
SUPERCARS AND SUPERMODELS: LIFE IN THE FAST LANE 
WITH JARROD SCOTT

SMART MEN. COOL THINGS.

Style
 

An important meeting 
with Client Liaison

Gifts
 

Present yourself well 
this Christmas

Work
 

Flying high with our 
top CEO 

ExecutiveStyle

G R E A T  S C O T T

Watches

Clocking the year’s 
best timepieces

S U M M E R

BEST NEW PRINT PRODUCT



Fairfax’s premium magazine team recognised  
a gap in the Australian market servicing  
high-income male readers aged between  
30 and 60.

Executive Style was already a successful online 
brand for the company covering luxury cars, 
watches, men’s fashion, culture and lifestyle 
reaching a unique audience of over 300,000 
Australians a month: homeowners, decision 
makers, managers, and professionals.

Existing clients had expressed interest in  
buying into a print product which displayed  
their big-budget advertising campaigns on 
glossy paper to a similar prestige audience.

The team set about bringing the on-trend, 
high-end feel of the Executive Style website to 
a high-quality standalone print product, working 
with award-winning Fairfax designer Tim Beor 
to create a 52-page launch issue that exceeded 
expectations editorially and commercially.

OVERVIEW



The first two issues delivered 
$500k in incremental luxury retail 
revenue to the Friday editions of 
our Metro mastheads, and more 
value for our premium Sydney 
Morning Herald (SMH) & The 
Age readers via Executive Style’s 
premium and unique content.

Clients to advertise in the 
magazine include Cartier, Hermes, 
Jaguar, Maserati, Harrolds Luxury 
Department store, Google, Hublot, 
Mont Blanc, Bremont, Hyatt 
Regency, Tourism Tasmania and 
more. The majority of these clients 
had not advertised within the SMH 
and The Age before. 



This is a great example of how category 
expertise, client relationships and brand 
strategy and product knowledge has 
come together to generate new revenue 
for the business. 
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We are on track to reach our goal of $1 
million in new print revenue across 4 
issues of ES Magazine. This is highly 
profitable revenue and generated 
out of our editorial and Brands & 
Audience Prestige commercial team. 
The magazine is also on track to more 
than double the Executive Style cross-
platform revenue for FY18. The next 
edition will be published on March 9 
and will carry similar revenue to the 
first editions.

RESULTS


