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CONTACT DETAILS

GRACE AUNGIER,
MAGAZINES IRELAND, 25 DENZILLE LANE, DUBLIN 2, IRELAND

PHONE: 3531667 55 79
EMAIL: GRACE@MAGAZINESIRELAND.IE

Sources: ROI TGl 2013 | Nielsen Ad Spend 2013 | PPA Magnify 2011 | 21st Century Woman Condé Nast 2012
TNS 2012 + Global Studies | IPA TouchPoints 2012 | Magazine Experiences Europe, Time & Fortune
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