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ABSTRAKT
Tato bakalgska prace se zabyva analyzou britské vetasopisu ELLE. Cilem je
analyzovat problematikéasopisuELLE.
Teoretick&ast zahrnuje teoretické poznatky z oblasti stygligtia lingvisticke.
Praktickacast je zamfena na samotngasopiSELLE a potvrzovanici vyvraceni

teoretickych poznatkv praxi.

Kli¢ova slovactasopis, jazyk, fehlednost, obsah

ABSTRACT
This bachelor thesis deals with the analysis ofi€®riversion of magazineLLE. The aim
is to analyse the problems of magazigesE.

The theoretical part contains the theoreticalifigd in the field of linguistics and of
stylistics.

The practical part is concerned with the magaziid E itself. It certifies or

contradicts the theoretical findings in practice.

Keywords: magazine, language, lucidity, content
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INTRODUCTION
Magazines are a popular cultural form. We can Bemteverywhere — in the shops, in the
bookstalls, in the waiting rooms, or they keep ezagdtompany.

Today people have a big choice of that what thagitio read. They can choose from
books to magazines of various specializations. Boake the part of our life, of our
knowledge. But today’'s people read less and les® feason is simple. Books are
expensive and a reader must spend a lot of tinmead through it. | think that magazines
are a good substitute. They are not so expensigdlay are full of pictures and colours
what is attractive for readers.

Our market contains a lot of magazines of variousrests (computer, hunting,
fashion, gossip, etc.), for various groups of pedqpien, women, children, etc.) and I think
that everyone finds there what he/she is interasted

The largest group of readers is women. Women nea than men. | do not know
why. One theory claims that the purpose of th¢ fwsmen’s magazine was to take a rest
from women’s housework and to have a time for treves. Nowadays the situation is
different. The majority of women works outside timme and the purpose of the magazine
is not to fill a free time but to entertain andanh.

This bachelor thesis is divided into two partsedretical and practical part.

| try to intercept the principles of the magazinghe theoretical part. | want to focus
on the language of the women’s magazines anddbgipositions.

The practical part will be focused on the Britigrsion of magazinELLE.

The aim of this bachelor thesis is to identify thagazine from another point of view
than the readers, to understand the women’'s magmzand to find out whether the

concrete magazine fulfills the theoretical condiso
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1 HISTORY OF WOMEN'S MAGAZINES

Magazines and newspapers are the most commondakimd of communication between
readers and writers. Almost everybody reads presssmmedia every day, he finds there
news, trends in fashion, or they want to read they ©f other people, about their problems
and fate. Magazines are based on common interestearders on the contrary to
newspapers, which are geographically based. Newspapint letters of the readers, but
they do not print any answers and they do not @oraaything what fosters the sort of
readers’ identification. That is why women’s maga&a have a very personal level of
correspondence with readers from beginning of magazand according to Tracy Seneca
(http://besser.tsoa.nyu.edu/impact/f93/students/fiacy hist.html) this correspondence
is the origin of women’s magazines. Magazines aeh@&sense of familiarity with readers
by publishing readers’ letters with the answers.

The first mention of women’s magazines appearedhen 17th century and Tracy
Seneca (http://besser.tsoa.nyu.edu/impact/fO3/stafeacy/tracy _hist.html), who
described the importance of women’s magazine arudewan article about the history of
women’s magazines, claims that they played twork&ss:

o forms of entertainment
> sources of education

The 17th century was an important period for woeniters and readers. Until this
century women had not be allowed to have their avagazines or even to write articles
for some newspapers or magazines. John Duntonnghsk bookseller, recognized big
opportunity to start something new. In 168thenian Mercurya fortnightly magazine, was
founded by Dunton. The magazine contained quesaoasopinions of the readers. This
magazine was opened for everybody but yet Duntasmgorised when he obtained letter
from women whether women could send a questionedlsas men. Dunton printed this
letter together with the answer on May 23, 1691.nWpn sent more and more letters and
Dunton decided to start a new magazine only for enThe first women’s magazine was
the Ladies’ Mercury published in Britain, London on Monday February, 28693.
According to Kathryn Hughes (Hughes 2008) “it whas first time that “women” as a
special interest category had been defined as mgedimagazine, a paper room, of their
very own.” This magazine published articles aboatrnmage, domestic concerns and love.

Its life was very short because women wanted td tlea same topics as men.



TBU in Zlin, Faculty of Humanities 14

One of the first most famous women’s magazines @adey’sLadies BookIt was
published from 1830 to 1898. There were a lot ofazanes, but this one approached the
format which we consider to be a standard formabdéy’s magazines. It was considered
as queen of monthlies. This magazine arose fronbdldées Magazinewhich Godey had
bought. Its editor Sarah J. Hole celebrated sudoedss magazine and gained a glory for
it. Godey’s Ladies Bookontained short stories and poetry which wereteniby readers
or the editor herself. This magazine publishedgsegritten by popular writers of the day,
such as Edgar Allan Poe (with his stdilye Visionary, Nathaniel Hawthorne and others.
Besides magazine contained hand painted fashiotespldravel stories, sheet music
(especially for the piano) and essays. As subsarivere readers at the same time, they felt
the form of unity in the magazines. There werelyjamentioned politically oriented and
well educated women in this magazine.

In the nineteen century women were perceived asrtembers of society. They had
greater freedom to pursue public roles and evamflégheir sex appeal. Susan Freeman
(Freeman 1998) came with an opinion that “the nppeminent change was that women
increased presence in the public arena”. Untilnineteen century, women from all classes
had belonged to the kitchen and their own duty been concerned about and care for
homes. At the beginning of the nineteenth centtirfude towards women changed. They
went to jobs, politics and dealt with other actest than care of their husbands and
children. They were not on the equal level with maut they were satisfied with the new
position in society.

Until 1863 the advice about clothing had been @nhgoral instruction, not the fashion
tips. But after this year thBelineator, an American women's fashion magazine published
from 1873 until 1937, was founded and it was th& fiashion magazine, which came into
existence. There were articles about everythingwieae connected with fashion. In the era
of Delineator, theVogue a lifestyle and fashion magazine appeared.

Ladies Home Journabnd Good Housekeepingppeared in 1880s. They included
women in the process of creating magazines. Theglvad women’s recommendations
and questions to published magazines.

The women’s magazines were a source of educaton the beginning, a place for a
form of dialogue and for a promotion of educatednga.

After the First World War women in magazines wdltestrated not only servants but

also as housewives.
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At the beginning of the Second World War the maga¥Vomenarose. As Tracy
Seneca said (http://besser.tsoa.nyu.edu/impaciti@ents/tracy/tracy hist.html) “the
primary function was to render the women reademmiatie personal service, with a
secondary emphasis on entertainment.”

Through the nineteenth and twentieth century,tapflovomen’s magazine appeared,
such asEnglishwoman’s Domestic Magazine, Madardeuse Beautiful, Ellend many
others. Today, there are enough magazines forwaotan on the market. Irmeli Castrén,
‘the helm’ of Madame says: “Women used to choose magazines accorditigetr own
interests. Readers who were interested in houselgepd cooking, lifestyles of the rich
and famous, social issues, or fashion and beautylezd their own magazine”.

In the twentieth century women’s magazines coula@ttdbuted with having formed a
powerful image: the so-calletlew Woman’a feminist ideal.

Anna Gough-Yates (Gough-Yates 2003, 1-2) descthe$New Womanas symbol of
a new woman pictured on the cover sheet called New WomanThis cover sheet
appeared for the first time in British newspapbe Timesn May 1988. It was a picture of
a young woman in a business costume with a spgrblarhand, a credit card in the hand
and with a little baby in her arms. The woman wasling while the baby was over-sized
and wriggling. At the beginning this picture wast tloough serious; in words of Anna
Gouth-Yates “it was only an amusing illustrationalmcompany the article on the changing
business of the women’s magazine”. Although theupg was only fiction, theNew
Woman’became a powerful symbol and it laid the headstdrte content of women’s
magazines in the late twentieth century.

The editors had a problem with how the new magaaimd woman would have to look
like. An ex- magazine editor Audrey Slaughter (In: Anna Goifgtes 2003, 1) claims that
“the women’s magazine industry was trying to camdtmew readership of women, but
there was little agreement about howNeew Womaniwvould want to be addressed.” Will
she beanterested in fashion and tips how to stay young) aftractive or will be interested
in fates and problems of middle-class women or shi be presented as a curious woman
who would like to know what is going on beyond h&te only agreement of editors was

that the new woman must be member of a target eHddlss women market.



TBU in Zlin, Faculty of Humanities 16

2 DEFINITION OF THE MAGAZINES
The original meaning of the word magazine is aedtouse of information. (McLoughlin
2000, 2)

According to Oxford Dictionary a magazine (alsogn# a type of large thin book
with a paper cover that you can buy every week antim containing articles, photographs,
etc. often on a particular topic.

Barbora Osvaldova (Osvaldova 2007, 42) explaimswrd magazine as a printed
matter publishing regularly on a certain place Wwhias from one-week to half-yearly
duration of cycle.

The definition from Cambridge dictionary descrilzeglossy magazine as a magazine
printed on shiny high-quality paper which contamslot of colour photographs and
advertisements, usually about famous people, fasimaol beauty.

Magazine is an instrument of communication and/essrto transmission of some
information between the author and the receiverns. ¢haracterized by periodic character
and repeating fixed sections. Magazine belongs assmmedia. According to Longman
dictionary mass media are all the people and orgéions that provide information and
news for the public, including television, radiodanewspapers.

Magazines have a lot of purposes why they aretemrit They are sources of
entertainment and sources of information. They telders about the latest products,
clothes, discoveries, tell about piece of knowledgd prompt to purchase these advertised
commodities. Magazines can also function as theuadanit advises how to do this and
this.

Nowadays readers have an opportunity to choose jminted and on-line magazines.

The core of every magazine is its format, targetiences and publishing frequency.
Frequency ranks among several indicators whichtgpeal for all magazines. Other

indicators are quality of paper of the magazinewthey are made of, and content.

2.1 Frequency
The indicator typical for a magazine is its fregoenf publishing. Magazines are issued at
regular intervals:

o weekly,

o fortnightly,

o monthly, and
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o quarterly.

Magazines issued weekly focus on current evemsjangs-on in the world and on
gossip. Fortnightly magazines are mostly full okgjp. Magazines which are published
monthly or quarterly focus on specific intereststioéir readers (e.g. sport magazines,
fashion magazines, magazines about decoratinglibgiétc.) belong in this group.

Katefina Kadlecovéd (Kadlecova 2006, 11), a journalistl &dlitor of the quarterly
FORUM of Charles University, is engaged in magazif@ women. She claims that
magazines which are published monthly and quartedylabeled as exclusive magazines.
They are characterized by above-average prices that 100 hundred pages and a tabloid

format.

2.2 Material

The material of the cover sheet and of the pagassbhaw the frequency of publishing.
Every magazine has its own type of material. Wegkillications are made of a cheaper-
guality paper and they are only stapled; magazismsed monthly or the magazines of
highly-style categories are of higher quality afieero made of glossy paper and they are in
paperback. Linda McLouglin, a lecturer in Englislanguage at Edge Hill College,
Lancashire, claims that “the quality of paper camehan effect on the connotations which
the magazine conveys. Connotations are the asmmsathich a word or concept has for
the reader, for example, glossy paper connotesigagation and glamour. These are the
magazines which are likely to be found adorningemtables, the type that people like to
show off.” (McLouglin, 2000, 2)

2.3 Content
The last indicator typical for magazines is a cohta& magazines. In contrast to fiction,
where the content is at the end of the book, césitehmagazines usually follow the front
cover immediately for better lucidity. Content prois a reader what the whole copy is
about. It is divided according to columns and daeadline is completed with page number
where a reader can find a selected article.

Linda McLouglin (McLouglin, 2000, 2) claims thdte readers can find articles and
photographs in magazines and adds that the cormdmnat fiction and photographs in

order to produce a photo-story is typical for magez for young people.
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2.3.1 Graphic Layout of the Articles

Magazine articles have the various lengths and sofrtbem can be spread on several
pages accompanied with photographs. Each artiaitacs fonts of various sizes and
colours.

The shapes of the columns are not always identieglcompared with newspapers
which have straight columns, each article in thgaaae is an original and its shape too.
An article is not always a regular column in a shaprectangle; it can be spread around
the pictures, has an irregular shape and thuskslonore attractive and fashionable.

But it is not the rule for every magazine. Thepgmse of the technical papers is to look
serious, not attractive. A reader can find theepbs, charts and technical drawing but the
fonts and colours are simple. There is an abserfica big number of commercial
advertisements and the advertisements, which aeethelate to specialization of a

magazine.
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3 LANGUAGE OF MAGAZINES

David Crystal (Crystal 1997, 66), a famous lingaistlaims that “the way people use
language gives us information about their phystgpk, their geographical, ethnic, and
social background, and the type of context in whiedy are communicating.”

David Crystal (Crystal 1997, 392) presents thedistc identity of magazines. He
says that the newspapers and magazines have sphstinctive linguistic characteristics.
Each magazine and newspaper has its own style ibihgyrit has its own linguistic
identity, which makes it different from the othefhe content of magazines depends on
the target group of readers — e.g. the men’s magaare concentrated on another type of

topics, advertisements and photos than the magafon@omen. (Crystal 1997, 392)

3.1 Linguistic Features of Magazines
David Crystal (Crystal 1993) tried to specify themumon features which would be
characteristic for the language of newspapers aagazines but he recognized thatsit
impossible. Every magazine is so different from ttigers that there is a small likelihood
of finding a single style of writing used through@upaper and of describing the features
which would be characteristic for all magazinesanje McKay (McKay 2000, 57), a
lecturer and Director of the Journalism Studiesgpamme, says that “the material which
magazines cover is varied, the purposes for whigy tare written are diverse and the
readership are tightly defined in terms of intesestass or age and magazines must adopt
more individual approach to the style of writingyhpublish.” Some magazines use a style
intended for a certain group of readérke aim is to give readers the sense of belonging t
some club or that the magazine is read only by lpewjih the same interestslagazines
use words which are understandable only for a taygmip, e.g. tongue sarnie (a French
kiss), studmuffin (a guy or girl who is beautifuldhsexy to the opposite sex; he/she is a
lover not a fighter) there. Readers often seeesadiiton (bag a boy), apostrophes (chillin’),
or the second syllables are omitted (favéavourite, gorge> gorgeous). McKay (McKay
2000, 58) claims that the articles in magazineslshbe written by these writers who are
of the same sex, the same or approximate age aredtha same interests as readers and
know what the readers want to read about.

Ludmila Urbanova and Andrew Oakland (Urbanov4, I@adk 2002, 36), who work at
Masaryk University, wrote about graphic layout ofitten speech in magazines. The

vocabulary of a written speech is designed for igulBlatures by a large range of linguistic
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and graphic tools. Every writer has his own stylevoting and due to this fact the content
of magazine is very various and unbalanced. Theyfai linguistic tools is purposeful; it
must persuade and attract the readers. The langtfiagedia is not only informative but it

hands over information to readers and persuades abeut its truth.

3.2 Ellipsis

Use of ellipsis or elision is very typical for atisement. It is from economical
reasons. Ellipses are the common components ofr¢iné cover. There is no space for
words which can be omitted, like determiners (definndefinite articles, demonstratives,
possessive adjectives, enumerators indicating iteefijmantities), redundant words etc. The
editor or the text producer has to press lots farmation in a short space in order to tell
the reader what the content of the copy is. Ongittafi a subject is typical. The reader

comprehends the meaning of the title of any artictbout subject.

3.3 Headlines

Headlines in magazines and newspapers have spkecifiores of omitting many of the less
unimportant words in a sentence. This results liptelal construction. Readers can find
word plays in headlines.

In spite of the fact that headlines are so rdastli¢there is no space for demonstratives,
redundant words, etc.), they functidor catching a reader’'s attention. David Crystal
(Crystal 1997, 392) claims that headlines and sdmlines provide one of the most
distinctive features of a newspaper and a magadihe.word chosen can be plain and
unemotional, e.gChristmas unemployment total at record lewlit can contain dramatic
unintelligible items, e.gCrash, bang, wallopbr Oh yes she is!.

McLoughlin (McLoughlin 2000, 21) says that a readan often see some linguistic
tools typical for poetry to attract attention iralkdénes:

> rhyme — repetition of the same words or the wondsch sound similar
o alliteration — repetition of the initial letter
o assonance — repetition of the same vowel in catisecwords
Magazine headlines use emphasizing words or atpes to express fun:
o “Hair special: there’zillions of styles to suit you”
Use of puns which express ambiguity between simsibanding words is typical not

only for headlines, but also for advertising slagand catch-phrase:
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> “Prince of Wails.” — the title of an article abdatince of Wales
Ambiguity can function for entertainment:

o “Toasting Shakespeare in Armenia”

A text producer often uses polysemy for a purpokentertaining the readers or
attracting their attention.

According to Linda McLoughlin (McLoughlin 2000, 223) the following is typical for
headlines (examples mentioned by Linda McLoughlin):

o intertextuality, when reference is made to anotéet:

» “Look who’s stalking!” — a well-known saying andeference to the
title of the film ‘Look who's Talking’

= “Boys Are Us!” — it reminds of the well-known tdysp ‘Toys ‘R’
Us’

= “Curl Power!” — a modern teenage catch phrasd @wer’

o idiomatic phrases — patterns of words which functas a single unit of
meaning; the text producer or editor suppose tiatreaders will make the
connection between any event and that phrases

= “How’s your father?”- a euphemism which introdu@estory about
a girl who ran away with her teacher

o contractions — shortening of the words — e.g. ispecspesh

o nominalization — a process where a verb is turméal & noun; it is often
found in headlines of the reports and the ageottén omitted

= Police shoot demonstrators: Demonstrators die in shooting.
* Your bathroom looks gorgeous— Gorgeous looks for your

bathroom.

3.4 Pronouns

Linda McLouglin (McLouglin 2000, 68) says that “these of pronoun is also a way in
which text producers create a relationship with b&ders. By using the pronoun ‘you’,
which covers anyone who reads the text, the texdymer appears to address the reader
directly.” This causes identifying of reader wittetarticle and its idea. A reader becomes a
member of community of readers (other persons wd the concrete article), who share
the same ideas, problems. The using of ‘we’ has#mee effect as ‘you'. It refers to a text

producer and her /his colleagues, or it referbi¢oréaders.
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4 COMPOSITION OF MAGAZINE

Each magazine is unique in its composition andosused on a certain target group.
Magazines of the same interest are very similaeaoh other but they still retain their
originality for which they are bought. Each magazis divided into columns which are
characteristic for it and due to this fact a reguésder knows what she/he can expect from

a new copy.

4.1 The Editorial

Editorial is written by an editor himself and isry@mportant for every magazine. Through
it readers are apprised of the magazine’s contedt & text producer has, as Linda
McLouglin (McLouglin , 2000, 74) says, “an oppority to address their readers directly”.
The editorial has editor’'s personal style of wgtiwhich can be differ from the rest of a
magazine. Linda McLouglin (McLouglin , 2000, 74¥tinguishes two types:
o From the edito— it is more familiar with readers by using themoun ‘we’
and familiar words
o Editor’s letter— it is written in the style which correspondshe style of the
whole magazine
Editor is someone who shares the same views,fbelied attitudes as other text
producers writing for one concrete magazine. tifisarious lengths, from a short letter to

a one-page essay.

4.2 Columns
A column is a place in a magazine or a newspaperavthe materials of the same topics
are regularly placed. (Osvaldova 2007, 184)

Columns appear in all magazines. They subdivigewhole copy into sections for
better lucidity and help the readers to find thickss which are the most interesting for
them.

Magazines include regular and irregular columhss hot established which columns
magazines must contain. It depends on the ediftia is why each magazine is so unique
and different from others. An editor's letter ispigal for all magazines. It is an
introduction to the new copy where the commentasiresliscussed topic or the opinions of

editor himself are written.
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There are some columns which are common for nfdkieamagazines:
o The sections most common in magazines are:
= News and Current Eventsemmentaries on the news
» Reader’s Letters the letters of the readers who ask for an expert
advice
= Contributors —the letters of the readers who want to contrillayte
some advise
= Horoscopes- the fate according to signs of zodiac
o Cash & Careers- advices and tips how to be successful at work
o Entertainments -erosswords puzzles, quizzes, which are often edelay in-
house by the editorial team, wits, etc.
Some sections are typical for the magazofencrete interest:
o women'’s magazines
= Fashion —fashion tips
» Beauty -make-ups, face packs, creams
» Lifestyle fitness ,diets
= Human Interest Stories and Readers’ Lettetke stories of the
readers who want to tell others readers about tfeibles or luck
» Cook —tips and recipes in the kitchens
= Children —tips to educate children, how to care for them, et
° men’s magazines
= Body Building - everything about nutrition, vitamins, new
bodybuilding machines, etc.
= Moto Section -new models of cars, motors, etc.
= Computers -€omputers, equipments, computer games, etc.
= Sports- squash rackets, fishing, hunting, etc.

Some magazines contain a page reserved for iatesviMcKay (McKay 2000, 108)
claims that a reading about celebrity’s life, hes/kducation and interests gives the readers
a feeling of a greater intimacy with a popular pers

The contents of magazines depend on the targapgbthe readers. In the women’s
magazines a reader does not probably find a sedgented to sports and results of the
sport matches, in the men’s magazines he hardtis fansection about make-up and new

trends.
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Women’s magazines concentrate on new trends imadias clothes and make-ups;
there are articles about diet and health. Theemsaead true stories of people there; they
read gossip and articles about celebrities.

The magazines for men are of various characteen ban choose sport magazines
which contain articles about football, basebalé-mockey, or magazines about fishing,
hunting. Some magazines concentrate on cars, nyotescetc.

Not only women have a magazine about diets andthhéasigned for them like
Women’s HealthMen have a similar magazirnden’'s Health where they read about
healthy life style and nutrition. Readers can rémsdadvice how keep their body fit in both
magazines, there are advertisements of new bodgimgimachines which help to build
muscles.

Almost every magazine has one or more pages exbéov reader’s letters. According
to Linda McLoughlin (McLoughlin 2000, 49) “lettepage provides a forum for the readers
to interact with the magazine’s text producers atier readers”.

Every magazine contains a column where the infaomaabout editors, text
producers, graphic designers, place of publishendReaders find contacts on advertising
agency, on marketing department, on editors, wtierg can subscribe to the magazine or
claim there.

The last page of some magazines outlines the mbotehe following copy.

4.3 Advertising
Every magazine contains a lot of advertising. Téonal basis of advertisements is to
inform about new products, services and imagesir B is to draw customers’ attention
and influence them. A lot of customers decide alborying a concrete thing on the basis of
advertising. In words of David Crystal (Crystal I9894) “whether we are shopping,
reading the paper, traveling to work, watching wslien, or simply lazing around, we
cannot avoid seeing advertisement — probably, ifbethered to count, several hundred
every day”.

Producing of advertising is quite a long processind) which psychologists and
journalists find out as much as possible aboutatidressee. Due to the fact that every
advertisement is created for a concrete group dfemdees, psychologists and journalists

try to find out reader’s sex, age, profession, @lacliving etc.
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People can see the advertisements in billboargshopping windows; they get them
through direct mail. But the most influential adv®ments are these ones which people
see in television and in the press. To create aaragement for press is more complicated
than for a television or a radio. It has no supgpgrinstruments like music, gestures,
intonation etc.

The magazines for women contain more advertisesnénan other magazines, e.g.
magazines for men or for teenagers. Women read thare men because they do their

housework and have time for reading news or magazihich they are interested in.

4.4 Extent of Magazines
Magazines have no specified numbers of pages. Gdreyave from 30 to several hundreds
pages. Katiégna Kadlecova (Kadlecova 2006, 11) claims that éxéent of magazines
depends on the tabloid format, the price of magaamd on frequency of publishing.
Magazines which are published weekly or fortnightlhve around 80 pages, but
magazines published monthly or quarterly have bet290 and 400 pages.
The magazines with lower extents are full of néws the society, current events and
gossip. They do not contain a lot of advertisenadaut new make-up, clothes or diet. On
the other hand, the monthlies and quarterlies aomatéot of advertisement. The number of

pages increases with advertisements which aretetv@among the articles.

45 Readers

Each magazine is specified for a concrete groupeaflers. A text producer has to
know for whom he is writing, for whom the text iggigned. There is a large range of
magazines with specific contents on the market. cldments of magazines are set together
according to a target group of readers.

Basically the magazines can be divided according t

o sex —magazines for men and boys — e.g. Premiege’sNHealth
— magazines for women and girls — e.g. Ell@smopolitan

o interest — history, fashion, automobiles, computagazines etc.

o science — technical, medical journals etc.

The reader can also find magazines for people oéréain skin colou(The Root
Ebony — magazines for black people), for people of aamerage and with the same

interests Bella — for women 25-44 years old with childralpman— mothers 20-40 years
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old, Vanity Fair — an American magazine of fashion, culture andipsifor intelligent and
independent 20-40 years old women), or magazineshdmosexuals Girlfriends — it
covers entertainment and events from lesbhian petispeDiva — a lesbian magazine) on

the market.

4.6 Visual Appearance

Magazines differ from other printed mass media lBirtimaginativeness, colourfulness

and use of various fonts. The editors do not cheasent colours and other visual effects
accidentally. They do it for the purpose of expressess because they know that their
magazine has a longer lifetime than (for exampleg¢wspaper. It will be on the bookstalls
for longer time and must hold a buyer’s interekthad time. It must take priority over other

magazines.

4.6.1 Fonts

Spoken language has an advantage of intonatiomisBy voice a speaker can emphasize
important things or the speech can be accompanyethd speaker’'s gestures. Written
language cannot use the visible gestures, butntesgloit the graphic presentation to
emphasize the substantial part of the text.

Ludmila Urbanova and Andrew Oakland (Urbanova d@akland 2002, 32-33)
attribute a big importance to graphetics and layafuthe text. The shape of fonts is an
inherent part of creating the text. Combinatiorsiaks, highlighting, colours and shapes of
fonts is an eye-catching effect which attracts gebs attention. The pictures, signs,
colours of pictures and pages themselves, graph®ter visuals play the important role

too. All of these are characteristic for the téat,its preservability and surveyability.

4.6.2 Punctuation
Commas, quotation marks, exclamation marks, questarks, suspension points and
others help to emphasize something or evoke suspens writer can express his feeling

by using these signs and catch a reader’s attention

4.6.3 Colours and Photographs
All newspapers are very similar to each other f@irtstructure but every kind of magazine

is original. Each magazine has its own structurelwis different from other magazines.



TBU in Zlin, Faculty of Humanities 27

The main difference between magazines and jouriglsn their forms and
appearances. Magazines look more luxurious andendbbn the journals. Due to the
colours magazines can gain this required desigmyJ&cKay (McKay 2000, 147) says
that the deepness of colours depends on the nmlatdrieh magazines are made of. The
magazines of high quality paper have technicolours.

Photographs are an inherent part of every magagihe days of photojournalism
magazines have gone and today it is rare to finmueh@ntary photographs in consumer
magazines because it is not usual to devote thaoh space for them. But there are some
expectations like National Geographic. Magazineswomen, men or young person use
loosely called pin-up photography — babe-boobed$gabh men’s magazine, men unzipped
in women magazine or hunks in girl's magazine. Eawygazine contains photographs
which are specific for it. Fashion, beauty andnors style photos are a significant part of

glossy magazines. (McKay 2000, 84-85)
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5 THE FRONT COVER

The front cover plays a significant role for buydtds a promotion of the magazine itself.
It contains not only information about a title, @bfisher, a number and a day of publishing
but mainly about the titles of the most interestamgl the most important articles. The
headlines together with visual aspect of the froower are the things which catch an
attention of a potential buyer. The images of tloatf cover and the cover line are selling
tools which should attract a reader’s attention perduade him/her to buy it.

Linda McLoughlin (McLoughlin 2000, 5) attributes lag importance to the front
cover. According to her the front cover is the nzga's most important advertisement
and it also serves to label its possessor. Theraiwbe magazine helps to distinguish one
magazine from another.

The signs typical for the front cover are desdtili®y Linda McLoughlin. She is
concentrate especially on the titles and the in@gle front cover and includes a lot of
examples and pictures. The titles described belmuding the examples are taken from
the book, pp. 6-13.

5.1 Magazine Titles

The titles of magazines are important because reaa®@ image what a magazine is about.
McLoughlin (McLoughlin 2000, 6) says that the tideéthe magazine “plays a large

part in shaping the reader's expectations. It igagé written in large letters and is a

shorthand way of conjuring up particular associetim the reader’s mind.”

The process of creating a magazine title is ratlifézrent. The title must address the
buyer. The title can be a common word I&egue(which means fashion), or a compound
word like Cosmopolitan(from the GreekkKosmos the world or universe, andolites
citizen), but it can also be cryptic and the readsave to work out what the acronyms
stand for, for examplEHM (for him magazine). Magazine titles can also give information
what the magazine is about, for examMen’s Health.Others can express a particular
character type, e.linx (in dictionary this term could be used as an inshbdld flirtatious
or scheming women’).

Magazine titles can show examples of a procesgjofation, which takes on negative
associations. The example of this proceddirsx. Minx is a word with a negative meaning
but for the title of the magazine has acquired tpasiconnotations. It may be due to the

relation to young women who form the target ageigrof the magazine.
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Amelioration is also typical for the titles — a mlavith a negative meaning is invested
with a positive meaning, e.®iva. Diva means ‘Prima Dona’, but the magazmeblishers

hope this title conveys its Latin meaning ‘goddess’

5.2 Front Cover Image
Every magazine has its personal style with regarthé visual image, from choosing a
person who will be on the front cover of the neditien, her/his clothes, to titles of the
articles. Front covers are created in such wayttac higher attention than other ones.
According to McLoughlin (McLoughlin 2000, 13-14)d person for the front cover is
chosen according to the type of the magazine, ifsitfor men, women, children,
homosexuals. His/her stance and gestures can expeesharacter of the magazine:
o Diva — the woman is not stereotypically beautiful, lsite expresses
confidence and independence
> Women'’s Healthk the model shows a three-quarter body shot ofiscoiar
male model; a reader is meant to aspire towardewaaoly this body type
Another important thing about the front cover ipa@sition of the advertisements.
Whereas Englishmen are a nation which reads frenetit to the right and from the top to
the bottom, the most important information is ie tiop left hand corner. Looking at this
prime position, a reader can see what the mainnrdton and articles in the whole copy

is.



TBU in Zlin, Faculty of Humanities

30

Il. ANALYSIS



TBU in Zlin, Faculty of Humanities 31

6 INTRODUCTION OF ELLE

ELLE is a worldwide magazine focused on women's fashioeauty, health, and
entertainment. Nowadays ELLE is a one of the belihg magazine.

ELLE was founded in France by Pierre Lazareff and liis t¥élene Gordon in 1945.
The original meaning of the title isl€. Today it is owned by the Lagardére Group of
France and is being published by Hachatte Filipabtddia US. The first UK version of
ELLE was published in November 1985.

ELLE Magazineis the largest fashion magazine in the world wltinty-nine editions

in over sixty countries on six continents throughitne world. The magazine has offshoot

companies such a&LLE D€COR (with nineteen editions)ELLE girl (nine editions),

ELLE Cuisine(five editions),elle.com(twenty-seven websites) and high quality products

such as books, footwear, eyewear and other faghlated accessories. (Chase 2005)

6.1 Exclusive Magazines

ELLE is ranked among exclusive magazinekLE, like the fashion, magazine contains a
lot of advertisements and photographs. The exausiagazines have an effect of being
above-standard due to lifestyle and products wiaich advertise there. They look like

magazines which are intended for upper class. Bai®avaldova (In: Kadlecova 2006, 11)

says that the most important columns in these maggare the society columns, the news
from the society, the interviews, the reportages smmetimes they contain a review of a
book or a film. But the most important componentha exclusive magazine is its image

graphics and advertisements because advertisearentghat attracts people.

6.1.1 Frequency of Publishing and Price
ELLE is published regularly each month and brings nams the society, new trends in
fashion, etc. The magazine is quite expensive lsecds price is around 3.50€. The price

is not uniform and depends on the number of pageé®a the tabloid format.

6.2 The Readers

ELLE is intended for women at the age of 20-45 whopmodessionals, intelligent and

independent and with the passion for shopping.
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Roberta Myers (Myers 2009), an editor in chieflu$ ELLE Magazine says: "Our
readers are young enough to think about life aads@enture and old enough to have the
means to live it."

The readers have an opportunity to see new trahd®s, accessories and the news in
make-up in one magazine and in addition, they ead the letters from contributors or
letters of women who request advice or they onlptwa express some of their feelings or
ideas.

Besides columns like fashion and beauty, thetleeemphasis on lifestyle and careers.
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7 THE CONTENT OF ELLE

Readers of whatever magazine are used to find bote the first pages. In the case of
ELLE it is different. The content is not earlier thamtbe twelfth page. It is very unusual
but in my opinion it is a clever move. The contenhidden among advertisements and the
readers must look through them when they want rid the content. By this way the
subjects of the advertisements of the first pagesnaore noticed than advertisements
following the content. The advertisements of thst fpages are of world-known brands like
Prada, Luis Vuitton, Channeic.

The content oELLE is unusual from yet another point of view. In gast to other
magazinesELLE's content is spread out two or three pages. Tisé page of the content
contains the specifications of the headlines frbenftont cover ané&lle Edits The second
part of the content is formed colummeauty, Lifestyle, FeaturesThe last part is
individual for every edition and contains the t@gpand the headlines of a given copy and
their page number.

Elle Editsmarks the column of the repeating topics whered¢héders find advice what
to wear and how to refresh their wardrobes. Thagies involve such spheres like:

o The Catwalk Report the news from the fashion shows

o Elle Work Wear and 3 of the Besthe latest trends for the office work

o Style Top 16- it contains ten things which the readers musthaelothes,
handbags, shoes and accessories (see Appendix P I)

o Elle Accessories- ELLEs pick of the hottest bags, belts, shoes and
jewellery

o Fashion Notes-the news on the latest trends and must-haves

o Closet Confidential a view into a well-known person’s wardrobe

The readers can find the columahLE Daily in the magazine. It is one page devoted to
the internet version dELLE. They can see how the website’s home page lo&ksalnd

what the visitors can look forward to there.

7.1 Columns

The majority ofELLE's columns is regular. They appear in the each cuily the small

changes in the title but the contents of columrieessame every time.
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Regular columns:

o Beauty, Health, Fitness & Lifestyle, FashiefELLE is a fashion magazine
so there must be columns like fashion and beautg. rEaders want to see
the new trends due to which they will look and fleslely. This magazine
helps the readers to look more attractive and hedpease their self-
confidence.

o Calendar— a guide to an eventful month

o Masterheads— the names and the positions of all directorsioes)
producers, senior writer and editorial assistants

o Editor’'s Letter— a letter written by an editor himself/herself

o Mail Bonding— the short letters from tHeLLE readers (see Appendix P II)

o Address Book the list of contacts of clothes’ and accessbsiekers

o Horoscope— predictions of a fate based on configuration tafss which

influence the life of people according their datébirths

7.2 Presents
Most of the magazines which we read, offer to thetiders some presents or benefits.

ELLE makes use of all advertising moves to increasabgsy. It offers to their loyal
readers some presents like various discounts baittaluhe fact that the main source of
income results from subscriptioELLE offers a lot of benefits to the new subscribers.
When someone pays a subscription fee, he/shelgetligcount for the first six issues and
the certainty that he/she pays less for every ifisae in news-stands; he/she gains a free
door-to-door delivery and a little present whicls haccording t&LLE, a high price.

Every copy contains a sample of a make-up, a cream mud-mask or some full-
valued presents like a handbag (in July 2008) sum lotion (in May 2009) every six
months. People love when they get something far &ed the presents in magazines are
just what they want so the purpose of these preserb attract the new customers and to

propagate some brand.
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8 THE VISUAL ASPECTS OF ELLE

ELLE is made of glossy paper which gives an appearahltexury and elegance. It is for
sophisticated women who concern in clothes, makeamd new trends in the fashion

world generally.

8.1 The Title

The magazine’s title has the big letters withouy decoration. The letters of the title
occupy one quarter of the front cover and theyoar¢he top of this page. The colours are
in contrast to the background and they have theesamiour like the headlines of the

articles on the front cover.

8.2 The Front Cover

The most important from the whole magazine isribsif cover. It is one of the aspects of
the magazine which attracts the potential readdrs.front cover must be full of colours,
catching headlines of the articles and a photogodgelebrity should be there.

ELLE fulfills all of the requirements on the front cové@here is always a photograph
of a celebrity which covers almost the whole spaté¢his page. It is a photograph of a
woman who succeeds in a field, e.g. in the worldudiness, modeling, or in filmdom. She
has an allure and her gestures are provocativeAfgaendix P 1)

A person from the front page is not accidentafliested. During the selection of a
suitable person a lot of aspects are taken intoustc The person must look good, she
must personify the magazine and she must havelane.alhe final photo is the result of
the hard work. The choice of clothes or of hailestyelongs there too. And information
about the clothes, hair style, photographer etat ke end of the last page of the content.

The headlines of the articles are of the variargs. The readers can see the italics,
fancy letters or sans-serif. Their colour is in ttast to the background of the page and
some of the titles are of the same colour as thdlre.

The front cover contains information about prittee issue number, the barcoaied

the country for which the magazine is publishe@ @&ppendix P 1V).

8.3 The Advertisements

Advertisements are an inseparable part of each ziregand in the case &LLE they

occupy one quarter of the whole copy. The readatsthere not only advertisements of
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clothes, make-up, watches, shoes, perfumes, hametics and accessories but there are
also advertisement of e.g. cars or detergent.

The copy has around three hundred pages but nhidke gpages are advertisements.
Each advertisement in whatever magazine is inteffioled certain group of people. The
producer must know for whom the advertisements Beeause the readers BELE are
women over 20, the main character-model should dmeescelebrity and present some
concrete product. The productskhLE are of well-known brands and the readers see only
top-models or well-known film actress dressed irovpcative clothes there. The
advertisements are very well-considered by theymers who know that they must engage
and hold readers’ attention. The models and thestuges embody the products and the
brand.

8.3.1 Language of Advertisements
The purpose of advertisements is not only sell petl but also make a contact with
readers and therefore they use simple, familiarshmit words (sometimes a sentence can

include one more complicated word as):

Can beauty feel all warm and tightly inside?
New Warming Scrub. All-natural exfoliants with a¢b of sunflower extract,

for a deep clean, that feels more like a gentlesage. May, 2008, pp. 233

The advertisements IBLLE are different. Mostly they do not contain a longgxt.
The advertisements look like a photograph of ale#lewith a slogan. But when the
reader looks more carefully, he/she sees a prodatia person. He/she can read from the
model’s gestures what a purpose of a product ig. mijority of the advertisements in
ELLE contains only a brand and a person sometimes g@mued by a slogan (see
Appendix P V). Only sometimes the readers see pastipg text (see Appendix P VI).

A success of the advertisements is ensured ngt lonlthe slogan and celebrity.
Reader’s attention is attracted by highlighted gafthe picture can be emphasized by
violent colours or the letters are of various slsapszes or of various colours (see
Appendix P VII).
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The typical feature of the advertisements is ongtof determiners:

Power of two June, 2008, pp. 249
Introducing Organic wear May, 2008, pp. 139

The advertisements contain contraction insteatulbfforms. It is from economical
reasons (there is a limited space) and contracggoke verbal communication so they are

friendlier for the readers, e.g.:

This isn’t trust-fund luxury. May, 2008, pp.170

Distant subjects can’'t come to you, so we taketgdbem June, 2008, pp. 120

Elle’'s advertisements often contain imperative sentnce

Be anything you want. June, 2008, pp.50
Wake up to firmer, younger-looking skin. May, 2008, pp.200

8.4  Photographs
A magazine is formed not only by articles but alsothe photographs. They are an
inherent part of each magazine.

ELLE contains a low number of photographs. Due to thet fthat ELLE is
concentrated on new trends in fashion, the pagesfudlr of advertisements and there
remains little space for interviews or stories whace always accompanied by photos.

There is no space for snapshots but the readarsemartistic photographs made by
professional photographers. The photographs cacobmurful or black-and-white (see
Appendix P VIII, P IX). There are photographs gberson who the article is about or the

documentary photographs if some documentary aitdigere (see Appendix P X).

8.5 Colours
ELLE like a fashion magazine must be full of colourdmést all pages are filled by
advertisements and by occasional photographs.

ELLE is made of a high-quality paper so all colourscear and vivid.
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There are two possibilities how the pages loo&:lik
o White background with a black fontall articles are written with black font
and their background is white
o Colour background with a person or product the pages with
advertisements
The readers find there only a few pages whereotmucs are used. But these are the
expectations (see Appendix P Xl). There are ondyailiments of a story from a previous

page.

8.6 Interviews

Each copy oELLE contains an interview with some person who is fasio the field of
film, science, music or in the fashion industry.

The magazin&LLE contains more interviews and one of them is withgerson from
the front cover if he/she is famous.

In my opinion the interview is one of the mosterasting parts of every magazine.
Every reader elicits something new about the ing&vge from his/her answers. The reader
finds out his/her opinion, feelings, what he/slkediand what he/she would like to do.

There are two types how an interview can look:

o Classical form of interview — this type containg thuestions followed by
the answers (see Appendix P XII)

o Interview in a form of an essay — there are no go@es and answers but the
interview is written in the form of narration whesewriter describes the
conversation between him/her and an intervieweeaalii@® and a work of

an interviewee (see Appendix P XIlII)

8.7 Shapes of the Articles

The articles inELLE have not always the straight columns as everybselys in
newspapers. The shape of the columns of the magagirunique and there are no
restrictions which prohibit an unusual shape.

The readers can see a small paragraph betweetotwmns which run around it. This
small paragraph can be some expletive informatibichvdoes not fit in the whole text or
it can be a small part of the article which is imtpat and highlighted by this way (see
Appendix P XIV).
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Such shapes look more attractive for all readers.

8.8 Lucidity of the Pages

ELLE is a large magazine but it has one big disadvantags not well-arranged because
the page numbers are not on each page (the patiesheiadvertisements do not contain
the page number). Finding one concrete page is diffigult because the readers have to
browse through all the advertisements to find ddeast one number according to which

they could orientate.
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9 THE WORD SELECTION

The language of the technical papers is speciftt larderstandable only for scientists or
for people who are interested in them. But the mitgjof magazines is intended for public
so the style of writing corresponds to it.

The language dELLE is very similar to other magazines. The readezspaople who
want to be more beautiful and more attractive fogirt neighbourhood. Although the
readers are educated women, the language is rfatutlif The readers find words of
everyday speaking there, they find words which @sar and do not need to use an

explanatory dictionary for better insight.

9.1 The Articles

ELLE does not contain a lot of articles which are rataern in fashion new trendsLLE
includes an article about nature or a personay stba reader in each issue but this article
occupies only a low percentage of the whole copwe flest is occupied by advertisements

and advices what to wear and how to look attractive

9.2 The Language of the Articles

A lot of the articles IinELLE are written by the readers and the style of wgitin
corresponds to it. The articles contain simple esiimon used words which are friendlier
with the readers. The structure of the sentencastisoo complicated. There are complex
and compound sentences but they are not writtemaynwhen a reader does not know at
the end of the sentence what the beginning of & alaout. | think that the articles are
modified by the editors but the main ideas andesase well-kept. The articles written by
the readers are unique; they contain the writexliigs and moods. Such articles are more
active and the readers are closer to the writdwe the advertisements, the articles contain
a lot of contractions whose purpose is to evokerdal communication +¥m, it’s, it'll,

I've.
The preface of all articles or columns has thaowar types of fonts together. For

example, the preface written in italics is intedddy another type:

Her desk inCHAQOS, her car is a mess. Can &IRBAN PA transformELLE travel editor
Susan Ward Davis’ life? June, 2009, pp. 153
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The purpose of this highlighting is to catch teaders’ attention. The text compacted
from various fonts not only holds the reader’siiest but it looks attractive and interesting.

TheEditor’'s Letterlooks like other articles. It is written by no ectist but by laic who
knows and sees the need€tl E's readers. It is written by the commonly used vgcadd
the whole text is, like the preface, interlaced/bgious fonts (see Appendix P XV).

Each copy always contains one article which isr@gtdifferent from the rest of the
magazine. There is nothing about the fashion outbelebrities. These articles are about
the beauties places of the world or about natunergdly. The articles which describe the
place are written in the present tense and dukisddct the reader feels as if he/she is in
this place during the reading. The structure ofstaetences and the word choice evoke the
readers’ imagination and the articles are acconaghbly real pictures, which raise the
imagination (see Appendix P XVI).

The articles are written in the form of essay.yfbentain questions and are written in
the first-person narrative so the readers find dimect speeches there (see Appendix P
XVII).

9.2.1 Language of Headlines of Articles
The headlines in magazines often create the elipttonstructions. It is a result of a
limited space on a page. The headlines must caatlers’ attention and no reader is
interested in words which are unimportant.

The headlines often omit determiners and the rsadb find an elliptical construction

in ELLE how is customary in all magazines:

Heating Up May 2008, pp. 104

But it seems thaELLE is different from other magazines in this way heeathe

majority of ELLE's headlines contains determiners:

The no-diet diet June 2008, pp. 177
The Front-row detox February 2009, pp. 168
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The feature of the headlines which appears rarelLLE is intertextuality and its

purpose is to attract a reader’s attention by evmta&f some memory:

Fresh Prince— the title of an article and the reference toAamerican television sitcom
with Will Smith as a main character May 2008, p63

The typical feature of the headlines is usinghgbeératives or rhetorical questions:
Guess who’s coming to Broadway? May 2008, pp.172

Drink much? May 2008, pp. 232
Life without alcohol? February 2009, pp. 109
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10INTERNET VERSION OF ELLE

The BritishELLE like other editions oELLE has its own website elleuk.com. This website

is very similar to printed version &LLE.

10.1 Content

The topics of the articles are the same; the vsitd this page can see the same fashion,
new hair and beauty trends from the catwalk, thestadiets, etc. There are reports about
celebrity, his/her secrets; you can read the newvs the society.

On the contrast to the printed versionEbflLE, the visitors of the page do not need to

find content.

10.2 Lucidity of the Website
Each website is organized to be well-arranged aeddly for the visitors. He/she cannot
browse through the printed magazine to find thiglarthat he/she is interested in. There is
a menu bar in the top part of the page where thigovs find everything what they want
easily and quickly. In addition, the columns on thebsite are distinguished by various
colours.
There are the references on:
o Fashion— it contains reference on the new trends, isttgke, what to wear
o Shopping- the readers read there about accessories @etison, what is
new in the shops, instant outfit or what the shoguide advises
o Beauty— the readers learn there how to be still in gpbgsical condition,
how to care about their hair, face and body
o Star Style- the celebrities’ trends, news and the photogragttelebrities
on the red carpet are there
o Catwalk— if the readers are fans of the catwalk they finele the show
schedules, new trends, information about best designd some new model
faces
o News— the news in fashion and beauty
o Horoscopes- the readers can choose which horoscope theytwartd —
there are daily, monthly and yearly horoscopes lmytcan choose
numerology (see 10.6)
o ELLE TV-there is the beauty and fashion news broadcéisieo
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o Competitions- it is a webpage where the current competitioagasplayed
> In the mag- what the readers can expect from the new puddisiopy
o Forums-— the readers share their opinions and advice ther
o Newsletter— if the readers are registered there, they regulzceive
information about the latest discounts and bestrsff
o Subscription- the specifications of advantages result fronmsthigscription
o Blogs— the redactors’ articles
The visitors can use the new phenomenon Facebbekewhey find the articles which

are identical with these on the websitéNiews

10.3 Recency
The advantage of every website is the possibititghiange it whenever the administrator
wants.

The printed version dELLE is published once a month and no changes arelp®ssi
whereas the website can be up-dated every daytdies fact the website is more up-to-
date than the press.

The website has a big advantage over press magaizne eventual mistakes can be
corrected directly while editors of pressed maganmust wait for the next copy where they
can apologize for the mistake and put it in order.

The printed magazine has its own positives toe @frthem is ownership. The readers
can return to the older articles. These articleslmafound only in archive on the website
and there is a high probability that the olderctes are removed. Another positive is a
possibility to browse through the printed magazifike readers can take a view of the
magazine more carefully than on the internet. Evegder of online version d&LLE
skims through the texts, reads the news but halebe not see the advertisements which
are important for every magazine. He/she does ngoh sample of a new shampoo or a
cream. In my opinion the on-line magazine is goedaoise it is available to everybody and

saves the time and money but the printed magagiakligood classic.

10.4 The Purchase on the Internet

The internet version d&LLE offers a lot of advantages except availability.
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The visitors of the website orientate quickly daethe menu bar which is lucid and
everybody can read only the articles which he/shiaterested in. They open the website
and see what contains.

The internet generally saves the time and moneguse people do not need to go to
the shops. The online version BLLE offers the advantage of buying from home. The
visitors choose the product which they want, chekBuy Now and fill the necessary data
and after that they wait at home for a postman délovers the ordered products to them.

The purchase on the elleuk.com is very user-frignd|

10.5 Competitions
ELLE offers a lot of competitions which are attraetfor everybody because every person
desires to win something. Both versionsEIfLE, printed and online, contain the same
competitions and the conditions for winning areshee, too.

The competitions are constantly changed. The gimhagazine prints botBLLE'S
competitions and competitions of other brands. Weésite offers only the competitions
announced b¥LLE (see Appendix P XVIII).

10.6 Horoscopes

In contrast to printed magazine, the online magaEin_E has the larger horoscopes. The
visitors find there not only the monthly and yedanlyroscopes how is customary but also
the daily horoscopes. The online version has aaradge that it can change the wording of
the pages (and horoscopes, of course) every dayvishors can see the current forecast of

their signs of zodiac.

10.7 Star Style
The Star Style is a specific webpageEdfl E. The visitors who admire the celebrities can
read there about their style of dressing, what theyto wear. Some people want to look
like a celebrity and want to be similar to themeyltonsider the celebrity to be their beau-
ideal. AndELLE's website gives a good opportunity to know theonfranother point of
view. ELLE does not include gossip but writes about thelestgnd their personalities.

The Star Style is a good advertisement of thegdess. Due to the webpage Red
Carpet, the visitors see the celebrities and thdatsowhich they were dressed in while

walking along the red carpet.



TBU in Zlin, Faculty of Humanities 46

CONCLUSION

Nowadays magazines are an inherent part of ous larel due to this bachelor thesis |
realized how complicated the process of a magazitreation is.

| applied the theoretical knowledge to the magaBEbLE. The aim of this work was
to describe the visual, linguistic and stylistipasts ofELLE.

The theoretical part arose from specialized bamkscerning language of magazines
and composition of magazines. There were descriibed linguistic tools and how
magazines should look. The bachelor thesis staitls the history of the women’s
magazines. Further | tried to catch the principlenr@agazines and the composition of
magazines generally.

The practical part arose from the study of theeopf the magazinELLE and from
the study of th&LLE website. The practical part starts with the brigtdry and with basic
information aboutELLE, with identification of the readers and with themgposition. |
explained there why ELLE ranks among the exclusiagazines. The next part is
concentrated on the appearance. Everything fronfridm cover, title, the choice of the
articles to the choice of advertisements and phiafigs must be taken into accounts during
the process of the magazine’s creation.

| describe the magazineLLE from the linguistic and stylistic point of view.h&
visual aspects dELLE will be part of this thesis too.

The last part of the work is focused on the websit the BritishELLE. | found
differences, like for example lucidity and recenbgfween published and online version.
That is not to say which one is better. Both areghaf some quality, they are of wide
comprehension and | identified some advantagesimadivantages of both versions.

Notwithstanding this magazine is full of adventsnts, it is very famous.

In my opinion the readers &LLE are not interested in the problems of people; they
love celebrities, their life and their style of gseng. And due to the fact that there are a lot

of that people in our society, the future of thiggazine is not threatened.
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ELLEedits
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APPENDIX P II: MAIL BONDING

ELLELETTERS

ELLE

Send your letters to ELLE, Letters to the Editors, 1633 Broadway, New York, NY 10019,
or e-mail us at elleletters @hfmus.com. Letters may be edited for length and clarity.

BREAK ON THROUGH

Finally, Amy Adams is getting the
attention she deserves [“Chasing Amy,”
March 2008]! I have been a fan of hers
since her hilarious turn as the villain
pageant queen in Drop Dead Gorgeousand
never understood why she was so
overlooked. She’s a beautiful actress with
a tremendous amount of talent—just the
kind of woman I love to see on your
cover. Thank you, ELLE, for featuring
someone who is on the verge of a
breakthrough rather than a predictable
lineup of young Hollywood. These are
the types of role models that should

be available to the young women

in our society.

Shawna, Alabama

JUDGING AMY

ABOVE AVERAGE

‘While reading the cover article “Chasing
Amy,” I wondered, Is this a 33-year-old
established actress or a teenage girl? In
the interview she describes herself as
“boy crazy” and goes on to say how
excited she is about getting to drink
coffee in the morning. There’s charming,
and then there’s vacant. Let’s try fora
cover girl with a little more to say

next time.

Carly V., Utah

THE SKINNY

It’s not often that a glamorous women’s
monthly magazine is able to discuss
eating disorders in a way that isn’t
hypocritical [“The Year My Body
Shrank,” March 2008]. But you have
done it. Finally, a story that tells the truth
about what lack of proper nutrition will
do to your body and what body image
has done to society. Thank you for
publishing such a frank account of the
way we view skinny today. I hope that
many mothers suggest this article to their
daughters to teach them the same.
Thanks, ELLE!

Sarah, Atlanta

78 v .cils.com

“The Year My Body Shrank” was an
interesting read. It’s sad when doctors
won’t take the time to actually listen to
their patients, which happens with those
who are underweight and overweight.
Some doctors are quick to blame any
medical problem on weight, and to blame
aweight problem on the patient. The
only part of the article that confused me
was the author calling herself “an
average, medium-size young woman.”
She admits that at 5'6" and 120 pounds,
she’s on the “thin side of normal.” At 5'4"
and 165 pounds, I'm closer to the size of
the “average” woman. Either way, it’s
fantastic that she had doctors to help
diagnose her and is on the road to a
healthier, more fulfilling life! Thank you,
ELLE, for an intelligent story.

Amber K., Portland, OR

FUZZ OFF!

Beauty columns often have a way of
making women feel they are in constant
need of improvement, but ELLE shares

| was surprised to see

Amy Adams on your
cover—I didn't know
much about her other
than that she was the
latest Disney princess.
But reading the article,
| know exactly why
you chose her. She

Is the epitorme of the
alFAmerican girl and a

refreshing exception to
Hollywood's scandal-
ridden starlets. Finally,
a girl | can relate to!

Rachel,
Fort Worth, Texas

the newest in cosmetic procedures as
though they are a fun part of the journey.
Great job on the story about high-tech
treatments for hair removal [“Gone,
Baby, Gone,” March 2008]. Coco Myers
managed to tackle a topic that’s a bit
embarrassing for those of us who have a
little extra peach fuzz on our cheeks and
tell her tale of trials in hair removal in a
very relatable way. Now I know that

I can trust ELLE for my beauty needs
and inquiries.

Masgaret, Portland, OR

JOLIE JULIE

Thank you for featuring Hollywood
legend Julie Christie in your most recent
issue [“I Am Legend,” March 2008]. She
is an inspiring woman, both in her career
choices and in her personal values. In an
issue with pages dedicated to plastic
surgery and young models, it was a
breath of fresh air to see someone aging
gracefully and living gracefully as well.
Now thisis an actress all young starlets
should look up to.

Mary, via e-mail

For questions about your subscription, please call 850-682-7654, fax 303-604-
7644, or e-mail elle@neodata.com (include your complete current mailing address).
For changes of address only, call 850-682-7654. To order back issues dated within
the past two years (please know the specific issue dates), call 800-333-8546.

Gilles Bensimon
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APPENDIX P V: ADVERTISEMENT WITH BRAND NAME

DIESEL




APPENDIX P VI: ADVERTISEMENT WITH THE SUPPORTING
TEXT

'Introducing

Cillette® s
Venus Breeze
The onlq razor with buift‘ n
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need forsha ugrean. - ;
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APPENDIX P VII: ADVERTISEMENT WITH FONTS OF VARIOUS
SHAPES AND COLOURS

COLLAGEN ENRICHED FORMULA

iTH JUST ONE COAT ON MEGA BRL7

NEW

the COLOSSAL
VOLUM’EXPRESS’

OUR SECRET?
Collagen Enriched Formula
Loads Lashes One By One

the Colossal Look. Up to

7X MORE GORGEOUS VOLUME
WITH JUST ONE COAT ON MEGA BRUSH
CONQUERS CLUMPS!

maybelline.co.uk

MAYBELLI

NEW

"MAYBE SHE’S BORN WITH IT. MAYBE IT’S MA

Shot with lash inserts for an even lash line. Julia is wearing The Colossal Volum' Express™ Mascara in Glam Black. ©2008 Maybelline LLC.
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APPENDIX P IX: BLACK-AND-WHITE PHOTOGRAPH

ELLEedits

ELLE 54

anya lundmare

10 RULE
OF STYLE

1 he handhag DESIGNER
on looking GOOD made easy

-| BUYING AHANDBAG Always buy abag ihatyou will
love beyond one seasonandihatmakes you doalitiie
jigofjoy whenyoucarryi.

2 ACCESSORISING Don'toverdott Lessis more, linink.
Jewellery shouldn‘twearyou,

3 BUYING SHOES Shoes change my mood more thanany
ctheritem. Aclors always say thatthey cnly recilly getinto
theirrole whenthey puf onthe shoes —itsthe same with
women. Butalways be comfortable, there s nothing less
sexythanagir whocan'twalkin hershoes.

4 GETTING DRESSED IN THE MORNING Work itoutthe
nightbefore. | hate wardrobe panic attacks.

5 MAKING A GOOD STYLE INVESTMENT Buy something
youwanttohand downtoyour children. Betterto push
yourselfonce onsomething really special, than spend

loadsonlctsoflitie things you'llend up throwing away.

é PACKING Fora businessrip, work it out outfit by outfit
forthe schedule. Have pre-packed bags of cosmeticsand
fravel needs [double chargers/adapiers) so you don'thave
tothink. Foraweekend away, packthingsthat are super
comforfable and make youfeel cosy .. andthatwork for
longwalks, which are a greatwayto see somewhere new.

7 FEELING SEXY I's allabout confidence, sowear
something you feel greatin, that's nota risk/headache/
effort. When | wantto feel sexy, | always puton heavy
black kohiforthatrock-chick look.

8 ACCESSORISING A LITTLE BLACK DRESS Carry agreat
handbag - butl would say that, wouldn't1?|have a great
black MiuMiu dressthat lalways wearwithmy gold Julietta
cluteh. Tne black simplicity ofthe dress framesthe bag.

Q LOOKING GOOD IN FIVE MINUTES That's easy — smile!
IFssosimple, yetso effective.

] O TOPSTYLERULE Don'tbe a slaveto fashion. Wearwhat
makes you feelgreatand doitwith confidence. That's all
fashionisaboutatthe end ofthe day.
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reREADERINVESTIGATION

THEBELEVE

Anna's “friends’” believed in striking a blow against capitalis and for the
environment. Anna believed they were dangerous terrorists. Did she lead them
down the prinmrose path to self-destruction, or did she save us from extremists
run amok? Maybe not even Anna knows for sure. By Andrea Todd

X \ { ‘ Former FBI informant
- “Anna" returns to the
Nimbus Dam, one of
the sites, she says,
environmental
extremists had
considered bombing

t had been a long day at the 2005 CrimethInc Conver- activists and FBI employers as “Anna,” had been crashing the
gence in Bloomington, Indiana, a day of extremes: ex-  party. At her first CrimethInc (Des Moines 2004), she’d met 26-
treme heat, extreme stress, extreme opinions. Each year year-old Eric McDavid, now seated beside herin her compact car.
since 2002, hundreds of activists—environmentalandan-  He'd hit her up for a ride to Chicago rather than make the 230-
imal rights radicals, anarcho- and crust-punk bands, tree  mile journey via the anarchist-favored mode of transport, train-
huggers, vegans, and freegans—descend onurban centers  hopping. Both looked forward to the ride for different reasons.
from Athens, Georgia, to Winona, Minnesota, for Crime-  McDavid wanted to spend time alone with this woman he’d meta
thInc (anod to the Orwellian concept of “Thoughtcrime”).  year earlier, who liked to talk about blowing things up; get to
The event is a conflagration of protests against all things know her better. She wanted to get to know him better too. Just not
capitalistand consumerist: record labels, the market econ-  in the same way.
omy, corporate influence, working for a living. Food is available in The car stank of body odor and sweat, thanks to the extremists’
exchange for information (holistic healing, legal advice, propagan-  rejection of regular bathing and hygiene products like antiperspi-
dist leaflet publishing). No money is allowed; sharing is required.  rant (too many brain-withering chemicals). Vicks VapoRub, which
Signs, posted everywhere, announce POLICE NOT WELCOME. Anna routinely dabbed inside her nose, made it barely tolerable.
For two years now, a young woman in camo pants, black sweat-  After a few minutes of idle road-trip banter about the conference
shirt, military boots, and pink hair, known to both her fellow eco-  and flirtations among their fellow activists, Anna, doing as she’d

Douglas Adesko

PV SS
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wear them, but the less-than-stylish design
of toning trainers has long been a sticking
point for ELLE readers. Thankfully, this
spring, MBT’s new bottom-firming and
thigh-trimming styles come with a slender
sole, giving them a less clunky feel. Look
out for the low-key denim pair, at £135.
Meanwhile, the once-garish FitFlop has

ELLEAealth

body, never underestimate the synergy
between energy-giving food and what
your body will be capable of. Jennifer
Aniston swears by a portion of Good4U
Superfoods Toasted Pumpkin Mix, 70p,
before every yoga workout. She says, ‘It’s
the only thing to keep hunger at bay and
physical and mental energy levels up

introduced a simple gold-
sequined sandal to its
range at £45, and Chung
Shi has designed a classic
navy style at £130. Now
there really is no excuse.
MBT, enq swissmasat.co.uk;
FitFlop, eng thefitflop.com;
Chung Sht, enq chung-shi.co.uk
6. ONLINE
PERSONAL
TRAINERS

Your
Motivator is within reach
(thankfully without the
skintight Lycra). Top
personal trainer Matt
Roberts has launched
Mytrainer — an online
service that sizes up your
lifestyle and diet, then
creates a daily workout
regime specifically for
you. Supportive texts are
sent direct to your mobile
phone, and tips and
advice are also available
online, all for just £10 a
month. Alternatively, try
Pocket PT, the brainchild
of fitness guru Daniel
Newman. For £12.50 a
month, the service offers

very own Mr

ANDTHREE
WEWON’T BE
TRYING...

MALL-ERCISE Groups ofwomen
havetakentostateside malisto
shoplillthey drop (weight, that
Is), andManchester's Trafford
CentreMallWalkers have
broughtthetrendtothe UK.
Unfortunately, power walking
through Selfridgesintrainers
andtrackiesleavesuscold,
Engtraffordcentre.co.uk
BUGGY-CISE Think organised
groupsof mothersthundering
through parks withtheir
buggies. While we certainly
don'tbegrudgethe friendly
and family-cenired ethos,
we'drathernothave
ourpicnicsinterruptedby
astampede ofstrollers.
Engbuggyiit.co.uk
STRIPPER-CISE We're cynical
aboutany classforwhich
stileftos and sexy underwear
aredprerequisite. Surely going
forarunwillburnmore calories
thanwrigglingarounda
brightly-itgyminourlingerie?
Atgymsnalionwide

during a long session.’
Another pre-workout
snack that fitness insiders
are raving about is
the Bounce Premium
Protein Ball, £15.99
for 12. The balls are
wheat- and gluten-free,
and cram 15g of protein
into each mini, but
satiating, portion.
Good4U; enq good4u.co.uk;
Bounce Protein Balls, enq
bouncefoods.com

8. BESPOKE
BODY
MAKEOVERS
The New Year sees
a host of new body
makeover packages on
offer; all ‘of which are
designed to help you
to detox while also
attaining your drcam
figure. This month,
London’s Urban Retreat
spa opens The Body
Clinic, which tailors
workout programmes to
suit your specific body
goals. Focusing on
Hypoxi Therapy, which
involves cycling in a

you nutritional advice and exercise
programmes, which you can download
onto your iPod or mobile phone. You’ll
also be invited to attend the communal
fitness events for members, held in parks
throughout the country.

Mytrainer, eng mattroberis.co.uk/mytrainer.
Pocket P, eng pocketpl.co.uk. Member events for
Pocket PT begin in mid-to-late 2009 — check
website for updates

7. PRE-WORKOUT SNACKS

When it comes to achieving an A-list

sealed vacuum chamber to speed up the
breakdown of fat, the programme also
includes nutritional advice, colonic
hydrotherapy and a series of detoxifying
wraps. Alternatively, check out the
Champneys Be In Shape programme — a
three-day package which combines a mix
of detoxifying massages and personal
training sessions. Finally, there’s the
Suffolk-based SK Clinic, which serves up
a six-week body makeover that can be
tailored to suit a range of budgets.
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Initial consullations at the Urban Reireat Body
Clinic cost £60 and are redeemable against
treatments booked; eng (020) 7893 8335. The
Champneys Be In Shape package costs from
£329.95 for two days and nights; enq
champneys.com. Iuitial consultations at SK Clinic
cost £ 25 and programme price varies according to
chosen treatments; eng skclinic.co.uk

9. ECO-FRIENDLY FITNESS
Along with trying to cut down on flying
and making an effort to buy ethical food
and clothing, the eco-aware are swapping
energy-inefficient gyms for the great
outdoors — and two companies are ahead
of the curve. In the spring and summer
months, Wildfitness groups meet in
London’s parks to strengthen body and
mind via a series of outdoor workouts, as
well as organising week-long holidays that
promote fitness and wellbeing. Then
there’s the nationwide BTCV Green
Gym, which guides volunteers into a
conscience-assuaging and fitness-boosting
day’s gardening and conservation work.
If the latter appeals, you could also sign
up for Eco Running, where members pick
up rubbish along their route —one woman’s
trash is another woman’s toned thighs. ..
Wild Fitness, enq wildfiness.com; BTCV Green
Gyms, eng www2 bicv.orguk/ display / greengym;
Eco Running, enq eco-runnerblogspot.com/

10. THE TREND THAT’S
OFFICIALLY HERE TO STAY
The nation is still abuzz with the results
achieved by doing Power Plate classes —
where you perform a series of poses atop
a vibrating plate (o get an intense toning
ellect — and the trend is set to get even
bigger. This month sees the nationwide
launch of Power Plate Acceleration
‘Training — a series of classes that serve up
heart-pumping workouts. The boxing
class, which involves holding various squat
poses on the vibrating platform while
performing a series of punches, kicks,
press-ups, sit-ups, bicep and tricep dips
and plank positions, is being billed as one
of the toughest, and most effective,
workouts in the UK.

Power Plate Acceleration Training classes last 30
minutes and are avalable in gym chains including
Virgin Active now. Enq (020) 7586 7200;
powerplate.com B
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Other than yourself, who is your
f ; favorite designer?

Coco Chanel.I also admire the
work of Karl Lagerfeld and
Jean Paul Gaultier because
both are clearly passionate
about their work.

Ifyou could come back as a dress,

which one would it be?

One of my Privé couture

dresses—each one is a true
| labor of love.

‘ Ifyou could come back as a model,
| who would you be?

i It would not be a model, but an
actor, like Cary Grant.

What is your favorite color?

[ Natural, neutral colors, and
black and navy blue.

What is your favorite junk food ?
Inever eatjunk food—unless
pasta qualifies as a junk food.
Actually, that’s not true: I have
aweakness for dark chocolate.
What are you most vain about?
| Keeping my body in shape.
What are you most shy about?
| Speaking to an audience.

Ifyou could have somebody else’s
body, whose would it be?

Andriy Shevchenko’s or David
Beckham’s. Footballers today
have an almost classical
athletic build.

Marlene Dietrich, 1935

&

NG CORGO

; Milan's testa della moda Giorgio Armani extols
é the virtues of staying fit, lounging at sunset, and,
of course, glamorous h|gh fash|on

' Antigua shopping district
~

|} CLK-Class

deslqned

Armani with
! a Mercedes

Cabriolet he

50 Cent's The Massacre

Who are your fantasy
dinner-party guests?
Picasso, Dante, Visconti,
Verdi, Leonardo da Vinci,
Michelangelo, Marlene Dietrich,
Diaghilev, John F. Kennedy—
how many settings do I have?

Where is your favorite place to have
adrink?

The deck of my new boat, or
poolside at my holiday home
on the Mediterranean island of

Pantelleria. Sunset is my
favorite time to have a drink. I
often go to Nobu on Thursday
evenings for a drink just before
my week ends.

What’s your underwear of choice?
Emporio Armani, as worn by
Mr. Beckham.

Do you have any pets?

Two cats, Charlie and Angel.
What do you eat for breakfast?
Athome in Milan T have a very
regimented routine in the
mornings. I work out for at least
an hour, three times a week. As
well as my regular café latte
and croissants, I eata meal of
chicken, pears, cheese, and
white rice. This helps me

maintain my physical
condition.
At seven, what did you want to be?
A movie star.
Are you eco in any way?
Itry to use natural materials,
such as hemp, in my designs—
for clothing and interiors.
Favorite place to shop?
Street markets in Africa.
Whose wallet would you like
to steal?
Bill Gates’!
Whose diary would you most like
to read?
My mother’s.
What’s your least favorite food ?
1like my food simple and
fresh. I am not a great lover
of meat—TI’d quite happily
be a vegetarian, but I believe
in having a balanced diet,
and that requires protein.
Ifyou were an inventor, what
would you invent?
A cure for AIDS and cancer.
Who is your favorite
furniture designer?
T am revisiting the work of
Eileen Gray, who had such an
influence on modernism.
What’s your favorite car?
An Armani-designed
Mercedes CLK-Class
Cabriolet, naturally. I also
quite like the new Fiat 500.
When and where are you happiest?
On my boat at sea in the
summertime.

Who is your best friend?

David Beckham 4
in an Armani ad |

Dangerously %

Cary Grant, 1935

Beyoncé's

Iam lucky to have many good
friends, but none I would
classify as my best friend.
Where is your favorite

vacation spot?

My houses on Pantelleria

or Antigua.

What's your most

treasured possession?

My memories.

What's your favorite song?
Thave very eclectic taste in
music—from classical to hip-
hop, and it changes depending
on my mood. Currently [am
listening to Beyoncé, 50 Cent,
and African music.

Ifyou weren’t a designer, what
would you be?

Iwould have loved to be

a film director.

What’s your biggest fashion regret?
ThatIdidn’t ever get the
chance to dress Grace Kelly—
she was so elegant.

Favorite trend of all time?

The unstructured jacket for
women and men.

Worst trend of all time?
Grunge.

Always:

Follow your personal vision.
Never:

Be deterred by

negative comments.

sl B

- A 1 2L = Coco Chanel
. . with models,

circa 1960
p— N
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Kate and I are sitting on a battered sofa in the inner sanctum of
her husband Sam Mendes’ New York production office. Ten
minutes after her breakneck arrival, she has yet to pause for
breath. As she shrugs off her black tailored jacket, unpacks her
Prada bag and unwinds her floor-length scarf, Kate
simultaneously manages to roll a cigarette, order coffees,
apologise for being late (her five-year-old son, Joe, has an ear
infection), laugh sheepishly at her crumpled T-shirt (T got
dressed in, like, five minutes’), check for messages on her mobile
and spot a bottle of good red wine in the corner of the room
that should be at home.

Behind her, the walls of Mendes’ office bulge with family
photographs, books, posters (of Bob Dylan, The Beatles, Rufus
Wainwright, and his Oscar-winner, American Beauly) and a gold
papier-maché artwork by Kate’s eight-year-old daughter, Mia.

That the glamorously chaotic backdrop is in tune with Kate’s
words and manner is an aptly cinematic touch. It reflects a life
where art, work, love, family and passion take centre stage. The
life of a third-generation actress from Reading who made it into
the movie history books as the youngest woman ever to receive
five Oscar nominations.

At 33, Kate is married to one of the world’s greatest film
directors, has two children, homes in New York and the
Cotswolds and is undeniably talented. She has every
excuse to be smug, yet in person she is funny, friendly
and will disarm any compliment with a self-
deprecating retort (‘Good skin? T actually have adult
acne. I'm just wearing good spot cover-up’). As for
her wonderful life, she rolls her eyes.

“Yes, my life is incredible but, oh my God, T have to
work at it. It’s the same for any working woman. You
run and you work, you run and you work, and you try
not to let anything drop. I am List Woman — I make
lists constantly. What we’re doing, where we are, what
needs to be done, should be done, has to be done,
shopping, school, work — everything. For the most part, I'm
completely knackered. Sam is always telling me to relax, have
a massage or something, but 'm not very good at relaxing. The
other day I had a morning with nothing to do for the first time in
months. So I cleared out Joe’s wardrobe.”

Lately her schedule has included filming two demanding (and
potentially Oscar-winning roles) in The Reader and Revolutionary
Road. The latter, set in the mid-1950s, is based on Richard Yates’

novel about a young, glamorous American couple whose perfect
marriage suffocates in suburbia, amid withering jealousies and
recriminations. Kate plays the original desperate housewife, April
Wheeler. The film saw her work with Mendes for the first time (he
directs) and reunite with her close friend and Titanic co-star,
Leonardo DiCaprio, who plays her charming but weak husband,
Frank. It was Kate who suggested DiCaprio for the role. As soon
as I read the screenplay I knew Leo had to be in it. To me, no one
could play Frank Wheeler but Leo. The great thing about him is
that he’s not afraid to play a weak character and I just knew we
would work as this married couple. But when I mentioned his
name there was this silence. It was like I'd tempted fate by coming
up with the dream pairing. Obviously everyone thinks of Titanic,
which was 11 years ago. This is another love affair, but a very
different relationship at a very different stage of life.

The closeness between Kate and Leo is apparent on-screen
— the casual intimacies of a married couple coming almost
naturally, thanks to their long history. ‘Leo’s friendship is a major
thing in my life. It’s a big relationship,” says Kate. Tve known him
almost twice as long as I've known Sam, but he’s never been
a boyfriend, which makes it completely uncomplicated and
very special. We met when we were very young and did this
incredible film [7itanic|, which changed both our lives, but the
best thing to come out of it was this friendship. We’ve grown up
together. He’s part of the family and I love that he’s matured
into this kind, dedicated man. When we work together we
instinctively know what the other one is thinking, He will know
how I’'m going to react and vice versa.’

Revolutionary Road focuses on the relationship between Frank
and April, tracing their marital arc, from love, passion and
friendship through to drunken jealousies, fear, anger and hatred.
T wonder whether she sat down to watch Titanic before filming
started. Kate shrieks with laughter. “The thought of me sitting in
aroom watching myself in Titanic s so funny because that is so not
me, she says. ‘T've seen it once just after it was made and T've
never watched it again. I couldn’t. T hate watching myself.

“Yes, my lifeisINCREDIBLE, but o
my God, Thave towork atit. It's the same for

any working WOMAN. Yourun and you
work, andyou try notto let anything DROP’

It is, however, a film that she plans to show her children one
day. ‘Mia’s getting older and I do want to watch it with her and
Joe, and make it a special family occasion. It’s a weird one because
she knows what I do for a living, but it’s no big deal. I'm there
with the other mums at the school gate and, if anything, 'm
probably the one who looks the least glamorous. But the older
Mia gets, the more the goalposts move. I have this absolute fear
of her going off to a playdate and seeing Titanic. It may sound »

ELLE 135
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yetarrived, waitfor a further hour in intense -

discomfort squished between two sets of
bony hips, take notes, stand in a crush for 20
minutes as the audience bottlenecks at the
exit afterwards, and repeat this three more
times with three other shows in different
locations all over Manhattan? Before
realising that although it’s 5am at home in
London, youstill have a dinner on the other
side of the city to attend? ‘Dinner” is three
canapés, so you grab a champagne — or five
—and smoke yourself silly to obliterate your
hunger pangs, finally get to head back to
your hotel, only to find you can’t sleep
because your body clock is telling you that
you're supposed to get up? Well, would you?
I suspect not. And this is just the first day;
the entrée to the month-long fashion feast
that packs up and moves on, like some weird
and wonderful circus, from city to city.
The lack of sleep and food are what get to
me. I simply can’t function on canapés, so
Istuff myself with carbohydrates first thing
in the morning — boiled eggs, toast, entire
haskets of croissants—as the rest of the day
is always so busy that you never know when
you'll eat again. In Paris, it’s dinner that’s
the problem. Every evening there is a Major
Must-See Show—a McQueen, a Galliano,
a YSL. These are billed to start at 9pm, but
rarely does the first model appear before
10.15pm. They are often held in far-flung
venues, so by the time you're back in the city,
seated in a restaurant, it’s past midnight.
So Pm sure you can understand
why, post-shows, a one-day mini-cleanse,
including a massage, a colonic irrigation
and a detox wrap, sounds like a great idea.
Tarrive at London-based clinic Balance,
and cough on the receptionist. She gives
me a green tea and alook of sympathy: Tfill
out a form about my health and decide to
be honest. Breakfast? Coffee and croissant.
Lunch? Baguette. Water intake? Not
enough. Exercise? None at present. Sleep?
Deprived... and so on. A kind and quiet
therapist, Young-Sun, takes me into a
darkened room full of exotic scents for my
Manual Lymphatic Drainage Massage. She
tenderly massages the lymph nodes around
my neck and chest, gradually working her
way down to my stomach. ‘You have much
fluid,” she says. ‘Not good.” The lymphatic
system, she explains, is the body’s plumbing

ELLEhealth

system; it transports nutrients to cells and
eliminates toxins and excess fluid. If you
have good plumbing, you have a good
immune system. The idea is that
rhythmically massaging the ‘lymphatic
flow” will prevent a ‘toxic’ build-up of
fluid. It’s heavenly and I fall aslecp.

‘So, are you ready to poo in a tube?” asks
colon hydrotherapy expert Amanda Grig
T like her style; you need a ma#f-of-fact
person toswataway all pe#fmbarrassment
when you're haviyé

your colon cleayfed.
This is a first
although I'fe been

br me,

curious aboyt colonic

warm water to removeNg Amanda puts it,
“all the gunk’, allowing vitalTwgents to be
absorbed more easily. Afterwards, Yoo
supposed to feel rejuvenated and healthier.
I'm asked to lie on my side in my flufly
bathrobe on what looks like a very posh
hospital bed. Overhead is a tank of water
with along tube, pressure gauges — all very
scientific looking —and a silver canister that
reads, somewhat alarmingly, ‘coffec enema’.
“You'll have to take your knickers off, dear,’
says Amanda. Ex, right. She asks me to take
a few deep breaths and then inserts a tube
you-know-where. ‘So, what kind of people
come here? I ask, trying to keep the
conversation light as I feel a weird warm
water sensation up my rear. ‘Oh, everyone.
Yummy mummies, cancer patients, lots of
men, the young, the old.” After five minutes
Tlic on my back while Amanda manipulates
my stomach, kneading my intestines with
one hand. It’s not pleasant. You don’t see
anything coming out; mercifully, it’s all
hidden away. Amanda, however, is keen to
tell me what she sees: ‘Well, what have we
here, then? Aha! Very fatty — that'll be all
your croissants. Mucus, lots of mucus -
that’s your chest infection. Feel that? That’s
the gas.’ The 45-minute process is, at best,
uncomfortable, So, has it worked? ‘We've
barely touched the sides.” She encourages
me to book in for a session in two weeks, and
gets me (o promise to eat a healthier diet—
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Istuff myselfwith CARBS furst
thing in the MORNING as the
rest of the day 15 so BUSY that you
never know when you lIEAT agan’

vegetables, pulses, sprouts, grains — while
avoiding wheat and drinking lots of water.
Lastly, it’s time for the detox wrap. A
smiley therapist, Philippa, takes clay-soaked
handages out of an incubator, then winds
them around me from toes to shoulders.
Great, I've been mummified. She then
helps me into a silver suit and puts some
shpperseauy fect — the type a forensic
scientist might wear. ay bandages
are supposed to encourage detO{cati

and will, 'm told, miraculously takg#
off my body. I lie on a bed,s
in towels and thenseBed starts vibrating
—another trick to massage away the toxins.
THE VERDICT

My afternoon has been brilliant. The
following day — after a long cry followed
by a 10-hour sleep — I feel regenerated.
I might not have lost any inches, but it has
kick-started me back into a healthier
lifestyle, The fashion flu has finally lifted.
The Balance One-Day Mint Cleanse costs £7215.
Enq (020) 7565 0333; balancetheclinic.com

THE JUICE AND RAW FOOD
DETOX: TESTED BY
EXECUTIVE FASHION
EDITOR STACEY DUGUID
My month-long Shows diet has consisted
mostly of refined cereals in the mornings,
lunches of cheese panini and late-night
dinners of pasta, washed down with
copious amounts of red wine — for
medicinal purposes; nothing cases stiletto
foot quite like it. It’s not surprising Pve put
on six pounds. My belly is round and
protruding in my Marni print dress and
my knickers cut into my hips. T feel like
a walking piece of Camembert. I need a
serious detox and I'm doing it the hard way.
Raw Fairies will deliver a Five-Day Mini
Botanical Cleanse pack to my office every
day before 9.30am. A complete food, »
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THE
EDITOR’S
LETTER

T hismonth, the world-famous author SALMAN
RUSHDIE /s anew book out. Not perhaps something
Twouldusually bring to your attention. After all, how
many of us can say wefinished 1 he Satanic Verses, or that
Mudnight’s Children is one of our top 10 bestreads? But Iwas drawon to the subject
matter of T he Enchantress of Florence, anovel about the collision of twwo historic and
extraordinarily HED ONISTIC societies. Thenovelist Kathy Lelte told meitwas
aneroticfeast. Then she went on to describe Salman as one of the most sensual and
attractive men in the world (she should know, they’ve been friends for 25 years).
“Women fallinstantly in love with him,’ she promised. Guriosity piqued, I asked
Kathy tointerview him for ELLLE, to explain the subtle attraction of aman who has
been married to four beautiful women and whom many more women find irvesistible.
1t notjust the fame— there aremore famous men in the world. It s notjust the money
—there arerichermen, too. I think it’s about the nature of what so many women want
inaman—the ability to talk about and EXPRESS FEELINGS. And to be
Junny, Mr Rushdieis a funny man and, given what he has been through, wis nota
characteristic one would automatically associate with hum. He's a household name
who plays Scrabble with Kylie Minogue and once shared a stage with Bono. So far, so
ELLE. Guven his extraordinary talent he could be a very different man. I loved the fact
he didn’t mind us photographing him under a neon sign thatvead, “Youmakemy heart
80 boom boom’—see page 148. Twish there weremore men like Salman Rushdiein the
world, andwhen Ifind themwewill always feature themin ELLE!

w Lorraine Candy

PS. 1 hope you enjoy our special BODY ISSUE — we’ve tested everything
from fat-melting lasers to gliders, so that you can get in shape for SUMMER.
PLUS, our cover model, MILANA, shares her body secrets on page 180
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rLEREADERINVESTIGATION

sor. Reading in the paper about activists gearing up to protest the
Free Trade Area of the Americas Miami conference—the FTAA
seeks to unite the North and South American economies, but crit-
ics say it exploits underdeveloped countries—she decided to
attend some of the meetings for an extra-credit project. On her

police department: “This is really impressive work.” They were
saying, ‘Could you come down here to the Command Center this
afternoon and talk about it with us?*”

“And I’'m like, Who? Huh?”

Anna met with two Miami police officers who wanted to send

&) K |f the celmates succeeded intherr plans
[T 10 IMplode the Nirmbus Dam, US. Attormey

CTET
¢ . \McGregor

 noncake breaklast™

(Counterclackwise, from top) The
handbook of the now-defunct Bi(a)ck
Tea Society, an anarchy group formed
to protest the 2004 Democratic
National Convention; a family photo of
Eric McDavid; Anna (front, second from
right) marches to protest the G8
summit in June 2004; United for
Peace and Justice protesters rally

in front of New York City's Madison
Square Garden the day before the
2004 Republican National Convention

first attempt, she was turned
away atthe door. Annareturned
the next night, this time having dressed in the attire she’d noticed
the others wearing: musty, mismatched Goodwill clothing and
military boots. She had washed off her habitual mascara and lip-
stick and wrapped her head in a scarf.

Hanging around the gathering, it was easy for Anna to pick up
information about the protestors” plans—from where marches
would be held to where the trade talk bigwigs were staying. The
following evening she presented her report. The professor wasn’t
the only one impressed. Afterward, one of her classmates, a Flor-
ida highway patrol officer, approached her, asking if he could
take home a copy of the report.

“The next morning at 8 A.M., 'm a college student, right? Half-
asleep and the phone rings—no shit, I get a call from the Miami
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; Scott clamed, it would have
:Made **what happened in New Orleans
M after Hurricane Katrina look like a Sunday
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her to the Convergence, an epicenter of activist planning where
protestors get information, instructions, supplies. “Law enforce-
ment is easy to spot in these groups,” Anna says. “Cops put the
clothes on, but they walk a certain way, they stand a certain
way”—it’s the reason for the agency’s failure to penetrate the
movement, she claims. “They remained adversarial. I had more
of aresearcher’s viewpoint.”

Anna’s first assignment would be to attend the G8, or Group of
Eight summit, near Atlanta later that summer. An international
forum for the governments of the eight nations who
| represent 65 percent of the world economy and the ma-
jority of military expenditure, G8 summits are ex-
. tremist hot spots. The Miami agents also wanted to

~ book her for both the Democratic and Republican
National Conventions, in Boston and New York,
respectively, later in the summer. For any investiga-
tion of these groups to be legitimate—to get around
| the “freedom of assembly” right U.S. citizens are
i afforded—law enforcement needs to have proof of
illegal activity. Anna’s FTAA report gave them the
green light. “This was Christmas come early for
them,” Anna says with a laugh.

Although ELF and its furry-friendly cousin, the
Animal Liberation Front (ALF), are intent on destroy-
ing government and corporate property without any
loss of life—in the roughly 15 years they’ve been orga-
nizing, there has been an estimated $100 million in
damage without a single fatality—the Bush adminis-
tration likens these groups to Al-Qaeda, and considers
them “one of the FBI’s highest domestic priorities,” as FBI Director
RobertS. Mueller ITT has said. Under Bush, since 9/11, the number
of members in the Bureau’s Joint Terrorism Task Forces (JTTFs)
has more than quadrupled. The Feds’ efforts have resulted in sev-
eral high-profile busts, including “Operation Backfire”—the gov-
ernment’s decade-long investigation and subsequent indictment in
2006 of 11 of the country’s most notorious environmental activists,
known as “The Family,” credited for much of the big-damage, “di-
rect-action” eco-terrorism, including the $12 million torching of a
ski resort in Vail. Meanwhile, ELF activists claimed responsibility
for the costliest act of eco-extremism on U.S. soil, the $50 million
incineration of an apartment complex under construction in San
Diego. Eco-extremists believe that developments like these dese-
crate the surrounding natural environments. “We must all act our
consciousness and inflict economic harm upon all of those who are
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y now you have probably figured out that green is
notafad,andit’s notatrend. I’sa way of life. Amer-
icans have finally begun to understand global
warming in the three years since An Inconvenient
Truth opened in theaters, the United Nations’
Intergovernmental Panel on Climate Change
released its fonrth deva

feel that we're at the very beginning of it. Buthe
astory that cheers me: A woman I know has long been something
ofacynicabout climate change—she knowsit’s happening, but her
attitude hasalways been, “T've got too much on my plate; Ljust can’t
bear to think about this enormous problem.” Then the other day I
saw her carrying cloth bags around town. I asked, “What’s that
about?” and she replied, “It finally got to me. I couldn’t take it any-
more. I was reading about how Ireland has begun taxing plasti
bags, and something clicked.”

Sagething clicked. We are all, T hope, experieggisSimilar
epiphani€®y heryerre drinking watcrame®®iminum bottles
rather than plastic ones, or unplugging our cell phone chargers
when we’re not using them, or reducing the amount of meat in our
diets. But the big change is around the corner. It’s the presidential
election in November. According to the polling firm Greenberg
Quinlan Rosner, young, single women—who don’t usually vote
but who in this election cycle appear to be, inrecord bers—are

It's time, as time runs out, for us to choose, says guest editor La
Make global warming the reason you pull the lever at the polls in November

ure Da\)id:

reduce carbon emissions before irreversible consequences took
place. Scientists are the most cautious people on the planet, and I
never thought I'd hear them use words like, “I'm shocked,” or “We
can’t believe how fast this is happening,” or “Catastrophic.” So
when they get alarmed, that alarms me.

What you should be asking yourselves, and the candidates, is
who in the first 100 hours, not the first 100 days, is going to create
the action to tackle this. He or she will be appointing dozens of | key
agency heads and federal judges who will either move us ahead or
keep us stuck where we are. The clock is ticking; this is the shot, not
our years from now. If we don’t take this seriously, we are...i’s a
Wrd Ishouldn’t use in a national magazine.

ANP YET, how is it possible that all the environmentalists T know
agf optimists?

I'think it’s because change—the riff of politics, the mood of the
country—is really possible for the first time in decades. Global
warming has to be attacked from both the top and the bottom.
We're doing our part as individuals, and now it’s time for the fed-
eral government to doits part, by establishing a mandatory cap on
emissions. The only way to make this happen is if you make global
warming one of the reasons
you pull the lever in the vot-
ing booth; government
doesn’t change until the

now a force to be reckoned with. Thus, many of you reading this
have an unprecedented opportunity to affect the course of global
warming, and that’s by voting the issue. Because climate change
will impact everything else in your life: the economy, war, immi-
gration, the intensity of natural disasters—and also your insurance
rates, your ski vacation, your electricity bill, and whether your
flight leaves on time.

Shortly after I started giving speeches about global warming
three years ago, climate expert James Hansen, director of NASA’s
Goddard Institute for Space Studies, said we had only 10 years to
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people—y d it
It's the next generation’s
chance, your chance, to be
part of the solution. The
whole I-don’t-care genera-
tionis about to be over.
T’llsee you at the polls.

Sign up for the virtual march at
Stopglobalwarming.org.

Laurle David

bags, and something clicked.”
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more. I was reading about how Ireland has begun taxing plastic
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= WIN! One lucky entrant wﬂl win
= a Karen Millen outfit, worth £500!
I|c here now to enter...

WIN! ATRIP TO NICE, CLICK
HERE NOW TO ENTER...
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