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Who Sees Caras, See All. 

Society Title



Positioning and MissionPositioning and MissionPositioning and Mission

Positioning
The society weekly magazine that portrays
the life of the portuguese and foreign jet
set.
Close to the Reader: invites him to a 
world of glamour and fascination, so it is
an aspirational magazine. Bet on
personalities over the time, “grows with
them”.

Mission
Wants to give the Reader a moment of
relaxation and leisure, that allows access
to all of the information (current, credible
and objective) about the society and also
allows to dream.

Find the on-line publication at: www.caras.ptwww.caras.ptwww.caras.pt

http://www.caras.pt/


Editorial ConceptEditorial ConceptEditorial Concept

Editorial Concept
CARAS is a weekly magazine dedicated to 
social news and its actors, domestic and 
foreign, which are made known by a 
privileged treatment of image and text. 
CARAS wants to show the lives of public 
figures, but always with the intransigent 
defense of intimacy of the people that 
gives to know. 
Is governed by a scrupulous compliance 
with ethical and professional standards of 
journalism and is independent of any 
power, economic or political, or any 
pressure group.



Technical DataTechnical DataTechnical Data

Cover Paper: Couché 115g
Paper: Couché 60g
Printing Method: 4-Colour Offset
Finishing: Saddle-stitched
Format: 23,0 x 29,7 cm
Type Area: 20,7 x 27,2 cm
Screen: 150 Lines



Special Editions Calendar Special Editions Calendar Special Editions Calendar --- 200920092009

Special Ed. Caras NOIVAS
. Publication Date: 28th October
. Copies: To be defined

Special Ed. INTERNACIONAL
. Publication Date: Early November
. Copies: 120.000

Special Ed. CARAS Natal dos Famosos
. Publication Date: 19th November
. Copies: 120.000

Special Ed. CARAS Moda S/S 2009
. Publication Date: 18th March
. Structure: 300 Pages
. Copies: 35.000

Special Ed. Caras CRUZADAS
. Publication Date: 15th July
. Copies: To be defined

Special Ed. CARAS Moda F/W 2009-10
. Publication Date: 16th September
. Copies: 35.000

Special Ed. AMÁLIA
. Publication Date: September
. Copies: 120.000



Supplements and Promotional GuidesSupplements and Promotional GuidesSupplements and Promotional Guides
Caras’ Promotional Supplements are made of

“publireportagem” Double Pages where, by developing
a theme of interest to the Reader, the advertiser’s brand

is associated to that theme.

Dates and Themes provided:

SPRING – 25th February 2009
SUMMER – 20th May 2009

ENVIRONMENT – 9th June 2009
BRANDS – 5th August 2009

WINTER – 25th November 2009

Fixed Value per DPS:

3.750€

Caras’ Promotional Guides are small news with
different suggestions about a particular theme, and here

the brands appear in the standard advertising spaces.

Dates and Themes provided:

HOME REMODELING – 11th February 2009
HEALTHY FOOD – 25th March 2009

HEALTH – 1st April 2009
CONVIVIALITY WITH FRIENDS – 3rd June 2009
SUMMER DESTINATIONS/ ATLs – 16th June 2009

SUMMER NEWS – 23th June 2009
RETURN TO SCHOOL – 26th August 2009

GASTRONOMIC ROUTES – 23rd September 2009
FALL NEWS – 6th October 2009

MAN – 21st October 2009
NEW YEAR’S DESTINATIONS – 4th November 2009
REAL ESTATE/ DECORATION – 11th November 2009

Both projects will 
be placed inside 
and in the centre 
of the magazine.



Thematic Dossiers or Exclusive SponsorsThematic Dossiers or Exclusive SponsorsThematic Dossiers or Exclusive Sponsors

In a file (Dossier), stapled inside and 
at the centre of the magazine CARAS, 
the advertisers can create and develop 
their own themes, emphasizing their 
brands and teaching consumers to 

make the most of them, or to sponsor 
one of our exclusive supplements or 

guides.

Fixed Value:
8 Pages: 8.800€

16 Pages: 16.800€



CARAS Events 2009CARAS Events 2009CARAS Events 2009

Anticipating the exclusive EVENTS’ Calendar provided for 2009, find bellow the ones that may be sponsored by our advertisers:

AgendaAgenda 20092009
Snow Caras. February. Value: € 30.000,00

Valentine’s Dinner. January. Value: € 15.000,00

Globos de Ouro. April. Value: € 385.000,00 (*)

Picnic CARAS. May. Value: € 30.000,00

ECOBAGS Vintage Action. June. Value: 40.000,00

Feijoada CARAS. July. Value: € 15.000,00

Summer Party. August. Value: € 25.000,00

CARAS Castle. November: € 30.000,00

General General CounterpartsCounterparts
1. Possibility for the advertiser to create an

animation space, in the place, appropriate
to the subject;

2. Obtaining visibility for the brands, in the
coverage and reference matters in the
thanks’ box in the end of each subject;

3. Full report with visibility for the Sponsor in
the web site of CARAS. www.caras.pt;

4. Action of offering gifts to the guests.

Note: There is a presentation for each Event, with more details, place, date and time, and specific madalities of Sponsorship. The values that are 
presented here are valid for Main Sponsors (that may go up to a maximum number of 4).

Values for Exclusive Sponsorship: To be defined. 

(*) Value for Exclusive Sponsorship of Globos de Ouro.



CARAS EventsCARAS EventsCARAS Events

Valentine’s Dinner

Snow CARAS

Globos de Ouro CARAS Picnic



CARAS EventsCARAS EventsCARAS Events

Feijoada CARAS

Summer Party

CARAS Castle



Special Advertising ActionsSpecial Advertising ActionsSpecial Advertising Actions
In addition to the traditional advertising, there are several actions that may be exploited by advertisers, that can be excellent opportunities to 

increase the brands and advertisers’ visibility. Examples:

Flyers

Inverted
Gatefolder

Wrappers

Tack-on Inserts
Cover Post-it



CARAS ANGOLACARAS ANGOLACARAS ANGOLA

Technical Data:

COVER PAPER: Couché 115g
PAPER: Couché 60 g

PRINTING METHOD: 4-Colour Offset
FINISHING: Saddle-Stitched
FORMAT: 23,0 cm x 29,7 cm

TYPE AREA: 20,7 cm X 27,2 cm
SCREEN: 150 lines

Publication Date and
Materials’ Delivery:

CARAS Angola is published on Saturdays and the materials must be 
delivered until 2 weeks before the publication date.

Advertising Rate:

Double Page Spread: € 2.970,00
Odd Page: € 1.770,00

(for other formats, please see the respective advertising rate)

Since September de 2005, CARAS is present in Angola, with around 15.000 copies, read by a top audience, 
opened to all the top news of products and services.



ReadershipReadershipReadership

Total Audience 1.742.700 Readers ……… 21,0% …………

Readership 466.100 Readers ……… 5,6% …………

Total Audience 392.400 Readers ……… 40,0% …………

Readership 137.700 Readers ……… 14,0% …………

2ªV08-3ªV08-1ªV09

UNIVERSE

ABC1 Female 18-44

Source: Bareme Imprensa, MMW
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CirculationCirculationCirculation

COPIES

February 2008 to February 2009

88.691

Source: APCT

AVERAGE PAID CIRCULATION

COPIES

February 2008 to February 2009

88.691

Source: APCT

AVERAGE PAID CIRCULATION

Aveiro 3,9%
Beja 1,0%
Braga 5,6%
Bragança 0,4%
Castelo Branco 1,1%
Coimbra 3,0%
Évora 1,6%
Faro 5,8%
Guarda 0,7%
Leiria 3,4%
Lisboa 39,8%
Portalegre 0,8%
Porto 14,9%
Santarém 3,4%
Setúbal 7,7%
Viana do Castelo 1,5%
Vila Real 0,8%
Viseu 1,5%
Ilhas 2,3%
Outros 0,2%
Estrangeiro 0,6%

Caras

GEOGRAPHIC CIRCULATION
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Total Circulation vs. Income IndexTotal Circulation vs. Income IndexTotal Circulation vs. Income Index

Total Geographic Circulation Income Index
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Aveiro 3,9% 62,01
Beja 1,0% 15,61
Braga 5,6% 59,79
Bragança 0,4% 11,18
Castelo Branco 1,1% 18,38
Coimbra 3,0% 38,97
Évora 1,6% 17,45
Faro 5,8% 64,18
Guarda 0,7% 14,3
Leiria 3,4% 44,33
Lisboa 39,8% 286,6
Portalegre 0,8% 12,65
Porto 14,9% 160,59
Santarém 3,4% 42,04
Setúbal 7,7% 82,74
Viana do Castelo 1,5% 21,48
Vila Real 0,8% 16,5
Viseu 1,5% 31,15
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ReaderReaderReader’’’s Profiles Profiles Profile

Source:  Bareme Imprensa 2ªV08-3ªV08-1ªV09

Occupational Groups:
OG1: Superior and Medium Workers• OG2: Specialised Technicians and Small Business Proprietors • OG3: Services/Commerce/Administrative Employees • OG4: Qualified/Specialised 
Workers • OG5: Non Qualified/Specialised Workers• OG6: Retired/Pensioners/Unemployed • OG7: Students • OG8: Home keeper
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Female Reader, 
aged between 18 and 44 years old,

class ABC1, 
living in urban areas.



ReaderReaderReader’’’s Profiles Profiles Profile

Source:  Bareme Imprensa 2ªV08-3ªV08-1ªV09

Index Caras’ Reader Profile
vs. Universe Reader Profile

(Universe Reader Profile = Index 100)
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Occupational Groups:
OG1: Superior and Medium Workers• OG2: Specialised Technicians and Small Business Proprietors • OG3: Services/Commerce/Administrative Employees • OG4: Qualified/Specialised 
Workers • OG5: Non Qualified/Specialised Workers• OG6: Retired/Pensioners/Unemployed • OG7: Students • OG8: Home keeper




