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Numeéro is an international fashion magazine which gives an"avant-garde" insight to
the world of fashion, art, and luxury. Numéro introduces a new editorial concept to
China market, and a strong visual identity. Featuring today's icons and tomorrow's
master talents, the magazine explores the convergence of contemporary culture,
from fashion to architecture through art, beauty, movie, music and design.

The China market has become the number one in the world's luxury market. The
Chinese elite consumers' tastes and expectations are becoming more and more
sophisticated and personalized. They are looking for self-expression, differentiation,
uniqueness, authenticity, creativity and inspiration. Numéro China fuses the essence
of international and Chinese creative originality and styles. It aims to develop
readers'sense of style, improve their living taste and establish the most premium
platform for fashion and luxury brand in China market. In the mean time, Numéro
China will be dedicated to discovering and featuring more Chinese designers and
industry trends in order to show and record comprehensively the development of
China fashion.
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(REF Numéro ) BHAED. POSITIONING

» hERSIRAIAT EIZRE

» AR ER RS HRIRAER ER
wEFHFANZERIREZD, ERGER I ENE
u LS TMBRBERAFANMNR AT S

® The most upscale China fashion magazine.

m Published by the most influential China media group.

m Extended creative cooperation with world famous fashion stylists and photographers to express a Chinese avant-garde point of
view about fashion.

B Featuring today's Icons and tomorrow's Master Talents.

FANRI PROMISE

m LS — SR EE RS
m AT HIEE SR I

w S REIRAS I A LRI S

w SRFN5 | EE RN
WIS MERI B TR

m Reach the high end fashion conscious consumers
m |nfluence the image makers and opinion leaders

m Be part of the ultimate must-haves

m nspire fashion trends and styles

m Encourage self expression with a unique fashion lifestyle

HATIRE A 25 % )
NUMERO HOMME PROVIDES CLIENT WITH

m SSiniImETER

n SEIRANEERE

» RisinhIeI s S S REERA
m R EInAITHII TIRRRIRT

® The Most High-end Brand Image

® The Most High-end Readers

® The Most High-end Creative Direction and Editorial Team
® The Most High-end Marketing Solutions
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MORE RESOURCES FROM
INTERNATIONAL FAMOUS
CONTRIBUTORS

(KEHNuméro ) 2 5B ZEFE RN EERTRBZINSHRBBRIHERR, KK (XEFHNumén ) BFRERER
BREMANENETEe, SENEETERREHNERE, KEERINEAEREEREAE . TERSEZERNEIPRE

In 2015, Numéro China will have more cover shooting with world famous stylists and photographers. As a fashion and visual
platform which has the most prospective vision in China, Numéro China will also possess a totally different cover style which is
against all the other fashion issues in China and a more inspiring cover shooting with strong visual impact. Meanwhile, Numéro

China will have closer and deeper collaboration with Numéro France.
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LES SR Y& SN TR ST
FEATURING TODAY'S ICONS
AND TOMORROW'S MASTER TALENTS

FRRAI ( KETINUmMéro ) BaRpASHREARS=NAA, LUREHRAIFE N LEE (1888 7 BENR SR RATRTE/EN
LIFFR. BRENE TEERRS. B, 30 (X&HNuméro) BEEERZMNEZMNFEIZITIHINUMa Wang, Xander
Zhou, Vega Wang, QiuHao, Masha MaZz AEKERRZE(E, BEERIMSENRITINMIEDERAZEENSE, 1CRFERIRTE
BIERRESE .,

Numéro China will have interviews with large numbers of world-class professionals of fashion industry in order to make our readers
realized about the principles in international fashion circles, explore and inspire our Chinese fashion makers' vision. In the mean time,
Numéro China will have continuous and close cooperation with Chinese top designers like Uma Wang, Xander Zhou, Vega Wang,
Qiu Hao, Masha Ma, presenting their steps towards world arena and recording the history of Chinese fashion.

RIS &R EAMIKE)
MORE LINKAGE BETWEEN FASHION,
MUSIC AND ART

SRENEEEEXERER, FOLBINRENRNEETIHRETEREERERA, FllSex Pistolstli& 7 Punk, David
Bowiet540 7 Glam RockKSEES , (BEINMREREE DSIEMEI ERAMXER, KK ( XEBHNuméro ) SIRESERRKL
ENERBEERMENERARINEE, iILBIIREEEERABTEZNGFIS. SRAXNAFENIRE—EHBEB1INE
i, SCEBEIABERIISABASELD, MERRBIESERXELSHRSHERNEEAENMTRE, ILRIIREEZSEEMm
IEAIN A o

It's common sense that music is closely related to fashion. Among most fashion magazines, there is few linkage between fashion
and music. Actually, a lot of classic fashion style originated from a certain genre of music or from musicians. For example, Sex Pistols
created Punk and David Bowie led the style of Glam Rock. In 2015, Numéro China will have more cooperation with fashionable
and topical bands or musicians, domestic and abroad, to make more opportunities with musicians and brands. We will also keep
reporting about arts and culture in our regular columns, inviting famous guest writers over the world to enrich Numéro China with

more interesting and unique viewpoints.
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MAJOR CONTENTS OF 2015
NUMERO HOMME

A AP SACRE NUMERO
Numéro R EHFEATREFRNEHEREZAUNRERZARER, FLURSHEGNXIEE FIBR M0N0 REIEAB1I0E)

The exclusive Numéro interview of iconic artists and designers, both Western and Chinese, who are at the edge of creativity. A sharp

exploration of their inner world and creative achievements illustrated by a unique iconographic treatment.

BEIBFAHFIN BED WITH---

BB ENOHEA . ¥5iE. WERESE, ILZHERAKR LEERFREEIRE . BNESSMIIEH T EFEER, 3T
Sy, BEEE—FMRFEL. BTV, HEEE.

Invite talented creators, woman directors, actress and etc to answer the questions lying on bed wrapping with quilt. With this

circumstance, interviewees will come to a simple and real status and say some sincere words.

i THE% ART WORKSHOP
B TEERN TER B S EARCWEREFEIERE R e EEES0 .

A deep dive into the interaction between artist working environment and its art creation.

B EXPO OF THE MONTH
Numérok§itE B RE S EANRITTEINE. (FRE, REEMRERSIBEXTNEARREL.

Numeéro selection of the most inspiring, surprising, exceptional exhibition of the month in the world of fashion, art, design.

#il DESIGN

USRI BB — IR T R mi SIS AR R AR A B AN EENINAE . 15, BR. SHENERNXIERTLT
PRNEIERIEITAT .

A sharp focus revealing the hidden meaning and functions of most ultimate design works; a unique, simple and sophisticated

highlight of design creations and features.

HL% MOVIE
LISRAEAERE R AL BT = F ISR e E.

A different way to introduce and experience movie creation with a unique aesthetic point of view.

TR MUSIC
LISEE. BR. LRESH AN BES R EREHERE R A

Music is in fashion in Numéro. Interview, portrait, review of those artists who are making music fashionable.




#5% PHOTO
BEN— AR HE R REINRIBEHIMERNE AR, HDEIRFIBRIPRIZEF BRI PEERICI=EmNIE
An inspirational description of a new photographer or new creations from a recognized photographer, to showcase their most

exclusive inspirations and unique style

JBidé WATCH
USROS AR RIS AERERA S AR .

A unique view to show the watch out of the ordinary

%l JEWELLERY
PANumérof BRI BI B NIS LA IRE LEAIMER S
The ultimate luxury shopping indulgence featured in the distinctive and outstanding Numéro style.

AP OBSESSION

BRBBE—UEZRRATOZMWNHENRE . PR —FECHRGE, A—MHLR, BRI MR T b
ENESEDUI

Numéro invites fashion creators and insiders to describe their inner creative or indulging worlds; sharing their fetish brands, products

and pieces selection making their inspiration alive.

Mg STYLE
A TG REAIN ER BN ERSRIMUSRENERIHT . Brm kRl Rt E R Rk,

Unveiling the feelings and inspirations which are making alive the upcoming fashionable trends

kA& WHAT'S UP

B AEMAR EXEMETR, LIRES KIS S ASMALENES . EEIMELNBERNERINESHTERNS.

A visual glance at the latest objects of desire, events and performances to experience. The ultimate “born to fashion” agenda of
the month

AHKsEh OBJECT OF THE MONTH
NuméroiBiEE Z mmiEE L AR REEN—FERTEREEENeERBRIIFE AL .
Numéro monthly selects the most unique and luxury brand products, and reveal the dream beyond the beauty.

Wi A5 PANORAMA
RESHACEREATE LS. b=, REEREALN. 3. TR ERRITEHATEZNRPES.
The city hot spots not to be missed to live in style whether living in Shanghai, Beijing, Chengdu, or travel to New-York, London,

Tokyo or Paris.






I Wi E SHOP WINDOW
Numéro=i BRIBREERCIMAEIE, LIZES . SARMNERRHRICIREZ AN SFTRRRBR A
Numéro “shop window” dressing selection of the month; a comprehensive fashion shoot exploring an aesthetic, artistic theme or

point of view leading the fashion.

RIEFER IDEA BOX

BEIBEL B AEAMERRITIE— N EENEFEBRAREYR, KRR B, MHUSARIEERRFERERRITD
MR BN BIZAVETEDNA,

A free hand given to a designer or an artist to express in Numéro pages the objects, colors, material which are at the origin of its
inspiration; a unique way to share visually what makes the DNA of their creativity.

# A WHAT IS -

BRZVES2 BB EBFRIMIE A TTER TR FRER . MIRALEE N EZEERERREKAE™ . AXIE—E
BHIEMEERIEM AT LUSTE L HIRDE S BAIMS . XIS BB .

The spot question of the month asked to fashion insiders, trend-setters and opinion leaders: one question, different answers to

explore personalities and sensitivities with style and humour.

¥ BEAUTY

ERKRR— REENUMErofRIEHIEAIRIR S —, BIESAREKRIBNER KR, UIZARGRIINAEEHESHBRENNES
EImEL.

ERER— N FENHREITPRHESIFROEREE.

EFIR— LSRRG RNBREITNESER, HUTRRAREBNA B R e =S m R ERTRHY .
Beauty Well - One of Numéro most famous editorial signature: Beauty well shoot as a piece of art work; inventing and revealing new

aesthetic code; crossing beauty with art and design.
Beauty Topic — In season or the latest trend of beauty skin care tips.
Beauty News — The new products and technologies presented by themes and trends; a graphic way to illustrate the latest beauty

information.

I MODE

100U AT IHIPF NIEAIRM SRR A, RBTEIEEE ST R E 28 . BHIE CHEX R RERTEEINERI LIRS
FESCERN

Numéro explores and sublimates the ultimate fashion dream. More than 100 pages every issue to go in search of sensual visual,
emotional experience, and fashion inspiration and indulgence..




Wik SKETCH

KPP ZEARRAINERER, UBIRELAIRIGERAMIMERNENESRE, DRMISEAEDERIOHEANE, LIKE
BEERERS I RITINZ BB IS BIREA .

An intimate portrait of a master designer / artist. Understanding the person behind the creator to get closer and deeper into his
creation.

M5 POINT OF VIEW

BIEZARTFER DT —UE T — M RMSHNEER ZARKEXN U EREERLRNBIZES RRETHRNFNDT, 2 b
HNZARmEZARMEIHSIMNERIXE, =B R UZKBR k2N ZAKETBIHRCI R FRITIAtEAINAE L .

Invite art critics for analyzing a great artist who changed the perception of the time, or the influence from an elder contemporary
artist. Explore the relationship among artworks, art environment and society. Photos of designer's artwork in different stages are
used in order to grasp the change of designer's style.

HFARCHITECTURE
DA ARG R IR IRASZEF S RIRE— N SR FUBIE S 2R =it RETESCERES 0.
A visual, intelligent understanding on how contemporary architecture interacts with creation in art, design and fashion.

€47 TRAVEL
LIRSS AERER M, UEFNRRECIEAETRI—HEHREMSE . 8% AR .

Travel in fashion. A visual experience of places, colors and people to echo aesthetic and visual feelings and inspirations.

AR INFINITE NIGHT
LI AT 1A+t RETRRIORY i AR R A BB D AR

The stylish insider report of fashionable people at nights in fashionable black-and-white photographs.

WP %I SHOPPING GUIDE
NuméroleER AT 4 L RATFTS(E S, HaEs—F k.
To select the latest fashion items and store information, give readers first-hand information.

Yo XPEA ENGLISH TEXT

BIEhZENETPERCITENESENERA, HE (K&SHNuméro) AIIMERTEALTIRIE, LA ANumérofIERRAT =S .
For enhancing Numéro China influential power, a selection of five to six China originated features reaches to the non-Chinese
reading public.
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NUMERO HOMME READERS

SN 17 I 5 Bt
INFLUENCING KEY OPINION LEADERS

fIRFEESin. B NISNERNSEMER, M RMEREXLEZZSIERANG, NITERHENME, STRINPTME, 1t
MR AZ SRIEEEHEX, AIamRith. &5, RERBAWAR. WERE. HERERE

These China and overseas elites of sophistication and style are looking for luxury indulgence and emotional experience, all share
a true passion for fashion, and dare to be different. They are mostly working as designers, talents, models, leading professionals,
fashion enthusiasts and leading chief fashion editors.
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READERSHIP PROFILE

B el GENDER

£ Male 70%
4z Female 30%
AEHE AGE

18~24 7.7%
25~34 60.5%
35~44 27.7%
>45 4.1%

HEHEFE EDUCATION LEVEL

KERE At College Graduate and Others 15.2%
A%l University Graduate 64.2%
it LA_E Master Degree or Above 20.6%

9 4 OVERSEAS EXPERIENCE
BEEINELSATE/ T /EHIEE R Overseas Lived (Continuously)/Worked Experience 20.3%
BESIMBE/AS)IRIEZH Overseas Education/Training Experienc 28.4%

MARBE OCCUPATION

EFRTEL/AFE R Government Organization Cadres 4.2%
RE/EERK/AA Chairman/President/Partner 12.1%
P/ AT SEEE AR High and Middle management 30.3%
DA/ N E—HREETE A R Supervisors 8.4%
Sh/HEEI A R Professionals 10.1%
MEFLNE /BB T EE Self-employed/Entrepreneur/Freelancer 12.6%
AR AL A R Culture/Media 19.2%
HEZR/A5/BEE Celebrities/Famous Experts and Stars 1.5%
Hft Others 1.6%
NG TR N

YEARLY PERSONAL INCOME ( RMB, BEFORE TAX)

65 7TLAT Less Than 60,000 7.2%
65 75(2)~1257T 60,000(inc.)~120,000 18.3%
12575(&)~20/57T 120,000(inc.)~200,000 25.4%
205 75(&)~505 7T 200,000(inc.)~500,000 32.6%
505758k LA 500,000(inc.) Or More 16.5%
SHEBLATAE N

YEARLY HOUSEHOLD INCOME ( RMB,BEFORE TAX )
1573 7CLA R Less Than 150,000 7.1%
155 75(&)~30/ 7T 150,000(nc.)~300,000 23.2%
305 T5(&)~5075 7T 300,000(nc.)~500,000 39.4%
505 7tEkLA_E 500,000(nc.) Or More 30.3%

E R AR e R 9

CONSUMING BEHAVIOR & LIFEATTITUDE

AN N e i S 5 L

PERSONAL CONSUMER GOODS

T E—FE LIS ST = AREH Bought Fashion Apparel Last Year

P E—FBWLIT S FEFZE Bought Highend Watches Last Year
ZEFEASHREK Usually Use Perfume

ZEFERSRIPIR . IR Usually Use Skin Care Products/ Cosmetics

W R AR Alcohol Consumption
B E—FEEIRAEEED2-3FIRA—RKEME)
Often Drunk Brandy Last Year ( At Least Once in Every 2-3 weeks)
HE—FEENRBELTRED2-3FIRA—RLENE)
Often Drunk Whisky Last Year ( At Least Once in Every 2-3 weeks)

VAT B % 1R

CAR OWNERSHIP AND BUYING PLAN
BS54 Own Cars

THRIMEZE (A E4E %) Plan to Buy Cars (Exclude Secondhand)

Jii T 31 e i DL

TRAVEL

T E—FRIMEIRFFT Traveled Within the Country Last Year
T E—FEHITIEINIF Traveled Abroad Last Year

Sy 3

FINANCE PROPERTY

HENASFAEEES) Own Individual Credit Card (Permitted Overdraft)
FE—F BTN AIZE Invested Last Year

T E—FLER R B H Bought Business Insurance Last Year
Fk—EFIHRIMESERS R Plan To Buy Business Insurance Next Year

iy

ATTITUDE

REBRLEEIBS AN DR THIGARE Appreciate those brands which are imaginative and maverick
R AV RIREE S AFRIE My taste on clothes is always praised by others
B—ESERIRVA0 TR Some luxuries are my necessities

HEWALIIRABIES | like being in the limelight

B A RS2 EERGEAYA | am a fashion person in other people's eyes

BREIR: EEEREDE Information Source:  Survey from Reader' s Club

95.3%

31.4%

79.2%
72.3%

22.3%

28.2%

81.7%
45.2%

88.6%
81.9%

91.4%
68.1%
75.6%
42.9%

93.8%
75.6%
72.3%
73.5%
70.1%
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2015 MARKETING STRATEGY

Ber e DIGITALISATION
BERY R RIS AR ST B A FIEARAARIRE, RITZNuméro SRS,

To engage and stay connected with fashion enthusiasts and influencers anytime anywhere, being authentic to Numéro style.

YRR 3 LECTURE & EXHIBITION EVENTS

T REZGENmERNTI, F5FIF NuméroRIB St EtE . BES], ARSI, ERFIIFPRIFIKR

m NP EIERLE CRZARBREARITE, ek MMBREINLSIED.

W N ZARINEINHE, BRI, ZARNERFERESS.

To extend brand influence leveraging on Numéro fashion authority, creativity and privileged connections with designers and artists.
® Numéro Art Fashion photography Awards Print & Online + Exhibition and Award ceremony event.

m Fashion talks & lectures inviting designers, artists and students. (10 Corso Como, Shanghai Fashion week, IFA, open to brands
cooperation...)

FEFHMAE ENHANCED VISIBILITY

RIFRNER, E—EWmMEZN_EHmIERGEE, hEilp. BENERISPERERE.

Remain image driven while focusing on tier one and key tiers two cities points of sales and exclusive complimentary networks in
airports, lounges, clubs..
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NUMERO PLATFORM

1 A

PRINT

ZEIS SRR (KERTNUméro ) NSIRIlIEEAR eI, FHiRERE S RIMOESeIEA .

Print magazine+ Special creative maintain Numéro' s high-end visual creativity, and find out brand or products’  unique feature and

custom-made impactful fashion creative.

BahZs M- APP MOBILE WEB+APP

ISR AN ( KEBHNUméro ) BSHIE. RIS, instagramiSERENMRI R . FHEBERE ST Phone. iPadf RIS, &5
iFashionmEBIR FHRIREER .

Being active in social media, such as Weibo, Wechat, Instagram, to keep Numéro’ s influential power.Keep developing official
website, iPhone and iPad Application.In cooperation with iFashion to broadcast tailor-made fashion dapian after scene video.

&3

OFFLINE

FERDPZANK . HEE. B, BNERBEER, RKBHAL

To hold art talks, lectures, events,award ( photographer ) ,and to discover talents.

i AR PRINT

FERSIRIEFGE. RISEBIEFR XA . EFRIRR AN ISR EHE .
Print magazine to maintain Numéro's Special Creative finds out brand or Tailor made cover story by international
high-end visual creativity. products'unique feature. influencers.

LA DIGITAL

-

IFARHION

iPhone/iPadZimHlE 75 Mid iFashion#Lis e Numerod ARG ER ELHRME. HYS. instagram¥Fa
iPhone/iPad applications and official Numero on mobile APP iFashion to reach Official Account at Sina Weibo, Wechat,
website. elite readers with fashion video productions. instagram.

2k Fi%sh OFFLINE

ZARXIRFOHEE o FIMEFRINER, RIEHAT . RIEEESnLE & .
Art talks and lectures. Awards, exhibitions (photographer), High-end client driven offline events.

talents discovery.



RA TR S Idodi 5y

CIRCULATION AND DISTRIBUTION
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2

North China
Beijing
Tianjin

Sub-total

Northeast China
Shenyang

Dalian
Harbin
Changchun

Sub-total

East China
Shanghai

Hangzhou
Nanjing
Ningbo
Suzhou/Wuxi
Qingdao
Xiamen

Sub-total

Northwest China

Xi'an

Sub-total

Southwest China
Chongaing
Chengdu

Sub-total

South China

Guangzhou
Shenzhen

Kunming

Sub-total

HK/Macau/Exports
Hong Kong /Macau

Exports
Sub-total

Grand Total

95,000
6,000

101,000

16,000
5,500
5,500
3,500

30,500

110,000
25,000
12,000
5,000
5,000
4,500
4,500

166,000

6,000
6,000

6,000
19,000

25,000

52,000
11,000
4,000

67,000

2,700
1,800

4,500

400,000

23.75%
1.50%

25.25%

4.00%
1.38%
1.38%
0.88%

7.63%

27.50%
6.25%
3.00%
1.25%
1.25%
1.13%
1.13%

41.75%

1.50%
1.50%

1.50%
4.75%

6.25%

13.00%
2.75%
1.00%

16.75%

0.68%
0.45%

1.13%

100.00%
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TRADE MARKETING

RATH Sy DISTRIBUTION CHANNELS

BE70%, iT810%, BFI20% Retail 70%, subscription 10%, complimentary copies 20%
HoESSERER: Retail distribution channels:

m HiRH. BIR=OETESHI50%; m Newsstands 50%;

® 7. ERE. BIE. HEuh 5 RESR950%; m Airports. Bookstores. CBD chain stores. railway stations 50%

1T RRIBRAFEIHIT HIFIBRETT R SH

Subscription distribution channels are through page inserting into the magazine and online digital subscription offers

B 5 B PR Points of selling retail & outdoor (POS):

m 2EBIF12000 M FES » 2EBII3000 M EE RSB EF LAE

m 2t JbR. Bl TN

- GEBISHI30MATHE, EL20145FIB1K30%, IBRFESHIEILR

- FEAED ORI KIRANS5003KER, th20144E151K40%

m EE A U, SEBE. BEER. R Bm. RE. BR. 8. A AR BB BRE. K&
- BHATERORNIR X RIS A1 50N KT FE 58003KiBHR,, L2014 1E160%

m Over 12,000 points of sales nationwide m Special sampling in over 3,000 points of sales

m 1st tier cities: Beijing, Shanghai and Guangzhou

- Over 130 light boxes every issue with 30% additional light boxes in 2015 over 2014 with a special focus on Beijing

- 3,500 posters in central business districts every issue, increased by 40% in 2015 over 2014

m 2nd tier cities: Hangzhou, Shenyang, Chengdu, Shenzhen, Nanjing, Tianjin, Chongqging, Qingdao, Suzhou, Xi' an, Kunming,
Harbin and Dalian

-Over 150 light boxes and 800 posters in central business districts and airports, increased by 60% in 2015 over 2014

[ A4S 9558 EXPORTING NUMERO

m (KEFHNuméro ) FEIHAREREERE, MTER. K=, %, ANES M HEZEETVEE, SmH—SERCIE
BHA, ERHESENE NP ERINEEEK

® Numéro China is now available in fashion capital cities such as Paris, Milano, London and New York to reach and influence

international creative circles and to serve Chinese elite readers travelling to these fashion capital cities.

WERE i 5 if COMPLIMENTARY DISTRIBUTION CHANNELS

m 25 MR T (— I AN EEAY — Zelpth)
m 48R A ERBENR IR BETNA R

25 airports VIP lounges (Tier one and key tier two cities)
48 five-star hotels and leading hotel-style apartments

m SEEFAASHR High-end lifestyle club

W S/RFIEFRED Golf club

w SRR RED Yacht club

B SRR High-end SPA

B Y ERERIE Cultural & art places

m [ hE S R Luxury brand retail stores

n SEEEIR. KRTBET High-end restaurants and leisure venues

-HERSHET. BEE. DEEE. Z2E0H. ZERERK Hundreds of upscale high-end restaurants, wine houses, café,
iy, REEMES hair and makeup salons, skincare and bodycare centers and

sports car exhibition halls
nEoSEEE. WP OVIPER
mHRER. BE. ZARE

Selective VIP members of luxury shopping mall centers
Celebrities, socialites and artists.
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GLED
MECHANICAL SPECIFICATIONS

201551 B1HERERL EDRI  Printing FHREDR Web Offset
EFFECTIVE FROM JANUARY 1, 2015 217 Binding s Adhesive
Numéro Homme Mm%k  Screen 176% (8= ) 175 lines per inch
YT RRE Prime Position ARMH(RMB) B  Material T ESBEFhRE, MKEER Advertising electronic copy disc, 2 pieces of fast printing
ES[EEDY Gatefold of Front Cover 1,533,000 %=X Format FBEEREARY, 300dpifsE, Manuscripts' original sizes; 300dpi.
HIE Outside Back Cover 538,000 CMYKEREHIPDFa} TIFFSZ {4 PDF or TIFF format with CMYK color
E = Inside Front Cover Spread 1,023,000 LK Paper HE/EIE: 200gsmIEahRAL Cover/Back Cover: 200gsm double side coated art paper
B—iEhR 1st Double Page Spread (1st DPS) 767,000 AR 105gsmiEhR4E R.O.P.: 105gsm coated art paper
FEEhR Second Double Page Spread (2nd DPS) 643,000 TOEAREE: 70gsmPL English Text Column: 70gsm wood free paper
E=EhR Third Double Page Spread (3rd DPS) 590,000
EIUEIR Fourth Double Page Spread (4th DPS) 567,000
Ehishk Fifth Double Page spread (5th DPS) 544,000 R~ Size SEFRR Trim Size
EEENE DPS Before Content Page 494,000 ol Full Page 230mm(W) x 300mm(H)
EFREERIE—BR 1st DPS before 1st Feature 410,000 FELR Double Page Spread 460mm(W) x 300mm(H)
FHERIR SP Facing 1st Content Page 307,000 HEN/E —BIREZM7mm IFCG/IFCS (Page 1) overlapping 7mm

FETEHRERXNRA SP Facing 2nd Content Page 285,000 F—EBRES{6mm 1st Double Page Spread (Page 2-3) overlapping 6mm
= E SO SP Facing 3rd Content Page 271,000 EBIRES{[US5MM 2nd Double Page Spread (Page 4-5) overlapping 5mm
EUISESO SP Facing 4th Content Page 258,000 BB ERIEEHRES M 4mm After 2nd Double Page Spread overlapping 4mm
BRI Single Page Facing Masthead 246,000
PhRI2XITT SP Facing Masthead 1 236,000 T+ IR Gatefold + Double Page Spread (220mm + 227mm + 230mm)\W) X 300mm(H)
SP Facing Masthead 2 258,000 217,000 FI+EERR MRS Gatefold + Double Page Spread 683mm(W) x 306mm(H)
252,000 1st Single Page Facing Specified Column 217,000 Bleed Size
RESXI SP Facing Editor's Note 248,000
=S RN SP Facing Guest List 228,000 itz Bleed 3mm
BEEEER 1st SP facing specified column 228,000
EEEENR SP Facing Specified Column 216,000
HIEAR Inside Back Cover 362,000 2 O 1 5 qﬁ ﬁ ?? H IIE 'ﬁ Ei E }@
iy e 2015 TIMELINE AND THEME
ZYEHI1/3 £hi Full Page Within 1/3 of the Magazine 186,000
ZeEEI1/3 FEhR Double Page Spread Within 1/3 of the Magazine 354,000
HA%M Bz EiTAIE Y & LEHR *&
WA R.0.P ( Run of Page) Numéro Homme Issue Publication Date Material Deadline Th\e/me
205 Ful Page (R.OP.) 150,000 Homme 13 %E 28-Mar.-15 12-Mar.-15 X&) Mode
Spring-Summer
fizdiy Double Page Spread (R.O.P.) 300,000
Homme 14 M= 7-Oct.-15 22-Sept.-15 Xi& Mode
Fall-Winter
»
AiltPrn
FREQUENCY DISCOUNT
6~11% 6-11 Insertions 5%
12~17IR 12-17 Insertions 10%
18~23)% 18-23 Insertions 15%
24 %A E More than 24 Insertions 20%

AAER TGS SR RENES SR, IEERMRAIR
This discount is only applied to single page facing masterhead, single page facing editor's note, special position, and R.O.P.



