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Subjectivation and Collectivity of "Women as Consumers" in the mass media of Wartime
/post-war Japan

MURASE, Keiko
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This study analyzes how wartime and post-war Japanese mass media has represented w
omen as consumers by focusing on radio, TV, newspapers, and women®s magazines. More specifically, my exami
nation focuses on 1% the relationship between "women™ and “consumption™, 2) how women "participated” in
the mass media, 3) how the subjectivationon and collectivity of "women as consumers" were constructed, 4)

what was continued and discontinued from wartime to post-war in Japan.
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