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Profile of target market: Average household income: R36,000
Average personal income: R22,000

The Edit has much larger audiences in upper LSM groups compared to magazine readers in general  51% are 
employed full-time

Distributed to metro areas in Gauteng, the Western Cape, KZN, and the Eastern Cape.  

9 in 10 of The Edit target market like to dress well. C I R C U L A T I O N :  70 000.  

R E A D E R S H I P :  246 000. P R O F I L E  O F  T A R G E T  M A R K E T :  Average household income: 

R36 000. A V E R A G E  P E R S O N A L  I N C O M E :  R22 000. The Edit has much larger audiences 

in upper LSM groups compared to magazine readers in general; 51% are employed full-time
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This season we encourage you to clothe yourself in fantastical 
prints, CONTRASTING TEXTURES and RETRO SHAPES with  

a modern twist, while keeping it COOL AND CLASSIC in  
sailor-inspired apparel, as THE NAUTICAL TREND makes its way 

back onto our radar just in time for Spring/Summer 16 
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COLD    SHOULDER
FASHION’S TURNOVER of trends 
is not only insatiable, but also, more  
often than not, unwearable for the 
average woman. Whether we’re 
talking thigh-grazing hemlines or 
obliques-revealing cut-outs, what 
looks good on the catwalk can  
appear indecent or frumpy on the 
sidewalk. So hallelujah for our  
current obsession with the  
off-the-shoulder look. It’s a trend that 

oozes subtle sexiness and makes the most of the part of 
the body every woman can feel good about. Who doesn’t 
love their collarbones, right? It’s no wonder the world is 
shoulder-flash crazy now.

It started in the resort 2016 collections and picked 
up pace at the spring/summer 2016 shows. Stella  
McCartney’s crisp white tops curved confidently to  
attention around the upper arms. Jonathan Anderson 
at Loewe offered up loose and wide knitwear, tipped 
at the shoulder. Clare Waight Keller at Chloé went 
wild with lace and chiffon tops, denim dresses, and  
carnival jumpers that all made the most of the  
décolletage. Temperley London paired spaghetti straps 
with cropped ruffles that floated below the shoulder and 
above the waistline. Peter Pilotto tiered Chantilly lace,  
macramé, and striped cotton into an array of  
shoulder-exposing, body-defining dresses. And at  
Proenza Schouler, monochrome jacquard and crêpe 
creations were either cut away in circles around 
the shoulders, or held up by ribbons. Backstage,  
designers Lazaro Hernandez and Jack McCollough said of 
their inspiration: “We were looking at bananas — things 
that peel away from the body.”

The off-the-shoulder look has been a favourite for  
longer than you might think. Throughout the 19th  
century, it was the fashion to wear wide-necked evening 
gowns that drew attention to one’s bust. The silhouette 
sloped the shoulders and nipped the waist with a bodice, 
while bell-shaped skirts created volume. A century later, 
’50s Hollywood style was characterised by the likes of 
Natalie Wood, Grace Kelly, Sophia Loren, and Lucille Ball, 
who all favoured glamorous, clavicle-braving outfits. For  
Brigitte Bardot it was such a signature that her name now 
signifies the sailor-style off-the-shoulder top flooding high 
street stores such as H&M and Zara.

It’s remained a perennial fashion favourite ever since, 
from Marilyn Monroe as hourglass seductress Rose in film 
noir thriller Niagara, to Jennifer Beals working up a sweat 
in flimsy, wide-necked jerseys as welder-turned-dancer 
Alex in Flashdance, via Olivia Newton John’s good girl 

Sandy in Greece in drop-dead sassy sweetheart necklines. 
What makes the 2016 incarnation of the trend feel  

invigorating and empowering is that, unlike in recent decades, when  
off-the-shoulder tops were most often about defining the waist and 
hugging the body, today we’re taking a softer, more demure approach. 
The aim is to give the impression that garments are floating around 
the body, about to cascade to the floor. Not only is this alluring, it’s 
also ultimately flattering. The carnal connotations are ever present, but 
subliminal, leaving it up to the individual as to how risqué she chooses 
to be. The look reframes the body too. These seemingly precarious  
garments change the way you carry yourself, and demand that you 
walk and stand tall. No slouching, or you’ll be flashing more than you 
intended, but that’s very much part of their elegant charm. 

“There’s an easy-going sensuality to the off-the-shoulder trend 
this season,” says Sabrina Henry, stylist and fashion curator at  
London’s Southbank Centre. “It’s more casual and less constrained and 
also nods to 1970s bohemia — that sense of freedom. We’re moving 
away from the puritanical minimalism of past seasons and embracing  
femininity.” To work the look in a relevant way, she recommends  
pairing an off-the-shoulder top with high-waisted palazzo pants or silky 
combat trousers, as seen at Balenciaga.

Indeed, the joy of this trend is that it can speak to you in many 
ways, whether you prefer more architectural pieces, such as Ellery’s  
waterfall-sleeved tops; bandaged and sporty styles, courtesy of Barbara 
Casasola; or as a way to update your little black dress, as exemplified 
by Christopher Kane’s wave-hemmed looks. Channel burlesque dancer 
Gypsy Rose Lee in nearly naked, louche lace frippery from Givenchy. Join 
the Balmain army in nude, leather-laced ruffles. Embrace your uptown  
flamenco dancer in one of Roberto Cavalli’s ruffled chiffon power dresses. 
Or keep it simple in a Caroline Constas billowy gingham poplin top. You can 
dress it up or down, layer roll necks or T-shirts underneath to keep flesh to 
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’Tis the season to show some shoulder, and spring/summer’s NEW EROGENOUS ZONE 

has a subtle SEXINESS LIKE NO OTHER

TEXT HELEN JENNINGS
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For SPRING/SUMMER, beauty is pared down and 
simplified in our LIGHT-REFLECTIVE editorial. 

Skin masks are making a comeback, and MAKEUP GETS 
COLOURFUL in our colour-coded guide. Fragrances are 

inspired by DESIGN AND COUTURE; and, of course, 
we share the newest in this season’s beauty launches 

THE EDIT SPRING/SUMMER 2016

BEAUTY
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MASKING is BACK — in a BIG WAY 

TEXT TESSA PASSMORE

return of the mask

THANKS TO THE KOREANS (from K-pop to K-beauty), skincare enthusiasts the 
world over are embracing the masking trend. Gone are the days when a facial 
mask was applied like a gel, dried to resemble wood glue, and peeled off in one 
piece — taking those tiny facial hairs with it (ouch). Back in the day, results were 
less oh-so-glowy, and more taut and tight, with breakouts popping up all over the 
place. Now, masks are designed to treat all kinds of skin woes, and textures are 
innovative and fresh — think watery jelly and sheet masks.

Sonette Donker, owner of Skin iD and qualified skincare therapist, says:  
“A good mask must address your skin concern, whether it’s dehydration, oiliness, 
breakouts, lines and wrinkles, or sensitivity.” These days the concept of using one 
mask on your whole face is unrealistic: “multimasking” has taken over. Most of us 
have combination skin, so target forehead oiliness with a purifying mask and use 
a hydrating mask on other areas, such as the jaw, for maximum benefits.

Masks can change skin immediately, making them 
ideal to use just before a big event or even just for a boost in  
skin-confidence. Donker says: “They’re formulated to penetrate 
only the top layers of the skin, whereas a serum is designed to 
penetrate the deeper layers.” 

The next step is to find out what your skin needs. How 
do you decide on your concern? Donker suggests that for 
dehydration, consider a gel mask containing hyaluronic acid 

and vitamin B3 to restore hydration. Oiliness? A clay mask containing salicylic 
acid, glycolic acid, and oil-absorbing clays (bentonite and kaolin clays). This blend 
of ingredients will absorb the excess oil, leaving the skin matt, and it will sort out 
the congestion (blackheads and whiteheads). For breakouts use a mask either in 
a clay or gel base, containing salicylic acid, glycolic acid, lactic acid, mandelic acid, 
triclosan, charcoal, and azeloglycine. Most formulations will contain three to four 
of these ingredients, and will help to dry out the pimples, as well as kill bacteria 
and reduce inflammation. What about lines and wrinkles? Normally masks that 
are best for a boost here are formulated with a gel or cream base, and include 
vitamins A, C, and E, plus brown or red algae and peptides. The main purpose of 
this mask is to superficially firm the skin and change its texture. Lastly, sensitivity 
is best addressed with a gel- or cream-based mask with niacinamide (vitamin 
B3), panthenol (vitamin B5), hyaluronic acid, vitamin E, aloe vera, vitamin K, 

glycoproteins, ceramides, and lactobionic acid.
When it comes to making the most of masking, take note of 

some of these tips: a clay mask will dry out the eye area, so best 
to avoid it, but a light cream or gel texture is good for the eyes, 
and sometimes, lips too. Also, some masks can actually be left 
on overnight — especially the hydrating ones — giving beauty 
sleep new meaning. So settle in, get your mask(s) on and look 
forward to brighter, happier skin — one treatment at a time.

“Using one 
mask on your 
whole face is 
unrealistic: 
‘multimasking’ 
has taken over”
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Every man’s wardrobe should include 
KEY PIECES based on this UTILITY 
TREND in their STYLE ARSENAL.  
Amplify Givenchy’s battle-ready look with 
streetwear and SOLID ACCESSORIES

1. Trousers, from R899, River Island 2. Backpack, 
R15 530, Ermenegildo Zegna 3. Bucket hat, R299, 
Polo 4. Bomber jacket, R5599, Diesel 5. Bracelet, 
from R150, River Island 6. Shirt, R229, H&M 
7. Watch, R4 299, Casio G-Shock at American 
Swiss 8. High tops, from R15 500, Jimmy Choo  
9. Sunglasses, from R4 255, Emilio Pucci 
at Luxottica 10. Shorts, R499, Country Road
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In a bold to attempt to enhance this already beautiful issue, we’ve 
decided to JOIN FORCES and create an experience that also taps 
into the wonderful world of interiors. TRENDS WITHIN DÉCOR, 

art, and product design have become so intertwined with the fashion 
world, making this move a natural progression. WE CELEBRATE 

THE MODERN movement in this issue, as we embrace rich patterns, 
ornate designs, and luxurious textures with a powerful combination 

of LOCAL AND INTERNATIONAL DESIGN influences. 

LIVING

I N T E R I O R  T R E N D S
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NewClassicism
TEXT LEANA SCHOEMAN
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We’ve CURATED some of the MOST BEAUTIFUL AND SOUGHT-AFTER must-haves 
and spaces out there, inspiring you to embrace the old with A NEW TWIST
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From cleansers to brow shaping, TRY THESE ULTIMATE FIXES for him

TEXT TESSA PASSMORE

Grooming News

S E N S I T I V I T Y  S A V I O U R 
Do you have dry, itchy skin that nothing seems to soothe? La Roche-Posay is new 
to South African shores, and the brand takes  skincare seriously. A product really 
making us take notice is the Lipikar Baume AP+, R280, which aims to make atopic 
dermatitis a thing of the past. A 4% addition of niacinamide helps boost the skin’s 
natural defences, and the 20% of pure shea butter is extremely moisturising, not to 
mention that the patented active ingredient, Aqua Posae Filiformis, has been shown 
to improve atopic skin. Pair it with La Roche-Posay cooling Thermal Spring Water, 
R150, post shave or gym for the ultimate sensitive skincare fix.

D E E P - C L E A N I N G  D U O
Feeling like your skin needs some attention? Try this new duo from 
Clinique, which addresses the effects of pollution on ageing. This 
isn’t a new concept for Clinique (its City Blocks are designed to  
protect the skin of city dwellers), but the City Block Purifying 
Charcoal Cleansing Gel, R300, seriously slurps ups oil and daily 
dirt from the skin. The secret? Bamboo charcoal — well known for its 
oil-absorbing properties. Other ingredients, such as glycerin, prevent 
skin drying out, and caffeine acts as an anti-irritant. And the City 
Block Purifying Charcoal Clay Mask + Scrub, R470, can be used 
as a five-minute treatment once or twice a week to deep cleanse and 
exfoliate. Both are new on shelf.
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Model of the moment Tommie Fourie (@tommiefourie) swears by these top grooming fixes.
Moroccan Oil Dry Shampoo, R397. “I’m addicted to dry shampoo at the moment! I use it to 
style my hair — it gives your hair more texture and it smells amazing!” The Body Shop Vitamin C 
Energizing Face Spritz, R160. “I always have this in my bag for whenever my skin feels a bit 
dry or tired. When I spray it all over my face, it instantly refreshes.” Beauty Treats Sugar Lip 
Scrub, R30. “My lips get very dry, especially in winter, and this lip scrub is great at removing 
dead skin and leaving your lips extra smooth. Plus, it’s super cheap, and tastes amazing!” 

Ge t  t h e  l o ok

T A M I N G  B R O W S  W I T H  T O M  F O R D
The Tom Ford range of super-luxurious grooming 
products is not new, but this innovative gel certainly 
is. Tom Ford Brow Gel Comb, R730, not only conditions 
the hair, but the slanted comb helps to distribute the 
product and untangle and naturally shape the brows, too.

Meet the nose
The Edit Man caught up with FRANCOISE DONCHE, the celebrated nose and co-creator  
of GIVENCHY’S NEWEST MEN’S SCENT, in the City of Light — Paris 

O n  h o w  t o  s p r a y  
a  s c e n t . . .
“We always spray 25cm away, 
never directly on the skin, 
because it’s too strong — 
too powerful. So, this is the 
rule we share with everyone 
— that, and also to always 
try make a ‘cloud’ of scent 
to walk into — a cloud that 
you’ve created. It’s another 
way to experience the  
pleasure of the scent.”

O n  t h e  c o m e b a c k 
o f  s a n d a l w o o d . . .
“Sandalwood has been  
making a comeback over the 
last four or five years, and it’s 
going to be increasing as  
a trend, because sandalwood 
has a double symbolic  
meaning. It’s a spiritual 
ingredient, which is used in 
India by Buddhists, as for 
them it accompanies spiritual 
ceremonies. Sandalwood is 
what incense is for Russian, 
Catholic, or Methodist people. 
It’s a wood that brings a kind of 
creamy, very comfortable touch 
to the fragrance. It is what we 
call a textured note: it’s always 
round; it’s a little bit milky.”

O n  t h e  n e w  a d d i t i o n  t o 
t h e  G i v e n c h y  G e n t l e m a n 
O n l y  f a m i l y . . .
“This is the fifth generation 
of the scent and it’s a parfum 
called Gentlemen Absolute. 
In French, ‘parfum’ means 
richness, high quality, depth, 
mystery, sexiness. It’s  
a word that means prestige, 
opposite to an eau de toilette 
or cologne.”

O n  t h e  n o t e s  a n d  a c c o r d s 
i n  t h e  s c e n t . . .
“We have used spices:  
a warm cinnamon, mixed 
with two peppers. Cinnamon 
evokes warmth, and  
roundness, and to be frank, 
it’s a sexy ingredient. This  
accord also includes  
bergamot fruit, which is fresh. 
It comes from Sicily and it 
gives a light twist to the very 
beginning of the spray. Then 
there’s a trio of three woods, 
including cedar wood and 
vetiver. The woody family is  
a symbol of elegance and 
when men wear woody notes, 
it’s like wearing a suit — 
always impeccable.”

O n  f r a g r a n c i n g  y o u r 
c l o t h e s . . .
“If men don’t want to use it on 
the skin, don’t forget that your 
clothes can also be sprayed. 
Your jacket, shirt, scarf, or 
even hair.  It’s another alterna-
tive version to experience the 
fragrance and it also makes 
it very long lasting — I’d say 
it lasts a minimum of three 
days.” Givenchy  
Gentleman Only Absolute, 
R1 160 for 50ml, is available 
from selected retailers.
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T H E  E D I T  A U T U M N / W I N T E R
The Complete fashion and beauty guide to the 
new season. All the catwalk trends that matter,  
what to buy now, inspirational fashion shoots,  
ed’s choice, seasonal beauty hacks, décor, and  
man sections.

T H E  E D I T  W E D D I N G
Sublime inspiration for the contemporary bride and 
the modern couple. Real weddings, fabulous  
fashion, catwalk report, beauty inspiration, fantastic 
 décor, clever guides, and some brilliant wedding 
hacks from the experts to save you time and money.

E D I T  M A N
The gentleman’s edit of the best of the season for 
a bespoke lifestyle. Fashion, grooming, technology, 
motoring, and thought-provoking articles in  
a sophisticated package.

E D I T  L I V I N G
Everything that delights in décor and design 
— an elegant viewpoint. Décor trends, food, wine, 
design, and houses to build a dream on.
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T H E  E D I T  S P R I N G / S U M M E R 
The Complete fashion and beauty guide to the 
new season. All the catwalk trends that matter,  
what to buy now, inspirational fashion shoots,  
ed’s choice, seasonal beauty hacks, décor, and  
man sections.

E D I T  L I V I N G
Everything that delights in décor and design 
— an elegant viewpoint. Décor trends, food, wine, 
design, and houses to build a dream on.

E D I T  M A N 
The gentleman’s edit of the best of the season for 
a bespoke lifestyle. Fashion, grooming, technology, 
motoring, and thought-provoking articles in  
a sophisticated package.

T H E  E D I T  H O L I D A Y
Let’s celebrate a year well lived with a beautiful, 
fashionable holiday guide. Fashion, beauty, and all 
things nice to set you up for the perfect vacation.
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