
S M A R T TA K E S .  S A V V Y  R E C O M M E N D AT I O N S .  

B Y  W O M E N ,  F O R  W O M E N .  

T H E  O N E - S T O P  D E S T I N AT I O N  F O R  S TAY I N G  I N  
S T Y L E  A N D  U P  T O  S P E E D .  





G R A Z I A  H A S  A  H I G H L Y  T A R G E T E D  D E M O G R A P H I C  O F  
A B C 1  2 5 – 4 5 - Y E A R - O L D  W O M E N

T H E  G R A Z I A  W O M A N  I S  C O N F I D E N T ,  A F F L U E N T  A N D  S T Y L E  O B S E S S E D

I N  P R I N T  G R A Z I A  R E A D E R S  H A V E  T H E  H I G H E S T  A V E R A G E  I N C O M E  A N D  A  H I G H E R
 P E R C E N T A G E  O F  A B  R E A D E R S  T H A N  E L L E ,  V O G U E ,  V A N I T Y  F A I R  O R  C O S M O P O L I T A N

I N  D I G I T A L  G R A Z I A  H A S  T H E  H I G H E S T  P E R C E N T A G E  
O F  A B  R E A D E R S  I N  T H E  M A R K E T  ( 3 4 . 2 % )

9 4 %  F E M A L E
3 2 %  A B

7 0 %  A B C 1
A V E R A G E  A G E  3 8

S O U R C E :  P A M C o  3  2 0 2 2  ( S E P T  ' 2 0  –  J U N E  ' 2 2 )



G R A Z I A ' S  G L O B A L  R E A C H :

2 1 E D I T I O N S  W O R L D W I D E  |  1 5 M I L L I O N R E A D E R S |
4 5 M I L L I O N U N I Q U E V I S I T O R S |  3 0 + M I L L I O N F O L L O W E R S  O N  S O C I A L  M E D I A



We live in fast-changing times, anxiety-inducing times. The smart, stylish, influential 
GRAZIA reader is expected to be always-on, informed and ahead of the curve, at a 

time when life has never felt so overwhelming – or uncertain. 

As such, the role of GRAZIA as a curator and arbiter has never been so pertinent. 
We see it as our job to help our reader not just survive, but to thrive – with 

entertaining, informative and relatable content across all platforms in the areas of 
life that matter to her right now.  

GRAZIA remains the most stylish, innovative and agenda-setting brand for the 
woman changing it all. We help her start conversations, shape her week – and her 

wardrobe. 

Crucially, our readers are the centre of everything we do – GRAZIA is a community 
of stylish, funny, thoughtful, ambitious women, all fuelled by a passion for 

knowledge and a desire to change the world for the better. 



We’ll do the hard work and give 
you an edit of the best items to buy 
right now.

T H E  P R O M I S E S  W E  M A K E  R E A D E R S …

We’ll give you useful advice – from 
experts you trust.

We’ll be your life coach – asking 
writers you can relate to and 
trust to help guide you through 
tricky life stages. 

We’ll help you form an opinion 
on the often-overwhelming 
issues of the day. 

We’ll curate the news that 
really matters to you. 

We’ll be the first to recommend the 
culture you can’t afford to miss. 

We’ll help you make your house 
a home – with easy (or at least 
worth the effort) interiors and 
entertaining ideas.

We’ll make you laugh and nod your 
head in agreement – we’re here to 
entertain, inspire and reassure you. 

We’ll introduce you to challenging new 
ideas you’ll want to share with your 
friends on WhatsApp. 

We’ll always be on your side.



8 0 %  A G R E E

“ G R A Z I A  G I V E S  M E  
G O O D  S T Y L E  

A D V I C E ”

7 6 %  A G R E E

“ G R A Z I A  F A S H I O N  
C O N T E N T  O F F E R S  

G E N U I N E  
I N S P I R A T I O N ”

6 5 %  A G R E E

 “ I  H A V E  B O U G H T  
F A S H I O N  P R O D U C T S  

A F T E R  S E E I N G  
R E C O M M E N D A T I O N S  

B Y  G R A Z I A ”

S O U R C E :  G R A Z I A  R E A D E R  S U R V E Y  2 0 2 2

With our now fortnightly frequency, Grazia delivers the premium fashion environment of a monthly, but with the reactive capability and topicality of a weekly.

Fashion remains core for Grazia and is still the number one reason that people buy Grazia. The team produce over 50 pages of dedicated fashion content each month, 

together with more bespoke and shot front covers than ever before, specifically for our themed fashion issues during the year.

Our award-winning team work tirelessly cross platform to create original content that really speaks to our audience and cements our authoritative fashion voice.



GRAZIA is an industry leader in beauty news, access, and innovation; 
synonymous with leading trends and delivering trusted, practical advice that 

really works. From magazine pages to digital stories, social posts, virtual 
events, video franchises, podcasts and more, we connect with our readers 

over multiple touchpoints – always listening to what they want and delivering 
exactly that in a fun, intelligent and accessible way. 

Whether it’s celebrity interviews, relatable first-person features, or game-
changing new beauty buys, we’ve got it covered.

Beauty is a core content pillar for Grazia with 92% of readers 
actively seeking out these pages

Grazia created over 273 pages of Beauty and Wellness 
content last year (more than any of our competitors / any 

other luxury monthly, weekly or supplement title in the UK)

Online the Grazia beauty section sold over £176k worth of 
products last year – a YOY increase of 47%

Grazia held 7 virtual sell-out events in 2021, partnering with 
brands such as SkinCeuticals and Narciso Rodriguez

2021 saw Grazia launch it’s very first beauty podcast – Grazia 
Beauty Life Lessons – ranked 4.9 stars on Apple Podcasts. We 

worked in partnership with brands such as: Jo Malone 
London, Estee Lauder, Bobbi Brown, Boots, John Lewis and 

more

G R A Z I A  R E A D E R S

S P E N D  6 6 %  M O R E  T H A N  T H E  
A V E R A G E  B R I T I S H  W O M A N  

O N  B E A U T Y  A N D  C O S M E T I C S

R E A D E R S  
A R E  N O W  

S P E N D I N G  A S  
M U C H  O N  

B E A U T Y  A S  T H E Y  
A R E  O N  F A S H I O N

G R A Z I A  R E A D E R S  T R U S T  
O U R  R E C O M M E N D A T I O N S ;  

6 7 %  W O U L D  T R Y  A  N E W  
B E A U T Y  T R E N D  A F T E R  

R E A D I N G  A B O U T  I T  I N  O U R  
PA G E S



H O M E  I S  T H E I R  H A P P Y  P L A C E

It’s clear that the Grazia audience is invested and investing in their home. We have seen readers really respond to our 
regular interiors content in print, so in October 2023 launched Grazia Casa: a new interiors title that sits on newsstands 

for two months. 

From fashion and beauty issues we know our audience love inspiration from stylish women, the inside story behind hot 
new launches, practical advice and our edit of what to buy so we’ve taken the same approach with Casa.

 It’s a guide to how the world’s most fashionable approach homeware, epitomised by our 
launch cover star Jenna Lyons. Due to the launch success, Grazia Casa has now become an annual stand alone, 

with the next issue on sale in spring 2025. 

3  O U T  O F  1 0  O F  O U R  
T O P  1 0  R E V E N U E -

G E N E R A T I N G  A F F I L I AT E  
A R T I C L E S  T H I S  Y E A R  

H A V E  B E E N  H O M E WA R E  
F O C U S E D

G R A Z I A  R E A D E R S  A R E  N O W  
S P E N D I N G  T W I C E  A S  M U C H  O N  

I N T E R I O R S  A  M O N T H  A S  B E A U T Y



GRAZIA’s The Juggle is a community for women who want parenting 
content that’s geared around them – as much as their kids.

The Juggle is a social first brand, building a community of like-minded 
parents, because often (and particularly in recent times) it can feel hard 

finding them in the real world. 

It’s inclusive and representative, because, when it comes to family, what’s 
“normal” anyway?

T H E  J U G G L E  A U D I E N C E  I S  A B C 1  W O M E N ,  W I T H  K I D S  U P  T O  1 8  Y E A R S  O L D

T H E Y  A R E  T H E  H O U S E H O L D  D E C I S I O N  M A K E R S .  F R O M  W H A T  S N A C K S  T O  B U Y  T O  D A Y  T R I P S ,  H O L I D AY S  
A N D  M O R E …

T H E Y  H A V E  T H E  B I G G E S T  S W A Y  O N  F I N A N C I A L  A N D  E M O T I O N A L  D E C I S I O N S

O U R  C H I L D C A R E C H A N G E N O W  C A M PA I G N  W I T H  @ P R E G N A N T _ T H E N _ S C R E W E D  C A L L E D  O N  T H E  
G O V E R N M E N T  T O  L A U N C H  A N  I N D E P E N D E N T  C O M M I S S I O N  I N T O  T H E  A F F O R D A B I L I T Y  O F  

C H I L D C A R E .  O V E R  1 1 3 , 0 0 0  O F  O U R  A U D I E N C E  S I G N E D  W I T H I N  7 2  H O U R S ;  I T  W A S  D E B A T E D  I N  
P A R L I A M E N T …  A N D  T H E  F I G H T  C O N T I N U E S .

O V E R  4 6 K  
F O L L O W E R S

A D V I C E ,  H U M O U R ,  
E X P E R T I S E ,  S T Y L E  –  
A N D  C A M P A I G N I N G  

O N  T H E  I S S U E S  
T H A T  M AT T E R  T O  
P A R E N T S  T O D A Y

R E S P O N S I V E  &  
R E A C T I V E  
C O N T E N T

D I R E C T S  T O  
L O N G E R  

R E A D S  O N  
G R A Z I A  

W E B S I T E

C O N T R I B U T O R S  
I N C L U D E  

M O T H E R  P U K K A ,  C A N D I C E  
B R A T H W A I T E  &  A N N A  

M A T H U R



OVER 270,000 
LISTENING HOURS 

RACKED UP SO 
FAR!

A C C O R D I N G  T O  A  S U R V E Y  F R O M  2 0 2 1 ,  

A  M A J O R I T Y  O F  P E O P L E  I N  T H E  U K  L I S T E N E D  T O  P O D C A S T S  F O R  

E N T E R T A I N M E N T ,  N A M E LY  6 1  P E R C E N T .  

G R A Z I A ’ S  F I R S T  E V E R  P O D C A S T  –  L A U N C H E D  I N  M A Y  2 0 1 8  W I T H  3 0  M I N U T E  

E P I S O D E S  R E L E A S E D  E V E R Y  F R I D A Y.  

G U E S T S  T O  D A T E  I N C L U D E :  D O L L Y  A L D E R T O N ,  C L A U D I A  W I N K L E M A N ,  K A T H E R I N E  

R Y A N ,  C A N D A C E  C A R T Y - W I L L I A M S  A N D  E L I Z A B E T H  D AY.  I T  I S  P R O M O T E D  A C R O S S  

A L L  G R A Z I A  C H A N N E L S ,  P L U S  S U P P O R T  F R O M  G U E S T S .

T H E  P O D C A S T  H A S  A C H I E V E D  O V E R  3 5 4 , 3 7 3  L I S T E N S ,  A N D  W I T H  A N  I M P R E S S I V E  

9 9 %  L I S T E N  T H R O U G H  R AT E  –  C O M M E R C I A L  M E S S A G E S  W I L L  D E F I N I T E LY  B E  

H E A R D .



H O S T E D  B Y  O U R  B E A U T Y  &  W E L L N E S S  D I R E C T O R  J O E LY  W A L K E R ,  T H E  G R A Z I A  B E A U T Y P O D C A S T  F O C U S S E S  

O N  A  M I X  O F S E L F  C A R E ,  M A K E  U P  A N D  S K I N C A R E  D I S C U S S I N G  T O P I C A L T H E M E S  E A C H  E P I S O D E  W I T H  

S P E C I A L  G U E S T S  A N D  E X P E R T S  O N  H A N D  T O  D E LV E  I N T O  O U R A U D I E N C E  C O N C E R N S .

​ O U R  B E A U T Y  O B S E S S E D  E X P E R T S ,  I N F L U E N C E R S  A N D  C E L E B R I T I E S  R E V E A L  T H E I R  5  

B E S T B E A U T Y  A N D  W E L L B E I N G  T I P S  A C R O S S  5  D I F F E R E N T  T H E M E S : ​  M A K E  U P ​ ,  

S K I N C A R E ​ ,  F R A G R A N C E ​ ,  W E L L N E S S ,  S E L F  C A R E ​

A N D  F I N A L L Y,  T H E I R  B I G G E S T  B E A U T Y  B L U N D E R  O F T E N  W I T H  H I L A R I O U S  A N D  R E L A TA B L E R E S U L T S .



Grazia campaigned with our 
parenting platform The Juggle and 

Pregnant Then Screwed demanding 
an independent review into the 
cost of childcare, with a petition 

which was signed by 112,000 this 
year

C H I L D C A R E

In 2021, we relaunched our campaign, 
joining forces with the Trades Union 

Congress (TUC) with a petition calling on 
the Government to maintain the 

requirement throughout the pandemic 
after it was scrapped in 2020. The 
Government has since announced 

that companies would be given a six-month 
reprieve this year before enforcement 

action is taken against them

C Y B E R F L A S H I N G

More than 68,000 people joined our 
campaign with We Can't Consent To 

This in 2019 calling for a ban of a 
defence which lets attackers claim a 

victim consented to the violence 
which led to their murder. This year, 

the Domestic Abuse Bill and an 
amendment against the defence 

received Royal Assent and became 
law.

M I N D  T H E  P AY  G A P

A campaign where we’re calling 
for the sending of unsolicited 

pornographic images 
(cyberflashing) to be made 

illegal under the Online Safety 
Bill, due to be published later 

this year, with a petition at 
change.org/make-cyberflashing-

illegal.

R O U G H  S E X  D E F E N C E



Grazia Campaigns that use 
magazines see 27% increase in 
trust brand metrics compared 

to campaigns without 
magazines***

I M P R O V E  T R U S T  
M E T R I C S

Magazines are twice as trusted as social 
media companies and 4 times more trusted 

than influencers**

M O R E  T R U S T  T H A N  S O C I A L  
M E D I A  &  I N F L U E N C E R S

P U B L I S H I N G  C O N T E N T  O F F E R S  S A F E  A D V E R T I S I N G  E N V I R O N M E N T S  B U I LT  O N  T R U S T E D  B R A N D S  

P R E M I U M  P U B L I S H I N G  E N V I R O N M E N T S  –  W H E T H E R  I N  P R I N T  O R  O N  D I G I T A L  P L A T F O R M S  –  A R E  B U I LT  O N  P R O F E S S I O N A L  J O U R N A L I S T I C  

I N T E G R I T Y  A N D  P R O V I D E  C O N T E X T  T H A T  W I L L  N O T  H A R M   A D V E R T I S E R S ’  B R A N D  E Q U I T Y.

A D V E R T I S I N G  I S  P A R T  O F  
T H E  E X P E R I E N C E

57%  of people agree that 
ads in magazines are  part of 

the experience*

A D V E R T I S I N G  I S  S E E N  
P O S I T I V E LY

1 in 3 people view the 
advertising that appears in 

magazines positively*



C O N S U M E R  C O N N E C T I O N S  W I T H  

P U B L I S H I N G  B R A N D S  A R E  

S T R E N G T H E N I N G .

Are reading more 
magazines than 
pre-pandemic

10%
Intend to read 

more magazines 
in the future

63%
Find that reading a 

magazine lifts their mood 

92%
Feel closer to their 
favourite magazine 
over the last 3 years

1 in 4
Say magazines 
help them feel 

more connected

40%



O U R  P U B L I S H I N G  T E A M S  A R E  E X P E R T S  I N  G E N E R A T I N G  

C O N T E N T  A N D  C U L T U R A L  C U R R E N C Y  T H A T  C O N N E C T S  

W I T H  O U R  A U D I E N C E S

W I T H  T O U C H P O I N T S  A C R O S S  M U L T I P L E  M E D I A  

C H A N N E L S ,  O U R  M A G A Z I N E  B R A N D S  I N F O R M ,  E N T E R T A I N  

A N D  I N S P I R E  C O N S U M E R S .  

M A G A Z I N E  C O N T E N T ,  W H E R E V E R  I T  L I V E S ,  M E E T S  E V E R -

C H A N G I N G  N E E D S  A N D  C R E A T E S  A  S E N S E  O F  B E L O N G I N G  

I N  A  W O R L D  W H E R E  P E O P L E  A R E  C O N N E C T E D  A R O U N D  

T H E  T H I N G S  T H E Y  L O V E .



D I S P L A Y

F u l l - P a g e  F H  £ 1 6 , 6 9 2
F u l l - P a g e  R O P  £ 1 3 , 7 6 1
1 s t  3 r d  £ 1 8 , 0 4 3
1 s t  2 0 %  £ 2 1 , 1 0 1
1 s t  2 0 % ,  R H  £ 2 2 , 1 5 6
1 s t  R H P  £ 2 1 , 5 9 8
1 s t  L H P  £ 2 4 , 4 6 5
I F C  D P S  £ 5 1 , 7 8 5
1 s t  D P S  £ 4 3 , 1 2 0
2 n d  D P S  £ 3 8 , 7 3 6
I B C  £ 1 6 , 5 1 4
O B C  £ 4 2 , 3 4 9
I F C  £ 2 7 , 2 5 7

A D V E R T O R I A L S

F u l l  P a g e  £ 1 9 , 2 6 6
D P S  £ 3 6 , 6 0 6
P r o d u c t i o n  P O A

A D  S P E C I F I C A T I O N S

W I D T H  2 3 0 . 0 M M
D E P T H  3 0 0 . 0 M M
A D  S I Z E  F U L L  P A G E
T R I M  3 0 0 . 0  X  2 3 0 . 0
B L E E D  3 0 6 . 0  X  2 3 6 . 0
T Y P E  2 8 0 . 0  X  2 1 0 . 0

G R A Z I A  O N L I N E

F A S H I O N / B E A U T Y  C H A N N E L  TA K E O V E R
( 7  D A Y S )  £ 8 , 5 0 0  G R O S S

F U L L  S I T E  T A K E O V E R  ( 1  D AY )
£ 1 0 , 0 0 0  G R O S S

P A R T N E R S H I P  P A C K A G E S  A N D  P O D C A S T  
S P O N S O R S H I P S  A V A I L A B L E  U P O N  R E Q U E S T



H A T T I E  B R E T T  -  E D I T O R

R E B E C C A  H O L M A N  -  D I G I T A L  D I R E C T O R

L A U R E N  H O L L E Y O A K E  -  P U B L I S H E R

S I N D Y  W A L K E R
C O M M E R C I A L  D I R E C T O R  -  I N T E R N A T I O N A L  F A S H I O N

S I N D Y . W A L K E R @ G R A Z I A M A G A Z I N E . C O . U K

 
F R A N  W A L S H

P A R T N E R S H I P S  D I R E C T O R  -  B E A U T Y ,  W A T C H E S  &  J E W E L L E R Y

F R A N . W A L S H @ B A U E R M E D I A . C O . U K

R E B E C C A  D U G G A N
P A R T N E R S H I P S  D I R E C T O R  -  U K  F A S H I O N

R E B E C C A . D U G G A N @ G R A Z I A M A G A Z I N E . C O . U K


