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GQ STYLE IS FIRST-HAND
INFORMATION ON FASHION
TRENDS ALL OVER THE
WORLD PRESENTED BY
THE BEST STYLISTS

ycckasd Bepcua GQ STYLE — Hosoe cno-

BO Ha POCCUINCKOM PbIHKE MSHLUEBbLIX W3-

naHnin. Bnepsble myxckas moga obperta-

€T COOCTBEHHYIO 3aKOHHYID TEPPUTOPUIO,
He sBnasicb 6onee NpunoxeHnem kK 6a1oky ctaten oo
YCMELLHOM Kapbepe, cnocobax AOCTUXEHNS Opras-
Ma 1 KpUTnke oencreyrowen snactu. lNepedpasunpys
®paHua bekkenbayapa, MOXHO ckasaTb, 4TO MOAA —
camasi CyLLEeCTBEHHAs N3 HECYLLECTBEHHbIX BELLEN.
7Bnascb 0TOOpaxkeHWeM BHYTPEHHErO Mupa Yeno-
Beka, oHa Tak UM nHave BAMSIeT Ha BCe, YTO Mbl Ae-
naem. GQ Style — aT0 cpe3 camMoro HoBOro, HeoObI4-
HOIO N HEOXNAAHHOIO, YTO KaX bl IEHb NOABNAETCS
BOKPYr Hac. 3TO KaTanor NnpakTM4ecknx pekomeHaa-
LM, KOTOPbIE MOMOTYT B MItOOOWN CUTyaumm — cobu-
paeTech N1 Bbl HA TOPXKECTBEHHBIV YXXWH, MPEMbepyY
1M B aKCTpemManbHoe nytewectsme. GQ Style — ato
caMble CBEXME AaHHble O MOAE CO BCEro Munpa 1 ak-
TyasbHble TEHOEHLMN rnasamu NyHLwnx CTUIMUCTOB.
B py6puke TOP — nogpo6HbI 1 BHUMATENbHbLIN pa3-
B6Op KOHKPETHBIX MPEAMETOB MYXCKOro rapaepo-
6a. Mbl nocTapaemcs yaenuTb BHUMaHue Hanbonee
BakHbIM acnekTam BHeLHEero 06amKa My>XH HbI U Ha-
neemcs, yto GQ Style ctaHeT ans ymtaTenem npakTm-
4YEeCKNM PYKOBOACTBOM K AEMCTBUIO.

ussian GQ STYLE is a new statement in the

Russian glossy magazine market.

At last men’s fashion finds its own legal

territoryinstead of being a mere supplement
to a set of articles about a successful career, ways
to achieve orgasm and critique of the current
government. Paraphrasing Franz Beckenbauer,
fashion is the most essential of the things unessential.
Reflecting on a personality it affects everything we
do one way or another. GQ Style is a sample of the
newest, most unusual and unexpected happening
around us. It's a catalogue of practical advice helpful
in any situation, would it be attending a black-tie
event, a premier or travelling to an exotic location.
GQ Style is first-hand information on fashion trends
all over the world presented by the best stylists. The
TOP section examines in detail specific pieces of a
man’s wardrobe. We will make sure that all aspects
of a man’s look are covered in the magazine and we
hope that GQ Style will become a practical guide for
its readers.
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[MTPOD®NTIb HATATEJTA
READERS PROFILE

LENEBAA AYONTOPUNA GQ STYLE:

CpepaHuin Bo3pacT Yntatens - 26 net

BospacT:

20-24 - 36,1%
25-34 - 34,6%
35-44 - 11,8%
OcTtanbHble — 17,5%

Hoxon:
Bbiwe cpegHero — 71%
CpeaHnin — 24%

lMpodeccrnoHanbHbIN cTaTyC:
PykoBoauTenn, cneupannctsl, ciayxawme — 59%

Yutatenn GQ Style — 310 Te, KTO paHbLLE APYIrmX
yNaBfVBaET HOBbIE TEHAEHUMN 1 CrieayeT UM.

B GQ Style - nyteBoAMTENb MO MOAE N CTUNIO. ...... 85,1%
B GQ Style BocnuTbIBAET 4yBCTBO BKyca 1 ctuns..81,8%
B Marepunansl B GQ Style Bcerna aktyanbHble

MHTEPECHDBIC. ... 75,7%
H B GQ Style MOXHO yBUAETb MaTepuanbl, KOTOPbIE He
BCTPETULb HN B OAHOM APYFOM XYPHane............. 69,6%

Mcnonb3oBaHme pekomMmeHaauui xypHana GQ Style:
95,6% umTatenei NoAb3yTCS PEKOMEHAALIMSMM XypHaNa

H Kak nyyLie HOCUTb/CoYeTaTb BELUM. .....vveveenne. 83,5%
H Kakyio KynuTb 00exy/00yBb..............

B Kakme nokynaTb akceccyapsbl
H Kakylo KOCMETUKY 1 napdroMepuio BbIOpaThb....... 46%
B PekomMeHAaumMmno nOCELLEHNIO Mara3uHoB. ..... 69,6%

McTouHnk: MiccnepoBanme YitaTenbCkon ayantopum XypHana
GQ Style, Enterprise.net, ceHTs6pb 2008 roga.

GQ STYLE TARGET GROUP:

Average age - 26 years old

Age:

20-24 - 36,1%
25-34 - 34,6%
35-44 - 11,8%
The rest— 17,5%

Income
Above average — 71%
Average — 24%

Professional status:
Top management, experts, clerks — 59%

GQ Style readers are the first to catch the latest trends
and follow them.

B GQ Styleisa guide in fashion and style............. 85,1%
W GQ Style develops asense oftaste and style...... 81,8%
B Materials in GQ Style are always actual and interes

NG 75,7%
W GQ Style contains exclusive information which cannot
be find in any other magazine............................ 69,6%

Following GQ's recommendations:
95,6% of readers follow GQ's recommendations

W How to match/wear clothes ............c...ee
B What clothes/footwear to buy ..
B What accessories to buy ...........cccevveennnn. .

B What make-up and perfume to choose ............. 46%
B What stores to Visit .......cooooveiiiiiiin 21,5%

Source: GQ Style readership research, Enterprise.net,
September 2008
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PEAAKUVMOHHOE COAEP>XXAHNE
EDITION CONTENTS

MUST HAVE - rnaBHble TpeHAbl Ce30Ha (CunyaThl,
TKaHu, uBeTa)

OFFICE - Bce, 4TO HyXHO MMeTb B rapaepobe pabo-
TaloLWEMY MYXUMHE (KOCTIOMbI, pyBGallKku, rancTyku,
6O0TUHKMN, 3aMNOHKK, Yackl, NopTdenn)

SPORT & LEASURE — nonHblin Habop aKMNMPOBKU
019 3aHSATUIA CNOPTOM M aKTUBHOIO BPEMSNpenpo-
BOXAEHMS (0gexpa ans cnopra v nyTewecTBui,
CHapsXeHue 1 rpyMunHr, 6arax)

INSIDE - 0630pHble MaTepuasnbl MUpa MyXCKOW
MO[pbl, UHTEPBbIO C AM3aiHepamun, aBTOPUTETHbIE
MHEHUS NPOdECCMOHANOB MHAYCTPUM Knacca IoKC

PREVIEW — kpaTkuii 0630p OCHOBHbIX TPEHA0B Cle-
[yloLlero cesoHa

M0C 9KCKNO3NBHBIE PENOPTAXM U3 CTO-
nYL, MUPOBOM MOfbl, 3aHMMaTesbHble
noapoOHOCTU MHAYCTPUM TOBAPOB KNac-
ca JIIOKC 15t MYXYWH, NCTOPUU MObI rna-
3amMu nyqwnx ctuamctos GQ n o6bekTn-
BaMu BeayLLmx poTtorpados Mupa.

MUST HAVE —maintrends ofthe season (silhouettes,
fabrics, colours)

OFFICE - everything what a businessman should
have in his wardrobe (suits, shirts, ties, boots, cuff
links, watches, briefcases)

SPORT & LEASURE - full equipment for training and
active time spending (clothes for sportand travelling,
accoutrements and grooming, luggage)

INSIDE - review materials from the world of men’s
fashion, interviews with the designers, authoritative
opinions of professionals from the luxury industry

PREVIEW - short review of basic trends of the
following season

PLUS exclusive reports from capitals of
world fashion, on amusing details about
luxe class goods industry, on fashion
history viewed by the best GQ stylists
and through the lens of the world best
photographers.
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PACIPOCTPAHEHNE
DISTRIBUTION

Vladivostok | BnaansocTtok 1%
Khabarovsk | Xa6apoBck

Irkutsk | UpkyTck
Krasnoyarsk | KpacHospck 2%

CaHkT-MeTepbypr 20% Novosibirsk | HoBocubupck
St. Petersburg

Mockea 65%

Moscow

Tyumen | TiomeHb (o)
Kra;rg;?;: ﬁgﬁgé’"ap cy Chelyabinsk | Yensa6uHck 5 A)
Volgograd | Bonrorpaa (] Yekaterinburg | ExatepuH6ypr

Samara | Camapa 0,
Saratov | CapaTtoB 4 A)
N. Novgorod | H. Hosropoa

Tupax / Circulation — 100 000

MepuoanyHOCTb BbiXOoAa — ABAXbI B FOA: BECHA, OCEHb
Publication frequency — twice a year: spring, autumn






PACLLEHKW
RATES

py6.
CTPAHULA. e 290 000
Pa3BOPOT. ..ccciiiiiiiiiecci 580 000
1= PABBOPOT ... ciiiieeiii e 800 000
2-14 pa3BopoT ... ... 720 000
3-11 PA3BOPOT .ooeeeiiiiieiieieieeeeeee ... 690 000
PasBopoTbl 40 py6pukn Top Detail........... 650 000
PasBopoT B pybpuke Top Detail................. 610 000
Monoca po pybpuku Top Detail................. 400 000
Monoca B pybpuke Top Detail................. 330 000
1/2 CTPAHUUDBL . ... 215000
1/3 CTRAHNLBL. ..o 145000
4-9 CTPAHULLA OONOXKKM. ...eeeeeiiiiaaeeeeaeie 700 000
TeNTDONAEP. .. o eeveeeie e 1350 000

LleHbl Ha pa3melleHne B XypHane AOMNONAHUTENb-
HbIX pPeKnamMHbIXx MaTepunanos (BKIaaokK, cawe, 06-
pasLoB NPOAyKUMM 1 OP.) N PeknamHblx nybavka-
um Tmna promotional advertorials onpegensoTca
B K&XJ0M KOHKPETHOM Clly4ae OTAeNbHO.

Bce pacueHkn Ha peknamy aaHbl 6e3 ydeta HAC.
Cknaka ons peknamHblix areHTeTB — 15%.100%-Has
npegonnata oo Aatbl ny6amMkaumm.

* Wanatens coxpaHsieT 3a coBOv MpaBo repeHoca nepso-
ro pa3BopoTa B Cry4ae noarsepxaeHvs revirgpongepa. loa-
TBEDXKAEHME CrieUmabHbIX MO3ULMI IOKHO ObiTb OCYLLECT-
BneHo Ha 10 AHel paHbLue, Yem MOATBEPXAEHNE PEry/sipHbIX
noauumii. Bee LeHbl ykasaHbl B pyosisiX.

MNpounsBoacTBEHHOE pacnucaHme:

MapT 2009

MoaTeepxaeHne peknamMHoro MecTa...... 30 qaHBapsa 2009
MpenocTaBneHne MaTepuanos.............. 6 despana 2009
CeHTa6pb 2009

MoaTBepPXAEHME PEKNTAMHOIO MECTA.......... 24 viona 2009

MpepocTaBneHne matepuasnos.... 31 niona 2009

JTlioBble M3MeHeHS! B POV3BOACTBEHHOM pacrivcaHy GyayT
COOOBLLEHBI Kak MUHUMYM 32 2 MECSILIA 10 OpULIMaIbHOM AaTsl
3aKPbITVIS OrOBapUBaEMOro HOMEPA.

rub
Full page......ooovviiiiiiiiiic e, 290 000
SPread ... 580 000
Tst spread .....coovvviiiiiii 800000
2nd spread . . 720 000
3rdspread ........cccceeveeen ..690 000
Spread before Top Detail ... .. 650000
Spread in Top Detail .........ccooceviviiiiinneninnn. 610 000
Single position before Top Detail............. 400 000
Single position in Top Detail..................... 330 000
1/2 PAGE. .. e 215 000
1/3PAGE oo, 145 000
At COVET .. 320 000
Gatefolder ..., 1350000

Prices to locate additional advertising materials
(inserts, sachets, product samples) and publicities
such as promotional advertorials in the magazine
are determined separately for each case.

All advertising rates do not include VAT costs.
Discount for advertising agencies — 15%. Prepay
100% before publication date.

* The publisher reserves the right to withdraw the reservation
offirst spread if a cover-gate-folder booking has been made.
All the special positions have to be confirmed 10 days before
the booking deadline. All prices are in roubles.

Advertising deadlines:

March 2008

Advertising Sales Deadlines.................. 30 January 2009
Materials Deadline...........ccooovvvviinnnnnnns 6 February 2009
September 2008

Advertising Sales Deadlines...............cccoeevunnns 24 July 2009

Materials Deadline 31 July 2009

Advertizing deadlines change announcements will be made at
least two months in advance of the closing date of the issue
affected.
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KOHTAKTbI
CONTACTS

PEKJIAMHbIN OTAEN:

N3patens:
AMUTPUIA KPECNTABCKII
dkreslavskiy@condenast.ru

JAnpeKkTop no pekname:
NPUHA EJTM3APOBA
ielizarova@condenast.ru

MeHep)kepbl Mo pekname:
EKATEPVHA BUBJTOBA
kbiblova@condenast.ru

MAPUAHA METPOBA
mpetrova@condenast.ru

OMUTPUN ALLIVH
dyashin@condenast.ru

MnagLuvin meHepxxep no pexkname:
AHHA PEBNKOBA
arebikova@condenast.ru

KoopauHatop peknamMHoro otaena:
®JIOPA EMEJIEEBA
femeleeva@condenast.ru

Condé Nast Poccus
125009, Poccusi, Mockea, b. ImuTtposka, 11, cTp. 7,
Ten.: (495) 745 55 65; dakc: (495) 745 86 25

MpepcTtaButens B Utanun
Oberonmedia s.r.l., Angelo Careddu

18, via Andegari, 20221 Milano, ltaly

tel.: (39) 02 87 45 43, fax: (39) 02 87 64 58

ADVERTISING TEAM:

Publisher:
DMITRIY KRESLAVSKIY
dkreslavskiy@condenast.ru

Advertising Director:
IRINA ELIZAROVA
ielizarova@condenast.ru

Advertising Managers:
EKATERINA BIBLOVA
kbiblova@condenast.ru

MARIANA PETROVA
mpetrova@condenast.ru

DMITRIY YASHIN
dyashin@condenast.ru

Junior Advertising Manager:
ANNA REBIKOVA
arebikova@condenast.ru

Advertising Coordinator:
FLORA EMELEEVA
femeleeva@condenast.ru

Condé Nast Russia
11, bld. 7, Bolshaya Dmitrovka, Moscow, 125009,
tel.: (+7 495) 745 55 65; fax: (+7 495) 745 86 25

Italian representative

Oberonmedia s.r.l., Angelo Careddu

18, via Andegari, 20221 Milano, Italy

tel.: (39) 02 87 45 43, fax: (39) 02 87 64 58





