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: Thebest contents the readers want, |
Fhe most reliable distribution channels,
Certain advertisement feedback. - !
JThe in_'dustry’s only rﬁembership'rﬁagazine that contains all the three. {
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In a world where everyone longs for a luxurious life, <(LUXURY> is a mental and physical guide to a
real valued and meaningful life and has grown to be Korea’s most favorable
prestige membership magazine since its birth in 2001.

e Amagazine that’s not interested in momentary trends
but contains the taste of high-class lifestyles.

e A magazine that goes beyond the media to a best marketing tool
to lead the luxury business : Runs a panel of 150 readers annually,
guarantee of accumulated database.

e Direct communication with high-class customers who enjoy
a luxurious life with high-incomes by a precise distributing channel.

e Subscribed readers reside in major metropolitan areas such as
Seoul and the outskirts, Daegu, Busan and Daejeon etc.
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Luxury people--. For them, luxury brands are not a sumptuous item but a necessity of life fora more

valued life. Every corner of their lives, where ever they travel or go shopping,
are written ‘luxury’ that others yearn for.
Our target is those who understand the value of the extraordinary, can afford
to invest for a great lifestyle of their own. They are the opinion leaders, trend
setters, high-income professionals of age 30 and over. If you wish to meet
readers who appreciate a high-class life full of art, fashion, jewelry, travel, and
party enjoyment, <LUXURY> is your solution.

WHO’S LUXURY PEOPLE? )
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<LUXURY> serves to provide our readers various articles. Sophisticated sense and information in —
depth are what the articles aim to satisfy our readers’ wants.

o INSPIRATIONAL FASHION ARTICLES THAT DISCOVER A NEW TREND
Monthly articles on the most vivid fashion reports from Paris,
Milan and New York, lively interviews of influential fashion designers from
all over the world. Readers picked our in-depth article
on the most luxurious Jewelry & Watch section as their favorites.

e BEAUTY ARTICLES FOCUSING ON BOTH THE INNER & OUTER BEAUTY
Necessary tips to live a beautiful and healthy life by providing
the best information on skincare, make-up, fitness and diet,
including professional advices from famous clinics.

e LIVING ARTICLES THAT MAKE YOUR ORDINARY DAYS INTO A LUXURIOUS ONE
Family home, furniture, fabric, menus and chefs of domestic & international
high-class restaurants, ‘dreamcar’, to the latest digital products--.

We wish to give our readers the chance to upgrade their qualities of life
with our articles on the most recent good products that has everyone’s eyes on.

e CONTEMPORARY ART, DESIGN AND ARCHITECTURE ARE
THE ULTIMATE ‘STOP’ FOR LUXURY.
In these three categories, we aim to touch and fulfill the readers
in a cultural and aesthetic sense.
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.Qﬁom, monthly <LUXURY> has captivated an ultra-affluent market with
authoratative coverage of luxury lifestyle. <LUXURY> brings to the life the flair

. andartistry of brands that matter most to a sophisticated readership.
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ADVERT‘SNG POWER
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<LUXURY> is a membership magazine most-wanted by advertisers who are in need of meeting
Korea’s most high class consumers. Advertisements range from domestic and
international luxury brands and products of fashion, beauty, luxury residence
and furniture to cars and leisure. And most importantly, direct purchases from
readers provide our advertisers the best feedback. Additionally, the one-and-
only distribution strategy of <LUXURY> that meets our core targets directly,
enables us to provide our advertisers with good feedbacks. Seeking for new
point of distribution are an ongoing project.
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If you wish to meet our core targets at a 100% rate, come along with < LUXURY>.
We welcome you to a place where we promise the best advertising effects.
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<LUXURY> means to be more than a magazine-a business solution for the luxury market. <LUXURY>
possesses database of our core targets and by continuous online and offline
communication, we are able to react directly to their activities.
The LUXURY Board is composed of one hundred members who are high-
income earners in their 30s and 40s communicating with many other people
by means of the social network service (SNS) and enjoying affluent and
cultural lifestyle. They take part in diverse events offered by famous brands
and disseminate the relevant information far and wide.

e THE LUXURY BOARD MEMBERS Another publicizing channel composed of
SNS power users and high-income professionals.
Provision of effective marketing support both online and offline.
e LUXURY EVENING Luxury brands and <LUXURY> panel encounter at
new product launching shows and testing events.
e EXHIBITION CO-WORK Invitation events to up-coming celebrated exhibitions.
e THE YEAR-END LUXURY Event with luxury brands of different category
to close the year by providing a meaningful event.
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In 2010, a digital version of <LUXURY> for smart pad, the first of its kind among domestic
magazines, was launched. Readers find extra pleasure in this, which provides
diverse pictures and films that the paper magazine cannot provide. “Digital
Magazine,” which is a sector into which <« LUXURY > pours its painstaking
efforts, recently opened a new homepage (luxury.design.co.kr) featuring

' S : : — bolstered content and composition.

pesrion # : i It has built a database of all articles, including brand-related information,

carried in <LUXURY> so far with the aim of launching <LUXURY> Library. It has

launched the Brand News Section to make it possible for individual readers
to retrieve their favorite brands conveniently. The FACEBOOK (www.facebook.
com/luxuryeditors) directly uploaded by <LUXRY> reporters also exerts great

influence.

Please receive <LUXURY> digital magazine service through the following:

e LUXURY.DESIGN.CO.KR The No.1 archive that encompasses everything
about luxury brands, including even their history

e FACEBOOK.COM/LUXURYEDITORS Asite for rapid and vivid online news
coverage handled directly by the < LUXURY » editor

e APP This APP can be downloaded from Apple App Store, and Google Play Store
LUXURY APP(i0S) | NEOZINE(iOS)
TAPZIN | RIDIBOOKS | FLIPBOARD | SAMSUNG PAPER GARDEN

[ UXUR) r b A RIDI .I r

LUXURY APP NEOZINE TAPZIN RIDIBOOKS FLIPBOARD SAMSUNG
PAPER GARDEN
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Wherever Korea’s most high-class consumers reside, <LUXURY> is there. The best and quickest way

to meet the most luxurious people of Korea’s highest purchasing power, high-
class taste, is to come straight to <LUXURY>. Residential area where high-class
readers reside, department stores, hotels, hotel fitness clubs are go through
strict selection. The magazines are directly delivered to those places, which
means that Ads are 100% delivered as well. This evokes our readers to go
straight to purchasing the Ad products. Experience the power of <LUXURY>.

DIRECT DISTRIBUTION CHANNEL

FIRST HAND DISTRIBUTION TO HIGH-CLASS RESIDENT AREA,

WITH APPROXIMATELY 22,000 HOUSEHOLDS AND MAJOR SHOPS
Large quantity directly distributed to apartment buildings,

luxurious villas in Cheongdam-dong, Kwangjang-dong, Apgujung-dong,
Dogok-dong, Daechi-dong, Samsung-dong, Banpo-dong,
Yangjae-dong, Seocho-dong, Seongbuk-dong, etc.

where people consume luxury goods the most

VIP CUSTOMER OF 17 MAJOR DUTY-FREE SHOPS AND DEPARTMENT STORES
Inchoen Airport Duty-free, Daegu Daebaek Plaza, Busan Centum City,
Paradise Duty free shop and department stores in Seoul, Daejeon, Daegu, Kwangju, Busan

VIP MEMBERS OF 80 SUPERIOR HOTELS AND HIGH-CLASS FITNESS
Hyatt Hotel, the Marriot, Chosun Hotel, Plaza Hotel,

Intercontinental Hotel, Sheraton Walkerhill, Hilton Hotel, Renaissance,
Ritz Carlton, Galleria Fitness, Finance Center Fitness Club

10,000 VIP MEMBERS OF HIGH-CLASS COUNTRY CLUBS, THE CITIBANK AND <LUXURY>
Giveaways to 3,000 luxury shops in the most high-class area

High class cafes, restaurants, hair & makeup shops, cliniques, banks,

golf clubs, luxury brand flagship stores etc.

Overs throughout the metropolitan area outside of Seoul

Luxury apartment buildings and villas in Daejeon, Daegu, Busan
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desigrnhouse

Design House Inc. started its publishing business back in 1976 with <Monthly DESIGN», which now

has a total of 15 family magazines, customized company journals and books.
Additionally, through holding promotional fairs and events and extending to
online and media contents, the company aims to be Korea’s leading contents
media group.

MONTHLY <DESIGN>»
Recent news from design companies and designer’s works from all over the world
covering from economics to culture with interviews and successful project

MONTHLY <HOMELIVING & STYLE>»
Lifestyle magazine full of information and good idea to improve lifestyle and

living not talking to gossips or instant fashion making your life happy and intellectual

MONTHLY <MY WEDDING»
Wedding magazine for a bride and bridegroom who dreaming

about a beautiful m arriage, love and wishes

MONTHLY <MON & ENFANT>
For the parent’s life and their children’s future. Magazine suggests
better future for the family and their life

MONTHLY <STYLE H>»
Providing luxury and high contents for the customers of Hyundai department store

leading retail center aiming for customer’s luxurious and valuable life

MONTHLY <MEN’S HEALTH>»

The most reputed cool lifestyle magazine for men who know real life

MONTHLY <CELEBRITY>

Magazine features celebrities lifestyle

DESIGN & EDITORIAL SERVICE
Customer-oriented magazine to aim corporation’s strategy

We make a lot of magazines and website for many companies

BOOK PUBLISHING
The books not only design but also culture, living and architecture

DDP DESIGN LAB
Design maket of Dongdaemun Design Plaza(DDP) by Zaha hadid

o LIVING DESIGN FAIR | www.livingdesignfair.co.kr
e SEOULDESIGNFESTIVAL | www.designfestival.co.kr



APPENDIX

PAGE POSITION AD RATE(KRW)

1 Front Cover 40,000,000

Gate Fold 40,000,000

W= 15t DPS Inside Front Cover DPS (IFC) 28,000,000 DPS_Double Page Spread

—=

2nd DPS
3rd DPS
4th DPS
sth DPS
6th DPS
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L list, Editor’s letter 8,000,000
Content
Masthead, Contributors, Bulletin

LUXURY IS

Eye

Eye

7,500,000

Icon

fashion, beauty, jewerly&watches, living

7,500,000

Scope

fashion, beauty, living, features&culture

People Interview

7,000,000

IA{

L

Fashion, Beauty, Living news

6,500,000

b 7|AFHH

Single page facing articles

6,000,000

x| 2

Insertion advertisement_spages
Insertion advertisement_8pages

Insertion advertisement_12pages

24,000,000
48,000,000

72,000,000

Mg E3n

Advertorial

6,000,000

=3 | =3

Inside Back Cover DPS

18,000,000

HE3ciH

Inside Back Cover single page

10,000,000

4

Outside Back Cover

36,000,000
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W H
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Single page

297 228 297
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Double page
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Gate Fold - 1t page
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221
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4 page
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