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34.9% , 976 186 19%
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한국과 일본 여성잡지 광고에 나타난 여성 이미지 분석 

글로벌 잡지와 로컬 잡지 비교를 중심으로

. ,

.
2014 8 4 4 (content analysis)

.
, , . ,

. ,
. , ,

.
, .

.
.

, , .

.

A Content Analysis of Advertisements in Korean and Japanese 

Fashion Magazines 

To examine the cultural differences in representing women’s images in Korea and Japan, this study compared advertisements 
of Korean women’s magazines with those of Japanese women’s magazines. A content analysis was used for this research. The 
advertisements were content analyzed according to the categories such as product categories, product origins, race of models, 
beauty types, and dress types. For sampling, women’s magazines were divided into global and local women’s magazines as 
global women’s magazines tend to deliver different types of women’s images compared to local women’s magazines. The results 
of this study suggested that women’s images depicted in Korean local women’s magazines are different from those in Japanese 
local women’s magazines. On the contrary, the women’s images shown in Korean global women’s magazines were not much 
different from those in Japanese global women’s magazines.  




