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Gew Rork Inez by Inez � Oinoodh

Inez
The story of the world’s best fashion photographer,

Ms. Inez van Lamsweerde
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ISSUE N° 22, AUTUMN AND WINTER 2020

Janelle Monáe

New! From the makers of FANTASTIC MAN
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The Magazine

“A stylish read, unlike any other  
 women’s magazine out there� 
  The New York Times 

The Gentlewoman is the definitive magazine for modern women of style and 
purpose, setting a new standard in women’s publishing with its intelligent, 
opinionated and entertaining journalism and high-quality photography. 
 
Now in its 12th year, the magazine is acclaimed for its innovative editorial 
and design, and is consistently one of the best performing publications on 
newsstands today.

 �;est >ditorial Design’
Design Week Awards, 2015

 �;est Design >ntire Magazine’
D&AD Awards, 2017

Penny Martin, Editor of the Year 2016  
 — Pomen’s ;rand, Monthly or Less ?rejuent
;ritish Society of Magazine >ditors
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The Magazine


In a media landscaie saturated with glossy magazines, 
The Gentlewoman has cut through the clutter with an 
intelligent take on fashion and culture aimed at smart 
and tasteful women.� 
 ;usiness of ?ashion, 2)*0  


Seemingly determined to droi the creatioe world’s 
collectioe caw on a regular basis, The Gentlewoman 
continues its run of incredible front cooers.�
It’s Gice That, 2)*2

“The Gentlewoman is a magazine about taste3 restraint is 
one of its tenets4 another is resiect. The Gentlewoman’s 
subcects and readers alike seem dignified because TitV 
treats them with dignity.�
Gew Rork magazine’s The Cut, 2)*1

96 97

249248

Sheila Atim

Jason: Where have you just come from?
Sheila: New Bond Street. I was trying 

on some options for my press perfor-
mance of Constellations on Thursday.

J: And did you find something?
S: I actually bought a green-yellow 

dress by Bottega Veneta the other day.  
I tried it on and liked it so much. But we 
tried some other options, in case. When 
you’re styling for an eoent it’s not cust 
about the garment4 it’s also trying to fit 
the garment to the event. This press per-
formance is unusual because it’s in the 
afternoon as opposed to the evening. 
There’s no eoent afterwards because of 
Covid restrictions, but there will be pho-
tos in front of house. So we’re trying to 
adapt fashion to the context rather than 
have me turn up in a massive ballgown.

J: Constellations, which was written in 
2012, follows a couple as they meet and 
fall in looe, but it’s structured so each 
scene is repeated several times, and the 
meaning and outcome alter with every 
change. It must require rigorous preci-
sion to draw out those differences.

S: Res, and I think it’s made me realise 
how small alterations can make a huge 
difference, all the different choices the 
same person could make, and therefore 
how many different versions of ourselves 
live inside us. And then, of course, how 
that impacts on someone else, and the 
timing of that. That’s what Constellations 
is really showing me.

J: The casting, with four pairs of actors 
alternately playing the couple, has been 
praised for adapting to modern times.

S: When you read the play on the 
page it does read as a white, middle- 

class couile, but it’s remarkably easy to 
move it towards your own experience. 
There was enough openness and space 
within the themes and the dialogue that 
you can pull it towards yourself.

J: The other two women playing your 
character in this run are white. The 
fourth couple are gay men, with Omari 
Douglas in your role, right. How have 
you adapted it to fit a black woman?

S: I’oe focused on the fact that my 
character is a black woman in physics, 
where women are especially underrepre-
sented. So being somebody who’s going 
to be in a predominantly white and male 
work environment and possibly social 
environment for most of her life, and 
then meeting a black man who’s a bee-
keeper, played by Ivanno Jeremiah, and 
also in quite an unorthodox place — that 
was the starting point for us, as this 
black couple going forward. And there 
are nuances within the script that help 
tease out more details — a section where 
a police raid occurs, for example. It hits 
different when you have black char- 
acters talking to each other about it.

J3 So you didn’t make huge changes to 
the words of the script? It just took on its 
own meaning?

S: Yeah. Because the script is struc-
tured around these parallel universes, 
different versions of the same theme 
play out again and again, and the very 
slight differences between the same lines 
spoken in several different ways can be 
extremely informative. Sometimes the 
difference can be as small as one word, 
or else you can make a different choice 
about the circumstances of the scene. 
When thinking about blackness, Ivanno 

and I found a way of dipping into all the 
different versions of blackness that we 
know of, so at times our accents shifted.

J: How exactly?
S: Sometimes I’m leaning more into 

Essex, sometimes east London, sometimes 
south. That’s not something we sat and 
maiied out4 it’s adcusted instinctioely as 
each scene takes on its own identity. But 
what I found is placing this black couple 
into the story naturally lent itself to teas-
ing out the different elements.

J: Has it been difficult rehearsing in the 
pandemic?

S: It’s been challenging. Testing is rig-
orous and full-on. Sometimes you journey 
ui to an hour to oisit a test centre. It’s 
actually less rigorous in terms of theatre, 
because theatre is only returning at  
a time when restrictions are lifting. But I 
was filming some things earlier on at the 
height of the pandemic, and figuring out 
how to rehearse with masks was a lot.

J: What did that involve? Zoom must 
have come in handy for some of these 
rehearsals, and for auditions.

S: Auditions are all online at the 
moment, yes. Later on I’oe got a read&
through for something, and I’m also moo-
ing house at the moment, so throw that 
in there as well. Online auditions are 
something I’m still learning. It’s much 
harder to build rapport and get across  
a sense of yourself online. I’oe done a 
lot of chemistry reads, where you’re 
meant to see how you vibe together, 
which is hard in these conditions, but I’m 
trying to not fixate too much on limita-
tions. I’oe cust tried to roll with it, like 
casting directors are having to adapt 

How different it could all have been for Sheila 
Atim. If the sparky Londoner had had her  
way she would be the attending in theatre, not 
centre stage at the Old Vic. But Olivier Awards 
don’t arrioe by chance. Sheila’s irreiressible 
flair for adapting to whatever the moment 
requires has taken her from biomedical sci-
ences to ;arry Jenkins’s latest antebellum saga.  
Now, at 30, the actor-singer-writer-composer is 
where she was meant to be all along.

Interview
Jason Okundaye

Portraits 
Anton Gottlob

82

She’s on the move in a billowing 
beige cotton trench coat with ruched 
bodice by LOEWE. Visible at the 
waist: an audacious embellished 
buckle. The black tulle gloves are by 
GUCCI, and the vintage aviator hat is 
the stylist’s own.
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Content and Contributors

The Gentlewoman showcases accomplished and glamorous women in its 
long-form profiles, chatty Q&As and candid portrait photography. These 
features are interleaved with the fabulous fashion stories for which the mag-
azine is cherished by its thriving readership.

Modernisms

Warm and personal Q&A conversations with fascinating women of the mo-
ment exploring modern topics and ideas.

Modern Manners and Modern Details

Insightful and witty investigations into the minutiae of modern living, and 
out in-the-field reportage with women of brilliance and derring-do.

Profiles

In-depth portraits celebrating women of renown and distinction by re-
spected writers such as Lauren Collins, Sophie Elmhirst, Holly Brubach and 
Vanessa Grigoriadis. Past interviewees include Beyoncé, Cindy Sherman, 
Scarlett Johansson, Simone Biles, Sofia Coppola and Zadie Smith. These and 
many more can be read at thegentlewoman.com/library.

?ashion

The Gentlewoman is internationally recognised for its superlative fashion 
photography and visionary expression of each season’s fashion trends in 
collaboration with its fashion director, Jonathan Kaye. The magazine works 
with the industry’s leading image-makers such as Inez & Vinoodh, Alasdair 
McLellan and Karim Sadli, as well as influential stylists such as Jane How, 
Suzanne Koller and Francesca Burns.

Ma^�^o^k&^qiZg]bg`�mhhedbm�h_�Dbklm^g�=nglm���Mbgl^emhpg�l� 
craftiest star. 

Kirsten 
Dunst

204

Back in the leather catsuit for the eighth time in May, 
;lack Pidow, Scarlett Johansson’s sassy Maroel 

character, has her own film at last. Over 30 years 
in show business, the 36-year-old actor has soared 

steadily from indie darling to box office draw, and 
she now has the powers to cast a woman in the 

SCARLETT
JOHANSSON

summons her 
superpowers

Scarlett Johansson was photographed at the home 
of Inez & Vinoodh on Long Island.

142 143

http://www.thegentlewoman.com/library
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The Readers

The Gentlewoman is enjoyed by confident, independent and stylish women 
and men from a strikingly broad range of age groups. Characterised by their 
desire for cultural entertainment in their media, readers of the magazine en-
joy the highest quality fashion, social pursuits and creative happenings.

Median age ... . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 32  years
22% . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  18—27  years 
61% . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  28—46  years 
11% . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .47—55  years
6% . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 56+  years

Female readers .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  85%
Male readers  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 15%
ABC1  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .76%
AB  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .47%
Average income  .. . . . . . . . . . . . . . . . . . . . . . . . .  £87,255

Distribution

The Gentlewoman has established a remarkable newsstand performance 
with an extensive circulation.
 
UK  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 51% 
Europe  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  23% 

USA  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .18% 
Rest of the World  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .8%

 
Gewsstand and iromotion

Every new issue of The Gentlewoman is released with a powerful promotional 
programme across the UK and other key cities in Europe and the US, as well 
as unique social media campaigns, curated to the editorial standard of the 
magazine. Each season is celebrated with a schedule of exclusive events for 
The Gentlewoman Club members and the magazine’s international network.



The Gentlewoman Club

An international society of the magazine’s readers, which currently has 
40,000-plus active members — sophisticated women and men who demand 
quality and originality from their agenda of cultural happenings. 
 Events have taken place in London, Milan, Paris, New York, Los Ange-
les, Florence and Berlin, and have included life-drawing classes, film screen-
ings, cards nights, walking tours, even a Gentlewoman running club. Each 
event is unique, and they are greeted with curiosity and enthusiasm by our 
network of fabulous readers.

These and many more events can be viewed at thegentlewoman.com/club.

A trii to the Highlands with ;egg × CoLouis Ouitton Series 3 >qhibition Tour

A night at the iictures with Agn¯s Oarda

Life&drawing class with Giorgio ArmaniA day in ?lorence with Gucci

Dinner with Arket and guests at Rosendaal, Stockholm

;ring&Rour&Hwn&Oinyl night with Matches ?ashion         Celebrating the launch of Issue nº 2) at Hauser � Pirth, LondonA night of cards with Saloatore ?erragamo

https://thegentlewoman.co.uk/club


The Gentlewoman — MEDIA KIT

Digital

The Gentlewoman’s digital platforms extend the print publication’s warm, 
personal and distinctive editorial perspective to online, showcasing inspira-
tional women and fantastic real-world events. 
 The website is the direct point of entry to The Gentlewoman Club and 
home to the Library, a repository of the in-depth profiles featured in each 
issue of the magazine, offering readers the opportunity to engage with the 
magazine’s premier content in an elegant digital environment.

Newsletter

Curated by the magazine’s editorial team, the newsletter is delivered fort-
nightly to the 40,000+ members of The Gentlewoman Club. A series of 
entertaining editorial formats provide new and expansive scope for brand 
partnerships; single-brand banner advertising and the introduction of a 
classifieds section of bespoke advertisements offer a discerning platform for 
brands to reach astute consumers, direct to their inbox. 

Social Media
The Gentlewoman has cultivated a warm, witty presence across Instagram, 
Twitter and Facebook, with an enthusiastic following across all platforms 
and high levels of engagement.

thegentlewoman.com
@the_gentlewoman

Collaborations

Club

ShoiLibrary

Instagram InstagramInstagram

Newsletter Stories

http://www.thegentlewoman.com
https://www.instagram.com/the_gentlewoman/
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Creatioe Collaborations

The Gentlewoman’s creative collaborations are an innovative way to commu-
nicate a unique brand message through the publication’s distinctive editorial 
voice. These bespoke partnerships offer diverse and engaging cross-platform 
solutions including photography, film, inserts, contract publishing and spe-
cially-curated events and digital projects.

Past collaborations have included:
• PALM ANGELS: an eight-page fashion story focusing on the playful 

originality of the celebrated label’s Autumn and Winter 2021 collection
• TEKLA: The Gentlewoman Pyjamas – dreamy soft and ingeniously 

designed Danish textiles, given a precise editorial treatment
• MONCLER: an eight-page series showcasing the 2 Moncler 1952 

collection for Autumn and Winter 2021
• BOTTEGA VENETA: a nine-page feature celebrating the subversive 

spirit of the Italian brand’s Autumn and Winter 2020 collection, 
showcased by iconoclasts from the worlds of dance, music and art

• BROWNSFASHION.COM: an online series of Q&As with four fabulous 
friends of the magazine, accompanied by glamorous portraiture and 
digital animations

• CHANEL: a fabulous portrait series with Lucia Pica, Chanel’s global 
creative make-up and colour designer

• DELFINA DELETTREZ: The Cocktail Needle. A collaborative product 
with co-branded packaging; an editorial feature in the magazine; and an 
exclusive launch cocktail

The Gentlewoman & Tekla

The Gentlewoman & Palm Angels, Issue n° 24

It’s a softer, subtler city that awaits the return of the woman of today.  
In the spirit of happy rapprochement, a new selection of archetypal 
garments from the Palm Angels autumn and winter collection is here 
iroiosed, all suffused with the label’s ilayful originality.

Photography by Larissa Hofmann
Styling by Victoria Sekrier 

renewal

118

The Gentlewoman and
Palm Angels

http://thegentlewoman.co.uk/collaborations


The Gentlewoman & Delfina Delettrez, Issue n° 16

the  
cocktail needle

As if cocktail hour could be made any more glamorous an expanse of drink-
ing time, a brand-new invention arrives. This autumn The Gentlewoman gets 
together with the jeweller Delfina Delettrez to introduce the cocktail needle — 
the exquisite pick of the divine and the dissolute. 

Photography by Blommers / Schumm

 Ever since olives were introduced to martinis 
in 1920s America — possibly to mask the taint 
of the Prohibition gin that was then their prin-
cipal ingredient — the aim has been to skewer 
the slippery fruit with a tool equal in style to 
the suave drink it accompanies. 

 With the help of Delfina Delettrez Fendi, 
the solution has been found: a sleek rhodium-
plated stainless-steel needle, embellished with 
either a pearl (seen here), a green agate, or a 
blue or pink chalcedony in its turning sphere.  
Delicious.

207

The Gentlewoman � Moncler, Issue n� 2-

Moncler

149

The Gentlewoman � brownsfashion.com

The Gentlewoman � ;ottega Oeneta, Issue n° 22

Ellen van Schuylenburch knows 
the power of a commanding look — 
she high-kicked her way through New 
Puritans with Michael Clark wearing 
Leigh Bowery in the 1980s, after all. 
The Dutch choreograiher’s career has 
been a tour de force of provocation 
ever since. “What I feel is what I do,” 
she says. 

Sky-high in her London hometown, 
Ellen demonstrates the angularity of 
a gold metal chain Triangle top, worn 
over a black techno Skin top and black 
wool twill trousers with nappa-leather-
and-gold Brownie Twist hoop earrings, 
seen throughout, and sky-blue nappa-
leather sandals. 

Opposite, she turns it out in a black 
wool twill jacket with the black wool 
trousers. Overleaf, she makes the most 
of a flowing tan jersey dress under a 
chocolate calfskin coat with sky-blue 
leather sandals. 

The subversive spirit of Bottega Veneta is given increased elevation by 
three iconoclasts from the worlds of dance, music and art. In this parade 
of portraits staged in concert with the Italian brand, they showcase its 
expressive Autumn and Winter collection like the troupers they are.  
From the top! 

High Life

Ellen van SchuylenburchAutumn and Winter 2020
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191 MODERN   MANNERS

A perfectly pitched compliment is a gift, something to 
keep and carry around in our personal cache of good 
things we know about ourselves. Even the most pedestrian 
words of approval have the capacity to buoy the spirit. 
Compliments function as social glue, smoothing our daily 
interactions, cementing friendships, instigating flir-
tations and, used properly, connecting us to strangers. 
But the giving and receiving of compliments can be con-
fusing, even treacherous, in a world where social norms 
and mores are in permanent flux: was that a flattering 
affirmation or a microaggression?

Waters are also muddied by the duality of our lives 
on and offline, two ecosystems as distinct as they are 
entwined. In the age of the curated self and the stream 
of dopamine-laced likes that pour in at the drop of  
a selfie, compliments are the cryptocurrency of social 
media. Bestowed in the harsh glare of real life, involv-
ing eye contact and possible awkwardness, they are the 
relics of an analogue world that seems as ancient as the 
chivalric code.

Fortunately, there are guidelines, some new, others 
in need of resurrection, that should be established 
before throwing compliments around in the post-pandemic 
age: no one wants to find they’ve been cancelled for try-
ing to be kind. First, tone of voice. The recent demise 
of face-to-face contact means we have lost the tonal 
precision required to make our meaning clear. In the UK, 
certainly, social unease is often masked by a sarcastic, 
teasing manner which can make genuine praise sound like 
a put-down, so make sure you mean what you say and own 

to dispel embarrassment, so 
be wry or amusing if it helps 
– an unexpected adjective can 
do a lot of the work for you – 
but remember, context is all.

Between women, compliments 
are often expressions of soli-
darity, cheerful assurances 
that I am not your enemy,  
I want to be friends, I have 
noticed something about you 
and it is special. When one 
woman tells another she is 
beautiful, it is an act of con-
siderable generosity, no matter 
how self-evident, and the re-
cipient is likely to treasure  
it for that reason. “You are 
incredibly funny” is probably 
the best compliment in the 
world, and particularly pow-
erful when said to a woman, 
because it punctures the patri-
archal myth that men have the 
monopoly on wit. Compliments 
that pack a feminist punch are 
the bee’s knees.

It is worth bearing in mind 
that compliments are relatively 
new and were not de rigueur 
before the Second World War. 
“Once upon a time, not making 
personal remarks either flat-
tering or unflattering was a 
pillar of good form,” as one 
etiquette guide put it in the 
1950s. With the explosion of 
youth culture in the late 1960s 
and the erosion of deference 
to both class and age, compli-

Photography by 
MATHILDE AGIUS

it: delivered with confidence 
and clarity, a compliment will 
land without a hitch. Unless, 
of course, you’re engaged in 
a battle of wits with a former 
or future lover and subversion 
is part of the game. In the 
1930s and ’40s, screwball com-
edies such as Bringing Up Baby 
and Mr. & Mrs. Smith showed us 
the way. “Now don’t get poetic, 
Walter” – thank you, His Girl 
Friday – is an excellent riposte 
to an ex-husband attempting 
to manipulate through flattery. 
Today these films are great 
for tips on tone and sarcasm, 
and useful for backhanders as 
well as retorts for deflecting 
unwanted attention.

What they excel in, and what 
we must reclaim, is control of 
the material. “She’s a girl 
who’s generous to a fault, 
except to other people’s faults,” 
Cary Grant says about Kathar-
ine Hepburn in The Philadelphia 
Story, a multitasking gem that 
pokes fun at the empty compli-
ments beloved of 1940s polite 
society but also expresses the 
hurt – and hopes – of a jilted 
man still in love with his wife.

And, it turns out, language 
is the key. When my 90-year-old 
aunt said that I was looking 
“svelte”, I immediately felt 
elegant and pulled-together. 
An unusual word makes a com-
pliment seem intentional, per-
sonal and therefore true. This 
comes naturally to people from 
the predigital age. Spending 
time with eloquent elderly 
relations is a good way of 
learning the old-fashioned art 
of conversation in which wit 
was an integral part. The Brit-
ish have always used humour 

a
take

Modern Manners3 
Instructions for lioing fabulously well

A collection of essays, articles, and perspectives on the politics and peculiar-
ities of the ever-changing everyday, drawn from the pages of the magazine, 
published in collaboration with Phaidon; featuring contributions from The 
Gentlewoman’s roster of impeccably engaging contributors, including Ann 
Friedman, Otegha Uwagba, Lauren Collins, and Joan Juliet Buck, with tips 
and advice galore from friends of the magazine such as Miranda July, Hilary 
Mantel, Kylie Minogue, and Honey Dijon.

Modern Manners3 Instructions for lioing fabulously well



The Gentlewoman — MEDIA KIT

The Gentlewoman3 Mini Magazine

A decade of fabulousness, in miniature. To celebrate ten years of style and 
purpose in print – as well as the brilliant women who defined it – The Gentle-
woman produced a 60 × 81mm compendium of the magazine’s cover stories, 
sponsored by Gucci, featuring Adele, Angela Lansbury, Björk, Cindy Sher-
man, Margaret Atwood, Phoebe Philo, Robyn, Simone Biles, Sofia Coppola 
and Zadie Smith. The Mini Magazine was launched with an intimate readers 
event at the Institute of Contemporary Arts, London, and is sold through 
The Gentlewoman shop and in Gucci shops globally.

Mini Magazine launch and signing at The ICA, London The Gentlewoman Mini Magazine, as featured in Issue n° 21 



The Gentlewoman3 *)th annioersary

In 2019, The Gentlewoman celebrated its 10-year anniversary with the 
publication of the magazine’s 20th edition, featuring Margaret Atwood 
on the cover. A full season of events and activities followed, focusing on 
the magazine’s greatest asset — its readers — with The Gentlewoman Club 
reaching new territories and engaging directly with this important and 
growing international community.

LONDON: the launch of Issue nº 20 with a celebration at Hauser & Wirth, 
Mayfair.

STOCKHOLM: an urban tour with ARKET, exploring the Swedish home 
and the women redefining it. The day concluded with a Nordic feast at the 
biodynamic Rosendals Trädgård, prepared by the Michelin-starred chef 
Martin Berg.

BRAEMAR: readers, friends and special guests ventured to the Fife Arms in 
the majestic Scottish highlands with Begg × Co, to ramble, forage and enjoy 
whisky-based revelry. The occasion also marked the festive unveiling of the 
Touring Blanket, a stylish memento to celebrate 10 years of the magazine’s 
distinctive editorial voice.

LONDON: the Tour rolled back into town to launch As Seen in The Gentle-
woman, a collection of T-shirt designs celebrating the graphic personality of 
the magazine, made in partnership with Sunspel. 

A tour of the Gationaalmuseet with Arket, StockholmA lunch with Arket and guests at >tt Hem, Stockholm

The Gentlewoman and ;egg × Co Touring ;lanket 

Guests at the 2)th issue launch, Hauser and PirthClaudia Pinkleman and Ienny Martin, 2)th issue launch

?ife walking tour with ;egg × Co, Scotland

The Gentlewoman and Sunsiel t&shirtThe Gentlewoman and Sunsiel T&shirt launch, London
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;rand Hoeroiew

FANTASTIC MAN
The original gentleman’s journal, obsessed with personal style, intelligent 
writing and eloquent photography. Charming in tone and inquisitive by na-
ture, Fantastic Man continues to break new ground in 21st-century maga-
zine publishing.

FANTASTIC MAN:  MEN OF GREAT STYLE AND SUBSTANCE
Fantastic Man: Men of Great Style and Substance celebrates a stellar decade of 
the gentleman’s style journal. Published by Phaidon Press, it brings together 
interviews with 69 of the world’s most stylish, influential and innovative men.

BUTTONED-UP
The story of London style through the history of the button-down shirt.

WHAT MEN WEAR AND WHY
A handsome compendium investigating male dressing habits in the 21st
century, made with the kind support of Browns.

COS MAGAZINE
A chic cultural biannual produced for the retailer of the same name, with in-
sightful interviews and features covering luminaries from the worlds of art, 
design and technology.

THE HAPPY READER 
A unique magazine about reading for anyone who wishes to stay inspired, 
informed and entertained. With beautiful typography, the magazine is a de-
sign object which celebrates the pure pleasure of reading and the calming 
luxury of being offline.

 Tyler,
the Creator

The pop star from LA
One of two covers

Issue nº 28
Autumn & Winter 2018
£6.00 or $14.99

Bookish Magazine — Summer 2019 — Issue nº 13
With American actor OWEN WILSON and Roman emperor MARCUS AURELIUS.

COS magazine
Autumn & Winter 2017

COS magazine
 Autumn & Winter 2018
BUILDING

Right, the Barbican 
Centre, London. Be-
low, at the Kivik Art 
Centre, Sweden, a 
building by the artist 
Antony Gormley and 
the architect David 
Chipperfield. Back 
cover, a structure by 
Snøhetta, also at the 
Kivik Art Centre.

COS magazine
Spring Summer 2018

50 questionnaires investigating  
male dressing habits, from the ever-curious 

makers of FANTASTIC MAN

W
H

A
T W

E
A

R

MEN

and why

REUSE
A euphoric new issue embra- 
cing the joy of old clothes, 
resourcefulness and the in-
spiration that’s to be found 
in the pre-existing. Featuring 
people who make new things 
from old things, repurpose 
what’s already there or sim-
ply wear the same thing every 
single day.

COVER
British artist GEORGE ROUY, 
photographed by JUERGEN 
TELLER in a recycled-fash-
ion collection made specially 
for this issue by stylist JODIE 
BARNES. Everything is from 
local charity shops. More on 
page 120...

Issue no 33
Spring and Summer 2021
£10, €14, $20

THE HAIR ISSUE RIZ AHMED

ON HAIR
A very chatty 32nd edition of 
FANTASTIC MAN devoted to 
men’s hair. Over the course of 
its 256 pages, the personal, 
political and stylistic aspects 
of what grows on top are ex-
plored and discussed. This 
spectacular volume includes 
the following people:

MARTIN MARGIELA, artist
JAWARA, specialist
REX ORANGE COUNTY, pop
RAF SIMONS, book
ALVARO BARRINGTON, wow
and RIZ AHMED, movie star

+ An investigation into the fu-
ture of menswear.

Have fun!

Issue no 32
Autumn and Winter 2020/21
£10, €14, $20
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Calendar � Contacts

Issue n° 25: Spring and Summer 2022 
Artwork deadline: January 2022
On sale: March 2022

Issue n° 26:  Autumn and Winter 2022/23
Artwork deadline: July 2022
On sale: September 2022

Contact
Commercial Director: 
Elizabeth Sims
elizabeth@thegentlewoman.com
M: +44 (0)7922 220 074 

Sales reiresentatioes
ITALY 
Fabio Montobbio  
at Rock Media S.R.L.
Largo Cairoli, 2
20121 Milano • Italy
fabio@rockmedia.it
T: +39 0278 2608 

Hffice
LONDON OFFICE
1st Floor
73 — 75 Mortimer Street
London W1W 7SQ
United Kingdom 
T: +44 (0)20 7242 8802 

Rates

IFC Leading Single Pages  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £25,030
1st DPS ... . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £23,795
First bank DPS  .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £20,395
DPS named site  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £18,180
DPS 1st third  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £17,200
DPS 1st half  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £16,675
Outside Back Cover  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £26,495
Single page facing Masthead/TOC  .. . . . . . . . . . . . . . . . . . . .  £12,980
Single page specified position  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £12,260
Single page 1st half  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £11,155
Single page run of magazine  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  £10,350
Special formats and creative partnerships .. . . . . .  on request
Digital packages .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  on request

Terms and conditions
All advertisement rates are subject to VAT. Agency discount 10%. Payment terms for ad-
vertising 30 days. Booked advertising is only cancellable within 14 days after approved 
deal or is payable in full. Covers are non-cancellable.


