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Advertising media culture and imeges in Japanese War time
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This study is analyzing Japanise women"s magazines that dveloped as advertising me
dia in from mid-1920 to 1940"s. That especially is focuses on a socio-historical chanege of media environm
ent during the wartime from 1931 to 1943.This examination points out this wartime period as time of founda
tion of consumeristic society was contorlled by the fanatic ultra-nationalism.For example, in the war tim
e the luxurious beauty wasn*t welcomed because of enemK of frugality in advertisement. The icon of beautif
ul women for csmetic company selling new products in the period matched the ideal woman®"s image of the war

state. There is no doubt that this trend of women®smagazines of not "propaganda®but advetising media crea
ted a claimate of the war as well as triggerted willinguness of buyers to buy.
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