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MESRE ~ TR A o RS ERIREA BB (Huyssen, 1986) o 2204
WS BEAREFIRAMELCHE SUERIFRE > BB EB RS ST

(EEINE ool

— -~ SRRV E R K

7% & O R RS AT R BB - F R RS R E = A T R
L EEEENE - BE L BRI NEREBZ RS ERREZTHEE
KR IERS T BN = (E A RN INE R - A —RER S 5 LS =S
AL PSR BEAR T ZAEER T RG> RT3 T8 T s o
(e AR AR R HIE R S P 22 - BESTTE N S - LM NMER
GO RSO  E RS AR R E B AT 2R Y
LSRR EEE - /e EE e (McRobbie, 2000) -

AT > FEIRE S (A AR 22 2 MRS B8 I 1 Ry S LA e B I 2 Ve A
ot (EEEE A SRR B IR E] - BB R BRI o MRS i L
MEFEEEN B EEE T - BOR SRR BBl » A E=0RERE - RS
194531 « Winship(1987) i &8 1 A B e Y R e 38 > S R Belsl 2 M e SE T 315
FIBRELRMA] - SLAIERIT S - ZMEEER At TIPS BN AEEN  BURHEINS -
EoR B R SRR T 22— v DARE EI B AR FEAHE - A S 2 LM EFEEERETE
Ly RMERHEE T ES R - FEENE TR R MR 4 -

Enstad(1999) 1 i fe 21425 T YR SE B B TS BN - 5 e 2R E &)
M o dhEE By —RREREIS BB FRRAAES B IERHIREE > S8 A,
PR LAY S LA RERS A [EIRE, » SRR A PU R AR » 1 MR%E 12 Mt $2 71
HYFTRE © Enstad 574y » BLEHE RSO LELSCREETRE - A AR a2 AT iR Pl
"BUAT#EME , (political subjectivities ) HYZEFRRF » S{TRE A Fy— 1B & JF G
TLARGER - HIL > 2eMsiiR ey " EAEEAY | (utopian hope) ¥EUETTE)
MEEAEN » B DBEEEREER » @i "2, mezRE - #s52
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7 g LU VE R REAY AR  — TR 2014 5B (feminine culture )72 55 2 17.(Enstad,
1999) -

PRI > AR it R ([ R S T YRS > SRIBURE (1998)HY T 55 et el » At
ER AN 2L MRS ST AR R 45 Y > 2OV R S 2 B e S A E T = — (B
B T FRERREBENBUE R - EARE M HE 5 (5RBUE » 1998 :
315) o GEENR » ZCMERESEHY B BTN R B BN MR R B R AR TS AR I B
2 NARNERH R FRIGHIEM " A g2t B EEEIIIZIR
E15 -

ARWFEHE L HVGRHERY 2ot (=8 AT ) RoUR it s » 20k
st A S BICER R ~ 20 B BER R g e 2 IRV R » T M S
HIR T - (G208 TR ) IPRNERIEREN I ISE, > EBERErT R
ENZHIE S » A EER R B S -~ ERIEGEN RS » e &M ML
Frégafies ~ Durvas R o L - $RA Winship(1987) 8 Enstad(1999) #Y&m 4L 17355 -
BEETFE (28 AR AT WHEERARZ - o EPR s
TEHEAE

= (E8mAR) ErREE

BERY T2t ) FEA AT > BIfEEERENERE R - AR 7RI
B2 HIERGE - FIRFHREE TRV E AR i A L g - IR
Frederick(2006) $t ¥ — ZCERATHY H A MAESEHZE 01T T im A ) BER —EfERE
AEHIT 2L (B BRI E B ISR > B R MR DB B LRIt &
B (% > LU EE = RYUE S -

1910~1930 4[] - HAKEL I HI AR R MRS LA T I A 2T 14 | dnds o
AR ) ~ (AT A FEm2R) F -1 " Eiw, —sE (ER2 &)
BITHERA B2 HHER A - TR B ER B EE TIENESE L - 2FGERNAER
BRaREy (2Lt - RIRHEMERE T ENR R ey "2t ) DUEEMERIESR
A - B ERANE Ll ) AVHTRESR B AL - A RE O

(ZEm AR /G T ARIER LGS G L MRS E B R stdn #
TR 1934 ££ 5 H - 1939 4 6 A& TRAINZRE > BRI - —3H3
177 I - (=8 A5 MEZ 2B R B AU LR TS — A2 REss
R E I — A — AR > 4R K337 At B i ac St SR (L > fi
e — L RRE dm AN AR 5 BRI E S -

AR (=8 ASL) BITISRAYEE P AR - & 1(EE
Filam s > AEHE L - EVEHEZAE HACHE LB EN g S0 2oV (B fEsR2
RERE L~ REESEEEES > SEEAKEAHE  (SREEREE - Al
i (EZEmAS) R T BEEE =2 EH I L RE A RE o E ~ e DU
PtV R (RESCH - 1934 ¢ 11-13) -

HR Ry g TR, (BIEAGE) » (e " NERE ) AR
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fii A At A LA (8 ASL) ROt — (B R CEAI R E M A
FRAT A H AR s OB M F 28 38 SR F i 5 T Py 2R e S B Y A 6 Al R
U EEESCEA L AN ELES o SR N Ry rI S RAVAIEZE A > FEL (8 A
S FERITIZ WIS T4/ D OEA RN b 75 S RERE IR B ZE (i E S
1934 : 11-13)-

(28w A5 FERITIZ R R LR 2R E B v - HoF e PARE QLB Tk
JEFS I - BRI R AR T R RS > — e =tk
i > AEREE—FLAE » DIBITISR R Fy 7 B EmEE 5 $ T LA > £ 4
AR AR iR E - BEEEEE L T HEER, AEL TSRS
FEEEUREZRNHEEZ T (T (ST > 2001 /HEgl263E » 2009: 383) - PRt
Sh > BEIR (BB AR ) EmBENE - e Ealus > Hovg— g At
PR EE

(28w A\5) BARE S EMLR/LL T mARE, NERE  BEELES
S > REYA] ST Ry 2GR AY
1o G 507 O AN adm) HYERRERREE 5 - DTS Sl e s A Ry
* o
Wi HRE - B ~ BUE G - B S EANRR AT E EGHE
SCERRA - PSRRI ~ BFA) ~ Bkl LR ~ 5O~ ANREFSCRAIE
FOEHE L FIEORE (bl ~ FE RO SGTEEEANGE -
AR e I BOR TIRIVRES HEC ) B SRR Y L IFALER L
=
TR NI RAL (=B ASR) FERITI.ZH) - e SEAEHRA A
Ve Lo E PR FHIIRE - 1R H A B S AR A (ol A\ 2 ) BUE I (g r iy (2
w2 K SIRERR ST - DIBAYL 28 ERE - AT 9) > (Z8m ASR)
WL M G ae s T B R 3R E5E » e i R HH B VB A R Y AE SO BB VRS > DAY
BT A RR A - RN ES R 2P R e PSR E UH H ARHY L4 2 A)
RG> DIBE AR A ASERE AL - BENBTERTHEREZZ T -
£ (=8 ASL) IR B G S A EEE R B MeFan - HEEHEEL
PARRBHAYEERE - EE (=8 ASL) RIS ST SHEZ A -

—N=oFRVEE - EEmEAK « SUbETTE5E e LA 5 L MRS

{FRAFEREA R A - AR 1934 20y (B8 AF) ARIERER © KE2E
LR IE R B A SEREI T  RRAETE e - — TR AR T R R - B
B RV E TR 55—l (=B ASL) AEeR I E i
eIt AHEENRRAESRE - TR IUEEEGE HAR T RIERE | A #
B MR B G RS BT S IR AR AU A AR B A DU O
BHIRE - WHE B RHAEE - FEDEEG - EA7g Atk -

(28w ASL) 2 H IR IR EBACiR MR ~ MNP S i B AR
G o AUTFEAERESTE (B8 AR ) BUEESOR » (EEHGAT SRR FE BE L

a kr wwn
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% EITHRGHY T DUREBR BB TP R AR - BEiEikry
I3 o SR VGIF SRRy 2t ) EIRAE > EAICRE S > BERLCATE R B
S (ERREL SRR G

S LA EETER > AR = (AT FEHERE -

1. % Roland Barthes £ HH#YlE G st ot IR A FIAT ST (28w A1) HIE
TSSO (R A Ry fa] 2

2. (EBFEAS) FrEaEmny FEEECHE PR B 2 AR R SR
so g TETEZCME ) AVEEREIARE ?

3. (=B AS) FINEHERTERBUR ~ #BIRE - pidEms - mEEX377
HEERE. ... FYAEURE - it > A rEsEie® (28 A
5t) WEEZERAGEEERNR - fEESERErNRERZ T - AR FeRD

(ZBm ASL) R T 2 Vst Gy AIERA (4 2 S RAVE (R - B G EER
[ AR R T4 7 HEE 5 (A Ry (] ?

2~ M%7 - BEAREBE MRS

& e 7R 22 (pictorial semiotics) /b 78 [EGAF Fy B FH A AT — P2 - A[H
FREE S RTINS 0704 - Bl sREEsR St SR A E (material) ~ 4558
(structure) B2 5 542 (signification) & @ Hi# I FH A [FIRVEI G E - Fylth » 572 5E
e BB T RIRNIFFR A - BRSO AR R 28 - A HE %
HYLTT -

Roland Barthes?t “Rhetoric of the Image”— 75 » gifgH " EHRAYFERK | (the
composition of a image ) & " —4HEZEZEF5HAIEEY) | (asignifying complex ) » £F
Al Eom T 0 fe%0 T B AMEREER BRI G B b RS

(naturalizes the symbolic message; innocent[s] the semantic artifice of connotation )
(Barthes, 1977: 45) - fl¥f[E G FTHEETEAF L EE S 2 HIRSR M - NMEMH
PRZIETEEA - AT ER o B B B - Barthes FH — I8 AR Al A F2 €0 [ S Tai s 2
Ry XA EHZE G SRR R 280 =(EE o Ry - 5B =0RE (linguistic
message ) , FHEEIGER/E (coded iconic message ) DL IEEIRE & G2

(non-coded iconic message ) - &AL - {th 5545 H 58 = =R A Wil af S,
HWRIIRE -

— ~ THEx (EF) Uik (anchorage) : " SUAE BB RIVIESYfatHaE . . 1B
ke e TR S5 4R = 2% (The text directs the reader through the signifieds of

image. . . remote-control[ing] him towards a meaning chosen in advance. ) ; ( Barthes,
1977: 39-40) -

— R GEFR) i (relay) T SCRBIE SR RN —E T RIRI G, . 1 H#E
DLES R 7 sk g sspas & (Text. . . and image stand in a complementary
relationship. . . and the unity of the message is realized at [the] level of the story. ) |

( Barthes, 1977: 39-40) -
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“Rhetoric of the Image”— > A& EH A Gt 21V E B Fan s — » EEE
TEGFRAVERHE L - DEESE AN - M EEGFRNAS
(content) DL seF552:75 W) (referent) 35 5 T 57 o B 2 8k P2 REAH BRIV AT

[EFEAE Eco BYE G iraifse - It nf I RIEE S 27 7A09ER) - Eco
oo E BT e DUB FIEER T R R M) o AR gl B 22 i N B L B

(iconeme ) - #[1[F] Saussure £ HAYZZE (phonem) EfEEFAVEE » L LALA
/NEERERAL S R T A RS =N - 281 [ B R AV AHET AR R R -
BHNE - SHECEREME—BEHEOR  FAFESULFEESBEEFE(ECco,
1976 & 1977) -

EEEEAE @ BEEFREANEES  ERNEEME G - EEGHR
HIAE R EFE ALY A 2= - thi - ESBEEAIAE - AMEER Y
YETE (HrsvKE )  THERERE FER (RGEVEEEENRE) - H
Barthes [{“Rhetoric of the image” S & 1% - [EGAFHEELHL AR E 7 B AOf
TR — B SRR EE (the semiotics of publicity) » — /&7 & 254055722 (the semiotics
of visual art) - th¥LE5R » 7EERSE G 2 mm eV [ERT - 2EMEEER A
B AT R I TRAVEZ - HiE—DKE - £ hEG AN » JEE A E
XA [RIHEREEIE - 7 BETe H a AR RS - M3 R A VIR o A R ]
BT B -

BRIL - BN RS RN O S 04 A REIE AR E Gl 7 R ARy 48 B
B > MR M EGE N F SR BRI TS CHIIREEHE - T AE R —E S RA
. ANETH - ZHEREE - EES - BR % EERSEANASTEZEEER S

(BI5HL > 2007 = 20) - T Jo g | AR 2R E S OR PR Al sk —3R - Bk
BT R —dHFFRHVAHE - 35 RR TIPSRl sy 5 - RIS e A Ik
—FrR BT PIERE - DRI EEAN TRV S - ARG Bt E
{EAREE Al 2 BT FR A

McCracken(1993)#YHH 5T Fy Roland Barthes HY5 5 22w i1 2401 {m] 28 FH Jy 20 145
suEl G AT o Bt RSB RED o WhEANEE M SR IV E B BB
FAREHOHBEACERCE A - JERRAR (GEAR) BIRAVE - B 0T DA s R
HIRTSR 247 » FEilasE e ~ 18R - B - BB - BRESE - FHIEZMAEIZ OEE -
s 2 SR IR A T —(ERR A IAVARRESS ST S e A o A i

TEEENE R EBEET - St G REE  EF s E AR KA
FiARTE « AEFRES (genre) MVESGEHEEN A - FiELPRIVER > E
AR A E G EEAVEE - ] pEE R = —fEZ O E{E - McCracken(1993)F
Ty MTHY LR RS By 25 0T » Ha EREERF I 70 UL - B H AR AS
AR - TR iURESA BT A

McCracken(1993) 3% Ky B I SCAM FFHRERMT ST - RITE 28 =) - -
— ~ B8 B4 4% (The photographic text ) :
TERCETH Y ERREIRCFHY Bl i i BE G e sb BAY
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ZINRENS: » AT HeE E A AR LI A 2 -
o~ B B SRR G B 7 (The photographic and verbal text in interaction ) :

B SCAH AR —E S - et 2 FIr A & A A= By =0k - DL Working
Woman FEEEHY £ T R 1] » BE &0 (18] 1] fdted S el sk A & DAAE 5 Working
Woman FrE A EZRN LIPS » RAERICE GBI F 2 1% » I REMEE
Working Woman Fir AR ZEHY » & HHEH i Z98 NP S - 3 KPS 0 HEES 8
IR e AW E ~ $HE 212 MBI EMRNEEL -
= ~ BEE A (The chromatic text ) :

BR(OUR Bt 2 (2 15 2 B L ] 5 2 e 1Y B2 S5 - McCracken E5EHTSEE
R [Ehe B VR R Y > R R R R A R E 220 (primary
chromatic meaning ) » {/7ZHERZZ V& AL OB T REEIRAE 7 DURBAE Z MRV E7E
[B8{% Ry fnl 7 McCracken L Town & Country FESEES [ Fy (51 F5 HH AL BT THTIHED 77
RBEOAERE  HEROREET AT BRETRE  EIENEA > 2RO
TP Y RS 5L DA R AR - B B SR s AT B - BEAN > REIH &
TNBE(HZER EIYRESR (I E R SR BR e AR AR ~ AR > AR a2k
RFE=E - BESE -

TEHELT A RHASE B M eSS B I [ 5 o A B > Kitch 7RDL T S EHE
7% 4 (content assessment ) 2K73#f ~ EREFAR[EIRHA ~ NEEZRE LM -
Frag T NSRHEL | B 1A - 51 - W - LLERI S ITEE B nviets - &
EENERE = fECRE GEEEL - BE - XETEAAE) DUAMERH
AL RBUATE NS » AT R AV E 54 (Kitch, 2000, e3> 2006 : 5) -
ME 2 BN TESREV SR i R IAE EEEFEBUE ~ & BB > 78k
AR RSO B T SR R MR ER T A - It BRTEC
Al B EIEGREE R RS 2 AR - (RRREEA S B EEE 2 TR - DL
FEEEA RS E (WR » BEhE ) FERIN T EEIVGERIEREZES » RS
I RERY 2 - AT ET S AT RN EEEREFNARS BERETE
o A R B T EHR DD - R R T - SR PIEE RN - HEERY AT REME (21T
2007) -

W1[E] McCracken(1993)F = - FeAMFR B 20 MEREEE PV EIG SOAR ~ ST S0ARER
BHEESCANGE - BIIHZ L > IR REZE » DU RSO 2~ M iy s B =)
BB > A BEEEITLMERI G - IRIRBR AR A (2009) 73#fr (=& H H¥r#) 1Y
EEZEESG: - BT - AVES B AR T EHR AL T P R AR E S
1o o AERAUMEAYEERE T - DAPE ZCHR A R A= E RS ARt T2t > DA
AREM R gttt TSR ) 0 BRIL AN o TEERAE H AR G R R 2L
Wz I EE—E " #E PSR - EEEER SRR » B
ERENHBRUNES > s T REUEER ) AUERG o SRR T ofE M B E
EAHML - B TR gy 20 LR AR R BT - (B AAR Ak 5 7 5 BT
5 - H AR AR 8 WA E S E G R 2 H RS S EH AR e & 4
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g e - ATE SR AEAIREEE - AUTFE RSO 24 B G fEie - 18
AryEGITER | kAT - ASPRRE O B RE  AKoot (28 AR) Lt
a2z B

AR At get ek e Mt L M E G e 12 HY > 40 Roland Barthes Firaf
iy TIPGHIERE S (rhetoric of images) - B[ EMETTHRHVAH & PR RAVIE
— 25 R E (G A (] B R A S B RES ORI - S MR AL (B A G K
By TR~ TR~ T B S AR FacErRy TR 7

B~ CERME AR SRS
— RS fp

e —
B #FH= |

®

(BB RHD) i 7
@‘ C

il /’ﬂ' i
w T
1

RS o

FIEAREWA= L85

1 HR4IEES 2 EHEEINES
(ERARIR - (28 AR (ERAIR « (Z85m AR
1934.9 : HEEEH) 1935.1 : HHEEEHE)

1 B HRLRES - B AIRRENE DR TR 2300 T HHAL
7% o VUfE  HEGR RS R TIyt: & R R E S SR KRR
BUSPGAVEIE © Bl 1 US> 52 > BEIE T T Bing— MRy
KL% AUSRBCETN R ~ IRELR THIE 16 4 Bl S B B PR - SIS
THERALR ) EanhR o FRtBE G E A T (B3R Thie > SREEEER
—HIHRARHES -
KRR HSEEIREICR UL > BLEA ~ EEIEICREE AN HE - NI RAL
AR S I T A R s B R P bR - HAEI B4R > w2

16



i BUaEGE HFE AVEERUANE )T - EilseE s e H AR ERG - it
T AETBOMET BB T - HUAHF AL MG [ 28N - B s NS 2
EIRRPEE ~ Ry T ERORRF IS R AR AR - A SUEMHERE
AEREn (S » 2007) -

H BRALIRFRASRA o = H4D08 » BIIILHY 1927 £ » it 1930 Frphida By H R AL -
H R e = HEEE A —(EPR a2 28 —(E SRR SR anpisk - £
ZATEEENSRERILA mhE - 1AM A IR TR - 2B
IR G 1927 A =FFER G - i BAERMRA G > 7T &2
JCEARR TR (SR7ZE > 2005) - BHRS RIS SRS HoreaiE  H ERAL
FoE T EREENERBEES ) =G0 EREREIRERE IE
el " B S ) VAR FER BB - N E T2 HARIE R > S LA T B i
iz DUARIRS TAEsas o M T EAS(EE ) FEHYE HERKLRAH SR NEE TR
0% B AMEE - HEE L DA+ 41937 ) &6 — AT REHR
ARHVERE — AT EZ LI EREFOR B8 23.54 % > gREEHE /KM
= e EfEsim (EEE - 2007) -

o T ER(EEAVE REELD ) Z RER  SBIRAVER R - HHAANSEZ L
FPEEALINE » EEEEADE  ERER - WEER - TERNER | 2F
ARk | EREVBRE | BE G A A R VAR R AR (R 0 PR TR (R
) THRELML > FIRF A TR (EFR) TURE @ SRIHEMAR B A S L g -

(B SCASHEZE » EEEGDALE R EEOH - (25 " HRADK ) Bt
fE R B MAEL (1) B () BCREIRATREMER » R PHZCEE
AR AMERTELE - BEER - REEN > BREERITRIAIET ~ DUE
GeHyEs HERALIR © a2 B & TRV BURIRALR - (ARAVENZ LAY R -
BRI EESHYCMEIEAEAR A HERAL » S rhls T HERAL ) AVRDRAE
Rz b THFEE ) HRHE - AN RALR R B AR - HAE (e M e
AR RER - BH H R R AL b - BRI -

2 FEEHEENES - TSR (8 A5 ) 1935 st A BT T E
FREGETREE B NEAEERNES - EE N RESEG &Sk
MERVEFFE B —(1/ N2CH% > W B E— R (LT RS R B IR
AP L Y T RS TR A BE AR TR R B B A B
I E R BT B BRI ATHRE » I W i G i R B S
M e BT CEN BB OlEE - I DA s s R R R T Ry 3 —
7V e LU AT R R B B R 7T EE SR -~ TivsEdiE -
£ NS AR ERATE R FHEFRERN EREEh s EdES 2 -

HH HAZ BB - AT A RREUE - H+ A s s
MIE > o AR A2 B DUBPAAE R (AR 2 - 1935 SEIRAFRAALE - NI EREE
ARt - B EEHE SRR B EE S E RS TR FEENF
AVETR > SCEREEN G 2 155 s LR % -
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H R 80y AR (ZE0) B = (HAZ) &4
AEHX (ZE) ST T8E  (EEAEHEEMTR ) HAEHERRE
+ttad#E A L A= (HAS) &l BfEZ H AR{EH (CL5#3% > 2007) -
B EE A SR 1917 4 - HETS 5 HE B A SR 1630 4 £ HANE
SHES P I ES S SIS TH A L T 1838 4 (A H AR EE FH 35
BT AT (Yates, 1998 PRERAEEE 0 1999) o AL T] DAHEMIZE R
ERTAREREHEAI T (HARF) 8 - HValF N AR NIZAE =0
HEOFEAR - E8 EE - NIILHARAFRBTEE SRS HigLrT - 280E
SHEERILE A TH¥#(E - ERIEFEEHES b rvES > R Ll S8 hE
B SR HIET - T RdE &A= TP S -

BFEEEG T - GBI EETEANIINE - - B (LN FEHI B ZEE
BGIEH TR  SIREDNEEBGERIIET - E8EENE R (EE
55 FHVEEE » B ENAR] 1920 ~ 1930 FAURITHIRZEE - 1920 X » TR I
HESE Art GoOt Beauté [mtH 58845 T ABIRER T AIZE T FTA S eI ARES » MATARY
2 NEVEE S SR A4S | MRS (Ginsburg, 1989 ) » 7% Art Golt Beauté R {551 IFF
SEEA s B ORI THRE - BRI NER > ZE LA RNER K
K BEEENLRIIARIZSFFEUEL RKKEE  BEEBGIEAENTIA
K 0 BB TUAEIRE(E 1920 FEAAVRITHRARSR (Ginsburg, 1989 ) [ HGH ik
HIMEF- > 2 1930 FAUEBIRITHIE FH=0 « Bl EEERVENE - BB
UH ~ MB4% %A (Ginsburg, 1989 ) (&l 3 & 4) - ftsmaE Bt \LEFFEIVITH > 202
7y FNEE  BREMFTEEER "L WESERE TIRE  E
e HARIEESR - BRIV E ARy 2 RER B RE B EEHIVHEE I )T

(E2) WIS R kBRI ETS -

HitHANS » #hiEHEEm s BIEERPEEA - AR 2% SR
HAR N HE R SR rf Bt aysisort - Sl e B Ee A B AEa e e sub -
a2 e P bRV A B IE SR ETRES E V=L BB E
SEHBE RS TH AR L AR T B - B R EwIE e > [Nt
FTInlsee - DUEIRHIRRY A ETE BEHEE I > B e ghsE s -




3 Art Golit Beauté FHfyF 7 KK 4  Art Go(t Beauté1930 ZE LB FAE
(E&ER}AJR © Ginsburg, 1989 : 142) (&R © Ginsburg, 1989 : 101)

B A — s - HaR R RAE s AR (28 BN
Wﬁ(EKﬁ)%H’ﬂﬁggA%EKAf@?“f sk EAHZER - HA
AU AT L ERNEE - MEhrEET R TR bR TR IERE
B BRSO ERGTTIH LI I & E - ISR~ ISR B R
EELEISE - BRI EEFANERR-FEIREEEE  BRIDIAFFER
HAE R S B TH T4 0 B HARAREEIE RIER - S A (HA
) B~ EEEERAE TR WEZER > e e RIS 0 SR EH
(S ~ ERESUELLUES AR FES T - S EBERIR N E -

%
v
X
(2]
£
,_..
[F3
D
>
#
2
<
n
e
f2
L2
%
]
T
| 13 ELE@M BOBULENS
1 B E K H KA~

5 — NEFEURPKES
(BRI © (28w ASR) - 1935.6 * EfAERESH © )
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5 ANERERKHES > SR L TR 2R L T EG  k
5 DU PR e P n I B Y ol 0 A AR NE AR S AR BRI JE
R s A TReBUVINCE B2 TR 88 RS Ba ZEmIERPEY
TERFRE R 2T IEIRAVAME - BEi N4 T — /NEFRIORDKIIEED ) BV SCFalE, o
EEEGEAERTASR R T — NEERP KT ) IS -

B PSRy By TIRAHAE ) B TIRIE o T o — 8oL ) EIRHAECL
Roselle # AR A B4 S B AR By B an BV it - U R EIE - 1910
e HAR SSRGS [ 2B - It kB il - Bl a2 ROH =
HEER T A7 8T (B EA 7 9 —) BHSC nectar HIART R Bida - ABFRT
ARTHIEESN - Al S R HER YR B nectar - [NJRRAE (# 5 t 5 F LAEE
WA TR SRR SREIORE © B HAR B RAZLL T Y 2 — A (juice) T#
Z o ARERIEE TR A ER T A 7 ¢ 7 ) (nectar) E—EAZEERNT
TE By FEm T - BIR A SOME BRIt —BIOR K in B 355E nectar #5751 T B8R X
K (FEFR LRSS -

BEEEGPILFEE TR  HEEGREARNIET - REGAMKEEE -
BERACEAEES R - MREERE B BRI —REIR - (EA5EEAE - B
WA R BB T AR AR (DL R T B AP B0 - AR NEEZE I G 4ERT &
FOTRPEAE - AR — R e A SRR 2E DUERRR 1 - INBLE S s i
BRI - SUEE R TP T R ERE SR UE R > DU P47
M SR RIERT > TERSE2EIVRE B3R RIEFIINZ I - ATREEE
IRERATHYESRSS (OIREE ) - JEA R PE =RV - SIS SCENNE - fairi
[l G YL TAEET | REWE SR > HEB UK BiRE—T > aJREERT
2SS o A RERE S P IR (WIREE ) - e (AR HIERIE |
B FFEEl G ey BZE YRR - AEERIEN N LSRR - IR
[ O RS AR R TIRHE ) DU T AT o IR SIS R SR G R E
ks - EAER (%) ke

RIS TP E GeAg S - BHBEZ E 1920 EARTEGERYEATIRENT (Art
Deco ) HysZ2E » HARst Rorff B ZEALRAY 7% (Duncan, 1988,/ 45fEHH5E - 1992) -
4nE 6 Fror - 1920 S AUARNE M FESE Art Golt Beauté iy 2 P [E Gt R 1
B S TP EIPHAIRAYZCTEE Art Golt Beauté Ay 2 M B SRR T2
2 - BRI SRR (CUFSOR) > BUBRESEIGSOR » BRI
BIORDKEE mm L T P87 ) VB R R E M - B T E R AESaK H iE ek
KAV HEE  PHEREE LR S - B A ErE T A SR AT -

20




6 Art Golt Beauté H1 S 0y 204 Bl 5
(&R © Ginsburg, 1989 : 117)

b O\ NN
Pl I
B nt O MM\ M

7 RS HRAHISE R ERR

(BRI - (=8 AS1) > 1935.9 : 4)

(28w N\ T Hek 2 B e [EE TEE 5 DR B RV - B 7 AEf
H—H - R P2 EERE AN RERNZLT > F REE KR E &
SOYEEAIYIRERER, > HEOHEZREEN - Hulse M - IR 55193
FRUM TSRV RRE BER T ER BN T SHER R E R
JEEG ~ B PRRVEEIE TSR - i L E meEEElEli}i FTERIVENHEEES -
XN ERRR AR (BFR) 5

R R PR EEnvEeR > e T 27 4>« FL-A 0 B Twedding

21



dress | 7 - B RMEIRELE S  ZFER A GBI  HE RIS IEEE R
N o WrIRTEAVAVEEET  FRTREAIR T ZAVIREERE L BRAVETETER J7 A
T <1930 FAARHFEALAE » =8 IRt S EE PRI IRIRER S A E R - DAZE
AR O IR S A (BEZE4ES » 2007) « FHILHER » E0RIE R T
i > BT RS IR EE LIS EnR T 2 -

RHB IR EMEEEER TSR E TSR ) ZRER
BUNEREEBAVRITHERME R IR - ks " RS, B T AT W SR R
SEELS - MR T ZEVE DU A v Ry fcER - RRsmt "B B THREE
EEME » 2EVHRR Y - 52 BoOREE R B K E » ZFEA
BRIy 2P REER Ew - R EEE A - TIEEEARE YRR ML -

PEAh o R =TSR SR T T €972 (modern) ~T % %> (neon)
R IE YR ER 2 - T RS B A RS A MR B BN EZR Y
g BBV RIER R » (RS EAERE - RS iR R E T
AN&EE SR TR ARG > MR EEREE (BFR) 5t -

SEIFHAPIEAHR T — MR A e B > BN R EREH AE RS
BRI - HNBZ B E S S MBS EEE B R TR L E A
T o BEEFE TR T EE o B EH ARG EWRNTR - TEE | EEEEA
WEE 28 AL ISR E A > ATEIEAISER (1926 #8) FREEEER - HERE
AR - AFEE - EEERENZEETR S T EE - ERMEH
RENZ BRI FRE S - FE R A - BRI HARINZMEE Rahas
% HINEEERENHALMEE AR AR G4 - BAERARSAEN
KT~ MHEEESE - BRESE) - thZ BRI EREEE. . (ITEF > 2001
/HEFEBEE > 2009) » LR EZEHE ~ RENHAZ T8 7 BB FEaalth =
EEG - BAVEEITE (28 AF) g BT T e o SR
R B ER HA NN EE R 28000 - BrRER  (ARIE—
TS 5 B H A I -

HE (R R SR B T E B Z B M AR S by BT - 2
BB ENERIRN SIS - BRI ST H AR —E8E - TR (H
AR) WRPEEREART G  (PTH{E+ > 2001 /#8555 » 2009 © 207)
BRI (28 AR alFIERE A e i - T 28 A
NSRRI S ... (1934 1 12) > FHIEA]AD - i fE A TE BRI IR AR Y
Bl DURA R A REF AR R TR flail e SRR AR E R EEE - &
LA ET 20 B 2 BRI SR YRR -

T E TR AR A IRGS SR - (=08 A5R) 1E[EFRY 11 H 5% -
W AEAH EIHTEAE TS T DA H A ARSI AR F TN -

22



s
T 7 et #® v f
nor oK WA WV ﬁ‘i
& B 7 W 7 ('\
bl e 7 it % >
Bt noz ik LA
5 o b 8 J
b oo O® =
W el
3 s
¥
5 !

5

i
|
8 e \GEHEF Y PN
(RAOR - (B8R AR - (R : (ISR
1935.11: 6) 1935.11 : 7)

PLUTHEAGHEZ 6, HEENESOYEWE - HYoE o 0 A sS SRk
AT R > R BRI e NS S5 ZHAVE R R R E AR R - 5L
FHE T REMA SRS | BT BB AR - IR T aE R
HA M RTaS SR ERER - R TEERE (o Xdnl £ D) - Bk
ooy By =M NP e EHYE T B ) PRI T T R BT IR
- BEE H GG FTHDE - AL =0h T SE RS FRVEZ
WIS ~ TE55% 5 RME ARG LR IR » TR Refe — 2 BiRud - (T
LR ARHYEER - ARIBIR R the M ar g i iRde - nI kel sl A REAYIE 2 - #E
AL AR BAC AL PRI TH - B8R th 2Ry S22 A A B R &S
MIEER - MERERG T RE - BE EOEr T akE ) 18 SRR - s
WRRIHESTTHY © TORVIGHE SFERALE - 18R HPryEr SelE 7 /800 #0e
AEMY)SLELEER - TFTRER A VEEA FEAE T itk
ERELSES > MM R EFORAYIGHRE - SrrRA R R 2 R -

BLL T HE AR TREN ) R RO - B A SRR RN
WA SEE—E > SIS i TR IR R G B RAIIRE - TR A T4
g ZREr ) BIER R H R Ty cT - BB EEER S IS
5 (EFR) ThRE - IR BRI N 2 @A IR - SCRul TEAT
SHUSHYERED | SRAHIEUR SIS SR =BT A FURE) R
it FE REIRZ 2. g AAKEERE—RERS ) f28] T - 1
PR IE LB A BRI G E BHL AR LT RIS

23



B AEHRAH R ERS TR S EE AT - BG TESOERE L B
B ARIEHAWE "8 ) (H30 T T RhHRS ) AlfE R TERAR
WH{E A F s ALV > AR — Al E - BAMET - AR BB
FALAYEIRE > MRERE B AR BArAVESe > LUSHRHY T A SE B HY LR S A fisRAY -
S8 (28w AS) 1935 45 9 Akl 11 J5% - FIBELIGEIE fy AT HAEA
B E R R P ARG ke 0 VB SE B R - AT E R PR S RS
fGikIh - EERIRETE S Gk - BT PR &= HIE P AYEHE
ety > WP AE - EACREGOREHZH - WV R T Rk R
=5A T EEHCEZ (B 10 > BEREE - 2007) < EEHIREREE 2P
Ha eSS E R A SS B IRIEIR I 2  Z AR HE A P A G IS TG AR T EY
O At E R U B ERACE - GBI EZE—SA+E > B
D+HEFECHE S tAEEE > FEOL . NE > R EIRA R
B BRSPS RAER - AR AS (s > 2007) -
(ZEm ASR) FESM T T e e H A AT RGNk > 1936 4 11
HERLIE1SE A LRSS > EHREN R - HAEEHEERH > AaE
RIEREL ¥ 8 T 2SR B ch EOR > SN E 2R EE A HER > i
AOBFECHY SRR B - (R EOU BT - BE P B S 0 A E e e S E AR
AR A - (RSB TPEAES > Bra(b ~ SRAUEAVERSE | mEEERTHA
s HHAANMSZEEEHS > BHZEANS > a2 " IRBHAAN 1Y
—HEFEFESRE - (ZEBREAF) AT E - TS REE R A SUE
I RAESSIEREUE DT - (=B AS) MRS - BB A
FREIE R BRI BB S S I A EAUES » N R UE e REBIH
EHVER R RGBSR RS A E A 4EE - SR BB sH
ASERIEAAR S - BEREE ~ BA HAR ZRCSUERYRIA

24



10 1930 FREZE TR & U IRE R
(BRI « BzRds > 2007 - 17)

= ERHIEBEH

"5 3 AMOMIET L b KHE

ST 15

T U= Z-¥H mﬂm

=%

L
| A 1 I I

002 _,ﬁn..‘ S FEN R

s }7?3'{1!:54\1!—11 t@

(B L0 TN T A A § B
B AT B DEn

e e o R
—SLR - &

CLSEEAT)

SRR B

B 11 FEEARIES & 12 &% HresES
(ERRE - (ZEm AR (ERR - (Z8m AT
1934.6 : HJKESH ) 1936.12 : 152 - )

11 BT REEsGETHafEEa el - BEENEHRE B O ER AR AT E
GEly - B R —HEMiEEE ~ TR FIARA R 2L IR AT TIEREEER ~ iy TAF - 3
ES ﬁf BRI B FBEINEA LA En A m R E R

ERNHEAMEN T EER > HRDERINEIMETRSE - B 55|
HEE o 1% BBV SN o e HAth ZE AR REER IR S > IE SR N — j’EU\T\
[EIEHEBEE R RN - BEE CEDIRERA AT ZNEG AT (BEFR)
Thee > EEIEE T IS EE B AL ) sROH BN G T i 22 (0 A Ry ri‘m?m
LA ) HAf S ZE R EER B S T an AR

BT HANERBUNSGEYIH » BE - BEL - BELEETEEIYN  HA
Ry T iR E B R - 5 AT T AKRE AN STEY I A SR
BRGNS 2 BB Rt BRI - 1920 FAREZE T2
HIE AR R BB A RS (BREGEE » 1992)  fris st T2 EIYRE T - FEEHY
IR Rl aal T - RIPEESR IR 2 2 Tt H E REVEH - (REFRIEEE
EHE—IR -

25



s w2 AR B AR A G AR AR Bl 25 IS \ERAIES
JIEKIESE Y2 > R B B RAIE ~ $5 ~ /g > [lgE2E 45 A HimR
T (HE 13) - ¥ S E G LA ERRFEAE - IRES A - EREkREY
eGSR/ MR - HEEEA# S ~ /N - flirE3R 45 A - miERs -
FH IR P HE R 25 T 2O MR B AV S VRS TR 2 B A A (Ha A & -

FERRER T - 58 (i LAY H RIS - 280 BUF i ag P&
it - ATEE RN SR » I RBEAVEEE > MIRERIRI TR A 52 52 -
HRFIIRA S % g - [EERIE G - i EFE IR T 5 B AR S i
I ERYERD) - BT S - SR AR R B - B T 2RI 2 AT
T - HEBRE LR R BNl B PR T SR ERE, BA D
fRA (R - ERIBESEGIR TR E mIUH T - #eE Z TIRE DS - G i 2L
MHEE 2 B - BRI A g ~ Rk ~ B2 - 288 > HE R M EH 155
R, Ey T LRSS -

HE— PRk > WP EESEER - B SR USSR T ooy Edmri 4 Ry (B HERIQ
M - SR U R T O B ) BRI B R T
HVESR  AEAEER a1 PR L — R 3 A o BB (2 - SRl & A RS IS H
FEonfE S > BERFRT B HIATIRRE (R E 2L

1) (EF=3=A) (2 (FhZEs) 3) ()
13 EF)IMEZREANE

(BERCR © (R itg R ER S ) (5E%) > 1980 : 92, 93-96 )

12 BT A —F— (0D FEestE S - SRR B R Ry T g -
G5 R st fs - — e 2R > B GAZ 0 R I R FLilres - g2
YR o b7 AR H AR B i SR E G R T A —F— LI
FLfrasIE S BSOS RE BB G A TR (38 ThEE » NI CF R E
FECnHHEL o o] DUB TS AR S i B AR R B A BRI R ~ ACPHT PR
W] o SRET SR B AN B AVESERE - AP 2 E R =28 A > paPIETal
B A NHIBREESG P SRS E IR B S R H A NBLEE A -

H 1911 5 - =ERHIAA A E] - SUEERENE - iRt ERIAR -

26



JEHSF SR FUSTR A e Ry 2 S5 B BTG - A e B 5 52 e FLHITIEAH (7 (BRER
4 » 2008) - EHFHY FLAME—Z 4R SUBIDAE - 5 2R 0 bR & a4 LSS
EIRE 5 S S - (EHENBELE S B > S — 240K FLlras R+ E
DAE - SeRWCE R B s = B IR AR TR
F o A ERECE R B A BRI RE -

B PR ERERERS T TR T ARG ) o BT A St
EEAERIERINE - NILE SeisdiZe e - e rl 2006 - 1936 4 $H8 T4
ESCEES) > RN ERAIR - ETAGE R EEHE R E R I - J R G

"R FEBEAG o HICIEE (7T (ST 2001 7RESEEE © 2009) o AL HER
TR EISUPNEI Y Bl es - B — MR e A SR S B H AR (Frederick,  2006) -
PRI T EEEAE ) PP RARCERTT  ERY) - BRI > seRAlE 0 H
EREMERT R B/ AR R A] > BUEAMIZARA LR - ARG EHAERNHE
68 (frfE7 0 2001 7AEFLEGEE > 2009) -

T 5 Y {5 R PITE 5 5 T el E (U E i (AR T P52 i B - M 85
Ffk - ANEFEE B A CEE - S CEE AR SRt IR > IOREEH
ARG BRI B RARVEE - B YR E L iR - M E]
11 IEAENE R i s - JREGR R 12 1258 55 R i B anty 2t > SRR LS WHRE
BRI A > RSP Th ) 5T S PRI L HAUEE
FBEGIE S (Mik) BERE K - & TIHEERR A TESEEES) T EPiiE
BIERIIG ) BUR - LR #EKS IIE SR - 8idvaeli - B T &k
ERNETESIS BRI - LIRS RSO B A Z g '/ E -

g~ AR OR(E

" fg B A R B A -

27



Al & [T S e i Y 8N
_HEEITR L N @
g2 iE WD # 5 LA
%me 25 g
] ;: e z 4 4 /
Hivin il P AYOOA) o
iiliaeipy B -2
R iismL, 2% g
% § s ® e
’ R Ay
"o =%k ik . = .
j ; sk | g0 THE
A l \ f‘t?igtg P @9
E E<han : —|— g .
7 EHEILR / no 5
¥ - N GEa 5
7 % :
1 sgevs | | Uz :
o, EgriaE ' S Pk
.E:llll © #
< T S e
: S ] |
' naRasL:
| ET-emmk a6 2%
st B K™ LI |
':.o—o;.;ll“ ¢ :: :::a.‘::i:; 4
& TL-
14 SRR 15 HCPERTRISE Pelanin B4
(BRI « (=8 AR (BRI © (=8 A

1936.6 : HEEFEEH) 1937.9 : HEEESH)

14 2—RIfrERES  EEREROR THAYESE  EHERELS
LA RIS B o > BRI T iy 2 it B R SCZE RO > Horp DA Ryt
EryTREREE Tk TRE T EN T EEREHEES | ENS BnEM
w] DA s e R R > BENERRAN 48 T E R AR B
BEER B BERS ~ BYEHEL - DU AFIAREE R -

[ {5 R A ZEE IR T R AV SR R AT AR A B A AR o] SR
FERIREETE I EGR 2 BE R T 7 1+ — 5 (DAINAA) BIESHNE -

[ 5 S DURE ST R o Ry e SR ORI 48 AEF AR, (208 FREny
ARJKT 7334 4 (papaya) ~ fERTFEEZ T 1) /S — 2 | (lipase) ~ BEE AN " b
1)7"% —+ | (tryptase ) ~ HREEHEH © 77 7 — /3 — | (aucuba) BIR/NEAEEE

"\ 4 > (papain) EEREEE  BEEOEURBRZER > R TARREK
5 BREERIBH BE LIS » By 2 R RE R Y PR B A (R E R
EVEE ARSI EAF 2N B EE T BW A% AN EARIE
Bhfa] - BEHEF— T 9 A F+—  (DAINAA) 8 L8N EA A fy a5 5L
Z > HIEAEREHE S EEEE R INENEIE " 22/ DAINAA JHRILE |
B RS BUE HR AV E N » e DB BN R A E A L RN BEIE
HEfER T RHEEY) -

28



EEELHIDI AR (BEE) - &2 » MEGEE - BREERIVE
o WATEE LA L E B - B IERSATEREY T 220 ) AT - AR
-t (HAIERHEEIMNTET) 1 1935 FIIFE ST T —IEW5E » $H8FEE
R BZXZ A WEANEERETEENHARA a0 LS - £5 - B -
o B e HAMAYBR D ~ BURS - MEEE > RS SSE T =8 ANBEEFEEH AR ALE
b EttbiiRs > ok T =280 > i T 280, BIETEEEEENER
ANBEZ AR - AETEEARFNEEETE > 25 E AR - TR
S8 B E (PR {EF > 2001, HEF)L2B5E > 2009) o jETHE fH B 1] DU AOMPR
S R ~ BTG AR AR SR > SRR T BRI ESEER MR - B
HE A RS E2Etfms - REAREEEEZENA  AXEZE - IH
RANAENS  HREERERMEEZEFARR S m2EC—REED
REENEZE ) DEBAAENS S EREFERFNIHTZ2ERT &%
AR HARN - RIS B a8 SR A EW  JNE EERRE " BIERY ) HAR AR
Ryt -

EEEGE S B G  EACHERIRSTY - B BE
i AR RS BRSNS TR mRIEA DIt R RE R e
WEMITEE » W IEE LA HA A o RFT S R E S S T B L& 1
ERRHVEH SR e S R R HE e AV G E 0T - RIDURIAR 2538y
ZHEER Y  UIEREEEE - REAE—EL > RAEETEEEN T EaRd
R | HYRIRE - Bl Y)mifg > WS ey B AR Z SR -

156 FEENREE OENLAIDERFREERIEE " Z RS
Pelanin ;- " Pelanin | FyBE5EE AR - FUASERE R RN B (5 1Y B 2 THRSE Ry 20 M7
% Pelanin INE{HES - Bl LT —%%T 0 BEFR > GELTEEET > T
Fi Sz 180 T W4T Ry T 03 3L B EAE - Bl T A —E& BE LRE 112
TABLETS/ Pelanin/ 1 TAB. 100 M.U. | Bl&/ NGB ZRIHIEEN, - BHETHT X FY
43 DI RRYTREEaE T A &ORIENE B &5 | > M AEARAIZEYIFE—25 > &0
JEARR H 2 TR SCFRE > BEERITIIRER T « SR NSt & T 8 mE
EHER - IREHEEH

SaRF IR ERE ORIV EE R % S S im R L B S T T e
HERE BT BUREIF I EE M R 20 oK B — 2 3 250000
RE (RERH > 2007 ) - NI E T L B PHERPTEE -t Sl E g%
SHERE > DB A KB B e A T Ry ol B i R B L R A S - HE
E RN KRS - Pelanin 22— ER > il e B SR PTaR 0y L R I SE
E#ELL Pelanin {E Ry At o gga FW 2 DSOER > B 78 dHE 2 ragEll
G E R HEE G IR EEYIRS > — MR R LR AR Ryl HAA
W AKIZE R B0V i 2R B A iR FER R RS T4 Al R 2 AV RS - I 2L
ENEE N SIS TSN G R T

gL S E R naRE & SN EHER - 7E &R ~ A& ~ T

29



ALVEREE - HAEEAERE - TERE A2 - MR 2EIEEOE RS - TfTARIE
R d LM E KR B RS20 » B T — B BRI R 0 H &0 ~ AR
fesBsE LAS > B 0 H ORI 2 ~ BEETTRURFIE—MEHRA © Fraf kR
A HENE R— P Z M2 B TR G TTRER - FERINI ~ YR
7R T B R 20 SE S IR B EE PR - DAPREF T BRI 5177 -
{5 EOTE SR > EEE  REETE T Se T - AR
AT ER— 8T - B1%Ehn Pelanin ZIFE DGO R ARV ETEHE - B2 R s mn
FoPR RACAYPEEE - SO BE G ENE B BUR Pelanin Rgehl - IS fEse RHIREE 720
B ELE AR SR A [F] - EERAR RIS RES  di 2B SFUSE 0 BEUS
gy 5 Uk > se Bl B K — I MR - SERIA L pa 2 7 (El ~ T (EiRSE -
tEl G Y B S e B A S (F Ry T > HE e L A S an YRR AHSS & » [RIlRy
SR TR Pelanin By » BdlE G BTV ZCME—1E - SPIFHVEEZTTHHERE
FUERE - R & ik AR B 78 T S E RS S - DU 2O A AR B R

%Eo

I~ BB FETEERLET)

i
— =3
==
=S
=B
=

2B =
bl
8l HIRIRS
Rg = JIN N
B L ERERT
2z z SRER
vlii,‘g;t E
i 5 | g 2
x | & o= s
/;}g g =§T’
grs M 1<
it 5

9}

- e
@’&msm BRAND]

LK
e P>

OO LR REF—WE - E CLARTREED S TR

16 4RI AL S 17 AR AL E S
(BRI @ (22853 AR » (ERPRR © (EZEm AR
1937.6 : 27) 1937.11 : HEEESE)

16 81 17 $5 Rk ALt > (SR ER O Ry AR B BR SN B VG - R AR
BRI [ Rl ) A BRI Ry T RO e DRy
FheEH > mIZIE 16 AIAMIEHE 2 &R - N ESEG L EL TS

30



BESCFRIE, T SBtRIRAL o PR 1 an AT o B GRS S SRR (4 -

PRAEREI (T (Gail Borden) it 1853 £F4%1 - LRt 7L AR (AR
IO > BREAALAIZKGS > AIAME - AELBAH TR AL G DUE R ORAF AR (B
4 - 2008) - AFRAEAA - SHEREN - REF LA LEGRENEH
EEWEREEVIH  —RRRILARGEUS - BRI - HAMES 2
16 ~ NI T (B S A A LR ERAGHY - BN 5 HERTCE A2 R B
ARAFTEZ - Bt AR B AV PO & (HEfer - 2007) -

FHILIE SRS B 2 - HUBHS I ERE - fiama bl » BRAL » #0 TR &E
FEERAES RN RS WEBRAUENRE - ARGV Z AT - HEEAIMNE
AL R I FEIFH R G aTE - e HUARE B SR e -
B R E R Z B8 AR A YK T AR A 22 58 &R SR II/KER A
E R B SRR - SUE RIBE SIS ESRR AL A EE A - T A &
=& e

[ 16 ffEE B GRS ST R E TS H—RESARS » S— Ry MaEG: -
EtvMal AL RO > — & T BB REBHERTERIET - A4l
FRETAN A S T BRI, | ST MBI G E - FEPEA T BRI 1/
Pom iR - BB HE NI MR ST R P AV - 5k
EEBOR » IERRFEC AR, T AL L AR Fom T B8Rl TR
HAEA > e MIEEATHRAVIK - 66/ - EEEER L SO BE Gy
BARBA A o

(2B AST) HH "5 R o RSB A SGRIT BN B 5T H
HIRE > F—FAE RIS - R - AR SRR - P AR AN
J7i > B E AR > UL (28 A EEMhsee a5 - 157 B
PERFZCEE A A R - SRR HMER S o T BRI - A ML
MIEFEENME T - EERHEGY (28R AT I (REZERER) (K2
BEOEMEE ) —3F - AL R FEBE R SCRHFERE - BiEY
PIE B E R RN ENTIIE 2 — > SRR — B - SERCEH -

BELFRETPHAD AT A BR L AR F R DR

HARRE F 54 RE- 29 RE - EE R 70 TR O

BRI R T B B R E T L BAR L g R i

> FIES O YRR S A REBEF Y E 2 A#H @GP

1 o (ZEA 0 1937.04:116) -

EHEFTRA T AR ENR © JEXEEUETTIITE ) o EIEELS RMIFTRAVER
5T ERHEASRRER - BTN EE T2 FKEAFETHIAR - REsifF
HE Ry AR REBE I BN HEREAREE - OB ERR - Se i &
R © Beoh - 18 (B AST) AVERMIRRERIL AT AR - 2 A B PR 221
Hp—-EEZAOHREES M- fi " Fox—2 ) ONMZIVEE) E(E

* R S PR RS -

31



B B R/ NAPTRGETIAS » FIB (F8m A ) 29 mIER )T EEERE
RelsE S EIRS -t RE R B NEHE & A" 558 | & HAAEK (R
ax) ) B feftiEE A/ NIRRT E - HEER AR - Hf
RENEER S RLM  JHRETEE FZEFEMEE RBREH - HIARHA
HIZ SRR Z S ~ B DoE ARG » (eI Ersthar o (HRER T HIBEE
I LAEEEIS 2 1% » 2% PHbEY 5 TAF » BEHEEREE - B R% - B R hER
R N A TE R AR SEE s TR '
(EREES R

FHEZAE 16 8 17 #EZA 2 [l — Ay s AL & (H E s A o - 1937
7 HRHER R  BF a8 T ARNAEE  BHITFIER (28 AR 1Y
BERALES - 19 R B NMEER S > U7 DAH ARE I B 2 G - M BT
fRVEES] 5 TR EIEESEANE » S E EREEIFIE 18 Ay 4R AL E S
B> {HE 17 By EJ7 T EEFGERA - LEHE SRS | S TS AR
FgER SO A =Y EREgHNER - BSE T AHAERE
HISF o R N B AR -

FEEEGH BN BEARNENAS B NSEAENRES  FHER
FERVERE - HEE E R EREE T 5 N MEfEE - AL T JHEEEE
ERESE > HATE M E TR EER AR EARZE > (BRI AN ES -
bR T RAELTHH LAV REHES N W EEEE T = H Y EgH I EE
VRS » WREFESTOHE S - GBI EL - WEREHEENTF -

TR B T 2 BB T SR B BV ECH N (RN RE s - DVHIE IR
REZEH T EHAF - MR TS ERNESNE R T HEF L
FF o fHEFRR R - BT IERE REHEE) 2 RES) - (28 AFR) HAR
HIPIZS DA A Y €58 AR V5 T ) e 25 R S5 Ry 0 1937 RIS » 2 5B
FOIHBE RN E WA 7B PRSI R TEFZNER
{EAVEmAL o FI1Z2HIEZR (1938.04:56-57 ) 11 ( ERALEMH ARG ) ((ERAGE
WA S ) —XXH o [EAIARENE AR - BT AEREHE T AR EE
Z AU CHIRERE - EEC TN REENEFERATH AL ~ L - SORM a3 " &2
RACTEREERLE ~ s ARG - ) AMIAEMILE RICABEICEANE » A

(Z2ER ANEREER) (ZERADERILDEE)) - ( ER bESNE M
271 K BRAGES & D7) » DR LR RAL R E RS S - BT

(28 AS) 2 - B EENZENMERM R CET » (EEENAIVE
S TIHER S g B 2 R AL E R A HE LA -

32



Y

.2 M 2

e

sl

R

Ie

18 R -2 ES 19 BE—2EF—EES
(BRI - (E8HAF) (BRI - (28 AF)
1938.8 : 124) 1938.10 : 49)

18 81 19 Wy 5oy BITIEAE (B8 ASR) 1938 4 8 Hof K 10 H5% - [
SIS E R BB G AV EHE - FE L T B2 B, TR
FEEE - B AYRIZE B EE - T -, EHERIIRRAEN
T Ry TR Bt G 1L o WRIE S SCEE T BIRREIERR ~ frbE
L ATHER] - B ORBE A FIRR T ORBESERS 240 mIRe iR LG & Bk - fRbasE
P HGRPBE N EZIE > T HEF RIS Es) - (R AFSE NN - k2T HE
FIRER BB RERESER S BEIREBERT - RS b S = & Or sy
TR AF R AE > 55— EIeRIEREEN o HIE rT RIS E R R > 9%
BB 58 - DUZREERIF OB BORE M - BE TR 1938 4] - pmht
BRI - R R 2T o TSR )RR RSB E » DIBRE 5L
TE R & L - R e RILFESS IR EAR - L AIH > SO 2
e - EATR (H5R) HITHHE -

FERIEEA S E RS " AT ER. . R TER > DULEITTRR
RFTEI SR TS B2 R T BCHT20 Ry TEIR > B EROR BRI
Ve R T BUSYGEH RiE Rl R R E S BIFRFHRLEE - AW
G R EE  —B— 2 REERENEE - e —RERO T2 R
B E FalE AR T R T ER. L R TS T ERE R FEEME -
FZREGRIER (E5%) ke

1938 4 - HUEIT & P TR B A BRIV RES - R EHED) TR
750K ) ~ B LEAE T RsREcsad— R - S8BT N S ESYEREAHE
PEYRER - sRoRET& St IEZURRT - BEA1 - BRI BT URERE L AL el
AYEE) - S Bl AN g St R S =B R BRI R BT B e (7T

33



FZ T > 2001 7HEEE6EE © 2009) o HHLE S AL > EFYERFHHIR (R o EIFAEE
F—HEGEES T MR RS HE &R > S A E T ERER NG
N ERAEE SRS EETRRREE S - K2 FEA TR
SUE R ERPEENEE TR — -

EHEEAE - B 19 VRS SR RIART A R B2 f% - R [FRTH
GIEH - 5 GEENEZT) 25%  AlEEBEERRRE 5 GEENZT) &
iz QTSR E S SRR - MEZAEI G APEE 18 fYEE S se 2 > FERCALE
EEANERAFRNES - RS SRR B 28z E RIFHRZE57 >
fEl G Y B E B L E R RRAFERIIESR - B T RSB G Ry B R

th HEF RS R > it EUCHIEAVERERN AN - 28 NS5 L8
%0 HREEHER - AREHERE - SR EETE > E5 194349 H - H
ABUNA EATZER{E 1945 FEEHEIH > SUES ARy T Elirba )0 H
HREBHARRR -

Bl R E R EY) » HE@ A B BBEERE - B EES
ERESET - A TEGHEES - RE EOFE R R AR HE EEEE
BUF e bz R R RS EE SR — 52 - B RH PE % B2 EEGIR
REE > At E T B SSIERRBER S AT Z s EIL
TERFFEIG PRl g > 2 T AR L AT <BEI PR AR R be & S S iy 80 - lL el Al
RIfSEAERKIF - 1 & et Ry L MR RS IRER RAB W - JHRBUF-RALIK > th—&
o iE LEREN UL - B RFETI L e ER EEEN AT E28F
SR - FEENAZCME AT > sHEPRIECIER BB BT LAE - MR ET
Ayt A o FIDL T RER S BB IERE | BV 2 B A SRR IR RIS
B - It R AR UR THRBUFE N REN S E S EEE e [ FJREE R
BRIV EN ) (BHERE > 1993) » BRFHIIRT - PRI AEIFIA T MR A
I8, B EERIPRE  mREE L HAYRGHER ISR o RERRER A
B MAEE R ERMABUR & ERE L -

i~ 5Y5m

sy baES SR ET BRI R = A R AR e H U ARHT (=8 AR B Tk
5 2R FFEER A © BRAUEAIRE - /G E LE R SR DL B R E)
B o BRI E R ERYF AL o Frederick(2006) 11534 H A2 MG
AEE > 8 85 H R AT (Bl o~ = o) H AT MRS E0E " ¥t  (the
new woman ) » ZRERE (2000) £ = o AR EIER i S LI E » el R fitim
B BRI S FEES IR T — R - (28 AR 1Y
FEAD BN - (HIEE S H B SUENAEE Y REEN LA GBI AEESE
S > HE G R DS 05 2R i I PE I T4 o & - B hoa =Ty 220k
NMESBESIRAE AR SRR/ MGESE TR E R RS R E m Y
FFEER) - HHEES MR EESRZ LEEM TERAY(E , B E - P 5eYE

34



EIPRE (4125 )~ PR 75 B T4 E (KREAENEH)  JRBFE TR % (R
< VAT TR ) B nectar) 5 o B[R DAZCHDS B By H AR SR A B (R 22 i
B i e tn 4 WA GRFIR ~ H 2R AN B Y B K 5
& EREPE T EE B LARRE - B RS TR e RO A E G TR A &
NERR PR AN E B LS s - 1 B SR T a7 TR T (BT g
#, FEERE -

ZAIM » ALRTEERIAY (28 ASL) - HES 2R ME S - H
HRNEEREEERB TN ER - EtEGgERERE @ (28 AR) E
R BETN S B R A R TR L MR RS R S TR A TR R R
flE 2R B FHEAER T HABEZE » JERBHGTER AN SULAER -
=S EHRETIES T XERFANE "SR EE LR | - HEEBNL
MEEN S » &R R RS M » BV R IA R R R 82 - s 2
PE TR R ZE B AL RIFE IR - HOR TR NS 400 H AR EE R - AE e
418 -

HAR - i (208 m AL ) BEEHET ASHAVERA A TR AL
FETIEEERE - B 7-9 [FAFF0E T PSS 81 H A B4 E S al E TR AR A4S
I - EEBALARR - JEREW R T HASBAIESER - s T BAE
RER TP L, 8¢ TR WA BEE T HAL ) WEEL - FEERT
HAESES - S H AN S R EEES - (EHZE A= alEfUs H Ay
S - B2 EERMAVRRESR T HNPERENS » BAR T EHs ) #X
A - i R —TEEERE LB RAVSE - RERGETENHEAA » EisEse
AL S (EEEAE - 20fE] Kitch 7R 98 - 4L 98y s EE G Y - SRS
FREDH SRS PR E R RE] - B OAARE T ERE] ) VAR S (Kitch, 2000,
JesE » 2006 ) - HWEELIEME - WS —EEA HA%RE (Japaneseness) Y
P5 - s AHAR (Fm) EHVEZERE -

RN IE B —HI% 5 T DAINAA | Y35 H & S EE S Fh 2 N gt E H e
Tt B MESERY R o S RS DU RIS K RS i s E (A 28R

"EOREHREAE ) RE > WEREZE LR DA - SIS T Albert
Memmi 1Y £58 - JEERE ARGz — (R R AYsE N - 4208 R B R RV E
O SUEEE CABEEENHEE N LT > 82 T HC ) eeMk > BEJE
[RFEAYEAR (Ching » 2001 ) « #1[7] & 2 A - s b R BB H ARG
SRS R E O OWHHLE - # AT E RS EIERTHARA
fem BRI B -

I S P A 5 A I e B AR TE S B BRI AR R - I5RER » RS
HUERAZCHEFE PEAL ~ FFEERY T HARN | - JRIEHE ASSIRRR A 2 Ryt > IR
FEVEHIZEMIE T - Nt AR ES ey A et &N g I B RsF - S
FEmAI AN BT WA T 2 E HE &AL | (the rationalization of domestic
consumption, Frederick, 2006:85) # B4R -

35



" REEHEGHEE ) —sEEE —IORER DAY T AR EEYE ) BGES) -
HEERAR - &SR - B T RIEAOE A SRS [y RAME - T ARG
b BT ATENGE ) EEEE A B - (AN Y EE AR
% o LB & RV A B AP (BB T R IR SR B IS 505 £
At T DUEGRIRI T 3R - e 2 el s St e e B = 2 el
e BN T M R R AT SIS EE R A Y B (ERE LS B R E K
BEERFELTE - Frederick(2006) (£ 3 —ZCEKHT ( w2 &) HIBSERHES » &
H-E o FESCATEIERY AR EE) ) RO EE- - P S e B A
P& - BEEERER T IR LA I EE A RIBZ T B e R B H
R S22 BEHETR  (ZEFE AR HEEE4 TEREarayEEAeS -
fEESEEERESSEST > TS ) BT AR WA S > SECTH
) WM A ME BB R T %Y, BARAYIRES > 1 T %Y, IEREIx
Frat By s S B AR — -

EfRF—fEAVE > BEE (8 ASR) HhaR " IAviE HaC ) B - SEhie
LT R ERG - B (28 A5 ERABRE LU TR R BB B R
& o ENIRRWEIBUAE TS AL MEkES EOPIEE T ERERE
A ARE > thPE3EE (2003) 5t - HIGHRFEIRVARE N E B 5P LRI R
FE LIS MYSHSE A S - (BERE LA S AREZ - 87 1937 F£LU1% » i
FRERFHELCAVRE (R > S5 TIMER - KRB ZCEAE T R REES LIE - 280 > H
ERHHRES LS - 2RI AR - D 28 - IEE RIS
By > e AR — (EfRE R HE T -

MR S PR A SE — (B - HIEE 1937 - 2 (RAVEKFE B » Frin s 32
BEFEAHRE » WIRER - B 4G I anE S 2 MR RIS e 588k > i Z (RPR B> L4
A Prh HEFRE (ZEE AR BES  MEEE EEIEEE T A A
> DR T B A RUERY AT ERY) IR ED & - ISR AV E A SR
SRERRC AL - RIMMARER S AT » R T2 EE s ~—RNEE - HiE
DT EEERAY A A 5 o R IR > (AR S E i R B FAERE > B
REIR R H 8 B R AR AL A o - 5 BV RAE B S N B TR Y H B R Y
SCFF > A SR R > HEE R T AR R M EECaEE -
BRAFSE T H 2R BRI REE T RERA ) O S o M T T H BRI
HASE R RAVSFFR T E SRt - -

B E IR T TS e N B E Vs - A ERR G g i)
SHIE ; B T | {85 DIERE IR HRRE T 0 WA AT &
BERE R T ERE > /NIRRT > )RR > A HAE &
DIAHy AR ST > FFIARAERERE T IEZ T RS RHEEZ HIH
B A R AV E R AR A | BR TR S Rl 2O RIS | 4 2P R SRy
e | (P (5T 0 2001 7HEgLEGEE - 2009: 298-299 ) HFRELFHTSIRT
ORI B ERBRAE R T E T B CRA e IE2 (28 A5 ‘RS S

36



ARFEL -

BE ~ &5om

(28w \5%) RV ERVER H G R A =B 2 fESmE " Wit
B T ARE ) BYERRE A - RSN AT > BTSRRI DL SR 2 E 5
AR > HEERE/KIG T R B 5 - i DL " B |, RERTIRERLS - 24
i (EZEm S WIRAEEEE AR > s EEE - Bt TSR
LB - 1936 F£FK - RKERFHIE T K T =i e R aE AR AR
ERl > RESHE - AR AR E S TR AR (% > BHEAIETHIARS - 538
FolBRRATT BB B2 Bt G I8 SATEs RIS R I - IS TR
AT NKREEH ANV T BB R E NG - (8 ASR) R
TETHER - RBILREXE > B2 R s —7 - TRACRERTRIE S
SRRV > Bl THSCE > (FEBm AL TIE T ST R L& ey
"EE AT EIRE IR IRt (T E T 0 2001 BESLEGEE > 2009) ©

#ER (EEE A GRBEEI THEANER  HEFERE T Z2ETEY
FEBRTIRYPURR > 2800 > 1937 SFEFRRE - HABUTEIN HREREEEIRET
BFSHEE - SRR AP Sy SR ARR R E - A EHIN BB R X
ERLMRFHIR - W1 T oot oo My | ADTRUREEME - 1938 4 > NHH
BIRERAN [ ImACESEI AR T B o BRSSP S E R
BRI E B R o DUROBGTE T RS HEE HE ~ /N~ BT HIEE
WA~ BN E - FralE AN S ES— RS (TR ET
2001 HEFLEHEE » 2009) - (&M A\ S) N2 BIHLE B = swizd] > A
H i LS HRENEFEAER > Wb S ESGFRFN ey > &2
HESWEFEE - il f e BT -

Bl (EEm AS) T BB ) IR —(AESSR - b R
BE M T o MR RE - REE - i U LB BESSAETT - 1
GHME RS LML - 1 (=B ASR) RIS SORITEER - JfIEH
VR E G — (B A B AR 2 REE I MR P B B n] RE R g i BE B i
& B MIP RN ERE AL - 248 hiE R A EERE -~ 380 ~ #BhP
FRHY © fE55— 5 > BEEEAE HE MG > ZhatbiRsxeE - REs " £
i —W o BEE TOMER ) WIEMRESINE AR - TS A BN R RAife » 2Rk
EEBE AR - 52 DEE B R BEER (ZE8FEAR) NE - &5t
EFREREFAVEREET e s e s EERRZT  EEREH
ARG IR N — B4R -

2R ~ WIFEETERCRERY
AW ECESR MRTR GRS B Ram R (FE DAL
HaRHA (8 ASR) FIESEIGITIRITT) - USRI Rk - RS YRR

37



(BT AR & S b—fEm H A PR B S bR 2 ) - R E B R TR
HIERET B R Representing ‘Modern Women’: A Pictorial Semiotic
Analysis of Advertisements of Taiwan Women's Sphere during Japanese Occupation
of Taiwan,” ZFFHEE — 1+ J1J&E International Association for Media and
Communication Research (IAMCR) A= O——4F+ H -+ ~-+H T BFpE
BHETEr - SRR RS T E I GHHTE R RS K2 (Kadir Has University ) » 8%
R g R g A\ BRLE R - AR TP 2B U BB E R AR
FECEm LG e 22 SSCI SRFLSGHT| - FHUE 22 i Rk g -

2EEH

HPESEE (2003) - (FFAHERA—RIER I8 N RN FEFE R AEER ) - BiL=
TR BRRE S B ST AT IR 5w s

L= (2006 ) - (T (FoHE) MEatE 1930 AU LIBHRALMP RIS ) - B
BRIPE A2 AR S b T AT 3w 5L

TT3ESE (2007) -  HIGRFHAZE TS MW IT) o BN & LANE RS2 R SEAH e Fr
TR

ZEORE(2000) - ( BIRREEE - — T ER T SUbAE B 1930-1945) - F & ¢ Oxford
University Press -

AP (1993) o (=L oAV Y w20y ARVERIR © DU 2 EsE Ry A
BH) o B2 R SRR IT AT S

fitffsr (2007) -  HAAT A LSRR P AL e AL B i R FERR ) - BUIZBUE R ER
HARGE B At 5

STEAREE (1992 ) - (Heffik il ) - 2216 * 2207 - (JAE * Duncan, A. (1988). Art deco.
London: Thames and Hudson. )

FFME 3 (2008) - ( HAYTAEAE) - ZI0: 7 - (JRE BEEFIEE (2002)-(H
ROFAERR) - B - EEE - )

PRE4E (2007) - (EEEE ) - 240 WEIRIESUE -

PR&AZE (1992) - (28R NI BHItt &8E ) - 210 ¢ Bk -

PRARERY ~ A58 ~ BREESS (2009) » (T BRAAL , BEEAR MM Ry ERs « LHA
Wi (2B H Hir) BEEAED)  TETtEdiE REEE B A SR AE
PREEMTEL B RS & L dmoC - &AL K

PRERRFEE (1999) - (EREHCkOMAJT + MHES 300 FHYELRFELAHT ) - 210+ 4%
ZE « R o (JEE  Yates, R. E. (1998). The Kikkoman chronicles: A global
company with a Japanese soul. New York: McGraw Hill. )

R (2007) - ( HIGRFEAZEAL R S b ZE--DI=HEaH gt A1) - B G
IEREERABEITH T FTiE £ 5m

FRERH (2007) - (ZEHHY - E8EaEE) - 216 2E8EF -

SR (2005) - (ZERESHE) - 210 BE b -

38



SRARE (1998) o ( it Bilidts 2 1% © MRS ~ M ERERTSUENTTE ) - 5R
/NIL (4 ) > CHEAIBZEREAS) - H 313-333 - 20+ Z8H -
HesE (2006 ) o (CHESSEIEIZCER © SEEIRRELS T HP AR E ZIMEN AL ) - KO
FoE N ERH R - (JE3 Kitch, C. L. (2000).The girl on the magazine cover:
The origins of visual stereotypes in American mass media. Chapel Hill, NC :
The University of North Carolina Press. )

RORUIEE (2007) - ( HIEEEAIE S — HAZAIEEZE (KIER 1912-1925)) -
210 Rl - (JREF  J7RE T ET (1996) (fEERtEED H AL
PRAEIESE (2) KIER) - HEEE < )

t2d (1993) - ( HIEHF =8 w2 g iuEs) - DL (ZBERH) Kotk

(1920-1932)) - Zdt « BEH AL -

EFFSC (1999) - (EHEcEF R B E S « 5ldm (1) B (FURED) oyt
O ) » W REE H ARGE U FE AT 13w

stz (2007) » CEARZMEFESERYSUEIRTT) - AR & EEPHETE RS ket -

AEgLEERE (2009) - ( HGZE40E T — HAZL AEZE (IEMR L 1926-1945)) -
210 I - (FE MT9E7 (2001) (HEEGZED HARZEATES (3)
eI £ - BEHEIS - )

ZHEIER (1938) - ( ERALIZIM AN S ) > (ZEB I AF) © 4 1 56-57 -

fiESCIH (1934) - (EH D) - (=8 ASL) 11 11-13 -

Al J2 (2004) o (ZMEEEDTR—ZLDOMEE ~ <A F N ~ <D ~ 22 <3E
B0 ) W k=2 —Att e

Barthes, R. (1977). Image-Music-Text. New York: Hill and Wang.

Ching, L. T. S. (2001). Becoming "Japanese” : Colonial Taiwan and the politics of
identity formation. Berkeley, CA : University of California Press.

Eco, U. (1976). A Theory of Semiotics. Bloomington: Indiana University Press.

Eco, U. (1977). The influence of Roman Jakobson on the development of semiotics.
In D. Armstron and C.H. Van Schooneveld (eds.). Roman Jakobson: Echoes of
his scholarship. Lisse: Peter de Ridder Press, 39-58.

Enstad, N. (1999). Ladies of labor, girls of adventures: Working women, popular
culture, and labor politics at the turn of the twentieth century. New York:
Columbia University Press.

Felski, R. (1995). The gender of modernity. Cambridge, MA: Harvard University
Press.

Frederick, S. A. (2000). Housewives, modern girls, feminists: Women s magazines and
modernity in Japan. Unpublished doctoral dissertation, University of Chicago.

Frederick, S. A. (2006). Turning pages : Reading and writing women's magazines in
interwar Japan. Honolulu, HI : University of Hawai‘i Press, c2006.

Ginsburg, M. (1989). Paris fashions: The art deco style of the 1920s. London:

39



Bracken Books.
Huyssen, A. (1986). After the Great Divide: Modernism, mass culture, postmodernism.
Bloomington, IN: Indiana University Press.
Ishii, K. (2005). Josei: A magazine for the ‘new woman. Intersections, 11. Retrieved
December 14, 2009, from http://intersections.anu.edu.au/issuell/ishii.html
Ohmann, R. M. (1998).Selling culture: Magazines, markets, and the class at the turn
of the century. New York: \Verso.

McCracken, E.  (1993). Decoding women's magazines: From Mademoiselle to Ms..
London: Macmillan.

McRobbie, A. (2000). Feminism and youth culture. London, Macmillan.

Tuchman, G. (1978). Making news: A study in the construction of reality. New York:
Free Press.

Winship, J. (1987). Inside women's magazines. London: Pandora.

Representing “Modern Women”: A Pictorial Semiotic Analysis of
Advertisements of Taiwan Women’s Sphere during Japanese
Occupation of Taiwan

Hsiu-hui Sun (corresponding author)
Professor of Advertising at National Cheng-chi University, Taipei, Taiwan
Email: hhsunl@gmail.com; hhsun@nccu.edu.tw

I-fen Chen
Fulbright scholar & independent researcher, Taipei, Taiwan
Email: ifen.chen@gmail.com
&
Hsiang-Ting Wang
Student of Master’s Program of Advertising at National Cheng-chi University, Taipei,
Taiwan
desolatemoon@gmail.com
ABSTRACT
During the Japanese occupation of Taiwan (1895-1945), the social status of
Taiwanese women was suppressed and controlled by the capitalist, colonialist and
patriarchy. However, in order to facilitate the industrialization and modernization
process of Taiwan, the colonialist also liberated the bound feet of Taiwanese women
and provided opportunities for them to work and receive western education. The

cultural phenomenon of “modernity” resulted from mass consumption and social
transformation in Japan was promulgated by media and Taiwan elites who had studied
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abroad in Japan. This promulgation cast a significant impact on Taiwan society,
whence the image of “modern woman” emerged. Taiwan Women's Sphere
(1934-1939) was the first and also the most important woman magazine reporting
issues related to Taiwanese women during the Japanese occupation period.

Therefore, the present study will conduct an in-depth content analysis of the magazine
advertisements using the pictorial semiotic models. Our research aims at describing
the representational process of female images during the modernization of Taiwan and
attempts to reveal the social, cultural and political struggles embedded in Taiwan
Women's Sphere.  Finally, adopting a feminist perspective, the researcher hopes to
enter an interdisciplinary dialogue with scholars of history, mass communication and
sociological studies.

Keywords: women’s magazines, female images, Japanese Occupation of Taiwan,
pictorial semiotics, Taiwan Women's Sphere
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ABSTRACT

During the Japanese occupation of Taiwan (1895-1945), Taiwanese women was
suppressed and controlled by the trifold power of capitalist, colonizers and patriarchy.
However, in order to facilitate the industrialization and modernization process of
Taiwan, Japanese colonizers liberated the bound feet of Taiwanese women and also
provided opportunities for them to work and receive western education. In the
meantime, “Japanese modernity” resulted from mass consumption and social
transformation was introduced by mass media and Taiwanese elites who had studied
in Japan. This introduction of Japanese modernity cast a significant impact on
Taiwan society, whence the image of “modern women” emerged. Taiwan Women's
Sphere (1934-1939) was the first and also the most important women’s magazine
during the Japanese occupation period.

The present study conducts a content analysis of the magazine advertisements by
using the pictorial semiotic model proposed by Roland Barthes. The research
findings indicate that the images of modern Taiwanese women were influenced by
both Japanese and western cultural elements selected by Japanese colonizers. One
of the significant female roles portrayed by Taiwan Women's Sphere s advertisements
is "dutiful wife and caring mother." Such an image implies that Taiwanese females
were “ideal” only when they were married and practiced their wife/mother roles in
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domestic space. After 1937 when the Second Sino-Japanese War broke out, contents
of Taiwan Women's Sphere were strictly censored by the colonial governments. A
certain number of pictures with female images printed on this magazine are related to
the Kouminka (Becoming the Royal Citizens of Great Japan) Movement. That means
Taiwanese women, either single or married, were mobilized to participate in patriotic
activities. In summary, our research aims to describe the signifying process of
female images in representation during the era of Taiwan’s modernization and
attempts to explore the social, cultural and political struggles embedded in Taiwan

Women's Sphere.

Keywords: female images, Japanese Occupation of Taiwan, pictorial semiotics,

Taiwan Women's Sphere, women’s magazines



Introduction

During the Japanese occupation of Taiwan (1895-1945), Taiwanese women was
suppressed and controlled by the trifold power of capitalist, colonizers and patriarchy.
However, in order to facilitate the industrialization and modernization process of
Taiwan, Japanese colonizers liberated the bound feet of Taiwanese women and also
provided opportunities for them to work and receive western education. In the
meantime, “Japanese modernity” resulted from mass consumption and social
transformation was introduced by mass media and Taiwanese elites who had studied
in Japan. This introduction of Japanese modernity cast a significant impact on
Taiwan society, whence the image of “modern women” emerged.

In the early 1920’s, “ladies’ magazines” in Japan as a distinct category of
publication played an important role in the development of educated women’s modern
life. Through the analysis of “ideal” women’s images represented in ladies
magazines, the researcher is able to acquire knowledge about daily practices of
women’s lives and how feminine roles were debated and stereotyped at that time
(Frederick, 2006). Established in May, 1934, Taiwan Women's Sphere was the only
commercial ladies’ magazine published in Taiwan during colonial period.  In
addition to news stories, fictions and information about domestic practices, the
advertisements printed in Taiwan Women s Sphere also offers important clues to the
definition of modern Taiwanese women and their lives before World War Il.  Using
the pictorial semiotic model proposed by Roland Barthes, the present study intends to
analyze the advertisement contents printed by Taiwan Women's Sphere. The focus here
is to discuss how “ideal” women’s images are formulated on print media during
Japanese Occupation of Taiwan. We will also offer social and cultural explanations
for the representation of women in these commercial discourses.

|. Literature Review

Sarah Ann Frederick’s work Turning pages : Reading and writing women's
magazines in interwar Japan provides an in-depth analysis of the intellectual and
commercial discourses of ladies’ magazines in Japan during 1910~1930’s.

Frederick’s analysis is full-fledged; she does not only research cultural and
intellectual debates about women’s rights in selected samples, but also discuss the
meanings embedded in these magazines’ pictorial rhetoric such as covers, pictures and
advertisements.  Frederick’s historical analysis of ladies magazines in Japan sheds a
new light on research directions of the present paper. Her research findings unveil
historical and social contexts that offer clues explaining the status of Japanese women



in 1920°s (Frederick, 2006).

Frederick’s research starts with the serious ladies magazine Fujin Koron.
Founded in 1916, Fujin Koron is the offshoot magazine of Chuo Koron. Before
Fujin Koron’s release, Bluestocking published in 1911 is the first ladies magazine in
Japan claiming the importance of women’s rights.  Its famous member Hiratsuka
Raicho wrote a statement “In the “beginning women was the sun” and demanded that
the society evaluate Japanese women’s status in a progressive perspective (Frederick,
2000).  Being an outspoken young feminist, Raicho criticized the roles of “dutiful
wife and caring mother” Japanese women were traditionally perceived. She argued
that women shouldn’t be defined merely by kinship relations. Instead they should be
respected as independent individuals in modern society.

Following Bluestocking & stand point, the early issues of Fujin Koron launched a
series of feminist debates attracting the highbrow market. What is unusual about the
publication, according to Frederick, is that Fujin Koron regarded the enlightenment of
women readers as a commercially profitable enterprise (Frederick, 2000). The
“Novels” section, poetry and literary essays helped to construct a taste unique to
Japanese elite culture. In these respect women were not only readers but also part of
the material cultural scene Fujin Koron attempted to develop.  Frederick concludes
that the major contribution of Fujin Koron is that it activated discussions of “women’s
issues” on the public discourses supported by liberal intellectuals.

Frederick then proceeds to analyze contents of Shufu no moto. Contrary to
Fujin Koron targeting at social elites, Shufu no moto (founded in 1917) attracts urban
middle-class housewives through a more popular discourse. The economic
depression after the World War | cast a profound impact on Japanese families. Shufu
no moto successfully guides its readers by providing pragmatic solutions to problems
of home economics.  The rationalization of domestic consumption and efficient
time-use are major themes of Shufu no moto. In addition, its colored covers of
“beauties”, exquisite graphic designs and flashy advertisements also made Shufu no
moto a widely-circulated magazine in 1920’s.

There are three major findings in Frederick’s research. First of all, the textual
production and its consumption of ladies magazines are significantly associated with
social changes during the Taisho era. Secondly, when intellectuals on mass media
discuss issues relevant modernity, “women” are often regarded as the most prominent
example as a result of modernization/Westernization.  Thirdly, critics and writers
who were concerned about women’s issues unanimously agree that a social reform
should involve the advancement of women’s social and familial status.

Most Western studies view ladies magazines as a prominent realm where
femininity is defined. McRobbie (2000) for example argues that women’s



magazines are not only social texts but also commercial texts catering to needs of
capitalists.  The construction of women’s images is therefore associated with sales
and the patriarchy system.  Winship (1987) and Enstad (1999) nevertheless takes an
opposite point of view.  Winship applies uses and gratification theory to a study of
women’s magazine readership.  She finds that women’s magazines play two major
roles: as a provider of “ideal” female images and as an information source for
female readers (Winship, 1987). Enstad also confirms that female labors’ reading
habits did make a substantial contribution to the success of labor movements. She
proposes that we shouldn’t view women’s magazines merely as conspiracies of
patriarchy. Instead researchers should regard women’s media as a source that can be
utilized to solve women’s problems. Ladies magazines are viable because they are
public and educational spheres where females construct their political subjectivities
(Enstad, 1999).

Adopting Enstad’s perspective, the present analysis treats ladies magazines as a
field where readers seek for pragmatic information, support and identities. The
target context under study is Taiwan Women s Sphere during Japanese Occupation of
Taiwan. It was established in May, 1934 and ended in June, 1939. Being the first
and only ladies magazine during colonial period, Taiwan Women 5 Sphere was long
neglected by mass communication researchers in Taiwan because it uses Japanese as
the principal language. Similar to its counterparts in Japan, Taiwan \Women
Sphere was famous for its delicate cover designs, public forum encouraging educated
women to express opinions and columns providing various types of information for
house management. Realizing that Taiwan was a rather small market at that time,
the editor-in-chief Kakinuma Fumiaka of Taiwan Women s Sphere targets neither
specifically for highbrow nor for lowbrow, rather he aims at developing a mixed style
of serious and popular ladies magazines.

I1. Research Questions

Taiwan Women s Sphere is the most important ladies magazine documenting
women’s issues, status and images during colonial period in Taiwan. The present
study will apply Roland Barthe’s pictorial semiotic model to the analysis of selected
advertisements printed on Taiwan Women s Sphere in order to answer three major
questions:

(1) What are the structures of meanings constructed by Taiwan Women s Sphere ads?
Is there any regular semiotic pattern in these samples?

(2) How do these ads use “the ideal woman” as a sign to persuade readers? Are



there any forces or factors influencing the way images of ideal women are constructed
in Taiwan Women § Sphere?

(3) How do these ads of Taiwan Women s Sphere tell the story of relationships women
built with the society during Japanese Occupation of Taiwan?

I11. Methodology: The Semiotics of Advertising and Female Images

Roland Barthes establishes the core concepts and steps of semiotic approach for
the advertising in his “Rhetoric of the Image” (Barthes, 1977). He also describes the
modern journalism and advertising in France as “the mythical” and full of
“anonymous and slippery, fragmented and garrulous” contents (Barthes, 1972;
Barthes, 1977: 165). Barthes points out that the composition of an image is a
signifying complex, and especially in the photography, “the denoted image naturalizes
the symbolic message . . . [and] innocents the semantic artifice of connotation”
(Barthes, 1977: 45). Barthes’ keen observation on pictorial sign reveals and depicts
the significant features of image in terms of pictorial semiotics. As in his analysis of
Pazani, a colorful print advertisement of pasta, he defines three messages in the
pictorial text: linguistic message, coded iconic message, and non-coded iconic
message. Nevertheless, he clarifies the two functions of the linguistic message with
regard to the (two fold) iconic message: “anchorage”—*“the text directs the reader
through the signifieds of image . . . remote-control[ing] him towards a meaning
chosen in advance”; “relay”—*“text . . . and image stand in a complementary
relation . . . and the unity of the message is realized at [the] level of the story”
(Barthes, 1977: 39-40).

Barthes’ “Rhetoric of the Image” is a cornerstone of pictorial semiotics,
establishing the primary model and research steps toward the study of image. With his
theoretic basis of linguistics, he pays more attention to how the content and the
referent are linked to the ideology in the real world.

Later on, based on the heritage from Barthes, Ron Beasley and Marcel Danesi publish
Persuasive Signs: The Semiotics of Advertising, attempting to elucidate various
aspects of advertising, including brand naming, package, logo creation and
copywriting (Beasley & Danesi, 2002).

Beasley and Danesi especially pay attention to how the text of advertisement
produces certain meanings and layers of connotation by referring to Biblical stories or
Greek mythology. They fully explore Barthes’ concept of mythologizing and point out
the signification of the ad is closely related to social conventions. The form
(signifier) and the meaning (signified) of visual sign are linked at the first moment of



its appearance to its interpreters in certain context and will immediately become a
new sign waiting to be interpreted, and the process may go on infinitely. This is the
“connotative chain” representing how the meaning of image expands and increaSes as
different connotations. Take “apple” as an example, for most of the Western audience,
a picture of an apple, first of all, signifies the concept of the fruit “apple” and then,
almost simultaneously will bestow the symbolism rooted in Genesis, forbidden sex or
forbidden knowledge (Beasley & Danesi, 2002). However, given that the sign “apple”
appears in different cultures, the same symbolism (apple=forbidden sex or forbidden
knowledge) may not occur to the audience so easily.

Beasley and Danesi argue that the more abundant meanings the connotative
chain will produce, the more viewers the ad will attract. However, more audience
does not necessarily mean more buyers. Advertising is to persuade. The
naturalization of visual sign is to blur the break between the signifier and the signified
and so to make people believe what they are made to see in the ad. The persuasive
power lies in the ad design that helps to fix the meaning (what the advertiser wants to
convey to the audience), instead of that creates more layers of connotation.

Then, it is time to move a step further to take a look at the female image in the
advertising. According to Jib Fowles, “gender” as a sign, especially represented by the
female image, is the most popular sign used in ads, and its re-presentation is also a
major concern for the academic (Fowles, 1996). Erving Goffman, an American
sociologist, tries to decipher the gender relations embedded in ads by analyzing the
gesture, pose and facial expression of female models (Goffman, 1979). Later on,
Nancy Signorielli, Douglas McLeod, and Elaine Healy’s research on the female image
in music video confirmed Goffman’s findings (Signorielli & et al, 1994). The female
characters are designed to be the desired object of male gaze. Moreover, gender
stereotypes are duplicated continuously in different categories of ads (Browne, 1998).
“Beautiful” and “sexy” are the essential qualities of the female image portrayed in
ads.

As for feminist studies on the female image in ads, they are more likely to pursue an
ideological interpretation than to conduct a structural (or even semiotic) analysis of
the image itself. They point out the re-presentation of the female image in ads is
indeed a mean of the social control of patriarchy (Rakow, 1992; Buker, 1996; Page,
2005). Although “power feminism” may argue that new generation’s confident
exhibition of female body becomes a self-empowerment of women, it is still difficult
to alter the conventional and core concepts of beauty, sexiness and femininity passed
down from the previous generations (Fowles, 1996; Gorman, 2005). The similar
conclusion can be found in Asian culture. Tomiko Kodama, a Japanese semiotician,
finds that the female image in a real estate ad serves to reinforce the stereotype of
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Japanese women, dependent and motherly, in order to sustain the group-ness, peace
and order in modern Japan (Kodama, 1991).

Most of the studies on the female image in the advertising indicate the social,
cultural or even political effects brought out by the ads and the sexual discrimination
reflected by them. Sociologists also find the ads are mirroring real life in terms of
gender relation (Goffman, 1979). The feminists’ discourse pays the very attention to
the objectified female body. They reveal the truth that advertisers are to sell
products; provoking controversy or challenging the value system of the mainstream
will be the last choice for them to attract consumers. The presentation of female
characters in the Western advertising never fails to attract the academic attention,
especially from feminist scholars. However, when we appropriate the relevant studies
and methodologies to Taiwan’s advertising, especially in the years of Japanese
Occupation, we still need to adjust the analytical method in order to clarify the
cultural significances of the female image in the very historical context, Japanese
colonization of Taiwan.

IV. Pictorial-semiotic Analysis of the Advertisements of Taiwan
Women’s Sphere

A. “Modern” Women
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Fig. 1 Nittoh Black Tea Fig. 2

Kikkoman Soy Sauce
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(TWS, 1934. 9, inside back cover) (TWS, 1935.1, inside

front cover)

The brand name, “Nittoh Black Tea” (H B4 Z%) and the woman in Western
dress are the most eye-catching linguistic and iconic signs in Figure 1.  Minor
attention will be paid to the linguistic message of copywriting (in the middle) and
advertiser (in the frame). The meaning of this drinking-something female figure as
the iconic message is anchored by the black-bold-emphasized brand name, “H B4
Z%,” and this function of anchorage clearly indicates this print ad is all about “black
tea” (41.5%) named “nittoh” ( HEL ) and produced by “mistui” cooperation ( =F:Ff
A&t

Drinking black tea originally belongs to English tradition that is quite different
from Japanese and Taiwanese tea culture. After Meiji Restoration, Japanese upper
class tried to learn from and imitate Europeans thoroughly, in terms of technology,
political system, and even daily life style. English tea making methods and wares
was considered as Western and modern symbols.  During the early period of
Japanese occupation of Taiwan, drinking the imported black tea was an expensive and
high cultural activity among the intellectual and the rich (Huang, 2007).

“Nittoh” black teas was at the beginning named “Mitsui” black tea. Mitsui
Cooperation was established in 1927 and soon merged with Taiwan Tea Company to
be Taiwan Development Company. As the very first international tea brand of
Taiwan, the brand name did not come out until 1930. Before that, Taiwan’s Oolong
tea had no specific brand name on the international market. Neither did Paochung
tea. They had only local tea store names. Mitsui Co. set up tea plantations at
Haishan and Dasi, and also built modern factories at Sansia’s Dabao, Daliao,
Shuilioudong (Dasi) and Huangku (Wunshan) to produce “Nittoh Black Tea” (Chang,
2005).

The copywriting in Figure 1 says, Nittoh Black Tea is “fresh, tasty, and bright
colored, a cheap and good national product.” Obviously, it is because Taiwan at that
time was already Japanese colony, so that Taiwanese tea became a “national” product
for Japanese. Comparing to other imported black tea, Nittoh tea was cheaper;
however, it was still a luxury to drink black tea at that time.  Actually, the price of
Nittoh Black Tea is 23.54 times higher than rice in Taipei in 1937, for instance
(Huang, 2007).

Obviously, this “cheap and good national product” was “cheap” per se only
because its target consumers were Japanese and upper class people in Taiwan. For
them, Taiwan made black tea was cheap in price and good in quality comparing to
those of foreign brands; this is exactly the signified (meaning) of the copywriting, the
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signifier, in Figure 1, also explaining the social and historical context for us.
Moreover, the linguistic message, “fresh, tasty, and bright colored” correlates with the
iconic message, “the steaming tea,” as the function of relay mentioned by Barthes.
Vice versa, the meaning of “the steaming tea” icon is anchored by the copywriting as
“fresh, tasty, and bright colored,” and “a cheap and good national product,” “Nittoh”
black tea.

At the same time, red color helps to present the visual and cultural
characteristics of tea.  In Japanese language, English black tea is actually re-named
and understood as “red” tea. Furthermore, the female figure dressed in western and
modern style, her make-up, hat and hair, all signify the westernization and
modernization of a Japanese woman. And this constructs the denotation that
drinking Nittoh Black Tea was an activity that Westernized and modern Japanese and
Taiwanese people would do during 1930°s.

In Figure 2, a Kikkoman Soy Sauce ad was printed on the New Year issue of
TWS in 1935. On the upper-right hand side, the brand logo “&”and the company
name, “Kikkoman Soy Sauce Cooperation” on the lower left hand side indicates this
is an ad of Kikkoman Soy Sauce. The personified boar in lady overcoat and a little
girl both hold a bottle of Soy Sauce by each other. The bottle held by the little girl is
apparently a Kikkoman product that can be told by the brand logo tagon it. The
copywriting on the upper left hand side is New Year wishes. “Kikkoman” is
emphasized as & »» =—- > by using katakana (/i {44 )of Japanese writing
system, which are mostly applied to foreign terms or highlight in context.

Japanese had been influenced by Chinese culture. Japanese also used “the
animals of year” only that pig became boar in Japan. 1935 was the year of boar so
that the personified boar became the element of the ad to convey the message of New
Year wishes. The iconic message and linguistic message stand in a complementary
relation, functioning as relay.

During the era of Japanese Occupation, there were mainly two kinds of soy
sauce in Taiwan, the island (Taiwanese) and the inland (Japanese) ones. Taiwanese
style of soy sauce was hand-made in the early days; on the other hand, business of
Japanese soy sauce had been industrialized in 17" century (Chiang, 2007).
Kikkoman Co. established in 1917 and its previous company name was Noda Soy
Sauce established in 1630, also a brand name officially granted by Tokugawa bakufu
(ates, 1998). Japanese people were not used to Taiwanese soy sauce; meanwhile,
the Japan-imported soy sauce was rare and expensive. Therefore, Kikkoman started
their plants in Taiwan and this was the beginning of industrialization of soy sauce
production in Taiwan. What the ad promoted was exactly a product of Kikkoman Co.
made in Taiwan.
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Both the personified boar and the little girl in the Kikkoman ad dress in Western
style. If we take a closer look on the fashion history of 1930’s, we may find that the
fur coat and the hat (also the way to wear it) of the boar on the left hand side were
rather trendy according to French taste of the years, as shown in Figure 3 and 4.

Fig. 3 fur coat in Art Golt Beauté in 30’s Fig. 4 hatstyle in Art
Godt Beauté in 30’s

(Ginsburg, 1989 : 142)
(Ginsburg, 1989 : 101)

These French fashion signs indicated again, the same as in Figure 1, the
“Westernization” and “modernity” were related with the product—consumers of
Kikkoman Soy Sauce were Westernized and modern, even though soy sauce was
actually a traditional dressing in both Japanese and Taiwanese culture.

B. The Wedding and the Bride

O I
W nt O M\ M
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Fig. 5 modern Tokyo wedding pose
(TWS, 1935. 9: 4)

The woman in Figure 5 is a bride in Western wedding dress and with a bouquet.
“Modern Tokyo wedding pose / it’s seen and seeing / the reflection of rainbow,” says
the illustration. The linguistic message above the photo also anchors the meaning of
the iconic message that this is an ad of Shizuko Shirasaka (775 -) Cosmetic Club.

After mid-1930’s, almost all the upper class adopted this style of wedding dress
(Chen, 2007). “Modern Tokyo,” as a signifier, ostensibly pointed to that Taiwanese
wedding fashion closely followed Tokyo style, and this wedding pose was modern
and fashionable merely because it was influenced by Japanese fashion and imported
from Tokyo, instead of a presentation of Taiwanese local fashion.

Besides, the text and the picture in Figure 5 are complimentarily related with
each other in terms of Barthes’ “relay.” As mentioned above, Japanese use katakana
system to introduce foreign terms.  “E£ % > (modern)” and “# 7 >/ (neon),” two
foreign terms already in three lines of copywriting, together with the female figure in
the picture, create the Western and modern atmosphere immediately.

It should be mentioned here that there was a special term, “wan wife (or
mistress),” innovated by Japanese man in the early period of Japanese Occupation.

It means “the wife (or mistress) in Tai-Wan.” Most of these mistresses were
prostitutes at that time. “Wan wife” was indeed discriminated and disappeared for a
while due the improvement of social order. However, it was re-used again, in 1926,
but referring to those women, who were born, brought up and married in Taiwan.
Accordingly, most of Japanese bachelor officers would marry women who were born
and grew up in Japan. Even Japanese women brought up in Taiwan were often
criticized as “frivolous, careless, unlikely hard-working, and lack of obedient, serving
spirits and virtues”’(Takenaka, 2001). Therefore, those girls who were born and
brought up in Taiwan could meet difficulties in finding husbands. TWS used to held
symposia discussing the related issues. These s social issues reflected that Japanese
looked down upon Taiwan, reckoning it as an undeveloped and uncivilized region;
and revealed the discrimination toward colonies.

TWS published this wedding dress column from time to time.  This introduction
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and popularity of Western style and Tokyo wedding fashion implied how girls in
Taiwan looked up to “the inland” culture and adored the bride in Japan (Takenaka,
2011: 207).  As the editor of TWS, Fumiaki Kakinuma (fi;%32HH), declared in the
first issue “people in Taiwan praise everything inland unconditionally” (1934: 12).
One can easily find both the discrimination toward the colony (Taiwan) and the
admiration toward the mother country (Japan), reflected in the ads and various texts of
the pop culture in the period of Japanese Occupation of Taiwan.

According to TWS issues published in September and November in 1935, the
wedding column mentioned only the Western and Japanese traditional style of
wedding dresses. However, there was another popular style of wedding gown,
Western-Chinese-mixed one, as shown in Figure 6. Besides the Western tiara, veil
and bouquet, the blouse, the long skirt and the dustcoat, and the embroidery on them
were all in Chinese traditional style.

Fig. 6 Western-Chinese-mixed style of wedding gown
in 1930’s (Chen, 2007: 17)

TWS’s column also offered information about the reasonable expenses of
Western and Japanese weddings. But only Western and Japanese ones, the magazine
would suggest, for they were the most ideal and ideologically correct forms of
wedding in Taiwan. Western wedding meant the Westernization and modernization.
Japanese wedding meant to follow the tradition of mother country for Japanese people
in Taiwan. As for Taiwanese, holding a Japanese wedding ceremony symbolized a
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“more-like and becoming” Japanese process. That is to say, the editors of TWS
seemed to reckon that Western style of wedding would urge the connection between
Taiwan and Tokyo modern fashion, on one hand. Japanese style of wedding would
enforce the support of Japanese tradition in Taiwan, on the other hand. Both were
activities of identifying and integrating with Japanese mainstream culture at that time.
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C. House Wife and Household
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Fig. 7 Fuku Sanitary Spray Fig. 8 li Jii Economic Gas
Regulator

(TWS, 1934.6, inside back cover) (TWS, 1936. 12: 152)

The visual focus in Figure 7 is the pictorial message, a housewife in kimono
(traditional Japanese clothes) spraying the antiseptic solution, surrounded by the
linguistic message of the product. Next, readers may notice the brand name,
“powerful antiseptic solution, Fuku Sanitary Spray” on the upper right corner and
then the circled copywriting, “graceful and fragrant” at the diagonal side. Last,
copywriting about other effects of the product printed in different font size and style
will be noticed.  Apparently, this linguistic message functions as “anchorage” with
regard to the iconic message, and directs readers through the signified image toward
the meaning chosen in advance by the advertiser.

At the beginning of Japanese Occupation, there were still plague, cholera, and
malaria in Taiwan. In order to stop these contagious diseases, Japanese government
introduced the concept of public health and started health and environment related
researches. Modern hospitals and medical facilities were thus established in Taiwan.
By 1920, most of the contagious diseases were under efficient control in Taiwan
(Chen, 1992). Mosquito repellent was an important method to prevent one of the
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major diseases, malaria. Certainly, housewives were responsible for maintaining a
mosquito-free and healthy environment for their families.

The painting style in Figure 7 is similar to ukiyo-e style. Comparing with the
women portrayed in Utamaro Kitagawa’s paintings, one may find that they all have
narrow-long eyes, hooked-nose and three-fourth part of face without emotional
expression (see Fig. 9). Although the clothing and hairstyle are different, the
housewife is still in Japanese traditional style instead of Western modern style, in
order to imply and be correlated with the copywriting, “graceful and fragrant.” Text
and picture are in a complementary relation. The housewife at work, especially in
kimono and traditional Japanese style, is “graceful and fragrant,” so is the product,
Fuku Sanitary Spray. Because of the designed configuration of iconic and linguistic
messages in the ad, the signs and its meanings are naturalized--kimono and Fuku
Sanitary Spray are both “graceful and fragrant.”

(1) Three Beauties of the Time (2) Love that Rarely Meets ?3)

Reflective Love
Fig. 9 Utamaro Kitagawa’s paintings (Genshoki Ukiyo-e Dai Hyakka Jiten Vol. 7, 1980: 92, 93, 96)

Figure 8 is an ad of “IiJii ({ —9~—) Economic Gas Regulator.” A
housewife is cooking in the kitchen and the product, liJii Economic Gas Regulator, is
at the center of the ad. Brand name with enlarged font size anchors the meaning of
iconic message that this is a print ad about a gas regulator. The linguistic message at
the lower part renders information about dealers. And from that, readers can tell the
stores were all around downtown areas where both Japanese and Taiwanese resided
and worked. Both were target consumers.

Gas Company was established in 1911, fueling street lamps and family uses
mainly (Chen, 2008). During years of Japanese Occupation, most gas stoves were
made of pig iron and with one burner; only some were with two burners. It would
cost more than 9 “yuan” dollars to buy a gas stove; plus the Economic Gas Regulator,
it would become 23 “yuan” dollars in order to own a full set of cooking equipment.
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The price was almost half of the average month wages, 42-50 “yuan” dollars. The
owners of this product should be the upper class.

29 ¢¢

The linguistic message was about “safety,” “economic,” and “fuel cost down.”
It is natural to emphasize the safety of using gas stove in the ad. In 1936, the
Japanese military try to manipulate and control the energy resources by promoting
“life improving movement,” with the slogan that “national defense rooted in kitchen”
(Takenaka, 2011). This economic gas regulator seemed to benefit these middle and
upper classes housewives to achieve the goal of rationalization of domestic
consumption (Frederick, 2006).

In Figure 7 and 8, we may find the female figures in ads were no more in
modern or Western clothing. As long as the female were married, they should
present themselves in traditional Japanese style in order to become the perfect image
of housewives in domestic sphere. Housewives were asked to follow “life
improving movement” that married women should stay home and reduce the cost of
household affairs, including energy saving, so as to take the responsibility of serving

the country.

D. Health Care

- #oA
;’.}% 78 % 'c— 3 g
Be 8 i
l{l lg u § 3 g 5
wE % -
g? A ) g U o
£~ X 4 (]
o) 7oA T TR wor
EE Ly 5 O
88 & s E3 o)
. il 2 g g
L3 '%"’ Be&e Hj D %
BRI LY % % o
& g3 4 % B X VO
S : 4
# 5
hi B &
e )
AEgnkm
XM MA R :
a iiisin : :
= TELitE : i
3 XThgAafd b &
¥ BEHLELR g i
4 :
4 . - 1;
W2 B : B
9 REMW_n_% ,, i
= A2 % b 5 6
! u.an,nﬂ % &
LT gl g : »
| T i
. )y . == H
e +tig R + " %
; + 4 i
- AtE A oa - |
3 E*T—!;‘I:!i! b ] o
il .- SEABRGE =
My s ; B R AT 4
s Ui, 20 f ;n l:matumm " ,
3 -

Fig. 10 Dainaa Vanishing Cream
(TWS, 1936. 6: inside front cover)

Fig. 11 Pelanin Tablets

(TWS, 1937. 9: inside back cover)



Figure 10 is about a skin care product. The visual focus is the female figure
placed at the lower part. Product name is enlarged and printed in vertical direction at
the left hand side of the ad. The rest part of the ad is all covered with copywriting,

2 ¢

and by using boldface, “eczema,” “pimples,” and “freckles” are emphasized as the
main skin problems that can be treated by the product. Also, the copywriting offers
the special features of the product, the way to get free sample, volume of the container
and the price of the product, addresses of dealers, and the information of the company.

In the ad, the woman wears kimono and holds up the product close to her face
with a contented smile, showing her approval and the emphasis on the very product.
With the verticalized and enlarged brand name, Dainaa (4 -f ), the iconic
message is therefore anchored as an ad of Dainaa Vanishing Cream.

The copywriting introduces the special features of the product in details,
especially the ingredients, such as the local island (Taiwan’s) fruit “papaya (/3 A
7)” made “lipase (U ~x—-&).” Besides names of fruits and plants, most of the
ingredients are terminologies written in katakana so that the connotation of a hi-tech
product can be conveyed to the audience and consumers.

The product specialized in clearing pimples and eczema. It also had the effect
on whitening the tanned skin. M.D. Oto Mori (Ogai Mori’s, a Japanese writer’s,
eldest son) conducted a research in 1935 and came out with a result that those
(Japanese) who had lived in Taiwan for a long time would gradually had darker color
skin comparing to those who lived in Japan. And this darker color was called “the
Taiwan color” (Takenaka, 2011). Dainaa Vanishing Cream was to whiten this tanned
skin implied the darker Taiwanese color were not as popular as the whiter Japanese
color and even despised. The color of colony should vanish. If you purchased and
used the product, Dainaa Vanishing Cream, you would become much more like
Japanese as the female figure in the ad, a beautiful Japanese actress.

It is the bold and enlarged word, “Pelanin,” will catch the audience’s attention
first and at the same time, will anchor the meaning of the whole picture as an ad of
female hormone tablets. There is a woman on the upper part of the ad wearing
Western dress and hat right.  In the ribbon-made frame, a drawing of the container
and two tablets of the product is placed at the right bottom. It also offers
information such as, “12 Tablets / Pelanin / ITAB. 100 M.U.” onit. Linguistic
message, “problems and cramps of menstruation” is slightly enlarged and emphasized
as the target syndromes of the medicine. Other related syndromes, such as aging and
frigidness due to the lack of sex hormone, are also listed as well as the sale
information of the product, price and dealers, etc.

During the years of Japanese Occupation, gynecological medicines were rather
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popular and most of the ads of these medicines claimed to be efficient as “self-care
and home treatment.” It was embarrassing and ashamed for Taiwanese women to go
to gynecological doctors (Liang, 2007). This helps to explain the reason why there
were so many ads of gynecological medicines on media at that time. “Pelanin” is a
kind of estrogen, a female sex hormone, and it is printed in English instead of
Japanese or Chinese. This would inform the customers that the product belonged to
the Western medication; nevertheless, female users would not feel embarrassed, if
they had to take the tablets in front of others, for most people would not understand
the meaning of the English term, “Pelanin,” right on the box.

Besides, the Westernized female figure on the top of the picture, as well as the
product name, indeed signifies the product is a modern medication. By both of the
linguistic and iconic messages, one is informed that the medicine is in the form of
tablet, quite different from traditional Chinese or Japanese medication that is usually
in the form of liquor.  All imply the female consumers who would choose the
“Pelanin” to solve their gynecological problems were Westernized and modern
women.

E. Motherhood and the Kominka Movement
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Kinsen Condensed Milk
(TWS, 1937. 6: 27)
(TWS, 1937. 11: inside front cover)
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Figures 12 and 13 are both ads of condensed milk. Visual focus mainly lies on
product and the infant figure and secondly, on the enlarged and bold product brand
name, “Kinsen Condensed Milk,” and the copywriting, “a substitute of breast milk,
the best ever.”  Other linguistic message is about the dealer and importer. In
complementary relations, the linguistic and the iconic message function as
“anchorage” and “relay” when generating meanings.

Condensed milk was invented by Gail Borden in 1853 (Chen, 2007). In Japan,
it was till Meiji Restoration (1868-1912) and later the introduction of dairy farming,
Japanese began to accept milk as a daily necessity of nutrition (Shih, 2007).  From
this historical perspective, one may realize that milk and condensed milk were both
introduced and imported by the colonizer, and at the same time, symbolized the
modernization. After Japanese Occupation, Taiwanese people knew about milk and
would dissolve the condensed milk in water to feed babies if there was not an
adequate amount of breast milk.

In Figure 12, the iconic message can be divided into two major subjects, the
product and the drawing of an infant.  The infant holds up one arm energetically and
smiles with rosy complexion implies those who drink the product will be healthy
babies just like the drawing. Mother and baby often appear at the same time in
pictures. However, we find “mother” is replaced by the conspicuously enlarged
product, and this arrangement illustrates the copywriting, “a substitute of breast milk,
the best ever.” The linguistic and iconic message is a complementary binary creating
and conveying the meanings of the ad that “Kinsen Condensed Milk” will take a good
care of your baby like a mom.

In TWS’s column, “Lectures on Nursing,” gynecologists and pediatricians
offered various professional opinions and suggestions about breast feeding new born,
premature, and nursing babies. Breast-feeding and mothers were closely related, so
as the motherhood and female readers of TWS. Both the column and the ads of TWS
naturalized the idea that mother should take care of and nursing children.  An article,
“Reflections on the Domestic Education,” published in TWS, pointed out the social
expectation for a woman was to become a wife and mother, albeit the responsibility of
taking care of children should fall on both parents:

The purpose of girl high school education is to prepare them as mothers in
future. . . . For women, motherhood is the most important duty and obligation.
Students should not be self-content merely with the learning from girl high, nor
should forget what they learned after graduation. Especially, when they
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become wives, women ought to continue the research and the study of domestic
affairs.  This is the purpose of teaching methodologies and basic subjects at
school (Su, 1937.04: 116).

Obviously, the author of the article thought the reason why women received
education from school was mainly for their family and motherhood in future.

Columns in TWS such as “Page of Kid,” “Lectures on Nursing” and “Nursing
Consultant” together indicate that women were expected to become wives and then,
without any doubt, become mothers. The readers’ letters were all from female
readers; mostly, mothers were responsible for children’s health. During the years of
Japanese Occupation, Taiwanese women with education had the opportunities and
abilities to do jobs. However, almost every woman quitted jobs after getting married.
Motherhood was still the duty and obligation for women at that time.

Comparing to Figure 12, the ad of condensed milk in Figure 13 is quite different
in contents.  Since July 1937, Second Sino-Japanese War had totally changed the
daily life in Taiwan. The ad can be divided into two parts. The lower part is like
the ad in Figure 12, but the upper part conveys a completely new message to audience.
The picture of Japanese national flag and the wish phrases, “Long lives the royal army.
Always triumphs the royal army,” generates meaning for the ad that the cooperation
of the product supported the army. Under the special social context, the prevailing
of Militarism strengthened and naturalized the connection between the two parts of ad
in Figure 13.

“Sotokufu,(4&& JiF)” the Governor-General Office, accelerated the “Kominka
Movement” urging Taiwanese people to regard Japan as their mother country after the
outbreak of Second Sino-Japanese War. In later 1937, discourses about “Kominka”
appeared in TWS besides usual daily life coverage and popular literature, for
instance, “Kominka, Started from Women” by Masatsugu Ando(Zji [F2%)(1938.04:
56-57). The article advocated that in order to avoid differential naming of “island
people” and “inland people,” women should thoroughly and within the domestic
realm “Japan-ize” and “inland-ize” their family. “An Inspection on the Kominka of
Women” and “Kominka Movement and the Power of Women” were also published in
TWS. Information about forums concerning the issue of “Kominka” was reported in
the magazine too. That is to say, the contents and even the ads of in TWS were
deeply influenced by the war and the Militarism.

V. Discussions on the Pictorial Semiotic Analysis of TWS’s Ads

Based on the above analysis of TWS’s ads, we will discuss the female figures in

24



it from three perspectives: (1) the representation of modernization; (2) the
rationalization of domestic consumption and sphere; (3) the mobilization of war.

Frederick (2006) points out that “the new woman” was the symbol of Japanese
modernity during the pre-war era, so does Li (2000) in his observation on the
formation and rising of Chinese metropolitanism, asserting that the image and the
issue of “modern women” initiated a new discourse in China.  Although Taiwan
Women 5 Sphere developed its discourse comparatively later, the Westernization,
mainly imitating French/Paris fashion, of most female figures was obvious and
noticeable. Female figure in Western fashion was often used as an icon to symbolize
the innovation of the product. It also cooperated with foreign terms in the form of
katakana to imply its novelty and newness. Accordingly, mostly female figures were
related to the idea of modernization so that they could introduce and present the new
products to the consumers. Especially when the target consumers were female, the
naming, ingredients, the production, and the instruction of the product would be all
related with Western language and culture. The combination of iconic and linguistic
messages together drew the parallelism between “Westernization” and
“Modernization,” proclaiming the advantages of Western science, progression, and
convenience.

However, TWS was a magazine in colonial Taiwan; the female images in its ads
should be interpreted differently from those in its mother country Japan, though the
images resembled each other from appearance. The linguistic text often revealed the
cultural discrepancy between Japan and Taiwan. We learned from the ads of Western
wedding dress that “fashion,” for Taiwanese women, meant to follow the fashion in
Tokyo where the Western styled clothing would be scrutinized before being
introduced to Taiwan. Nevertheless, Japanese colonizers with the cultural and social
advantages reinforced the connection between modernization and Japanization.
Modernization meant not only Western and fashionable but also Japanization. A
Japanese traditional wedding held in Taiwan became a symbol of utterly Japanization.
The connotation of practicing traditional ceremony was altered in the colony,
becoming a ceremony of being modernized, since Japanization were parallel to
modernization. Exactly like what Kitch (2000) finds in the research of female
images of magazines in early twentieth century, colonial women tried to identify
themselves with the perfect and ideal “American” image created by media. For
Taiwanese women during the era of Japanese Occupation, to construct an ideal image
of “Japaneseness” was the most important matter while converging with the
mainstream of Japanese culture.

The ad of “DAINAA Vanishing Cream” illustrated clearly Taiwanese women’s
desire of becoming a “whiter” Japanese beauty. In the copywriting, the product
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claimed to solve the problem of being tanned and darker skin.  As what Albert
Memmi asserts the colonizer is the present and the ideal model, into which the
colonized people would most ambitiously turn, even at the cost of vanishing
themselves (Ching, 2001). Practicing traditional Japanese ceremonies and whitening
their skin both would help the consumers to become “real” Japanese, implied the ads.

The second perspective concerning the representation of female image is about
the rationalization of domestic consumption and sphere.  Given that modern women
in the ads indicated Western and fashionable Japanese, married women, also as
characters in ads, would be portrayed comparatively conservative and practical in the
domestic sphere. At the same time, product and the contents of the ad would be
related with the notion of “the realization of domestic consumption” (Frederick, 2006:
85).

“The rationalization of domestic consumption” was originally rephrased from
the movement of “rationalization of life”” after World War I. Due to the inflation and
wage reducing, and in order to cope with problems resulted from economic
depression, the movement of “rationalization of life”” and “life reform” urged women,
especially housewives, to adopt more efficient methods of housekeeping, such as
savings. Ads of this sort, with housewife image, implied the most significant living
sphere for women was within the family domain, and it was definitely women’s
responsibility to maintain the reasonable domestic expense so as to improve the
family life. Fredrick (2006) in the discussion of the ads of Shufu no moto, points out
although encouraging consumption was the purpose of ads and, in appearance,
contradicted to the key notion, savings, promoted by the magazine, the ads actually
emphasized the product would efficiently help housewives in the housekeeping. In
other words, “consumption” and “savings” were not two opposite and contrary
concepts. They were indeed naturalized in the ads of these women’s magazine that
through consumption, i.e. purchasing the good and useful product smartly,
housewives could achieve the goal of savings, which was also the goal of
“rationalization of life” requested by Japanese government.

A column titled “My Career Diary” was once published on TWS, female readers
were encouraged to write their own job experiences. However, there was never a
single ad targeted at working women. It did not mean there was no such a market,
but showed the advertisers’ intention to follow the mainstream ideology. Miki
Nakanish({1 7535 &) (2003) points out that most of Governor-General Officers did not
reckon it was proper for women to work outside of the family domain, though in
reality, they could not deny the increasing need of labors due to the military
conscription since1937. However, the advertisers in the meantime still regarded
working women as a temporary position for the female; developing a market for
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working women was unnecessary.

The last perspective concerning the representation of female figures in ads is
about the role of mother and wife during the mobilization of war.  Given that the ads
of housekeeping appliance restrained women in the domestic sphere, the ads after the
Second Sino-Japanese War reinforced women’s roles as mother and wife who would
help the mobilization of war in labors and resources. Female image was replaced by
the infant in order to remind the female readers that raising children was also their
responsibility. Nevertheless, being a mother was not good enough.  During the
wartime, everything was related with the warfare, even the ad of condensed milk.
Men and women were to support the army and the government. Therefore, the
advertiser had to express their loyalty by adding linguistic text, “long lives the army”
and the pictorial text of “hinomaru(H =2 /)" in the ads.  Both together constructed
the most popular and common rhetoric among Japanese colonies at the war time.

Conclusion

According to the research results of the present study, the greatest contribution
of Taiwan Women s Sphere is that it activates a new public discourse relevant to
“modern women” in Taiwan.  Taiwan Women s Sphere advocates Taiwan
governor-general’s inter-racial marriage policy by presenting the feature story of
Shimizu Teruko, the Japanese wife of a Taiwanese philanthropist Shih Chien.  In
the feature story Shimizu was portrayed by the editor as a devoted Christian who
painstakingly took care of Taiwanese patients from the underprivileged class.
However, this magazine does not simply serve as a propagandistic machine; it also
prints the autobiography of a rebellious young woman Yukiko from Tokyo. Inthe
astonishing story Yukiko detailed to readers how she was cheated by her lover
Ookubo, who was then a high school teacher in Taiwan. Attempting to conceal the
“scandal,” Ookubo and local police conspire to interrogate Yukiko and put her in Jail
for nine days. Yukiko’s narrative exemplifies the agonizing process of how a woman
went through when she chose to disobey the patriarchy system.

Taiwan Women s Sphere gradually lost its liberalist position after the Second
Sino-Japanese War broke out in July, 1937. In 1938 “Publication Policies of Ladies
Magazines” decreed by the Bureau of Police and Public Order in Ministry of The
Interior tightened the control of mass media in Japan, including those in Taiwan.
Any contents criticizing Militarism or the Second Sino-Japanese War were strictly
prohibited by the government. Discussions relevant to the liberation of women’s
rights are also regarded as threats therefore were also banned by the authority.

All in all, we conclude that Taiwan Women s Sphere helped to develop a public
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discourse that grants the legitimacy of discussions about Taiwan women’s issues in
1930’s. The modern women are no longer treated as secondary or subordinate roles
to men at least in Taiwan Women s Sphere.  Our findings indicate that the
Westernized images of females in advertisements symbolize the meanings of fashion
and progress. These images however do not bear indigenous connotations. Instead
they are the end results selected and endorsed by the inland culture from Japan.
Moreover, when the main themes of advertisements are related to daily practices of
the domestic space, images of women are restricted to a more traditional role of
mothers/wives. In the respect women consume not for their own pleasure but for the
family, and therefore in a broad sense, for the nation. It’s without doubt that both
Life Reform and Kominka movements led by the Japanese government have profound
impact on advertisements and propaganda materials in Taiwan Women 5 Sphere.
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