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(RABTH Numéro) TGS
CONCEPT

EEEmRIIITILLE, (KEMHNuméro ) IERAK, LIBIEMEIE. RIMIER R EFEERMNEHETREE.
WRBREE, FEPHREE, JENE. 2R, 25 RITAE. EEERUANATREZEIESNE, RITRA LA
RAEHFBINERGFFES, BRHNEESREZIR.

EHRXBOEN, PEESEELEHREOHAMEGEENRIRES, EERMEZZNER, BEETHFEMIOR
B, (KEBHNUméro ) MO TRAIEZE I D AR RIRAIRFHBA BRI TE R, B ARSNRIERIIIESEE

Numéro 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 is fast becoming 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.
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(KRBT Numéro ) 2013 4F 215

2013 THEMES

B Issue
187 January
287 February
3B¥ March
48+ April

58T May

68 ¥ June

7HT] July

8H T August

98 ¥ September
1087 October
118 ¥ November
128 December

E&E Theme

B2 Cruise

ZH Spring

Xii) Mode

S EH Couture
=7 Beauty
#JIAF1E Hot Fashion
#H2E A4 Dolce Vita
#H Fall

Xii Mode

S EH Couture
=7 Beauty

JEXY Party
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(KA Numéro ) ‘

2013 AR JEpiAe 15 K a4 1 ] Rl

2013 WATCH & JEWELRY EDITORIAL
PLANNING

20136F (REBHNuméro ) R SHERFIGEMEFERSTHRIRIENS, BIRRPRSHEEENT:

Numéro 2013 will present more diversified editorial contents in watch and jewelry. The special watch and jewelry column will be:

* ABE¥Em

* LU
LFE7/PNY

LE:NE=P Ny

e Object of the month
e Features

® Shopping spreads
e Fashion Well

B, LATNEATIBISRIE R ik S =T
Numeéro will deliver a special focus on the following issues:

Bi# Issue PR SEEE XM Watch & Jewelry Theme
2B ¥ February BREEYH Objects of Desire

587F) May HREESTTE5 High Indulgence

687 June BEAPE Time for Greed

88T August BicifiZ=_E Accessorize

11 BT November 53 High Indulgence

1287 December ZRE M Master Pieces






(R Numéro ) e
POSITIONING

» FERSIRIVAT SRS

= R ESEZEOEARER LR

m [E|fRA0Z A& A fJoseph Carle L2E3Ti&

® The most upscale China fashion magazine.

m Published by the most influential China media group.

m Edited by world famous talent Joseph Carle

BA DRI
PROMISE

m 55— RS R EE RS
w A E NS E SR

u LR AT A EAIY S

W SRS SR A XU
RS MERY B ERERIA

m Reach the high end fashion conscious consumers
m Influence 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

A 4%

NUMERO PROVIDES CLIENTWITH

» SSinAImEIR

n SEIRANRERE

n SEinAIEISIES SREEIA
» SRR TIHRR TS 5

® The Most High-end Brand Image
® The Most High-end Readers

® The Most High-end Creative Direction and Editorial Team

B The Most High-end Marketing Solutions
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20134 ( K#EB T Numéro) FEFZH
MAJOR CONTENTS OF 2013 NUMERO

A A SACRE NUMERO

NumérodR R ZIRREAR T REFRIBHWEELZ AR ERZAFR, FLARSH B GRNIEE R 187t I8P OB SRR A RSB -
The exclusive Num éro 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 unigue iconographic
treatment.

AKHEARE / AHEM ARTIST AND / OR MASTER PIECES OF THE MONTH
NuméroSIFES BB ILLFENES HREBRENEICIREE. BABAREFN B ZANEL (S ERRNISHNNE. &
BTEAER. PESEESIPE.

Num éro reveals and introduces the new artist or the new creations of a recognized artist. The Numéro “coup de
coeur” makes limelight of the art scene in China or in the world this very particular month, including works of art, books
and other aspects.

B Ui TAEE ART WORKSHOP
BT TIEEA TIE= B S ZAREHEREFRIFRES R R B2 BRIE a0 .
A deep dive into the interaction between artist working environment and its art creation.

M HREY EXPO OF THE MONTH
NumérofgiEi B =X TR ITIAEME. (FRE, IRENEAGISEXNINZARER.
Num éro selection of the most inspiring, surprising, exceptional exhibition of the month in the world of fashion, art, design.

BLiARAE IN BED WITH...

BISHERES L EARRHEA—MAZRNKRE, EEROZINSEFRIENFARN D ASESER, SRS ORI
25, PEEITAVBERURR .

Invite performers and artists to discuss about personal topics in a private and intimate environment to dig out the inner
feelings share real emotional experience.

YEZ%IT INTHE LIVING ROOM...
TIEEEMBPERIPR LTS, BIRIHINFTaNERGE 7 HEXDIT=N AR
Get close to how designer decorates their own work space and learn about their whimsical personal world.

il DESIGN

LUSER BB — it iSRS AR B A SR A B NI ETENINAE, 45, B8, SHIE R XISRTILT
PRAVBIERIRITTS .

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.

L% MOVIE
SRR EHIAEIREN ARG EEMISEZ M SRR ENE.

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

TR MUSIC
LIERIB. BR. BRESMHE RN BES R ERSERA .
Music is in fashion in Num é ro. Interview, portrait, review of those artists who are making music fashionable.



5% PHOTO

BTN — (BB R — R EMSEZIMERIER SR, HDERFEFIDHEFERL MBI PREREEFRNE,

An inspirational description of a new photographer or new creations from a recognized photographer, to showcase their most
exclusive inspirations and unique style.

B WATCH
LU SRR S R I RARBR SRR

A unigue view to show the watch out of the ordinary

B JEWELLERY
LANumérod BRIBI B XIS A RS HRIIME= % .
The ultimate luxury shopping indulgence featured in the distinctive and outstanding Numéro style.

AP OBSESSION

BIBE—(EEMRATOZMWNHENRE . PRt —HECHBEE, N—MIHER, BOFEmAX MIEINEN S
THEAIZEEM .

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
SR EREN N ERBEDITITERRIIRSNMERITIT. SRR EHRIIIE R R k.

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

A Ekah& WHAT’ S UP

= “NINEmMEN EABHETR, IRESARNERH U SRMAENEN . E2RFEENERINERIIESHITENS.

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

AH K OBJECT OF THE MONTH
NumérotsiEZ & mmhEE BB &5 BIREN—FERHEREEENENERBRAIEZAL .
Numéro monthly selects the most unique and luxury brand products, and reveal the dream beyond the beauty.

Tl 45 5% PANORAMA

RERFHLTICREEELS. It=. BEHEEAY. 3. FR. BRRTEATETAYSPIES.

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 b8 SHOP WINDOW
Numéro=3 B RUBRIEECITAEIR, LIZES . SARIERNRIIRE AN SHRRRTSR 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.

AEAER IDEA BOX

BEIREE AR E— T EHENSEFEERRENE, BRER. BB PHLUZARUMKEERINF LRETRITHID
MRR B BIEHIBTEDNA,

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.

# AR WHAT 1S ---?

BRXTSEENEERIOMNEATTERTERRGFNER. mKATEE— P SREETREAHKEKNTHR ., NXE—NE
BHIRMEELIE A LUSTE L HIRDE S BRIERS . XISK HBAR .

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.

X% BEAUTY

ERAKF—RHEXEENUMéofREEFIFIIANRIL: —, BEZRBFIPENZEKE, LEZARESRITNBEEFSSHEREMAIE
FERER

EREU— N ENSRITERNERIF RO E N EE .

EETA—LAEIIREGRRNBRFNEREE, HUFEREREENA B R e =8 R E=TE .
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 theme and trends; a graphic way to illustrate the latest beauty
information.

3 MODE

100 TR TSR MEA =R A, SN EEEE LR EEE . BIAE CHEXRRERFFERNSEXILUIRASE
HEE=Z,

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.






WIEVik SKETCH

KIDFRIHIMSZARFANERE G, UBIRFEZHAOFAERAMI I EREESRE, DURMISEEEEEPIHENE, LUKE
BEIRERIT RPN B S IEHNEBIRE.

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

BISZRTFER DT — (LR T — MIRAM SN EER ZARBEN BN EREEXNMIBIZEZARRETERIFNTT, 1ZHEMD
NZAREEZARMEITSIERIXE . BRI Z KB RN ZAREREDHHENERIERRSTIB NS

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.

H#35 ARCHITECTURE
PR SEAE SR NIRRT RIS EZ R IRE— D SRR ADITS 2R Rit RN EEEEEEIE.
A visual, intelligent understanding on how contemporary architecture interacts with creation in art, design and fashion.

€41 TRAVEL
DBEBERRR TGN, LEFRRECIEAETRI—HRE S, 8% AYRIREEIRE

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

AR INFINITE NIGHT
LA AT 8 A £ B RO AYRY i B R F A8 PRt AR EahiRiE
The stylish insider report of fashionable people at nights in fashionable black-and-white photographs.

WP %R SHOPPING GUIDE
NuméroE B BT B mANFEER, HaREE—F&r.
To select the latest fashion items and store information, give readers first-hand information.

PR ENGLISH TEXT
BEAENRETERITAAZSENERA, #AE (K& HNuméro) A99MERTEIALTHNE, LI ANuméroRIERRaT 2wy .
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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( K#BH Numéro ) iH
NUMERO READERS

(REBHNuméro ) IR FEMBSE TR I, MEIIREE SR, BE. NISHNERSEER, tiIrneskEee
ZZ5BER/AE, WHERHERME, ETREIDRSME. IRV AZSSHESEEX, flumgitih,. &5, REREMWA

R, BEfEE. HETeRE
Numéro is devoted in influencing fashion key opinion leaders. 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. IOMME




( KRBT Numéro ) iEHFEFR e R AT R R
READERSHIP PROFILE CONSUMING BEHAVIOR & LIFEATTITUDE

W GENDER AN B il S b L

£ Male 30% PERSONAL CONSUMER GOODS

%7 Female 70% T E—F WSO SHEATE R I Bought Fashion Apparel Last Year 95.3%
T E—FEBWELT S FZE Bought Highend Watches Last Year 31.4%

fﬁﬁ% AGE I E—FEWELITER=F B Bought Jewelryies Last Year 79.2%

18-24 7.8%

9 o VORI B 9% 1R

35-44 28.5% CAR OWNERSHIP AND BUYING PLAN

>45 4.2% ##5H Own Cars 81.2%
TR ZE (A E4E ZFZ%) Plan to Buy Cars (Exclude Secondhand) 43.1%

TR EDUCATION LEVEL

AEREAM College Graduate and Others 18.1% TEIEN T hs

A%l University Graduate 63.4% TRAVEL

it LA_E Master Degree or Above 8.2% T E—FZINERIET Traveled within the country Last Year 89.6%
I E—F B T8N Traveled Abroad Last Year 82.9%

#h2er OVERSEAS EXPERIENCE

BEEINELSATE/ T /EHIE R Overseas Lived (Continuously)/Worked Experience 18.2% 4 Eﬂ‘ﬁij ﬁ

BIEBIMIB/E)IRER S Overseas Education/Training Experienc 26.3% FINANCE PROPERTY

o 7 FENAESHEENES) Own Individual Credit Card (Permitted Overdraft) 91.4%

PR OCCUPATION ITE— BRI ASRE Invested Last Year 68.1%

ExRTF30/255 5 Government Organization Cadres 4.6% T E—FLER R B H Bought Business Insurance Last Year 75.6%

SH/EHI/EIKA Chairman/President/Partner 10.1% Fe—EFIHHIMSERS RS Plan To Buy Business Insurance Next Year 42.9%

P/ AT SEEE AR High and middle management 29.4%

DA/ AT—ARETE AR Supervisors 10.4% gL

B2HR/HHKE AR Professionals 10.3% ATTITUDE

MMAFAE /BB TR Self-employed/Entrepreneur/Freelancer 12.4% R AR IR IR THOSRAE Appreciate those brands which are imaginative and maverick 94.5%

MAAEAE N A R Culture/Media 18.8% H=WwEARAE I'd like to be different 79.6%

HEBIM/AZ/BEE Celebrities/Famous Experts and Stars 1.8% HAERIM EARREESZ ATRIE My taste on clothes is always praised by others 85.4%

Hfth Others 2.2% H—UEERERVATTHERA Some luxuries are my necessities 76.1%
AEERR-ZEPRS, TE=MAT Like quality-customer services, details oriented 82.5%

I NGATER N

YEARLY PERSONAL INCOME ( RMB, BEFORE TAX)

6/57CLAT Less Than 60,000 6.8%

6J57T()~12J57T 60,000(inc.)~120,000 27.1%

12575(8)~20/5 7t 120,000(inc.)~200,000 26.5%

20J57E(&)~5057T 200,000(inc.)~500,000 23.6%

5005 7Ea;LA L 500,000(nc.) Or More 16.0%

S HE BLAT AW

YEARLY HOUSEHOLD INCOME ( RMB,BEFORE TAX )

15578l Less Than 150,000 8.6%

155 75(&)~3057T 150,000(inc.)~300,000 29.4%

305 75(&)~50/5 7% 300,000(inc.)~500,000 27.6%

507 teLA_E 500,000(nc.) Or More 34.4%

BRIE: B BRI Information Source:  Survey from Reader’ s Club



(KRBT Numéro ) K Eh s 4
MARKETING PROMOTION

BEFENSIHHDENSEGRARENZE, BENTIHERE FHENumerorI ST/

Enhance brand awareness building through high-end events and exclusive exhibitions, capitalizing on Numéro fashion influential
power

® ‘Numéro FEIZZE" RIEBSE, L8 (20134F)
“Numéro China Beauty” Photo Exhibition, Shanghai 2013

w NuméroFRSiEET R, £iE (20114 ) | bt (5&)

FrE
Numéro Fashion Cube Exhibition, Shanghai 2011, Beijing (to be confirmed)

n S5RhEhISIRERD: NuméroSBSTIRTEIRRS, Eig (20126 )
High-end co-branding events, Numéro Homme Party, Shanghai 2012

w Numérosinfil SR OB R IR, £ (20126)

Lectures in universities and to Numéro reader club, Shanghai 2012

= UCERETY CBRER ) 5 (s ) TUEHH s

Regular print promotion in Modern Media publications, including Modern Weekly and The Outlook Magazine

n OREEME A EE (L8, b= TN
TVC promotion on Focus Media (Shanghai, Beijing, Guangzhou)

wRZEHET, WML EE. Bk AiWeeklyE & (1EMAFiPhone/iPad/ZR2F 5 ) SELMIEHE
Digital promotion such as website cooperation, teaser in iWeekly APP at iPhone/iPad/Android and Weibo buzz creation

n TR

Subscription promotion on Taobao
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AT EL e B it o3 A
CIRCULATION AND DISTRIBUTION

X

itm
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EHERMT

[i:B (423
%
AR hit

i) P
E7S

PR
ARt

B (%£h+4£m)
T
#
=

Xt

BERES

&t

B
BEREIMNT

LS

North China
Beijing
Tianjin

Sub-total

North-east China
Shenyang

Dalian
Harbin
Changchun

Sub-total

East China
Shanghai

Hangzhou
Nanjing
Ningbo
Suzhou/Wuxi
Qingdao
Xiamen

Sub-total

North-west China
Xi'an

Sub-total

South-west China
Chongaing
Chengdu

Sub-total

Central-south China
Guangzhou

Shenzhen

Kunming

Sub-total

HK/Macau/Exports
Hong Kong /Macau

Exports
Sub-total

Grand Total

84,000
5,000

89,000

14,000
5,000
5,000
3,500

27,500

105,000
22,000
10,000
3,500
3,500
3,500
3,500

151,000

5,000
5,000

5,000
16,000

21,000

49,000
10,000
3,500

62,500

3,250
750

4,000

360,000

23.3%
1.4%

24.7%

3.9%
1.4%
1.4%
1.0%

7.6%

29.2%
5.9%
2.8%
1.0%
1.0%
1.0%
1.0%

41.9%

1.4%
1.4%

1.4%
4.4%

5.8%

13.6%
2.8%
1.0%

17.4%

0.7%
0.4%

1.1%

100.0%

RadAE)
TRADE MARKETING

2013338 HE) 3K W% 2013 TRADE MARKETING STRATEGY

125 ( AEBHNuméro ) TEXIFAIIRYE Increase Numéro point of sales visibility in 2013

KATRE 2 DISTRIBUTION CHANNELS
BE70%, 1T7810%, BF20% Retail 70%, subscription 10%, complimentary copies 20%

HAEKSEERED Retail distribution channels:

= PR, BRSO LHZESAI60%; - Newstands 60%;
m IR EEESA15%; - Airports 15%;

m ERE. BIENHEEEER25%, - Bookstores. CBD chain stores 25%.

585 5 B P2 POINTS OF SELLING RETAIL & OUTDOOR (POS)
m £EBIT 12000 EES m 2EBII3000 M BRE SR EF LFE

m—Zedm: b= B TN

- BERIRRUIB0 TS, 20126 830%, IBRKFES IR

- BRI K IR B85003K8HR, EL20126E18140%

w EET Ak . SEBE. BREB. Il BIm. RiE. BRK. 8. . iz, B, lARIE. NE

- BEAEH ORI X RAIZIEH 50N KT F8 58005K81R , 20128 18460%

® Over 12,000 points of sales nationwide ® 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 2013 over 2012 with a special focus on Beijing

- 3,500 posters in central business districts every issue, increased by 40% in 2013 over 2012

m 2nd tier cities: Hangzhou, Shenyang, Chengdu, Shenzhen, Nanjing, Tianjin, Chongging, 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 2013 over 2012

B % 33 EXPORTING NUMERO

B (KESTHNuméro ) THHERERRMEERE, WFER. K= 63 ANESMWEZHETWE, EEE—SEMERCIE
K, ERNHESERE P ERBRIRETR

® 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.

WaBY i 5 s COMPLIMENTARY DISTRIBUTION CHANNELS
m 25 MU SR BT (— T A =2 A9 — £elpti)
m 48R ERBER IR BETA R

25 airports VIP lounges (Tier one and key tier two cities)

48 five-star hotels and leading hotel-style apartments

n SHEFAASET Hi-end lifestyle club

m S/RKEFRED Golf club

m i RHERED Yacht club

B ST RO High-end spa

» I ERESEIE Cultural & art places

® R RETENS Luxury brand retail stores

m SRR NRZET

- HERSHEET. MBEE. MHHE. ERDRE.
REEMEE makeup salons, skincare and bodycare centers & sports car exhibition halls
O SEBE. WHOVIPER Selective VIP members of luxury shopping mall centers;

B HRER. BE. ZARE

High-end restaurants and leisure venues

+

o
i)
b

{Rduy. - Hundreds of upscale high-end restaurants, wine houses, café, hair and

Celebrities, socialites and artists.



20134F) i HI B
ADVERTISING RATE

201381 B1H# AR
EFFECTIVE FROM JANUARY 1, 2013

155K hRTE Special Position
HEAR Gatefold of Front Cover
HIE Outside Back Cover
B Inside Front Cover Spread
—EEhR 1st Double Page Spread (1st DPS)
ETBIR 2nd Double Page Spread (2nd DPS)
FE=IEM 3rd Double Page Spread (3rd DPS)
SEIUEShR 4th Double Page Spread (4th DPS)
ERER 5th Double page spread
BREIER DPS Before Content Page
EF R EMRIE— 1st DPS before 1st Feature
F—EHRWR SP Facing 1st Content Page
FE_EFER SP Facing 2nd Content Page
FE=EFER SP Facing 3rd Content Page
EPLSESTHY SP Facing 4th Content Page
BRI T SP Facing Masthead
RESXI SP Facing Editor's Note
EEEEXNTT SP Facing Guest List
IBEEEER 1st SP facing specified column
IBEEEXT SP Facing Specified Column
HERR Inside Back Cover
BB Run of Page (R.0.P)
ZvER11/3 2Rk Full Page Within 1/3 of the Magazine

APERRFRNER (£

ZM7ERI1/3 BBRR
=hR
ShR

SP(Left) Facing Fashion Well Opening

Double Page Spread Within 1/3 of the Magazine
Full Page (R.O.P.)

Double Page Spread (R.O.P)

A
FREQUENCY DISCOUNT

6~11% 6-11 Insertions
12~17K 12-17 Insertions
18~23)K% 18-23 Insertions
241 E More than 24 Insertions

AT ERTIRNRE LR, FEANEZ SR, IBERLEAR

This discount is only applied to single page facing masterhead, single page facing editor’

AR (RMB)

1,545,000
540,000
1,030,000
770,000
645,000
595,000
570,000
545,000
496,000
412,000
310,000
286,000
273,000
261,000
261,000
248,000
227,000
227,000
215,000
360,000

187,000
155,000
374,000
134,000
268,000

5%

10%
15%
20%

s note, special position, and R.O.P.

J g
MECHANICAL SPECIFICATIONS

ENRl  Printing SEAREDR Web Offset

217 Binding e Adhesive

M  Screen 175% (8% ) 175 lines per inch

& Material IEBFIREE, KR Advertising electronic copy disc, 2 pieces of fast printing

1%z  Format BIHEREARY, 300dpifsE,

CMYKERERIPDFEL TIFFSZ {4

3K Paper HE/EIE: 200gsmyN ESAkRAR
M: 100gsmEaR

TIOEARFZE: 70gsmPBE

Manuscripts' original sizes; 300dpi.

PDF or TIFF format with CMYK color

Cover/Back Cover: 200gsm double side coated art paper
R.O.P.: 100gsm UPM finesse imported gloss paper
English Text Column: 70gsm wood free paper

SEPRR Trim Size
230mm(W) x 300mm(H)
460mm(W) x 300mm(H)

R Size

ESDY Full Page

B Double Page Spread
—EBRES{7/mm First double page overlapping 7mm

IR0 Z FEREZ/176mm  Second double page and first 20 pages overlapping 6mm

JERI20INZ BETUEE U 4mm

After the first 20 pages overlapping 4mm

FITR+EER Gatefold + Double Page Spread (220mm + 227mm + 230mm)\W) x 300mm(H)

HImR Bleed Size 633mm(W) x 306mm(H)

182 T2 [BIEE &7 7mm 1st and 2nd double page spread overlapping 7mm

HMmRY Bleed 3mm

20134F % A 71 B 5 8

2013 TIMELINE AND THEME

HR%Y Bis ZiTHE ¥ElEIERR & BRSHEER

Numéro Issue Publication Material Theme Watch & Jewelry Theme
Date Deadline

25 18%) Jan 21-Dec-11 6-Dec -12 B2 Cruise

26 28 ¥ February 21-Dec-11 8-Jan-13 ZH Spring BREEYH Objects of Desire

27 38¥] March 21-Feb-12 6-Feb-13 X&) Mode

28 48T April 21-Mar-12 7-Mar-13 =% e Couture

29 58] May 21-Apr-12 8-Apr-13 ZEZR Beauty iS5 High Indulgence

30 68T June 21-May-12 8-May-13 A ATE Hot Fashion 2= AT Time for Greed

31 7B¥ July 21-Jun-12 8-Jun-13 3 A4 Dolce Vita

32 88T August 21-Jul-12 8-Jul-13 kB Fall BLIfZ L Accessorize

33 98 ¥ September 21-Aug-12 7-Aug-13 A= Mode

34 1087 October 21-Sep-12 9-Sep-13 B4 ES| Couture

35 1157 November 21-Oct-12 9-Oct-13 =2 Beauty MRETi55 High Indulgence

36 128%) December  21-Nov-12 7-Nov -13 JRXT Party ZARE G Master Pieces

37 18¥) January 2013 21-Dec-12 9-Dec -13
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TAILOR-MADE HIGH-END MARKETING
SOLUTIONS

NumérotRtISIIA S A Fa N B ESIRATEIEEE, TGS RIMIBTHEAE:
Numeéro provides multi-media platforms to aim at the high-end fashion conscious consumers and tailor-made high-end marketing

solutions. The platforms include:

4LUE Print

m ZHEBIAAClient Driven Supplement:

{ KEBMNuméro ) RIS TIERECIZNRIEAIMN, REEFE- RIEIEE, R MAEFHThe most creative and high-quality
supplement created by Numéro exclusive editorial team

= EEHE Cover Story:

NuméroE4mJoseph Carlem4dmiEEI ImEEFITIENENE, BainidiE, AENANIESSEF mEEMTEES Tailor-
made cover story by Numéro Editor in Chief Joseph Carle and his team to bring the ultimate fashion spirit into the brand and
products

® EPEHIA R Special Creative

& (K#EFHNuméro ) R iRl AR, RERESHTRER, MAOTHEXRE, EREERKEN PR S
Corresponding with Numéro's high-end visual creativity, find out brand or products’ unique feature and custom-made impactful

fashion creatives

i UK Digital
m KEHNUmMéroB S ETRMIEES Official Account at Sina Weibo Platform
m iPhone5iPad_EAYiWeekly#Rix iWeekly at iPhone and iPad applications

& F A fE Offline cooperation
B RRESESiRS NEs) High-end client driven offline events
n B SERNERE BRI Event-themed supplement

R RRYEPD Customer relationship services (CRS):
m ( KEBANUméro ) IEBRRER, TEaihZ NI HE

n EH S EHEREMSRILIB

m GHEEEE KX ( KEBHNuméro ) ZXER/If

® Maintain Numéro Club to improve the high-end VIP database

m Reader treatment in partnership with brands

® Monthly distribution of Numéro E-newsletter to readers

~“Numero

s L5 10
Client Driven
Supplement

DIOR HOMME

BPECIAL DY KRS VAN ASSCHE

Numéfa

L

I }i:__:'il:||

£ T401F
Oftline
Cooperation

B it S

Cover Stor

IR PN
Special Creative

&
5. A

BR

o/Cy
iIMAGAZINE

L] AppStore

(B IMAGATINE
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TERMS AND CONDITIONS

EFAERARFIHRITET S, EREAZITNE (rEEER) HEXREME,

FFEIIERD:

" EXEMET S, BHREREMRE;

®Hm. £m. Wilml SETRERBDETRHNE S

w RS SRS EIRR IS A BB JEEIAT;

LRI = VESE ==l S =

RRFNS T ERBTRITERBRSEERTIBI

ISR B B HRIEEI R AE).

IETIEHR, Rt IXRIERASARTIER.

NRTIRENF), aIE(E@era. LU ORHELSECEEE &.

FEHSfE, FMEEVHEYN. TR SHNIEEEHEERRE D54, SUEREDIPEITIIN/ERREE T .
ITEEPEREEERIREMRH, NRTENERERNERITH .

THsiRHER LNETRY, TLIBSE, B85 SMEFRLANERE, FRISTELIR.
AR EHRERT, NMRUKBQ SEFR/ESTSRE, BRRANBNEITFT GRIAIF] o

All advertisements that appear in any publication of Modern Media Group must
comply with the Advertising Ordinance of the People’ s Republic of China.

Certificates Proof Requirements:

m A certificate of registration must be presented when advertising a registered brand name and logo;

® Pharmaceuticals and cosmetics advertisers must present advertising approval certificate from the Provincial Health Department;

m Job advertising requires the approval stamp from the Labor or Personnel Department;

m School advertising must be accompanied by a certificate from the Education Department.

The Publisher reserves the right to revise or reject any advertising copies or graphics.

Advertising copies must be delivered on or before closing date as designated.

Execution of an advertising booking order is subject to publisher’ s copy, including display, text and illustration.

The publisher reserves the right to reject or cancel any advertisement at any time for any reason.

Cancellation will not be accepted after the booking deadline. Cancellation either in full or in part by the advertiser or the advertising
agency of a contract nullifies all rate and/or positioning protection for the remainder of the contract.

The publisher reserves the right to repeat existing material in hand when the advertiser fail to meet the material copy deadline.

The publisher will not be bound by any conditions, printed or otherwise, appearing in orders or copy instructions when such
conditions violate the regulations set forth in the rate card.

In the event of nonpayment, the publisher reserves the right to hold an advertiser and/or its advertising agency jointly and severally

liable bills are due and payable to the publisher.




