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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.

MARK HEDGES
EDITOR, COUNTRY LIFE

READER PROFILE
Circulation: 39,132
Source: ABC Jan-Dec 14 (Combined print and digital circulation)

Readership: 222,000
Solus readership: 88%
Male profile: 55%
Female profile: 45%
Average age: 52
AB: 39%
ABC1: 69%
Age 35-64: 48%
Source: NRS Jul 13 - Jun14
 

Countrylife.co.uk
2,303,052 monthly page impressions
336,675 unique users
Mobile: 66,000
Tablet: 98,064
Source: Google Analytics Aug 14

Male profile: 46% Female profile: 54%
Age 35+: 55%
Source: Comscore Jul 14

Total monthly reach: 564,004 (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
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7TH                 

14TH                 Winter Gardens         

 21ST                 

  28TH                 

4TH                 

11TH                 

 18TH                

  25TH          

Property Focus - London         

      

Fine Arts

4TH                 

11TH                 

  18TH          

Smaller
Country Houses        

        

Spring Gardens   

25TH          Property Focus - Chilterns + Country Life Int.*

 1ST          Easter Issue - Interiors

  8TH          

 15TH          

22ND         

 29TH          East Anglia

  6TH          

13TH          Summer Gardens

Scotland

  20TH          Surrey (Mediterranean & Monaco Issue)

27TH          West Country

 3RD           Collectors

  10TH          Cotswolds

 17TH           Masterpiece

  24TH          France

 1ST                  Best of Britain 

  8TH                 Waterside & Coastal - Jersey

 15TH                  Architecture     

 22ND                 

 29TH                 Gamefair/Yorkshire & North Property Focus    

 5TH                 

 12TH                 

 19TH                 

 26TH                 

OCTOBER

 2ND             Equestrian 

 9TH             Cotswolds

 16TH             Autumn Gardens/Decorex Preview/Country Life Fair

 23RD              Property Focus - Hampshire

 30TH             New Build & Developments

 7TH             Interior Design

 14TH             London + Country Life Int.*        

 21ST             

 28TH              Sporting & Country

 4TH              Property Focus - Ski

 11TH             

 18TH              Restoration

 25TH              Xmas Gifts

 2ND            Property Focus - Caribbean

 9TH            

 16TH - 23RD           Christmas Double Issue & Travel Supplement

 30TH            

Scotland 



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 benefits. 
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.

There are plenty of things in life that 
are better for being soft: pillows and 
landings spring to mind. But when it 

comes to cars for the countryside, soft isn’t a 
desirable quality—you need tough, hardy, 
capable cars capable of withstanding every-
thing that’s thrown at them. 
   So, with the launch of more and more ‘soft-
roaders’, which are sold on looks rather than 
practicality, it’s good to see one manufacturer 
bucking the trend. Subaru’s new Forester is 
ruggedly built, features technology to tackle 
the toughest terrain and has clever little touches 
that make country life that bit easier. 
   every Forester is equipped with two core 
Subaru technologies: Symmetrical All-Wheel 
Drive, for better stability and a quick response 
to slippery conditions, and the latest-genera-
tion Boxer engines, improving balance, road 
holding and handling.
   The new X-Mode system comes as standard 

Everyone wants a car with style, but, when driving in the country, there are often more 
important factors to consider—luckily, the new Subaru Forester has it all

So long, soft-roaders

Advertising promotion

a number of under-floor storage compartments. 
One of these has been specifically designed to 
hold the retractable cargo cover, so it doesn’t 
need to be left at home or in the garage. 
     Details like this show how Subaru understands 
what people need from their car, as does how 
superbly the Forester drives. Advanced mul-
tilink and independent suspension, combined 
with the powerful, turbocharged 240ps 2.0-litre 
petrol boxer engine—one of three options 
available—make the car feel agile and plant-
ed on the road. There’s plenty of acceleration 

available and the high driving position gives 
you a great view in town or country.
    The car has been awarded the full five-star 
euro NCAP crash safety rating, with all safety 
equipment fitted as standard to every model 
in the range, including twin front, side, cur-
tain and knee airbags.
    As the final piece of the jigsaw, the Forester 
looks great, too: the bonnet is higher than 
before and leads into a muscular shoulder line 
that runs the length of the vehicle; the lower 
halves of the door panels and the tailgate fea-
ture strong, confident lines that give a feeling 
of solidity; and the lower part of the rear 
bumper is black, rather than body-coloured, 
enhancing the SUV’s height and ruggedness. 
It has the look that customers find so appeal-
ing. Just don’t call it soft.

The interior of the Forester’s boot is 
covered in dog-friendly, hard-wearing 
plastic and a flatter floor than on previous 
models makes loading and transporting 
large items easier than ever

‘The Forester          
can tackle the 

toughest terrain and 
has touches that 
make country life   

that bit easier’on all models with a Lineartronic automatic 
gearbox and controls the engine, gearbox, All-
Wheel Drive, Vehicle Dynamics Control and 
clever differentials to ensure that maximum 
traction is always available. The new Forester’s 
off-road capabilities are further enhanced by 
a minimum ground clearance of 220mm and 
overhangs that allow for greater approach and 
departure angles. Lineartronic models also 
incorporate hill Descent Control, to ensure 
that the vehicle’s speed remains constant 
when driving down steep slopes.
   The result is that the time taken for a wheel 
to regain traction on mud- or snow-covered 
roads is reduced by more than a third com-
pared to the outgoing model.
  The electronics of the Vehicle Dynamics 
Control are particularly handy when towing—
if the trailer starts to fishtail, the Towing 
Stability System detects this and applies small 
amounts of braking to bring it back under 

control—and dogs are catered for with hard-
wearing plastic in the boot, rather than easily 
ruined carpet, and the option of a fitted cage.
   But it’s not just your animals that will be 
travelling in style. The Forester might not be 
a soft-roader, but it’s far from uncomfortable: 
the cabin is now considerably more spacious, 
with higher quality materials; it’s easier to get 
in to and out of, as the front door apertures 
have been widened and side sills lowered; and 
an anti-slip interior step has been added to the 
rear-door openings. The sills are also covered 
by the door panel, to stop dirt building up and 
getting passengers’ clothing muddy.
    This XT version comes with all the luxuries, 
such as heated leather seats, sunroof, rear-
parking cameras, Bluetooth, iPod connectivity 
and a powered tailgate.      
    The Forester now has a flatter floor to make 
loading large items even easier, features a 
hook to hang shopping on and there are  

The new Subaru Forester combines the latest technology with comfort and good looks—just the thing for life in the country

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). 
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

A wonderful selection from the famous Rhug        
Organic Farm, including award-winning Aberdeen 
angus beef, salt marsh welsh lamb and chicken, plus 
cheese, wine and champagne. Specially chosen by 
Lord Newborough from his stunning farm shop on 
the Rhug Estate in North Wales, the hamper, with 
a Rhug Organic Dee Valley Bronze Turkey, will be 
perfect for your Christmas feast.

To enter, simply visit www.subaru.co.uk/CL2013
All entries must be received by Saturday, 
30 November 2013. Promoter: Subaru (UK) Ltd, 
IM House, Coleshill, B46 1DF. Please see the     
website for full terms and conditions.

WIN a luxury festIve       
hamper Worth over £400!
Courtesy of The Rhug Estate farm shop 

Visit www.subaru.co.uk 

Norfolk Pig farmer, 
James keith, has been 
supplying pork to 

Waitrose for 24 years and pro-
ducing pork organically for the 
past 20. What began as a mar-
keting opportunity has grown 
into a way of life. Mr keith says, 
‘I would never go back to farm-
ing conventionally. I have set my 
heart on organic farming and if 
I was a pig, that is how I would 
like to live.’ 
     Mr keith describes his system 
as ‘working in sympathy with the 
pigs’ which are kept outdoors all 
year round. All stockmen are 
trained in high levels of health 
and welfare to ensure the pigs 
get the best care possible. Pigs 
sleep in huts which must be      

replenished with

fresh straw, water supplies must 
be checked and fences moved on 
a regular basis. Biosecurity is 
another concern and Mr keith 
keeps his pigs away from sources 
of contamination such as foot-
paths and ensures that there is 
minimal leakage of food - by 
using troughs and hoppers to 
feed both sows and finishing 
pigs to discourage birds.
   An organic system sets the 
standard for later weaning, so 

Mr keith’s piglets stay with 
their mothers for seven 
weeks (almost double that 

of a conventional system) 
and piglets remain with their 
siblings and neighbours, 

Organic pig farming has grown into a way of life for long-term Waitrose supplier James Keith

From pig, to farmer, to customer — everyone benefits from Waitrose’s dedication to quality

The future’s bright: the future’s organic

supply chains which are in opera-
tion across the rest of its organic 
products sold under the Duchy 
originals from Waitrose brand.
  Everyone benefits from 
strong, long-term relationships 
between Waitrose and their 
suppliers. Mr keith has the con-
fidence to invest in his business 
for the future; Waitrose can be 
confident that their organic 
pork is the best in terms of 
quality, welfare standards and 
product traceability and that 
confidence is passed on to the 
Waitrose customer.
    Mr keith sees a bright future 
for organic food, ‘it continues to 
be a very important market and 
anyone who chooses to buy 
organic will know that the ethos 
is good and the welfare is exem-
plary. I am pleased to be one of 
the people giving the consumer 
that choice.’

The pigs are kept outdoors 
all year, but sleep in huts

Advertising promotion

until they are weaned. Mr keith 
explains, ‘pigs are social ani-
mals and there is always a 
hierarchy within a group which 
we don’t disturb. After weaning, 
they are fed on pellets comprised 
of organic soya, organic beans, 
organic barley and organic 
wheat.  We have been working 
with British farmers to maxim-
ise supply of British organic raw 
materials and (from local farms)
there is an established supply 
chain starting with the cereal 
farmer growing the crop, to the 
local mill, to my pigs and then 
into Waitrose supermarkets 
nationwide.’ Waitrose prides itself 
on its robust and fully traceable 

‘Anyone who 
buys organic will 

know that the 
welfare is 

exemplary’

in store | online | mobile

Mr Keith’s piglets remain 
with their siblings until 

they are weaned

To find out more about
Waitrose Organic farming
please visit waitrose.com/organic

FOR FURTHER INFORMATION 
ON CREATIVE SOLUTIONS 
PLEASE CONTACT

Charlotte Harris 020 3148 2604
charlotte.harris@timeinc.com

Carly Wright 020 3148 2629
carly.wright@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
Lineage (min 4 lines) £9.30 per line
Lineage (property) (min 4 lines) £10.00 per line
Full Display £39.52 per single column cm mono
25% surcharge for full colour
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 - £80-£100cpm
Advertorial  - £500 for 7 days on home page
Competitions prices available on request
Creative Solutions prices available on request

SPECIFICATIONS
DPS: type area: 267 x 433mm bleed size: 306 x 466mm 
trim: 300 x 460mm *DPS should be supplied as single page elements

WHOLE PAGE: type area: 267 x 204mm                                                                          
bleed size: 306 x 236mm  trim:300 x 230mm

HALF PG HORIZONTAL: type area: 131 x 204mm 
bleed size: 153 x 236mm trim: 147 x 230mm

HALF PG VERTICAL: type area: 267 x 99mm 
bleed size: 316 x 118mm trim: 300 x 112mm

QUARTER PAGE: type area: 131 x 99mm

SPECIFICATIONS
Half Page (horizontal) 127 mm height, 204 mm width 
Quarter Page 12.7 cm x 2 columns
Eighth Page 6.3 cm x 2 columns (horizontal)
Eighth Page 12.7 cm x 1 column (vertical)
Sixteenth Page 6.3 cm x 1 column
Column Widths
1 column 48 mm, 2 columns 100 mm
3 columns 152 mm, 4 columns 204 mm

SPECIFICATIONS
MPU W 300px x H 250 px
Leaderboard W 728px x H 90px
Skycraper W120 px x H 600 px
Double MPU W 300 pxx H 600 px
 

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



ADVERTISING CONTACTS

ROSEMARY ARCHER - HEAD OF COUNTRY AND SHOOTING
rosemary.archer@timeinc.com  Tel: 020 3148 2310

KATE BARNFIELD - BRAND MANAGER
kate.barnfield@timeinc.com  Tel: 020 3148 2622

YASMIN SUNGUR - LUXURY SENIOR SALES EXECUTIVE
yasmin.sungur@timeinc.com  Tel: 020 3148 2633

KAY WOOD - BUSINESS DEVELOPMENT MANAGER
kay.wood@timeinc.com  Tel: 020 3148 2652

LINDSEY WEBSTER - BUSINESS DEVELOPMENT MANAGER
lindsey.webster@timeinc.com  Tel: 020 3148 2690

CARLY WRIGHT - CREATIVE SOLUTIONS
carly.wright@timeinc.com  Tel: 020 3148 2629

DANIEL CASH - CLASSIFIED SALES EXECUTIVE
daniel.cash@timeinc.com  Tel: 020 3148 2539

KATE McARDLE - CLASSIFIED SALES EXECUTIVE
kate.mcardle@timeinc.com  Tel: 020 3148 2557

MONA AMARASAKERA - INSERTS
mona.amarasakera@timeinc.com  Tel: 020 3148 3710


