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The Visual Aesthetic of Female Images in Print Advertisement

DAI Xue—hong
(Jiangsu University, Zhenjiang 212013, China)

ABSTRACT: Objective To research on the visual aesthetic characteristics of female image in print advertisement.
Methods It committed to the design methods of female body image, will demand and aesthetic demand of consumer,
studied the creative form of the paradox of female image, and made it compared with common female image. Conclusion
Visual aesthetic of female image in print advertisement contained certain ideographic practice function, such as imagination,
cognition and consumption, based on it, it proposed strategic proposals.
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Fig.1 Uniglo jeans advertisement
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Fig.2 Dior advertisement
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