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A Content Analysis of Advertising in Women’s Magazines

in Terms of Advertising Appeals and Visualizing Methods
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Abstract

The research study is a content analysis qualitative study with an objective to explore (1)
the type of products advertised in women's magazines, and (2) the association between product
type and advertising appeal, and between product type and methods of visualizing. The researcher
employs purpesive sampling in the selection of 445 advertisements in 22 issues of 9 women's
magazines which are published during June and July, 2008, The sample is investigated regardless
of size and product type. Statistical methods used are, for examples, frequency, percentage, chi-
square, as well as contingency and Fleiss' Kappa coefficients.

It is found that the fortnightly magazine with the largest circulation is Preaw, the lowest
is YingThai, Twenty nine product types are found to be advertised in the magazines. The most
frequently advertised product type is cosmetics, food & drinks and ornaments, respectively.
However, the most advertisements featured in SakulThai is travel-related.

It 1s also found that product type is associated with advertising appeal as well as methods

of visualizing (17, y_ e = 451465, p<.05,C=71) , (1° = 448.111,p < .05, C'=

(224, N=445)
.708), and the advertising appeal used most in women's magazines is the rational appeal (67%)

while the method of visualizing used most is the description method (39%).
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