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BRAND COMNCEPT
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BRAND CONGCEPRT
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45 Editions of ELLE

ARGENTINA / AUSTRALIA / BELGIUM / FL / BELGIUM / FR / BULGARIA /
CANADA / CHINA / CROATIA / CZECH REPUBLIC / DENMARK / FINLAND / FRANCE / GERMANY/
GREECE / HOLLAND / HONG KONG / HUNGARY / INDIA / INDONESIA / ITALY / IVORY COAST /
JAPAN / KOREA / MEXICO / MIDDLE EAST / NETHER LANDS / NORWAY / POLAND / PORTUGAL/
QUEBEC / ROMANIA / RUSSIA / SERBIA / SINGAPORE / SLOVENIA / SOUTH AFRICA / SPAIN /
SWEDEN / TAIWAN / THAILAND / TURKEY / UK / UKRAINE / USA / VIETNAM

Over 21 million readers

7 Editions of ELLE gourmet

ARGENTINA / BELGIUM/ ITALY/
NETHER LANDS / SPAIN / SWEDEN / JAPAN

Over 1. 4 million readers

32 Editions of ELLE DECOR

ARGENTINA / BELGIUM / CHINA / CROATIA /
CZECH REPUBLIC / DENMARK / FRANCE /
GERMANY / GREECE / DENMARK/ INDIA /
ITALY / JAPAN / MEXICO / MIDDLE EAST /
NETHER LANDS / POLAND,/ PORTUGAL / ROMANIA/
RUSSIA / SPAIN / SWEDEN / TURKEY/ UK /

UK RAINE / USA / VIETNAM etc.

Over 8. 9 million readers



BRAND CONCERT
ELLE Global Brand Power
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HMEAFA /AN DIARAT 14 TICLY) 360 ICERLTWLEET,

Stylish food magazine ELLE gourmet is complemented by the Separate volume of ELLE gourmet collection of useful daily recipes.Our 360 ° approach incorporates print and online content and a variety of events.
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PRINT MEDIA

ELLE gourmet
224) 1 HELIEZILD BEORNVRRELAL  BHF XV F Y-V LIRS VERPBAORERE -LE,
RICETBREY /RS EH)OTREBALET,

Stylish recipes, suggestions for enjoying trends in wine and spirits, the latest kitchen tools,

restaurant information and overseas food reports — ELLE gourmet covers food-related topics from every conceivable angle.
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READERS’ PROFILE

ELLE gourmet readers
SEILL ENHHETS7 1% EHEETT . FEHE IIE/LS. 0N EFX ~J0RFFENIATREL>TVIDHFREDHRTT

Over 80 % of our readers are highly educated and 57. 1 % are married. Their age span is very wide although the main generations are from 30s to 40s.
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Data is based on ELLE gourmet readers’ survey in year 2018.
Photo: KIICHI FUKUDA



READER'"S PROFILE

*EI'IE &? 3 7:]: #ﬁ& éﬁ rﬁl iJ‘ 5 'Ij'/"l'\o— I\ | Supporting women who love to cook!

[T TX [ IZBERPEHNEADEBEEYR—R M IN I X]|E . [AVEZI VRN [AN=][A4=0=1%2aVETMIBEDSAI7AZMNES) Y R—RLTWEET,

won

ELLE gourmet provides ideas for weekend and special-occasion meals. Separate volume of ELLE gourmet will support everyday lifestyles with the consept of “convenient” "healthy” “easy”.

Eedvdek .Eg‘]i’“hetE

A useful reference for home
entertaining or weekend meals

RICET3EMPIL DS 97 4(7 94 10/ EREFEEEORENEE L
8 D ° 7o) ° o = FOREBOBEILLS
Provides |r)5|ght IS foodvelated / Highly practical, a useful reference for daily meals
information and trends

JITRHBEMARLEDLENTELTLS
Offers a comprehensive range of recipes 74.8% / 79. l % AHEMATBLEDEE LS

from chefs and cooking professionals o .
A useful reference for purchasing ingredients

BAOBRIFOND

Provides information from overseas O A V580
97.6% / 94.0%
FOR FYF Y- NP RBMAOBEILS FOR
A useful reference for purchasing
w kitchen tools and tableware w
(- Jnxliz m
RRDBPH—LN=T (B, Q. BELYEEE L o THELD
[Tiw-79%>701F Q. 1HBHEHLVEZE/ZENHNETH. Have made featured recipes Have made/would like to make featured recipes for-:
HREDERPFAENREIC %L NO 0.7% %L NO 1.4%
N F—LN—T LRI RIS 3%
WHENhTWET, BEOHE>T &I PARY 3 Home entertaining or,:)th:r‘specid occasions m 57.3%
ELLE gourmet is mostly used for the No,would like to fEoTHLL YES HEOS R 64.5%
occasions of home parties and 23.3% No’m’u‘ld 61.67% Weekend dinners 60.8%
ike to

HRENER

D
Weekend lunches 47.3%

o Weeknignt dinners 29.5% gdurrhet|
98.6 /0 *KEDBE 6.6% L t rh L

Weekday lunches 9% 1294?'1‘,‘“'3

their dinner time on weekends,
while Separate volume of ELLE
gourmet is used daily for their

lunch and dinner on weekends, 99.3%

also for dinner of weekdays.

AT —HE2018FENIIL - FILAFRET A —MERICEDVTOVET, —RLMEDT—212 I 7OJVEFIFL. TV TV AR ISVt (20~ 40/ 8. AWE LVOHFEER. TV JILAFRE ORE LA 10ERERFRAEES) (SR T2018FORICEMLATIT 7 r —MERICE DV TVET,
Readers’ data is based on ELLE gourmet and Separate volume of ELLE gourmet readers’ surveys in year 2018. Average woman data is based on June 2018 online Macromill survey of women similar to ELLE gourmet readers
(aged 20-49; employed or fullime homemakers; residents of top 10 locations for ELLE gourmet readers)
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READER'"S PROFILE

[I)D ¢ 7)[/)(i| Eﬁ:%d)ﬁ/\o) s f;b U All about ELLE gourmet readers

OBIZEYTBE Attitudes regarding meals

RIIR I L CHEBIN A L5 TT, BEORBERERFAILSDEIZEICEVERL TVWET,

Actively involved in cooking, they find it a pleasure to serve their own cooking to friends and family.

ELLE gourmet

95.5
90.4-

FEEDL/N—R)—E [T 720

want o expand the food repertoire

FLLWBMPLOEER T D IFE

like to try new ingredients and recipes

BHOZRLMPREICRREED
Pay attention fo the safety and quality of the ingredients

3839.4-
39.2-

FEEE B EEBEDELATHD

Cooking is the pleasure of life

O B EE A JE Purchase place

—MEZ
Average woman

34.1
43.3
67.9
42.4°

ERIE—RA—/N—%, ZIEDNDORMEEHRA—/—PEEEEFIAL.

BRICS-oTBALEEVS T TVWET, $ARUEELENRERTH BENISERALET,

Though they normally shop at general supermarkets, they purchase different items at different places,

often visiting upscale supermarkets or department stores in search of special ingredients.

They also actively place orders with online or mail-order purveyors.

ELLE gourmet

96.9-
€9.7°
69.3
o4.2%

— R R—IN— (Fr—2ANTHE)
General supermarkets (major chain, etc.)

SR A—/N—/BEE

Upscale supermarkets/department stores

EREPEAELEDEME

Shops specialized on fresh produce and meat

BIERGE (14— MPBRICLZ BB LEE)

Mail-order (internet or telephone orders, etc.)

—fazitE
Average woman

98.3
21.3%
39.2 %
20.1

O ZLEF B Favorite alcoholic beverages

[TV GIADZFREETAY » v IS B KRIFE,
/L E-IL - UTTPE-IDATDIEL. BBEDHIBEFERLATVET,

ELLE gourmet readers are fond to of wine & champagne.
They are also inferested in beer and craft beer and seem to enjoy alcohol with their meals.

—azitE
Average woman

31.7
332
375
138.6
32.4

ELLE gourmet

e 68.4

65.0~
o oo 48.1+
A 40.9
e 28.5%

ZIN=GYL T (T4 IN)
Sparkling wine (Champagne)

OBHIATLWAIFRR a3y 7 LARIVICDONT

Featured products, retailers and restaurants
[TIv - TIA[ I3 EEREARLZ SR EESBNEELIERETT,

ELLE gourmet serves as a trusted reference when purchqsing praducts or visiting restaurants.

ELLE gourmet

6.0

12— TRBELZEN BB

Have searched online for featured items

BHIN TV IEREBALLZEY B

Have purchased featured items

DDA
4.9+

BHINTWEY 3y TRL RN AT 122 EN $5

Have visited featured shops and/or restaurants

BET—2E2018FENDIIV - FIVAGRE T 7 —MERICEDVWTVET, —MAMEDT 21k v 7AJVEF AL, TV TIVAGTRE DIV L (20~ 408 K. ABE SSOEELTR. TV - I FEDOEE LA 10MERFEEEE) ICET2018FORICEMRL VI T 7o r—MERICE DV TVET,

Readers’ data is based on ELLE gourmet readers’ survey in year 2018. Average woman data is based on June 2018 online Macromill survey of women similar to ELLE gourmet readers (aged 20-49; employed or full-time homemakers; residents of top 10 locations for ELLE gourmet readers.)



READER'"S PROFILE

ﬁ‘: Fﬁ Téﬁ%ﬁ (\_: H:.'E Food-related attitudes and spending

— . ~ .
@ BIZDUVT Regarding meals @742 (1&5741) Wine(per bottle)
SE%E 90.4%
HLLRMPLIERR T ZEN TS : . .
Like to try new ingredients and recipes 45.3% 86.2% 929 17% 11.5% 10.1%
R 2%
o QY - PRy
. 4.3%
HEETSOREFORLALLRS T 4 W >¥1,000
Cooking is one of life’s pleasures 42.4% o 15.5% ELLE gourmet 11.5% ELLE cookung Averagewomai [ ¥1,000- ¥1,999
Average 7% Average 6% Average 1 ¥2,000-¥2,999
YFY— IR DY 80.3%
4’-/.9'-/1 Jl«l..lt..i.‘..b‘)f..b\ 76.2% ¥2,504 ¥2,360 ¥l,77l ¥3,000-¥4,999
Particular about cooking tools 238.7% 7% S¥5 000

9 [ EALLV None
BRIZIEHBELES - ;;-5/0 i ‘%’
Have a discerning palate 30.7% o=/o 0.5% 6

R 61.07%
5 zen
HEBELIEERTERZEN S 59.9%

Often refer to recipes when cooking 58.1%

OFYF )17 (M) Kitchenware(annual expenditure)

1.7% 2.2%

9.5%\* 7.5% ‘/ 1
ORIEH=E Cooking school ’ 13.5%
t
1%

MELLEgourmet MELLEcooking M—f&% 1t Average woman

14.57

0.7%

[ <¥5,000
1 ¥5,000 - ¥9,999

2.9%

= g = - oL . 16.0%  ELLE gourme ELLE cookung Averagewoma
KHEHEIEOILE HEBOREELZEICHEDTT, Average Average 12 Average [ ¥10,000 - ¥29,999
They attend cooking classes and are eager to improve their cooking skills. «23.22 «21.067, 9,511 ¥30,000-¥49,999
>¥50,000
BEOTW3BLURES TV BEOTWEWHEEN HD [ BALLV None
Attend/Attended previously Do not attend, but would like to )

ELLEgourmet 88.5%

Separate volume of

ELLE gourmet 87.3%

Average v_lgerr;ug .ﬁﬂﬂi@ﬁfﬂ (112A)
Monthly food budget

36.6%
—RKiE

Average woman

¥34.533 ¥32.684 ¥41.351

ELLE gourmet  BUMRELLE gourmet

BE (AERKLES HEBSLOTLI-NVKERC)

- Food (for all household bers, excluding dining out and alcohol)

i i iRt

. E “y Income e ELLE gourmet Average woman HAE (AERKLES. HEBOTILI-LRESE) 41.231 37.545 21.069
i F N 190047:“]] 9 4 47;TF] 6 47 e Dining out (for all household members, including alcohol consumed when dining out) ¥ o ¥ 79 ¥ °

¥10,004,000

¥6,470,000 FNA-VR (ARRELES. HBEOTLI-VRERL)

Average household
Alcohol (for all hold bers, excluding alcohol ] when dining out)

annual income

¥9,440,000

¥10.896 ¥9.562 +4.614

I TIA T TyF L TEBICRICEAL TERDEVFHED B EBOFTHIERRBLELATVET, T JIARE R T RFyF LI T7ICHI 0N, ARBR T IV I-IRHELHEE A, BI TV - JILAbEADEMREI—/—FIREP R OEDT, —BAELNHBNDHEBIEEH>TOET,

Readers of both ELLE gourmet and Separate volume of ELLE gourmet show a high level of interest in food and enjoy cooking and meals in the course of their daily lives. Readers of ELLE gourmet are particular about wine and kitchenware and they do not begrudge spending on dining out or alcohol.
Readers of Separate volume of ELLE gourmet are mainly patrons of urban upscale supermarkets and tend to spend more than the average woman on food purchases.



READER'S PROFILE
Allfit ELLE gourmet readers

RED7EGHEHIEHE. 22 HEFEEET. 2KBHEICEPL TV IO BHHTT,
20D 540RET RBIEVFBBICKHEATVETY,

With nearly 70% living in the Tokyo metropolitan area and 20% in Osaka, ELLE gourmet is characterized by its focus on Japan’s two major metropolitan areas.

Readers span an extensive age group, with 20% in their 20s and 25% in their 40s.

24T

under24yrs 25.29%
2.0% 2529 Area Occupation

o Bt B

E 50 Aichi ZDIZh
E)EHR 43 ‘

3.6% Other
Average age: 43

Marital Scatus
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Data is based on ELLE gourmet readers’ survey in year 2018.



READER'"S PROFILE

BRI -J0 x| 2B4DBOHPHIZRHEIBEICLTVET,

FUIN=0T)=2H DY

No 1 free magazine (i
TV=HILERFB AL WEE
HEELEABPARTY,

oourmet

= -
A A Reader comments
BUIDFBNFCED EWSEENF S ERAEI BV ETFHEEBTVET,

VOB R—/N—TEMH
BATEZDOPALHISONLNTT,
(36m %t BE%)

I'm glad to be able to purchase the

ingredients at my regular supermarket.
(Freelance; female; 36)

BLrhELIED1{IAE->TWT,
EoTHIWTY, (28 L. £ 8)
It features numerous stylish recipes that I'd like to
make myself. (Office worker; female; 28)

\ [

\ / J

Vs

BRYBICSEICLTVET, (22 %M. £418)
| use this magazine often for making my lunch box.
(Female, 22 years old, Full-time office worker)

\

TN—2HTLEFBRELLSLY
ABHFTELTWTWDHELAICLTOET,
(45L&t BE%E)

The content is so comprehensive, it's hard to

believe it's free. | look forward to it. MROLOAND EFLEFOMALEE,
(Business owner; female; 45) FRICEFITHVEL, (35mLtt. £4t8)

\ Offering tips for skillfully using standard
& items, it's an extremely useful reference.
(Office worker; female; 35)

$F¥ Z & &8 Favorite alcoholic beverages
MBIV - T X ] DFE G, BBEDOHIREFELELATVET,

g1
Wine

RIS=G )T (S IX)
Sparkling wine (Champagne)

E—IL-IFTME-I

Beer, Craft Beer

BAE
Sake

REH

Fruit liquor

BESINTVBREMICDULT Featured products

FRERRCR—N—DFENGZHEGRBICER T3 EMICKBLTH 570,
BEBROBABRY L TVET, Tk H2URTUVERBTPBAC DL >TVET,

A
No
13.3%
E YRy
BALLL 8%
Q. No,but would o
[T 9% T ICIBRESNTVS ke it 56.9%
BREBALEZENHBUET D, 29.8%
Have purchased products featured in \

Separate volume of ELLE gourmet

FET—232018FEDTIV - TIVAFET A —MERICEDVTOES, —RAMDT 213, < 7A3IVEFI AL, TV - FILAGEE ISV (20~ 40K BWE SLCEE TR, TV JIVAGE ORE LA OEFFRAEEE) ICH T2018F6RICKHL AT T 7o —MERICE SV TLET,
Readers’ data is based on Separate volume of ELLE gourmet readers’ survey in year 2018. Average woman data is based on June 2018 online Macromill survey of women similar to ELLE gourmet readers
(aged 20-49; employed or full-ime homemakers; residents of top 10 locations for ELLE gourmet readers.)



PRINT EXTENSIONS

TR

=151 19894

HiTh 8 BTl

EinlE] 28H

RITEREL 93,592&8*

TE il 639 (A{RAH1E)

*RHYLT 52014 ENRIFERALT AR

Firstissued 1989

Frequency Monthly
Onsaledate  28th of every month
Circulation 98,267*

¥ 639 (base price)

*Magazine Data 2015, printer-certified figure

Cover price

ELLE

779avhS7=R AVTIT IITAV T IDFL1 7 A2 NEIRIES74+0—

TIL-JILA

=151l 2002%F
HiTh 8 f=ATI
5EH 1BEA6H

FATEREL
TEfii
First issued

Frequency
On sale date

Circulation
Cover Price

J

(2R/4R/6R/10R/12R)
60,000%8
907 3 (A HEiHE)

2002

Bi-monthly

6th of even months

(Feb., Apr.,Jun., Oct,, Dec.)
60, 000

¥ 907 (base proce)

ek

Tl

Y55 D EMHERR
e EAS AR EARR YN c O INME NIES
b7k
FifTRsRE AT
7R B¥A6H
(2R/4R/6R/108/12R)

RATEBE 220,000%8
Frequency ~ Bimonthly
Published 6th of even months

(Feb., Apr.,Jun., Oct.,, Dec.)
Circulation 220, 000

gourmet

#2020 F4 AEFS L WRIMIIL TV X ICEE

IJ)L-F3
AT
TRt

B s

FATEREL
TEf
First issued

Frequency
On sale date

Circulation
Cover Price

19925

fRRTI

ZHA7H
(8R/5R/7R/9R/MRA)
70,00088

1,500 (A~ f4(itg)

1992

Bi-monthly

7th of odd months

(Mar., May, Jul,, Sep., Nov.)
70, 000

¥ 1,500(base price)

=DECOR

TL-vY7—1

BT 2008%F

HiTfoag  &2@

Eicbpl=! 6R/12R %228
1T 70,00088

TE A 1,500/ (A f#:4fit%)

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

mariage



PRINT EXTENSIONS

BHROLELBEZINETELIETHIELT (TN Iy T BBV EV] VAV RIFBICEILIMIT7O-FLTUVEET,

EASY&QUICK

ITRTOLYENIORRATIENSERAM

BE[IN-TUX]IHBRELTHEEHSATVBETTIREL,

TIXVTRETAR BB A= ==y M EILTY =T H I ELTU—FLTLVET,

DIRECT APPROACH

BRA—IN=V—Ty b 79X TR F L ETRICERDS 2LMER22TAC) —F

[TV - TIx] OFEFELTRICEADDBVZIEIC)—F, RIS, RRA—/N—Y—FyrDEEX

ABC Cooking Studio T7V—FAY L ELTERE, ¥122 A ANDEDBEVFHE ICRICEEM T
LT T)—FLTVET,

Separate volume of ELLE gourmet reaches women with a keen interest in food as an monthly insertion

in ELLE gourmet. The publication is also distributed free-of-charge through supermarkets and at ABC
Cooking Studio, reaching approximately 220, 000 readers at timing that coincides with food-oriented
pursuits.

- -

[Tov-FILx]) DR TR RETAIERE REBA—IN—2—ryMIREB
Insertion in ELLE gourmet Distributed via cooking schools Distributed via supermarkets

EVENT

HEZPTCRIRE G AN M EFE

V1T IR RETE BERA—INS—R =y TD
AN E, ZENERFANVFIRETY
(F¥#I3 #4308 Case Studies2ZSHLEENY),
Advertising options include web initiatives, promotional

events at cooking studios and supermarkets, etc. (See
Case Studies for details of promotional events.)



Getgins!

http://www.elle.com/jp/gourmet

[Tov- Tx]EBELZRES NI
TIWAEREEDBIZ, TILARL IR,
1Y —IARNHZT—REEDFRE
EYITYANESTIROBIMEEE DL
TRIELET, AEREHISHT 2T
BHDETHN=T3 1 7EERDFE
EX REBBROLINT L FTh,
T AipsHED AL T VEBRE DS
A—HY—(CEIFTHRKLTVEET,

In addition to information from ELLE
gourmet ONLINE, the immediate nature
of the online environment is maximized
by coverage of hot food trends and of
high-grade gourmet themes.

ELLE gourmet ONLINE appeals to
sophisticated users with recipes

from authentic to casual dishes as
prepared by top chefs, editor’s picks of

restaurants, gifts, and gourmet tips.

WEB SITES

ELLE gourmet ONLINE

FIEME TN I X | EEHRFAL. HRBLHBELEY SAUIF OV T IEREBELTVEET,

Recreating the worldview of ELLE gourmet, excerpts from the magazine are complemented by original content.

RECIPE

TOORBERPITIICES,
FHIPMN R ESESELT
—vDLIE, BEL Yy X EA
B, BBIICE-"BLrhL Y
EERSBICREET,

Professional cooks and chefs
provide recipes based on
seasonal themes and food trends,
accompanied by step-by-step
video lessons. Search function
quickly and effortlessly delivers
“stylish recipes” for specific

occasions.

FOOD CREATOR’S CLUB

SEOREYOLHS, TIL-
TIVAREERD BEL =N A
L NIV R RABREELLE
gourmet7—K7UITA42—ER |,
FEEEB LD TIVEISDS,
BROWFREBTHIEREAD
ERILED FIRET T o

The ELLE gourmet Food Creator’s
Club is a network of highlevel
cooking professionals selected by
ELLE gourmet editors from cooking
salons nationwide. This network
provides a conduit for dissemination
of information to students enrolled in
cooking classes, a segment with a

keen interest in food.

e RECIPE VIDEOS
[T - T J5E5TIEOLIE
%, b )X FLEE TEN. B
(CBAT Y TLTWET,

Presenting the recipe videos by
ELLE gourmet online. Our original
new recipe videos are uploaded
every month.

CELEBRITY’S DIET
AND DAILY FOOD

BHAELTOREER2ELR
Mo Ea—T1ICBDLOENL
—H—HFZN FTITIEA
[ALTVYTE,

Reporting the real food life and diet
of celebrities of the world. This is the

most popular topic which attracts

many of our readers having sfrong

conscious of health and beauty.




CASE STUDIES 1

ﬁl:ll:ll:l A—7 \0_7_7- V/ hTO)Eﬁﬁ'f/\‘/ I\ Supermarket promotions

FIBEBBRLEIIN - | ORFANEXZ1—-ELT AL EERYVETORENI /N r—J Il koL EEEZIRAE,

TGy T 71T ERBLET . ERORSYHSFTVIBORER REVOFE. ARBRTEOREET, INTEHHII-T 12— LET,

Print ads and supermarket sales promotions can be packaged in advertising initiatives made possible by the characteristic Separate volume of ELLE gourmet format.
Themes from the editorial pages are echoed in in-store ELLE gourmet Fair promotions. The complete package includes reservation of sales area, decoration,

production of promotional materials and dispatch of tasting and sales personnel, all coordinated by Separate volume of ELLE gourmet professionals.

TIE-UP ARTICLE
HEEITVT

LiEeEbICEmERELRRN

Detailed product introductions with recipes

3“7}%’*‘

4550

B

e
e

e Pee

[BBLARMT BDOONAZ 21— [ EERIT7 v T BB, SHEamEH
BUARMT EHONAZ 21— EWIEIWATT TA—F. HEMRROL Y
EEEHISRALEL

An “impressive dish with regular food “ tie-up feature article in Separate
volume of ELLE gourmet infroduces the product of our advertisers on the
theme of “how to cook an impressive dish from regular ingredients” with
recipes created by culinary experts.

DISTRIBUTION OF
RECIPE CARDS

LYEA—FDERR

HEBEOHF 2P REBICFICRS
LOED—-RTHER%EREK

Products featured in easy-to-collect recipe cards

HEORBTEIL/INTMEH—RIZUT A X, FUBOEFICKEL. GHREH
HEEET,

Magazine content is re-edited o create recipe cards and distributed in-
stores, disseminating product information.

HRERANDT—VERVEICHEAR

ELLE gourmet Fair

“TIV-TWx 71T

HEEDHFZICHEALIMMITE=L

Direct on-site consumer approach

FENBICRZZ—EEL. 7T’
B, RFERICLZTEL L
L—2a h EEER. MRER
BL TV 2EET,

Posters call attention to ELLE
gourmet Fair. Sales personnel
provide demonstrations
enabling shoppers to come in
direct contact with the products.




CASE STUDIES 2

*Slfizﬂz—(@t E j‘ — 9'{ Ty 7°»f/\‘/ IS Promotional seminars in collaboration with cooking classes

FHE20R2EH . AEXENERLZHEREFICTOE—23 v/ TRIEN TEZEIF—IANVITT,
#ER.BREFICEITITHIBERELRE TS0 BIEFEEACHTILIMITE-NVTEIENFTEETT,

A promotional seminar where our advertiser can introduce and promote their products will be held for 20 culinary experts.

As these specialists will have their cooking classes afterward, the advertisers can reach directly the target people who love cooking.

TIE-UP ARTICLE
EEEI7v7
BHERICLBLIEEELICEREREBN
Cooking professionals introduce products
and recipes

HETEERDBFBEEDP UL IERT—TINI-F 2 R E,
Magazine feature infroduces recipes and table coordination ideas to
maximize product features.

NOTIFICATION

INVNEH
BLVBICA N NS

Event publicity reaches a broad segment

[TIL AT | DT IVAF v FIVR T IVAZ 12— X TA N EEH,

Event publicity is featured as Gourmet News on the ELLE ONLINE Gourmet
Channel.

DEMO

INVNEHE
FIETFEVAM—2avIlL3BRDMK DT

Cooking demonstration creates a strong impression of products

HEEBBELC LEEOESR
ERER (FCC) MUICEIF—
EBIME. FARDEEE P (ENHX
Ay b BRI AT T, £,
BZRASHEBROEEICETTH
BHEERME, ANUIBINE I
TIF1TERBRI B0,
BHDSNSTUFR—rT35—X
PELZRWBEDVEHEIFFTE
79,

A seminar will be hosted by an
instructor who can introduce
products of our advertiser fo

the culinary experts from ELLE
gourmet Food Creator’ s Club.
The instructor will infroduce

the history, method of use and
benefit of products in a concrete
way by cooking demonstration.
The participants of event have
their own cooking school or
class and will host afterward
cooking lessons to feach what
they learned in the seminar.
Many of them are active
cooking specialists and report
their activities through their social
media, creating secondary
channel for dissemination of
information.

BRDZR (1) DA Ty TRBEY)  From tie-up project with Ajinomoto Co., Inc.



CASE STUDIES 38
E‘Eb,go)l/z |*577E|7’T0)X:1—=\=-V“//\°—‘/ Menu campaign

[T TGNA]DBREEFv/NR=VT—TEL.BMBELI—FIC7 7 E2RH,
LEXEOERELVAMNS V7I7ICHBAHR HEBEICEFILIMNIERETE-IVLET,

Menu campaigns at department store restaurant floors can be carried out in collaboration with ELLE gourmet magazine.

Restaurants participating in the campaign host a fair following a campaign theme provided by ELLE gourmet. Direct appeal to consumers is possible by introducing clients’” products in the restaurant fair.

\
RS MAGAZINE TIE-UP EVENT PUBLICITY DEMO
HESMT7vTTINVNERN ANV MERE
BRODIZATITIREEVANS VANV N EEETHEH S E TREA PIVHFRIM e RBICELHZBEOR M
Tie-up article featuring products and restaurant event are introduced in the magazine Provide occasions to enjoy Alsace Wine

BAZFRICERN/SRIVEBHL.
7T BEEH, SMEHTIEF
YINR=UAZ 1 —ELTT VYR
T ETERBEICIRELEL
Panels promoting Alsace Wine
Fair were placed in various
locations in the department store

FEEHIIY RALRRIIT LANT > RINS— I TCERHT BTN XD T P e EST
YT RETEM, MB. 72—Ta>  IXZyIHEDLANT L 20[E#HPSIL. [TV - JILX]
PELIN 20BN T HIRHUEL I,

Alsace Wine Fair publicity disseminated via tie-up article in ELLE gourmet. to catch attention of consumers.
The fair, held at Shinjuku Takashimaya Times Square Restaurant Park, featured 20 wines Alsace wine was promoted
selected by ELLE gourmet experts. Twenty restaurants, with menus ranging from Japanese and actively in the restaurants as a
fusion to ethnic, participated in the fair. campaign menu.

T TIWATDT WY ITAREREDZAT T RBELY)  From tieup project with Le Conseil Interprofessionnel des Vins d'Alsace
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Number of pages Size (cm) Advertising rates (Yen)
Tf 4C1P 27.9%21.0 1,000,000
o 4C1p 26.6x20.0 1,500,000
. 4C1P 27.9x21.0 1,000,000
gourmet 2R s 4C2p 27 9%42.0 2,200,000
E;ffffj:’if 4C2P 27.9%42.0 2,100,000
Smg,ﬁ;ﬁj‘fﬂng o 4C1P 27.9x21.0 1,100,000
IAE &3 14.5%10.0 900,000

0817y 7121, 4C1P&72+)300,000H DHIFEH L EICHIET, OProduction cost for advertorials: ¥300,000/ page

o LS 4C1P 27.9%21.0 1,500,000
vertisement inside front cover
gourmet .
T7
277 2pgs) 4C2P 27.9%42.0 3,300,000
vertorial

OMRERA1T v T E. 2PENANET

OREWXDLEDHE AE  THA L EIL—TEDHFIN HNET DT, BANCTHALE,

OLERBH MEYEBONIGE BHESKTIHEN TEVET, T BEHLEEORBICKER TR ERB. 7711\ —DRE. ZFESOERBEICEL. Btz nEEEEV R,
OELLE ONLINEDE &4 (2 DEEL TIEARBURLEZ SR ZEU, hitp://www.hearst.co.jp/ad/ elleonline/

©A minimum of 2 pages is required for advertorial booking.

©Advertorial placement is subject to certain restrictions with regard to content, design, efc. 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/

BASHN—ZMIAE R T107-0062 RR#PAREFIL3-8-38 AFIWLRAEN
IN-JIIWx ESRXE mailellegourmet_adsales@hearst.co.jp Tel:03-6384-5046 Muail to: ellegourmet_adsales@hearst.co.jp
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Closmg Dates 202 E L L E gourmet

22 3% March 2/5 12/7 12/14 1/7 1/14
23 5% May 4/6 2/5 2/19 3/10 3/16
24 7AS  July 6/5 4/5 4/20 5/11 5/17
25 1NAS  November 10/6 8/5 8/20 9/7 9/13
26 1AE  January 12/6 10/5 10/20 11/8 1/12

OFRIEA 7ty NENRITY

O12fBLAT DIREF. 10% U T OS2 IEEIRIH LA D REBRIC AR BIBEP HIET DT, TEBHLPBIT TR,

OHATHIN TRV I EVLEFOEELNF ML, Xith - ZEEHICHIFENSSmmEL ERBIIC AT TSN,

ORUITEIRRBRUICHBYET DT, /ROEADIRIFADNHSNET . RFETLATINT 3156 BERA AN XFP/RICADEEVEIFEL TEEW, RTEBTHNIHE G 4 TIVERUZERaE ATRL TS,
OAFRICREL Tl MBS L & T 2R TBHEE BB S R E LA BB — LA, BT — 22 ZABLEAV AT7F1 ARBOBRIE. RFOUAFEETUT SN R—N HARKEER R DIZ. AL TS, LI hitp://www.3djma.jp/E IS BB,
OF LTI ARBIRT T2 ERDY 2T LFIA (Quick PrintF v 7 EHETE) (CRRVET,

OFLZA KT SFEIBEC16:00EREL TVETH . ThIBMBE DR TY .

OJ-PDFRT ANDFTEBATICHV. RAOZ IR TLTWET,

OBRADBHDAVWLEBEFEICDEFEL TEORENE TICHMM TEBIL AL TVET, HEPUHT T RS,

OHAFFTIHLIEDBIHEVEUIE BRI TEERADT. HOHUHT T AL S,

OLRDRT Y 1—IVIESHDFEELET,

OPrinting method: Offset

Olightcolor (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.

O©Any 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 perfectbound, 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 ( 3djmal). 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://www. 3djma.jp/ for more details.

©Online fransmission uses a system administered by Digital Send and is limited to data validated with QuickPrint.

016: 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.

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

OSchedules are subject to change.

HEARST
HRE#/N—2MBAE R T107-0062 RR#AEXEHFIL3-8-38 AFILRIEN fujingaho
I-JIX EVZREB mail:ellegourmet_adsales@hearst.co.jp Tel:03-6384-5046 Miail to: ellegourmet_adsales@hearst.co.jp N—ZNEAERT



