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Abstract

Victoria’s Secret, as a well-known lingerie brand, has received a lot of attention for its fashion
presentation show. However, the design of Victoria’'s Secret Fashion Show from a gender perspec-
tive has a lot of room for criticism. Victoria’s Secret Fashion Show overemphasizes the standard of
shaping beauty while ignoring body diversity. The staging and performances are more oriented
towards male aesthetic dominance, positioning women as objects of gaze. Costume design over-
emphasizes sexiness and exposure, objectifying the female body. Based on this, this paper advo-
cates that the fashion industry should revisit the design paradigm so that the world can embrace a
more diverse aesthetic for women.
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Table 1. Victoria’s secret lingerie brand event node
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Figure 1. Bullet lingerie with sweater girl
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Figure 2. Madonna’s golden bullet linge-
rie on stage at the Blond Ambition Tour
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Figure 3. “Nipple” underwear from the 70s
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Figure 4. 4 “Angel Road” video footages randomly searched on the Internet
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Figure 5. JK presents “The Naked Truth: The Female Image of Advertising” at Lafayette College
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Figure 6. Wolf and her book The Beauty Myth
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Figure 7. ThirdLove to Victoria’s Secret
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Figure 8. Rihanna’s lingerie brand “Savage x Fenty”
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