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“Modernization” and the Ideal Image of Female Role:
An Analysis of Taiwan Jih jih Shin Pao’s Advertisements
during the Period of Japanese Occupation.

Yen-Jung Chen
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I-fen Chen
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ABSTRACT

During the period of the Japanese occupation, the colonialist liberated the
bound feet of Taiwanese women and provided opportunities for women to work
and to receive western a@ucation. However, Taiwanese women’s social status
did not improve accordingly. Based on Roland Barthes’ pictorial semiotics, the
present paper analyzes female images in advertisements of Taiwan Jih Jih Shin
Pao (1898-1944), the largest newspaper in colonial Taiwan. The research results
indicates that although various female images might be found after the
modernization, women in Taiwan were mostly portrayed as dutiful wives or
caring mothers at home so as to meet the social expectation of traditional and
ideal women.

Keywords: ideal female, Japanese occupation, semiotics, Taiwan Jih Jih Shin Pao
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