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Marie Claire was created in 1937 in France as a new weekly glossy 
magazine with a very modern approach.

 
Marie Claire wanted to offer not only the latest trends in fashion and 

beauty but to also deliver serious and provocative journalism. It was this 
contemporary and unique combination that immediately proved successful.

 
Re-launched as a monthly after World War II in 1954, Marie Claire 

continued to enhance its powerful editorial formula.

Marie Claire is now one of the most widely recognised women’s titles in the world.
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Marie Claire started its international expansion in 1982
 

• 34 international editions • 18 languages • 54 million sold copies yearly • 16 million readers  
every month • 33 000 advertising pages in 2014 • 26 websites • 26 million unique users in 2014  

• 17 million followers on social media • A multimedia brand reaching 59 million women each month
 

Australia, Belgium France, Belgium Vlaams, Brazil, China, Colombia, Czech Republic, France, Greece, Hong Kong, Hungary,  
India, Indonesia, Italy, Kazakhstan, Korea, Lower Gulf, Malaysia, Mexico, The Netherlands, Puerto Rico, Romania, Russia, Saudi Arabia,  

South Africa, Spain, Switzerland, Taiwan, Thailand, Turkey, Ukraine, United Kingdom, United States, Venezuela

INTERNATIONAL SUCCESS STORYMALAYSIA



AWARD WINNING MAGAZINE

CHILD TRACFFICKING  JAN 2015

WAKE UP TO A GOOD 
CAUSE MARCH 2015

FASHION 
TREND 
REPORT 
MARCH 2015

ANTI-SNATCH 
THEFT 
CAMPAIGN 
MAY 2013

L.A. ISSUE 
SPREAD 

WITH 
SHANNAN 

CLICK  
MAY 2015
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Marie Claire is known for its thought-provoking and inspiring, yet relevant and entertaining 
content. The magazine celebrates modern women who are stylish, independent and open-minded. 

Marie Claire features stories that appeal to women who are socially aware, yet unabashedly fashion 
and beauty-conscious. Marie Claire is for the woman of substance with an eye for style. Someone 

who is fascinated by what the world has to offer, and also by what she can offer in return.
 

MARIE CLAIRE is for the woman who wants to think smart and look amazing.

WHAT MAKES MARIE CLAIRE SO SPECIAL?

CONCEpTMALAYSIA



…MOVES YOU
…SURPRISES YOU

…SEDUCES YOU

…INFORMS YOU

…MAKES YOU DREAM

Photography  Aaron Lee   Art Direction Karen Hoo   Styling  Shantila Lee

Retro makeup and hair with a mod, 
60s edge that hit with a bang at Fall/
Winter 2014: make like Brigitte 
Bardot, steal the looks and rock it with 
an ultra-femme, come-hither cool

And God Created
WOMAN

VIVA MARIA
Evoke the bordeaux red shade 
Bardot flashed on the Please, 
Not Now movie poster, paired 
with lashings of mascara and 
a smack of gold eyeshadow on 
the upper lids, spotted at 
Matthew Williamson. To get 
the Bardot’s full, bombshell-
luscious pout, highlight the 
cupid’s bow and line the 
outside of the lips with a nude 
lip pencil.  

…HELPS YOU

BRAND VALUES

…MAKES YOU SMILE

MALAYSIA



25-35 years old 
(core target)

18-45 years old 
(broad target)

Opinion leader
Sharp and smart

Stylish

International Outlook

Active
Living urban lifestyle

high income level

Sensual
Enjoys shopping and luxury

Ambitious

Highly educated

Urbanista

Career go-getter

READERS

The Marie Claire reader is 
smart, stylish, fun, ambitious 
and savvy. Aged between 
25 and 35, she is a well-
educated, urban professional 
with a wide range of interests 
and a strong awareness of 
global issues.
 
She has a high disposable 
income and is passionate 
about fashion, shopping and 
investing in key designers 
items every season.
 
Relationships with her 
partner, friends and family 
are very important to her.
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• COMPELLING FEATURES

• FABULOUS FASHION

• EXPERT BEAUTY

• ASPIRATIONAL LIFESTYLE



COMpELLING FEATURES

Every month Marie Claire distinguishes itself with must-read stories 
that cover a breadth of topics reflecting the eclectic interests of the 
discerning 21st century woman.
 
Marie Claire is known for eye-opening global reporting, whether giving 
a voice to the persecuted or sharing women’s stories of courage. Marie 
Claire always delivers groundbreaking journalism and emotive features.

MALAYSIA



Marie Claire’s incredible styling and 
inspirational photography showcase 
the season’s key trends and the very 
best clothing and accessories.

FABULOUS FASHIONMALAYSIA



Marie Claire Beauty delivers stunningly beautiful images 
which inspire readers to achieve perfect looks.

EXpERT BEAUTYMALAYSIA



For women who want style in every area of their life, 
Marie Claire’s travel, homes and food deliver real 
inspiration through stunning images. Lifestyle pages 
also give readers practical and relevant information.

ASpIRATIONAL LIFESTYLE
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The 
ReTuRn  
of The 
Bush

Sex

Forget waxing and vajazzling, 
pubic hair is back in vogue 
and its sparking some serious 
monologues By Audra Roslani

or decades, women have 
taken to varying measures of 
pain to ‘beautify’ their 
nether regions in efforts to 
please sexual partners and 
keep things nice and tidy 
with the advent of the 
G-string and barely there 
bikinis but increasingly of 
late, there’s been a 

resurgence to bring back the au natural movement. 
Naturally, this surge of body confidence would 

come from the over-40s set of beauties, such as 
Gwyneth Paltrow who admitted she works “a ‘70s 
vibe” down there, and best pal Cameron Diaz, who 
wrote extensively on the issue in her book aptly 
titled The Body Book. She dedicated an entire 
chapter In Praise of Pubes and tells women why we 
should avoid permanent laser procedures and keep 
ourselves “fully dressed” down there. 

That aside, here are 6 reasons why you should 
put that razor down:

Say Goodbye to Pain
Isn’t this the most obvious reason? No matter  
what your preferred method of torture may be - 
whether using hair removal creams that burn  
and can seriously damage more sensitive areas  
to getting your pubes violently waxed off on a regular 
basis, the pain is not just physical but mental as well. 
And if you’re doing this solely to please your male 
partner, you could be part of the..

Patriarchy Machine 
It’s one thing to want to do it for yourself but if 
you’re doing it just because your partner makes you 
feel less attractive or a lesser lover than his previous 
partners for not pruning your bush, then you have a 
bigger problem. If you have to go through pain to 
make someone else happy and dread going through 
it each time, it’s not worth it. The good news is that 
contrary to popular belief, a lot of men find a 
well-trimmed pubic area a turn-on as it traps more 
pheromones and gives you a more “girl smell” than 
if you were to go completely hairless!

it’S Science, baby!
Everything on your body serves a function, there’s 
nothing that’s there just for fun or to make your life 
hell on purpose. Historically, pubic hair kept  

your privates warm when people were doing the 
deed in caves or in cold terrains without central 
heating. While we may have duvets these days, 
pubic hair also solves the issue of friction between 
two bodies that are rubbing against each other so 
there’s nothing quite like a soft tuft to cushion both 
your bits! 

hyGienic
While shaving it all off makes it more pleasant and 
cleaner for your partner to go down on you 
(amongst other things), there’s also a bunch of ways 
it can backfire. Ingrown hairs, rashes, cuts, scarring, 
folliculitis and in some serious situations, even a 
staph infection can happen from removing the 
buffer that’s protecting your delicate region.    

Money
As with all things, it also boils down to dollars  
and cents, and the maintenance of this lifestyle 
choice to be as smooth as Barbie does not come 
cheap, usually amounting to thousands of ringgit 
when done on a regular basis. Think of all the  
shoes you could buy in exchange of forgoing your  
waxing routine!

Regardless of your preferred form of topiary in 
your nether region, this doesn’t mean you shouldn’t 
pay any attention to it at all. As with the hair on 
your head, keeping it neatly trimmed regularly 
shows that you’re a woman who looks after herself, 
and choosing not to go bald is proof that you don’t 
conform to what society expects of women. There’s 
nothing wrong with experimenting to see what 
works for you, but unless it’s life threatening, try 
not to opt for a permanent solution. As Cameron 
writes, “Let’s be honest: just like every other part  
of your body, your labia majora is not immune to 
gravity. Do you really want a hairless vagina for the 
rest of your life?”

tiMe
As if you don’t already have a million and one 
things to do, you’ve got to make time to schedule in 
some one-on-one time with your waxist and if she’s 
a reputable one, there’s usually a long waiting time. 
All that waiting just to be pruned? Why not get that 
mani or catch up on that TV series you’ve been 
meaning to with a bowl of ice cream (or kale, if 
that’s more your thing) instead and avoid additional 
stress to your already hectic schedule? 
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MC is all about style and 
substance. This month we 
switch it up and meet five 
men who make up this 
irresistible combination 
By  Shakila  Rajendra
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Gentleman’sThe

List
ROEN CIAN-NAGAPAN
Operating Director of The Group

Roen is the Operating Director of The Group 
which owns establishments such as The Hill, 
The Pool, Chynablack, Kyoto Lab, THE ROOF 
(malt&leaf, signature by The Hill, The Score, 
Stratosphere and PLAY club KL). Although his 
business projects an image that may make 
people assume that all Roen does is party, that’s 
not all there is to running a successful 
entertainment and F&B business. Starting a 
business was not all easy-work. “Dax (Roen’s 
business partner) and I are heavily driven by 
‘ideation’ - the main driving force behind seeing 
these thoughts come to life.” Seeing a thought 
come to life was exactly what Roen did when 
he first started his foray into the F&B business 
five years ago to the collection of successful 
outlets it is today. 

Roen sticks to a few fundamental rules of 
engagement. “When it comes to impressions, I 
feel a lot of people can be judgemental of one. 
It’s important to always be friendly, smile and 
provide solutions or assistance when in the 
presence of your customers. I believe leading by 
example to staff is also equally as important. 
Hiccups and hurdles are never ending in this 
volatile industry and it’s just a matter of 
handling them in the right way.” As for women, 
it’s the ability to be independent, confidence 
and a great sense of humour that makes them 
attractive to him. 

As a person who is at the forefront of the 
social scene constantly, Roen has learned that 
attractiveness has to come from within and the 
life of the party is not without its drawbacks. 
On countering the toll the party scene takes on 
him, he says, “It’s a matter of consistent 
exercise, health eating, and enough sleep. 
Everything does come at a price, but you just 
need to take a step back and breath!”

AS FOR WOMEN, IT’S THE  ABILITY   
TO BE INDEPENDENT, CONFIDENCE AND A 
GREAT SENSE OF  HUMOUR THAT MAKES 

THEM ATTRACTIVE TO HIM

MALAYSIA
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For the F/W ‘14, Maria Grazia Chiuri and Pierpaolo Piccioli were 
inspired by unconventional women whose works were deeply 

rooted in a moment of great change, revolution and in Italian 
culture and Rome, its international centre: Giosetta Fioroni 

but also Carol Rama and Carla Accardi. 

1. CAMUBUTTERFLY CRYSTAL PUMP 
2. COLOUR DIAMOND WITH MIRCO STUD 
BOOT 3. CARMEN PRINT BOOTIE 
4. ROCKSTUD PUMP 5. TOTE BAG

1. 

2. 3. 

4. 

02

VA
LE

N
TI

N
O

#ValentinoItaly

5. 

Pair this bag 
with a Little 
Black Dress 

for a chic look

EPSON 7890   B-1509, L-230914, T-250914
164331-Niche_FA_15-9.indd   4 26/09/14   10:44 AM

If you’re going to dance around your handbag this season, 
make sure it’s one of these little ladies

CARMEN PRINT 
CLUTCH BAG

COLOUR DIAMOND WITH MICRO 
STUD SHOULDER BAG

CAMUBUTTERFLY SEQUIN 
EMBROIDERY CLUTCH BAG

TO HAVE AND TO HOLD

EPSON 7890 B-1509

164331-Niche_FA_15-9.indd   5 23/09/14   3:08 PM

The CiTy 
Of Dreams
London

For that very special proposal, 
Forevermark has come up 
with the Forvermark Setting 
collection, boasting a trove of 
precious solitaire rings, wedding 
bands, earrings and a pendant, 
in white gold. Inspired by the 
shape of the Forevermark icon, 
each Forevermark Solitaire Ring 
represents the ultimate expression 
of love and exudes quality, 
brilliance and integrity, which 
perfectly reflects Forevermark’s 
brilliant design legacy.

The London eye

Immerse yourself in the beauty of London, 
a city full of history, fashion, art, culture and 
heady hotspots for that special moment. London 
city is making its mark as the new capital of 
romance. When it comes to marriage, London 
offers a smorgasbord of romantic places to pop 
the question. Whether it’s holding hands on a 
romantic stroll along the Thames, sitting on the 
stone benches of the Kew Gardens or taking a 
boat ride on the Serpentine, the city of London 
has got it all covered. The Tower Bridge tops our 
list as one of the most romantic havens with its 
alluring atmosphere and breathtaking views of 
the Thames. This is where you would want to be 
standing once the night is awash with city lights.

Your eyes will light up in excitement when your man proposes to you 
with this scintillating Bow Ring. In a sparkling constellation of its own, 
this stunning statement piece reveals a gleaming Forevermark diamond 
centre. Beautifully made with exceptional quality, the Bow Ring is the 
paean to the special bond shared by you and your other half. 

LovingLy yours

Forevermark is exclusively available at Diamond & Platinum 
outlets in Mid Valley Megamall, Sunway Pyramid, Sungei 
Wang, One Utama, The Curve, Aeon Bukit Tinggi and 
Gurney Plaza, Penang.

There is only one 

happiness in life ,  to love 

and be  loved

Every Forevermark 
diamond comes with a 
promise of exceptional 
quality and integrity. 
Each precious bauble 
has been responsibly 
sourced and has 
directly benefited 
the communities 
from which it comes. 
As proof of the 
Forevermark promise, 
each diamond is 
inscribed with the 
Forevermark icon and 
a unique identification 
number, using patented 
technology developed 
by De Beers group.

Another place of charm in our list is the 
London Eye. What could be more romantic 
than being lifted up into the air in a 
private pod with soaring views of the city 
of dreams beneath you whilst your man 
gets down on his knees? Talk about taking 
romance to new heights— a proposal on 
the Eye is guaranteed to sweep you off 
your feet and make your heart melt.

06

SE
R

G
IO

 R
O

SS
I #Sergio Rossi

GREY AND RUBY RED SUEDE 
DOUBLE MONK WITH BLACK 

CALFSKIN TOE

BLACK SHINY LEATHER ANKLE 
BOOT WITH BLACK PEARLS 

AND STUDS

ANIMALIER PRINTED 
PONY AND BLACK 

LEATHER SNEAKER 

Masculine solidity is veiled in poetic nuances accentuated by
refi ned materials and details

SOLE SEARCHING

Sergio Rossi’s F/W ‘14 collection tells a contemporary 
fairytale, a journey through a dreamlike parallel 
dimension where shoes, like imaginary creatures, 
reveal their poetic, surreal souls. 

Milan

1. ANIMALIER PRINTED PONY ANKLE STRAP SANDAL 2. CLUTCH WITH 
CRYSTALS 3. PURPLE AND BLACK SUEDE D’ORSAY PUMP 4. NIGHT 
BLUE SUEDE OPEN TOE PUMP 

1. 

4. 

2. 

3. 

EPSON 7890 B-1509

164331-Niche_FA_15-9.indd   8 23/09/14   3:14 PM

?
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CHRISTMAS SUPPLEMENT

LOVE / TRAVEL SUPPLEMENT

Whether they’ve transported us to an art 
gallery or a garden party, this season’s 

fashion mantra is the bigger the better. We’ve 
handpicked our favourite styles we’ll be 

wearing this season

THIS S/S14
WE’RE 

WEARING…
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They say art and fashion go hand in hand. Taking inspiration 
from art, designers tapped into their creative side and gave their 

creations a fi ne art-spin with painterly prints and bold brush 
strokes. Think artistic prints, big and graphic.Chanel is ready for 

the world’s chicest art students, while Prada splashes a backdrop 
of awe-inspiring mural portraits onto clothes. 
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Epson 7890 L-080314, T100314
163634-MC ACC_7-3.indd   5 3/10/14   9:57 PM

LUXURY SUPPLEMENT

GLOWING PERFECTION
Snowise EX Whitening Serum  
targets three main causes of skin dullness to revitalise and 
ultimately restore youthful-looking luminous skin. Taking 
a new approach to skin brightening, Snowise Tri-white 
ComplexTM combats damage from heat created internally and 
externally. Skin troopers such as White Ginseng Saponin 
(Anti-UV), White Cloud GrassTM (Anti-IR) and White Ginseng 
Polysaccharides (Anti-Internal Heat Stress) improve skin 
suppleness, reduces yellowness and curbs overproduction of 
melanin, leaving the complexion truly radiant.

MAXIMUM MOISTURE  
Packed with high 
concentrations of traditional 

Korean herbs, First 
Care Activating 

Serum is an essential 
boosting serum that works 
to amplify the impact of your 
Sulwhasoo skincare regimen. 
Consisting of Sulwhasoo’s 
core ingredients-Jaeumdan 
(Optional), a combination of 
small Solomon’s seal, adhesive 
rehmania, white lily, Chinese 
peony and East Indian lotus, 
this serum promotes a youthful 
complexion and replenishes 
essential moisture and 
nutrients. Suitable for all skin 
types.

Epson 7890    T-070514,B-080514,H-090514

THE STORY 
BEHIND 
SULWHASOO 
Sulwhasoo is 
founded on 
the traditional 
philosophy 
of “Harmony 
and Balance,” 
which is 
made of the 
unity of the people and nature, 
harmony of the body and mind, 
and coexistence of tradition and 

science. Sulwhasoo 
skincare applies the 
Poje method to their 

products to maximise 
the eff ectiveness 
of the ingredients. 

Poje refers to the 
various methods 
of processing 

the Korean traditional 
herbs; such as ‘Salt treatment’ 

(Snowise range)  of salting and 
baking to maximise eff ectiveness, 
‘Honey treatment’ (First Care 
Activating Serum) of seasoning 
with honey and maturing, and 
‘Steam treatment’ (Concentrated 
Ginseng Renewing Cream) of 
refi ning materials with high 
temperatures and steam.

163869-MC_Sulwhasoo_7-5.indd   7 5/9/14   7:42 PM

EASTERN 
PROMISE

ASIAN MODELS ARE KNOWN FOR THEIR DEWY, 
LIT-FROM-WITHIN, LUMINOUS SKIN. STEAL 
THEIR BEAUTY SECRET WITH SULWHASOO’S 
SKINCARE MUST-HAVES WHICH ARE PACKED 
WITH MOTHER EARTH’S MOST PRECIOUS 
NATURAL INGREDIENTS

ETERNAL YOUTH 
Give your skin a fi ghting chance 
against the eff ects of ageing 

with Concentrated 
Ginseng 
Renewing Cream. 
Formulated with the brand’s 
signature botanical superstars 
such as roots, berries, and water 
of  a rare six-year-old Korean 
ginseng, this concentrated cream 
delivers nutrient-rich Ginseng 
to the deepest layers of the skin 
to revive damaged, depleted skin 
from within. Additional Korean 
herbs like milk-vetch and white 
mulberry moisturise and condition 
for softer, smoother skin.

Epson 7890    T-070514,H-090514
163869-MC_Sulwhasoo_7-5.indd   6 5/9/14   7:40 PM BEAUTY BOOKLET

SpECIAL pROJECTS

Florals aren’t exactly fresh faces on the spring/summer runways, 
but this season’s fl orals are a far cry from the soft, dainty, 

feminine fl orals we’ve seen in the past years. The new breed of 
fl orals have gone bolder, bigger and badder, packing a serious 

attitude punch with embellishments, embroidery, print and 
texture. 100% Blair Waldorf-approved.

FLORALS
 S/S14 TRENDS 
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Epson 7890 L-080314, T100314
163634-MC ACC_7-3.indd   6 3/10/14   10:03 PM

spring
BONIA

BLING
Bonia’s Ceramic & Romantic Passione collections shine 

brightly this S/S14 with generous lashings of crystals

For a stylish way to tell the time, we might have known we could rely on Bonia’s statement watches. Its
Ceramica and Passione collections are as enticing as they come with high-tech ceramic detailing and 

sleek designs. Dainty, ladylike women would fall for the Passione range while the Ceramica range cleverly 
works its charm on athletic, sporty women. The Passione range turns up the romantic notch with alluring 

timepieces set in dazzling Swarovski Elements crystals and a mother-of-pearl dial with printed Roman 
numeral hour markers. The name Passione makes us swoon without fail and conjures all things dreamy and 
ethereal, perfectly encapsulating the collection’s elegance and romantic glamour. Bonia’s Ceramica range is 
made with Swarovski Elements encrusting avant garde ceramic bracelets. This fashionable watch would go 

with virtually anything. Here’s to time-telling in style.

www.adtime.com.my
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S/S14

SEASON’S  BEST 
ACCESSORIES

THE LIST

Epson 7890               T-100314
163634-MC Acc_FA_COVER_10-3.indd   1 3/11/14   1:40 AM

- 22 -

Epson 7890               J-110314

1.GRAB A 
BUCKET BAG
We can think of nothing 
easier or quite as cool 
as toting this carefree 
shape this S/S14.

2. PAIR IT
WITH SOCKS
Think wearing socks with 
heels are a fashion faux 
pass? Think again. Socks are 
fl irting with sky high heels 
and ankle boots this season.

 MUST-HAVES

If you weren’t paying attention to the 
accessories on the S/S14 runways, here’s

your chance to redeem yourself

20 
MUST-HAVE 

ACCESSORIES

5. THE VISOR
Shiny, refl ective, 
futuristic and fabulous. 
What’s not to love? We 
loved Marni’s bejewelled 
interpretation.

6. GLADIATOR BELTS
Gladiator belts have offi cially 
grabbed the fashion mantle from 
S/S13’s feminine bow belts.

3. THE 
STRUCTURED 
BAG
If there is one thing 
that defi nes the 
new season, it’s the 
structured bag.

4. SUMMER SUNNIES
Ditch your old pair of shades and pop 
on these stylishly fl attering sunnies.
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THE HERMÈS BIRKIN BAG
When Jane Birkin took her seat next to Hermes chief 
executive Jean-Louis Dumas on a fl ight from Paris to 
London in 1981, it was a journey which would change 
handbag history. The British actress and singer lamented 
about how diffi cult it was to fi nd a leather weekend bag. 
Jean-Louis had an epiphany at that moment, and the 
covetable Birkin handbag was born. 

THE HERMÈS KELLY BAG
Originally designed in the 1930’s by Robert Dumas, the 
Kelly bag wasn’t a hit until the Princess was photographed 
shielding her baby bump from the prying eyes of the 
paparazzi with her favourite Hermès bag in Cannes in 1956. 
Photographs of her covering her stomach with her Hermès 
were splashed all over the world. As a result of that, the 
classic house renamed it the ‘Kelly’ bag.

THE LADY DIOR BAG
The late Princess Diana was also a moniker of an exclusive 
handbag. In 1995, Bernadette Chirac, at the time First Lady of 
France, asked the house of Dior to create an exceptional gift 
for the Princess of Wales, who was about to arrive in France 
for a state visit. It is said that Princess Diana fell instantly in 
love with the bag. The house renamed it ‘Lady Dior’ in her 
honour. The Lady Dior bag is styled in a quilted leather cross-
stitch pattern, carried by carefully crafted crocodile handles 
attached by golden rings and adorned with dangling gold 
letters that illustrate Christian Dior’s fancy for charms. 

THE GUCCI JACKIE O BAG
First crafted in the late 50s, the Jackie was originally called 
the Gucci Bouvier bag. The bag was renamed the Jackie after 
being photographed numerous times on the arm of Jacqueline 
Kennedy, America’s First Lady. It was no surprise that her love 
of the bag led to its huge success, launching Gucci’s iconic 
Jackie handbag into a well-known status.

THE DEL RAY MULBERRY HANDBAG
Following the success of the ‘Alexa’ 
handbag, Mulberry launched the ‘Del Ray’ 
bag in tribute to American songstress 
Lana Del Rey. Emma Hill, the creative 
director of Mulberry, on meeting Lana Del 
Ray immediately fell in love with the retro 
style of the singer-songwriter.
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As a magazine that prides itself on presenting the 
perfect marriage of fashion and beauty with the issues 
that impact women, Marie Claire is proud to host its 
signature annual event, Women of Style & Substance. 
Each year, prominent names are carefully shortlisted 
and selected until 10 amazing women are left, all of 
whom are making a significant impact in their fields 
and embody the true essence of style and substance.

EVENTMALAYSIA
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DIGITAL

Get online 
with us!

marieclaire.com.my
10,000

UNIqUE
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AVERAGE

Let's get 
connected!
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www.marieclaire.com.my

AUGUST 2012 ✽ MALAYSIA

 W.M/E.M RM7 S$4

Birthday 
Blast ! 

RUNWAY 
HAIR 

DESIGNER 
LOOKS FOR 

YOUR LOCKS

Amanda Seyfried, Pixie Lott, Abbey Lee Kershaw

Stars Celebrate 18 Stylish Years With Us 

THE MARIE 
CLAIRE STORY 

WHAT MAKES 
US SO SPECIAL?

IT BAGS 
OUR FAVES 
THIS SEASON

SEXIEST 
STATEMENT 

WATCHES 
TO OWN

MC EXCLUSIVE!
MICHELLE YEOH
“WHY I WANTED TO 
PLAY AUNG SAN SUU KYI
SO BADLY” 

160932-MC_CoverAug12_3-7.indd   1 9/07/12   11:51 AM

www.marieclaire.com.my

DECEMBER 2011 ✽ MALAYSIA

 W.M/E.M RM7 S$4
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GOLD Award 07 GOLD Award 09

GOLD Award 13

GOLD Award 12

SILVER Award 07 BRONZE Award 10

BE THE WOMAN YOU'VE ALWAYS WANTED TO BE 

plus: EVAN RACHEL WOOD • CHARICE • ALL NEW 

CRUISE COLLECTIONS • BEAUTY RESOLUTIONS
Ooh, Yes!
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ADVERTISING RATE (pRINT)

Advertising rAtes (Print)

*All measurement in millimeters. Text and images must be kept at least 5mm from spine 
and trim lines.

 *Synovate Magazine Klang Valley Readership Study (2010/2011)

Frequency: Monthly
LAnguAge: English
reAdershiP: 78,000*
Booking deAdLine: 7 Weeks Before 
Publication

MAteriAL requireMents (Print)

MAteriAL sPeciFicAtions

tWo coLuMn (verticAL)
Trim Size: 136 (w) x 275 (h)
Bleed Size: 139 (w) x 281 (h)
Text Area: 116 (w) x 245 (h)

hALF PAge (horiZontAL)
Trim Size: 205 (w) x 138 (h)
Bleed Size: 211 (w) x 141 (h)
Text Area: 175 (w) x 108 (h)

hALF PAge (verticAL)
Trim Size: 103 (w) x 275 (h)
Bleed Size: 109 (w) x 281 (h)
Text Area: 73 (w) x 237 (h)

one coLuMn (verticAL)
Trim Size: 68 (w) x 275 (h)
Bleed Size: 71 (w) x 281 (h)
Text Area: 53 (w) x 245 (h)

douBLe PAge sPreAd
Trim Size: 410 (w) x 275 (h)
Bleed size: 416 (w) x 281 (h)
Text Area: 380 (w) x 245 (h)

FuLL PAge
Trim Size: 205 (w) x 275 (h)
Bleed size: 211 (w) x 281 (h)
Text Area: 175 (w) x 245 (h)

PuBLicAtion FiLe ForMAt
All digital files submitted to Blu Inc must:
• Be in PDF format version 1.3 or higher. 
• Have embedded fonts above 8 points.   
   Not artificially stylised.
• All images must be in CMYK format  
  under FOGRA39L colour profile. Images  
   in RGB format are not allowed. 
• Be no more than 300% ink weight.
• Be the correct advertisement size with  
   a 3mm bleed included.

coLour ProoFs
Blu Inc requires that all hard copy colour 
proofs be supplied. Files transmitted must 
be in ISO FOGRA39L icc profile. Please 
note that colour/digital proofs supplied 
will be used as a guideline only and the 
advertisements reproduced are as per  
data/specifications supplied. In order for 
Blu Inc to match proof colour within 85%, 
all proofs must have the Blu Inc GMG 
colour control bar or the MediaWedge 
V2 colour bar with an attached pass/fail 
sticker indicating compliancy. Blu Inc 
will not be responsible for any colour not 
adhering to this standard. 

Fonts 

All submitted fonts (for digital files) must 
be for MAC OS (no PC fonts). Illustrator 
and Freehand files should have all fonts 
converted to paths/outlines.

sPreAds 

Advertisers using facing pages as a spread 
may extend matter to the centerfold line on 

each side. However, there is no guarantee 
of precision of folding in all copies. 

digitAL trAnsMission

Blu Inc prefers files to be delivered 

through the Quickcut Network operated 
by Asia On Time. Quickcut checks the 
integrity of files before they are sent to Blu 
Inc so that your files will print correctly. 
BluInc cannot accept responsibility for or 
fix files submitted via CD, e-mail or other 
suppliers.

PerFect Bound & triM MAgAZines

Clearance for Blu Inc magazines should be 
a minimum of 6mm due to this space being 
visually lost in the spine. Please note, in 
case text runs across a DPS, text must be at 
least 10mm away from the gutter on both 
sides. The text area also needs to be at least 
5mm away from the outer trim area. Do not 
place essential information in this critical 
gutter area if possible. 

MAteriAL deAdLine

The Material deadline is 5 weeks before 
publication date. If the material is not 
received within the deadline, the publisher 
reserves the right to repeat any previous 
advertisement of the same size or to fill the 
space at its discretion. 

cAnceLLAtion

Cancellation deadline is 6 weeks before 
publication date. All specified positions 
and creative buys are non-cancellable.

Photography  Aaron Lee   Art Direction Karen Hoo   Styling  Shantila Lee

Retro makeup and hair with a mod, 
60s edge that hit with a bang at Fall/
Winter 2014: make like Brigitte 
Bardot, steal the looks and rock it with 
an ultra-femme, come-hither cool

And God Created
WOMAN

VIVA MARIA
Evoke the bordeaux red shade 
Bardot flashed on the Please, 
Not Now movie poster, paired 
with lashings of mascara and 
a smack of gold eyeshadow on 
the upper lids, spotted at 
Matthew Williamson. To get 
the Bardot’s full, bombshell-
luscious pout, highlight the 
cupid’s bow and line the 
outside of the lips with a nude 
lip pencil.  

Photography Gerald Goh /Image ROM  Art Direction Karen Hoo Styling Azza Arif

on the
ROCKS
Simplicity at its finest, these delicately 
structured jewels captivate the eyes — 
dazzling stunners entwined in exquisite 
curves and folds of luxurious gold

(Top from left to right) Aria cuff, 
ring and necklace in polished 
white gold and three graduated 
lines of diamond, all from 
De Beers Aria Collection

*Specified positions will be charged 20% loading. All advertisement rates are quoted in Malaysian Ringgit. Rates are subject to prevailing Government Tax.  

marie claire (rM) 36x 24x 18x 12x 6x 3x casual

Outside Back Cover

Inside Front Cover

Inside Back Cover

9,933

8,613

6,248

Full Page Full Colour (ROP)

2/3 Page Colour (Vertical)

1/2 Page Colour

1/3 Page Colour (Vertical)

4,125

3,399

3,094

2,780

4,400

3,626

3,300

2,966

4,532

3,734

3,399

3,055

4,675

3,852

3,506

3,151

4,950

4,079

3,713

3,336

5,225

4,305

3,919

3,522

5,500

4,532

4,125

3,707

ADVERTISING RATE (pRINT)

FOGRA39L

MALAYSIA



ADVERTISING RATE (pRINT)

Advertising rAtes (WeBsite)

*Specified positions will be charged 20% loading. All advertisement rates are quoted in Malaysian Ringgit. Rates are subject to prevailing Government Tax.  

FOGRA39L

TYPE

AD TYPE Media Cost

AS UNIT SIZE (PIXELS) (W X H) PHYSICAL FILE SIZE (KB) PRODUCTION COST RATE PER MONTH

Leasderboard A 728 x 90

300 x 250

1580 X 700

40kb (MAX)

40kb (MAX)

100kb

rM3,500

rM3,000

rM7,000rM2,000

Medium rectangle

technicAL sPeciFicAtions Booking & cAnceLLAtion deAdLines

notes:
1. Microsite Development includes  design and hosting. Content and images used to be provided by client

2. Ad Units placements will be rotated with up to four different ads/advertisers

3. Flash Games will be on an ad hoc basic depending on complexity. Minimum cost starts from RM10k

• Graphics must be in JPEG (.jpeg/jpg). GIF or PNG format.

• Animations must be in Flash (.swf) or GIF format

• Please provide Campaign Name and Destination URL for each ad unit

• For more information, please contact us for full techincal specification

• Booking deadline: 1 month before launch date

• Material deadline: 14 working days before launch date

• No. of days required for cancellation: 7 working days

• For cancellation less than 7 working days, 50% of unused inventory will be billed

• Rates are subject to prevailing Government Tax

skinning

Advertising rAtes (e-MAg)

MAteriAL requireMents (WeB)

ADVERTISING RATE (WEBSITE)

1. A1 Advertising Insert  

 

2. Enhancement 

- Embedding of TVC 

- Instructional videos

- Scrollable product pictures

- Hot spot function

- Location maps

2. Advertorials & Booklet

RM3,000 

RM2,000 

 (each enchancement)

RM4,000

MALAYSIA



dimension

click tag

Animation

other requirements

sound (optional)

File size 

Link allowed only one urL

Flash version 

728 pixels (width) by 90 pixels (height)

image (JPeg/giF)

Flash (sWF)

Position: All visible area of the Ad

Max. 15 sec per loop

Flash 10, Action script 2.0 onLy

Flash file must be accompanied with a Backup image (giF/JPeg) of not more than 30kb.

All Flash files must use a seperate layer as the background instead of the stage.

- "Audio on/oFF" Button to be clearly labelled with sound oFF by default

- Buttons to be places on ALL frames of the ad

40kb

40kb

Max. 18 fps

on (release)  {
getURL (_level10.clickTag,
"_blank") ;
}

728 X 90
Leaderboard A

LEADERBOARD AMALAYSIA



SkINNING

1580 X 700
Skinning

dimension

other requirements

File size

1580 pixels (width) by 700 pixels (height)

100kb

(JPeg or giF)

skin sides will be blocked in 100% mode

- rich Format elements are not accepted (e.g Flash, quicktime, Javascript, form & data capturing scripts

- submitted artwork has to be 300 pixels on both the left and right sides of skin. do keep all important 
messages within 150(w) 500(h) pixels to ensure maximum visibility.

- side skins will be fixed at its position and will not move along when page is scrolled

File Format

MALAYSIA



DIGITAL TABLET ADVERTISING

ENCHANCEMENTS
• Embedding of TVC
• Instructional Video

Your video commercial/instructional 
video embedded here

YOUR LOCATION  
MAp EMBEDDED HERE

Location Maps
ENCHANCEMENTS

YOUR LOCATION  
MAp EMBEDDED HERE

MALAYSIA



A1 ADVERTISEMENT INSERTIONS

A1 pages are advertisements or 
advertorials that are placed in 
between the editorial or special focus 
sections of a digital magazine.

MEDIA COST: 
RM3,000 FOR EACH A1 InsertIon.
SpECIAL INTRODUCTORY pACkAGE:

RM2,000 FOR EACH
A1 INSERTION NOW!

Add enhAnceMents
Within your eXisting Print
AdvertoriALcontent.

Buy An AdditionAL A1 insertion 
to enhAnce A suPPorting Ad. 

Bring it to LiFe With Any
coMBinAtion oF interActive 
ForMAts, e.g. videos, Links, 

Pictures And MAPs.

note: MATERIALs To BE PRoVIDED By ThE 
ADVERTIsER. CoNCEPTs AND LAyoUTs CAN 
BE CREATED AT AN ADDITIoNAL CosT.

MALAYSIA



ADVERTORIALS & BOOkLETS

Horizontal view

Advertorials and booklets can be 
conceptualised, executed and produced 
especially for you by our talented creative 
team. Advertorial pages and booklets 
can be produced in print as well as 
interactive digital formats.

Cost: rM4,000

Potrait view DIGITAL ADVERTISEMENT
sPeCIfICAtIons /
MATERIAL REqUIREMENTS

Video:
• Must be submitted in MPEG-4 video,
up to 2.5 Mbps, 640 by 480 pixels, 30
frames per second

• Videos 5MB in size and below will be
embedded within the advertisement

• Those greater than 5MB in size will
be streamed live from an external
source, e.g. a website

Gallery & Hot SpotS (embed)
• Format: JPEG, 1280 by 720 pixels
• File size: 5MB per spot

incremental ad paGe (a1)
• No size limit as this will be a live pull
• However, link sites must not be 
Flashbased as the iPad does not display
Flash pages

audio
• Format: MP3
• File size: 5MB if embedded; no size
limit if it’s a live pull

TERMS & CONDITIONS:
• Product images, information and the usage 
guide are to be provided by the advertiser.
• The quotation does not include third 
party costs, e.g. photography, photo library 
pictures, videos, etc…)
• Advertisers must ensure rights of usage 
are obtained from the relevant parties for all 
materials (photography, videos, copywriting, 
photo library pictures, etc) provided to Blu 
Inc for commercial use.

Cost of advertorial layout + 2 interactive
digital creatives. (Advertorial price not inclusive 
of media cost. Cost of booklet will depend on 
the number of pages and work involved.)

MALAYSIA



BluInc Media Sdn Bhd
LOT 7, JALAN BERSATU 13/4

SECTION 13
46200 PETALING JAYA

SELANGOR MALAYSIA
TEL: 03-7952 7000
FAX: 03-7960 0148

www.bluinc.com.my

Editorial Enquiries:
Mindy Teh, Editor-in-Chief,

mindyteh@bluinc.com.my

Sales Enquiries:
Chee Eng Saan, Sales Director,

chee@bluinc.com.my

Phoon Qian Yu, Sales Manager,
qianyu@bluinc.com.my

Adeline Chin, Account Manager,
adelinechin@bluinc.com.my


