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The purposes of this research were: (1) to study the decision making in reflecting
thin ideal as physical attractiveness stereotype in advertising and (2) to study the
influence of thin ideal on female consumption patterns. The qualitative research
methods used include: male focus group discussion; Expert interview with fashion,
beauty and advertising expert; and female focus groups discussion. Results could be
concluded that the reflection of thin ideal in advertising influenced by social valued of
physical attractiveness. And female consumption patterns may be indirectly influenced
by thin ideal, which presented in advertising as beauty inspiration.
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