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THEWORLD OF VOGUE

Print circulation 40000

THE COLLECTIVE

Jill Kortleve Amelie Lens

© 278K followers

Daniélle Cathari

@ 806K followers
34M likes

JO6K followers —© 24M followers g 991K ~followers
@ L2IK followers © 4586K followers

I

—— 850000 users per month
E . 1850000 page views per month

SOCIAL

VOMGLE

Facebook: 158K followers
Pinterest: 236K followers
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editorial director

When we relaunched Vogue in the Netherlands in 2022, our
mission was to seduce the Dutch with relatable content, with
high end photography, with journalism that adds to discussion.
Our goal was to connect to the fashionable community in the
Netherlands: to make the Dutch long for the newest issue of
Vogue. Therefore all content is created — photographed and
wrilten — exclusively for Vogue Netherlands, adding love and
attention to every single page. After three years, this investment
in high quality, results in growth in readership and reach. We have
succeeded in creating a strong connection with our readers. Vogue
Netherlands starts a new chapter with the appointing of Linda
Giimiis Gerritsen as new editor in chief. Linda has an impressive
track record in the fashion industry and has a strong vision for
Vogue Netherlands, that she accounted for as fashion director since
the relaunch. With her appointment Linda proudly introduces a
brand new collaboration with a collective of three strong,
outstanding personalities: the very first Vogue Collective.



THE GOLLEGTIVE

With its 2024 September Issue Vogue Netherlands presented
a brand new collaboration with a collective of three strong,
outstanding personalities. They where chosen for their high fashion
profile, expertise and free, authentic vision on fashion, culture and
society. All three personalities are strong supporters of the next

generation and offer a stage to Gen Z. Each personality is in their

own way uniquely suited to enrich the creative content of the
magazine. With this new chapter Vogue Netherlands will open up

the window to new visions and worlds.

We will dedicate an entire Vogue Issue to a lopic chosen by each
member of the Vogue Collective during the year:
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JILL RORTEEVE

Jill Kortleve is a Dutch model of Surinamese, Indian, and Indonesian descent,
who has made a significant impact on the fashion industry. She is particularly
known for her role in promoting body positivity and diversity. Kortleve has
become a prominent figure in the modeling world through her work with
high-profile fas ion brands like Chanel, McQueen and Valentino and through her
advocacy for more inclusive beauty standards. Her success has paved the way
for other models with diverse body types and backgrounds, encouraging brands
and designers to embrace a broader range of beauty. Jill Kortleve uses her
platform to promote self-love, confidence and the importance of mental health,
resonating with a wide audience beyond the fashion community.
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AMELIE LENS

Amelie Lens is a Belgian DJ, record producer and owner of the Lenske record
label. She has risen to prominence in the techno music scene for her dynamic
and high-energy performances, as well as her prolific production work. In 2018,
Amelie Lens launched her own record label, L.enske. The label serves as a
platform for her music and for other emerging techno artists Lens is known for
her down-to-earth personality and dedication to her craft. Besides music, she is
a fitness enthusiast and often shares glimpses of her healthy lifestyle on social
media. Her genuine connection with her fans and her authenticity have
contributed to her widespread appeal and loyal following. Life as mom and a
professional DJ is inspiring an appealing for our readers.

VOGLE




DANIELLE GATHARI

Daniélle Cathari is a Dutch fashion designer known for her innovative approach
to sportswear. Cathari's work is characterized by its use of asymmetry, bold
colour blocking and repurposed vintage elements, which challenge traditional
notions of athletic apparel. Her ability to blend high fashion with streetwear has
gained her a dedicated following and critical acclaim within the fashion
community, Daniélle Cathari has expanded her brand and continued to innovate
in the fashion space, emphasizing sustainability and creativity in her collections.
Her influence extends beyond design to include a broader cultural impact, as
she represents a new wave of designers who prioritize individuality and
sustainability in their work. She is the new creative director of Kith, well known
for their high end modern streetwear.




IARGET GROUP

Both Vogue & voguenl target sophisticated and confident of self-assured women / men / x.
The Dutch Vogue reader is intelligent, worldly, diverse in both age and background, and highly
interested in fashion, beauty, lifestyle and culture. Our readers appreciate being informed and
inspired about a wide range of topics, from outfits to food, interior and travel. They are deeply

committed to issues such as climate and inclusion. Voguen/ reaches early adopters who
appreciate quality in all aspects of life.

18-24 years (11%)
25-34 years (44%)
35-44 years (23%)

45 years and older (22%)

"Source: Vogue.nl Meta Marketing Target Groups September 24
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LOITORIAL HIGHUGHTS

VOGUF1-2 / MODEL SEARCH VOGUE T2 / JEWELLERY SPECIAL

IN STORES NOVEMBER 2025

IN STORES DECEMBER 2024 \ll] B ” [ UUWN "] WN

VOGUE 6 / MUSIG 1SSUE

INSTORES MAY 2025

4 SEPTEMBER 2025

VOGUE 1T/ GENERATION NOW

IN STORLES OCTOBER 2025

THEG

VOGUEY / SEPTEMBER ISSUE

INSTORES AUGUST 2025

VOGUE 4 / MYSTERY GOVER STAR

IN STORES MARCH 2025

' |
VOGUE 3 / BIG FASHION ISolE
/A'ST()R/ES/~‘EBRLJ1RY2()25 N RA) - ‘! | VOGUE 7-8 / BIG SUMMER ISSUE

IN STORES JUNE 2025

. VOGUE
VOGUE 5 / SISTERHOOD VOGUE MA VOGUE 10 / ACCESSORIES

STORESAPRIL 2025
INSTORESAPRIL 2025 INSTORES SEPTEMBER 2025



LSSUE 127 IN STORES DECEMBER 2024

MODEL SEARGH

Our very first Collective Issue is coming your way this winter. Together with Jill Kortleve,
we present a Talent Issue that revolves around body positivity and new talent. Jill wants
to create a platform for new talent, to kickstart their careers, and she wants to stimulate
more inclusivity in the modeling world. We want to embrace this inclusivity and diversity;,
which we will do by interviews, critical journalism and a large open modelscout, together
with Jill and The Movement Models, to search for new faces. After all, The Netherlands
is famous for their faces.

Vogues Talent Issue will be featured via print and online channels.
December [9th 2024, Vogue will launch the second Talent Issue.

VOGUE




[SSUE 5/ IN STORES APRIL 2025

ol TERHUOD

Every vear, Vogue /VL has a Voices issue, in which we focus all our attention to a specific
topic. This vyear it’s all about women’s empowerment. We want to encourage women to
always make the most out of everything and to focus on the connection between women.
But most of all, we want to celebrate women in power. Whether that’s in fashion, arts,
politics or music, we must celebrate every woman out there. And that’s what we will do
with our Sisterhood Issue.

Vogues Voices Issue will be featured via print and online channels.
April 17th 2025, Vogue will launch the third Voices Issue.




ISSUE 6/ IN STORES MAY 2025

MUSIG [SSUE

Vogue NL wants (o bring fashion and music together, as they are internationally known for
their connection with each other. We are proud to really enrich our Music issue, by doing it
in collaboration with one of the coolest DJ’s out there, a woman in a man’s world, our own
Vogue Collectives Amelie Lens. With Vogue and Amelie’s vision, we will show our readers the
magical world that you create when fashion and music meet.

Vogues Music Issue will be featured via print and online channels.
May 22nd 2025, Vogue will launch the second Music Issue.
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LSSUE [0/ IN STORES SEPTENMIBER 2025

VUGUE MAN

A world of fashion without men’s fashion is unthinkable nowadays. The shows for men are
becoming more and more urgent and the fashion more frivolous and creative. As Vogue, we
can't stay behind and we will celebrate Vogue Man again in 2025 with a separate special.
Because of great succes - and because men are a big target group of Vogue - the special will
be sold with our November issue again, with a printed circulation of 40K.

Vogue NMan will be féatured via print and online channels.
September 25th 2025, Vogue Man will launch.
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LSSUL 11 IN STORES OCTOBER 2025

GENERATION NOW

‘We kick off fall with a focus on Generation Now. Focussing on the young generation of
women. What makes them different? What characterizes them? What drives them? We want
to celebrate the young generation, and who better to celebrate that with, than our third Vogue
Collective member Daniélle Cathari. She connects to these young women like no other. Just
like Generation Now, we will focus on sustainability, fashion and how these two will work
together in the future.

Vogues Generation Now Issue will be featured via print and online channels.
October 23th 2025, Vogue will launch the Generation Now Issue.







ENGAGEMENT 15 hEY

Voguenl is the leading platform for high-end fashion reports, beauty updates and
op-eds to inspire, inform and motivate. We are engaged with the world around
us, our readers and our followers. Our amount of qualitative and quantitative
readers keeps on growing




VIDED GONTENT & DIGHTAL

‘We are proud of our community filled with loyal followers and readers that
start and end their day by checking out all online Vogue-platforms. Join the
Dutch Vogue-community.
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VOGUE DOWNTOWN

Our first big readers event, Vogue Downtown, was a huge success. The entire P.C. Hoofstraat was
dedicated to Vogue and Dutch designers. We celebrated our connection to our readers, we
showcased new, upcoming designers and we demonstrated our love for established high fashion
brands from Dutch soil. Over 4.000 Vogue-readers and fashion aficionados - of which over
50 Vogue-friends and influentials - were completely dressed up, gracing the street where our
show and event took place. It was one big fashion celebration.

The event had a PR reach of over 15 million and a media campaign via Vogue print, online, socials

and paid markefing campaign.




VOGUE X DENHAM

In celebration of the Olympics in Paris, Vogue teamed up with Denham to create a 22-page long
fashion series in print with Dutch athletes. During the opening ceremony of the Olympics, we
gathered 500 Vogue friends at a special location, where we celebrated this collaboration and
our Olympians, and where we watched the ceremony on a big screen, in the midst of Vondelpark.
The perfect example of a 360 degree collaboration.

ONLINE
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Jb0° VOGUE X NETFLIX

To officially launch the new Netflix' hitserie ‘Queen Charlotte, A Bridgerton Story’, we created a
magical fashion shoot with the two main stars of the series, India and Corey. For this shoot we asked
8 Dutch upcoming and renowned fashion designers to create custom-made designs, we translated
these amazing photos into an invite-only Garden Party to launch the new issue.

Vingnee x Netflix
Garden Party: zo
iz het feest voor
het speciale
nummer met
Queen Chadote
erit

BIRENPARTY
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VOGUEXMOIO X THE BLOGH

‘What do you get when you put Vogue, Mojo and The Block together? One big party. To bring
fashion and music together, we hosted a big give-away, where our readers could win festival tickets.
Celebrating this collaboration with the music industry, Vogue was present at the biggest festivals in
the Netherlands. With our own Vogue Café photobooth and photo wall, we made a real connection

with the music industry and its lovers,right there, in the heart of the music scene.

In collaboration with The Block we created a 360 degree collaboration including print
advertorials, a give-away, videos, online reports via Instagram and TikTok and live brand activations.
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VOGUEX 6-oHUGH

Where Vogue was a part of The Block in 2024, so was G-Shock. G-Shock called out a search for
the most catchy sound of the Netherlands. Vogue photographed and interviewed the winner of the
competition and published this, in collaboration with G-Shock, in a print advertorial.

vogue x g-shock

9
Is er iets beter dan een muziek-
festival om vitverkozen te worden
tot Next Viral Sound? Zangeres
Bellaa won de prijs e heeft
ook al een e uit.
\ O K ing ol zo lang ik me kan herinneren,

zegt de 23-jarige Bellaa, artiestennaam van

Tsabella d’Hollosy. “Toen ik een jaar of acht

was, begon ik met pianoles. Mijn pianodocent

gaf ook vocal coaching, waardoor ik zangtech-
nieken leerde oefenen.’ Bellaa was jarenlang lid van
cen koor en kreeg zangles van Jeannine La Rose.
Zij heeft mij veel geleerd over zingen en performen.
Haar tips hoor ik in gedachten nog steeds terwil ik
zing.

Toen z¢ hoorde dat cult-horlogemerk G-Shock
cen zocktocht lanceerde naar het meest catchy geluid
dat Nederland niet moche missen, schrecf ze zich
in. De top 50 inzenders moest online stemmen
verzamelen om het podium te halen, en dat lukte
haar moeiteloos.

Tk wilde vroeger altijd dokter of zangeres worden,
maar het liefste allebed. Ik had altijd het gevoel dat
ik moest kiezen. Inmiddels heb ik mijn bachelor
Geneeskunde gehaald aan de VU en mijn cerste
liedje, Mood, uitgebracht dat op FunX gedraaid
wordt. Zo trots! Ik ga volgend jaar beginnen met
co-schappen en hoop dat ik muzick en mijn studic
kan blijven combineren.”

Wat dat betreft heeft Bellaa de wind mee: als
onderdeel van het prijzenpakket won ze cen studio-
sessie met producer Jordanknows, en uiteraard cen
jaar lang G-Shock-horloges. De chunky horloges
doen hun naam eer aan: ze zijn bestand tegen
schokken, zware omstandigheden en water, hebben
timers en wereldklokken. Wat allemaal heel goed
van pas komt als je de internationale podia afreist.
En ondertussen hoopt Bellaa dat Mood cen hit wordt.
Ze schreef het nummer zelf: Tk ben cen extrovert,
praat met iedereen en wil al die verhalen horen.

N

Ik vind het leuk om songs over herkenbare situatics
te schrijven. Mood gaat over cen crush die nergens
toe leidt omdat geen van tweeén een move maakt.
Tk weet zeker dat veel mensen dat herkennen”

1G @Gshock.nederland, TikTok @bellaaably
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VOGUE X I'OREAL PARIS

For one day only, we opened our very own Vogue Ca/fé In collaboration with LOréal Paris, we have
organized a special experience on the International Day Against Violence Against Women. The new
Libertine Café des Prés was completely transformed into the Vogue Café, especially for this
occasion. Vogue-readers had the opportunity to step in the world of Vogue and order a delicious
meal from the special Vogue menu together with friends, colleagues and family. While enjoying
a free glass of sparkling wine, Vogue-readers were trained by experts of StandUp. This training
focuses on street harassment and sexual harassment in public spaces. This all resulted in
an educative and cozy afternoon.

mﬂemmmnpm
g = widlemaken
?ﬁm-'m- SR e
.m Z?.: k

YURENITED
to theVogue Café

——
ﬂﬂﬁfb‘;

%3 : = 1
Het Wi Cndi opaenl B n kot hiusedcounsh
T rr i R e ring




VOGUE BEAUTY GOLLABS

For SkinCeutical we collaborated with influential Talissa Benamou, where we focused on the
importance of their Vitamine C booster product. Talissa used the product for a few months
and wrote her beauty review for Vogue print and vogue.nl

To highlight the Vichy Neovadiol product range we interviewed Isa Hoes
and Iris Kuijken to speak frankly about menopause. For Vichy it is important
to stimulate the conversation on this subject.
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VOGUEX DOVE

Together with Dove, we created a dedicated, branded special that was all about real beauty in
a world where women have to deal with the negative effects of social media daily. With this
collaboration, we wanted to embrace real beauty and put the emphasis on how beautiful every
woman is without filters, photoshop and Al This resulted in a 36 pages long special. The special,
in collaboration with Dove, is distributed with the regular Voguwe circulation in stores. Besides this,
customers of Kruidvat got the Vogue x Dove special when they bought 2 Dove products in store.




VOGUE X AUDEMARS PIGUET

To celebrate an international launch of Audemars Piguet, we dove into their story and in close
colaboration we created an extensive article in print. Vogue was present at the launch and reported
a backstage story of the event via voguen/ and social channels. As a follow-up, Vogue and Audemars
Piguet celebrated the opening of AP House in Amsterdam with an intimate event for Vogue friends.

HAUTE
HORLOGERIE

kg ket bt borgecctbers
Aldm:\ﬁ’lgm.emwhl na'leRvynlOnhDe
modepers mecht mee haar Todo om 2 alsalereerste




VOGUE X TEVIS

To highlight the new collection of tops by Levi's we collaborated with upcoming creatives. We
photographed them in the latest Levi’s collection in their own creative studios. Accompanied by

short interviews we published the branded content in Vogue print, vogue.nl and our social channels.

vogue x levi’s
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VOGUE X DYSON

For Dyson, we created a 360 degree report of our Editor At Large Stephanie Broek visiting
Amsterdam Fashion Week and Paris Fashion Week. In the midst of these hectic weeks, Stephanie
was able to show how Dyson saves the day with touch ups at home and in the Dyson shop with
all their tools. We highlighted this in a video, a print recap and online content. Within this
collaboration, we also produced a 4/1 print advertorial, showcasing four different hairstyles
using all Dyson tools, shot by Vogue.

VOGLE

Volgens Vogue
redacteur
Stephanie Broek is
dit item onmishaar
tijclens fashion
week

Na tientallen bezoeken aan de modesteden weet

Broel hoe 76 haar lokken el best kan styien 6




VOGUEXNID

A special Vogue fashion show took place in the monumental Metz building, on the corner
of Leidsestraat and Keizersgracht. This building was transformed into the newest NIO House;
a clubhouse where like-minded people can work, relax and connect. Although the house was not yet
open to the public — Vogue was allowed to take a look at the construction site. In collaboration with
NIO and Ronald van der Kemp, Vogue organized a special show. The designer took the opportunity
to exhibit a selection of previous couture looks, in the middle of the construction site.
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VOGUEX BUSS

To celebrate the opening of the new Boss store, Boss launched a campaign together with Vogue.
Boss selected six talents, Bosses of Amsterdam. Thanks to their passion, authenticity and
perseverance, they are the leaders in their industry, according to Hugo Boss. Vogue created the
360" Vogue x Boss campaign, consisting of film, photography to be used on Vogue social media
channels and in print, as well as for the instore launch event.
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BRAND TEAM

creative brand manager brand & strategy director sales director online
MARISSA VAN RISINGEN NIEKE MULDER SOPHIE [AMKIN
marissa@voguenl nieke@vogue.nl/ sophielamkin@linda.nl



EDITORIAL TEAM

STEPHANIE BROEK NANCY STEEMAN 201 ZINDZI VAN HALEN JERSEYJENNA VAN DEN END LISA GOUDSMIT
editor al large Jashion department visual director picture edilor head of digital

STYN DE VRIES TONAANTONIE XAVIERAAUBRI DIONNE POOL CHARISSA HOGERHEYDE
editor Vogue Man Jashion department Jashion editor beauty & jewellery director lifestvle director






