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INTRODUCTION:

The main function of the media in contemporary society,
according to Australian critic Humphrey McQueen, is

to deliver audiences to the advertisers.l'ﬂﬁﬁ definition
contradicts the widely held view that the media are
first and foremost vehicles of communication, education
and entertainment. For McQueen, as vehicles the media
operate more like brightly coloured shopping coaches
which pick up audiences anddeliver them to the pre-

arranged market places.

The validity of McQueen's dictum can be tested by
considering briefly the relationship between advertising
and media products. A newspaper's viability, for
example, does not depend on its sales alone. Primarily,
it will survive in a highly competitive market if it is
able to attract enough advertising to underwrite its
production and distribution costs. "The Irish Times"
sellliss licss than #8010 00 copiesialiday N ecomparedittofomc
twice that number for the "Irish Independent". However,
margins of profitability depend more on the advertising
both papers attract, than on the cover price sales.

The target audience becomes the crucial factor in the
equation towards profitability. The smaller "Irish
Times" audience is, in the main, more educated, better
off and more potentially consumer orientated than its
rival. It can, therefore, attract advertising on a
grander scale, offering potential advertisers a more
lucrative market. As a rule of thumb, the lower in
economic terms a newspaper's audience, the less
advertising it can attract and the more dependent it

is on maximising sales.
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Identifying the target audience is, therefore, crucial
for all the media, whether television, newspapers or
magazines. This study will, therefore, look at the
world of women's magazines; and consider the ways in
which, as vehicles for advertising, they try to

identify and define their audience.

The main focus of the study will be a detailed look
over a twenty year period of one market leader
Cosmopolitan magazine. The historical dimension is
important. No matter how precisely an audience is
targetted, it does mot remain frozenWin hictory:
That audience is also moving and shifting with
changes 1in economics, politics, education and any
medium which tries to address it must also shift

and change if it is not to be rendered obsolete.

The study considers the twenty years between 1966

and 1986, two decades of immende importance

in terms of women's role in soéiety and in terms

of women's economic and political influence. There
have been years of debate, agitation and controversy,
marked by the rise of the women's movement, changes
in women's expectations and demands and significant
legislative changes in matters directly affecting

women.

And yet, throughout the period, one aspect of women's
role has been consistent as far as Cosmopolitan is
concerned. Women have remained potential consumers.
Indeed greater economic freedom has increased their
potential buying power, not lessened it. A study then,
of the magazine through these years, will show how

this consistent view of women as consumers was integrated

with the changing view of women in general.
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This is, of course, a potential contradiction. The study
will show how Cosmopolitan has actively constructed

its ideal consumer - what the magazine itself refers to
as "Cosmo Girl" to breach this contradiction. It is

e blend*of ‘the fraditionai and the contemporary.
This, in turn, leads to a consideration of the magazine's
ideological function - that is how it actively promotes
a set of values and assumptions about women's role in

soclety.

The operative word in this process is "constructed”.
In a real sense, identifying an audience 1s a process
of constructing it and this is achieved through the
promotion of a set of values which form the deep
structures of our society - these values being
"ideology" in the sense which Gramsci uses 1t of

"social cement".

The method employed in this study is to analyse the
magazine under three broad headings-

editorial text and images, advertising text and
images and general layout and design. The analysis
will then consider how these have been integrated
and adapted over the years to promote a consistent

underlying image of "Cosmo Girl'",



CHAPTER ONE.

The Historical Development of Women's Magazines.
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1. "Ladies" Journals - The Beginnings.

The Ladies Mercury, launched by the independent
publisher /editor John Dunton in Britain in 1693 is
credited as being the first journal published specifically
for women. Numerous publishers followed suit in the

18th. century publishing such journals as the

Ladies Diary (1711),The Ladies Magazine or Monthly
Intelligence (1749), Lady's Magazine (1770) and

Ladies Monthly Museum (1798). The journals were
predominantly literary and aimed at the leisured and
literate women of the upper or upper middle classes.
Packaged as educational and entertaining "companions!
for gentlewomen, these journals included a broad range
of subjects with as much emphasis on news or
"intelligence" as on features and fiction. The Ladzes
Magazine or Monthly Intelligence, for example, included
poetry, book catalogues, foreign and home news as well
as home management, fiction and fashion. Others leaned
more towards the maths, providing their readers with
problems and conundrums in arithmetic, geometry,astronomy
and philosophy with which they would sharpen and improve
theip Mwit!s A smailll ameunt of advertising appeared in
those journals, confined to a small section, in the form
of small ads mostly for patent medicines against pestilence
and infections and for "cosmatiks" like ointments for

the complexion, hair dyes and teeth powders.

2. Women's Domestic Journals - The Beginnings of Expansion.

Until the middle of the 19th. century women's journals
continued to be aimed at women of the upper social strata,
though literacy and leisuretime was steadily increasing
amongst the middle-class throughout this period.
Publishers, realising the potential of the wider middle-
class audience, began to publish cheaper-selling magazines,

with contents oriented towards this new market. Two
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secn a simple contrivance for saving the
knuckles of the washerwoman, which
is nothing more than a board about

EIGHTEEN-PENNY WASHING MACHINE.

| eightcen inches Ly fourteen, with the
" surface cut into smooth ribs on one side.
" The hoard is held in a slanting direction
_in the left hand, tlie lower portion being
* in the wash-tub and the ribs extending
. cross-ways.  The clothes are sonked in
the usual manner, and then commences
‘ the rubbing upwards and downwards
' ncross the ribs of the board. It issaid to
answer well. The sume plan is adopted
in Germany nnd other purts of the Con-
tinent, and the good wives, both there
"and in America, marvel that English
washerwvomen continue to wear off their

AT most American warehouses mny'i:c ~ knuckles, wlen they might save them at

so trifling an expense as cighteen-pence,
which is all this article custs.

1. article: The Family Economist 1855 (Dancyger, p.64

)

Vrsrrors to London and one or two of
our largest towns must have seen an im-
provement which has taken place during

carriages.

oo s £
T vk

Instead of being dragged along the
causeway in no very dignified fashion,
the little dears are now propelled from

semblance of one, would not willingly be .
seen performing the office of beast of !

the last few months in that small, butmot *
unimportant class of vehicles, children’s

behind, the position of both propeller |

-~ and propelled being changed consideribly | :
for the better. Formerly, a lndy, or th{ ' gk asuzclon,

PERAMBULATORS.

burden in a public thoroughfare ; nor was
it always safe to trust this duty to a
Young nurse, the carriage behind being
exposed to sundry mishaps, besides occa-
sional attacks from mischievous Loys. The
ease, safety and comparative pleasantness
and respectability of the whole affuir with
the improved carriages — perambulators
they are called—is seen at a glance.
Alany a mother may now be seen taking
a pleasant walk, with the little one
securely placed under her eye, and pro-
: pelled by a very slight effort. The price
of these pretty and useful little vehicles
. at Burton’s establishment, 487, New
Oxford Street, is from two to three
guineas for “Iron Perambulators lined
with chintz for the Million.” With
additional seats, and more expensive
i ]mm_gs, &:c. the prices rise to six guineas.
I An illustiated circular has been sent to

us, on application, from the above place,
}coz_nmmng a number of designs for
children’s and invalids’ carriages ; algo
trucks for commercial purposes, all of the
which for appearanc
and, we should think, use aggeoom'::
nience, will suit the taste and purposes
of most persons who require them.

2. article: The Famjly Economist 1855 (Dancyger, p.56)
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such 'penny-monthlies' were The Family Economist (1850)
and The Englishwoman's Domestic Magazine (1856).

The subject matter differed substantially from that of
the 18th. century ladies journals, though the successful
editorial formula, that of providing "education" and
entertainment and a "wide variety" of subjects was

retained.

The contents centred almost entirely around the domestic
sphere, their "mission'", they informed their readers

was "to remove the discomforts and enhance the pleasures
of the home™.

fiction and poetry fulfilled the entertainment requirement.

News stories of the Royal Eamily, pepular

Education took the form of Znstruction in such areas as
embroidery, cooking, gardening, family budgeting and
advice in matters of fashion, women's 'toilette', family
health, and etiquette.l The wide varietyiof subjleeits

was thus achieved by dividing the one subject domesticity
into its various components. In real terms these
magazines were neither educational norbroadening. They
effectively served to limit women's sphere of knowledge
and expertise to the domestic arena. The overall tone of
these magazines extolled the wonders of science - the
virtues of industrialisation, advocating the use of new
products and new labour-saving inventions. This
advocatory function operated both indirectly by repeated
mention and by carrying advertisements of the products
and directly in editorial articles that served to intro-
duce the products to the readers. These articles
explained what the pfoducts were, the benefits they
provided and how to use them. FzZgures 1 & 2 are two
articles from the Family Economist (1855) advocating
two new inventions: a washing machine and a perambulator.
Advertisers could not have done a better job of

persuasion than either of these articles. The perambulator
piece, in particular, could well have been written

straight from the manufacturer's circular. Regardless,
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the lack of critical assessment of the product in
either of the articles demonstrates the industry-
supporting function such editorial copy performs

and reveals an editorial content and style that is
barely distinguishable from advertising. Such
editorial copy is still very much in evidence today
throughout the commercial media, one has only to

look at the travel pages or Sunday colour supplements
in our newspapers to find a similar lack of critical

distance.

Selling at lower prices, these new journals looked
to revenue from advertising to offset some of the
production costs. Their editorial tone and domestic
orientation offered advertisers an ideal forum in
which to advertise domestic products, and their
increased readership offered them a larger potential
market. Not surprisingly, a substantially greater
amount of advertising appeared in these journals,
beginning to spread throughout the pages rather

than be confined to a special section as had been the
case with their predecessors. A spiralling inter-
relationship: between advertising and publishing

was set into motion. Revenue from advertisements
increased a publishers profits which allowed him to
invest in improved printing technology, reduce sales
prices and thereby increase the circulation with
which he could attract more advertising. By the end
of the 19th. century advertising had become the key
to the operation of the women's periodical press,

as it had to the print media generally, as the

largest generator of its revenue.
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Turn Of The Century Expansion.

(9]

The end of the 19th. century ands the earily S20thiScentuny
was a period of massive expansion for all the print
media. Between‘1880 and 1900 alone some forty-eight
new women's magazines were launched 1n Britain.?2
Similarly, this period saw the ascendence of the

popular press. A number of factors arising out of the
advancing industrialisation of the 19th. century,
contributed to this period of rapid growth and commercial-

isation of the print media.

Towards the end of the 19th. eenturyirmethedsSes
industrial organisation and distribution were undergoing
radical change initiated by the economic depression that
occurmred between 1875 and 1894. Small industrial firms
manufacturing one product began to combine with other
firms, thereby increasing their productive capacity,
strengthening their competitive power and expanding
their range of goods. The resultant upsurge 1in
industrial productivity created a new imperative - the
requirement of a mass domestic market to dispose of the
increased output of goods. The necessity for mass

advertising came to the fore.

The trend towards urbanisation of the population that
occurred alongside industrialisation brought with it a
potential mass market. The mobility, anonymity and new
patterns of socialisation fostered by urban life pre-

pared the ground for consumption.

Innovation in printing technology, faster presses,
faster text composition (linotype typesetting) ,rotasravure
printing which improved graphic reproduction and
allowed longer print-runs offered publishers a means

of reaching a mass audience cheaply, with a better quality

product.
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The publishing industry as a whole was thus able to
offer advertisers, technologically, a means of tapping
the mass urban market set in place by industrialisation
and editorially,it could be argued, a '"suitably

consumptive" environment.3

b The Barly 206h. Centlipig

The 20th. century ushered in the mass-circulation
advertising-based format of woman's magazines that we
are familiar with today. A number of women's journals
launched in the early 20th. century are still in existance,
for example, My Weekly(1910) ,Woman's Weekly(1911),Vogue
(1916) ,Ideal Home (1920)and Good Housekeeping (1922).

The huge influx of advertising and further graphic
reporduction improvements over the first three decades

of this century contributed to the transformation of
women's magazines into a predominantly visual medium.
Visual images, both editorial and advertising, moved
(metaphorically) from their peripheral position to a
position of central importance. The mode of apprehension
was not so much one of looking as one of reading.

With the introduction of half-tone reproduction methods
the dominant mode of illustration changed from line
drawings to photographs, colour printing was used
increasingly from the 20's onwards and colour photo-

graphy was introduced in 1929.

In an article on the modernisation of Ladies Home JouPnal
over the period 1914 to 1938, Sally Stein ties the graphic
ehanpesipantilculianl yScheSiselo ol ouritolan aggressive‘
marketing strategy, '"Once colour's mass appeal had been
established, advertising readily paid the higher page
rates for this proven method of commanding the reader's

attention". She maintains that the success of the use of
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colloursintadsitillcdite manufacturers new marketing
strategy of producing goods in assorted shades in the
late 1920%s, and that ceoloun photography technology
developed to accommodate this new marketing strategy.
The transformation of women's magazines to a predom-
inently visual format served to draw their audience

closer to the market place.4

Throughout the period of expansion, the women's
periodical press remained statified by class. The

bulk of magazines were domestically or fashion

oriented and aimed at the middle-class. Romantic
fiction and "true life story" magazines such as Peg's
Paper and Red Star were targetted at the more working-
class women. During the 1930's, enterprising publishers
launched the mass market weeklies such as Woman's Own
(1932) and Woman (1937) aimed at an audience that
spanned both the middle and working classes, employing
an editorial formula that combined elements from both
spheres. Printed on cheaper paper, more modest 1n
aspiration, this "down market" product climbed quickly

to lead circulation figures and continues to do so today.

S. Wartime Women's Press.

World War II brought a check to the expansion of women's
magazines. The women's periodical press during the war

and immediately afterwards was important, as a demonstration
of the way in which messages directed at women and images

of women were shaped by the media to meet a particular
economic need. Studies have shown how the content

and advertising of women's magazines during this period
served to mobilise women during the war to fill the jobs
men had occupied, and immediately after the war to

relocate women back in the home. For instance, articles

and advice during the war assured women that creche and

National College of Art and Design
g LIBRARY
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day-care environments were benefiicialStefachididiis
development, while afterwards the opposite was
stressed. A mother's loving presence in the home
was now claimed to be essential if the child was

to grow up to be self-secure and well adjusted.
Similarly, wartime recipes featured quick and
efficient meals, or meals that would cook themselves
all day (while mother worked) contrasted with post-
war recipes that involved a great deal of time-
consuming preparation.® Images of women in
advertising reflected the same campaign. Of the
numerous examples cited in Advertising As Commun-—
jication by Gillian Dyer. The series of ads for
Maclean's toothpaste demonstrates the transition
most clearly. "Before the war the image of the
woman in Maclean's ads showed her as a docile
secretary; during the war she was represented as

a munitions worker (replying to the question "Did
you Maclean your teeth today?" with "Yes and I
always shcll"), after the war she was shown looking

contented and glamourous, baking a cake."

6. The Expansionist 1950's To the Present.

In the immediate post-war period the upsurge in
industrial activity brought about the expansionist
and affluent period of the 1950's. People's
spending power increased, consumer goods flooded the
market, +the mass media and advertising expanded.

The scores of new demestic products and new

convenience goods brought about a boom in advertising

directed at women in the home and a parallel boom in

women's magazines. Sales of the brand leader Woman

tripled from the figure of 1 million in 18945 to 3 million

by 1953. Advertisement revenue for Woman also climbed

10,
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sipgndficantly frem £1.1 Millaeons tn S5 EORSZ>S million
in 1953 to £5.3 million in 1958.7

The introduction of commercial television increased
competition for audience and advertising . andicdan be
held partially responsible for the narrowing of focus
of the consumer press over the last two decades.

Many of the larger advertising’ accounts for household
goods and branded foods switched to the wider audience
reaching medium of television, causing the product
array 1n comsumer magazines to narrow dramatically.
Magazines began to adapt accordingly by specialising,
narrowing their content to specialised interests,
sport or photography for example and thereby attracting
an audience defined by interest that could be offered

to advertisers of related products.

The trend towards specialisation in woman's magazines
took a slightly different direction than that of the
general periodical press. It specialised more along
the lines of age and class rather than specific interest.
Many teenage and young women's glosssy monthlies

began to appear on the market throughout the 1960's and
1970's. Honey for instance came out in 1960, 19 in
1968, Look Now and Cosmopolitan(the British edition)
in 1972. The post-war baby bulge had reached spending
age and constituted a new potential market. The main
editorial and advertising focus of these magazines was
onfashion and beauty. Magazines within this broad
category were directed towards specific classes or sub-
classes. Differences in class, however, were not
directly addressed, rather, they were, and continue to
be, disguised as differences in 'lifestyle' which

implies an element of choice.

dbal
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Another trend that has occured throughout the media
from the late 1950's onwards is the increasing
concentration of ownership of the media. Initiated
by the cut-throat competition for audience and
advertising in the 50's, take overs of flagging
publishers and mergers of successful ones have led
to the present situation in which the media is
controlled by only a handful of companies, most of

them subsidiaries of multi-nationals.

Today, four companies effectively control the
production of women's magazines in Britain. The
International Publishing Corporation (IPC) is by
far the largest, producing two-thirds of the total
number of women's magazines in Britian. Some of
its better known titles are Woman's Weekly, Woman's
Own, Woman, Woman's Journal, Woman's World, Ideal
Home, Honey and Options. D.C. Thompson and Co. Ltd.
has the next largest market share of 20%. The
National Magazine Co.Ltd. and Standbrook Publications
have 4%and 3% respectively. The remainder of the
market is distributed amongst a number of smaller
publishing companies.8 Of these four controlling
companies, only D.C. Thompson & Co. Ltd is fully
independent, the other three are linked to multi-
nationals. The concentration of ownership into
relatively few corporate hands gives rise to the
fear that the range of magazines offered will be
considerably narrowed and that it effectively
prevents diversity, especially in relation to

radical or alternative viewpoints.
The hHistorical development of women's magazines

was a dynamic interation of social, economic and

industrial factors. Shifting social patterns,

NTES
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improvements in printing technology, industrial growth
and expansion of advertising contributed to changes

in content and structure of the magazines. Advertising
became an increasingly significant factor in the
profitability of the women's periodical press, emerging
in the 20th. century as the largest generator of its
revenue. As a result,advertising considerations began
to influence the contents and structure of women's
magazines and the organisation of their audiences.
Publishers began to regard theirspublieditions net so
much as products sold to readers but more as vehicles
that organised their audience into clearly identifiable
target groups that' couldibedsoliddte advertisersindihe
audience themselves became the 'products' generated

by the magazines.

7. The Historical Development of Cosmopolitan.

Cosmopolitan was launched in the United States in 1886
as a generalist middle-class women's magazine. Until
the 1960's it remained as such, with just enough
popularity to allow it to survive. Cosmopolitan's
subsequent rapid rise to success was initiated by the
appointment of Helen Gurley Brown as editor in 1865.
She effectively transformed the magazine bringing in a
new editorial formula and shifting the focus to the
new and rapidly expanding audience of young women.
Latching on to the growing sexual permissiveness of
the 1960's Cosmopolitan under Helen Gurley Brown's
editorial direction, pioneered a new line in sexual
openness and emotional direction. A formula which

proved to be extremely popular.

L8
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Cosmopolitan became so commercially successful that the
publishers, Hearst Corporation of America began to
franchaise it internationally. The first edition
published outside the United States was the British
edition, launched in March '1972. European editions
followed soon afterwards and by 1982 the Cosmopolitan
empire had expanded to a total of nineteen editions.
All the editions use the same Cosmopelitan content
structure and editorial formula, though cultural
variations can be seen. For instance, the Italian
Cosmopolitan 1s claimed to be extremely strong on
women's rights and takes a pro-abortion stance,
whilst the Brazilian edition bans the topic of
abortion altogether. Despite these variations, the
basic Cosmopolitan ideology remains intact and 1s

exported world-wide.

The title of the magazine itself reinforces the
universality of its ideology. ‘Cosmopolitan'means
belonging to all parts of the world, not restricted to
any one country. It's use however is meant to suggest
that the '""Cosmopolitan woman"is sophisticated, worldly

and broadminded as opposed to provincial and narrow.

The study looks of the process of constructing
"Cosmopolitan Woman" and attempts to assess how this
construction has adapted itself to changes in the
social and political sphere over the last 20 years,

whilst remaining consistent to an underlying -~ ideology.

14.



The Cosmopolitan Ideology.

CHAPTER TWO
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1. Studying Cosmo.

There is little doubt that in the world of magazine
publishing, women's magazines occupy a low-status
position at the leisure end of the market. Indeed,
the very term 'women's magazine' has come to signify
a set of concerns which is differentiated in two
important ways. Firstly, a clear line is drawn
between women's interests on the one hand and some-
thing else which is characterised as 'male interest’.
Secondly, and perhaps more importantly, these concerns
are also differentiated from areas seen to be
important for society in general, including the
worlds of business and finance, politics, science

and technology and even the arts and literature.

Of course, the demarcation lines are rather blurred.
There is an assumption that male interests and the
more general social concerns are in fact one and
the same thing. Women's interests are, therefore,
constructed in opposition to the high status areas
mentioned and as such are defined negatively.- that

1s by what they are not.

This relative low status position belies the
importance of women's magazines to the world of
publishing itself. They account for approximately
30% of total magazine sales in the U.K. and overseas
representing an enormous part of any publishing

group's profitabilify.

Furthermore, it is estimated that 48% of women over
the age of 15 read or see a copy of a women's magazine
each year.l This represents a huge potential market
foradvertisers and confirms the importance of women in

general as consumers.

ilits) -
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As a magazine's profitability is more dependent on
advertising revenue than on income achieved Dby

sales alone, any successful publication must convince
advertisers that it has targetted a specific group

of potential consumers. Térgetting an audience,
keeping it ‘and building on it, is a processhof
constructing it. This economic imperative requires

a magazine like Cosmopolitan to make a broad appeal,
offer a predictable list of contents, take no chances
or appeal to minority or alternative tastes. In the
end,. the magazine offers a composite world-view, a

consistent set of values - an underlying ideology.

Cosmopolitan magazine has been, for over twenty years
now, a market leader in this general process and it
istithas magazine’s deeper set of messages that this
study 1s concerned with. In corder, thereforeSceo
understand the kinds of messages transmitted by
Cosmopolitan it is necessary to examine its contents,
structure and the ways in which the reader apprehend
these.

Cosmopolitan, like other women's magazines is
designed to be read in bits and pieces in the
sporadic leisure moments of a woman's day, between
domestic chores or office duties or as a means of
passing time in waiting rooms and travel to and

from work. Magazine reading then is not, as Sally
Stein has pointed out, a straight linear process.
Women's magazines are constructed to suit this frag-
mented leisure time. They are not organised along

a single .contintum.? Thus, within the covers of
Cosmopolitan, there are a variety of texts that allow
women to pick and chose and more backwards and for-
wards. Advertising and visual images interspersed
throughout the text act as diversions along the path

negotiated in reading. Clearly, none of the elements

iliGre
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that constitute a magazine, the editorial text,
editorial images and advertisements, are apprehended
in isolation. The messages received are composite
messages derived from the interaction of the various
elements. Indeed images and text, ads and editorial

matter are designed to work off each other.

This analysis will therefore discuss indiwvidual articles,
images and advertising in their context of the overall
structure of the magazine. It is hoped that in doing

so, the analysis will reveal the underlying ideology.

Issues from three years of the magazines were singled
out for particular consideration, these years being
1966, 1976 and 1986. The idssue for edch’ yearBwas
chosen at random. Equally random issues were chosen
from the intervening years to provide some sense of
historical development. The study of these specific
issues is at all times related to the changing
political and social environment of the period under
diseussiern.  Of specifite dinterest. of counse istthe
rise and development of women's politics, which one
would expect would have a special interest for a

study of women's magazines.

The year 1966 was chosen because the revamped
Cosmopolitan had, by this time, established itself,
and the influence of the women's movement was still
a number of years off. It is, therefore, a good
year to try to establish Cosmopolitan's underlying

image of women.

L7
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4. Cosmopolitan Before The Women's Movement - 1966.

Even in 1966 Cosmopolitan was an impressive product.
It's glossy cover, slick design and sheer weight holds
out a promise of high quality and many hours of
pleasure. The cover acts like a poster, advertising
the personality of the magazine. The face of the
woman on the cover is the'face'cf Cosmopolitan. It
projects Cosmopolitan's ideal image of women for

the readers to aspire to. or ddentify with.

The cover image in 1966 was typically a long-haired,
beautiful and glamourous, young, white woman. She is
typically presented in medium close-up , head,
shoulders and breastline, as often as not, revealing
some cleavage. Traditionally, the Cosmopolitan cover
model 1is either sultry and sexy looking or bright-eyed
and smiling. She always looks directly out at the
reader. The sultry look invites the reader to share
in some promised intimate secrets whilst the smiling
model invites the reader to share in the promised

joys contained within.

Within the covers, the magazine appears to make good
its promise of many hours of reading. The April 1966
issue for example contains 7 articles, 5 features, 3
non-fiction book excerpts, 2 short stories, a complete
novel, a 3-article fashion and beauty section and 13

regular Cosmopolitan departments

The departments: form a skeleton structure of the
magazine, which defines and holds together its area
of interest and its central concerns. The articles

and features flesh out and develop these concerns.

18,
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The departments appear at various points throughout the
magazine although the majority are placed together
in two blocks, one at the front and one towards the
back of the magazine. In this 152 page issue, the

first 28 pages are devoted entirely to 6 of the

departments, interspersed with advertising. These
departments are '"Cosmo Goes to the Movies'", "Dieter's
Neotebook", "Analyst?s ‘Ceouch', "Beauty Bar!" S Cosmo

Reads New Books" and "Cosmo Listens to Records".

If positioning can be read as an indication of
priority (the Ffaet that the wast majority’ of
expensive colour ads are located at the front would
seem to confirm this) then the "Cosmopolitan Woman's"
foremost interests are in her physical appearance,
her emotions and in main-stream popular culture.

With the exception of the reviews, this front
section, in the form of advice columns, question-and
-answer columrs and handy hints and tips constructs
the idea that being a woman is a set of problems.

The effect of these departments is to promote the
notion that a woman needs guidance and direction in
making herself more attractive and in dealing with
emotional problems (mainly love/relationships). This
of course, also reinforces the notion that making one-
self attractive and having relationships is necessary

and important.

Of the 13 regular departments, there are only 3, "The
S-minute Gourmet Guide", "When No Man is Handy" and
"Speak Out" which are relatively progressive in content.
"The 5-minute Gourmet Guide" would suggest that the
"Cosmopolitan Woman" is too busy or not inclined to
cook. "When No Man is Handy" encourages women to
perform minor household and car repairs, albeit, only

in the absence of a man. "Speak Out" provides a platform

1195
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for women to voice their opinions. However, these
departments are relegated to the back of the magazine

thus reducing their impact and significance.

The middle section, given over almost entirely to the
lengthier articles and features, the fashion/beauty
section, the boek exeerpts, fiction dand the novel.,
flesh out the interests and concepts raised in the
departments. The contents of the articles adhere to
a rough formula - one on social/political concerns,
one on health matters, one celebrity profile, one on
man/woman relationships and two on emotional concerns.

Of ceurse, there is & certain amount of flexibility,

the formula is not always strictly adhered to and quite

often articles will combine a number of these topics.

What emerges as the main focus of this editorial

material and thus "Cosmopolitan Woman's"ultimate

interest, is the attainment of a man. Physical attract-

iveness, achieved by a healthy upkeep of the body,

dieting and exercise, the application of beauty products

and wearing fashionable clothes and hairstyles are the

means to attaining the end - finding a man. Through men,

wealth, status and prestige . are conferred on women.

Women are thus defined in terms of their men.

A sampling of the titles contained in one issue {April,

1966) confirm this emphasis on the attainment of men:
"Hifi your way into his Heart", "Marry the man today

In Rome'", and "Mdke-up to wear in Bed", (the make-
up referred to here is mascara, eyeshadow and lipstick

which impliesshe is not going to bed alone).

20.
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Defining women in terms of their men is blatantly
demonstrated in an article from the same issue,
titled "What kind of a Girl are you Anyway?'".

The article lists the possible options for the
reader to supposedly Sidenititystva thio S il ey 0o

"the housewife'", "the £irl who marries for money",
"the girl who marries a man of destany'™, ‘“the
corporate wife", "the glamour girl" and '"the really
rich girl". The really rich giri s ‘thie onily one
who isn't defined by her relationship to a man (or
men, as in the case of the glamour girl) as she

hasan "independant" source of income and wealth -
her family.

One might expect that the social/political article
or the non-fiction book excerpts would extend the
interests of the "Cosmopolitan Woman" beyond her
interest in men and its related corcllaries; beauty,
fashion and emotions. This is clearly not the case.
In an article on the Vietnam War titled "War Wives"
it is not the war that is discussed but women, how
they have dealt with the absence of their husbands
or boyfriends. Similarily, the two non-fiction book
excerpts in the same issue, are centred on men. The
excerpt from "Instant French" is a humourous look at
ways of responding to the amorous Frenchman. The
excerpt from"Seductive Cookery™ 45 siais Sk s S Eaihille

states, gourmet cookery to get the man.

Celebrity profiles have always been an important
feature of women's magazine - from a salies point of
view. As almost everyone likes to see into the inner
sanctums of the lives of fhe rich and famous, these
profiles are guaranteed to attract sales and provide

240
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engaging entertainment. Their effect, however, is more
than mere entertainment. The celebrities are represent-
ative of wealth, success and glamour and therefore these
profiles act as a means of upholding middle-class values.
In the April, 1966 Cosmopoiitan ithe prefile swasion
Catherine Deneuve. She herself, was considered to be
the symbol of perfection in feminine beauty at the time.
The article, describing her successful career as a model
and movie star and her glamourous lifestyle, does, of
course, operate to satisfy the reader's curiosity about
the life of the famous. More importantly hewever, it
aets as a vehiecle to promete the walues of success,

wealth, status and in this case, feminine beauty.

The fashion spread "There is nothing like a Dress"

(Hrages 3 & 4) summarises and graphically illustrates

the main values and interests promulgated in Cosmopolitan
in 1966. The byline reads "He admits she's cute in
slacks, regal An.al coat Sehic invas sulat . o but iwhen
she's in a dress she's an absolute honey-of-a-girl -

his honey, his girl, all girl!" This emphatically

asserts "Cosmopolitan Woman's"ultimate objective-to get

a man by being totally feminine. In the accompanying
photographs the poses the female models adopt express
this notion of possession. Leaning against

or draped over the man, her arm linked through

his or around his shoulders, the woman possesses the man.
At the same time, the man's position supports the woman
physically and by extension economically and socially.
The men, all of them’famous movie or recording stars,
represent the most desired attributes in men - wealth,
fame and good looks. The means of acquiring the man,

his wealth and status is a dress, itself a symbol of
femininity.Not any dress, however, it must be a 'designer’

dress, signifier of prestige high fashion and expense.

20 - National College of At “»d Dasian
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g-’iﬁ& Significantly, the dresses featured come in two price
€7i—:9 ranges. The very expensive $120 - $145 range, completely
¢ = beyond the reach of the average Cosmopolitan reader,
“ g suggests the dresses are something to dream about. The
e I 3 still expensive $45 - $50 range, requiring a good deal
ﬂi 3 of saving, represents reality, a distinctly middle-class
= reality.
|
ei 3 There is, therefore, a great consistency in the image of
e=3 women that is promoted through these articles and
;!] = features. Indeed, the magazine itself refers to this
’I]w image as "Cosmo Girl" and celebrates her pursuit of
G’.i 3 feminine beauty, charismatic men, wealth and status.
-=
= E D Even a cursory look at the advertisments confirms the
: E view that there is little or no . .difference between the
:i 3 type of women constructed through the editorial
-- features discussed above and the women who emerges
;,!1 ) through the expensive advertisements that give the
] !] magazine its financial stability. Indeed advertising
%ii da and editorial work in tandem to promote this remarkably
- consistent image of "Cosmo Girl".
— ¥
; !ja The colour advertisements in this issue tend to fall
= ii‘ 3 into two categories. The most numerous type of ad 1is
= - a close-up photograph of a woman's face without any
& ! 2 background. The text of the ad links a woman's beauty
F E or glamour or femininity with the use of a product. It
& i; 3 often picks up on a current trend as in the following
& - el example of an ad for.Borne Blonde hair-colouring.
P~ E% 2 The main caption reads "Maybe the real you is a Blond".
N - The text begins with "Every smart woman keeps searching
& -“ 2 for her identity, the inner woman she really is, and
& E 4 the outward expression of it." By referring to one of
&E 2 the dominant themes of the 60's youth sub-culture, -
3 E 2 the search for personal identity, the ad links the
‘B

Q"’"! ? 23,
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Product with the image of a comtemporary, "With it"
woman. The immensely ironic contradiction in the
suggestion that a woman would find her real self by
falsifying her hair colour makes a parody of this
subculture's aims. By doing so it renders harmless
any of its radical aspects. (Though it could be
argued that the search for personal identity was not
in itself radical, the sub-culture as a whole was,
in So fdar as it opposed the statisigue). R ihbiscd

1s an early example of advertising's use and sub-
version of contemporary and potentially threatening
social forces, that was to continue through the 70's
and 80's.

The other type of colour advertisement in this issue
places the woman in a setting in which a man is present
or his presence is implied through the props and the
direction and nature of the woman's gaze. 1In an ad for

perfume, for example, the glamourous looking woman
reclines on a sofa in a fashionable and expensively
furnished room. The table in front of her holds two
filled martini glasses. She looks seductively out
towards the man whose presence is implied by the whole
composition of the photograph and indeed, the text.

The caption "want him to be more of a man;try being more

of a woman" reiterates the central message of Cosmopolitan

that a man (a manly man) is the desired goal, and that
the goal can be obtained by a woman making herself more

feminine.

The range of products advertised in Cosmopolitan also
confirms the emphasis onfemininity and physical attract-
iveness. Of the total 161/s pages of colour advertise-
ments. Those for beauty products occupy 102/s pages,

whilst the rest are made up of 2 for liquor, 11 for

24,
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personal hygiene products and 1 each for cigarettes

and travel.

The black and white ads show a similar concentration
on physical appearance. The vast majority are for
make up, perfume, beauty products, dieting aids and
mail-away fashions like 'naughty' lingerie. A two-
page section of ads listed as an editorial department
"Schools and Careers Directory" is made up of smalil
classified ads for courses in areas traditionélly
occupied by women such as secretarial and clerical
jobs. This section represents the only direct mention
of the subject of women's occupations. None of the
articles,features or other departments in this issue
address the topic of work, though there is no doubt
that Cosmopolitan’stargetted audience are working or

college girls.

3., The "Cosmo Ciprl! Tdeclogy.

What emerges then from the editorial text and images
interacting with the advertising is a remarkably
consistent view of what Cosmopolitan magazine calls
the "Cosmo Girl". What the magazine chooses to omit
i1s just as illuminating as that which it includes.
According to Cosmopolitan,it's readers are not
interested in national or world politics, in national
or world news, 1n economics or the worlds of science
and technology. In her unending pursuit of the perfect
man she has time only for her physical appearance and
its carallary , fashion and beauty. She is indeed a
consumer but she spends her money only on products

aimed at fulfilling her desire for glamour and beauty.

2
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p.1 { 3 Furthermore, the magazine denies its reader any real

Sense of groupsy ddentity. She isipresented hiere as an
front cover

\r7

ateomised individual pursuing her limited interests in

direct competition with other similarily inclined isolated
spine 2 i ! !

ik ! | : .
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p.152

women. The magazine also denies its reader any real

sense of pride in her womanhood. Her body is fragmented

t‘,‘

into a set of problems that are likely to impede rather

L3

than aid personal satisfaction and achievement. Her
p-2

emotions are likely to swamp her capacity for rational

(W

Cosmopolitan April, 1966 or intellectual thought. She achieves any feelirig she

(W

may have of fulfillment, self-satisfaction and status

(1

not in herself but through her man. Her concerns,

therefore, are narrowed down to pursuing and holding

(M

on to her man and Cosmopolitan as a composite set of

(n

messages offers her ways of achieving this.

m
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* 4-colour advertisement —
that require electronic scan

»

c-onsisting of oa!our'phomg'aph or full-colour iflustration
ning and separation into the 4 printing colours: yellow, magenta, cyan and black.

- The image of the "Cosmo Girl" as has been arsued, is
& a composite picture which emerges through the inter-
; action of editorial text, image and advertising. To
- understand how this interaction works it is necessary
- to examine the magazine's structure in more detail.
?I The graph opposite acts like an exploded diagram of
E*Mh the layout of one issue of Cosmopolitan in 1966,
foi illustrating the position of colour, and black and white
= advertisements and editorial matter. The vertical
& ;E divisions represent each double page. The horizontal
Qﬂﬂ centre line represents the spine, the divisions in
Er}n the upper half of the graph represent the right hand
jf! pages and the bottom half, the left hand pages. The
‘fE arrows represent the page-flow, that is, the path the
& E r'eader'.follows to complete any article.
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What is immediately apparent from the graph is the
concentration of advertisements at the front of the
magazine. Within the first 8 pages, 6 full-page black
anddwhite ads virtually bupy the 12 /3 pages of texts
the contents page and the editorial. In the following
29 pages, the short (1-page or less) Cosmopolitan
departments are interspersed with, indeed dominated by
predominantly colour full-page, occasionally double-
page advertisements. These advertisements are almost
entirely for beauty products such as make-up, lipstick,
hair-colouring and shampoo. Ideologically, these
advertisements act as extended visual arguements for
the importance of beauty and femininity stressed in the
surrounding editorial text. 1In a physical sense, ‘they
display an array of products that provide the means

by which women can achieve this desired state. It is
impossible for the reader to ignore the advertisements
in this section. Every page-opening has at least one
page of advertising and often the reader is forced to
flip through a number of pages to find the editorial
text. In most cases, when an ad is opposite editorial
text, the ad is found on the right hand page. Studies
have shown that the reader's eye naturally falls on the
right hand page (in western culture, with left to right
reading habits). This would suggest that the magazine
gives priority page placement to advertising. This
suggestion was confirmed in conversation with Eileen
Schultz, the art director of the Hearst Publishing Co.
Ltd. in which she said that the page placement of

advertising <s dictated by the advertisers, that neither

the art direetor nor the editor have a say in their
positioning.3 When advertisers buy a particular page,
they are not aware of the actual copy as it usually
hasn't been written. They are, however, aware of the

structure and therefore are able to place their ads in
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close proximity to the "Beauty Bar" or the "Dieter's
Notebook" for instance and generally within an editorial
section that acts as a conducive environment for their
products.

Furthermore, it isn't just the content matter which
provides this conducive environment, the form and
structure of the text alsc contributes. Short choppy
articles, question and answers, and compilations of
brief items provide natural pauses in which the reader's
attention can be diverted. The visual impact, then, of
a full page colour photograph, placed where the eye
tends to fall first and next to text of this nature
cannot fail to attract the reader's attention. The

front section therefore is the optimum environment for
advertising.

The ads become less frequent as the articles become
lengthier and more absorbing in content. This middle
section 1s sparsely interjected with one page ads falling
between articles, again the points where a reader 1is
likely to pause. The novel which begins in this section
is the link to the back of the magazine where there is
another concentration of ads, in this case small inex-
pensive black and white ads. After reading 20 or so
pages of the novel the reader is directed to the back

and forced to weave through these advertisements in
order to complete it.

It is worth pointing'out that the distinction between
editorial copy and advertising is not always obvious
One example of this is "The Cosmopolitan Shopper". The
prestige of the magazine's name is brought to bear on

a selected number of products which are recommended to

the reader in a series of short items. These editorial

28.
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snippets are surrounded by small advertisements of
similar length and design. The effect of this double-
page spread is to blur the distinction between
Cosmopolitan's editorial voice and the intrusive voice

of the advertisers.

The magazine's physical characteristics therefore, have
been designed to maximise the effectiveness of both
editorial and advertising copy, to inter-relate them
in a coherent way and to achieve the composite image
described earlier. There is no contradiction between

one and the other.
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CHAPTER THREE

Cosmopolitan in the Age of the Women's Movement.
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1. The Rise of Women's Poliiticst

The publication of Betty Frieden's book The Feminine
Mystique in 1963 and her subsequent establishing in
1966 of the National Organisation of Women (NOW), a
women's association that lobbied for legislative
reform in the U.S. is ofen cited as the catalyst and
impetus behind the rise of the Women's Liberation
Movement. The first whisperings of a women's
movement in England were heard in 1967 and by 1968

it was a named and organised movement. In 1970 the
first British national conference took place and a
new National Co-ordinating Committee was established.
A set of priorities was established, a series of
demands formulated and a number of demonstrations were

prganised.

By the early 1870's, the movement was international in
scale, embracing nearly all advanced industrial countries,
Campaigns focused on all aspects of women's oppression
including economic and legal questions, matters relating
to sexuality and woman's role in reproduction. Some
reforms followed. In Britian, equal pay legislation was
passed in 1970 and came into effect in 1975. The broader

demands were less easily dealt with.

Particular women's groups, for example, attacked the
ideological exploitation of women by the media, which
presented them as sex objects and campaigned against
entertainment enterpfises like the Playboy Club and

the Miss World Beauty contests which were seen to be

based on sexual exploitation.

S0
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Two concepts central to the organisation of the "omen's
Liberation Movement were the notion of collectivity

and the assertion that the personal is political.
Women's groups were organised as collectives in which
there were no leaders and responsibility was shared.
Collectivity countermands both the hierarchical nature
of the oppressive society and the isolation ( or
subserviance) that women experience within the home and
within persenal relationships it alsefrcfiises
competitiveness between women, a result of having been
socialised to compete with other women for men and for

status.

The "personal is political" concept formed the basis

" of the consciousness-raising sessions held by women's
groups. Through these sessions women developed an
awareness that %he individual dilemmas in their private
lives was a social predicament and hence a political

problem.

The theoretical basis of feminism lies in the concepts
of male chauvinism, sexism and patriarchy. Male
chauvinism refers to a man taking up a position, either
consciously or instinctively, of domination over and
against women. Sexism has a clear analogy with racism
and indicates the inferiorisation either attitudinal
or actual, of one sex by another. Patriarchy is not
used in the specific sense as the ruleof the father
but more generally, as the rule of men. Kate Millet,
in her '"notes towards a theory of patriarchy" from
Sexual Politiecs (1970), establishes that "within
patria.chy the omnipresent system of male domination

and female subjugation is achieved through socialising
perpetuated through ideological means and maintained

by institutional methods'. She identifies the family

as the chief institution through which patriarchy is maintained,

Sl o
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as foundations for male domination rely on "inherited'

culture and the training of the young. The patriarchial

power system is so well entrenched that it is seen as

'natural and therefore, unalterable It is worth

out that the media in general, including
ified

pointing
women's magazines like Cosmopolitan, were ident

as important cultural channels for this process of

socialisation.

The women's movement constituted an important and
significant social force which influenced many aspects

of the social, political and cultural life g Ehe

western world.

How then did Cosmopolitan, identified as part @ f Nthe

problem come to terms with this newW socialriorces

7. Cocsmopelitanisl 1196000

By 1969 Cosmopolitan shows very little awareness of
the women's movement. Granted, in the September 1969
issue there are three articles related to women and
work. Examination of these, however, reveals that the

image of the “Career Girl" is not that far removed from

the image of the 'glamour girl' in 1966.

In the most serious of these articles "Teaching 1is
Terrific", some valid reasons for going into teaching

and equally valid issues about teaching are discussed.
For instance, it discusses teachers' demands for better
woking conditions and claims that there had been
improvements. It also claims that teachers were
commanding greater pay. However, the article ends

with the exclamation "and more men are becoming teachers!"
as the final and perhaps most attractive reason for

women to take up teaching. Whether this final note was

QI
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meant to suggest that the influx of men had raised
the status and prestige of the teaching profession
or, and more likely, that chances for meeting and
dating men would be increased, it doesn't represent a
very progressive attitude towards women and tends to

trivialise the entire article.

Another article "the Organisation S.0LBSSisEasnen=
critical look at "bastard bosses'" and the women who
enjoy working for them. Being treated like dirt, these
women claim, makes them work harder. The article
promotes the stereotypical image of the man as a tough

dominant boss and the woman as the servile subordinate.

In the final career article, a beauty feature, "4 Top
Models" describe their lives. The emphasis of the
article and the common thread in all four models'
descriptions is that a modelling career is an ex-
hausting, but very enjoyable, satisfying and extremely
lucrative profession. This feature then promotes the
values of hardwork, beauty, glamour and fame, operating
in the same way as the celebrity profiles discussed

earlier.

In these three articles Cosmopolitan has acknowledged
the desire of may women, especially withinthe magazine's
targetted audience, for a career and more independance.
However, this seemingly progressive aspect of the
magazine is undermined by the fact that the articles
promote stereotypical images of women and the careers
are those that have always been traditionally held by

women .

3181
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Furthermore much of the magazine's content seems to
represent an actual backlash against progressive ideas
emanating from women's movement . A number of farticlics
present certain women in a. negative light and sympathise
with the male point of view. For instanees EheSnons
fiction book excerpt "The Prosecutor V.S. Alice
Crimmins" follows the trial of Alice Crimmins,

a woman accused, and eventually found guilty, of
murdering her two children. The prosecutor's case
lacked hard evidence against her and relied heavily

on her promiscuous sexual activity. (There is still
debate as to whether she was actually guilty). This
article takes the prosecutor's side wholeheartedly.

It projects the woman as a selfish and demented mother
wishing to free herself of her children and revels

in her being found guilty. It allows her no sympathy
nor does it raise any objections to her sexual history

being used as evidence.

Similarly, though on a lighter level, the article

"the Girl Don Juan' criticises women who choose to have
multiple lovers. Women of the "love them and leave
them" ilk are accused of setting out intentionally to
mistreat men. These women, the article explains,

"abuse men" by hurting their feelings and making them
feel insecure and inadequate. Funny that male Don
Juan's do not elicit such condemnation in the pages

of Cosmpopolitan. At best, women might be warned
against falling for them, if they want lasting relation-
ships. More often, eépecially in the fiction, Don Juans
are the sought after and desired heroes. That men

have multiple lovers is seen as evidence of their sexual
prowess and renders them even more atrractive to women.

This is the classic case of double standards and here

34.
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Cosmopolitan is just reinforcing them.

Elsewhere in this issue, a more forceful and outright
attack is waged against the women's movement, and bv
implication,against women gaining self confidence and
independence. A 4-page colour photo-feature on karate
appears at first glance to be a demonstration on self-
defence techniques for women. The photos show an
attractive model wearing a very short,pink satin kimono,
executing various karate techniques on the male model -
the comedian Dudley Moore. The captions accompanying
each photo, however, provide no information or instruction.
Instead, they ridicule the strikes and holds performed by
the woman. For example, two captions read "Is that girl
going into a flap ?"and "Ooh that leg again, it's rather
wonderful, but so long". Written as Dudley Moore's
comments, they sympathise with his 'unfortunate'
predicaments and cast him as the victim. The article's
conclusion is most illuminating and deserves quoting
dnefiudl Jas

"Claudia's won the battle but lost poor Dudley (under
your thumb is fine but under your toe?). Cosmo's
recommendation: Get a German Shepherd and a chain lock

but leave Karate to the boys"

This expensively produced article (colour photo's,
Dudley Moore's fees) demonstrates concerted effort on
the part of Cosmopolitan to undermine and ridicule
the feminist strategy of taking up self defence. By
implication, it alsdlundermines thel iselif fconfiidences
independence and sense of power that this strategy

encourages 1in women.

Editorial articles and advertising in this issue

continue to construct a woman's body as a set of problems

815%
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and thereby instill feelings of inadequacy in women
on which both the magazine and advertising can
eapiltaliase i ¢ e magazine sets up the problem and
solves it as in "Help for the Flat-Chested Woman' .
Advertising feeds off the problems created editorially
and generates its own obstacles in the path of beauty
1ike wrinkles, unwanted hair, wrong coloured hair and
weight problems. Advertising has a long history of
inventing problems by taking natural physical
conditions and conceptualising them as disgraceful,
offensive and generally, anti-social as in the @HFIE

cited examples of bad breath and dandruff.

In the late 1960's a new product (and problem) was
manufactured for the new generation of "sexually
liberated" women. The product was feminine hygiengce
deodorant spray. An advertisement for one brand of the
product appeared in the September 1969 issue. The
caption in this ad reads "You don't sleep with Teddy
Bears anymore" with the sub caption "Your Teddy Bear
loved you no matter what..." The text goes on to discreetlv
describe in a paternalistic tone what the product

was and why it was necessary. The effect of Ehas

ad, clearly directed at young women (having just
graduated from Teddy Bears) 1is potentially more harm-
ful them most. It hones in on a particularly sensitive
subject and plays upon a person's greatest fears those
of sexual rejection. Young women, in particular,
lacking experience and confidence in sexual relations,
are especially vulnérable to messages that inform them
that the most intimate part of their body could be
offensive to men. It is the ad that is offensive.

If effectively makes women ashamed of their bodies.

It is worth mentioning that in the early 1970's the
Women in Media group launched a campaign against the
advertising of feminine hygiene sprays on the grounds
that the advertising and the product was offensive

and potentially.damaging, both psychologically and
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physically. They did succeed in getting it banned,
however, it was the medical evidence of the product’s

harmful physical effects that won them the battle.

As in the 1966 Cosmopolitan most of the ads in this
issue concentrate on physical appearance. The images
and text, however, place a greater and more daipeci
emphasis on sex and the body than their earlier emphasis
on love and romance. Many more ads are composed of
images of naked women (or parts of them) and foster
the notion of "the body beautiful'. Fupthermore, some
of these ads situate a woman in private moments, like
dressing or in the bath, in which the woman's gestures
are self-caressing, stroking her legs or her face.

In doing so, these ads construct the image of women as
narcissistic. The advertising in this issue therefore
sets up two contradictory messages. On the one hand,
a weman's body is seen as a set of problems

which instills shame and self-criticism and on

the other a woman is encouraged to love her body.
This contradiction is resolved, however, in the very
nature and emphasis of the magazine itself. By taking
the advice offered in the pages of Cosmopolitan and
using the products advertised, a woman supposedly, will
overcome her beauty problems and thus be able to take

pleasure in her body.

Furthermore, some of the advertising can be seen to
directly undermine current progressive trends, a
strategy discussed earlier in the Born Blonde example
from the 1966 issue. In 1969, advertising begins to
apply this to concepts arising from women's politiecs.
One example is an advertisment for Formfit Rogers S1lips
and Girdles. The full-page photograph is composed of

a woman's figure in isolation against a dark background.

S



5. double page of 8-page fashion feature: Cosmopolitan September 1969 {colour)
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The caption below her reads "Be Some Body!l i Bl e miin
twists the feminist assertion that a woman must be
considered as a person in her own right, to mean
precisely that which it directly oppose€s, that a woman
is seen merely as a sexual object. By ridiculing

and trivialising this assertion, the ad effectively
subverts the potential threat the assertion and, indeed,
feminism in general, pose to the buying of slips and

girdles , in particular and to consumerism in general.

The image of women constructed, editorially and by
advertising, in Cosmopolitan in 1969 is best summed up

in the fashion feature "Baby's Little Helpers" (Fig.o)

In the photographs, the models' poses are sexy and
provocative and their expressions sultry and BV
ional. The clothes they wear reveal and display the

body. Indeed the whole raison d'etre of the article

is to feature the undergarments that aid in the process

of displaying the body. The text reinforces the message

of the image with phrases like "dips provocatively"

"sexy shaping" and "show off underpinnings extol the body".
The text also reinforces aspirations of wealth with mention
of "caviar and champagne'" and by featuring clothes

with a £765. price tag. At the sametime it doesn't alienate
the reader, by including clothes at the affordable price

of $26. As in the editorial departments "Whats New "
and "The Shopper's Guide", that list prices, brands

and retail outlets, this fashion feature is basically
free advertising under the guise of editorial recommend-
ait lon llofwhat extént Cosmopolitan is influenced or
coerced by its advertisers is a matter of specualation.
Is it purely coincidental that Formfit Rogers under-
garments are featured in the same issue that carries a
full-page Formfit Rogers ad? It 1S, af lleasik ua
situation in which Cosmopolitan favours its regular

advertisers.

REFERENCE
38. ONLY
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In 1969, then, the composite image of women constructed

in the advertising and editorial matter of Cosmopolitan

has not changed remarkably from the image in 1966.

Like the woman in the fashion feature the 1969 "Cosmopolitan
Woman" displays herself more openly and overtly than she
did in 1966 but her intentions remain the same. She may
work but her interests don't lie in a lifelong career
rather they are still centred on the pursuit of men.

She rejects feminism, seeing it as a threat to her femininity
which must be preserved at all costs. And costly it is!

In this more permissive year she '"plays the field" more
than she did before but in some senses this makes greater
demands on her. She no longer has to worry about just one
man's opinion but the opinion of men in general. This makes
her even more dependant on the dictates of femininity and is

likely to require more effort, time and money.

In 1970, Cosmopolitan shows little sign of change despite
the fact that it was the year in which the Women's
Liberation Movement organised into a cohesive and stronger
force and gained nationwide attention. Two short articles
in the June 1970 issue feature woman in more high powered
jobs than those featured in the late 60's. One article
features a fashion designer, an assistant to an industrial
designer and a photographer representative. The other
article concerns an x-ray technician, a social case-worker
and a travel representative. Though these do represent

a move out of the female ghetto of secretarial Jobs they
remain within the sphere (fashion, social work, travel
agent) or the positions (assistants and technicians) that

would generally be regarded as a woman's domain.
Most of the contents continue to promote physical

attractiveness with articles such as "I go to Weight-

Watchers", "Get Slim Quick" in addition to the identical

39
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array of beauty/body/emotion-centred Cosmopolitan
departments. The beauty feature provides an interesting
example of the way in which Cosmopolitanintegrates the
two potentially ‘oppesitienal subjects of 'cdrecervand

beauty.

Figures 6 & 7 are the first and last pages of the feature.
ihe U4 pages omitted consist) SoriiibsiFatcdsbesit
improvement instructions. The feature leads with the
caption "So you're too busy to have your hair done?
(watch ocut...you may have plenty of freetime soon!)"

The text elaborates, explaining that it is necessaryStor
most career girls to look "pulled together" because,
amongst other things they are being paid to promote the
company image. It implies that looking good is worth
more than concilentious work when it comes to keeping a
job. '"Nobody ever told them (industrious girls) an hour

at the hairdresser might be worth four at the desk™.

The two 1images accompanying the text work in the trad-
itional 'before and after' format. As with all photo-
features, the visual impact is more powerful than the
text. The 'before' photograph shows a woman looking
bedraggled, nevertheless she is shown working. The
'after' photograph showing the same woman now surrounded
by men and not engaged in any activity indicates that
the main thrust of the message is not so much concerned
with the performance of the keeping of the job but with
the attraction of men.

This 1970 issue, therefore, does not engage in any real
sense with the issues being raised in the same year by
the woman's movement. At most it just skims the surface
of the issues of equal employment opportunities and equal

pay in the short articles that encourage women to seek

40
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more interesting and better paying jobs. However,

even this improvement is turned back on itself by the
more dominant beauty feature. Its full-page colour
photograph places women firmly back into the secretarial
position and centres her interests on gaining male

approval rather than on work.

Indeed, elsewhere in the magazine there is an article
which goes even further than this, by overtly attacking
the feminist position, as did the 'Karate' article 1in
1969. This article is entitled "Don't Be Afraid of Men
Who Whistle and Ogle You - Enjoy!" and is self-explanatory.
The feminist arguement is twofold. Firstly, it argues
that while such actions are not, in themselves, harmful,
they are, nonetheless, annoying and insulting. They
reduce women to the level of public property for all men,
in which their appearance 1s made subject to constant

assessment. Secondly, and more importantly, these actions

are seen as outward manifestations of the deeper assumptions

concerning a woman's role in relation to men. Theyreinforee

the traditional motion that a woman in first and foremost a
sexual object for male gratification. It is this ideoclogy
of woman-as-sex-object which feministsargue is the central
block to woman's demands for equal apportunity, equal pay

and equal status with men.

In other words, the logic of this article is in striking
contradiction to the concerns expressed earlier in the
two short articles. This 1970 issue is an early example
of how Cosmopolitan beginé to take on board the more progressive

ideas emanating from the growing woman's movement whilst at the
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same time, maintaining 1its traditional ideology. But
Cosmopolitan goes even further. The progressive ideas
apre introduced into the traditional world of "Cosmo Girpl!
precisely to undermine them and remove themas asithiresiEn
This is a process which was~to continue throughout the

70"'s and into the 80's.

3. Cosmopolitan the British Edition 1972.

There was one very significant development in the
publishing of Cosmopolitan in the early 1970's which

deserves some attention.

Until 1972, there was only one edition of the magazine
published centrally in the U.S. and it is this American
edition which has been discussed so far. In March 1972,
however, the first British edition was published by the
National Magazine Co. Ltd., a subsidiary of the Hearst
Corporation of America. This was the first national
edition launched and marked the beginnings of a process
that would eventually lead to the 19 different editions

on the market throughout the world today.

Initially, the graphic standards of the British edition
were lower than its American counterpart. It was
printed on cheaper paper, the graphics, particularly

the use of type in titles and captions looked amaturish

and there was less use of colour in the editorial features.

This reflected the fact that initially the British edition
did not generate theé revenue required to maintain the more

expensive design standards of its American counterpart.
Nevertheless, the content was the same. The contents

page reveals an identical structure, with the same array

of articles, features, fiction, beauty and fashion.
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The same 13 departments appear, though some have new
titles that adopt British idioms. For example "Cosmo
Goes to the Movies'" of the American edition becomes

"Cosmo Sees the Films" in the British.

A cursory look at the titles of the articles and
features in the August 1972 (British) issue would
suggest that the subject matter adheres to the same
formula and therefore constructs a similar image of
women. Some of the titles are as follows: "Two Weeks
in a Boat with 13 Husky Men'", "The Power of Touch'",
"All you should know about Breasts", "Two Jackals

waiting to be Snared'", "The Slimming Problem' and

"Water-Baby Workout'". The interests here remain focussed

on a woman's appearance, her body, and the pursuit of men.

It is interesting to note, however, that the reader's

opinion column voices a liberal feminist stance, in both

the 1972 British and American issues. The American

L

'Speakeasy' column titled "What's A Nice Girl Like You
Doing In Women's Liberation"? (Jan.1972) is a positive
though surface, assessment of the woman's movement.
The British 'Talkabout' column titled "The Woman In My
Life" (Aug.1972) describes a woman's flirtation with

lesbianism in her youth. Though she opts for hetero-
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sexuality in the end, thus ultimately rejecting
lesbianism, she does claim that the emotional and
sexual pleasure derived from those affairs had never
beentsuspassed. " Boithef SitheseManticiicsiindleiEciEhhe
Cosmopolitan 1is anxious to create the impression that
its readers are progressively minded and liberal and

by extension that the magazine itself is progressive.

There is, however, a striking contradiction in all this

since the vast majority of the magazine's contents
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promotes a view of women diametrically opposed to the

feminist perspective.

However, it must be acknowledged that even at its

most traditional Cosmopolitan was always interested in
encouraging 1its readers to improve themselves. The
problem is that this positive encouragement operated
within an extremely limited view of women's potential.
Its message was "Improve Yourself" seemingly implying
that the problem lay with women themselves and thus
denying the existance of very real social and ideological

barriers which impeded women's social progress.

In the 1960's this type of positive encouragement was
applied to improving a woman's looks, her body and
overcoming traumatic life experiences such as failed

love relationships. In the 1970's il exitends Sintolthe
area of work. An example of this positive encouragement
in the August 1972 (British) issue is the article

"Women in Top Jobs tell you how to get there". The
articles poses the question "Since women are as brainy
and talented as men, why aren't they in the top jobs."
The answers put the blame on women, "They don't exploit
their brain power", "They're too passive'". The readers
are advised that the way to get to the top is to "accept
that you must start as a secretary and work up" and

that a woman '"must work extra hours...make herself
indispensable" in an effort to "improve our tarnished
image". Thus women are told to accept that opportunities
are unequal (largely due to women's bad work habits) and
through hard and unpaid extra work rise above themn.

This denies the existance of the discriminatory practices
and attitudes that operate in business organisations.
Statistics prove that very few women are promoted from
secretarial positions to beyond the level of lower manage-

ment.

Wy,
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Furthermore all the women featured in the top jobs
and who were handing out these gems of advice came
from priveleged environments. For example, the
"successful economist" came from a family in which
the father himself was a "famous economist" and the
mother a lecturer in statistics. Coming Erom-a
middle-class, highly educated environment with the
bonus of having a financially independant mother
lecturing in a male dominated discipline, for a
role model, it is not surprising that this woman
made 1t "to the top". The articles igneresHithe
fact that the class and education of these women
put them in a position of advantage over the vast
majority of women in general and a large part of
the readership of Cosmopolitan in particular. By
doing so it glosses over class differences and

thus renders them non-existant. The whole "Improve
Yourself" thrust of the magazine reinforces the
individualistiec notion "you can malke it if yous try
hard enough" that is central to the middle-class

ethos which underpins society in general.

Ironically, Cosmopolitan does not seem to practice
what it preaches. While it is constantly featuring
these "women in top jobs" the magazine refuses to
use women doctors and psychologists in its expert
advice columns. By doing so it continues to promote
the notion of the male voice of authority, thereby
undermining any progressive intentions of these

articles and of the magazine itself.

The British edition, as noted above, begins to
address its audience in a particularly British way,
and this was, of course, one of the main reasons

for establishing a national version of the original
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Two striking examples of this process of 'ethnocentrism'
HOURS sewing and

you have this stunning
dress that fits more
like a swimsuit.
Simplicity pattern
5037 gives you a great
exit line, right, in a pink
Rose & Hubble fabric,
and a good opening

®
e U

ape found in the August 1972 1ssue S iihestashion

feature titled "Sew and Go" and the "Cosmo Offer" a new

&

item not found in the American edition, address them-

: selves to an obviously less affluent reader than
Ashley’s printed cotton.
His shirt {you can use
the same pattern for
yourself angr_.her‘tﬁfé

would normally be assumed by the magazine's American

ha 4 @

counterpart. The emphasis here is on economy rather
than luxury. In fact the "Sew and Go" feature (Fig.

8) bears striking resemblance to the lower market

L @

appeal of traditional British women's magazines like

Woman and Woman's Own. In "Sew and Go" the emphasis

v Y

is on the comparatively less expensive means of making

T £ 2 D 2 ®©® & X

Y

oneself fashionable - the good old British tradition

@

of "Sewing Your Own'. The articles of course, gives

this traditional activity, a typically upbeat

D

Cosmopolitan sense of glamour. The "Cosmo Offer" is
again more typically British than anything found in
the American magazine. Here the readers are invited
to mail Cosmopolitan for the item of dress featured.
The emphasis is again on economy and more significantly,

versatility, implying as this does,that the reader

P P D D D

will get extra value from an item that can be worn in

a variety of situations. Again this type of offer is

P

a traditional feature of more down market British

women's magazines.

Two features, then, have been noted in this early
edition of the British magazine. Firstly, it continues
the process already discussed in relation to the

American Cosmopolitan, of taking on board some of the

46 .
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pelitical issues being raised at the time by the
women's movement, but inflecting these to suit

the Cosmopolitan ideology. Secondly, this ideology
is itself rendered more identifiable to the British
audience by being inflécted to take account of the
different economic and social situation of British

women.

The August 1972 issue was, of course, an early
example of the first attempt to give the "Cosmo

Girl" ideology specifically national characteristics.
By 1976, the process was completed and the obvious
success of the venture can be noted in both 1Its moxe
confident less tentative style and by the fact that
its graphic design and use of colour was up to the

standard of the American edition.

4. Cosmopolitan 1976.

What is immediately apparent from the comparison of
the two graphs opposite is the extent to which

advertising has encroached upon editorial owver the
intervening 10 years. This demonstrates a number

of significant changes.

Firstly, the reading pattern has been dramatically
altered. In the 1966 issue there is a highly
concentrated section of the bulk of the editorial
matter. The articles, features and fiction ,with the
exception of the novel, are presented in their
entirety, one after the other. This 91 page section
(from pg. 48 to 139) has only 61/3 pages of advertising

and these occur between articles.

b7.
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In the 1976 issue however, this editorial section has

been reduced to 33 pages in which the only feature
that appears in its entirety is the fashion spread.
The rest of the articles are each allotted a double-
page opening and then the reader is directed towards
the back of the magazine where the article is completed.
This requires the reader to negotiate pages of
advertising to find the spot where the article she
has been reading is continued. (This well known
device has been beautifully parodied in the satirical

magazine Private Eye in its famous instruction to

readers "continued on Page 94"!). When the reader

eventually finds the continuing article she is, need-

less to say, confronted with yet another advertisement.

The graph also demonstrates a considerable increase
in the total amount of advertising, as'well as a

significant increase in the number of full-page colour

advertisements. In 1966, 26% of the contents were
devoted to adventising. In 19765 ntanasazdncliw th
4 fewer pages, the amount of advertising has jumped
dramatically to an astonishing 45% of the total
contents. In terms of the proportion of colour
advertising to total advertising, the jump is from
395" dn® 19661 e 56 2t 1976

can be drawn from this.

A number of conclusions
In economic terms it seems
reasonable to assume that the advertising base of the
magazine has broadened considerably, perhaps pefilfecEing
the increasing importance of advertising to the print
media in general. (It must be pointed out that a 45%
advertising content does not represent a 45% advertising-

generated revenue. The revenue from such a figure is,
of course, much higher).
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In terms of conception of the average Cosmopolitan
reader it would also seem reasonable to assume that
in 1966 the magazine considered that its average
reader was more inclined to read, and in a more
concentrated ménner thanswas her 1976 counterpart.
Furthermore, if it is argued, that to some extend
all magazines construct their audiences, it can be
seen from these statistics that Cosmopolitan has
constructed a more affluent and even more consumer-
oriented reader. The range of products advertised
would seem to verify this. In 1966 the expensive
colour advertisements fell into 5 categories - beauty
products, liquor, personal hygiene products, GHlgane=
ettes and travel . Sln G876 8 the selailise e a e
prominantly and in a similar ratio, however, there
is a significant increase in advertising of luxury
products like cars, hi-fis and even family size

freezers.

All this is espeeially surprising in view of ithe

fact that in the previous 10 years, but more so in
the previous 5, there had been considerable debate
about the role of women in society, that implied a

criticism of precisely this kind of image.

These are conclusions, of course, which are drawn
from the abstract information provided in the graphs.
They suggest that despite greater affluence a woman's
interests have not broadened in the intervening 10

years. Does an analysis of the contents bear this out?
On the credit side, it must be admitted that the

contents reveal a number of items of a kind not found

in the 1972 issue and which are positive, even

49.
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politically progressive, in their own terms. Four
short items from the July 1976 issue are of parit-
icular interest here. An article titled "Reporting on
the Pill NOW'" assesses the arguements for and against
the use of oral contraceptives. ‘Fhelapticlelisinors
however, moralistic in tone. It clearly concerns
itself with the possible medical problems which can
result from long term usage of the Pill and discusses
the latest medical research on the topic. It is a
positive contribution to the continuing debate over
women's health and medical issues and is admirably

serious 1in tone.

On the lighter side, the article '"Could you make a
pass at a Man?" does, at least, acknowledge women's
sexuality in a more positive way and implies that
in their relationships with men, women need not be
so passive and should, in faet, take more contrels
Again, "Farewell to Machismo'" anticipates and
celebrates the passing away of at least one form
of male dominance and superiority (even if this

might be a bit optimistic of Cosmopolitan!)

A fourth short item continues the tradition, already
noted, whereby Cosmopolitan encourages women to be
more positive in themselves and indicates ways in
which the reader can gain "total confidence". To
these four items could be added a feature on women in
top jobs which is an updated version of the 1972

article discussed earlier.
All these items reflect the greater influence the

women's movement has had by this time. Thevare, how-

ever, undermined in thres crucial ways, again a process
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Most obviously, the "top. jobs" feature and the

encouragement to greater confidence, continue to
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be undermined by the male voice of authority, found

® ®

Toshlne mthenewsleek g s Mnmsuuts—uwheth :sa‘nnystrmg Oratautstrappyone‘ plece elsewhere in the magazine. The expert advice in the
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medical and psychological columns, areas so crucial
to women's general well-being, and jobs presumably

which women should be encouraged to move into, are
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: «s"\ of mognlighting. Shpmtomme or rthat mndmght dup nd see how'you shine . S
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still being written by men. Secondly, the positive

m m® ® ®

articles in the magazines areundermined by the other

editorial items which surround them. These continue
to reinforce traditional attitudes and such is their
number that they reduce any progressive ideas to the

"tokenism"

level of
Fimally, and most importantly, any progressively
critical ideas expressed in the magazine are removed
from the context which raised them in the first place
the context of women's politics, where, as has been
argued earlier, they are seen as surface manifest-

ations of deep structural problems facing women in

society. In the context of Cosmopolitan, swamped as
they are by advertising, they appear as merely super-

ficial irritants in an otherwise ideal, optimistic

L L L LWL LB DL DL LR L LA

up-beat world. Indeed, compared to the world of 1966,

this advertising world view is even more pervasive,

D

more colourful and more seductive.

O O

There 1s also a remarkable consistency in the ideal

images offered by 1976. In the March issue, the

»

fashion and fitness feature "Are you in shape to Shine?"

a3

FASHION BY LIZ SMITH
PHOTOGRAPHS BY

STEVE HIETT (Figure 9) is dominated by a full colour, double-page
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photograph showing the expected results of the advice
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9. first double page of 8-page fashion feature: Cosmopolitan March 1976 (colour)
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offered. The woman, clad in bathing suilt and looking
"sleek and honed down'" is surrounded immediately by
three "ideal" men while a queue of others are lining

up for the pleasure. In overall impact anaansitEs
implications , the photogfaph is remarkably similar

to the 1970 "before and after" beauty feature discussed
earlier. This is fairly representative example of

the way in which Cosmopolitan in general and the
advertising in particular continues to promote the
notion that a woman's interests are and should be

mainly her looks and the pursuit of men.
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CHAPTER FOUR.

Contemporary Cosmopolitan
Something 0l1d Something New.. .
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The July,1981 cover of Cosmopolitan features Paula
Yates (described as the "Princess of Punk") in typical
head and shoulders medium close-up. She is wearing

a revealing pale-blue dress tied over one shoulder only.
Despite the description, her appearance 1s more soft
feminine,than hard punk. She is wearing pink lipstick,
her eyes are made up to suggest softness andiithelonlViRecops
nisably "punk'" aspect of her appearance is her starkly
white hair. Even this, however, is controlled by being
more traditionally styled than the spiky-topped punk
loock would be.

There could be no more appropriate cover imdge for
Cosmopolitan as it stocd in ithe earily 19808 SNEhamEtlEts
marriage of two cultures. On the one hand, Paula Yates
is associated with the youth sub-culture of punk, in
its time aggressively anti-establishment, angry and
challenging. On the other hand, she is softened into

a princess-like image of traditional feminine beauty,
glamour and sex-appeal. The threat of punk is rendered

harmless by being rendered familiar.

Paula Yates appears on the cover because the magazine
contains two consecutive articles which feature her in
dififerent ‘capaecditilesi NnEthelfiirsiElsheminitenvitews
romantic novelist, Barbara Cartland, and in the second
she writes about body-building for women. This latter
article trades slightly on the aggressive connotations
of punk but in fact, follows very clearly Cosmopolitan's
tradition of urging women to improve themselves - in

this case, slimming and fitness through weight-lifting.
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Much more important for understanding Cosmopolitan's
ideology, however, is the interview with Barbara
Caritland. The drtielel is titled Barbara Carit land:
In the Royal Pink!" but it is the by-linewnieh is

most illuminating. It 1is worth quoting in fulil=

"A feminist's nightmare, romantic novelist
Barbara Cartland comes out with statements like
'men have superior strength, and in most cases,

1

superior intelligence...' Yet Paula Yates Gichan

ardent fan'".

As this by-line suggests, the ensuing interview is
both friendly and supportive. The "Princess of Punk"
and the "Queen of Romance'" agree to agree, the new

and the old find common ground.

This article, and the way in which the magazine
projects Paula Yates, neatly incapsulates Cosmopolitan's
whole ide<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>