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Marie Claire was re-launched in April 2021.The women’s magazine,
that was known previously as Marie Claire Style, has been a pioneer of
supplement magazines delivered in newspapers. The Yomiuri Shimbun’s
qualified subscribers enjoy the magazine at home every month.

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

‘When considering the audience, they possess the same characteristics
as newspapers’readers, subscribing to the same title for many years
while magazines’ audiences shift to other suitable titles as they get older.
This practice results in a stable target audience for the advertisements
published in Marie Claire.

Another key point is the high income that newspapers’ audience
earn. To meet their expectations, the Lifestyle category is going to be
featured much more than ever along with the Fashion and Beauty that
are recognized as the DNA of our magazine. The audience of Marie
Claire is assumed to be affluent and intelligent enough to embody the
lifestyle portrayed in the magazine, not just admire it.

Marie Claire has the same significance as luxury brands have.
It is making the magazine an attractive thing of true beauty, and
bringing wisdom to explore life especially in and after this Coronavirus
confusion. It is creating the magazine where we think together with the
audiences how we should recognize this chaotic age and live in it rather
than churning out a series of beautiful pages just in appearance.

In This June, brand-new online magazine of Marie Claire will
be launched with plenty of content from fashion, beauty, Japanese
traditional culture, and remarkably fresh news from overseas that is
brought about through our international syndication.

Looking forward to your continued support of Marie Claire.

Editor in chief, “marie claire”
Katsuto Tai
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The women’s magazine Marie Claire was founded

in Paris, which comes to be loved worldwide and is
published in 30 countries and regions.

High-quality, unflagging pursuit of beauty. BAIOELLS.

Taking fashion into the realm of culture, beyond passing trends. 82 o

e 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

Bk [marie claire] (3
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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”.

—
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“marie claire” is the world’s top fashion magazine
with a readership of 17 million.

marie claire style
first issue
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A new “marie claire” is coming in April 2021.

i || AR D EBICEKNENZZET=E5TATITA,

Tryiay. E1—51—&aAYF VYD, 51 TR VROV TERY LFET,

Media that enriches people’s lives.
Keeping fashion and beauty as key content pillars while also covering all lifestyle topics.

i BN ERET A
D | T ITALT /D DERRD. ——KIIEZADATLT\,

V) JL—=IAREHCBEST . 4704 FHRY—T7Ly MOER. BhEHeERREERA L1 N2 MG,
FOCHTEHABEDN 51 Ty T EERELET,

Media that responds to the needs of its clients.
Beyond the main “marie claire” magazine, 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.

- 3[ITTHAMETNIZ1—=FIVA,

FA17AGAWPTA T LIRREE. SUBLVL I+ VORHRESVILELRS—T Y MBEITTS. [TV 7L—IDOEF  ADITVA LT —b,

Full renewal of the website.
A welcoming gate to the world of “marie claire” that delivers broader genres of information, such as lifestyle and must-have items, to a wider target audience.

4 ERBLUMET 7O0—FF3. v FHK1/MDEI.

ATYOVETOY A X—IIBEEMEZEITOLE . ?)-7L—IVHRETIRELRI T/ EERELUSNOLEICEEITET .
Creating touch points that approach 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 digital signage for hair salons, etc.

page 04

MAarie AIre
igma marle c‘alre marie claire Evolves

J[B|0 BLBW | 2020

9591 sjybu e o.

panl



Media Guide 2021 marie claire page 05

oeHE 7= NEF A7) EED L.
VT IO—REERUI=7OE—a/6REETT,

Possibilities for synergistic promotions that take advantage of the Yomiuri Shimbun Group’s diverse content.

1. —EBICTEL TV B HMEECIIR LY, HEADIFAAETHICTHIET.
Fashion & Beauty IC#§i#i L. SR &Ro7: [ AT BERE ——smsHimns) |

[ ) ()
7 THL, BICTRERICAN S ZoMI D LD o771 O [BENLRRERE I m arle CIaI re
BERZERT. /=L 77 BORRICESLET.
1. Unlike magazines in general circulation, our focus on newspaper supplements allows us B T b b
to deliver information to both “core customers (=magazine subscribers in general)”, who are El?l.- m-._-.
familiar with and highly interested in fashion and beauty, and the “potential customer base”, GSBFI.:

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. HELGEHEREEBLELT. @UTEHUMHCH| JAIUKRFH A
IN=TDBEEAT1TRAVT ) EERTHILET. i Seyor
[AT7E—=5IMIREESY. [BBE—5 I AD

BWRET 7RI —a v huIRICEYET,

2. By taking advantage of the Group’s diverse media and content, i?'ﬁ#ﬁ'%ﬂ m MARRONNIER BATE

and with sophisticated Yomiuri Shimbun readers as a core audience, EinzA
we can enable diverse brand communication not only with
the “core target” but also the “peripheral target” audiences.
The ) T -
Japan News VB AL B
T (:I _’9_IT| v )+
marie claire
BEEEE (ARFHRE) YOMIURI
(Fashion & Beauty DA A= BRA N ‘D GIAHTS
4— ~OE#HE) —P Core Target (marie claire) + STU D‘IO

Potential Customer Base

high i iuri Shi —
o o Ciomi e Fasi ===ﬁﬁﬁ
l BEREBEROLLERDS—S vk \U’T JE

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: BRI RE:

QEHEEEBT‘E F 1) I\ ) = msimm)

SR, 41| K. K AP, SO, . . 77 /17! ) —;]"7_'11/%
rnon e UIRE ThHLE

Key cities in Japan — S — .oy _
Tokyyo, Kanagawa, Chibpa, Saitama, Osaka, Kyoto, Hyogo, Nagoya, (HBTFNZa—=F—=a=. NLAKTIVER. ¥ T RIN\—92)—FR=R.

Kanazawa, Toyama, Fukuoka, Sapporo, etc. IMTIPN)=I1—KIR. &)

SE{FER 1 ﬁ Distribution format:
1158 _— Dellvery (Yomiuri Shimbun readers)

30 ﬁ Placement in luxury hotels, etc.

P y— (Hotel !\lew Otani, Palace Hotel Tokyo,

El_’ﬁ 1%%‘&'757)\5 <1Ein IV7%EGA VN TERETAZET. The Prince Park Tower Tokyo, Hyatt Regency Osaka, etc.)
s~y NEIEEET. p————
Monthly circulation: o o
approx. 300,000 32/\_ s _
We reach our targ:et audience by segmenting and distributing to areas (BLETR-VREEDIEY)
with many high-income households. Standard page count:

57 32 pages (may vary by issue)

Eﬁ Haiﬁg*ﬂg H E4§§[—l HEL. W

(AI2EI%RTT2HEEHVET)
Publishing date: 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 O)E%% ‘:

93%HLETT,

93% of “marie claire” readers are female.

© XKIBHEICESL TS, FITICEREH M OLt e b HRIEhTOET,
O EDVR AL~V THET D FrUTHEHNFHL Lo 58, BRADEVREEBHFDLTT.
o PRFUFED HIT2RIHFERLLE T, BROFYIT 7V 7ICHREBNTTY .

O HNEWFM T RS WERkD. BANDEDEEVHREN SV OERHHTT.

@ Mainly supported by fashion-conscious adult women who live 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 those who are employees at companies, 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.

[SEACHERE ]

20KLAF

20205 12AKME-BE T 7— &Y (n=357)

IEEIEDS [ 1R | ensnnzonr
R’BI72
Z0ft 6.2%
195% KEE~
| m&s52
12.3%

ERFEHHE
54.6%

s
B’RI72A
7.2%

—fgtt &
54.9%
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wICHTULMRERZSKD TUVET,

Highly conscious of beauty and constantly seeking new information.

T 7801 i TOERY. FECEICERTM T L2BEARLE. AAMLDUMTITOET.

{RERDBARBSRENPDT. BARIAADERICAL.,
Invests heavily in beauty, e.g. by using items across a brand lineup or by changing items used each season.

Mainly buys cosmetics at department stores, with a fondness for natural cosmetics.
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Sensitive to trends and constantly seeking new information.

RUWTZ7y2a 714 T LIPS REDITET
779374 T LOBAIRBRE-ELI hrayThdu,
Invests heavily in the fashion items she wants.

Mainly buys fashion items at department stores or boutiques.
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Actively gathers information from the Internet and selects high-quality products. Very curious about international topics.
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Reader’s Voice
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30«

o LDHIDLKERL TV ET . &SR T 7/ FOEHRISEED ST TVET,

o BEIKFTRELERLTVET . ChWWRIEZATE NG TV SIENZEEL TY,
o FEFOTPOEDPEDP/NAT 7y a  DEBISITIEEHEL TOELD BET/
17773 RPBEOEVERICHIhSNIEVIR, 7)-IL—-VOEMTTY,
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I SEBICASTBH HIRRER DT NDIREEL TEBAILDLEY BATHEEEHBL.
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40+
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® 77y a RRE, FHBEEZIRICh o TR IHDERN T /I MIEEHSA T
RATELKDILLBMF T, AT THRPO 772 3V RRLBEOELEHEL
SNBRR T ZDTHLHEBRREZSTT

page 10

paniesal siybl |8 elle|o BLeW | 2020



marie claire page 11

Media Guide 2021

seaic 20214, [REARBR T S1—Ib

I e N . [EARLEAT IO
RRATAy o ) AR 7Y R a=iv]
STy T R
No.149 5/27 3/5 4/12 5/6 2021 SS 77y a v EE-UVS T BE2H AT
BEH. 7514 NI - v —Tpyar. l
No.150 6/24 4/2 5/6 6/4 477'—;1—7_':3'71)b?~1~ Treas AVI F—as
B8 7:BEET
No.151 7/29 5/12 6/14 7/2 SDGs !
5737 iR
No.152 8/26 6/11 7/12 8/6 TLTA— N ATEEF 15T *ﬁﬁf‘fﬁﬂ"
No.153 9/30 7/6 8/16 9/3 2021AW 779 a Bk - ROX1IT7 v 7 ?Eik‘sl’s‘i'ﬁﬁ
No.154 10/28 8/11 9/13 10/8 2021AW 77vo3 4585k T)9—RX U7 l
BRLATIN3—LF197:
58 4:8E T
No.155 11/25 9/10 10/11 11/5 st 221 —-7LY5X,a7L l
A ) BIRE:
No.156 12/23 10/8 11/8 12/3 at Home F—AD 17 -E1—F(FORX3—7 3R
© FERE12ERITFE AFRABIEEEORREEN HNET l
BT:
2;E a7
o . O 1—VBRTY
oo | ooy || mweL | maam || SR RO AD | AD FORBE | F2RME =i [(HEEEARGE] escsotrunss
1 10 9 8 7 6 5 4 3 2 1
AT o B e B Tl e
23 22 21 20 19 18 17 16 15 14 13 12
L i N B (Rt B R P R T
32 31 30 29 28 27 26 25 24

penesel SIybll |8 81e|0 8lBW | 2020



Media Guide 2021

AN—2X Position

A (1pg) Single page

':Fﬁ(ng) Double page spread

24 Back cover

*3 Single page inside back cover

F2 R BAZ First double page spread

B:xEii R B Double page before TOC

Bzt m) Single page facing TOC

35 L %A Single page facing column

~NR— 80 # of pages

4C1P

4C2P

4C1P

4C1P

4C2P

4C2P

4C1P

4C1P

marie claire

Advertising Rates 2021 A%Wd) :‘ ll:ljl\

$8#i~15% Trimmed Size X#ixZ 7% (mm)

329x257

329x514

329x257

329x257

329x514

329x514

329x257

329x257

IRE#IE (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

page 12
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o yn: BAZERYY

o &L: R, HRZ

o <Hik: BEA—-J{E BV
X#329mm X E£&H257mm
o ik REAE~N—J{E LY
X#329mm X E£&514mm
o AR/ EE:
J-PDFDF—=21RT D&

©® HIfEREMISMEET VR EBR
O TN ELNFHBIHEIE
RESEVEDERTTIEELEE,

® 547713, 4C1P#7:4)400,000M D
FIEBIBEILEVET,

O REZAT VT IHIPLVARYNET  EFR S
DANR=ZIZDNTIE, THBKES L,

® EFVEBREHIIBBICOEEL T,
24Ty T2PLLELVENET,

O REBHANLEENHE . NB-THI %
IL—EDFIKIDHVETOT, BRI THE
{EEL,

O LERNBHFRELUEROINZBE. Bz
SWITIBENPTEVET,

¥ BBLEOABICERTIHERR. 7
AN —DRE. EEEFOERMEICEL.
BHREIOEFEELHIRET,

® Production expenses of 400,000yen
will be applied for 4C1P tie-ups.
Please contact us for further information
about other positions.

@ Please contact for guidelines
concerning article-type advertisement’s
content and design.

® We will be unable to publish any
advertisements with contents that are
inadequate.

We will hold no responsibility for

any problem of deformation, breach

of privacy, and copyright problems
concerning with the advertise.
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sRocHnf v JL—IVEERE

03-6739-6303

marieclaire@yomiuri.com
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