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BRAND MISSION 

BY PROVIDING FASHION, BEAUTY 
AND GROOMING CONTENT FOR 
THE TRANSGENDER COMMUNITY 
WE AIM TO APPEAL TO BOTH FTM 
AND MTF INDIVIDUALS. 



There is an increasing 

visibility of the transgender 

community with the rise of 

celebrities. The high profile 

transitioning of Bruce 

Jenner to Caitlyn Jenner, 

whilst draped in 

controversy, has no doubt 

raised the profile of the 

transgender community. 

WHY NOW WHY US

As a creative co-operative 

we feel there is a need for a 

mainstream magazine that 

is aimed at the Transgender 

Community.  After 

analysing the current 

market and undertaking 

research we discovered 

there was a gap in the 

market for a lifestyle 

monthly. 

GiHoJiPaZo 

Collective consists of 

individuals from different 

backgrounds. We have links 

to the LGBTQ+ community 

and our experience in the 

fashion, beauty and lifestyle 

industry which allows us to 

create engaging, 

informative and intellectual 

content for our intended 

audience. 

WHY THIS

WHY



CONTENT

FASHION

We will introduce the audience to 

new trends, brands and clothing 

that meet their needs and styles. 

This will include lookbooks, 

shopping picks, styling advice, 

street style and transgender 

fashion brands.

BEAUTY FITNESS & HEALTH

We will present the latest trends 

in cosmetics, treatments and 

makeup, all of them selected by 

our team of experts.

We will offer advice on how to 

lead a healthy lifestyle including 

tips for different hair treatments 

and body therapies, which will fit 

perfectly with the needs of our 

growing audience.

SOCIETY & CULTURE

We want to give proof of the 

massive cultural change that is 

taking place in our society 

towards transgender citizens. In 

order to do this, we will have a 

'real people' section, which will be 

relatable to our audience. 



TRANDS TEAM 

HOLLY HAMPTON-THAYERS
Editor-in-chief 

"The aim of Trands is to create a diverse and captivating magazine for everyone. 

The team is full of creative, like-minded people from different industries. 

Whether it's fashion, beauty or fitness, we have all come together to create great 

content that will not just engage our audience but also inspire them. It is our 

goal for Trands to act as a pillar for the transgender community and to bring 

something new and exciting for all to enjoy."



GIORGIA PIZZIMENTI
Art Director

"As the Art Director, I will be responsible for ensuring the 

advertising has a positive impact on the consumer in order to 

promote the product or brand being advertised. I will coordinate 

and supervise the work of the designers to make sure that the 

overall visual aspects of the campaigns are creative and engaging. 

I will be collaborating with the editorial teams to determine the 

design and the layout of the magazine. I will also work with the 

copywriter to generate ideas to present to clients."

PAULA GONZALEZ
Deputy Editor

"As Deputy Editor, I will coordinate all the tasks with the Editor-in- 

Chief and oversee the thematic relevance and global rigour of all 

published. I will help lead coverage of the transgender community 

in numerous areas, such as fashion and beauty. I will propose 

measures and actions necessary for the development of the 

publication, whilst supervising the fulfilment of journalistic and 

ethical standards."



ZOE CNAEPKENS

"As the Fashion Editor of Trands, I would like to make trends easier to 

digest for both transgender males and females.  It would be great to 

show what works best for them and how they can incorporate trends 

into their wardrobe.  As there isn’t enough fashion inspiration 

directed specifically towards the transgender community, it is my 

aim to provide that information for them." 

Fashion Editor

"With 10 years’ experience as a beauty therapist, along with 

knowledge of the industry and journalism training, I will be able to 

write with authority on beauty and grooming. Providing members 

of the transgender community with the skills they need to present 

themselves with confidence. I will achieve this by providing advice 

that is adaptable." 

J IM WELLER
Beauty Editor



SURVEY ANALYSIS 

The GiHoJiPaZo Collective discovered that there is little in print that is aimed at the 

transgender community. In order to provide our target audience with the best of the 

mainstream media and transgender-specific titles, we conducted an online survey. 

Amongst the fields of interest, the ones that appealed to our target audience were 

mostly fashion, beauty and grooming which are our main focuses. 

NO 

26%

YES 

75%

WOULD YOU READ A MAGAZINE AIMED AT THE TRANSGENDER COMMUNITY?



10.6% answered were transgender 

female, 38.3% were transgender male. 

Although Trands is specifically aimed 

at the transgender individuals, we are 

keen to include other members of the 

LGBT community.  

44.4% chose £3.99 as a preferred 

price to spend on a transgender 

magazine. This price is similar to 

our rival magazines.  
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We have a large age range of our 

target audience, from 15 to 61. The 

most populated sector was 15-20. 

68.1% answered ‘never’ to purchasing 

magazines. 74.5% answered ‘yes’ to 

purchasing a transgender magazine. 

This suggests our magazine has a keen 

target audience. 
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RIVAL ANALYSIS 

Online only 

  

Aimed at all transgender people 

with an interest in lifestyle 

Online only 

Stoptransmurders 

Aging, surgery, body 

modification etc. 

Lacks fashion and beauty 

content 

They mainly use Facebook and 

Twitter to promote their posts 

N/A 

Mainly male to female 

transgender people 

Subscription and online 

purchasing only 

Male 2 girly, Cross-dressing 

Closet, Facial Team, Electrolysis, 

Fashion, makeup tips, styling 

advice & events 

Lacks health content & relatable 

stories 

They promote their magazine 

on Twitter and Facebook 

Online Only 

Female to male Transgenders 

Online only 

This is what trans looks like 

Culture, guides, hormones, 

surgeries 

Lacks fashion and beauty 

content 

They are active on Instagram, 

Twitter, Youtube, Pinterest, 

Tumblr and Facebook. 

TRANS HEALTHTRANS LIVING FTM

Readership:

Target audience:

Distribution: 

Advertisers:

Editorial pillars:

Promotion:

Readership:

Target audience:

Distribution: 

Advertisers:

Editorial pillars:

Promotion:

Readership:

Target audience:

Distribution: 

Advertisers:

Editorial pillars:

Promotion:



Trands Magazine is aimed at independent women from 

any ethnic background, aged approximately 18-45. Their 

strong interests are mostly fashion, beauty and homeware. 

Trands Women readers are stylish and like spending a lot 

of money on clothes, footwear, accessories and make-up 

products. They are more likely to buy clothes from H&M, 

Topshop, Zara and Primark. 

The average Trands woman is very interested in reading 

about fashion and clothes both in magazines and online. 

Half of our target audience regularly watch YouTube 

tutorials about make-up, but they have diverse tastes when 

it comes to beauty products. Favourite types of beauty 

brands include No7, L’Oréal, Kiko, Essence, NYX and 

Sephora. They get a lot of pleasure in reading about advice 

and transition stories, social issues, life stories romance and 

film reviews. 

THE TRANDS WOMAN 



THE TRANDS MAN 

Trands' male readers are aged between 18-45 with main 

interests in fitness, grooming and travel. They are well 

connected, information hungry and media consumers, 

which makes them powerful influencers when it comes to 

sharing information about personal experiences. Their 

disposable income allows them to keep up with their 

sports, hobbies and fashion. When it comes to shopping, 

they like to buy both in stores and online. 

They are tech-savvy and like to keep up with the latest 

news through different platforms. They spend more than 

the average time on Facebook, YouTube, Instragram and 

Snapchat. The Trands Man readers are interested in 

reading sports news via the papers, as well as watching it 

on TV and listening via the radio. They are also very likely to 

take care of their skin. Our readers spend their money on 

grooming products such as Nivea Men and/or L’Oréal Men 

Expert. 



Back cover  

Inside covers  

DPS  

Page  

Half Page  

Business section  

£1000 

£900 

£800 

£600 

£350 

£50 

ADVERTISING RATES



CIRCULATION & DISTRIBUTION

Our initial print run will be an A4 pagination size and there will be 2,000 copies. This 

number is low due to the low circulation as an independent magazine. After the first print, 

we can assess the number of sales and adjust the number of prints accordingly.  

INITIAL PRINT RUN

READERSHIP

Trands will distribute our magazine monthly via newsstands, newsagents and a 

range of stores similar to our rival magazines. 

Our expected readership figures range around 3,000 per month. This figure is low 

due to the statics of our target audience. 

DISTRIBUTION



PRODUCTION SCHEDULE



SOCIAL MEDIA 

By sharing our posts on those social media 

platforms we are hoping to draw 

more attention to our website.

STRATEGY

To promote Trands magazine we will be 

present on Instagram, Twitter and 

Facebook because we are aiming to reach 

a wide range of ages. We chose Instagram 

for our younger audience; Facebook for the 

more mature readers; and Twitter can be 

used for both age categories. 

PLATFORMS



WEBSITE 

On our website we wouldn't have a 

paywall on all articles but only on some of 

our content. They  would be able to access 

one article that is behind a paywall for free 

by signing up with their email. For more 

articles, they would need a subscription, 

which would be priced at £45 for a year 

and £15 for four months. 

PAYWALL 



Trands magazine would put itself on the map by 

organising a beauty and grooming fair. It would take 

place at the urban innovation centre in London. At the 

event, people can follow workshops from experts and go 

to talks from well-known trans people. 

 

LAUNCH EVENT

As there aren’t many products made to accommodate 

people who are transitioning, we will be creating our own 

beauty and grooming products. Those will include makeup 

and shaving products. 

On our website, there will be a page where readers can buy 

all of the clothes we use in shoots. 

 

MERCHANDISE & E-COMMERCE

BRAND EXTENSIONS



MAGAZINE COVER



MAGAZINE CONTENTS

L A V E R N E  C O X

T H E  S O C I A L  M E D I A  

C E L E B R I T Y  O N  H E R  

S U C C E S S



ADVERTISERS

L A V E R N E  C O X

T H E  S O C I A L  M E D I A  

C E L E B R I T Y  O N  H E R  

S U C C E S S

At Trands Magazine our focus is to attract a mixture of high street and trans-specific brands 

and names. Along with these brands, we will invite advertising from businesses that are aimed 

at the transgender community. It will also be important to Trands magazine to highlight 

services that transgender individuals can access, such as counselling services, support groups 

and national services, such as the NHS. 

SHOPS BRANDS



THANK 
YOU!


