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NOW
SURVEY

O eE USERS PROFILE:
Age: 23-39 years old - 89% Education: 92% University +
Individual Monthly Income: 15,304,

Household Monthly Income: 33,140
CIRCULATION:

Readership:

Online Newsstand 20.6% ; Offline Newsstand 79.4%
BEIJING: 22.6% SHANGHAI: 22.1%
GUANGZHOU:13.1%

VOGUE
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SURVEY

MOBILE
SITE

Ranked #1download
total apps download

Over
monthly issue download

VOGUE
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VOGUE TV

Over monthly views

Available in following channels:
Youku - Tudou - iQIYl - Tencent
VOGUE.COM.CN -
VOGUE WeChat - VOGUE MINI

VOGUE
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"l CREDIT CARD K.,

SITE

USERS PROFILE:
Post 80S,Tier 1 Cities,University +
Management level +
High income class

Over card holders

VOGUE
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SURVEY

WEBSITE

USERS PROFILE:
Age: Post 908 Education: University +
Individual Income: 19,000 +
Household Income: 33,014
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"W SOCIAL MEDIA

SITE
Ranked* 2nd in WeChat social influence ranking

(Fashion Category)
WECHAT:

Total fan base:

Average reads of headline:

Leadership in the market, followed by
WEIBO:

SOCIAL
MEDIA

VOGUE
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W VOGUE MINI

SITE
USERS PROFILE:
Age: Post 90s
Education: University +
Individual Income: 9,309 +
Household Income: 30,106
DOWNLOAD RATE:

,Android:

VOGUE



NOW
SURVEY

MOBILE e
SITE VOGUE CHINA 10TH ANNIVERSARY:

Generating total media value of RMB

and attracting more than viewers

FNO:
Present in Print, Portal websites, Video
websites, TV, Weibo, WeChat & App

Total media value:

VOGUE



NOW
SURVEY

DN ONLINE NEWSSTAND

ONLINE NEWSSTAND:

Distribution: of total distribution
PROMOTION POINTS:
ONLINE

NEWSSTAND Target of total e-commerce market to
create B2C business
Traffic comes from both on-site & off-site



NOW
SURVEY

MOBILE SITE

USERS PROFILE:
Age: Post 80s
Education: University +

Individual Income: 15,344
Household Income: 32,124

PV:

VOGUE
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Now
Survey iy
LIS IS

NOW SURVEY

NEW LAUNCH:
Mining on user behavior insights,

Investing in proprietary research and reporting on
defining trends. Allowing marketers gain access to the
most active and influential consumers in China.

VOGUE
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VOGUE VIP

User profile
Age: 80s & 90s
Education: University+
Location: Tier 1 & 2 cities
User base:

VOGUE



Opening ceremony
attracted over

10

media titles

celebrltles In

10

shopping
malls for
_ store tour

FASHION'S
NIGHTOUT

After-party
attracted over

VIP guests

Generating
total media value of
RMB

29,331,643




More than IOFH Over

50 ANNIVERSARY 2 000

world renowned Over Ieadlng industry
celebrities who figures in fashion,
have graced art and media
Vogue China In : _
the past decade global-wise media
reports on the event ‘

o Sl

KARLIE KLOSS

TR o

ﬂ“’ }J £
=T

I\III TONES
/'

1) 5
i nJl'l 148k

SR

- - ) T MGenerating =
Over | k. | total media value of Attract

3 non 000 RMB more than
i 94,000,000 370,000,000
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MOBILE
FOCUS

VOGUE AT FINGERTIPS

\Vogue.com.cn, Vogue Mini,
\Vogue Mobile site, Vogue WeChat Account will
be unified entry and content.
The readers can fully contact with
\Vogue through the fingertip.

CRM IN MOBILE TERMINAL
CRM establishment in mobile terminal is
going through WeChat service
account - VogueVIP.



WECHAT
SUBSCRIPTION

WEBSITE/
MOBILE SITE

VogueVIP
WeChat Service
Account

MAGAZINE

INTERACTIVE EVENT
PRODUCT PLANNING

3

»
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SHOPPING
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\ \ VOGgE MARKETING EVENTS

FASHION S NIGHT OUT (FNO)

0
FASHION’S NIGH (FNI)
S 210

VOGUE AWARD:

VogueVIP CUSTOMIZED EVENTS



SURVEY

SHANGHAI
FASHION
WEEK

VogueVIP
SHARING

BRIDAL
EVENT

VogueVIP VogueVIP
WORKSHOP SPEECH
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SHANGHAI
FASHION
WEEK

VogueVIP
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MARKETING &
PROMOTION STRATEGY

VOGU



MAIN SECTIONS:

h R
VOGUE MINI
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heavy
metal

Magazine

12 pages advertorial in Oct, Nov, Dec
Issue. Karlie Kloss demonstrates the
new concept of ‘Fashionology’
perfectly- thanks to the master of
photography Mario Testino.

Vogue Mini

Achieved 990,000 of
views. It documents how
\Vogue has transformed
Huawei from non-fashion to
fashion and from a domestic
to an international brand.
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HUAMWEI

Website

Huawei watch is presented in the Vogue
website with a large banner stating the
slogan of ¢ When fashion embraces
technology’. There are 190,000 PV to the
website.

® € ) wmwoguecomar

Vogue TV
with over 800,000 pv.

Huawei was featured in Vogue
10th anniversary event.
Celebrities took photos and
‘Selfie’ with Huawei phone
during the event. Vogue has
successfully transformed brand
image of Huawei.




WeChat

. . J VOGUEN#M V Y
Achieved over 71,000 views. f s~
Topic of article is about how [P T,
will it look like when fashion e e o S

runs in to technology.

TEE QEEAE ODmMERW CEGES

VOGUERHE

Huawel Watchf i &4 K th ¥ BiMario
Testino A7), Kare KlossER3R LB 6
Sean O'Pry R SR, HHuawei Watchiiiz
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Giorgio Armanifif# = BDEPR
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[RIETE] B9 EYFRE
REXTEE

Weibo

Achieved Over 90,000 views. Introduce the
Huawei watch and new smartphone Mate S.
Celebrities also share the event photos on their
own Weibo to achieve the most awareness.
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Milan Event

Milan Event was covered in
13 Italian media including
WWD, ILPOST.IT and Gilt
Magazine with over RMB

1,200,000 of PR value.

[P i71m57

Shanghai Event

Guests are invited through Vogue VIP.
Shanghai Event has reported by over 40
third party social media in China together

with RMB 2,430,198 of PR value.







WeChat

Achieved over 12,000 of
views. Topic is about taking
the audience to explore
Italian style through Etro
2015 A/W collection.

Magazine o
Cover story in Oct, 2015 issue. 6 weermzs. s
advertorial pages produced by Vogue .
Studio in Milan. 2 models presented
Etro 2015 A/W collection with the
theme of Bohemian Rhapsody.




Video
Avideo is filmed by Vogue

Studio with over 13,000 PV. It
has applied Italian story-telling
style, which aims to bring
audience into the world of
Bohemian.

Weibo

with over 20,000 PV. Weibo content is
about how creative director \eronica Etro
has taken Etro to a whole new level.

VOGUERIMM V
COCUERSYZF BERT
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CHLOE DREW

— L. Vogue Mini

with over 390,000 PV in
total. 3 Celebrities are
interviewed and bring out the
key elements of the Drew
Bag.
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sesee PEEE 3G 0: LR

VOGUEMINI

CHLOE H5
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Drew 42 u asoean

Mobile H5 Site

It achieves 180,000 PV. It
highlights the key pieces- the
Drew Bag of Chloe in an
interactive way and attracts
high-end, young and trendy
customers.




CHLOE DRENW

 NOGUE 7

\OGUE Gallery
T4

Vogue TV

A video with over 40,000 of
viewing. It is about connecting
the key elements of the Chloe
Drew bag to the personality of a
famous celebrity.

Website

3 articles with over 600,000 PV. It is about
the interview with 3 celebrities are presented
on the Vogue website. It brings out key
elements of the Drew Bag.
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CHLOE DREW

WeChat
With nearly 100,000 of total

readings. Of which, 89,076 of
readings are received from
headline WeChat, while regular

WeChat received 14,600 of

readings.
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Weibo
There are nearly 400,000 PV in total. 3
posts are released by interviewing 3
Celebrities and bring out key elements of the
Drew Bag.
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- NOWSURVEY |

VOGLE VOGLE
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Survey

A long-term sustainable project which aims to research and analyze the
lifestyle and consumer behavior of the Millenials. Research has carried out in

both quantitative and qualitative format. Focus groups are held in 9 cities

(Beijing Shanghai, Chengdu and Shenzhen). 88 interviewees in 8 groups in
total have participated. Covered around 20,000 samples.




BIG DATA
COOPERATION

a fiE

ALIPAY

O zus

NOW SURVEY

Big Data Cooperation

It assgciates _With NOW SURVEY
associates with 2 database AR o

giants- Alipay & Tmall,
in order to obtain the
latest and accurate data
for further analyze.

130y AR
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SESAME CREDIT

P50 TEIN
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Sponsorship

The research program is sponsored by
Folli Follie which has distributed in 7
channels- html 5 site, print magazine with
sticker, Vogue & Alipay WeChat, VOGUE
Mini, and VOGUE x Tmall 11.11
Shopping Carnival Html5 sites.
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Magazine

3 pages advertorial. It conveys the
message of Dior ‘Skin Star’ gives you
the light effect to make you look
perfectly in all angles.

Website
The website shares the
beauty secrets. BBS and

blog received over 21,000
of viewings, which provides
a platform allows interactive
communication between
audience and the KOLs.
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DIOR

WeChat
2 WeChat posts attracted over

100,000 of viewings. Both share
the secrets of looking charming in
all occasions.
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Dior H5

Mobile H5 site
Benefits from WeChat posts with over

100,000 of viewings, this H5 site offers
audience an opportunity to try the product.
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Kendall Jenner,

HemE, SENEN

ESTEE LAUDER

e B

ESTEE LAUDER
EXHE, AR

Magazine

4 pages advertorial. Kendall Jenner- the

brand ambassador of Estee Lauder . _
gives a new definition to lipstick. Easy PURE COLORENWY
Chic, Daring, Gorgeous and Young. —l"—

)

Vogue Mini

Achieved 100,000 daily PV.
Kendall Jenner interprets 4
different styles with different
colors of the lipstick. Video
Is attached in the post.




WeChat

3 WeChat posts received over
190,000 of reads. Of which,
100,000 of reads came from the
headline posts.

14:37
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Weibo
The post received over 120,000 of views.
Kendall Jenner interprets 4 different styles
with different colors of the lipstick.




VogueVIP

1,498 audiences have applied for
L[ #8850 trial lipsticks over the Vogue
VIP platform.
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Website
Kendall Jenner interprets 4 different styles
with different colors of the lipstick. BBS has

received 36,141 PV and 1,099 replies about
their thought of lipsticks.
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Let’s Break . .
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Mobile H5 site

Achieved nearly 120,000 of views. Video clips are
attached in the H5 site to let customers to feel the
power of the theme ‘Let’s break’.

CLOU H5




CARTIER

WeChat
WeChat posts received over

30,000 of reads and over 800
of likes.
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Vogue Mini
A banner was featured in the

Accessories channel of Vogue Mini
with over 90,000 daily PV.

A [HRMBL] Let's Break!




CARTIER

Weibo

with over 48,000 of views. 3
KOLs present the items in
different styles.
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Website
Over 100,000 PV on the website. It
introduces the history of Cartier diamond
and the characteristics of each diamond
collection.




Diamond

WeChat
WeChat posts received over 89,000 of reads and 785 of likes.
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Website

Over 10,000 PV on the website.
It introduces the history of Cartier
diamond and the characteristics of
each diamond collection.
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Mobile H5 site

Nearly 60,000 PV. Audience can
M“B“.E visit HS site by clicking ‘read more’
“5 SI'I'E button in the WeChat post. V!deo
clips are attached in the H5 site to
let customers to explore more about |
Cartier Diamond. |
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LINCOILN

Magazine

Advertorial in 2 issues which cover the story
‘One day in Shanghai’ and Lincoln has also
featured in “Vogue 10" Anniversary’ Event.
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LINCOILN

WeChat

Achieved over 30,000 views and
over 100 likes. 2 videos are
available in the WeChat posts.

v
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Weibo

With. Weibo received more than 40,000
PV. Link to video is included in the post.




LINCOILN

Website
3 full size web pages with a special topic
‘One day in Shanghai’ is presented, which
has also included the BTS video. More than

3,600 visits on the BBS.
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LINCOILN

VOGUES EINCOLN

Present

Video

Two videos are produced. One of them is BTS. The
theme is about ‘One day in Shanghai’. It is available
on Youku, WeChat, Weibo and Vogue Website with

over 300,000 PV,
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FRESH

Magazine

Advertorial in Jun Issue. It covers 8
pages with the theme of ‘The Art
Of Rose’.
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WeChat

Achieved nearly 100,000
views. Of which, 70,000
views are obtained by Wechat
Headline. Audience is invited
to try the face mask.
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Weibo
3 post from Weibo in total, which
achieved over 190,000 views. The posts
are about introducing rose face mask and

invite audience to participate in the face
mask trail program.
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Fresh H5

Mobile H5 Site
KOLs share their feedbacks

after applying the face masks to
themselves and also invite
audience to try the face mask.

Over 2,800 audiences have
applied for the free face masks.

Vogue Mini

It offers a Q&A section to
allow audiences to ask
‘MISS VOGUE’ questions
about face mask which

attracted 9,600 participants.

14:38
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FRESH

Website

Luxury beauty test column was presented in
\Vogue website and BBS. It demonstrates
how face mask can clean and improve your
skin. There are 200,000 PV to the website

and around 30,000 PV to the BBS.
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PUBLISHING
SCHEDULE

Main Book

Jan

Publishing
date

10-Dec-15
10-Jan-16
10-Feb-16
10-Mar-16
10-Apr-16
10-May-16
10-Jun-16

10-Jul-16

10-Aug-16

10-Sep-16
10-Oct-16

10-Nov-16

Vogue Mini

Publishing
date

25-May-16

25-July-16

25-Sep-16

25-Nov-16

Publishing

Supplement date

Bridal

10-Jun-16
supplement

Gifts

10-Nov-16
supplement

Regional Book

Publishing
date







