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Abstract

At present, the marketing and promotion methods of China's jewelry industry are
slightly less than those of foreign jewelry brands. It is extremely important that these
jewelry brands lack appeal and credibility. Therefore, the focus of this study is the
promotion of jewelry -- after the research and analysis of the publicity methods of
various well-known jewelry brands, this paper will elaborate the relationship between
the implantation of jewelry into movie-style advertising and consumer motivation

from the perspective of consumer psychology.



This paper will first enumerate some representative cases of jewelry
advertisements in films, and then sort out the development status of jewelry (luxury)
consumption motivation. In the analysis, it is confirmed that the social orientation and
self-orientation of the implantation of jewelry into the film advertisement are related
to the consumption motivation of luxury goods, and the four consumption motivations
of identity symbol, conspicuous, hedonism and aesthetics are selected for analysis.

In the process of analysis, this paper will make clear the reasons for the
promotion of these consumption motives by the implantation of jewelry into
movie-style advertisements. The motivation for conspicuous consumption is largely
driven by the "star power" of movie stars who wield extraordinary influence. As for
the self-orientation, the main motivation to promote its hedonistic consumption is the
"consumption-enjoyment" psychology caused by the successful implantation. What
promotes its aesthetic consumption motivation is the unique literary and artistic
aesthetic touch endowed by the film.

Finally, based on the relevant enlightenment of China's jewelry marketing
industry, this paper believes that China's jewelry marketing should pay more attention
to the noble image building of jewelry brands, the design of jewelry advertisement
implantation and the construction of the literary connotation of jewelry advertisement.
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