G- S

g Jy i e £k






SRR VI
HERIT:A MW

2% PARTY
o & & &

Fashion Ixpress

S HSS I E FE R

Ep

i
B
H}dﬁc

HESFH

-

1T
Rl

Sodn 2R B A

PH R F =

T A

- 0 5 TIT ) 22 R AR B 666 5
010010

e g

A L ild W BED R

2005 4E 8 H 1 il

2005 4F 8 155 1 YK ENRI
850X 1168 1/32

450

1000 F

5000

ISBN 7-80723-044-4/G » 22
1125. 00 (4t 45 )

VAT R A U AL T
75 R 1 - ED AR IR T S EN R B k.



i3

B

EEWE.S AR, EEBHRREF RNERLEN
RARL . EBHEF . 2 EBEL,. xENEBE, 24 E

H¥-

Vi3
F-RECRZERLIRACA, RETRTIRENHES, B
TERBORNBE RERD BN FE . RERELEHE
Br. BFELTERZE  CRAETHHER, EEE-—HEER
WRARZ, —WRERN N KT LY HEE PARTY A7,
EZXELFF GRERE M AH N8R &, H 4
AREHEARXR . XZHEXNFFRIN.BERHENEYH
ﬁv,%@%iﬁléﬁ%%éﬂ%,iﬂ?‘,ﬁﬂi%é‘aéiﬁﬂﬁﬁ%,/\éfiﬁ?é’v
ARAE .S THZHNEATSY.ZEAR
HHEZGREFERFHNEREK . DAY
RALBER LAHBRAHKER
£%. FE AR KT AR RRAN N F 4 &
PEREKE NG PARTY W E 8,81

o




RECERERELFNEFETE. LRN-BXEFER
2 ERAEL!

HTHENABRRRNLTZ— 2 h#FRTFARTR
ZRSBARXMFMAELE,



% Fashion Topics !
zﬁa‘ % 75 A ¢

A Bourgeo's Bohem|an etesesseeesssesees st st nsssenven e

Street Art siteessccaas s ensen
%%27& Crerena e Sesigey CENE S PPOEEE

The Story of Sushi
HAWE -

For Women, By Women

WA




:4;1‘
Rbe H3

Mucic File-sharing

The Indoor Plants

A Wearable Computer

TR LBy woovnvions vonwessons wsamas susmenon sossn

Kimono — New Fashion sc:erreeererriimiiiiiiniriieinnans

Sport Ut|||ty Vehicles  reereercrsaceniciiiieinns
iiajgyjﬁgi SeeEmE SeesElse $eeEE Seiss s SVREES BEe/ews swelee

“Perfect Hair Wash” Devised
UL S PR MMl s sanrnsns sine

LoOW-Emissions Drive «ececteereirieiiiiiiiiiiiiiiiicenonenn.

% w

$ Fashion Peo ple

%ﬁ%k% ¢

v“w@w‘\yﬁe“eﬂw

“It” Girl:Hilary Duff

Alison Krauss: You Are My Ture Love

- 28
- 31
- 33
- 38
- 41
- 44
46
et 50

- 52
56
. 58

ceer 60

62
ws 68

73

- 75
82
- 87



Sarah Brightman: Music Angel - «ssseeeseseeeesnnisneans 9]
ERFRMEFERL « AFEE crverrvvemriorereisieneisineeens 95 WA
Declan Gallbraith: Angel «++seeseeeemeemmsmaennunenncans 97
RGBT L o JIIRITE Beereeeveeoressecrersennenns 100
NGEAl JORES, Semsmrissry somaresmms Soswhissistoi 10
FERE o B v oreresrrvesorrnnevesenenseesssnesensnsnessennes 106
Madonna’s MEessage ««:++«+++s=ssrevrererseenseansananiees 109

EMIEAGHRIRELIE  voovreoreerovonsosnisnossssnsnssecssnss 113

Arnold Schwarzenegger’s Charm «««««=-ssveeveerinaeens 116

FETL ARG YT ST vvevrrreereesresnnrnrereniinnneeeniesnnnne 119
Hewitt: | Came, | Saw, | Conquered  :+-«seevveeeees 121

Ronaldo: Klng of the World «+teeererrininiiiciiniiiins 126

ﬁﬁ}*i?%mgu................ e bummen s
A Gentle Giant:Yao Ming sesecsceanseven s esenen

SRR A TR «oe ovssme invrssncanocsnn
Stephen ChOW  secerssecsactntcerasctcccsoncecscaseccsasnne 139

Wong Kar Wai: The Most Romantic Filmmaker --+ 150

T

2R,




.

f
!
|
|
{
i
|

A

.

S

‘QEL D
#

iy

f’\y’-“@;@s@‘@f‘“d’?\*f‘“m@f’-“‘s@

i S Fashion Sports

&

Voo o oA A, ﬁ\ﬁ\;ﬁ\\J\S

=

Take a Hike

Exercising in Water

Tennis’ Heritage

RIERE Bl Y 1 5

ER MR SRR
NBA: Paradise of Basketball Palyer
NBA: 55Kz 30 7t (44 B 2%

Canyoneering: The Warrior’s Game

55 AR

BRI A ST R T e oo

American Football cesveerrrerecinmniiiiiiiiiiiiiirneanenn

Knowledge of Football «rereereeeeriiiiiiianinnnnns.

En]oy the Joys of Surﬂng sesessasesssesencenas

155

s 157
- 164
- 168
- 171

173
- 174
- 175
- 178
- 180
- 184

-+ 187
- 192
- 195
-+ 200
+ 203
- 207



Yoga:Women's Favorite «rreererrerseiciiinniiiinnans 200

TN B ———F TN e v e 213 i

Serve:How to Play Tennis — part J ceceeeeeereeeeeens 216 A

EORET IR () | BB covibtotion wastonnans pussppies disinauivin PG

Return:How to Play Tennis — part J|  «cceceeeeneeens 221
Al R s L —————— |
PSSRy
$ Fashion Music §
VREER
tomomememomemond |

Hold On 84 see et et e see st st sestatsesets ths seseatastsnsoua ves 229 ;;v
il
|

| Believe | Can Fly feererseiaiitie it eisais e atsasssanens 237

3%4[}%35%...................................................... 241
Th|ngs Can Only Get Better srccerrereriiieiiiiiiiiiiinie. 247

Once in A Lifetime TR

Cold Cold Heart s cosses sunoss susmssisssssaivos sonsssosasss 6]
On aBad Day +-+reeseeesssmniriiimiiciiiineniiniiiiiee 967



TEREREAG — Toeevrneneeennnne
You Always Want What You Haven't Got

FBTR B B TR v veerr oo erevesnemin st ceevne s eeeeeae e

Hands -

Graduaﬁon P00 e en pedinee s sesses si6e s ses snie s sesee

Don’t Cry

We Are the Champlons Teie Seeien S EleE e B eRIeE SR ¢ veens

EATE} £
Walk On sreeeerennrnnenns

gxﬁﬁﬁﬁ....................
Heal the World sesssessansenne

FRBAE TR ve e erennnnnn



Fashion Topics

o & 18 AL







Fashion Express

e

e

1

It's hard to miss them: the epitome® of casual “geek

@ epitome n. IFE
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chic”and organised within the warranty® of their Palm Pilots,
they sip labour-intensive cafelattes, chat on sleek cellphones
and ponder the road to enlightenment. In the US they worry a-
bout the environment as they drive their gas-guzzling sports
utility® vehicles to emporiums® of haute design to buy a $ 50
titanium spatula; they think about their tech stocks as they ex-
plore speciality shops for Tibetan artefact in Everest-worthy
hiking boots. They think nothing of laying out $ 5 for a wheat-
grass muff, much less $ 500 for some alternative rejuve-
nation® at the day-spa—but don’t talk about raising their ta-
Xes.

They are “Bourgeois Bohemians” —or “Bobos”—and
they’re the new “enlightened elite” of the information age,
their lucratively busy lives a seeming synthesis of comfort and
warranty n. (E%)EH, (8)1RE\, £1, B4R, KRIiE, R\
utility n. 5, B H

emporium n. Fg, FLF 0, KEEBI/E
rejuvenation n. BEX &, REEFH,BF, [£]184
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conscience, corporate success and creative rebellion. Well-

educated thirty-to-forty somethings, they have forged a new
social ethos from a logic—defying fusion of 1960s counter-cul-
ture and 1980s entrepreneurial materialism.

Combining the free-spirited, artistic rebelliousness® of
the Bohemian beatnik or hippie with the worldly ambitions of
their bourgeois corporate forefathers, the Bobo is a comforta-
ble contortion of caring capitalism®. “It's not about making
money , it's about doing something you love. Life should be an
extended hobby. It's all about working for a company as cool
as you are.” It is a world inhabited by dotcom millionaires,
management consultants®, “culture Industry” entrepreneurs
and all manner of media folk, most earning upwards of $ 100,

000 a year — their money an incidental byproduct of their

@ rebelliousness n. & &z, #ELAE )
@ capitalism n, &K+ X
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maverick mores, the kind of money they happen to earn while
they are pursuing their creative vision.

Often sporting such unconventional job titles as “creative
paradox”, “ corporate jeste” or “learning person”, Bobos
work with a monk-like self-discipline because they view their
jobs as intellectual, even spiritual. It is a reverse the Midas
touch: everything a Bobo touches turns to spirituality@‘. eve-
rything has to be about enlightenment. Even their jobs are a
mission to improve the worid.

It is now impossible to tell an espresso?-sipping artist
from a cappuccinc-gulping banker, but it isn’t just a matter of
style. If you investigate people’s attitudes towards sex, mo-
rality, leisure time and work, it is getting harder and harder
to separate the anti-establishment renegade from the pro-es-
tablishment company man. Most people seemed toc have rebel

@ spirituality n. ¥5
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