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“marie claire japon” celebrated its 40th anniversary in 2022 as the
Japanese edition of “marie claire”, the Paris-born upscale international
magazine for women.

We are sincerely grateful to advertisers for having selected and supported
“marie claire japon”, enabling the Japanese edition to be loved by so many
readers for such a long time.

We assure that “marie claire japon” is an attractive publication for many
advertisers as it carries fascinating editorial content exquisitely designed
and printed on high-quality paper for delivery to select households as an
insert of The Yomiuri Shimbun.

Generally speaking, magazine readers tend to switch the periodicals they
favor with advancing age and changing preferences for content. In the
case of newspapers, it is well known that most subscribers make it a habit
to read the same newspaper over many years. So, the partnership between
“marie claire” and The Yomiuri Shimbun ensures that advertisements
appearing in the magazine will stably reach a target audience each time.

Another important point is that many of those select readers are high-
income earners with higher education.

To enable “marie claire” readers to feel satisfied with the magazine,
we feature not only fashion and beauty updates but also lifestyle content
that is an indispensable category the audience is highly interested in.

It is particularly noteworthy that “marie claire” readers are intelligent
and affluent enough to embody those lifestyles that are depicted in the
magazine — not just admire or appreciate them.

The foundation of “marie claire” is identical to that of each luxury
brand illustrated in the magazine. The mission of “marie claire” is to
claborately make what is already beautiful even more beautiful and more
attractive by taking history and tradition into account. Its strength is its
ability to make itself” appealing to those who feel empathetic to its essence.

Qapltalwmff on its advantage as an international magazine, the digital
version of “marie claire”, which was renewed in 2021, delivers as soon
as possible what is the htest from abroad —and in Japan as well — on
fashion, beauty, cultural events and lifestyle suggestions.

We look forward to your continued active support of “marie claire
japon”, the pioneer in delivering a magazine as an insert of a newspaper.

Editor in chief, “marie claire japon”
Katsuto Tai
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marle CIaIre wﬂ#ﬁ The world of marie claire
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1937
High-quality, unflagging pursuit of beauty B#iR[marie claire] EEATRIT weamuni,

Women’s magazine Marie Claire was founded in
[marie claire]lc&>T

Paris. Now it is loved worldwide and published in
30 countries and regions.
Taking fashion into the realm of culture, beyond passing trends o il e 1Ly £
g » beyond passing BARBHERBIORLLS.
1982

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

2012

s 7 i 111 f L0 - g —— o B#hmarie claire] (3

m re 7 B Z \ ’ [marie claire style| ELT. #iEH»5
; 3 " B EEATIICITYAEID

eSRMmFELT

’% Y=a1—-7W,
% 2012

The Japanese version of
“marie claire” was relaunched
as a high-quality supplement in
The Yomiuri Shimbun titled
“marie claire style”.

17005 AL LDBEEHED.
#RFIN—=D DT 7Y a ETT,

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

Ly BFIR[marie claire 12

2022E7ﬁ > maf;ﬁsi'égﬁigw'e N BRHERREAEPSORTLLD.

-~ o - “marie claire” was relaunched once again
E *L E”\ b40,ﬁ EE ﬂ zii bi‘- with the publication now being issued by
&= 0 the head office of The Yomiuri Shimbun.

In July 2022, “marie claire” celebrated its 40th anniversary in Japan.
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4 features of “marie claire”

N MDY BHEEEELET.

77vav Ea—T1—=%a0 TV DEIC. 74T AZMNWERICDOVTERY LEIFET.

Enriching people’s lives
We keep fashion and beauty as content pillars while also covering all lifestyle topics

2 ISP ==K AET

V) JL—NARHCBEST . 4704 FHRY—T7Ly MOER. BhEHERREERA L1 N2 MOBRE.
HCHMEREEN S Ty T hECTRELET.

Responding to clients’ needs
Besides running advertisements in the “marie claire japon” magazine, we offer solutions such as creating a tabloid version and leaflets,
holding events at related facilities, organizing tie-ups with The Yomiuri Shimbun, and so on.

w3 TR LI=IT 71,

F1I7REAWPTA T LIRREE. KUBLO I WDRRESVLELES—T Y MCBETTS. [9)-7L—IOF INDI VA LT =B,

Operating versatile website

We operate a website that welcomes online visitors to the world of “marie claire” that covers a greater range of genres such as lifestyle and must-have items for a broader target audience.

4 R EZELH. P RICHREZEICEITET

SRR TIVICRET BLLE. PV 7L—HR#THIRELD TV EMERELUNOLEICEEITET,

Reaching trend-sensitive women and newspaper readers

We deliver the quality content offered by “marie claire” to women — in addition to subscribers to the newspaper — through placement in luxury hotels, etc.
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ma rle CIa I re w;ﬁa marie claire’s advantages
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Possibility for synergistic promotions that take advantage of the Yomiuri Shimbun Group’s diverse content

1. —BBICTEL TV BHEECIIR LY. FREADITYASETHICTHZET.
Fashion & Beauty IC#§iE L. SR ER o7 [ A7 LRRE ——snsuimng) |

@ [ )
7 TLL, BICTRERICAN S ZoMI D LD o771 O [BENLRRERE I m a rle CIaI re
BERZRT. /=77 BORRICESLET.
1. Unlike magazines in general circulation, our focus on newspaper supplements allows us a T IJ == g gEB
to deliver information to both “core customers (=magazine subscribers in general)’, who are 0FL m_ljsg::::“";-%“
familiar with and highly interested in fashion and beauty, and the “potential customer base”, Cs’a;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. LELBFHMREELELT. 0 A& 8T
IN—T OEBLAF PRI T VY EERTBZET. 5= i @yomi:.
(A7 S—5y k] IBBEEY. [FBE—4 7R AD
SWLTS RIS —a B EYES .

2. By taking advantage of the Group’s diverse media and content, ,_a.
and with sophisticated Yomiuri Shimbun readers as a core audience, =F = #ﬁ'% (#=212)

we can enable diverse brand communication not only with
the “core target” but also the “peripheral target” audiences.

lllllllllllllllll

MARRONNIER [DATE
EinzA

= JAPANNEWS S AT
(:I"’;‘! —’JI' vk )+
marie claire
s BEEEE (REHHRKS) YOMIURI
ERAD QIANTS
Core Target Sltl)srteo tn?;%ebt a(:‘;arie claire readers) + potential ST U D | O

Yomiuri Shimbi d -
Cample imaga " reader! ﬁt:ﬁﬁrﬁ
OBEBEBETOELEED -4k o?t U'C

Peripheral target centering around potential
customer base
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marle CIaIre o)m; marie claire’s overview

ror-nnen Jer | P RE M DEL | HHESEEIN1,0005 8L E
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Reader image as visualized through questionnaire
Has an annual household income of 10 million yen and is strongly career-oriented and very sensitive to fashion, beauty and trends.
Seek high-quality lifestyles and is very interested in social media, having the potential to become an influencer of the times.

EeHIV7: B iE:

2EF=REPH LA AN s

shar. 1), FIE. S E. AR SR, S, BATE. 79227k T N EFTORE

SR 1. B, UL (FFWm 1= =B = INURFTIVEE, TSR = 8T — .
Distribution areas: IMTPYMN)=T 90— KR 5

Key cities in Japan
Tokyo, Yokohama, Chiba, Saitama, Osaka, Kyoto, Kobe, Nagoya,
Kanazawa, Toyama, Fukuoka, Sapporo, etc.

Distribution format:
Dellvery (Yomiuri Shimbun readers)

. Placement in luxury hotels, etc.
_ (Hotel New Otani, Palace Hotel Tokyo,

FATED e The Prince Park Tower Tokyo, Hyatt Regency Osaka, etc.)
3 OH ﬁB NLZRFIVER

ﬁ ERIN-JH .

EFSEHENSLIEEIYTE I AV TEHTBHILT. ° N/

?_ﬁ;. jHE(._'Egg;-;-o 4 Betd 5 — ’/(Fc“to-c«—/w:ztbv)ﬂ)

Monthly circulation: Standard page count:

approx. 300,000 32 pages (may vary per issue)

We reach our target audience by segmenting and distributing to areas

with many high-income households. |7

;%;a: _ *ﬁ*ﬂg B4gﬂ L. &R
ﬁ Hi < E .Fl?ématll variant

(BIL2EIRITT 2B E8bHIET) saddle stitch, right-opening
Publishing date:

Last Thursday of every month
(Occasionally, two issues within a month)
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Data 1: Summary & demographics

s

i TICBUR L ARTHEIC<S5T A M Dk,

Mainly supported by fashion-conscious, more mature women living in metropolitan areas

O XKIHEICESL TS, FITICERLEH M OLiteh b HRIEhTOET,

O EVRAY—/TiEEY B F VTS FHLLEZ 5D, BEAOEVGEBEHPOLTT,

o BEFZEHED L E2EHEEMLLE T. AROFX+IT7 7Y 7 ICHRENTY .
O HOEWLFM T A1 VWERD. BANDEDLEEVEED SV DERHTT .

@ marie claire is 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 or higher positions.

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 ]

20K LAF

20205 12AKME-BEE T 7— &Y (n=357)
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54.6%
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B’BI72
Z0ft 6.2%
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SRR
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7.2%

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

T/ RDF1 A TDERY. FHCEIFERTA T LEEABLE. AAMLODUDTTVET.
{LHEROBARBRENRDLT. BARIRAXDERICALY.

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

Buys cosmetics mainly at department stores, with a fondness for natural cosmetics.

[XBICHT 3= 18M] [XEHE L#Hé&:#ﬁ]
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BRIZED BN

0.5%

it (9:4%
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]

page 08

10 8lleW £2020

9591 sjybu e o.

panl



Media Guide

] o

Fashioniﬁ.ﬁ ‘ :w -t“‘

wICHTULVBERZE KD TULET,

Sensitive to trends and constantly seeking new information

RUWVTZ7yarTA T LI L>PIEREDITET
7792374 T LOBAIRARE-ELI hray Thdu,
Invests heavily in the fashion items she wants.

Buys fashion items mainly at department stores or boutiques.
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Data 4: Lifestyle and reader feedback

iesvied R —2) M5 ETRERZIRIBEAICYNIR L.
mana % T/ EFIRUTVET, BANDFED

SIIERTY.

Actively gather information on the Internet and selects high-quality products. Very curious about international topics.
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MEHZLED
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[SA7ZAZLIVCT 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’s Voice

2 0 KT

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

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—-OEMNTTY,

o ffifEHZMEZEh>THREL BN T EMF L, ETEFIXATNIM NN H 5. MG T
NI SEBICAS/BH HIRMERFNDIREELTEBAILDLEY BATHEEHBL.
TR GEERHTERHL, MFEL TR FEREENDORBICEZIOTELAIILT
V3,

40«

o BERLAICERL T SHHER THADZAHISETIRVLTOET,

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

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

501{

® 77y a RRE, FHBLEZ IR h o TR RO RN T /NI MIEEHSN T
THRATELEDILEAMF T OOF THAPO 777 aV RALBROELEHEL
SNBRR T ZDBHEBRRNEZB T,
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Advertising rates A

AN—2X Position

=540

~N— 8 # of pages

"
| &y [

marie claire

B #H% Trimmed Size Xithx =45 (mm)

A (1pg) Single page 4C1P 329x257
FhHi(2pg) Double page spread 4C2P 329x514
24 Back cover 4C1P 329x257
2R 3 single page inside back cover 4C1P 329x257
K2 R FAZ First double page spread 4C2P 329x514
B:*% a1 R BIZ Double page before TOC 4C2P 329x514
Bi/XX}m Single page facing TOC 4C1P 329x257
5 LM Single page facing column 4C1P 329x257
CovER | SovER BR/EL | BiRxim g;%ﬁg ;’%ﬁg AD AD FORBIE | ToRME i

1

10

9

8

7

5

4

3 2

[REFE B AL E] esicsotaunzs

BEAUTY/
'WELLNESS

BEAUTY

BEAUTY

AD

AD

AD

FASHION
STORY

FASHION
STORY

FASHION | FASHION
STORY | STORY

STYLE

AD

23

22

21

19

18

17

16

15 14

13

12

=4

#32/
SHOPLIST

AD

CULTURE
/A

AD

CULTURE
/EVENT AD

LIFE
STYLE

AD

32

31

30

29

28

27 26

25

24

IREHE (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
RESEVEDERTTIEELEE,

® #1477 \13. 4C1P#7:4)400,000M D
FIEBIBEIEVET,

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

® EFVEBREHIBBICOEELTIE,
24Ty T2PLLELVENET,

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

O LERNBIFRELUERDONZBE. Bz
ST IHENTEVET,

o BRLEOABICERTIHERR. 7
FANY—DRE. EEEFOEMEICEL,
BHRBEINEFEZEVHIRET,

® 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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