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Fashion, cosmetics, education...

STORY readers are willing to pay for quality.

We compared MAGASCENE (produced by Video Research Ltd.) data on STORY readers with those of our three competitors:KATEIGAHO,
FUJINGAHO, and MAPLE. What is the "lifestyle awareness" category in which STORY readers were way out in front?
See the results of the survey and related articles.

STORY:: & & BEREHEIRICHED BREHREFHELHNDIENTED BRBKR-BOEbEZELL
= o Product names leave an impression Can gain a detailed understanding | requested materials or made an
%E%\,K =1 &£D7T. of the product information inquiry
EmIBEH S REER REER REEER
H%““ - L\i,g_ STORY KATEIGAHO STORY KATEIGAHO STORY KATEIGAHO
BICDRIFT 12.8% 5.7% 38.5% 20.9% 34.7% 18.0%
STORY readers use magazine
ads to help them make
discerning purchases.
AALTI 5 NEHR AT b NEFR ATV 5 NIEER
MAPLE FUJINGAHO MAPLE FUJINGAHO MAPLE FUJINGAHO
8.3% 9.4% 32.1% 23.1% 17.5% 13.4%
ERICBREE D WBWBEAENOCBmEERRTED BESNIZEICToR
Actually purchased a product Can gain an understanding of the Went to a listed store
product from various aspects
FEBER KEBER REBFR
STORY KATEIGAHO STORY KATEIGAHO STORY KATEIGAHO
39.3% 13.9% 41.9% 26.1% 36.8% 18.6%
AT JEUNEES AT i NEER AT i NEIHR
MAPLE FUJINGAHO MAPLE FUJINGAHO MAPLE FUJINGAHO
23.3% 9.8% 29.7% 27.6% 28.1% 20.0%
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EHFER Age Grouping

fEERIA Residence Grouping

i BIRERK Regional Grouping

32~35m P 7.4%

BR(FR) P57.7%

bBE P 4.5%

%921 % 5tH3STORYEEM 32-35 years old Own home (house) Hoﬁ(aido
L FEEIA0RRFTY 36~39% P 16.2% BR3P 18.1% =P 5.1%
36-39 years old Own home (condo) Tohoku

Basic data on STORY readers
Accounting for about 90% of our
readership, the core of STORY

40~43% P 32.0%

EE(F@)»2.8%

B> 36.9%

. i 40-43 years old Rental (house) Kanto
readers in Metropolitan Tokyo, D D ——
K . N . . »
ansai, and Nagoya regions are in 44~4TEP 22.2% EE (Y2 32) b 14.2% RSP 5.5%
their early 40s. 44-47 years old Rental (condo) Koshinetsu

_J
48~51m P 10.7%

LRHEEP 14.3%

HE-BEEP42%

i EIRBIBA, Household Income Grouping
~500M»22.7%

(] ]
P 1.3% 1,000 ~»25.5%
No occupation Over 10 million yen
p _J
KT —HITINT Z0fth21.2%
MAGASCENE (2005~2006) &4 Others
All data is from MAGASCENE(2005-2006). ®

FEE» 10.9%

48-51 years old Company or public lodging Chubu
] ]
ZDft»2.9% JekEP 2.2%
Others Hokuriku
BERIMA Occupational Grouping D)
=1tEP 18.4% P 17.8%
Employees Kinki

_J
FEPS5.1%

Civil servants 5 million yen Chugoku
_J _J ®
BEXEPB.7% ~700HM»22.4% FaE P 3.4%
Self-employed 7 million yen Shikoku
_J . .
FEIHEPA6.2% ~1,0005M»29.4% JUN»8.5%
Housewives 10 million yen Kyushu
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to accessories
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Own brand name suit
REEE R KATEIGAHOP 13.1%
BABER FUIINGAHOP» 17.0%
A4 7))V MAPLED 13.7%

TEZMA

Own brand name underwear
FEBER KATEIGAHOP 11.0%
I AEZR FUINGAHOP» 10.2%
A4 T MAPLED 8.3%

Luxury brand fashion items
Have an interest in luxury brands, from suits

BRI VRDI7vavFAT LA
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Own brand name shoes
FREEIR KATEIGAHO D 20.0%
1@ AEER FUINGAHO D 19.4%
A4 T7)LU MAPLED 12.8%

SRRl

Own brand name watch
FEBR KATEIGAHOD 15.6%
1B AEER FUINGAHOD 14.1%
A1) MAPLED 13.8%

SEEHEEITIIFRER!

Better and better ad planning! Our high response rate is given high marks.

Book in Book
STORYFZRED A TR YA IVZED-BRK
VIFIAT VT T ETIHAYNEZHEN FFTY,
A multi-tie-up that naturally suits the lifestyles of STORY

EF-JAX
FUELL T
BEEBLAZT A

Beauty and Cosmetics
"Can't skimp on money if
you want to be beautiful"

ERRICBEBLAHD

Interested in beauty lotions
FEBEIR KATEIGAHOP 47.0%
4% AEFR FUJIINGAHOD 43.5%
A4 7)L MAPLED 43.3%

OALICRL A H D

Interested in lipstick

FEBEIR KATEIGAHOP 48.7%
1B AE#R FUJIINGAHO D 46.8%
A4 TV MAPLED 53.4%

FELE
FUFVEDUDA DT
REVET HEH

BLER BRI SHSM.

House Planning

Lots of products for kitchens,
interiors, and house building
that readers will be
interested in.
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Digital and Cars
"Characteristically spend money
on your belongings"

HHEE (BB —IHE) %
FoTL\D

Use a mobile phone
(photo e-mail enabled)

FEBR KATEIGAHOP 10.3%
1BABEHR FUIINGAHOP 11.8%
AA )L MAPLED 9.0%

BARBEICEONHD

Interested in imported cars
REETR KATEIGAHO P 8.5%
48 AE#R FUJINGAHOD 6.7%
AA )V MAPLED 10.6%

SO ZRYZHFFTY

2006%F585
May 2006 issue
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readers. The many snapshots of professional models are
also very popular.

R fiit
STORYDE. BEMAT Sh%
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Special Issue

featuring Chieko Kuroda

The face of STORY, a tie-up issue

2006F5H5
May 2006 issue
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Beverages and Health Foods
Interested in being
beautiful from the inside

REFEES T TIAVNE
EOTI\D

Use nutritional and vitamin
supplements

STORYP 51.0%

FEEEIR KATEIGAHOP 29.1%
i@ NE#R FUJIINGAHO D 24.8%
AA T MAPLED 18.0%
FATYNE- ATV NBRE

EOTI\D
Use diet drugs or diet foods

STORY P 32.2%

FEEIR KATEIGAHOP 10.1%

1@ NE#R FUJIINGAHO P 5.8%
AA TV MAPLED 9.3%

2005%7B5
July 2006 issue

20064382
Ll March 2006 issue

BARIZA
F2[E]
1BFIDBIRAZRA ZA T T,
BE10HEEZDSNE
WelehWTh&ED,

Direct Mail Cosmetics

Biannual, well-established direct
mail cosmetics tie-up, each issue

features more than 10 companies.
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Fashion, cosmetics...look for our routine tie-ups!
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20065585
May 2006 issue
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The suaveness of fashion tie-ups using STORY !
models is something we are proud of. f

2006F585
May 2006 issue

AR S ETIVERAYIET,
STORYMD IR AL,
ERREEPHSAEHCTI .

From product appeal to the use of photos of professional models,
STORY's cosmetics articles are known for their practicality and glitter.

STORYfm&ER |UAHHE

[40mICBE2TEN D! SOIBNBIFAFLA] ZHLWFryFIL—XIC, BIFISBEZDX DA
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CSEBLZENTED, TARMEREZFEE —RICHABLTNWERITDEENTY, IRILERELD
STORYTY, SHRELEFTHT MG, THBVVERITETIOBMNRLETET,

' STORY Chief Editor Yuki Yamamoto
In November of last year we celebrated the third anniversary of our first issue using the new catchphrase of
"I'm glad to be 40, I'm more beautiful than ever." Thanks to everyone's help, our circulation is growing
extremely well with the support of our "new 40s" readers. In many ways, our 40s is a time when it becomes clear who are the "go-getters" and
who are not. STORY definitely is here to support the "go-getters," not only in fashion but also in cosmetics, jewelry, interiors, sports, and all

aspects of their lifestyles, including their way of life. Being mature doesn't mean you should be idle and complacent with your life. We believe
that those who like to face the challenge of change can be vibrant and enjoy life. | am happy to share that sense of values with our readers.
STORY is still in its development stage—we hope you will expect great things of us and support us in the years to come.
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Editorial tie-ups must be 2 pages or more, and production costs are ¥300,000 per page.
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