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“It is the stories that we don’t tell, 
we ignore, refuse to recognize, 

ǫǮƂǿƂǆż�řǮƂ�ƣǆǵƣƖǆƣʿŶřǆǿ٠�
that threaten our humanity.”

BRAND BOOK
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“BleuLife is a forward-thinking 
brand capturing the aspirations of our audience through inclusive content that is 

relevant and youthful, regardless of age or gender. Our tribe of opinionated visionaries 
ǵƂǿ�ǿǮƂǆżǵ٠�ƣǆˀȈƂǆŶƂ�ŶȈƺǿȈǮƂ٠�řǆż�ƣǆǵǫƣǮƂ�ǫǮǐƖǮƂǵǵƣȠƂ�ƺƂřżƂǮǵڔ٥



Our Truth

BLEULIFE Media represents Black culture and 
the people who make it what it is. We highlight 
the movers behind the movements you will hear 
about tomorrow, from the barbershop to the 
boardroom. Black culture is American culture. 
Nothing moves without us

Our Footprint

M AV E R I C K  AWA R D S
An award that recognizes and honors student 
athletes in colleges and universities across the 
country.

BO L D,  B E AU T I F U L  B R I L L I A N T  C H AT S
An intimate and a open space series that celebrates 
Black women’s accomplishments.

LG BTQ +  C E L E B R AT I O N
Annual celebration of inclusion, diversity and love 
for one another.
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“We’ve never measured success in quantity. 
The quality and authenticity of the stories we 
share are paramount to popularity. Our mission 
from inception was to change how Black men 
and women are depicted in the media.”

“People believe what they see. BleuLife helps 
them open their eyes. The truth can never be 
unseen. It is the catalyst of change.”

DéVon Christopher Johnson, 
Founder/CEO BleuLife Media 

BleuLife Media 
Changing Perceptions. 
Amplifying Diversity.
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BLEULIFE is a multi-sensory and Millennials 
media company focused on driving the 

narrative of multicultural Millennial forward.

1.5M+

325K

IN NETWORK SOCIAL 
MEDIA FOLLOWERS

MONTHLY PRINT
READERS

25K+
EMAIL
SUBSCRIBERS

21
COUNTRIES

5
CONTINENTS

20
LANGUAGES SPOKEN BY 
INTERNATIONAL READERS
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Audience Profile

In the Past Year

70% B L AC K

25% L AT I N O

12% 1 8 -2 4

32% 2 5 -3 4

43% 35 - 4 4

6%   45 +

12% > $ 7 5 k

43% > $ 7 5 k

32% > $ 1 5 0 k- $ 2 5 0 k+

6%   > $ 2 5 0 k+

49%
MALE 

51%
FEMALE

81%
O F  AU D I E N C E 
P U R C H A S E D  A 
N EW  M O B I L E 
D E V I C E

34%
O F  AU D I E N C E 
P U R C H A S E D 
A  TA B L E T  O R 
L A PTO P

Made over $3k worth 
of purchase online

Readers spend an 
average of 20 hours 
a week online

50% LG BTQ
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A F F I N I T Y  P R O F I L E S

Foodies

Ambitious Explorers

Movie + Music Lovers 

Lifestyle Aficionados

Technophiles

Fashionistas

Pet Lovers

Value Shoppers

Mobile-First Audience With An A!nity For Shopping, 
Researching And Staying Connected To All Things Trendy

TO P  1 0  M A R K E T S

NEW YORK I LOS ANGELES I ATLANTA I WASHINGTON D.C. I CHICAGO  
DETROIT I DALLAS I BAY AREA I MIAMI I PHILADEPHIA
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Recent Print Covers

8



BLEULIFE 8

CO M P E T I T I V E  A DVA N TAG E

B L AC K 
C U LT U R E

LG BTQ + WO M E N

 CONTENT IS KING/QUEEN
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“FASHION is the ARMOR to survive the reality of everyday LIFE.”

A P PA R E L S H O E S
ACC E S S O R I E S
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Fashion



“A MIND that is stretched by new EXPERIENCES can never go      
back to it’s old DIMENSIONS.”

W E E K E N D 
G E TAWAYS R OA DT R I P B U C K E T  L I ST
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Travel



“The Greatest WEALTH is HEALTH.”

F I T N E S S 
T EC H

N U T R I T I O N

LO C A L  E AT S
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Health & Wellness



CONTACT
DÉ VON CHRISTOPHER JOHNSON
Devon@bleul i fe.com
310.400.2378
w w w.bleul i fe.com


