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Since its launch in 
1897, Country 
Life has been 

the world’s most 
celebrated magazine 
of the British way of 
life, its countryside, 
properties and gardens.       
Its matchless authority,  
exquisite photography    
and world-class writing 
have ensured its position   

as one of the nation’s truly great magazines. 
  Country Life’s readers have always sought 
the best things in life from food and antiques to 
the finest properties and estates to buy. Our 
readers love to travel, have exquisite taste and 
a large disposable income which allows them to 
live in the manner to which they are accustomed. 
I am immensely proud that we have increased our 
ABC for five consecutive years.

MARK HEDGES
EDITOR, COUNTRY LIFE

READER PROFILE
Circulation: 40,047
Source: ABC Jan - Dec 2016 (Combined print and digital circulation)

Readership: 216,000 (+27% yoy)
Solus readership: 88%
Male profile: 44%
Female profile: 56%
Average age: 55
AB: 46%
ABC1: 70%
Age 35-64: 50%
Source: NRS Jan - June 2016

Countrylife.co.uk
806,864 monthly page impressions
213,862 unique users
Mobile: 72,882
Tablet: 94,775
Source: Google Analytics Jul 2015

Male profile: 49% Female profile: 51%
Age 35+: 54%
Source: Comscore Jul 2015

Total monthly reach: 442,804 (across all platforms)

 

HOUSEHOLD INFORMATION 

l  Average household income: £126,624

l  Country Life readers have been buying
   Country Life for 10 years

l  73% own a second property

Source: Country Life Reader Survey 2013
 



2014 speCiAL issUes

January 
8Th

15Th Winter gardens
22nD

29Th

feBruary
5Th property focus – London 
12Th Country Life’s guide To a perfect Wedding
19Th property focus – Chilterns
26Th fine arts

marCh
5Th

12Th smaller Country houses 
& school Life

19Th spring gardens & international*
26Th georgian

apriL
2nD interior Design
9Th property focus - hampshire
16Th easter
23Th property focus - kent
30Th east anglia

may
7Th Cotswolds 
14Th summer gardens
21sT surrey
28Th West Country

June
4Th Collectors’
11Th Best of Britain & Luxury issue
18Th masterpiece
25Th france & international property

JuLy 
2nD Waterside & islands special
9Th

16Th game fair
23rD

30Th

augusT
6Th scotland
13Th

20Th Weekend homes
27Th

sepTemBer
3rD equestrian & school Life
10Th autumn gardens
17Th Cotswolds/Decorex preview
24Th  property focus – yorkshire & the north

oCToBer
1sT property focus - Commuter havens
8Th London & international*
15Th interior Design
22nD sporting & Country
29Th

novemBer
5Th property focus – ski
12Th

19Th restoration
26Th Xmas gifts 

DeCemBer
3rD property focus - Caribbean
10Th

17Th-24Th Christmas Double issue & Travel supplement
31sT

nB: properTy foCus WiLL inCLuDe properTy eDiToriaL BuT may noT inCLuDe   
a fronT Cover Line. suBJeCT To Change. *inTernaTionaL eDiTions

2014 SPECIAL ISSUES

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

*INTERNATIONAL EDITIONS
COPY DEADLINE 15 DAYS PRIOR TO ON SALE DATE

2017 SPECIAL ISSUES

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

DECEMBER

 4th              

11th                     

 18th                 

  25th                 

 1st                 

8th                 

 15th           

  22nd       

        

      

  Fine Arts

 1st                 

 8th                 

  15th          

 Country House
 Specialists        

        

  Small Country Houses   

22nd           International Supplement*

    6th          

 12th          

19th         

 26th           East Anglia

  3rd          

10th           Surrey

 Cotswolds

  17th          Summer Gardens

24th          West Country

   7th           Summer Issue

 14th       Masterpiece

  21st          France

  5th                  Best of Britain 

  12th                Coastal 

 19th                       

 26th                 

  9th                 

 16th                 

 23rd                 

  30th            

  6th             New Build & Development /School

13th             Cotswolds

20th           Autumn gardens

 27th              Yorkshire

 30TH             New Build & Developments

 11th              London

 18th              

 25th              Country Sports

 28TH              Sporting & Country

   8th              Prince Charles

 15th              Gentleman’s Life
 22nd           Restoration

 29th       Xmas Gifts

 6th            

 13th - 20th          

      27th

  30TH            

 

29th           Spring Gardens

 Interiors & Ireland

 New build & developments

 28th          

AUGUST
  2nd          

Equestrian

OCTOBER

NOVEMBER

   4th             

   1st           

Christmas Double Issue & Travel Supplement

*INTERNATIONAL EDITIONS
COPY DEADLINE 15 DAYS PRIOR TO ON SALE DATE

 Winter Gardens         

 Future Heirlooms     

 The English Village

   31st            120th Anniversary / Collectors’ & Jersey

 

Architecture

Scotland 

 Interiors



CREATIVE MEDIA
Our dedicated Creative Media team can build bespoke    
packages, that capitalise on the authority and credibility    
of our title. 
   A closer association between your products and our market 
leading multi-platform brand offers a wide range of benefi ts. 
These include:
 
l  Engaging and building trust with our readers
l  Enhancing stand out and impact
l  Increasing brand awareness

WHAT WE OFFER:
We offer a full advertorial design and production service. 
Advertorials work extremely well in promoting your brand. 
They can be used as a call to action or to capture data, to 
convey detailed technical information or to introduce a 
new product to the market. There are many sponsorship 
opportunities including, 

l  Bespoke supplements  l  Feature sponsorship l  Events      
l  Campaigns l  Pull out guides and posters l  Brochure 
printing l  Photoshoots l  Point of sale design and reprints    
l  Paper creative such as tip-ons and gatefolds.

You know that sinking feeling—the 
horses need hay and feed and you have 
to go to pick it up. The dogs have run 

out of kibble and the children are going through 
the contents of the fridge like a plague of par-
ticularly voracious locusts.
   You’re destined to spend the day endlessly 
ferrying animal feed back and forth. It’s a 
chore, lugging a month’s worth of hay and bags 
of hard feed into the boot—and out again—and 
bales are hardly the most space-efficient food 
ever invented. It’s a massive, three-dimensional 
jigsaw puzzle, with added mess.

     Luckily, the Subaru Forester—named Mid-
Range SuV of the Year by 4x4 Magazine—can 
at least help to make the job a little less oner-
ous, because even the dietary requirements of 
the hungriest horse or eight-year-old boy can 

be catered for in its large, easy-to-access boot.
    Because Subaru thinks about the needs of 
its cars’ owners, rather than what it might look 
like in a showroom, the boot of the Forester 
has been designed to be simple to clean, with 
a flat-load floor and lots of space. 
   With the XT model, you can open the boot 
remotely if your hands are full, store the cargo 
cover under the floor, tip down the rear seats 
in one quick motion, and then just slide the 
feed in. It may sound obvious that life should 
be this simple, but often it’s the simple things 
that are overlooked.
   Even though it’s winter and the horses are 
eating more, you should still be able to get all 
their feed into the boot, because, compared to 
the previous Forester, boot space in the new 
model has been enlarged by 12%, from 450 to 
505 litres. When the rear seats are folded 
down, that space increases to a massive 1,592 
litres, giving an immensely useable area. The 
larger load bay is now 884mm high, 940mm 
long and up to 1,166mm wide. And you’ll be 
able to deliver right to your horses’ stable 
doors, wherever they are situated, thanks to 
the clever X-Mode technology which improves 

the vehicle’s all-wheel drive capabilities.
  Thanks to the option of a hard-wearing 
plastic lining in the Forester’s boot, all it 
takes is a quick wash out and the car will be 
returned to pristine condition.
   All this, and the XT version also comes with 
luxurious features such as heated leather 
seats, sunroof, rear-parking cameras, 
Bluetooth and iPod connectivity. In fact, the 
Forester turns today’s chores into tomorrow’s 
little pleasures—even stocking up for the    
hungry hordes in your life.

Advertising promotion 

 

It’s all the little things

The stylish and family-friendly new Subaru Forester makes running errands a pleasure

Details can often be overlooked, but with the new Subaru Forester,                                     
it’s the little touches that make it a winner

‘Subaru thinks about 
your needs, not just    

what the car looks like   
in a showroom’

Official fuel consumption figures for the new Subaru Forester range in mpg (l/100km):
Urban from 25.2 (11.2) to 40.4 (7.0). Extra Urban from 40.4 (7.0) to 57.6 (4.9). Combined 
from 33.2 (8.5) to 49.6 (5.7). Official CO2 emissions from 197 to 150 (g/km). MPG figures 
are official EU test figures for comparative purposes and may not reflect real driving 
results. For built-in peace of mind, all vehicles marketed by Subaru (UK) Ltd are covered 
by a 5-year/100,000-mile (whichever is sooner) limited warranty. www.subaru.co.uk

The Forester’s boot is spacious, easy  
to clean and has a flat-load floor

Visit www.subaru.co.uk 

F or a number of years, 
our perspective on  
the prime country-house 

market has been necessarily 
cautious as it was constrained by 
economic uncertainty and political 
manoeuvring. Now, buyers can 
approach a move with far greater 
certainty and, in particular, with- 
out the worry of a Mansion Tax.

Unlike other prime markets—
particularly in London, where 
there’s a significant supply  
of property—the prime            
country-house market was   

characterised pre-election by 
potential sellers adopting a ‘wait-
and-see’ approach. Now, it’s 
expected that more stock will 
come to the market.

In terms of potential price 
growth, restored market confi-
dence needs to be considered  
in light of where we were in the 
cycle prior to the period of pre-
election uncertainty. 

The markets of the commuter 
zone and beyond appear to have  
greater scope for price growth 
than prime London markets, 
which will have to operate in  
a relatively high-tax environment, 
given Stamp Duty increases 
imposed in December 2014. It’s 
therefore in prime markets out-
side London that we expect to 
see the greatest value increase.

However, improvements in 
the London market are likely to 
be sufficient to trigger a renewed 
ripple effect into the markets 

Frome House in Frome St Quintin, Dorset, comes with about four acres. £2.5 million. Two cottages and further land are available by separate negotiation

As the dust settles after the General Election, 
Savills predicts the strongest UK property market for some time

Time to buy—and sell

in prime London and an              
average of 23.9% across the 
prime regions. We have                       
a wonderful selection of proper-
ties to sell, some of which are 
already available privately       
and we are looking to launch 
others soon. 

After so many false starts and 
a few disappointments along  
the way, we really do believe 
that this could be the best  
market in the UK in years.  
To see how Savills Country 
Department can help you, 
please get in touch today.

Advertising promotion

beyond the capital, as those 
relocating from London find        
it easier to sell their existing   
home and take advantage of the 
price differentials with the rest 
of the country.

This is important because,  
as more new buyers enter the 
market, they will be looking for 
choice—this will, we believe,  
stimulate activity and prove to be 
the catalyst for a fully function-
ing market.

The five-year prime-market 
forecasts from Savills are for steady 
growth, totalling 22.7%-plus  

If you would like to find out 
more about how the Savills 
Country Department can 
help you, please telephone 
Lindsay Cuthill, Head of 
Department, on 020–
7016 3820 or email 
lcuthill@savills.com

‘Now, buyers can 
approach a move 
with far greater 

certainty’
Lindsay Cuthill, Head  

of Country Department

Optimistic: Lindsay Cuthill

FOR FURTHER INFORMATION 
ON CREATIVE SOLUTIONS 
PLEASE CONTACT

Kate Barnfi eld 07817 629935
kate.barnfi eld@timeinc.com



ADVERTISING RATES

DISPLAY
Inside Front Cover	                         £6,282
Inside Back Cover	                          £5,981
Outside Back Cover	             £6,375
Double Page Spread	             £9,820
Full Page 
Facing Matter		              £5,445
Half Page		                          £3,082
Quarter Page		              £1,641

CLASSIFIED RATES
SET SIZES
Quarter page Colour £805
Eighth page Colour £621
Sixteenth page Colour £407

DIGITAL RATES
MPU - £15cpm
Leaderboard - £13cpm
E-newsletters  - £12cpm for any of the formats
Solus - £120cpm
Advertorial  - £500 for 7 days on home page
Competitions prices available on request
Creative Solutions prices available on request

INSERTS 
Inserts are a way of reaching the audience by 
way of loose or bound in cards or leaflets. 
Their success can be measured in the following ways:

l Retainable - reference point, interactive, consumer          

   handles them  
l Responsive
l Creative Flexibility - copy testing, response mechanisms
l Volume flexibility - minimum volume low capital cost, 

    large volumes wide coverage, tests viability of medium 
l Connectivity - inserts drive on-line and are                
    complimentary to on-line

COUNTRY PURSUITS RATES

Newsstand Rates     Loose (£/000)

Single Sheet            38

4-8 Pages               42

10-16 Pages            47

18-24 Pages            52

26-32 Pages            56



ONLINE
Advertisers can now target digital brands                
through data segmentation. 
Globally Time Inc. have:

14.6 
MILLION 
monthly monthly 
unique users

137 
MILLION 
monthly 
page impressions
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EXAMPLES OF DATA SEGMENTATION 

l COUNTRY LIFE

l  HIGH NET WORTH

l  GARDEN LOVERS

l  FARMERS

l  INTERIORS

l  FINANCE

l  PROPERTY

l  LUXURY

l  PICTURE



DIGITAL ADVERTISING
Our digital advertising team can help you connect with your audience in a number of reliable and exciting 
ways. We offer over 40 digital solutions, ensuring you are engaging with your customers in the most relevant 
and cost-effective ways possible.

Every business has different needs so we now offer a number of different services to match that. Display 
advertising works well at creating awareness for your brand; this can be standard formats like leaders or 
MPU’s, or something more sophisticated that utilises video and animation in the form of rich media. These 
options can be great at driving traffi c, creating awareness or reaffi rming your brand message to our audience.

VIDEO
We also offer a number of solutions for video including creation, pre-roll and sponsorship opportunities.   
We have a three videographers at Time Inc. that can help you develop your video strategy and help 
maximise new or existing video content. As part of our video offering we also distribute to huge audience 
on our sites also through social media, giving you the overall package from creation to distribution to sales.

SOCIAL MEDIA
Every company, big or small, needs to harness the power of social media to interact with customers. We 
now have an established client services team that can help you start or grow your social media adventure 
or simply enhance it, anything from helping increase engagement to creating brand new informative and 
exciting content. We already work with a number of high-profi le companies across the UK and can help 
apply our skills to your business.

WE HAVE A  

DIGITAL SOLUTION

FOR YOUR EVERY 

BUSINESS NEED
 



ADVERTISING CONTACTS

FINE ARTS ADVERTISEMENT MANAGER  
JONATHAN HEARN  
jonathan.hearn@timeinc.com  Tel: 01252 555318

HEAD OF MARKET: COUNTRY, INTERIORS AND GARDENING 
KATE BARNFIELD
kate.barnfield@timeinc.com  Tel: 07817 629935

LUXURY ADVERTISING
JADE BOUSFIELD
jade.bousefield@timeinc.com  Tel: 07583 672665
JAMIE COLES
jamie.coles@timeinc.com  Tel: 07773 801703

GARDEN ADVERTISING
DANIEL SINCLAIR
daniel.sinclair@timeinc.com  Tel: 07971 605494

CLASSIFIED ADVERTISING
CHLOE LUMMIS
chloe.lummis@timeinc.com  Tel: 01252 555345

SENIOR SALES EXECUTIVE
ROBERT SPENCER
robert.spencer@timeinc.com  Tel: 01252 555308

CHARLOTTE TURNER - INSERTS
charlotte@canopymedia.co.uk  Tel: 020 7611 8175


