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Reading Domestic Femininities in Taiwan’s TV advertising
Ping Shaw

Abstract

This essay is concerned with how women are represented in the popular culture
over the past four or five decades in the development of feminist movements?
Especially after entering the post-feminism period, what kinds of new domesticity
discourses were embedded in the content of popular media? How does this content
redefine the distinction between private and public spheres? What are the new forms
of integration between traditional femininity and feminism? This study attempts,
using discourse analysis, to examine how domesticity discourses in the texts of TV
advertising negotiate and deal with the meaning of feminism, especially focusing on
the tensions between work and family, between private and public spheres, and
between femininity and liberation, in order to understand what being a woman means.
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