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Comscore Multi-Platform (United States) (Desktop 2+ and Total Mobile 13+) Full Year 2022 monthly avg.; ListenFirst, 
followers as of 12/31/22, includes FB, TW, IG, YT, TikTok; Adobe, YouTube Analytics, DFP, Partner Data, Facebook Insights, 
Twitter Analytics, Instagram Analytics, Snapchat Insights, TikTok, Full Year 2022 monthly average; 2022 Comscore 
Multi-Platform / MRI-Simmons Fusion (09-22/S22); Does not include Business Purchases ; 2022 Comscore Multi-Platform / 
MRI-Simmons Fusion (09-22/S22); Parsely match any tagged: wellness Q4 2022 vs. Q4 2021

BRAND MISSION Glamour 
believes in the power of women 
being themselves and stands with 
women as they do their own thing. 
Across every platform, Glamour is 
the ultimate fashion, beauty, and 
lifestyle authority for the next 
generation of changemakers.

“Glamour has been at the forefront of 
fighting for women’s equality since its 
inception in 1939. It is the unwavering 
core of our mission and the backbone to 
our storytelling. We stand for inclusion 
and use our platform to amplify 
underserved voices. It’s now more 
important than ever to listen to, believe, 
inspire, and support those who identify 
as women.” 

SAMANTHA BARRY, EDITOR IN CHIEF
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GAME CHANGERS | YEARLONG Every day, in big and small 
ways, women are changing the world—and Glamour is 
committed to celebrating those who are pushing us toward 
a brighter future. In a revamped series built on the success 
of top-performing franchises, we’ll dedicate history, 
awareness, and heritage months to spotlighting 
game-changing women.

NEW YEAR, NEW FACE | JANUARY  “Getting work done” is 
no longer the secret it once was. But if you're considering 
going under the knife or needle, you deserve to be informed. 
We're breaking down everything you need to know in the 
age of facial “tweakments.” Choose to change your looks or 
don’t—the point is, the choice is yours.

MATTERS OF THE HEART | FEBRUARY Heart disease is the 
leading cause of death among U.S. women, and not enough 
young women are paying attention. This frank and 
non-fear-mongering series will educate and inform younger 
women—and set them up for heart-healthy futures.

THE PAID LEAVE PROJECT | FEBRUARY Part two of 
Glamour's up-close look at the stark realities of new 
motherhood, meant to spotlight how the country’s lack of 
paid leave is deeply detrimental to mothers, children & 
families. 

BY WOMEN | MARCH We're not trying to save the world by 
shopping, but we know our audience is shopping—in a  
major way—and we're helping them support 
women-owned brands while they do. With 100 
editor-selected products from 100 women-owned brands, 
five digital series, three social franchises, and more.

CLOSET SCHOOL | APRIL Glamour taps the usual suspects 
(professional organizers) and unlikely experts (pre-school 
teachers) for the tips that will help you get your 
wardrobe—along with everything else in your closet—in 
check once and for all. 

THEME WEEKS | EVERGREEN Informed by the way our 
audience engages with content, Glamour’s scalable Theme 
Weeks each feature a range of content focused on a singular 
concept. With a minimum of one article per day and 
amplification across social, we deliver storytelling at scale.
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