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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 HEAR S T

Hearst Fujingaho Co., Ltd. fujingaho
Hearst Digital Japan Co., Ltd. /\—Jght%glxﬁilﬂi



Brand Concept
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‘Making life in Japan more beautiful”
Providing multifaceted inspiration for
rewarding, joyful lifestyles

“‘New lifestyles require a new style of home...” These were the words of Akebono Watanabe,
first editor-in-chief of MODERN LIVING, at its launch in 1951.

In the intervening years, MODERN LIVING has focused on lifestyles and homes to suit the times; it
is No exaggeration to say that we created the distinctive “modern living style” of homes in Japan.
Marking our 67th year of publication in 2018, we are planning great things for the MODERN
LIVING brand. Covering the triple realms of print (the magazine), digital (our website and digital
books), and real happenings (seminars and other businesses), we deliver our message in depth
to an extensive audience, ranging from readers at large to design and interior professionals.
Beautiful interiors and comfortable living environments contribute to a rewarding, joyful life. “Making
life in Japan more beautiful...” This has always been our mission at MODERN LIVING.

Yuka Shimoda MODERN LIVING Publisher

[®REAN)EVTIDF—7—KI3
[BANOLUXURIOUS HOUSES |

AR ELVEL T DF—T7—FIE, [AEDLUXURIOUS HOUSES| T,
BlFIR567 Ff SN HREDYL BARADTI TRV REEILL TEELIA
[ZT91T7V—=8PHEFEIEVIELLVEL T BIHSEIEL TEEBDIE. SHEDEH A,
BEE - 2 TUVTOmRENS [REDEL BLPEFTITILAIV]ERELTOVEET,
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From our very first issue,
we've aspired to be a “luxurious houses”

The key word of the print media “MODERN LIVING” is the “Japanese LUXURIOUS HOUSES.”
In our 67 years of publication, society has been transformed and Japanese lifestyles
have changed significantly, but the tenet that “luxury creates rewarding lifestyles” remains
unchanged. We aim to pursue our definition of luxury from the dual vantage points of
architecture and interior design.

Rie Shimizu MODERN LIVING Editor-in-chief

ELVELTRITISRMK
Cover, inaugural issue of MODERN LIVING



Brand Concept
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We aim to make our magazine a compelling
oroduct that effectively conveys
the message of “ideal lifestyles”

Under the direction of Rie Shimizu, who inherited the editor-in-chief position from Yuka
Shimoda, my job as creative director is to compile feature plans and page layouts that
effectively convey the MODERN LIVING message of “ideal lifestyles.” To coincide with our 67th
anniversary, we aim to make our MODERN LIVING magazine an even more compelling product
with a powerful presence of its own.

Asunobu Kosaka MODERN LIVING Creative Director

BT 195145 First issued 1951
SN A H5H AT B%A7H On-sale date  7th of even months
TIVELT SEATEREL 40,0008 Circulation 40, 000
MODERN LIVING FAm* A1K1,667H (FiHl) Cover price Base price ¥1,667+tax
X FAMIERINBIGEIFHIET, #The price is subject to change.

559271
BESLORES
SATBHINBEET
BELET

1951FEDRIFILIE, [E4VELT IZW DD HEADREEY— ) —RLTEEL,
EEDRESE B (SRR, FRIEDELSZFCEETZEDTIREL,
ESULAZDBDDEL=51TZAZAINDELDEEL T,

ZUT. ZOBEEERGEITE ST E. SNEVWEID HYET,
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HUWBEREDEZAET, [EVEL T ERELR A TRI AN,
THETELIBETVHENIIREREIREALTVET,
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High-end luxury living comes alive
on the page

Launched in 1951, MODERN LIVING has set the tone for distinctive living in every era. Going
beyond the evolution of materials, fixtures and fittings, the history of housing also records
changes in the way we live. MODERN LIVING has established its coherent identity though
documenting the dynamic of this history. Consumers can easily obtain information from
overseas through a variety of media. But discerning consumers find it increasingly tasking to
filter the truly valuable information from this flood. MODERN LIVING presents high-end readers
with suggestions for refined, affluent style of living, segmented with a discerning sensibility.
A focus of interest in overseas markets as well, MODERN LIVING will continue to make new
values come alive in the pages of our essential guide to luxury living.

Takaaki Nitta Senior Manager, Modern Living
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The MODERN LIVING brand is expanding in multiple directions

FEERITITEBNTIRKICEEEST TV-P1TIT,
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Among the first to initiate blog-based communication with our readers, the scope of

our endeavors extends beyond introduction of homes to include greenery and
interior coordination businesses.
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MODERN LIVI
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A new home and a new environment for a new lifestyle

FERRELTOBEETHB [EEIIEBBAEEEHII/TITDREMITIZENEANTVET,
BERPT7—T1AMIEEH LB [ELIEVTICBRDPELEVERD—DTT,

As a specialized title, the home is our realm, but we also emphasize interior ideas and greenery as elements that embellish the home.
Serialized articles by noted architects and artists are another indispensable feature of MODERN LIVING.

e ATITPDREA4) T
Interior & Greenery
Homes X _
) [EHVELT | DAL TIT I AREBDAZ Y TH X84
EEOEFHES I XELAYDS, BOHZET 1 7 IVEREL TOET, HETHAY UL ERELTOET,

FHEOEEEEHL. D2 TROPICVDLOILBHEEBSNB IO T AL TVET,
ERRCBEROSELL DL BRIBLEEBL VT,

Our coverage emphasizes the unique elements of each home with dreamlike
visuals Angles are devised to bring readers right into the house, and detailed
blueprints serve as reference when it’s time to build.

Editorial staff of Modern Living are in charge of interior
coordination for special features.

EE

Serializations

BERRERCREEAR. BRBELE, BEXTHA(
OEREDRVHEREEL TVWET, ChiZTDH 2D
EHE—EICRBIENTEEDL, [EFUELT ] LIS
(CIRHNEE A

MODERN LIVING is characterized by serializations by
Terunobu Fujimori, Naoto Fukasawa, Makoto Tanijiri
and other well-known contributors with a profound
knowledge of architecture and design.




Readers’ Profile
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Followed by urban families with a keen interest in residential architecture

o

®

¥, MODERNLIVING
)

30~A0ERDFEE L D, AFLECH EMEEFE T EEBEICILEDNER LA LPSIFHERTVET,
FERXPATITICEODIMRICHMVTLBADENS1325.4%

Readers are primarily in their 30s to 40s. Around 40% reside in the greater Tokyo area and show a keen interest in residential architecture.
Individuals engaged in residential and interior-related occupations account for 25. 4% of readers.

Age - Gender Occupation Residence
FE Under 25yrs 2.7 % R R Eixth
25~29%
25-29yrs
) 8.7% S8 (X8 - EHEE) — 1L AR
Z?I:J;(Ofl:rs ° Office worker (bird :efberl.?I manager) - 1 2-3% TZKY'J _ 1 6.7%
9 SHAMEN 4% I 3509
220 A) B Office worker (regular employee) 359 /0 2 Tﬁgjali - 9.0%
45~49 1% Wit BEX - gEE 8.4%
45-49yrs 465% Freelance & Business owner - ° 3 AFRFF - 72%
10.5% e P (EE- RELEE) [ 7.5% Osela
35-39yrs Professionals (doctor, lawyer, etc...) prr—
17.5% ZOWEEE . g 2% _ TR 6.3%
FHERS: 41.5/%
Average age: 41.5 Stuj;r%s 1 2.4% 41 ﬁﬁﬁ [ 6.3%
Marital Status ERZ — 138%
R BE 58 P
Unemp];yed I 2.1%
ZDft
g Other - 9.4%
Single

R 2.5
Total employed

34.8%

ZDFET 2L 201 4FEDFHET7 L —MERICE DV TVET,
Data is based on MODERN LIVING readers' survey in year 2014.



Readers’ Prof

Lifestyles

#1000 B LA

50. 5.

50.5% earn annual incomg
of ¥10 million or more

FIRH &L TR FRFD
ZWHLNHERETT, HEFINTEY

MODERN LIVING readers 160475F3

enjoy high annual incomes
and high disposable incomes.

Average household

income: ¥16.04 milion ~ 1ADE/NEVE

121,159+

Average monthly pocket
money: ¥121,159

FEICDW1T

Housing

BATEBAEH)
EFENAH. FEDES

Plan to purchase or have already W ';I I 1I%
purchased a home: 76 O Custom-built homes
4 78.9
s I %

EFEBATHE

Housing budget

sz 09095 1y EE=RE

Specialized housing magazines

EEICRT S RHMIE

Sources of housing information

Average price ¥69.09 million

11§FEIL1J:b\“1 5 4%ux 2t Lim% ?Ti

156.4% spent/plan to spend more than ¥100 million

8# FEREESE
A

Housing-related books

ZDFET—213. 201 3FEDNE MW E 77 —MERICE DV TVET,
Data is based on MODERN LIVING subscriber’s survey in year 2013.
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Home-related investments

[12F—HLy P ERBL. ERANSEHEBDHONDLICLEL/-] (468, Bt £18)

We built an interior garage, so | could see my cars from inside the house. (46, male, office worker)

[27 8= —LIZZ104, K11000 B AR T AT )= (17812F),
TAVT78— AT FEFEZBALELL] (361, Bt FPIH)

I’'m particular about my theater room and | spent around ¥10 million on a 178-inch screen,
projector and audio equipment. (36, male, professional)

[T2PalBAEEDBZEZERDORINIEVIZELHY), 212D EL . Ty F U I3EDORN/-0ESICTE EEIE
BREJEM TE— U1 272D T ZDENCETEIEN TEBRELTWET SAD LRI ELATY | (415, Bt 24K E)
Including our apartment, this is our third home and we wanted to get everything right.

The kitchen is designed the way my wife wanted it and | was able to use natural materials throughout,

and | am satisfied. We're looking forward to its completion this month. (41, male, corporate executive)

[RERE TIRFICBE o/ Fh AN—T %100 T A TEHEL. KRDBEE TN TELH-TWVET ] (53, it TFIH)
When we built our home, we installed a wood stove just like we had dreamed of. We spend around ¥1 million and
it covers all of our winter heating. (53, female, professional)

EENELTDAX=D
Impressions of MODERN LIVING

A7V T DBEIZHEB Good reference for interiors
BEHTULBELELLY A pleasure to look at

BEAZNLY Beautiful photos

284y 1K A $HB A stylish impression

T AN RN Tasteful

63.0%

54.6%

TS )EVTEEIER

Reasons for reading MODERN LIVING
[Z84) 2 1 TR HBD T, BEICLTVET | (278, xit. 24 8)

It’s stylish with a luxury feel, and | like to use it for reference. (27, female, office worker)

[EZDRWTTT1T7)-BRERRELRDIIEN TEDIDD, BEHETHLNTT | (42, Bt 1% 8)

Because | can look at various tasteful, luxurious living spaces and architecture. The photos are excellent. (42, male, corporate executive)

[REBOHDH RENEHS | (32i%. Bit. AEE)

Because it shows the ultimate best. (32, male, self-employed)

[MEEEHET RIS, FvF Lo BLPNZADFEDSE LTS8 ] (565%. wit. ATEE)

When | build a new home, | want to use it for reference in designing the bath and kitchen. (56, female, public servant)

[$-LEEBAEZTFEL TN, ZOA A=) D=8 | (36%. Bit. BFIH)

It helps me form an image of the new home | plan to purchase. (36, male, professional)



Readers’ Profile

MODERNLIVING

Lifestyles

. e e

BE5LDORTHEZAFRITENICDOLT =5 Automobile ownership
Attitudes and behavior Automobiles
BAPRICANSERIETHED
If it appeals to me, I'll purchase it even if it’s expensive 86- 60/0 $’&2‘E‘Lﬂimﬁbfb‘6ﬁh"iﬂ¥¥ﬁfﬁ'o Total e

M han half =
SO EERLE DI B R EEIIHE 71 40 ore than half own two or more cars 35, 30,
Willing to spend to enjoy my current lifestyle L / o 87- 4% Own 1 car
RIBEEBLEG. HTRECSZEDS 00 () AT OO [ DR Py
Am particular about the tableware when | cook . /0 Average purchase price: ¥3.575 million 30 3%
MLWEDIZEAICFICANSNBIES Own 2 cars
Am usually able to obtain the things | want 59. 70/0 3BLLEFE

7—_::/“9)l/ 21. 8%
SavEVTIoNT i L *ﬁﬂlﬁ!‘:[; Digital Own 3 or more cars
Shopping ;"{"_f(fg’?. RENH3

1L CEES N
HeREMHEIRL DD, 63 9% .
FHA M E—BAENLET, 85. 7% // fgg"é; Am interested 2Lk AR
Though functionality is emphasized, Choose based on / ” in new products Own a tablet mEE 7 2 9
design is most important. design/color [ | O hi v )
73.1% 54.9, o ;
\ oose /

‘9,' EBEALEWHD \\\P\ractical items/ //

Potential purchases

1 . ABREREBELEODBAIRNF—BAIZTL
11 Solar panels or other natural energy generating system

EHEREIO714—

2 . IMTYYRE Ay WAEBRR Subscribers’ Profile
ﬁL Hybrid car i Imported luxury furniture
TEHEESE DT ERHII43.3%. 2R E - EEHA/MIE VXA —F— (BE) PHI2E.
3y BF 5y 71 EELEOEPIR K1 B, TS FENEVH 4T, BLLEEELTT,
ﬁL Fireplace £ Island kitchen Average age is 43.3 years. Approximately 30% are corporate executives or managers, some 20% are business

owners, while physicians and other professionals account for approximately 10%, all segments characterized by
LT, 8BS0t BEBWLSORENE, MABSE. 71 127— BliEVJ—hvria, high levels of disposable income. Readership is evenly divided among men and women.
R—LtF2UT(Y AT L BREVREE SEROMHE. DTy R F—LY I FE,
R—LILN—8— JI—H— TVTREHE. T EZXF5E,
Other potential purchases include non-residential land or real estate, imported car, wine cellar,
vacation home/resort condominium, home security system, dishwasher, income-producing real estate,
jet-bath, home sauna, tearoom, home elevator, yacht, golf club membership, pool, private plane, etc.

ZDFET—213. 201 3FEDNE MW E 77 —MERICE DV TVET,
Data is based on MODERN LIVING subscriber’s survey in year 2013.



Print Extensions
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The lineup of MODERN LIVING supplements
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New Business

BAFEERIFL2NVT)=VEDRR

Home greenery rental business

[T)=2&BECTH . ELESVLWVDDODSEN [ EVWIZ—XITKAB DI [EFIE T ERREHBIEH—T I HB TR E—MLIDOD,
HEHEYL 2V [LOVE GREEN] TY, 20175, Hif-lCKBRTHE Y —ERERMLELL, [EEVEV T | REBI—FHZEILTIVZVI L BER B
HEhEFhiCAEShLLEEEHS BZH2RE,

JG)=13 BIC1BIBHEH =T VDA 2y THA L TF A D ULET, (A.715,000H~)

In partnership with Nisshoku Garden Inc., MODERN LIVING developed the LOVE GREEN houseplant rental business to meet household needs for attractive

houseplants and residential greenery. Launched a service in Osaka in 2017. Members of the MODERN LIVING editorial division create tailored plans for each
home, suggesting plants, pots, and placements for interior and exterior greenery. Plants are maintained through monthly visits by Nisshoku Garden experts.
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Greenery coordination examples
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INterior coordination business

BAEIBEERA BT IWNIZART 3V DETVN—LEE AVTITDREAL)  JEREBDRZy7HHEY,
[®FVEVT | EERICBEIATVSINIIVFEEETRALTW3I 772 BA EZEAZBOTEEITIEDRXEZRFALTVET,

Our service includes interior coordination plans for private homes, contractors’ model homes, and condominium model rooms. This business enables
corporate clients and private individuals to incorporate the essence of high-end interior environments as showcased in the pages of MODERN LIVING.

-1 AM)
Interior coordination examples



New Business

[HEf-EFDELWR ] I3HEE[ES VELT |2 EEFHOBSHIER BS12ch TwellV (hyIIVE) DA TCELHZEEI TV TT,

Anata to Watashi no Utsukushii le (A beautiful house of yours and mine) features collaborative content that can be enjoyed in the pages of MODERN LIVING
and through broadcasts on nationwide free satellite network, BS 12ch TwellV.

&
v

INT )y —THERIETEE. 2003FIC/NGERERIC
FAAELLKR, 300%F LU EDFEEBMOFT, [ELL]
LREEBICL FRELTEEL,

Z0EE,. $LUBS12ch TwellVDOEMA[ Hi-EFL
DELWR]TIE, FII[ELWKIZHMZ TENFE
F—R—h-TEHEN77 AR, BEDEE
ERVHCEIAIL, BRETOEMNGETVEFICA
h37=0DT7ATFT7ERELTVET,

MODERNLIVING

Ever since Yuka Shimoda assumed an editor-in-chief of
‘MODERN LIVING,” she witnessed and felt the touches
of "beautiful” atmosphere throughout her reports on
300+ houses.

By her navigation in this editorial series and the TwellV
program of “Beautiful house of yours and mine” on
Channel BS 12, she will feature many talented guests
to propose impeccable ideas for you to attain a special
housing of yours.

AEE

Magazine
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MODERN LIVING Best House Grand Prix

2004F ICHESK[EFIEVTKE | EBMAEITLTVB [ /VEL T ICBEINBEEERLI200F0FH 5,

BEDRET7 VT FC. REARDED OLEENEBEREF—FT—DH2IC[EF/IEVTRKENZINE | ZBHEELTVET,

ESICEDHHS RENRETIKE | E[EXE | ZRE. RELET,

Published six times a year, MODERN LIVING introduces approximately 200 residential projects annually. Selected via readers’
questionnaires, the architects and owners of the most popular projects are awarded MODERN LIVING Best Six prizes. Readers’ votes
also determine the winner of the annual Grand Prix, selected from among the Best Six.

BHLNELTREOEEZEE
MODERN LIVING Grand Prix winners

EENEIVECTKESEE
2005% [I-HOUSE(71 - /\JR)] ZEHEREEY
2006 [HORIZON HOUSE] /NII&E—
20074 [house ao R E A

20084 [£71h- E/UR)HEAFLZ
20094 [SHELL ] #F#KEB

20105 [EHOR | BFRH

20114 (304 /(I AR -BHAEX
20124 [MER] P11 2B - B L FE—EB
20134 [SENSE] 5k FnFl

20145F [\rEOR | HF GtEE £ HET
2015F [ TFRIOR | FRERN F - EEEE
2016 [ED LOEE] EEE - BHA—

MODERNLIVING

2016FD/N—T 1
Eventin 2016

&
2
K




Rate Card

ANR—R =8 BE~THE KixEA em) LEHREM®
Space Number of pages Size (em) Advertising rates (ven)
T 4C1P 27.9x21.0 800,000
op
=4 4C1P 22.9x20.0 1,000,000
Outside back cover . . B \
. &3 4C1P 27.9%21.0 800,000
Inside back cover
L oAmE 4C2P 27.9x42.0 1,800,000
nside front cover dps
BRFIRRRE 4C2P 27.9x42.0 1,700,000
ps before toc
g DA 4C1P 27.9x21.0 850,000
ingle page facing toc
NH% _
Posteard 1CR-E 14.5X10.0 700,000
202261 ARE
0K 7y 71213, 4C1P#H7-+)300,000H D#IE BN BBIEET As of January, 2022

ORFMADLERERARFIELTVET,
OLEATY REHEEDNBIBE BHEBMITIHEN TEVET, T BHEEONRICER T2 ERIE 7711\ —DRE HFESFOREMBICAL. BEHIIZOEEEEVPRET,

©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.

HRAEHN—ZMBEAERLE HREHN—Z - FIRIL- TN T107-0062 RREFEXFEFIL3-8-38 EHIUEREIL  https://www.hearst.co.jp/
IN=ZN AFAT JJa—3>X  ®—IVRAER FTTaTVU— AT1T JI—T  Tel: 080-4836-0682 Mail to: post_modemliving@hearst.co.jp (EZ>VEZY) MODERNLIVING



Closing Dates

MODERNLIVING

No. A= H#¥5%H 947"77"*9_\@*7]5 LA B F771 KT #YH A 74X T #EYIEEF 16:00
Cover month On-sale date Order deadline for advertorials ~ Order deadline for advertisements Offline proof deadline Online proof deadline
261 3A= March 2/14 11/18 12/21 1/18 1/24
262 5% May 4/14 1/25 2/24 3/17 3/24
263 7BS  July 6/14 3/25 4/22 5/18 5/24
264 9A%=  September 8/16 5/27 6/22 7/15 7/22
265 1185  November 10/14 7/22 8/22 9/14 9/21
266 185  January 12/14 9/26 10/24 11/18 11/24
202251 BB AE

As of January, 2022

ORI 7y NENRITY o

O12#BIUT DIREXLF. 10% LT DML FENRIE DA REBRIC A DI AN HIET DT, TEBLEITBIF TSN,

ORATHIN IV EVEEROEELXFRRIAIL, Kih- £HEHICETH,S5mmEL EARRIIC AT TSN,

OBUIFEIFBUICENET DT, /ROTH DI HSNET , REZTLATIN BI5E. BERA AN XFEF/RIIHDSENEITFEL TN, RTEFTHABIHEICIE A TIVEERL - REiaE ATRL T80y,
OAFBICEEL Tt #E L& TV 2SR E R RSP R E L BUEIL—ILCRIY RRE T —2EZABEAV A TS50 ARBORIL, BFOHAEZETVT S R—N HAORAEEERMDIZ. ATEL TEEW, UL, http://www.3djma.jp/ &I SIS,
OF 71 AR T2t RDOY 27 LFIF (Quick PrintF v 7 i&# &) ICBRVET,

OF 71 KT #FHIRRFC16:008FREBL TV ETH . ChIFEH BEDORRI T,

OJ-PDFRT ANDZEBATICHEV FRAOZHHFEHETLTVET,
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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.

©Any critical text or llustration 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 8djma, preflight report and print-out as required. Please refer to http://www. 3djma.jp/ for more details.

©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.

OSchedules are subject to change.
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