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Analyzing the Print Advertisements of MUJI from the viewpoint of Visual Culture
study

Student : Jo-Tzu Chu Advisor : Dr. Liang-Wen Kuo

Institute of Communication Studies
National Chiao Tung University

ABSTRACT

This research regards the print advertisements of MUIJI as the research object,
involving 84 print advertisements(from 1980 to 20006), by analyze with the method of
content analysis to find out the elements of ads. One the other hand, through the in-
depth interview with five experts with advertisement or design background, to know
more about the ads and it’s abstract side. The research purpose is trying to find out
how the brand using it’s advertisements to communicate with the audience, and then
have a discussion with the meaning, value, and power of the images.

In the results of this study, the most function of ads is to present the brand image
and to communicate to the audience. Then the images of ads develop under the
context of the brand, the audience, and the consumer culture. For one thing, the
images of ads are produced to attract the audience, and try to touch their hearts. For
another, MUIJI uses it’s ads to develop a differential sign, which have influence to the
audience and their life style.

Keywords : visual culture, print advertisement, advertisement design, consumer
culture, MUIJI.
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