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Abstract

Looking at the content in almost any issue of anen’s magazine’s can give thoughtful
readers reason to pause. Among articles like “Tetaly Makeover” arie Claire, Sept. 2006)
and pages of often-painfully slender models in espe clothing will sit one serious article that
contradicts everything surrounding it—“The Eating@der Personality” or “After Abu Ghraib:
Lynndie England’s First Jailhouse Interview.” Thesgcles spark the most remarks in the letters
to the editor, yet they are few are far betweere idason is advertising.

This study focuses on the relationship betweetoedi and advertising content, based on
a quantitative analysis of advertising and editgréages in three women’s magazinddarie
Claire, ElleandVogue—and reader perceptions of this relationship. Ttudysalso explores
whether or not the relationship between women’samengs’ editorial content and advertising
meets ethical standards of journalistic writingpatlined by the Society of Professional
Journalists.

This study’s findings provide a snapshot of the af journalistic ethics and editorial
integrity in American popular women’s-magazine gtdt The results offer insights into the role

of journalism in women’s magazines in the 21st ggnt



Advertising and editorials: Women'’s magazines asdads for consumerism

INTRODUCTION
Incestuous. Unholy alliance. A slippery slope. éflthese phrases could describe the
relationship between advertisers and the editodatent of women’s magazines. This
relationship developed with speed and strength theecourse of the 20th century. Now, eight
years into the 21st century, the relationship isemefined than the advertisers and editors of
early 1900s women’s magazines ever would have meagiToday, popular women’s magazines
glow with fantastic photography on smooth, glosaggs. The content is also glossy, glossing
over the truth of some matters and stealthily éeihg advertisers’ messages and desires.

This study focuses on the relationship betweetoedi and advertising content, based on
a quantitative analysis of advertising and editgréages in three women’s magazinddarie
Claire, ElleandVogue—and a qualitative analysis of readers’ perceptadrikis relationship.
This study explores whether these magazines meethical standards of the Society of
Professional Journalists (SPJ): (1) seek the nuustrate truth and report it; (2) minimize harm;
(3) act independently of obligations or interedtseo than the public’s right to be informed; and
(4) be accountable to readers and other journgfsisiety of Professional Journalists, 1). This
study’s findings are important because they proadaapshot of the role of journalistic ethics
and editorial integrity in the American popular wems-magazine industry through the content
analysis and responses of a small focus grouposktinagazines’ readers. The results offer

insights into the role of journalism in women’s raames as of 2007.



LITERATURE REVIEW

Previous studies have highlighted the disconnegtden editorial content in women’s
magazines and true journalism. Studies have exgploogv the advertising content in women’s
magazines shapes the image the magazine has ffeadsrs or shapes the content and layout of
everything within the magazine’s cover pages. Alsmanber of studies reviewed the findings
of content analyses in regard to gender portragiadisthe evolution of the modern woman in
women’s magazine advertising.

A plethora of articles have been published inlinéed Kingdom concerning the topics
this study deals with, but the amount of compaeaéiticles published in the United States is
surprisingly low. In 1990Ms. founder Gloria Steinem explained through her owpeeence
and the anecdotes of other editors how the magamiustry obtains advertising. Steinem
claimed freedom of the press was being compronbgeativertising, especially in women’s
magazines (Steinem, 170). She elucidated diffiesilitn getting advertising dollars fists. when
it refused to stop printing serious articles orcéats with messages conflicting those in
advertisements. Because the magazine tried to aigadette advertising and sexist
advertisements, it had a difficult time taking moegh funding to keep the subscription cost low
(Steinem, 171-175). The article also lists somesdtsers and types of stories they refuse to
have near their advertisements or even be in tine saagazine as (Steinem, 177). Steinem’s
article is unigue because it is a mostly first-paraccount of advertising woes in the magazine
industry through the eyes of the editor of a nafiti@nal women’s magazine.

In 1993, Ellen McCracken wrote about covert adsenents, discussing the many subtle
ways advertisements are placed to more effectineglgh readers. The major methods

McCracken named were (1) a sympathetic editomatctire, which includes the magazine’s



“unique image,” placement of advertisements, eitdtie-in’s” of sponsored products, relay
texts and brand reciprocity; (2) shared formatthgdvertisements and editorial materials,
including advertorials, special sections and cdstesd (3) editorial advice and information
complementary to advertising messages (McCrack&633. McCracken analyzd&dlamour,
which began promoting itself in 1983 as a moreocserimagazine with less “fluff” than other
women’s magazines, ai@elf which stays closer to the beauty and fashionegand further

from serious articles that might turn advertisevaya(McCracken, 153). The majority of content
in both magazines was “fluff;Glamour,however, did have a few serious articles sprinklietd
seasonal nail colors and shoes. McCracken argatdbétause women’s magazines are
receptacles for advertisers’ messages, they doawetr enough serious topics.

In 1993, Linda J. Busby and Greg Leichty focuseaharily on the role, or lack thereof,
of feminism in women’s magazines, focusing on treefeminist, developing feminist ideology,
social implementation of feminist ideology, and tsfesninist periods (Busby and Leichty, 247).
UsingMcCall's andRedbooktwo traditional women’s magazines with “womarhasisewife”
ideologies, and/s. andWorking Womantwo nontraditional women’s magazines focusing on
the woman outside the home in a feminist light, Buand Leichty discussed the evolution of
the image of the ideal woman in the two types om&a’s magazines. After conducting a
guantitative analysis of female portrayals in atiserg during the four periods above, Busby
and Leichty targeted sex stereotyping and gendes as the key link between editorial content
and advertising in these magazines. They argug¢dvitiaen are more likely to be shown in
decorative roles in magazine advertising becauseeofmphasis on fashion and beauty products

in these magazines’ editorial content and advesigmals (Busby and Leichty, 258). Busby and



Leichty did not consider women’s magazine conteriid journalism or adhering to journalism’s
ethical standards.

In 1996, Jef I. Richards and John H. Murphy argined advertising as a field has been
damaged because of the relationship between aslerints and editorial material in women’s
magazines (Richards and Murphy, 26). Richards angphy touched on the idea of self-
censorship in magazines as a way of pre-emptingréiders’ refusal to advertise on account of
specific articles being published (Richards and phyr 26).

In 1998, Joseph Coyle discussed how editors détditthe pressure to gain revenues and
remain independent of advertisers (Coyle, 1). Cagkerted that magazine editors are also
marketers (Coyle, 1). He explained that some magazie editorial bonuses to a magazine’s
financial success, which motivates the editor terce advertisers’ desires and practice self-
censorship (Coyle, 2). Coyle argued that citing@ec model’s makeup and perfume suppliers
takes a step away from the ethics of running anjalistic publication (Coyle, 5). Coyle argued
the editor is the primary gatekeeper in how mudluémce advertisers can exert over editorial
content.

Jon Fine wrote in 2003 that the integrity of edéabcontent in magazines is under fire
from advertising. Although the American SocietyMdgazine Editors has specific rules
governing the separation of advertising and editmontent, many magazines have been
straying from those rules in recent years (FineFije cited representatives from the advertising
industry as having little respect for the societyiles and magazine editors expressing remorse
over ASME warnings for rule violations created hg pressure to gain revenue (Fine, 1-2). Fine

attributes the increase in violations to a decr@aselvertising pages among magazines of all



genres, further bolstering the idea that magazielgsso heavily on magazine advertising they
must throw ethical mores to the wayside to gairding.

Few articles specifically explore the relationshgiween advertising and editorial
content in women’s magazines. In 1986, William Leig/and Chauncey Burke’s gave examples
of advertisers threatening to pull—and in one @dgally doing so—hundreds of thousands of
dollars in advertising revenue from magazines ifaghl content was published that made the
tobacco industry look bad or was considered “amibisng” (Weis and Burke, 60).

In 2004, Martha A. Starr explored the image of‘therking woman” that emerged in the
1970s as it translated into women’s magazines a8jiged that women’s magazines shaped
women’s personal style and identity by advocatiogstimption of the goods contained in the
magazines’ advertising pages (Starr, 291-292)r Sigriored examples of women’s magazines
creating and influencing identities, wiood Housekeepinat the helm of traditional magazines
catering to women at home, more interested in capkiousekeeping and fashion, and
Mademoiselleepresenting magazines for young women interestdee workplace and a
progressive portrayal of gender roles (Starr, 296§ types of advertising in traditional
magazines lik&ood Housekeepingelped women identify with their roles in the hoase
housekeeper, wife and mother, whereas advertisingmtraditional magazines like
MademoiselleWorking MotherandWorking Womarpromised to fulfill different identity goals
more suitable to a nontraditional readership.

In 2005, Deborah Sullivan cited women’s magazamea tool for cosmetic surgeons to
obtain more business and perpetuate unnaturakioéathat women should look like.

She discussed a national advertising campaigndétherican Society of Plastic and

Reconstructive Surgeons that targeted women’s nragmz-influencing editorial content,



including referral numbers and Web sites, and gbhe@motional methods designed to entice
women to seriously consider cosmetic surgery (@utlj 39). Sullivan cast the campaign as a
successful large-scale public relations effort. &lealysis of 171 cosmetic surgery-related
articles in women’s magazines over a 16-year pdoadd many articles contained “advice”
from cosmetic surgeons, advanced the idea of miealisgstance being necessary to enhance
appearance, downplayed risks of cosmetic surgad/ckaimed social and economic benefits of
cosmetic surgery (Sullivan, 42-46). Sullivan disegswomen’s magazine advertising as
normalizing cosmetic surgery for young women amts diy making it look like “Everybody’s
Doing It” (Sullivan, 48).

In 2005, Jon Fine asserted that advertising chitteagazine pages and is equivalent to
blatant advertising clips on TV. He cited ToyotatbtoCorp’s query for three major magazines
to “explore product integration” in editorial contgFine, 24). He also looked infdhe New
York PostWeb site’s “keyword ads,” paid advertisements lohke highlighted words in articles
(Fine, 24). Fine called these examples “an indicat@hanging media mores” (Fine, 24). Fine
attributed changes in acceptable magazine advegtisia result of declining advertising pages
in print publications—a direct result of the incsesy dominance of the Internet and Internet
advertising. In 2006, Jayne O’Donnell discussecethhergence dbhopSmarta magazine that
accepts no advertising or samples because, “Shap'Smditor-in-chief says those factors may
unduly influence the magazines’ coverage” (O’Dohrg#). In 2006, Stephanie Smith explored
Janemagazine’s efforts to obtain advertising pagesdayrting advertiserslanés publishers
mailed video iPods to the top 30 beauty advertiasra promotion for the magazine’s May 2006
beauty issue (Smith, 2). The video featured theanag’s beauty editor talking about increased

beauty coverage and the magazine’s spring makeogdgr(Smith, 2).



In 2006, Cory L. Armstrong discussed varying levaf ethical journalism in women’s
magazines, stating that some magazines adhereahgedy than others to the same guidelines
as newspaper journalists. He argued that womengmpii@es and newspapers believe women
readers are interested in content traditionallygid of as “women’s content,” like stories on
weddings, homemaking, clubs, food, beauty and sgae human-interest stories, consumer
news, cultural information, education, social pplnd child-rearing (Armstrong, 449). These
topics often lend themselves to advertising, wimakes it easier for the publication to stray
from strict ethics.

The information detailed in these works using boiantitative and qualitative analyses
indicates the line between advertising and editepatent in women’s magazines is very often
blurred, and many in the magazine world disagreeam much a magazine should cater to
advertisers. It seems universally accepted thatmziags are under extreme pressure to keep
advertisers happy as a means of obtaining highmteseand keeping per-issue costs for readers
low.

JUSTIFICATION
Historical Background

This study is important because advertising has ligtegral to magazines since the 19th
century. Magazines specifically for women begareapipg in the United States in 1865
(Zuckerman, 1). These early magazines targetedegesqebcific topics and were models for later
women’s magazines (Zuckerman, 1). Because thegatitake advertisements, women’s
magazines were expensive (HAldvertisingl12). After 1890, when advertisements became more
widely accepted, advertising revenues in U.S. miagazose from $190 million in 1890 to $682

million by 1914 (Zuckerman, 60). AdvertisingWogue for example, has evolved from an



important piece of funding to a substantial portadrthe magazine’s volume, revenue and draw
for readers. Founded in 1892pguenow lays claim to an average circulation of 1.3ionil
(Vogue 1). As women’s magazines discovered how advegikiwered publication prices and
secured higher readership, advertisers began linedlae reciprocal benefit of reaching a wide
audience of women, who were increasingly the sotelmsers of home products (Hill,
Advertisingl5b).

Advertisers thought of new ways to target womenagazine readers. Food, soap and
clothing advertisements were the most popular imes magazines during those early years,
targeting the woman as homemaker (Zuckerman, ihel 1930s, magazines likécCalls
began promising complementary editorial contentgladement for advertisers (Hill,
Advertisingl3). Advertisers took advantage of magazines’ sffercause of the belief that
readers would be more susceptible to their messhgdsertisements were placed next to
articles rather than in separate advertising sest{duckerman, 62). It would not be difficult for
women reading advertising copy to at first thinkés editorial text, because advertisements
were designed to look like magazine editorialsh®y1930s. Some advertisements mimicked
editorial content in design as early as 1910, blenoh with real editorial content to trick women
into reading them (Zuckerman, 73). This became monemon through the 1920s and ‘30s, as
radio began competing with magazines for advedisdiollars. In return for receiving
advertisements, many women’s magazines began gvatiitorials to supplement the
advertisements they received, sometimes even pgisales information verbatim (Zuckerman,
164-165).

After World War Two, advertising revenues and exatip for women’s magazines

rapidly expanded as advertisers fought for natiadakrtising (Zuckerman, 203). Earlier



advertiser-pleasing trends, such as publishing temmgntary editorials or blending
advertisement and editorial in page design, weeplgangrained in women’s magazines by the
1960s. Magazines who employed these tactics woeartisimg dollars, and magazines that did
not were left struggling. Women’s magazines stitipdoy these tactics, although at a level more
refined and informed by market research. In 1988nen’s magazines had 13 percent more
advertising in volume than any other magazine garpdrom eight percent in 1987
(McCracken, 289). Because it was so easy to pldeerising in these magazines, it was easier
to begin a magazine in the fashion and beauty cageban in any otheElle was launched in
1985 and had 2,080 advertising pages in 1987, avaid circulation in 1988 of 851,152

(McCracken, 289)Elle’s paid circulation in 2005 was 1.03 millioEl{e, 1).

Contemporary Women’s Magazines

This study is unique because it is the first labElle, Marie Claire andVoguetogether
in the 21st century. Two of these magazines haweelations of more than one million readers.
These magazines and their peers are chock-futhwdréising, endorsements and
“advertorials"—high-quality editorial articles creal by advertisers (Conti, 12). The advertising
ratio in women’s magazines is 60 percent advegisa40 percent editorial content on
average—a ratio designed to help draw profits @Po&7). Some readers flip through magazines
solely to read the advertisements, while otherdrastrated by the magnitude of “wasted pages”
in between newsy articles.

In an effort to expand the findings of previoubdarship, this study explores the
relationship between advertising and editorial eahtn the fashion-heawogue the

mainstreantlle, and the comparatively feministarie Claire. Voguedescribes itself to
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advertisers as “America’s cultural barometer, pgtfiashion in the context of the larger world
we live in—how we dress, live, socialize; what ves, éisten to, watch; who leads us and
inspires us” Yogue 1).Voguehas the largest circulation at 1,301,5Y6due,1). Elle sees itself
as “the world’s largest fashion magazine for thenaa with a style—and mind—of her own.
For her, fashion is self-expression, not to mensenous fun” Elle, 1). Elle’s circulation is
1,055,027 Elle, 1). MarieClaire touts itself to advertisers as being read by “thghssticated,
professional women you don’t want to mishgrie Claire,1). Marie Clairealso claims that 66
percent of its readers do not rdatke and 57 percent of its readers do not réadue. Marie
Claire has the smallest audience, with a circulation afye700,000 arie Claire, 1).

The study is important because very few quanigadinalyses have been conducted in the
2000s strictly dealing with the general relatiopshetween advertising and editorial content in
magazines. Most quantitative analyses evaluatsserind traditional and nontraditional topics
in women’s magazinésthe influence of women’s magazines on poor bodggienin young
women? and smoking addictiohThese findings are relevant because women'’s iiEstire
shaped by the ideas presented to them in womergazires. As Starr wrote:

Consumption relates to identity in several wayss # material reflection of preferences,

it signals how one perceives oneself and wante tpdoceived, it can establish or

preclude access to work opportunities and sodieles. Using consumption to establish
identity hinges on manipulating its visible aspeutsluding clothing and personal

appearance, the vehicle driven, location and dizesidence, and leisure pursuits (Starr,
295).

! Busby, Linda J., and Greg Leichty. “Feminism and/édising in Traditional and Nontraditional Womemkgazines 1950s to 1980s.”
Journalism Quarterly0.2 (1993): 247-264.

2 Starr, Martha A. “Consumption, Identity, and the®oultural Constitution of ‘Preferences’: ReadiWpmen’s Magazines.” Review of Social
Economy62.3 (2004): 291-305.

3 Sullivan, Deborah. “Women’s Magazines Drive the Beohfor Cosmetic Surgery.” Cosmetic SurgEaymington Hills, Ml: Thomson Gale,
2005.

4 Weis, William L., and Chauncey Burke. “Media Corttand Tobacco Advertising: An Unhealthy Addictioddurnal of Communication
December 1986: 59-69.
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Analysis of the relationship between editorial @mtand advertising sheds light on just how
ingrained is the practice of complementary editsyiadvertorials and other covert advertising
tactics in women’s magazines. The quantitative qualitative analysis will help measure how
well women’s magazines measure up to the SPJ etada, which includes truthfulness,
loyalty to readers, maintaining independence, naomig) power, providing information for
informed citizenship, reporting the news whollydaxercising personal conscience, according
to journalism scholars Kovach and Rosenstiel (Kbv@dRosenstiel, 2).

This study also helps evaluate John Brady’s claia editorial integrity in magazines is
eroding. “Editorial integrity is often compromisdde to enormous pressures from variable
sources that are considered significant for thdipation’s financial viability. However, a
publication’s reputation and market value is higtdgpendent on its credibility,” he wrote
(Brady, 36). Brady called this the “Age of Editdri&rosion” because editors are under extreme
pressure to accommodate advertisers with varyiegiapinterests that may conflict with articles
the magazine would like to publish (Brady, 36). @r&alled the new extension of the problem
“editorial cronyism,” where magazines advertisednd produce high amounts of editorial
content about influential persons, products arehtis (Brady, 36). He mentioned a tendency of
women’s magazines to feature glowing cover starieslothing lines and other big-name
advertisers while “reserving its venom for randgigh and cutthroat arbitrageurs, few of whom
rely on print ads to promote their enterprises’a@y, 36).

Analysis of these three magazines provides antaddad broader version of research
on women’s magazines in the 1980s and early 199@bby and Leichty, Starr and Sullivan.
The focus group is vital for augmenting this quiatitve data because it reveals how some

readers view these magazines’ journalistic roles Study illuminates not only the relationship
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between advertising and editorial content in comirary popular women’s magazines, but also
the importance of that relationship and perceptibih to magazine readers. The focus group
sheds light on whether readers view the magazintdeei same way as magazines tell their
advertisers and whether women readers view adveytés a necessary evil or pleasurable.
Finally, the study can help readers better congmdlthe magnitude of the advertising
industry’s influence in magazines. The Publishaferimation Bureau'’s report for the third
quarter of 2007 showed that advertisements foettaéls and cosmetics comprise $1.8 billion of
advertising revenue in magazines, with fashiorofeihg at $1.5 billion (PIB, 1). According to
the American Society of Magazine Editors, beauty grooming took up an average 8,141.1
editorial pages in 148 magazines in 2006. Fasthiled £22,670.8 pages on average (ASME, 1).
To put these numbers in perspective, Estée Laudet’sarnings as of Sept. 30, 2007, were
$39.1 million after $1.71 billion in net sales (EstLauder, 2). L'Oreal saw 12.6 billion Euros in

sales in 2006, (L'Oreal, 1).

METHODOLOGIES
Quantitative Analysis

The investigator analyzed contentle, VogueandMarie Claire from September 2006
to September 2007. Categories included: multiplgespread advertising, full-page advertising,
page-dominant advertising, small collected adviediscomplementary advertising, non-related
advertising, advertorial, special section, advertsgponsored contest, complementary content,
advertiser-friendly content, advertisement-relatedtent and advertisement-independent content

[for definitions, see Appendix, 52]. Tallies of thember of pages fitting each category and
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related averages and percentages were kept in 8dittrexcel spreadsheets and a Microsoft

Access database. The pages in each magazine werneddhree times to ensure accuracy.
Another spreadsheet tallied the following inforroatfor each issue of each magazine:

total number of pages, advertising-only pages,aardnly pages, and mixed pages; and number

of advertisers with duplicate advertisements.dbdisted the total number of products

mentioned without advertising present in the curcgrany previous issue, and the number of

products mentioned without advertising presenhedurrent issue but present in previous

issues. This information was also checked in tgik to ensure accuracy.

Qualitative Analysis

The focus-group took place on March 11, 2008, ataasroom on The University of
Arizona campus. Attendees were readers of at taesbf the three magazines and were solicited
from advertisements in the UA department of jousma] German studies, art and English, the
Honors College, and the Ballroom Dance Club andi§ster Studenten Club—all departments
and organizations having listservs to which theegtigator has access. Attendees were also
solicited from advertisements on the social netwaykVeb site Facebook.com. More than 200
students were solicited but only eight respondedr Female students showed up, including a

freshman, a sophomore, a junior and a senior.

The participants discussed their views on advedisn magazines and its relation to
editorial content for one-and-a-half hours. Theipgrants filled out questionnaires and engaged
in a group discussion with the investigator [foegtions, see Appendix 53-54]. The investigator
took notes and directed the conversation, writmgartant points on a white board and asking

for clarification on viewpoints or reasoning whegcassary. These notes were recorded after the
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session ended and will be referred to “Focus Gidoges.” Participants were not asked to
provide their names or personally identifying imf@tion on the questionnaires, per the proposal
accepted by the UA Human Subjects Research Prateetogram. The investigator explained to
participants before the session how the informagatmered from them would be used and what
the research project is about. Participants welleng/ivolunteers and were told they could opt

out of the session at any time.

RESULTS

Advertising dominates
Most pages in all three magazines are filled \&idkiertisingVVoguecarries the most

advertising, with 263 advertisements per issuevenaae (Table 1).

Table 1—Advertising makeup per magazine

30
25
201
15
101

5

O Marie Claire
BEle
OVogue

Adslissue %Duplicate ads %Single ads

Elle has an average of 217 advertisements per issuée(TaMarie Claireincludes an average
of 124 advertisements per issue (Table 1). Fadhede magazines, most advertisements are
single advertisements from different advertiser@{€ 1). Less than 10 percent of all

advertisements in each magazine are multiple adearents from the same advertiser.

Olay and L'Oreal most often purchase more thanamvertisement per magazine (Table
2). InElle andVogue Dior, Chanel, Gucci, Estee Lauder and Lancomaks@among the most

frequent companies to purchase multiple advertis¢sn@able 2).
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Table 2—Companies that frequently purchased mane time advertisement

Companies with most duplicate ads

12
104
8 O Marie Claire
61 BEle
4 OVogue
2 2
0+

L'Oreal Olay Dior Chanel Gucci Estee Lauder Lancome

It is difficult to compareMarie Claire with eitherElle or Vogue not just becausdarie Claire
doesn't get the same advertising as them, but Ised4arie Claire’s largest issue is dwarfed by

VogueandElle’s largest issues (Table 3).

Table 3—Monthly number of pages per magazine
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The smallest issues WogueandElle are slightly smaller thaWarie Claire’s largest issue
(Table 3). Although smalleMarie Claire’sratios of advertising to editorial content are @tho
the same as those in the much larger magazinessritkest issue of each magazine is January

and the largest issue is September (Table 3).

Frequent advertising and product mention

One of the most significant findings is that thestaadvertised products also appear most
frequently in each magazine’s editorial pages. Thimethical per the SPJ code, as mentioning
advertisers’ products is not in readers’ best egtx. The number of advertisements and the
number of products mentioned in editorial pagesCoanel and Ralph Lauren suggests a strong
correlation between the advertising and editomaitent in magazines. Chanel and Ralph Lauren

are the biggest advertisers in all three magaZihaisle 4 and 5).
Table 4—Number of issues products are mentioned in

15
10 - O Marie Claire|
EElle
OVogue

Chanel  Ralph Lauren Dolce & Burberry
Gabbana

Table 5—Number of issues advertisements appear in
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O Marie Claire
@Ele
OVogue

oN b O

Chanel Ralph Lauren Dolce & Gabbana Burberry

When there is a one-to-one ratio of advertisingrimucts featured, as occurs most frequently in
the advertising-ricivogue attentive readers may wonder if deals are beiadenbetween
advertiser and editors. For exampigrie Clairefeatures in its editorial pages numerous
products that advertise a few times in the magaEoeexample, H&M, a product mentioned at
least once in all 13 issues’ editorial pages, paseld an advertisement in the September 2006
issue ofMarie Claire.H&M did not advertise again iMarie Claireduring the next 12 issues,

but the editorial pages of every issue feature yetsdfrom H&M. Other brands that advertise
just once yet continue to gain mentiorMarie Claire's editorial pages are Versace, M.A.C. and

Gucci (Table 6).

Table 6—Number of issues products are featuredréiged in.

15

1071

O Advertisementy
5¢ B In editorials

H&M Versace M.A.C. Gucci

One question that arises from this data is whetiegazines include products in their
editorial pages as an incentive for advertiseputeghase first or further advertisements in the

magazine. One example is a pair of Miu Miu shoesuieed on the “Last Look” page Wfogues
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September 2007 issue. The shoes are lauded andliagbephotographed on the last editorial-
content page of the magazine, accompanied by a lsting of $720 and the following text:
We were wondering: An atypical spectator (true ioats are two-toned) with a bubble
gum-pink crystal studded plastic heel ... what ortlEaas Miuccia Prada thinking when
she designed this wacky shoe? As it turns out,radalisynthetic stiletto to a time-
treasured look was her clever little dig at art#idemininity (qualify that as you will).
It's conceptual, but like all things Miu Miu, itjslayfully tongue in cheek, too, especially
so when the realest of women (yes, we mean youjswedf the line between faux and

fabulous is, as Ms. Prada seems to suggest, sugeaenfouldn’t you love to walk it in
these! YogueSeptember 2007, 840)

In the previous issue, a Miu Miu advertisementdead the same pair of sho&ofueAugust
2007, 72). Miu Miu advertised in six issuesuvafgue before and after the “Last Look”
highlighted here. If the advertiser needed anyrntige to purchase a future advertisement,
Vogueprovides it by practically telling readers they, "t realest of women,” should be

wearing Miu Miu shoes such as those shown in tlestiLook” YogueSeptember 2007, 840).

Figure 1—‘Last Look” in September 200bgue Figure 2—Miu Miu advertisement in August 200@gue.

A\

miv miy

This fails the SPJ code because publishing adeedfiiendly content raises questions about the

magazine’s ability to act independently of adverssinterests.

While there is some eviden¥®gues editors plug products to gain advertisementsy th

do not seem to be trying as hardEdle or Marie Claire. The data shows th¥fogués editorial

19



pages mention fewer products on average khare Claire's andElle’s, even thouglVogue

boasts the most advertising and the most pages$e(Tab

Table 7—Number of products mentioned in all 13 éssof each magazine

400

300

O Marie Claire
200 BEle
100 OVogue

Products mentioned

This is intriguing becaus@ogueis an advertising powerhouse among the three nragmbut
appears to work less for it than eitiMarie Claireor Elle. This is becaus®oguehas the largest
circulation and thus is perhaps the most lucratmaeket for advertisers. Sins®guealso names
fewer products in its editorial pages than the othve magazines, it appears advertisers buy
space inVoguebecause of its high circulation instead of a fyesduct plugVoguementions

some products after companies have advertiseckimtgazine more frequently than it mentions
products that have not advertised (Tablé/@gueappears to be thanking its current advertisers

but not doing much to recruit new advertisers.

Table 8—Average number of products mentioned sereis

Average number of products mentioned per issue

30

20 O Marie Claire

10 WEle
OVogue

0
w/ Prev. Ads w/o Prev. ads
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In contrast, whileviarie Claire mentions in stories many of the same productlasand
Vogue it does not always receive reciprocal advertisgs&om those companies (Table 9 and
10). Marie Claire mentions Chanel, Banana Republic, Dior, Yves Saantrent and Gucci as

much a<Elle andVogue but most of these brands do not purchase adesréists irMarie

Claire (Table 9 and 10).

Table 9—Number of issues each company is mentionpdr magazine

O Marie Claire
BEle
OVogue

Banana Republic Chanel Dior Gucci Yves Saint Laurent

Table 10—Number of issues each company purchasestseéments in

14+

124

104

84 O Marie Claire
6 BEle
OVogue

Yves Saint Laurent

Banana Republic Chanel Dior Gucci
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This could be the result of myriad factors. Amohgm areMarie Claire's tendency to cover
more controversial topics in its independent agscits lower circulation, and its reputation as a

fashion magazine.

Another trend this data revealsMegués advertising supremacy. Some of the companies
whose products are mentioneddte andMarie Claire's editorial pages are regular advertisers
in Vogue Dior, Dolce & Gabbana, Gucci, Louis Vuitton, Paaahd Yves Saint Laurent (Table

11). These lucrative labels are perhaps the halysgof advertising for a women’s magazine.

Table 11—Number of advertisements gained versudustanentions per magazine

Number of issues companies advertise in

14,

121 B
— OMC ads

B Elle ads
OVogue ads
OMC mention

B Elle mention
OVogue mentior

@ _n & @ @
T

Dior D&G Gucci Louis Vuitton Prada YSL

Yet only three of those companies advertisklarie Claire, even thougiMarie Claire often
mentions their products in its editorial pages.@lthe companies purchase advertisements in
Elle, but not as many advertisements as they purchasgegue.This reiterates the point that

Vogues larger circulation allows the editorial staffdo less product placement without hurting
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the magazine’s financial situation—which neitkdlie or Marie Claire appears able to do.
Regardless, all three magazines practice prodacepient, which is a clear violation of the SPJ

code.

Advertiser-friendly articles

The data shows that magazines lack editorial iedéence in the choice of topics they
cover, which violates the SPJ code of ethics. Logldt the content in almost any issue of a
women’s magazine’s can make thoughtful readersstegitly schizophrenic. Among articles
about “Your No-Fail Diet & Gym Plan'Marie Claire, Jan. 2007) or “Total Body Makeover”
(Marie Claire, Sept. 2006) and photos of often-painfully slendedels in expensive clothing,
will sit one incongruous serious article—"“The Egtidisorder Personality’Hlle, March 2007)
or “After Abu Ghraib: Lynndie England’s First Jadlise Interview” arie Claire, Nov. 2006).
These articles spark the most debate and praibe iletters to the editor. Why, then, are there so
few serious articles in women’s magazines and soyrfiaffy stories amid the pictures of

airbrush-perfect models? The answer is advertising.

One way that all three magazines make themselislfier to advertisers is to fill
editorial pages with benign content. It is no sisgthat the three main types of articles in the
magazines are clothing, beauty and jewelry whenesipéores the magazines’ advertising pages.
In September 2007, for exampld|e published 23 fashion articles and seven beautglesti
(Table 13). This abundance of frothy content intisahat magazines fail to report the truth, the

most important SPJ principle.

Table 13—Makeup of editorial articles
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Elle, September 2007
2%

0,
O Fashion
B Beauty
16%] .
52% O Entertainmen
O Lifestyle
1 B Other
0

The prevalence of fashion and beauty advertisesrard articles iklle, Marie Claire
andVogueis also worth noting because it points to a trawdy from Starr'progressivadeal
of the working woman, who no longer needs to payash attention to fashion and beauty.
Instead, it reverts to the idea of the ornamergaiabject female of the 1970s that Busby and

Leichty describe (Starr, 296; Busby and Leichtyg8)25

Figures 3-5—Examples of fashion editorial pagegague(January 2007 Marie Claire (August 2007) anélle (May 2007), respectively.
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This suggests women'’s ideals in the post-femineshave reverted to pre-feminist norms of
women as always stylish, attractive and appealihg focus on beauty stretches beyond articles

about the latest jewelry trends and lipstick colate the realm of plastic surgery.

Cosmetic surgery

Finally, another surprising observation is theklatadvertising for plastic surgery in
Elle, Marie ClaireandVogue Sullivan asserted in 2005 that plastic surgemedtsing and
articles on it are very popular in women’s magagzjfielping the plastic surgery industry
increase business (Sullivan, 42-46). Yet no adsemtents for plastic surgery appear in any of
the 39 issues studied. The only cosmetic procealvertised is Botox Cosmetic and its

subsidiary, Juvederm (Figures 6 and 7).

Figure 6—Juvederm advertisement fréimguemagazine, August 2007; Figure 7—Botox advertiserfremt Elle magazine, June 2007.

25



Data shows the ethical shortcomings in plasticeyrgoverage. Numerous articles discuss the
benefits of cosmetic procedures similar to Boteeweh issues dElle contain articles devoted to
this topic. From “Taut Couture,” an article on Bottaser treatment and liposuction to keep
one’s neck tautHlle, September 2006) to “Age of Experience,” an atadbout using cosmetic
treatments regularly from a young age to prevesualiageingElle, December 2006), the
editors ofElle discuss a broad range of cosmetic proceduresxXample, “We Have Liftoff,”

an article about face lifts, begins:

At 38, Juliet*, a New Yorker whose fashion sendipilalls somewhere distinctly south

of the uptown/downtown divide, is simply far tooote-not to mention too young—to be
a candidate for the F-word. Or so she thought.|&ityear, just before Christmas, the
self-described “last person on earth anyone wousgheact of having cosmetic surgery”
checked into an exclusive Upper East Side clini¢ddp-secret eyelid-boosting
blepharoplasty, laser skin resurfacing, and thg irér(albeit, she hastens to point out, a
“mini-lift”) she had previously feared. “For yeagmu see yourself in pictures and stare
at the loose jawline and the tired-looking eyes you know that inside, your personality
is so much younger and fresher and more joyful thaty” Juliet says. “After a while, it's

just like, ‘Screw it! I'm taking care of this.”Hlle April 2007, 234)

Not only does this article violate the SPJ codeisipg an anonymous source, but the reader can
tell the article favors cosmetic surgery for yowngmen. Since the title mentions face lifts, it
especially seems to support that type of procedure.writer stresses the fashionableness and
coolness of the first source in the first sentemd¢ech suggests that, for the reader to be cool and
fashionable, she must go out and get a faceliftdedfier skin begins looking loose and old. The

sources and quotations in the article reiterateitlda. For example, a pull quote states, “In an
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era of $1,200-a-pop injections that require regreéiis, surgery makes a new kind of sense”
(236). In the last sentence, a plastic surgeonwges barbed sutures claims, “Nothing else has
offered that level of precision” (238). This aréakeinforces Sullivan’s hypothesis that cosmetic

surgery-related editorial content makes it look IfEverybody’s Doing It.”

Vogueexhibits similar boosterism for cosmetic procedusdthough it trail€lle in
volume of comparable articles. Three issuegagueinclude cosmetic surgery articles. “The
sting,” discusses lip plumpers, lip glosses whogedadients irritate the lips so much that they
swell up and become fashionably plump. The authrdesy “And while a doctor’s office is still
the place to go for the real deal—i.e., injectiorigV.ogueNovember 2006, 336). This simple
line, which goes on to quote a dermatologist disitigsthe benefits of lip plumpers, reminds the
reader that cosmetic procedures in the doctorisetre desirable, even if some products offer
similar results. Anothevogueatrticle, “My first wrinkle,” takes a more explorayoapproach
thanElle, discussing all the creams and beauty regimenattier could use to ease the
creeping onslaught of wrinkle¥dgueAugust 2007, 170). This one-sided approach fakstsbf
the SPJ rule that journalists act independentiybdifjations or interests other than the public’s

right to be informed.

Figure 8—"My first wrinkle,”Vogue August 2007
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“Making the Cut” is similarly one-sided. It claintisat fillers are out and facelifts in.
“Amid the filler frenzy, does anyone get faceliisymore?” it begins. “Julia Reed reports on the
procedures that have stood the test of tinvegueAugust 2007, 178). By saying the procedure
has “stood the test of time,” Reed suggests fdsaliie safe, quality procedures. “The knife is
back,” the author writes, reinforcing the earliim that the “filler frenzy” is on its way out
(VogueAugust 2007, 178). She even makes a wry jab: “dweha facelift if you can inject
those sagging lines with filler? Because after dewou can look like a paralyzed puff adder”
(VogueAugust 2007, 180). This article fails the SPJ cheeause it is an advertisement for

surgeons everywhere who perform facelifts.

In contrastMarie Clair€'s articles about cosmetic procedures are muclebb#lanced
from those invogueandElle. For example, the author t@€osmetic Surgery Lowdown” states,
“But if you're gonna do it, you have to know whatwre getting into—and what the alternatives
are...Here, the facts about the latest techniqudstié Claire October 2006, 63). The article
factually discusses all options available—the gdbd,bad and the ugly elements of cosmetic
surgery. “Subtle changes—are they worth it?” fokotlve author as she consults plastic surgeons

about procedures. Although the story is told istfperson and the author names the surgeons
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and their cost estimates, the article still takegwpartial look at the recommendations. This

comes closer to the SPJ principle of telling tlshtr

Figure 9—"Subtle changes—are they worth rie Claire, August 2007

For example, the author writes, “| am open to tiggestion of eye work—several years ago, |
had the puffiness removed from my entire eye avgavie my eyes more definition, and I've
never regretted it’Narie Claire August 2007, 140). This line indicates the authaednclusion
will favor cosmetic surgery. Yet she explains thféedent procedures the surgeons suggest in a
clinical, matter-of-fact style: “Blepharoplasty: Reves excess skin and fat from upper and
lower eyelids” Marie Claire August 2007, 139). Although the word “excess” haggative
connotation, the overall feeling of this line imatuous, neither suggesting fantastic results or
dreadful side-effects, in a matter-of-fact, edwmaai style. The story’s final message is less than
favorable to the procedures: “I think I'd rathekeaon life’s next stage with wrinkle-forming
travel adventures than with surgery. Catch meva yiears and the fat excision may have won
out—but | hope not’Nlarie Claire August 2007, 141). The author appears to haveoegblboth
sides of the issue, with levels of interest andcated disinterest in cosmetic surgery. It is an

example of an article exploring multiple procedurasher than one beginning and ending with
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an author enthusiastic about the surgeries andngulde results. This article nears fulfillment of

the SPJ code’s principle of telling the truth.

Another example, iMarie Claire July 2007, explores the plastic surgery industriyam.
“Welcome to Tehran, Nose Job Capital of the Wodstusses why many Iranian women feel
they need rhinoplasty, why the practice has non lieeeled “antisocial behavior” by the
government as have wearing makeup and long halreaen includes an interview with one
woman who had a rhinoplasty at her family’s urgoug now regrets it. This balanced approach

is a more journalistic approach to cosmetic surgehjch follows the SPJ code of ethics.

Figure 10—“Welcome to Tehran, Nose Job CapitohefWorld”,Marie Claire July 2007

“To Botox or not to Botox,” however, is a moraied article. It interviews both a
doctor who supports Botox and a doctor who thimksakes women look oldeMarie Claire

September 2007, 125).
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Figure 11—“To Botox or not to Botox¥arie Claire, September 2007

Neither doctor “wins” the debate. Their opinione paresented on a one-to-one basis, leaving the
reader to decide if the cosmetic procedure is @ gd@a. Nonetheless, both doctors gain free
advertising. One is happy to provide Botox and iofitecedures, while the other doctor offers

his own skin care line as an alternative to cosmetrgery (127).

Editorial articles as advertisements

A greater ethical offense is citing “experts” pkag related products. Such content
makes up a large portion of the magazines’ editodatent. For example, Patricia Wexler, a
cosmetics expert cited in multiple issued/ofyueandElle, has her own line of skin care
products that appear frequently in the magazineauty pages. Clearly Wexler does not give
expert advice to the magazines without expectiag &dvertising in return. In fact, Wexler does
not purchase advertisements in any of the magazshesand her line show up for free
exclusively through interviews and products mergobim editorial pages. For example, Wexler
is interviewed as an expert on cosmetic dermatosogl/two of her products are mentioned on
the same page in “The Insider: Patricia Wexler, MBElle March 2007, 382). Although this

article can be called a business profile, it isnea as an interview with an expert:
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Why take fat from the butt or the stomach? Why notslim a double chin and pop
that fat into the cheeks at the same time8tomach and saddlebag cells are the most
robust. Fat removed from the hips is a bit fibrand more difficult to inject. Ironically,
I’'m plumping a lot of butts with fat these daygllé€ March 2007, 382)

The questions the reporter asks and Wexler’s arssarerbased more in the clinical aspects of
Wexler’'s work, not on the specifics of her skinecine. The products from Wexler’s skin care
line appear to be on the page as a coincidengarasf her “must-have list,” yet they also
provide free advertising for Wexler and could betlos page as a result of Wexler's agreement
to complete the interview. This is an ethical fegliofElle, as it breaks the SPJ rule to act
independently of obligations or interests othenttiee public right to be informed (Society of

Professional Journalists, 1).

Figure 12—“The Insider: Patricia Wexler, MElle, March 2007. Wexler's products are those with marpackaging.

Other examples advertising-related content irthihee magazines’ editorial pages
include reviews of television shows, movies, boaRkd celebrities, beauty and fashion articles
focusing on items that can be purchased, and cgeerthe newest runway fashion collections.
In Marie Claire, for example, every issue includes a section ddBulture: The Filter” that
includes interviews, commentary and reviews of gatement and related media. The first page

of “Culture: The Filter” in May 2007 discusses amher of entertainment personalities: Bebel
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Gilberto, Charlotte Gainsbourg, Avril Lavigne ancb8ett Johnansson; movies and television
shows such as Goldon Door, 28 Weeks Later, Severdime Nanny ldeas, Big Ideas for a Small
Planet; and the band Arctic Monkeyddrie Claire May 2007, 125). Not only is this a look at
popular entertainment and celebrities, but it s@dfee publicity for them. The section goes on to
discuss popular books, television, movies, musieb\sites and the actor Hugh DandMatie

Claire May 2007, 126-133). This breaches the SPJ codmubecsuch content is in advertisers’
best interests—companies contracted with the aékband shows named will profit if readers

watch shows and read books after reading posiéviews and interviews about them.

Voguehas a similar section, called “People are Talkitg.” Its first page in May
2007 discusses “Coram Boy,” a play adapted froraunyg adult novel that is performed with
music by Georg Friedrich Hand&'dgueMay 2007, 161). The section progresses from the pla
to a musical, ballet, movies, music, travel, textesign, television, a profile of author,
performance artist, actress and filmmaker Mirandg, &and ends with books. While this section
includes similar components kdarie Claire's “Culture: The Filter” by providing free publigit
for entertainment and personalities, “People at&ifig About” includes pursuits generally
associated with high society and upper class leistnallet, theater, musicals, travel, art
expensive textiles. This difference suggests tfferénce in the two magazines’ audience
demographicsvogue the magazine that gains high-profile fashion aiilsiag, suggests its
readers are people who have the money and timgetadashows, purchase art, travel the world
and read books by Arthur Miller and Lydia DawégueMay 2007, 179). In contrad¥jarie
Claire’s readers watch lots of movies, listen to poputasic, have time to read books, but
perhaps do not have the time or funding to tramel\asit the theater ofteiklle does not have a

culture section. Instead, it follows a large swaitfiashion and beauty articles with interviews
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with musicians and movie stars. This suggE#itss readers are only interested in shopping,

watching movies and listening to mainstream music.

Product placement

Another area of questionable journalistic eth&cproduct placement on editorial pages.
Despite allusions to culture, most articles focndashion and beauty—particularly fashi&tle
uses a great deal of editorial space to exploréatiest products readers can buyElle’'s “green
issue,” editors use the eco-friendly theme to sle®ec'green” products. “Elle Accessories”
includes a spread of products accompanied by #ig“deutral-color wide-weave raffia covers
sandals and clutches, lending a rough yet refigetlirfy to the season’s most charming add-ons”

(Elle May 2007, 114).

Figure 13—"Last StrawElle, May 2007

While this appears a simple proclamation of the devs of raffia and taupe-colored accessories,
the editors are trying to sell these products mlees as green products just because they are
made with raffia and aren’t ostentatious in deshgothing is said about the companies that make

the products—whether or not they use sweatshopdharsnful chemicals or employ other green
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practices. This is an example of a magazine praorgatieas without offending advertisers.
Rather than doing investigative reporting to fizdmples of companies whose practices are not
green and following the SPJ code in telling théhrElle chooses to highlight companies whose
practices it says are, thus providing free advegiand giving the advertiser more reason to
purchase future advertisements. “Elle Fashion Regdeatures two articles in which reporters
take road trips in hybrid cars (Figure 14 and The emphasis is on fashion and sightseeing.
The only green tie in the articles, hybrid carg, @frminimal importance. For example: “Lexus’
new hybrid SUV gets 31 miles to the gallon and comecolors such as Neptune Blue Mica and
Millennium Silver Metallic” Elle May 2007, 182). The authors deem the most impbtiemg
about these cars to be what colors they come irhandmany miles per gallon they get, rather
than greater environmental reasons for getting tbepros and cons of each vehicle. The only
two cars mentioned are from Lexus, which could meaxus provided the cars Elle for the
article in exchange for free advertising. By faglito act independently of advertiser interests,

Elle violates the SPJ code.

Figure 14—"“Space Invader&lle, May 2007
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Figure 15—"“Scout’'s HonorElle, May 2007

A final example fronElle’s May 2007 green issue is “Green Stars,” an a&ficlthe
“Elle Beauty Body Health” section that, under thesg of educating readers about green
products, publicizes a number of companies (Figiije For example, a three-page spread
advertisement for Aveeno begins on page 200 (FifyG)yeA line on the advertisement says,
“Discover nature’s secret for ageless beauBlle(May 2007, 200). A few pages later, an
Aveeno lotion appears in the “Green Stars” stocgpapanied by the text, “The high
concentration of soothing oatmeal in Aveeno SkiheR#oisturizing Lotion immediately
relieves a sunburn or rash,’” says Beverly Hillsxtgologist Stuart Kaplan, MD'Hlle May

2007, 214).

Figure 16—Aveeno advertisemektle, May 2007
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Figure 17—"“Green Star£lle, May 2007

This text says nothing about the product beingmaatur eco-friendly. A doctor lauds the

product, which legitimizes the advertiser’s claimgen though the doctor says nothing about the
product being healthy. This violates the SPJ cadeiple to tell the truth, as no negative
aspects of the products are mentioned. Althoughptaced with a variety of competing

products, one may assume this product is a “Gréan [Secause Aveeno purchased an

advertisement in the magazine.

On the other end of the spectrum, Trilogy Boo&tapsules are also mentioned in “Green
Stars,” although Trilogy does not advertise in &sye ofElle. Again, a doctor says good
things—but nothing medically sound—about the progdwbich is placed in the editorial pages
to suggest the product is natural or eco-frienBrhaps Trilogy chose not to purchase an

advertisement in this issue Blie because they were already going to receive ptylici

Marie Claire also fails the SPJ standard of fairness. The 200& issue’s Beauty section
includes a “skin special” called “Sexy Summer Skirhis article features skin care products
from companies that do and do not advertise imthgazine, based on the following categories:
products to “summer-ize your summer routine” anatifaelt, anticrease” cosmetics for “hot

days and steamy nights¥érie Claire June 2007, 76 and 78). One example of product
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placement that complements advertising is NeutragdrNeutrogena sunscreen and moisturizer
are discussed in the article on page 76 (FigureA8pdvertisement for Neutrogena makeup
begins on page 77 (Figure 18). Not only is the pobghlacement complementary to advertising,

it is also friendly to the advertiser as it seltegucts.

Figure 18—Section from “Sexy Summer Skin” and Negéna advertisememilarie Claire,June 2007

Vogueis also guilty of product placement. For examglaé Hot List” is a collage of

photos of celebrities in various designer attingFe 19).

Figure 19—“The Hot List'Vogue June 2007
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The list always mentions designer names—and a fatnose designers have advertised in
Vogue For example, Hilary Swank is featured wearingessd by Christian DioMogueJune
2007, 91). An advertisement for a Dior watch preseithe article by just a few pages (Figure

20).

Figure 20—Dior advertisement Wogue June 2007

As in Elle andMarie Claire, howeverthere are also designers featured who do not asleent
the magazine. For example, actress Arden Wohkhiifed in a Courges dress, but the design
house never advertises\Wiogue All three magazines practice product placemettt s and
without advertisements, raising ethical questidosua editorial dealings with advertisers and

fails the SPJ ethics code.

Advertising-independent content

While most of the content iMarie Claire, Elle andVogueis advertising-related, -
complementary or —friendly, there is a small amafradvertising-independent editorial content
in all three magazines that can best be describedti@les about serious social and political

issues. These articles are closest to ethical gism than anything else Marie Claire, Elle
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andVogue An exploration of the advertising-independentteat, however, shows it is not as

journalistically ethical as could be.

Table 14—Percentage of advertising-independenectipier issue of each magazine

O Marie Claire
B Elle
OVogue

P R NN WWSDS

%Independent

Advertising-independent contentlille makes up 22 percent of each issue (Table 14). pbesm
include: “The incredible shrinking woman,” whichpares the Supreme Court’s ruling on
second-trimester abortionkl(e, August 2007); “XX-Rated Art,” which discusses tie¢urn of
feminist art Elle, March 2007); “My Sister’s Keeper,” which explomesring for someone
suffering from depressiork(le, July 2007); and “We Can’t Get No Satisfactionfiiagh

investigates the effects of low libido on the medeoman Elle, January 2007).

Important as those subjects seé&ifte declines to play up these serious articles on its
front covers. Cover teasers feature fluff like “THealthy Tan: Yes, you do need some sun,”
“Fall Fashion: What's chic now” and “Teach Me, Tkac The sex appeal of authority figures”

(Elle August 2007, 1).
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Figure 21—Cover oElle, August 2007

Although “The Incredible Shrinking Woman” explor@wolatile topic that could draw in
readers, it is hidden in the table of contentstaclled into the back pages of the magazitike (
August 2007). The attention-grabbing lead demotegraow much more substantive this article

is from the consumerist stories in the magazine:

“The Supreme Court decided this spring to uphdiedaral law that allows state
legislatures, if they chose, to criminalize onenfaf second-trimester abortion, known as
partial-birth abortion. Procedures beyond 12 wesskount for 12 percent of the
country’s 1.3 million abortions a year, some of gthare performed for women who
learn that their fetuses are seriously deformedistined to die. Another type of late-
term abortion is still available under the rulitlgough the Court heard evidence that the
partial-birth procedure is actually safer for sowmmen. That's disturbing—but what is
truly shocking is how Justice Anthony Kennedy, dlithor ofGonzalesy. Carhart,
portrayed women in the Court’s decision. Herewsthme of ELLE’s most thoughtful
writer’s respond.Elle August 2007, 202).

Interestingly, the story is totally one-sided. Nari¢he seven writers exploring the issue oppose
abortion. Even the introduction, with subtle langeidike “though the Court heard” and “That’s
disturbing,” leads the reader to belidvi#e’s stance on the issue is purely pro-choice. Badnc
journalism would include differing viewpoints, detSPJ code calls for journalists to seek the
most accurate truth and report it. There is noughdiversity in the piece to make it a fair and

unbiased piece of journalism, working to educateghblic as stated by the SPJ code. While
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there are educational elements to the articls,nbt fully-rounded enough to give the reader a
real sense of the broader issue. For examplenttaductions to the vignettes are uniformly
sympathetic to abortion:
Victors? Victorians! The majority might as well liéng in the nineteenth century, given
how it infantilizes American women under the gu$elevating themKlle August

2007, 203)

Hell Hath No Fury...like a brilliant feminist justicgitnessing the dismantling, piece by
piece, of women'’s right&{le August 2007, 204)

The Time is Now: The former head of Planned Pamadtsays you don’t need to take it
lying down Elle August 2007, 205)

What Kind of Life? The best research to date suggésat the vast majority of women
who have abortions aren’t plagued by regret. Olte ter story Elle August 2007, 206)

Marie Claire publishes the highest percentage of advertisidgpendent articles, with
38 percent of its total pages devoted to advegigidependent content (Table 1¥)arie
Claire’s “Last Clinic Standing” offers a more balanced viewabortion larie Claire, October
2006). It was teased on the cover, although irsthallest print at the bottom of the page (Figure

22).

Figure 22—Cover oMarie Claire, October 2006
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The author interviews a doctor in an abortion climi Sioux Falls, South Dakota, officials at
Planned Parenthood, a young couple waiting to getartion, protesters outside the clinic and
pro-life advocates. The author also shares herexperiences. Showing so many different sides
of the story educates readers about the varyingagms supporters and protesters have on
abortion, and the reasoning behind those opinifisle most sources are pro-choice, most of
the photos in an accompanying collage are of peoblilboards and protesters (Figure 23). This

fulfills the SPJ code in reporting the most accaitatith.

Figure 23—Photo collage for “Last Clinic Standirigarie Claire, October 2006.

The author uses a non-judgmental voice to carryagbder from one interview to the next. Even

while describing the gruesome experience of antavoprocedure, the author writes in a

clinical tone:
Next, Dr. McCreary dilates her patient’s cervixatmout the width of a pen. Then, taking
something that looks like a mini vacuum-cleanerehase sucks out the contents of the
uterus. Sixty days after contraception, a fetusbisut the size of a kidney bean. It has a
head, a rump, and tiny webbed fingers, but limbeain function. Along with the
placenta, Dr. McCreary pulls the fetus, in pietet a glass jar. Like amputated limbs,
abortion material is considered regulated medicaterand is cremated or incinerated.
(Marie Claire October 2006, 104).

This article exemplifies the balanced writing fdun most ofMarie Claires advertising-

independent content. Other examples are “Women @fanse Starter Husbandddrie
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Claire, September 2007), about women who marry intendirgget divorced later; “Shocking!
Female Suicide BombersRiarie Claire, September 2007), exploring the mindset of a woman
who attempted to assassinate the prime minist8ridfanka; and “Immigrant Nation’Marie

Claire, September 2006), profiling women living illegaitythe United States.

VoguemirrorsElle with 22 percent advertising-independent conteab(@ 14). Some
examples of these articles are “Prisoner of Low&igque, February 2007), about a woman who
engaged in an unhealthy romance; “The Color PurfMegue, January 2007), an interview with
Congresswoman Claire McCaskill, D-Miss.; “InfertBround” (Vogue, August 2007),
discussing a study citing chemicals as the reasosdme women'’s infertility; and “Widespread

Panic” (Vogue, September 2007), about a woman safférom an anxiety disorder.

Even with such a serious topi&guepromotes—and protects —advertisers. “Infertile
Ground” begins on a sinister note: “For decadesnammhave blamed themselves for fertility
problems, but now scientists are looking outsideth®environment, to your backyard—for
clues” VogueAugust 2007, 244). The story is illustrated Hgash two-page photo spread that
guiltlessly promotes advertiser products: “SincerM/@Var Il, an estimated 80,000 chemicals
have been introduced—in plastic toys, lawn-carelpcts, and cleaning agents.” Credits follow:
“Jil Sander dress. Earrings by Tom Binns. Hair, B&ervin, using Aveda; makeup, James
Kaliardos for L’Oreal” ¥ogueAugust 2007, 245\ ogueis the only magazine of the three that

cites products in advertising-independent articles.
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Figure 15—Introductory spread to “Infertile Gounddgue August 2007

“Infertile Ground” discusses bisphenol A, which sas problems in women'’s reproductive
systems by blocking hormones that regulate bodihgcfions. The author lists no specific
examples of products containing bisphenol A. ltydigts general types of products that may
contain bisphenol A and other harmful chemic&sgueAugust 2007, 247). For example:
“Phthalates: Where: Used as gelling agents andifesin cosmetics and grooming products;
used to soften plastics—in drug capsules, for exanamd infants’ toys like bathtub books”
(VogueAugust 2007, 247). A pull-quote also emphasizesdgnger in some products readers
may be using—“What are the chemicals in questidm&s& are the substances used to make
creams creamy, to make plastics durable.” Yet thka never cites specific producisogue
August 2007, 246). This suggests a reluctancefemdfadvertisers. The lack of names in this
article is a disservice to readers and defies BxeBinciple to remain independent of outside

forces. Clearly, the magazine is serving someoherdhan its readers.

Ethical failings

The findings support Brady’s 1993 hypothesis thaien’s magazines reserve their
“venom for randy sheiks and cutthroat arbitrageiens, of whom rely on print ads to promote

their enterprises” is correct (Brady, 36). The atisag-independent articles in these magazines
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do not discuss the dangers, wrongdoings, or dowss products or services that could be
related to advertisers. Althou@arie Claire’s advertising-independent articles appear unbiased
and credible, they dare not critique many topieg #ifect American women. Abortion rights
aside, the majority of advertising-independentéet inMarie Claire focus on women overseas,
in the Middle East and Asia. For example, “The Kar@ollectors” explores hospital crews in
Thailand fighting over corpseMérie Claire, February 2007); “Crime and Beauty” explains the
importance of beauty pageants for women in Russdarectional facilitiesNlarie Claire,
September 2006); and “Murder in the Mothers Cluistdsses why some Japanese mothers Kkill
their children’s friendsNlarie Claire, May 2007). Sinc#arie Claire's publishers do not have

to answer to leaders in those countries, it is neadier to critique issues in Chad and India than
those that affect women in the U.S. Few articleSlia andVVoguediscuss politics, medical
health, education or women'’s rights. And wiMarie Claire's independent articles are the most
journalistically rigorousMarie Claireis not the most representative of the markethdsated

by VogueandElle’'s higher circulations and advertisement-getting/@o

While all three magazines have differing levelsad¥ertising and product mention in
editorial pages, all maintain close to a 60-4Qorafiadvertising to editorial content per
magazine. This supports Potter’s assertion th&@t406advertising ratio is the most common
practice among contemporary print publicationsldse look at the numbers, however, shows
Marie Claire prints more editorial content than advertisingjalitdefies the 60-40 rule (Table
12). AlthoughMarie Claire has fewer total advertising pages than editoagls, most of its
editorial content is advertising-related. The rati@dvertising-related content to independent
content inMarie Claireis 62 percent to 38 percent, which mirrors theoratiElle andVogue

Perhaps becaudéarie Claire gets less advertising it incorporates more prajwtvertiser-
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friendly and complementary content into its eddabpgages. This tips the scales and ironically
makes the magazine more attractive to adverti$éis.is another SPJ violation because jumping
through hoops for advertisers is not in the beastrasts oMarie Claire’s readers.

Table 12—Percentages of advertising and contenhpgazine

Percentage of Ads and Content

80

60
40 O Marie Claire
BEle
OVogue

20

0
% Total % Total

Ads Content

Reader expectations: focus group results

Although the focus group attendees differed ontwhauld be the relationship between
advertising and editorial content in women’s magegj most expect ethical journalism. Half
said they find advertisements in magazines annownd half said advertisements are the main
reason they buy the magazines [Appendix 55-62]. &temdee said she doesn’t read any
editorial content; she only looks at the advertiseta [Appendix 55-56]. This student included,
three of the four attendees said they felt womardgazines should be held to the ethical
standards of journalism [Appendix 55-62]. One attansaid she considers interviews
journalism, and since all three magazines inclmtierviews, then all three magazines should be
considered journalistic publications and held ®$hme standards as newspapers [Appendix 55-
56]. Another participant said women’s magazinesughbe held to journalistic standards
because the reader expects the material in thezimeg@® be accurate [Appendix 59-60]. She

said that if the magazine does not uphold thoselatas, then its content is “unfair and
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deceptive to the reader” [Appendix 59-60] The dissg participant said women’s magazines
should not be considered ethical journalistic beeadhe magazines’ content is based on opinion
and has no research to back it up [Appendix 57488]study participants believed advertisers
should expect or demand complementary articleplming advertising in a magazine, and none
of the participants felt advertisers should dictaket articles are placed in women’s magazines

based on the advertisers’ message or political v¥igywpendix 55-62].

Conclusion

If the focus group answers were extrapolated poesent the readership Blie, Marie
Claire andVogue it would be safe to say most readers expect #rgales to be unbiased,
truthful and untainted by advertising. This exptama of these magazines’ content shows the
magazines fail to fulfill that expectatioklle, Marie ClaireandVoguefail the SPJ code on
several counts. The magazines merely skim thesifaseeking the most accurate truth and
reporting it. Examples of this include the repdagtin “Infertile Ground,” which gives some of
the truth but not all, and “The Incredible Shrirdgiwoman,” which gives only one side of the
story. The magazines’ writers and editors do notralependently. Articles repeatedly showcase
products from the magazine’s advertisers, showsasgeces with financial agendas, and fail to
educate readers about social issues affecting tBeoause the magazines fail to act
independently of those obligations or interdste, VogueandMarie Claireare not acting in a
manner that is accountable to their readershipo#imel journalists. If the magazines were truly
transparent, showcasing advertisers’ products wootdun rampant throughout editorial pages.
Since the majority of the content in these magaziseelated to, complementary to and friendly
to advertising, these magazines are not actinigarbest interests of their readers and fail to pass

the SPJ ethics test.
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A paradoxical mixture of independent journalisna aalvertising-related content, the
relationship between women’s magazines and adwegtis as strong in the 21st century as ever.
As the focus group shows, many readers expectdiharial content in women’s magazines to be
well-researched and fair, even if they are onlylneg articles about beauty products and
celebrities. Yetklle, Marie ClaireandVoguefail to observe several prongs of the SPJ code of
ethics. This study’s results show that women’s magss, which Fine claimed have a reputation
in the journalism community for being ethically m&#nt, continue to be the bastard cousins of
professional journalism (Fine, 1). Given the trigeg of the relationship between magazines and
advertisers during the 20th century, it is difficahd scary to imagine the ethical course

women’s magazines will chart could become over2thet century.
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APPENDIX
Quantitative Analysis Category Definitions

Any page that contains nothing but a single adsemtient is classified as full-page
advertising.

Several pages of full-page advertisements fronsémee advertiser are considered
multiple-page spread advertising.

A page with some editorial content and a domindregisement on it is classified as
page-dominant advertising.

A page with several smaller advertisements andditorégal content is classified as small
collected advertising.

A page with editorial content and an advertisentleat complements the article is
considered complementary advertising.

A page with editorial content that has nothing ¢ondth advertising on the same page is
called non-related advertising.

A page that looks like editorial content but isaadpadvertisement, usually including the
text “Special Advertising Section” or something 8anacross the top, is an advertorial.

A special section is any series of advertisemeyn single advertiser printed on heavier-
weight paper, attached to the magazine in suchysaw#o be easily removed later or
bearing design resemblance to an advertisemendsdaim a newspaper.

An advertiser-sponsored contest is any page adiregta contest in the magazine that is
sponsored by an advertiser or has prizes from Heges.

Complementary content is any page containing acl@that complements advertising
found elsewhere in the magazine.

A page containing content that fits with adverts@ossible messages is classified as
advertiser-friendly content.

A page with featured products, with or without pgcis considered advertisement-
related content.

A page with content containing no references teedisers or advertising is
advertisement-independent content.
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Focus Group Survey Questions

What is your major and year in school?
What is your age?

Which of these magazines do you read regularlglécall that apply)Marie Claire,
Elle, Vogue

How much time do you spend reading the magazine(sverage?

How much time do you spend looking at advertismghie magazine(s)?
How much time do you spend looking at editorialteo in the magazine(s)?
Which of the magazines that you read regularly alo subscribe to?

How often do you read each of these magaziMemtthly, weekly, daily, other (please
specify)

What is your main reason for reading each of tmesgazines?

What do you think is the “image” each magazineihasind for its readers?

How important is the advertising in a magazineda®

What are you most interested in reading (pleaskeiraarder of importance)? Politics,
fashion, beauty, health, fitness, culture, entent&nt, relationships, product reviews,
current events, food and cooking, makeover, quzoscope, profile, celebrity gossip,

socialite gossip, other, advertising (please spgcif

Do you notice when products advertised in the magaare mentioned in articles? If so,
is this a negative or positive experience for yadyy?

Do you ever become frustrated flipping through gyazne in search of articles and
having to go through pages of advertising? Pleapkim your answer.

Do you think of the articles in these magazinepamalism? Please explain your
answer.

Do you think women’s magazines should be held upeésame ethical standards as
newspapers and other forms of journalism? Why oy adt?

Would you be interested in reading a magazine wél-written articles and absolutely
no advertising in it, even if it cost more thaneatimainstream women’s magazines?
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Why do you think most women’s magazines have soyradnertisements in them?

Do you think it is right for women’s magazines tomise advertisers complementary
copy if they place ads in the magazine?

Do you think it is right for advertisers to expectdemand complementary copy or
articles if they place ads in a magazine?

What role should advertisers play in deciding wdréitles go into a women’s magazine?

Do you buy products based on the ads you see inew@nmagazines? If so, please give
one example.

Do women’s magazines influence your purchases?
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Questionnaire 1

1) What is your major and year in scho@®@rman studies, senior

2) What is your age22

3) Which of these magazines do you read regularlglécall that apply)¥ogue
4) Which of the magazines that you read regularly o subscribe to?

5) How often do you read each of these magazines®3éteecle those that apply and indicate
which magazine you read that oftef).Other—please specify: Whenever | go home—Mom
subscribes to Vogue

6) What is your main reason for reading each of timeggazinestterest in fashion

7) Do you think each magazine has a specific “imagehind for its readers? If so, please
explain what you think that image Issuppose. It presents itself as being “high faskiio
but also giving tips as to how to apply these teetwdtheir readers, whose everday life won't
entail a runway show.

8) Do you pay much attention to the advertising inhe@aagazine? How important is the
advertising to youThe ads are pretty much all | look at—see whatiadg@orn and how

9) What types of articles are you most intereste@atdng? Please circle all that apgd)y.
Culture; o) profile

10)Do you notice when products advertised in the miagaare mentioned in articles? If so, is
this a negative or positive experience for you? WRarely read articles.

11)Do you ever become frustrated flipping through ayazane in search of articles and having
to go through pages of advertising? Please expgtain answerRarely read articles...

12)Do you think of the articles in these magazinesxasnples of journalism? If so, are they
good journalism or bad journalism, or otherwise®aBé explain your answéhave no
idea...

13)Do you think women’s magazines should be held upeécsame ethical standards as
newspapers and other forms of serious journalisthy & why not?a should think so.
Granted, I've only read a handful of articles, bghould think that if they mean to pose as
journalism (and in my head, interviews=journalisrijey should still hold to the ethical
standards of non-women magazines...

14)Would you be interested in reading a magazine wél-written articles and absolutely no
advertising in it, even if it cost more than otheainstream women’s magazinddGt
really...if Vogue took out all the ads, I'd find lttvalue in leisurely flipping through it. A lot
of those ads are, in a way, artistic.
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15)Why do you think most women’s magazines have soyradnertisements in thentf?
they’re propagating, fashion, that seems to bedalgi.

16)Do you think it is right for women’s magazines tomise advertisers complementary
articles if they place ads in the magazihes really. Seems like overkill.

17)Do you think it is right for advertisers to expectdemand complementary articles if they
place ads in the magazin®®.... | would think that if you pay for an ad, ytwsld...expect
an ad.

18)Should advertisers dictate what articles go inbeanan’s magazineRehe. No.
19)Do you buy products based on the ads you see inewsnmagazines? Circle or®.No

20)Do women’s magazines influence your purchadést?eally. Though if | read that tights
are on the way out, | am going to be less likelgug tights to wear under that dress.
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Questionnaire 2
1) What is your major and year in scho@@rman studies, junior
2) What is your age22

3) Which of these magazines do you read regularlglécall that apply)a) Marie Claire; b)
Elle

4) Which of the magazines that you read regularly aio subscribe to?

5) How often do you read each of these magazines23dtaale those that apply and indicate
which magazine you read that ofta).monthly; d) Other (please specify): when travgli
& summertime

6) What is your main reason for reading each of timeagazines3ust for fun and to see what
topics or trends are in.

7) Do you think each magazine has a specific “imagehind for its readers? If so, please
explain what you think that image ¥es! Vogue Fashion. Elle Women'’s fashion,
lifestyle, trends & topics of interest. Marie Clair women'’s trends, lifestyle, other topics of
interest.

8) Do you pay much attention to the advertising inhe@magazine? How important is the
advertising to youPdon’t pay much attention to advertising. It istmmportant to me. |
sometimes like to tear out ads that have a coabdes layout.

9) What types of articles are you most interestecading? Please circle all that apgly.
politics; b) fashion; c) beauty; d) health; e) #ss; f) culture; g) entertainment; h)
relationships; i) product reviews; j) current evenk) food and cooking; m) quiz

10)Do you notice when products advertised in the miagaare mentioned in articles? If so, is
this a negative or positive experience for you? WYgs, it is usually a positive experience
to know what other people think of new products.

11)Do you ever become frustrated flipping through ayazane in search of articles and having
to go through pages of advertising? Please exptain answerYes, sometimes | do get
frustrated because it is always the same stufti{clg or brand names). | do like the
perfume ads and new beauty products.

12)Do you think of the articles in these magazineexasnples of journalism? If so, are they
good journalism or bad journalism, or otherwise®aBé explain your answéthink some
articles in Marie Claire and Elle do have some ggmgrnalism articles because they do
report about things relevant to women and socibgue however is only for fashion and
in my opinion this is not journalism. It is justgibs of fashion.
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13)Do you think women’s magazines should be held ub¢csame ethical standards as
newspapers and other forms of serious journalisthy ¥ why not™No, because they are
purely editorial or personal opinions.

14)Would you be interested in reading a magazine wah-written articles and absolutely no
advertising in it, even if it cost more than oth&instream women’s magazines&s! But it
must have some pictures.

15)Why do you think most women’s magazines have soyradnertisements in them?
Because advertising pays for publishing and adsergi promotes sales of the magazine
and products.

16)Do you think it is right for women’s magazines tomise advertisers complementary
articles if they place ads in the magaziive2h, because ads help make the magazine fill up
pages.

17)Do you think it is right for advertisers to expectdemand complementary articles if they
place ads in the magazini®, it is ultimately up to the editors to decide.

18)Should advertisers dictate what articles go imieoanan’s magazineRo.
19)Do you buy products based on the ads you see irew@mmagazines? Circle or®.No

20)Do women’s magazines influence your purcha&esfetimes, but not really. | buy only
what | need or things on sale!
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Questionnaire 3
1) What is your major and year in schodiBual communication, sophomore
2) What is your age?8
3) Which of these magazines do you read regularlglécall that apply)?-
4) Which of the magazines that you read regularly ao subscribe to?

5) How often do you read each of these magazines23dtaale those that apply and indicate
which magazine you read that often.

6) What is your main reason for reading each of tmeagazines?-

7) Do you think each magazine has a specific “imagehind for its readers? If so, please
explain what you think that image is.

8) Do you pay much attention to the advertising inhe@agazine? How important is the
advertising to you?-

9) What types of articles are you most interestecading? Please circle all that apg)y.
Culture; j) current events; k) food and cooking

10)Do you notice when products advertised in the miagaare mentioned in articles? If so, is
this a negative or positive experience for you? WHgs—negative because | feel that the
product company and magazine are giving each dfasors”.

11)Do you ever become frustrated flipping through @azane in search of articles and having
to go through pages of advertising? Please exgtaun answerYes, | don'’t like when there
are 4-6 pages of advertising between a jump.

12)Do you think of the articles in these magazinesxasnples of journalism? If so, are they
good journalism or bad journalism, or otherwise®aBé explain your answépo-it-
yourself”, “75 ideas” and etc. kind of articles areot an example of good journalism in my
mind, because those articles could be totally @éand made up without any facts.

13)Do you think women’s magazines should be held upécsame ethical standards as
newspapers and other forms of serious journalisthy & why not?They should, because
the reader expects the material to be accurates Eunfair and deceptive to the reader.

14)Would you be interested in reading a magazine weh-written articles and absolutely no
advertising in it, even if it cost more than othminstream women’s magazinesss.

15)Why do you think most women’s magazines have soyradrertisements in thenvWwomen
have a cultural stereotype of spending a lot of @yoispecific marketing to this specific
target (usually only women read women’s magaziisesnart business practices.
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16)Do you think it is right for women’s magazines tomise advertisers complementary
articles if they place ads in the magaziie?

17)Do you think it is right for advertisers to expectdemand complementary articles if they
place ads in the magazind®—that’'s why they are buying an ad, not an article

18)Should advertisers dictate what articles go imtcoanan’s magazineRo.
19)Do you buy products based on the ads you see irew@magazines? Circle or®.No

20)Do women’s magazines influence your purchaséiething styles, yes.
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Questionnaire 4
1) What is your major and year in scho@lfeative writing, freshman
2) What is your age?®9
3) Which of these magazines do you read regularlglécall that apply)? cYogue
4) Which of the magazines that you read regularly aio subscribe to?

5) How often do you read each of these magazines23dtaale those that apply and indicate
which magazine you read that ofta).monthly Vogue, maybe Elle

6) What is your main reason for reading each of timeasgazinesThe people and
photography are beautiful. | tear out a lot of $tahd make collages. | hardly ever read the
articles.

7) Do you think each magazine has a specific “imagethind for its readers? If so, please
explain what you think that image Bmaciated and cheekbones you could carve granite
with.

8) Do you pay much attention to the advertising inhe@magazine? How important is the
advertising to you¥es! All the fashion houses have beautiful ad cagnea

9) What types of articles are you most interestecading? Please circle all that apgdy.
fashion; c) beauty; e) fitness; f) culture; 1) maker; o) profile

10)Do you notice when products advertised in the miagaare mentioned in articles? If so, is
this a negative or positive experience for you? WAy

11)Do you ever become frustrated flipping through @azane in search of articles and having
to go through pages of advertising? Please exgtaun answerSometimes, | had to go
through 98 pages to find the table of contents phaethe ads are very beautiful, so | don’t
mind so much

12)Do you think of the articles in these magazineexasnples of journalism? If so, are they
good journalism or bad journalism, or otherwise®aBe explain your answex.

13)Do you think women’s magazines should be held upé¢csame ethical standards as
newspapers and other forms of serious journalisthy & why not?/es, because for many
women, these magazines are all they read.

14)Would you be interested in reading a magazine weh-written articles and absolutely no
advertising in it, even if it cost more than othminstream women’s magazinesss, it
depends upon what they are writing about. If inisst of the fashion fluff that is in Vogue,
then probably not.
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15)Why do you think most women’s magazines have soymadrertisements in thenybung
women are a huge market. We will buy just aboutrang.

16)Do you think it is right for women’s magazines tomise advertisers complementary
articles if they place ads in the magazihes?

17)Do you think it is right for advertisers to expectdemand complementary articles if they
place ads in the magazinkE®

18)Should advertisers dictate what articles go imieoanan’s magazineRo.
19)Do you buy products based on the ads you see inewsmmagazines? Circle or®. No

20)Do women’s magazines influence your purchadtes? fashion influences what | wear. |
now own 2 high-waisted pants, complement Vogue.
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Average Number of...
Pageslissue
Ad-only pagesl/issue

Content only pages/issue

Mixed pages

Duplicate advertisers

Product labels without prev. ads
Product labels with prev. ads
Multiple-page spreads

Full-page ads
Page-dominant ads

Small collected ads
Complementary advertising
Non-related advertising
Advertorials

Special Section
Advertiser-sponsored contest
Complementary content
Advertiser-friendly content
Ad-related content
Ad-independent content
Total ads/issue

Products mentioned/issue without

previous advertising

Products mentioned/issue with
previous advertising

Elle Magazine

Quantitative Analysis Results*

365
209

138

22
208
83
125

82
3

5

1

5
12
4

1
47
72
112
32
217

208

83

Percentage of...
Duplicate advertisers/issue
Unique advertisers/issue

Products mentioned/issue with previous advertising
Products mentioned/issue without previous advertising
Ad-related content/issue

Ad-independent content/issue

Ad-friendly content/issue

Complementary content/issue

Advertisers with at least one product mentioned
Adsl/issue

Number of...
Individual advertisers

Advertisers with at least one product mentioned

Advertisers with no products mentioned

*Rounded to nearest whole number

6

2

3

63

10
90

28
72
78
22
50
33

42
59

06

57
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Average Number of...
Pageslissue
Ad-only pagesl/issue

Content only pages/issue

Mixed pages

Duplicate advertisers

Product labels without prev. ads
Product labels with prev. ads
Multiple-page spreads

Full-page ads
Page-dominant ads

Small collected ads
Complementary advertising
Non-related advertising
Advertorials

Special Section
Advertiser-sponsored contest
Complementary content
Advertiser-friendly content
Ad-related content
Ad-independent content
Total ads/issue

Products mentioned/issue without

previous advertising

Products mentioned/issue with
previous advertising

Marie Claire Magazine

Quantitative Analysis Results*

247
114

126
13
181
43
58

56

NS OO F, WWw

26
50
77
47
124

181

43

Percentage of...
Duplicate advertisers/issue
Unique advertisers/issue

Products mentioned/issue with previous advertising
Products mentioned/issue without previous advertising
Ad-related content/issue

Ad-independent content/issue

Ad-friendly content/issue

Complementary content/issue

Advertisers with at least one product mentioned
Adsl/issue

Number of...
Individual advertisers

Advertisers with at least one product mentioned

Advertisers with no products mentioned

*Rounded to nearest whole number

64

92
19
81
62
38
38
19

11
49

383

44

339



Average Number of...
Pageslissue
Ad-only pagesl/issue

Content only pages/issue

Mixed pages

Duplicate advertisers

Product labels without prev. ads
Product labels with prev. ads
Multiple-page spreads

Full-page ads
Page-dominant ads

Small collected ads
Complementary advertising
Non-related advertising
Advertorials

Special Section
Advertiser-sponsored contest
Complementary content
Advertiser-friendly content
Ad-related content
Ad-independent content
Total ads/issue

Products mentioned/issue without

previous advertising

Products mentioned/issue with
previous advertising

Vogue Magazine

Quantitative Analysis Results*

417
258

156
22
134
68
196

61

P ©O© O WwoWwkF

30
40
108
34
263

134

68

Percentage of...
Duplicate advertisers/issue
Unique advertisers/issue

Products mentioned/issue with previous advertising
Products mentioned/issue without previous advertising
Ad-related content/issue

Ad-independent content/issue

Ad-friendly content/issue

Complementary content/issue

Advertisers with at least one product mentioned
Adsl/issue

Number of...
Individual advertisers

Advertisers with at least one product mentioned

Advertisers with no products mentioned

*Rounded to nearest whole number

65

91
34
66
68
22
25
19

35
63

568

196

372



