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ABSTRACT

This Independent Study has 2 objectives, which are to study women’s image
through the analysis of advertisement in women magazines; and to analyze the
relationship between products and women’s image attraction in women magazines.
The analysis of women image in women magazine such as Praew, CLEO, ELLE,
IMAGE, and LIPS to find the relationship between products and women’s image
attraction has been done together with the analysis of in depth interview with
magazine editors, women rights researchers and a women group.

The result showed that 41.95% of “Wish Image” was mostly used to
encourage the female consumer to imagine their desires to be like the image presented
in the magazine. 41.40% of “Trendy personality” represented the unique identity of
own’s style and was used to support the product differences that present consumers
the new and update trends. The analysis from the interview also supported the
findings in the same direction. It is discovered that the beauty of woman bodies is the
best tool in communicating in the change of society and environment. The image of
women has been changed from modern to postmodern period when women have
challenge themselves to express their woman identity. Therefore the image of trendy

women is an attractive image aiming at representing the varieties inside a woman.



