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Desire Performance in Modern Advertising Creative

Z0U Jin—lin, PENG Yi—-qing
(Guangdong Vocational and Technical College Art Design, Foshan 528041, China)

ABSTRACT: Objective Research on the desire performance in modern advertising creative. Methods Taking the
advertising which can create and stimulate desire for enlightenment, it analyzed the reasons people’ s desire to form the
modern consumer society, discussed the desires in the form, feature and technique of expression in modern advertising
creative. Conclusion It put forward modern advertisement creative should guide and remind people to establish a correct
concept of consumption and consumer attitudes , consumer rational.
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Fig.3 ltalian leather goods brand advertisement
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