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In no other place is American folklore more evident and more
pervasive than in the media, particularly in advertisements that

appear in magazines aimed at women. Note the ads I have clipped

from February and March issues of magazines such as Vogue, Elle,

Cosmopolitan, Glamour, Harper's Bazaar, and Mademoiselle.

All ten ads.attempt te catch fhe’attention 6f the notmél fe-
male reader with mohey to spend by using common folk speech in
the form of broverbial phrases. and figures of speech. One uses
the traditional "Hold Your Horses," meanihg wait a minute, take

your time to buy our product, to sell handbags; Another uses the

old "Have Your Cake and Eat It Too," meaning you can enjoy life and

still have more, to seil‘a brand of lipstick. Still another uses
"Right on the Kisser," which originally meant a blow to the face,

to sell another lipstick. This same use of folkspeech is obvious

throughout: "Your Skin Doesn't Have to Act Its Age," "See You
Later, Alligator," "A Real Shinef," "Which Came Firét,“ "Two of a
Kind," "Go the Distance," and "Great Big Wet One." a

Another use of folklore in the ads is the evocation of trad-
itional sfereotypes. Five of the ten use models that»apparently
epitomize what American Cultﬁre thinks and'even-dictates the Amer-
ican woman should strive to look like. Thére.are two ads thaf
show the ideal American man, the stereotype that womeﬁ should:set
their caps to catch. For example, thg question "Having a Bad Skin

Day?" makes us think that if we have acne or any sort of blemish

we will not look 1like this lovely model and that Neutrogena can set
us back on the right path. "Now Your Skin Doesn't Have to Act Its

"Age" makes it clear that age is ugly and that Revlon can make us

young again. “Lips That Go the Distance” reminds us that wénmust_
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have moist, painfed lips, this in order to look yqung'and heélthyr :
enough to attract the.ideal stereotype éf American manhood to want
fo'kiss us. The message 1is not hidden: Max Factor, of course, will
giVe us such lips. |

The ten ads also abbund‘in'a variety of folk belief. The'sim—
plé fact that each_of the ads 'is selling a beauty product or a form
of ego;boosting'accessory tells us that‘cerfain looks and possess-—

ions make us better, more desirable and better loved people. The

adlfor‘vicenga leather bags and'beits, for exqmple, téils'us that

the way to be superior to other women is to wear and carry things

that cost more than theirs did; The woman with éxpensive acces-

sories is bétter than the woman without them. The Lace perfume ad

reminds us that to smell good is.to seem clean and therefdre better
%,_ thaﬁ to smeil either bad or neutral. Cleanliness is, after all,
next to godliness. The Max Factor ad features lipstidk and.nail
poliéh in cases of gold; ana women know that these ére'beauty én—
hancers:likely to be spotted by other women when they afé used in
public. The centuries-old belief that tﬁe person who has gdld_is
gqueen of the realm still sees the light of aay in selling the Amer—'
ican women those things she is supposed to need in order fo be
highly réspected in today's Jjob and romance markets.

This is but a brief glimpse of the contemporary Ame;ican's
advertising scene. It_features only'a two-month dffering from only
a few publications. ‘Yet it is more than sufficient to demonstrate
how often American folk speech, sterebtyping, and folk belief are
used to sell products to Women. Madisoh Avenue has. read folk cul-

ture well and understands how to capitalize on its power over the

American woman's mind.
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charges Ross with an array of legal
and ethical misdeeds—everything
from having Mafia ties and being dis-
loyal to friends to stock manipula-
tion. Although often praising Ross,
Bruck nevertheless ends up burying
him. ‘She concludes that Ross’s
genius was in making people believe
the larger-than-ife image he created
of himself. But, she insists, the image
was a lie. “The truth was that his
extraordinary generosity was funded
to a great degree by the company,”
she writes, completely undercutting
the very virtues that inspired such
devotion from his admirers. “His loy-
alty, in many cases, endured as long
as people were useful to him; and—
driven by a compulsion to win—he
tended to put his own interest ahead
of others’, in situations large and
small.”

hat Ross died of cancer just
three years after the Time
Warner merger and was
only briefly able to preside
over the empire he had
brought to fruition was widely judged
a tragedy. This, however, was before

Bruck’s unsparing portrait appeared;
one now wonders whether Ross’s pre-
mature death was actually an example
of his impeccable timing. But Bruck
wishes he were still alive. “Part of the
allure for me was to write about a fig-
ure at the height of his powers and dis-
cover things about him nobody else
knew. I had hoped the book would jar
him. It was very difficult for me when
he died.”

Difficult for her? A sadness creeps into
Bruck’s voice as she discusses Ross’s
death—something deeper than the
sound of a writer who is disappointed
that her story has taken an unfortu-
nate turn. After she had worked for
years to uncover the very things Ross
had spent an entire lifetime hiding,
the only person who would really get it
was now dead. Others might admire
or loathe her portrait, but only Ross
would know how accurate it was, only
he could be truly shaken by it. For
Bruck, the smartest student in the
class, this would have been the ulti-
mate affirmation.

The most damaging of Bruck’s dis-
coveries was that Ross was far more
involved than had previously been
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thought in a 1982 scandal surround-
ing a Mob-controlled theater in
which Warner Communications
owned an interest. Protected by the
sacrifice of two colleagues (his best
friend was one), Ross just barely
escaped being prosecuted, and the
scandal, which also involved Frank
Sinatra and a host of unsavory char-
acters, was a question that lingered
over him for years. “The theater
scandal was the part of the book I
cared about most because nobody
else had ever gotten to the bottom of
it before,” Bruck says. It also
required some truly intrepid report-
ing, during which Bruck received
two or three hang-up phone calls
each day at her home and office. She
was told that one Mob figure “would
just as soon kill you as look at you if
he knew you were asking these ques-
tions.” Despite such dangers, Bruck
knew she couldn’t fathom Ross’s
character until she got to the core of
the affair.

In the scandal’s aftermath, Bruck’s
longtime mentor, Steven Brill, wrote
a piece in The American Lawyer titled
“Trading Up—How to Hang a
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Tycoon,” in which he defended Ross
as having been unjustly harassed by
prosecutors who didn’t have a case.
Thereafter, Ross used Brill’s article as
a public certification of his inno-
cence. In a dazzling act of journalis-
tic patricide, Bruck devotes a sizable
chunk of Master of the Game to decon-
structing Brill’s article point by
point, arguing that he was misled by
Arthur Liman, Ross’s lawyer, and

that he failed to look behind Ross’s.

flimsy defense. When Bruck is fin-
ished, the dark clouds have turned
stormy, and both Ross and Brill are
soaking wet.

In fact, few people in Master of the
Game are portrayed in a fldttering
light, which may say as much about
Ross as about Bruck’s savage style.
Liman comes off as a duplicitous

lackey whose personal loyalty to Ross

outweighs his professional integrity;
Ross’s third wife, Courtney Sale, is
seen as an imperious brat who fan-
cies herself the Jackie O. of the
- media world; and Ross’s successor,
Time Warner chairman and CEO

Gerald Levin, is depicted as an -

unscrupulous, Machiavellian schem-

er who lies, stabs a colleague in the
back, and makes his final grab for
power before Ross’s body is even cold.

Although Bruck doesn’t think of
herself as a moralist, her often unre-
lenting judgments are what give her
writing its bite. Some people, however,
wonder whether since moving to The
New Yorker she has gone too far.
“Connie is a brilliant writer, but these

days she is less concerned to restrain”

her impulse to pile on,” says Brill, who
had read only a published excerpt
from the Ross book. “Journalists,
unlike juries, don’t always have to vote
yes or no. They can sometimes vote

gray.” »

More than Bruck’s edge, it is her
self-described “pathological honesty”
that causes her to come down so
heavily on her subjects. But while her
opinion about someone’s innocence
or guilt is uncompromising, her liter-
ary rendering of it is anything but
heavy-handed. “That most people
have mixed emotions but believe,
often passionately, that their inten-
tions are good ought not to cloud the:
picture,” she writes of the ambiguous
conclusion to the Time Warner

merger. “The deal that Time’s man-
agers were able to strike was not
solely seigneurial, but it was seigneur-
ial; it was not solely self-interested,
but it was selfinterested; it was not
solely venal, but it was venal.”
Currently at work on a piece about
Hillary Clinton, Bruck has been divid-
ing her time between-Little Rock,
Arkansas, and Washington, D.C. “She

‘is such an inspiration to so many

women, but it is not clear to me
exactly who Hillary is,” says Bruck, in
between flights. “Nothing I have read
about her even begins to satisfy my
curiosity.”

n her voice I hear all the ingre-
dients of a classic Connie Bruck
profile: high hopes and praise
for the underdog, extreme
inquisitiveness, a certainty that
the real story has not been told. I
find myself thinking: Whatever you
do, Hillary, be careful when she asks
you to “just walk her through” the
comprehensive health plan. u

Robert S. Boyniton frequently writes about
business and media.

#

See you later;
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MAYBE SHE’S A =
BORN WITH IT. . :

A REAL
SHINER

Moisture Whip Gloss Stick.
Sheer color madness and shine.
Moisturizes and conditions.
Never sticky or heavy.

Next victim, please.

MOISTURE WHIP®

GLOSS STICK
by Maybelline®

Christy is wearing: Barely Wine Moisture Whip Gloss Stick and Long Wearing Nail Enamel in Romantic Mauve.
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A beautiful fragrance §
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true I’:o~v'e or
TRULY LACE?

To receive a free sample of Truly Lace®.25 oz. Cologne, send $1.00
(check or money order) for postage and handling along with your name
and mailing address to: Truly Lace Sample, P.O. Box 5567, Newtown,
CT. 06470-5567. Please allow up to twelve weeks for shipment. Limit
one sample per person or address. Offer expires 12/31/94.

To find this romantic boutique collection of personal and home fragrance at a store near you, call 1-800-528-7228.
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Two of a kind?

he big difference is in the clothing colors

theyre wearing. “Warm” soft peach.

“Cool” hot pink. Would you know

which makeup shades to wear with each? Your
Mary Kay Beauty Consultant does. And with

the exclusive ColorLogic®™ system, she-can help

you not only choose the right shades, but learn

how to apply them. To complement your features.

Your coloring. And your wardrobe. With

Mary Kay, you can look like a million. Or two.

Call 1-800-455-1 190 for your free
warm or cool makeup samplers and a
full-color beauty brechure. Or for more
informaiion, call your Beavty Consultant.
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Choose a warm or cool sampler Kit.
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Eyes: - Checks: Lips:

Honey Glaze  Truflle . Coral Pumpkin
Gool .
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Eyes: Checks: Lips:
Whisper Pink Iris Wild Rose Plum Blossom

©1994 Mary Kay Cosmetics Inc., Dallas, Texas 75247

1-800-455-1190
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COTY ‘24
LIPSTICK

HAVE YOUR

CAKE

AND EAT IT, TOO

YOUR LIPSTICK WILL STILL BE ON.

i

COTY ‘24’ LIPSTICK. WON’'T SLIP, SLIDE,

TRIP YOU UP OR LET YOU DOWN.

© 1994 Coty Inc., N.Y,, N.Y.
Claire is wearing Coty "24' Lipstick in Nouveau Wine.

¥ITH COTY 24’ IT'S A PIECE OF CAKE.
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