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The objectives of this research study were to study: 1) cultural values
manifested in women magazine advertisements, 2) changes of cultural values
manifested among women magazine advertisement in different years, and 3)
differences in cultural values manifested among the 10 product categories chosen.
Content analysis methodology was used to analyze 1,114 women (Praew and

Dichan) magazine advertisements published in 2000 and 2008.

The findings indicated that the most manifested cultural values in women
magazine advertisements were beauty, effectiveness, and modern. When
considering separately, beauty, effectiveness, and modern were still the most
manifested cultural values in each year compared. In terms of product categories,
beauty was the most manifested cultural values in clothing, skin-care preparations,
personal products and cosmetics. The cultural values manifested in other product
categories were as followed: quality for foods, technology for retail stores and
services, convenience and enjoyment for financial institutes, modern for household

equipments, effectiveness for motoring, and natural for toiletries.





