CEHFELe2T]) . () %57H (2021) © 95-126

WX

AERIR - A ?
it o R o A ) B

A

wE

RO RAETHEE A B E S R B e BRI FiRe) LR A
Yo fTRRSR B R F AT 2R LM BT R M RE 7 el TR
P A BRI ES MR G ? AR EPAIMA G ERBEAXA
175 % ? M FTEN R R X P B T A F P ESTRATH
1 ? A REAT T w3 BB M Bk A3 I msiLiayfil
B ET B CHESEHR  EAHH =AU HEHHEZTNE
HERRE > BITRE - BRER > BLAFEYF B FRLUERNE
Ao BT AREE EHMHBIEA > THN Z R RS IR RE o AR
R R BARGERRE  SRAAEGHOREREN  LIFEEM
o MAREARE GG o AR B FAFHES LR AL H
EROENMAEBRE  FAREREOUET BSRRHEER - KMo &
BRI AR LBRT —HUA R BAA TS ARG
HECBEERLAMEROBLHEIROERSEM R BHLHERNX
fbEeg 32l T — 18 & A ey sk

e R EE o BEM  ABRMEBA BRI R

SR o B L R B PB4 T S AR A ST B o WEITILER « PERIBLIEAY -
JE 5 BLSCAL ~ A N AT~ A SCAR 3T o FET ¢ shawpin@cm.nsysu.edu.tw
FRSCERR H ] 0 2020462 A 16 H o % HW - 202047 A 10H -



Communication and Society, 57 (2021), 95-126

Research Article

Transcending Limits, Being Yourself?
Reading Gender and Sports in Advertisements

Ping SHAW

Abstract

This study attempts to explore how young female audiences interpret the
body images of women and femininities represented in TV advertising of sports
goods, what they think about feminist«ideas appropriated in the ads, and how
their interpretations are related to their sports practices. This study conducted
four focus group interviews withD31 participants who interpreted three TV
commercials offered by, the-researcher. Most participants were active in
developing their own interpretations of the ads. Their interpretations were
socially based on their-sports practices and the media critique vocabulary of
feminism, whichsformed their cultural tools and discourse repertoire. Their
interpretations,‘also showed the formation of new postfeminist subjectivities,
such as individualism, self-interest, unconventionality, and even anti-feminism,
thus challenging the cultural politics of feminism.
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