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1 Profi le in brief:
meditec INTERNATIONAL is the technical and trade magazine for the 
European medical technology industry. The magazine outlines the 
requirements that both manufacturers and suppliers must meet in order 
to be in the running for future order placements. The publication regards 
itself as an active platform for innovative ideas and concepts in the inter-
active network of manufacturers, suppliers and service providers.

 meditec INTERNATIONAL delivers competent answers to issues crucial to 
competition: Who needs new medical technology devices, equipment 
and systems? What does medical technology have to offer in order to 
meet future requirements? What is essential in manufacturing products, 
today and tomorrow (know-how, machines, materials, components, per-
sonnel)? How and where can cost effi cient manufacturing be achieved?

 meditec INTERNATIONAL reaches executive directors, production 
supervisors, buyers, quality managers, materials processing engineers, medical 
technicians as well as packaging engineers, designers and service providers.
Nearly 80 % of our readers are directly involved in investment decisions.

 meditec INTERNATIONAL focuses on technology trend topics: 
•  Raw materials, materials, plastic technology, machine tools, metal cut-

ting, manufacturing, tool and mould making, casting
•  Laser technology, surface technology, micro systems/nanotechnology, 

clean room technology, disinfection, sterilisation, drive and control tech-
nology, motors, pumps and valves

•  Hoses, assembly, robotics and application, quality assurance, electronic 
components, sensors and measuring technology, image processing, 
packing technology

•  Production equipment, automation, IT for medical technology, contract 
manufacturing

 2 Publication:  6 x per year
 (see editorial calendar, page 12/13)

 3 Volume:  5th volume 2012

 4 Website (URL):  www.meditec-international.com

 5 Memberships:  –

 6 Organ:  –

 7 Publisher:  verlag moderne industrie GmbH

 8 Publishing company:  verlag moderne industrie GmbH

 Postal address:  D-86895 Landsberg
Offi ces:  Justus-von-Liebig-Str. 1, D-86899 Landsberg
Phone:  +49 (0 ) 81 91 / 125-0
Fax:  +49 (0 ) 81 91 / 125-279

 9 Editorial department:  Christian Klein
 Phone: +49 (0 ) 81 91 / 125-375
 E-mail: christian.klein@mi-verlag.de

10 Advertisements:  Maximilian Fuchs
 Phone: +49 (0 ) 81 91 / 125-350
 E-mail: maximilian.fuchs@mi-verlag.de

11 Sales:  Phone: +49 (0) 61 23 / 92 38-257

12 Price: (incl. postage and VAT)
Annual subscription  domestic € 124.–
Annual subscription  foreign € 139.–
Single copy price  (plus postage)  €  19.–

13 ISSN:  1867-5336
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Editorial content

 ■ Focus on industry Our world is the industry. Trends in technology, manufacturing and 
management are tracked down and evaluated by experts and decision-makers in 
reports, surveys, features and analyses. The focus is equally on rapid product develop-
ment, efficient manufacturing processes and supplier structures, in order to make the 
multifaceted aspects of competitive and profitable manufacturing transparent.  We 
show how ideas grow into marketable products. 

 ■ Europe’s pulse “What’s up?” We take the pulse of the future markets in the medical 
technology industry. In each issue, recognized experts and analysts in this branch 
report on current international developments and evaluate the trends in key medical 
technology markets, such as France, Italy, Spain and the United Kingdom. What is the 
competition planning there? How receptive are these business markets, and for what? 
What do the market signals herald for the medical technology branch?
We provide clear and concise answers. 

 ■ In dialogue with users What are users of medical technology demanding from the 
equipment, components and medical technology services? How will the medical tech-
nology branch have to adjust in future? meditec INTERNATIONAL regularly interviews 
opinion leaders in hospital management and the research community. We report today 
on tomorrow’s demands and requirements. 

www.meditec-international.com
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A 
lack of precise data on produc-
tion makes it difficult to determi-
ne accurately the volume of the 

Indian medical technology market. The 
professional association AIMED valued 
the market in January 2009 at 3 billion 
US$ and forecast an average annual 
growth rate (CAGR) of 12%. Some pri-
vate analysis institutes make more mo-
dest estimates of this volume. Overall, 
the market looks to be worth 2.5 billion 
to 3 billion US$ (2008) with an annual 
increase of 10% to 15%.

Given the size of its domestic market, 
its high economic growth and rising in-
come, together with the major need to 
catch up, India is regarded as one of the 
most important growth markets in the 

world. However, at 40 US$, per capita 
expenditure on medical care is still low. 
Large swathes of the population can 
hardly afford medical treatment. Just 
under 90% of the cost of healthcare is 
borne by patients privately – and the 
trend is increasing. According to Ernst & 
Young (E&Y), only 12% (2008) of the 
population have healthcare insurance. 
The technical and staffing resources 
available in state hospitals lag way behind 
those in comparable countries. It is anti-
cipated that public healthcare expenditu-
re will increase from approx. 1% of GDP 
to 2% to 3%, though, as a result, only 10 
to 20 billion US$ would be assigned addi-
tionally to developing the healthcare 
system. Because public finance is in short 

supply, projects are already tending to be 
implemented with private finance. Ac-
cording to the Ministry of Health and 
Family Welfare, over a million additional 
hospital beds will be created by 2015 
(current figures roughly 1.4 million beds 
– required investment: over 75 billion 
US$). Approx. 90% of beds would have 
to be financed from the private sector, 
says industry association FICCI.

The market for hospital services is 
thought to be set to increase by 2015 at 
a CAGR of 9%, as the market research 
institute RNCOS reported. In view of 
the good prospects, private-sector ser-
vice providers have numerous expansi-
on plans. This can be seen in the fact 
that major hospital operators are star-

Shiva blesses medtech 
India’s medical technology requirements are expected to grow by the year 2013 from the present approx. 

3 billion to 5 billion US$. Satisfying this need will entail a major catch up process as demand outstrips in-

vestment. It is the private sector that is driving forward the process of modernisation. This sector is inves-

ting in high-end technology in order to satisfy the growing demands of patients with adequate means. 

With the country largely dependent on imports (over 60%), Germany Trade and Invest (gtai) sees good op-

portunities for German manufacturers to supply the necessary equipment.

German Summary

Indiens Bedarf an Medizintechnik soll 
bis zum Jahr 2013 von derzeit rund 3 
Mrd. auf 5 Mrd. US$ wachsen. Der Nach-
holbedarf ist groß, und die Nachfrage 
übertrifft die Investitionen. Treibende 
Kraft hinter der Modernisierung ist der 
Privatsektor. Hier wird in Highend-Tech-
nik investiert, um den steigenden An-
sprüchen zahlungskräftiger Patienten 
gerecht zu werden. Durch die hohe Im-
portabhängigkeit von über 60% sieht 
Germany Trade and Invest (gtai) gute 
Lieferchancen für deutsche Hersteller. 
Der deutschsprachige Beitrag ist nach-
zulesen auf www.meditec.mi-verlag.de

DIRECTIVES & LEGISLATIONS
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quality management processes. Howe-
ver, care must be taken to ensure that 
such processes implement all regulatory 
obligations correctly and completely: 
over the years such internal processes 
have tended to become increasingly 
detailed and extensive.

Start-ups and companies new to the 
category of medical product manufac-
turers do not yet have such a histori-
cally developed process landscape in 
place. In such cases it is a good idea to 
use a predefined sample processes.

In collaboration with one its part-
ners, Optana Medizintechnik GmbH, 
the company Method Park Software AG 
has created just such a sample process. 
The so-called "unified process" covers 
all the relevant departments and provi-
des guidance through the entire pro-
duct lifecycle from the initial idea 
through to licensing and market moni-
toring. Instructions are provided which 
describe all the activities to be carried 
out, including lists of the documents to 
be created and the roles and responsibi-
lities linked to each task. The sample 
process fulfils the relevant requirements 
of a quality management system accor-
ding to ISO 13485 and CFR Title 21 Part 
820 as well as the relevant specifica-
tions for the development of a medical 
product according to ISO 14971, IEC 
62366 and IEC 62304.

This sample process was first put to 
the test in a start-up which started life 
as a spin-off from a company establis-
hed in the market for some time. The 
spin-off was created with the specific 
intention of gearing the new company 
towards the medical technology market 
in ophthalmology. While there was suf-
ficient technological expertise available 

uncertainties in developing a medical 
product can considerably delay market 
maturity and licensing. Forgetting a 
particular requirement or applying a 
specification incorrectly can significant-
ly impair the financial success of a pro-
duct, and it is not rare for promising, 
innovative ideas and projects to fail for 
this very reason.

Established manufacturers use inter-
nal processes to jump through the hoop 
of legislative and normative require-
ments. The risk of delaying market 
maturity can be reduced by means of 
established development, business and 

the fourth amendment of the Medical 
Product Act (MPG) which came into 
effect on 21.03.2010, applying the ex-
tensions and changes of the European 
directives to German law, a larger num-
ber of companies are currently affected. 
This is because products now fall under 
the MPG which were not previously 
affected by it. For example, software is 
now classified as a medical product in 
its own right if it is designed for the 
detection, monitoring or treatment of 
disease etc. Any software which derives 
a recommended diagnosis from figures 
entered or monitors the interactions 
between drugs in a patient is now 
classed as a medical product by law. 
Some manufacturers of such products 
have no previous experience whatsoever 
of the legislative and normative requi-
rements involved

For young companies in particular, 
the complexity involved in implemen-
ting the vast number of regulations and 
specifications represents significant 
risks. Difficulties in tackling the wide 
range of demands and the resulting 

Tobias Bachmann, who is the author of 

this article, points out: "For young com-

panies in particular, the complexity in-

volved in implementing the vast number 

of regulations and specifications repre-

sents significant risks. Difficulties in 

tackling the wide range of demands and 

the resulting uncertainties in developing 

a medical product can considerably delay 

market maturity and licensing.
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A practically oriented, ad-

aptable sample process can 

provide a reliable compass 

by which to keep on track 

for success.
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quality management processes. Howe-
ver, care must be taken to ensure that
such processes implement all regulatory
obligations correctly and completely: 
over the years such internal processes
have tended to become increasingly
detailed and extensive.

Start-ups and companies new to the
category of medical product manufac-
turers do not yet have such a histori-
cally developed process landscape in 
place. In such cases it is a good idea to 
use a predefined sample processes.

In collaboration with one its part-
ners, Optana Medizintechnik GmbH, 
the company Method Park Software AG
has created just such a sample process.
The so-called "unified process" covers
all the relevant departments and provi-
des guidance through the entire pro-
duct lifecycle from the initial idea
through to licensing and market moni-
toring. Instructions are provided which 
describe all the activities to be carried 
out, including lists of the documents to 
be created and the roles and responsibi-
lities linked to each task. The sample
process fulfils the relevant requirements
of a quality management system accor-
ding to ISO 13485 and CFR Title 21 Part
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 INTERNATIONAL MARKETS & TRENDS 

N
ew hospital projects are genera-ting the major share of dome-stic demand for equipment and 

devices from abroad. Moreover, consi-
derable shares of imported goods are 
destined for subsequent re-export. 
Germany Trade and Invest (gtai) re-
gards German companies and their 
products as well positioned in the Uni-
ted Arab Emirates. German medical technology compa-
nies benefit from the positive experi-
ence that many Arabian patients have 
gained in connection with treatment in 
Germany, as well as the pronounced 
appreciation of German medical tech-
nology. In the U.A.E., as well as in other 
“affluent“ Gulf states, technologically 
sophisticated products are accorded 
high significance.

To date, the relatively high share of 
German specialist physicians practicing 

in the U.A.E is one of the key factors 
determining demand. Professionals 
whose careers have been closely ac-
companied by German technology are 
usually more than willing to encourage 
its introduction at their subsequent 
workplaces abroad. Over the next years the demand for 
medical technology will be determined 
by three major factors: the develop-
ment of populations, social policies (key 
term: sickness insurance) and the num-
ber of new hospital projects. The total population of the United 
Arab Emirates has increased dynami-
cally in the past years, whereby foreig-
ners now account for fourth fifths of 
the inhabitants. According to estimates, 
the population grew by just under 50% 
in the period from 2005 to 2008 alone. This entails tremendous challenges 
for the health care system. The current 

discussions revolving around area-wide 
health insurance for foreign employees 
are especially relevant in this context. 
These topics will have considerable im-
plications for all Arabian Gulf nations 
and may exert a major influence on the 
demand for medical technology. The Emirate Abu Dhabi has played a 
pioneering role in this context, and has 
implemented a basic insurance policy 
with an annual coverage of around 
EUR 50,000. In the U.A.E. this sum 
would also be adequate for a bypass 
operation or cancer therapy. In the 
Emirate Abu Dhabi this insurance poli-
cy is available for all foreign employees 
who earn around EUR 1,000 or less. 
The health care costs of U.A.E. citizens 
are carried by the government.There are no manufacturers of medi-
cal technology currently located in Du-
bai. Domestic manufacturing covers 

United Arab Emirates:Medical technology needs imports
The market for medical technology in the United Arab Emirates (U.A.E.) is likely to weigh in at a volume 

of US$ 500 million according to a rough estimate. Given the lack of domestic statistical infrastructures 

that would yield more detailed information, there are no precise surveys currently available. But one 

fact is undeniable: the United Arab Emirates must import their entire medtec requirements.
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German Summary
Der Markt für Medizintechnik in den Vereinigten Arabischen Emiraten (VAE) dürfte grob 

geschätzt ein Volumen von etwa 500 Mio. US$ im Jahr haben. Fest steht jedenfalls: Die 

VAE müssen ihren gesamten Medizintechnikbedarf importieren.  Der deutschsprachige 

Beitrag ist nachzulesen auf www.meditec.mi-verlag.de/medi0111vae

MED-010-011_0294_Vereinigt.indd   10
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1 Circulation: Print run: 12,012 copies
 Actual circulation: 11,731 copies

2  Magazine format: DIN A4, 210 mm wide, 297 mm high
 Type area:  178 mm wide, 257 mm high

 4 columns, column width 41 mm

3 Printing process:  Sheet-fed-offset
 Binding process:  Adhesive binding
 Materials for printing:  Delivery of data in PDF format, 

version 1.3 (PDF/X-1a), generated with Acrobat Distiller as of version 4.0 
and with screen modulated proof. Image data with high resolution (at least 
300 dpi), resolution for 60 screen (60 l/cm), color model must be CMYK (no 
RGB or LAB elements). Bitmaps (barcode scans) should have at least 800 dpi 
resolution. The format must have original dimensions plus trim allowance 
and bleed marks.

 Color advertisements: For digitally delivered masters for color advertise-
ments, the customer must provide a color proof with Fogra Medienkeil 
Version 2.0 or 2.2 and a proof or measurement protocol (= certificate). If no 
such proof is provided, the customer has no right to damage claims based 
on color deviations.

 Proof specifications: As given in the FOGRA standard. With FOGRA 
Medienkeil 2.0 or 2.2 according to the standard, ISOwebcoated.icc for 
contents as a rule paper type 3 FOGRA 28L – according to standard, 
ISOcoated_v2_eci.icc for cover as a rule paper type 2 FOGRA 39L – 
according to standard.

 For further information on pdf format pre-settings see www.pdf-club.de 
or contact our technical hotline on +49 (0) 81 91/1 25-3 38

4  Deadlines:  See editorial calendar, page 12/13
Publication:  6 x per year
Date of publication:  See editorial calendar, page 12/13
Copy deadline:  See editorial calendar, page 12/13

5  Publishing company:  verlag moderne industrie
Offices:  Justus-von-Liebig-Str. 1
 D-86899 Landsberg
Postal address:  D-86895 Landsberg
Advertising department:  Maximilian Fuchs
Phone:  +49 (0 ) 81 91 / 125-350
Fax:  +49 (0 ) 81 91 / 125-304
E-mail:  maximilian.fuchs@mi-verlag.de

6  Terms of payment:  Net within 30 days of invoice date
 2 % discount in case of advance payment
 3 % discount in case of payment by direct debit

 Bank details: Sparkasse Landsberg Postbank München
 Bank code 700 520 60 Bank code 700 100 80
 Account no. 37754 Account no. 786 13801

verlag moderne industrie GmbH, Justus-von-Liebig-Str. 1, D-86899 Landsberg, Phone +49/(0)8191/1 25-0, Fax +49/(0)8191/1 25-3 04
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7 Advertising formats and rates meditec INTERNATIONAL 
(see also page 7 “Information Sheet Formats”)
All advertisement rates are shown in EUR including color surcharges and not 
including statutory VAT.

*incl. 3 mm trim

7.1 mm-price (column width 41 mm):

 up to 300 mm  € 7.90
 from 300 mm € 7.15

Advertisement size
Type area formats

(w x h in mm)
Bleed formats*
(w x h in mm) 

Rates
incl. colour 
surcharge

2/1 page – 426 x 303 € 7,600.–

1/1 page 178 x 257 216 x 303 € 3,900.–

2/3 page portrait 117 x 257 136 x 303 € 3,300.–

2/3 page landscape 178 x 169 216 x 194 € 3,300.–

Junior page 126 x 178 145 x 203 € 2,950.–

1/2 page portrait 86 x 257 105 x 303 € 2,750.–

1/2 page landscape 178 x 126 216 x 149 € 2,750.–

1/3 page portrait 56 x 257 75 x 303 € 2,200.–

1/3 page landscape 178 x 83 216 x 106 € 2,200.–

1/4 page portrait 41 x 257 – € 1,590.–

1/4 page landscape 178 x 62 – € 1,590.–

1/4 page block 86 x 126 – € 1,590.–

1/8 page block 86 x 62 – € 875.–

8  Surcharges:

8.1  Preferred positions:
 2nd and 4th cover page  € 4,900.–
 Binding placements   10 % 

9 Section advertisements:
 Job offers:  20 % discount on basic rate (see point 7)

 Market und contact
 

CIMAKA International GmbH
Turbinenweg 4
8610 Uster – Schweiz
T +41 44 942 47 53
F +41 44 942 47 54

@cimaka.ch

  Format: 60 mm width und 50 mm height.
Price:  3 adverts € 600,–

6 adverts € 1.050,–
All rates incl. colour surcharges!

   The entry is neither disconntable nor commis-
sionable.

10 Special advertising
 Sleeve on meditec INTERNATIONAL
 Format 460 x 100 mm, incl. printing and adhesive costs  €    7,500.–

 Dutch door
 Fold-out cover page, advertising space: approx. two A4 pages €  12,500.–

 Cover fl ap €    9,450.–
 Flap around the magazine with 1/2 page on cover
 and whole page on the 4th cover page
 Advertising space: approx. 1.5 A4 pages

 Gatefold  €  13,900.–
 Folding advertising page on the 2nd cover page
 Advertising space: approx. three A4 pages

 Other special advertisement types on request
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11 Discounts (for purchase within one year)

 Frequency discount 

 from  3 ads   3 % 
 from  6 ads   5 %
 from 12 ads  10 % 

 Quantity discount

 from  3 pages  10 %
 from  6 pages  15 %
 from 12 pages  20 %

12 Combinations:

 on request

13 Bound-in inserts:

Volume Paper 
 weight

up to
170 g/m2

over
170 g/m2

2 pages € 3.500,–
on 

request4 pages € 5.250,–

Delivery: Specimens to be supplied as of order placement. Circulation up to 
14 days prior to publication. Untrimmed format 216 mm wide, 305 mm high.
Top cut 5 mm.
Multi-page bound-in inserts folded to the above format.

14 Inserts:
 (not discountable)
 up to 25 g weight    € 290.–/thousand copies

 each further 25 g weight  € 140.–/thousand copies
 (Prices including postage share)
 Surcharge for partial insert: 10 %
 Max. paper format 200 x 290 mm
 Delivery: Specimens to be supplied as of order placement.
 Circulation up to 10 days prior to publication.

15 Adhesive advertising media:
 (combined with an advertisement or bound-in insert)

 Postcards:
 Plus adhesive costs
 – for machine processing  € 150/thousand copies
 – for manual processing  upon request

16 Delivery address for items 13 to 15:

 Kessler Druck + Medien, Michael-Schäffer-Straße 1, D-86399 Bobingen
 (with note: For meditec, issue no. ...)

verlag moderne industrie GmbH, Justus-von-Liebig-Str. 1, D-86899 Landsberg, Phone +49/(0)8191/1 25-0, Fax +49/(0)8191/1 25-3 04
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1/2 page 
portrait
86 x 257 mm

bleed
105 x 303 mm
(incl. 3 mm trim)

1/2 page 
landscape
178 x 126 mm

bleed
216 x 149 mm
(incl. 3 mm trim)

Bleed formats quoted include a 3 mm trim allowance

Junior page
126 x 178 mm

bleed
145 x 203 mm
(incl. 3 mm trim)

1/3 page 
landscape
178 x 83 mm

bleed
216 x 106 mm
(incl. 3 mm trim)

1/3 page 
portrait
56 x 257 mm

bleed
75 x 303 mm
(incl. 3 mm trim)

1/1 page
178 x 257 mm

bleed
216 x 303 mm
(incl. 3 mm trim)

2/3 page 
portrait
117 x 257 mm

bleed
136 x 303 mm
(incl. 3 mm trim)

2/3 page 
landscape
178 x 169 mm

bleed
216 x 194 mm
(incl. 3 mm trim)

verlag moderne industrie GmbH, Justus-von-Liebig-Str. 1, D-86899 Landsberg, Phone +49/(0)8191/1 25-0, Fax +49/(0)8191/1 25-3 04
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portrait
 41 x 257 mm

1/8 page block
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1/4 page block
 86 x 126 mm

1/4 page 
landscape
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Circulation and 
distribution 

analysis

18 Geographical distribution analysis: NEW since October 2011! 
(Publisher´s own data)

Economic region Share of actual 
circulation

% Copies

National
International
Others*

50.7
47.4

1.9

4,850
6,658

223

Actual circulation 100.0 11,731

Breakdown of foreign circulation Share of actual** 
circulation

% Copies

France 18.9 1,260

United Kingdom, Ireland 20.6 1,372

Italy 16.6 1,105

Northern Europe (Sweden, Finland, Denmark) 10.8 719

Spain 10.4 692

Switzerland 13.6 905

Austria 1.1 73

Benelux 4.9 326

Other countries 3.1 206

Actual circulation abroad 100.0 6,658

17 Circulation analysis: copies per edition at annual average 
(1 July 2010–30 June 2011)

Print run: 12,012

Actual circulation:
11,731 International share 6,658

Sold copies: 214 International share: 16

– Subscribed copies: 70 Of these for members: 0

– Other sales: 140

Individual sales: 4

Free copies: 11,517

Remainder, archive and 
specimen copies:

281

10

2

* Non-analysed copies such as trade fair and conference copies
** Breakdown of foreign circulation not IVW-analysed
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* Non-analysed copies such as trade fair and conference copies 

19 Sectors /  industries / areas / professional groups 20 Size of business unit:

21.1 Job feature: position in company

Share of actual circulation**

% Copies

  1 –  99 employees 40,0 4,692
100 – 199 employees 25.3 2,968
200 – 499 employees 18.6 2,182
from 500 employees 13.1 1,537
Others* 1.9 223

Actual circulation 100.0 11.731

2012
Media Information
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Reader 
structure

analysis3-E
Classification
number

Recipient groups
(according to industrial sector 
classification, WZ 2008)

Share of actual 
circulation**

WZ 2008 % Copies

26.51, 26.6, 
26.7, 32.5

Manufacturers of medical equip-
ment, products and components

58.2 6,827

28 Machine construction (e.g. 
machine tools, machines for 
plastics processing)

11.6 1,361

22 Manufacturing of rubber and 
plastic merchandise

8.0 938

26, 27 Electronics, electro technology, 
drive technology, automation

6.0 704

72 Research, development 5.3 622

24, 25 Metal production and machin-
ing, manufacture of metal 
goods

4.8 563

47 Wholesale 4.2 493

Others* 1.9 223

Actual circulation 100.0 11,731

Share of actual circulation**

% Copies

Company management 32.5 3,812

Sales and purchasing 17.2 2,018

Research and development 19.5 2,287

Construction 7.2 845

Production 18.7 2,194

Others* 1.9 223

Actual circulation 100.0 11.731
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 1.  Method of examination:
 Recipients structure analysis by file evaluation – total survey

 2. Description of recipients at time of survey:

2.1  File structure:

  The recipient file contains the addresses of all recipients. The file can be 
sorted according to zip code, national/international recipient on the basis 
of existing postal information. The following information is also included: 
Trade association, size of company and activities.

2.2 Total no. of recipients in the file: 15,299

2.3  Total of varying recipients: 14,208

2.4 Structure of recipients of an average issue according 
 to sales structure:

 – Sold copies 214
  of these:  Subscribed copies 70

 Individual sales 4
 Other sales 140

 – Free copies 11,517
  of these:  Regular free copies 881

Varying free copies 10,355
Advertising copies 281

  Actual circulation 11,731
– National share 5,073
– International share 6,658

 3. Description of survey:

3.1 Basic total (examined share)
 Basic total 11,731  =  100,0 %

 Not included in survey: 

 – Advertising copies 281  = 2.40 %

 The survey represents
 of the basic total 11,450  = 97.60 %

3.2 Day of file evaluation: 08/01/2011

3.3 Description of data basis:
  The existing data of Vertriebsunion Meynen in Eltville were used for 

the assignment of the attributes trade, company size and activities to 
recipients.

3.4 Target person in survey:
 The personal recipient in organizations recorded in the file.

3.5 Definition of reader:  not applicable

3.6 Period of survey:  July – June 2011

3.7 Survey completed by: Publishing house

This survey meets the latest requirements of the ZAW framework for 
advertising media analysis regarding structure, implementation and 
reporting.

2012
Media Information
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General Terms and Conditions for Advertisements, Supplements, Digital and Online Advertising
§ 1 Validity, Exclusion
1. For the acceptance and publication of all advertising orders and follow-up orders these General Terms and Conditions are exclusively applicable 
as well as the publisher’s price list currently valid at the time the contract is concluded, whose regulations form an essential element of the contract 
itself. The validity of any General Terms and Conditions of the contracting party, to the extent that they do not correspond to these General Terms 
and Conditions, is excluded.
2. These General Terms and Conditions apply equally to supplements. These are only accepted by the publisher after submission of a sample and 
after checking by the publisher.
§ 2 Offer, Conclusion of Contract
1. Orders for advertising material may be made in person, by telephone, in writing, by fax, by email or by Internet. The publisher is not liable for 
communication errors.
2. A contract is not concluded until the publisher issues his confirmation of the order in writing. The price list valid at the time of the conclusion of 
the contract applies.
3. It is at the publisher’s dutiful discretion to decline orders as well as individual releases of advertisements that occur as part of an overall conclu-
sion of contract. This particularly applies if the contents of these violates laws or official stipulations or was considered objectionable by the German 
Press or Advertising Council in a complaints procedure, or the publication of these is deemed unacceptable to the publisher due to its content, its 
origin, or its technical form or, due to their format or presentation, would lead the reader to believe that they constitute editorial content or if they 
contain advertisements by third parties. The publishing company will immediately state its refusal as soon as it has gained knowledge of the 
respective contents.
§ 3 Prices, Conditions of Payment, Discounts
1. The price of the publication of advertising material is based on the price list valid at the time the order is awarded. The publisher may apply 
prices which differ from those in the price list for advertising material, supplements, special publications and collections for which the publisher 
has provided editorial content, plus advertising material sold after copy deadlines. Price changes in respect of orders already awarded can be 
applied to companies if the publisher has notified them thereof at least one month before publication of the advertising material. If the publishing 
company increases its prices, the customer shall have the right to withdraw from the contract. The right of withdrawal must be exercised in text 
form within 14 days of receipt of the notification of the price increases.
2. The discounts defined in the price list are only granted to the customer and for the advertising material appearing over the course of one year 
(“advertisement year”). Repeated discounts are only valid within an advertisement year. If not agreed otherwise, the term commences with the 
placement of the first advertising material.
3. If an order is extended, the customer is entitled to a retroactive discount provided that the basic order was valid for a discount in the first place. 
This entitlement loses its validity if it is not used by no later than one month after expiry of the advertisement year. If an order does not reach the 
predicted order volume, the surplus discount that has been granted shall be subsequently invoiced to the customer.
4. Providing nothing to the contrary has been agreed, invoices for orders shall be settled after receipt of the invoice within the period shown on the 
price list. Dunning and default expenses in the event of payment default are charged to the contracting party. In the event of payment default, the 
publisher can defer delivery on a current contract until payment and require advance payment. In case of reasonable doubt concerning the contract-
ing party’s ability to pay, the publisher is entitled to deviate from an originally agreed due date of payment and make the publication of further 
advertising material within the term of a total contract dependent on the advance payment of the relevant fee and the settlement of outstanding 
invoices. Erroneous invoices can be corrected by the publisher within six months of issue.
5. All prices exclude VAT of the amount statutory on the day the invoice is issued.
6. In the case of orders from abroad which are not subject to VAT, the invoice is issued without VAT. The publisher is entitled to charge VAT retroac-
tively should tax authorities confirm that VAT is in fact due.
7. In the event of a decrease in circulation, a conclusion of a contract for several advertising materials entitles the customer to a discount, if, as an 
overall average of the advertisement year which commences with the first placement, circulation falls short of the average circulation quoted in 
the price list or in some other way or – if no circulation is named – the average circulation sold (if sales figures are not available, then the average 
actually published circulation) in the previous calendar year. A decrease in circulation only constitutes a deficit which entitles the customer to a 
discount if a promised circulation was fallen short of by at least 20%. Any other entitlement to price reductions on contracts is excluded if the 
publisher has notified the customer of the reduction in circulation in such good time that the customer was able to withdraw from the contract 
before publication of the advertising material. Warranty entitlements of customers who are business persons lapse 12 months after publication of 
the advertising material.
§ 4 Contract Implementation
1. Orders must be implemented within one year of conclusion of contract, commencing with the first placement of the advertising material.
2. The customer shall in good time supply the publisher with all the content, information, data, files and other materials (“copy”) that are necessary 
for the advertising material and these shall be complete, free of errors and viruses and shall conform to the contractual agreements. If copy is 
transmitted digitally to the publisher (e.g. by CD-ROM or e-mail), it must be exclusively in locked files, i.e. in files which the publisher cannot alter 
the content of. The publisher shall have no liability for the faulty publication of advertising material which has been sent in open files (e.g. in files 
saved in Corel Draw, QuarkXPress or Freehand). Files which belong together must be sent or saved in a common register (folder). If the customer is 
sending print copy digitally for colour advertisements, the customer shall at the same time supply a colour proof and a proof or measurement pro-
tocol. Otherwise, the customer shall have no entitlement to compensation in respect of any colour variations which may occur. The customer shall 
give a warranty that all files supplied shall be free of computer viruses.
The publisher may delete files with computer viruses without this creating entitlement to claims by the customer. The publisher reserves the right 
additionally to make claims for compensation if computer viruses cause further damage to the publisher’s equipment. In the event of clearly 
unsuitable or damaged copy being submitted, the publisher shall immediately demand a replacement. The publisher guarantees that the usual 
printing quality will be provided for the issue in question, as far as is possible with the copy submitted. Copy will only be sent back to the cus-
tomer if specifically requested, otherwise it becomes the property of the publisher. The obligation to keep all documents sent expires three months 
after expiry of the order.
3. Costs for the production of ordered masters, films or drawings are to be borne by the customer, as are costs for significant changes to originally 
agreed versions requested by the customer or for which the customer is responsible.
4. Proofs are only supplied if explicitly requested. The customer bears the responsibility for the accuracy of the returned proof. If the proof is not 
returned in time to the publisher, the customer is deemed to have accepted the advertising material.
5. If requested to do so, the publisher will supply an advertising material advice with the invoice. If such an advice can no longer be obtained, the 
publisher will instead send a confirmation that the advertising material has been published and disseminated.
6. The design and labelling of text-style advertising material must be agreed on with the publisher in good time prior to publication. Text-style 

advertisements must be distinguishable from magazine texts in their basic typography. The publisher is entitled to label advertising materials 
accordingly if they are not recognizable as such.
7. Letters sent to box number advertisements are kept for up to four weeks after publication of the advertisement and sent to the customer by 
regular mail (even if the letters have been sent by express mail or registered mail). However, the publisher does not accept any responsibility for 
the safekeeping and timely forwarding of the offers.
8. The advertising deadlines and publication dates stated in the price list are non-binding for the publisher. The publisher is entitled to adjust them 
at short notice to suit the production run.
9. Orders can only be cancelled in good time, no later than the advertising deadline and in writing, by fax or by email. If the advertisement has 
already been sent to press, the customer must pay for the advertisement. Otherwise the publisher may demand the reimbursement of any costs 
incurred up until the cancellation in accordance with statutory regulations.
10. The customer is responsible for the content and the legal permissibility of the advertising material. He or she indemnifies the publisher from any 
claims of third parties due to the publication of the advertising material, including reasonable costs for legal defence. The publisher is not obliged to 
check whether or not advertising material affects the rights of third parties. If the publisher becomes obliged by a court ruling to print a correction 
or revision due to the released advertising material, the customer must bear the costs of publication in accordance with the valid price list.
11. Advertising agencies are obliged, in their offers, contracts and invoices to those running the advertisements, to adhere to the price list of the pub-
lisher. The intermediary’s commission granted by the publisher is calculated based on the net charge to the customer, i.e. after subtraction of discount, 
bonuses and discounts due to defects. The intermediary’s commission is only paid to advertising agencies under contract to third parties and is only paid 
to advertising agencies recognized by the publisher provided that the order is placed directly by the advertising agency, the advertising agency is 
responsible for the procurement of the finished and ready-for-press printing copies and has registered its business as an advertising agency. The pub-
lisher is entitled to refuse orders from advertising agencies if there are doubts as to the professionalism of the agency’s work or creditworthiness. Orders 
by advertising agencies shall be made in their name and invoiced to them. To the extent that advertising agencies place orders, the contract is therefore 
drawn up with the advertising agency in case of doubt. If an advertiser is to be the contracting party, this must be agreed separately and with the name 
of the advertiser explicitly stated. The publishing company is entitled to require the advertising agency to produce proof of its mandate.
§ 5 Warranty for Defects
1. We accept no liability for publishing advertising material in certain issues or editions or in certain positions.
2. If the customer fails to follow the recommendations of the publisher regarding the creation and provision of copy, he shall have no claims in respect 
of faulty publication. This shall also apply if he fails to observe the other provisions of these Terms and Conditions of Business or the price list.
3. Complaints must be asserted by the customer in respect of obvious defects not later than two weeks after receipt of invoice. The customer must 
issue a complaint about non-obvious defects not later than one year after publication of the relevant printed material. If the advertising material 
has been reproduced with defects – despite prompt delivery of perfect copy and complaint in good time – the customer may demand a substitute 
placement appearance of the material without defects (subsequent fulfilment), but only to the extent that the purpose of the advertising mate-
rial was adversely affected. The entitlement to subsequent fulfilment is ruled out if the publisher would incur disproportionate costs as a result. If 
the publishing company is set a reasonable period and allows it to expire, if it refuses subsequent fulfilment, if the customer cannot reasonably be 
expected to accept subsequent fulfilment or if it is unsuccessful, the customer shall have the right to withdraw from the contract or to assert a 
price reduction to the extent that the purpose of the advertising material has been adversely affected. No withdrawal is allowable for negligible 
defects. Warranty claims from business people shall lapse 12 months after publication of the advertising material. 
4. If defects in the copy are not immediately apparent but become apparent during processing, the customer shall bear the additional costs or 
losses incurred as a result during production. If defects in the copy are not recognised the customer shall have no claims in respect of inadequate 
publication. The same shall apply to errors in repeated placements of advertising material if the customer fails to draw attention to them in good 
time before publication of the next placement. 
5. The publisher accepts no responsibility for the accuracy of the quantities or qualities of the material that the customer claims to have supplied 
(bound-in inserts, supplements etc.)
§ 6 Liability
1. The publisher shall not be liable in respect of claims for damages by the customer against the publisher irrespective of the legal grounds, in 
particular because of delay, violation of contractual obligations, violation of the industrial property rights of third parties and unlawful acts, unless 
the publishing company, its representatives and vicarious agents have acted wilfully or with gross negligence or have violated a contractual obliga-
tion through simple negligence which is material for the fulfilment of the contractual purpose or if the claims for damages derive from a quality 
warranty. If the publisher is liable given the grounds, the claim for damages is limited to the foreseeable losses. This liability exclusion shall not 
apply in an instance of wilful action of if the event causing the loss was caused through gross negligence by the publishing company, its repre-
sentatives and vicarious agents.
All claims for damages against the publisher expire 12 months after the time at which the customer became aware or should have become aware 
of the reasons for the claims, apart from claims arising from illegal or wilful actions. If the claims for damages derive from the Product Liability Act, 
the foregoing liability exclusions shall not apply. The same applies to injury to life, body or health. Where the publisher is not liable, this shall also 
apply to his salaried and non-salaried employees, staff, representatives and vicarious agents.
2. In the event of forces majeures and industrial action through no fault of the publisher, the publisher is freed from the obligation to carry out the 
order; no claims for damages arise from this.
§ 7 Grant of Rights
The customer shall warrant that he holds all the rights necessary for the placement, publication and dissemination of the advertising material. The 
customer shall grant to the publisher the necessary copyright, usage and performance protection rights and other rights allowing the use of the adver-
tising material for its intended purpose in the relevant advertising media, in particular the rights necessary for reduplication, dissemination, transmis-
sion, despatch, processing, presentation in the public domain, storage in a database, retrieval from a database and provision for download in such terms 
of time, space and content as are necessary for the execution of the contract. The rights cited above shall be granted unrestricted in all cases as to loca-
tion and shall create the entitlement to publish the material in all the known technical methods and in all known forms of advertising media.
§ 8 Storage of Customer Data
Within the scope of business relations, the publisher stores customer data with the help of electronic data processing in accordance with the 
statutory stipulations of the German Data Protection Law. The publisher shall be entitled to forward gross advertising sales and comparable rele-
vant data of the customer at product level for publication to companies whose business is the collection and evaluation of such information. This 
data will be collated there and communicated to the market in an anonymised format.
§ 9 Place of Performance, Place of Jurisdiction
The Law of the Federal Republic of Germany applies – excluding the UN Convention on Contracts for the International Sale of Goods and excluding 
conflict of laws. The place of performance is the place where the publisher is registered. The place of jurisdiction for lawsuits against businessmen, 
legal persons under public law or public law special assets is the place where the publisher is registered.

Status: July 2011
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