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Abstract : Luxury brands witnessed continuous growth which followed women’s desire towards individual distinctiveness and
social glare. Bags are a woman’s best friend either for aesthetic or functional purposes when she leaves her home for leisure or
work. One way of women constant aspiration for being distinguished while reflecting their wealth is through handbags.
Subsequently, the demand and attraction by consumers towards the dazzle of luxurious brands for personal pleasure and social
status have flourished. According to the literature review, a visual analysis on luxury brands has been explored yet a focus on
bags was not discussed in details. Hence, a deep analysis will be dedicated on the two segments by showcasing examples of
high-end bag advertising. The research is conducted to understand advertising strategies used in promoting for luxurious
products. Furthermore, the paper explores the definition of the term luxury, the condition in which it is used in, and the visual
language used along with the term. As luxury is an indicator of superior satisfaction, it is obtained on two levels: a personal and
a social level. The examples of luxury brand ads are selected from the last five years to uncover the latest, most common
strategies used to promote for luxurious brands. The methods employed in this paper consist of literature review, semiotic
analysis, and content analysis. The researcher concludes with revealing the methods used in advertising while categorizing
them into various themes.
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