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“Actually we should be growing up”

dANEON Magazine

Authentic Journalism for the
Twentysomethings
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Actually we should be growing up

NEON is a young general interest magazine for men and

women between 20 and 35 who are adults, but still feel too
young to have grown up.

NEON connects its readers through their generation's
awareness of life: “Actually we should be growing up”

NEON provides intelligent entertainment and emotional
credibility on a high level

Launch: 2003
NEON reports on social and political topics, fashion Circulation: 245.405

trends, relationships, career, travelling and pop culture

Frequency: Monthly
Copy Price: 3,50 €
Pages: 180
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Alone between friends

-
Was willst du noch erleben?

Which experience you still want to make
in life?

Too good for your job? . &
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“In the German magazine market there was no title which offered serious and at the same
time entertaining magazine journalism for women and men between 20 and 35”

This market segment was closed by NEON: A monthly General Interest Magazine defining
the reader’s awareness of life in an emotional way unified by one sentence: Actually we
should be growing up. NEON has thereby become the magazine for the big and difficult
decisions in life of the twentysomethings and gives credible answers and inspirations for
socially related and private questions.

NEON.de is a User Generated Content Site and offers its users the opportunity to report
about their own life experience, which then can be treated within the magazine as well.
Furthermore NEON.de is a kind of panel where the editorial team and the readers can
continuously exchange about possible topics and articles of the magazine.”

Timm Klotzek, Michael Ebert (NEON Founders and Editors-in-Chief)
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Wilde Welt  Sehen Fiihlen Wissen Kaufen Freie Zeit Immer NEON.de
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Woriiber lachst du?

v

Aufstiegschancen
beim
Top-Arbeitgeber.
Infos unter
VR-KarriereStart.de

Volksbanken m
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Useless knowledge

Unniitzes

Examples: Wissen
Liz Taylor broke her back five times
Berlin is located more northern than London
A Python sleeps 18 hours a day

In High school Cameron Diaz used to be a
cheerleader of Snoop Dogg's Football team

If you amputate the brain of a female bristle worm
it turns into a male

The most promising topic for blind dates to talk
about is travelling

Je spites dev
Abend, &evio
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Das neue Kastensystem ——=

VR

Good linked
Do you know too many

The new caste system
Why Partnerships mostly arise
from the same education level
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5= Die lange weifie

. Linie

Ciao Bella

Those who only see ltaly's
sweet clichés misjudge the
gravity of the situation
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Ciao Bella

The long white line
Cocaine's long journey from

plantations in Colombia to
Europe
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The frontier of hope
How Mexicans risk there
lives to enter the US

Die Grenze
der Hoffnung

Unreleased World

How ruthless traders earn
millions with global weapon
deals
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Wie geil bist du denn?

What would be if?

Why the right partner often
appears in the wrong
moment

How horny are you?

A questionnaire among the
20 to 30-year-old reveals
their sex life
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Monochrome

This summer gets
colourful, but one colour
each is enough

Monochrom S

Back to the uniform!
Why we should give up trying to be
very individual in our style
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Die Danke-Falle

Hell -I/';Ic / Hallo, echtes Leben!
ello reai iire!

How the first job
changes you

The Thanks Pitfall

How the lust for appreciation H * Aiming for the stars

could make you unlucky _.. i “ﬂ ; How ambitious are you?
g ‘“‘ * A

Sternen greifen

Nach den * ﬁ*‘
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Der Neustart
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The New Start

Claudia and Johannes moving
together — product
recommendations of the NEON
Editorial team
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Budapest — My City

Local insiders
describe their city

Tipps
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Liv Tylor - Interview

»Oft wiinsche ich
mich zuriick in den
Schofd meiner Mutter«
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Two times a year NEON does a
fashion special as a turnaround
magazine

88 extra fashion pages
combined with an editorial topic
E.g.: Real life singles in the
latest outfits report about their
particularities
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NEON, as one of the few in a declining market, belongs to the constantly growing
young magazines with an increasing absolute number of subscriptions as well as a
rising subscriber share showing the readership's loyalty
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All-time high: Total circulation above 250 thousand

The April edition of NEON sold 254,564 copies of which
199,109 exemplars were distributed via retail and 52,371 as
subscriptions - a milestone in the history of the magazine.

Circulation and Reach
in ths. 950

255

Circulation Readership

Source: IVW, ma 2009/l
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Passen wir zusammen?

April edition 2009

NEON belongs to the fastest growing titles

The average issue of NEON reaches about 950,000 readers
which accords 1.5% of the German population as from 14 years.
This means a growth of 13% on last year. Within the target
audience (20- to 35-year-old), the magazine has a reach of 3.7%.
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— 2006 The Editors-in-chief Timm Klotzek and Michael Ebert are elected the
me 1Ll m journalists of the year by the independent journal "Medium Magazin fur
Journalisten”

LEADAWARDS 2006 “Lead-magazine of the year’

LeadAcademy fur Mediendesign und Medienmarketing e. V.

The Art Directors Club (ADC) for Germany allocated NEON several times:
2007 Award for the “Imagekampagne”

2008 Bronze-Nail for the article “Der Mond”

2008 Award for the article “Monochrom”

X Hansel-Mieth-Preis 2009 Hansel-Mieth-Price for the reportage “Die lange weilde Linie”
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Readership profile
Index: Structure
All Adults = 100 %
Men 85 41
Women 114 59
Age
14.-19 218 17
20 -29 316 41 61%
30-39 133 20
40 -49 61 12
50+ 22 10
Education
Elementary School 25 1
Secondary School 81 23
Studies 239 67 16% o
household net income
Up to € 2,000 92 41 8%
€ 2,000 - 3,000 87 25
€ 3,000 and more 126 35 Pupil Student Trainee  Professional
Source: AWA 2008, All Adults = 64,88 million Source: AWA 2008, All Adults = 64,88 million
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Clothing

Cars

Telecommunications

Finances

Body Care

Drinks

Senvices

Other

Watches

Tourism

Ad clients according to sectors

21%
13%
12%
8%
8%
6%
5%
5%
4%
4%

Source: G+J ASSY, Agency net, Average 2008-2009
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Uife On BlackBerry
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IN ANY BAR,

YOU KNOW SOMEONE BY NAME.
D
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NEON.de is the User-Generated-Content-
Platform for young adults

It serves as a uniqgue communication-
environment with a very high degree of
identification

It provides the possibility to comment on articles,

exchange experiences with other users, to
inform and to discuss several topics

NEON.de has 120,000 Unique User of which
above-average are between 20 and 39

NEON-User are also above-average educated
(43% have a university-entrance diploma)

NEON-User are above-average active in
shopping CDs and DVDs as well as tickets,
books or tickets on the internet
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Development of NEON.de
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NEON core benefits:

Being the first mover in the international segment for the .
young and trendy twentysomethings through NEON ? A\

Completing a publisher's premium portfolio through an
innovative, unique brand with a stunning track record in
the German print market

Cost savings through benefiting from a central editorial
approach

Easy market entry due to already designed launch
support package on ad selling and marketing side

Benefiting from the experience and professionalism of /3
Europe's largest magazine publisher Gruner + Jahr y
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For further information please contact:

André Mollersmann, Head of G+J International Brands and Licenses Unit
Phone: +49 40 37 03-63 30

Fax: +49 40 37 03-58 67

E-Mail: Moellersmann.Andre@guj.de

Daniel Gesse, Marketing Manager NEON
Phone: +49 40 37 03-63 32

Fax: +49 40 37 03-58 67

E-Mail: Gesse.Daniel@guj.de

G+J International Brands and Licenses Unit
Am Baumwall 11

20459 Hamburg/Germany

www.guj.de www.neon.de
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