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Abstract

As global economy grows, advertisement becomes an economic means that reflects cultures. Especially
female images are fully demonstrated in advertisement as economy grows and feminism awareness rises abruptly.
Jewelry brands, in particular, are highly economic—oriented, and their products share a high homogeneity. Brand
images are critical in attracting female consumers, their main target. Therefore, this study applies content
analysis method to investigate female images displayed in jewelry brand-image advertising. The results are as
follows: (1) jewelry brand-image advertising often uses white, middle-aged women, or women with long hair to
show luxury female image; ( 2 ) women in jewelry brand-image advertising often wear a black skirt and are
partial nude, or women with hands movement and expectant emotion to show mystery female image; (3) each
brand has different female image reference in physiological appearance; (4) each brand has different female
image reference in clothes and movement. These findings provided practical insights not only for jewelry brand

advertisers but also for social science.
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