, Calvin Klein. I find
it wonderful that you decided to use one of the
most beautiful love poems ever written, but
despise you for not acknowledging its author
in the description of this video...”). There are
different approaches to the poem among these
type of comments. Nevertheless, in all cases,
excepting only one comment reflecting doubts
as to the author (“Does Jake Gyllenhaal come
with this? Because... my ovaries That sounds
like an e.e cummings poem they're reciting?
Beautiful, if so”), everybody commenting on the
advertisement already knew the text and know
it is a poetical work. Maybe that is why they do
not highlight the beauty of the verses and only
make general comments using positive adjec-
tives (“beautiful”, “amazing”, etc.).

As far as merely consumerist feedback is
concerned, namely, that referring to aspects
linked to the acquisition of the product, they
are not numerous (6) and refer to idea of buying
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this eau the toilette (“RUNS TO MACYS"; “I will
be purchasing this fragrance for the men in my
life this Christmas. You guys really won me with
this one”; “Now I want a bottle of Eternity”).

In last place, under the “Sundry” heading
(14), we may include comments ranging from
the participation of Gyllenhal in Brokeback
Mountain (“Sorry ladies Brokeback changed
him”) to a wide range of interpretations (“Why
am I getting Beyoncé vibes from this ad?”; “This
sorta makes up for the fact he dated Swift”),
through the recognition of similarities between
the little girl and some relative (“She looks my
daughter”) or the identification of the little girl
by any user (“Laila’s real name is Size, she is my
niece. Adorable”).

Conclusions

There can be no doubt that certain advertise-
mentslikethisone have clearaesthetic qualities.
This is even more plausible as it uses resources
that are very similar to those used in the field
of illustrated poetry and, more specifically, in
the field of poetry picture books that have been
previously been published, as proven when com-
paring it to the adaptation by McDonough. In
both cases, the use of sequences and their com-
bination with illustrations impose a specific and
unequivocal interpretation of the poem by E. E.
Cummings, closing its meaning when selecting
only one of all possible meanings. Therefore,
the reception process of both hybrid proposals
is very similar, although there are differences
in terms of medium. For this reason, it is not
unreasonable to expect that the reactions of the
recipients of the advertising of Calvin Klein are
of an aesthetic nature.

By classifying and analysing the comments
on the advertisement on YouTube, where
viewers react spontaneously and not influ-
enced by a context of formal education or preset
research, we have found that the aesthetic value
of this advertising is undeniable. According
most feedback, the advertising is evaluated
from this point of view, a significant fact if we
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bear in mind that advertisements are created to
generate a consumeristreactionintherecipients
thereof, not to generate this kind of response.
Nevertheless, it is true that such reactions are
mostly general and do not focus on specific
features of the advertisement. More specifically,
upon analysing the comments, we find that
there are just a few reactions that focus on the
literary dimension of the advertising and high-
light the use of a poetic text. Additionally, these
reactions belong to users who already knew
and identified the poem by E. E. Cummings.
Therefore, in all these cases, the reading inter-
text of viewers is triggered from a merely ency-
clopaedic point of view. Thus, inserting a poetic
textinanadvertisement of clear aesthetic values
does not result in a strictly literary reception.
This is probably due to the fact that the reception
context is very far from the communicative situ-
ation of the literary discourse and of the poetic
discourse more specifically, as it is traditionally
linked to school (Andricain & Orlando, 2016;
Calvo, 2015; Cerrillo & Lujan, 2010; Cerrillo &
Sdnchez-Ortiz, 2015; Pullinger, 2017; Styles,
2012; Zipes, 2006).

Nevertheless, this absence of strictly literary
reactions does not eliminate the education-
al-literary potential of this advertisement of
“Eternity”. Notably, if we take into account
that the main objective of literary education
is to acquire literary competence so that all
citizens are able to see literature as a differen-
tiated artistic discourse in its various generic
manifestations (Cerrillo, 2007, 2017; Colomer,
1998, 2010; Mendoza, 2001, 2004, 2005).
From this point of view and combined with a
suitable literary mediation in the classroom and
outside it, the aesthetic quality and the visual
attractiveness make it a valuable instrument
for literary education, just like in the case of
booktrailers and reading promotion (Lluch,
Tabernero & Calvo, 2015; Tabernero, 2013,
2015a, 2015b, 2016), with which it has many
things in common. Through the concretion of
essential aspects of lyrical texts, such as poetic
voice or the internal recipient, which takes place
in the advertisement of “Eternity”, readers can
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get better understanding of the features of this
genre and the specificity of literary reading. The
adaptation to the visual format also shows the
polysemy of the poetical fact and the wide range
of interpretations implied in any high-quality
poetic text (Garcia-Martinez, Rigo & Jiménez,
2017). To sum up, the comparative analysis of the
advertisement of Calvin Klein and the picture
book of Mati McDonough shows that the adap-
tation of poetry to other media does not pauper-
ise its potential in terms of meaning, but it also
highlights other more important features of the
lyrical genre with regard to literary education.
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