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This holiday season luxury advertisers can 
experience the impact of a customized program 
thatÕs proven to drive retail traf!c and inspire sales 
just in time to make a difference.

LX365 is a partnership of leading major-market 
media properties, offering unprecedented one-
stop access to af"uent and locally-engaged 
audiences in key upscale markets across the 
U.S. Exclusive luxury marketing opportunities 
span print, digital, mobile, broadcast and event 
activations.

Let us put together an LX365 solution designed 
to meet your needs.
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Unique access to 3.9 million consumers, with the means to spend and a 
desire to buy

Sunday Circulation 453,430
Compare to:
!   Vogue 29,000
!   Vanity Fair 20,905
!   The New York Times 57,514

Buying indices among af"uent shoppers:
Beauty: 150 | Jewelry: 138 | Clothing: 136

Sunday Circulation 285,196
Compare to:
!   Vogue 31,501
!   Vanity Fair 29,254
!   The New York Times 33,102

Buying indices among af"uent shoppers:
Beauty: 134 | Jewelry: 136 | Clothing: 120

Sunday Circulation 312,430
Compare to:
!   Vogue 48,475
!   Vanity Fair 63,060
!   The New York Times 57,514

Buying indices among af"uent shoppers:
Beauty: 121 | Jewelry: 125 | Clothing: 123

Sunday Circulation 515,262
Compare to: 
!   Vogue 36,653
!   Vanity Fair 31,728
!   The New York Times 53,936

Buying indices among af"uent shoppers:
Beauty: 122 | Jewelry: 119 | Clothing: 120

Sunday Circulation 799,083
Compare to:
!   Vogue 46,194
!   Vanity Fair 44,114
!   The New York Times 37,304

Buying indices among af"uent shoppers:
Beauty: 128 | Jewelry: 131 | Clothing: 127

Sunday Circulation 968,144
Compare to:
!   Vogue 108,840
!   Vanity Fair 110,346
!   The New York Times 37,304

Buying indices among af"uent shoppers:
Beauty: 150 | Jewelry: 140 | Clothing: 139

Sunday Circulation 569,805
Compare to: 
!   Vogue 22,105
!   Vanity Fair 16,104
!   The New York Times 12,654

Buying indices among af"uent shoppers:
Beauty: 128 | Jewelry: 134 | Clothing: 127

Af!uent Shoppers: Shoppers with HHI $100K+
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!   Millionaire HHs 235,959
!   Retail spending/household $33,936

LX365 properties reach 52% of market 
with a 151 Index among HHI $150K+

LOS ANGELES

DALLAS
!   Millionaire HHs 99,968
!   Retail spending/household $32,430

LX365 properties reach 50% of market 
with a 153 Index among HHI $150K+

CHICAGO
!   Millionaire HHs 174,670
!   Retail spending/household $33,658

LX365 properties reach 77% of market 
with a 139 Index among HHI $150K+

SOUTH FLORIDA
!   Millionaire HHs 99,698
!   Retail spending/household $62,774

LX365 properties reach 36% of market 
with a 115 Index among HHI $150K+

SAN FRANCISCO
!   Millionaire HHs 208,678
!   Retail spending/household $33,658

LX365 properties reach 35% of market 
with a 140 Index among HHI $150K+

PHILADELPHIA
!   Millionaire HHs 120,082
!   Retail spending/household $33,254
 

LX365 properties reach 56% of market 
with a 128 Index among HHI $150K+

8 %0:(2#$"& $2+( $8"&(7
Reaching more than a million millionaires in the most important 
luxury markets

!   Millionaire HHs 91,076
!   Retail spending/household $32,241

LX365 properties reach 48% of market 
with a 134 Index among HHI $150K+

HOUSTON

Sources: 2008 September ABC, 2008 Phoenix Marketing, 2009 Scarborough, Release 1



PREMIUM PROPERTIES
Prime positioning in the most highly-respected local media publications

LX365 Marketing Possibilities
!   Elegant main news luxury wells
!   Chic and glossy publications, covering the re!ned lifestyle 
!   Consistent and affordable CPMs across the network
!   Short lead times, maximum "exibility
!   Custom-created programs in print and beyond
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Recession revelry: The open bar is MIA. 6
BEARDS VERSUS BELTWAY 2 : :  DECODING THE ÔISTASÕ 6 ::  GIFT GUIDE: LARCHMONT BOULEVARD 11

IMAGE
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P

ODE TO
JOY OF LIFE

JEWELS
GET JUICY
STYLE NOTEBOOK, 2

HOLIDAY JEWELRY, 10

Mark Boster Los Angeles Times

NO-STRESS
IDEAS FOR
GUYS TOO
HOLIDAY DRESSING, 9

Mark Boster Los Angeles Times

Blair Thornley For The Times

RETAIL
GOES 

TO THE 
DOGS

TRENDS, 
4

Liz O. Baylen Los Angeles Times

THE HOLIDAY
DRESSING GUIDE

Your party look
doesnÕt have to
break the
bank. Shop
your closet,
then add a
strategic
festive touch.
(The red skirt?
ItÕs $27.80.)

FOR
ALL, A
GOOD
PRICE

LAIG_ 12-14-2008_ P_ 1_ P1_ LA_ 1_ CMYK
TSet: 12-12-2008 12:46
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351 North Beverly Drive, Beverly Hills
310��273��4741 �� 800��793��6670
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Save 30% - 70%
on all Designer, Estate
& Private Label Jewelry.

August 20 - 21 - 22.

Offer is for in stock
merchandise only.
no special orders.

3 DAYS ONLY!

THE 'ROADY' HANDBAG

BEVERLY HILLS 326 NORTH RODEO DRIVE TEL 310 271 4110
COSTA MESA SOUTH COAST PLAZA TEL 714 429 0101

WWW.YSL.COM

{ B A C K  T O  S C H O O L }

The march of fashion films contin-
ues with ÒCoco Before Chanel,Ó open-
ing Sept. 25. The biopic, directed by
Anne Fontaine, stars Audrey Tautou
as the legendary designer who was
born poor, orphaned at a young age,
grew up in a convent, and slept with a
slew of important men throughout her
life Ñ a roster that included the aristo-
cratic horseman ƒtienne Balsan, the
Grand Duke Dmitri of Russia and
composer Igor Stravinsky. With each
one, she advanced her station in life
and her style, taking their pajamas,
hats and tweed riding jackets and
making them a uniform for the newly
liberated woman.

The film focuses on her early years,
including her influential affairs with
Balsan and English sportsman Arthur
ÒBoyÓ Capel, who lent her the money to
open her first millinerÕs studio in Paris
in 1910.

Costume designer Catherine Leter-
rier does a good job of demonstrating
how radical ChanelÕs wardrobe choices
were at the height of the Belle ƒpoque.
The best style often comes out of lim-
ited choices, and itÕs a neat trick that
Chanel was able to make austerity le
mode for the upper classes. 

Her crisp white collars and cuffs re-
call the habits worn by the nuns who
raised her, and the flat top hats are
reminiscent of the straw boaters worn

at horse races. It is thrilling to see her
at a tailoring shop in Deauville, creat-
ing the first little black dress to wear
that evening, and on the dance floor,
standing out in a sea of ruffly confec-
tions and meringue-like hats. ItÕs also a
revela tion when she wears a striped
fishermanÕs shirt over a long skirt with
a grosgrain ribbon for a belt, and white
silk menÕs pajamas with black patent
Mary Janes. 

ChanelÕs dogged individualism
comes through loud and clear in the
film, but her ambition less so. And itÕs
difficult to square this fairy-tale por-
trait with what we know of the de-
signer in her later years, about her in-

volvement with a high-ranking Nazi of-
ficer during World War II, and subse-
quent war crimes charges (quickly
dropped, some say because of an affair
with the Duke of Westminster). 

Still, itÕs fascinating to think about
how such simple style gestures Ñ a
paring down from the bejeweled ex-
cess of times not so unlike those we
find ourselves recovering from today Ñ
evolved into a global luxury brand sell-
ing items as varied as surfboards and
rain boots splashed with CC logos.
Guess theyÕre leaving that for ÒCoco
After Chanel.Ó

booth.moore@latimes.com

FASHION DIARY

�����������������������������	�������	�

BOOTH MOORE
FASHION CRITIC

Chantal Thomine-Desmazures Sony Pictures Classics

AUDREY TAUTOU: She plays the designer in ÒCoco Before Chanel.Ó

ÒMy friends and I are wearing a lot
of capri jeans Ñ making them with
scissors. Keeping it ugly and rough.Ó

Ñ Enrique Garcia, 17
Lincoln High School, San Diego

::

ÒMy skinny jeans are my favorite
pair of jeans. ItÕs all about how you
wear them. I just bought a leather
jacket. ItÕs really fitted, tight and cute
Ñ feminine but with an edge.Ó

Ñ Mariah Stephenson, 16 
Dana Hills High School, Dana Point

::

ÒSkinny jeans in different colors are
coming in Ñ and ones with rips on the
front.Ó

Ñ Kirra Kudla, 17 
San Clemente High School graduate

(headed to FIDM)

::

ÒI like all the high-waisted stuff, and
layering tank tops with flannels with
jackets Ñ because this is the fall and
itÕs like 80 degrees. I like destroyed
acid-washed jeans, and skinny jeans
with zippers.Ó

Ñ Maddie McKinley, 18 
Huntington Beach, incoming USC freshman 

::

ÒSkinny jeans are out. I donÕt like
wearing them. You have to be a stick.Ó
(SheÕs wearing straight legs instead.)
Fall must-haves include Òa romper and
a cardigan sweater.Ó 

Ñ Justine Jones, 17 
Fountain Valley High School

adam.tschorn@latimes.com
Times fashion critic Booth Moore
contributed to this report.
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Backstage before the Hurley-spon-
sored Walk the Walk fashion design
competition at the U.S. Open of Surfing
last month, we surveyed some of South-
ern CaliforniaÕs most fashion-forward
teens about their post-Labor Day ward-
robe choices. Not surprisingly, denim
was at the top of the list, but what kind
(skinny versus straight, 1980s-era acid-
washed versus 1990s-era ripped grunge)
was very much up for discussion. 

A few of the comments:

---- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

Adam Tschorn

CRISP: Above, Gap 1969
ÒAlways SkinnyÓ jeans, $69.50
at www.gap.com ; H&M shirt,
$14.95, jacket, $19.95, and belt,
$7.95 at H&M, Beverly Cen-
ter; Vans shoes, $55 at
www.vans.com ; Kipling back-
pack, $76 at www.kipling
-usa.com .

CASUAL: Right, JoeÕs Jeans
denim jacket,$268 at www
.joesjeans.com ; H&M dress,
$34.95 at H&M, Beverly Cen-
ter; Banana Republic tights,
$15 at www.bananarepublic
.com; Forever 21 belt, $4.80 at
www.forever21.com ; H&M ban-
gles, $6.95 at H&M, Beverly
Center; Kipling backpack, $76
at www.kipling-usa.com .

ON THE COVER: Citizens of
Humanity vest, $260 at www
.citizensofhumanity.com ; J
Brand jeans, $198 at www
.jbrandjeans.com ; Calvin Klein
tank top, $18 at Calvin Klein,
Beverly Center; John Varvatos
eyeglasses, $275 at www.john
varvatos.com ; apt. 9 haircalf
belt, $24 at www.kohls.com ;
Forever 21 bangles, $5.80 at
Forever 21; H&M bangles,
$6.95 at H&M, Beverly Cen-
ter; Vans shoes, $55 at www
.vans.com . 

Studio Photographs by Jay L. Clendenin Los Angeles Times; 
Styled by Melissa Magsaysay Los Angeles Times, Model Natalie Valentine at M Models,

Hair and Makeup by Amber Kerns at Solo Artists

latimes.com
/image

See a gallery of photos of fallÕs newest
denim styles in a range of prices. 
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AFFAIR 
OF THE 
NECKLACE
JewelryÕs sharp new shape

Top Shoppers 
We salute the Bay AreaÕs best 

NeimanÕs toasts Naeem
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54 OF THIS SUMMERÕS STEAMIEST
PEOPLE, PLACES AND THINGS

54 OF THIS SUMMERÕS STEAMIEST
PEOPLE, PLACES AND THINGS
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SHANNON
WYNNEÕS
NEW DIVE

SPIN CYCLE
TWO WHEELS 
ARE BETTER 
THAN FOUR

STEPHAN 
PYLES
GIVES
GOOD
DISH
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Roy Kim
Advertising Sales Manager, 

Luxury
212-210-1020

rkim@tribune.com

Jill Carvajal
Advertising Sales Manager, 

Fashion & Beauty
917-750-1560

jcarvajal@tribune.com
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