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Three Critical Discourse Criticism of Postmodern Feminist Advertising

WANG Xue-jiao
(University of Science and Technology Beijing, Beijing 100083, China)

ABSTRACT: Postmodern feminist advertising is a discourse debate centering on viewpoints and topics. By studying the
text constructed by the strong female image discourse in postmodern feminist advertising, the work aims to explore the
values brought by the power discourse, female body discourse and consumption discourse of men and women who are re-
lated to it. The critical analysis method in the visual culture research was used to observe, analyze and interpret the ideo-
logical problems and the significance of social reality behind the discourse of postmodern feminist advertising texts
through dialectics. The power discourse, body discourse and consumption discourse in postmodern feminist advertising
are not only the signifying practice of commodity symbols, but also the ideological discourse practice. In the advertising
texts, women have only obtained superficial freedom and liberation. In fact, they have not escaped from the domination of
male power discourse. Women's body has not changed the object status of being “gazed” and it is difficult to get out of the
strange circle of materialized commercial capital logic.

KEY WORDS: postmodern feminist advertising; power discourse; body discourse; consumption discourse
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Print advertisement of French KOKIA women’s clothing
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Fig.2 Always: a sanitary napkin brand owned by P&G
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Don’t measure a woman's worth by her clothes.
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