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marie claire stands out from the fashion 
pack as the thinking woman’s media 
brand. Founded in France in 1937, we 
combine high-end glamour with rigorous 
journalism that unashamedly champions 
women’s empowerment. marie claire is for 
sophisticated women who want to make  
a difference, and who are as passionate 
about world affairs as they are about  
fashion and beauty. ​

It is our powerful blend of style and 
substance that is core to the brand’s DNA, 
and not only gives marie claire a unique 
positioning in the market but also a 
cherished place in the hearts and minds  
of the smart, savvy women of Australia.​
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EDITORIAL TALENT 

“For 30 years, marie claire has been the thinking woman’s  
brand, delivering an unrivaled mix of style and substance to  

our smart, affluent audience.” - Georgie McCourt, Editor

GEORGIE MCCOURT
Editor

JORDAN BOORMAN
Fashion Editor

NICKY BRIGER
General Manager,  

Luxury

ALISON IZZO
Head of Digital, 

Fashion & Beauty

SALLY HUNWICK
Beauty Director

ALEXANDRA ENGLISH
Features Editor

NAOMI SMITH
Fashion Director

JUANITA FIELD
Creative Director



AUST RA LI A’S NU M B ER 1 S ELLI N G 
FA SH I O N & B EAU T Y 

MAGA Z I N E 
An audience of fashion enthusiasts –  

on average they spend $253 million on fashion 
and accessories every month. This is more  

than any other fashion brand.​

They are results driven – 4 in 5 will research  
a brand or product before investing.​

​Our audience are engaged: on average  
they spend 2 hours and 31 minutes  

reading marie claire.​

They are an audience of action and intent – 
83% take an action after reading our content.​

SOURCE: Roy Morgan Single Source Australia May 24
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REAC H I N G ​

6 5 6k ​
AU ST RA L I A NS ​

E ACH M O N T H
 ​

WI T H 

1,3 0 5,169 
TOTA L TOUC H P O I N T S  ​
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AVERAGE AGE: 37 | AVERAGE HHI​: $132k
3 IN 5 ARE MORE LIKELY TO LISTEN TO EXPERTS 

TRUSTED​
85% are driven to 

buy beauty products 
when featured in 

marie claire​

CONSUMERS​
Spending $3billion 

on fashion and 
accessories in the 
past 12 months​

“We create one-of-a-kind experiences that inspire  
deeper connection within our community through immersive  

and interactive events.” - Georgie McCourt, Editor

CONSCIENTIOUS​
75% value  

quality above  
price

SPENDERS​
Spent 15% more on 
skincare in the past 
four weeks than the 

average person​
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M U LT I P L E TOUC H P O I N T S​
H OW WE CO N N ECT TO OU R AU D I EN CE & I N DUST RY EX P ERT S​

SOLUS  
SUBSCRIBERS 

14,100​
NEWSLETTER  
SUBSCRIBERS

18,037

MASTHEAD  
READERSHIP 
275,000 

CROSS-PLATFORM  
READERSHIP
597,000​

INSTAGRAM  
FOLLOWERS 
219,000​

FACEBOOK LIKES 
329,000​
TWITTER 
8,810​
TIKTOK 
57,000​

PAGE VIEWS 
761,030​

UNIQUE AUDIENCE 
603,547

GARNER
JULIA

STAR  
POWER
Your ultimate 
horoscope  
guide for 2025
MOTHER 
OF A JOB
Rise and fall  
of the tradwife 

Chic
in the

EffectHollywood’s 
quiet achiever

HEAT
Dive into 
fashion’s  

hottest looks

The

TOTAL  
TOUCHPOINTS 

1,305,169
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ED I TO RI A L & CO N T EN T P I L L A R S

FEATURES​
marie claire’s rich story line-up – from 

award-winning investigations and 
first-person confessions to glamorous 
portfolios – takes our audience on an 

emotional journey, making them think, 
cry, laugh, debate and take action. ​

Our features are sometimes shocking, 
often moving, occasionally challenging, 

but above all entertaining, engaging 
and thought-provoking.​

 FASHION​
marie claire uniquely fuses the 

aspirational with the accessible, mixing 
luxury items with affordable must-
haves. A finely tuned sense of style, 

marie claire’s audience is highly engaged 
with our escapist shoots, exclusive 

brand stories, designer interviews and 
compelling video content. Our expertly 
curated selections inspire our audience 

to shop with confidence.​

BEAUTY
From the latest runway  

looks to high-tech skincare and  
hair trends, marie claire features  

a curated and sophisticated beauty  
edit. Through sponsored editorial  

and digital articles, beautifully  
shot video, beauty-editor tried  

and tested social stories,  
marie claire inspires  

its audience.​

CAREER
A monthly celebration of female 

achievements, highlighting stories  
of real women kicking goals, 
breaking down barriers and 

inspiring a new generation through 
passion and purpose. ​
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ED I TO RI A L & CO N T EN T P I L L A R S

WELLNESS​
Based on research and  

expert opinion, the health and 
wellness section aims to enhance 

both the physical and mental 
wellbeing of our audience 

through upbeat, informative and 
user-friendly content.​

LIFESTYLE​
Escapism is the core  

ingredient of marie claire’s  
luxe lifestyle pages. Devoted  

to interiors, food and entertaining,  
our beautiful lifestyle content  
is rich in inspiration and ideas  

that are showcased in long-form 
editorial and digital content.​

ESCAPE​
Travel is an important  

pursuit for our audience –  
they love to escape and discover.  

Well-researched, beautifully  
presented, on-trend and  

inspirational, our travel content 
appeals to our connected,  
curious, affluent audience.​​
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A DVERT ISI N G 
O P P O RTU N I T I ES

Driving intention through connection



m a r i e  c l a i r e  a u s t r a l i a  M E D I A  K I T  2 0 2 5

SI GNATU RE P RO P ERT I ES & P L AT FO RMS ​

INTERNATIONAL 
WOMEN’S DAY

This annual event 
brings together some of 
Australia’s most high- 

profile thought-leaders to 
discuss issues that matter 

most to women today.​

IN-STORE EVENTS
From large-scale fashion 
and beauty activations to 

more intimate workshops. 
in-store events focus 

on engaging consumers 
with immersive brand 
experiences, expertly 

hosted by marie claire 
editors. 

SUSTAINABILITY
AWARDS

These awards are a 
celebration of the 

brands, organisations 
and products that are 

genuinely implementing 
change and building  
a better tomorrow.

POWER TALKS
Power Talks is a 

consumer- driven event 
that aims to inform and 

empower women through 
the inspirational stories 

of four​ powerhouse 
speakers. ​

WOMEN OF THE YEAR 
AWARDS

The Women of the Year 
awards honour  

12 women across 12 award 
categories, all chosen by 
a panel of high-profile 

judges. 
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SP O NS O R SH I P S
OWN A N ENVI RO N M EN T WI T H YOU R B RA N D​

HIGH IMPACT 
SPONSORSHIPS

Drive awareness and 
create impact by owning 
an environment aligned 

to your brand. Home page 
and section sponsorships 
available, with audience 

targeting options. 

SOLUS EDM
With 100% share of voice, 

share your brand’s story to an 
engaged audience who have 

signed up for communications 
from the masthead. Perfect 

for new product offers or 
competitions​

MARIE CLAIRE LIFESTYLE  
BUY-OUT 

Available exclusively to  
one sponsor, supported by  

a marketing campaign, 
appearing within Are Media 

brands print and digital.  
On sale nationally for 3 months. 

Strong editorial integration 
throughout the issue.  ​

S H O P I T
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SI GNATU RE P RO P ERT I ES & P L AT FO RMS
CRE AT E ENVI RO N M EN T S A N D CUSTO M CO N T EN T WI T H I N​

ADVERTORIAL
Using your brand assets, our 

creative team will create a FPC 
advertorial with the design 
elements of the magazine, 

aligning it closely in look and 
feel to editorial content. ​

FEATURE INTEGRATION
Integrate your product into  

our existing relevant features 
(e.g, Fashion, Beauty, 

Sustainability, Life  
& Culture, Life Story).

BESPOKE BRANDED 
SPONSORED CONTENT​
Integrate your products 
seamlessly; beautifully 

shot and curated by our 
editorial team with your 

brand in mind​.

​

ELECTRIC 
AMBITIONS
Drive your way to a brighter future with  
the new, beautifully designed volvo eX30.

It is possible to walk the talk, but can 
you drive the talk? The answer is yes, 
most certainly, in the new Volvo EX30.

Launching in Australia in April, 
Volvo’s newest, stylish and compact 
SUV has all the bells and whistles that 
you would expect of a luxury electric 
vehicle with the added bonus of an 
affordable price. 

Design, performance and 
accessibility of EVs has increased  
over recent years as our appetite for 
the electric solution grows – and the 
Volvo EX30 is testament to this.  
The designers have been meticulous  
in their aesthetic and creative vision, 
layering style with innovative features 
and electric performance.

R E DUCING  YOUR 
DR IVING  F O OTPR INT
The EX30 uses renewable and recycled 
materials in new ways with a 
minimalistic design approach to help 
reduce or eliminate waste in the 
production process. Around 25 per 
cent of all aluminium and 17 per cent of 
all steel and plastics used in the EX30 

are recycled while around 30 percent of 
interior parts use recycled plastic. The 
upholsteries incorporating renewable 
materials are all beautifully presented in 
a palette of four nature-inspired colours.

FULLY  E LE C TR IC  
BY  2026
The new EX30 is another step towards 
Volvo Car Australia’s ambitious plan  
to only sell fully-electric cars by 2026. 
For Volvo Car Australia Managing 
Director, Stephen Connor, the plan  
is something that couldn’t be achieved 
without a generation of Australians 
who are open about embracing an 
electric future. 

“Australian consumers are early 
adopters of new technologies, and  
they are embracing fully electric cars  
in increasing numbers as more new  
EV models, such as the Volvo EX30, 
become available.” 

As the number of electric vehicle 
charging sites continues to increase  
in Australia, going electric makes  
more sense than ever. 

Volvo EX30 is available to order now.

WANT TO LEARN MORE?
To find out more, or arrange a test drive 
with your closest Volvo retailer,  
visit volvocars.com.au  

“AUSTRALIAN  
CONSUMERS ARE 
EMBRACING FULLY 
ELECTRIC CARS IN 
INCREASING NUMBERS.”
Stephen Connor,  
Managing Director, Volvo

ADVERTISING FEATURE ADVERTISING FEATURE

Take your cues from the runway and bring the latest  
on-trend textures and shapes into your home

TH E  RUG
Pure wool never 

goes out of fashion. 
Make an effortless 

statement with this 
hand woven beauty.

Aero fabric sofa in Jacquard Boucle 
Cream, $1999; Olivia coffee table, 

$1599; XXXXX floor rug, $XXX. 
Available at freedom.com.au.

STYLE 
HAVEN

TH E  V E S S E L S
Organic lines 
make a play with 
these sculptural, 
handcrafted, 
earthenware pieces.
Jenolan vessel, $59.95-$79.95; 
Matcha fabric occasional armchair, 
$999. Available at freedom.com.au.

ELECTRIC?
Should you go



CO N T EN T C REAT I O N |  D I GI TA L
CRE AT E ENVI RO N M EN T S A N D CUSTO M CO N T EN T WI T H I N

An article written with the client’s contextual environment in 
mind. Article has the look, feel and tone of editorial, as such, 

carries editorial’s authority. Reader-first approach. ​

INCLUSIONS​
5,000 PVs and 1 social post ​

500 words of copy + 2 x Brand mentions ​
BTYB Client name at Head and Foot of article. ​

1 x Internal body copy product mention.​
No product image guarantees​

An article entirely themed around client’s desired  
messaging, written by our content team in the tone of the  

brand it’s housed on. Client has 100% Share of Voice (SOV)​.

INCLUSIONS​
 2,500 PVs & 1 social post ​

500 words of copy + 5 x brand mentions​
BTYB Client name at Head and Foot of article ​

Can include multiple (2) product images​
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NAT IVE A RT I CLE ​ A DVERTO RI A L A RT I CLE​
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D I GI TA L VERT I CA L S​
CEN T RED O N OU R M OST P O P U L A R CO N T EN T CAT EGO RI ES  

Available for Sponsorship and Audience Targeting ​

I F T H E  
ENVI RO N M EN T 

D O ES N ’ T EX IST, WE 
CA N CRE AT E I T ​

N EWS FA S H I O N B E AU T Y

LI F E & CU LT U RE S H O P P I N G SUSTA I NA B I LI T Y
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VI D EO PAC K AGES – O F F T H E SH EL F​

TIER 1 SMART VIDEO TIER 2 TRIED & TESTED TIER 3 EDITORIAL TIKTOK
Tell a simple story (recipes or how to) through 
an AI generated video of your written article​

EASY EXPLAINER

Tell a simple story (recipes or how to) through 
an AI generated video of your written article​

EASY EXPLAINER

Tell a simple story (recipes or how to) through 
an AI generated video of your written article​

EASY EXPLAINER



F RO M CO N N ECT I O N TO  I N T E N T I O N​
ACROSS T H E F U N N EL​
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F RO M I NS P I RAT I O N

AWARENESS CONSIDERATION​ INTENT & EVALUATION​ PURCHASE ADVOCACY

TO M A KI N G I T H A P P EN

High Impact Display​

Brand Ads

Native Articles

Social

Product Reviews

Editorial Integration​

Product Carousels

Affiliate Links​

Competitions

IP

EDMs
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CA L EN DA R 2 025

THEME: You do you!  
It’s time to power up as we step  

into a new year. Let’s go!
COVER: Julia Garner

GWP: Lanolips

THEME: Innovation in Sustainability 
Game-changers making waves in  

the sustainability space.
Event: The Marie Claire Sustainability Awards

On sale: 13 June

JA N

JU L

THEME: The Wellness Issue  
Tips, tricks and trends – all you need to know 

 about health and wellbeing for 2025.
COVER: Nicole Kidman

THEME: The Limitless Issue 
Boundaries dissolve as visionaries rewrite the rules 
of fashion, beauty, and culture—exploring infinite 

possibilities in an era without limits.
On sale: 18 July

F EB

AUG
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 In a year of upheaval and crisis,  
the Paris Olympics offered glorious 
reprieve. Headlines declaring 
doom and destruction were 
interrupted to celebrate brilliance. 

There were glimmers of hope, flashes 
of gold and moments of pride. The 
nation was united. 

A tiny teenager with wings  
on her sneakered feet flying high on  
a skateboard; a BMX star seeking gold 
for her injured brother and collapsing 
in tears in his arms; the world’s 
greatest paddler overcome with joy – 
not for her own victories, but for  
her sister’s gold-winning feat.

In 2023 it was the Matildas who 
elevated women’s sport to a new level 
of inspiration with their motto, “Never 
say die.” In 2024, our remarkable 
Olympic and Paralympic athletes 
raised the bar higher at the Paris 
Games, creating moments that  
burned into the nation’s psyche.

It was our female athletes who 
provided the lingering memories  
of these Games. It was Australia’s  
most successful Olympics, yielding  
18 gold medals, 13 won by women from 

cycling, swimming, canoe/kayak, 
skateboarding and pole vault. Then 
came the Paralympics with another 
medal haul of 18 golds, women winning 
eight and sharing in two other mixed 
events in swimming and rowing. 

Barely a day went by without 
Australia’s national anthem blaring 
out from one of Paris’s iconic  
venues. And often it was one of  
our female athletes atop the dais. 

Records toppled. Emma McKeon 
ended her swimming career as 
Australia’s most decorated Olympian, 
male or female, with 14 medals 
captured from three Games. Fellow 
Dolphin, Ariarne “Arnie” Titmus  
won the 400m freestyle “race of the 
century” and then joined Dawn Fraser 
as the only Australian woman to win 
successive golds in the same events  
at the Olympics. This same feat was 
then matched by Kaylee McKeown 
who also became the first Australian 
Olympian to earn four individual gold 
medals and the first Australian  
to defend a double Olympic crown. 

In fact, firsts became the norm: in 
a year where 14-year-old skateboarder 

Arisa Trew became the first female  
to land a 900, she then became our 
youngest-ever gold medallist. Pole-
vaulter Nina Kennedy became the  
first Australian woman ever to win  
an Olympic field event, while canoeist 
Jessica Fox became the GOAT.

With her two golds in Paris – 
giving her six medals from four 
Olympic games – alongside her  
10 individual world championships 
and her 12 World Cup championships,  
Fox is considered the greatest 
individual paddler of all time – male  
or female. Few will ever know the  
level of pressure she has handled 
during her career.

“The dream goal was obviously  
the double gold in Paris,” Jess explains.  
“There was a moment where I was 
reflecting before the Games even 
began, thinking if I don’t come back 
with one gold medal and at least  
two medals, but if they’re not two gold 
medals some will say this is a failure  
... there was so much pressure and 
expectation to win.”

Self-doubt. Challenges. Hurdles. 
Pressure. Risks. Resilience. 

WOMEN OF THE YEARCHAMPIONS

Our
GOLDEN

GIRLS
Formidable females were everywhere in 2024,  

but it’s impossible to ignore the grit and hard-won glory  
of Australia’s women athletes. By Tracey Holmes 

PHOTOGRAPHED BY SIMON EELES  STYLED BY NAOMI SMITH AND JORDAN BOORMAN

FROM LEFT Glittering gold-
medallists Jessica Fox, Ariarne 

Titmus, Nina Kennedy, Saya 
Sakakibara and Alexa Leary.

THEME: The Reinvention Issue 
Through reinvention, women harness their innate power 

to redefine themselves, shattering societal constraints 
and emerging stronger, wiser, and unstoppable.

Events: International Women’s Day, March 7
On sale: 20 Feb

Marie Claire Australia is Turning 30! 
Prepare for a month of celebrations. A look back 
 at the gamechangers, trailblazers and fashion  

moments that shaped 3 decades.
One-shot: Marie Claire Lifestyle – on sale 30/9

GWP: TBC
On sale: 15 August

M A R

S EP

Sportmax top, 
$3035, pants, 

$1750, and  
shoes, $12050.

TRENDING NOW

1 Celine by Hedi Slimane 
bag, $4500. 2 Agmes 

earrings, $595. 3 By Malene 
Birger top, $660, and 4 skirt, 

$915, at Moda Operandi. 
5 Mejuri bracelet, $448. 

6 Reike Nen shoes, $655. 
7 Le Specs sunglasses, $90. 

Bottega Veneta 
dress, $8430,  
and shoes, $2500.
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THEME: Boldness ignites transformation 
When women dare to live authentically  

and unapologetically, they inspire generations  
to embrace their limitless potential.

One-shot: Marie Claire Lifestyle – on sale 29/4
On sale: 27 March

THEME: The Rebellion Issue 
Defiant spirits ignite change—featuring radical 

designers, revolutionary activists, and fearless voices 
reshaping fashion’s future with uncompromising vision.

On sale: 19 September
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M A C K E N Z I E
A R N O L D

Goalkeeper

“I’d never want  
to switch positions 
with Macca. I don’t 

want balls being 
smashed at me” 

– Caitlin Foord
Sandro jacket, $825; 
Skims bandeau, $54.95; 
Uniqlo pants, $59.90; 
Georg Jensen rings 
(index finger), $385,  
and $435.

FRIENDSHIP

When Macca called us to tell us she had 
to wear hearing aids, I’d never heard 
her so upset. But I’ve seen a massive 
change since she started wearing them. 
She was a bit in denial and a bit 
embarrassed ... but Alanna and I helped 
her to see what a cool opportunity it 
was to make other people feel good 

about having hearing loss and having 
to wear hearing aids and how she 
could be a role model. It was impor-
tant for her to get support from her 
closest friends, [for them] to say, “It’s 
fine, we love you.” If anything, it has 
been for the best. I found it frustrating 
having to repeat myself when I 

roomed with her. But it was worse for 
her. When she got the hearing aids [the 
difference] was like night and day. 

When we were younger we would 
always joke that Macca had FOMO. 
She’d be there straight after training, 
even if she hadn’t had a chance to 
shower. She didn’t want to miss out on 
anything. If she’s bored she’ll knock  
on my door. She likes company.

I think we’ve all seen her qualities 
before she’s seen them. What everyone 
saw at the World Cup we had seen for 
so long in training, we knew she just 
needed the opportunity to be able to 
showcase that. [Previously] she didn’t 
really believe in herself and so when 
she got those moments, she made 
mistakes and it knocked her confidence. 
Finally, when she got her chance again 
she really grabbed that opportunity 
and made it her own.

We were so prepared for the shoot - 
out [against France] because she was 
by far the best penalty saver. It gave us 
confidence to know she was in there. 
Deep down we knew she was going to 
save some, we just needed to score. 

Being goalie can be cool but it can 
be quite lonely because when there’s 
goals and celebrations they’re never 
really involved because they’re so far 
away. If a goal is conceded it comes 
down to the goalkeeper whereas 
anyone else can make a mistake and 
get away with it. I’d never want to 
switch positions with her. I don’t want 
balls being smashed at me. The worst 
thing is playing against her [at club 
level]. She tries extra hard against me 
and I try extra hard against her. 

When it come to relationships, 
Macca is more cutthroat, Alanna is 
kind of in between and I’m probably 
the softer one so we have a good 
balance and different points of view. 
We help each other out a lot. 

When I roomed with her she used 
to get so angry with me for not putting 
the toilet lid down when I flushed. She 
was funny about the germs coming 
out. I’d get annoyed because she’d put 
it down then I’d need to touch it. 

Macca and I both studied nutrition 
and society but I don’t think either of 
us will end up in that field. I guess she’ll 
do something with football. I’ve never 
really seen a female goalkeeper coach 
but I think she could be great at it. 

Whenever older Matildas players 
come to a game, we joke and say, 
“That’ll be us one day.” I definitely 
think we’ll be friends forever. 

 Caitlin on Mackenziel 

FROM LEFT Caitlin wears COS jacket, $290; Anine Bing shorts, $490; Essen belt, 
$249; Prada socks, $325, and shoes, $1880; Anna Rossi ring (left index finger), $69; 
her own earrings and rings. Mackenzie wears Romance Was Born jacket, $6500; 
Skims bandeau, $54.95; Uniqlo pants, $59.90; Prada socks, $325; Aere shoes, $160, at 
theiconic.com.au; Georg Jensen rings (right index finger), $385, and $435. Alanna wears 
Feng Chen Wang jacket, $1250, and pants, $750, at harrolds.com.au; Jac + Jack top, 
$200; Anine Bing belt, $295; H&M shoes, $69.99; her own earrings and rings. 

THEME: Luxury Watches and Jewellery 
Exquisite craftsmanship meets modern indulgence as 

we explore luxury’s new frontier—from bespoke ateliers 
to sustainable diamonds and architectural havens.

GWP: TBC
On sale: 24 April

THEME: Star Power
Event: Women of the Year Awards 2025

On sale: 17 October

M AY

N OV

THEME: The Beauty Issue 
Luminous skin, breakthrough formulas,  

and transformative rituals take center stage  
as beauty’s visionaries redefine modern  

glamour and self-expression.
Event: The Beauty Awards

On sale: 16 May

THEME: Women of the Year 2025 
Celebrate the game-changing 

 Women of the Year with marie claire!
On sale: 14 November

JU N

D EC
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CA M PA I GNS WE’ VE LOVED​

KÉRASTASE​ MAX MARA LANCÔME​ LA ROCHE POSAY​



A P P EN D I X
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PRINT READERSHIP​ 
289,000 MONTHLY  
READERS​

marie claire LIFESTYLE  
ONE-SHOT​ 
2 PER YEAR

NEWSLETTER:  
18,037​
SOLUS:  
14,100​

UAS: 603,547​
PVS: 761,030​

SO CI A L EVEN T S &
ACT IVAT I O NS

D I GI TA L 

P RI N T ED MS

AWA R D S

International
Women’s

Day

GARNER
JULIA

STAR  
POWER
Your ultimate 
horoscope  
guide for 2025
MOTHER 
OF A JOB
Rise and fall  
of the tradwife 

Chic
in the

EffectHollywood’s 
quiet achiever

HEAT
Dive into 
fashion’s  

hottest looks

The

INSTAGRAM  
FOLLOWERS:  
302,000​
FACEBOOK LIKES:  
329,000 ​
TIKTOK FOLLOWERS:  
100,000​
PINTEREST  
MONTHLY VIEWS:  
1,300,000 
COMBINED SOCIALS:  
731,000​

Driving connection through to intention 
across 1.3 million touchpoints​

IN PARTNERSHIP WITH



Our Audience​

OU R AU D I EN C E
Average age: 37yrs​

Average household income: $132k​

FASHION
Average spend on  

fashion per month:

• Print average spend $112 million​

• Web average spend $205 million​

• Cross-platform average spend​ 
$308 million

On average they spend  
$253 million on fashion and 

accessories every month.  
This is more than any other 

fashion brand

73% investing in luxury brands, 
not for status but because she 
believes she works hard and 

deserves it

75% believe quality is more 
important than price

BEAUTY
Average spend on  
beauty per month:

• Print average spend $27 million​

• Web average spend $71 million​

• Cross-platform average spend​ 
$308 million

80% of our audience feel better 
when they wear makeup​

90% wear makeup to enhance 
their features​

88% say makeup boosts  
their self- confidence​

QUALITY & RESULTS
Confidence and quality are key​

74% of print readers believe 
quality is more important  

than price.​

73% online and  
74% cross platform​

63% of our audience are more 
likely to listen to experts​

82% of our cross-platform 
audience will research  

a product/brand if they’re  
going to spend more on it



T H A N K YOU


