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- Magazine profile

MEININGER’S

WINE BUSINESS INTERNATIONAL

The most important decisions in the
international wine trade today are made
from a global, rather than local or national
perspective, as changes in key markets can
quickly affect production, marketing and
buying elsewhere.

Meininger’s Wine Business International,
founded in 2000, is the world’s only genuinely
international wine trade magazine. Devel-
oped by the Meininger publishing house, it
has quickly established itself as the wine
industry’s premier magazine, read in more
than 40 countries. It offers decision makers
in the international trade an international
point of view, backed up by the most impor-
tant facts and figures, analyses, news, and
opinion, all in a timely and lucid format.

The magazine comprehensively covers both
new and emerging markets, with articles
written by acknowledged experts who either
live within the market they’re reporting on,
or who have intimate knowledge of it gained

from years of experience. Altogether, we
have more than 30 correspondents tracking
developments in markets as diverse as
China, Australia, Great Britain, Brazil and
Russia, as well as smaller markets like
Malaysia, Bulgaria and the Ukraine, to
name a few.

This means there is no other magazine that
gives you the opportunity to speak to so many
influential people at once. The magazine is
read by the movers and shakers in all the
major markets, who have come to rely on
us to know what is happening throughout
the world, as we offer them key insights,
patterns of export, market fluctuations and
trends. Your presence in the magazine will
be seen in multiple markets at once, by the
people who most matter.

Meininger’s Wine Business International
is the only wine magazine in the world
targeted at the movers and shakers of the
wine trade the world over.

www.wine-business-international.com

m Readership - Audience

MEININGER’S

WINE BUSINESS INTERNATIONAL

Meininger’s Wine Business International is read by the most important
decision makers of the global wine world: producers, merchants,
importers, duty free and supermarket buyers, as well as airlines and Belgium & Luxembourg
large specialty trade groups. Readership structure:

READERSHIP - AUDIENCE
250 | Australia & New Zealand 250
France 400 | South Africa 200
Germany 500 | Argentina 200
Great Britain 500 | Brazil 150
Hungary 250 | Chile 150
Italy 300 | Restof Central and
Poland 200 | South America 200
Romania 250
Scandinavia 250 | Canada 250
Spain 250 | USA 800
Switzerland & Austria 250
The Netherlands 200 | China 100
Hongkong 25
Rest of Europe 450 | India 80
Japan 200
Belarus 50 | Sinpapore 25
Russia 150
Ukraine 200 | Other Countries 400
Merchants, importers, buyers 7,500
Internationally active producers 2,000
Other readers (organizations, associations, journalists, etc.) 500
Total | 10,000

www.wine-business-international.com
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Banner ads run for one week, beginning on Mondays.
Each banner must run for a minimum of four weeks.

Volume

discount: 5-8 weeks 3% discount
9-12 weeks

from 13 weeks

5% discount
10% discount

Data transfer:

Technical
information:

Publishing Publishing
house: Meininger Verlag GmbH Frequency: bi-monthly
MaximilianstraBe 7-17
67433 Neustadt Subscription
Germany Price: € 120 per year (all countries)
Phone: +49 6321 8908-7900
Terms of
Payment: Immediately. If paid in advance, deduct 2%.
Felicity Carter, Editor in Chief 8908-7925 Bank: Sparkasse Rhein-Haardt
felicity.carter@wine-business-international.com Account N% 1 926 146, Branch Code: 546 512 40
) IBAN: DE22 5465 1240 0001 9261 46
Robert Joseph, Editor at large 8908-7900 SWIFT-BIC: MALA DE 51 DKH
robert.joseph@wine-business-international.com
Ralf Clemens, Sales Director 8908-81 Deutsche Bank Neustadt
clemens@meininger.de Account N°: 0600916, Branch Code: 546 700 95
IBAN: DE46 5467 0095 0060 0916 00
SWIFT-BIC: DEUTDESM546
Advertising Administration:
Silke Geiger, geiger@meininger.de 8908-72
Marianne Keck, keck@meininger.de 8908-78
Telefax: +49 6321 8908-80 Terms of
Internet: www.meininger.de Business: The general terms and conditions for the publishing
sector shall apply to all order processing
(see respective order confirmation).
www.wine-business-international.com
’
Online Advertisements
Prices in O, not including VAT, valid from Jan, 15 2010
s : : ips Up to date site
Format Sl%e in Basic price additional data: Unique weekly visits
Pixel (4 weeks) week (average July 2008 - June 2009): 4,000
Top banner 974 x 100 1,980 495 PI per weeks
el e 140 x 186 1,180 205 (average July 2008 - June 2009): 16,500

Newsletter subscribers: 18,000

Send data one week before the first switch time
by E- mail to Silke Geiger  Phone: +49 (0)6321
8908-72 » geiger@meininger.de

Please send the information as a JPG or GIF.
The maximum date size for a banner is 50 KB.

n General Information

Discount Table No. 4, valid 01 January 2010

Colour

Advertisements: 1/1 page € 4,850

Series discount:

2 insertions = 3%
4 insertions = 5%
6 insertions = 7%
8 insertions = 10%

Discount Rates:
1 page =
2 pages =

Quantity rebates:
3%
5%
4 pages = 10%
6 pages = 15%

Press run: 10,000
Magazine
Format: Width 215mm x Height 285mm

Printed Area:

Printing Process:

Width 180mm x Height 245.5mm
2 columns, each 86mm wide
3 columns, each 56mm wide

Sheetfed offset, 60 screen

Bookbinding

Process: Adhesive binding
Artwork: See technical details
Broking Fee: 15% (incl. foreign countries)

www.wine-business-international.com
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?
m Advertisement Formats/Discount Table M E I N I N G’ E R S

WINE BUSINESS INTERNATIONAL

Prices in O, not including VAT, valid from Jan, 1%* 2010
Format Trimmed Advertisements Advertisement Prices
plus 5mm trimming of all edges ino
width x height (mm)

1/1 page mm 2/3 page upright mm

1/1 page 215.0 x 285.0 4.850 Format: ~ W215 x H285 Format: W138.5 x H285

2/3 page upright 138.5 x 285.0 3,675

1/2 page upright 1075 x 285.0 3,200

1/2 page broadside 215.0 x 1425 3,200

1/3 page upright 76.5 x 285.0 2,500

1/3 page broadside 215.0 x 950 2,500
1/2 page upright mm 1/2 page broadside mm
Format:  B107.5 x H285 Format: W215 x H142.5

DOUBLE PAGE

2/1 pages 430.0 x 285.0 9,700

SPECIAL PLACEMENTS

2nd or 4thcover page 215.0 x 285.0 5,400

Page facing editorial 215.0 x 285.0 5,400
1/3 page upright mm 1/3 page broadside mm
Format:  W76.5 x H285 Format: W215 x H95

www.wine-business-international.com

WINE BUSINESS INTERNATIONAL

1. MEININGER'S

If you have a more complex argument to make that won’t fit neatly into a single ad, then consider one of our special supplements (dossiers).
You will work closely with one of our writers, to develop a proven tool that you can reprint and use again and again at trade fairs and other events,
as well as in our magazine.

Inserts Supplements Adhesive Inserts

incl. distribution costs incl. distribution costs

up to 25g € 3,100 4-page €4,725 DIN postcard € 152 per thsd.
up to 50g € 3,875 8-page €6,025 Product samples, CDs, etc. prices on request
up to 75g € 4,400

No discount on inserts, supplements and adhesive inserts

Company Profile

4-page  (Price: to be discussed) | Company Profiles are conceived after an intensive briefing with Meininger’s Wine Business International.
The goal is to provide our readers with a portrait of your business and your impact on the world market.

Dossier/sponsored Profile

12-page  (Price: to be discussed) | When commissioned, Meininger’s Wine Business International can develop both 12 or 16 page dossiers.
Following your input our staff will complete the project on your behalf. The result will be submitted to you
16-page  (Price: to be discussed) | for final approval before printing.

www.wine-business-international.com
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n Editorial Calendar and Publication Schedule 2010

MEININGER’S

WINE BUSINESS INTERNATIONAL

010Z/9

Nov 12, 2010

Issue | Dates & What Regional analysis | Market Who’s who | Wine styles | Wine market
Deadlines consumers drink structure tasting
Publication Germany Champagne US top New York | Methode | Germany
date: three Champe-

— Rousillon cities noise
. | Feb 26,2010 South
N Africa
o World
[y Cup
o
Feb 5t 2010
Publication UK market Veneto Hong Shanghai | Grenache | UK
date: o Kong
) Beaujolais
| Apr26™ 2010 Stellenbosch
DN
o
b
o
Apr 6%, 2010
Publication Dubai and Prosecco Singapore | Argentina| Moscato | Nether-
date: Abu Dhabi lands
w Russi Mendoza
~~ | Jun28%,2010 |
DN
o
f—t
o
Jun 4, 2010

Issue | Dates & What Regional analysis | Market Who’s who | Wine styles | Wine market
Deadlines consumers drink structure tasting
Publication China’s Trentino Japan Korea Rosé
date: top three

S cities Provence
\ Aug 31"1, 201 0 Taiwan
N
o
—
o
Aug 31,2010
Publication Korea Alsace Switzer- | Denmark | Pinot Gris/ | Denmark
date: land Grigio
ol Sweden Otago
. | Oct 181, 2010
DN
o
—
o
Sept 24t 2010
Publication Slovenia Maipo Valley | Korea Australia | Carme-
date: nere
Slovakia Eastille and
Dec 6", 2010 | Czech eon
Republic

Trade Fair
Overview

Trade Fair
Overview

www.wine-business-international.com
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Technical Printing Information

MEININGER’S

WINE BUSINESS INTERNATIONAL

Printing Process:

Sheetfed offset , 60 screen

Paper:

Full-colour
advertisement:

Artwork:

Data transfer:

Envelope: 250 g/m? wood-free, lustreless
Inside: 115 g/m? wood-free, lustreless

With light advertising motifs, it cannot be excluded that the reverse
sides will show through.

Colours: Euroscale

Specific approval is required for special colours or shades that cannot
be created by combinations of the Escale colours. Details on request.
The publishers reserve the right to also use the four-colour scale to com-
pose decorative colours for technical reasons. Slight tone deviations are
due to the tolerance range of the offset printing process.

Data to be supplied as a printable (300 dpi) PDF file and a binding
galley proof. The settings for the PDF file can be downloaded from the
www.pva.de website. If it is not possible to create a PDF file, then
please supply a 300 dpi image file in the TIFF and/or uncompressed
EPS format including all the fonts used. The image data should be
based on the offset print standard. Area coverage should not exceed
260% in total.

Any work required to produce the galley proofs or for setting will be
invoiced at cost. Please also take note of our conditions of business
stated in the order confirmation.

Supplements
Supplement formats:

Same format as Meininger’s Wine Business International, 215 x 285
mm (width x height), depending on trimming edge. In bundles,

3 mm cutting edge per sheet; same as 6 mm double page.

Top trimming edge 5 mm, outer trimming edge 4 mm, foot edge
max 5 mm; right-angled fold every 8 pages; head and foot flush (in-
cluding each trimming edge).

Maximum width:
Maximum height:

222 mm (incl. trimming edge)
295 mm (incl. trimming edge)

Minimum width: 95 mm
Minimum height: 140 mm
Paper weight: Minimum weight: single sheets from 100 g/m?
Maximum weight: 2-8 sheets up to 200 g/m?
Inserts

Insert formats:
Adhesive Inserts
Paper weight:

Adhesive insert
formats:

Delivery of
Ad Specials:

Maximum format: 205 x 280 mm

Minimum format: 105 x 148 mm

150-200 g/m?

Minimum size 100 x 100 mm

mechanically glued: only possible in broadside format.
Maximum format 110 x 200 mm

mechanically glued: only possible in broadside format.
Position: at least 30 mm from the upper and lower border and
10 mm from the band (max. distance from band 50 mm).
Position tolerance when gluing: up to 5 mm.

Delivery Date:
3 weeks before the first day of sale, with remark on delivery note:
for Meininger’s Wine Business International No. ...

Delivery Address:
As agreed with Production Management: Silke Geiger,
Tel: +49 6321 8908-72, geiger@meininger.de

www.wine-business-international.com

General Information Discount Table No. 4 , valid 01 January 2010

MEININGER’S

WINE BUSINESS INTERNATIONAL

1. Advertising orders shall be executed not later than twelve months after contracts are concluded.

2. The discounts as set out in the rate card shall apply solely to the insertions an advertiser places in a publication within

a single twelve-month period commencing with the appearance of the first insertion.

3. The Advertiser shall have a retroactive entitlement to the rate of discount earned on the actual number of advertise-
ments published within a contract year, providing an order qualifying for a discount as per rate card was placed at the

commencement of this contractual period.

4. Commission paid by the Publisher to advertising agencies and other intermediaries for services rendered shall not be
used to the detriment of the Publisher’s own business. The passing on of commission payments, either in whole or in part,
is therefore unlawful and shall result in the termination of business relations and the filing of compensation claims.

5. In the event of an order not being executed for reasons beyond the Publisher’s control, the Client (hereinafter: the
"Advertiser”) shall, without prejudice to any further legal obligations, refund to the Publisher the balance between
the discount credited and that corresponding to the actual volume of space booked. No refund shall be payable if the

failure to perform is due to force majeure within the Publisher’s own area of risk.

6. No guarantee can be given for the inclusion of advertisements in specific issues or editions, or in specific positions in

publications, unless the Advertiser makes the validity of the order expressly conditional upon this.

7. Full-position rates shall be payable on advertisements appearing amongst matter. Advertisements adjoining matter on

one side only (adjacent to matter) shall be billed at advertising section rates.

Advertisements that are not identifiable as advertisements on account of their editorial layout shall be clearly labelled

as such by the Publisher.

8. The Publisher reserves the right to refuse to publish advertisements or inserts - including individual single-call releases
within a contract period - if these fail to conform to its standard principles on account of their content, origin, or techni-

cal form. This also applies to advertisements placed through agents.

Insert orders shall be considered binding only after sample inserts have been submitted and approved by the Publisher.
Inserts whose format or presentation may lead readers to believe that they form part of the magazine or periodical, or

which contain third-party advertising, shall not be accepted.
The Advertiser shall be advised of the rejection without delay.

9. Timely delivery of advertising copy, error-free origination and/or inserts shall be the responsibility of the Advertiser.
The Publisher undertakes to reproduce and print the advertisement in technically error-free form, the benchmark applied

being the average print performance of the respective printing process and the paper quality used.

10. In the event of advertisements being printed in completely or partly illegible, incorrect or incomplete form, the
Advertiser shall be entitled to a reduction in the rate charged or a replacement advertisement, yet only to the extent
that the print quality detracted from the intendment of the advertisement. All further liability on the part of the

Publisher is excluded.

Unless provisions to the contrary are agreed, the Advertiser shall have no entitlement to claims resulting from incorrec-
tly printed control data, or the failure to provide such data,. In the event of faults in the origination not being readily de-
tectable, becoming apparent only during printing, the Advertiser shall have no grounds for a claim in respect of defective
print quality. Complaints must be lodged not later than four weeks after invoice and checking copy have been received.

11. Proofs shall be furnished only if expressly requested. The correctness of the returned proofs shall be the responsibi-
lity of the Advertiser. In the event of the Advertiser failing to return duly despatched proofs within the specified period,

approval to print shall be deemed to have been given.

12. If no specific instructions with regard to size are provided, rates shall be calculated on the basis of actual

printing height.

13. Unless payment was made in advance, accounts and checking copy shall be rendered by the fifth day of the month
following publication of the advertisement at the very latest. In cases where prepayment terms were not agreed, settle-
ment shall be due on invoice. Any discounts payable on early payment shall be granted as per rate card. The Publisher
reserves the right to demand prepayment from Advertisers with which it has no previous trading history.

14. In the event of late payment, or agreed deferral of payment, interest at 1% above the applicable discount rate of the
Deutsche Bundesbank shall be payable together with collection costs. In the event of delayed payment, the Publisher
may defer the further execution of the current order until such time as payment has been effected, and demand prepay-
ment for all subsequent orders. No discounts of whatever kind shall be granted in the event of compulsory winding-up
or legal settlements in bankruptcy.

15. On request, the Publisher shall supply a tearsheet with the invoice. If warranted by the size and nature of the adver-
tising order, up to two vouchers or complete copies of the relevant issue shall be furnished. Should further copies being
unavailable, a legally binding certificate shall be issued by the Publisher as proof of insertion.

16. Costs occasioned by large-scale changes to originally agreed executions and the delivery of any printing blocks,
moulds or drawings ordered shall be charged to the Advertiser.

17. A fall in circulation shall affect the contractual relationship only in instances where a previously agreed circulation
figure declines by more than 20%. Moreover, claims for a reduction in price or compensation shall be excluded in cases
where the Publisher advised the Advertiser of the fall in circulation in good time for the latter to withdraw from the con-
tract prior to the appearance of the advertisement.

18. The Publisher shall act with the diligence of a prudent businessman when holding offers received in response to
box-number advertisements in its custody and arranging for the timely forwarding of the same. No further liability
beyond this shall be accepted. Registered and express letters replying to box-number advertisements shall be forwarded
by regular mail.

In the interests of, and for the protection of the Advertiser, the Publisher reserves the right to open and check incoming
offers with a view to eliminating misuse of the box-number service. The Publisher is not obliged to forward business
recommendations or offers to provide third-party services. Return of the attachments enclosed with offers replying to
box-number adverti isthe ibility of the Advertiser.

19. Origination shall be returned to the Advertiser only if specifically requested. The obligation to retain such materials
shall terminate three months after execution of the order, unless provisions to the contrary were expressly agreed on.
20. Place of fulfilment and jurisdiction for both parties is the Publisher’s domicile.

21. All advertisement orders shall be governed and construed in accordance with German law.

Supplementary Conditions

1. The Publisher shall assume no liability for orders placed by telephone, or for changes to orders made in response to
telephone instructions.

2. On advance booking of long-term series of insertions, the right to amend orders for individual releases shall lapse
three weeks prior to the prebooked and confirmed publication date. The Publisher shall not be obliged to accept short-
term requests for changes and may, in such instances mark the reserved space with a stamp reading "Reserved for... ”
and to bill the Advertiser as if the advertisement had actually appeared.

3. The cancellation rights of both parties are restricted to good cause being shown.

4. Unless expressly agreed otherwise. existing contracts shall be subject to all and any changes made to advertising rates
immediately these become effective.

www.wine-business-international.com



