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“marie claire” was re-launched in April 2021 with the publication
now being issued from the head office of The Yomiuri Shimbun. The
magazine, known previously as marie claire style, has been a pioneer in
women’s magazines delivered as an insert in The Yomiuri Shimbun. The
magazine is now delivered to select subscribers of the newspaper.

“marie claire”is a well-known French-born international
women’s magazine. In partnership with the original magazine, the
Japanese edition features attractive content printed on high-quality
paper, and there is no doubt that it presents a very fitting medium for
many advertisers.

While magazine readers tend to change what they read as they grow
older, in the case of newspapers, most people will continue to read the
same newspaper over many years. This characteristic results in a stable
target audience for advertisements published in marie claire.

Another key point is the high income earned by newspaper readers.
To meet their expectations, the Lifestyle category will be featured
more than ever along with Fashion and Beauty content that comprises
the DNA of our magazine.The audience of “marie claire” is affluent
and intelligent and is one that embodies the lifestyle portrayed in the
magazine, not just admires it.

The basis of marie claire is the same as a luxury brand. That is to
create a magazine that is both attractive and a thing of true beauty and
to deliver a range of content to help survive in this life after COVID-19.
We hope to create a magazine together with our readers that is more
than just a series of beautiful pages, but also delivers content to help
readers react to and live through this chaotic age in which we now find
ourselves.

Leveraging our position as an international magazine, the new digital
version of “marie claire”, launched in June 2021, features fresh, new
content from overseas in addition to news on fashion and cultural events
from Japan.

We look forward to your continued support of “marie claire”.

Editor in chief, “marie claire”
[~ Katsuto Tai
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| Women’s magazine, “marie claire” was founded
in Paris. It has come to be loved worldwide and is
published in 30 countries.

i “‘if < "~ MARIE CLAIRE
ﬂﬁ@"ltﬂ & s first issue l 9 8 2

1K® iﬁA BZ&RR[ marie claire | EEH 8T rramusm)
p o [marie claire | IZE>TAFIZ B EL

High-quality, uncompromising pursuit of beauty.
Taking fashion into the realm of culture, beyond passing trends.

BYIDBELEES,

1982

The Japanese version of “marie claire” was
launched (published by Chuokoron-Sha, Inc.).
Japan was the first country where “marie claire”
was launched outside of France.

2012
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2012

The Japanese version of

“marie claire” was relaunched

as a high-quality supplement in

The Yomiuri Shimbun, titled

“marie claire style”.

{700 ALLEDREEH.
#RFIN—=D DT 7Y a ETT,

“marie claire” is the world’s top fashion magazine with over 17
million readers.

marie claire style
first issue
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A new “marie claire” is coming in April 2021.
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Media that enriches people’s lives.
Keeping fashion and beauty as key content pillars while also covering all lifestyle topics.
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Media that responds to the needs of its clients.
Beyond the main “marie claire” magaazine, we propose to create a tabloid version and leaflets, hold events that take advantage of related facilities,
organize tie-ups with the main Yomiuri Shimbun newspaper, and so on.
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Full renewal of the website.
A gateway to “the world of marie claire”, delivering information on a broader range of genres, such as lifestyle and product information, to a wider target audience.

70—F93. &V FFR1/bDEIK.
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Creating touch points that reach audiences beyond newspaper readers.
Delivering the quality content offered by “marie claire” to women other than the subscribers of the newspaper, through posting videos in signage for hair salons, etc.
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Possibilities for synergistic promotions that take advantage of the Yomiuri Shimbun Group’s diverse content.

1. —BOICTRLTUOBHEELIEREY. BN AR EEHMICTHIET.
Fashion & Beauty IC#§i# L. S0 B0 &7 [ A7 BT ——smt#zmns) |
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1. Unlike magazines in general circulation, our focus on newspaper supplements allows us a T IJ =f- ;EB
to deliver information to both “core customers (=magazine subscribers in general)’, who are 05L ﬁ'}_[_"o %—‘A
familiar with and highly interested in fashion and beauty, and the “potential customer base”, Cé@?b

who simply have not had the opportunity to come into contact with
said information. This contributes to the development of a new fan base.

2. LELRRHEREERELT. (@ OTEKOMACHI
IN—=TDEFEAT1TRAT ) EEATHILT. 7S )| W EyomiDr.
A7 =5 MIEESY. [BBE—TF I AD

BRET IRy —a h It EIETY .

and with sophistcated The Yomurt Shimbun readers a6 a core audience, 5 . "R P\
we can deliver diverse brand communication not only with

lllllllllllllllll

MARRONNIER [DATE
EinzA

e JAPANNEWS

BY THE YOMIURI SHIMBUN

N (:I 73_7;‘7"\ )+
marie ciaire
Pt i = YOMIURI
PR, BIEBRERE GTHERE)
ST ¥ BRAND GIANTS
Pt ol Gore Target marie clir) « STUDIO

Yomiuri Shimbun Read -
s omeie mag e :::::ﬁﬁrﬁ
OBEBEBETOELEED -4 vk o?t U'C

Peripheral Target focused around
Potential Customer Base
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Reader Image as Visualized Through Questionnaires.

Strongly career-oriented, has an annual household income of 10 million yen or more, and is very sensitive to fashion, beauty, and trends.

These women seek high-quality lifestyles, are very interested in social media, and are potential influencers of the times.

EeHIV7: B iE:
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Key cities in Japan — e — .oy —
Tokyo, Kanagawa, Chiba, Saitama, Osaka, Kyoto, Hyogo, Nagoya, (HBTFNZa—=F—=a=. NLAKRTIVER. ¥ T RIN\—92)—FR=R.
Kanazawa, Toyama, Fukuoka, Sapporo, etc. IMTPYN)=S1 =Kk, &)

Distribution format:

5E175D Delivery (Yomiuri Shimbun readers)

ﬁ 3OHﬁB ==L Placement in luxury hotels, etc.
P y— (Hotel New Otani, Palace Hotel Tokyo,

Eﬁﬁ, S i)@ <1Ein TY7%+4 7 X /N/Tiﬂ#ﬁ? BTET. The Prince Park Tower Tokyo, Hyatt Regency Osaka, etc.)
9_6’ J I“’E(uﬁgito Egg&_:/g&

Monthly C|rcuI3at(|5>(r:l): 000 o Q &

approx. 32’\— ’/ -

We reach our targ:et audience by segmenting and distributing to areas (RS TA=TRREDYET)

with many high-income households. Standard page count:

547 32 pages (may vary by issue)

3 FAREAEH n
(ﬁtzzﬁlﬁﬁ?éiﬁé%ﬂ;&?) B4§’B hEL. GRE
Publishing date: Dis Format:

Last Thursday of every month JIS B4 variant

(Occasionally, two issues within a month) saddle stitch, right-opening
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Data 1: Summary and Demographics

Reader's Profile |_m a ri e c I a i re J wﬁﬁ% ‘i

93%HLHETT,

93% of “marie claire” readers are female.

O XKIHEICESL TS, FITICERLEH M OLiteh b HRIEhTOET,
O EVRAY—/TiEEY B F VTS FHLLEZ 5D, BEAOEVGEBEHPOLTT,
o PRFUHFED HIT2RNHFERLIE T BROFYIT 7V 7 ICHREBTTY .

O HNEWFM T RS NERD. BANDEDEEVHREN SV OEHHTT.

©® Mainly supported by fashion-conscious, more mature women living in metropolitan areas.
©® More than half of readers are women with active business careers, and the majority of readers have high purchasing power.
©® Approximately 20% of company employees, etc., occupy managerial positions or higher,

and are also actively developing their careers.

@ Also notable is that there are many readers who seek out high-quality lifestyles and have a strong interest in international topics.

[SEARHERE ]

20K LAF

2020F12AKENE - RE 77—~ &Y (n=357)
From reader questionnaire conducted in December 2020 (n=357)
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B’BI72
Z0ft 6.2%
195% KEE~
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EREHHE

54.6%

L
B’RI72A
7.2%

—fgtt &
54.9%
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Highly conscious of beauty and constantly seeking new information.

TV RDF1 A TOERY. FHCEIFERTA T LEEABLE. AAMLODUENTTVET.
{LHEROBARBRENRDLT. BARIRAXDERICALY.

Invests heavily in beauty, using a range of products across a brand lineup or changing products each season.

Mainly buys cosmetics at department stores, with a fondness for natural cosmetics.

[XBICHT 3= 18] [XERHE L#Hé&:#ﬁ]
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BRULMEFERPERTHZRIL. L
S EEELTCH 13.8% 0000 .%

HoTLED

FA5, 130.3% ioaoom [0-8%

WATHEIAE

ﬂﬂﬁuu(ig_%;f I: 21.9% ¥100,000:+
(I-R) ERATES

wnToor 10.4%

BRIZED BN

0.5%

it (9:4%

[EfEm DS ARERE]
BHE 53.0%

750k [8.99
ez 8.9%

L7t 19.9%

av7

TS5VRD 0
ECHYA k77 16.7%

5 o

7ue44t (3.7%

F=YaryAh

#5827 12.0%

]
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Sensitive to trends and constantly seeking new information.

RUWLI7ya 71T LI Lo PN ERZENTET .
7792374 T LOBAIRBRE-ELI bray Thdi,
Sensitive to trends and constantly seeking new information.
Invests heavily in the fashion items she wants.

Mainly buys fashion items at department stores or boutiques.
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Data 4: Lifestyle and Reader Feedback

iesvied R —2) M5 ETRERZIRIBAICYNIR L.
man a4 T/ EFIRUTOET, BANDFED

SIIERTY.

Actively gathers information online and selects high-quality products. Very curious about international topics.
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ETBDONFEE

MEZLED

15*3"1: Bz

TIOWIFES

=4
ETBONIFES

. . SNSEEL®
12—y hDTEER
EMEHICREL TS

(A7 A2V T D -1Em ]

51.7%
16.4%
18.3%
11.5%
9.1%

15.4%
8.9%

8.6%

10.2%
41.8%
2.1%

18.8%
10.7%
31.3%

Reader Feedback

2 0 KT

0 AU rLTRAIE D5 BB BT HI VEH L BN EIIZEN SELCHREE TL V20
TVLET,

30«

o L DOHIDLERL TV ET . &R 7 7/ FOEHRISEEDL ST TOET,

o BEIKFTRLERLTVET . ChWWRIEZATE VG TV SIENELE TY,
o FEFOTPDEDPEDP /N T 73V DEHIBIITIEEHEL TVELEY  BET/
17773 RBEOEVERICHIhSNIEVIR ) -IL—-VOEMTTT,

o ffifEHZMEZEh>THREL BN T EMF L, ETEFIXATNIM NN H 5. MG T
NI SEBICAS/BH HIRMER D NDIREEL TEAILDLEY BATHEEEHBL.
TI/RGEERH TR, MFEL TR FEREENDORBICEZOTELAIILT
L3,

40«

o BERLAICERL T SHHER THADZAHISETIRVLTOET,

o ERET VR DIRPIMIER TV BEEIP UIRR-OTHBEELTEALSRVVESTH
BV HERTPERNEEET,

o FHIDRIMAZMIWHREShTVT, RBEGTRIFEN HHIVET £/, SHIEENDT
—F—bRLAHTY,

501{

® 77y a RRE, FRELEZ IR ISES>TREIROBERNI I /NIMIEEDHSNTNT
RATELKDILEBMF T, AOF THRPO 77y a RROHROEEES
NBIRE T ZDBEFKRNEZSTT,
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AN—2 Position

A (1pg) Single page spread

q’ﬁ(ng) Double page spread

24 Back cover

# 3 single page inside back cover

F2 R BAZ First double page spread

B & 71 R BIZ Double page facing TOC

Bzt m] Single page facing TOC

5 L XA Single page facing column

~NR— 8 # of pages

4C1P

4C2P

4C1P

4C1P

4C2P

4C2P

4C1P

4C1P

marie claire

Advertising Rates 2022 A%#d) :‘ : ﬁ

$8#i~15% Trimmed Size X#hx 77 (mm)

329x257

329x514

329x257

329x257

329x514

329x514

329x257

329x257

IEEEIE (M) Price(ven)

2,200,000

4,400,000

3,200,000

2,300,000

5,000,000

4,500,000

2,400,000

2,300,000
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o Hn: BAZERYY

o &L: R, HRZ

o <hik: BEA—=J{E BV
X#329mm X E£&H257mm
o tix: REAE~N—J{E LY
X#329mm X E£&514mm
o A/ HE:
J-PDFDF—=21RT D&

© HIfEREMISMEET VR EBR
® TN ELNF HBHEIE
RESHEEERETIERLSL,

® #1477 \13.4C1P#7:¥)300,000M D
FIEBIVEIEVET,

O RELAT VT IHIPLVRYNET  EFR A
DANR=ZIZDNTIE, THBKES L,

® EFVEBREHIBBICOEELTIE,
24Ty T2PLLELVENET,

@ EEHANEENBE NB-TH 1%
IL—EDFIKIDHVET DT, B/ THE
{FEEL,

O LERNBIFRELUERDONZBE. Bz
ST IHENTEVET,

o BRLEOABICERT I ERR. 7
FANY—DRE. EEEZFOERMEICEL,
BHRBEIOEFEZEVHIRET,

® Production expenses of 300,000yen
will be applied for 4C1P tie-ups. Please
contact us for

further information about other positions.
® Please contact us for guidelines
concerning article-based advertisement
content and design.

@ We are unable to publish
advertisements with inappropriate
content.

We shall not be held responsible for
cases of deformation, breaches of
privacy or copyright issues in connection
with published content of advertisements.
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