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Marie Claireis a content platform
aimed at defending women’s
rights and pleasures.

In addition to giving voice fo inspiring characters
and partner brands that share

the same mission, Marie Claire is committed

to empowering women, providmg confent

that inspires trust, mdependence,

and Se\{—expression, in ifs mu\ﬂ—p\@ﬁorm

content producﬂon.
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The covers are dedicated to
inspiring women engaged
in contemporary discussions.

On the website, we re\y on a great feam
of enfrepreneur and activist columnists,
all interested in bui\dmg a better

wor\d WEOT women.

The stories shed ’igm on
important subjeds for
women, in addition to the well-known

coverage of international fashion.
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Name inspired by Marie-Claire Mendes France,

a joumo\isf and po\iﬂco\ activist that {oughf for
human rig%#s, especiQHy those of women.

Marie Claire was born as a feminist brand,

interested in Qddmg contemporary discussions
Marie-Claire

to the traditional fashion magazines. Mendes France




Artistas, p®
empresdrias, son|

Dilterental

que brilharam em 2 1\”{617’7‘6 C[Clil"@ was the first mainstream brand

to embrace the diversﬁy in ifs segment.

A\woys recogmzed as the brand with the best joumo\ism

among the women's magazines, it stands out due to its
stories and deep discussions.

'ts differential is reatfirmed Througﬁ several journalism awards
and relevance in the fashion editorial market.




Audience

B

MAGAZINE WEBSITE NEWSLETTER
449K readers’ 41 MM unique visitors®” WQ,@@Q subscriptions (Aug/25)
54 /91 circulation? 64 MM Page views™ 8.9 MM Page views**

9 ©® X @ ® @

891K 897K 77K 58K 181K 29K /K

followers followers fQHovvers followers followers followers followers followers

Sources: 'Kantar Ibope Media - TG BR 2025 R1 - People / Magazine Readers: Read in the print in the last 6 months + Read digital edition (no overlap) // 2IVC June 2025 (print + digital) // *Comscore
Multi-Platform Dec-Feb/2026*Total Digital Population ** Desktop and Mobile // Analytics Social Media August 2025 (data with overlap between the social media)



Readers

The younger audience seeks references,
the older one shares experiences.

Marie Claire readers are women who enjoy fashion and, as conscious
consumers, They know when it is worth investing in an exclusive and timeless
piece, but The\/ are also up—To—doTe with frends, which Hﬂe\/ odopT to their
d@i\y lives with lots of person@\ﬁy.

They are women who aspire to successful careers and find in Marie Claire
inspiration and advice from some of the most important female leaders in
the world. ﬂwe\/ are women who share the desire of becoming mothers and,
therefore, are interested in |egmmg about the latest methods to choose the
best moment to make this dream a reo\iw. Or They do not feel any
connection to motherhood at all and know THQT, in Marie C|oire/ They will
never be asked to fulfill this role.

Women h@ppy with their bodies, hair, skin color and, on our channels, They
see themselves represerﬁed with diversi#y and comp|exi#y.

They are women of their fime, who date women, men, and who experience
new ways of p|eosure and re|0ﬂons|ﬁip,~ JFI’WQ\/ enjoy venturing into the world
and respect opinions, while also STrong\y de{endmg their pomf—of—view.



Audience protile

MAGAZINE! WEBSITE?
76% \Women 60% Women
73% AB | 20% C 44% AB | 43% C
38% 35 to 44 years 37% 45 to 54 years
3% up to 24 years 4% up to 24 years
27% 2510 34 years 17% 25 to 34 years
19% 45 to 54 years 20% 35 to 44 years
13% 55+ years 21% 55+ years

Sources: 'Kantar Ibope Media - TG BR 2025 R1 - People / Magazine Readers: Read the print in the last 6
months + Read digital edition (no overlap) // 2Kantar Ibope Media - Clickstream MP TG BR 2024 R2 - Personas




Beauty

We are C|ose\y foHowing
the Chonges in aesthetic
standards and we take a
broad view of

all forms of beauty. We

believe a diverse world is
much more beautiful,

itorials

Lifestyle

We enter the coolest houses
in Bi’OZi’/ uncover gastronomy
secrets, dive info the Wesfﬂe
of peop|e who live in
different cities in the world.

Fashion

From haute couture to préef-a-
porter, mduding sustainable
{Qshion, slow Foshion, and fast
fashion, Marie Claire anficipates
trends, showing the bgcksmge
of national and international
fashion weeks, with super-
exclusive coverage across all our
p|oﬁorm5, in addition to
pub|ishmg exclusive promes and
interviews with well-renowned
sTy|i5T5 and discoveﬁng young
creafors.

Culture

From young arfists fo prominent
stars, our intersectional coverage
gofhers intferviews, promes, and
stories about women

who are protagonists in all fields
of arft, whether it be \iTerQTure,
music, TV show, cinema, donce,
Theo#er,

or visual arts.
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BRASIL

CALENDAR  marieclaire 2026

THIS SO- DREAMERS POWER TRIP PRIDE MONTH
CALLED RESEARCH'S MONTH SUMMIT VALENTINES SPECIAL
FREEDOM MOTHER’S
MONTH
JEANS DAY

NO FIXED DATE - AS PER COMMERCIAL VIABILITY

BUSINESS REVIEW THEMATIC SPECIALS

WOMEN PLATFORM MARIE CLAIRE TALKS

BEAUTY EVERYTHING WOMEN HEALTH CALENDAR



BRASIL

CALENDAR  marieclaire 2026

MARIE CLAIRE FASHION COLLECTIONS MARIE CLAIRE MARIE CLAIRE
TRAVELS SPECIAL WELLNESS AND VALOR ECONOMICO
LIPSTICK DAY SEX DAY FESTIVAL FORUM
YELLOW SEPTEMBER WOMEN IN POLITICS
WE NEED
PINK OCTOBER TO TALK ABOUT MONEY

NO FIXED DATE - AS PER COMMERCIAL VIABILITY

BUSINESS REVIEW THEMATIC SPECIALS

WOMEN PLATFORM MARIE CLAIRE TALKS

BEAUTY EVERYTHING WOMEN HEALTH CALENDAR



ESSA =
TAL
LIBERVAVE

com SARAH OLIVEIRA

™
\.

\i/

-

FEBRUARY

THIS SO-CALLED FREEDOM

A podcast show with Sarah Oliveira, in which she interviews
women who reevaluated their way of \iving and re\gﬁng to others,
inspired by excerpts from movies, books, and songs.

In every episode, a deep interview with o famous personomy

and testimonies from anonymous women with different jobs,

who higmglﬁ furning points in their lives and reveal

excerpfs from songs, books, movies, SOap operas, that he\ped them face
moments of fear, challenge, courage, and freedom.



Business Review

Marie Claire believes that women are a fundamental part

of our economy and the Counﬂy's health. In order to inspire them,
it infroduces an exclusive mu\fi—p\oh[orm project in different
industries and what They do to keep an ongoing innovation culture.
For that, we invite your brand to be the profagonist of

Marie Claire Business Reviews alongside us.

Inside the Marie Claire magazine, in the sponsored section Business
Reviews, the |eoding ngres in Brazil talk about business and career,
in this new era of creative production. In each issue, Marie Claire
showcases the prome of a prominent national female leader,
narrating her achievements, her greatest CHQHenges, and the winning
straftegies that may inspire peop\e and companies to work better, all
of this broughf by our partner brand.

FEBRUARY THROUGIH
OCTOBER




SONHADORAS

Uma mvuti?,a.qa& sobre o vinawlo das mublleres com o fulure

Women's Month

Dreamers Research

[t is a new project to uncover the current re’oﬂonship
between Brazilian women and their dreams cmd, Thus,
fuel

the female future with hope and new desires.

By means of a wide and pro{ound investigation,

we will understand how Brazilian women Thmk, {ee|,
and live their dreams. Looking at this re|0ﬂons|ﬂp with
the

theme over fime, we will uncover how the

bond with dreams has been ch@ngmg.

MARCH
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Power lrip Summit

The biggesf female \e@dership event in Brazil,
which ggfhers influential women to discuss

fopics of management, empowerment, and feminism.



MAY
Mother's Month

During mother’'s month, Marie Claire prepares a series of special content for the audience.
Each one of these proposo|s can be odopfed to the needs and specntic interests of the
sponsor, creating a customized editorial partnership to celebrate Mother's Day.

Inspiring Stories of Entrepreneur Mothers: Interviews and profiles of successful
entrepreneur mothers, high\ighﬂng their journeys, ChoHenges and fips for other mothers

who wish to start a business.

Customized Gift Guide for Mothers: A curated guide of exclusive and customized gifts
for Mother's Day, with emph@sis on produds from parftner companies;

Influencer Moms in Daily Life: Partnership with influencer moms to share how they

balance their \ives, career, and mOThQFhOOd;

lmportance of Maternal Mental Health: Articles and testimonies about the imporftance
of mental health for mothers and how to face the emotional cho“enges of motherhood.

Tips for Self-Esteem and Beauty for Mothers: Articles and beauty tutorials that
highlight mothers’ self-esteem.




Valentines Specia\

The Valentines Day celebration is a unigue opporftunity

for brands to promote values of inclusion, diversiw, and love

in all its s%@pes. Our proposo\ is to create memorable content
that emphosizes diverse love and promotes an inclusive message
fo connect peop|e in a deeper emotional level.

Promote diversﬁy in love: HigHigM re|©ﬂonships
in all shapes, including heterosexual, LGBTQ,
interracial, and irﬁergeneroﬂond Coup\es;

Emoﬂon@”y connect: Create content that resonates
with consumers’ Fee|mgs and values, sTrengHﬂemng
the re’oﬂonslﬂip between them and the brand;

Increase brand visibi\ify: Attract media attention,

reach a wider pub\ic and attract new clients,

JUNE




SEPTEMBIER

~ashion Collection Special

Septem ber Issue is the most important issue of the year for the

fashion market. At this time of year, the summer collections are launched
and we have the 'ﬁigmng from the biggesT fashion weeks

of the wor\d, such as New Vork/ Lomdon/ Mi\@n, and Paris.

The partner can join us and enjoy all movement the month of Sep#ember
brimgs. With customized shooﬂngs, digim\ cover, dust jgcket
and spedg\ formats in the magazine and even talks and runways

made with Marie Claire’s Curcﬁorship.



SEPTEMBIER

Yellow September

Yellow Sepfember is a Brazilian campaign for suicide prevention
started in 2015. The month was chosen because since 2003,
September 10th is the world suicide prevention day.

Marie C\oire, committed to its readers” wellness and mental health
joins this important cause. We intend to create

a safe space for dio|ogues and somehow encourage

those who need to ask for he’p. We are dedicated to create

and share relevant information, inspiring stories

and useful resources to increase awareness about

suicide and offer emotional support.



OCTOBER

= RADIESSE
Care

Marie Claire Festival

For Marie Claire, wellness is not only about fitness routine or recipes

to lose weigm. Wellness is about {ee|ing good in the full sense.

About desﬂgmoﬂzing mental health in our culture. About breokmg

the mold of pom@rclﬂcﬂ medicine. About Considering the emotional and
psycho|ogico| impacts of somefhing that seems very physica\. About
open|y qukmg about issues that are (still) taboo, such as sexual p\e@sure

Oﬂd menopause.

We will exp\ore the body—br@nd por@dox and idemTi{y what to do so
we can reo”y feel better. This celebration is a new wellness wave
and we are thrilled that the tides are Ch@ﬂgmg.

All of this in an event that will gather around 400 women
in-an immersion doy with talks, experiences, workshops,
fastings and experiences in Sdo Paulo.




OCTOBER

~orum Women in Politics

The presence of women in Brazilian po|iﬂcs is still disproporﬂon@\

to their representafivity in society, despi#e the progress achieved
Throughouf the past decades. Over half of the Brazilian popu\oﬂon
(511%%) is female - They represent 53% of the electorate - However,
they occupy less than 15% of elected offices.

Alongside Valor Econémico, we will promote a Forum to foster
debates, share experiences, and high\iglﬁ the imporfance of
women's parficipation in all spheres of national po\iTics.

The sponsor will have content to encourage female \e@dersﬁip and
inspire new generafions to engage in bui|dmg a

fairer and more eg@\imrigm Brazil, in addition to the possibimy of
de\/e|opmg a branded talk and muHMp\QTform confent.



We Need to Talk
About Money

Tg\king about money goes beyond financial mdependence;
it is also a poﬂw for empowerment and autonomy

{Ol' women.

That is why, Marie Claire prepared a large finances,

career and enfrepreneurship speci0|, with speci0| articles and o
series of stories that will be pub\ished in the magazine, the website,
and social media during the next 8 months.

The brand can take the lead on the issue and host a talk
for guesfts, in addition to signing the oHermg of all
content in the magazine, websﬁe, and social media.

NOVEMBLER




Women Platform

't will be our content p|0ﬂ[orm about the most imporfant fopics of
the female universe, gofhering some of the main
title of Editora Globo, led by those who hold Quﬂﬁoriw on the

subjects: Marie Claire, Vogue, Glamour, Ela and Crescer, joined by
Valor Econémico, O Globo and CBN.

We will unite the main women's titles with the \Qrgesf and most
well-renowned business and joum0|ism vehicles in the country, in
order to reinforce female presence in the many secrtors that
move and debate the future we want for the country's

next generafions.

The content will be found in several channels: Websﬁe,
digim| cover and social medio, videocost wdeos/ radio bu||eﬁns,
newspaper supp|emenT and in-person talk.




Beauty Everything

Space inside Marie Claire, where one finds the beauty reviews
pub|is|ﬂed doi\y and based on real editorial bockground

and tests made by a diverse team of expert emp|oyees,
passionate about beQuTy.

OpporTumTies:

+ Products description

- Launches

- Live

- Channel sponsorship

- Thematic weeks (hoir, |ipsﬂd<, skm, dye eTc.).



Thematic Specials

Some specio\ dates are opportunities for brands to talk

with our audience. Via customized projects or sponsors%ip

of editorial initiatives, we can deve|op coverages in the magazine,

Qrﬂdes, and customized interviews, |ives, channels on the websﬁe, podCQsTs
and social media POSTS TQ|l<mg about different dates:

- Pride Month;

- Jewelry special;

- Jeans Day;

- Brides,;

+ Lipstick Day;

- Sex Day;

+ Christmas and New Year.

Amomg other dates of interest for the partner.



Marie Claire Talks

An exclusive and customized conversation for brands to get in
contact with a selected group and discuss the most imporftant
issues of the female universe.

Whether in the form of a brunch a debofe, or a roundmb\e,
the
Marie Claire Talks develops and discusses topics of mutual
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interest to our readers and the brands. The partner also has
the possibimy of Tokmg the lead on discussions such as: % 3 s

Future of fashion: Techno|ogy in fashion, so\idoﬂfy fashion,
and susTQmei’iTy and ethics in producﬂon;

Black emrepreneurship: debates about representativity,
inequa’if\/, enfrepreneurghp/ and innovation;

Beauty market: women'’s re\@ﬂomship with be@u#y,
acceptance, female empowerment and new produds



NOVEMBLER

Pink October

Pink October is an international movement of

mobilization against breast cancer created in the

90s. Since Hﬂen, initiatives are carried out worldwide

aiming fo raise awareness in relation to

breast cancer prevention by means of eor\y di@gnosis

and immediate treatment, preventing deaths from the disease.

Marie Claire is concerned about women, that is wlﬂy it will carry
the ﬂog of awareness for breast cancer
with content about the cause.




Women Health Calendar

Following special agendas related to FEBRUARY: Feb. 4 - World Cancer Day

the women health calendar, Feb. 5 - National mammography day
Marie Claire has a porﬁo\io of
opporfunities with articles, lives, MARCH: Cervical Cancer Prevention Month and
IOOdCOSTS/ meetings and movement in Endometriosis Awareness Month (yeHow and lilac March)
social media to talk about the key
issues related to female health:  APRIL. Apr. 30 - National women's day
MAY: Skin Cancer Prevention Month

May 8 - Day of Action AgomsT Endometriosis
May 28 - International Day of Action for Women's
Health
AUGUST.: Aug. 29 - Day Against Smoking

SEP: Sep. 26 - World Unplanned Pregnancy Day



1111111111 BRASIL

fe

=

s
e

N 4

N o

PAOLA
CAROSELLA Mulher de palavra

" . i : |.r A Fara Paola Carosella, as mudangas nao

ey comegam em espagos ou lugwes. Elas

comecam na nossa cabega, tomam conta dos
nessos pensamentos e.. podem se refletir até
nos fios, pronios para ganhar o mundo em
p grande estilo,
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Difterent digital tormats

DIGITAL COVER

A|ongside the brand, we have the possibimy of producmg
a Marie Claire digital cover, using the brand’s poster girl
or a character defined in mutual agreement with the parftner.

All content will be reverberated in the Marie Claire digim\
p\oh[orms (websife and social medi@).

ON DEMAND



Difterent digim\ formats

Marie Claire Stories

Stories and small articles posted on Marie Claire’s Instagram
and/or TikTok accounts hook the user and make room

for the Comp\efe in{ormoﬂon, in concise ftexts,

with attractive design and use of pidures/i”usﬂoﬂons

and impacting and shareable videos.

ON DEMAND



Customized projects

Marie Claire is an expert in To|kmg about many subjeds
and based on the oarfner’s inferest, we can deve\op
speciﬁc porojects in different formats: branded content,
coverage of customized evenfts, ’ives, confent Hub,
webseries, editorials spomsorship, series in social medio,
e-mail m@rkefmg, videos and much more.

NOVEMBLER







