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ABSTRACT

* Western feminists have viewed women's magazines as socializing agencies which
shape women's perspectives of being female. It has been argued that the ideologically
biased and limited content of women's magazines are obsiacles for the achievement for
gender equality and that more positive images of women are needed. Others argue that
women's magazines serve to teach women how to be successful in male-oriented society.
This thesis examines the visual and written messages regarding femininity found in
women's magazinés for young single working women in both Japan a_nd North America.
By using both quantitative and qualitative content analyses, the socio-.cultu'ral context of
the role of women's magazines were compared. Results showed that women in both
cultures are given limited positions in the world of women's magazines, although
significant cultural diﬂ‘erenﬁés wére also observed. In advertisements, North American
women's magazines tend to show both traditionally feminine (sexy and elegant) women
and "new;" and "active" women. The presence of predominantly macho-type male figures
suggested the persisting subordination of women to men. Japanese women's images are
narrowly defined, leaving only a few characteristics, éuch as pretty and cute, for women to
choose. An examination of Caucasian female models in Japanese advertisements revealed
that their presence could serve to establish Japanese cultural boundaries of femininity.
Through the magazine's article content, North American women's magazines tend to have
a variéty of articles which encourage women to have it all or to become "superwomen."
Japanese women's magazines cleﬁrly differentiated their content by the career orientedness
of their targeted readership and most of the articles in the mainstream magazines are
marriage-related. The overall findings suggest that North American women's magazines
serve as "survival guides" for women td succeed in male-oriented society by learning both
masculinity and femininity. In contrast, the main pufpose of Japanese women's magazines
apparéntly is to provide a cultural text for readers to gain femininity as a cultural resource

“to be successful as women in their society.
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' CHAPTER ONE
~ INTRODUCTION
Studying Women's M’agaj‘zines‘ |
Wome’n"s magaiines have received épecial attention from Western feminist scholars

in the past few decadés because of the.ir' "cultural léadership" (McCracken, 199‘3),‘ that is,
their abilit;{ to:shape the consensual image and definition of femininity. Along with other
social institutions, women's maga;ines caﬁ be considered a socializing agency which
propagates normative directions for womer. In this way, women's magazines are an‘

important source of knowledge and "survival skills" for women (Smitfl, 1990; Winship, V

[

1987).
| As afﬁédium which is "fof women, by women, and about women,"’ women's -
magazines teach their female réaders the current images of femininity, technidues to use
new tools and materials to become more "desir,éble" an:d "trendy" women, and strategies
to utilize their femininity as cultﬁral and social resources. Yet, in order to attract readers,
magazines must be sensitive and responsive to the ongoing social chahges which ,shai)é_
and expand the.rexperiences of women. By depicting both changing and persistiﬁg social
.‘norms, women's m'agaz‘ine‘s have helped to "shape both a woman's view of herself, and -
sdciety's v'iew‘ of her" (Ferguson, 1983: l). For fh‘is re.ason, women's 'magéZines aré_ good
tools to obserye historical and current trends of soéiél norms and images of women. -
However, although women's magazines act as a soéializing agency, they aré ,
primarily a form of entertainment. As a kind of "mental chocolate" (Winship.]987),
women's magazines provide readers a faﬁtaéy world with multi-layered visual pleasures
and an escape from everyday issues such as chiél inéqualities of race, class and "gendef
(McCracken 1993). In thissz.ly, wom‘en.'s magazines simul'tan'eously ente<rtvainvw‘orﬁe’r_1
while shaping their perceptions of society. Topics chH,as sexuality, gender roles, and

marriage are presented as "common-sense” matters for readers, thereby enabling

researchers to grasp the ideological-subtext. Meanwhile, an investigation of what kinds of




images women s magazines are likely to present also reveals what they choose not to

show. Women's magazines can 1 thus be viewed as a "means not to know" (Smith 1975)
that i is, the way that eertam dlscourses are ex,clu_ded while others are' highlighted in order
to construct a "social reality"' for readers

As a form of "gendered" mass culture that provides a social text to learn femininity
(and masculinity), women's magazines are very much associatéd with femininity and

women's culture in a given societyt ‘Howe\'/er as Winship (1986:6) argues, "men do not

have or need magazmes for a man's world' ! Moreover Ferguson argues (1983) "the fact

'that they (women s magazmes) exist at all makes a statement about the pos1t10n of women

in s001ety as one which requires separate consideration and distmctive treatment” (1). _It is:
assumed that women have to be taught what femininity is whereas men do not need

instruction for the business of being masculine. For example, "how to" articles (e.g., "how

‘to put on makeup," or "how to be good in bed B provrde a socrahzmg process for women

to become more feminine, a process which varies according to the age of the readershlp X
(Ferguson 1983: 8).

Women's magazines are an interesting and unique form of media and popular
culture ‘in a w‘ay that they can be seen as.senders ofideologioal messages as well as
cultural resources for women to survive in a men's world. Yet, as Ferguson (1983) states,
the topic of women's magazines is an under-researched area and too little is known about
the cultural significance of the medium (3). In particular Women's magazines from non-
western cultures, especially have not previ:ously been researched much. Thus, a
comparative analysis of western and non-western women's magazines could reveal
whether women's magazines play similar roles in each society, thereby making an
important contribution to studies of women's experiences.

Research Quest’ions

This .study analyzes and compares cultural models represented through

advertisements and articles in current women's magazines targeted toward single working -




‘women in Japan.and in North Amenca Based on the assumpt10n that women's magazmes
have the 1deolog1cal role oftransm|tt1ng current socio- cultural norms to their targeted
readershlps I examine what kinds of cultural messages both visual and written, women's
magazmes attempt to. convey to readers Spec1ﬁcally, I explore s1mllar1t1es and dlfferences
| 1in the ways that articles and advert1sements in women' s magazines in these two cultures
portray "being female By compar1n<7 the patterns of culturally defined. femmmxty,
- attempts are made to disclose the ldeolomcal constructlon of femmmlty
Another 1mportant issue for thls study 1S the socio-cultural roles for women's
magazmes for Japanese and Nor“th American women To be more specific, questlons such
as ‘why certain women's magazmes and their messages are appealmg (or at least
-. understood as necessary thlngs to know) to certain targeted readers need to be dlscussed
by posmonmg women's magazines within a larger socro-cultural-context. This is because
any representation of femininity in women's magazines is ldeolomcally defined and reflects -
socnal relatlons in society. Women are constlucted outsnde the. med1a as well, and- 1t is
thelr mar01nal1ty in culture, pOllthS and the economy that contrlbutes to their subordmate .
position in patriarchal ‘soc1et1es. Thus by provrdmo a variety of sampled maoazines
targetmg dlf‘ferent kinds of women wrthnn a culture intra- cultural comparlson can also be -
: made to investigate the ranﬂe oftoplcs and dlscourses in women's maoazmes
There are two nnportant reasons to study women's magazines for young worklng
women. First in both Japan and in North America this group of females indirectly
‘ constltutes the best readet shlp for magazine publlshers because they attract sponsorshlps
from certain types of advert1smg companies. These women are cons1dered to be among
the best consumers as they have relatively laroe dlsposable incomes, and social norms
require them to "put on‘appearances (Barthel 1988) and become more "female " A

~ magazine with a readership of yOUn( ma1nly sm(rle worklno women is a good vehicle to

. advertise certain kinds of products. Hence,'there are a large number of magazines aimed

at this particular readership. For example, in 1992 in Japan-there were 78 women's




magazines which had major circulation in Japan. Among them, 50 were targeted at young
Women in their twenties vand ea'rly thirties. Half of these magazlnes were"established 'aﬁer '
1988 targeting young women‘s consumption power and materlal desire in an .economlcally
affluent era in Japan (Morohashr 1992). |

Another 1mportant charactenstlc ofthrs demooraphlc group 1s that these women
are in a’ cruc1al perrod ofthe1r lrves Mamly srtuated in thelr twentres and early thrrtles
they are facmg many 1mportant decrsrons whrch may determme their hfe courses related to
' marrrage famlly, or career chonces For example many srngle workmg womien are at the
S0- called marrrageable age, "and thus readers may be confronted w1th a barrage of |
advertrsements and artlcles regarding, marriage. These magazines can transmit soc1al
norms relevant to smgle women's major hfe.d'ecrsrons.‘ |

An ekamination:ofthe‘ repreS'entavtion:of oender in women's magazines should.
reveal the images that shape cultural models in both societies. That is; what kmds of
cultural messages reoardmo culturally desrrable roles and appearances for women and men
are 1mparted to Japanese and North Amerlcan women; and’ what ‘meanmg mlght' the‘set
messages have‘7 How is the content of women S maoazmes plesented to’ convey an
: understandmg of contemporary socrety and world events') By asklngD questrons such ‘as
these a pattern of cross- cultural dlff@l ences of desnable temales socral values and soc1al
. relatronshrps between women and men can be dlscussed
A Brlef Hlstory of Japanese and Nmth American Women s Magazmes

Both in Japanese and North Amerrcan soc1et1es women's magazrnes have provrded
“women w1th- various 1nformatlon and techmques for a.long perlod oftlme Among
Japanese women's magazmes that existed until recently, the five oldest magazmes for
example Fujin no Tomo (Women's Fnends) Fujin Kowron (Women s Publlc Statement),
were published in the early 19005 These early women's magazines, which were targeted;
'for housew1ves of an emergmo middle class in urban crtres early 1n the twentleth century,

were publ1shed in order to educate women in the progressrve and llberal atmosphere of




"taisho-democracy". Supported by the early stages of the Japanese feminist movement,
~ the articles in these magazines often dealt with gender equality, and women's suffrage
| rights as well as teaching women how to.become ‘good mothers and wives. However
women's magazines are not free from the social and historical settmgs of their own tlmet '
It has been reported that during World War II, as the Japanese government got heavily
involved in the Pacific war, the content ot‘the articles changed dramatically from "women's
rights" to topics that were favorable to' war and promoted nationalism. Women's
magazmes promoted the war, as did other forms of mass medra by presentmg 1mages of

1deal motherhood and femmmlty for the purpose of raising children to be great soldiers - |
(Watashitachi no Rekishi wo Tsuzuru Kai, 1987).. After the war, during the 1950's and
1960's, many weekly women's magazines were published and became the most popuiar“
medlum for women. The prrncrple topics were the royal f"tmlly, fashron beauty
housework and relatronshrps (Ochrar 1990).

A great change in the style of women's magazines occurredin the early' 1970's.

Thie _ohan'ge was signified more by the publication of 4n-An and Noh—No which shaped the -
basis of the monthly women's magazines that‘ now exist in Japan!. Towards the end of the
1980's, another "'fad" of the publication of women's magazines oceurred. Almost all but a
few 'traditional” maoazmes which existed since the early 1900's dlsappeared at this pomt
Instead, between 1988 to 1990, ?8 new women's magazines were published. . Most of
these targeted young women in therr 20's and early JO S (Morohash1 1992). As the level of
'women s education mcreased more women started to delay thelr marriage and stay in the
labor force longer. These women have salaries, as well as t1me to spend for shoppmg and
leisure. ‘Therefore, this group of people is seen as the best targeted group for the

magazine publisher to attract advertisers.

Unoue (1986) summarizes the characteristics of this new breed as follows. ) New magazines have a "cute" sounding
Euro-language title, such as 4n ~ An, Non-No, Can Can, Vi Vi; and J.J, 2) new magazines are visually-oriented and
devote more pages for advertisements than the traditional ones, 3) new m"m(umes do not deal with thc roydl family,
and entertainment (celebrity) as much as the \VL,d\]V or llddlll()lldl women's magazines.



There -are some distinctive characteristics of Japanese women's magazines, A

especially those published after 1 970. ‘As Inoue(1989) argues, the new magazines often

use pseUdo-Euro-languages for the_-title. Spur, Crea, With, O/'fa;7ge Page, Vegeta, Peach, o

She's and Ray are good examples. Unlike their American counterparts, which contain

some meaning in the title'of the magazines, such as New Women,, Ms., Good

lHousek'eepi_ng, these Japanese magazines have titles that do not make sense in any

language. "This is probably because by using "foreign" (in this context.Euro-AmeriCan)'
soundmg names for the titles, they can create'a kmd of exotic and sophlstlcated
atmosphere that Japanese people mloht not be able to, obtam from Japanese- sounding -
names. Many of the maoazmes use Caucasran models for the cover models, probably for

the same reasons they use foreign- soundln0 titles. By ehmmattno thlnos that are not

‘Japanese from the cover plcture the magazines try to present a fantasy world.

Another characterlsttc of Japanese women's maoazmes is thelr diversification and

segmentation accordmo to readers interests (fashnon ortented lelsure oriented, home-

;.f‘, makmg orlented etc.), age (early 20's, mid 20 s and early 30's etc. ) and roles’ (mother

wife, single working women, students etc.). Each large magazine publisher has its

magazines lined up according to its targeted readers' ages. For example, Koudan-sha has

, Vi Vi aimed at the women between 18 and 22, With for women\ag‘e‘d 22 to 25, Mine for

ages 25 to 30, and Sophia for those over 30 years old (Shinoda, 1990). This specification
is possible because Japanese people tend to follow similar life courses which are

established by social norms, such as marrying by the end-of their twenties or wearing

certain kind of clothes according to their age (Brinton, 1992). In this way, the content

that magazines provide, ‘whether it is reoardlnv tips for making certam important hfe-
decisions or choosmo the kinds of clothes to wear, tell readers what they are supposed to
want and-do at each partlcular time in their lives. At the same time, specifying the
targeted readership makes it easier for the publisher to attract specific advertisements such

as cosmetics for single women (but not for housewives), new kinds of kitchen appliances



for housewives and diamond rings for sinOIe working women. In other words, the

Japanese magazmes could- have more norm”mve direction than North American women's

magazines in terms of shapm<7 readers perspectlves

The prmc1pal North American women's magazines were calrled the "severr sisters"
by the industry, before a serious drop.in ad\rertisihg volume in 1981, These traditional .
magazines included Ladies Home Journal, Good Houseke.eping, McCalls (which h;rve all
existed since the nineteenth century), Family Ci/'C‘te, _WOmC)h(s‘ Day, Beiter Homes and
Gardens, and Redbook (which were established by the 1940's). Thes‘e magazines mairxly
targeted housewives, presenting rnf;or'rh.ation on domestic skills, new oroducts for hoUse’s,.
and information regarding becoming ideal wive_s and motherhood (McCracken, 1993).

However, with over half of the population of women in the paid workforce by

1980, the readership of these traditional housekeeping-oriented magazines d_eclined'

drastically, due to the changing interests of readers from homemaking to more publicly
oriented lifestyle. The feminist movement also criticized traditiona] sex roles and women's
explonatron under the free household labor system, and fostered contempt toward the

tradrtlonal women's magazines such as the "seven sisters". Similar to the changes in the

“early 1970's in Japan, the "new breed" of American women's magazines were published

one after another. New magazines such as New Woman, Working Woman, Savvy, Self,
along with the already existing Glamour, Mademoiselle, and Cosmopolitan all targeted
working women. As well, Ms., the first widely circulated feminist magazine in North

1

Afnerica, was published in 1972 largely due to the women's movement, Lssence, the first

largely circulated minority (black) women's magazine, emphasizing socio-cultural and

political issues specifically affecting black women, was also published i‘n 1970,

Both in Japan and in North America, a few large corporations own most of the
mass-circulated women's magazines. In North America, however the distinction among -
each magazme is not as clear as it is in Japan In other words, post teenage women's

magazines are read by one large group of women between the ages of 18 to 34 . For



example, New Woman targets a wide range of women (married or single) between the'
"ages of 18 to 52 (McCrac'k'en, 1993): The range of readership is somewhat loose and the‘
topics must be compatible to fit into this wide readership. ) |

It should be noted that the shift from "traditional" women's magazin’es to ."new“‘
“women's magazmes took place in both societies at around the same time, that is, during
the early 1970's. However the primary cause of the change seems dlfferent in the two
countrles. In North American society, in addition to -Women's entry into the lab'or'force,
the women's movement and the civil rights movement had a certain degree of mﬂuence on
the content of women's magazines. From such social chanoes and movements, magazines
like Ms., Essence, and Workmg Woman came into being. For Japanese magazines, the
influence of industrialization and economic growth at that time br'ought young women into
| the workplace-and gave them spending power. Thus, the publication of magazines was
due to the new consumer status of young single women in economically booming Japan.
In fact, although the atmosphere of the maoazmes became somewhat 'modernized" and
| soph1st1cated by using foreign sounding names and visual lm'ages, the content of the
magazines, especially 1egardmg gender toles remalned almost unchanged compared with
the traditional magazines (Inoue 1989) | |

This thesis compares, ACrOSS cultures, the messages in women's magazines which
targeted yvomen of a similar age group and status (single and young'working women) and
analyzes the roles women's magazines have in each society. In Chapter Two, the findings
of previous research on women's magaZines are discussedfrom the perspectives of Mass '
Media studies and Cultural Studies. Chapter Three introduces the methodology (cross-
cultural content analysis) I employed in the current research The categories of
advertrsements and articles for the thematic analyses employed in this study are provided

in th1s chapter. Results and their interpretations are-discussed in Chapter Four for the

advertisements, and Chapter Five for the article content. The final chapter discusses the



implications of women's magazines in the two societies by contextualizing the findings

within their respective socio-cultural environments.
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CHAPTER TWO
LITERATURE REV]EW
Past research on the coritent of women s magazmes can be categor1zed into two
. paradigms that dlffer by therr theoretlcal orrentatron use ofmethods and focus of
‘ analy51s The flrst paradlom wh|ch can be seen to re]ate to mass medla studres can be '
characterlzed as "image' approaches because their pnmary focus is descrlptrons of the
mamfest content of women's magazmes Assummg that medra representatlons of women
are somewhat monohthrc and that readers passrvely accept the meanmg of cultural forms
1n the way that they are apparently presented this paradlgm can detect both current and
hlstorlcal patterns of the 1epresentat|ons of women’ By employmo a quantltatrve content
analysis as the prunary tool these studies are desroned to reveal the kinds of sex roles and
. stereotyplcal 1mages of womien that are shown in women's- magazmes However in this’
_paradlgm questlons such as how these i 1ma0es have come into bemg, and how images are
constructed anp presented are not dealt wnth extenswely In other words thls paradrg,m s
K
assumptlon that women's mawazmes can be read only in the ways that the magazrnes o
superflc1ally present under. mmes the socral relatlons and 1deoloorcal forces that create the
'cultural 1ma0es and meanings that readers mrﬂht receive.’ l’
The second paradrom cultural studres does not suffer from the drawbacks of
, "image representatron that plague mass medra studles In culture studles whrch
originated in the Center for Contemporary Cultural Studres (CCCS) in Brrmmgham
researchers tend to emphasrze the latent meaning of cultural objects by analyzmg the
processes of their construction’ Spec1ﬁca]ly, the way that meanrnos are produced and
reproduced 1S emphasrzed Texts are consrdered to be multi- Iayered non- monohthlc
'structures of meanmo that are open to negotratron Readers are seen to be actrvely

involved in producmg the meanmgs and- 1nte1pretattons ofthe cultural objects instead of

passwely accepting thelr'supposed manrf_‘e'st meamngs_; .
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Because of the a;sstlmptions of possible mul_tinle meanings of cultural products and
the audiences' active role'of producing their own 1neanings, the methods that are-primarily
used are-qualitative ones’ such as ethnography, semiotie‘analysis, psychoanalysis, and
hermeneutics. In short, mass rnedia studies is interested in-what kinds ofirneges of women
are shown in magazines. In contrast, cultural studies exvam.ines how the images of women
are structured, and how meanings of femininity are eonstrueted and reconstructed in. ,
women's magaztnes: L will ﬁrst introduce studies within the paradiérh of mass media
. studies.

Women's M’agazines In Mﬂa'ss-Medin Studies

In her gro'und'-breaking_book, The F'eminine Mystique, whkhmarked the start of
the second wave of feminism, Betty Friedan (1963) criticizes women's magazines for
) ereating and perpetubating ideal standards of fernininity: By examining theway women's
magazines in the fortiesuand fifties portrayed women's goals, their aspirations, and their -
lifestyles, her conclusion is that the content of women's magazines both reflected and
perpetuated the limited ht“estyles of Arnerican wornen“ Following Frieden's examination of -
the role that wornen's magazines play in influencing the social defihition of women, much
research has been conducted on this subject and the medium of women's magazines has
been recoomzed asa power ful socrahzm0 aoent for women. |

By the early seventles the issue of gender- role stereotypmo in the mass media
_became a central research questron Throughout the 1970's, the general findings suggest
that, whether vrsual or wrltten the | images of women in the mass media generally and
women's maéazmes in particular, are "negative," "lnmted someWhat "distorted" and
reinforce tradltronal norms aind values. relatm<y to women's role in socrety (Courtney &
Lockeretz 1971; Franzwa 1975, Tuchman, 1978 Waoner & Banos 1973 and Weybell

1977),

Others argue that the portrayals of women in women's maoazmes are catchmg up

" to the changrnn roles of women For example Tuchman (1979) states that the i 1mage of
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women in women's magaiin_es is somewhat more‘ responsive to changes in society than
images presented on television even‘though ‘the range of portrayal is limited. In her study
of how women are teﬂec’ted in Canadian magazines, Wilson (1981) also fmde that
magazines reinforce aspects of both stability and change of the societal norms for \yomen.( i

For example, Wilson finds that the employment rates of magazine heroines increased, as

' .did the employment rate for Canadian women, but not to the same extent

AlthouOh some researchers report "improvements" in the ways that women have

" been depicted over the years, researchers of early studies mainly argued that such changes

in women's magazines did not reflect the considerable sdcial changes and that mass media
perpetuated out- of date oender stereotypes (Bartos 1982). As the above studies indicate
traditionally mass media reseaicheis are interested in detectinﬂ how accurately women are

reflected in mass media.x Typical assumptions in early mass media studies can be found in

the conclusion of a study by Newark (1977) who states that "it would beedesirable for all

maoazmes to strive for an accurate and more balanced presentation of today s woman"

(82)

In his landmark w0ik Erving Goffman (1979) introduces a unique way of

: examinmg the visual i imaﬂery of gender in advertisements in 0eneral periodicals. He

explores how phySical positioning and bodily poses of models act as cues for the

transmission of gender stereotypes. He uses the parent/child relationship as an analogy for
explaining the representation of gender in ads. According to Goffman, it is often the case®

that men are shown in the role of the parent and women are shown in the role of the child,

For example women are often pOitrayed piopomomlly much smaller than men, they are

.Situated lower than men, and tend to look vulnerable and i in heed of protection by the men

who are- likely to be Situated ina dominant posmon As ieadeis we take this i imagery for

granted because it Iool\s natuial to us. He argues that this’ tendency s because the

) depiction of gender in ads S the representation of "gender display "Gender display" s

understood:a.s a commonsenSicaI'portrayal of culturally and s_oc1ally established gender |
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relations. In this sense, Goffiman suggests that gender displays in ads can be interpreted as -

rituals which shape people's perspectives and provide them with shared cultural meanings.

‘Although he argues that "gender displays" tend to be "hyper-ritualizations" because of

their emphasis on certain subtle gestures and body pesitiohing as signs of femininity and

- masculinity, the basic premise is that gender displays in ads reflect everyday interactions in

society.

More recent research on women's magazines has shifted from the previous "mere

 reflection” assumption and has paid.more attention to the ideological_ construction of

"social fealit_y" thét women's magazines try to convey to their readers: Nett (1991)
investiga‘tes the visual as well as the written repfesentation of middle-aged women in a ,
Canadian women's magazine. She f.'m'ds that middle-age women are not shown iﬁ the
covers nor in the fashien and beauty sections, they are underrepresented in advertisements,
and overrepresented in ﬁetioﬁ;i She argues that the way ihk which middle-aged women are_i _‘
positioned in these magazines feﬂects an ideologieal construction of an ic;l.eal femininity
which emphasizes youth and beauty.

As inanymo’re women entered the labor market, 111égazines_ started to introduce
the lifestyle of "newWomen"_gaining .econom:ic‘independe.r‘lce through t_heif Work outsid.e
the home. A number ofresearcher-s pay attention tofhis new peftl‘ayal of women. For
example, Glazer (1980) examinesytbhe representation of emplpyed woimen in Working
Woman. She finds that women are depicted as-either "sociologicel males"' or as

1

"superwomen" in the work place. At the same time, working women are portrayed as also

‘having domestic responsibilities or as somebody:that had to give up the possibilities for

marriage and/or motherhood because of their career. Rather than suggesting that "the

double day" issues facing women is socially created, Working Woman presents it as an

individual woman's problem. In turn, women are shown fo solve their problems by hiring
domestic help or through other personal means. In this way, the women's magazines offer

little or no challenge to the existing social relations in either the public or private sphere.
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In her ahélysis of seven womeﬁ"s magaﬁnés from 1975 to 1982, Henry (19'8‘4)
argues that the charges against women's pmgazines for 'perpetuating .the myth of the
superwoman are only partiglly supported. Many prob‘lems of combining job and family
have been recognized, although nearly- one-thirﬁ of the 64 articlles lin her sample show
working' women's "double day" and few articles actually offered solutions or realistic
.alternatlves for these situations. Not many chanoes are found over the e10ht year perlod

Viewing women's magazines as moral guides, Keller (1992) conducts.a qualitative
analysis of the development of ideologies for the chaﬁ§ing middle class. She argues that
women’s“'magazines 'have pléyed a part.in thej'ustiﬁeavtion of emerging "new woxnep's-"
lifestyles, as well as in defending traditiohal ones, beeause these magazines are read by
both. workm<y women and housewnves "The maﬂazmes have attempted to justify both

‘_ leestyles and offer nosolutions for the issues of eombmmg3 “work and famlly Keller shows
how magazines ideologically construct a."social reality” for woman readers and transmit it

...as a social norm by not showing alternative ways of dealing with problems (such as asking

 husbands to share the housework or cfi.ticizing the patriarchal social'St_fucture which give
women a double burden). |

| Using content anal.ysis, Rumnero and Weston (1985) explore how establlshed“

magazinep and "new;' magazines differed in their socnahzatlon messages about work
options for women during the 1970's. Their analysi_s_reveals that some changes are
evident in both types of maoazines but that l-ﬂOI'e chahﬂes are apparent in the new
magazines: The workmo women proﬁled in establlshed maoazmes are less llkely to
percelve themselves as having respon51b1hty and power or influence than those in the new
magazines. Whereas working women proﬂled th new magazines occupy nontraditional-

© jobs, they have}full-‘timejobs and more often careers. . They have more vresponsibilities and

poWer, such as supervising subordinates, having control over their work, and influencing

other people's decision-nﬁaking. Moreover, the core of the socializatien messages In' new

women's magazines' is that working for pay is integral to a woman's self-esteem.
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Supplementing purely quarrtitativeA methods, thematic analysis utilizes quasi-

qualitative aspects in content analysis. Geise (1979) compares the themés in nonfiction

articles in two wornen's. inagazi'nes between '1‘9‘49 and 1984, Ladies Home Journal and

Redbook. She analyzes 136 different value statements and classifies them into 12 issues.

“'(e.g., "Women's Goals and Interests," "Sex Roles in Marriage‘?‘","Marriage & Career,"

.."Female Role Models"). She finds that love, marriage, and family are the overriding

themes of f_‘emale goals in the early period, and the idea that a career could beequal’ly

important is supported more in the later period. Moreover, traditional sex roles are no

longer considered to be the best in both magazines in the later period

Fox (1990) conducts a thematic analy51s of the ads for household appliances

., appearmg in the Ladies Home /ou/na/ between 1909 and 1980 By exammmg household

* technology in advertising in the women's imagazine, she mvestlgateshowthe magazine

produced a speciﬁc ideology for American housewives: She delineates 15 types of

+ messages in advertisements for household products that appealed to housewives and

shows how ideology regarding domestic work has changed over several decades. She

finds that themes such as "women's role as household 'worker" and "housework as service.

to the family" frequently appeared.over the time. Moreover, she argues that by addressing
* the housewife as a consurner andafﬂ'rminw hOusékeepinu as work, advertisers also shape a |
: tradrtronal ldeology about Oender 1dent1ty and encourage women's dedlcatlon to domestxc

: ‘llfe She concludes that advel‘nsements conﬁne women to unpald and low pard work.

Another thematic analysrs that compares ads for Amerlcan and Brrtlsh women S
magazines is conducted by Monk Turner (1990) Advertlsements in G/amom

Cosmopolitan, Op//ons and Women's' Jow /m/ are cateoonzed by seven themes Beauty,

- Efficiency, New and Better Tradrtlonal Womens Role Taste and Mlscellaneous She ,

ffmds that the dtfferent hfestyles oftaroeted young workmo women m these countrles are

reﬂected in the dtfferent themes Wthh appeared most ﬂequently in them In the Unlted

States, magazines readers are assumed to be independent workmo ‘women havrng
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economic resonce's to‘buy fashione.l‘ble thincrs. In Britain, since the inéjo}ity of rea'de'rs‘ dre
assumed to hve with their famlhes 1ds are geared to household products and food
indicating that taking care of family member is central to the hves of the majority of
women readers ofBrmsh magazines. )
) Exdmining-selected advertisements from more than 2000 copies of the popu'lar 4

press from 1.90‘0 t-o the present, Dispenza (1975) described the cultiral standards of |
femininity for American women.. By identifying culturai_assulnptions_ about men. and
women in advertisements, hev anelyzed the cultural conditio.ning of g'ender roles and
advertlsements mﬂuence on attltudes toward women Inorder to detect images :
predommantly remforced by ads, he conducted a thematxc analysxs of the ads He came up
with several themes facial beauty, women's roles in the household, romance and courtship
through enoagement marriage, motherhood fashlon and wemht reductlon

In her book, F orever Feminine: Women's Maga ines and-the C ult of Fe em/nlnlly

Ferguson (1983) conducts an historical analysus ofthe themes of amcles in three major

Enghsh women's magazmes between the 1950's and 1980's. The unlquenessl ofFerguson's

. argument is that she considers women's magazines to be a social institution that serves to.

perpetuate a cult of femininity. Regarding editors as high priestesses and ‘agenda-setters,
and:the women readers as followers who engage in required rituals, she views femininity -
as a cult:

This cult is manifested both as a social group to which all those born female can belong,
and as a set of practices and belicfs: rites and rituals, sacrifices and ceremonies, whose
periodic performance reaffirms a’ cominon femininity and-shared group membership. In
promoting a cult of fcmlmml\ these journals are not merely reflecting the female role in’

* society; they are also supplying one source of definitions of, and socialization into, that
role. (Ferguson 1983:185) '

'

By drawing upon a combination of various sources and methods, such as

- qualitative and quantitative content analyses, interviews, -observations, documentation,

 statistical data and her prior experiences as a journalist for women's magazines, Ferguson

identifies the pattern of messages that women's magazines are sending to readers over
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time. Ferguson finds that the most repeated messages in the sampled British ‘women's

magaZines from 1949 to 1974 are "Love and marriage", with "Self—Help" the sec.ond-r'no'st

‘repeated message.

Ferguson first explores the social,ecc_)nomic. and demegraphic changes in England
between 1970 to 198(»)‘as wel_i as women's changing attitudes towards themselves. Sﬁe
notes that "self-help: (‘j\./erc'omi.ng misfortune” became the most frequent dominantAth‘el‘ne
for the "new" vlzomeﬁ. ',Tlogether with "self-help: achieving perfection”, these two themes

make up almost half of the dominant iheines‘ She argues that these values, which

emphasize self- determmatlon are related to Calvm1sm and Puritanism, as well as Vlctorlan

“individualism. "Romantlc love," Wthh accounted for 59% of dommant themes in the

1960s, accounted for only 12% in the 1980s. However, "romantic love" 1s‘st|ll dommant '
in sub-themes (second-order messages) and is still considered an important aspect ofthe

cult of femininity. Thus Ferguson argues that thlSjUXtapOSItlon oftwo messages that is,

‘ self-help and "romantic love mdlcates the dualistic and contradlctory nature of

femininity. Women have to be autonomous and happy»as md1v1duals, yet this happiness is
not possible without a romantic love partner.

Ferguson concludes that women's magazines offer women a cheap and accessible

~ source of positive evaluation as'well as practical directions to-fulfill their potential as

~ members of the cult of femininity. In particular, the editors try‘to promote a female -

"social reality," that is, a world of women where a set of shared meanings and social bonds
among females are presented. The contradictory messages of self-help and romance mean

that women must learn to be successtully feminine in order to.be able to catch suitable_

‘men.

Replicating Ferguson's work on the thematic analysis of British magazines, Peirce

(1985) conducts a historical comparison of the themes found in Cosmopolitan U.S.A.

between the years:1965 to 1985 Claiming that Cosmopolitan is "a representative of one’

of the most significant yet least studied American social institutions" (2), she examines
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how Cosmopo/itqn ‘pres_ents the cultural processes which 'deﬁﬁe the position of wdmen in
society. She argues that C,'o.w}op()//'/an .car) be distinguished from oth.er, women'é
magazines in that it promotes "entrepreneuriai femininity". "Entrepreheufial femininity" is
a developed skill which enables a woman to get and do what she wants. In this sense

Peirce calls Cocmopoh/an a "woman's owner's manual, the magazme that instructs' the

reader i in how to make it in a man's world." (5)
| Peirce discusses the partlcular world view that Cosmopolitan projects er woman -
rqeaders, as well as its changes 6V€l' time. She found that despite the social chaﬁgés that -
© took piace during the 1960's and 1970s, Cosmopolitan continued to-reinforcé traditic;ﬁal
role expectations in.most aspects of women's lives, r'ight"up until t'he present.
C0§z110polilan does not demand any great changes in American men or in American
society, but sim‘p]y asks women to ma.ke more effort to achieve their goals.

Cosmopolitan does éffer an inexpensive and accessible source of copihg strat,egi'es ‘
for women to make decisions in their lives. Women are asked to be self-assured
independent, beautiful and have successful careers and deswable women wnthout changmg
thelr tradmonal femmme roles.. Although the overt emphasis, over the past few decades,
chaqged from "Getting Men" to "Achieving Perfection through Self-Help," covertly -
women are still beingvasked to pursue "desirable nnexi" ‘The goal that Cosmopolitan
presents to fead{ars still remains the same; that is, to preserve tradition.al sexual roles. -

In‘general, "traditional" research in 1Ana‘sqs media_ studies has tended to focus on the
depiction of women at a manifest level: that is, the roles and images that are |
communicated by magazines and debates concern whether these "accuqatély" reflect soqialv
reality. The mass 1ﬁedia parad.igm prefers duantitatiye methods to measure and Vefi'fy
patterns of images of women. However, visual images such as advertisements often
contain m_ulti-layeréd and 11in‘-monolitlj‘ic structurevs ofmbeaning which readers are

P ' expécted to decode. Moreover, assuming that readers passively accept only manifest



‘ rneanings and images ofte;(t ‘mass media studies neglect-audience involvement in
producing their own meanings. |
Another problem of this perspectlve i1s that 1t confuses or fails to drstmgwsh

between the representatlon of women and women who actually exist in society. In other -
‘words there has not been a clear recoomtxon of the notron that the 1mages do-not merely
reflect reahty but are ldeologlcally constructed This issue of the representatlon of women

in mass medra research has undergone severe criticism. Walters (1992: 63) argues that
| "the 1 1mage pe_rspectrve, the dominant analysis ofvwomen s magazines in mass media
studies, assumes that "meaning is perceived as. readily apparent and judged.in terms of its

_sexist, or non-sexist, content and characterization." Thus, the mass media perspective is

both "limited politically by its liberal assumptions, and intellectually by its reflection model

of cultural production and consumption” (63)
Srmllarly, Janus (1977) and Steeves (1987) argue that the hberal feminist focus
| represented by the assumptions or quantntatlve analyses of sex roles nalvely supports the
notion that more women, and especrally more non- tradmonal women, in the media w1ll
bring about 0ender equahty The problem is that this strategy does not challenge the
existing soc1a1 and economic structure. The ways the media remforce ideologies about the
~ family, class, race, capltahsm, and the oppression of women should also be examined. In
ord,er to detect how the system of mass media and the creation of femininity works, we
should not be focusing only on,the images of women but we should al.so vieu‘v women as
signifiers in an ideological discouree (Betterton, 1987). Thus, analyses that etaborate
theoretically the meaning of stereotypical bortrayals‘ of v‘vomen‘ ére needed. Content
analysrs by itself does not account for the ideology of women‘s secondetry status in society.
‘Women 's Magazmes in Cultuml Studies |
The paradigm of cultural studies emerged as an attempt to overcome the
wedknesses inherent in mass media studies. Although different theorists tend to focus on

particular areas of the popular cultural landscape, one of the characteristics of cultural



'studres 1s recognition ofthe pohtncal and 1deologlcal functrons of popular culture. . ..
Pomtmg out this tendency of the cultural studres paradmm Carey (1989) states that |
British Cultural Studres cou]d be described just as easrly and perhaps more accurately as
1deolog1ca1 studres " (97) -

_ The cultural studles 'paradigm sees cultural texts as’presentino particuiar images .of
‘the world and as attemptmo to win. readers consensual views of the world | o
‘ Moreover the cultural studies paradrom assumes that cultural obJects such as the i 1mages
‘ \ofwomen and cultural messages in women's. mauazmes have multiple meanings and that
there is room for the readers to actlvely mterpret the meanmé,s of these images and
5 messages AccordmOIy rese"uch methods in thrs paradrom tend to be qualltatrve in order ,
to have a close analysis of texts and audlences

Takm0 the srmllar view of the ldeolomcal functlon oftexts as well s audiences' |
active roles,rn popular culture, McRobble (»1 992) examines the 1deology of adolescent
femininity in her study of the teen-age girlo's. magazine Jackie. Rejecting the view ofll'na'sjs :
rnedia'as worthless and of readers as rttarti];tilated she considers that pop#culture and pop
- music are meanlng,fu] actlvrtles She ar Oues that the teen- age girls Who read Jackie are not
vcultura] dopes ofthe text but are actlvely mvolved in using the magazmes as social and
cultural resources. She regards Jac/ue as "a'system of messages, a signifying system and a
bearer ofa certain ideology,.an 1deolouy wlnch deals wrth the construction of teen-age -
femmmrty (8 1-82). Because of the maoazme s emphasis on the 'codes of fashlon and
beauty, personal hfe pop music, and romance MacRobble argues that Jackie sets up the ‘
primary focus. ofthe world of teen-age 0nls and deﬁnes femmlmty for them. MacRobble '
alr_soclannsthat under,standmg ‘medla rnessages as structured wholes and combinations of
~ structures” should be gtvén more signiﬂcanc‘e than their lnere nurnerative existence (9‘1).‘ |
Thus instead of using content analysrs which i is only concer ned with the numerical

“appearance of the content, she employs the "approaches associated with semidlo the
Pp pioy Pl ( gy,

science of signs"(91) to analyze Jackie. In ‘this‘ way McRobbie draws attention to how
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,cultural hegemony 1s operated in the sphere of prrvate and personal l1fe It is at the
cultural level that magazines hke /acA/e become a site of struogle as grrls are subjected to
“an explicit attempt to win consent ofthe dominant order (87), through categories such as
' femmmlty . o SR - T o
‘. ~ Janice W1nsh1p (1986) qual1tat1vely examines the content ofBr1t1sh women's”
‘ magazmes in her book Inside Women s Magazmes She aroues that these magazines :are
not merely entertainment but also’ serve as a survrval 0u1de for women ltv1ng in a

patrlarchal culture Wmshlp argues that thrs functlon can be problemat1c becauise the 1deal
femtnmlty that magazines advise readers to aspne towards IS always constmcted around
mythical women who exist outsrde of powerful socio- cultural structures and constralnts
In this way women's magazmes are snnultaneously actm0 as survival Outdes as well as .
' | ‘shapmg and 11m1t1n0 women s perceptrons of soc1ety |
| M.or'eover; Winship__di'scusses how the ideologi’cal content of.wo‘men's magazines
limits the s‘cope of women's‘pers‘pectives. She argues that wornen's magazines appear
profoundly committed to the "individml solution That is, they present artlcles such as
a tr1umph over, traﬂedy stories‘or personal problem pages whrch htohhght how women
, siould solve thelr own problems mdrvrdually whrle farhng to address the soc1etal and
cultural causes. As she claims, such personal solutrons‘to the problems cannot change
g women's disadvantaoed positiorrinsoci‘ety. |

Paymg attentlon to women's ma(razmes as a producel ofa dtscourse of modern é
womanhood and/or femlmmty Ballaster, Beetham Frazer and Hebron (1991) closely
~ examine women s magazines smce the eluhteenth century inan attempt to understand this
) htstorrcal and 1deolog1cal smmhcance and its socral functron They reject the 1dea that

' 1deolooy acts as a deter mining force that shapes people s bellefs values and actrons into

the form that best serves the mterests of the dominant class ‘Based on 1nterv1ews with

British readers, they argue _that read‘ers are clearly capable of.negotlatingthe complexity of -
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the representations_ and méésages they read, see ?“d hear, and are aware of the normative
and ideological effects efthese magazines; .

By condueting texiuallanalyses of women's inagazines over the decades, Ballaster
et al. demonstrate that especially siiiee 1988 the women's magazines they sampled, have
continuity in their thema'tic emphasis; that is sexuality, domesticity, politics, beautification,

etc. are empha51zed At the same time, they arg,ue that the contradictory nature of

magazines' representations. of mascuhnity and feminmlty has become more noticeable than

ever. It is evident in the messages that, Cosmopolitan, for examp.le,, sends to its readers.
Specifically, Cosmopolitan "constructs women as independent salary-earners wit_h sexual
existence, yet prioritizing the lietei'oeexnal relationship as the determining force in their
"s’ocial existence" (6). Wonien'.svmagaz_ines take advantage of the contradicting nature of
femininity. Because the femininity they por[iay 1S unobtainable, women's niagazines which -

mediate femininity can never fully satisfy readers but keeps them wanting more tips and

_ different models of femininity.

Ballaster et al. conclude that "women's magazine must be understood as a cultural

- form in which, since its inception, definitions and understandings of gender differences

have been negotiated and contesied rather than iaken for granted or imposed"” (1 76). In
this sense, although women's magazines are published for profit, the format does offer
wonien a privileged space within which they csin search for their female self.

‘In Decoding W(_)me/-zﬂS' Mdgazinés, M,eC-racken (1993) pays: clese attentionto -

women's magazines' visual and verbal systems. ‘Noting that women's magazines "exert a

R cultural leadership to shape-consensus in which highly pleasuiable codes work to

naturahze somal relations of powei "(3), she uses semiotics to analyze how advertisements

and article contet present a cultmal heﬂemony over the constructlon of femininity.

McCracken claims that the editorial material in women's magazmes‘ 1s; part of a cultural

continuum which includes the advertising texts, a continuum based on the financial

necessity of magazine enterprises.. The cover picture, overt (pure) advertisements,
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1 ‘advertorrals (edltonal lookmﬂ advertlsements) as well as edrtorlal features are all
structurally mterconnected and channel women's desrres into consumerisin as a temporary
-: ‘resolut1on of their problems and: pleasure She concludes pessnnlstlcally that even if
N readers could develop an oppositional nnterpretatlon and a neootrated meamng of the text |
o Wthh res1sts representatlons m magazmes the neg,otlated meamnt7 is stlll unl1kely to brmg
:about radical chanoes in the structure of caprtalrst somety
As mentioned above, a characteristic of cultural studies ls its rejection ofa_ |
positivistic a_bproach. :Particula'rly for visual analysis; semiotics is often emhloyed asa
‘"system of si(rniﬁcation" Semiotic methods are usually used in order to disclose the
" relatlons among the parts ofmessaues of communlcatlon systems Those who apply
semiotics assert that 1t is only throucrh the interaction of component parts that meamng is
: r,‘-formed" (Lelss et al 19806: 198). Thus semiotics is consrdered useful to'understand
multiple,_not fixed nor _readily: ap_pérent, meanings of cultural objects, especially v_isual
‘ iln'ages such as advertisements and _movies. As a result, rnany critics of ad?ertisements use
'. this method (see Dyer, 1982: Goldman, 1992; Leiss et al., 1986 and Willamson, 1978).
| “While semiotics is insigh_tful and imaginative in its conceptual fralhework, its
applications to speciﬁc' cases tends to lapse into vague generalities. Due‘to the close
analysis of cultural objects a'nd representations, seiniotics has been‘c‘ritic‘i:z?ed for failing to
“adequately include social and hrstorlcal contexts (Walter ]992) or the hohstlc picture ofa
cultural object. Moreover as Leiss et al. (19806) arvue semlology cannot be apphed to
the same extent to any kind of advertisement, lnstead of randomly choosrng the
' adverti_selnents, semioticians carefully s.elect specific advertisements and then apply
semiology to illustrate structural relationships. Because of the danger of self-confirming
results conclusrons are only applicable to the par“uculal ad and cannot necessanly be
’ ‘generahzed to the entire range of advertisements. The close exammatton of small samples. 'l

does not lend itsélf to an overall sense of the constructed meanings.




24

Moreovel cultural studles are derived from European cultural and somal
theorettcal developments Thete has not yet been any analyses of comparative or non--
western cultural objects. For this reason the question remalns whether the paradigm of
- cultural studies might be applicable only to the Euro-American socio-cultural context (see
‘McGuig-a,n; 1992). |
Cross-Cultural Coml);n'i50|1s of'Women's Magaz‘ines

Becanse ef the comparative nature of the cnrrent study, it 1s necessary to identify a
generalized cultural pettern of femininity within each culture by quantitatiyely examining a
large number of messages. A reliance solely on ‘quatitative and semiotics approaches will
© not provide adequate information. Nonethe_l_ess, the presupposition of cultural studies,
that is, the ideologicel construction of popular culture and meaning, is a‘great benefit in
directing research and contextualizing data in a cross-cultural manner. Thus methods
- which utilize both quantitative and qualitative approaches should be (teveloped.

One of the advantages of conducting xesealch on materlal such as magazmes is
that it is possible to compare the content hlstorlcally and culturally By using content
analysis, one can see the extent to which certain aspects of the content have changed or
remained unchanﬂed OVer time or across CLlltUleS As previously mentioned, content
’analy51s frequently has been used for historical compansons However thus far there
have been very few cross-cultural comparisons of women's magazines.
One exception is a study conducted by Flora (1979). Based on her belief that
many general assumptions abotnt women are based on examinations of North American
| culture and middle-class Wolnen, she co.mpares the fiction of middle-class and working
cvlass women's lstagaZines in the United States gm(t tn-Latin America. She finds m_ote
-pronounced cress—CthtUI‘al -diﬁ‘erences than class differences in female dependence.
~ Middle-class stories portrayed more female 'dependency than did working-class stories. In
particular, American:Wo_rking-class_ﬁction is the leést,likely to ‘.stress the non-traditional

image of passive womanhood. However, in most of the sampled articles men exercised



authority whereas very few women are presented as acting in the public realm. Flora
concludes that the presentation of female‘passivity IS found in both'societies and across
social class, although the degree of the passivity varied across culture and class. |
Comparmg women's magazines from three different countries (MeXico Japan and
United States), Inoue (1989) conducts quantitative content analyses of both
adyertisements and article c’ontents. She finds that Japanese women's magazines carry
more a'dvertisements_‘and advertorials than articles, whereas American women's m_a_gaiines
have a lot of advertisements and articles but not as many advertorials. In Mexico,
women's magazines do not have as many advertisements, but the advertisements they
carry are likely to'be from multinational corporations selling Western products. Inoue
does not conduct sy_stematic quantitative or qualitative analyses on the themes of
advertisements; but through impressionistic visual techniques she finds clear differences
among these three countries With respect to models Japanese female models tend to

. v

coquettish and "harmless". In contrast, American and Mex1can _

look ' cute " "childlike

models emphasized their "sexiness", maturity", ”strenoth"'and "seductiveness" whereas
males are portrayed as "father figures" or "aggressive guys" who are often holding women
from behind or in h‘ont. In the sampled /-\merican magazines 95% ofmodels shown in
advertisements for cosmetics are Caucasian, which is an overrepresentation of their actual |
demographic ratio. In Mexican and Japanese women's magazines the majority of models
~ are Caucasian and/or Caucasian looking women (those who have lighter sl<in texture). In
general Inoue fmds that these women S magazmes ﬁom the three countries emphasme

youth" ‘and whiteness as the standards of beauty |

With respect.to the content of articles, the most'frequent topics in women's

- magazines in the three countries are about "Fashion & Beauty". Japanese magazines in
general spent more pages on fashion whereas American and Mexican magazines have

more beauty paoes Inoue (1 989) also finds that Japanese women's magazines focus on

the topic of "Romance & Marriage" more than the others and that themes of "how to
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catch guys" are especrally noticeable in Japanese maUaZines for sm<71e women. In Japan
the magazmes have a very distinctive readership such as married v women or young smgle ,
women. ‘Thus dependino on the readership, the themes of articles tend to be different
“ from one another whereas this is not always the case for American women's magazmes
'In contrast "Career & Work” and "Sexuality“ ielated amcles are hardly mentioned in any
- of the three countries, especrally when compared to the 1970's. Asrde from a few
magazmes "Soc1alessues especrally politics economics and society" related articles are
E vrrtually absent in all three countiies Inoue concludes that over the years women's
: maoazmes transmit unchanmno ﬂender roles to.readers and that there are not many
differences in the content among these three cultures. Moreover, women's magazines
serve'ias a means of "cultural imperiaii_sm" for non-Caucasian people.

‘However these cross-cultural studies did not provide sufficient interpretations for
their data within_historical,A cultural and social contexts. Overall, she ends up providing'a
inere nuinerical description of aspects of women's magazines. Thus,.specia] attention
should be paid to include the socio-cultural context when data are interpreted, as well as
' ide0100ica1 constructions of"reality" that each magazine tries to convey.

| In studymg Japanese women's magazmes the issue of the prevalence of Caucasian
models in advertisements s veiy important with respect to the construction ofJapanese
national-cultural identity. Observing advertisements in a few mainstream _Japanese
women's magazines since, the 1950's, Ochiai tl990) finds that around the 1960's the
American standard of beauty began to appear in Japanese women's magazines. This
'frequency suggests that American economic and political power also brought the image of
"sexy women" to Japan and mﬂuenced the construction ofJapanese femmimty Ochiai
finds that Ca_ucas‘ia_n models looked more overtly erotic" wntlh_their mouth half open,
. whereas Japanese inodels tended to have biglcheerful siniles with their teeth showing.
Although the dichoton_iy of this erotic-’beauty'of C'aucasian' wOInen and the healthy-

‘looking beauty of Japanese women had existed in magazines during the 1940's, these
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; images -left a tremendous impact on Japanese women's-formation of sexuality in the post-'

R {
- war era. Durmo the 1970's there was a heavy exposure to Caucasran models as well as

Japanese women trymg to become more like Caucasnan women by exposing their. body
and’ wearmg heavy makeup However by the late 70' s and early 80's a shlﬂ away from -
‘ Caucasmn models became ev1dent AlthouOh Cauca51an models are still present more and
'more Japanese lookmg models (both Japanese and half Japanese) started appearlng The
presence of Japanese female models suggests. that Japanese femininity finally reached the
1mage of' Japanese ‘woman. Ochiai concludes that the changm0 image ofJapanese
~ women has been oreatly 1nﬂuenced by the shift of Japan $'economic power Wthh brought
conﬁdence in establlshmo natlonal gender ldentlty
Corrclusnort

Althowh mass medla studles tend to- srmpllfy the structure ofthe system of
cultural products it is also true that they are useful in developmo an understanding of the

kinds of social values nnorms and expectatlons communrcated by these maoazmes

' *‘.'Speakmg about mass media in Oeneral Tuchman (1978) argues that the very under -

representatton of women mcludmo then stereotyprcal portrayal, may symbohcally capture
thelr lower power position in Amerlcan society or then symbollc annlhtlatlon " She
‘suggests that it is also useful to discuss the medla and medla content as myths rather
than " nnaoes. Consrdermo women In magazines as myth is to mvesttgate the ideological
construct1on of such myth- mal\m(r Itisa way. of seeing the ‘world that Is constructed-by
partlcular 1deology thtouOh mass media, instead of thinking ofmass medla as a mere
b‘_r,eﬂection of social reality. | |

Such an attempt to reveal the mytlncal or 1deolomcal constructton of women has
'been 1ncorporated by qualltatrve content 1naly51s as well as thematic analysis mentioned
above (e.o, Dispenza 1975; Fox l9_90' Glazer 1980; Wilson I98l). Meanwhile,
hlstortcal compartsons of women S maﬂazmes clearly show chanomo social | norms values

and attltudes towards women in women's marrazmes in response to w1der somal changes =
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(see Fer’gusdn: ]983I, Gei‘se 11991_).:.By placing - the data in hi‘stor.ical and social contexts,
these studies have deepened our under standm(y of the "ways of seemO" that are provided
by the mass media.’

Previous research on wdmen's magaztnes has shown that the representation of -
women in magazines does not passively mirror soc1al norms and values, but actively
'constructs and reconstructs ' 'reality" and transmrts heoemomc ideology. At the same tlme
advertisements and women's magazines must be sensmve to changes in societal attitudes
and perceptlons in order to capture the current values and norms of their targeted s
consumers/readers. Because ofthen nature, these medla might reinforce or redirect somal
changes in.order to sell their products; Thus, women's magazmes provide an important
means for depicting sd‘cially—constructed cultural models of women. The analysis should
focus on the kinds ofideoloi‘fical social realit'y that are mediated in the women's
magazines, as well as why one partlculal VelSlOH of the ' lde'll female 1s presented over
| another In thls sense, | believe that it is useful to conduct a cross- cultural content | K
analysis. By reVeahng a certain cultural pattern, one can gain a perspective towards

cultural models as ideological and arbitrary constructions, just as historical comparisons of

femininity make it easier to demystify-the image of women.
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CHAPTER THREE
METHODOLOGY

 Definition of Content Analysis

In thlS chapter, the methods and procedure ofthe current study are discussed.

Content analysis is selected as the method for the present study. This method uses a set of |

procedures to make valid inferences from text: (Weber 1991 9) However expressmo a

5

more detailed: defmition of content analysrs IS difficult because diverse définitions have
existed since the 1950's, ranging from strictly quantitative approaches to quali_tatively-
oriented analyses. One of the earlier. content analysts, Berelson (1952), defines this

method as "a research for the objective, systematic and quantitative description of the

* manifest content of communication" (cited by Ball & Sinitli, 1990: 20). This definition is

expanded collaboratively by Stone et al. (1966) and Holsti (l969)' who describe the
content analysis as a technique to makle inferences by objectively and systematically
identifying specified cltai‘acte'r'istiCS'of messages.

Holsti (1969: 1) argues that‘content analysis ‘should employ l)oth qualitative and

quantltative methods to supplement each other so that 1nvesti<rators can gain more insight

into the meaning of the data. Moreovei unlil\e Berelson he supports analyzmg both’

" manifest (utterly and explrcrtly expressed) and latent (unintentionally and unconsciously .

expressed) content. He argues that at the stage where researchers interpret data, one

v : N - : : . ) ) . ' ' . . ...\ ) - .-
should analyze the messages at the latent level by using one's imagination and intuition to
draw meaningful conclusions.

Krippendorff( 1980: 21) states that "content analysis is a research technique for

- making replicable and valid inferences from data to their context." His.emphasis on the

relationship between context of data in texts and their cultural and social contexts is
crucial and implies that content analysis needs to be conducted not only at the manifest

level but also at the interpretative latent level. Thus, he suggests that "content analysis

".could be characterized as a method of inquiry into symbolic meaning of messages" (22). .




To be more sp‘eciﬂc‘, qualitative content analysis is concerned with content. asa
mediator or reflection of less manifest more latent cultural phenomena Thus qualitative
content analy51s allows the mvestioator to examine more complex themes which are not
easily categorized or quantiﬁed. Kracauer (1952) defines qualitative content analysis as“
"the selection and rational organization of such categories as condense the substantive
meanings _ofthe given text,‘With a-view to testing pertinent assumptions and hypotheses.
These categories may or may not invite frequency counts” (cited by Ball and Smith, 1992:
29). He argues that the use of primary established categories for manifest content may not
necessarily be adeciuate or appropriate for shedding light on nuances which could have
significant meaning. - In contiast qualit”ltive content analy51s can picl\ up such subtle
nuances (Ball and Smith, 1992)

. Given the diversity ofthe deﬁnitions of content analysis; ‘many contemporary
content analysts simply insist on the requirements of objectivity and prefe’r' to treat the

issue of manifest or latent content case by case; insisting on the need for replicability. The .

text classification should be done systematically and consistently so that it brings

"objectivity" and high intercoder reliability: _Content classtfication should produce the
same resnlts when the same text is coded by more than one coder.

At the same time, it can be argued that it i1s impossible to conduct completely
"'obj'eCtive" research. All research is conducted with some_kind‘oftheoretical purpose in -
mind, for without theoretical insight; there would be no data interpretation or agenda-
setting Theoretical viewpoints and research design hypotheses are all based on the

ldeolooical perspectives of researchers, and thus can never be completely objective. ‘

They all influence the results of content analysis to a certain degree. .

Advantages of Content Analysis
One of the major advantages of content analysis is-that it can provide an "objective.

analysis" of the data, because the rules of counting are transparent, although the term

"objective" in this context may mean nothing more than "satisfactory intercoder



© 31

reliability". Researchers can determine whether there is an a(;ceptable lngl of agreerﬁent
among different énalysts regarding how to interprei certain samples of text by using
reliability checks. This means that mdependent codexs who analyze data should each come
up with the same descrlptlve classification, w1thm ari allowable range of error. Thls
method allows researchers to treat qqahtatlve data (such as 1mages) in quantltatlve terms
(such as frequency aﬁd percentages) and thus helps the researchfranscend mere individual
and impressionistic 'interpretations ( Leiss et all., 1986: 223).

Content analysis is particularly.beneﬁ'cial when the'salﬁples ére large and the
findings are usually expressed in numerical ter‘ms.l This method can h‘ave such a broad and
encompassing sample that it helpé to detect cultural patterns. Many researchers agree that
content analy31s is most useful when the research has a "historic or comparatlve
dimension" (Berger, 1991 94) because |t can reﬂect cultural pattems of oroups
institutions, or.socuetles" (Weber, }990: 9).

Content analysis is also an economicd_method, both in terms of time and money.
The employment of content analysis techniques is an inexpensive way of getting :
information about peop|¢ and c.ulture_s‘ The‘pri,nted materials which are used tend to be
inexpensive and relatively easy fo obtain. This method also allows researchers to' deal with
cufrent subjects since we can analyze the most recent visual texts or printed mat’e’rAials.. '
Reséérchers are thus given a means t‘o study phendrmena such as fads, fashion, and social
movements as they develop. Another strength of content analysis is that it can be an
unobtrusive or non reactive research technique. Sincﬁ the presence of a-researcher is not -
likely to affect what one is studying, compared to other methods, the researcher 1ﬁig_ht not
necessar_ily have to be concerned with the possibility that he or she is changing or {
influencing the results in the résearch process (Berger,_.l 991).

Limitations of Cont.ent Analysis

However useful, the limitations of content analysis deserve comment. The first

problem is the issue of the representativeness of the samples. To get around this problem,
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content analysis shQUId only be used with a large number of samples. However, the issﬁe
of detern;lining suitable sample size and a reas‘onable way of éélllpli,ng them stil] remains. .
Thué, fhe_fationalization ofAthe choicé of samplés must be theOretic'aIly and. eXplicitly
described‘. |
Anpther problem of content analysis is that researchers do nof know how.

_. audiences réSpond to. the materials.” That is, coﬁtent anélysis is a study ofthe mediated
communication and not specifically the behavior offpeopleA Siinilz{rly, it can be arguéd
that the measure of frequenéy does not always determine the s_igniﬂcanc¢ of the me'ssvage's |

- for the audiéncé. "It is not the significance of repetition thaf ivs important but the rep‘etition

of significance" (Summer, 1979: 69, cited by Leiss, Kline, and Jhally, 1986: 223) and

~ content analysis is unable to say anything about the audience's interpretations or the effects
messagé's have onf the audience. AlthoUgh coﬁ_tent analysis canhot tell how audiences
"read" the messages or the preferred meaning, the method is able to indicate what makes
up‘ the -pattél‘n of the messages. - |

Finally, traditional (quantitative) content analysis methods have been accused of
simply providing'a numerical desc.'ri'ption of the manifgst content without offering‘

‘explanations for the id‘eological or latent medﬁirigs'éfthe content (Leiss et al., 1986).

Such an exclusion 6f social and political contexts has been considered-to be a major |
disadvantage for the _advanceme'nt of theory. In 61'de11‘to overcoxﬁe these disadyantageé,‘
content analysis needs to incorporaté more critical énd qualitative approacheé, instead of
seeking to conduct purely descriptive and numerative researc_»h.

Combining Qu‘ant.itative:il.lld'Q_u:llit‘ntivg ‘C'on‘tent AnalySis '

Qualitative insight is especiélly usefu] in conducting crpss-cultural r‘esearch.

'Woodrum (1984: 2) argues that céntent analysis can be a teqhnique for studying culturé
because it focuses on "natural language sets, laden with symbolic meanings" without Being

solely qualitative as in hermeneutics or literary interpretations. Thus in order to study

. culture using content analysis, it is.essential to use qualitative-content analyses which can .
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detect latent cultural nuances and phenoinena such as the meanings of symbols Acustoms
and social norms. For example, given the cultural complex1ty and soc1etal meamngs that
accompany a system ofmarriage a question such as how the system of marriage is
portrayed in women's magazines in Japan and North America may not be fully answered
by merely countmg the number of related articles. Qualitative analyA51s, in contrast, can
provide detailed descriptions and analyses of.the da’ta “If this method, is coupled with
‘quantified data, itcan supplementour comprehension of social relations, as well as more
complex themes such as social norms. In support of this, Weber (1990: 10). claimed that
ithe best content analy51s are those that use both quahtative and quantitative operations on
texts.

In the present study quantltatlve content analysrs methods were used to examine
the frequency of* dommant themes in maﬂazmes by countmg related articles and
advertisements. Qualitative methods were used to prov1de in-depth analyses of selected
samples as examples_ofthe latent cultural messages By situatirig the data in a larger
socio-cultural context, more detailed comparat,iv:e accounts can be gi-ve’n.- Although |
contentanalysis is not able to 'conductas intensive in'vestiuation's of deep and symbolic |
meaning oftexts as semiotic analyses can for the purpose ofthis study systematic
standardlzed observation supplemented by quahtatlve descnption is most appropriate.
Sampling Procedure o

For the samples of Japanese women's magazines, Six issues from each of five
: ‘monthly women's mawazmes More, W//h (,()smop()//lan /apan N/kke/ Wc)man and Say
were selected. Similaily for the North American sample, six issues from each ofﬁve
monthly women magazines, Glamour, Cosmopolitan, New Woman, A'Woi'king Woman and
. Mader’noise//e were collected. In total 60 .magazines (30 magazines for each of th‘e’ I\lorth
American and.Japanese samples) were analyzed - Due to the difficulty of obtaining

Japanese magazines in Canada, the sampled maﬂazmes do not perfectly match in terms of

the perlod of collection Howevei 1 ananoed and matched each magazine from the two




samples in a way that - minimizes potentlal biases. This issue ofthe penod ofthe samples
will be discussed in detail latel n thls SCCt]Oﬂ | |

The content of both'advertisements and articlés appeari.ng in these \af.omen‘s :
magazines is examined. The_ration_ale for choosing .these 10 speclﬁ.c magtwines are as
follows: (1) they are y\"/idely-circulat‘ed comlnercially successful "mainstream” monthly
magazines that are.'easy to obtain in vb’oth societies, (2) they target mostly single and

workmg women between the ages of 18 and 34 (McCracken 1993 and Morohash1 1992)

- (3) they are not specnal interest maoazmes such as fashlon maoazmes or sports magazmes

- but instead contam a general and wide ranne of artlcles and advert1sements and (4) they

have been prev1ously used in the study of women s maﬂazmes

In conduct1n<7 content analyses it is nnpontant to assess the representatlveness of

the samples In addition to satlsfylnn the above four cntena a number of these magazmes
were selected because ofthen dlﬁelent tar (reted 1eade1 slnps among wonkmg women.

Because this study focuses on ldeolomcal messages ofmaoazmes for young, smgle

workmg women, it is nnpoxtant to take mto account what klnd of workln0 women’ each
magazine is targjetmg Dependmu upon who the ' constructed readers" are, for example
career-oriented women or single womén in general, the content of the messages might be

different. Thus samples should include Inagaiines of different kinds of readership in order

" to sample a broad cross-section of representation of women in each cultire.

il}trodllctiOII of the Selected M’agaz'ines »-
(A). Japanese Magazines S _ L S B
1. More S o _' : . Circulation 850,000?
Asa "Quallty Life Maﬂazme" (SIC) /l//ole was flst publlshed in 1977. Smce then
this _magazme has had the highest c1rculano_n ﬁ(gurej_'an_nollg "gelleral" (non-special)

y

woman's inagazines for young single womari in their late twenties. According to the

2Clrculallon 110lucx of ldp(mc\c magazines came lrom Medm nsuac/u katai ogu 1993 (Media chcdrch Cataloo
1993). The North Americuan figures came [rom Ul//ch s, lnrwnal/ona/ Per lod/ca[s Dueclor v 1994/95.

.



Medla Resear ch Ca/a/og in 1993 74 % omee s readershlp consists of single workmg
woman (mainly OLs) in their mid to late ‘[wentles3 Before Cosmopo///an-Japan was
published in 1980, More was partially affiliated with _Cosvnopéolitan-(/ﬁ'A, and advoca't'eel
ideas and keyWords such as ,"New Lifestyle", ”Independence of Wom‘an" arld "Career -
Woman" durmg the late 70's. In the 1990 s, More's edltorlal policy is Stlll "to find a new"
- way ofllfe for women' but most of the content is devoted to beauty and fashion and only
‘occ‘asmnally deals wnth woman-related social issu€s. -
2. With ‘ o Clrculatlon 800,000
First publlshed in 1981 by the nval publlsher of/\//oze Wllh descrlbes itself as a
"Culture Magazine for Yeur Llfe”(SlC)‘.« [t has also been one of the most popular
magazines among young single women. Aceording to Media Research Catalog, in l993
86 % ofthe‘rea(lership of With are single werki"ng wci)‘man (mostly OLs) in their mid-to - |
late twenties. Althodgllsimilarly designed, compared to More, With tends to be more
"1nainstream and traditional in terms of the topics for their arlic'leis. ;
3. Say - , ) Cir.culalion: 590,000
First published in 1983, Say refers to itself as an ”Inforlnatiye Magzlzine for'YolJ to
.Talk and Tl]ink -About“r"_ Say devotes censiderable space for its"'constructed reaclers" to
interact by asking readers to provide solutions and opmlons for othel readers' personal -
problems This magazine is aimed especnally at non-career-oriented OL§ between the ages
of 19 and 27 The content deals with miainly male- female romantic relat10nsh1ps
. marr_iage, fashion and beauty, with almost no references to career development. Say is

one of the most "traditional” magazines for single working woman.

30L (Office Ladies) is a Japanized English term referring to woman who work for a company at the clerical level.
e . L . , po e
* Many of their jobs involves making copies for bosses and niale colleagues and serving tea. An équivalent English
term would be pink color jobs, but in Japan the majority of working woman in white collar organizations are confined

to this level. Usually they do not expect promotions and they are éxpected to quit working atter several years to raise
their families. In this thesis, [ will use the word working woman to refer to both OLs and other professional /career
oriented women, and will usethe terms OL and career/pr ofessional woman w lu,n it is necessary lo mal\L the
distinction. ' :

4 All Japanese -E nglish trdnslallon in tlns thesis 1s mine.

360 % of their readership is in their carly twenties.
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4. Cosmop()lit(m-Jtzpan R o Circulation: 320,000

Cosmopolitan-Japan was first. published in 1980 as the Japanese edition of
Cosmopolitan magazine. Most of the articles in this magazine are provided exclusively for
the Japanese edrtlon but sometnnes Cosmopo///an Japan contams translated articles from

other Covmopo//lan editions from all over the world especrally from the Untied States.

* According to one editor, Cosmopolitan's readers are "the Japanese who donot only live

~ with th’e Japanese mind" but "are eager to know whatis going on in other parts of the

world" (Yamada 1982). Its targeted readers are worklng women in their mid to late

~ twenties who want to have ‘everything (e.g. , success, money, men).

5. Nikkei Woman . | . . Circulation: 240,000

Nikkei Woman was first published in 1988 as Japan's first maﬂazine about women

’and ‘work (the copy on the cover reads ' lnfor mative maoazme for workmo women" )

S1nce it is published: by the Japan Economlc (er\ker) Newspaper Inc., artlcles on money

and investment are also featured. Its targeted readershlp is single and marrred workmg

women who have career aspnatrons and/or are ralsan a famrly The age of its readersh1p
: .ranges from: women n their mid- twentles to late thlrtles

(B) North Amerlcan Magazmes .'

1 C()Sinojmlihm - : - _ Circulation: 3,000,000

After Helen Brown took over the editorship in the ntid-sixties andmodiﬁed the . .

- magazine which had existed since 1901, Cosmopolitain became such a successful magazine

that 19'international editions have been published to date. The readership issinOI'e

working women (between the ages of 18 and )4) who are devoted to lookmo for men,

_being sexually attractive, and becomrno nch and successful (but probably not in seekmg

‘professional careers)
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2. Glamour ’ o A Circulaf-ion': 2,081,212-

First published in 1939, Glamour also changéd its content to fit wifh the
contemporary yopng w40me>n's dendograp'hic ch'aracteristic’@ In 1983, théi publisher (Conde
Nast Publicati_on) announced thabt't‘his mégazine (which was aimeﬂ af working women
between the ages of 18 to 3.4) needéd a more serious image and advocated that Glamour
should also take on social issues in addition to its historiéal emphasis on fashion and |
beauty (McCracken,A 1993: 151). As‘a result Glamour started fo offer articles regarding .
women—relatea soéial' issues (e.g., feminism, abortién, and sexual violence against women . -
etc.), althou’gh‘,‘ career_-relatéd articles are.rarely seen. - |
3 Ma(lemvoiselle‘ R R Circulation 1,219,159

Mademoiselle (first lpublished in 1935) has also changed and updated the editorial
content as women's lives changed in the 1970's and 1980's. Today the majority ofth_e
readership of this mégazine 1S post—édolescent women and working women who are not in
“career or professional fields. A la’rge :'propm_'tion of its pages are devdt’ed:to beauty
(McCracken, 1993: 148). |
‘4._ lNew Woman . - . o | Circulation l',300,0'OO

| - One of the "New Wave" women's magazines, New Woman was first published in
| 1971, and targets a 1'eade1'slnip of working women in general between the ages of 18 and
54. New Woman tends to aim for a safe, middle-of-the-road position as wéll as offering
* both modern and traditional viewpoints in order to attract a wid¢ range of readership
(Mccrack_en, 1993: 218). Every month this magazine offers a broad range of contents
which include career, money, self-discov.velxy, love, sex, health, f'elafionsljips,fashion,
beauty and food.

5. Working W(m_m,n , Circulation: 900,000

SAccording to Inoue (1989), 80% of the readership are working women and 75% of them are college educated
woman. ‘ ‘
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: First published in 1976, Working Woman has been the most successful women's

magaﬁne that is devoted solely.to the.issg‘ie of wmﬁen and work (Mc'Cracker'l,: 1993). This
-magazine ﬁrsf tried to éttract-all working wo’mgﬁ but tﬁen narrowed its focus to
professional and career wio‘m’.en (McCracken, 1993). The targeted readership probably hés
a wider and older range of age than the other fdu'r magazin‘es that were sampied. Working
Womdn is aimed at both married and single working women. ’
‘C»“hoice of Sanipled Magazines

In this analysis of women's ‘nTaQazin_es, I examine and compare cross-cﬁltural )
differences in magazine content. In addition, T am in’teréstéd_iﬁ cross-chupational and
class differénces within each culture. That is, 1 é‘xplore how "careef-oﬁehted working
Woinen’s mégazines " transmit and pro‘.motevdifferent kinds of messages and images vo-f .
‘femininity compaféd to otﬁer women's maga'ziné:‘s The following figure shows the
sampled women's magazines$ based on the relative dégreé'bf career_aspir'ations offheir

constructed readeréhips. '

Table 1: Sampled Magazines According to Readers' Career Orientation

Career-Oriented - Non-Career-Oriented

Japmi © Nikkei Cosfno-];ﬁh More With Say
Woman | _ ' o - '

N- Am_e_rica .- Working New woman  Glamour . Cosmopolitan' - Mademoiselle
Woman | | '

Due to the difficulties of collecting the Japanese Samples in Canada, the period of
sampled magazines could not be completely matched, although comparability was ensured
by pairing suitable magazines. I first paired magazines between countries according to

- targeted readership, popularity and general contents. As Table | shows, five pairs

emerged: Working Woman and Nikkei Woman;, New Woman and Cosmopolitan-Japan;
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G/amom and More; Cosmopo///an and W/Ih and Mademmse//e and Say. Wlthm the two
o magazmes in each pan I trled to mmlmlze e the difference of the selectlon ofthe issues.

Table 2 Paued Maoazmes and Months of Sampled Issues7

‘ 1)W()rkmg Wom(m 8 9 - 10 I 12 T
‘ Nzkket W()man o t 8 9 - ; o 11 120 1
2)New Wol‘na‘n,::" : S , 10 fl"'l 12 o | ‘ 2 3
Cosm()polit(ur.-;]apan: o | 10 T 12 I 2 3
3)Glamour: 9 100 1 12 2
More: =~ 7 BTt S0 a2
- 4)Cosmopolitan: . 0 11 12 l L2 3
 With: ‘ T RS R - R N 3
S)Mademoiselle: 8 “ A 10 11 12 1 2
Say: s 223

: It woulti have been best to obtain issues from ex'actly the s’ame p_eriod,'since the
mismatched isstles introduce potentialA biases. For"e>.<ample, North Ameri’car—t samples have
.two‘more issues ofFebruary' this over-’s’amp]ino of February might cause sorne biases |
towards romantlc relatlonshlp articles smce February is the Valentme Month and it can be
expected that many women's maﬂazmes mmht have more features amcles on romance
However other hohday Ielated issues (such as Chrlstmas and New Years) or specnal B ‘

interest issues (such as June-brides) were matchedL minimizing other biases.

7

Numbers represent months of the vear (e.g., 8.= August).




Coding'l;'r'ocedure for Advertiséments

In the present analysrs advertrsements were mcluded 1fthey showed females and/or :

'males and were at least one full paae and no more than five pages i in lenOth For the sake
of expedlence advertlsements were taken only from a sub sample ofthe larger sample

The sub sample consrsts ofthree monthly issues (October November and December)

from each maoazme (in total 30 1ssues)x

LA thematlc analysrs was conducted to produce a quantltatrve base for the
_ quahtatlve analys1s A theme 1S deflned as a pnmary 1dea or srnOIe unlt of thought (Budd _
et al 1967) and can be cateoonzed numerrcally Specrfrcally, advertlsements were .

. cla531f1ed wrth respect to the recunmo and dommant 1ma0es and themes which explam

g bemo female: and male in each socrety Plctures as well as wrltten parts of advertrsements
‘ were considered. The‘percentane of each theme ‘.was calculated to show how gender-is

'. ,represented in each ma0a21ne At thlS pomt the level of analysis operates at the surface |

ﬁjand mamfest level Attentron was also pald to the use of Caucasian models (hereafter
gm]m9) in Japanese samples as well as the use: of non-Caucasian models m North
Amerrcan‘ samples. ool [

In content analysis, it is important to, be'clear about the operationalization of
‘concepts or subjects under mvestmatron That IS, defrmtrons and the way the concept lS to
“be measured or counted must be descnbed (Berger 1991 77) The followmg are the

cateoorlcal defrnrtrons for the analysis of advertlsements Themes are partially based on
| those used by previous research, especially that o'f Monk-Turner ("l990) and Inoue (1989). .
However, most 'ofthe categories emerged_as I preexamined a smaller sample. All

definitions of the categories are developed by»the author.

8A single exception is Say magazine lm which I was unahle o obtam thc Oclober i 1ssue. I used the ldlllldl’\’ 1ssue
instead. ; . i . oo :
9qum, lilerary mezming "outside people,” relers to foreigners in Japanese. It is often the case that Japanese
advertisements use Caucasian models, but non-Caucasian models aré hardly seen. In this study in order to establish a
. pattern of the difterent function of Tapanese und Caucasian models in Jupangsé advertisement, gaijin refers to only

Caucasian models. The discussion of the use ol gaijin in Japanese advertisement will be concluded in the later
chapters :
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Categories of Themes in Advertisements
(A)Beauty Standards

1. S’exy”’ :

Sexy refers to an emphasis on sexual attraction by overt facnal and body expressmn. :
The definitions of sexy could include words such as provocative, seductive, lustful,
nude, erotic, voluptuous, suggestive, sexually available, actively inviting, etc. For
example, facial expressions such as closed eyes and an unnaturally half-open mouth
erotically indicate sexual invitation. Ads that show female models gazing lustfully
and seductively into the camera are another typical example. Wonien and men may
be shown as engaging in sexy gestures, such as lying down on a bed and reclining.
Pictures that present women who expose full or parts of their bodies (1.e., thigh,
shoulders, legs, breast, etc.) for the purpose of arousing ma]e sexual de51re are also
typical examples of the sexy category.

2. Pretty ‘ :

In the "pretty" category, women promote a sense of beauty and attractiveness but
lesser use of sexual cues and appeal than "sexy" women. Compared to the "sexy"
ads, women's bodies and facial expressions are not used as much for the purpose of
actively sexually arousing the male. Women are typically portrayed with a "natural"
smile. This category includes ads in which women are portrayed as lovely, attractive
and pleasant.

3. Cute/Girlish _ o : v -
In the "cute/girlish" category, women are presented as coquettish, cheerful, friendly,
charming and happy. These ads also present women as playful, innocent, pure and
defenseless. The typical ad shows women engaging in movements that are childlike
(such as jumping around, making funny faces and gesture etc.,)

4. Elegant S ‘ o :

In the "eleoant category, women are set in sophisticated' graceful, and classy
atmospheres.. Women with mature images are typical and famal expressions tend

to be firm and blunt.

(B) Female Roles
5. Female Friendship

The "female friend" category is for ads when e there are only women friends presemed
in a picture. » : '

03¢cause beauty standards such as "sexiness” are always culturally constructed, these definitions can never be
cullur(ll]v neutral. [t 1s possible to argue that sexiness in lapan and North America are dilferent. However, there are

- no indigenous an‘mug words for what [ defined aboveas “séxy." Japuanese use the Japanized-foreign word

"sekushii" to k.\prus an erolic, sexually suggestive manner. Hence, in this context, Japanese "sekushii" and North

_Amencun sexy” mean the-same thing. Thus, [ use "sexy” as defined by North American culture to contrast each of
the themes in the beauty standard category.




6. New Women
In the "new woman" category, women are shown w1th non- tradmonal characteristics,
such as being strong, independent, and confident women or women who try to look
like. men by wearing men's clothes and copying men's behavior.

7. Active Women : :
The "active women" cateoory shows women engaging in somethmo active and
-energetic (such aSJoggmg, dancing, exercising, playing sports).

8. Workmg Women
"Working women" portrays women workmﬂ at |obs out51de of the household

9. Mother/Wife
The "mother/wife" category involving women playmo the.role of mother and/or w1fe
and taking care of men and the family.

(C)Heterosexual Relationships:

10. Marrmge :
The "marriage" category 1ncludes courtship, engagement and ceremony, such as a
_woman wearing a wedding dress or receiving an engagement ring. The portrayal of
husband and wife is also counted as marriage.

11. Romantic Love
Heterosexual couples who are pomayed in romantic rel'monshlps whlch do not
indicate a marriage are included in the "romantic love" category. For example, scenes -
in which women and men are kissing, hugging, and holdmg> one another in romantic
ways were included in this category.

12. Male-FemaIe Friendship - : -
The male-female friendship category contains fnendshlp between a male and a female
or within a mixed sex group. Unlike the "romantic love" category,” in this category ‘
there is no romantic phy51cal touching between men and women.

(D) Masculinity and Male roles

13. Macho Men , :
The "macho man" category refers to traditional masculinity, that is, presenting men as -
rrugged, tough, aggressive, powerful, and authoritarian. Men are portrayed in charge
in the dominant position and 1elat1vely bigger in size than women.




14. Sexy Men o . 1 ' -
In the "sexy men" category, men appear sexually available and are seducing women.
Typical "sexy men" ads expose parts of men's.body (such as the chest and shoulders)
in order to suggest that they are actively inviting women. |

15. Gentle/Nice Men L
The "gentle/nice men" category includes ads with men that are less-macho and less-
- assertive. Men are shown as gentle and harmless, and non-authoritarian. " A typical
portrayal of "nice men" is of men smiling warmly and pleasantly.

16. Cute/Fun;1y Men , : : .
The "cute/funny men" category includes men who appear comical, silly or childlike.

17. Fathe?/Husbdnd -
The "father/husband” category includes men who play the role of husband or father
and are taking care of the house or children.

: Béséd on the above quantitative content énalysis, I further an'alyzed. selected
advertisements from each category of thenies A close analysis of ad'vertise'ménts allows |
one to examine more com;ﬂex phenomené, such as how advertisemems and their products
are used to reinforce the images of d.esired feminini.ty and éertainpultural norms and

~values. In this way, more subtle éhd complex cultural differences in the images of
femininity car;be detected and illuminated.

Reliability Check for Advertisements

A reliability check was conducted for thle analysis of advertiseménts by a bilingual

(Japanese and English) coder. Themes in réndomly sé]ected adverﬁsements (501 each from -
..Japanese and North American samples) were coded independently by a coder and
'coinpared withvthve céding previously done by the author. The results of the inter-réter
reliability vcheck‘was 78% for the ﬁlapanesé sample and 83% for the North American
sample. Both of these results are in the accepted range of\reliability.
| Coding Procedure for. Article Content

In the analysis of the content of articles, the frameworks which Ferguson (1983)

and Peirce (1985) developed to analyze British women's magazines and American
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Cosmopolitan 1nagazine'réspectively were emplo.yed withilnodiﬂcations to fit this study. :
»..The articles sampled include editorial feat‘ures, articies, and regular columns which explain
"being female" and gender roles which are at least one full page.‘ Sections such as fiction
"stories, horoscopes, Questien & Answer, readers' participatiqn pages'(where _readers write

their experiences etc.), and letters to the editors 'were excluded because of possible' |
< -multiple themes per page and, because some of the ananese women's magazines do n_et
- carry such sections. Specialist depamnents such as codkery and decorating, as well as

beauty and fashion, were also excluded hecause ofits less normative conrent. All six

monthly issues from each of the 10 magazines were analyzed.

The content of articles was analyzed by dominant themes and gender roles which

'appear in the sampled mag azmes Followmﬂ the previous htelature on the content

analy51s of women's magazines in North Amenca three dominant toplcs were chosen as

" the frameworl\ for the analyses Love and Marnag,e Self-Help and Improvement and
Work and Family (Fergusen, 1983; Geise, 1979, Inoue, 1986; and Peirce, 1985). Since

these categories have broad definitions, [ set up sub-themes on the basis of a preliminary

examination of a smaller portion of the sample. The article content was then measured

according to the sub-themes in order to assess the frequenc_:y and diversity of topics.

Categories of Themes in Articles

(A)'. Hetero'sexual Romance and M,arringe

1 Fm(lmg and Keeping a Desirable Man to /W(lrry

This category communicates the finding that a man is of primary importance in a
woman'’s life. Typical articles include ones that teach women techniques to catch and keep
desirable men for either romance or marriage, (e.g., how to figure out if he i 13 husband
material?, when a man demdes to many‘? where can we ﬂnd men‘7)

2. Umlersmml /\/Iore about Men :
This theme sends out messages that women should know and be familiar with

~men's opinions of women and ways of thinking, (e.g., what kind of woman do men want



'to marry'7 why don't men want to mal\e comm1tments’7 how men and women think
dtfferently)

-3 Awn(l Problematlc Relatl(m ships and Men - :

This category refers to themes that offer tlps to readers to protect themselves from
getting into a bad relationship with men. (e. g, how to get-out of a bad relatlonshlp, ‘how
to detect a wrono ‘man t6 marry). ‘

4. Relatl()nslup Impr()vemenrs

. ~In this category, women are encouraged to fix thelr relattonshlps and are provided
with-techniques to 1mprove them (e 5 how to keep a good mamage how to change the
man you love).

5. Sexual ALtlwrv S : .
This category deals with sexual activity with men (e.g., how to have fulfilling and
gratifying sex, how to improve your sex life, how having sex chartges‘ the relationship).

(B) Self-H elp t

" 6. Sel/—Gmwrh and Fulflllmem ‘
This category sends messages that encourage readers to achieve more, to perfect
their inner-self and to obtain healthier self-images and positive attltudes (e.g., how to be
happy, how to have high self-esteem)

7. Better Sel/-Pre\enmtmn

This category contains mesqawes to encourage reéaders to seek to improve thelr
self-presentation and related social skills, (e.g.. how to handle interpersonal
communication at work, acquiring féminine manners, how to be a successful public
speaker how to have more self-control). '

8. Overcoming Mlsfnmme

_ This category shows readers that women's phy51cal and emotional disasters,
tragedy and misfortunes can be overcome by making effort, having courage and ’
~perseverance, (e.g., |- survived breast cancer, women copmo with AIDS).

(C). Work and Family -

P

9. S'urwvmg (m(l Competing at the Wnr/«place

This category sends messages to readers that-although workmo women face many
kinds of obstacles at the workplace, they need to break- the bamers to compete (e.g, how
to be competmve and efficient at work).
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10. Learn from S'uccess/ul Worlung Women

" This category deals with success stories ofworkmg women in many ﬁelds and
encourages readers to become like them, (e.g., top career. women talk about their career,
entrepreneur women talk about their busmesses) - o

© 11. Career Stmtegzes : :
" 'This category teaches women specrﬁc ways.to be competent workers and to -
develop their careers, (e.g., how to make yourself marketable, how to influence others).

12. Iugglmg Work and Family ,
This category transmits the idea that working mothers have a hard time balancing -
their work and child-rearing but somehow manage it, (e. g, working mothers guilty .
feeling, tips-on how to balance work and famlly) : :
13. Imp()rmnce of . Motherhood and. Wifehood o T
- This catégory provides blissful i images of women who take care of thelr families °
~ and devote themselves to their work at home. This also includes themes which emphasize "
 the importance and responsibilities of mothers, (eig., how to find-a good daycare and baby
sitter; the roleofthe mother as an important function. of the childs' development).

14. Famlly l/e and Ties

_ This is a category that dlscusses the relationships among famlly members such as
parents and children, siblings, grandparents and so on, (e.g.; mother-daughter -
relationships). ' R : ' P

(D) S_ocin.l Topics

15. Know More (lb(mt (16[1(3/ al S'ocml ls\ues : - : ]

-This category communicates the idea that women should know what is going onin - -
the world, (e.g. , politics, economics, international relatlons and socral problems such as
racism, animal rmhts envnonmental issues, etc)

16. Know n more about Women's lswe :
. This category pays attention to spec1a1 women's 1ssues (e g, abortlon eatmo
",dlsorders equal employment oppontumtles (EEOL) preonancy, contraceptlon etc.).

17. Know more Ab(mt Gender (ln)E(/uallrv
- This category deals with themes related to gender mequahty, (e 3 sexual
harassment vrolence against Women) S

- 18. ()the'rs. ‘
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This categ‘ory is for anything that does not fit into the_ p‘ervious' categories and does
not have strong normative content. It includés useful information and topics for women.
- (e.g., women's. health buying a computet | aving 1noney) -

Based on the result ofthe quantltatlve content analy51s the frequencies of
magazine themes are summarized in table form. Following this, in-depth analyses of -
selected samples were conducted in order to show the latent cultural messages. By -

" quoting and interpreting some of the articles I try to sntuate the data in larger socio-
cultural contexts, and draw conclus1ons-about what these messages could mean to women
inJapan and in North America.

Rellablhty Check for Articles

A rehablllty check was conducted for the analysis of articles in a similar manner to
the one conducted on the adveltlsements Themes n tandomly selected articles (25 each
for Japanese and North American samples) were coded independently by a bilingual coder
and compared with the coding previously done by the author. The result of inter-rater
rehability check for the Jaoanese sample vl/as 86% and for North American samples was
84%. Both results are in the acceptable range of reliability.

Conclusion

Although content analysis has certain methodological limitations, its systematic
analysis produces a general pattern of results which can behighly informative. -Content
analysis which provides both a quantitativeand qualitative explanation 1S lnost sutted for
the comparative nature of this study. In thls,way; the general pattern of cross-cultural
differences and. similarities of the content of women's magazines is expected to be
revealed. I‘n addition, once the quantitative data has ’be"en established, examinations of
data qualitatively and in socio-cultural contexts would pmxlide more detailed comparative
accounts as well as the possible differences in roles that women's magazines play in

various cultures.



CHAPTER FOUR
FIND]NGS AND INTERPRETAT]ON OF ADVERTISEMENTS
General Patterns of Advel tisements - \‘
In this chapter the analyses of advertlsements in Japanese and North Amerlcan
women's magazines are presented and discussed. The quantltatlve data are shown in table
format in order to provide a readily observable pattern of cross-cultural similarities and

differences of contents. Some examples and discussions are introduced along with the

tables to provide a more detailed descyiptlon of the data. °

- Table 3: Distribution of Content of Women s Magazine
" Percentage of Avemge Distribution of Pages

Japanese (N=306) ~ | N- American (N= 192)
Advertisements- 7 i - 33.7 v 448 '
Feature = L 46.7 . 380
Advertorials(Beauty&Fashion) ] 16.0. | 120 -
Miscellaneous , : 3:6 | 52
Total .~ 000 1000

Note: N= avéraged pages in the entire sampled magazines

" As shown in Table 3, advertising makes up a si011iﬂcant amounl oflhe ‘content of
women's ma0a21nes in both Japanese and North Amencan samples reflecting the fact that
it is an important source of revenue-for publlshlnc7 compames (McCracken, 1993).

Although not shown in Table 3, the.‘number_of advertising pages correlates with the
Girculation ofthe-mag‘azines. For example W/‘lh'and /\'//o/"e the tw'o most eipculated-

Japanese women's maﬁazmes in the samples devote 7 and 200 paves for

advertlsements respectlvely In contrast, the. less cxrculated Cosnmpo///an ]apan (J-
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Cosmo, hereafter) has 38 pages for advertisements. The s’a111e point can be made for the ,
vNorth American samples. The twb_ most circulated d/amour (G hereafter) and
Cosmopolitan U.S.A4 (Cdsmo, hereafter) have 129 and 1‘14'pages 6f a»dvertisements,
whéréas the less circulated Wb/;king Woman (WQ W hereafter) cbntains only 54 pages'.
The actual number of advertisements can be a reliable indicator of the "success” of a
magaz:mes since adv.erti’sing com}aaniés tend to prefer vhaving ads in widely circulated
magazines with readersllilié that havé 'sp,en.dinAg power. Thus, both advertising companies

and publishers benefit by including a great amount of advertisements,

Table 4: Types of Products Advertised In Women's Magazinéé
o Percentage of Products Advertised

Jap;incse . N-American

- : (n=318) ‘ (n=380)
Beauty Products 37.7 44.0
Fashion . ' 18.0 16.8 -
Agency/Organization 132 1 5.0
Medicine/health/hygiene 7.5 7.9
Education/Career - 6.9 ‘ 2.1
Leisure/Entertainment . 3.5 ' - | 1.0
Food/Drinks - Lo 2.8 | 45
Household/electronics 2.2 2.8
Tobacco . 0 , 6.0
Cars : 0.6 4.5
Others 176 , 154
Total 100.0 - 11000

Note: N= number ol advertisement. Advertisements that were at least one-full-page in length were analyzed. Pages -
with multiple products were excluded from the analyses. The November 1993 issues from each magazine were used
to construct this table. . o

As McCracken (1993) argues, advertisers can influence editorial-content due to the
financial resources that advertisers provide to the publishers. Given that more than half of

advertisements are devoted to beauty products and fashion, as Table 4 and previous

research (Inoue, 1989; Courtney & Lockeretz, 1971 y Monk-Turner, 1990) have showh,

beauty products and fashion related advertisers especially can extend their influence to the
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fashion/beauty pages of a magazine. Indeed, most' of the fashion/beauty features function

as a kind of "infomercial" or adveltonal" (McCracken 1993) promot1n<7 certain products
in the form of edltorlal features |

In Table"4, the combined percentage of beauty prodncts and fashion was similar in
both co_untries”.f This similar einphasis en physical appearan_cebetween North Americ.an
and Japanese magazmes sumests that these magazines have snnllar readerships'2. As for
the category for agency and organization ad, many of such Japanese samples had ads from
”cemputerized lnarriage m'atc-h-making agencies" whiclttarget single women. While no-
tabacco adsbwere found in Japanese samples, they were one of the most frequent ads after
‘fashion and»beanty products‘ in North _American samples. Th'is,does not mean that
Japanese women do not smoke, and casual observation tells me that more and more
female smokers are seen in public places, such as coffee shops, restaurants and bars.
However smol\mo in publlc for females might stlll be considered taboo and may not be
widely accepted yet in Japan. There were quite a few ads promotmo alcohol spemﬁcally
for women in both samples. Japanese samples contamed more Education/Career*ads, but
.1nany ofthose were advertisements for English language schools and "feminine" skills such
as calligraphy and typing.

The most .important result in Table 5 is the prevalence of gaijin females in
Japanese samples. In Japanese advertisements, close to one half of females po‘ttrayed
alone were gaijin women. . The function of the prevalent'image of gaijin women is one of
the most important topics in study»ing Japanese women's magazines-and it will be discussed

later in this chapter. As previous research has suggested (Budgeson;. 1993 and

MacGregor, 1989), racial and ethnic minority women and men are underrepresented in

North-American advertisements.

UThis is partially because perfume ads were included in beauty products. Japanese do not avear perfume as often as
North Americans do, thereby perfume ads were rarely seen in Japanese women's magazines. N

12 Inoue et al., (1986) found that women's lna(_m/mes targeted towards housewives and middle-aged women have less
advertisements ol beauty-products dnd fashion. Instead lhese magazines contain ads for household electronics and
products for family and clnldrut



- Table S: Relatlonslnp, Sex & Ethnicity of People
~ Per cent‘lge of Total Pictures Containing People

Japane‘se - ' | American
(n=207) - (n=250) |
- Japanese | Gaijin Total Caucasian | Others | Total

Female Alone 400 . |. 377 77.7 68.0 32| 712
Female Together 58 1.0 - 6.8 | 36 04 | 4.0
Male Alone. 29 1S5 L 44 | 32 0 | 3.2
M/F Couple 24 24 " 4.8 116 |- 04 | -12.0
“Mixed Peers 1.9- ER R 3.4 2.0 : 0 | 2.0
Family |05 0 0.5 24 0 2.4
Males Together . 0 - 05 | 05 . 1.6 04 | 20 [
Others - 1.9 0 | 1.9 3.2 0 | 32
Total 554 . 446 | 1000 | 956 44 | 100.0

Note: Only one relationship was counlcd per picture. | Pdges with 3 or more zlds/piclures were e;\cluded {rom analysis.
Categories based on the study’of Budgeson (1993). Novémber 1993 issues from each magazine tvere used to
construct this, lable N= numhu ol ad with IIL()])lL. :

Another mterest1n<T finding is that Noxth Amenoan models are much more hkely
than are Japanese-models to be shown -’with male models.~ Japanese women were
'presented more frequently wuth their female frlends than with hetelosexual partners Close
to 20% of pictures that contamed people i in Noxth Amencan samples show male ﬁoures
‘whereas only 7% of Japanese samples contalned Japanese males ~Among such ﬁvures in
' North‘Amencan ads, most of the males w‘e“re pom'ayed asheterosexual partners. It can be
concluded from the above table that in advertisements in Japanese women's magazines,
males and females tend to exist almost mdependently ﬁom each other and form thelr own
: ,worldsl (Only 4.3% of ads portrayed Japanese males and'femalestogethe@. _In,other
‘words, the presence of men may be\considered to be less dominant or pejripheral in
Japanese advertisements. In contrast, in 14% offthe North American ads males and

females are shown together, emphasizing the presence of men in-the world of women.

Themes of Advertisements




Four mam categones were set up for the purpose of analyzmg themes found in
women s maoazmes Female’ charactenstlcs Female roles, Male characterlstrcs Male roles .
-and Heterosexual relatlonshlps These cateoorres were d1v1ded into smaller themes and
- discussed in depth in order to offer more detailed descriptions. In total the. Japanese '
')sample had 837 umts of analysis compared to 967 for the North Amerlcan sample Female, |
characterlstlcs showed an overwhelmmgjly hlgh frequency in'both samples (69% of
: Japanese themes and 53% of North Amencan) whereas only 17% of Japanese and- 12 3%
:ofNorth Amencan themes were related to female roles Thls pattern suggests that female
attrlbutes (e ,-how she lool\s) is given much more 1mportance than women s roles or
act1v1t1es Lookm0 at cross- cultural dlfferences only 6.5% ofJapanese themes dealt w1th |
| mascuhmty as opposed to 14. 8% for North Amerrcans In addntlon North Amerlcan
"themes (l‘O.9%) showed more heteros'exual couples themes than Japanese ones (5.6%). o
The sub- themes of each category w1|l now be dlscussed
Female Chal actel lstlcs
From'the data presented_ in Table 6, the 'major‘characterls‘tiCS of females represent
ldeals of beauty for females w1thm these two socretles However comparlson ofthe
Japanese and North American ideal female beauty can be very complex because ofthe
: prevalence ofga(/m women mJapanese ads.  The above fable shows that when looking at A
the entire sam‘ple a similar pattern of pret‘erred‘female characteristics emerges from the
two cultures , except that Japanese themes have less se\y ads and: more cute/chlldhke" , |
ads In both Japanese and North Amerlcan samples pretty ‘was tlhe most_represented
‘ female characteristic. - This 1s~espec1ally true when Japanese'female models‘were’ shown in
'thIS cateoory Japanese women appear as pretty 55% ofthe tnne wher eas only about
38% ofga//m women and 40% ofNorth American Caucasian v women were portrayed as
such: | |

When North American Caucasran woman are not shown as pretty,” they are most

1"‘

hkely to appear either as eleﬂant or sexy " which is also tr_ue for.ga(/m woman in




-Japanese ads. However, Japanese women are not frequently portrayed as "eleg,ant and

hardly ever as "sexy". The second most frequent femmme characteristic for Japanese

women was <r|rhsh/cute More than one out often ads m ‘the Japanese sample showed.

' Japanese woman bem(r girlish and/01 cute whereas only 3% ofthe ads portrayed Japanese

woman as ‘being "sexy." Gaijin and ’North Amerlcan women hardly ever appeared as

cute/girlish. When non-Caucasian women were shownin North American ads, most of

them were black models and almost no AS|ans were shown When black models were
shown, they were cateoorlzed as pretty or sexy. For example Cosmopo///an and . -
Glamour had a series of underwear ads which showed black women wearing underwear

against a background of untamed nature, promoting the:stereotypical image of blackness

as uncivilized and sexy.

Table 6: Themes of Female Characteristic
Percentage of Females Shown With Each Characteristic

Japan American
(n=577) o (n=519) ,

_ Japanese Gaijin Total Caucasian | Others Total
Pretty 27.7 192 46.9 402 1.9 . 42.1
Elegant ' 7.6 - 16.0 23.6 - 258 0.6’ 26.4
Sexy 3.1 13.9 ~17.0 250, 1.7 . 27.5
Cute/Girlish 11.6 09 12.5 3.8 .02 4.0
Total ' 500 500 - 100.0 . 94.6 44 _100.0

Note: Advertisements that are more than three pages and/or have 3 or more ads were excluded from analyses.” Ads
that do not show adult males and/or females weré also excluded. Themes refer to the written as well as the visual
imagery. The categories are not mutually exclusive. Gm/m in this thesis refers only to Caueasmn people
N= number of themes \\'nh temale characteristics

These ﬂndmﬁs lﬂ('llC']lC a maJor cultural difference between North Amerlcan and
Japanese representatlons of women. North Amerlcan women (at least Caucasian women)

tend to be represented by such themes as pretty; sexy and elegant. Figure-1 is an example

- of these themes.  The sexual theme is emphasized by the model's tight transparent black .

dress which clearly shows.her body line, as well as the positioning of her hand on her




" partially exposed breast. At .the. same thn‘e,- elegant ‘and classical elements can be seen
jfrom the black and white picture of the palace-like background as well as by her gtacefu_l |
atmosphere. North American women'are often expect'ed to expose thet‘r'bodies' to.,male
viewers.. In another sexy ad for female undel wear (Figure-2) women are asked to "Help
' Keep America Beautlful" by exposing then near- nude bodies in the outdoors Thls ad
appeared in Wor: /(mg Woman whose taroeted readerslnp is professmnal and career-
‘ orlented women. Even 1fa woman is asplrlng towards a professmnal career, suchasa
. CEO, this ad reminds her where she is posmoned and percelved‘m the patnarchal society.
| When' Japanese women are pontrayed as sexy, clear cultural dlfferences emerge.
Japanese women 1ately expose then bodies or posmon them in sexually appealing ways as
do thelr Amencan countelpalts Fox e\ample a comparlson ofthe ads for underwear
_reveals that the dominant punpose of Noﬁh Amerrcan ads (see Flgure 2)is to seduce men.
Women are posmoned to attract men or to belooked at by men. Underwear ads by
Japanese models, in contrast, seemed to mtent10nally avoid the theme of sexiness and
seductiveness. In Flgure 3, a woman tnes to cheer up her shy underwear clad friend who
is trying to h]de her face. Obv10usly this is a message excluswely for women -- the main
gazer is supposed to be a woman. ”
| \.Nhen‘ a Japanese woman shows any ‘sexual connotations,vquite often the cues are
quite ,subt]e. For example, Figure 4 depicts a s.exy',' pretty and cute J'apanese womant, The
_ tone of the ad is softness, purity and cleanliness emphasized by her white clothes and the/
product advertised (nnoistutizer). Although her face and the way she sits are gi\rl-like, the
presentation of her underwear-clad body could be seen as sexually provocative:,' However‘,
her body is less exposed compared to No:rth American ads. ‘Hervt“girl-lik'e"‘ presentation
also looks vulnerable and e_asily conquered by men. | |
When women in both cultures are shown as pretty, they seem to be presented

similarly. Pretty women tend to be presented as warm, chat_‘ming,and happy women with

'big "natural" smiles. Figure 5.1 and 5.2 depicts typical North American and Japanese




pretty women. North American women tend not to be presented in cute/girlish ways,

whereas being cute was the second most frequent characteristic for the Japanese women. _
However, being cute and pretty does not necessarily reduce Japanese.women toa

subordinate position. For example in Figure-6, a playful "workmg woman" is shown

" trying to buy a diamond for herself The woman, who lool\s like an ordmary workmg

woman, says in a sort ofgnhsh tone with a playful g Uesture and expressmn "I dont want it
just to be trendy,...diamonds are forever wonderful." The center ad says "Before reaching
thirty, I thought, am I doing O.K.? I am a‘little bit anxious about what my work and love
affair are going to be like. But now a diamond. It will do me good from now on.'f The
targeted readership of these magazines is in a similar position to the model_s. They are not .
too eager to get married right away,‘yet being "\horkixtg .’Women" they have some money
that they can spend. Although the prices in the ads range from $2300 to $4300, these are
"Diamdnds for wotkino wom'en The message is that readers are supposed to buy
dtamonds mstead of waiting for men to buy them t01 them Buymn a diamond for oneself”
signifies an mdependent and un-feminine act since it requires economlc resources and 1t
goes against a tradmom] norm that Jewelry, espec1ally dlamonds are given by men.
Perhaps this 1s why these women are portrayed in "girlish" ways. It may be un-feminine
behavior but this norm-breaking action can bej_ustiﬁed by showing the models acting like.

girls. Being girl-like can be seen as a way of actively negotiating what they desire without

‘being sanctioned. The ad tells us that you do not have to be a mature and elite career

woman (who, incidentally, constitute less than 10 % of the working women population in
Japan) to buy a diamond, nor do you have to wa]t for somebody to buy one for you.
Instead, an ordinary workmg woman, hke the typical reader,:can buy one as a reward for
herself. In this way Japanese women could be seen to take adyantage of their fetnininity

indirectly as a cultural resource in order to get what they want.

The Iﬁlll'age of Gaijin Women
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Another 1mportant issue rn drscussmw Japanese advertrsements is’ the prevalence of

-gal]/n women Accordnw to Cremhton ( 994) because ofthe tendency of Japanese

t adverttsements to present pleasant lookmg v1sual tmaoes rather than product 1nformat10n

_gaijin are often used to provrde a fantasy mood Srnce ga//m are not really consrdered to
~ be real people at least not as mdrvrdual people (beCause they are outsr‘d'e’ people")

" Japanese advertlsements utilize these models in certam ways Flgure Tisa typrcal use of

_ .gal]m as mere objects by presentmg only fractrons of their body parts (therr faces).  In :

_this way, the adverttsement can cr eate a fantasy atmosphere whrch advertrsers mrght not

be able to evoke using Japanese models Another ad using ga/]m women (Frgure 8) also

" creates a fantasy atmosphere by show1n<r an eleoant and sexy woman in underwear “This. -

‘ presentatlon ofa gaijin woman in underweat rs qurte dlffer ent from North Amerrcan

underwear ads or ads wrth Japanese models ln this ad, a ga//m model is relaxrng and

| saying ”When the scenery ofthe season is covered by a veil of chrllmess my mind -

becomes cle_ar. My 1ma0matron creates wmos and my mind is set free Polas.body

" elegance, Sophical (sic)". Lyrno ona couch ina Iarge room in only underwear shie i is

o .e'njoying her "eleyoant time before headrn0 toa party Althou(rh her pose and her exposed

body parts mdrcate her sexrness elegance IS also another rmportant part ofthrs prcture At

: the same trme her image and the message create the fantasy atmosphere wh1ch invites

readers to' a world of dreamy imagination.

"However,-Crerghton (1994) also argues that ga[jﬁrare not only used to-provide a.

fantasy mood but also to serve as norm—brea\kers who Acan violate‘the Japanese cultural
~ codemore eaSIly than Japanese rndrvrduals Thrs means that galjm can be presented in a _
- way that Japanese people mmht secretly desne but cannot achreve due to therr socral

_ customs For example Creighton notes that pubhc drsplays of affectron (such as krssmg

and hugng) have been restricted for Japanese to a lar ge extent Because ofthrs cultural

: norm advertrsers are reluctant to use Japanese models n presentmﬂ nnages of romance,

" Yet 1t is all rlvht to use Caucasrans because after all they are- ga//m and are’ not us." As



Table 9 indicates,' romantic love themes. areportrayed more often by ga&'in than by
Japanese | | |
Crelghton (1994) also arvues that a srmllar lomc applres to gal/m nudity. Usmg |
naked or nearly naked gaijin women in ads is acceptable whereas the use of Japanese
. models may appear too reallst'rc and thus mrght upset thepubllc. In support ofthls' |
argument, all the nude imaves in the Japanese sample were of gaijin women - There are a
- few women that possrbly could be Japanese models, but these pictures obscure the model s |
race, for example, by showmo the model naked from the back.
Gal/m women are also used to promote Western beauty standards for example by
emphasizing the " whlteness ofthen skin texture. Thls is especrally true when gaijin’’
“.women appear in ads for multi- natronal cosmetic compames such as Chanel, Loreal, and
' Christian Dlor These ads remforce the desrrablllty ofhavm(r skin color that IS as close as
'p0551ble to that of Caucasran women In qule 9,a Caucasran model wrth black harr ina
white dress promot_es a cosmetic product called '_'uv-white'_' from Shiseido. The model
says: "'the_purpos,e 1S one; new beautiful white. Its r\"/holejpurpolse isto whiten.l' 'Bv'y using -
a gaijin Wh‘é slightly‘resembles Japanese \fvomen (by haying black hair and dark eyes), the
ads send a messaée that althouvh one can never achieve the Wlliteness ofthe Caucasian
.model one can become closer to: thrs 1deal by using the promoted product
In sum, the use ofga///n women has specific functlons in Japanese advertisements.
‘Whll"'e they are often‘used to promotevWestern standards of beauty, they are also seen as
im‘agin'ar"y beings or doll-like objects which ekist only ln a fantasy world.‘ Gaijin women
'are often portrayed as sexy and shov\'/n in the Anude ‘while Japanese women do not expose

 their body tothe public.



Female Roles

In both J‘apanese and North lAm"erioansninoles; only 12% of the themes gave
women any kind of role. Unlike the oategory _of'female'cheracteristics, gaijin models in
Japanese samples were not gi\}en many roles nor was their presence contextualized. The
most frequent role for Japanese women was female friendship althOugh almost no such ads
were found between or. among gfal//n women. A\gam this pattern suggests that gaijin
models tend to be used as imaginary and fantasy creatures that are not among "us", that is,

people who really do not exist.

* Table 7: Themes of Female Roles
Percentage of Females shown with Roles -

~Japanese - |“ " Total | American | - Total -
(n=102) P =y o
. Japanese Gaijin |~ - | Caucasian | Others
Female |~ BT IR =
Friend 30.4 20 | - 324 10.2 . 3.3 13.5
Working S N : -
Woman 24.5 5.9 304 42 0 | 42
‘New ' S ‘ ) j
Woman 11.8 98 | -21.6.. 361 . 0 - 36.1
‘Mother/ ] N ’ ’ -
Wife 8.8 0 8.8 . S8 ST PR A ¢ B 15.1
~"Active I IR
Woman 6.8 0 .| - 68 | -294 1.7 31.1
-Total 82.4 17.7 |- 100.0 - 96.6 ' 3.4 100.0

Note: Advertisements that are more than three pages and/or have 5 or more ads were excluded from analyses. Ads
that do not show adult females were also excluded.” Themes refer 1o the written as well as the visual nnam.ry The
categories are not mutually exclusive. Gaijin-in llnx lhesrs refers only to Caueasmn people

N— number of themes with female roles :

_Inter estmﬂly, the roles- of female frlend" and workln(y women" were the most

T

frequent themes n Japan Many Japanese models were shown touether wrth their frlends

: domg various activities such as watchmv horse racm tlymﬂ on under wear, playing golf ‘

“and tztkm<T lunch breaks.  In contrast North Amerrcan -women are less frequently shown
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with therr female friends than their romantrc partners 'sug vestrno that female frrendshrp 1s.

“not a prrmary consrderatron for the deprctron of the life of srngle workrng women in North
| Amerrca When North Amerrcan females are show with their frrends four out oftwelve ‘
female frrendshrp prctures are shown among black and Caucasran women together

‘ However as Frgure 10 shows the whrte woman 1 in the dominant posrtron lookrng

, strarght ahead while the black woman is lookrnv at her from the srde as rfrn a supportrng

posrtron Thrs posrtronrn0 clearly reﬂects therr drfferentral power and status in socrety

Although Japanese women are often portrayed as workrno women, the ;

o presentatrons are not realrstrc but rather creatéa fantasy world Such fantasy orrented ads

1nclude a Japanese woman shown workrno wrth fashronable g(ll/lﬂ women and men in .

hrgh rrse offrce towers in central Tokyo Another ad portray Japanese women as-

"unserious" worker s who seem to be more rnterested in. somethrnv other than theJob For\

‘ example Shiseido's stylrn<T harr mousse ad (Froure l 1) shows three fashronable women at

a trendy restaurant eating lunch sayrno "on a day lrke thrs when my harr style looks great
lmy boss's complarnts dont bother me." In addrtron the reason for the frequent portrayals

.' ofworkrno women is that there are many ads from temporary workers aoencres Thus |
.althou0h Japanese women' may be shown as workrn they, are not necessarrly portrayed as

asprrrno toward a professronal career

Interestrnﬂly, there were few ads showrn<7 workrno women in the North Amerrcan ‘

sample. Instead North Amerrcan women were frequently portrayed as mothers wrth therr

-babies. Perhaps thrs can be rnterpreted as showrnu that North Amerrcans take it for "

Oranted that women work outsrde the home hence these are assumed to be working for

s mothers who are tryrn<7 to" balance therr work and chrldren These advertrsements can, also

AY

‘ ‘be rnterpreted as tryrnﬂ to promote the preferred value of motherhood over workrng

© ‘women.

~ North American women were frequently portrayed as "New. Women?' who were '

*.. portrayed in non-traditional ways and "Active Women" who"'Were“engagi’hg in sports
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and/or activities. Some "New Women" emphasized their masculine characteristics, by

wearing men's clothes and/or positioning thems-elves in masculine ways, such as sitting
with thelr legs open hke men. Figure 12 shows a-woman wearing a tuxedo and trymg to
look like a man:. However, she does not forget to be sexually inviting to men (an
imp'ortant feminine quality) by giving certain cues such as holdmg her mouth half—open.
Similar patterns can be found in "l\ctive Woman." Figure 13, an ad for fat—burning
tablets, shows a woman jogging from the back. Even 1f she has a tight and masculine
body, she is still portrayed as beinﬂ sexually at't.ractive to males by wearing shortjeans
with holes in the hip through which one can see her buttocks. These ads show New and
Active’ Women become l1l\e men: whrle strll preser\/m(r therr feminine quahtres of sexual
appeal

HoWever there is another type 'of 'lNew Women" ad that shows women who are
confident and assertive and not necessauly sendrnu sexual cues (for example Figure 14. 1
and 14.2). Their confidence is shown by the way they sit and look straight ahead with -
almost no facial expressions. Although they can appear passive, they.are at least_ _
apparently trylng not tosexually objectify par'ts'oftheir' body. This portrayal could be
mterpreted as-a passrve rejection of the experrence of bemo sexuahzed by the male gaze
These women are neither conventronally femrnme or masculme The "gender neutral-
looking" women provide an alternative way of bemg female without being subject to -
female's traditi.onal secondary status. In this sense, North American "gender—neutral" new
women c,an be seen as competing with the image of traditional femininity.
Masculin'ity & Male Roles |

In a given culture, femininity is constructed wrth respect to masculinity. Thus,

comparmo mascuhmty across cultures is an nnportant way ofldennfymo standards of

femlnmlty Althouoh the men and” women who are: pomayed in women's magazine ads

might differ from those in male-.orrented magazm_es, the lmportant pomt of the followmg
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analysis is to explore thé kindé_ofmasculinify that are preS_énted as ideals for women in
Jaban and NortlyAmerica. | | | |

As noted in Table 5 North American ads show more men than in the Japanese
sample (19.2% and 13.0%, respectively). Cross-cultural differences can also Be observed
here. Close to one half of North American males were portrayed as macho men in
~ contrast to only.‘l 1% of Japanese males: . In more than half of Japanese sample\srmen were
" portrayed as the "gentle/nice man." When North American wémen and men are shown
toge;her;many ads position men physically higher than women and show their ma,sculine. |
strength (Figure 155. Figure-16 shows .an example ofthe'No‘rth American traditional )
‘ﬁ]acho man. A man.is positioned in the center in control, dominating the scene.” In

contrast, the woman is positioned so that she appears to comfort him while hiding her

face.
Table 8: Themes of Masculinity and Male Roles
Percentage of Males Shown
Japan | | American
(n:SS) ) (l]:144)
Japanese |- Gaijin Total Caucasian |  Others | Total
Nice/Gentle ' N '
Man " 45.5_ ; 55 . 51.0 18.0 2.1 4. 20.1°
Macho Man 10 | 127 | 237 | 458 0 45.8
Sexy Man 0 0 0 16.0 0 16.0
Cute/Funny ' : o '
~ Man___ 9.0 3.6 12.6 153 0 15.3
Father/ h S0 N o »
Husband 12.7 0 | 127 2.8 0 2.8
Total | 782 21.8 | 1000 | 979 2.1 100.0

Note: Advertisements that are more than three pages and/or have 5 or more ads were excluded trom analyses. Ads
that do not show adult males were excluded. Themes refer (o the written as well as the visual i imagery. The.
categories are not mutually exclusive. (z(u/m in this thesis refers only to (,dllul\]dll people.

N= number of lhums \\'nh masculinity and male roles .
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Similar to North Americztn Womén, North American men are also portrayed as
sexy by exposing their body pa_r-ts.‘ F‘lgure— 17 shows a sexy but strong man. He indicates
his sexiness by exposing his naked~:upper body. Although he is lying dou/n.and resting,!he ’
aopears to be ihviting woimen to do whatever thoy want with his body. Yet his big
muscles are shown to Signify his strength. Even'if he is lying passively; _he is ready to use

his muscles. Only.4.1% of‘ads ihcludedlnon—Cavucasia'n men which suggests that minorit
y ¢ ' gg y

men are not really considered to be.cultural models for women in North America.

Japanese men are not shown as sexy but are mainly shown as non-aggressive and -
gentle men (Figure-18). They are not likely to show off their masculine strength or hold

dominant positions but-instead arejust smiling nicely The relative position and size of

men and .women are almost the same (qure l9) suggestlno that male dominance and

power to control women are not depicted in the same way as they are m North Amerlcan

ads.

- Japanese males do not appear much in advertisements, and when they do, their

' presence does not disturb "the world of women" since the men are typically portrayed as

harmless, gentle and non-dominant. This portrayal doesjnot necessarily mean that all .
actual Japanese males are gentle and nice. Howevor, the important point of these findings
is that different kinds of masculinity‘ are presented as ideals for women; that is, what

women are supposed to want from men, in their’ tespectlve cultures

'Hetel osexual Relatlonshlps

Clear cross-cultural differences emerged in the category for heterosexual

"~ relationship. First of all, North American ads pr‘ese'.n't the theme of male-female

relationships much more often than Japanese ads. Although not shown in Table 7,
interestingly, Japanese ads portray m.ore female friendship themes (5.7% of total sample)

than those of "romahticloVe" (3.0%) or »"‘mar'r‘iage"' (4.2%). In contrast, 12%.of the Nol’th- '

American ads portrayed romantic relationships compared with 2.3% for female friendship.
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Male-female romantic relationships are emphasized in depiction's of the life of young
working women in North America, but not iiecessarily SO in Japan.

Althoug,h there are not imny Iapanese ads depicting, male- female ielatlonships n

~advertisements, (11, O% oftotal North Amei ican themes n comparison with only 5.6% of

Japanese ones), half of these show the‘ theme of marriage.” This is because most of the
"marriage theme" ads in Japanese women's magazines are from the computer-matching

marriage agencies.'> When "romantic love" themes are present, gaijin women tend to be

»-shown in the Japanese sample for the reaSons that I previously discussed. Such a high

frequency of’ marriage themes shows that the Japanese female ieadership is wrthm the'

marriaoeable age" (1 e., in their mid- to late twenties) Due to the: somal pressure for this

- group ofwomen to marry they must focus on gettm0 married rather than finding

romantic love that might riot lead tomarr.i‘age. For]apanese readers, marriage is a more -

realistic event and has more priority than romantic and passionate involvement with men.

Table 9: Themes of Heterosexual Relationships
Percentage of Sub-Themes in Heterosexual Relationships

Japanese . 1 Total | American o Tdtal
(n=47) - . . (n=106) ' ‘
Japanese | Gaijin | .- | Caucasian " Others -
‘Marriage | 468 | 43 | su1 | 113 0 113
Romantic : : I o o
Love 8.5 27.6 36.1 78.3 0 1. 78.3
Male-Female 0 , o _ . - . '
Friendship | - ¢4 64 | .12.8 -10.4 0 10.4
Total | 617 | 383 | 100.0 |  100.0 0 100.0

Note: Advertisements that are more than fhree pages and/or have 5 or more ads wereé excluded from analyses. Ads
that do not-show adult females and/or males were excluded. Themes n.lu to the written as well as the visual
imagery. The categories are not mutually L\Lill\]\k_ Gaifin m-this lhexis ielus only to Cducasmn people. N=
number of themes with heterosexual relationship. -

131 Japan, social norms pressure women into getting married betore the age of thirty.” This is considered to be a
requirement for being a "proper female (and male)” and il they cannot find prospective husbands (or wives) they can
apply to compulter-assisted matching agencies. ' '
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Althouvh the age ofthe taroeted readershrp for North Amerlcan samples 1s 51m11ar '
"to that for the Japanese samples thele ivere fewer marrraoe themes m North Amerncan
ads Romantlc love seems more 1mportant than marrlaoe for smgle women in- North
Amenca althouﬂh this could be because marriage is supposed to start from romant1c love,
’ not from computer assnsted arranwed marriage brokers as presented in many of the

Japanese marrtaoe themes

The mamed (0| to be nnmed) couples n the Japanese ads are shown in equal
posmons wher eas North Amerlcan couples are shown as bemo under the control of the
male. De Beers ads of enﬂaoement ruws in both samples give us an mterestmg
_ observation ofthe porttayal ofmale fennle power 1elatlonsh|p The North Amerlcan ad
' (thure 20) shows men- havmﬂ the decrsron making 3 power over thelr relattonshlps In thts‘ '
: ad masculme strenOth 1S emphasmed by the v01ce saymﬂ that he could move mountams |
and by the shadow on the lOCl( of htm hftmﬂ l]lS ﬁancee The woman lS not shown
partrcnpatmo or hav1n<7 dec151on mal\mu power but mstead 1S passrvely acceptmg her |
subordmate-posmon | |

~In contlast in the Japanese ad (Floure 2 l) the man's voice on the nght says "Let S
plan our life schedule tooether and the woman rephes "Frrst we w1|l start w1th ﬁndmg

- (my enﬂaoement) ring." Here she is not wa|t1n<7 to be given a ring, but is acttvely 1nvolved

- in makmo their plans and leadrno the way AlthouOh 1t was-the man who proposed to her,

hts absence in the plcture suggests that it is she who is in charoe now. Iti is mterestmg that_.
the ad apparently trles not to show her bem(I too dommant over hrm She Is wearing a _

| v:whlte wedd1n<y dress whrch teplesents punty and obedlence -and dlsplays the g gtrl hke .
gesture of looking ahead in the soft pmk femmme backﬂround In other words, the prcture
tries to negotiate her leader shtp m their relatlonshlp with her cuteness/gtrhshness ThlS
close readmg‘,ofthe ads tells usth‘at manifest images of bemg cute/girlish have more

meaning when put in the-la'rgher',’context.and-struct-ure of the advertisement.-



Coiycltnsionl

“The portrayal of women in’wo‘m"en"s.'magazinves is pbwerfully idéologiqal both for-
what it shows and what it does not show. Cross—culﬁl.ral’ comparisons revea} thelarbitfary,
construction of femininity.” The findings from both salﬁplcs _suggested that women are
presented with a himited range of acceptable ways to be female.” Although Jépanese
women are not expected to expose and present their body in an overt'ly sexual manner, the
range of acceptable fexﬁininity is narrower than it is in the North Ainerican sample. . -
Readiers are not really given much choice beyond being pretty and cute. This portrayal is
the ideologiéal reflection of male desires of having women undei‘cth.eir control. That ‘
females do not appear to be taken sel'iously and are présented as Vull)erable and easily
ébnquered by males can be seen as a prodﬁct of a patriarchal society. Women who are .
strong, assertive and independent are not welcomed as cultural models. .

However,. Japanese women are not' always portrayed as lielpléss and dependent on
meﬁ As explained with the diamond ads , _Japénése women can uﬁti]ize their femininity as -
a cultural resource for gaining powerl “As Ibng aé women look as though they are
» coﬁfo]‘n’:ing to the socially-accepted and expected standards of feminini_ty, they can
exercise power indirectly to achieve what they desire. This does th'm‘éa"n thét being cute
is the best way to empower women in Japan; in fact, it could perpetuaté the status quo. .
Being feminine within Japanese culture could be understood as a cultural resource for
' woxﬁen, and not just a passive écceptancebfthe social norms. In this sense, women learn
what society expects them to be, which enables them to utilize their gender as a resbqrce.
M.oreover, the Japanese sampie often Slmo\véd women with other’\«j/'omen and occupying
the central role, suggesting that women's magazines create a.world for women where men
bnly occupy a peripheral position,

| The use of gaijin women in Japanese advertisements was also revealing. Thé
gaijin model proﬁdes_ representations of "others" or tho‘sAe who are "not us." Just as

Western people have used the Orient to represent "others” in order to establish their
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identity, Japanese people aiso use for‘eiriner's in or‘der to'signify ‘IWhat being J’apanese is and .
what it is not (Crelohton 1994) ThIS vrew is qu1te different from the notion of "Cultural -
Colonialism" which sees Western cultural influences, such as the presence of Caucasian
‘models in ads in non-western countries, to be tota]]y oppressrve to Tion- western women

: and as somethmo that destroys their local culture. Caucasnan models are presented as
"desirable but undesirable" precnsely because they are somebody that you should look up
to, but not to emulate (because after all they are not us) Fantasy hke presentatlons of -
gaijin women also allow Japanese women to gam an escape from reality.

‘Somé aspects of cultural colonialism in the gér[ji/rwomen ads-canbe obseryed,
hov\rever, The're is no doubt that-the imag‘es ofga[jih women have influenced beauty
standards in Japan. There is an emphasrs on having whiter skin and people tend to belleve
'that Western '[hm(’S are more. sophlstlcated Yet the images ofga//m are modified to fit
into the Japanese socio-cultural c_onteXt In anoth‘er_ words., gaijin models have to be
"Japanized" in a way that.is acceptablea‘tnd'desirable for Japa'nese viewers..

North Amerrcan women in contrast, seem to have more vanety and a w1der range
of cultural deﬁnmons of femininity. Women are expected to be sexy, pretty, and elegant.
-New and Active women are often plesented emphasnzmo stlonﬂ and’ mdependent female )
characterlstrcs‘ Thus it appears that women have the freedom to choose their own
definition Qf:fém/}li”//y. Yet, my qualitative analysis’ suggests that ANorth American |
women are still confined to a traditional definition of femininity, especially through the
_emphasison their physical sexuality, and their subordinate position to men. There are also
"gender-neutral" ads that do not emphasize either Uender In these ads women are shown
~ as confident and assertive new women without necessarily fitting into conventronal
definitions of mascuhnlty or femininity. “This new portrayal of femlnmlty competes w1th
the persrstmu traditional femmlmty in North Amencan women's magazmes North
American women are, also frequently portrayed within the context of a heterosexual

couple and men are often shown as tradmonally macho Althou0h women tend to



become more masculine (by being new women), men are not likely to be presented as

"non-macho" or "feminine."
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CHAPTER FIVE
FINDINGS AND INTERPRETATION OF ARTICLES
General Pattel n of Themes '

In this chapter the analyses of article content in Japanese and North Americarni
women's magazines are presented and discusséd. - As shown in Table 8 the basic pattern of
‘ themes are snmlar for the two samples Relationship-related articles were the most
frequent in both samples. But unlike the ﬂndings in advertisements, more than 40% of the
sampled articles in Japanese women's magazine dealt with male-female relationships ‘
compared tof3Q% for the North American samples. The issue of "work and famil)t” is the
~ second most frequent theme for both samples, suggesting tne importance of this topic in
both cultures. | Noﬁh American "work and family" themes are almost as freqttent as
"reletionship" themes whereas Japanese "work and family" themes had only ha.l'fthe
frequency of "retationship"themes. Botn Japanese and North-American samples devote
'similar proportions to "self-help" themes but Japanese‘magazines dealt with "social issues"
ahnost as much as they did for "-sélf-hélp". In contrast, Nortn-American "social issues" are
presented much less frequently than the other themes.

Table 10 also suggests that within the same cnlture,_ depending on the targeted
readership, the proportion of article content differs.. The Japanese sample shows a clear
pattern of the relationship between the degree of career aspiration ofthe targeted
: readershlp and the proportion ofthemes devoted to xelatlonshlps " A similar argument
can be made for "work and famlly related- -themes. The more a targeted readership is
'career;oriented,, the higher the proportion ofthemes relating to "work and family" and
"social issues." In contrast, clear relations between article content and magazine within
North American women's magazines were not found. The similar proportion of
"relationship" themes and "work & family" themes suggests that North American female
readers, whether married or not, are censidered to be long-term working women,.and that

. !
working is as important as catching a man.



Table 10: Distribution of Main Thémes in Japanese Articles
Percentage of Main Themes in Japanese Magazines
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Say

Nikkei | Cosmo More |  With Total'4

Woman | (n=73) | (n=46) | (n=52) (n=96) (n=380).

, m=113) | - .| L o .
| Relationship " 15.0 20.5 478 | 693 60.4 42.6
Work&Family 42,5 23.4 10.8 7.7 " 12.5 19.4

Self-Help 150 16.4 13.0 11.5 135 139 |

Social Issues 212 247 | 240 0 6.3 152 .
"Others 6.3 15.0 4.4 11.5 73 8.9
Total 100.0 | 100.0 100.0 100.0 | 100.0 100.0

Table 11: Dlstn |but|0n of Main Themes in Nonth Amel ican Altlcles

Percentage of Main Themes in North American Magazines

| Working | New. S : :

Woman Woman | Glamour | Cosmo Mademoiselle | Total!s

(n=67) (n=87) | (n=79) -| (n=101) | (n=49) (n=383)
Relationship 0 42.5 443 34.6 163 295
Work&Family | 73.0 184 | 151 -] 188 22.4 275
Self-Help 12.0 26.4 90 |-287 | 102 .. 17.3
Social Issues 6.0 3.4 24.0 60 |.184 11.6
Others 9.0 93 76 | 119 327 14.1
‘Total 100.0 100.0- - |.100.0 "100.0 100.0 100.0

"Note: The sampled articles do not contain fashion & beauty pages (advertorials), traveling, entertainment/leisure,

_ cooking, letters to the editor, Q and A, and celebrity interviews.

as women's health, buying a car, money sa\mu ele n= numhu of- themes 1 cach magazine,

Marrmge and Rom:mce‘

"Others" include articles of uselul mformation such

A Although not %hown tn Table 10 and 11; the theme of ﬂndmU and keepmu a-man"

- consisted of almost 75% of all the Japanese themes whexeas it amounted to less than 10%

for the North Amencan samples I further blol\e this theme down mto two catevorles

The first is Uettmﬂ and keeping a man to marry' (themes related to mamage) and the -

second is "getting and l\eepmg a man for lomance (themes related to romantlc love)

W1th|n the catewory of "marriage and romance" themes 21, O% ofJapanese artlcles dealt .

with the mamage—related-theme and 30.7% of them dtscussed mainly romantic love. Only

14The average of the total Japancse sample )
I3The averdge of the total North American sample.-
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10.6% of such North-Anierican samples talked, specifically about catching a man to marry
and 18.6% of the themes were devotéd to finding heterosexual romantic partners.

' "Table 12: Marrlage & Romance Themes
Percentage of all Themes in Romance & Marriage

_‘AlJjap:.mése(n=l'49) | American(n=115)
Getting and fKe,epi'ng'a Mi,“"' Vo Cs17 B 28'.7‘”’.“ )
Understand What Men ’Th‘ink' L 195 R 235
-AQOid Bad Rclati'onship/l\’]an e s:,i'é‘v.'l' 130
Relationship l.mp'n‘or@nent L . 107 . 17.4
| Sexual Activity .~ o 20 ' k - 1'7.4"
Total - '-,';: o R 710'0.0,1 | - 100.0

Note: N= number of themes regarding Marriage and Romance

Even thou0h Japanese maﬂazmes emphaS|ze the themes of gettln0 a man to marry '
and 5lor1fy mamage in the 1nterv1ews of some newlywed female celebr1t1es and readers
some Japanese women' s magamnes also present readers wrth negatlve storles about
marned life. Often bem(7 told by 'real- life" wives,- these articles transnnt the reahty" of
the consequences of choosmv a husband and becomlm7 a-wife. In "The truth of becoming . |
a dau0hter in- law" (A//O/e 7: 5) a 1eade1 hvm(r in a tladmonal local area tells her
experience of marlylnv a f'nst born son. His relatlves expect her to take on the role of
daughter -In- law meanmﬂ that she is to devote her life to tal\mo care ofthe whole
extended (husband' s) famlly She is not allowed to go out to work because people do not
Aapprove that her baby son would be cared for at a nursery She cr1t1c1zes the system of
" | tnar riage that mal\es women a'servant tor the tamlly but she feels helpless to do anythmg

" to chanoe her 51tuatlon

‘.
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In "If T were you, I would do this : h/Iy fiancee's parents hate me" (Say-8) four
single'women (as readers' representatives) criticize one reader's concern for not being able
to get along with her future mother-in-law. Their comments were quite stern. ”She

<sllouldn'r get married if she cannot deai with such a sma]l thing", "It is immature to think
that romance and m'arriage are the same thing", "Marriage is not the unity_of‘indi\}idbals
but the unity of two families", "’You need to put up with each other when it comes to
rnarriage.'_' It is interesting to note that unwed women act as social norm senders.- ’
informiing readers about what t'hey can expect from marriage. The rnessage is thar
marriage is not a fulfillment of romance nor a fantasy life that is awaiting them. 'For’
Japanese women, marriage-is presented as the end of their. freedom;, and they have ro
expect to experience some hardship or sacrifice. Thus, these articles p]ay the role of
preparma unwed women for the sometimes grim reality of married life.

Yet, the social pressure to matry is still very strong for women. Quite a few of the
articles mentroned the culturally unique notion of tekireiki (proper age to marry)lé_ In an

~article "How to ﬁnd your own'iekireiki" (With-1), three actresses who got married at the
‘age of 32, 25 and 23 talk about how they made their decisions. The main message is that
it is lmportant not to give in to the social pressure to get marrred by a certain prescribed
age but to find one's own timing, However the statlstlcs of women's age at first marrlaé,e
are shown in the article which reveal that 78% of women get married before the age of 30.
_ The underlym(r assumptron IS that women should oet marrled at some pomt preferably
before 30. Japanese women's nngazme not only transmit socral norms for women but
they ‘also‘teach readers the techniques and skills necessary to catch a good husband, and

‘the question of whether every women should get married is never asked.

’6 . In Japan social pressure to get married by a certain age (rekireiki= "marriageable age” or "suitable -age-to-marry")
sllll exists. Up until the mid-80's, women's rekireiki was around 23 (it is slwhll\ higher for men) Since after the age -
of 25 the marketability of'women decreased dr: wtically, single women older than this were called: "Christmas Cake." v
(bomelhmg that nobody wants alter December 251) No\v statistics show that women have started lo delay getting
married, and "New Year's Eve" has become the new norm. (It is O.K. 1o wait until December 31, but there is not
much hope alter that.) ' '
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In an article, '_'Rc_)méh'ce that leads to marriage" (With-9) a real-life wife comments:

Evcr_\/ time [ started, I)aviltlg’z-l rem‘l}onship‘ with a man, he always ended up leaving me

because I had come’on 1oo strong trving to figure out whether he was. intending to marry-

me or not. This past time I tried not to- make the same mistake. | tried not to look too

desperate 1o get married. T did my best to make him feel comfortable and spend quality

time together. 1 did not mention marriage at all. As we spent our lime together,

gradually we started talking about getting married. It appears that the quickest way to-

bc proposcd 10 is not to mention marriage. (25 vears old, hospudl worker)

Here is a female who, after successfully obta‘ining the "status of wife," tells other reladers
in similar situations about her technique of snaring a husband. Although the social.
pre‘ssure behooves young women to marry by‘a certain age, the message is that w,emen
‘must not look too anxious or eeger'to get married These almost centradicto’ry messages
are charactenstlc ofthe marriage-related article in Japanese women s magazines.

" It seems that the legs the maoazme becomes career- orlented the more, it deals with
'mamage themes hke how to catch a husband and when to get marrled In NI/(/((:'I Woman
and C().s‘177()/)()//l{11'1, only a few such artlcles' were found. -More has some amcles but gives
a somewhat more critical look at marriage as a system. No'n'—career—oriented woxﬁen's
magazines offer.a lot of careful; skillful and calculated techniques to‘catc’h goOd husbands -
by shoWi_ﬁg the kinds of women that elite businessmen, doctors, and men.in general want
to have for t.hei‘r wives. o

North American értideg tend to discuse heterosexual relationships without
mentiqﬁing ma-rriage specifically. However, when mentioned, marfiage tends to be
portrayed als"'-happy'_' ‘with a blissful image of the future. ("Diary of a happy relatienship": )
NW-10 and "Happy marriage": NW-3). Marriage-related themes eiso discuss how to
maintain or improve good relationships with their husba'ndsA("Datingyour hu‘"sban“d"'v: NW- |
2 and "Affair-proof your marriage": NW-12). These articles indicate'that Vmarriage by |
itself, is not a complete form ofa lelatlonshlp, and thﬂtJLlSt being a wife is not enough for

one should always try to be a-good wife.

"From love to marriage: How men get there" (Gl-1), an essay written by a

marriageable-age man, presents a similar topic to that found in Japanese magazines. The.
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article consists of case studies of indecisive marriageable-age men and discusses why some
men cannot ma’ke the final stép to become husbands. However, there were almost no
North American -artiélesl about women beinig hesitant to marry or offéring women
techniques of.tactfu.lly making m‘en feel like they want to get ‘married. ;

The only exception is the e}rtiéle from the February‘issue of Mademoiselle called
"Hooking him: A Last-Ditch Guide---5 ways to get a man to commit". Five techniques. to
- get a man committed to you (i.e., propose to you) are offered with examples of successful
c_oubles. One of the tips is to make an ultimatum. The key to the,suécessful ultimatum is,
according to Qné woman's example, to act as if it was his idea. |

You have 1o let your honey feel as though he's the genius who cooked up his

commitment plan---that he's the one at bat (even though it's really your ball game). The -

. upside of hjs approach is that it can make vou-feel that you're taking control of vour life.
‘This indirect way of influencing deéis‘ion—making is similar to themes in Japanese women's
magazines. Given that no other magazine had flwe similar article and that Mademoiselle is
the least 'ééreer/profeSionaI-o_ﬁented magazine in the North American sample, there may
be a correlation betweén the career-orientedness and the degree of marriage-seeking. “

As the result of the themes in advertisements for North American women's -
magazines showed, finding romantic love is given‘ more pr_iorvity than getting married. One -
of the cultural characteristic Of‘NOl;'(ll American "getting a man for romantic love" is that
women are portrayed as being very assertive in finding men. Articles such as “The Night
They Auctionéd Hunks" (Cosmo-12), "The Love You Want ';_ (NW_@Z) advise women to
get what they want as it is woﬁen who Hunt men. "Put yourselfﬁrst" (Cdsmo—l) and |
"Love Courage" (Gl-12) suggest that _\_&50111en maintain their self-control and self-esteem in
their relatidnship. "Singleness" ’is also Being affirmed, too. "No man shortage in the
1990s" (NW-1) reports that unmarried women are inc;‘easing]y comfortable with their‘
sing]e .statlus and that it is a myth that single women (including divorced ones) are

desperately looking for men. However, another article " There's no man in your life and
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you are fonely. What to do about it" (CosmoQ) transmits the opposite idea that women 's
happiness will not be fulfilled-until they get'men.

- Feel as if everybody tn the entire universe is coupled off but you? Listen, it's temporary.
Somebody_is there. Right now, relax---let solitude help vou reconnect!

Thé idea that women's hap‘pines‘s depen'ds on men seems to have validit); .in fhe world of
women's magaz’ines both in japan and Nérth America. Yet the coxﬁpletely different
message found in New Woman and Cosmopolllan could be due to the different goals that
‘these maoazmes present f01 female readers, For. Cmmopo/:lan g,ettm0 men is very
lmportant for women, whlle for New Woman, to be happy on your own seems to be
swmﬂcant for women whethel with oi” w1thout men. -

It is important to note that both cultures put similar emphasis on-"understanding
~what men think". Learning men's opinions, valués, behavior and perspectives is very
impc')*r"t.ant fo'r'v,\}omen to survive in the "male-dominated" society within which women's
lnagazineé exist and mediate cultural messages‘. However, because of the differgnces in
the social ré]atidns of men ﬁnd women, cross-cultural differences also b‘ec'ome'vevide'nt. ‘
Most of the North American articles found in "understanding ébout men" dealt with
lela.rning men's values and ways ofthinking. "His p.oin't of‘vi‘ew" (Cb.S'zvrb); ;'Jake: A man's
* opinion" (G/(_bn()i//'), : ;'Not for 'men only" (New Woman) are all regular monthly columns - .
written by male ;)vr'iAter;s which provide women with knowledge ab.ou_t male perspectives.

These columné discuss and emphasize how diﬂ"erent‘meﬁ and women are in terms
of perspectlves values, ways of thinking and soon. T he plemme 1s that men and women
differ fundamentally so women need to l\now more about what men are thlnklm7 At the
same time, the column delivers the messages which justify the male way ofthiriking as
legitimate. North American women's magazines serve as a gLiidé to kno’w.more about
male behavior which niig.lﬁ be necessary information tdsuccé‘ssfully liveina "male-
dominated" society. Instead of asking men to change or to understand more about

women, women's magazines-ask wormen to learn to cope with men.

-




In contrast, Japanese magazines tend to porttay men's opinions about ideal women
“and often show elite busmessmen as potentlal husbands talking about the kinds of women
they want, and do not want, to marry or'h‘ave as. glrl fnends. Articles such as "Women
that imen want to marry, women that men do not want to marry" (Say-11)," The type of
woman's face that men like has been changed!" (With-10) have "real-life" men and other
‘male celebrities talk about their "ideal women." In "Shy and uncoordinated women can-
fulfill the romance" (With-1), marriageable age single businessmen express their opinions
on ideal womanhood:.
A female cotleague of mine is always.polite and considerate in doing her routine work
such as making copies, taking phone messages, and pouring tea for others. When I said
thank you lo her, she says "I cannot be of your help. L am sorry that this i is that all I-can
do for you." She is not a career lype_but she can be \cw consndcralc For men that's
much cuter. (27 years old, compnlcn lcldlcd comp(ln\ ) :
Men are not just looking for physically nllrz_lcli\fc, cheei‘ful women.. They also want to-
- have a dominant position over woman so they want 10 get a woman that they can
"protect." - Or women who can listen to the comphnnls ‘that men make and support him.”-
(28 vcm old, consnucllon compdnv)
On the o_ther hand, men appearing in an article "Good luck, young men!: Men are
confused dealing with women" (J-Cosmo-11) discuss a different social.situation and

L)

‘gender relation:

I do not want my girlfriend dependent on me 0o much. We do not live in a day when
“men lead and women follow" anvmore. (24 vcars old, svstem engineer)

If [ am going oui with a woman, one or two vears older than ‘me is the best. She would

be more mature and then T can grow more bv Ic(nnmg, from her. (23 years old’ prlntlng,
company) -

Woman are becoming too strong, assertive and demanding, So_relixtivel_v speaking, men
look like they are getting weaker and.unreliable. (25 years old, service industry)
.He're men do not assert their dominant position over women, but rather question the
tradltlonal Uendel roles and powel lelatlonthps W]th an opmlon from an expert

(psycholomst) the article teaches women how to have better communication with men:

‘The article argues that women have aheady stalted to become more economxcally as well

tas emotnonally independent and self-sufﬂcnent but men have not cawrht up to this change
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yet. Men still want to be taken care of by women and they have not yet become
autonomous people who see women as mature partner s. The article states that in order
for gender-equality to be achteved men must figure out that 1t IS a 0ood thing for both
men and women. So, 1nstead of t"orcmo men to change, women: should just watch over
men and let them ﬂﬂute out how to chanﬂe by themselves

The men's opinionspresented in this article sound diffe’rent frornjthose tn the Say
or With articles. In Say and W//h there is no.room for the dtscussxon of Oender equahty
~nor changes i in mien's values Instead these magazmes present men'’s comments asan’
1nd1catlon ofwhat ordmaty potentlal husband" men arelexpectm(7 from women The
readers need to l\now what men are thml\mv about women because it will help the1r
chances to find men and possnb]y marry. them In contrast, magazines such as N/kke

Woman and Cosmopo///an /apan present the themes Wthh convey co- ex1stence with
. men.

Japanese magazines. seem to p,lac‘e more emphasis onhow to avoid p'robvle_matic
‘relationships with men than "how to have a better reiatibnshi;j" This emphasis reﬂects the
: fact that although women are encounaued to find paltnels to marry soon, the sttgma of
divorce makes them cauttous in choosmo then husbands Tthu(’h amcles such as: "How
to detect Mano -san (mamas boy)" (N/ W-l 1), "Drvorced women talk about undes1rable
- men" (Say-l) "Have you nottced the cunning men?" (Say—a) and "Women who are easy |
to be decelved (Say 8) women Iearn the skills to avond getting marrled to. the wrong
- men. Say in pamcular, had the htﬂhest frequency of this theme. - Thls 1S probably because E
for those readers of Say who tend-to quit their jobs to become housewxves or part tlmers
_.it is very i'mportant for them to‘k«now how to avoid undesirable men since their life _ B

.depends‘on"the person they "marry.' Thus, this theme offers tips for "survival skills” for .

. women.

North Amerlcan women's magazines have re]atronshrp 1mprovement themes more

frequently than the1r Japanese countet parts The e\lstence of advrce on "how to 1mprove
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your relationship" in woman's magazines suggests that it'is a woman's duty to worry about

and fix a relationship by understanding men's nature. "Will he ever change?" (NW-11)is a

typical "woman as respornsible caretaker" article. In order to help Change a man (in this

case, it was an alcoholic husband), ten tips were offered. It would be interesting to know

if there are ’similar topics found in men's magazines about how to help alcoholic wives to
change. This kind'of article facilitates the image of women as caretakers of men and
families.

'Pronouhced differences between Japan and North Alnellea }wer‘e' found in the issue
of sexual aetivity. In Japan, it is still relatively a taboo'to discuss sex ahd sexual pleasure
in pubhc In the Japanese sample only four articles (less than 1% of the entire sample)
dealt with’ leammo about sexml pleasure or 'lCt]Vlty, wheéreas thns toplc was as common as
"relationship improvement" in the North American sample. At the same time, the ways
sexual activity and female sesllality are presehted differ between the two cultures.

I "As a lover, he's merel_y a lalnbé Here's how to turn your man into a bedtime ,
tiger" (Cosmo I l) women take initiatives to have more. Satleme sex with men. The
article offers.women step-by- step adwce such as "invade his sexual comfort zone," "mSISt
" "teach hlm how to please you.' ’AThe primary message of this -

article is that if you want somethinﬂ, you should speak up and reach out for yourself The

implicit messaoe s that women are mdependent and assertive enough to get what they

‘want in life, mcludmg great sex. Slmlhrly, another artlcle entitled "As sexy as'you want to

be" (NW-I 1) encourages women to learn to boost their sexual self-confidence.

In the end, sexual self-esteem is the product of how we feel about ourselves as sexual
beings. When we allow ourselves to feel the joys and intimacies of lovemaking without
fearing how we'll be judged. Ancl most lmponanl of ail, we feel. worthy of the pleasure
of se\ual intimacy.

As these examples indicate; North Amencan women's magazines show women's sexual

act1v1ty as possessnveness assertiveness and self-conﬂdence
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Interestingly, when Japanese articles de‘alt with sexual activity, it wa‘s hsed asa |
warning for women not to be exploited or be t"a.k_en advantage of by me'n'sexually. "Is he
serious abont you orjust usinﬂ_you?: How to figure out his seriousness when you have.
sex" (Say- 8) “After havmﬂ sex, your relationship changes" (Say-3), and "The difference
between sex that deepens love and sex that breaks love" (With-10). In contrast, |
Cosmopolitan-Japan and More had a somewhat "westermzed" vrew in the sense that they l‘
had a more positive attrtude towards sexual activity. This different attrtude mrght be
because women who are more marriage-oriented, such as: readers of Say and th must
use thelr sexuahty tactlcally as it-1s one ofthen' resources. Women who read
Cosmopolitan-Japan and More, on the other hand, may tend to use their sexuality as a -
means to have pleasure and to be liberated from traditional, oonﬁning ‘va,lues. )

Self-Help |

Both Japanese and North Amer ican magazines devote a similar amount of space to
the theme of "self-help" (13 9% and 17.3%, respectively). However, more than half ofthe
Japanese amcles were devoted to' selt presentation” themes In contrast, close to 60% of
North Amerrcan 'self- help themes appeared as "Self-g gr owth and fulﬁllment"i
Self-fulﬂllment.and growth themes suggest that there are certain pressnres ln

North Amerlcan culture for one to always strrve towards some kmd of personal or soc1al

achlevement and perfection ofmner self Amonu North Amencan "Self growth" themes

articles that deal wrth personal happmess appear most fr equently "Creatmo happmess

N (NW-12), "Will I ever be happy‘7” (M- l) "You can feel good again." (Cosmo 12) all

remind readers that they must become happy about themselves and offer them ways to

- achieve this anl Oflermfl eight trps to become happy an "ntlcle "Wanna be happy?-

Here's How." (Cosmo lO) suggests:

Simply recognize lhal vou can consciously choose to be happy. Do not put happiness- -
on hold. There is only one right time to make your move toward happiness: riow. _ You .
can make happiness a habit Just the way vou make other tvpes ofbclnvror a hablt--- - ;
through repeated practice, until it becomes a subconscious act.
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The underlyiﬁg assumption is that if you are not happy as many people often are not, the.re,
1S somethihg_ wrong with you as e;n individual, and it is your responsibility to fix that
problem somehow: The difficulty with this'is that sometimes people are unhappy'no.tl
because of personal or emotional instability, but due to larger issues such as sexism,
racism etc. Thus, just merely making it a "i]?lbit" to think about happinéss may not solve
“the fundamental problem. These articles show an.optimistic approach to what individuals

can do and neglect to see the complexity of social relations.

Table 13: Self-Help Themes ‘ -
Percentage of All Themes in Self-Help

: J:ipanesé ‘ ‘American
SUB-THEME o (n=149) _(n=115)
Self-Growth & Fulfillment - 28.8 | _ 57.0
Better Self-Presentation ' 54.2 : 36.0
Overcoming Misfortune 17.0 7.0
Total L 100 100.0

Note: N= number of themes regarding Self-Help

This pul‘Suif of happiness also indicates the tendency for individuals té
continuously strives towards inner-perfection. Articles like "Are you 'sabotaging your
career?" (NW-I) tell readers that women have a "suécéss anxiety" due t‘o their low self-
esteem.. "If success makes us anxioug we may seek to reduce our anxiéty to lpwer,Amore
tolerable level. We may sabotage our efforts to achieve our ’pr;ofes'siorllal fgoa!s".. So an
expert (a practicing.psychotherapist) argqés that "we must learn to identify t.he ways In
which we tend to self-sabotage so that we can make a con.s:c)'(-)'us effort to abstain from
domg them". The presupposition is that everybody should achieve some kind of personal.
or sOcial ‘goavl to become more perfect beings. If you do-not want to b¢c01ne successful,

there is something wrong with your self-esteem. But there is no discussion on why

women are afraid of being successful (especially more than men), or why.women have
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- lower self-esteem than men in general. The reasons for these issues are left unexplored

and lnstead the articles blame lndiyidual women for not having lrlgher self-esteem or
wanting to be suCcessful. North Americanlnagazines ccnsistently present a message that
it is possible for individual women to achieve success if they try harder as individuals. But
individuals live in a‘complex web of social structures and women are in a disadvantageous
position within this web. The limited range of the kinds of women readers are allowed to
be in a male- orrented society is not questioned in "Self-Help" themes nor anywhere in the
pages of women's magazines. In this way, women's magazines prevent women from
developing alternative viewpoints to examine their social situation.

. There were less than one half of the number of "self-fulfillment" themes in
Japanese magazlnes than in North American m.ag.azines‘ There were very few "self-‘
fulfillment" articles in Say, With and More. Japanese women's magazines do not advise
r_eaders about how tc live their personal life or solve their problems. For example, the
August issue of Nikkei Woman had an ‘article called "Find what you really lilte'and it’ opens
up your life". It encourages women to look for their potentral talents inthe thmgs that

they most lrke and there is not pressure to become a super achlever ora perfect women.

' The reason that themes to become succe%sful or happy do not ﬂ equently appear in-

Japanese women's magazmeq s mterestm(y to consrdel One explanatlon is that JapanEse

culture does not really encourage people to strive to become a perfect and outstanding

being. Another possible explanation is that social success is not expected for Japanese ,

women (because of their secondary status in society) and that striving to be a successful
person-may not be considered a part of femininity that women need to learn from
magazines.

Another prominent cross-cultural difference in the self-help category is found in .

_ the themes regarding self-presentation skills. For Japanese readers, rather than pursuing

one's individual happiness and building one's self-esteem, emphasis is placed on how to

~ learn to exist with others in harmonious relationships. The articles emphasize how to
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: present yourselfto othels and to know how one s supposed to conform to "social"
expectatlons Wlthm the self-plesentatlon theme I further categorlzed themes as
| "general social sk‘llls and "feminine skills and manners.” In the Japanese samples, 30 5% ‘
~of the themes were about learning femmme manners, maklng it the most frequent sub-
‘ theme in the self help cateuoxy Only 7% of"self presentatlon" themes were devoted’ to
- "feminine skt]]s\and manners" in the North American samples.
: "How to become evelybodys favonte person (Tay-l ), and "Make yourselfa '
‘ better commumcatlon partner" (J- Cosmo 7) are two typlcal artlcles that contain themes of,=
"teachmg social skllls of a better self—presentatnon The main purpose of these articles is to |
teach mterpersonal communication skllls especnally m Oroup situations such as the
‘workplace. Reflecting the group- orlentedness of]apanese 5001ety botli of these artlcles
: teach readels how to prevent conﬂlct and maintain har monious lelatlonshlps w1th others
rather than how to plesent ‘oneself as an outstandmg person in a Uroup
North American women's m_agazines had articles with quite different Qrientati_c_)n‘s
from Japanese4"interpersonall’y oriented" skills.. For example, articles such as "How toA
i ,criticize an elnplcye'e's Work"- (Wo W-11), "Whati’tb»_.cvi'o Whén yolu are mad"_ (M-’2);
f'Keeping y‘ourccol'at worh" (NW-10), and "Speaking in puhlic may not be easy, but R
| shall ' we get on w1th 1t? (Cosmo 2). A]most all sumrest techniques of how to present
oneselfbetter as an 1nd1v1dual to others at a social settmo The emphasxs is on how to -
" make yourselflook better to others and how to have self contro] rather than how to
commumca_te well with otherst ’
”Femi‘nineiskill and manners" articles such_as .""lfhose with good manners attract
“men" '(Wil..h-ll;l ), "D_c:rt_ot embarrass‘yﬂgurself:'46 ccmﬁmon-.sense man‘n_er_s fcr women”
‘. (Say-2), and ."The 'manne_rs ofthe tadie‘s of high sovciety"" (Say-regular column), show that

“there are stricter and more specific social norms constituting femininity in Japan. After

introducing manners regarding eating and language usages, the article-from With presents .
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real-life mens comments’ on women that disappomted them by bad manners and women
who 1mpressed them w1th their femmme concerns and manners’ For example
Sure, she (my girlfriend) l\nous so many things ranging from sub-cultures to
international politics and economics. 1 was proud of her because she could carryona
conversation with anybody. But I can't stand her when she says "Don't you kndw such
things?" She wasn't like that when we started going out. Now she is losing her
modesty. Ah, maybe I should change my girlfriend to somcbodv who I can teach many
lhmg,s " (76 ycals old administrauon ofﬁcc) .
This comment transmits the message.to women that even if a woman is knowledgeable
and intelligent, lacking the consideration to make men look good (one very important
feminine skill); will reduce her value.. In the same article, a list of feminine manners that
100 men think of as important are provided. It includes "speak with a smile",
"consideration, toward"others" "proper language usage" and modesty that cons1ders your
position" Aoain here we can see the maiiia(reable age man" as a socral norm sender

AlthouOh North Ameiican magazines present men's opmlons reOardmv women toa

certain extent they do not seem to.be dnectinw women in a dommant manner The fact

that Japanese men appear selt‘—appointed to teach women what "ideal femininity" 1S

supposed to be and how females shotlld behave-in soc1ety ieﬂects the secondaiy status of

- women in Japan (unless it is found, of course, that women are doing the same thino in

men’s ma'oazmes). Howeve‘r it should be noted that the r"elatively career-'Oriented '
maﬂazmes such as More; N//r/re/- W()ma// and. Cosmopo/llan Japan do not carry
"feminine Sl\lll or presentation themes It can be aiuued that feminine Sl(lllS are

conSidered to be |mp01tant resources for ieaders of Say and With smce learnmg certain

manners and social nor ms. may increase their chance ofimpressmo and attracting good

| husbands

The theme of "overcoming misfortune" did not have a high ﬂequency in either

“sample, paiticulaily in the North Amencan sample These alticles were about how people

struggled over tragedies such as depression, child abuse, breast cancer and accidents,

~ regaining their hope andrself-esteem through extraordinary will power and the support and .




love from those close to them. Japanese magazines tended to show slivhtly more tragecly- .
themes than North American ones. However ‘there were no "tragedy- related" stories
found in Say and With. 1t could be that these two maﬂazmes do not want to deal too
extenswely wrth people's struggles. Rather, these magazines may strive to conceal
undesirable things, presentmg only fantasy and pleasurable images.
Work and Family
Both the Japanese and North American samples contained similar proportions of:

themes related to work andvfamily. However, if the themes were divided into the separate
categories of family and work!'7 at least 88% of these themes in thelNorth-AmeriC_an
sample are strictly wor‘k;r‘elated themes, compared to 63% ‘of such them_es in the Japanese
sample. Moreover, in the Japanese sample, most of the work-related articles were from
‘Nikkei Woman and almost no articles about work were found in Say and With. 'Similarly,
most of the work-related themes in North'Ameriean_samples were from Working Woman,
and the rest of the maga.zines had almost equal proportions of work—related themes. |

| In the North-American sample, "Learn from sucoessful women," "Surviving ia’nd-
competing at the workplace and "Career strategies" appeared with almost equal
frequency,’ sugg,estmo that these topics are of consrderable 1mportance For the Japanese
- samples, ' survrvm(r and Competmu at the worl\place and 1mpOrtance of wife- and
motherhood" had almost the same h equency This finding mdlcates the ex1stence of social
norms which maintain that althouwh hpanese women work, being a wife and mother s of
equal 1mportance For example Nikkei Woman,. the most career-oriented ofthe

magazines, has a reoular monthly column called ' workmg mothers."

Table 14: Work & Family Themes
Percentage of All Work & Family Themes

171f we combine "Learn from successiul working women," "surviving and competing at workplace,” and "career

strategy.”
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SUB-THEME - Ja panésé N-American -
o (n=84) '_ - (n=101)

Surviving & Competing ' - E '
~at Workplace 273 - B 24.0

Importance of _ o : :
Wife/Motherhood 25.0 v 40
Learn from Successful o B -
Working-Women ' 214 27.0
Career Str‘ateg’i-es » 143 Sl 220
Juggling Work & Family 05 120
Family Life/Ties 25 110
Total . 1000 : | 1100.0

Note: N= number of themes reg,a.rding work and szlmil.\"‘

Both \J'apanese and North American magazines éontaixjed similar proportions of _
themes related to womenv "Strugg]ing and competing at the workplace" and offered ti.ps to
deal with the issue, The Japanese_ ﬁl‘ticle "Of‘ﬂcé politics...." teaches Cosmopolitan-Japan
‘read(ers héw to deal with yo.unger aﬁd Ie;s experienced fennaleﬂorkcfs. The article
presents 6pinions from several younger_Wo:‘king wome.n'(20_toA26t y'éa'rs old) about their
senior working colleagues (27 to 33 yee’xrlslold)‘? The'a}ti;le does not just describe what
kind of senior working women arqpréferred,_ buf:it a]sb assumes potential conflict
b“e.tween these two age groups. The '_reas()n for ti)is conflict is that .in mainstream Japanese
work settings, it is still a no.rmv for wdnen to quit working around ﬂ1ei1‘ mid twenties.
Those who stay at work either have strong career asbiratiohs or have -'m'is'sed out in the
marriage market. Since these two groups of WOI;kil‘}g wom"en'may haVe different values,
work ethics and lifestyles, the presence of senior workers are not appreciated by the
younger ones.. The article tells career women that learning how ‘tov handle the y(.).unger
‘ wofking women Is as important as léarning'how'tb cdmpete witiﬁ men. The problem is -
‘that the article is indirectly suggesting to readers that women who work Iohger must be -

careful in their behavior because they are not really welcomed by either the men or by
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yoﬁnger women. .Iﬁstéad of criticizing t-he‘double‘standa'rd ilﬁpbsed on senior women
Workers and the social system which pﬂut:them in a difficult and <d‘isadvantageous‘stition,-
this article teaches temporary solutions for women to "gef by".
Articles that deal with the ways women are competing in the workplace, especially

" against male-centered .wo'r‘k ethic and values, afe: found in both.'lap_anese and North |
American samples. M(,_)re .had a sp'ecial ’14—.page-article in Question and Answer format,
titled "Befbre you quit work, please read thi's"l (More-12). In 'one. of the questions; a
reader complaihs that

L feel that in order 0 be recognized as equal 10 men, women have 1o work three times as
hard as men do. Since | am oo busy working until late I hardly have time for myself so
T'wonder if I can keep working after I get married. 1 do not want to slow down my
workload after marriage because | do not want men to think that women are not serious
about work. I do not” want to go back to casy clerical work merely as a man's assistant.
But T'also start questioning my days that go so quickly by without having much of a life.
(23 years old, fashion industry)

This reader is struggling to compete against her male co-workers and has already started «
to worry about juggiing her career and family as ‘ifit would be ah impossible 'sit_uation'.‘
She takes it for granted that once she is married, she ha'sAtﬂo face the double burden and
must choose either work or marriage. Th4e answers from thé "experts" are:

It's true that if you want (o be promoted, unless you work at least as much as the man

who works the most, it is not possible (o compete against men: -But you are still young .

and lookmg, for something you really want to do. So why do not vou devote yourself
" more to work and challenge until you reach your limit? (Female, wntcr) '

You are trying t00 hard 0 becomc like men. We need 1o reconsider men's way of
working. Men need to slow down and change their ways of living. So you shouldn't be
planning vour life to choose cither marrage or work, but to do both of lhcm Why do
not you relax more? (Male, labor consuliant)

I you cannot escape from this gender-inequality right away, why don't you try to make it
more enjovable? You may find something that is three times more interesting than it is
for men! I think women should take a part in creating new business ethics which
replace men's old business ethics of efficiency and productivity.  Sit back, look and
laugh at men's mentality and principlés. If you can help to create a more human-
centered business environment, broad-minded men will take your side, too. (Male,
advertising critic)
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It i is mterestmo that the woman's answer. is for her to become more like men and think in
terms of men's principles,'whereas two _ofthe.male experts suggest that she.gets away
from the male mode bfthinking and values. Tt'is difficult to decide whether to compete

with men and become like them or to emphasize the difference between men and women's

values and perspectives. Although the suggestions were not't:onstructive toward gender

equality, it is 1mportant to note that at least two alternatlve views were offered as survival
skllls for strugOhno workmo women.

North American women's magazines are also torn by the issue of either
“feminizing" the work environment or of women ' mascuhmzmg themselves In "Top
career women talk about the choices they made" (Cosmo-3), career women with high
achievements, such as top executives of big corporations, a Justice of the Supreme court,
a TV personality, and a Mayor, talk about their struggle to get to the top:,

I'm sure my husband feels | put Penny ahead of him. But most men put the: companv

first, and that's acceptable. How else do you move up in a multibillion-dollar company?

(executive vice president, JCPenny) '

We no longer eat what my husband nostalgically refers to as "food made from

ingredients." Simple does not begin to descrive our mcals
(principal, Lens Inc.,)
1 nuss the chance to just hang over the fence \\Ilh other woinen, the friends you

connnually unveil vour life Inslon l0.
(vice President, Gemini consulting)

Thearticle affirms such lifestyle bf’tdp career women b_y saying "sure, they've had to
saeriﬁce In some areas, but the rewards are, terriﬂc The article is trymﬂ to convince
readers that although these women haldly have time for themselves and mmht have missed
out on a lot of other things, having career with high achievements and jobs they love are
worth the sacrifice. The implication is that if women want to become successful, they

have to become more like women who are "sociologically male" (Glazer, 1980). This




- means that Women have to. work lnrder than men and apprecxate men s values whtle

.

o relmqutshmg thetr personal ltfe

Desplte the above, there are some arttcles that questron Whether women should
\

: conform to such male values and ltfestyles and see career advancement and power as the

sole measure ofa successful lrfe Wm kmg Women had two amcles reoardmo the

'ﬁi:jredeﬁntttons of power »and success These arttcles clanned that women in the 90 s ‘

" have started to realtze that belng successful and ptofe551onally accompllshed hke men 1s

B

i_vnot what they actually want Tlns is 1ron1c smce ‘more than any. ofthe other magazmes m
o the sample W()/ kmg Women maoazme portrays lnvhlv achtevmé workmg women who are '

socnolomcally male as tole models The women quoted in the artrcles reallzed that they

oo

. needed to redeﬁne thetr anls and meanmo of success ‘on thetr own not JLISt copy what

'men have done Irf "the face of power : (Wo W lO)

I o S

(AmbllIOHS to attatn powcx gave ways (o thc morc pcrsonal psycholog,lcal issue of bcmg
) cmpowcrcd For . omen o really be powerful, ihevery definition of power has to -
chang,c And pcrhaps given thc corrosive naturc of power the modcls we need are not
.. women 'in powcr atall. L s

"Stmllatly, in 1edeﬂntnu success (Wo W l l) many VVOI‘l\ll’lU women say that thetr

v

- -‘defmtttons of success have started to slnft ﬁom career advancement or money makmg to- .

' ‘hpersonal fulﬁllment Talking about. the necessnty of an alternattve (non commander type)

“’:leaderslnp In Amertca "Leadm<r adtes" (NW 1 promote "femmlzed” leadershlp styles

. The article arwues that the femmme qualrnes of facrlrtatm _tolerance compassmn

",understandmg, Oenerosny of spnrt cooperatron and nurturance are what the Amertcan
workplace needs in the twenty ﬂl st century T he basic lomc oftlns artlcle is snnllar to that

;f". Wthh was offered in'the: atorementtoned Japanese amcle | .;;V, : '

It is 1mportant to pay attentlon to the meanmo ofthese two d1ffetent approaches .

that women's maﬁazmes mttoduce to readets All the arttcles Wthh urge alternattves to

: male centered Views, value systems and busmess etlncs came from ma0a21nes that have a.

L “reade’rshrp'wrth a career ortentatlon'{ wher_eas the t“becommg soctologtcally male” -a'rtrcl_es
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came from a magazine wrth a less career- orrented reader shrp It 1S possrble to argue that
because ofthe greater number of women reader: S already possessrm7 hrghly adveanced
careers in the career- orrented magazines, these women could clarm demand and express
' therr own thoughts because they are- now relatrvely free from the pressures to conform to
male values. In other words, these women have more power and resources to say no to |
masculine ways of doing thrngs than ‘tho,s.e w_ho are still struggling to get .their career and .
'achieve social power. | | | | . | |
As for the Japanes?e: wom_en,the_ir 'overal_lstatus n the workplace is still low but
more and more women are;<ra‘ini-no'p0wer'as the number of’women 'enterino the -
mainstream manaﬂerral tracl\ is incr easrnU Itis strll a transrtronal phase for workrng
women' to froure out hbw they should work whrle making a better work setting for
everybody The fact that two completely different "rpproaches were found for one
questron in a magazine, suooests that the issue must be developed more 't become one of
'the counter values to.a male oriented socrety |
The "Learnrnu from successful worl\rn0 women ' theme appear ed frequently n

vboth samples but the women who were presented as role models were qurte drf’ferent In -
North Amerrca as prevrous research (Glazer 1980 Feruuson 1983 and-Peirce 1985) has
sugg ested women who are portrayed as Tole models tend to, superwomen types who have
' everythrng> --a successful career, money, famrly.and a meanrnﬂful personal life. For '
/ .

example ”Top Career Wom"rn“ (Cosmo- 3) "Woman ofthe year" (Gl- 17) "Ten most
admired woman manawers” (Wo W l) "Leadrnﬂ Ladies (Female manager)" (NW 1) and
"Our women in Washrnvton (Gl l) all present hrUth professronal and successful women
in 1 the Unrted States such as CEOs executives, polrtrcrans Judues etc ‘The Auoust 1993
rssue of Wor/ungr Woman had a seven- pawe artrcle on Laura Tyson entrtled "A Woman of

Inﬂuence She is the first female top economic advrser to the President, a drstrngurshed

€COoNOmICs professor at the Unrversrty of Calrfornra at Ber keley, wife of'a Hollywood.

'screen wrrter and the mother ofan'l | year-old son The artrcle explarns how. she got
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~ where she is now and how she handles her many different roles and duties.  However, it. .

can be said that sometimes people like her seem too perfeCt and too 'distant to associate
with the life of an ordinary worl\m<7 woman Just as the "Self-ﬂrowth and fulfillment”
theme emphasrzed becoming a perfect woman, .in "lear nmﬂ from successful women"
themes readers are being contmuously presented with superwomen role models. Although
these elite women are only a small fraction of so‘ciety and do not represent women in the
general population, the article sends continuous messages 'to. women to becomelike‘them
because "if they can do it, you can do it, too." The problem_with such portrayals. is that o
the "success stories haldly deal thh the social obstacles and problems that ordmary
workmo women face

| On the other hand, Japanese role niodels tend to be ordinary_ working-women wi_thd
career aspirations who are "like one of us" and offer readers "tips" to accomplish '4
somethino: However.there is a tendency to portray-women (both Japanese and non-
Japanese) worl\mo abroad or in non-Japanese envnonments as enjoying a lifestyle that 18
,attractlve, glamorous, and fulﬂlhnu Articles about situations, of workrno women in

Sweden, Hong Kong and the U.S.A. are often introduced and c,o'mpared favorably with.

~ the situation of Japanese working women. (()smap()///cm Japan had a specral article on

what it is like to work for a foreign- capital company in Japan (J Cosmo-11), as well as an
artlcle entitled "We see Japanese women's features In a woman- advanced country,
Sweden"( Cosmo-12). N/kAe/ -Woman has a monthly column called "Working in a Dream

Country" which introduces Japanese women working abroad in places such as Hong'

~Kong, France, Mexico, Canada and Italy. This attention to non-Japanese working

environments suggests that women may need to leave their country if they want to have -

‘meaningful and successful careers. In a way, these articles offer women a cross-cultural

~ view of women' s lives. But at the same tlme it could be aroued that these articles could

turn women's attention away from local problems, that is unequal opportunltles and

working conditions for Japanese--women. _

£
{
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Themes regarding "Career strategies" frequently appeared in the North. American -
sample. - Working Woman, in particular, carried three regular columns ("Career strategies",
"Small business solutions" and "Managing") and articles contammg this theme G/amom

also has a regular column called ‘Job stratemes and New Woman has "Careerw15e

_Madenro/se//e and Co.,s'mop()//lcn'l do not have 1'egular columns l'egardmg work but

- occasionally have some feature artiqcleslv Most of the content is business-oriented and

highly-professionalized with specialized tips.
In contrast, Japanese articles had quite different orientations for thei‘r career
strategles Instead oflearmn(r business tlps Japanese working women's mag,azmes patd

attention to non- mamstte'lm jobs and nontladmonal career tracks. N/kkel Woman had

articles such as ”Thlnl\ about how to work: Top 100 short-working-time- l]lUl] paymg

_lJObS (Nl W- 8) "Comparlson oftempoxaly worker awenues" .(Nl W- l’)) "Lanﬂuage that

will be useful tor busmess in the future" (N: W 10). The reason that women do not learn‘
business tips and skills is that in large‘inamstream Japanese corporations, there is almost
no room for women to reach the 1nanagerial level and therefore women think it is.not
worthwhile to lvearnbusiness skills. J'ap'anese women tend to seek information not so |
much about specific business and career strategies, but rather non-tradi_tional and more .

general skills and knowledge so that they can apply this knowledge outside male-

dominated traditional business organizations.

Interestingly, themes on "Juggling work and family" were infrequent in both
sam les contra’ to the results of revious research. -One explanation for this finding is
ry p p g

that many ofthe readels ofthe sampled magazines mwht still be single and the issue of

- balancing work and family may not have become a ptoblem for them yet “When the i 1ssue‘ :

of balancing family and work does appear in Japanese magazines, the typlcal problem

facing married Japanese working women is the unequal distribution of domestic work

between husband and wife because typical husbands are reluctant to do housework..

There were a few articles on the increasing divorce-rate among newly-wed couples in their
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20's due toit\he problem of sharing domestic chores. However, since divorce ié still
stiginatized to a certain exteiit in Japan, the article could be interpreted to carry the
‘message't_haf[ one should not dev_oie oneselfe too much to their own work. Instead of .
criticizing women's double burden of work-and family, tIie article sends an implicit norm
“that women can have a career onl)i if_tliey also have the time and energy to take care of a
family, including liqsban(is. | |

According to tliree special aIT_ieIes' on struggling working mo_theré from
Cos;nopolitfufs October issue, North American women faee similar difficulties. An article
entitled "Who's rock-a-bye-ing baby?" assumes that "most workir‘igiiiothers- do not have
husbands or paren'is who can care for the kids" so the question is where to find affordable
and quality child care. Another article, "Have a great'career at heme", with a picture of a -
female architect working while holding an infant.in her arms, encourages ‘women to work
from their hemes. Although this strategy does ncit eliminate cliildfcai‘e prob]"emls, the
article claims that, "it softené the line separating work and family."- In the article "Do not
let the guilt get to you" working mothers expi'eés their gLiilty feelings‘for not spending
' enough time with their children.

The article does not show any ﬂindamerital solution other than asking women to
lighten up their guilt and acknowledge ilieii' limits. The article merely claims that "mothers -
~ should no longer be expected to do it .all.‘ Superwomen vanished a long time‘ago: But ..

guilt victims are not what we are striving for either." At the end a "wishﬁil list" was
p‘rovided”which' included "siippertive husbands who are fully partici;iating parents,"
"supportive employers who allow workeis ﬂexibility in Workday," and '}fs_iecess to a system
of safe and dependable child c'arei"l However, oniy wishing for these miracles will hardly
bring any change. .Woinen are still expected to be Superwomen whether they‘like itor

not, and it is still women's responsibility to juggle family and work. Women's magazines

do not criticize or challenge the existing system that lets women carry the double burden.
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" How this equalization of work and other oppor;fLrlrities 1s to be practically achieved is left
unadddressed. |
A pronounced cross-cultural difference was found in the "importance of
motherhood and wifehood'_' theme, suggesting a 'vcul.tur.al differenee in the notion oft
motherhood and the role of women rrw the‘fan‘]ily. In the North American sample,vthere
were almost no articles which dealt with theimporta‘nce of mother and wifehood by it'self;,'
probably because most of the readers of the sampled magazines were still single. When a
North American female was portrayed as a mother, she was always shown as a worldng
woman who was also a mother, whereas Japanese workm<7 women were often descrrbed
as mothers who also worl\ outside ofthe house
Workmg W_()man hardly discussed the 1s'sue of working ‘mothers in its articies"

whereasNikkei Woman has a regular @lumn called "Work’jng mot.hers.”" In the cdlumn,
topics such as "D.aycare that provides doctors and nurees", "How to deal with jobs during
pregnancy," "Early child educatviovn during parental leave" and other issues that relate to
working mothers with small ehildren were discussed. As we have seen in "juggling family
and work themes", it is taken for granted that the'primary responsibilities of childrearing
belong to mothers in Japan. “ :

| The im'portence 'for”cljildren to be properly taken care of by their mothers is also “
stressed in a monthly article cdlled "Looking for mother" in Say. These non-fiction stories
are about male criminals.and their reiari(')nships with their'mothers. The writers analyée
how these relationships affect men's .crimesr The.underlying assumption is that th'eseb
criminals committed serious crimes such as m'Urd& because of their inadequdte'
socialization by their mothers. Thus the message asl\s the young single women readers to
<
. be prepared to become proper mothers. Blammo mothers' attltudes can lead to the

potential argument that women should be full-time mothers; lfthey become workmg

mothers, children mlght sufter.
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Interestingly, two ojfthe‘ four _I\}Orth A;m-eri‘can ."motherhood" themes d‘ealt with-___.
single motherhood: .~"Mothervhoodfwithout marriage'_' (GI-10), and "Thenew moms on the
‘blo.cl.(" (NW-]) both“af;f,rrm single,,motherhood. The G/qmmrr article olaims "If single .

. ~ women can have sex, their own, homes the respect of friends and inter estmé work, they
do not need to tell themselves that any marrlaﬂe is- better than none." The New Woman
article provrdes information on how to find a sperm bank‘, adopt or bear their own chrldren,i
- and become a single mother.” |

' These "motherhood"-related articles show clear cross-cultural differences in the-
way that motherhood is socially and c‘ulturally constructedi 'I'\I:orth‘ American articles stress _
that a mother is something that women "choose to become" (even wi‘tho‘ut a‘partne‘r)‘, and
mothers who work are still><:011side1‘ed working women. In Japan, the importance of
motherhood is stressed and i.t is taken for granted that all womenvwill get married and
become mothels someday and that bem(r a mothel 1s a women's pumary ldentlty It can be-,:
‘argued that because ofthe cultulal emphasrs on mothelhood in Japan, Japanese workmo
women suf’fel more than their: North Amencan counterparts ﬂom the double burden of .
jugglinovfamily and wo’rk. |

As for themes that focus solely on famrly relatlonshrps North Amencan toplcs -
~ covered various famlly tles such as srblmws parents- chlldlen le]atronshrp w1th
- grandparents etc. suggestmu that famlly 1s-still a great part of women's lives. However 1n_‘ .
‘the Japanese sample only two alucles appeared in this category. Both of these artlcles '
concern_ed conflicting relatronshrps between mothers and daughters.v The Nikkei Woman
article called "Can you love your moth’er?“ (Ni W-90) is about the conflict between
mothers and-daughters when mothers put plessure on mamaoeable aoe ' single daughtérs
. to find nice: husbands ‘The result ofa readers suwey shows that two thirds of readers do

- not want to lead theu hfe like their housewnfe mothers did, and close to half ofmothers

pressure mamaoeable age- dauuhtens to mauy Itis p0531ble that in addmon to

_generational differences in lifestyles and values, readers of Workmg Woman. are more -
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hkely to devtate from tradtttomlly accepted femmmlty because ofthetr career asptrattons |
However it should be noted that the arttcle is telling’ 1eaders that career- onented women
. have to stand up for themselves against not only their male counterparts but also agamst
: ‘jthelr own mothers .

North Amerlcan maoaztnes had a varlety of artlcles reoardmg family relationships.
' 'There are images : of both blissful famtly life and conflicting relattonshtps with famtly
memb‘ers. However, there were no articles that dealt ‘Wwith moth_'er-da‘ughter conﬂtc_t_s.,
“Social Topics | R |
The Japanese sample had a greater proportion of "Social topics" than the North |

- American sample: 'I.nteres,tingly_,' thev'percentage of "Socibal Topics" in Japanese magazines
" is close to that of their "self-help" themes (15.2% and l3r9.%,vrespect-ively),-whereas

- North American magazines devote relatively mvore content to "'Self-.help" compared to
"Social topic” themes (l7'.3 % and 11.6%, respectivelv) ln this category, the major
- finding is that both Japanese and North: Ame1 ican samples show the srmllar percentage of
themes devoted to women's isstes. The Japanese sample presents more socral issues than
North Amerrcan maoazmes but generally speaking the portion of gender equality and
general soc1al issues are similar-in both samples

In gener al North Amencan mauazmes pard attention almost excluswely to tOplCS

related to domestrc socml/uender issues. Almost no pohtlcs or news (nelther mternattonal

nor domestlc) were found in the: North Amencan sample Since regulal news and other

= “social issues can be found elsewhere (such as in Oenetal news mauazmes) women s

maoazmes may try to of’l‘er women readers tO])lCS rarely found in other magazines.
Women can relate more to such |ssues and they may find them more mterestmo Ifthat 1S
the case, it is posslble to arvue that women S mawazmes are cr eat1n<r a sort- of cultural
space' for women However another possnble mterpretatton ofthe lack of "pohtlcs and
news" in women's magazme is that this absence reflects the social attrtude that women do

not need to know "hard stuff" like politics and.economics. It might be considered that



these subjects just do not belong in the women's sphere, just as men's magazines do not

N

carry "cooking pages".

Table 15: Social Topics Theme
- Percentage of all themes .in Social Topic Theme

. , Japanese § : Ameri_can'
SUB-THEME ' - (n=56) - - , (n=41) -
Women's lssﬁes A 44.5' | o , 53.6
‘C'liender-(fln)ﬁEquality | . | 25.0i | » ' 243
General Social Issues - . 305 . ' - 221
| Total B : I‘OO_O‘ _ | lOQ.O

Nole: N= number of themes regarding social topics

In the Japanese sample, clése to one-third of the themes in the "sociél topic"
édtegory dealt Wifl] 'genéral éocial issues, including intérnational and domestic political
change, economics and social‘ welfare. However, there 'were almbs.t no articles of "Social
tlop-ics:"’ found in With and Say (0% and 6% x'espect,i\}ely:)i_ This‘-frequ.evncy.could indicate
thatjthe_se_two non-career-oriented magazines aim to create a somewhat limited view of
the world for readers by providi‘ng,o'nl_;/ certain Kinds ofiriformati()n' (such as how to catch

- anice mén) in their article content,

The "General social issues" catégory included topics such as "Guns{and violence"
(Cosmo-3), "Unemployment" (Mad-l.O); "AfDS" (Mad-11, 2), and "Animal rights" (NW- |
2) in the North American sample. lncidenlaﬂy, there was no direct reference to racism nor
drug-related issues, although tl]ése are two of the most promiinent issues in American
society. There was only one article that dealt directly with international politics ("Bosnia:

What are they fighting for?" from the November issue of Mademoiselle)

~ Japanese magazines had a wide range of social and political issues outside and

inside of the country. One characteristic of the Japanese articles is that, quite often,
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- Japanese magazlnes dealt with news and articles.from outside of Japan'®. Topics such as
"Neo-nazi women" (J-Cosmo-2), "Eating disorders and the supermodel phenomenon in
the U.S." (J-Cosmo-1), "Prejudice aﬂainst 'African \yomen and lesbian yyomen in thev-USA"
: _(J Cosmo-2), "American younO women with AIDS" (/ Cosmo- 212), and "Mushm women
are being raped," (More-7) are all about non-Japanese women, lrvmo in Western countries. ‘
'Japanese women's magazines pay more attention to what is happenrng, and how women.
are lrvmg outsrde ofJapan especrally in Western countries. At the same time they tend to -
neglect srmllar social problems that exist in Japan.” Although there is still discrimination
' against non- lapanese and other mrnorrty groups-living in Japan, no artlcles were found
that discussed such issues. Issues like eating-disorders, the_spr’ead of AIDS, racial
discrimination violence against women and other minority people in Japanareall .~ . . .
rmportant issues which do not appear in Japanese magazines. By not mentronmg, the
existence of such 1ssues at the local level Japanese maoazmes can be seen to understate
these problems mal\e them "less real" by not informing readers ofdomestlc somal
problems or mal\e them seem like foreign problems
Wrthm'. "Gender (in)equality" issues, there was also a cultural dlfference in the

kinds of topics that the magazines presented. In North Americanmagazines there'were
numerous art.icles regard‘inw sexual assault and violence against womlen, such as "Murder |
in the court: Women seel\anustlce need better protectron (Gl- lO) "Next tlme shell be
dead (protection from stalkers)" (Gl-1), "How to spot and resist the raprst you know (date
y ) . rape)” (Gl-2), "The coach and h|s girls: A clanwerous bond (chrld abuse)“ (Gl- lO) etc.-

;"Whr]e these artlcles tell women readers to be alert to potentral danoels and criticize the

»'socral system f01 failing to protect women, they also encourage women to fight back
* Just as our consciousness of rape was, raiscd in. thc last decade, our consciousness of
- assault and battery must change. Wc wve learned that any social, economic or political
development that counteracts sexisni and promotes cqualll\' of the sexes helps in the

long run to eliminate violence by reducing the power men hold, institutionally and
“_‘mdrvlduallv over women, ((:/m/mm, January 1994)

1215 out of 30 sampled articles from Cosmopolitan Jupan came from another country's edition of Cosmopolitan.
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There was only one article on sexual éssaLilt against Japaﬁese wo:n%_en n the
Japanese sample ("The truth about rape": .J Cosmo-10). Tbe primary purpose of the
article was to-demystify rape. By providing readers facts, statistics and ad\}ice, the article 'A
revealed the pirejudi‘ces thzit_cxist against rape victims and how easily men get away with
séxual crimes against women.

These ﬁndings can be interpreted as showing thét North American women liveina
more dangerous society and that these articles function to help‘women be aware of the
~ dangers and provide_infonjmation to deal with it. In cdntrast}'the reason that Japanese
women's magazines do not contain'issues of male violence against women is not certain.
“Statistically sp'ea"king, Japanese women do live in a much safer‘elnv‘irom_nent' and they do
not have to worry as much as North American womeﬁ about violence against women.

Yet it is also possible that these‘issues aﬂre hidden from readers for theA purpose of creating
a "fantasy"” world in Japanese women's magazines. Editpr.s may deliberately avoid taboo
issues, such as rape in Jalpan, as if they are non—ex_istenf |

Japanese articles tend to deal with sexism at the legal an"cll societal level and not so
much ét the personal and every-day level. Topics such as "Taking ac’tionvto legaliZe the
_use of your own maiden name at work" (Cosmo-2,) "Sexual harassmeﬁtvand legalization"
(N1 W-11), and "Female colleg‘evgrac‘is are haviﬁg a hard time ﬁnding ajob" (N1 W-12),
were discussed iri column-format to a minor extent. Unljke the articles on "romance and
love" which were full of readers' personal comments and Aadvice to other readers, articles |
on gender inequality seem to be presented .a's‘thoug‘h it were not really every woman's
issue. Only Cosmopolitan-Japan, Nikkei Woman and More had articles regarding these
themes. | |

_Tliere were not many articles that direct]y and openly discuss’éd sexism in Japan.

The only exception was an article entitled "Men's sense of victimization at a highly gender-

balanced Workplace" from the January 1994 issue of Nikkei Woman. The article analyzes
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why some "men" are antagonistic fowards career women and cannot deai with these "new
types" wabmen. After pointing out three kinds of men wﬁo have a superficial sense of
gender equality and hidden feelings éf ma!esuperid‘i‘ihty, the article goes on to ask women
to change or clarify their behavior so that men can u{nderstand‘themAb’etter‘ The article .
never suggests to fight-against the "sexist attitudes" of men. Instead, it offers ways to deal
with theée poténtiélly sexist men by 'avoiding conflict withihein. The artiéle does not
suggest that women act the way lthat men want them to, but rather, it offers women skills
and'tipsrto modify such sexist men_-withoﬁt directly confronting thex.n‘

Firgl 6f;1|| do 1161 be 'féolccl by men's svuperﬁcial» sense ofgc‘nd'er equality. Study their

behavior, know what their true intentions are. Try to communicate with them but if they

are reluctant, do not just keep your mouth shut. Let them know positively that you can

do the job. If you can prove that you can do vour job well and do not make excuses for-

being a woman, men will start to understand you as an mdmdual and nol as an

incapable woman that men have: slcxcol\pcd (Nikkei Women, Jdnuarv 1994 138)°
Here, instead of demanding men to change their attitudes or to work towards better
understanding and achieving gender equallty, the article chlms that women can change
men through‘indireétly proving the,error oftheir attitudes about women. After all,
Jépanese society and 601'p01‘ati0115 are run exclusively by Japanese men. If women want to
be .pQ)Werful in an organization, the first step is to get into the syste;n and work to |
_ transform it from w1th1n Moxeovel as a group-oriented soc1ety, Japanese people avoid
“direct confrontations. Instead they change the system slowly by gradually obtaining
consensus. The idea is that you may not be able to change the whole picture right away,
but at least you can ’change pe‘ople néarby through indirect influencing. The ndtion of
trying to change the béhavi»orbatterns ofpeople by indifcct persuasion Is a way of
chanomo the structure of qoc1ety without mal\lno direct demands. This negotiation skill .
“can be a potent mstrument for Japanese woren to achieve gender equality (Chnstopher
1984: 114). Though such tndirect persuasuon can be slow and qu1et,» persistent resistance

*

1is a key feature of feminine survival-skills presented in (career-oriented) Japanese women's

magazines.
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‘North ‘/gmerican' articles regarding sexism tehd to idventify it.\straig’htforwardiy and
provide strategies to fight it. The November, 1993 issue of Glamo-r/r introduced an
excerpt from Naomi Wolf's b"‘es't-selling book /:‘//'e With Fire. Ih an article catled "W‘om_en :
‘as winners"; Wolfmvrtes all women to reject the helpless victim™ image and recogmze
how powerful they really are. Wolf states,

It doesn't matter any more if "socicly is-rcady"for worncn o allaihequal slatu_s.\ Rt:ady '
or not, socicety no longer has the power to stop us. The quéstion is not whether society is
ready to vield g,cndcr cquahl\ bul whether women themselves are ready. (0 takc
possession of it. :
(For) now is a time in which real change for women depend on an enthusiastic -
willingness to change.....with power.and all its seductions and rcspousibilities,"
democracy and all its open conflicts; and money with-all its pleasures and dangers. |
call this willingness "power feminism.” (Excerpt from 7ire with I'ire from Glamour,
November, 1993; 222 225). ’ : '
Here, according. to Wolf society 'md the men who control it should be changed by the
power of womien in order to bring 0ender equalrty lfyou want to chanﬂe the socral
structure in North Amenca you first have to challenoe the system mstead of gomg around"‘_‘ .
and waiting untrl you get consensus to make. socra] chanOes The approach 1s more
mdlvrdual|st1c,lreﬂectmg the c_ultural norms in North Ame’rrca. Itis up to individual'
willingness andresponsibility to make thihgs better. North American articles tend to be
'optivmistic aboutthe'position of women and oxrerestimate, what it is p'os‘sible for indizvidual
women to accomphsh Thrs dependence on individual power to chanoe the world shares
snmlar cultural I’lOthﬂS to the mdrvrduahstrc approaches of ! self help" themes As Wmshlp
(1986) states, "many. beheve if only mdrvrduals would :the world would be a mu'ch |
better place.' They are cauUht in an ideology whrch reoards self- help and self- |
transformatron as the key to both a personal and a socral happmess (70)
~Conclusion '
The ntajor ﬁhdings of this chapter support previous research on”women'sv‘:
magazines. The.idea that women's happiness depends on men seems to have validity in th‘e‘

world of women's magazine both in Japan and North” America. "For most of the North

T
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‘ Amerlcan and Japanese women's mag azmes (except N/kkel Woman and W()/ king Woman)
) : themes regardm0 heterosexual relatronshlps are the most frequently presented toplc
Japanese women are assumed to seek mamaoe as thetr personal achlevement before the
. age of 30'and they are provrded with techmques necessary to accomphsh thls feat. In-
“contrast to. thrs strong emphasrs on marriage, North American women's maoazmes
payattention to ‘a’»diverse array of "relatiOnship" themes.v Women receive'messages' that
they should be sexually attractrve to men, take mttnttves in their relatlonshlps but also
nurture and understand men. .' |
Throu<rh self help artlcles North American women are encouraoed to have high |
self—esteem and become happy by perfectmu theit inner-selves. Yet these messages offer
only temporaly s’olutions for women's problems.and ignore the complex social factors'that -
may put.women in a drsadvantweous posmon ln contrast, Japanese women' s maﬂazmes
are more concerned with ' self-plesentatron and learnm0 how to acqulre mannerisms -
| necessary to fulﬁ]l therr roles and posrtrons as women’ in socnety Less career onented
mada‘zmes espec1al|y stress learnm<7 "feminine skills and 'manners. Althoufrh these
| findings reﬂect the strrcter social norms leoulatmo Japanese women's behavror women
can learn what socrety e\pects them to be Wthh embles them to utlhze their oender asa
resource. o e 'T “ o " ' ;. -
'The "work & f;a'mily themes ﬁequently show stlatemes for copm0 in male
: oroamzattons in both N01th Amet rcan and Japanese mavazmes Rather than accusmg men.
of dlscrlmmatmﬂ against women in the w01 l\place women s ‘magazines in both societies.
suggest to readers that ploblems can be coped with- by acqun ing the apptoprtate skills and
strategies. North Amencan maﬂazmes tend to present successful and hlohly achreved
superwomen as role mode]s whereas Japanese mawazmes tend to offer suggestlons to

. work harmomously inan or uanuatron Less attentlon to famrly or motherhood were seen -

“in the North Amerlcan sample comp"tred to the Japanese; sugg estmo that motherhood is

v‘con51dered a more 1mportant role for Japanese. women
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Women‘s magazines in both societies devote a signiﬁcant portion of articles for the .
discussion (_)f"_women's topics” that lﬁight not Be found in other mainstream magazines. In |
this sensé, women's maga;iﬁ'es provide aﬂspacéﬂ for women to investigate issues that ére
relevant to wom_en\ and nteeded by other media.- Meanwhile, the articles that discuss
sexism in each society show cross-cultural differences in terms of the focus and strategies
for achieving equality. Japanese magazines tend to promote gender equality through
negotiating with men and gradually changing the social consensus, whereas North.
American wonf:n's magazines. advocate ge'n'der.'c‘quality :b'y challenging the male-do#ninant
- syst‘em‘ and by 'dem'al)ding more power for wbmen. However, women's ma.gazines‘in both.

cultures do not encOura‘Ue women to be poliﬁca]ly active in ofder to improve‘their lives.
Instead of using collective power and mﬂuence to demand better condmons for women
women's magazines, especnally Noxth American magazines,; are lil\ely to urge women to
work out their problems iﬁdividuall'y‘.

| In general, the analysis of cultu1al messages found in advertlsements and artlcle
-,content reveal fundamental Cross- cultuml dnﬂelences leﬂectmg, the underlyln(y social
structure and cultural assumptions of both societies. Japanese women's magazines
encourage readers to follow a spemﬁc set of social norms. Thus, in a way Japanese
women are more hl\ely to be bound by a nanowly def'ned femininity. Yet at the same
time, women's magazines demonstrate how femininity could be used as a resource for
women té get ahead.

‘North American women'é m’aéazines_ transmit diverse mesvs'ageb's and present
women's lives as self-directed. Tn a wlay, North American woimen are given varigty of
opportunities of being female. However, a closer look at thé article content suggest that
the readers are given contradictory messages: on the one hand, "self-help" articles

_encourage women to be more indepéndent, Aseﬁlf—r,eliant and ach‘ie:ve inner-perfection, on
the other hand, a woman cannot be reallyConsidered a perfect fe‘male without a -

"relationship"” with a man. Moreover, the models that North Américan working women
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are often provided as super achievers who are highly successful career women who think
and act "sociologically male".

Another interesting finding lies in differences among magazines within the
Japanese sample. Japanese women's magazines differ considerably with respect to their
representation of femininity and masculinity, depending on the career-orientedness of the
readership. The less career-oriented magazines had almost no articles on work and social
issues and instead were almost exclusively concerned with relationships. Moreover, the
men that appeared in these magazines were more chauvinistic than those in the more

career-oriented magazines.
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CHAPTER SIX
CONCLUSION

The findings of this study suggest that women's magazines for mainly young and
single women in Japan and North America define femininity and ways of being female in
narrow and limited manner. Overall, in both advertisement and article content, the
findings from the quantitative content analysis confirmed the findings from previous
studies since the 1970's in North America. Emphases are put on physical beauty and
involvement in heterosexual romantic relationships. However, a closer look through
qualitative analysis disclosed the arbitrary construction of femininity and cross-cultural
differences in social norms surrounding young working women in Japan and North
America.

In the images of women in advertisements, emphases are given to the physical
appearance in both cultures, although the characteristics which comprise each beauty
standard show some cultural differences. Japanese women are not expected to expose or
present their bodiees in an overtly sexual manner, but the range of acceptable femininity is
narrower than it is in the North American sample. In contrast, current images of North
American women provide competing definitions; "traditionally” sexy and pretty women or
"new " confident and independent women. The predominant presentation of Caucasian
women in both cultures was also revealed, suggesting the universalizing of beauty
standards according to Caucasian femininity. However, it was argued that Caucasian
models in the Japanese sample should not merely be seen as the Western colonization of
Japanese culture, but instead these models also function to establish Japanese femininity.

As for the article content, in both cultures, there was an over-riding assumption
that "women cannot be happy without men". In particular, non-career oriented
(mainstream) Japanese women's magazines especially focus on the themes of getting men
(to marry), and women are presented as "marriage fixated" their goal is not social

achievement, but rather finding good husbands. Japanese women's magazines clearly
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differentiate content depending on how career-oriented the targeted readership is. This
finding reflects the diversity of contemporary young women's lives in Japan. In contrast,
most of the North American women's magazines focus on themes of romance and work,
and they often present images of "superwomen" who have it all, or women who appear to
be "sociologically male."

This study showed similarity in the content and format of women's magazines as
well as the socio-cultural diversity of women's lives and the regulation of social norms in
two industrialized societies. The content analysis, which incorporated both quantitative
and qualitative methods, made it possible to investigate a cross-cultural comparison of the
arbitrary pattern of femininity. Although content analysis has undergone criticism for its
trite examination of data, by quantitatively setting up a pattern of cultural phenomena in
table format, followed by its qualitative examination, the data were socially and culturally
contextualized, providing deeper understanding of women's magazines as cultural text.
Thus methodologically this study showed the strength of content analysis for comparative
cross-cultural research.

Ideology of Women' Magazines

Most of the previous research has assumed the ideological role women's magazines
play in producing and reproducing the models of dominant (patriarchal) culture. Debate
over the ideological function of women's magazines has been the key issue for researchers
of women's magazines. Researchers in the paradigm of mass media studies, characterized
by the quantitative-oriented content analysis, tend to argue that the images of women
presented in women's magazines are "wrong" and "should be corrected." This approach
sees women's magazines as an ideological form that determines and imposes a certain
discourse on women. In this view women's magazines are seen as reactionary, oppressive
to women, and perpetuating women's subordinate position in society. Thus, women's
magazines are seen as something to be condemned in order to bring about "true" gender

equality.



This approach was greatly influenced by Louis Althusser's view of ideology!®. For
Althusser (1971), cultural institutions, such as the mass media, produce ideologies that are
imposed on the passive masses. Ideology is a determining force and offers people a
distorted view of reality. By offering seemingly true, but "false" resolutions for problems
that women have, ideology shapes people's beliefs, values, and actions in a way that best
serves the interests of the dominant class. For example, most of the portrayals of women
in advertisements emphasize their physical appearance, implying that physical beauty
attracts men, which is seen as necessary for women to be happy. A close examination of
advertisements reveals that women tend to be presented as mere sexual objects for the
male gaze and are depicted in a subordinate position to men. Similarly, marriage themes
in advertisements and some articles in Japanese women's magazines show "rosy, happy
ever-after" pictures of marriage, even though in reality wives might end up as servants for
their (husband's) household or have to carry a double burden of work and family. By
concealing the possible negative aspects of married life that might be waiting for women,
marriage is typically portrayed in a romantic, idyllic manner as something that should be
the goal of every young woman. As well, the use of Japanese men to express their
opinions of ideal femininity in magazines is one way to transmit patriarchal ideology
regarding women. ' By letting women know what men are looking for in their prospective
wives, women's magazines act as a socializing agent that supports male dominance.

Ideology tries to produce normative meanings that support the leadership of the
dominant group. However, viewing women's magazines ‘only as an ideologically

determined cultural institution has some problems. In Althusser's theory, ideology was

19 Althusser argued that collectively shared values and beliets, which constitute the elements of dominant ideology,
could be transmitted through social institutions such as the family, school, church, culture and mass media (the
Ideological State Apparatuses: ISAs) in order to maintain and recreate the dominant order. The ISA were contrasted
by the more violent Repressive State Apparatuses. such as the army, the police and the prison, ete. This view of
ideology sheds light on the analysis of ideotogy as being diffused throughout socicty via social institwtions and not
Just at the State level. In this way, individuals” adherence to the social order ts secured and the interests of the
dominant class is maintained. Sce "ldeology and Ideological State Apparatuses,” in Lenin and Philosophy and Other
Essavs (1971).
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described as a closed and unified system within which all individuals are expected to
receive cultural messages in the same way. There was no room for individuals to interpret
information differently from what the dominant group intended. Yet the current study
found that messages in women's magazines are often not uniform but contain competing
and multiple themes.

In order to explain aspects of mass culture other than determined ideology, Stuart
Hall (1981) and some members of the Birmingham University Center for Contemporary
Cultural Studies utilize Antonio Gramsci's political concept of "hegemony." According to
Gramsci (1971), hegemony is the cultural and ideological domination of one class over
another, achieved through the dominant group's exertion of moral, cultural and intellectual
leadership through social consensus. In other words, in order to achieve cultural
domination, the dominant group needs consensus among people. Subordinate groups are
seen as actively supporting and subscribing to dominant values, ideas, and cultural
meanings, and are thus incorporated into the prevailing power structure.

But hegemony also implies that social conflict is inherent in social relations. The
important part of hegemony is the realization that in order to maintain hegemony, the
dominant group must make compromises. Thus, to acquire social consensus, cultural
hegemony must continuously incorporate ongoing changes in people's lives and social
conditions. Ideology must be modified by the social experiences of people.

The concept of cultural hegemony allows us to think that mass culture, such as
women's magazines, is a place in which dominant and subordinate discourses clash and
integrate. In this sense, mass culture presents a contradictory mixture of competing
discourses, interests and values (McCracken, 1993). From this perspective, the definition
of femininity presented in women's magazines can be considered to be a result of
negotiation between dominant male and subordinate female cultures through both
resistance and incorporation. For example, the representation of "new women" and

“traditional women" in North American women's magazines (in both the articles and
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advertisements) suggests that some "new" women who do not conform to conventional
gender roles can be considered an example of negotiation over traditional femininity.
Some of these women are portrayed as confident, independent, and assertive but they do
not necessarily behave like men. This is an alternative category of femininity that is
neither dominant nor subordinate culture and helps to keep a balance between a resistance
to and an incorporation of male culture.

Similar logic can be applied to the case of gaijin women in the Japanese ads. The
presentation of Caucasian women in Japanese magazines can be viewed as a struggle
between the dominant group (Western society) trying to impose their cultural values on
the subordinate group (Japanese society). Yet as I have argued, even the dominant
cultural values (i.e., Caucasian beauty standards) were somewhat modified to fit into the
Japanese context. Moreover, the specific presentations of Caucasian women (e.g., nudity,
or objectified as images) suggest that Japanese people do not passively accept Western
values. Western values are presented as both desirable and undesirable (incorporation and
resistance) to the Japanese audience. Here the clash of Japanese values and Western
values produces balance. Thus, it could be argued that Japanese media do not passively
accept Western cultural colonialism, rather, they modify the content to create new cultural
meanings.

As a transmitter of current social norms, women's magazines must be responsive to
ongoing social changes in order to acquire cultural consensus from readers. In Japanese
women's magazines, although blissful images of weddings are shown through ads and
some articles, there are also articles that criticize the patriarchal system of marriage and
present the bitter and harsh reality of married life for some readers. The articles that
portray the negative parts of marriage reflect (and produce at the same time) ambivalent
feelings and the passive rejection that contemporary women feel towards married life. The
reason that the percentage of unmarried females in their late twenties and early thirties has

doubled over the past twenty years is understood because many young Japanese women
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are not in a hurry to marry?®. Although it is assumed that most women will eventually
marry at some point of their life (because it is a social norm?'), since they have economic
resources to support themselves for a while, many of them want to postpone marriage as
long as possible and enjoy the freedom of being single. Women know that once they get
married, their life may be more restricted and confined to the home by taking care of
husbands and families. (Bandou, 1992 and Iwao, 1993). Thus, Japanese women's
magazines portray competing messages about marriage; marriage is something that
everybody eventually must do and one should be prepared and acquire good husband, but
marriage is also acknowledged as hardship and confinement due to the embedded system
of inequality for women.

Women's Magazines as Resource

Generally speaking, there are many more critical views of male-dominant society in
the North American sample compared to the Japanese magazines, and in the more career-
oriented Japanese sample compared to the less-career-oriented sample. Similarly, the less
career-oriented women's magazines were, the more the normative order was present in the
messages in the magazines. Thus, it is possible to argue that certain groups of women
may be more vulnerable to the dominant ideology hecaise they have fewer resources than
other women.

Women are situated at varying positions and statuses in society determined by the
extent to which they possess various resources. Pierre Bourdieu (1984) labeled these
significant resources as "cultural, economic and symbolic capital." By cultural capital,
Bourdieu means the knowledge, skill, educational credentials, and material possessions

that give a person social status. Economic capital is defined as the amount of one's

20 According to a National Census, the percentage of single (never married before) women in their late twenties
increased from 20.9% in 1975 to 40.2% in 1990 und the percentage of those women in the early thirties, jumped from
7.7 1o 14.0%. (Ohashi, 1993: 15)

21 By the time Japancse women reach 35, 88 percent of women are married at least once, which is considerably
higher than the figure of North American women. (Iwao, 1993)
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economic resources, while symbolic capit'al‘ are resources such as praise, prestige and
recognition. | |

It could be assumed that tﬁé readership of the career-oriented magazines probably
has more cultural capital, such aé. educational credéntials, higher career opportunities, and
more knowledge and skills. In contrast, the targéted readers in non career-oriented
magazines probably ha\}e less cultural capital and they do not have promising future career '_
opportunities and economic security: The fact that there are more articles which demand
a "feminization" of the work ethic and values eté. in the more. career-oriented magazines,
botﬁ in Japan and North America, suggests that the readers of these magazines have more
power and resources to say no to masculine ways of doing things than do those who have
fewer resources. Similarly, messages supporting patriarchal ideas weré moré frequent. in-
the less career-oriented Japanese magazines.

The differences in cultural capital among fa;)ar1ese working women are clearer than

' among North American readers. Compared to thé situation in North America, there is less
job mobility and fewer opportunities for women in the Japanesejbb market, especially in
the larger corpore{t‘ions_ Despite recent structural cﬁanges in the Japanése economy, -
enterprise-based internal labor markets (coupled.with seniority and the lifelong
employment 'system) remain the basic model of work orgaﬁjzation in Japan, Prombtion
and salaries are determined more by seniority than by achievement, and these two
characteristics of the Japanesé system make it very difficult to utilize women's labour on
.an eq'u,al basis with men?2. Thus, under this system, the largest number of women workers
are relegated to clerical positions because they are not expé_cted to work at the company
for a long time (because of family responsibilities and child rearing)?? . However, the

introduction of the Equal Employment Opportunity Law (EEOL) in 1986 made it possible - -

22 According to International Labor Organization statistics, only 6% of managerial jobs were held by Japanese
women, compared with 34% in the U.S. (Cited by Iwao, 1993: 160). '

23 According 1o a survey by the Bureau ol Statistics, Management and Coordination Agency, clerical workers
constitute 34.4% of the total Japunese female working population, compared with-1.0% of managers and officials and

13.8% of professionals and technical workers, such as teachers and nurses (Cited by Iwao, 1993: 161).
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for minority of women with ambition to obtain career-track positions. The remaining

women tend to be placed in non career-track positions. Consequently, most working

~women are channeled into clerical jobs where they are expected (and pressured) to retire

when they get married or have c_hildren, so that the companies can hire younger and
cheaper labor?* (Brinton, 1992; Iwao, 1993).

"Thus, more e than in North American magazines, Japanese women's magazmes

were very clear about the kinds of messages to readers, and‘editors seemed to know

specifically which women they were targeting. For example, the non career-oriented

Japanese women's maﬂazines such as Say and With, contained themes that were a]most

exclusrvely devoted to catching a good husband and not related to work With social
pressure to marry by a certain age and with no bright career opponumtres ahead the

techniques for "catching” a good man and presenting on’ese]f‘in 'a,feminine manner may

seem more impoitant than learning about career strategies.

Instead of accumulating their cultural capital, OLs need to acquire a certain
amount of symbolic capital. For young "marriaueable—aﬂe" Japanese women, this capital

could be the prestr(re ofbecomrnv the wife ofa high quality (3H) husbandz‘ The simple

: recoomtron ofberno somebody wrfe can be a resource for tl1e11126 In order to obtain this

symbolic eapital, women need to accumulate what [ call "feminine capital" such as

feminine mannerisms, social characters and personality, as well as the physical appearance

necessary to attract men. Feminine capital is a kind of survival skill for women since it

~ brings the possibility of life-long economic security to women??. The more feminine

24 Because ‘many Japanese women withdraw (rom the labor market in their-late twenties and early thirties, and come
back after rearing children at their late forties, the overall distribution of emploved Japuanese women by age forms a
skewed M-shaped curve, with the first peak.at the age of 20-24 und the second, lower pmk at the ages 45 1o 49
North American women's labor lorce participation maintains similar pueenhwes until women red(,h their 30's
(Blmton 1992:92-95; lwao, 1993: 162-163).

5The now-famous 3H (High hunhl High education, and High \dltu\)(ne the credentials for a "good” husband.
26 Social norms in Japanese society consider that one does not become a "complele person’ " until one gets married. S
Moreover, marriage can serve as a means for upward social mobility, especially for those who marry lhrorwh arranged - '
marriages (Lebra, 1984).

2-]l\llhouvh the divorce rate has been i mum\m“ n Lrpan over the years, it is much lower than (h(. rdu_ i Western

soclety.
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resources that a WOinan""l"ias,.the more'likeiyshe is to have a chance of.upwarld social
mobility through her ptospecti\fe husband's.economic and material powe,.r. In this way, for .
the OLs, learning femininity and becoming more feminine is a survi\v/abl skill to get ahead in
' the.social strata. |
In general, the more career- oiiented the maoazmes the less the messages are-
v'iestricted by certain social norms. For e~<ample Japanese magazines, such as Nikkei
Woman and‘C,'o.s'mopo//'la/z-Japa'n did not have any tekireiki (marriageable age) related
articles nor any on how to become an ideal women for men?®. - Instead, they had a'wide
ranne of non main-stream topics such as gender equality, ha'rmonious relationships with
men, successful ‘working women, etc. At the same time, men were piesented as more like

a partner or colleawue who simply piov1de then opinions and advice.

However, theie are always danifeis in acqunino feminine capital because 1t means
women can become entiapped by then feminmity w1thin patriarchal 1deology Japanese
non career-oriented magazmes tend to present femininity in a rather traditional and
conservative manner. Some ofthe m'en who.are pi'esented in magazines .show theit "male-
chauvinistic" manner in theii' m.essage's of what _they. s'ee as "ideal femininity" and express
~ the dommant patiiaichal ideolo ay which supponts women's subordination and obedience to
| men. Thus it could‘be a-r(rued that OL-s are more v’ulnerable to the dommant ide0100
because of their fewei economic and material resources (cultural capital) than other )

career- oriented w01km<r women and men.

As 1 have ar Oued the divei sification of contemporaiy young Japanese women's
‘*hfestyles and values IS ieﬂected in the content ofJapanese women S magazmes Although

‘judging by the circulation numbeis non- career-or iented women's magazines enjoy more

a0

2X/\lthouﬂh Cosmopolitan- L/S { is not considcrcd @ leareer- OIlL.I]lL.(J" magazine in North America, the. lapanese :
version includes a lot ol articles on working wi omui women's issues such as "Feminism, a_nd strives to present a_

more Yglobal" and " promcsswc pcrspccti\c for lapancsc carcer-minded women.
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popularrty than career- orrented ones as lwao(l99)) suggests, wrdenrng gap . among the.

* lives of Japan_ese work_rng women brrng, a polarrz}atron ofwomen's social positions;

Thc wcll educated, hrghlv motivated women cnlcrrng, the work force and attaining fulfillment
through career outside the honie live in a world apart from thal of women whose lifestyle is
“closer o traditional roles.and behavior and who take a. more. passrvc casygoing approach to what .
they: perceive as the satisfying life. [tis relatively easy for women of ability (o achicve success in .

work or local politics whereas those without outstanding ability or talent will be pushed further -
‘into the corncrs a proccss lhal will cstrang,c women at the two extremes even more (274)

¢

I chose North Amerrcan magazrnes whrch CouId cover a broad range of career-
.Vorrentatlons for readers Yet the sample drd not e\hrbrt the clear relatronshrps between the.
content and the l\rnds ofreadershrp in the same way that the Japanese sample drd Thrs -
v.may be because North Amerrcan worl\rng> wonen are not specrﬂcally divided rnto career- -
track and non-career- tracl\ cateﬂorres, 50 that the drfference between the taroeted |
: readershrp in the North Amerrcan samples is more subtle compared to Japanese ones 2
~'Also it could be aruued th"rt North Amerrcan socnety is more advanced in terms of
havrng women worl\rnﬂ in the public sphere (at Ieast women are not refused employment
on the basrs oftherr ﬂender) coupled wrth a more open normatrve order in Oeneral |
Therefore, North Amerrcan women have a wrder range ot opportumtles in therr life
' plannrnﬂ than Japanese women. In other words because ofthe lrmrted opportunrtres given
to Japanese women, Japanese women's magazines- functron as a Ourdebool\ for readers in

order to maximize the ' rr(rht l\md of reasources (whether rt be femrnme sl\rll or car eer
) development) whrch drf’fer accordrrw to then socral posrtron
-_Women s Maglzmes As Cultural Spacc -

The purpose of women S magazrnes s not only reﬂulatmo women's perceptron
‘throuOh rdeolomcal messaﬂes As Wrnshrp (1987) argues, women's maﬂazrnes offer a
fantasy world for women to escape from realrty Slmrlarlv, Radway (1984) argues that
readmg romance novels could be a posrtrve actrvrty for reader because it allows them to

®

create their own time and space whrch they may not otherwrse have Followmﬂ Radway S

29l-lowevcr, there are some difterent patterns of messages consistent-with career-orientation (se€ Chapter 5 p.74-75)
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and Wmshlp s argument, women's magaunes could also offer women time for 'self-
indulgence". By consuming pleasurable visual i images through the pages of advertisements
and beauty/fashion, women's magazines can create a_space and time for readers to escape{
briefly from dull, every-day life and harsh reality. Tt is_a_'fttip to a fantasy world" that |
readers are promised for a few hours. In this sense, Japénese women's magazirtés' seemed
to be more "fantasy" oriented than North Americani magazines. As I have arguéd? the
presence of Caucasian models and products ﬂ'om_the Western Worlci_, as well as "foreign-
language sounding titles" in Japanese maga'zivn’es could be understood as part of a
mechanism which produces a fantasy atmosp‘here. Many of the social issués and
information on certain évents(in'*the_‘alticles are from foteign cotxht_ries. By using these
images of foreign (mainly Westérn)' 'wotlds,'whgther it be Caucasian.model or social
problems, Japanese women's magazines ‘shi_ft readers persp'et:tives away frotn the local site
and the present "world of women" as not-really—realit)t for readers.

Another aspect that can be’ posmve about women's maoazmes is the centrahty of
women in the magazines. Women's magazines are acl\nowledged as one of the few places ,
that women are asmgned the main t‘ole, with men relegated to the periphery in the mass
media (Ballaster etal., 1991 and Ferguson, t983) By seeing women and women's issues
positioned at the center of attention, readers can .‘acquire a “sens,e of sharing and
belonging...as members of a broad social “IOUp the female sex...and the members of a
' partlcular sub-group, the Ieaders of a given magazine' (Fervuson 1983: 7)

The findings of the current study suggest that the degree of women's centrahty 18
more pronounced in Japahese magazines than in North American magazmes.‘ For
example, especially in Japanese advertiseméhts, women are clearly in the tsentral‘ role and -
men's existence is not highly Q/isible, both numerically and symbolically. Japanese 'women',
‘are more often seen with other Japanese women than with men. The article content also

suggests that Japanese women readers, as a collective social group, foster intimate bonds

by sharing their problems, offering tips, and providing social and moral support for éac;h
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other. In comparison, North Armerican: women are more likely to receive suggestions and
tips from.professionall experts, .edit'ors nor contributinw writers who are not really "yvomen
like us' but hold a somewhat hwher posrtron who transmrt a "cult of femininity"
(Ferguson ]983)
| Women's maoazrnes in North Amerrca use their cultural space drfferently from
therr Japanese counterpart Instead of fostering an intimate feehno among women readers
_women with high achrevements are ﬂ equently presented as 1ole models for readers. This
presentation could be understoo‘d as a source of pressure for workmg women to achieve
‘excrtrng professronal careers and other social and personal achrevements However it is
possrble to argue that the editors dehberately present such posrtrve images of women
because such women may not exist 1n readers' everyday lives. As Ferﬂuson (l 983) argues
_' for most women (other. than the paﬂes of women's mauazmes) a space may not exrst
| where they are consistently valued so highly or granted such a hrgh status. Thus, for some
‘women, women's magazines function as an easy and acc-essible source to enhance their
self-esteem and provide them with role models As well, North American women's
: magazmes teach individual women the power of self-deter mination throuoh self help
articles whrch direct women towards fulfilling 1ndrvrdual potential.

Women S magazines provrde women a unrque cultural space which other medra are
not likely to provrde For'Japanese women, magazines can create an 1ntrmate bond by
dealing wrth common issues among readers and provide a,shared women's sOcial "reality.'-'
“For No'rth American "wome'n, .w‘omen's magazines often present a role mvodelA_for readers'

who are striving to be successful in the male-world; but the existence of a shared and

common culture seem to be less common than in Japanese magazines.




feminine qualities without really improving

‘The Different Role of Women's Magazines in Japan and North America

The difference between the cha.racteristigs of Jap.ane'se and North American
wbmen's magazines reflects the underlying socio-cultural structures as well as the’g_e'nder-
relationships of the two societies. Content analysis of women's magazines revealed the _
individualistic and “self—directedliiyes?' of North American women, in contrast to the
collective and "socially—émbedded lives" beaphnese(Womven (Brinton, 1992). To put it in
other .words, Aa_s unmarried women, Japanese readers' lives and behavio.r are much more

regulated and determined by specific social norms for their age and gender than for North

American women.

North American women are allowed to be either traditional or new women, Yet,
the portrayal of traditionally macho North American men in advertisements suggests that

men are not asked to be feminine at all in North American society. As I have argued

‘earlier, it is women who have to conform to the value system and behavior of the male

world. As a,nOﬁ-donﬂna;ﬂ’ group in society, indjvidual women.are respohsible to strive -
towards their perfect selves énd become superwdmen wlio'e'mbody both masculine and
"women's world" or "womv'en's'lway of being".
In Japan, the division of the genderéd worlds is much more clear th'c;m' in North

America. Being excluded from pvhcnpatlon in the dommant world, women have
established a separate world and cu]tme of their own. -As a result, their activities evolve
around ‘members of the same sex. According to lv&;ao _(1993), since men are chained by -
the institution of the Japanese corporations, maﬁy Japanese women‘ feel they have more -
freedom than men. Besides, the role of wife’and niother are given hiOher statué in Japan‘

than in North America. Thex efore the majority of women feel that they do not want to,

and do not need to, become like men (Iwao, 1993 6). This distinctively gendered 5001ety,

- where culture and roles for each uendex exist mdependently and mutually excluswely, are

probably the reason Japan has so many women's magazines.
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On the other hand, North. American society does not seem to foster a distinctively

,"women's culture'f or !space." Rather North American women seem to devote much

‘

more energy.- to cultlvattrnﬂ their physncal appearance and behavror with respect to thelr

relationships with the opposite sex (lwao 1993:17). As the ﬂndmgs of advertisements

-show, North American women are positioned more often with men than Japanese women

are, suggesting the importance of the heterosexual couple as a social unit in North

‘America. Japanese women are found more with same sex friends than their male partners.
.Three out of five North American magazines had regular columns written by male writers

who provide women with knowledge about male perspectives in general. None of the

Japanese magazines had columns specifically learning male perspectives or. their way of

doing things, except when men are posmoned as potentlally good husband matena]" who

tell readers what their "ideal wifves" would be like. -

As Winship (1980) notes British women's m.an'azines, one of the purposes ofNortn
American wonnen's magazines seems to be to provide a survival guide ofhow to get by in
a patrlarchal world by learning male perspectives and values. In Japanese society, where a
dlstmcttve gendered culture functions i ina way such that as long as one re_mains in their
proper position, one is respected within the system In contrast North Amenoan women
do not gain respect by vntually being a wife and mother. In other words, one does not
gain socxal status by just being in women's territory. Thus, it is important for women to
learn how to deal with men,- their system, and their \X/oridi This is why North American
_",‘
simultaneously in order to become successful. It is not only do North A_merican women
have to be "sociologilcally male” in the public-sphere,‘\Vomen are also expected to take the
role of homemaker, thereby creating superwomen who hardly exists in reality. Unless

North American women create "supermen," gender equality will not likely be achieved. -
‘The example of the "sociological male" is hardly seen even in the most career-
g Y

oriented women's magazines in Japan. Instead of striving to work like Japanese men b
o ’ h p o 4 A
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’conformtno to men' s values women ﬂnd lt is better to tal\e advantage of bemg female by

remammg outsrders to the rmrd marnstream ’structure of Japanese corporate oroamzattons -
Wthh are well know for demandtnw worl\er total devotlon However It should be
vmentloned that the content ofJapanese careel onented women' S maoazmes share some
srmtlarlty to that 'of North Amertcan ones suooestln(r that there are some, women who are

-'not satlsﬁed wrth the narrow range- of chorces that women are g1ven in Japanese soc1ety

- -The lower c1rculatton of career: onented mavazmes suooests that the hfestyle portrayed is . -

~ ot yet the model or ldeal type typlcal ofJapanese women However the Japanese

women who would want to comblne worl\ and hmrly are mcreasrno (Iwao 1993 28]) Iti v

kS

w1ll be lnterestlnv to see how the content of women S maoazmes has chanoed and will.-

' chanoe over t1me as they reﬂect and reproduce onvomﬂ soc:al trends

L

'- leltatlons and Concludmg Rem uks

w

Due, to the focus ofrese”nch and methodolorrv of the present study, there are some '

B »toplcs in the study of women's mauazme that are left untouched Fu‘st in thls study

women $ magazmes were vrewed as cultural te\ts "md not as. comodtttes that are

¥

-advetrtlsed for the proﬁt ot the magazmes Stnce most Ulossy paoes are: devoted to

% ¥

advertlsements and beauty and f"tSthﬂ (advertonals) consumptron v1sually dommates the

""pages ofthe maﬂazmes (McCracl\en 1993) Thus how female readers mtght be drawn )
f',-mto consummg commodltles mn order Lo become mote femlnlne 1s another lmportant .
g ~aspect of studym<y women' s magazmes The relatronshtp between the rdeolomcal
‘:‘constluctton ofldeal femln]nlty n women's magazmes and the proﬂt orlented nature of
Amaoazme media as a socral mstltutton 18 also a t.oplc worthy of cross cultural research

| Second as Steeves (1987) ar(rues the ldeal mass medla study would have been

: one that combmes textual analyses wrth an analysrs of audtence s receptlon The questlon

= .‘of how the maoazmes mwht be 1ead and what l\rnds ofmeanmgs 1eaders actually produce ’

could not-be addressed in this study althou<rh possuble 1nterpretattons that readers could

"make were ‘presented‘v The next step wou'ld_be_ to conduct ethnographlclresear‘ch _onh._

S




readers hves in order to contextuahée the practlce of readmo women's magazmes At the
same time, Cross- cultulal analyses oftlns nature should be conducted since it is possible to
argue that cultural dlfferences (ln terms of (render class natlonallty and ethn1c1ty) might |
be detected in how people w1th dlfferent cultural baclwrounds as audlence react to |
cultural objects As well the ethnomaphlc research on the oroamzatlon ofthe pubhshmg
1ndustry, those who actually create women's ma(razmes could be mvestrﬂated more3°. The
_mvest1gatton of the entire process throuUh Wthh women's magazme (and the femmmlty
deﬁned there) is produced should be coveled more.
Thnd this current study was hnnted n that only supelﬁcral images were analyzed
, for the sake of estabhshmv the cross- cultural patter n. Yet, most of the contemporary
cultural objects and visual images contain'complicated structures and multiple meaning.
Thus, a method, such as semiotics, Wthh 1equtres |esearche1 s to have a-more
- sophisticated understanding of the ways i in which i nnaves operate to deﬁne femmmlty, is
" needed to have a deeper analysls of cultural | images. " o o

Throuﬁhout tlns study [ have analyzed how women S maoazmes ﬂame the world

. ofwomen for its readers Slnce the dehnltlon ot femlnlnlty In women's magazmes is

created by a d1alect|cal relatronshrp between the socio- cultural context that women
experience and the content of messanes found in magazines, a cross ~cultural comparrson
ofthe themes n magazmes reveal the 1deolowlc1l and albltrary constructlon of. Oender

' ‘The ﬂndlnvs of this study suggest that althouoh the messaOeS transmrtted to women are

' ldeolomcally constructed women S magazmes do not offer a homooeneous presentatlon of

, femmln]ty and ﬂender related soc1al norms. The deflnmon of femtnmlty in women's

. Mmagazine is’ not a ﬂxed one but s always Ch’lll”lll(’ to reﬂect the soc1al posrtton ofwomen :

K -Thus thrs medtum 1nfor ms women about what women have advanced in soc1ety and how -
_ socnety views them cunently Inthis way, women s magazines, as a fonn of "Oendered"

©mass culture can be seen as a cultural tor m of both chanﬂe and contamment WhICh

30 There is almost no rcscarch concluct'cdAaround lhis t‘opic: c.\‘ccpl l"'r.-rguson (I‘)SR)' who inlervicwcd editors. -
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‘embodieé th'elpossibility to cfeate new ways of being women. Moreover, as a unique
cultural space for women,-womch‘s magazines have a potential to offer povs‘itivle meanings
and ways of being women. /

- Finally, as Ballaster et al. (1991) arnge, '_'we cannot look étk fhe wbmen‘s magazine
in isolation from the other cultural phénoﬁ1ena that .women consume in order to make
sense of their experience as wonnén, or through Mli(:h they accjuire ggnder identity and
gender difference" (175). The kinds of wbmen presented in women's magézi‘nes are

' deterlniﬁed by both the social structure and diverse cultural‘phevnomena,' and the dngoing
power struggle befWeen génders in society. In this sense, contextualizing the content of
women's magazines cll‘c;ss-CLnltux'ally cdntribqtcd further to our understanding of the socio-

cultural representations of women, as well as to the different cultural roles of women's

magazines.
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Figure 3 Wing, Underwear, With, October, 1993 (JPN)
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SOFT, NATURAL FINISH OF A POWDER.
FOR A LASTING LOOK LIKE YOU'VE
NEVER SEEN. IN 8 BLUSH-FOR-REAL
SHADES FOR EVERY KIND OF SKIN.
NOW, BLUSH NEVER LOOKED SO '
NATURAL. NEVER STAYED SO Tpdt
T'S THE ULTIMATE.

© 1993 Noxell Corp.

Figure 5.1 Cover Girl, Cosmetic, Mademoiselle, November, 1993 (NA)
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Figure 15 Calvin Klein, Perfume (for men), Mademoiselle, November, 1993 (NA)
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Figure 18 Shueisha, Books, More, November, 1993
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Figure 20 De Beers, Diamond, Glamour, October, 1993 (NA)
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