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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

In the Matter of Application Serial No. 85/240,605 
Filed on February 11, 2011  
Published in the Official Gazette on June 21, 2011 
Mark:  ELLE SCHNEIDER 
 x 

 
 
 
 
 
 
 

x 

 
Hachette Filipacchi Presse, 

Opposer, 

-v- 

Lauren R. Schneider, 

Applicant. 

Opposition No. 91202984 

  

OPPOSER’S SECOND NOTICE OF RELIANCE 

Opposer Hachette Filipacchi Presse (“Opposer”) hereby offers into evidence and makes 

of record in the above-caption proceeding the documents and materials set forth below. 

 On September 9, 2014, Opposer filed a motion to reopen the pretrial disclosure, 

testimony and briefing periods in this proceeding (the “Motion”) to make of record Opposer’s 

registrations and certain documents produced by Applicant in the course of discovery in this 

Proceeding.  See Docket Entry No. 28.  On March 10, 2015, the Board granted Opposer’s 

Motion.  See Docket Entry No. 30.  Opposer relied upon these documents in its Opening Trial 

Brief filed on September 8, 2014 (Docket Entry 27) without objection from Applicant. 

 Accordingly, pursuant to the Board’s Order of March 10, 2015 (Docket Entry No. 30), 37 

C.F.R. § 2.122 and TBMP § 704.08, Opposer hereby gives notice that it will or may rely on the 

following materials which are relevant to the issues presented in this Opposition, copies of which 

are attached to this Notice.   
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1. Attached hereto as Exhibit A are true and correct copies of the certificates of 

registrations for Opposer’s ELLE-formative marks, including those registrations that were not 

pleaded in the Notice of Opposition or otherwise made of record.  These registrations are offered 

pursuant to 37 C.F.R. § 2.122(d) and are relevant because they are prior registrations of the 

Opposer for a substantially similar mark as the one applied for by Applicant.  The particular 

registrations at issue are: 

Mark Reg. No. Reg. Date Goods / Services 

ELLE 0758137 Oct. 8, 1963 Class 16: Magazines 

Date of First Use/First Use in Commerce: 
Nov. 01, 1945 

Af fidavit of Incontestability – Accepted  

 

1314558 Jan. 15, 1985 Class 16: Stationery-Namely, Notebooks, 
Writing Pads, Pencils, Notebooks/Writing 
Pads  

Affidavit of Incontestability – Accepted  

ELLE DÉCOR 1732988 Nov. 17, 1992 Class 16:  Magazines featuring interior and 
exterior decorating, architecture, landscaping, 
gardening and horticulture; cuisine; art and 
sculpture, artifacts, antiques and collections, 
furniture; household accessories, 
accoutrements, and fixtures; critiques of 
residences; biographical sketches; electronics 
for the home; national and international 
lifestyles, travel, tourism and photography 

Date of First Use/First Use in Commerce: 
Oct. 03, 1989 

Affidavit of Incontestability – Accepted  

 
1668272 Dec. 17, 1991 Class 16: printed matter and periodicals, 

namely, newspapers, reviews, pamphlets, 
brochures, newsletters, information or 
advertising letters, journals and magazines in 
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Mark Reg. No. Reg. Date Goods / Services 

the fields of interior and exterior decorating, 
architecture, landscaping, gardening and 
horticulture; cuisine 
 
Class 41:  publication of books, magazines, 
and newspapers 
 
Affidavit of Incontestability – Accepted  
 

ELLE 2242315 May 4, 1999 Class 38: Telephone communications 
services; electronic transmission of data, 
images and sounds and documents via 
computer terminals; electronic transmission 
of information from data banks via computer 
terminals 

Class 41: Forums in the field of fashion and 
beauty; entertainment services, namely, 
providing an on-line entertainment variety 
show, featuring fashion and beauty 

Class 42: Licensing of intellectual property; 
editing of written texts, book reviews, 
periodicals, magazines and publications of all 
types regardless of their form, including 
electronic and digitalized publications, 
compiling data bases and data banks for use 
by others 

Affidavit of Incontestability – Accepted  

ELLE 0861159 Nov. 26, 1968 Class 35: Promoting the sale of women's 
apparel by others by staging style shows and 
by the preparation of various types of 
advertising 

First Use:  March 20, 1951 

First Use in Commerce: Oct. 13, 1955 

Affidavit of Incontestability – Accepted  
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Mark Reg. No. Reg. Date Goods / Services 

 

1429609 Feb. 17, 1987 Class 42:  (Based on 44(e)) News agency 
services- namely, gathering and disseminating 
news by electronic transmission 

Affidavit of Incontestability – Accepted  

ELLE 1454808 Sept. 1, 1987 Class 3: (Based on 44(e)) Toiletries and 
cosmetics, namely perfumes; toilet water; 
essential oils; skin and bath lotions; toilet 
soaps; body lotions ; lipstick; skin 
moisturizing lotion; bath gels and oils 

Affidavit of Incontestability – Accepted  

ELLE 2120688 Dec. 16, 1997 Class 35: Offering technical assistance in the 
establishment and/or operation of fashion 
shows and beauty pageants, beauty salons and 
fashion wear boutiques 

Class 42: Providing consulting to others in the 
fields of beauty, health and fashion wear; 
consulting services in the field of cooking; 
providing social clubs; editing written texts 
for others; setting up and compiling data 
banks; mail order services rendered by a 
clothing boutique 

Date of Use:  Sep. 14, 1984 

Affidavit of Incontestability – Accepted  

 

2199132 Oct. 27, 1998 Class 9: (Based on 44(e)) Data bases 
containing stored information in the field of 
music, theater, cinema, literature, arts, 
education, home decoration, gardening, 
landscaping, culinary arts, fashion and beauty 
to be read/consulted and or used on computer 
terminals and video equipment; compact 
discs, and audio and/or video discs featuring 
themes such as music, theater, cinema, 
literature, arts, education, home decoration, 

javascript:;
javascript:;
javascript:;
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Mark Reg. No. Reg. Date Goods / Services 

gardening, landscaping, culinary arts, fashion 
and beauty 

Affidavit of Incontestability – Accepted  

ELLE 2914032 Dec. 28, 2004 Class 3: (Based on 44(e)) beauty and cosmetic 
products, namely, cosmetics creams, cosmetic 
preparations for skin care 

Class 21:(Based on 44(e))  hair brushes 

Affidavit of Incontestability – Accepted  

 

3492949 Aug. 26, 2008 Class 3: (Based on 66(a)) Beauty products, 
namely, make-up, lipstick, eye shadow, 
mascara, blush, nail polish, cosmetic creams, 
cleansing milks and cosmetics, perfumery, 
eau de cologne and eau de toilette, bath, skin 
and toiletry body lotions, body gels, 
shampoos 

Section 71 - Accepted  
 

 

3727498 Dec. 22, 2009 Class 35: (Based on 44(e)) Advertising 
services, in particular by means of 
advertorials, for others, by means of co-
branding operations, by means of the sale 
and/or rental of display stands, placards and 
printed and/or electronic promotional media, 
for the promotion of miscellaneous goods and 
services, in particular in the fields of fashion, 
fashion articles and fashion accessories, 
styling, fashion shows, beauty and hygiene, 
cosmetics, soaps, perfumery, hygiene 
preparations, beauty care, body care and body 
massage, relaxation and thalassotherapy, 
food, dietetic preparations and slimming 
products, food supplements, gastronomic 
products, including wines and alcohol, 
services for providing food and drink, the 
fitting out of interiors and exteriors, table 

javascript:;
javascript:;
javascript:;
javascript:;
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Mark Reg. No. Reg. Date Goods / Services 

linen and tableware, household linen, 
decorative objects, furniture, interior and 
exterior decor, landscaping, shows and 
exhibitions relating thereto, tourism, travel 
arrangement and organizing holidays, 
entertainment and culture, organization of 
events in the field of cinema, theatre, music, 
forums and meetings, music compilations and 
mood music compilations, digital images and 
sounds, games, toys, automobiles and sport, 
sports activities and competitions, of new 
technologies, goods related to computers, 
telephony, robotics, home automation, 
finance, mutual assistance services; 
publication of advertising texts; advertising 
mailing; online advertising on a computer 
network; compilation of data and information 
into databases. commercial information and 
consulting services in relation to sale and 
promoting of various goods and services in 
particular in the fields of fashion, fashion 
articles and fashion accessories, styling, 
fashion shows, beauty and hygiene, 
cosmetics, soaps, perfumery, hygiene 
preparations, beauty care, body care and body 
massage, relaxation and thalassotherapy, 
food, dietetic preparations and slimming 
products, food supplements, gastronomic 
products, including wines and alcohol, 
services for providing food and drink, the 
fitting out of interiors and exteriors, table 
linen and tableware, household linen, 
decorative objects, furniture, interior and 
exterior decor, landscaping, shows and 
exhibitions relating thereto, tourism, travel 
arrangement and organizing holidays, 
entertainment and culture, organization of 
events in the field of cinema, theatre, music, 
forums and meetings, music compilations and 
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Mark Reg. No. Reg. Date Goods / Services 

mood music compilations, digital images and 
sounds, games, toys, automobiles and sport, 
sports activities and competitions, of new 
technologies, goods related to computers, 
telephony, robotics, home automation, 
finance, mutual assistance services; services 
provided by a franchiser, namely, assistance 
in the operation or management of 
commercial companies; arranging of 
subscriptions for the publication of others in 
particular newspapers, magazines and 
electronic publications accessible via and on 
the Internet; data entry and processing 
services, namely, data entry, data 
systematization, computerized file 
management. services relating to sales 
promotion activity in all forms and, especially 
referral services, sponsorship, co-branding 
operations and campaigns of promotional 
information concerning various goods and 
services, in particular in the fields of fashion, 
fashion articles and fashion accessories, 
styling, fashion shows, beauty and hygiene, 
cosmetics, soaps, perfumery, hygiene 
preparations, beauty care, body care and body 
massage, relaxation and thalassotherapy, 
food, dietetic preparations and slimming 
products, food supplements, gastronomic 
products, including wines and alcohol, 
services for providing food and drink, the 
fitting out of interiors and exteriors, table 
linen and tableware, household linen, 
decorative objects, furniture, interior and 
exterior decor, landscaping, shows and 
exhibitions relating thereto, tourism, travel 
arrangement and organizing holidays, 
entertainment and culture, organization of 
events in the field of cinema, theatre, music, 
forums and meetings, music compilations and 
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Mark Reg. No. Reg. Date Goods / Services 

mood music compilations, digital images and 
sounds, games, toys, automobiles and sport, 
sports activities and competitions, of new 
technologies, goods related to computers, 
telephony, robotics, home automation, 
finance, mutual assistance services; 
presentation of goods on any communication 
means for retail sales; commercial 
information and advice for consumers; 
organization of exhibitions for commercial or 
advertising purposes. mail order catalog 
services, retail store services and online retail 
store services featuring a wide variety of 
goods and services especially in the fields of 
fashion, clothing, fashion articles and fashion 
accessories, leather goods and luggage, 
beauty and hygiene, cosmetics, soaps, 
perfumery, essential oils, hygiene 
preparations, toilet articles, infant care, food, 
dietetic preparations and slimming products, 
food supplements, gastronomic products, 
including wines and alcohol, the fitting out of 
interiors and exteriors, table linen and 
tableware, household linen, decorative 
objects, furniture, electronic and electric 
household appliances, computer and 
electronic goods, TV sets, Hi-Fi sets, video 
sets, telephony, robotics, home automation, 
sport articles, games and toys, printed matter; 
mail order services, retail store services and 
on-line retail store services featuring various 
goods and services especially in the fields of 
fashion, clothing, fashion articles and fashion 
accessories, leather goods and luggage, 
beauty and hygiene, cosmetics, soaps, 
perfumery, essential oils, hygiene 
preparations, toilet articles, infant care, food, 
dietetic preparations and slimming products, 
food supplements, gastronomic products, 
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Mark Reg. No. Reg. Date Goods / Services 

including wines and alcohol, the fitting out of 
interiors and exteriors, table linen and 
tableware, household linen, decorative 
objects, furniture, electronic and electric 
household appliances, computer and 
electronic goods, TV sets, Hi-Fi sets, video 
sets, telephony, robotics, home automation, 
sport articles, games and toys and printed 
matter 

 

3745516 Feb. 2, 2010 Class 9: Downloadable electronic 
publications in the nature of magazines and 
newsletters in the field of beauty, fashion, 
cooking, music, theater, cinema, literature, 
arts, education, home decoration, gardening, 
landscaping; downloadable ring tones, logos, 
photos, fashion and beauty videos, games and 
horoscopes via a global computer network 
and wireless devices.  

Date of First Use: Sep. 15, 2005 
Date of First Use in Commerce: Jun. 01, 2006 
 
Class 25: Sleepwear, namely, short and long 
gowns, pajamas, sleepshirts, robes, tops, 
shorts; headband.  
 
Date of First Use:  Aug. 31, 2005 
 
Class 26: All kinds of hair accessories, 
namely, barrettes, bows, elastic ribbons, hair 
clips, hair bands, ponytail holders, hair pins, 
non-electric hair rollers, twisters, hair 
ornaments. 

Date of First Use:  May 31, 2004 
ELLE 3943368 Apr. 12, 2011 Class 44: ((Based on 44(e)) Beauty spa 

services, namely, cosmetic body care; health 
spa services for health and wellness of the 
body and spirit, namely, providing massage, 
facial and body treatment services, waxing, 

javascript:;
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Mark Reg. No. Reg. Date Goods / Services 

nail care, manicures, pedicures and 
hairdressing services 

 

4284558 Feb. 5, 2013 Class 9: (Based on 44(e)) Video recordings 
featuring music, theater, cinema, literature, 
arts, as well as home decoration, gardening, 
landscaping, culinary arts, fashion and beauty 

Class 38: (Based on Use in Commerce) 
Transmission and broadcast of images, 
sounds, data, information by computer 
terminals; providing user access to a global 
computer network; interactive communication 
services, namely, interactive delivery of video 
over digital networks, transmission of sound 
and vision via satellite or interactive 
multimedia networks; information 
transmission services via digital networks 
designed for public information; 
communications on computer networks in 
general; transmission of information by 
electronic means; providing discussion 
forums on the Internet; virtual chat rooms 
established via text messaging; instant 
messaging services; wireless electronic 
transmission of voice signals, data, facsimiles, 
images and information (Based on 44(e)) 
Television and radio broadcasting services, 
including cable transmissions of such 
services; communication services, namely, 
cable television transmission services; 
transmission and broadcast of images, sounds, 
data, information by cable, by data 
communications channel, namely, cable, 
satellite and fiber optics and via 
telecommunication networks, wireless 
communication networks and the internet; 
broadcasting of radio and television 
programs; providing online forums for 

javascript:;
javascript:;
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Mark Reg. No. Reg. Date Goods / Services 

transmission of messages in the fields of 
literature, education, home decoration, 
publication of books.  

Date of First Use:  Nov. 30, 1996 
 
Class 41: (Based on Use in Commerce) 
Online publication of books, periodicals, 
newspaper, magazines, illustrations; 
providing an online magazine featuring 
information in the fields of fashion, beauty, 
entertainment, cooking, music, theater, 
cinema, literature, arts, education, home 
decoration, gardening, landscaping; 
entertainment services, namely, providing an 
online service featuring photographs, and 
other multimedia materials in the fields of 
entertainment, music, theater, cinema, 
literature, arts, and education; providing a 
web site featuring information in the fields of 
music, and commentary and articles of 
general interest issues in the fields of 
entertainment and games; (Based on 44(e)) 
Entertainment in the nature of beauty 
pageants; production of television programs; 
entertainment services in the nature of a cable 
television variety show featuring fashion and 
beauty; video tape film production; services 
for the public entertainment, namely, 
organization of shows for cultural purposes; 
organization of conferences, forums, 
congresses, colloquiums in the fields of 
fashion, beauty, entertainment, cooking, 
music, theater, cinema, literature, arts, 
education, home decoration, gardening, 
landscaping, media for non business 
purposes; production and editing of movie, 
radio and television programs, including 
computer editing of texts and still or animated 
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Mark Reg. No. Reg. Date Goods / Services 

images and musical or non-musical sound, for 
interactive use or not; organization of sports 
competitions and arranging and conducting 
competitions in the fields of fitness and 
exercise, fashion, beauty, entertainment, 
cooking, music, theater, cinema, literature, 
arts, child and adolescent educational issues, 
home decoration, gardening, landscaping, and 
media; organization of games and lotteries; 
production and editing of radio information 
and entertainment programs. entertainment 
services, namely, providing on-line computer 
games; providing a web site featuring non 
downloadable musical performances, musical 
videos, video recordings and related film 
clips; assisting others with online electronic 
publishing; providing of information via the 
Internet in the fields of literature and 
education; publication of books; publishing of 
illustrations, books, newspapers, and video-
cassette tapes.  

Date of First Use:  Nov. 30, 1996 
 
Class 42: (Based on Use in Commerce) 
Computer services, namely, interactive 
hosting services which allow the user to 
publish and share their own content and 
images online; providing search engines on 
the Internet; hosting a website allowing users 
to download texts, press articles, photographs, 
telegrams, pictures, logos, messages, data, 
sounds, ringtones, music, games, video, and 
information; providing customer-generated 
content in the nature of customized web pages 
and other data feed formats featuring user-
defined information; hosting digital content of 
others automatically selected and customized 
based on the known or estimated geographical 



 

13 
ME1 20076551v.2 

Mark Reg. No. Reg. Date Goods / Services 

location of an Internet, mobile telephone or 
other wired or wireless digital network based 
customer; (Based on 44(e)) providing a 
website allowing users to upload and 
download electronic files; computer 
programming services; creating and designing 
web pages for others; providing search 
platforms to allow users to request content 
from and receive content to a mobile device; 
design, development and hosting of data 
banks, databases and websites for others; 
providing of information via the Internet in 
the field of home decoration; providing an 
online service featuring photographs, and 
other multimedia materials in the field of 
home decoration.  

Date of First Use: Jan. 31, 2002 

Class 44: (Based on Use in Commerce) 
Providing a web site featuring information in 
the field of beauty; providing an online 
service featuring photographs, and other 
multimedia materials in the field of beauty. 

Date of First Use:  Nov. 30, 1996 
 
Class 45: (Based on Use in Commerce) 
Providing a web site featuring information 
and content in the fields of personal 
relationships, dating and fashion; providing 
horoscope information via computer 
networks; providing an online service 
featuring photographs, and other multimedia 
materials in the field of fashion. 

Date of First Use:  Nov. 30, 1996 
 

ELLE 4314947 Apr. 2, 2013 Class 3: Beauty and cosmetic products, 
namely, make-up, make-up powders, make-up 
preparations, nail varnishes, pomades for 
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Mark Reg. No. Reg. Date Goods / Services 

cosmetic purposes, cosmetic preparations for 
eyelashes, nail emery boards 

Date of First Use: Apr. 30, 2012 

Class 8: Tweezers, eyelash curlers, nail files 
and clippers; nail scissors, cuticle trimmer 

Date of First Use: Apr. 30, 2012 

Class 21: Eyebrow brushes, hair combs, 
perfume sprayers sold empty 

Date of First Use: Apr. 30, 2012 
ELLE 4332238 May 7, 2013 Class 4: Candles 

Date of First Use: May 30, 2012 
 
Class 18: Mini handbags, satchels 

Date of First Use: May 30, 2012 

Class 20: Furniture, picture frames; 
decorating accessories, namely, figurines 
made of plastic, wood, glass or ceramic; 
decorative pillows, decorative boxes made of 
plastic, side tables 

Date of First Use:  Sept. 20, 2010 

Class 21: Dishes, plates, trays for domestic 
purposes, perfume vaporizers sold empty, 
buckets, pails, soup plates, bowls, decorative 
boxes made of glass; decorative items, 
namely, decorative figurines made in ceramic, 
decorative trays; vases, serving trays, candle 
holders 

Date of First Use:  Sept. 20, 2010 

Class 25: Tunics, shorts; Ladies apparel, 
namely, tops, turtlenecks, cardigans, tunics, 
trench coats, jeans, capris, belts; swimwear; 
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Mark Reg. No. Reg. Date Goods / Services 

leggings, bermuda shorts, jogging suits, 
parkas, mittens, tights, stockings; Articles for 
new born babies, namely, body suits, tee-
shirts, sweaters, pants, sleepers, dresses, 
leggings, cardigans, blouses 

Date of First Use:  Sept. 30, 2008 

ELLE ACCESSORIES 3254776 June 26, 2007 Class 16: Magazines in the field of beauty and 
fashion 

Date of First Use Aug. 30, 2005 
Affidavit of Use – Accepted 
 

 

3730569 Dec. 29, 2009 Class 9: Downloadable electronic newsletters 
in the field of general interest issues for girls 
and young women, in the fields of fashion, 
beauty, entertainment, games; video 
recordings featuring music, general interest 
issues for girls and young women, in the 
fields of fashion, beauty, entertainment, 
games.  

Class 38: Virtual chat rooms established via 
text messaging; instant messaging services; 
wireless electronic transmission of voice 
signals, data, facsimiles, images and 
information.  

Class 41: Providing on-line publications in 
the nature of an online magazine, dealing with 
general interest issues for girls and young 
women; online magazine featuring 
information in the fields of fashion, beauty, 
entertainment; entertainment services, 
namely, providing on-line computer games; 
entertainment services, namely, providing a 
web site featuring musical performances, 
musical videos, video recordings, related film 
clips, photographs, and other multimedia 
materials; providing a web site featuring 

javascript:;
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information in the field of music, and 
commentary and articles of general interest 
issues for girls and young women, in the 
fields of entertainment and games; all on-line 
via a global computer network.  

Class 42: Computer services, namely, 
providing search platforms to allow users to 
request content from and receive content to a 
mobile device; computer services, namely, 
interactive hosting services which allow the 
user to publish and share their own content 
and images online; providing customer-
defined generated content and content of 
others automatically selected and customized 
based on the known or estimated geographical 
location of an Internet, mobile telephone or 
other wired or wireless digital network based 
customer.  

Class 44: Providing a web site featuring 
information in the field of beauty.  

Class 45: Providing a web site featuring 
information and content in the fields of 
personal relationships, dating and fashion; 
providing horoscope information via 
computer networks. 

Date of First Use (all classes): Aug. 31, 2007 

 

4193075 Aug. 21, 2012 Class 32: (Based on 44(e)) Beers; mineral 
water, still water, spring water, aerated and 
carbonated waters, drinking water with 
vitamins, mineral or herb base; energy drinks 
enhanced with vitamins, mineral or herb base; 
non-alcoholic water-based beverages with tea 
extracts; flavored water, treated drinking 
water, non-alcoholic beverages made with 
fruit and/or fruit flavoured; fruit juices and 
vegetable juices, fruit nectars, lemonades, 
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soda water, syrups and other non-alcoholic 
preparations for making non-alcoholic 
beverages and aerated water; isotonic 
beverages; non-alcoholic energy drink, non-
alcoholic aperitifs, non-alcoholic cocktails, 
pastilles and powders used in making non 
alcoholic effervescent beverages 

ELLE 4236064 Nov. 06, 2012 Class 43:  (Based on 44(e)) Café; cafeteria; 
restaurants; self-service restaurants; snack 
bars; chophouse restaurant; buffet restaurant; 
bars services; coffee, tea and juice bar 
services; fast food restaurant services; take-
out restaurant services; carry-out restaurant; 
catering services  
 

 

 

 
4154861 

 
Jun. 05, 2012 
 

Class 14: (Based on 66(a)) Costume 
jewellery, fashion jewellery, imitation 
jewellery, jewellery and precious stones in 
general, necklaces, pendants, earrings, 
bracelets, bangles, rings, trinkets in the nature 
of rings  
 
Date of First Use: Nov. 30, 2011 
 
 

 

 

4402101 Sep. 17, 2013 Class 33:  (Based on 66(a)) Alcoholic 
beverages except beers, namely, wines; 
alcoholic beverages containing fruit; distilled 
alcoholic beverages; hard cider; liqueurs 
  
 
 

ELLE 4448057 Dec. 10, 2013 Class 21:  Glass jars, drinking vessels, glass 
bowls, candle holders, plates, dishes, cups, 
dinnerware, vases  
 
Date of First Use:  Sep. 11, 2010 
 
Class 25: Bath robes 
  
Date of First Use: Mar. 14, 2013 
 
Class 26:  Artificial flowers 
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Date of First Use: Mar. 30, 2012 
 

 

2560906 Apr. 16, 2002 Class 41:  (Based on 44(e)) Natural 
agricultural products, namely, living, natural  
flowers, rose bushes  
 
Affidavit of Incontestability - Accepted  
 

ELLE 1571639 Dec. 19, 1989 Class 9: (Based on 44(e)) Adding machines 
and calculators  
 
Affidavit of Incontestability - Accepted   
 

ELLE 2708222 Apr. 22, 2003 Class 9:  (Based on 44(e)) Spectacles  
 
Class 25: (Based on 44(e)) Footwear - 
namely, shoes, boots,  sandals and clogs  
 
Affidavit of Incontestability – Accepted 
    

ELLE 1454393 Aug. 25, 1987 Class 25: Lingerie  
 
Date of First Use: Feb. 1986 
 
Affidavit of Incontestability – Accepted 

 

 

1421118 Dec. 16, 1986 Class 25: (Based on 44(e)) Bags for storage; 
sacks of textile for packaging 
 
Affidavit of  Use – Accepted 

 

1419815 Dec. 09, 1986 Class 9:  (Based on 44(e)) Spectacles 
 
Af fidavit of Incontestability – Accepted  
 

 

 
 
 

1348158 Jul. 09, 1985 Class 25: (Based on 44(e)) Footwear-namely, 
shoes  
 
Affidavit of Incontestability – Accepted 

 

 

1318319 Feb. 05, 1985 Class 26: (Based on 44(e)) Earrings of 
Nonprecious Metal  
 
 

javascript:;
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Mark Reg. No. Reg. Date Goods / Services 

Affidavit of Incontestability – Accepted 
 

 

 

1322177 Feb. 26, 1985 Class 18:  (Based on 44(e))  Articles Made of 
Leather, Imitation Leather and Canvas-
Namely, Luggage, Travelling Bags, Tote 
Bags, Hand Bags, Shoulder Bags, Cosmetic 
Bags Sold Empty, Shopping Tote Bags 
 
Affidavit of Incontestability – Accepted  
 

 
2. Attached hereto as Exhibit B is a true and correct copy of a decision issued by the 

Trademark Trial and Appeal Board (TTAB) in the matter of Hachette Filipacchi Presse v. Ev 

International, LLC, 2008 WL 4233885 (TTAB Sept. 5, 2008) (non-precedential).  This decision 

is offered pursuant to 37 C.F.R. § 2.122(e) and is relevant to show the strength and fame of 

Opposer’s ELLE mark. 

3. Attached hereto as Exhibit C is a true and correct copy of the Final Judgment 

entered by the United States District Court for the Southern District of Florida in the matter of 

Hachette Filipacchi Presse v. Ricardo Orduz d/b/a ELLAHAIRSTRAIGHTENER.COM, Civil 

Action No. 14-cv-20599-UU on April 24, 2014.  This decision is offered pursuant to 37 C.F.R. § 

2.122(e) and is relevant to show the strength and fame of Opposer’s ELLE mark. 

4. Attached hereto as Exhibits D-F are a true and correct copy of Internet printouts 

offered pursuant to 37 C.F.R § 2.122(e).  Applicant produced these documents during the course 

of discovery and did not object to their submission by Opposer in connection with Opposer’s 

Opening Trial Brief filed on September 8, 2014 (Docket Entry 27).  Exhibits D and E are 

relevant to show the relatedness of the parties’ goods and services and the channels of trade 

through which Opposer promotes its ELLE mark.  Exhibit F is relevant to show that Applicant is 
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merely using her name to identify herself as an individual and not to identify any service she 

provides.   

 a. Elle.com excerpt accessed on October 4, 2012 at 4:37 a.m., and available 

at http://www.elle.com.  See Exhibit D. 

 b. Elleuk.com excerpt accessed on October 4, 2012 at 4:38 a.m., and 

available at http://www.elleuk.com/elle-tv.  See Exhibit E. 

 c. Vogue.it excerpt on October 5, 2012 at 10:57 p.m., and available at 

http://Vogue.it.  See Exhibit F. 

5. Attached hereto as Exhibit G is a true and correct copy of Opposer’s 2012 Media 

Kit.  Applicant produced this document during the course of discovery and did not object to its 

submission by Opposer in connection with Opposer’s Opening Trial Brief filed on September 8, 

2014 (Docket Entry 27).  This document is offered pursuant to 37 C.F.R. § 2.122(e) and is 

relevant to show the strength and fame of Opposer’s ELLE mark, the relatedness of the parties’ 

goods and services, and the channels of trade through which Opposer’s goods and services are 

promoted. 

6. Attached hereto as Exhibit H is a true and correct copy of the February 21, 2012 

Declaration of Fabienne Sultan Declaration, and exhibits thereto, which was offered in the matter 

of Hachette Filipacchi Presse v. Ellebodycare, Opposition No. 91200547 and assigned Docket 

Entry Nos. 9 and 10.  Applicant produced this document during the course of discovery and did 

not object to its submission by Opposer in connection with Opposer’s Opening Trial Brief filed 

on September 8, 2014 (Docket Entry 27).  This Declaration is publicly available for download at 

TTABVUE, the Trademark Trial and Appeal Board Inquiry System.  This decision is offered 

pursuant to 37 C.F.R. § 2.122(e) and is relevant to show the strength and fame of Opposer’s 

http://www.elle.com/
http://www.elleuk.com/elle-tv
http://vogue.it/
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ELLE mark, the relatedness of the parties’ goods and services, and the channels of trade through 

which Opposer’s goods and services are promoted. 

 

Dated: March 27, 2015   Respectfully submitted, 
 

McCARTER & ENGLISH, LLP 
 
 
 
By:_/Gary H. Fechter/________________________ 

Gary H. Fechter 
Lori Shyavitz 

 
245 Park Avenue, 27th Floor 
New York, New York 10167 
Phone: (212) 609-6800 
Fax: (212) 609-6921 

Attorneys for Opposer Hachette Filipacchi Presse 
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CERTIFICATE OF SERVICE 

The undersigned hereby certifies that the foregoing Opposer’s Second Notice of Reliance 

has been served by First Class Mail on Applicant, Lauren R. Schneider, at the following address 

for Applicant:   

Lauren R. Schneider 
465 North Summit Avenue 
Pasadena, CA 91103-3719 
elle.schneider@gmail.com, elle@attentionsoldier.com 

 

 

 

Date:  March 27, 2015    /Alice M. Pang/     
       Alice M. Pang 
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SEE MORE NEWS

STREET CHIC: PARIS

Doina Ciobanu wears a Miu Miu

dress, Chloé bag, and Charlotte

Olympia shoes.

OC T 4 7:00 AM E LLE  N EWS

CHANEL DOES FRENCH MANICURES;
DEBORAH LIPPMANN TALKS SHOP ON
THE CLASSIC LOOK
OC T 3 6:15 PM E LLE  N EWS

LULU GUINNESS LAUNCHES NEW LINE;
ALEXA CHUNG IS WRITING A STYLE
BOOK
OC T 3 5:30 PM E LLE  N EWS

INTRODUCING NEW DESIGNER
ACCESSORIES TRUNK SHOW SITE
BONFAIRE
OC T 3 4:30 PM E LLE  N EWS

FIRST LOOK: TOM FORD'S LATEST
MAKEUP
OC T 3 3:30 PM E LLE  N EWS

FASHION

C O N N E C T  W I T H  E L L E

A D V E R T I S E M E N T

OBSESSION OF THE DAY

WORK
ESSENTIALS
50 MUST-HAVE WARDROBE
STAPLES PERFECT FOR THE
OFFICE

• • • • •

Anais Jacquard Top

T I B I

SUBSCRIBE GIVE A GIFT CUSTOMER SERVICE SWEEPSTAKES DIGITAL EDITION HOROSCOPES JOIN FREE SIGN INSIGN IN WITH FACEBOOK

RUNWAY FASHION HAIR & BEAUTY POP CULTURE LIFE & LOVE ACCESSORIES ELLE SHOPS NEWS Search ELLE.com
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PARIS FASHION WEEK

All the latest collections from the

Paris runways

HAPPY BIRTHDAY, GWEN!

In honor of the singer's 43rd

birthday, a look at her best-

dressed moments

SHOP THE TREND

Fall's crop of curl-up-in knits has

arrived. Shop 36 cozy sweaters

SEE MORE FASHION

BEAUTY CHAT:
CHRISTINA ZILBER

Jouer Cosmetics

Founder on no-makeup

makeup looks

SPRING 2013
BEAUTY

How to get a Christian

Dior-inspired eye

makeup look

FALL'S TOP NAIL COLORS

6 trends to keep in mind for your next manicure.

Plus, shop 24 of our favorite shades

STEP-BY-STEP BEAUTY

Still mystified by the smoky eye or a crimson lip?

Here's your how-to guide for pretty-on-everyone

looks

SEE MORE HAIR & BEAUTY

HAIR & BEAUTY

BEST OF ELLE

ELLE.COM NEWSLETTER

Get the latest ELLE news
right in your inbox

THE MAGAZINE

T I B I

$315

G E T  I T  N OW !

Y OUR  E M A I L  A D D R E S S

S I G N  U P  N OW !



10/4/12 4:37 AMFashion Magazine - Beauty Tips, Fashion Trends, & Celebrity News - ELLE

Page 3 of 6http://www.elle.com/

SEE MORE POP CULTURE

POP CULTURE
SNL'S SETH

MEYERS IS A
POLITICAL ANIMAL

Getting to the heart of

the pol-skewering comic

LESLIE MANN: IT'S FUNNY 'CUZ IT'S
TRUE

NEW MUST-READS FOR OCTOBER

THE ELLE 25: OUR ANNUAL FALL
CULTURE CRIBSHEET

SEE MORE STREET CHIC

STREET CHIC

SEE MORE LI FE & LOVE

LIFE & LOVE
LESLIE FREMAR'S

POSH TRIBECA
LOFT

Stylist Leslie Fremar

invites Julie Vadnal into

the NYC loft Julianne

Moore helped decorate

STYLE CASTER: LESLIE FREMAR'S NEW
YORK CITY LOFT

DISTANCE MAKES THE HEART GROW
FONDER

TALK UP YOUR WEAKNESS

ELLE VIDEO

OC T.  4

7:00 AM

PAR IS

OC T.  3

7:00 AM

OC T.  2

7:00 AM
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ERMANNO SCERVINO: SPRING 2013 RTW

ETRO: SPRING 2013
RTW

JUST CAVALLI:
SPRING 2013 RTW

MOSCHINO:
SPRING 2013 RTW

C'N'C COSTUME
NATIONAL:
SPRING 2013 RTW

VERSACE: SPRING
2013 RTW

TRUSSARDI:
SPRING 2013 RTW

SEE MORE VIDEO

ELLE VIDEO

S E E  T H E  C O L L E C T I ON

SEE MORE RUNWAY

RUNWAY
SPRING 2013 RTW

SPRING 2013 STYLE 360

FALL 2012 HAUTE COUTURE

RESORT 2013

SEE MORE ACCESSORIES

ACCESSORIES
WARDROBE

MUSTS

Shop Nicholas

Kirkwood's favorite

accessory

FIGHTING WITH
FASHION

Shop pink items that

support the war against

breast cancer
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E L L E  M A G A Z I N E S

Subscribe

Customer Service

Address Change

Renewals

Give a Gift

F A S H I O N

Fashion 2012

Fashion Blog

Mad Men Fashion

Jeans by Body Type

Runway

B E A U T Y

Beauty Tips

Virtual Makeover

Best Foundation

Lipstick

Mascara

H A I R

Hairstyles

Formal Hairstyles

Medium Hair

At-Home Hair Color

Celebrity Hairstyles

R E L A T I O N S H I P S

Love Horoscopes

Boost Intimacy

Daily Horoscope

Gifts for Boyfriend

Cheap Date Ideas

A B O U T  E L L E

Mobile

Digital Edition

About Our Ads

Media Kit

Press Room

A D V E R T I S E M E N T

MORE, MORE, MORE ELLE

R U N W A Y

Fall 2012 Fashion Trends

Fashion Week

Fall 2012 Ready-to-Wear

Pre-Fall 2012

F A S H I O N

2012 Oscars Best Dressed

Red Carpet Dresses

Fashion Designers

2011 Best Dressed Women

H A I R  &  B E A U T Y

Best Short Hairstyles

Fall 2012 Beauty Trends

Best Budget Makeup

Best Foundation

L I F E  &  L O V E

Love Horoscopes

Where to Go in 2012

Ask E. Jean

Daily Horoscope

P O P  C U L T U R E

50 Most Beautiful People

Celebrity Makeovers

12 Actors with Bands

Top 10 Taboo Books

A C C E S S O R I E S

Designer Sunglasses

Designer Cuffs

Eco-Chic Jewelry

Office-Appropriate Shoes

S P E C I A L  O F F E R A D V E R T I S E M E N T

THE LATEST FROM

T R E N D I N G

FASHION WEEK  HOROSCOPES  FALL FASHION TRENDS  2012  WEDDING HAIRS TYLES  ERMANNO SCERVINO

In Her Bag: Alice Lane

Major Makeovers

The Latest & Greatest Beauty
Products

Search ELLE.com
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Home (/) / ELLE TV READ ALL LATEST NEWS

(/ALL-NEWS)

NOVEMBER ISSUE

ON SALE NOW

COVER STARS  (/ELLE -TV /COVER-STARS) BEAUTY SCHOOL  (/ELLE -TV /BEAUTY-SCHOOL) CATWALK  (/ELLE -TV /CATWALK) FASHION (/ELLE -TV /FASHION)

(/)

RED CARPET (/ELLE -TV /RED-CARPET)

Log in (/login) / Register - Sign up for the ELLE newsletter
(/register)

Follow us on...

(http://www.facebook.com/ELLEuk?
ref=mfs)

(http://twitter.com/elleuk)

Search ELLE - What are you looking for

FASHION ( / F ASH ION ) STYL E ( / ST YLE ) BEAU TY  ( / BE AUT Y ) STAR  STY L E ( / ST AR- ST YLE ) CATWALK  ( / CATWALK )

TRAVEL  ( / T RAV E L ) COMPS ( / COMPS) HOROSCOPES ( / H OROSCOPE S)

MAGAZ INE ( / MAG AZ IN E )

EL L E TV ( / E LLE - T V )

Jessie J: behind the
cover video

(/elle-tv/cover-stars/elle-

magazine/jessie-j-behind-the-

cover-video)

Beauty Awards
2012: Make-up
Winners

(/beauty/make-up-skin/make-up-

features/beauty-awards-2012-

make-up-winners)
Jessie J's Nails: The
Graphic Moon

(/beauty/make-up-skin/make-up-

features/jessie-j-s-nails-the-

graphic-moon)
What ELLE Wears :
What ELLE Wears

(/style/what-elle-wears/what-

elle-wears-tuesday-2nd-

october)
Paris Beauty Street
Style

(/beauty/make-up-skin/make-up-

Jennifer Lopez at

MOST POPULAR (#tabs-1)TWITTER (#tabs-2)

(/elle-tv/cover-stars/elle-magazine/jessie-j-behind-the-cover-video)

F A S H I O N  ( / E L L E - T V / F A S H I O N )

ELLE Edited by the Interns (/elle-

tv/fashion/london/elle-edited-by-the-

interns)

Inside ELLE Collections AW12 (/elle-

tv/fashion/london/inside-elle-

collections-aw12)

Prada, Burberry, Dolce & Gabbana,

Dior… New York… London… Milan…

Pa...

Follow Fashion Week with the ELL...

B E A U T Y  S C H O O L  ( / E L L E -

T V / B E A U T Y - S C H O O L )

George Northwood's Hitchcock

Heroine Roll (/elle-tv/beauty-

school/beauty-school/george-

northwood-s-hitchcock-heroine-roll)

George Northwood's Rough Bun

Today is the launch of the ELLE Beauty

Awards 2012.The 100 winning products

can...

ELLE Beauty Awards 2012

today's watch

COVER STAR'S VIDEO (/elle-
tv/cover-stars/elle-magazine/jessie-j-
behind-the-cover-video)
Jessie J: behind the cover video (/elle-tv/cover-stars/elle-magazine/jessie-j-behind-the-cover-

video)

Next Wednesday the November issue of ELLE UK magazine hits the streets, with co...

(http://ad.uk.doubleclick.net/click;h=v8/3d04/0/0/%2a/l;261608419;0-0;0;85789228;4307-

300/250;50021942/50012315/1;;~fdr=262134065;1-0;0;72159130;4307-

300/250;50231655/50219228/1;;~sscs=%3fhttp://www.aveda.co.uk/cms/offers/offers_landing.tmpl)

(http://ad.uk.doubleclick.net/click;h=v8/3d04/0/0/%2a/o;261981161;0-0;0;72159130;3454-

728/90;50693981/50666129/1;;~sscs=%3fhttp://www.agentprovocateurparfums.com/en/)
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A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

A Aquarians top Olympic

medal list (/star-

style/celebrity-style-

files/aquarians-top-

olympic-medal-list)

Alison Mosshart (/star-

style/celebrity-style-

files/alison-mosshart)

Alesha Dixon (/star-

style/celebrity-style-

CELEBRITY A-Z

features/paris-beauty-street-

style)

Jennifer Lopez at
Chanel

(/fashion/news/jennifer-lopez-at-

chanel)
Chanel is a breath of
fresh air

(/fashion/news/chanel-is-a-

breath-of-fresh-air)First Look: Jessie J
is ELLE’s November
cover star

(/star-style/news/first-look-

jessie-j-is-elle-s-november-

cover-star) Celebrity Twitpics

(/star-style/celebrity-fashion-

trends/celebrity-twitpics)
ELLE's Fashion
Week Wardrobe :
What ELLE Wears:
Paris Fashion Week,
SS13

(/catwalk/elle-s-fashion-week-

wardrobe/what-elle-wears-paris-

fashion-week-ss13)

OR FIND BY Celeb name

WHAT ELLE WEARS (/style/what-elle-wears)

Tuesday 2nd October

 (/style/what-elle-wears/what-elle-

Treat of the day...

posted by Amy Lawrenson / 14:46 pm

The perfect remedy for hard working

hands…......

(/beauty/beauty-notes-daily/treat-of-the-day)

BEAUTY NOTES DAILY (/beauty/beauty-

notes-daily)

MOST POPULAR VIDEOS

B L O G S  ( / B L O G S )

The Autumn Winter 2012 Fashion

Trends (/elle-tv/fashion/london/the-

autumn-winter-2012-fashion-trends)

WATCH ALL FASHION VIDEOS (/elle-

tv/fashion)

(/elle-tv/beauty-school/beauty-

school/george-northwood-s-rough-

bun)

Beauty School: Romantic Goth

(/elle-tv/beauty-school/beauty-

school/beauty-school-romantic-goth)

WATCH ALL BEAUTY SCHOOL VIDEOS

(/elle-tv/beauty-school)

WATCH SPRING/SUMMER 2013

(elle-

tv/catwalk/valentino-

spring-summer-13)

Valentino Spring

Summer 13 (elle-

tv/catwalk/valentino-

spring-summer-13)

(elle-

tv/catwalk/jean-

charles-de-

castelbajac-spring-

summer-13)

Jean-Charles de

Castelbajac Spring

Summer 13 (elle-

tv/catwalk/jean-

charles-de-

castelbajac-spring-

summer-13)

(elle-

tv/catwalk/chanel-

spring-summer-13)

Chanel Spring

Summer 13 (elle-

tv/catwalk/chanel-

spring-summer-13)

(elle-

tv/catwalk/saint-

laurent-spring-

summer-13)

Saint Laurent

Spring Summer 13

(elle-

tv/catwalk/saint-

laurent-spring-

summer-13)

C A T W A L K  ( / E L L E - T V / C A T W A L K )

Jean-Charles de Castelbajac Spring

Summer 13 (/elle-tv/catwalk/jean-

charles-de-castelbajac-spring-

summer-13)

Chanel Spring Summer 13 (/elle-

tv/catwalk/chanel-spring-summer-13)

Saint Laurent Spring Summer 13

(/elle-tv/catwalk/saint-laurent-spring-

summer-13)

WATCH ALL CATWALK VIDEOS (/elle-

tv/catwalk)

Valentino Spring Summer 13...

Valentino Spring Summer 13

R E D  C A R P E T  ( / E L L E - T V / R E D -

C A R P E T )

ELLE Style Awards 2012 (/elle-tv/red-

carpet/parties-events/elle-style-

awards-2012)

ELLE Style Awards 2012: Arrivals

(/elle-tv/red-carpet/parties-events/elle-

style-awards-2012-arrivals)

The Grammy Awards 2012 (/elle-

tv/red-carpet/parties-events/the-

grammy-awards-2012)

WATCH ALL RED CARPET VIDEOS (/elle-

tv/red-carpet)

Watch the Oscars 2012 arrivals here on

ELLEuk.com...

The Oscars 2012
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wears-tuesday-2nd-october) 

(/style/what-elle-wears/what-elle-wears-tuesday-

25th-september)  (/style/what-elle-

wears/what-elle-wears-lace)

ELLE'S FASHION WEEK WARDROBE

(/catwalk/elle-s-fashion-week-wardrobe)

Saturday 29th September

 (/catwalk/elle-s-fashion-week-

wardrobe/what-elle-wears-paris-fashion-week-ss13)

 (/catwalk/elle-s-fashion-week-

wardrobe/what-elle-wears-milan-fashion-week-ss13)

 (/catwalk/elle-s-fashion-week-

wardrobe/what-elle-wears-london-fashion-week-

ss13-day-5)

SHOPPING BLOG (/fashion/shopping-blog)

Monday 1st October

 (/fashion/shopping-blog/tommy-

hilfiger-s-bag-for-breast-cancer) 

(/fashion/shopping-blog/the-lcf-college-shop-returns)

 (/fashion/shopping-blog/miuccia-

prada-unveils-her-latest-creation)

Faux hair: a wedding faux pas?...

posted by Alannah Sparks / 12:07 pm

I try out a TOWIE makeover for my

wedding......

(/style/wedding-blog/faux-hair-a-wedding-

WEDDING BLOG (/style/wedding-blog)

ONLY with ELLE this

month

FREE Workwear

Magazine...

(http://www.elleuk.com/magazine)

Apple Newsstand

Buy ELLE for iPad and

iPhone...

(http://itunes.apple.com/gb/app/elle-

magazine-

uk/id469353635?mt=8)

Subscribe

FREE L'Oreal make up

set worth over £29...

(http://www.qualitymagazines.co.uk/elle/wa72)

(http://ad.uk.doubleclick.net/click%3Bh%3Dv8/3d04/3/0/%2a/b%3B252106392%3B2-0%3B0%3B72159130%3B1355-

2/2%3B48323524/48324277/1%3B%3B%7Esscs%3D%3fhttp://secure.elleuk.com/register)
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(/)

News

(/fashion/news)

Trends

(/fashion/trends)

What to Wear

(/fashion/what-to-

wear)

Accessories

Report

(/fashion/accessories-

report)

In Store Now

(/fashion/in-store-

now)

Designers to

Know

(/fashion/designers-

to-know)

Shopping Blog

(/fashion/shopping-

blog)

Ask ELLE

(/fashion/ask-elle)

FASHION

(/fashion)
Street Style

(/style/street-

style)

Occasions

(/style/occasions)

Work Style

(/style/work-style)

Instant Outfit

(/style/instant-

outfit)

What ELLE

Wears

(/style/what-elle-

wears)

My Style

(/style/my-style)

Wedding Blog

(/style/wedding-

blog)

Lorraine's Blog

(/style/lorraine-s-

blog)

STYLE (/style)

News

(/beauty/news)

Make-up & Skin

(/beauty/make-

up-skin)

Hair (/beauty/hair)

Diet & Fitness

(/beauty/diet-

fitness)

Product Reviews

(/beauty/product-

reviews)

Expert Tips

(/beauty/expert-

tips)

Spa Guides

(/beauty/spa-

guides)

Ask Elle

(/beauty/ask-elle)

Beauty Notes

Daily

(/beauty/beauty-

notes-daily)

BEAUTY

(/beauty)

News (/star-

style/news)

Celebrity Style

Files (/star-

style/celebrity-

style-files)

Celebrity

Fashion Trends

(/star-

style/celebrity-

fashion-trends)

Celebrity Beauty

(/star-

style/celebrity-

beauty)

Red Carpet

(/star-style/red-

carpet)

ELLE in Ibiza

(/star-style/elle-

in-ibiza)

STAR STYLE

(/starstyle)
Holiday

Inspiration

(/travel/holiday-

inspiration)

Travel Guides

(/travel/travel-

guides)

Places to Stay

(/travel/places-to-

stay)

Restaurant

Reviews

(/travel/restaurant-

reviews)

Travel

Accessories

(/travel/travel-

accessories)

Hotel Deals
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Comments Add comment

As announced by Editor-in-Chief Franca Sozzani

through her blog, on September 8th within

Vogue Fashion's Night Out, an exhibition

featuring words and pictures will be opened at

Palazzo Morando in Milan based on the theme of

time.

Our editorial staff has selected the best

shots amongst the ones uploaded in Photovogue

channel. The 100 chosen photgraphers will be

displayed in the Milan exhibition, called

Watch Mi, in partnership with Assorologi.

After the exhibition, the pictures will be

auctioned (due to conditions to be announced).

A part of the 100 chosen photographers will be

selected to realize a true shooting featuring

watches.

Published:
06/24/2011

Related content

PhotoVogue at Palazzo Morando
The 100 photographers chosen for the exhibition opening September 8th
during the Vogue fashion's Night Out in Milan
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mel Amazing pics, i'd like to be able to share individual pics i like!
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Feeling good

Vuitton
By Steven Meisel

Christine Anderson

345 days ago

Elle Schneider

345 days ago

Karl Axon

346 days ago

regret joining and will never take it for granted. :)

I know most of are too poor to make the exhibit.... It would be fun to
meet....

Truly honored to be selected among such fine photographers! When can I
expect to hear more details about the exhibit? I have a much higher-
resolution photo that I'd love to send over.

I have emailed my photo off to you guys in high resolution. Can we attend
the event?
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EDITORIAL PROFILE

IT’S ALL IN THE MIX

Source: MagRadar, Jan-Dec 2011; Other/Misc Includes: Automotive, Children, Building/Construction, Finance/Real Estate, Consumer Electronics, and Hobbies/Athletics

fashion 54%

beauty & health 11%

entertainment/celebrity/culture 24%

living 8%

other/misc. 3%

ELLE’s mission is to INFLUENCE WOMEN’S WHOLE LIVES, helping  

them to be chic, smart, and modern. With INTELLIGENT, IN-DEPTH 

WRITING and a razor-sharp curation of fashion that is at once  

ASPIRATIONAL AND ACCESSIBLE, ELLE inspires its readers to build not 

just personal style, but personal power.



As of January 2012. Subject to change..
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Kevin C. O’Malley was named SVP, publisher and chief revenue oficer 
of ELLE, which was recently acquired by Hearst from Lagardère SCA, in 
May 2011.

Before joining ELLE, O’Malley had been with Esquire magazine for the 
previous eight years, having been named publisher in February 2003. 
The title of vice president was added in January 2004 and the title of 
chief revenue oficer in January 2011.  

O’Malley has been the recipient of numerous awards and honors while 
at Esquire. In 2005, Media Industry Newsletter named him “Sales 
Executive of the Year.” He was named one of Advertising Age’s “Media 
Mavens” in 2004, while Esquire was named to the Advertising Age “A 
List,” which recognized the magazine as one of the hottest titles in the 
country. He was also named one of the “Top 100 Irish American Business 
Men” by the Irish American Business Society in 2004. In 2009, Esquire 
was named “Publishing Innovator of the Year” by Publishing Executive 
Magazine. O’Malley and Esquire Editor-in-Chief David Granger were 
co-recipients of the award for several industry milestones, including the 
production of the irst-ever electronic magazine cover for the magazine’s 
groundbreaking 75th Anniversary issue.

Before joining Esquire, O’Malley had been president of Emap Metro 
USA’s Sports Division from 2000 to 2003, where he oversaw a  number 
of men’s enthusiast titles, including Surfer, Snowboarder, Skateboarder, 
NFL Insider, and Powder, among others. In this position he was also 
responsible for the sales and marketing of “The Gravity Games,” a cross-
platform action sports/youth culture TV and event marketing property that 
aired on NBC.  

Previously, he served as vice president/publisher of Wenner Media 
LLC’s Men’s Journal from 1997 to 2000, where he helped shift the 
magazine’s adventure and itness focus into a broader men’s lifestyle 
position. His efforts resulted in two consecutive record-breaking years 
in both advertising revenues and pages, as well as Men’s Journal’s irst 
and only listing on Adweek’s “Hot List.” O’Malley also created and sold 
the magazine’s irst-ever brand extension, “The Men’s Journal Adventure 
Team,” a cross-platform brand extension with the Outdoor Life Network. 
Prior to Men’s Journal, O’Malley was associate publisher at Rolling Stone, 
also a Wenner Media LLC publication, from 1993 to 1997.

From 1987 to 1993, O’Malley worked for Hearst Magazines in new 
magazine development and at Esquire, where his last position at the 
magazine was advertising director.

An avid recreational athlete, O’Malley is married and has four boys.  
He and his family reside in Rye, NY.

KEVIN C. O’MALLEY
SENIOR VICE PRESIDENT, PUBLISHER AND CHIEF REVENUE OFFICER, ELLE
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Roberta Myers was named editor-in-chief of ELLE in May 2000. 
Since taking the position, Myers has directed ELLE into a new era 
of success, giving readers the best in fashion, beauty, culture, 
arts, and news coverage with exceptional visuals, writing and 
reporting. This combination has solidiied ELLE’s reputation as 
a magazine for women that delivers both style and substance. 
Myers is also responsible for content creation across all platforms 
including ELLE, ELLE.com and the ELLE iPad app which launched 
in October 2010. Under Myers’ editorial leadership, branded 
content is read by 5.6 million consumers in print and 1.5 million 
visitors online per month. A testament to the brand’s vitality 
and continued editorial relevance, ELLE has posted the largest 
increase in total readership in the past ive years across all 
fashion magazines by 16 percent. In 2009, ELLE was the #1 
performing monthly magazine with 2,082 ad pages and was 
subsequently placed at #2 on the 2009 Adweek Hot List. ELLE 
also was placed on Adweek’s 2008 Brand Leaders List, and 
was nominated in the Essays category at the 2008 National 
Magazine Awards. In September 2008, Forbes voted Myers No. 
2 on its list of Most Powerful U.S. Fashion Magazine Editors and 
in May 2009, Gotham named Myers a Media Power Player.

Myers came to ELLE from Mirabella, where she had been the 
editor-in-chief since April 1998. During her tenure, Mirabella 
received a National Magazine Award nomination for Essays 
and Criticism. Prior to joining Mirabella, she was a senior articles 
editor at ELLE; a senior editor at InStyle, where she worked on the 
start-up of the successful Time Inc. launch; and editor-in-chief of 
Tell, the irst joint venture between a television network (NBC) and 
a magazine company. She was managing editor at Seventeen, 
promoted twice from articles editor. She also worked at Interview, 
for Andy Warhol, and began her career at Rolling Stone. She 
is currently vice president of the American Society of Magazine 
Editors, was honored by Laboratory Institute of Merchandising for 
her contribution to the Business of Fashion, and has received two 
ACE Awards and three ASME nominations over her career.

Myers lives in Manhattan with her husband and two children.

ROBERTA MYERS
EDITOR-IN-CHIEF, VP, BRAND CONTENT
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Joe Zee was appointed ELLE’s Creative Director in January 2007 
to “build on ELLE’s continued success by enhancing the magazine’s 
look and style,” said Editor-in-Chief Roberta Myers. The move to ELLE 
followed many successful years as Fashion Director at W and as 
Contributing Fashion Editor at Details and House & Garden. He was 
also Editor-in-Chief of both the men’s and women’s editions of Vitals. 

As a fashion stylist, Zee collaborated on Vanity Fair’s March 2006 
Hollywood Issue with designer Tom Ford and photographer Annie 
Leibovitz. Zee has worked with many of the world’s leading fashion 
photographers, including Bruce Weber, Carter Smith, Alexei Hay, 
Juergen Teller, and Patrick Demarchelier, to name only a few. 

Zee is also the talent behind TV and print advertising campaigns 
for DKNY, Perry Ellis, Kenneth Cole, Sean John, Banana Republic, 
H&M, Estée Lauder, M.A.C. Cosmetics, Chanel, and Coty, among 
many others. He has styled notable campaigns for GAP including 
“(PRODUCT) RED”, the unforgettable pairing of Madonna and Missy 
Elliott and the 35th anniversary campaign with Sarah Jessica Parker. 

Zee was named one of the Top 15 Stylists in the world by STYLIST 
(published by Rizzoli and Style.com) and was the New York Post’s 
pick for Top Fashion & Stylist Insider. He has made countless 
appearances as a fashion expert on ABC’s Good Morning 
America, NBC’s TODAY show and as a fashion correspondent on 
the red carpet for Extra. In 2008, Legal Momentum honored Zee 
for his advancement of women through his creative services. 

As a co-author of The ELLEments of Personal Style (Gotham Books), 
Zee goes behind-the-scenes to bring readers a one-of-kind look 
at the personal closets, homes, workplaces and favorite spaces 
of fashion icons, socialites, leaders of business, movie stars, 
designers, and more. 

Slated to premiere March 2011, Zee is featured on Sundance 
Channel’s original fashion series, All On The Line, where he 
dispenses his expert advice to struggling designers, helping them 
succeed in the make-it-or-break-it high stakes fashion industry. 

Zee is based in New York.

JOE ZEE
CREATIVE DIRECTOR
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Emily Dougherty has covered the beauty industry as a writer and 
editor for more than thirteen years. She has been Deputy Editor 
of Nylon, Beauty Editor at Harper’s Bazaar and held the position 
of Senior Editor at ELLE before being promoted to Beauty/Fitness 
Director in 2003. 

Her mission is to balance style and service in a cohesive package 
that delivers the latest trends, products, and procedures before—and 
better than—the competition. 

A beauty aicionado from a young age, Dougherty still owns the irst 
lipstick she ever bought (Estée Lauder Frosted Apricot, circa 1980) 
and is on an eternal quest for the perfect undereye concealer.
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Paul Ritter is ELLE Group Design Director since January 2010, where 
he ensures brand design continuity across all platforms including 
ELLE, ELLE Décor and the web redesign. Ritter is also responsible for 
conceptualizing, creating and expanding the ELLE iPad app which 
launched in October of 2010. 

Ritter came to ELLE in April 2007 from Vitals magazine as Design 
Director. Prior to ELLE, Ritter was the art director for Benetton’s Colors, 
one of the most inluential magazine launches ever.

Over the past decade, Ritter has worked on advertising and 
branding for L’oréal, Zara, Estee Lauder Group, Colette, Italian 
Vogue, Jane, Black Book, Interview, V magazine, and the Whitney 
Museum of American Art, among many others. 

Ritter is based in New York.
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Anne Slowey has been writing about the people, places and diverse 
ideas that drive the world of fashion since 1989. She was named 
Fashion News Director of ELLE in 1998, and has spent her tenure 
at the magazine pushing the boundaries of traditional fashion 
reporting.
 
In the fall of 2008, Slowey was featured on the CW’s Stylista, a 
reality series where hopeful fashion enthusiasts vie for a coveted 
editorial position at ELLE. 
 
Slowey has made countless appearances as a fashion expert on 
ABC’s Good Morning America, NBC’s TODAY show and MTV’s 
The City. Slowey was also a former judge on Project Runway. She 
previously worked as an editor at W and Vogue.
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Kate Davidson Hudson was named Accessories Director of  
ELLE in 2011. 

Davidson Hudson started her career writing the culture pages 
for Harper’s Bazaar, and, shortly thereafter moved on to fashion 
editorial to become Accessories Editor. Prior to Harper’s Bazaar, 
Davidson Hudson was a contributing writer at the JCReport, Inc 
magazine, HarpersBazaar.com and ELLE.com.

Davidson Hudson came to ELLE in 2008 as Senior Accessories 
Editor before being promoted to Executive Accessories Editor  
in 2009.

Joann Pailey was named Market Director of ELLE magazine in April 
of 2008. In this role, her duties include: generating story ideas, 
editing the French and American markets for fashion well and front 
of book stories, and editing the monthly shopping guide, ELLEShops. 

Pailey came to ELLE in 2000 from Harper’s Bazaar as a fashion 
assistant, eventually becoming the assistant to fashion director  
Nina Garcia in 2002. In this position, she helped cover the french 
market, organized ElleShops, and served as the liaison between the 
fashion and art departments. Prior to being named market director, 
she was the market editor. 
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Kate Lanphear was named Style Director of ELLE magazine in 
April 2008.  

Lanphear, who came to ELLE via Sydney held fashion posts at both 
Vogue Australia and Harper’s Bazaar. In late 2005, Kate was named 
Senior Market Editor at US Harper’s Bazaar before coming to ELLE as 
Senior Fashion & Style Editor in 2006.
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AWARDS AND HONORS

   

   

   

   

   

   

   

   

 

   

   

   

 FIFI AWARDS

APRIL 2011
The Fragrance Foundation presented three 2011 
FiFi Awards to ELLE for Editorial Excellence in 
Fragrance Coverage: Best “Scent Bite” for “Mix  
Masters” in September 2010, Best Blog Post for  
“An Eau of Our Own” in October 2010, and Best 
Men’s Fragrance for “Picking Up His Scent” in  
December 2010. ELLE has won 18 FiFi Awards,  
more than any other magazine.

GOLD TRIANGLE AWARDS

MARCH 2011
The American Academy of Dermatology awarded 
ELLE a 2011 Gold Triangle Award, for the July 2010 
feature “Doctors’ Orders: Wrinkle Cures.” 
ELLE has won a total of 10 Gold Triangle Awards.
  

MEDIAWEEK’S WOMEN ON THE VERGE

SEPTEMBER 2010
Robin Domeniconi was named one of Mediaweek’s 
Magazine Women on the Verge

BEST PLACES TO WORK

AUGUST 2010
Time Out New York named ELLE one of the Best 
Places to Work

 ADWEEK MEDIA PLAN OF THE YEAR

JUNE 2010
Adweek Media Plan of the Year for ELLE’s collaboration 
with MediaCom on the fall H&M campaign

 JOURNALISTIC ACHIEVEMENT AWARD

APRIL 2010
ELLE was awarded the Journalistic Achievement Award 
from The American Society for Aesthetic Plastic Surgery 
(ASAPS) for an article in the October 2009 issue.

 MOST ENGAGED MEDIA BRANDS

APRIL 2009
min selected ELLE as one of the 2009 “Most Engaged 
Media Brands.”  min recognized ELLE as “the voice of 
style that carries everywhere: the legendary brand is 
fully accessible to women everywhere: in print, online, 
on mobile, on-air and in stores.”

 HOT LIST

MARCH 2009
ELLE was #2 on the 2009 Hot List. Adweek 
recognized the magazine for its “good mix of  
aspiration and affordability” [making] it “right for  
the times,” while “integrated deals lock in pages,”  
and noting, “Beauty, non-endemic strong in ‘08.  

BEST PERFORMERS IN CIRCULATION

JANUARY 2009
ELLE was among the Top 10 on Capell’s 
“Best Performers in Circulation” List of 2008

BRAND LEADERS LIST

OCTOBER 2008 
For the second time in three years, ELLE made 
AdWeek’s Brand Leaders List. AdWeek 
recognized ELLE for its stable of successful  
brand extensions, including the CW’s Stylista, 
the launch of “Joe A to Zee”, and the latest book, 
Women in Hollywood.

 THE “A” LIST 

OCTOBER 2008 
For the third year in a row, Advertising Age placed 
ELLE #3 in its annual Top 10 “A” List. ELLE was 
honored in part for its sixth consecutive year of ad 
page growth and a record-breaking September issue.

 MOST POWERFUL FASHION EDITORS

SEPTEMBER 2009
Forbes.com named Robbie Myers third on their list 
of Most Powerful US Fashion Magazine Editors. 
Myers was honored for facilitating ELLE’s successful 
partnership with The City, as well as for the increased 
exposure of the ELLE brand through ELLE.com, which 
saw 2 million unique visitors in July 2009, up 83% 
from July 2008.

 MAGAZINE OF THE YEAR

JULY 2008
The Accessories Council named ELLE  
‘Magazine of the Year’ at the 2008 ACE Awards, 
which honors groups that have made strides in  
raising the awareness of the accessories industry.
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2007 
“VISION QUEST”

Megan Deem, ELLE, September 2006  
Women’s Scent Bite

“MAKING SCENTS” & “SHOP TALK”

Megan Deem, ELLE, December 2006
Women’s Scent Feature

2008
“BOY SCOUTS”

Megan Deem, ELLE, December 2007
Men’s Coverage

2009
“ADVANCED CHEMISTRY”

Nicole Catanese, ELLE, October 2008
Women’s Scent Bite

“THIS YEAR’S MODEL”

Maggie Bullock, ELLE, December 2008
Men’s Coverage

COUNTER CULTURE
ELLE BEAUTY 

Boy Scouts
YOU KNOW HE’S GOING TO WEAR WHAT YOU TELL 

HIM. MAKE QUICK WORK OF THE TASK WITH ELLE’S 
CAN’T-MISS COLOGNE GUIDE. BY MEGAN DEEM 

( (
You Think 

He’s Perfect

Sniff Fresh Cannabis Santal and 
you’ll notice its patchouli-and-

plum aroma. Deep inhalers 
like Seth Rogen may pick up 

subtler nuances.

Your Mom Thinks 
He’s Perfect

Polo Explorer from Ralph Lauren  
mixes bergamot and sandalwood—
a blend almost as parent-pleasing 

as the designer’s hunky 
son David.

Mr. Second Life

He doesn’t exist—at least 
in the real world—but send 

his creator the lime gin fi zz-like  
ck IN2U him, developed 

specifi cally for Internet junkies.

( (
Wears A Speedo

Guys who show what they’ve 
got love Tom Ford for Men, a 
mix of leather and cypriol, an 
Indian root with  “animalistic 

sensuality.”

’s California

Research shows West Coast men give 
the thumbs-up to Governor 
Arnold Schwarzenegger 

and citrus scents like Frank 
los angeles No. 3.

David Beckham

Get close enough to breathe 
in intimately Beckham’s 

violet and grapefruit 
notes—and  get tackled by 
his bodyguard (or Posh).

( (
Sets Off Gaydar Guy’s Guy

The orange-blossom-infused 
Jean Paul Gaultier 

Fleur du Male suits gents with 
a sensitive side, such as 

Pete Wentz.

On-screen, Clive Owen goes guns 
a-blazing . But as the face of 
Lancôme Hypnôse Homme ,

 he smells of peaceful lavender 
and mint.

Derek Jeter

Demonstrating his 
versatility, the Yankee 

shortstop helped select 
saffron, mandarin, and 

vetiver for his Driven Black.
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EDITORIAL EXCELLENCE IN FRAGRANCE COVERAGE
ELLE HAS WON 18 FiFi’S SINCE 1989, MORE THAN ANY OTHER MAGAZINE

ELLE’S FiFi AWARDS

2011
“MIX MASTERS”

April Long, ELLE, September 2010
Best “Scent Bite”

“AN EAU OF OUR OWN”

Maggie Bulock, ELLE.com, October 2010 
Best Blog Post

“PICKING UP HIS SCENT”

Maggie Bullock, ELLE, December 2010
Best Men’s Fragrance

8

More than mere notes go into the making of a 
fragrance. Three fashion designers share the 
inspirations that got their juices flowing.   
By April Long

MIX 
MASTERS  

Giorgio Armani’s starting point for Acqua di Gioia was his vacation home on the Italian island of Pantelleria (1), where, he says, he feels “the 
power of Mother Nature’s fresh, dynamic energy.” Intended to “awaken the senses” like a Mediterranean sojourn,  the fragrance captures the 
“bracing effect of sea spray”   and the enlivening qualities of a mojito   (2), opening with a burst of crushed mint (3) and closing with a brown sugar 
(4) base.   The water jasmine (5) that blooms at Acqua di Gioia’s heart makes it distinctly feminine—something that was particularly important 
to the designer, who wanted the scent to embody the “mysterious and alluring” spirit of Sophia Loren (6) as well as the “extraordinarily strong” 
attitude of women such as Megan Fox (7). “I am fascinated by women who are comfortable in their own skin,” he says, “and who look as 
beautiful and individual in a pair of jeans as they do in an evening dress.”

ACQUA DI GIOIA
BY GIORGIO ARMANI
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ELLE BEAUTY INSPIRATION

F
orget the easy old joke—the el-
evator overdouser; the Pepe le 
Pew—that everyone who talks 
(or writes) about men’s fra-
grance always seems to round 
back to. In my experience, it’s 
usually women whose liberal 
spritzes tend to make your eyes 
water. Besides, anyone who 
reaches for a mental gas mask 

the second she hears the word cologne obvi-
ously has not encountered Gaspard Ulliel. 
Picture a younger, more intellectual Keanu: 
iron-jawed, dressed by his old friend Hedi 
Slimane, and recently chosen by none other 
than Martin Scorsese to star in a short film 
for Chanel’s latest men’s scent, Bleu de Cha-
nel. (Yes, even Scorsese directs fragrance 

“films” these days.) “Fragrance goes be-
yond fashion,” Ulliel said recently, over 
fresh-squeezed jus d’orange at Paris’ Hotel 
Ritz. “It’s part of your identity. It’s very im-
portant to have a special smell.” Okay, sure, 
you’re thinking, fragrance is paying the 
man’s bills; of course he’s a believer. But 
Ulliel is also a straight, seemingly secure 
Frenchman who loves artsy auteur Wong 
Kar-Wai, truffles, and Ingmar Bergman’s 
ultranoir Persona; he’d wear the stuff even if 
it weren’t  in his contract. And pity the poor 
mademoiselle who catches a whiff of Bleu’s 
citrusy cedar blend under that collar. She’s 
likely to cash in her chips at first sniff.

Call me scentimental , but I’m with 
Ulliel on this one. A man’s fragrance is im-
portant. If thoughtfully chosen and dis-

creetly applied—yes, two big ifs—it’s a 
game-changing breath of pure possibility, 
hinting at everything about its wearer that 
doesn’t necessarily meet the eye. If he’s a 
suit, a hint of smoky vetiver suggests his less 
straitlaced side; if he’s a nerd, it portends a 
not immediately obvious level of sophistica-
tion. If he’s old faithful, it’s a puff of healthy 
mystery, a reminder of the attraction he still 
holds to the wider world (and, even better, 
that’s he’s cleverly maintaining for you). If, 
on occasion, this little olfactory sleight of 
hand turns out to be false advertising, the 
male equivalent of Spanx, c’est la vie. 

Still, the whys and wherefores of men’s 
fragrance remain something of a mystery: 
Who, besides hot French pitchmen, wears 
it? And what do they wear? There seemed to 
be only one way to get to the bottom of it: 
ELLE would assemble a crack team to 
gamely track the scent-buying and -wearing 
habits of three broad stripes of the modern 
male: finance men, hipsters, and sports en-
thusiasts. In other words, we went out and 
smelled a bunch of guys. Wildly unscientific 
though our research may have been, the re-
sults could change what you think about 
Gaspards and Pepes alike .

The Banker

Fellow ELLE editor April Long and I em-
bark upon our odyssey, appropriately 
enough, at Ulysses, the after-work watering 
hole of Wall Street day traders. We’re just 
getting our sea legs in its packed outdoor 
courtyard—starchy blue and white button-
downs as far as the eye can see—when I re-
ceive a panicky text from Celine Barel. 

Barel has been recruited to lend a thin ve-
neer of legitimacy to our team. As a nose at 
the fragrance house International Flavors & 
Fragrances (IFF) who has whipped up, 
among others, Coach Poppy, Beckham Sig-
nature Story for Him, and, most recently, 
the haute-vanilla Jo Malone Vanilla & 
Anise, she’s the only one of us who truly 
knows what she’s talking about. “Where R 
U?” she writes. “I’m afraid the bankers 
think I’m a hooker trying to pick up!” They 
wish. Barel, it turns out, is from the French 
Riviera—she grew up in Grasse, the birth-
place of French perfume and, it appears, of 
sexy French girls—and is wearing a bright 
green wrapdress and shiny, dangly ear-
rings. By the time we locate her, men on all 
sides are eyeing her vulturously.

Colin, an early-thirties redhead, is al-
ready angling for her attention, so I not-so-
subtly shove Barel in his direction. “Hi, 
would you mind if my friend, um, smells 
you?” A blush leaps from his French-blue 
collar to his hairline. “Sure?” he squeaks. 
Celine dutifully inhales: the end-of-day 
remnants of Chanel Allure Homme. “The 

PICKING UP 
HIS SCENT
A man’s smell is key—so why do so many of them 
refuse the benefit of a good cologne? Maggie 
Bullock tracks three types of men to find the 
fragrances that tickle their noses…and their fancies 

ELLE BEAUTY
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2007-2011

2010
“ENDURING FRAGRANCE”

April Long, ELLE.com, April 2009 
Beauty Blog Post

“CREATIVE JUICES”

April Long, ELLE, October 2009
Women’s Scent Bite

“MAN, EAU MAN”

Maggie Bullock, ELLE, November 2009
Men’s Coverage

 Y
ears of playing swoonwor-
thy, twinkly-eyed leading 
men must have taught Pat-
rick Dempsey a thing or two 
about what women want. 
When he meets me in the 
sprawling penthouse of the 
Beverly Wilshire—yes, the 
Pretty Woman hotel—his first 
words are: “Want some 

champagne?” Followed by: “So, you’re from 
North Carolina?” (Do your research, gents, 
and you’ll have us at hello.)

Here’s what Dempsey has picked up from 
five seasons as thwarted lovebird Derek 
Shepherd on Grey’s Anatomy (a show, he points 
out, that’s written by a woman, the formida-
ble Shonda Rhimes): “Shepherd—he listens. 
Men have a tendency to want to get to the bot-

tom line, but they need to be patient. I think 
women want to be just heard. At the end of the 
day, they want to be protected, nurtured, and 
also have a lot of freedom, too, to go off and 
do their own thing.” 

Dempsey’s sharp sense for the wants of the 
modern woman has come in handy in his 
second career: cologne magnate. After stak-
ing out a place in the men’s fragrance world 
last year, with Avon’s Unscripted, he’s launch-
ing Patrick Dempsey 2, a cozy saffron-and-
spicy-woods blend (women who love men’s 
fragrances are sure to borrow this one from 
their boyfriends). Who does Dempsey trust 
to make sure these are eaux that ladies will 
buy, buy, buy? His uniquely qualified wife, 
Avon Global Creative Color Director, Jillian. 
“She’s got to smell me, so she better like it,” he 
says. “It all comes down to that, doesn’t it?” 

The men’s fragrance industry—which in 
2008 raked in $854 million at department 
stores and $204 million at mass retailers—
has a rather singular mission: calibrate scents 
(and ad concepts, bottles, and, often, a celeb-
rity spokesperson) to appeal to both men and 
the women who love them, not necessarily in 
that order. Yes, certain well-groomed guys 
want to smell good for their own sake; and of 
course plenty of men could care less about en-
ticing a girl at all. But “in general, in the 
American market, about 50 percent of men’s 
fragrances are bought by men, and 50 per-
cent are bought by women for men,” says 
Charlotta Perlangeli, the VP of global mar-
keting for Calvin Klein fragrances. “We defi-
nitely take both into account.” 

Derek Jeter, Avon’s other man-traction, 
phoned in from Seattle last summer, hours 
before the Yankees creamed the Mariners, 
to discuss the zesty new juniper, sage, and 
sandalwood Driven Sport, his fourth fra-
grance in three years. Jeter’s got the guys on 
the team hooked—“they’ll sort of make fun 
of me at first, and then when no one’s around, 
they’ll ask me for some”—but he says the 
real judge and jury consist of his mom, his 
sister, and his female agent (and, presum-
ably, rumored fiancée Minka Kelly). “I 
think a woman’s opinion on a men’s fra-
grance means more than a man’s opinion,” 
Jeter says. “Especially at Avon, where 
women are the ones who sell it. If I don’t sell 
them, they’re not going to sell the fragrance.” 
(Something tells me he has little to worry 
about on either count.) 

The idea that the right scent will help a 
guy “get” the girl sounds like marketing 
hooey—if a man is vile enough, even holy 
water isn’t going to help him. Yet who 
among us hasn’t been hooked (or, equally, 
repelled) by that whiff of Kryptonite emerg-
ing from a beloved’s T-shirt neckline? In 
high school, I crushed on a heavily hair-
gelled heart stomper who bathed in Obses-
sion (16-year-olds in mushroom clouds of 
man-scent? Blech. But boy, I’d have happily 
swilled the stuff back then). In my twenties, 
I irrationally, unhappily adored a man who 
wore a now-defunct Guerlain spritz; I spent 
most of our relationship with my nose bur-
rowed into his throat, as if I might find a 
truffle there. And I’m no snob: I’ve recently 
developed an unexpected fondness for Old 
Spice deodorant ($2.69), which wafted its 
way into my life completely by accident: 
My boyfriend stole it from his father in a 
moment of desperation. Suddenly, it’s the 
smell of masculinity, love, and hard work. 

What do women want? If only it were that 
simple. According to one oft-cited bit of  
research, the one smell that’s proven to 
arouse us is that of Good & Plenty candies. 
This theory might explain generations of 

MAN, EAU MAN
From “clean-cut jock” to “brooding sex god,” when it 
comes to men’s scents, there’s a message in every 
bottle. Question is, will she like it? By Maggie Bullock

ELLE BEAUTY
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BROADCAST
Access Hollywood 
Charlie Rose 
CNN’s Joy Behar  
CNN Showbiz Tonight
CNN-Reliable Sources
CW11 Morning News
E! News 
Entertainment Tonight
EXTRA
Good Day LA
Good Morning America 
Gossip Girl
Inside Edition 
KTLA
Larry King Live 
Late Show with David Letterman 
LXTV 
MARTHA
MSNBC Live 
Oprah 
O’Reilly Factor
The City
The Daily 10
The Insider
The Tyra Banks Show 
The View
TODAY 
Tonight Show with Jay Leno
TV Guide Channel-Hollywood 
411 
Videofashion Daily

PRINT
Ad Age  
Boston Globe 
BusinessWeek
Chicago Tribune 
GOTHAM
In Touch 
LA Conidential
Life & Style 
Los Angeles Times
Mediaweek
Newsday 
New York Daily News 
New York Post
New York Times
OK!
People 
STAR 
Time Out NY  
TV Guide
USA Today 
US Weekly 
Variety 
Wall Street Journal
Washington Post
WWD

DIGITAL
Associatedpress.com
E!Online.com 
Fashionalities.com
Fashionista.com
Fashionmagdaily.com
FashionWeekDaily.com
HufingtonPost.com
Justjared.com
MSNBC.com
MTV.com
Nymag.com  
NYObservor.com
NYPost.com
OK-magazine.com
People.com 
Perezhilton.com
Pinkisthenewblog.com
Popbytes.com
Popcrunch.com
Popsugar.com 
Reuters.com
Starmagazine.com
starpulse.com  
Styledash.com 
Styleite.com
TheCelebrityBlog.com 
TheDailyBeast.com
TheFashionSpot.com
TMZ.com
USAToday.com
Usmagazine.com
Yahoo.com

THE MOST TALKED-ABOUT
FASHION MAGAZINE

With over 262 MILLION IMPRESSIONS each month, ELLE garners signiicant media 
attention across major outlets.
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CIRCULATION VITALITY
SECOND HALF 2011

  Total Circulation % of Total Circulation

Paid Subscriptions: 854,121 74.6%

Veriied Subscriptions: 50,004 4.4%

Total Paid & Verified Subscriptions: 904,125 79.0%

Single Copy Sales: 241,339 21.0%

Total Average Paid Circulation: 1,145,464 100%

Rate base: 1,100,000    

Bonus: 45,464 (4.1%)

 CONTINUED READER DEMAND

•  With a total circulation of 1,145,464 in second-half 2011, ELLE delivered more than 

45,000 in bonus circulation to advertisers, while making rate base on every issue.

•  ELLE’s rate base increased with the September 2010 issue to 1.1 million with a  
$1 million investment in newsstand copies (+50,000).

Source: ABC Publisher’s Statement, Dec 2011
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TOTAL AUDIENCE 6,302,000
WOMEN 5,482,000 (87%)
MEDIAN AGE 34.2
MEDIAN HHI  $71,927* 
READER PER COPY 5.83  

   % COMP

Age 18-34 51.7 

Age 18-49 78.5 

Age 25-49  55.4 

Age 25-54 60.8 

  

HHI $50,000+ 64.1 

HHI $75,000+ 44.4 

HHI $100,000+ 32.2

Any College  70.0 

Grad College+ 31.8

Employed 66.6
Professional/Managerial  24.8

Single 39.6
Married 40.6
Any Children 48.1
Own Home 56.4

Source: MRI Fall 2011, Base: Adults; *Doublebase 2011

WHO READS ELLE?

MRI FALL 2011 
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WHO READS ELLE? 
AFFLUENT, STYLISH WOMEN

TOTAL AUDIENCE 1,505,000
WOMEN 1,344,000 (89%)
MEDIAN AGE 37.5
MEDIAN HHI $145,682

  % COMP
Age 21+ 86.3
Age 18-34 44.7
Age 25-49 44.3
Age 25-54 52.9
Age 35-54 38.5
Age 55+ 16.8
 
HHI $125,000+ 64.9
HHI $150,000+ 46.9
HHI $200,000+ 27.5
IEI $50,000+ 38.1
IEI $75,000+ 25.6

Any College 86.7
Grad College+ 64.0
Employed 72.8
Professional/Managerial 58.6

Single 36.3
Married 50.1
Any Children 35.6
Own Home 88.6

Source: MMR 2011; Base: Adults 18+, HHI $100K+

MMR 2011
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THEY ARE DECISIVE & FREQUENT SHOPPERS:

•88% of ELLE readers say their shopping isn’t seasonal - they shop the same amount  
  throughout the year. 

•84% of ELLE readers have purchased items written about in fashion magazines

•76% of ELLE readers agree: “I am a fashion leader, not a follower”

•70% say their closet has an even mix of high-end designer and lower-priced items

•63% took action as a result of seeing an ad in ELLE— Ranked #1 vs. competitive set!

THE ELLE READER 
BEYOND THE DEMOGRAPHICS

Source: MRI Spring 2011; Base: Adults; ELLE Inner Circle, 2011; MRI Starch, Jan-Dec 2011
*Readers of Others: Vogue, Harper’s Bazaar, InStyle, Lucky, Marie Claire, W

“The ELLE reader is curious, smart, loves fashion, and uses fashion as a way to 
transmit to the world who she is and who she wants to be. She’s the irst person to try 
something and she brings all of her friends along on her fantastic journey.”   
                                                            —Roberta Myers, Editor-in-Chief

 

STYLISH AND INFLUENTIAL 
They are trendsetters: 
•	 Family and friends often ask for and trust my 
 fashion advice 
•	 Family and friends often ask for and trust my 
 beauty advice 
•	 I love to mix and hi and low when putting  
 together an outfit 
•	 People come to me for advice before making  
 a purchase 

•	 I tend to make impulse purchases 

ELLE  
READERS

 
247

 
235

150

132

121 

READERS 
OF OTHERS*

 
211

213 
   

145

124
 

110
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Source: ABC June 2011; PIB 2011, 2010, 2009; MRI Fall 2011/Income based on MRI DB 2011, Adults; MMR 2011, Adults age 
18+ HOH HHI $100K+; ComScore Jan-Dec 2011 AVG; Website Data 1/5/12.*Readers of Others: Vogue, InStyle, Harper’s Bazaar 
Lucky & W. 
 

BRAND OVERVIEW
• GLOBAL REACH: 
 -ELLE is the #1 fashion magazine worldwide with 43 global editions and 21 million readers.
 -ELLE.com is the #1 fashion site worldwide with 28 sites and 20 million monthly UVs.
• CIRCULATION: 
 -With a total circulation of 1,132,860 in first-half 2011, ELLE delivered more than   
  32,000 in bonus circulation to advertisers, while making rate base on every issue.
• AUDIENCE:
 -With 6.3 million readers, ELLE has experienced the largest audience growth (+12%)   

  over the last year, and remains the youngest book in the competitive set.
• IDEAL CONSUMERS: 
 -ELLE reaches a desirable audience of fashion and beauty consumers:
    MRI 2011  MMR 2011

 Total Audience   6,302,000  1,505,000  
 Median Age   34.2   37.5 
 Median HHI   $71,927  $145,682
 In the past year...   ELLE Readers Index Readers of Others* Index

 Spent $10,000+ on fashion  266   243   
 Spent $10,000+ on jewelry/watch 229   212 
 Spent $1,000+ on beauty  193   177

• ADVERTISING:
 -In 2010, ELLE ran 2,287 advertising pages, +10% vs. 2009.

 -In 2011, ELLE ran 2,308 advertising pages, +1% vs. 2010.

• ELLE.COM: 
 -1.3 million unique visitors a month

 -70% original content; 24% of users direct to ELLE.com
• IPAD APPLICATION:
 -Launched in Fall 2010, ELLE’s iPad application allows readers to consume exclusive   
 content, create their own inspiration board, get styled with our Personal Stylist feature, and  
 shop directly from the app.
• VIRAL FOOTPRINT:
 -1,005,250+ Twitter followers, 365,200+ Facebook fans, 490,000+ YouTube channel   
 views, and 75,000+ Tumblr users.
• UNMATCHED MEDIA ATTENTION:
 -262 million press impression a month 

 -1.2 billion press impressions for the annual Women in Hollywood event
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TOTAL AVG MONTHLY UNIQUE VISITORS  1,313,000
PAGE VIEWS 17M
AVERAGE MINUTES PER VISIT 12+
FEMALE / MALE RATIO 69%/31% 
MEDIAN AGE 31.3
MEDIAN HHI $75,672 

  

   % COMP
Age 21+  79.4 
Age 18-34 50.3 

Age 18-49 79.2 

Age 25-44  33.4
Age 25-54 49.2 

  

HHI $60,000+ 60.9 

HHI $75,000+ 50.5 

HHI $100,000+ 32.5

Any College*  80.6 

College Grad+* 38.1
Employed* 68.4

Single* 27.1
Married* 52.3
Any Children 46.4
Own Home* 71.1

Source: ComScore Media Metrix, Jan-Dec 2011 AVG, Dec 2011 (demos),*Nielsen @Plan, 2011

WHO VISITS ELLE.COM?
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 +
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ELLE MOBILE

IPAD APPLICATION 

Our October 2010 issue marked the debut of ELLE’s iPad  
application which provides a new level of reader engagement  
by taking advantage of the platform’s high-resolution screen, touch  
navigation, mobility and connectivity. Content is available to  
users in two different views which offers advertisers several  
integration opportunities.

ELLE ASTROLOGY APPLICATION

This new application lets users hold the future in their hands.  
Available for a mobile phone or the iPad, the application provides 
daily horoscopes from ELLE’s astrology expert, ability to test love  
compatibility based on your astrological sign, or check the  
horoscopes of Facebook friends.

MOBILE OPTIMIZED WEBSITE

Recently relaunched, ELLE’s mobile optimized website offer the best 
in ELLE.com content, optimized for smart phone screens.
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RESEARCH OPPORTUNITIES

ELLE INNER CIRCLE  

ELLE’s reader panel of 18,000+ members allows advertisers to connect with 
ELLE’s most engaged consumers.

• A larger respondent base than syndicated studies 

• Ideal testing ground for ad campaigns, new products, and special  
   promotional opportunities. 

• Capabilities include general trend surveys, brand awareness surveys,  
   ad recall/critique surveys, product sampling, and focus groups. 

• Created in partnership with Mediamark Research Incorporated (MRI) 

• Results usually available within four weeks. 

ELLE INNER CIRCLE ELITE 

A subset of ELLE’s larger reader panel, the Inner Circle Elite is 1,000  
members-strong and is surveyed with hot topics weekly.

• Panel consists of readers who have opted in to take a weekly survey ranging 
   from current events and trends to brand awareness and afinity. 

• With a response rate greater than 40%, this panel is the optimal place to  
   get quick feedback on hot topics. 

• Results typically available within one week. 

 MRI STARCH
Measures advertising effectiveness and reader involvement for all  
national ads 1/3 page or larger.

• All 12 issues of ELLE measured each year 

• Provides marketing partners insight into how their ad campaigns perform  
   against competitors based on variables such as position and creative execution. 

• Custom survey questions allow advertisers to elicit more in-depth reader  
   feedback about the effectiveness of the advertising and are available with  
   each issue (Cost: $2,000 for 10 questions).
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*Offered on a irst-come, irst-served basis. All listings are subject to revision/approval by ELLE. 
**Digital iles; high resolution 300 DPI, TIFF or EPS iles.

IN-BOOK PROMOTION

ELLE PROMOTIONS: 
Where ELLE’s 6.3 million+ trend-setting readers turn each month to get the  
scoop on the latest happenings and hottest inds 

•  ELLE’s monthly in-book promotion pages unveil buzz-worthy events, contests/ 
sweepstakes, promotions, product launches, and more.* 

•  Exposure includes a listing on ELLEExtra.com, ELLE’s promos and events  
channel on ELLE.com

GET YOUR BRAND CONNECTED

•  Incorporate your product and image in a 
highly visible in-book environment with  
national exposure

• Align your brand with the authority of ELLE

• Increase brand awareness

•  Support online, retail, and all other  
marketing initiatives   

HOW TO PARTICIPATE

Provide ELLE with:

•   High resolution logo or product image**

•   30–40 words of copy

•   Web address if desired

For more information, please contact your ELLE representative.



300 W 57th Street 24th Floor · New York, NY 10019 · Tel: 212.649.2000 · Fax: 646.280.1058 · www.ELLE.com

ELLE ADVERTISING CONTACTS

NEW YORK
300 W 57TH ST, 24TH FLOOR
NEW YORK, NY 10019
PHONE: 212.649.2000
FAX: 649.280.1058

SENIOR VICE PRESIDENT,  
PUBLISHER AND CHIEF REVENUE OFFICER
Kevin C. O’Malley

VICE PRESIDENT, GENERAL MANAGER
Anne Welch

ASSOCIATE PUBLISHER
Blair Schlumbom

ADVERTISING DIRECTOR, FASHION AND RETAIL
Justin Tarquinio

SENIOR EXECUTIVE DIRECTOR, BEAUTY
Anna Araman

EXECUTIVE DIRECTOR, FASHION AND RETAIL
Paula Fortgang

EXECUTIVE DIRECTOR, LUXURY PRODUCTS
Barbara Boulware

BEAUTY MANAGER
Katie Crabtree

BEAUTY MANAGER
Jill Schlanger-Slivka

EXECUTIVE DIRECTOR, DIGITAL ADVERTISING

John Weisgerber

SENIOR ACCOUNT EXECUTIVE, ELLE.COM

Giancarlo Portale

SALES MANAGER, ELLE.COM

Erika Golomb

FASHION AND LUXURY SALES REPRESENTATIVE
Marissa Casey Fuchs

LOS ANGELES
5670 WILSHIRE BLVD. STE.1600
LOS ANGELES, CA 90036
PHONE: 323.954.4825
FAX: 323.954.4800

WEST COAST DIRECTORS

Sandy Adamski, Eileen Rivkin

CHICAGO
500 N. MICHIGAN AVE. STE. 2100
CHICAGO, IL 60611
PHONE: 312.923.4834
FAX: 312.832.1686

MIDWEST DIRECTOR
Andrea Foster

DETROIT
2301 WEST BIG BEAVER RD
TROY, MI 48084
PHONE: 248.614.6055
FAX: 248.614.6006

DETROIT DIRECTOR
Mara Filo

TEXAS
WNP MEDIA, LLC
4217 CAMDEN AVE
DALLAS, TX 75206
PHONE: 214.824.9008
FAX: 214.824.9009

TEXAS DIRECTOR

Lucinda Weikel

SOUTHEAST
MANDEL MEDIA GROUP
3340 PEACHTREE RD STE.1550
ATLANTA, GA 30326
PHONE: 404.256.3800

SOUTHEAST DIRECTOR
Nadine Timpa
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7 For All Mankind Store
AG Adriano Goldschmied
AK Anne Klein
Akris
Alberta Ferretti
Aldo
Alfani
Andrew Marc
Ann Taylor
Anne Klein 
APC
Armani Exchange
Australia Luxe
B Makowsky
b.tempt’d
Baby Phat
Balenciaga
Bali
Bally
Banana Republic
Barney’s NY
Bath & Body Works
BCBG Max Azria
bebe
Benetton
Betsey Johnson
Bloomingdales
Blumarine
Børn Footwear
Bottega Veneta
Brian Reyes
Burberry
Calvin Klein
Calvin Klein Jeans
Carolina Herrera
Carrera
Celine
Cesare Paciotti
Cettu
Chadwicks of Boston
Champion

Chanel
Chico’s
Chloé
Coach
Cole Haan
Comptoir des Cotonniers
D&G
Derek Lam
Dereon
Dermstore.com
Diane von Furstenberg
Diesel
Dior 
DKNY
Dolce & Gabbana
Donna Karan
Dooney & Bourke
Dsquared2
DSW
Elie Tahari
Emporio Armani
EMU Australia 
Eres
Escada
Esprit
Etro
Express
Fendi
Fidelitydenim.com
Flexees
French Connection
Fruit of the Loom
Gap
Giorgio Armani
Glory Chen
Gohastings.com
G-Star Raw
Gucci
Guess
H&M
Hale Bob

Havaianas
Hediard
Henri Bendel
Hugo Boss
Isabel Marant
J Brand
Jantzen
Jean Paul Gaultier
Jeanbay
Jessica Simpson
Jil Sander
Jimmy Choo
Joe’s
Joie
Jones New York
Judith Leiber 
Juicy Couture
Just Cavalli
Kathy Van Zeeland
Keds
Kenneth Cole
Kersh
Kohl’s
Lacoste
Lady Dior
Lanvin
Laura Mercier
Leon Max
Levis
Lily of France
London Fog
Longchamp
Lord & Taylor
Louis Vuitton
Lucky
Macy’s
Maidenform
Maje
Mango
Marc Jacobs
MaxMara

ADVERTISERS
FASHION/ACCESSORIES/RETAIL



ADVERTISERS
FASHION/ACCESSORIES/RETAIL
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Michael Kors
MICHAEL Michael Kors 
Michael Stars
Miss Me
Missoni
Miu Miu
Moncler
Moschino
Mulberry
Net-a-Porter
Nicole Miller
Nine West
Ocean Paciic
Oscar de la Renta
Payless ShoeSource
Perry Ellis
Piperlime.com 
Pologeorgis Furs 
Ports 1961
Prada
Pringle of Scotland
PRVCY Premium
Radley
Ralph Lauren

Rampage 
Ray-Ban
Rebecca Moses
Reebok
Reed Krakoff
Rite Aid Pharmacy
Roberto Cavalli
Saga Furs of Scandinavia
Saks Fifth Avenue
Salvatore Ferragamo
Sam Edelman
Sandro
Sears
Sephora  
Shopbop.com  
Silver Jeans
Sketchers Shape-Ups
Sperry Top-Sider 
Stella McCartney
Stuart Weitzman
Sue Wong
Talbots
Target
Tiffany

Tipsntrends.com
TJ Maxx
Tod’s
Tommy Hiliger
True Religion
Trussardi
UGG Australia
Uniqlo
United Colors of Benetton
Valentino
Vanity Fair Lingerie 
Vassarette 
Velvet
Vera Wang
Versace
Vince Camuto
Volcom 
White House Black Market
William Rast
Xtra Life Lycra
Yves Saint Laurent
Z London 



ADVERTISERS
BEAUTY/FRAGRANCE
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Always Flexi-Style
Amore Paciic
Artistry
Aveda
Aveeno
Balenciaga Fragrances
Bath & Body Works
Bebe Fragrances
Beckham Fragrances
Beyonce Fragrances
Bioré
Borghese
Burberry Fragrances
Burt’s Bees
Calvin Klein Fragrances
Caress
Chanel Cosmetics
Chanel Fragrances
Chloé Fragrances
Clairol
Clarins
Clarisonic
Clinique Cosmetics
Clinique Fragrances
Coach Fragrances 
Conair
Cover Girl
Crest 3D White
Dior Cosmetics
Dior Fragrances
Dolce & Gabbana Fragrances
Donna Karan Fragrances
DuWop Foundation of Youth
Elizabeth Arden Cosmetics
Elizabeth Arden Fragrances
Elizabeth Arden Skincare
EOS
Essie
Estée Lauder Cosmetics
Estée Lauder Fragrances
Eva Longoria Eva
Frédéric Fekkai

Garnier
Gigantic/Katy Perry Parfum  
Giorgio Armani Fragrances
Gillette Venus
Givenchy Fragrances
Great Lengths
Gucci Fragrances
Guess Fragrances
Hawaiian Tropic
Herbal Essences
Hervé Léger Fragrances
Infusium 23
IS Skincare
Jennifer Lopez Fragrances
John Frieda
Juicy Couture Fragrance
Kate Spade Fragrances
Katy Perry Fragrances
Kinerase 
L’Oréal Cosmetics
LaCross Comfort Tweezer
La Mer
Lancôme Cosmetics
Lancôme Fragrance
Laura Mercier
Lumene
Luster 1 Hour White
M.A.C.
Make Up For Ever
Marc Anthony
Marc Jacobs Fragrance
Mariah Carey Fragrances
Maybelline
Moroccanoil
Murad
Napoleon Perdis
Nautica Voyage
Neu Lash
Neutrogena
New York Color
Nicole Miller Fragrances
Nivea

Olay
OPI
Oral-B Pulsonic
Organix
Pantene Pro-V
Paris Hilton Fragrances
Paul Mitchell
Perricone MD
Perry Ellis Fragrance
Philosophy Miracle Worker
Physicians Formula
Prada Fragrance
Ralph Lauren Fragrances
Revlon
Rimmel
RoC
Sally Hansen
SJP Fragrances
Schick Quattro
Sculptra
Sebastian
Secret
Sheer Blonde
Shiseido
SK-II
Skintimate
Smashbox
Strivectin
Tampax Pearl
Thierry Mugler Fragrances 
TRESemmé
Tria
Urban Decay
Veet
Vera Wang Fragrances
Versace Fragrances
Viktor & Rolf Fragrance
Wella Professionals
Wexler 
Zeno
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A. Jaffe
Alwand Vahan
Andréa Candela
Ann Taylor
Anzie
Armitron
Assael 
Baume & Mercier
Beladora 
Bertolucci
Bixby Designs
Brighton
Bulgari
Bulova
Burberry
Cartier
Chamilia
Chanel
Chopard
Citizen
Coach
Crislu
David Yurman
De Beers/LV
Dior
Dolce & Gabbana
Ebel

ELLE Jewelry
Elgin
Everlon
Fendi
Frey Wille
Gregg Ruth
H. Stern
Halia
Harry Winston
Hearts on Fire
HSN.com
Ippolita
Jeff Cooper
John Hardy
Jorg Gray
Kabana
Kameleon
Leslie Greene
Le Vian
Longines Watches
Loree Rodkin
Mark
Marco Bicego
Matthew Campbell Laurenza
Metalsmiths Sterling
Movado
Nelson

Palladium
Pandora
Patek Philippe 
Platinum
Pomelatto
Rado Watches
Raymond Weil
Rebecca
Rembrandt Charms
Rina Limor
Ritani
Roberto Coin
Rolex
Silpada
Simon G
Solange Azagury-Partridge
Swarovski
Tacori
Tag Heuer
Thistle & Bee
Tiffany & Co.
Tous
Trollbeads
Van Cleef & Arpels
Zeta Graff

ADVERTISERS
JEWELRY AND WATCHES
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Acura 
American Express Zync
Art Institutes
Avon Foundation
Azo
Bacardi
Belvedere
Botox
Breast Cancer Awareness
Breast Cancer Luncheon
Breast Cancer Research Fdn.
Bremenn Research Labs
Cadillac
Canon
Celluscience
CIBA Vision
Crystal Light
Delsey
Dodge
Downy
Dysport
Effen
Elle
Emergen-C
Eos
Expedia.com Travel Service
Fage Total Yogurt 
FFAWN Organization
Florida
Ford
Fugiilm Finepix

Glade
Glo.com
Godiva
Golden Gate Capital
Gotham
Haven Day Spa
Hershey Company
Home Shopping Network 
Honda 
HTC 
Hyundai Jack Daniel’s
Intel Core
Jeep
Jim Beam
John Barrett Hair Salon
Jones NY In The Classroom
Juvederm Wrinkle Rx
Kenmore
Kia
Kim Crawford
LG
LU Biscuits
Mazda 
Media Network Services
Mediamax Network Service
Mercedes
Missme.com
Murad
Museum of Modern Art
Moët & Chandon 
National Disaster Search 

 Dog Foundation
Natural American Spirit  
 Cigarettes
Neutrogena Acne Stress Control
Onemightydrop.com
ProActiv
QVC Home Shopping Network
Ruby Tuesdays
Samsung
Santa Margherita 
Seasonique
Sierra Mist
Soitel Hotel & Resorts
Sony Vaio
Stand Up to Cancer  
 Organization
Starbucks
Style 360 Magazine
Tito’s
Universal Pictures
Valspar
Vera Wang
Volvo
Walgreens
Waterford
Wella Hair Salon
Womens Marketing & Sports Inc
World Gold Council
Zantrex-3
Yaz

ADVERTISERS
REST OF THE BEST



All rates are gross before agency commission; Maximum cover discount is 25%. *See conditions to qualify for retail rates; mass retailers and manufacturers who don’t qualify for retail rates may be eligible 
for 10% retail co-op rate.

2012 ADVERTISING RATES
EFFECTIVE: JANUARY 2012
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Rate Base: 1,100,000  
Rate Card No. 33
 

FOUR COLOR Full Page 2/3 Page 1/2 Page 1/3 Page 
Second 
Cover

Third 
Cover

Fourth      
Cover 

GENERAL RATES 148,270 112,690 103,815 80,085 185,380 163,105 192,765

RETAIL RATES* 118,625 90,155 83,050 64,070 - - -
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2012 DIGITAL AD SPECIFICATIONS
& MECHANICAL REQUIREMENTS

PROOFS: 

Hearst utilizes Virtual Prooing  technology at all monthly publication print facilities. Hard copy  
guidance is no longer required.

FOR ASSISTANCE AND SUPPLIED INSERT INFO CALL:

Phyllis Dinowitz, GROUP PRODUCTION MANAGER 212.649.3619 or pdinowitz@hearst.com

ACCEPTABLE FILE FORMAT:

Single page PDF/X-1a—PDF version 1.3 (Acrobat 4); output resolution of 2400 dpi; composite 
CYMK; high-quality JPEG or lossless Zip compression; resolution for color and grayscale images  
is 300 dpi; resolution for monochrome images is 1200 dpi; and fonts are embedded and  
subsetted 100% as well as other characteristics. This format is acceptable for full or partial pages. 
Trapping is the responsibility of the ile provider. Further information about PDF-X1a can be found  
at http://www.ipa.org. All custom ink colors must be approved by Production Manager and  
identiied by PANTONE number.

Note: Any non-process colors are included in the ile will be converted to CMYK. Conversion process may  
compromise the integrity of the ile and waives our color guarantee.

UNACCEPTABLE FILE FORMATS: 

Other ile types—such as Postscript, TIFF, TIFF/IT, EPS, native Photoshop, Quark, InDesign,  
Illustrator, etc.

SUBMIT CREATIVE VIA: 

Please upload all ads to our ad portal http://ads.hearst.com

INK SPECIFICATIONS: 4/C process. Match colors available. 

DENSITY: Total density should not exceed 300%

MARKS: All marks (trim, bleed) should be included in all colors and must be located 1/4” (6.35 mmm) from 
trim and not to invade the live or bleed areas.

BINDING SPECIFICATIONS: Perfect bound; jog to foot.

METADATA: We support AdsML, GWG Ad and Soft-Prooing Tickets.

PRINTING METHOD: Web offset.

GENERAL RULES: Allow minimum 0.125” (3.175mm) on all sides for bleed ads; Reverse type or 4/C Black 
text smaller than 10 pt and any solid type smaller than 6 pt cannot be guaranteed for perfect registration or  
readability; white color objects cannot be set to overprint.
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AD SPECIFICATIONS

All sizes are width x depth.

BLEED TRIM SIZE NON-BLEED LIVE

Full Page: Inches 8.25 x 11.125 8 x 10.875 7 x 10 7.5 x 10.375 

Spread 16.25 x 11.125 16 x 10.875 15 x 10 15.5 x 10.375 

2/3 Pg Vertical,  
2 Columns 5.375 x 11.125 5.125 x 10.875 4.625 x 10 4.5625 x 10.375 

1/3 Pg Vertical 2.8125 x 11.125 2.5625 x 10.875 2.3125 x 10 2.5625 x 10.375 

1/2 Pg Horizontal,  
3 Columns 8.25 x 5.5 8 x 5.25 7 x 4.75 7.5 x 4.75

1/2 Horizontal Spread 16.25 x 5.5 16 x 5.25 15 x 4.75 15 x 4.75

1/2 Vertical 4.125 x 11.125 3.875 x 10.875 3.25 x 10 3.25 x 10.375

1/2 Pg Digest 5.4375 x 8.5 5.1875 x 8.25 4.625 x 7.75 4.6875 x 7.75

1/3 Square, 2 Columns 5.3125 x 5.5 5.0625 x 5.25 4.625 x 4.875 4.5625 x 4.75

Full Page: Centimeters 21cm x 28.3cm 20.4cm x 27.6cm 17.8cm x 25.4cm 20.4cm x 27.6cm

Spread Full Bleed 41.91cm x 28.2575cm 40.64cm x 27.6225cm — 40.64cm x 27.6225cm

1/3 Page Vertical 7.14cm x 28.3cm 6.5cm x 27.6cm 5.8cm x 25.4cm 6.5cm x 27.6cm

Live matter SAFETY: Leave .25” from all TRIM edges. Gutter safety for TYPE: .125”–.1875” from each side of spread center.
Live matter SAFETY in CM: Leave 6mm from all TRIM edges. Gutter safety for TYPE: 5mm–6mm from each side of spread center.

FOR SUPPLIED INSERT INFORMATION CONTACT:

Phyllis Dinowitz, GROUP PRODUCTION MANAGER 212.649.3619 or pdinowitz@hearst.com

NOTE: Since out-of-speciications material could negatively impact the quality of reproduction, all advertising material furnished 
out-of-speciication will result in an additional charge of $150.
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2012 INSERT SPECIFICATIONS

The following are our speciications for supplied inserts. If there are any speciications needed that are not covered 

here, please contact Phyllis Dinowitz in the production department at 212.649.3619.

 FULL-PAGE SUPPLIED INSERTS

Prior to the printing of supplied inserts, it is essential to contact the production department for conirmation of  

speciications and print order. FAILURE TO COMPLY WITH SPECIFICATIONS COULD CAUSE ADDITIONAL COSTS, 

WHICH WILL BE PASSED ON TO THE AGENCY OR ADVERTISER. “Publisher shall in no event be liable for the quality 

of supplied materials, any damage caused in transit, or the reproduction of any materials not in strict conformance with 

the requirements set forth herein. This agreement is in furtherance of, and not in lieu of, the publisher’s rate card.”

Prior to printing, a blueline must be submitted for publication approval. We will not approve any insert  
without a blueline.

Delivered size:  8.25” x 11.125”

Trim size:    8” x 10.875”

Publication to trim:  .125” from foot and gutter, excess to trim from head and face

Scent strips:  Maximum trimmed size 7.75” x 10.875”

Publication jogs to the foot. Live matter to be kept .375” from all trim edges.

 PAPER REQUIREMENTS

Single leaf:  Minimum weight 60#, maximum weight 100#

Four to eight pages:  Minimum weight 50#, maximum weight 70#

Twelve to thirty-two pages: Minimum weight 50#, maximum weight 60#

Any insert over 50# will incur an additional charge

Inserts less than full page will be handled on an individual basis. Contact the production department and submit a 

dummy for approval.

Six samples of the supplied materials must be sent to the production department. One sample should be clearly marked 

showing the binding edge. If this is not submitted, the publication is not responsible for improper binding.

Please send the samples and bluelines to:

ELLE, Production Department, Attn: Phyllis Dinowitz, 300 W. 57th Street, 11th Floor 

New York, NY, 10019 Tel: 212.649.3619

 SUPPLIED CARD INSERTS

Prior to the printing of supplied card inserts, it is essential to contact the production department for conirmation of 

speciications and print order. FAILURE TO COMPLY WITH SPECIFICATIONS COULD CAUSE ADDITIONAL COSTS, 

WHICH WILL BE PASSED ON TO THE AGENCY OR ADVERTISER. “Publisher shall in no event be liable for the quality 

of supplied materials, any damage caused in transit, or the reproduction of any materials not in strict conformance with 

the requirements set forth herein. This agreement is in furtherance of, and not in lieu of, the publisher’s rate card.”

Prior to printing, a blueline must be submitted for publication approval.

Standard card size: Minimum 4.5” x 5”, maximum 8.25” x 11.125”

Live matter to be kept .375” from all trim edges

Foot jog magazine

.125” grind off from foot and binding edge

.5” between grind off and perf
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   SUPPLIED CARD INSERTS CONTINUED 

Cards to be returned through the Postal Service must caliper .007. Porosity of inserts must be 124 or less, utilizing a 

Shefield porosity with a .75” ID gasket. This is comparable to 25 or greater using the Gurley. Perforation speciication 

must be a maximum of 50% perforation. Less paper and more air than 50/50 will not be acceptable. 

Due to Post Ofice regulations, no supplied inserts are to carry folio numbers unless such pagination has been agreed 

upon in advance and has been conirmed in writing by the production department.

Six samples of the supplied materials must be sent to the production department. One sample should be clearly marked 

showing the binding edge. If this is not submitted, the publication is not responsible for improper binding.

Please send the samples and bluelines to: ELLE, Production Department, Attn: Phyllis Dinowitz, 300 W. 57th 

Street, 11th Floor, New York, NY, 10019 Tel: 212.649.3619

 PACKING SPECIFICATIONS

Product splits are not to be mixed on the same pallet. Partial shipments create dificulty; therefore we request that  

complete shipment for each issue be sent.

Bind-in cards and other types of supplied inserts should be furnished to Quad Graphics, brick-stacked on pallets using 

6” lifts with all units facing in one direction.

When a given insert has more than one version for regional splits, a pallet should not contain more than one version, 

unless material is packed in cartons and properly identiied.

Pallets should be 40” wide and 48” long and should not be packed higher than 40” from the loor to pallet top. Pallets 

must be waterproof-wrapped and securely banded with a minimum of two bands in each direction.

Contents of the pallets must be clearly identiied and lagged on at least two sides with the following information:  

publication name, issue date, gross weight, tare weight, net weight, quantity, key number (if any), skid number.

Affix a sample of the insert on all four sides of the pallet.

Cartons should be used when the nature of the insert or card does not permit brick stacking, or if additional protection 

of the material furnished is deemed necessary.

All materials are to be shipped directly to: 

Quad Graphics, Attn: Lloyd Brooks,  

4708 Krueger Dr., Jonesboro, AR 72401-9198  

Tel: 870.935.7000

The plant will receive material Monday through Friday, 8 a.m. to 4 p.m. In the event material has to be received on 

weekends, prior notice must be given for special arrangements to be made. There will be additional charges to the 

agency or advertiser if weekend delivery is necessary. 

PALLET REQUIREMENTS

Pallet: (4-way entry)  
Overall size 48” x 40” with solid deck top. 
Three stringers—each 2” x 4” (full 4”) x 48”
Three bottom boards—each .5” x 6” x 40”

Pallet tops or covers:  
Overall size 48” x 40” with 1⁄2” solid top.
Three cleats—each .75” x 4” x 40”
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   PERFECT BOUND INSERTS 

QuadGraphics is highly encouraging all customers to have outside supplied inserts and signatures set up with collator 

marks on the binding edge of perfect bound inserts to help ensure that they bind in correctly.  Collator marks should be 

½” in length along the spine and 1/16” in width positioned on the spine so that they will taken off when the 1/8” 

grind off is taken.  Collator marks can be positioned anywhere along the spine and can be any color.

When placed in the pocket or stream feeder, the collator marks will be visible by the pocket-feeder providing another 

check to make sure that things are being fed correctly.  If an insert is placed in the pocket incorrectly, the collator marks 

will not line up providing the opportunity for an immediate check before anything is bound incorrectly.  

If supplying a piece with multiple versions, please set up the marks so that they are positioned in different locations 

along the spine or use a different color to distinguish between the versions.

Please see the diagram below and contact the Production Manager if you have any questions.  Thank you in advance 

for your partnership in this matter.  
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11.1.2011

12.1.2011
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2.1.2012

3.1.2012

4.2.2012

5.1.2012

6.1.2012
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7.30.2011

8.31.2011

9.28.2011

11.1.2011

12.1.2011

1.3.2012
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3.1.2012
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5.1.2012
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7.24.2012
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*Includes TOC’s, Mastheads, Contributors, Letters, ETC, and PreTOC Spreads
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