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Analyses on Women’ s Images in Advertisements
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Abstract: Since the sixties of last century, women’ s social status in the politics and economy has
been promoting continuously with the rise of women’ s emancipation movement. Women’ s image has
changed in the western advertisement communication. But the traditional understanding of social roles
of women hasn’ t got the corresponding transition, so has the communication pattern of comm ercial
advertisement that regards bodies of women as the main way. Under the market economy condition,
the advertisement communication of China is influenced by the mechanical impression of the western
advertisement communication on women, and has formed the opinion that is unfavorable to establish
the woman image correctly. Setting up the new advertising opinion that people first is the key solution
to change this kind of condition.
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