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The media under analysis is a ‘Special Advertising Section’ from the pages of Glamour magazine, February 2005. The section was run back to back and is laid out exactly like the feature stories contained in the magazine. The difference is that this isn’t a feature story and the 2004 Women of the Year featured in this section are only the recipients of an L’Oreal sponsored award. The award is simply a marketing tool for this campaign. The campaign itself is sending a message of importance and that women can establish importance through the use of L’Oreal products. It sends a message that to be a “woman worth knowing” one must use L’Oreal products to make herself acceptable to society.

The first thing that the viewer doesn’t notice about this campaign is that it is in fact an advertisement. The seamlessness with which the spread merges with the magazine content is not an accident. L’Oreal was the biggest advertiser in this issue of Glamour, and a campaign like this is often laid out by the magazine itself. Doing so insures a consistent style and uniform wording. This makes it extremely difficult for the viewer to distinguish content from commercial. It is also misleading since on every opposing page of the ad/article a L’Oreal product is advertised. This lends an air of credibility to the page that showcases the woman, it makes it appear to be more of an article and less of an advertisement. 


The L’Oreal products appear larger than life in the advertisements that are designed to flow with the women on the opposing page. Each product shown was used on the woman facing the opposite page, like a giant neon arrow pointing out how the viewer can obtain what they see in the picture. By appearing larger than life-size this makes the product seem important. The backgrounds are very monochromatic, which make both the model and product leap off of the page. 


The lighting used is very soft and inviting. Butterfly lighting is the term used for this style. The light is hanging above the model just enough to create a tiny shadow under the nose which has also been softened with a fill light. This softening of features creates a rounded effect on the faces of the women. It makes them more inviting and appealing. The lighting feels safe, warm, and engaging. The placement of highlight in each models eye is also critical. This gives the viewer that the sense that they are really seeing the person and it evokes a deeper connection. 


The title of the piece is also very telling; Women Worth Knowing. Since all of these mentioned women are wearing L’Oreal make-up it would imply that a woman not doing so would not be worth knowing. There is also an implicit meaning hidden within the ad. Four of the six women worth knowing are tied to the 9/11 attacks. When a viewer takes in this information, already submerged in what they think is content of the magazine, this lends a great deal more credibility to the article. Since 9/11 resonates with most Americans, those connected to the tragedy seem to be granted more credibility; ergo the article gains stature as well. 

The final page states “For all the women whose passion, resolve, vision, and power inspire us every day, L’Oreal Paris is proud to be the event sponsor of the Women of the Year Awards.” Further down the page reads “L’Oreal Paris; Because You’re Worth It.”. This final page is important because it hammers home the point that L’Oreal simply sponsored the event, making it a company that is friendly to the community. No where does it state that the Woman of the Year Awards were given out by L’Oreal to be useful solely for this layout. The text also tells the audience that if a woman truly believed she was valuable in this world she would buy herself L’Oreal products. If she does not then she is not ‘worth it’, and by default is worthless.   

This type of ad campaign is being used more and more by advertisers. One of the questionable ethical aspects about it is that often the magazine will provide the layout, copy, and editing of the page so it will appear completely cohesive, the viewer has no real perception that they are taking in a media message. Advertisers, especially those pushing make-up in women’s magazines, are paying to be mentioned in articles about which products are the best. Often magazines will name different advertisers for each specific make-up product and these advertisers conveniently appear in the pages closely following the ‘article’. This can be dangerous when a viewer is in taking messages but is unaware of their true origin.
