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The purposes of this research are o study the format of cosmetic product publicity, to
study female readers’ attitudes and buying decision regarding cosmetic product publicity. The
study is divided into 2 parts. The content analysis of cosmetic product publicity format in
Japanese-licensed women magazines, named Cawaii and Ray, and the focus group of 21 female

readers, aged between 15-35 years old.

The results show that there are 9 types of cosmaetic product publicity format; consist of (1)
Straight-line description (2) Interview (3) Demornistration (4) Question & Answer (5) Knowledge &
product detail (6) Survey/Ranking (7) Praduct Trial (8) Story (9) Mixed format (Question & Answer,
Demonstrative, Product Trial, Ranking). The top 2 format of cosmetic product publicity are the
straight-line descriptive format (31.09%) and interviewing format (34.72%). The respondents have
positive attitude towards cosmetic product publicity. They also have a high credibility on
cosmetic product publicity compared fo the regular advertising. However, the positive attitude is
probably not reinforcing their decision buying. The format of cosmetic product publicity is an
influenced factor for buying decision. The “survey/ranking” format of cosmetic product publicity
is the most influential format toward message credibifity, product's preference and buying

decision.





