








WORLDWIDE DISTRIBUTION

“Vicemagazine has grown into a global music, publishing and fashion empire.” - he Guardian

“An unlikely arbiter of global youth culture-...” - playboy Magazine

15 Global Editions

he United Nations could stand to

take some notes from our fifteen

global editors. Vice has successfully
unified the planet in international harmony
with our multi-limbed content machine.
There is no parallel for it in the publishing
world. Quality? Originality? Scope? Check,
check, and check. Each international edi-
tion of Vice is tailor-made for its community,
but content is also shared between all ter-
ritories. That means the best features from
each region are shared in Vice editions every -

HongLng(? where. We really are the world’s first fully
L global, independent magazine.
BEL As Vice expands internationally, advertis-
25,000 AUSTRIA ers will be increasingly able to affect global

FRANCE
75,000

26,000
style trends and reach the right people every-

where. Do you understand the implications of
that? With Vice, you can change the world,
and with each new territory that launches, our
hold on the elusive and rare bird known as the
“tastemaker” grows. Together, we can grow
drunk and bloated with power.

] TOTALS:
USA 150,000
Canada ....iiii s 60,000
UK. ... 89,000
Germany .. . 100,000
Italy ..... . 100,000
France ........ooviiiiiiiiiann, 75,000
SPAIN « et 75,000
Scan dinavia ... 45,000
Holland .........ccooiiiiiiiiinnn, 35,000
Belgium ... 25,000
Japan ... 100,000
Australia ..o 38,000
New Zealand . ... 12,000
Austria ..o 26,000
MeXiCO .. 55,000
South Africa .......ccovvviiiiiaian., 25,000
Johannesburg ... 12,000
CapeTown....... 8,000
Durban........... 3,000
OtherEvents....... 2,000
TOTAL WORLDWIDE ................ 990,000

[ ] LAUNCHINGIN 2009/2010:

Brazil, Argentina, Portugal, Bulgaria, Switzerland,
Poland, Greece, Israel, Romania, Bulgaria and Thailand.



DEMOGRAPHICS

Source: viceland.com visitor survey. Data and methodology available upon request.

86% OF VICE'S MALE SKEW
AUDIENCE Male 50%
IS OVER 21 Female 41%
Under 21: 14%

21-25: 38%

26.30: T EDUCAITON

31-35: 11%

E 2% Secondary Education+  78.8%
Meanage 24 University+ 63.3%
VICE READERS ARE

BIG-TIME CONSUMERS

94% purchase clothing/accessories every month, 38% every week
89% buy music every month, 41% every week

83% eat out at least once a week

91% go to a bar or club at least once a week

92% purchase alcohol every week

79% go to the cinema every month, 37% go every week

96% have a mobile phone

71% buy movies, videos or DVDs every month, 11% every week
56% buy health and beauty products every month

40% shop online every month

15% own a Mac (the world at large is 5%), 79% own a PC

61% own a video game console

81% use a digital camera

80% intend to travel overseas in the next 12 months

94% have a credit card

95% use the internet daily

94% use email daily

AN EXTREMELY LOYAL AND
INVOLVED AUDIENCE

67% save/collect an issue after reading it
45% pick up every issue
5.6 readers per-copy on average
87% pick up each issue 3+ times to read
23% pick it up 8+ times to read
44% spend 1-2 hrs reading each issue, 34% spend over 2 hrs
17% don't read ANY magazines other than VICE
45.6% visit viceland.com once a month or more
WHAT READERS OVERALL
THINK OF VICE AGREE
The writing is different from anywhere else 89%
The articles are always entertaining 86%
I love its sense of humor 93%
I love the international nature of its content 76%
The ads in the magazine are interesting 58%
| like the fact that advertising is not disguised 77%
as editorial, unlike other magazines
VICE READERS
HAVE STRONG

OVERALL
TRENDSETTING ATTITUDES AGREE
I like to know about music/bands/releases 83%
before everyone else
| like to know about fashion brands/designers
before everyone else 65%
I like to know about new technology/gadgets
before everyone else 56%




VICE ONLINE
AT A GLANCE

VICELAND.COM

V iceland.com is the home of Vice Magazine
online. Extending the free content model
of the print edition, visitors can find every issue,
Eﬁ;:;:!;,';-jﬁn&f- o5 current and from the archives, available on the
site. In addition to all of the humor, hyper-smart
g | attitude and content that our audience expects
:-KIL:“;«W»- ki e from Vice, Viceland also features online exclusives,
- articles from around the world, a dedicated photo
blog featuring the best cultural happenings,
fashion reviews, and general musings, as well as
tons of reader comments. The South African portal
on Viceland.com will have its own blog updates and
advertising opportunities catered to the local market.
There are already more than 10 000 South African
web users registered as Viceland members.

THE BEST STUFF W)

Seth Fried enjoys Matt
i
e

VICELAND VITALS

(ALL STATS PER MONTH) UK / USA
UNIQUES ..o, 400k / 750k
AVERAGETIMEONSITE  ......... 6:25 / 6:56
PAGESPERVISIT ............... 12 /1032
VBS.TV

BS is VICE's broadband television network.

With acclaimed director Spike Jonze as
Creative Director, VBS produces 100% original,
short-form video content. Launched in March of
2007 in partnership with Viacom, VBS is now
recognised as the industry leader in original con-
tent for the web, boasting 40+ established shows
covering news, culture, music, and sports. All of
this translates into 30 minutes of brand new pro-
gramming each day and a fanatically loyal viewer-

URBAN Ship.
CANVAS B
VBSVITALS
(ALL STATS PER MONTH)
UK / USA
UNIQUES ................ 300K / 2.5mil
AVERAGE TIMEONSITE ........ 12:38 / 12:28

Complete Online Kit Available Upon Request PAGES PERVISIT ......ovvvvn... 8 / 19.14




RATES & SPECS

MAGAZINE RATES
POSITION* RATE (incl. agency comm) DIRECT BOOKING (-16.5%) 4X BOOKING 2009 (-10%)
Back Cover R42 000 R35 070 R31 563
IFC Spread R44 200 R36 907 R33 216
Inside Back Spread R43 100 R35 988 R32216
Inside Back Cover R27 800 R23 213 R20 891
Double Page Spread R38 400 R32 064 R28 857
Full Page R24 000 R20 040 R18 036
Half Page R14 400 R12 024 R10 821
*15% Special Position Loading Fee
DEADLINES:
ADVERTORIAL: RATES ON REQUEST
ISSUE STREET AD BOUND  INSERT: RATES ON REQUEST
DATE DATE DEADLINE ~ DEADLINE LOOSE INSERT: RATES ON REQUEST
JuLy 05/06/09 16/05/09 23/05/09
SEPTEMBER 07/08/09 17/07/09 24/07/09 DIMENSIONS
NOVEMBER 02/10/09 11/09/09 18/09/09 TRIMAREA  ........ 213mmw x 276mm h
JANUARY 07/12/09 17/11/09 24//11/09 BLEEDSIZE  ......... 219mmw x 282mmh
LIVEAREA  .......... 193mmw x 256mmh
1/2 PAGE HORIZONTAL ..... 197mmw x 124mmh
1/2 PAGE VERTICAL ... 95mmw x 260mm h
1/4PAGESQUARE ... 95mmw x 124mm h
SENDING ADS VIA FTP IMAGES

N =

w

. Stuff or zip the files or folders you need to send

. Login to our web upload page:

www.viceland.com/viceupload/ft2.php

USER . ... ...........
PASSWORD

viceupload
vice88

. In the center, under the heading “Files” click on

the country you're dealing with.

On the top left, under the heading “Upload
files”, hit the Browse... button and locate your
files to upload.

Hit the Upload button.

After the file has been uploaded, let your Vice
representative know that the files are online.

Visuals must be CMYK (never RGB, nor duotone, nor multichannel). All
art must be at least 300 dpi. If you have alot of line art (1-bit images) it's
recommended that you deliver art at 600 dpi to prevent pixelation. The
preferable profile for our printers is ISO_300_v2_FOGRA39L, if you do not
work to this profile we cannot guarantee accuracy of color. REMEMBER :
Always keep important info like photo credits etc. away from the bleed or
they might get chopped.

HOW AND WHERE TO SEND ADS

All ads must be sent to VICE in a digital format electronically (email or FTP)
or on a CD. The preferred format for final artwork is QuarkXPress/Indesign
files with all used images and fonts (including screen and print fonts).




RECENT

PRESS

“Make way for the new honesty.”
-Observer Magazine

“...delivers humour by the crateload
and skewed intelligent cultural
analysis melded to a shocking gift for
irreverent delivery...”

-Arena

“[A] hipper-than-thou alternamag with
dreams of world domination...”
-The New Yorker

“Vice magazine has built a small empire
out of a raw, ironic sensibility, risque
photographs, and a willingness to deal
in taboo subjects.”

-New York Times

“For those of us who lost faith in Western
news outlets a long time ago, the rise of
the online network VBS.tv this year had
been nothing short of a reconversion”
-V Magazine

“VICE is so cool - in a way MTV would
love to be.”
-CNN

“[Among the] biggest brand success stories
of the year...”
—Advertising Age, “The Marketing 50”

“Often so far and away the funniest print
publication in the world that it's sort of
embarassing to compare anything else
with it. The Vice zeitgeist is hard to define,
but you know it when you see it.”
—Business Week

“It's [ Vice] take no prisoners approach
has captured the imagination of what
marketing people call ‘trendsetting met -
ropolitans’ aged 21 - 34. The Cassandra
Report, the influential consumer guide,
named the magazine the number-one
tastemaker in this crucial demographic
for the past five years.”

-The Guardian

“Vice may have cornered the market on
cool in print.”
-Wired

TESTIMONIALS

“Cutting, clever and hilariously crude...”
-Visionaire

“The first-movers of culture have embraced
a continuum that includes the hip, sub -
versive aesthetic of Vice Magazine.”
-New York Times Magazine

“Vice is the most eclectic - and influential
magazine of the decade.”

~The British Journal of
Photography

“VBS stage dives into it's coverage,
dispatching amateur reporters - armed
with little more than a camera, designer
sunglasses, and a pair of steel cubes - to
travel to the places that more seasoned
correspondents wouldn't be caught dead
in for fear of...well, being caught dead.”
-Wired Magazine

Winner of the 2008 American
Magazine Vanguard Award from
Advertising Age

“The most arrogant people I've ever met.
| want to be in business with them.”
-Van Toffler, President, MTV

“A lot of people claim to target trendsetters,
but very few people actually deliver them.
Through brand integrity, community &
truth, VICE speaks to every single one of
those elusive yet very essential assholes.”
—Livia Tortella, Vice President of

Marketing & Artist Development,

Atlantic Records
“Vice is our Vanity Fair. ”
—Iris Alonzo, Creative Director,

American Apparel

“VICE is hugely influential. It's kept them
on the cutting edge... Within months
they are doing in the record industry
what they already did in publishing:
change the standard operating proce -
dure in order to make things happen.”

-John Reid, Managing Director,
WEA London

“VICE is exactly what South Africa has
been waiting for: original, hard-boiled and
unapologetically irreverent. It will undoubt-
edly become the new barometer for youth
trends in this country.”

-Jim Faulds, Managing Director, JWT Cape
Town

“The people [at VBS.tv] are on a mission.
They're inventing new things every day.
It reminds me of MTV in the extremely
early days.”

-MTV Founder & Former Viacom
CEO Tom Freston

“VBS is punk rock for the 21st Century.
They are better-looking and more rock-
and-roll than we will ever be.”

-U2's Bono

VICE CONTACTS

Publisher / Advertising: Ace Swart
+27(0) 72128 0015
ace@viceland.za.com

SA Editor:  Dylan Culhane
+27(0) 825722014
editors@viceland.za.com




