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75 EVENTS 
IN 
10 CITIES 

FILMFARE AWARDS 

BBC TOPGEAR AWARDS 

HELLO! HALL OF FAME 

FILMFARE GLAMOUR & STYLE AWARDS 



WWM REACH 
 

MAGAZINES REACH: 4.24 MN+ 

DIGITAL REACH: 21.85 MN+ 

EVENTS REACH: 316 MN+ 

TOTAL REACH: 342.09 MN+ 





THE LARGEST AND MOST CREDIBLE WOMEN'S MEDIA BRAND 



FEMINA READER PROFILE 

Source: Femina Reader Survey 2014 
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FEMINA READER - AGE PROFILE 

8% 11% 20% 22% 12% 10% 17% 
 

 

 
 

Below 20 21-25 26 - 30 31 - 35 36 - 40 41 - 45 46 and above 

Source: Femina Reader Survey 2014 



Chandigarh / Punjab & Haryana 

Uttar Pradesh 

Andhra Pradesh 
Goa 

Karnataka 

Tamil Nadu 
 

 
Kerala 

Rajasthan 

Gujarat 

West Bengal 
 

Maharashtra 

Madhya Pradesh 

Delhi NCR 

Bihar 

Uttarakhand 

A very balanced spread across the country.. READERS FROM 
Source: Femina Reader Survey 2014 



FAMILY STATUS 
Joint Family – 30% Nuclear Family – 63% Live alone – 7% 

Source: Femina Reader Survey 2014 

Marital status % 

Single 42% 

Married with kids 42% 

Married without kids 14% 

Widowed/Divorced 2% 



EDUCATION BACKGROUND 

Source: Femina Reader Survey 2014 

Educational qualification % 

Up to Secondary / Higher Secondary 8% 

Diploma studies 3% 

Graduate 
38% 

Post Graduate 44% 

Doctorate (or professional equivalent) 4% 

Others 2% 



WORKING STATUS 

Full time / Entrepreneur – 51% 

Part time / Freelancer – 8% 

Student – 15% 

Home maker  / Not working – 23% 

Source: Femina Reader Survey 2014 



FAVOURITE LEISURE PAST TIME/INTERESTS 

Source: Femina Reader Survey 2014 

Past time/Interests % 

Reading 83% 

Listening to music 65% 

Watching television 65% 

Shopping 63% 

Watching movies 54% 

Surfing/Social networking 52% 

Traveling 49% 

Cooking 49% 

Eating out 41% 

Spending time with friends 41% 

Health & fitness/wellness 29% 

Writing 20% 

Others 4% 



MINDSET OF A FEMINA READER 

About 55% Femina readers are influenced by 

advertisements 

Source: TGI INDIA 2014-W2 (Mar-May 2014 + Aug-Oct 2014) 



SHOPPING MINDSET OF A FEMINA READER 

9 out of 10 Femina readers often buy a 

new brand, when they see it 

Source: TGI INDIA 2014-W2 (Mar-May 2014 + Aug-Oct 2014) 



Source: TGI INDIA 2014-W2 (Mar-May 2014 + Aug-Oct 2014) 

APPEARANCE OF A FEMINA READER 



TRAVEL MINDSET OF A FEMINA READER 

Source: TGI INDIA 2014-W2 (Mar-May 2014 + Aug-Oct 2014) 


