“MARKETING HAS TAKEN A BIGGER PICTURE PERSPECTIVE
AND NOT TURNED THE WHOLE SERIES INTO ANOTHER
‘MARKETING EXERCISE’ ”
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By Daniel Scheffler (@danielscheffler)

Real girls, real life
She’s everywhere: on TV, in Vanity Fair, at Grumpy’s having coffee, winning at
the Golden Globes and operating the laundry down the road. Lena Dunham and her
HBO ‘Girls’ show have taken over not only the air, but also the entire media landscape
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