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Savoir Flair is a

na Changing region.

Launched in 2009 as the Middle East’s first online
magazine, Savoir Flair has since evolved into a
culturally relevant platform connecting brands

with a highly engaged region:ﬂ audience.

With a trusted voice, strong editorial perspective,
and a focus on quality over scale, it offers
meaningful access to a discerning audience while

shaping conversations beyond trends.
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MONTHLY UNIQUES
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+87% vs. COI\/IPETITORS ON AVG.

TOTAL PAGE VIEWS

1.1m

+108% vs. COMPETITORS ON AVG.

SAVOIR FLAIR COMPETITOR 1 COMPETITOR 2 COMPETITOR 3 COMPETITOR 4
PAGE VIEWS # 1M 781k 613k 188Kk 534k
MONTHLY UNIQUE 479K 514k 197k 59k 253k
VISIT DURATION # 2m Ols 48s 36s 24s 31s
PAGES PER VISIT 145 I 167 178 143
BOUNCE RATE 58% 59% 57% 47% 66%

SOURCE: SIMILARWEB AND GA4 (JAN - DEC 2025)



Website
Traftic

@ Total @ Uniques
1,250,000 4 %

INCREASE IN PAGE VIEWS

1,000,000 /.\\.
750,000 ; ( ; /O
INCREASE IN UNIQUE VISITORS

500,000
Page views increased in March,
indicating higher reader intent as
250,000 @ audiences spent more time
engaging with lifestyle content as
0 a form of distraction and escape.

January February March April



| I 1 Indicates a clear readiness to
spcnd more time interacting
a I ( with on-site content.

200

Realitg St

e

A24%

Averagc engagcmcnt time

on the website increased 50

from the start of the
conflict in March to the

first week of April. 0
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highlighting a strong interest in destinations

2 9 o of Savoir Flair readers are travel enthusiasts,
(0]

and experiences.

2 6 of our audience are technophiles, reflecting
%

engagement with innovation and digital culture.

of Savoir Flair readers are engaged shoppers,
2 20/ showing a strong interest in discovering and
0 .
purchasing products.

1 8 are food and dining enthusiasts, with a clear
%

affinity for culinary experiences and cooking,

SOURCES: GOOGLE ANALYTICS (2026)




L{S}E 5 . Planned
T Purchases

in the Next Six to 12 Months

Experiences (travel,
staycation, event tickets,
lifestyle subscriptions)

16% |

Shop for luxury

items once a month

Home decor

or furniture

35%

Visit a health club or gym

O%

I W Luxury skincare,
makeup, and cosmetics

a few times per week
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MOBILE WEB
~

49% 20

SAY THEY ARE INFLUENCED BY
ADVERTISING AND CONTENT
SEEN ON SAVOIR FLAIR







Media Impact Value

UR 2025 BENCHMARK

1.3m

TOTAL FOLLOWERS
1 ° m
CHANNEL EST. MIV FOLLOWERS | ENGAGEMENT RATE

TOTAL MIV ACROSS ALL SOCIAL
PLACEMENTS IN 2025 Instagram $311k 530k 5.94%
TikTok $147k 270K 8.93%
2 2 q Facebook* $5K 505K 1%
k SOURCE: LAUNCHMETRICS INSIGHTS, PLATFORM ANALYTICS
AVG. MIV PER PLACEMENT BASED ON TOP-PERFORMING PLACEMENTS

(BASED ON TOP-PERFORMING PLACEMENTS) “EXCLUDES DARK POSTS



Nedia Impact Value

INSTAG RAM

BRAND POTENTIAL REACH ENGgi.ErEAENT MIV (USD)
Chanel 492K 156% $564k
Chanel 478k 85% $405k

Louis Vuitton 478k 55% $360k

Louis Vuitton 478k 12% $116Kk

Miu Miu 492k 11% $108k
SOURCE: LAUNCHMETRICS INSIGHTS, JAN - DEC 2025



https://www.instagram.com/savoirflair/reel/DPe7SKhDNgl/
https://www.instagram.com/savoirflair/reel/DJSql52T4Yc/
https://www.instagram.com/savoirflair/reel/DJSyeaWTRTp/
https://www.instagram.com/savoirflair/reel/DJSuyo9zEm2/
https://www.instagram.com/savoirflair/reel/DPd7Qw0DGb1/

Nedia

mpact Va/ue

BRAND POTENTIAL REACH ENGgi.ErEAENT MIV (USD)
Dior 259K 17% $244Kk
Chanel 269K 21% $178k
Dior 259K 10% $145Kk
Chanel 257k 2% $93k
Louis Vuitton 257k 5% $74k
SOURCE: LAUNCHMETRICS INSIGHTS, JAN - DEC 2025



https://www.tiktok.com/@savoirflair/video/7556249152733121813
https://www.tiktok.com/@savoirflair/video/7579544787989335317
https://www.tiktok.com/@savoirflair/video/7556244901550230804
https://www.tiktok.com/@savoirflair/video/7501142381572459783
https://www.tiktok.com/@savoirflair/video/7501129873012919559

Metrics
chart Mlatter



Views
Breakdown

INSTAGRAM (MARCH 2026)

Social media resumes and revised
2,500,000 social strategy takes effect

Fid al-Ficr

2,000,000

A

1,500,000

1,000,000

500,000 \ / L /

Social media pause Social media pause

0 —d Y,

Mar 1 Mar 15 Mar 29 Apr 12 Apr 26

E TOTAL VIEWS ON INSTAGRAM

° 1m
ORGANIC VIEWS

+14.4% FROM PREVIOUS PERIOD,

While sharp declines and spikes are
expected on social media, the overall trend
is steadily increasing, indicating growing
audience engagement over time.



Link
Clicks

FACEBOOK (MARCH 2026)

6% Jk

TOTAL LINK CLICKS ON FACEBOOK

+404% FROM PREVIOUS PERIOD

6.1

VISITORS ON FACEBOOK

Facebook remains a steady and
reliable driver of both traffic and

sustained brand visibility.

8000
Eid al Fier
6000
4000
New editorial content
strategy in place

2000 P

0

March 1 March 8 March 15 March 22 March 29 April 5



The data indicates that Savoir Flair’s
audience is highly engaged, digitallg
active, and consistently returning to
consume content across platforms.
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SOCIAL FORMATS




SAVOIR FLAIR

SOCIAL | CASE STUDY

Grace Yourself

Fashion commentary can Oﬁ‘.Cl’l fCCl

inaccessible to the casual viewer, but the
Grace Yourself series changes that. This
social-media format blends education and
entertainment, using relatable references and Gt elardon
a playful tone to make fashion approachable,

engaging, and fun for all audiences.

AVG VIDEO VIEWS

N ) . 'the glittery fringe of look{28 ’ ‘
(s \ \ = 7 \ 4 | " 4
AVG REACTIONS | » g |

10«

halo media



SF Tries

SF Tries is a video format where a Savoir
Flair editor visits a store, destination, or
experience and shares their take on it.
Shot and edited for social, the format
highlights what to expect, what stands
out, and why it’s worth your time—all

through a sharp, editorial lens.

VIEW AN EXAMPLE

AVG VIDEO VI EWS

7 O

VIDEO COMPLETION RATE

%

SFTRES: £

Every new in Marsa
Al Arab — day

@ savoirflair @

The ultimate fashion playground lives unde...

< Sponsored

SAVOIR FLAIR

SOCIAL | CASE STUDY

halo media


https://www.instagram.com/savoirflair/reel/DLxNc_IoRJM/

SAVOIR FLAIR

SOCIAL | CASE STUDY

A Day in the Life

A strong way to showcase a product’s USP is

through A Day in the Life format, where a
Savoir Flair editor takes it through real-life
moments and settings. Captured in a natural,
lifestyle-driven way, it highlights how the
product performs, fits, and adds value
throughout the day.

VIEW AN EXAMPLE

AVG VIDEO VIEWS

VIDEO COMPLETION RATE

%

halo media


https://www.instagram.com/savoirflair/reel/DUBHz0QAKVp/

Out of Office

Out of Office, our new diary-style format
that launched in 2025, is Savoir Flair’s

clevated take on the “photo dump”,

M savoirflair @

offering a fresh alternative to traditional
reviews. By combining curated visuals
with personal storytelling, it provides a
concise yet captivating glimpse into an
editor’s adventures, making recaps more

engaging and visually dynamic.

POTENTIAL REACH

260k

#MaryOOO

.
Q1240 Q23 VY 86 N
@ @D Liked by janashak and others

savoirflair Introducing #MaryOOO (Mary Out of
Office): Your new favorite digital diary. Our Social
Media Manager, @maryhallakkk, takes us on a dreamy

@ a @ ® O

SAVOIR FLAIR

SOCIAL | CASE STUDY

$M savoirflair &

My favorites

M savoirflair &

L obskr with
Chitti ponzu -

anese Wogyo Siclien A5
know IS metkd in my
mouth 30 QUICK)

.
Q1249 Q23 V86
@ ¢ Liked by janashak and others

savoirflair Introducing #MaryO0OO0 (Mary Out of
Office): Your new favorite digital diary. Our Social
Media Manager, @maryhallakkk, takes us on a dreamy

Q1240 Q23 V86

@ ¢ Liked by janashak and others

savoirflair Introducing #MaryOOO (Mary Out of
Office): Your new favorite digital diary. Our Social
Media Manager, @maryhallakkk, takes us on a dreamy

halo media






CASE STUDY

Louis Vuitton Resort Cherry

JUNE 9 - 19, 2025



Core Web
Performance 110,159

TOTAL PAGE VIEWS

54,699

_-TOTAL UNIQUE PAGE VIEWS

625

AVG ENGAGEMENT TIME

+170% ANNUAL AVERAG

Source: Google Analytics 4 (GA4), Microsoft Clarity
Desktop traffic, GCC audience
Duration: June 9 to 19, 2025
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A Delinitive List of the Best Japunese
Res in Dubai

" Baking the Besl
wve Ever Had

Reviewed and Approved:

a g(lW(lg S

Video Masthead
Viewed by 98% of users, with an estimated 669,000 full
views across 110,159 page views, based on an average

engagement time of 62 seconds.

Brand Animation
Delivered an estimated 881,000-991,000 total exposures
(8—9 per session), reinforcing visual presence above the

fold without disrupting user behavior.

Custom Cursor
Enabled 16,513 recorded clicks, turning standard
interactions into branded touchpoints that enhanced

Cl’lgﬁngCHt.






W b . t Experiential Content Page Direct link to content Direct link to content

Overlay

Chapler Twodlitle

Chap[Cl‘ L) ne 'l‘itlc WATCH THE VIDEO

A collapsible placement that acts
as an omnichannel snapshor,
featuring linked elements like an
article or microsite, social posts,

and embedded objects.

LY | -

The activation is available in one- . ™ Z iChachr Threl Bitle

to three-day packages. Digital Gelrden Title ,_

Goes Here

LAUNCH THE PAGE

CONTINUE ON SAVOIR FLAIR

\/

Swipe up to collapse Interactive Element or GIF Direct link to content
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NATIVE FORMATS




SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

Native | INTERACTIVE FORMATS

Savoir Flair’s interactive formats
leverage modular website layouts to
maximize audience engagement.
From shoppable features and
interactive quizzes to curated guides
and more, these formats offer
dynamic ways for users to connect
with content while enhancing the

overall experience.

Click to view an example:

SHOPPABLE

halo media


https://www.savoirflair.com/article/fashion/cartier-ramadan-gifting/5b70dca8-7cba-46dd-a13e-296c701b0036
https://www.savoirflair.com/article/living/24-hours-at-the-25hours-hotel-dubai/b0a6f42d-7833-40e1-ad1c-6b281dad034c
https://www.savoirflair.com/article/fashion/bvlgari-bzero1-quiz-hollywood-couple/363672f9-39f0-4de1-b8f1-782d08e5357d

CASE STUDY

SHOPPABLE

A VERY SPECIAL
© CARTIER GIFT GUIDE

SAVOIR FLAIR

SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

22k

TOTAL PAGE VIEWS
KPIs: 15k

14k

TOTAL UNIQUE PAGE VIEWS

4°7s

AVG ENGAGEMENT TIME

halo media



CASE STUDY

GUIDE

&
VAN CLEEF & ARPELS

INSIDE THE
WATCHMAKING

DLITT NAQADITV

* AFRESH LOOK AT THE
- POETRY OF TIME

The Maison opens its world through a cabinet of curiosities, archival
material, and patrimonial pieces. Watchmaking benches and métiers
d’art stations allow visitors to observe enamel, engraving, and
miniature painting up close, while dedicated alcoves present the

| themes that define its identity, including ballet, fairies, astronomy,
/' nature, and love stories.

SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

1.2m

SOCIAL IMRESSIONS
KPIs: 600k

Im 29s

AVG ENGAGEMENT TIME
on ARTICLE

halo media



CASE STUDY | PRODUCT REVIEW

I(there's one thing I've learned after years of testing
foundations, it’s that the “perfect” one is like a mythical unicorn—
often talked about, rarely found. Some foundations ace the finish
but fail at longevity. Others have the right coverage but feel like a
mask. And then there are those that promise to be weightless but
disappear by midday. So when Anastasia Beverly Hills announced
its Impeccable Blurring Second-Skin Matte Foundation, | was
cautiously optimistic. But after a few weeks of wear, | can

confidently say: This is it. This is the one.

Anastasia Beverly Hills has already cemented itself as a
powerhouse in beauty, revolutionizing the way we approach
brows. But foundation? That’s an entirely different playing field—
one that’s notoriously hard to perfect. Yet, the brand has done it

with this Impeccable Blurring Second-Skin Matte Foundation.

Let’s start with the formula. It delivers medium-to-full coverage,
yet somehow manages to feel weightless, as if your skin is still
breathing underneath. It's powered by Precision Blur Technology,
which means it smooths fine lines, minimizes pores, and controls oil
while keeping your complexion looking fresh—not flat. Think of it

as the soft-focus filter of your dreams, but IRL.

SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

20k

AVG. MONTHLY PAGE VIEWS

Im Os

AVG. ENGAGEMENT TIME

halo media



CASE STUDY | OP-ED
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SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

14k

TOTAL PAGE VIEWS
KPlIs: 5k

10k

TOTAL UNIQUE PAGE VIEWS

1m 24s

AVG ENGAGEMENT TIME

halo media



SAVOIR FLLAIR
CASE STUDY | QUIZ PARTNERSHIP OPPORTUNITIES

37k

_TOTAL PAGE VIEWS
KPIs: 15k

277k

TOTAL UNIQUE PAGE VIEWS

A1s

AVG ENGAGEMENT TIME

AAAAAAAAAAAAAAAAAAAAAAAAAAA

QUIZ: WHICH
) PANTHERE DE
- CARTIER CREATION
MATCHLES YOUR
PERSONALITY?

halo media



SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

Native | RETROSPECTIVE (TIMELINE)

The Retrospective (Timeline)
formart, perfected by Savoir Flair, is
designed for stories that shine
through a chronological narrative.
Ideal for showcasing archival images
and rich historical details, it brings
the past to life in an engaging,
visually compelling way that

resonates with audiences.

Click to view an example:

CARTIER TRINITY

LOUIS VUITTON

SWAROVSKI

halo media


https://www.savoirflair.com/article/fashion/history-cartier-trinity/4948feaf-8395-4fc8-be47-c3acc17c45fc
https://www.savoirflair.com/article/fashion/louis-vuitton-history/c353baa3-84bd-4e60-ae12-affe813e9453
https://www.savoirflair.com/en/article/fashion/swarovski-history/cfc8ceb5-a551-4211-a26d-38fa17a739f5

CASE STUDY | RETROSPECTIVE (TIMELINE) + GRACE YOURSELF REEL

- A BRIEF HISTORY OF
: FENDI

F’. 3

‘,a

(

V%

SAVOIR FLAIR

PARTNERSHIP OPPORTUNITIES

23k

_TOTAL PAGE VIEWS
KPIs: 10k

442k

VIDEO VIEWS

2.2%

VIDEO COMPLETION RATE

halo media
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° Position any category page or vertical on Savoir
Flair (Fashion, Watches & Jewelry, Beauty, etc.) as
a leading platform for editorial storytelling.

®  Establish a single-brand sponsorship with
focused coverage on key products and emerging

names.

anlsll (néiapw e  Educate audiences through in-depth content
SEDDIQI HOLDING

) highlighting craftsmanship, heritage, and
WA l Cl_ltb & innovation.
JEWELRY,

EST. REACH per MONTH

—_— 150«

PAGE VIEWS

halo media



LOGO PLACEMENT

VIDEO MASTHEAD

FEATURED ARTICLES
(Hero Content)

ADDED VALUE
ROS DISPLAY BANNERS

WATCHES &
JEWLELRY)

nowstoppers  Bella Hadid |
Weeek £ Chopard’s M
N

_ Fell Down the Heaven Mayhem Rabbit @lole.
£ and Never Came Back.

W50 41

5 e
o

halo media




Contact Us

HALEH NIA
Founder and Editor-in-Chief

haleh@savoirtlair.com

GRACE GORDON
Publisher

grace@ savoirflair.com

REHANA POHOOMULL
Partncrships Director

rchana@savoirflair.com

DEENA ZAID
Account Director

deena@savoirflair.com

XANDI ELEAZAR
Digital Director

xandi@savoirflair.com

halo media







