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THE GLOBAL HEDGE fund industry
is a $3.2 trillion business. More than
20% of its global AUM (Assets Under
Management) are controlled in
London - primarily in the Mayfair
and St James’s area — by a small,

elite group of managers. HEDGE
magazine is read by 7,000 of them.

Hedge fund managers have made
their money and their reputation

by knowing what to buy, and why
to buy it. This makes them the most
discerning consumers on the planet.
For the last decade, it’s been the
role of HEDGE to know what passes
muster with them.

Alongside inspiring luxury editorial,
HEDGE carries exclusive interviews
with — and insightful columns from
— some of the most important and
influential people in the industry; an
industry that is notoriously insular
and difficult to infiltrate.
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6,800
CIRCULATION

THE
MAGAZINE

HEDGE is a beautifully designed
quarterly, printed on the highest
quality paper stock. It looks as at home
on the desk of Curzon Street hedge
fund manager as it does in Mayfair’s
most hallowed haunts.

Each issue, we go behind the scenes
at some of the world’s most exciting
fund management companies —

from forward-thinking boutiques to
multinational institutions — to meet the
people behind the numbers. Every one
of our interviews is exclusive and a
big pull that keeps our readers coming
back for more.

13,600

READERSHIP

HEDGE

Alongside these insightful profiles,
HEDGE also specialises in what the
industry calls “alternative alternatives’.
These are treasure assets — from art

to classic cars — that provide as much
pleasure as profit.

Fund managers are some of the most
affluent and intelligent people in the
world — and HEDGE is their magazine.
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THE
MANAGERS

HEDGE prides itself on being the

only lifestyle magazine in the world

to secure exclusive interviews with
some of the world’s most prominent
investment managers. The industry is
infamously media shy, and it has taken
a long time and a lot of work to win
over the trust of the industry.

Every feature star is also offered

a corporate subscription ensuring
HEDGE is received by the employees
and the investors of the world’s most
influential hedge funds.

Here are a handful of our
interviewees exclusively
photographed for
HEDGE magazine...
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S ECTl O N PROPERTY SECTION EXAMPLE
SPONSORSHIPS

HEDGE offers a range of sponsorship
options within the magazine. These
packages allow the client to associate
their brands with a range of the title’s ART SECTION EXAMPLE
marquee themes by taking ‘ownership”
of a section.

Opening AD Opener Editorial Editorial Editorial Editorial Editorial Closing AD

Opening AD Opener Editorial Editorial %HAESTSESETAJ?'[EHD':EE&T

AN [, BRAFA

ART FAIR

PACKAGE INCLUDES

¢ Opening and closing full-page
adverts [Art section only: includes an
opening DPS advert.]

¢ Brand logo and sponsorship on the
first editorial page of the section.

e Super MPU on the weekly newsletter
hosted by sister publication
Square Mile.

e Exclusivity as advertising partner
within this section. [Art and Country
pursuits sections only]

THE MAY FAIR
HOTTL

MAY FAIR BRAFA 2013 takes place 27 January
to 4 February, and will host 133
exhabitors of top-quality works of art
in an array of specialisms, inchuding
archaeology, ribal, jewellery,
sculpiure, textiles, mid-century
design and contemporary arworks,

Section sponsorships (EPOA) Issue
Style Spring

Treasure Assets Summer

Land, Sea & Air Autumn

Mayfair Winter

T PR e E————

Art Every issue el

Country Pursuits Every issue
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Property Every issue



HEDGE

ADVERTORIAL

If you have a story to tell and a
branding advert won’t cut it, then an
advertorial may be the way forward.
Work with our editorial and design
teams to make sure your company

is presented in a way suited to our
readership. We only publish a limited
number per issue, so the magazine is
not flooded. They are subtly labelled
‘Promotion” as per the Advertising
Standards Authority’s edict.

Rate Card

Full page £11,694

Double page spread £19,494
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WHAT OUR PARTNERS ARE SAYING

The fact that ho's 26
con cfford to by frepars oforr  HEDGE ALWAYS
shoes kind of tips you off. Hedge OVE R D E LlVE RS :

fund managers have a quest for

incﬁiwidzc&ity: th?y waanomething TH EY AR E A
a little ditterent from what everyone
else has. C RAC K TEAM

Hedge fund managers often have

DERRICK MILLER AN D CAN ,T S E EM an ofﬁce bUi'i‘ inside ’rheir )'CIChfS.

BARKER BLACK

TO DO E N O UG H TVs switched onto Bloomberg via

satellite internet. There was this one
FO R U S . B RAVO . gentleman, when he put his feet
up on the table, his toes were just
JAMES SAMSON )
CHAMPAGNE LOUIS ROEDERER In fhe way OF the TV, SO he osked
us to reposition the TV. They really
expect the best”.

JOHN NOVAK
SUNSEEKER

EDIA




JUST SOME OF OUR ADVERTISERS...

N Cartier 2400R)  Branceam
et unh rotex  (ROVER)  BraneraN  pupwuere

JOHNNIE WALKER, : @
Buelabel BOSS ool BoConcspt  CrxwaRD - MONT

e 9,
PANERAL  payMesMERCIER  — BrimisHAIRwAYS COACH  DOICE: GABBANA %a/m/
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SQUAREUP is a square up group company

HEDGE



