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Underwear Advertising in the Era of Mass Consumption

GAO Lan-ying
(Inner Mongolia University of Science and Technology, Baotou 014010, China)

ABSTRACT: In the era of mass consumption, great changes have taken place in the consumption concept and aesthetic
pursuit of the audience. In the analysis on the current situation and creative characteristics of underwear advertising mar-
keting, the work aims to try to realize the creativity integrated with ideological level, artistry and ornamental value of
underwear advertising, so as to realize the multidimensional unity of modern aesthetics, and add new ideas to the conven-
tional form of advertising creation dominated by underwear models. Through literature analysis, case analysis, summing
up and other research methods, with the high-speed transmission of the mass consumption era as a turning point and the
unique originality of the underwear advertising as the starting point, according to the existing defects in the design of
current underwear advertising and the development trend, the creative ideas and expression methods of underwear adver-
tising were explored, and the creative strategies of underwear advertising were summarized and refined. The difference of
the Chinese and Western advertising cultures and the particularity of the underwear products require the advertising crea-
tors to explore the underwear advertising creation which can combine natural elements, humanistic feelings, new media
technology and other advantages of the mass consumption era. The promotion of underwear advertising creativity and
marketing skills can not only enhance brand awareness and reputation, but also promote the healthy and orderly develop-
ment of advertising industry.
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