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She’s had extensive appearances at events and on TV shows. Has many followers on SNS.
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Our concept is “Girls” becoming “Ladies.”

Audrey Ayaka

Born September 25, 1989. Height:168cm (5'6").
With a sense of beauty that comes from her
elegance and freshness, she’s a model with the
perfect embodiment of our “grown-up look”
theme. She has the most appearances on our
front cover and her popularity continues to climb
as one of JJ's top models.
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We are a fashion and lifestyle magazine that shows women around 25 years old
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“the shortcuts to becoming a beautiful and sophisticated woman”

clearly and kindly. We don't just report on today’s trends; every month we have fashion,
beauty, and lifestyle advice that leads from now into the future!
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Monthly, 23rd of every month

JJ Editor In Chief, Sayaka Hara
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“Girls” becoming “Ladies.” JJ is the beginner’ s manual for “being a lady in today’ s world.” We work together with our readers to think of real and useful shortcuts to becoming a beautiful, sophisticated adult. Our
main target is working women around 25 years old. Rounding up to 30 years old. Most women start being conscious of age at 25 years old. It would be too bad if they still aimed for the same “cuteness” as they did
when they were students. They are still very young, but their generation is feeling impatience for the first time. There are more and more twentysomethings who want to find age-appropriate charm rather than
staying a “girl” forever. JJ is now a magazine with pages full of information about “the future of fashion, cosmetics, and lifestyle” for readers who just have started thinking about their own future. In this era, you “"/"'iﬂm
can get as much information as you want. But in the midst of all the trite, recycled content out there, we place more value on quality than speed, taking special care when creating the pages of our magazine. We b #.1"
don’ t simply show a bunch of trend reports. Instead. from the multitude of information out there, we carefully select only the things and ideas that are needed to become a “sophisticated adult” and convey them to
our readers with care. Even among other magazines for twentysomethings, we have gotten a good response from our readers about their preference for our decisively grownup content, and immediately being
able to find things they want to buy. Also, we’ ve celebrated our 41st anniversary and now our unique hallmark is the existence of many “JJ Families” in which two generations--mother and daughter--are readers
of the magazine. Because of the influence from the mothers in these families, there are many readers who know the importance of investing in themselves and are willing to spend money on good products, no
matter the price. Although we’ ve often heard that the young people of today don’ t spend money, we think that they are just getting smarter about investing in themselves. At JJ, we will continue to cheer on the
twentysomethings who are brimming with energy to keep trying different fashion and lifestyle choices while they are still young and have free time and money to spend on themselves.
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Editorial tie-ups must be 2 pages or more, and production costs are ¥400,000 per page.
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“Girls” becoming “Ladies”. JJ, now all grown up, will make even more progress in 2016.
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Reader Data : Our main target is women around 25 years old
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From surveys in 2013 October~December issues
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SNS : JJ readers are also active on SNS.

Especially on Instagram, our number of followers
ranks at the top among magazine accounts.
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Followers: approx. 26,600 Friends: approx. 30.500
*as of April 12, 2016 *as of April 12, 2016
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Followers: approx. 61,600
*as of April 12, 2016
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JJnet : Fully redesigned site launched on April 23, 2016
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Smartphone-compatible site design

We've fully redesigned our website. 80% of viewers access our
website from mobile phones so we've given it a new, noticeably
different, smartphone-compatible design that's easier to navigate.
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New content posted every day

With fashion, beauty, lifestyle, and weddings as our four
main contents, JJnet isn't tied to the magazine’s publishing
date, so new articles are available daily.
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Web-original tie-ups

We are proactively implementing web-original tie-ups,

participatory campaigns using SNS, of course coupled
closely with the print magazine.
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ADVERTISING :“JJ magazine +a” Advertising Development and Expansion
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Our collaboration products always have a huge impact. It doesn't just stop at the pages of the magazine--collaboration products are thoroughly promoted on sites
such as JJnet, the e-commerce sites of our clients’ brands, the SNS accounts of JJ's editorial department and JJ models, and in cooperation with media curation sites.
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Magazine Spreading information via JJ models and
JJ editorial department SNS accounts
From Miwako Kakei's instagram @miwakokakei
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Directing JJnet visitors to the brand’s own site
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On the day of a photo shoot of a tie-up for the magazine, we also shoot video footage to go along with the printed content. This is not just a simple behind
the scenes shoot--instead. it's recorded and edited to be “the video version of JJ.” The video will of course be posted on JJ's SNS accounts,

and it's also possible to post in various other places such as our client’s site, OOH ads, and others.
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The display of
advertisements is customizable,
using OOH ads, etc.
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Video Production

Magazine
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Since adult women have become our target audience, our readers’ interest in the topics “weddings” and “jewelry” has gone up. JJ's first special wedding supplement,

was named by readers in a survey as their #2 favorite special issue. In autumn 2016, in connection with JJnet, we are planning our new and improved “special wedding supplement and jewelry magazine feature.”
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Special Wedding Supplement
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We have been doing participatory projects with our readers using Instagram. We set a theme that goes along with our client’s needs,
with the aim of gaining more shares and appeal for their brand and products. In our March 2016 issue, the “My Denim Contest” got 270 photos uploaded with the contest hashtag.

s JEFILNEEE
= JJnet JJ Models as the judges
JJnet User submissions

= 1-H-0I55



