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"No Auto" Automotive Advertisement under the Multi Consumption Appea—
ling
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Abstract: Through analysis of multi development of current automotive consumption appealing, it discussed different
characteristics of physical and psychological layer appealing for automotive consumers. Taking the automotive
advertisement of Volkswagen for example, according to safety appealing, comfort appealing, taste appealing and emotion
appealing, it analyzed the originality and performance of the "no auto" automotive advertisement. It aims to provide more

design ideas for the originality and performance of automotive advertisement and help automotive enterprise to own

stronger competition in marketing sales.
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Fig.3 The New Beetle advertisement
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