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urceful spy, he has access

de t%?nnotogies and
d Elegant cars,

i ns\q?‘l cool watches
save him frorf uble, and with

them, he b the world from evil

The world has changed since watches were first mentioned

in newspapers and magazines.

However, people are increasingly turning back to authenticity,

) The %‘SKh James Bond film will
to substance, to the feelgood world of print, to sl Aol 2021 Read below

hat watches have helped
and continue to help him in

his hard missions. 1 1 1

So, during these interesting times, Q[()l ime

, with an outstanding print edition,

dynamic social media presence and a new, engaging website.

Li[el ime has a bold, spectacular layout that makes it
easy to read and also puts it in the category of beautiful, enduring

coffee table books.

The thick, semi-gloss paper feels great in the hand and affords

incredibly spectacular, life-like images.




R f t fh/l Collectible watch stories

EDJATORIAL-APPROATCH

[ifetime Magazine brings you both

We pay tribute to , but we

give the same importance to

Li!i)l ime

, benefiting from

exclusive interviews and manufacturer visits from brands such e e
as Rolex, Cartier, Vacheron Constantin, A. Lange & Sohne,
Panerai, IWC, Glashiitte, Jaeger-LeCoultre, Hublot, Hermés,

Chopard, Longines, Tissot, Hamilton.

We are proud to team up with Forbes magazine,

for watch industry news, analyses and opinions. S
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EDITORIAL-APPROATCH

We are honoured and proud to count some of
among our team members: Victoria Townsend,

Magdalena Piekarska, Radu Lilea and Raluca Michailov.

Our editorial approach is based on high-quality, 100% original
generated content. We pride ourselves on our original, unique
articles-based-on our deep, inside knowledge of the watch industry.
No redistributed press releases, only stories made in-house, just like
the high-end watches we love. Exclusive interviews, manufacturer
visits, watch drive tests, new launches,

, industry trends, first look at new models.

Around
respected and admired by readers, advertisers and

the watch industry.
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M U L T d.-P L A T F O R M
Qf()ﬁme

. the collectors, the refined audience with
exciting tastes that is so difficult to reach. We offer the
multiplatform to reach this audience wherever they are -

, the universal starting point for all
media, , the on-line and mobile
presence and

via the most important social media networks.

And we always, always have high-quality, unique content.

nature I
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R ATE.CARD

AD SIZE

Opening Spread €7,000

Cover 4 €7,000

Cover 3 / Closing Gate €4,000

Full Page Super Premium (1st 25%) €4,500

Full Page Premium (1st 50%) €3,500

Full Page Run of Book (Post 50%) €2,500

Spread Super Premium (1st 25%) €6,000 ol e
Spread Premium (1st 50%) €5,000 ” ’ | ()
Spread Run of Book (Post 50%) €4,000 & o

Ad31LAVO

« All prices are per insertion.

- Rates subject to change based on strategic opportunities and
reader and market needs

ylgle][glell

« AD DESIGN - Inquire about special pricing
- All Rates Are Net.

INCOUSIVEND

+ Frequency: bi-annual i | e

- 144 pages + 4 covers, full colour




I f r ih/l Collectible watch stories

ADVERTISING-SPECIFICATIONS+OPTIONS

ﬁ[(’lilll(’ Magazine
has a bold, spectacular
layout that makes it
easy to read and also
puts it in the category
of beautiful, enduring
coffee table books.

The thick, (350gsm cover,
170gsm text), semi-gloss
paper feels great in

the hand and affords

) ) FULL PAGE: SPREAD: 1/2 PAGE: 1/3 PAGE:
incredibly spectacular, Bleed -238mm X 325mm  Bleed — 466mm X 325mm Bleed -238mm X 167.5mm  Bleed -86mm X 325mm
life-like images. Trim -228mm X 315mm Trim — 456mm X 315mm Trim -228mm X 157.5mm Trim -76mm X 315mm

SPECIAL.-PROJECTS® N (.

235mm  2155mm

INSIDE 8 PAGES GATEFOLD:
1/4/5/8 Trim — 225mm X 315mm Bleed — 235mm X 325mm
2/3/6/7 Trim — 223mm X 315mm Bleed — 233mm X 325mm

REVERSE COVER:
Bleed — 437mm X 325mm
Trim — 427mm X 315mm

*Inquire about
special pricing
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MR. CHRISTIAN SELMONI \ 3id ISR
Artistic Director, Vacheron Constantin : Bl NIRE I e
January, 2016, SIHH, Geneva £ oy
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MR. CHRISTIAN KNOOP
CREATIVE DIRECTOR, IWC SCHAFFHAUSEN
January, 2016, SIHH, Geneva
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MR. DANIEL RIEDO
CEO, JAEGER-LECOULTRE
January, 2016, SIHH, Geneva
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!& ‘Raluca Michailoy
Editorial Director Lifetime

| don’t know how long it’s been since | started writing
about watches - 14 years? 15 years? At any rate, | first
walked into the Geneva Salon a long time ago, when
| was writing about luxury and | wanted to learn more
about it. | had never been attracted to the watch
industry and | didn’t really know much about this
world. And then the strangest thing happened - one
fine April day | entered the Palexpo center in Geneva
and | realized it was exactly where | was supposed to
be - among works of art created by some of the few
true artisans still standing in this much too shallow and
fast moving world. And my passion has only grown ever
since, so now | know this is a love story that will last a
lifetime.

I got back to the office, excited and eager to
write more about watches, to share this world with
my readers. And then the strangest thing happened
- colleagues who had no interest in watches started
reading my articles - while proofreading, while designing
the layout for the articles. And then they started asking
me questions and visiting the websites and reading
the materials. And they started noticing the difference
between quartz and mechanical watches. And then they
started buying watches. Now they can identify a watch

Jlow [ifetime came to he

model just as fast as | can. And they are wearing and
loving watches.

My husband was not wearing a watch when we
met. And, as he told me several times, he did not want
one, because he was not into watches, they were not
his thing. Until one Christmas, when | gave him a watch.
And then the strangest thing happened - my husband
now likes watches just as much as he does cameras -
which means he likes them a lot.

One of my principles is that everything one does
must necessarily, crucially, vitally be of quality. | don't
write magazines to see my picture in them or to gain
any influence, money or fame whatsoever. Though
it may sound naive these days, | write magazines to
provide accurate information; to bring outstanding
people and innovative products to public attention.

This is how Lifetime magazine came to life. We
write about powerful brands, exceptional watches,
effective campaigns and genuine leaders. My team
and | will always start with ourselves. If we are better
people, better journalists, better managers, if we have
better products, we will inspire more people and, on an
increasingly larger scale, we will make smaller or bigger
changes for the better.
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For business opportunities contact:
Raluca Michailov
Publisher
mobile: +40722.562.654
raluca@lifetimemagazine.co
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