MMCbMO PELAKTOPA

KypHan GQ - 970 yHUKanbHbIN GOp-
MaT MY>XXCKOrO XypHana, co4yetatoLmi
B cebe HauBbICLUME CTaHOapTbl kadye-
CTBa MNSAHLEBOr0 WU3AAHUS U UHTEN-
NeKTyasnbHbI MoTeHuman penopTax-
HOW U aHaNINTUHECKOWN XYPHANNCTUKN.
B GQ perynsapHo nybnukylotcs Buk-
Top Epodees, Sayapa JiInmoHoB, MNpu-
ropuin PeBauH, ToHn NapcoHc, Mapk
onme, Omutpuii beikos, EBreHuin Ku-
cenes v ap. HekoTopble KOMOHKW Ha-
LUNX aBTOPOB U MOYTU KaX bl MaTepu-
an, nogrotosneHHbin Kcennen Cobuak
n KceHnenn CokonoBon, pacxoaarcs B
COTHSIX KOMWIA MO MHTEPHETY.

Mbl COTPYAHMYAEM C NYyHLUUMKW OTEYe-
CTBEHHbIMW 1 NPOCAaBNeHHbIMY 3apy-
6exHbiMu dpoTorpadamm, TakuMm Kak
Bptoc Bebep, Teppn PuyapacoH, Ctn-
BeH KnanH. B nocnegHue rogpl penak-
uMa pewnna BO3POAUTb TpaguuMio
PUCOBAHHOM MAAKOCTPaLUMKM B XypHa-
ne, U Ha cerofHs Mbl co3ganu Brnedyat-
NSIOLWYI0 KOMaHAy XyAOXHWKOB, pa-
6oTaloWmMx Hag YHUKabHbIM CTUIEM
kaxaoro Homepa. Feposmmn GQ crta-
HOBUIUCbL MNPEACTaBUTENN HEe TOJMb-
KO LWoy-Bu3Heca, HO Takxke nonuTuye-
CKOWM 1 AEeN0BOW 91Tl CTPaHbl, Takne
kak PamsaH Kagpipos, Apkaamin Bop-
koBud, Hatanba Tumakosa, Ceprei
LWowry, AnaTonuin Yybaic, Mwuxaun

[MpoxopoB, Mwuxaun ®dpuamaH, Bna-
ammump MoTtaHnH 1 ap.

[ToCTOsIHHbIE PYOPUKK XypHana: no-
cnegHve HOBOCTM OT BEAYLUMX An3an-
HEpPOB, TEHAEHLMN HayKu, TEXHUKK U
KYNbTYpbl, FQCTPOHOMUYECKNE U3bICKM
1 nydwive otenn mupa. Bece aTto no-
3BONFET POCCUNCKOMY M3OAHWIO NOoa-
NepXnBaTb BbICOKYIO MEXAYHAPOOHYIO
penyTaumio XypHana, octaBaTbCa He
TOSIbKO OMBAMEN CTUAA 1 3akoHoaaTe-
IeM XOpOoLlero Bkyca, HO 1 OCBEAOM-
JIEHHBIM, VMEIOLLIMM COOCTBEHHYIO MO-
3numio cobeceHNKOM ANt yCrelHbIxX
¥ AyMatoLwmx toaen.

Hwukonan Yckos,
rnaeHbIn pegaktop GQ Poccusa

EDITOR’S LETTER

GQ has a unique format for a men’s
magazine. It combines the high
standards of a glossy magazine with the
intellectual excellence of a reporting or
analytical periodical.

GQ regularly publishes the articles
of Victor Erofeev, Eduard Limonov,
Grigoriy Rezvin, Tony Parsons, Mark
Aims, Dmitriy Bikov, Evgeniy Kiselev,
etc. Some articles of our authors
& almost every material by Ksenia
Sobchak & Ksenia Sokolova are very
popularin the Internet.

We work with the best photographers
from our country & abroad such as
Bruce Weber, Terry Richardson,
Steven Klain. In recent years the
editorial decided to revive the tradition
ofthe drawn illustration in the magazine
& nowadays we have a great team of
artists who work on the unique style
of every issue. The central figures of
GQ magazine became not only the
representatives of show business but
also the politics & the people from the
business elite of the country such as
Ramzan Kadirov, Arkadiy Dvorkovich,
Natalia Timakova, Sergey Shoigu,
Anatoliy Chubais, Mikhail Prokhorov,
Mikhail Fridman, Vladimir Potanin, etc.
Our magazine regularly features the
latest news from leading designers,

scientific developments, gastronomic
discoveries and the best hotels in the
world. All of this means that the Russian
publication upholds the international
reputation already established by the
magazine. Russian GQ is not only the
“bible of style”, but also the arbiter
of good taste and a well informed
companion with an independent point
of view, in short, an indispensable
publicationforsuccessfulandreflective
people.

Nikolay Uskov,
Editor-in-Chief GQ Russia
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MOPTPET YMTATEIA READER'S PORTRAIT

CPEAHU BO3PACT YUTATENA GQ o . GQ READER AVERAGE AGE
B Mockae 29 net Anpo aynuTtopun xypHana — vyutatenn 8 | The majority of the readership is people  |n Moscow is 29 years old.

B Poccun 28 net BO3pacTe 25 — 45 nieT, co cpenHnm po- | of 25 — 45 years old with average or |y Russia is 28 years old

XOZI0M U I0XOZI0M BblILLIE CPEAHEro. above average income.
OBPA30OBAHMUE: o EDUCATION:
Boiclwee — 50 % 7% 17 % Higher education — 50 %
~ 45+ net / years 16 —19 net / years

OUHAHCOBbIN CTATYC: FINANCIAL STATUS:
Bbiwe cpepgHero — 63 % Above averéslzge -63%

n— Average — 32 %
CpeaHnin — 32 % 12 % g o
COUMANBHbIA CTATYC: 35— 44 net / years SOCIAL STATUS:
PykoBoautenu, cneumanncTsl, Top managers, qualified specialists,
cnyxauwme — 60 % white collars — 60 %
OKCKJTO3NBHOCTb: EXCLUSIVENESS:
38 % ynTaTenei He NOKynakoT 38 % of readers do not buy any
HUKaKOW ApYroit MyXcKol XypHan, 38 % 26 % other magazine for men
kpome GQ 25 - 34 net / years 20 -24 net / years but GQ

ymTaTenen MeloT npemMmansHble 6aH-

yutatener GQ pas B rog unu yaule KoBCKuMe kapToykmn — Gold, Platinum,
NieTaloT Ha BbIXOAHbIE 3a rPaHuLLy Centurion

. 45.6 %
of GQ readers fly abroad on vacations W of the readers have VIP bank cards —

once a year or even more often Gold, Platinum, and Centurion

yutaTenem nyTeLwecTByoT
HEeCKOJIbKO pa3 B rof,

of readers travel several
times a year

yuTaTenen NnokynakT oaexay/ yuTaTtenen neTaiT B OTNycK OU3HecC- yuTaTenemn XmMByT B KBapTUPE NaoLaib
00yBb 1 pas B Mecau, v Jaie K11aCcCOM WM HaCTHBIM CaMOIETOM 6onee 100 m2

of the readers live in a flat the square of
which is more than 100 m?2

of the readers buy clothes/shoes
once and oftener per month

of the readers travel in business

4
class or use private jets
yuTatenen nmetoT 2 1 6onee
yuTatener UMetoT IMYHOro TpeHepa MalUWHbI B CEMbe yutatenet GQ nmeloT 3aropoaHblin A0M
of the readers have two or more @ of GQ readers have country house

of the readers have a personal trainer
cars in the family

yuTaTenen NpoBoOaAT CBOM
OTMNYCK 3a rpaHunLLein

yuTaTesnen nokynawT ObITOBYIO
TEXHVKY pa3 B rof, v vauie

yutatenen GQ octaHaBAMBalOTCH B rO-
CTUHMLAX YPOBHA 5*

of the readers spend their
vacation abroad

of the readers buy household products
once and oftener per month

of GQ readers stay in 5* hotels

Uctournk: TNS Gallup Media, NRS - Poccusi (16+), nekabps 2008 - anpen» 2009 roga According to TNS Gallup Media, NRS - Russia (16+), December, 2008 - April, 2009






BJIMATEJIbHbIN XXYPHAJT

NOTPEBJIEHUE:

90 % ymTaTenei NONb3YKTCA Mapkamu,
peknamMmpyemMbiMu B XypHane

58 % uuTatenen He M3MEHUNIN CBOE-
ro OoTHOWeEHMs K noTpebneHnto Aopo-
rmx OPEeHOOB B YCAOBUAX PUHAHCOBO-
ro Kpusuca

YUTATENN GQ OEMOHCTPUPYIOT
BbICOKMIA YPOBEHb J109JIbHO-
CTU K OXXKYPHANY:

46 % untaTenen nokynaioT 8 n 6onee
HOMEpPOB B rof,

76,1 % unTatenen nnaHupyoT B Oyay-
Lem nokynatb 6 1 6onee Homepos GQ
Brog

BbICOKAYA CTEMNEHb OOBEPUA K
XKYPHANY GQ:

96 % uymTaTenen ncnonb3yT COBEThI U
pekomMeHmaun GQ

cnonb3yemble pekomeHzaumn:

Kak nyywe co4erartb/HOCUTb BELM —
80 %

Kakyto kynutb ogexay/obyBb — 51 %
Kakue kynuTb akceccyapbl — 43 %

Kakon nonb3oBatbCsi KOCMETUKOW W
napdromepuren — 51 %

BbiBvpatoT TEXHUKY, peknaMmmpyemMyio B
xypHane — 34 %

CnywatoT My3blky, O KOTOPOWA
npoyntanu B xypHasne — 33 %

OTHOLWEHUE K PEKJIAME B XYP-
HANE:

9 Bcerpa obpallalo BHUMaHWe Ha pe-
knamy B GQ (77 %)

Pexnama B GQ Bcerga kpacuBas u
cTunbHasa (86 %)

MMmnpx xypHana GQ nonoxurensHo
BAVISIET HA pekaMmupyemble B Hem Map-
kn (86,50 %)

Peknama B GQ x0powo A0NonHaeT pe-
OaKUMOHHbIE MaTepuanbl (63 %)

9 noBepso Mapke, ecnmn oHa peknamu-
pyetca B GQ (51 %)

Ecnn s Buxy peknamy mapku B GQ, 1
CKJIOHSIIOCb K TOKYMNKe TOBapOB 3TOM
mMapku (43 %)

Pexnama B GQ aBnsieTca rapaHTnen ka-
yecTBa ToBapa (40,5 %)

Wccnenosanne untatensckoit ayautopuy GQ, Vivacom, mons 2009

PEKJIAMHbBIE KATEOPU

OAEXOA N AKCECCYAPHI.
FASHION & ACCESSORIES

IOBEJIMPHbIE YKPALLEHNA
N HACHI

JEWELLERY / WATCHES

CUTAPETHI U
a0, AJTIKOTOJIbHBIE HAMUTKMN
Y CIGARETS & ALCOHOL

TEXHUKA /
@ TOBAPbHI 419 JOMA
TECHNOLOGY /

HOUSEHOLD

ALL INFLUENTAL MAGAZINE

CONSUMPTION:

90 % of the readers buy the brands
advertised in the magazine

58 % of the readers do not change their
attitude to the use of the expensive brands
under the conditions of the financial crisis

GQ READERS SHOW THE HIGH
LEVEL OF LOYALTY TO THE
MAGAZINE:

46 % of the readers buy 8 and more
copies of the magazine a year

76,1 % of the readers plan to buy 6 and
more copies of the magazine a year in the
future

TRUST OF THE READERS TO THE
GQ MAGAZINE:

96 % of the readers use the advices and
recommendations of GQ

Recommendations which are usually
used:

How to combine/wear clothes better —
80 %

What clothes/shoes to buy — 51 %

What accessories to buy — 43 %

Source: GQ Readership Research, Vivacom, July 2009

What cosmetics and perfume to use —
51%

Choose the hardware advertised in the
magazine — 34 %

Listentothe music hereadinthe magazine
about-33 %

ATTITUDE TO THE
ADVERTISEMENTS IN THE
MAGAZINE:

| always pay attention to the
advertisements in GQ (77 %)

The advertisements in GQ are always
beautiful and stylish (86 %)

The image of GQ magazine has a positive
influence on the brands advertised in it
(86,50 %)

The advertisements in GQ complement
the editorial materials well (63 %)

I trust a brand if it is advertised in GQ

(51 %)

If | see an advertisement of a brand in GQ
| tend to buy the products of the brand
(43 %)

The advertisements in GQ is a guarantee
of the product quality (40, 5 %)

ADVERTISING CATEGORIES

ABTOMOBWIN
MOTORING

@ KOCMETUKA N TTAP®IOMEPNA

HEALTH & BEAUTY

@ MPOYEE
MISCELLANEOUS






KAPTA PACIPOCTPAHEHNA DISTRIBUTION MAP

1 O O O O O TUPAX/AVARAGE PRINTED CIRCULATION

11% |
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51% ® 55%  ® §99% :

tOr / South Mockea / Moscow Ypan / Urals
® 53% 2%
) HanbHuin BocTok / Far East

lMosomxbe / Volga region

YkpaunHa / Ukraine 3,5 %
Ctpanbl CHI / CIS Countries 1 ,5 %
3apybexbe / Abroad 1 ,5 %






OCHOBHbIE PACLIEHKI

BKJIAOKW, CALUE

LleHbl Ha pasmelleHne B XypHane
AJOMNOJIHNTENIbHbLIX PeKTaMHbIX MaTe-
pvanoB (Bknagok, cauwe, 06pasuoB
NPOAYKUAN 1 AP.) N peKnamHbIx ny6nm-
kaumin Tmna promotional advertorials
onpenendatTcd B KaXKaoM KOHKPETHOM
cny4ae oTAesNbHO.

N3MEHEHUVE PACLLEHOK

Jlobble M3MeHeHUst pacLEeHOK O0JXK-
Hbl ObITb COOOLLEHbI KaK MUHUMYM 3a
2 Mecsdua oo odbuumanbHoOM gatbl 3a-
KPbITUS OrOBapMBaeMOro Homepa.

BCE PACLIEHKWN HA PEKJTIAMY [A-
Hbl BE3 YHETA HAC

CKMAKA 0J19 PEKJIAMHbIX
ATEHTCTB: 15 %

100 %-HAA NPEAOOIJIATA A0 OA-
Tbl NYBJINKALUN

INSERTS AND SCENTED STRIPS
Inserts and scented strips rates are
avalible upon request.

RATE PROTECTION

Rate change announcements will be
made at leasttwo months in advance of
the closing date of the issue affected.

ADVERTISEMENTS ARE SUBJECT
TO VAT

AGENCY COMMISSION: 15 %

100 % PREPAYMENT IS DUE
BEFORE EACH PUBLICATION DATE

* VIagatenb coxpaHsieT 3a cob0k rnpaBo rnepeHoca rnepBoro passopoTa B CayyYae
nioareepxaeHuvsi revitrgoongepa. loarsepxaeHune crieumasibHbIX no3nLmi JOMKHO
ObITb OCyLLECTBIEHO Ha 10 AHeV paHbLLe, YeM MOATBEPXKAEHNE PEry/IsiPHbIX MO3M-
umii. Bee LieHbl yka3aHbl B pyO6risiX.

GENERAL RATES

400 000  CTPAHVLA/FULL PAGE
800 000 PA3BOPOT / SPREAD
1150 000 1-i PABOPOT / 1st SPREAD
980 000 2-11 PABBOPOT / 2nd SPREAD
955000 3-11 PABBOPOT / 3rd SPREAD
880 000 PA3BOPOTbI 10 PYEPVIKI «TAZl» / SPREAD BEFORE TAD
850 000 PA3BOPOT B PYBPUKE «TAfl» / SPREAD IN TAD
520 000  COAEPXAHVE/CONTENTS
520 000  KOMAHOAGQ/GQ MASTHEAD
520 000  GQON-LINE
520 000 MMCbMO PEAAKTOPA / EDITOR'S LETTER
470000  PYBPVIKA<TAL> /TAD
520 000 3-a CTPAHULIA OBSTOXKM / 3rd COVER
960 000 4-9 CTPAHULIA OBJTOXKMN / 4th COVER
1920 000 FEVT®ONAEP / GATEFOLDER
300000  1/2CTPAHMUbI/ 1/2 PAGE
225000 1/3 CTPAHWILIbI / 1/3 PAGE

* The publisher reserves the right to withdraw the reservation of first 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.

«TAO» / TAD - TPEHA, APT, AETAJIN / TREND, ART, DETAILS



GQ STYLE XXYPHAJT O MY>XXCKOW MOJE

MUST HAVE:
[naBHble TPEHOb! CE30Ha (CUNyaThl, TKa-
HW, uBeTa)

OFFICE:

Bce, 4TO HYyXHO nmeTb B rapaepobe pa-
foTaleMy MyX4MHE (KOCTIOMbI, py-
falukn, rancTyku, GOTUHKM, 3amoHKM,
yacol, nopTdenm)

SPORT & LEASURE:

MonHbIN HABOP BKUMNPOBKM OS1A 3aHS-
TUIA CNOPTOM N akTUBHOIO Bpemsanpe-
NPOBOXAEHWA (odexaa ans cnopra u
NYTELLIECTBUN, CHAPSXKEHWE N TPYMUHT,
Barax)

INSIDE:

OB630pHbIE MaTepuanbl MUpa My>XCKOW
MO/bl, UHTEPBbIO C AM3aiiHepamu, aB-
TOPUTETHLIE MHEHWS NPOdECCUOHaNoB
WHOYCTPUW Knacca JIloKC

PREVIEW:
Kpatknin 00630p OCHOBHbBIX TPEHO0B
CllelyloLLLEero ce3oHa

[1n0C  9KCKMO3MBHbBIE penopTaxu 13
CTONUL, MUPOBOWM MOAbI, 3aHUMATENb-
Hble MoApPOOHOCTU WHAOYCTPUWM TOBa-
POB Knacca JIOKC ANs MYX4YMH, UCTO-
pUn MOApl ra3amu nyyLmvx CTUINCTOB
GQ v obbekTrBaMu BeayLmx GpoTorpa-
OB Mupa.

GQ STYLE MEN'S FASHION MAGAZINE

MUST HAVE:
Main trends of the 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 sport and
travelling, accoutrementsand grooming,
luggage)

INSIDE:

Review materials fromthe 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.



PACLUEHKN GQ STYLE

BKJIAOKW, CALUE

LleHbl Ha pasmellgHne B XypHane
JOMNONHNUTENBHBLIX pPeknaMHbIX MaTe-
puanoB (Bknagok, caule, o06pasuoB
NPOAYKLUNW U AP.) U peEKNaMHbIX Nyonun-
Kauu Tuna promotional advertorials
onpeaenstoTcs B KaXa0M KOHKPETHOM
cny4ae OTAENbHO.

M3MEHEHUE PACLEHOK

Niobble N3MeHeHnss pacLeHOK O0X-
Hbl ObITb COOOLLEHbI Kak MUHMMYM 3a
2 Mecsaua 0o oduumanbHOM aatel 3a-
KPbITUS OroBapmMBaeMoro HoMmepa.

BCE PACLLEEHKW HA PEKJIAMY [OA-
Hbl BE3 YHYETA HAC

CKMAKA 0J13 PEKJIAMHbIX
ATEHTCTB: 15 %

100 %-HAA NPEAOIJIATA A0 OA-
Tbl NYBJINKALIN

* VIsnaresns coxpaHsieT 3a cobovi MpaBo nepeHoca nepBoro pa3gopoTa B Cry4ae noa-
TBEDXAEHMS reviTonaepa. [loaTBepxaeHne creumabHbX no3uLmii LO/MKHO ObiTb
ocylyectsneHo Ha 10 gHevi paHbLe, YeM noATBePXAeHWE PEryaspHbIX nosuLmi. Bee

LIeHbI yKasaHsbl B pyOisiX.

INSERTS AND SCENTED STRIPS
Inserts and scented strips rates are
avalible upon request.

RATE PROTECTION

Rate change announcements will be
made at leasttwo monthsin advance of
the closing date of the issue affected.

ADVERTISEMENTS ARE SUBJECT
TO VAT

AGENCY COMMISSION: 15 %

100 % PREPAYMENT IS DUE
BEFORE EACH PUBLICATION DATE

GQ STYLE RATES

300 000
600 000
810000
690 000
660 000
630 000
610000
375000
375000
375000
320 000
320 000
700 000
300 000
215000
145000

CTPAHWMUA / FULL PAGE

PA3BOPOT / SPREAD

1-n PASBOPOT / 1st SPREAD

2-1 PASBOPOT / 2nd SPREAD

3-n PASBOPOT / 3rd SPREAD

PA3BOPOTHI O PYBPUKN «AETA/IN> / SPREAD BEFORE DETAILS
PA3BOPOT B MEPBOW TPETW / SPREAD FIRST THIRD
COJEPXAHME / CONTENTS

GQ ONLINE

MNCbMO PEJAKTOPA / EDITOR'S LETTER

TPEHZ, APT, JETAJ/I / TREND, ART, DETAILS

3-a CTPAHMLIA OBJTIOXKW / 3rd COVER

4-3 CTPAHVLIA OBJTOXKW / 4th COVER
FEMT®ONAEP / GATEFOLDER

1/2 CTPAHWNLbBI / 1/2 PAGE

1/3 CTPAHNLbBI / 1/3 PAGE

* The publisher reserves the right to withdraw the reservation of first 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.
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CA/T GQ

Cant GQ — 310 exxegHeBHOe OCBeLgHMe BCex
TEM, KOTOpblEe BOMHYIOT Yntatenenn GQ: moaa
W OWU3aiH, KMHO U My3blKa, CIOPT U rafxeTsl,
napdiomepunsa 1 aBTomobunm. 3To cBeTckas
XPOHMKA N 9KCKIO3VBHbBIE BUAEO C BaXHel-
LIMX COObITUI, aBTOPCKNE 6710rK, a Takxe BCe
MYXCKME KONMEKLMN MOAHbIX 6peHaoB.

CAMBIE NONYJIAPHbIE PA3AEJbI
CAUTA:

nognym

Pasnen, B KOTOPOM TMOJIHOCTbIO BbiKJTaablBa-
IOTCA MOJHblE NOKa3bl CneayioLllero ce3oHa —
Ha noJiroga paHblue, 4em B XypHase.

STREET STYLE
CTunbHbIE, MOOHBIE W OKCLEHTPUYHbBIE MYX-
YWHbI, CHATbIE KoppecnoHaeHTamu GQ.ru Ha
ynnuax MockBbl.

BJ1IOIrn

Mup rnasamu M3BECTHbIX POCCUNCKMX Xyp-
HaNMCTOB M penakTopoB xypHana GQ. 3anecb
MOXHO Noo6LLAaTbCA C aBTOpPaMmn HanpsiMyto,
OCTaBMB KOMMEHTapPUN.

GQ SITE

GQ site offers daily coverage on allthe subjects
interesting for GQ readers — fashion, design,
cinema, music, sport, gadgets, perfumes,
cars. Here you can also find the reports on of
Moscow high life and exclusive videos, theme
blogs and complete menswear collections of
top brands.

THE MOST POPULAR SECTIONS OF THE
SITE:

RUNWAY

All fashion shows of the forthcoming season
appear on the site half a year earlier than in
the magazine.

STREET STYLE

Moscow's hip and elegant men photographed
by GQ.ru correspondents in the streets of
Moscow.

BLOGS

GQ site blogs are written by well-known
Russian journalists and the editors of GQ
magazine. Users can post comments and ask
blogger a question.

AYAUTOPUSA / AUDIENCE SUMMARY

1243 608 rPOCMOTPOB CTPAHWL / PAGE VIEWS
198 465  VHUKASIBHBLIX MOIL3OBATENEN / UNIQUE USERS PER MONTH

CTPAHULIBI HA YHUKAJTBHOT O MOJIb3OBATENTA / PAGES PER UNIQUE USER

268 476  NOCELLEHWI / VISITS
4,63
10 505  NOCETUTENEN B AEHD / VISITS PER DAY
4 min.

CPE[HEE BPEM4, MPOBEAEHHOE MOJIb30OBATE/IEM HA CAVTE /
AVERAGE USER SESSION DURATION

WctouHmk Google Analytics, CeHTs6pb 2009 / According to Google analytics, September 2009
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PROMO OTAHT

KpeaTnBHaa komMaHma pekiaMHo-
ro otaena npeacTaBnsgeT HOBOE Ha-
npaefeHne B pekname — promotion.
OKCKIIO3NBHbIE CbEMKW, HECTAHOAPT-
Hble MakeTbl, OpUrMHaNbHbIE CTaTbi —
TBOPYECKMI MOAXOA K KaxaoMy Mpo-
exTy.

C Hamn paboTalT ny4ylme poCCui-
ckne un 3anagHble dotorpadbl, K3-
BECTHbIE CTWIUCTbI W TanaHTAMBbIE
XKYPHaJTNCTHI.

PROMO DEPARTMENT

Advertising creative team presents a
new trend in advertising — promotion.
Exclusive photo shoots, unusual images,
original texts — we approach each project
creatively.The best Russian and western
photographers, renowned stylist and
talented journalists are working with us.



NMPOU3BOACTBEHHOE PACITNCAHVE

DEBPAJIb
MoATBEpPXAeHe PeknaMHoOro mecta
MpeaocTasneHme matepuanos

MAPT
MoaTBepXAeHNE PeEKIaMHOro MecTa
MNpenoctaBnenvie matepranos

AMPEJNTb
MoATBepXAeHe PeknaMHoOro mecta
MpeaocTasneHme matepuanos

MAW
MoaTBepXAeHNE PEKIaMHOro MecTa
MNpenoctasnenvie matepranos

UIOHb
MoATBepXAeHe PeknaMHoOro mecta
MpeaocTasneHme matepuanos

nionb
MoaTBepXAeHNE PEKIaMHOro MecTa
MNpenocrasnenHvie matepranos

ABIryCcT
MoATBepXAeHe PeknaMHoOro mecta
MpeaocTasneHme matepuanos

CEHTAEPb
MoaTBepXAeHNe peKaMHOro MecTa
MpenoctaeneHve matepuanos

OKTHABPb
MoATBepXAeHe PeKnaMHOro Mecta
MpeaocTasneHme matepuanos

HOABPb
MoaTBepXAeHNe PeEKNaMHOro MecTa
MpenoctaeneHve matepuanos

OEKABPb
MoaTeepxaeHe PeKNaMHOro MecTa
MpeaocTasneHme matepuanos

AHBAPDb
MoaTBepXAeHNE PEKIaMHOro MecTa
MpenoctaeneHve matepuanos

2010
09 nekabps 2009
16 nekabps 2009

2010
15 aHBapsa 2010
22 anBaps 2010

2010
15 pespans 2010
19 peBpana 2010

2010
16 mapta 2010
23 mapTa 2010

2010
13 anpens 2010
20 anpens 2010

2010
18 mas 2010
25 masn 2010

2010
15 mioHs1 2010
22 nioHs 2010

2010
13 nons 2010
20 nions 2010

2010
17 aBrycta 2010
24 aBrycta 2010

2010
14 centsbpsa 2010
21 ceHTs06ps 2010

2010
19 okTa6pa 2010
26 okTa6ps 2010

2011
16 Hos6ps 2010
23 HosbpsA 2010

Cpokn MOATBEDXAEHUS PA3MELLEHNS BKIEEK, BKIAAOK, 0OTIOXeK 1 MPUIIOXeHMI Ha 3 iHs PaHblLe ykasaHHoU Aatbl. / Cpo-
Ku1 PEAOCTABACHNS OPUIVIHAT-MAKETOB 151 BKIIEEK, BKAGAOK, OOJIOXeEK 1 pUIOXeHuii Ha 3 AIHs paHbLLe ykasaHHO! Aarbl. /
B cny4ae npenoctasieHus He roToBOr0 OPUIVHAT-MakeTa, a MaTepuasoB Ui ero U3roTOBNEHUS, AaHHas ata MOMIEXuT 40-
[10THATESILHOMY COITIACoBaHMIO. / JoMyCKAEeTCs M3MeHeHNe AaHHOI [1aTbl B CTOPOHY YBEMYEHNS, HO He MO3AHee MocaeaHe-

0 [1HS1 COOTBETCTBYIOLLIErO MEeCALa.

ADVERTISING DEADLINES

FEBRUARY
Advertising Sales Deadlines
Materials Deadline

MARCH
Advertising Sales Deadlines
Materials Deadline

APRIL
Advertising Sales Deadlines
Materials Deadline

MAY
Advertising Sales Deadlines
Materials Deadline

JUNE
Advertising Sales Deadlines
Materials Deadline

JULY
Advertising Sales Deadlines
Materials Deadline

AUGUST
Advertising Sales Deadlines
Materials Deadline

SEPTEMBER
Advertising Sales Deadlines
Materials Deadline

OCTOBER
Advertising Sales Deadlines
Materials Deadline

NOVEMBER
Advertising Sales Deadlines
Materials Deadline

DECEMBER
Advertising Sales Deadlines
Materials Deadline

JANUARY
Advertising Sales Deadlines
Materials Deadline

2010
09 December 2009
16 December 2009

2010
15 January 2010
22 January 2010

2010
15 Februray 2010
20 Februray 2010

2010
16 March 2010
23 March 2010

2010
13 April 2010
20 April 2010

2010
18 May 2010
25 May 2010

2010
15 June 2010
22 June 2010

2010
13 July 2010
20 July 2010

2010
17 August 2010
24 August 2010

2010
14 September 2010
21 September 2010

2010
19 October 2010
26 October 2010

2011
16 November 2010
23 November 2010

Placement of insets, inserts, covers and supplements should be confirmed three days before the specified date. / Original
layouts for insets, inserts, covers and supplements should be put in three days before the specified date. / In case original
layouts are not ready and only materials for them are put in, then the specified date should be reconsidered. / The specified

date can be shifted for a later date but not further than the last day of the current month.



TEXHNWYECKUE TPEBOBAHNA

DOPMAT U3OAHUSA

O6pesHol ¢hopmaTt OCHOBHOFO U3OaHUSA
GQ: 230 x 298 MM.

O6pesHoit dopMaT OCHOBHOIO M3ZaHus
GQ Style: 250 x 330 mm.

dopmaT NpPUIoXXEeHUit MOXET OTINYATLCH
oT dopmara OCHOBHOrO magaHus. oxa-
nyncTa, 4ONONHNTENIbHO YTOYHANTE popmat
npw paamMeLleHnn peknamsl B cneumanbHbix
NPUIOXEHVAX K OCHOBHOMY M3AAHUIO.

CMNOCOBbI MEYATU

PerynapHble cTpaHuubl XypHana: py-
noHHas odceTHas neyatb MO CTaHAAPTy
ISO 12647-2:2004. O6GNOXKWN, BKIEAKU,
BKNaOKn: nuctoBasi odpceTHas neyarb no
ctanpapty ISO 12647-2:2004.

LUBETHOCTb, MOPAAOK KPACKOHAJIO-
XEHUA, CYMMAPHOE KOJIMNMECTBO
KPACKHU

PerynapHbie cTpaHuubl XXypHana: CMYK;
nopsaok neyvatn — black, cyan, magenta,
yellow; cymmapHoe KonM4YecTBO Kpackm —
300 %.

06noxkun, Bknerku, Bknagku: CMYK +
no 3anpocy AOMONHUTENbHbIE KPacKu Mo
Pantone; nopspok nedyatn — Pantone,
black, cyan, magenta, yellow (npu Heo6x0-
OMMOCTU Kpackm no Pantone moryt neva-
Tatbcsa nocne CMYK); cymmapHoe Konmye-
cTBO Kpackn — 320-340 %.

Takxe no 3anpocy 419 BKIeek 1 BKIaaok
BO3MOXHO [AOMOJIHUTENIbHOE KOHIpeBHOe
TUCHEeHWe, TUcHeHne Gonbrom, Beipyodka,
BbIOOPOYHAs 1 CMoLWHas NaknMpoBKa, Npo-
yre BMIbl Mevatn 1 nocnenedvatHom obpa-
60TKN.

CMNOCOBb CKPEMJIEHNA >XYPHAJIbHO-
O BJIOKA

[ns OCHOBHOIO XXypHana — kneeBoe 6ec-
LUBENHOE CKpenneHmne.

[nsa cneuyanbHbIX NPUAOXKEHUN K OCHOB-
HOMY V30aHNI0 MOXET MCMNONb30BaTbCS Kak
KneeBoe OecLUBeHOe ckpernneHue, Tak u
KpenneHne Ha ckpenkn. MNpn HeobxoanMo-
CTWN YTOYHANTE AONONHUTENBHO.

MAGAZINE SIZE

Trimmed size of the main edition GQ:

230 x 298 mm.

Trimmed size of the main edition GQ Style:
250 x 330 mm.

Sizes of supplements may differ from that
of the main edition. Please request the sizes
if you want to place advertisementin special
sup-plements to the main edition.

PRINTING PROCESSES

Regular pages of the magazine: web
offset printing according to ISO 12647-
2:2004 standard.

Covers, inserts, insertions: sheet fed
offset printing according to ISO 12647-
2:2004 standard.

INKS, COLOR SEQUENCE, TOTAL INK
LIMIT

Regular pages of the magazine: CMYK;
color sequence — black, cyan, magenta,
yellow; total ink limit — 300 %.

Covers, bound inserts, loose inserts:
CMYK + by request additional inks
according to Pantone; color sequence —
Pantone, black, cyan, magenta, yellow (if
necessary, the Pantone inks may be printed
after CMYK); total ink limit — 320-340 %.
Additional embossing, hot foil stamping,
cutting, spot and overall varnishing, other
methods of printing and post-printing
processing are also available by request for
inserts and insertions.

BINDING METHODS OF THE MAGAZINE

For the main edition of the magazine —
perfect binding.

For special supplements to the main edition
— either perfect binding or saddle stitch.
Request particular details, if necessary.

TECHNICAL REQUIREMENTS

®OPMAT PEKJIAMHbIX NYBJIMKALUIA / SIZES OF ADVERTISING PUBLICATIONS

Peknama Hagbinet /Advertisements with bleeds* GQ

2/1 (pa3BopoT) / (spread)*
1/1 (nonoca) / (single page)

1/2 nonocskl BepTuKkanbHo / page in a vertical position
1/2 nonockl ropnaoHTanbHO / page in a horizontal position
1/3 nonocekl BepTuKkanbHo / page in a vertical position
1/3 nonockl ropnaoHTanbHO / page in a horizontal position
1/4 nonocsl BEPTUKaNbLHO / page in a vertical position

GQ STYLE
2x230%298 2x250x330
230x298 250330
109x298 119x330
230x 145 250% 159
77%x298 77%x330
230x95 250x104
61x298

*CocTtout 13 ayx ctpaHny, dopmata 230 x 298 GQ, 250 x 330 GQ STYLE (noxanyiicta, He
npenocTaBnanTe pasBopoT B BUE OAHOWN CTPAHWULUbl YABOEHHON LLIVIPWHBI).
*Consists of two pages 230 x 298 GQ, 250% 330 GQ STYLE (please do not provide a spread

in the form of a single page with double width)

**Pasgmepbl peknamHblx naowanern ykasaHol B munnmumetpax / The size of advertising

placement is given in mm.

Bbilwe npuBeneHbl nocneobpesHble pas-
Mepbl. [py ncnonb3oBaHUM N306paxXeHNR
noa obpes pasmep BbIIETOB A0/MKEH OblTb
He MeHee 4 MM C Kax40W CTOPOHbI (Hanpu-
Mep, pasmep GOHOBOW MANIOCTPpaUMM Ha-
BbINIET OJ19 NMOSIHOCTPaHNYHOW peknambl —
238x306 GQ 1 258 x338 GQ STYLE).
dopmatbl peknambl Ha Bkerke, BKIaake
NN B MPUIOXEHUM MOFYT OTAM4aTbCs OT
yKkasaHHbIX. loxanyrncra, yro4yHanTe pas-
Mep AO0MOSIHUTENBHO B C/ly4ae HecTaHaapT-
HOro pa3meLLeHrs peknamsl.

Bbl MOXeTe ckavaTb CXxeMy CTpaHuL, 06510-
KEYHOro rentdonaa v TUNMYHbIX BKIEEK C
Hawero canta: www.condenast.ru/advert/
gqg/techreq/ ong GQ v www.condenast.ru/
advert/ggstyle/techreq/ ona GQ STYLE.

Moxanyricta, obpaTuTech K KoopanHaTopy
peknamHoro otaena (e-mail: advert@gq.ru)
0119 NMOSyYEHUS MOJSHbIX TEXHUYECKMX Tpe-
BoBaHui (BKIOYaoLWmMx TpeboBaHMs K npe-
[OCTaBMEHWNIO PEKNaMHbIX MaTepuasnos,
pekoMeHaauun no amsamHy 1 tpeboBaHmns
K COOEepXaHuio).

The abovementioned sizes are trimmed
sizes. If you use bleed images, the size of
bleeds should be atleast4 mm on either side
(for instance, the size of background bleed
picture for a single page advertisement is
238x306 GQ 1 258 x338 GQ STYLE).
Sizes of advertisements placed into bound
insert, loose insert or supplement may differ
from the abovementioned. Please specify
the size when non-standard placing of your
advertisement is required.

You can download the page layout diagram
of the cover gatefold and typical inserts from
our website: www.condenast.ru/advert/gq/
techreqg/ for GQ and www.condenast.ru/
advert/ggstyle/techreq/ for GQ STYLE.

Please contact advertising coordinator
(e-mail: advert@gq.ru) to receive complete
technical requirements (including provision
of advertisement materials, design
recommendations and requirements for
content).



KOMMEPYECKWUW OTAEN

PEKJIAMHbI OTAEN

OMUTPUIN KPECJTABCKUA
MNa3paTenb
dkreslavsky@condenast.ru

NWPUHA ENTM3APOBA
npekTop no pekname
ielizarova@condenast.ru

EKATEPUHA BUBJ1IOBA
MeHegxep no pekname
kbiblova@condenast.ru

OJ1blrA EPLLOBA
MeHenxep no pekname
oershova@condenast.ru

$JIOPA EMEJIEEBA
KoopaumHatop no pekname
femeleeva@condenast.ru

PROMOOTJEN

OThen cneumnanbHbIX NPOEKTOB

KPUCTUHA BACC TrAPCUA
[urpekTop no cneymnanbHbIM NPoekTam
cbassgarcia@condenast.ru

AHACTACUA KYSbMUHCKA4A
MeHenxep no cneumasnbHbIM MPoeKkTam
akuzminskaya@condenast.ru

CONDE NAST DIGITAL

AHUTA TUTOBCKAA
npekTop
agigovskaya@condenast.ru

KPUCTUHA KPABYEHKO
[vipexTop no pekname
kkravchenko@condenast.ru

OJIbI'A BOPUCOBA
MeHexep no pekname
oborisova@condenast.ru

OMUTPUM NPOKYAUH
MeHenxep no pekname
dprokudin@condenast.ru

UPUHA MACAOCKA4A
MeHemxep no cnewunpoekram
ipasadskaya@condenast.ru

3A0 «KoHpe Hact»,

125009, Mockaa,

yn. b. Amutposka, 11, cTp. 7,
Ten.: (495) 745 5565,

dakc: (495) 777 0025

Oberonmedia s.r.l., Angelo Careddu,
npencrasuTens B MTanuu,

18, Via Andegari, 20121, Milan, Italy,
Ten.: (39) 02 874543,

dakc: (039) 02 876458

MpepncraBuTenscTBo B CaHkT-MNeTepbypre:

KaHHa lNepuoBsckas
Ten.: (812) 967 1027
e-mail: spb.condenast@mail.ru

COMMERCIAL DEPARTMENT

ADVERTISING DEPARTMENT

DMITRY KRESLAVSKY
Publisher
dkreslavsky@condenast.ru

IRINA ELIZAROVA
Advertising Director
ielizarova@condenast.ru

EKATERINA BIBLOVA
Advertising Manager
kbiblova@condenast.ru

OLGA ERSHOVA
Advertising Manager
oershova@condenast.ru

FLORA EMELEEVA
Advertising Coordinator
femeleeva@condenast.ru

PROMO DEPARTMENT

Advertising Promotion Department

CRISTINA BASS GARCIA
Advertising Promotion Director
cbassgarcia@condenast.ru

ANASTASIA KUZMINSKAYA
Advertising Promotion Manager
akuzminskaya@condenast.ru

CONDE NAST DIGITAL

ANITA GIGOVSKAYA
Country Manager
agigovskaya@condenast.ru

KRISTINA KRAVCHENKO
Sales Director
kkravchenko@condenast.ru

OLGA BORISOVA
Sales Manager
oborisova@condenast.ru

DMITRY PROKUDIN
Sales Manager
dprokudin@condenast.ru

IRINA PASADSKAYA
Special Projects Manager
ipasadskaya@condenast.ru

Condé Nast ZAO,

11, buil.7, Bolshaya Dmitrovka Str.,
Moscow, 125009

Tel.: (+7 495) 745 5565,

Fax: (+7 495) 777 0025

Oberonmedia s.r.l., Angelo Careddu,
Italian Representative

18 Via Andegari, 20121, Milan, Italy
Tel.: (+39) 02 874543,

Fax: (+39) 02 876458

St.-Petersburg’s Representative
Zhanna Gertsovskaya

tel.: (7 812) 967-1027

e-mail: spb.condenast@mail.ru



