AS Media Studies - Component 2
Vogue 
Link to Vogue magazine on Moodle: https://moodle.worthing.ac.uk/pluginfile.php/14109/mod_folder/content/0/Vogue%20magazine.pdf?forcedownload=1 
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Publisher – Conde Nast
Set Text Publication – July 1965

Cost – three shillings

General Information

Published in Britain since 1916 (USA since 1905)
Published - Monthly
Distribution – global (23 international editions)
Current circulation – 192,112 (64% more than closest competitor, Harpers Bazaar) 
Current readership – 925,000
(Circulation is a count of how many copies of a particular publication are distributed. Readership is an estimate of how many readers a publication has.)

SET EDITION OF VOGUE IN CONTEXT

Articles on fashion, travel and picnics would reflect the summer season
Cost in 1965 – 3 shillings (36 pence). Equivalent cost back in 1965 if using today’s prices would be £6.33. This would put the magazine out of the financial reach of most women in 1965, adding to its sense of aspiration and luxury.

GENRE - primarily a fashion magazine with additional articles on art, finance, culture, travel and the home. It does also come under the broader genre banner of the woman’s magazine
Printed monthly – this adds to its desirability. Most women’s magazines were cheaper and published weekly.

Referred to as a ‘glossy’ due to the high quality paper used, and somewhat to the ‘glossy’ lifestyle it presents

High production values – with reference to the use of famous journalists and photographers, including iconic fashion photographers Helmut Newton, David Bailey and Pat Booth. This would be reflected in the cost of the magazine

SOCIAL, CULTURAL AND HISTORICAL CONTEXTS

The readers of Vogue – aspirational, potentially with some degree of financial independence (and quite wealthy through husband or partner), and culturally aware – would fit into each of these contexts
Linked to the rise of consumerism in the 1950s and 1960s. More disposable income available to spend on items such as luxury magazines. 

Linked to the 1960s being a time of sexual revolution. A new era of women’s liberation. Women gaining more financial independence. Women having more say in how society is run. The introduction of the contraceptive pill could also be seen as making women more independent and have freedom of choice.

Linked to the 1960s being a time of Cultural Revolution. The so-called ‘swinging sixties’ saw the emergence of new trends in music, fashion and films. Britain was very much at the heart of this Cultural Revolution.
Independent Consumption of Magazines

The following task is designed to see how your own consumption of magazines (print or digital) might compare with the current state of the UK magazine market. Put a mark against which may apply to you for each of the statements.

	
	ALWAYS
	SOMETIMES
	NEVER

	I regularly read magazines
	
	
	

	I always buy my favourite magazine
	
	
	

	I buy whichever magazine has a special offer or free gift
	
	
	

	I read magazines for pleasure
	
	
	

	I read magazines for information/ to keep up with specific topics (e.g. fashion, music, sport)
	
	
	

	I visit magazine websites
	
	
	

	I follow my favourite magazine on social media
	
	
	

	I have bought a product after seeing an advert in a magazine
	
	
	


Now rate the next three statements as AGREE or DISAGREE 

	
	AGREE
	DISAGREE

	Magazines are a luxury
	
	

	Magazines are aspirational (giving us an idea for a better life)
	
	

	Print magazines have too much advertising
	
	


Figures for consumption of magazines in the UK
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CONTEXT OF INDUSTRY
Publisher – Conde Nast: a large American mainstream organisation, founded in 1909.

What does MAINSTREAM mean?  The ideas, attitudes, or activities that are shared by most people and regarded as normal or conventional. A mainstream magazine is one appeals to and is therefore read by a broad number of people

Part of a larger conglomerate since 1959 – Advance Publications, which owns a diverse range of magazine and newspaper publishers.

What does CONGLOMERATE mean? It is a large organisation that has interests spanning across a number of different businesses and industries. Examples of other media conglomerates 
Despite recent falls in circulation generally, the UK magazine market does remain a major media sector

The most recent figure (2018) puts the UK magazine industry being worth £4.5bn (includes 32,770 employees and 2,504 consumer magazines).

SOCIAL CONTEXT

WATCH
Google and watch the short video ‘Inside British Vogue: A Brief History…’ and answer the following questions:

What makes the Vogue brand unique?

The war launched the British vogue phenomenon
It has so much influence of the public and fashion industry, it doesn’t follow trends it makes them  

How has the brand changed over time?

It changed with social, political and historical changes. E.g. the impact of war, movie make up, the space race, first and second wave of feminism, actors and popstars, festivals, online content 
How does it reflect the changes in the 1960s?

Increase in fashion photography 

Increase in rights and more freedom for women, encouraging sex, freedom and equality 

Taken from: The 1960s The Decade that Shook Britain 
Fashion in the decade mirrored many of the social changes of the Sixties. Mary Quant became famous for popularising the mini skirt which became the epitome of 1960s fashion. The mini was designed to be free and liberating for women, allowing them to “run and jump”. Her fashion designs used simple geometric shapes and colours which gave women a new kind of femininity. Women were free to wear more playful, youthful clothes that would have seemed outrageous ten years before. 

Feminism began to become a more influential ideology as more jobs became available to young women in the Sixties. This allowed them to move away from home and become more independent. Furthermore, women were becoming increasingly involved in politics…women began finding a voice in society and the running of the country.
MAGAZINE TERMINOLOGY

The following terms will be useful to apply in your exam response and for annotating the front cover and other pages
· MASTHEAD The title of the magazine, usually positioned at the top of the front cover and on the contents page, it establishes a sense of the magazine’s brand identity.
· FEATURE A main article or story, often an extended article (two pages or more).

· STANDFIRST Short piece of written text between the headline and main article, to give more information about the article.

· BRAND IDENTITY This communicates a clear message about the magazine to the target audience, it includes the image of the magazine (masthead, style, design etc.) as well as its ethos and values.

· STRAPLINE Short phrase encapsulating the essence of the magazine, usually positioned below the masthead.

· PULL QUOTES Key phrases from an article that are featured in a larger font to attract attention.

· CAPTION Words that accompany an image and explain its meaning.
· COPY The written text in an article or feature.
· MAIN IMAGE A key visual element of the front cover that usually dominates the page. It could be a model/ celebrity or other picture that is relevant to the magazine content.
· TYPOGRAPHY The visual appearance of written text, including the font style, size, spacing etc.
CODES and CONVENTIONS of MAGAZINES

Below is a list of expected elements you might find in a magazine such as Vogue
· Cover (featuring masthead, strapline, main image, cover lines, banner, date, barcode and price)

· Contents page

· Editor’s letter

· Publishing information page

· Readers’ letters

· Regular features (relevant to the sub-genre of magazine)

· Feature articles (double page spread or extended features over several pages, including headline, stand first, pull quotes/ sidebars, images etc.)

· Advertising, including advertorials

· Competitions

· Consistent house style across the magazine

ANALYSING THE FRONT COVER
Conventions of a magazine cover 
Main image
The main image is a close up of celebrity model and actress Sophia Loren. Loren’s outfit is a costume from a movie called, ‘Arabesque’ which came out in 1966 (after the magazine was issued). 
Masthead
The masthead is obviously in the same font every time. In this issue, it is placed over the main image with every letter in full display. But, some letters are mildly disguised due to the colour of the masthead being a similar colour as Sophie Loren’s outfit.  
Cover lines
· ‘marvellous mad midsummer sand swim sea sun sheiks sophia and how to scintillate almost anywhere even at a picnic’ 

· The use of bizarre grammatical choices, like no punctuation or capitalisation even with the proper noun ‘sophia’
· The use of graphological choices, like how ‘even at a picnic’ is in bolder, and different sized font, an a different font all together
· The use of phonological features, like the use of alliteration 

· The use of lexical features, like the use of many positive adjectives and nouns
· However, it’s interesting that they have made this text so hard to read against the main image due to colour 

· The font has posh and ‘glossy’ connotations, but ‘even at a picnic’ has a different font
Date line
‘July 1965 …’ 

It is located directly under the masthead. It’s in tiny font. 
Main functions of the cover
Like with any magazine cover, the purpose is to encourage a purchase. Hence, the use of a celebrity on the main image. Plus, the masthead being in big font and clear to everyone, as Vogue has a good, trusted and well known reputation. 
The lexical choices of the cover line is intriguing as they do not deliver much information which could encourage purchases. 
It’s interesting that so much of it so hard to read, maybe it’s because they feel they are above that, knowing that people will buy them. 

Sophia Lauren’s outfit has connotations of richness and luxury, which links into how Vogue was seen as a luxurious magazine that was too expensive for most people and had ‘glossy’ pages. 
Layout and Design
Loren in the main image is centralised, bringing the most attention to her intentionally. 

The date is positioned right under the masthead. 

The cover line is positioned in the bottom right corner, this spaced out the text and was out of the way of the main parts of the main image. 

There is a clear colour palette, which makes it seem more professional

Language and Mode of Address
There is no use of personal pronouns, which is interesting, as you’d think they’d want to address people directly to encourage purchases. However, maybe because they have such a high up reputation with so much influence, and cannot be afforded by most individuals, they don’t directly address people as they view themselves above most, or want to keep this reputation up. 
The lexical choices include positive adjectives and nouns as they are applying the connotations of these words to their magazine and their fashion. It’s also a way to encourage sales, especially since cover line doesn’t really reveal much information. 

There is use of the proper noun ‘Sophia’, obviously because Sophia Loren is on the main image. However, they interestingly do not capitalise her name, nor the rest of the letters in the cover line. 
Levels of Signification
Signs composed of two elements:
Signifier/denotation 
1. The turquoise and green colour palette (colour of the masthead, the outfit, the makeup)
2. The performance of Loren, chin up slightly, not smiling 
3. The lack of conformation to grammatical rules

Signified/connotation
1. The idea of wealth 
2. The idea of strong women 

3. The idea of independency and breaking the rules (links to the 60s)
MEDIA LANGUAGE

Suggested Theorist – Roland Barthes
This page supports the independent work undertaken in analysing the image on the front cover of this booklet
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Main image (shot type, angle, focus): Direct gaze/mode of address, but aloof (chin slightly raised, not smiling) – connotes star status, sense of mystery or mystique. Embodies the ‘mythic’ notion of femininity that is aspirational, potentially a sense of the ‘desired self’ that a reader wishes to become.
Font size, type, colour etc.: a variation on either the Bodini 175 or Didot typefaces, connoting classic and timeless sophistication. Green colour connoting wealth and sophistication
 
Mise-en-scene: turquoise colour palette connotes glamour, luxury, wealth, emphasised by the shimmering scarf, feathers, pearls and jewels. Links to the green masthead. Make-up clearly emphasises Loren’s dark brown eyes, stereotypical notions of female beauty
 Language/anchorage of images and text: List of words relating to content – linguistic technique to appeal, emphasise, capture attention
 

 

ANALYSING THE CONTENTS PAGE

Task (part one)

With an appropriate coloured highlighter pen put a small dot or mark against which you think each item on the contents page might reflect the three following areas

· The codes and conventions of the sub-genre of magazine? (Blue)
· The social, cultural and historical context of the magazine? (Green)
· The target audience? (Pink)
On the following page are the correct answers, but try it for yourself first, so no peeking!

Feedback which areas might fit the items
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Correct Answers on the Next Page 
The codes and conventions of the sub-genre of magazine? (Blue)

· The sub-heading of ‘fashion and beauty’ – these abstract nouns link to the fact that Vogue is a fashion magazine 

· One of the ‘features’ is about ‘money’ – this noun links to the expensiveness to Vogue, and links back to the royal green colour and it’s connotations on the front cover 

· Mention of the season ‘summer’, this makes sense as Vogue often was influenced by the seasons 

· Focus on the positive through lexical choices, like ‘wines for a picnic’, entertaining’, ‘sweets’, ‘sun’, ‘brilliantly’
· Repetition, ‘picnic’, ‘picnics’ – could be a sign of the influential nature of Vogue, and how they have such a strong theme/strong ideas and concepts that they influence society and fashion 

The social, cultural and historical context of the magazine? (Green)

· The numbers of pages not being listed in numerical order could be a convention of magazine, but if it’s not, it could link back the front cover and the sense that Vogue doesn’t conform, linking in with the context of the 1960’s

· The mentions of specific people like ‘Elizabeth Kendall’ is probably relevant to the time as someone well known and loved 
· The mention of ‘new’ multiple times, could be linked to the quickly changing society of the 60s, especially when it comes to women and feminism which involved fashion 
The target audience? (Pink)

· Stereotypically women, with mention of ‘hair’, ‘make-up’ and ‘beauty’ under the subheading ‘fashion and beauty’ 
· Rich/richer audience, mention of ‘money’ and ‘cruises’ and ‘holiday’. Plus the idea that the readers might want to buy the ‘new’ ‘clothes’ that are in the shops. This would make sense as Vogue is associated with a richer audience, and was at a price not everyone could afford. 
Task (part two)

Below are the correct answers to part one of the task.

Check how many you got right 

Then highlight the Contents Page on page 13 in the appropriate colour - blue for codes and conventions, green for social, cultural and historical context, pink for target audience
Codes and Conventions: 

· Language e.g. use of alliteration to appeal to audience, repetition of key words/ phrases, play on words to link feature articles

· Features on fashion, style, culture, food/ entertaining, travel – typical features of women’s magazines
Reflecting social/ cultural/ historical context: 

Focus on ‘exclusive’ places – Spain, Abu Dhabi, Deauville – a time when international travel was becoming accessible but still quite new and a preserve of the relatively wealthy

· Beauty – ‘sun tanning’ article – culturally acceptable in the 1960s

· Fashion reflecting the culture and trends of the 1960s – pop art/ ‘op art’

· Female journalists – professional roles – not necessarily replicated in the assumptions about readers
Target Audience: 

· Fashion item ‘op art’ – art link presupposes cultured/ educated reader

· Assumed interests – fashion, entertaining, culture, image

· Assumed to have high disposable income – consumerist focus – shopping, trends, travel – cruises

· Cultural competence – assumes understanding of ‘Dolce Vita’ – Italian for ‘good life’, also a film
ANALYSIS OF FASHION SHOOTS
Fashion spreads and Picnic articles (larger sizes of the images can be found in the magazine link on first page)
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How might they appeal to the target audience (female, 18-35, aspirational, cultured, and style conscious)?
The outfit choices match the changing fashion of the 60’s. This links in with the change about women in the 60’s and the freedom that they were given more of. This is partially shown in with outfits that show more skin, which previously would have not been seen. 
The photoshoots show a rich and aspirational life. Such as, the woman who is lounging in bed, clearly who has money (the ring), and the woman who is at a picnic in an elaborate outfit with connotations of richness. It’s also a casual setting, again suggesting an easy life that is full of riches. 
The models are primarily women, which links in with the stereotypically female target audience that they are trying to appeal to and influence. 

A link to travel (suitcase – mise en scene – prop), linking in with how it was a time when international travel was becoming accessible but still quite new and a preserve of the relatively wealthy. 
The inclusion of people with black skin, this is reflective of the social/political/historical changes of the time. 

It’s suggested that these people were relaxing and drinking on a boat which suggests a high life, life style. This links in with the wealth ideas again. 
What messages/values might be present? What kind of lifestyle and type of female is being promoted?
A rich and glamourous lifestyle – the performance of people living happily and comfortably in luxury, the mise en scene suggesting picnics, travel, drinking and a generally rich lifestyle 
Free and independent females, which links in with the social changes regarding women in the 60’s. 
ADVERTISING and REPRESENTATION

Suggested Theorist – Stuart Hall
Analyse the ways in which the advertising in Vogue constructs stereotypical representations of women  

 ADVERT ONE – ‘Blush-On’ by Revlon



ADVERT TWO – Imperial Leather soap






Theoretical Representation

Both adverts might reinforce the following aspects of feminism and female representation, particularly in print media:

‘The underlying frame of reference is that women belong to the family and domestic life and men to the social world of politics and work; that femininity is about care, nurturance and compassion, and that masculinity is about efficiency, rationality and individuality’ Liesbet Van Zoonen
‘Magazines did not passively participate in enforcing gender roles, but were in fact an active force behind the creation of the “feminine monster.” The manufacturing sector had decided to make women better consumers of home products by reinforcing and rewarding the concept of women’s total fulfilment through the role of housewife and mother’ Jennifer Holt (The Ideal Woman)
‘Women’s magazines spread a very uniform picture of women as household-family orientated consumers’ Jennifer Holt (The Ideal Woman)
‘Magazines construct ‘mythic’ representations of women that ‘represent the better self which every woman desires to become’ Jonathan Bignell (Media Semiotics)
WATCH
What does the clip “Sarah Jessica Parker Narrates the 1960s in Vogue: Vogue by the Decade” (https://www.youtube.com/watch?v=aPYHa6RhEhw) tell us about Vogue’s role in shaping how fashion, youth and women were represented in the decade?
REPRESENTATION in the MONEY article
This article reveals some key legal constraints on women in the 1960s and provides useful background information for the social, cultural and historical contexts. 
Vogue Money Q&A – regular column by Sheila Black, Financial Times journalist. 
Specific points that relate to social/ historical context have been highlighted in yellow; the construction of female stereotypes have been highlighted in blue; points relating to the audience/ mode of address have been highlighted in green
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 AUDIENCE
RECEPTION ANALYSIS (STUART HALL)

Hall’s theory can be readily applied to this edition of Vogue by considering the following aspects of the audience:

Age (who are Vogue targeting?)

Gender (appeal and how is this done?)

Ethnicity (evidence of hegemony?)

Social background (linked to price and fashion shoots?)

DESIRED, NEGOTIATED AND OPPOSITIONAL AUDIENCE RESPONSES (HALL)
What might be the desired response from the audience towards the magazine? 

What might be a negotiated response towards the magazine? 

What might be an oppositional response towards the magazine? 

CULTIVATION THEORY (GEORGE GERBNER)
How might Gerbner’s theory that cultivation (prolonged exposure to a particular representation) reinforces mainstream values (dominant ideology) with regards to the set edition of Vogue?
DEMOGRAPHICS
Which of the following socio-economic categories do you think best suits the audience for Vogue?
	Category
	Yes
	No
	Maybe

	A – Upper Middle Class
	
	
	

	B – Middle Class
	
	
	

	C1 – Lower Middle Class
	
	
	

	C2 – Skilled Working Class
	
	
	

	D – Working Class
	
	
	

	E – Lowest Level of Income
	
	
	


PSYCHOGRAPHICS 
Which of the following ‘values and lifestyles’ categories do you think best suits the audience for Vogue?
	Category
	Yes
	No
	Maybe

	Belongers (mainstream traditionalists)
	
	
	

	Achievers 
	
	
	

	Aspirers
	
	
	

	Socially Conscious
	
	
	

	Experientials (looking for the next new thing)
	
	
	

	I-Am-Me (individualistic)
	
	
	

	Explorers
	
	
	


IDENTITY (DAVID GAUNTLETT)
Essentially, by applying Gauntlett’s theory, Vogue is offering straightforward messages about the ideal female ‘type’ (fashion-conscious, young, aspirational etc.)
Sophia Loren, the models in the fashion shoots and to some extent the women featured in the adverts, could be seen as acting as ‘role models’ for the audience, while the female journalists highlighted on the Contents Page and the Money article might offer an alternative path in both career and aspirational contexts
INDUSTRY

Suggested Theorists – Curran and Seaton, David Hesmondhalgh
Publications which Conde Nast own include:

Vogue (including British Vogue, Vogue Italia, Paris Vogue and editions specifically for Russia, Japan, China and India)

Glamour (women’s fashion and lifestyle)

GQ (men’s fashion and lifestyle)

Vanity Fair (celebrity and lifestyle)

Traveller (travel)

Wired (media technology)

This would suggest that Conde Nast publish a particular style of magazine – ASPIRATIONAL and CULTURED – aimed at a specific AUDIENCE.

FUNDING OF PRINT MAGAZINES

Print magazines rely on DUAL REVENUE STREAMS, these being:

The money from sales of magazines from its readers

Money from advertisers. Often at least half a magazine’s income will come from advertising.

Products advertised in Vogue, for example, will reflect the type of reader – high-end fashion and make-up, exotic holidays, expensive cars and household goods. These are ASPIRATIONAL products for an ASPIRATIONAL audience
OWNERSHIP and CONTROL in the magazine industry

As well as understanding how magazines are funded, we need to consider the issue of ownership and control.
THEORISTS: Curran and Seaton
They argue that the media is controlled by a small number of companies primarily driven by profit and power 
They also state that the general trend in media industries is towards greater concentration of ownership.

A media term for this is HORIZONTAL INTEGRATION, which means, for example, major publishers like Conde Nast continue with and build power by either buying up, merging with or being bought by other rival publishing companies. Curran and Seaton would suggest that this reduces competition, as power is concentrated in the hands of fewer companies.

Curran and Seaton would further argue that this form of media concentration of ownership not only limits variety, creativity and quality, but also reduces choice for the audience. This may result in companies taking less risks with regards to new titles being published, while minimising costs and maximising financial profits – a point echoed by Cultural Industries theorist, David Hesmondhalgh
However, due to the increase of digital technology through the internet and mobile apps, the power and control of the major publishers is decreasing and there is more choice and innovation available to audiences, including self-publishing (such as blogs, podcasts and websites).
REGULATION

While the magazine industry is largely self-regulated – in other words, they are able to publish what they want within certain boundaries of accuracy and taste within a code which they have produced – there are sometimes concerns regarding the issue of MONOPOLIES or OLIGOPLOIES. During the 1960s, when our set edition of Vogue was published, this role was performed by the Monopolies Commission, who ensured that there was fairness and one company did not dominate too much over others.

What do these words mean? Monopoly is a situation in which one company is able establish total control or dominance within a particular market or industry (think of the board game, where the desired result is to own all the properties on the board and have hotels on every one). Oligopoly is where a small number of companies establish control or dominance – so, consider perhaps Conde Nast as the publisher of Vogue and other popular lifestyle magazines).

EXAM REVISION 
The final two pages might be useful as a revision model for the exams’ Many of these areas could also be applied to other set texts which we have studied.

MEDIA LANGUAGE 

How Vogue communicates meaning through forms, codes, conventions and techniques, so you should be looking at how particular articles convey meaning through the written text and choice of photos, what is featured on the front cover, that it is a ‘glossy’ high quality magazine printed on high quality paper aiming for a high quality audience. Also consider the type of language used and the mode of address (semi-formal and aiming at the aspirational reader)

REPRESENTATION

How Vogue portrays social groups – aspirational women

How Vogue portrays aspects of identity (through the front cover, articles and advertising)

Focus is very much on style and fashion, aimed at an aspirational ‘white’ female audience (judging by the content and social background of the mid-1960s – historical and social context)

INDUSTRY

Ownership of Vogue: Conde Nast – very powerful publisher of lifestyle magazines

Economic context – cost of magazine was 3 shillings (old money, and roughly acquainting to 15p) which would have been a lot of money to the average reader in 1965, and twice the amount of Woman and Woman’s Realm (the other two magazines on the AS Media specification and aimed at a lower class housewife market).

Means of production – Conde Nast had access to a high quality printing press, which would result in a good quality ‘glossy’ magazine, which would be attractive to both audiences and advertisers.

AUDIENCE

Consider how Vogue addresses its audience – through notions of ‘aspiration’ and gender norms (very much aimed at a feminine ‘fashion-conscious’ audience)

Audience interpretation and response:

• Preferred Reading – attracted by the glamour of Sophia Loren on the cover, articles on art, food and exotic travel, adverts for appealing products

• Negotiated Reading – women who might aspire to this life, but are aware of their own limitations due to location, finance and social status

• Oppositional Reading – women who might reject the message of aspiration as it is beyond their financial and social means, put off by the cost of the magazine, and might see women just being used as a ‘commodity’, in a way of selling them expensive material goods (perhaps reflecting the social changes of culture and the start of feminism in the mid-1960s)

THEORISTS to apply

Stuart Hall’s Reception Theory/Encoding and Decoding – adaption of a particular ‘reading’ depending on factors such as age, lifestyle, finance and social background

George Gerbner’s Cultivation Theory – patterns of representation in Vogue cultivate particular attitudes and beliefs on its readers

James Curran and Jane Seaton theories of Power and Media Industries – control of magazine market by small group of companies) including Conde Nast), driven by profit (making money through sales and advertising) and concentration of ownership (owning all aspects of production)

David Gauntlett’s Identity Theory – Vogue offering straightforward messages about the ideal female ‘type’ (fashion-conscious, young, aspirational etc.)

Roland Barthes’s Semiotic Theory – how Vogue conveys messages through connotation and signification

Masthead: over Loren, not very clear but clearly recognisable, iconic magazine brand ‘Vogue’ – French word meaning fashion/fashionable, connotations of style, sophistication





Layout: dominant central image – Sophia Loren, Oscar winning Italian actress, glamorous, at the height of her fame in the mid-1960s.





Cover lines: lack of cover-lines (list of words), focus mainly on a very dominant image of Loren, lower case – more contemporary but unusual for 1965 – sense that Vogue breaks conventions, individual, stands out – appeal to independent women
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