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Subverting the #AerieReal Campaign 

 The ad campaign we would like to subvert is “Aerie Real.” This advertising campaign is 

for Aerie brand lingerie. The purpose of the campaign is not to bring attention to a new line of 

underwear, but rather to highlight Aerie’s opposition towards corporations’ masking of physical 

“flaws”. The campaign argues that the models in the advertisements are therefore “real.” Aerie is 

subverting the classic lingerie ad by withholding their use of Photoshop and bringing attention to 

the visual “flaws” of the models. 

 The advertisement we plan on subverting is therefore actually already a subversion within 

itself. We would like to further complicate the advertisement by digging deeper into the 

connotated image. We will be launching the “Literally Aerie” campaign where Aerie “literally” 

explains every single advertising tactic and strategy present in their ads. Aerie is attempting to 

appear open and honest in their #aeriereal campaign. 

 What would happen if they applied the same transparency to their marketing tactics? The 

subverted ads will be targeted towards young women and will carry the same aesthetic as the 

original ads; stereotypical “girly.” 
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Written Component Outline:  

1. Introduction: Laying out the paper in three parts. 

2. Explaining the #AerieReal campaign.  

 - Tactics and strategies used. 

 - Connotations. 

3. Explanation of our subvertisement: “Literally Aerie”. 

 - Aesthetic. 

 - How we subverted the original campaign. 

4. Relating the campaign to the Dove Real Beauty campaign. 

5. Conclusion. 

Examples of ads from the #AerieReal campaign: 
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