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Hearst Fujingaho provides you with original
and creative 360° media solutions

Hearst Fujingaho is the only publisher in Japan to have a multifaceted identity combining Japanese, French and
American DNA. In July 2011, we became a member of New York-based Hearst, one of the largest media groups
in the United States, and we continue to evolve dynamically. Backed by our long history as a publishing company,
our company values of "high quality content, "

strong brand power," "innovation " and "outstanding management,"
are represented in the common characteristics of each media brand. We aim to demonstrate our collective
strength as "ONE HEARST," by developing cross-media synergies that create new added values and possibilities.
We promote innovation in every aspect of our business, provide our readers with fascinating content and build
innovative partnerships with our clients. We will continue to break new ground as a media conpany that offers
360-degree media solutions integrating print, digital, social media and events.

Nicolas Floquet
Representative Director & CEO
Hearst Fujingaho Co., Ltd.
Hearst Digital Japan Co., Ltd.
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High quality contents for people
seeking a "tasteful lifestyle”

People are more intrigued by enriching their lifestyle including food and interior, rather than fashion
and beauty care.

Ever since its launch in 1992, "ELLE DECOR" has inspired its readers through the various contents
covering the innovative information of interior and designs, and the renewed "ELLE GROUMET"
since 2017, has consistently proposed food trends to chic foodies. They are delivering diverse
and high-quality contents to their audience, catering to their emerging interests towards lifestyles.
"ELLE MARIAGE" was launched in 2008 with its mission to propose not only chic bridal gowns
and jewelry, but also the key milestone lifestyles for the newly-weds. The three magazines share
impeccable initiatives of delivering global and highly sensitive contents "deeply” in print media, and
"swiftly" through online media. Editorial team will fulfill the mission to help audience materialize a
"tasteful lifestyle" through the three magazines filled with inspirational and resourceful ideas to select
the best-in-class items for them to live fashionably.

Mika Kowaki ELLE DECOR EDITOR-IN-CHIEF
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For the readers and users with
high interests towards their lifestyle
through collaboration of 6 media

Each print and online media of “ELLE DECOR,” “ELLE GROUMET,” and “ELLE MARIAGE” is
successfully and extensively reaching out the readers and users seeking a quality lifestyle. More
than ever, the inter-media collaboration will leverage our multi-faceted proposals as an “ELLE
lifestyle,” which in tum will make three-dimensional projects feasible with participation of powerful
influencers from each medium. With its high recognition, editorial tie-ups on both print and online
media as well as event planning will draw a high tumaround of participants.

Masashi Shimizui  General Manager, Bridal & Lifestyle Media division
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ELLE Global Brand Power
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ELLE is published as a print title in 46 countries and regions and operates over 30 websites.
Boasting a network unrivaled by any other women's title, this strength comes into its own in production of high-quality editorial pages and websites.

ELLE DECOR is published in 32 countries and regions; ELLE gourmet have four editions.

Magazine Network
4 Editions of ELLE gourmet 32 Editions of ELLE DECOR

46 Editions of ELLE SWEDEN/ FRANCE/ HOLLAND/ JAPAN ARGENTINA/ BELGIUM/ CHINA/ CROATIA/ CZECH

ARGENTINA/ AUSTRALIA/ BELGIUM/FL/ BELGIUM/FR/ BRAZIL/ BULGARIA/ CANADA/ CHINA/ REPUBLIC/ FRANCE/ GERMANY/ GREECE/ HOLLAND/
CROATIA/ CZECH REPUBLIC/ DENMARK/ FINLAND/ FRANCE/ GERMANY/ GREECE/ HOLLAND/ HUNGARY/ INDIA/ INDONESIA/ ITALY/ JAPAN/

HONG KONG/ HUNGARY/ INDIA/ INDONESIA/ ITALY/ JAPAN/ KOREA/ MALAYSIA/ MEXICO/ MIDDLE EAST/ KOREA/ MEXICO/ NORWAY/ POLAND/ ROMANIA/
NORWAY/ POLAND/ PORTUGAL/ QUEBEC/ ROMANIA/ RUSSIA/ SERBIA/ SINGAPORE/ SLOVENIA/ RUSSIA/ SERBIA/ SLOVENIA/ SOUTH AFRICA/ SPAIN/
SOUTH AFRICA/ SPAIN/ SWEDEN/ TAIWAN/ THAILAND/ TURKEY/ UK/ UKRAINE/ USA/ VIETNAM SWEDEN/ THAILAND/ TURKEY/ UK/ USA/ etc.

Over 21 million readers Over 1.4 million readers Over 8.9 million readers



ELLE Global Brand Power
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On the internet, the world of ELLE knows no limits.

Web Network

Asian Network
TIT D3INT—IEBIELTVEET,

Asian network enhancement is our priority.

# JAPAN Facebook Pages Instagram Accounts
Over 30 Facebook pages Over 30 Instagram accounts
SOUTH KOREA
CHINA
TAIWAN
HONG KONG Twitter Accounts

Over 30 Twitter accounts



ELLE DECOR in Japan
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Beginning with our highly regarded print edition,
the multifaceted world of ELLE DECOR continues to expand and diversify.

ELLE
CLUB

ELLE CLUB/ ELLE CAFE

INTERNATIONAL
DESIGN AWARDS
EDIDA Find us on
Facebook

»’ @ELLEDECOR_Japan
ELLE DECOR ONLINE

SNS




Print Media

ELLE DECOR/STYLES
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ELLE DECOR takes advantage of its international network to provide extensive lifestyle
coverage, including living, art, and travel, with a focus on interiors and design. The information
in ELLE DECOR is targeted at an ambitious, active readership with international sensibilities.
Though focusing on material abundance, the ELLE DECOR worldview recognizes the
importance of precious private time and seeks to enrich that aspect of readers' lives as well.




Print Medie

ELLE DECOR/INTERIORS,FURNITURE
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“Though focusing on material abundance, the ELLE DECOR worldview recognizes the importance of precious private time and seeks to enrich that aspect of readers’ lives as well.”

INTERIORS

FURNITURE




Print Medi

ELLE DECOR/ART,FASHION,TRAVEL,PEOPLE
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“Though focusing on material abundance, the ELLE DECOR worldview recognizes the importance of precious private time and seeks to enrich that aspect of readers’ lives as well.”

ART & FASHION

TRAVEL

FASHION PEOPLE




Readers’ Prof

ELLE DECOR readers
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The ratio of male readers is high as as an interior magazine.

More than 40% of ELLE DECOR readers work in creative fields(interior coordinators, architects, designers, etc.).

Age Area

i E{Eit
25#FiH

Under 25yrs 7.0%

25~2971%
25-29yrs 5.8%

30~397%
30-39yrs
EeES|
41.9% BE/FE
Kanagawa/ Saitama
Chiba
18R Fukuoka 172%
3.4%
I E i 1 39.67% FH Aichi R EE ABR Osaka
Average age: 39.6 4.6% Kyoto/ Hyogo 12.6%
4.6%
Marital Status Gender
KREEIE I

BEHE Married 4 Single 2% Female

52.3% 47.7% 65.5%

ZDFET 2L 201 4EDFHET A r—MERICE DN TVET,
Data is based on ELLE DECOR readers’ survey in year 2014.

Occupation

B

=B (8- EEH)

Office worker (board member, manager)

S8 (AR —MRE)

Office worker (regular employee)

A& -HFHE
Civil servant
BE%

Business owner

ElzES

Freelance

HPIH; (R - AL HE)

Professional (doctor, lawyer, etc...)

IN—R-TILINAb
Part-time

Student
HEITR
Homemaker

Z0Afth

Other

BWEAS

Total employed

B 03%
I 46.5%
B 47%

B 14.0%

I 23%

| 1.2%

B 35%

M 58%

M s1%

4.6%

Photo: GILLES TAILLARD



About ELLE DECOR ::::--u¢ Readers’ impressions
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[T FAlRBLTITEFEEVCEATIREHRDBERERFTSHONETEZ—HT.

NyoFo N~ REMEHELTT— N7, BELRIC BRSNS 5o Sy 62.6
BEEOBORETT, 1V7UP. FH( RELEDT (VN TERHD, 1L Vit o bt 04

HENOBSALEIBRENTVET, AR TLS  Elegant 448

In addition to combing the latest issue for cutting-edge information about interior design and living, EEHN B Well-developed aesthetic | 411

many readers archive back numbers of ELLE DECOR, enabling them to reference them again and RLUKREEDS3  Informed about trends | 391

again. Also ELLE DECOR is a favorite among influential professionals in interior, design, construction, 42 8—F2F)L  International 37.1

and related fields. . :
59927V~ Luxury 37.1

How do they read ELLE DECOR ? All about ELLE DECOR readers -«

[Tw-Fa)nsEEhE
[T-FA|OERFBRFRFEL AILASFHBRIOZVALLTY,
85 AeArsEREL: O 69 BEOMBEE W T, V74— A bBEONBY, SEDETWALLADSHRTT,
ey INIOFEESE BIMRIT NSRBI HPITET,
TTiv-FalBoiREELZED HB 3] 60/ ELLE DECOR readers report high annual incomes and high disposable incomes as well. They are active
Sometimes read overseas editions of ELLE DECOR { o redecorators who are also interested in remodeling and are of an age to purchase their own homes. The

ratio of automobile ownership is high, and they frequently travel overseas.

Reasons for reading ELLE DECOR Finances

BRI 2EH =31}
4>i'f;;;;25;i;)2;§ o ﬂ'%ﬂﬂlﬂ:ﬁ’;} l ,l I 5 Vil% Average household annual income ¥11,450,000
For interior coordir;‘ation ideas and 6606 /O
reference for purchasing interior ftems 3 9 ° 5 Yot T YN 1 00075 ML _E More than ¥10,000,000, 39.5%
A TFUTRN R DIEREINET S (o)
For information on interiors and trends 5305 /O 4“/7'-')7’-E%Eﬁf?ﬁ@{i$l:0b\'(b\6kd)WER
Breakdown of readers working in interior and architectural fields

BEH-JIET7HELLDS 5 2 70/
Photos and page layouts are beautiful o o 125U PaA—F134%— Interior coordinators | 8.7 % HE75- E% Clerical & sales administration | 4.,4%
_ FH{F—-BER Designers, architects 34,6% B35 Retail sales 9 ,4%
s oo xsoommEss A0Q ()% ales T4 _ X
For up-to-date lifestyle information [ ] o {£E - v—471>% Planning, marketing l I .5 /o

FET 22014 FEDFEE TN —MERICE DV TWET,  Datais based on ELLE DECOR readers’ survey in year 2014.



Readers’ Pro

Housing
Fxun

FexR—F&ET

Single-family home

41.3
21.7

BH—FRT 5.1

Rented single-family home

Hexvoar

Condominium

FHRE

Homeowners

63.0%

gEvoar

Rented condo/apartment 2 2 ® 8

AR LA T INEE T HHEE

Frequency of changing decorating scheme/interior layout
FEECIEEE 3 20
Once or more every 6 months 4 ® /O
1EICIERLE 90
Once or more every year 7 1 [ ] /O
FEEVT7+—LEMEEF

33.2%
Currently considering remodeling [ ] (o)

—FETHEAZREH
Currently considering purchase of 2 5 .9%

a single-family home

Home purchase budget s=zmisn

5000:731.1% :646+80005m:2)

¥50 million or more 31.1% (around half of these indicate budget of ¥80 million or more)

References #u#

1 HMEEDECE LS 2 M'ZKJISHZ‘E;ESMJEEE 3 EFERTES

Magazine artlcles/ads Home showroom/exhibit

Furnishings and interior items

RE-1VFU7

Emphasis when purchasing References
BATIEORI b THHRIR

FH 1> Design 91.1% #55 Magazine 80 . 5%

FH Materials 64.3% 171N Website 42 4%

fHi#& Price 62.0% | 23y |In-store 36.0%
Automobiles
Vg 18 1car 46.1
69.6?{. 28 2cars l 8.7

Automobile ownership g
MEEH ‘ >

38 LIE 3 ormore cars 4.8

70.7 % orrmrsz

70.7% plan to purchase an automobile

U035 Do 2 Vo HEAE

53.2% of automobiles owned are imported models

Emphasis when purchasing mAsrzgox
FH A H1X i3

] [7)-esign g 53020/0 2 Size 3406% Per?;rmance 3106%
T o A=h=-TFUK

4 Safety 28" /° 5 Auto manufacturers, brands 2904%

Overseas

B

SHMALEZVYT—EX
Services ELLE Decor readers are interested in:
FEZM COIRIT

o,
Luxury cruise 48 .6 /0
SBHEUY—bRTIV 'I 3 'I o
Membership resort hotel ] A‘)

FET 2014 EDFE T —MERICEDWVWTWET,  Data is based on ELLE DECOR readers’ survey in year 2014.

1R IC2E B EBHRITISIT> TV 4'| 20/
[ o

Travel overseas two or more times per year
40.8
FH

BIMRATICP I BB BT

Budget for overseas travel per trip
¥408,000 (average)



ELLE spin-offs

TIL-TylR>

BT 1989%F

FliThs & ATl

#5EH 28H

RITEE 93,5928

TEfifi 639 (A1)

YATLT—22014  EIRIEEAT &R

First issued 1989

Frequency Monthly

On sale date  28th of every month
Circulation 98, 267*

Cover price ¥ 639(base price)

*Magazine Data 2015, printer-certified figure

ELLE

Vagazines

TIL-JILA

BT 20024

T 88 AT

3550 B#A6H
(2R/4R/6R/88/10R/128)

FEITERE 60,000%8

TE 907 (AHitg)

First issued 2002

Frequency Bi-monthly

On sale date  6th of even months
(Feb., Apr., Jun., Aug., Oct.,
Dec.)

Circulation 60, 000

Cover Price ¥ 907 (base price)

Eedebek

~ree Magazines

B@TIL-

JILA

ELLE gourmet separate volume

FifTHsRE
FAITERE
Frequency
Circulation

REHATI
220,00088

occasional issues

220, 000

AT 1992%

FiTR R AT

35H FHATH
(3RA/5R/TA/9R/11A)

RITHH 70,00088

E 1,500/ (Z{4{i4&)

First issued 1992
Frequency Bi-monthly
On sale date  7th of odd months
(Mar., May, Jul., Sep., Nov.)
Circulation 70, 000
Cover Price ¥ 1, 500(base price)

=DECOR

IIL-wY7—>a

Al 2008%F

FifThsee &2

%R 6HA/12R &22H
FITEE 70,00088

TEfii 1,500/ (A #Afi1&)

First issued 2008
Frequency 2 times/ year
On sale date 22nd of
Jun., Sep. & Dec.
Circulation 70, 000
Cover Price ¥ 1, 500(base price)

F I rIoriagF
A 4 4 4




Website

ELLE DECOR ONLINE

[T-72-FF42 I3 [IN-Fa) KEEEBRFAL. ZOMRBREBHBELLY ST IF MOV T Y HRE,
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ELLE DECOR ONLINE is synchronized with our print edition, maintaining the distinctive ELLE DECOR worldview while disseminating a range of original content.
From features introducing the latest domestic and international style trends to news that takes advantage of the immediacy of the website, content covers the freshest interior and design topics.

[TIV-FaFo142 by TR=
ELLE DECOR ONLINE top page

ARATFEY
Popular content

OAFTYF «=Za21—2X |Interior news

12FUPY a9 T8I TV ROERM Y
7% FEOHE T FLAORFEE.
BV ESRE & ERER R

Up-to-the-minute updates on the hot topics
of interior shops and brands, the sales
information of brand-new items and bargain
hunters' guide!

ORFI/NIVIY+—F IV Harumi jornal

TILF 4T TF AL 72— BAREIAD,
BOL EFICHENB3ESELTIPS®E M
BE DI DOHRITEDIDEEET
&L AL<ARF,

Harumi Fukuda, branding director, is sharing
her tips for you to get the hang of enhancing
your lifestyle. Her monthly journal features her
favorite plates and dishes, shops, and other
valuable information!

OtLTOFEBITIT

Celebrity interior

EhOBIHELTIE, EALBIBITEATY
3? Bh¥RERLIKED, -4 XTED
TEHENGHLOT AN TIT%E
[SElE/NE

Sneak a look in celebrities' luxurious houses

overseas! Can't resist spying on the gorgeous
premises and private interior!

OXF1&—XPICK Editors’ pick
OFENEE 717 L Best-selling items
OfN VbR Events, exhibitions

Find us on
Facebook

ELLE DECOR Twitter#& D17 7IEHRP. [ TIL- T RIS DVTHE,
REID X vy FLIALTUT BT B NAEEE VAN TOET,

Tweets introduce private and commercial interiors encountered out and
about, information from the latest issue of ELLE DECOR, and other topics
and events of interest picked up by our editor-in-chief.




EDIDA : “LLE 'ECO NTERNATIONAL ESIGN “WARDS

EDIDA(TZF1—%) R . THA U ROTATI-HELHENBIREHZTH 1T 7K,

HRI2OE B TRITHRDOI5—F 23 FNTHAI2A TV [T -7 DRERLSH 13BAICH 3T H1F—-&7O5 Vb BELET,
BECBEEETCRESNAZHBFAOXER. BENIZ/ - Y O0—-FFAEFICERENIEFRFIC. [TV 7] EEROZEEICE VWV THRBATSNET,
The Elle Decoration International Design Awards (EDIDA) have been characterized as the “academy awards” of the design world.

Editors of the 32 international editions of ELLE DECOR vote to select designers and products in 13 categories.
After passing the rigorous selection process, the winners in each category are announced at the Milan Furniture Fair the following year and featured in the pages of ELLE DECOR in each country.

37/ COEDIDAREFERRICHEL
5. BA/IX—MREXERE, BFEX
BOFATIREXEIROVET,

An awards ceremony for Japanese
nominees was held in Japan in advance
of the international awards ceremony in
Milan. Every year lots of guests gather
for this local ceremony.

2013FERER@BIET 7 A7/ —=
2013 Awards Ceremony
@ Teatro Manzoni

2014 FRER@T A —XRH, /N—T1
@INTERSECT BY LEXUS-TOKYO

— Sy =Ry

N " FEM »5 FTHAF— 2014 Awards Ceremony @ Andaz Tokyo, Part
2014FZER@EBT 7O v —= ~_¢ i %‘iﬁ : o INTERSECT BY LEX{JS_TOKYO Ueh IFET
2014 Awards Ceremony @ Teatro Manzoni N EFBEDIDAZ E3L, 2010

Fi3 A2)7 35/ UF—T2

AAIRINE IS TREShEL,

Every year, noted designers

from around the world gather for

the EDIDA Awards Ceremony.
2010F B ERQF—F 2 BRI E In 2010, the ceremony was held
2010 Awards Ceremony in the Breda Hangar at Milan’s
@ Linate Airport Linate Airport.

Photo : NOBUO YANO




Lectures & Seminars

NY—EBVTATI7A-T1RAMDL I Fv—& LN  BRET Y4 F—ILEBh—02a—LE RBEDEMEMDBIIN/ I Z<FAELTVET,

ELLE DECOR sponsors numerous events that bring our readers into our realm, including interior coordination lectures by buyers and noted designers.

IN—="—X =—31—3-%

BARNEYS NEW YORK

N—Z—X Za—I-JMPE+-—T>
1B EERRELTITbhz, EEBVT
DR—TA XU ZUIRIVETIVD—
FEN———XPERICTOT 12— X0,
THAF—TaFt - TRI-D1>7Y
TTI =y 7% DREEBINTUEL

Readers were invited to attend a panel
discussion to mark the first anniversary
of the opening of Barneys New York in
Kobe. Barneys New York produced the
decoration for a suite in Kobe’s Oriental
Hotel introducing the techniques and
materials favored by designer Jonathan
Adler.

RFEGATITN=T
Tie-up page in ELLE DECOR

[T -A2F12 ] ETOEH
Publicity on ELLE ONLINE

AR)—=X X3

CATHERINE MEMMI

[TV FAMREREAN)—X - A3TE
Bh—Ua—EN—T1 &R, 75>
DFBRINFBESLERETIHEND
DILTNTITT 17— RE%
FHEDEIAEERLELE,

A panel discussion and reception
with ELLE DECOR editor-in-chief and
Parisian creator Catherine Memmi
provided readers with an opportunity
to come in contact with the designer’s
worldview of luxury founded in
simplicity.

[TIV-F251> ] ETOER
Publicity on ELLE ONLINE

TS T YT
Tie-up page in ELLE DECOR

9 viior0




Interior Coordination
BRIEEHe avyD—F%2a—-N—LELT FESOHONT—7T LA RAZELPNEF 74X [TIV-FA REHI A—FT 121,
BAEADEOAXNEBHT [TI-FA]AVSF VDL FI)T AT 1ZAMNEENITTOET,

Members of the ELLE DECOR editorial staff can create lifestyle showrooms for luxury condominium projects or a transform a SOHO into a stylish workplace.
Our interior coordination services are available for projects large or small, for individuals or business clients.

AT ANMl
Coordination examples



PRINT MEDIA PRODUCTION
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Walt Disney Japan

A prominent designer was commissioned to
produce practical furnishings featuring Winnie-
the-Pooh. In addition to assisting the leading
licensing agent and designer in the product
development process, ELLE DECOR produced
an exclusive feature introducing the line.

ARITA

2016 (400 F%i07 /- B E (3. B F
ISRV TEEERTOD TN S EIFEL
7=. [2016/project| it TV - ¥ 1> 2—F
atl FTHACTI—RDT—TIVITT7E
P9 E #2013%F (C % B L /z[1616/arita
japan] P EEELRBTOT T, 16D %
—FaF I ETAF—E16DEHDET
EEHY — G- TRAY TN TRAT
SFLVWESEEEAHL, 2016FICIT /40O
— X CHERK, T)L - FATIHEER DY FR—k
B C2014EDSEHETTEVEL /=, 124
—FaFITHI L THBIIL - Tl B
EHERSIBARDEZE (MAERE). ¥ =17
77 F—DHEE Y R—N TVET,

ARITA

Commemorating the 400th anniversary in
2016, ARITA ware launched an industrial revival
anniversary project. Derived from " 1616/arita japan”
that ARITA won the award of the Tableware Section
in the ELLE DECOR International Design Award in
2013, the " 2016/project" bloomed in the various
ways. 16 international prominent designers and
16 potteries and trading firms created and unveiled
new world-class products in the MilanoSalone
(Salone del Mobile.Milano) 2016. With a support
from Saga Prefecture in Japan, ELLE DECOR
began editorial series from 2014. While supporting
the challenges of Japanese corporations, local
municipalities and manufacturers, ELLE DECOR
will walk the path together for them to go to the
international markets.




PRINT MEDIA PRODUCTION

TvI A2 Ty
Book-in-book

R
Reprint

FINNAIRDFA—A5F +>R—>DE13IFI1CE&h . Book in
book# #11E, ELLE ONLINEEHEE)L. WEB BOOKH ER,
THAL ALV H RBEFRE AT T, 7127 RDIRDBEHERB N
TREEDIT AN GETHIERER .

A book-in-book insert produced to coincide with a FINNAIR
Aurora campaign was also deployed as a web book via ELLE
ONLINE. In addition to introducing the appeal of Finland as a
destination to our design-conscious readers, the insert was
also reprinted for distribution at events and other locations.

[JAPAN BRAND]A40%5
“JAPAN BRAND” Catalog

BADIWDDERZSH, 2EBFIREERHLUF/NEHE
FEPSDEFETHIIE [TV - T2 DESN RN T—0%FIFAL. [ X
VLA TV | RBIEHHEOTERBL. BERLEL,

Working together with The Small and Medium Enterprise
Agency and The Central Federation of Societies of Commerce
and Industry, we produced Japan Brand catalogs introducing
quality items made in Japan. The catalogs were distributed
through our overseas network, including the MAISON&OBJET
international trade show in Paris.

[HANEDA UPPER DECK TOKYO JOURNAL ]

AR EERER B EIREL. F4% - PEZEDTZ>T1>7D
—RELTRTOREHIELEL = BRI TH SR, HEfRSh /-
TyIN—=JZZADET XA EZ—TYMIUIZFTILV AT 17T,

We produced a tabloid newsletter as one aspect of branding
activities for the launch of full-fledged international services
out of Tokyo’s Haneda Airport. This new media was
conceived to appeal to refined, urbane business travelers with
international sensibilities.
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MULTI MEDIA APPROACH

CITIZEN

Global tie-up

[TV - FAlP, SF X DIZ/HO—XDHEDT
ST T EEEYR—b, [TV - 7] (BARR) P
HIEL =217 THBERLA 27 RRICHIBE, 7=
BASHEH65ED[ IV - 3 - ONLINE] Tb/NF
—hEEBE. BARNT—IEERALERIVF AT
(P T7TA—FC.BALEETE, BADENDEE
&[TIV-7 3] (BAHR) 5B RIELI-EFITT,

ELLE DECOR provided support for Citizen’s first
appearance at the Milan Furniture Fair (Salone Internazionale
del Mobile). A tie-up promotion produced for the Japanese
edition of ELLE DECOR was translated for publication in the
Italian edition of the magazine. Banner ads also appeared
on ELLE DECOR ONLINE sites in six countries including
Japan. Leveraging our international network to support a
local client, this multifaceted initiative is one example of how
the Japanese edition of ELLE DECOR can disseminate the
activities of Japanese corporations in overseas markets.




MULTI MEDIA APPROACH

Miele

Tv7 42 TyI+ARVNER
Book-in-book + Event publicity

ELLE DECOR

TvI 1> TvJ
Book-in-book

ELLE ONLINE

@-WAVE[81-3FM|

[Miele A SPICE OF LIFE]a—7—iZf
Sponsored radio program
"Miele A SPICE OF LIFE"

TAH—8AT7vT
Tie-up with bloggers

ANVMNRE
Event report

ELLE ONLINE (ELLE TV)

ELLE DECOR

Z B mb 50O E mili{E R K

12R=I DTy 71Ty 7k EELEBER[ TV -
FAFEECTTO—F, [TIL-F51]T0H—
24T TN, A>TUTICEALDEVELYNEL
MBI AR EELEL, £/2J-WAVE(81.3FM)
DARTOT S LDA—F—%HEL. FEREL<GE
o BEFET—2—EHETERISIA, RNEKREL
ZATITN - FAIRERSON—T v 3 &1
TANRNBREFRELEL 4 HRDPSD T T O—
FICEFTE R LY —, URSF—HEZLDF—T 1
I ZANBE%F KEEER2ZEERL. BROMA—
Ty TR RHEE_E SRR AT,

Multifaceted approach builds value
A 12-page book-in-book insert was produced
to appeal to attuned ELLE DECOR readers.
A related tie-up with ELLE ONLINE bloggers
proved popular among stylish women with an
interest in interior design. The product was also
introduced to a wide audience via a sponsored
segment of a popular J-WAVE (81. 3FM) radio
program. The radio personality was brought in
as the emcee for a talk session and live event at
a Roppongi Hills venue featuring ELLE DECOR
editor-in-chief. This successful example of a four-
way approach caught the attention of readers,
website visitors, listeners and live audience
members, boosting product awareness and
building a positive product image.




MULTI MEDIA APPROACH

TOTO

27 01N BB ISR
Tabloid sponsorship + Event publicity

2704K
Tabloid

ARBFNTOTOT—Z
TOTO booth

N354T
Panel talk show at the tent

RRT YA F == ISR ->TERBENS, TV - TaAT 1> RRTHA =X —IBHAICEZESINERT DR T[TOTO FORUM | &RiE, T
J4—72TAARIC[TOTO FORUM] DEFEHEEL. 1 N DB YA F—EBEFFFSALRBOT KEDNDOTH AL ICDNTDERLEE R TR Ly 0%
& EFEU Iz [TV - F 510 | ETHI—IN—N\F—%BH, B UZzo RIBICHEDDITHEE . EBESADT YA =TTty a &I THL
HOMSELS  FESSS LY NARBICFELEL, ASHZDTOTOT —RICTEREC AT —DKRERERLEL 7=,

Sponsorship was solicited for the ELLE DECOR Design Walk The TOTO FORUM was held in a mammoth tent set up within the grounds of the Tokyo
tabloid distributed in advance of Tokyo’s Designers Week, Designers' Week exhibit. Designer Oki Sato was invited to participate in an exchange
effectively boosting awareness of the TOTO FORUM event. A of views on plumbing product design. Visitors not only enjoyed the presentation and
super banner ad on ELLE ONLINE expanded exposure and discussion, but also were able to experience the possibility of new designs for showers
contributed to attracting visitors to the event. and other TOTO products.




IDC OTSUKA preserrs BRETFHF I+ R FLTINEDEAEEZEB-HDFLL
SATAZANERETEIEM[S517 FHI1Y SK|»

LI_Fe DeS|gn I_Ob 2EEROBSHE#*F BS12ch TwellVTA I 7,

Comfortable and design-conscious, suggesting a variety of new
= styles for rewarding living. Life Design Lab debuts on nationwide
edited by EDECOR free satellite network, BS 12ch TwellV.

Website for
Life Design Lab

ELLE ONLINE

ELLE DECOR

HRBOEKEEA T TN LY E—KRERT. Photo YANO NOBUO
A FXEA
Ai Tominaga, Ryuko Kida (ELLE DECOR brand director),
Oki Sato

I)b- FaA|PFLEEBET BEZ, ife Design Lab is the first television program
I FAIP FLEERHES CEEEE Life Design Lab is the first tel g
IDCABRETLEYICLY), 1>TUTERD masterminded by ELLE DECOR. Presented
o T - T Ty g RS T AL by IDC Otsuka, this new program addresses

B A o e viewers’ questions about design, items,
)M“ﬁ*jbéf’%/z “L*EE’“’%@;EF;EL“%:‘ME?" T fashion and other lifestyle topics with a focus
- FADERTRBIIIAE—DRROTA. # on interiors. Intermingling the viewpoints of
LWRDERXREVHIRMTIESLD/N1TILEL  creators of note, the program aims to be a
TCINDEDIA TR IV EREL TVEET, lifestyle bible, int‘roduci'ng new sources of
FALICE. Ao B—FoaF L RREEE T ﬁ)\iiizsure and topics of interest for modern Tabloid
B E.?'Kﬁtﬁl)lx ) ?jjjayF?{E/? Viewers are invited to discover new lifestyles by
Z— - KREREFH. HLWTATRZAINEED  program hosts, international model Al Tominaga

EARAELTMCEDEDHET, and ELLE DECOR brand director Ryuko Kida.




Rate Card

ZANR—Z A BT iE X HxE A (om) LEHE
Space Number of pages Size (em) Advertising rates (ven)
P 4C1P 27.9x21.0 1,300,000
Rop
=4 4C1P 26.6x20.0 1,800,000
Outside back cover . . B \
=3 4C1P 27.9x21.0 1,300,000
Inside back cover
eams 4c2p 27.9%42.0 3,250,000
nside front cover dps
Bkai b 4c2p 27.9%42.0 2,860,000
Dps before toc
Rl 4C1P 27.9x21.0 1,500,000
Facing toc

INJE1—F—3tA

; ) 4C1P 27.9%21.0 1,400,000
Facing contributor

20225 1BHE  As of January, 2022

OZA Ty ZI3. 4C1P&7=)300,000H DHIEBN LEICHET,

OREEWXDLEENHZE AR - T EIC—TEDHFP HNET DT, BRICTHALEI,

OLEABH MELERONZGE BEELHITIHEN TEVET, $ BHLESEOABRICERT2ZERIE. 771N\ —DRE EFESOHMBICEL. Bt EZOBEEEEVPRET,
OELLE ONLINED L &E#SICDEEL TIdAFRRURLEZEL &L,  http://www.hearst.co.jp/ad/elleonline/

©OProduction cost for advertorials: ¥ 300, 000/ page

©OAdvertorial placement is subject to certain restrictions with regard to content, design, etc. Please contact us for further information.

OThe publisher reserves the right to reject any advertising whose content is deemed inappropriate.  The publisher shall not be held liable for any claims, such as defamation, violation of privacy, or
infringement of copyright, that may arise from the content or subject matter of any advertisement placed.

OFor advertising rates of ELLE ONLINE, please refer to : http://www.hearst.co.jp/ad/elleonline/
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Closing Date =DECCOR

o A% #%A 24757 HARYE LA E A7FAVETHIB A1 R TR 16:00
Cover month On-sale date Order deadline for advertorials ~ Order deadline for advertisements Offline proof deadline Online proof deadline

174 4% April 3/7 1/7 1/17 2/4 2/10

175 6R%= June 5/7 3/10 3/17 4/6 4/12

176 8A= August 7/7 5/11 5/17 6/10 6/16

177 10A= October 9/7 7/8 7/15 8/12 8/18

178 12A= December 11/7 9/12 9/19 10/11 10/17

OHIRIIEF 7ty DRI T,

O128RLUT DIREXF 10% LU T DS FEIRIE WD RERRIC L BIHED HYET DT, TEBLFBF TS,

ORATINTIWNIEWAEERDERLXFRRIAIL, K- £AEDICETH,S5mMEL ERRIIC AN T2,

ORMUIBEIRBUICHNET DT, /FOF R DIBAANHSWET  REZTLAT7INT 3356 BEXA I XFH/FICHPOEVEIEBL TV XCERTHH 5B AT IVEIRLEREATEL T8,
OAFBICBRL TS, HERSIA &S 7 D VRIS HER BN REL ARV —IUCRI, RIGT — 22 ZABLEIV, 7771 ARBOB I &FOMIFEETVT IR - HARKEERFF D2, ARBL TV, FULIE. http://www.3djma.jp/Z TS B2,
OF 1> ATl T 2R DY 27 LFI A (Quick PrintF o7& #RTE) ICRRVE S,

OF LT T ¥R IC16:00EREL TVETH, CNIEHBDORRETY,

OJ-PDFR T ANDELBITICHV RADZFFHFHETLTWET,

OBRHDRBHNEVEERIEICOEFEL T ORAE TICHM TR TWET, H5PUHTT RSN,

OQRA—KIF /L1 20.35mm TR L 2231C100% DT —2%&{EAL TE\ QRA—RDET EFDICIEHAP T F L LR BL AV TS,

O=RARFIALEDBHEVHELEHR I TEELADT. H5PLHITT A,

OLREDRT T 1—IVIRSHEDFEELVET,

OPrinting method: Offset

Olight-color (white) 12-point or smaller type on a dark background or screened type ( 10% or less), which may appear blurred in the final print, should be avoided as much as possible.

OAny critical text or illustration that must not be cut off in the binding process must allow a minimum 5mm safety margin for any trim edge (top, bottom, right and left).

©The magazine will be perfect-bound, therefore any spread should be laid out in such a way as to prevent parts of a picture, illustration or text from being trapped in the gutter. In case gutter bleed is inevitable, double pre-press artwork must be
submitted.

©ODigital data must be prepared according to production rules set by Digital Data Delivery committee for Japanese Magazine Ad (3djma). In case of offline data transmission, digital data must be accompanied by the latest specification sheet formulated
by 3djma, preflight report and print-out as required. Please refer to http:/Awww. 3djma.jp/ for more detalils.

©0nline transmission uses a system administered by Digital Send and is limited to data validated with QuickPrint.

©16: 00 deadline for online proofs indicates deadline for receipt at our offices.

©Due to full transition to J-PDF, duplication data is no longer accepted.

OAs setting QR Codes, it must be printed K 100% and white, not CMYK black. It also must have a white background and a white margin around it. The module size must be 0. 35mm.

OPlease be aware that cancellations after the booking deadline are not accepted.

©Schedules are subject to change.
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