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A Study on the Popularity of Movies and Japanese Posters: Focusing on Film
Magazines

Natsuko TAJIMA

After the mid-1920s in Japan, movies became a dominant popular culture, and this
trend accompanied the flourishment of film magazines. In addition, the popular images
for commercial posters in those days were related to females, and graphic designers
referred to photographs of actresses in magazines. As proof of this, it is not rare to find
the same images of females described in posters resonate with portraits of actresses in a
magazine. It will be an excellent example of how graphic designers in prewar periods
produced a visualization. Furthermore, since images in magazines are easy to find an
accurate date in a colophon, it will help determine when those ephemeral commercial
arts, such as posters, were produced. This paper emphasizes the importance of film

magazines for researchers in commercial arts.



