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MAGAZINE POSITIONING

A ST Rk
i B AR BT R

Helping Chinese women to form a relaxed,

living and individual fashion style and attitude towards life

Geared to unconventional lifestyles and reading needs
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Presenting information on new in-style from a fresh and innovative perspective

Offering the most constructive and practical solutions in a fast, concise way
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Powerful Multimedia Platform

Featuring wide coverage, efficient delivery and precise influence
Attracting female readers with the strongest purchasing power in China
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Rayli Fashion Pioneer Magazine
Monthly circulation 1,100,000
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Rayli Fashion Pioneer HD

- b Rdnked No. 2 among the most downloaded iPad Apps of free publications
||i|| .[I winsan 90-60 pages of free iPad highlights every month
e In 2014, more product trials interaction or even purchase links
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Rayli Fashion Pioneer Official Website

Another access to the magazine and the latest trends
Preview of the upcoming contents, marketing activities, stories behind and interaction with netizens
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Videos

The most friendly fashion information and warm tips and naturally embedded brand and product
promotion

Live videos of fashion weeks, Basel World and practical and creative matching and make-up tips released
regularly, in addition to videos of celebrities, magazine covers and shooting sidelights released from time to time
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Rayli Fashion Proneer Official WeChat

Precisely targeting at potential consumers and offering timely and convenient brand promotions
Voices of celebrities, models, trend-setters and experts; practical pictures and text information
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Rayli Fashion Pioneer Official Microblog
An efficient communication platform for a variety of online activities
Increased microblog popularity with exciting contents; deeper cooperation with brands through various creative ideas
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Rayli co-brand credit card

Extensively cover and precisely targel groups with high consumption power
1.83 million card holders and applicants
63% of the card holders come from Ist and 2nd tier cities
69% of the card holders are potential consumers aged between 23 and 35
A record of RMB 2.06 billion spent in one month

HiERIR: W EERRRAFEIRE, 20135818
Source: Rayli co-branded credit card user database, Nov. 2013
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87% of the readers are potential
consumers aged above 24

NE R L) A

91% of the readers are college
graduates or above




Eeim AR, (IRIEdiEsEE ) BRI E S EERIARI SRS

Rayli Fashion Pioneer enjoys more recognition and support among high-end female readers
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RAYLI FASHION PIONEER BAZAAR SELF marie claire VOGUE
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Rayli Fashion Pioneer readers have higher average consumption level
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Consumption - Average Amount (RMB RAYLI FASHION PIONEER marie claire BAZAAR VOGUE

BEWLES/ASHERTEATH

Expenditures on gold/Pt/jewels each year

14,179 13,979 13,253 13,096 12,483

B E—FESLEKFAAPRR LSS

Expenditures on Perfume/Make-up/Skin care products last year

7,487 6,904 6,246 6,542 6,584

W E—FAEMESECD/DVDERE F RN M AR RIS H
Expenditures on electroinic publications like CD/DVD 662 519 496 571 577

and application software in the previous year

HiERiR: ERTHRSUNEREREHESEERR (H3) 2013 it

Source:China New Rich Marketing and Media Study (H3) 2013 Sinomonitor International,females
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Rayli Fashion Pioneer has more high-level wealth readers
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Audience (1,000 readers RAYLI FASHION PIONEER BAZAAR SELF marie claire VOGUE
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172 153 136 125 55
Individual pre-tax income over RMB100,000
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Rayli Fashion Pioneer readers have stonger consumption capabilities
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Audience (1,000 readers RAYLI FASHION PIONEER  BAZAAR SELF marie claire VOGUE
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Spending over RMB5,000 on cosmetics in the previous year kg (e 142 127 o
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Spending over RMB 10,000 on bags each year i L e 2 2
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Having recently bought a watch worth over RMB 5,000 2 2L ol 9 gL

B E—FEMSLIEaNF= M5 EAYZ 813 3,0007T
Spending over RMB3,000 on sports products in the 62 56 57 61 26
previous year

HE—FERRIRA S BRI Hil8id 3,0007T
Having spent over RMB 3,000 on leisure and entertainment 164 141 159 146 62
activities in the previous year

HiERiR: ERTHDSUNEREREHRSEERR (H3) 2013 it

Source:China New Rich Marketing and Media Study (H3) 2013 Sinomonitor International,females
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Offering useful international fashion information, and providing fresh,
insightful analysis, thereby allowing top-grade metropolitan ladies to
say “no” to traditional arrangement; providing fashionable, creative and
individual outfit solutions to develop readers’ taste of top-grade fashions
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Offering fast and intuitive make-up solutions best fitted for personal styles;
and providing simple and convenient skin care solutions as well as physical
and mental health advice from professionals. Our international leading experts
will bring readers the latest fashion and beauty solutions, provide accurate
reviews and analysis based on product trials, and make authoritative product
recommendations
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and help them become the focus in daily life
O
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BEAUTY
FH

LIFESTYLE

The most stylish women in China will share their success stories from their
unique perspectives, helping to energize ordinary women and providing
timely and caring information that promotes the pleasure and quality of a
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creative life
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February 2014 Spring/Summer Trends

April Spring/Summer
Shoes & Bags

SHE

May Jeans
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September 2014 Autumn/Winter Trends &
Autumn/Winter Beauty
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October Wedding
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13 events over the past 8 years
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Leading vanguard readers to experience the latest fashions and brand culture in the world's capitals of fashion
The integration of resources of Rayli Group and competitive media in multiple fields, covering all target groups
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Pioneer Experience

A platform bringing brands closer to readers with the
highest purchasing power

EHRREERELS, ILEEENAIEEGHT

' RISmE. =E. Z2EN=RBR

Allowing readers to experience the latest avant-garde fashion items, a happy story for
brands, readers and the magazine
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Editor’s Room
Bringing readers up close to editor-in-chief, senior editors
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Forecasting the upcoming trends, sharing original matching, make-up and skincare tips,

and enjoying the fun of a creative life
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Rayli boasts the most powerful distribution system of all periodicals in China
Its 62,000 outlets enable Rayli to effectively cover all markets above the prefecture and county levels
within the PRC
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Diversified Distribution Network

1% 1% 1% 30,
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- Newsstand and Kiosk Subscription
5%
WEREHEE HithZRiE
_10% Sales Online Other Channels
© EiEm ® BE
Chain Supermarket Bookstore
o ithek ® =iE. RIE. BFH#
Subway Hotel,Restaurant,Office Building
® 7
Airport
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Monthly Circulation of Rayli Fashion Pioneer 1,100,000 (copies)

Jtz= BEIJING 21.3% A YUNNAN 1.4%
8 SHANGHALI 18.8% BETE HEILONGJIANG 1.3%
I GUANGZHOU 9.8% iEgE HENAN 1.2%
T REBRTM) GUANGDONG 6.2% JdtE HEBEI 1.2%
HHIE ZHEJIANG 6.0% EHE JILIN 1.0%
iIE JIANGSU 5.1% I FEitiREiAX GUANGXI 1.0%
PO)I1& SICHUAN 3.3% SIFEE JIANGXI 0.7%
EK CHONGQING 3.2% HEBEE/REAX XINJIANG 0.6%
T8 LIAONING 2.7% LA ANHUI 0.6%
LZE SHANDONG 2.4% LIPEE SHANXI 0.6%
#dtE HUBEI 2.3% HRE GANSU 0.5%
#EE HUNAN 2.0% REHEBX NEIMENGGU 0.5%
EEE FUJIAN 2.0% S=ME GUIZHOU 0.5%
BEPEE SHAANXI 1.8% S8 QINGHAI 0.2%

K2 TIANJIN 1.6% FEEHEEIAX NINGXIA 0.2%
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ADVERTISING ADVANTAGES
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Cross-media Vertical Marketing
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Sticking to the beliefs of the Rayli brand, and with its strong capabilities and in an innovative way, Rayli
Digital Media provides city population with diversified information and service relating to fashion, and has
become a much trusted vertical fashion portal. Rayli Mobile Edition and Rayli WAP Service work together
to timely share fashion information, forming a strong interactive platform that enables numerous users to
be not only the receiver but also the creator of fashion information, and providing a premium platform for
companies lo extend their brand influence and boost their brand value
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Rayli User Database

HIRIRIVEITIEAZE . WmiIMMNE. MIIREEIRERR . WITKEERR. BAXKBRER. HKITESRITR
PHEER; BEBHERAK. APERFR. EEER. TEA5oUIEREESIIER, T &3 EfiuRibini
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The database consists of Rayli magazine subscriptions,users of Rayli.com,the Rayli co-branded credit card,

Leon MoneyLink card and the Rayli business travel card. It features abundant, complete and accurate

user information, which is highly dynamic and can be further segmented. It helps advertising clients reach
oul ltargel groups in an accurate and efficient way, in order to do all forms of publicity or carry oul market
surveys related to their products or services

TN NAS . 5487T, EFE%ERE (LIRRER )

Cost Per Thousand:Rayli’s cost of RMB 548 per thousand readers is lower than that spent by its
counterparts in the domestic market ( this cost is that for a full page advertisement )

A=RFIE (7T ) FARE (FT/IFA)
Full Page (RMB) Cost Per Thousand (RMB)
HRARAT & 552 RAYLI FASHION PIONEER 188,000 548
RS SELF 260,100 805
£ A marie claire 283,500 1,062
AT ETS BAZAAR 350,000 1,039
RIMSZES VOGUE 320,670 2.695

kR ERHRENNETEREHnSEAMT(H3) 2013

Source: China New Rich Marketing & Media Study (H3) 2013, Sinomonitor International
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Advertising Rates and Positions, 2014

HEITR Cover Gatefold 750,000 122,600
F—ER First Double Page Spread 600,000 98,000
B _BER Second Double Page Spread 500,000 81,700
F=ER Third Double Page Spread 450,000 73,500
BREIER Double Page Spread before Table of Contents 380,000 62,100
BRER Full Page Facing Table of Contents 360,000 58,800
hRAGETR Full Page Facing Masthead 280,000 45,800
BEER Full Page Facing EDITOR'S LETTER 250,000 40,900
AY3EhRBIAI TR Full Page before FASHION 250,000 40,900
SNESENEDY Double Page Spread before FASHION 360,000 58,800
ERESSINAD Full Page inside FASHION 220,000 36,000
HY3EhREE TR Double Page Spread inside FASHION 320,000 52,300
EBIRHR Full Page inside BEAUTY 200,000 32,700
EShRER Double Page Spread inside BEAUTY 300,000 49,000
HIERRAITR Full Page inside LIFE STYLE 160,000 26,100
HIENREETR Double Page Spread inside LIFE STYLE 260,000 42,500
H=FER Inside Back Cover Spread 380,000 62,100
SIS Back Cover 420,000 68,600
EQ)EZVDY Back Cover Gatefold 660,000 107,900
1/2hRAITT 1/2 Page 120,000 19,600
1/3MRAITT 1/3 Page 110,000 18,000

20145 RIFU SNMERhRL

Advertising Rates and Positions of Supplement, 2014

F—BR First Double Page Spread 480,000 78,400
F_ER Second Double Page Spread 400,000 65,400
BRaIER Double Page Spread before Table of Contents 304,000 49,700
HR=R Full Page Facing Table of Contents 288.000 47,100
hRINGZTT Full Page Facing Masthead 224,000 36,600
—ARAR Full Page 128,000 20,900
—REER Double Page Spread 208,000 34,000
R Back Cover 336,000 54,900

E B BRPIEE SNE, WRINK - SZ&RE120%

Notes: An extra 20% of the advertising rates will be charged should clients specifically require certain positions
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Calendar, 2014
18 Jan. 2013-11-12 2013-11-19 2013-11-15 2013-11-15 2013-11-20 2013-11-25 2013-12-16
28 Feb. 2013-12-12 2013-12-19 2013-12-16 2013-12-16 2013-12-20 2013-12-25 2014-1-16
38 Mar. 2014-1-10 2014-1-10 2014-1-10 2014-1-10 2014-1-13 2014-1-17 2014-2-19
4H Apr. 2014-2-10 2014-2-10 2014-2-14 2014-2-14 2014-2-14 2014-2-24 2014-3-16
58 May 2014-3-12 2014-3-19 2014-3-16 2014-3-16 2014-3-20 2014-3-24 2014-4-16
68 Jun. 2014-4-10 2014-4-17 2014-4-16 2014-4-16 2014-4-21 2014-4-23 2014-5-16
78 Jul. 2014-5-12 2014-5-19 2014-5-16 2014-5-16 2014-5-21 2014-5-23 2014-6-16
88 Aug. 2014-6-12 2014-6-19 2014-6-16 2014-6-16 2014-6-20 2014-6-23 2014-7-16
98 Sep. 2014-7-11 2014-7-18 2014-7-16 2014-7-16 2014-7-21 2014-7-23 2014-8-16
108 Oct. 2014-8-12 2014-8-18 2014-8-15 2014-8-15 2014-8-21 2014-8-25 2014-9-16
118 Nov. 2014-9-10 2014-9-17 2014-9-16 2014-9-16 2014-9-19 2014-9-23 2014-10-19
128 Dec. 2014-10-10 2014-10-17 2014-10-16 2014-10-16 2014-10-20 2014-10-24 2014-11-16

EAFL EIEHREANEPREN &. ASFIREERIEN, WIRREN iE’JEj‘I‘ET_IiE&o ISERIETSI81/2 bR, 1/3 IREHEERNB AR &;
3L EASESETR, mkzﬁ”ltls%ﬁﬁ)l}“f“ ERNERIE(E. LA EHERIENES, LASITE /0

Advertonal:. refer to those complied by Rayli’ Editor. If materials are prowded by clients, a timetable for conventional advertisements should

be made for reference . Advertisements with special specifications refer to those 1/2 and 1/3 page advertisement connected with the content of

the magazine. Extended pages with more than 3 pages will be handled according to the timetable for advertisement with special specifications.

Further notice will be given if there were any change of the above dates

)5 RS Advertisement Format

BT TR EICRTRY BHRRETRY BRRITR T B1/3 IREFETRT
Trimmed Size of Double Trimmed Size of Full Trimmed Size of Vertical Trimmed Size of Horizontal ~ Trimmed Size of Vertical
Page Spread Page Half Page Half Page 1/3 Page
275mmx430mm  (FHxW) 275mmx215mm (HxW) 275mmx100mm (H>W) 130mmx215mm (HxW) 275mmx<70mm (HxW)

EIRZ5AH] Printing Requirements

MZ:175 Reticle: 175 lines
TS UESB3IMmmEE iz Leave 3mm safety margins from the bleed size of the material
S EHIEB1I0MmMEE(L For double page spread, allow 10mm across the gutter

)& PIEMA Advertising Requirements

HERr SRETHEARENE (T EX) X EREMAINE . FRABDENIRFEEREEEMN S FLMEN
BEER. | SRERFNASEBIENP N EEIENFHER AT ARI RHAGIEMNRZ T, BiRMHAR
FERIAVFEMMETIRASERIRH I 5

Published advertisements shall abide by the Advertisements Law of the People's Republic of China as well as other
relevant rules and regulations. This company has the right to modify or even cancel those advertisements that fail
to accord with relevant laws, rules and regulations. The expressions and characters used in advertisements shall
follow the requirements for Mandarin and of simplified standard Chinese character. Four-color film and color
designs should be provided in the size required by this magazine. The supplier should be responsible for any time
delay arising from the inappropriate provision of film
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ADVERTISEMENT PLANNING
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Establishing exclusive styles to stand out from the crowd
All-inclusive vertical planning
Developing the most fashionable communication plans for clients
Perfectly integrating clients' philosophies and products into magazine columns
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Promoting product essences through unique designs and cutting-edge approaches
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Consistently and vertically communicating brand spirits throughout the year
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Cleverly illustrating the core of brands in consistency with trends and hot topics

PANTENE AUPRES
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Fabulous performances by stars, fashion leaders and industry elites

FREEPLUS LOREAL PANTENE
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Demonstrating the quality of products in blockbuster photos

CHANEL LANCOME clarisonic Shuuemura  PANASONIC L’OREAL LAROCHE-POSAY fed
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[Exploring the secrets of brands in every corner of the world
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CAMENAE, Meeting Roses in Bulgaria
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Cover

FEEAE/LES Celebrity endorsement
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By combining all of the Rayli's print publications,

digital media wireless apps, databases, marketing events and word—of—
mouth influence

Rayli's 360° integrated marketing offers you effective,

professional consulting services in fashion media promotion

We provide creative promotion plans that are cross—media,
interactive, and integrated and we execute them to the fullest

‘We believe our integrated marketing strategies can

breathe new life into your media campaigns!
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