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[J MNMpepnaraHn kaHanwm

YcnoBuATa, onucaHy no-40Jy, ce OTHACAT 3a BCUYku 1B
KaHaan oT rpynata Ha BMG: ocHOBHUMAT TB kaHan — bTV
n TematnuHmte TB KaHannm - bTV Comedy, bTV Cinema,
bTV Action, bTV Lady n RING.BG, kakto 1 3a HoBu TB
KaHanuW, B c/ay4yal, 4ye TakumBa 6baaT AO0OGABEHU KbM
rpynara.

Bcuuku ueHmn ca B 6barapcku nesa, 6e3 44C.

BMG nma npaBo no cBoA npeueHKa Aa No3nLMOHMpPa B
TeMatnyHuTe KaHaanm Ao 10% oT naaHmpaHma 6roaxeT
Ha KJWEHTa, KaToO M360pPbT HAa KOHKPETHU TEMATUYUHW
KaHanu e No npeueHka Ha KameHTa. [o3numoHmnpaHeTo
oT 11% a0 100% e no npeueHka Ha KAneHTa.
PasznpeaeneHneto Ha OroaKeTa MexXay TemMaTUuuHUTe
KaHann ce onpejgensa aBTOMatM4YHO OT oduUManHaTa
bnhaHka 3a 3aaBkm Ha BMG. To 3aBucu oT 6podA Ha
N3bpaHnUTE KaHaNM 1 OT TAXHATa KOMBMHaUM.
bnaHkute 3a 3aaBkn Ha BMG 3a bTV 1 3a TemMatnuHute
KaHaau ca eAuHCTBeHUTe oduumasHn GopMynapu 3a
3aABABaHe Ha peknama B BMG.

BMG rapaHTupa Ha 100% peuTuHr TOUKM 3a BCUYUKWU
CBOW KaHaauW, ONMCaHun B AeTaunm BbB BCAKa Tapuda,
KaKTO 3a CTaHAapTHaTa pekJsamMa, Taka M 3a BCUYKWU
aNTEPHATUBHU pPeKNaMHU GOPMU, C U3KIHOUYEHME Ha
NPOAYKTOBOTO NO3NLMOHMPAHE.

Channels offered

The below conditions apply to all TV channels within
BMG: the main TV Channel — bTV and the thematic TV
Channels - bTV Comedy, bTV Cinema, bTV Action, bTV
Lady, RING and any other TV channel that may be
created by BMG.

All prices are in BGN, without VAT.

BMG iIs entitled to allocate at its’ own discretion up to
10% of each Clients’ budget in the Thematic TV
Channels, but the selection of the specific Thematic TV
channels is at Clients’ discretion. The allocation from
11% to 100% is at Clients’ discretion.

The distribution of the budget allocated to Thematic TV
Channels will be automatically determined by the
official order templates of BMG. It depends on the
number of channels chosen and on the combination of
those channels.

The official order templates of BMG for bTV and for the
Thematic TV Channels are the only official forms for
ordering advertising airings on BMG.

BMG guarantees 100% rating points for all of its TV
channels as described Iin details in each Rate card, for
Standard Advertising and for all Alternative Advertising
Forms, except for Product placement activities.
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17y YacoBu noscn Time Zones

“acosnnonc | O1-po
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[AHeBeH 06:00-16:00 Day Time 06:00-16:00
CnepobepneH 16:00-19:00 Prime Access 16:00-19:00
[Tpanm Tanm 19:00-24:00 Prime Time 19:00-24.00

KbceH 24:00-02:00 Late Fringe 24:00-02:00

HolleH 02:00-06:00 Night Time 02:00-06:00

bMG nposaBa peknamMHOTO CU BPEME CrPSAMO bMG will sell its commercial time with regard to the
cAegHUTE 4acoBW NOACHK. following five time zones.

Bcuukn peknamHm 610KOBe nNpeav M B OMpefeneHo All commercial breaks before and In a respective
npeAaBaHe ce acoummpaTt CbC CbOTBETHOTO NpejaBaHe. program are associated with this program. If the
AKO HayanoTo WAM Kpaa Ha npejaBaHe ca Ha beginning/end of a program is on the verge of any of
rpaHMUaTa MexXxay ABa 4acoBM MNOACKM, BCUUKWU the time zones, all associated breaks to the program are
peknamHu  6J0KOBE  acouumpaHm C  AaAEHOTO considered as aired in the time zone of the program.
NpedglEehils Gs Gelllel) se MameaEnl 2 SEGelEli ek Be (Example — the break before Central News, which starts
Nl BelaElE) e Moisle) G S 1oy, at 19:00 is treated as a break aired in Prime Time).

(Mpumep — peknamMHUAT 610K nNpean EMmcma HoBuHM
19:00u ce cumTta 3a 610K B Yacosu nosc Npanm Tanm.)




Koeiwu,weum 32 ABbJDKUHA Length Coefficients
Price For:) __ Equals: mm

5

5" cnot | 40% oT ueHa 3a 30" "cnot | 120% ot ueHa 3a 30" 5" spot 40% x 30" Price 'sp 120% x 30" Price
10" cnot | 60% oT yeHa 3a 30" 40" cnot | 140% ot ueHa 3a 30" 10" spot 60% x 30" Price 40" spot 140% x 30" Price
15" cnot | 75% o1 yeHa 3a 30" 45" cnot | 160% ot ueHa 3a 30" 15" spot /5% x 30" Price 45" spot 160% x 30" Price
20" cnot | 90% oT ueHa 3a 30" 50" cnot | 180% oT ueHa 3a 30" 20" spot 90% x 30" Price 50" spot 180% x 30" Price A X
25" cnot | 95% oT ueHa 3a 30" 55" cnot | 190% ot ueHa 3a 30" 25" spot 95% x 30" Price 55" spot 190% x 30" Price ié
30" cnot | 100% ot ueHa 3a 30" | | 60" cnoTt | 200% ot ueHa 3a 30" 30" spot 100% x 30" Price 60" spot 200% x 30" Price g: E
S B
bMG  onpepens  ropHata ckana 3a  bMG defines the above scale for calculating "3
M3uMcnaBaHe Ha UeHUTe Ha peknamHuTe  the prices of the spots which length is divisible

M31bUYBAHMA, KOUTO Ca KpaTHWM Ha 5. Ckanata e
e/lHaKBa 3a BCEKN OT TENIEBU3NOHHUTE KaHaW,
npeAMeT Ha HacTtodawarta noaMTMKa  3a
npoaaxbun. CnotoBeTe C MEXAUHHUN ABAKUHA
(MUHUMYM 3 CekyHAM) Ce 3aKpbriaBaT KaKTO
cnejBa: 3aBbpluBawmTe Hal, 2, 6 1 / — KbM MO
HUCKaTa, a Ha 3, 4, 8 1 9 — KbM MO-BUCOKATa
CTOVHOCT.

3a KoedbUUMEHT 3a AB/DKUHW, Pas3AUYHU OT
rOpHUTE, MOXe Ja ce ObbpHeTe KbM OTAEeN
[Tpoga>kbn Ha bMG.

by 5. The scale is equal for each of the
channels subject to the present Sales Policy.
The prices of spots with different lengths
(minimum 3 seconds) are calculated as follows:
the ones whose length ends in 1, 2, 6 and 7
shall be rounded to the lower price and the
ones whose length ends in 3, 4, 8 and 9 shall
be rounded to the higher price.

For length coefficient different than the above,
please check with bMG Sales Department.




Koeiwu,meum c - WA iOEMM
30" bTV 30" TK CeKyHAMU

7"+7" CnoHcopcku

100% 100%
3aCTaBKu
CrnoHcopupaH NpoMo- 60% 100% 15
aHOHC
3"+4" 6paHaMpaHa Lwanka 100% 100% -
peksama
3"+4" bpaHgmpaHa Lwanka 120% 120% -
peksama + 3BYK
Xopwus. + BepT. popma 120% 100% 10
dopma PUHaANHU HaANUCK 110% 100% 10
OTbposaBaHe 70% 100% 10
BeptunkanHa ¢popma 70% 100% 10
Xopu3oHTaIHa popmMa 70% 100% 10
Haanwnc 40% 100% 15
bpaHanpaH 6br 50% 100% 10
bpaHanpaH npomo 6br 50% 100% 10
[lnaTeH penopTax 75% 75% 60 - 120
[1poayKTOBO 300% 300% Criopes
NO3NLIMOHMPAHE CbAbPXAHMETO

AA Forms Coefficients

7"+7" Sponsorship tags 100% 100%
Sponsored Promo 60% 100% 15
3"+4" Break IDs 100% 100% 7
3"+4" x Break IDs + VO 120% 120% 7
Content Split 120% 100% 10
Credit Split 110% 100% 10
Countdown 70% 100% 10
Skyscraper 70% 100% 10
Cut-in 70% 100% 10
Crawl 40% 100% 15
Branded Bug 50% 100% 10
Branded Promo-bug 50% 100% 10
Paid Report 75% 75% 60 - 120
Product placement 300% 300% Content

depending

S3UdID1}}D0)
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[J MeceuHun koedunumneHTn Monthly Coefficients

Ainy | es| Map | Anp | Mait | tOnw |KOnu| Asr | Cen | Oxr | Hoe | Aex

Jan [ Feb | Mar | Apr | May | Jun | Jul |Aug| Sep | Oct | Nov | Dec

bMG onpeaena ropHata ckana 3a bMG defines the above scale for
N3UMCNABAHE Ha UeHUTe Ha peknamHute  calculating the prices of the spots during
n3nbyBaHMA npe3 rogmHata. Ckanata e  the year. The scale Is equal for each of
elHakKBa 3a BCekM OT TeneBm3noHHMTe  the channels subject to the present Sales
KaHann, npeamMetr Ha Hactosawarta  Policy. The coefficients are applied on
NOAUNTNKA 34 npoaaxbun. the base gross cost per rating point In
Koepnunentnte ce npwunarat kbM  each of the time zones according to the
basoBata OpyTHa uUeHa Ha peutuHr  month in which the airings will be made.
TOUYKa B pPasAMYHUTE YaCOBM MOACK

S3UdID1}}D0)
ULHINNING30))

cnopea Mmeceuda Ha U3ilb4BaHE.




b bpyTHu LLPT, 6TB

Ay | ©es | Map | Anp | Maii | OHm|KOnu| Asr | Cen

Gross CEP, bTV

o | tecomm Time Okt | Hoe | flex
3 e s egacr | ] b arl dpe eyl un | Ju | Augl Sep L oct [Nov/ e
:tl [lHeBeH Day Time 331 [ 378 | 497 [ 591 [ 591 [ 544 | 378 | 378 | 568 | 639 | 639 | 544
=~ CnepnobeseH | Prime Access 540 378 | 432 | 567 | 675 | 675 | 621 | 432 | 432 | 648 | 729 | 729 | 621
N avm Taum | Prime Time 675 473 | 540 | 709 | 844 | 844 | /76 | 540 | 540 | 810 | 911 | 911 | 776
00 P
E, KbceH Late Fringe 405 284 | 324 | 425 | 506 | 5060 | 466 | 324 | 324 | 486 | 547 | 547 | 466
HoweH Night Time 169 118 | 135 | 177 | 211 | 211 | 194 | 135 | 135 | 203 | 228 | 228 | 194

bMG onpegens ropHute 6PYyTHN LEHU
Ha PEUTUHI TOo4YKa Ha pekJaMHUTE
M3NBbUBAHMA nMpe3 rogumHata B OTB.
LleHnTe we ©Obaatr npuaaraHn Kbm
rapaHTUPaAHUTE PEUTUHI TOUYKWM 3a
BCAKO eAHO npeaaBaHe OT Tapudara.
Te we 6baaT ONOBECTABAHW 3a BCEKW
Mecel, OT rogmHaTta, Hau-KbCHO efHa
cegMumua Npean HayvyanoTo Ha Meceua.

8

bMG defines the above gross costs per
rating point of the advertising spots
during the year in bTV. The CpPs will
be applied to the guaranteed rating
points for each program in the Rate
card which will be published for each
month latest one week before the
beginning of the month.

S9dl4d
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b bpyTHu LLPT, 6TB Gross CpP, bTV

Ay | @es | Map | Anp | Maii | FOuu|Koau | Aer | Cen | Okt | Hoe | Aek
Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec_
345

Time

Zone

W

5 [1HeBeH Day Time 241 | 275 | 362 | 430 | 430 | 396 | 275 | 275 | 414 | 465 | 465 | 396

il CnepobeseH | Prime Access 399 279 |1 3191 419 (499 | 499 | 459 | 319 | 319 | 479 | 539 | 539 | 459

2 [Tpanm Tanm| Prime Time 483 338 | 386 | 507 | 604 | 604 | 555 | 386 | 386 | 579 | 652 | 652 | 555

; KbceH Late Fringe 307 215 | 245 | 322 | 383 | 383 | 353 ( 245 | 245 | 368 | 414 | 414 | 353
HoweH Night Time 128 89 | 102 | 134 | 160 | 160 | 147 | 102 | 102 | 154 | 1/3 | 173 | 147

35
[ Q- -
o basoBa 6pytHa LIPT ¢ S
:.-o nosc Zone
g [IHeBeH Day Time 504
> CnepobeneH | Prime Access 568
:.6 Mpatim Taim | Prime Time 743
g KbceH Late Fringe 405
HouweH Night Time 167




[3 BpyTtHu LIPT, Tem. kaHann Gross CpP, Thematic channels

Aiuy | @es | Map | Anp | Maii | 1Oun | 10 | Aer | Cen | Oxr | Hoe | Alex
“Jon | reb | Wi | ppr | May | Jun | sur | Aug | sep | ot | Nov | Dec

10

DEUTUHT TOUKA Ha pPeKJaMHUTE N3TbUYBaHMA Npe3
‘ognHaTta B TeMaTU4HWUTe KaHanau. LleHunTe wWwe
6baaT NnpuaaraH KbM CPeAHO AHEBHUTE PEUTUHT
TOUKW TrapaHTMpaHM 3a BCEKUM eAMH KaHaa oT
Tapudarta, KOUTo We 6baaT ONOBECTABAHM 3a
BCEKM Mecel OT roamHata, HaW-KbCHO eAHa
cegMumua npeam HadvanoTo Ha Mecela.

*TOpHUTE LIEHWN Ca U3UYMCIEHN NPUN CAEAHOTO pa3npeaeneHme Ha brog>keTa No YacoBM
nosacu: JHeBeH — 50%, CnepobepeH — 15%, MNpanm Tanum — 25%; KbceH — 10%. Mpw
XefaHuve 3a pa3InyHoO pasnpeseneHune no 4Yacosum nosacu, LLIPT cboTBeTHO Lwe ce
MPOMEHM.

* CNOpTHUTE NBPBEHCTBA Ca ONMUCAHWN B OTAeNHa Tapuda 1 He ce NpoAaBaT Mo ropHUTE
LLEHW.

A 18-49 2873271430512 512|471 | 327 |327|492(553|553|471
F 25-54 299 210239314 (375|375 | 344 | 239 | 239|360(404|404 | 344
M 18-49 434 304|348 | 456 | 544 | 544 | 500 | 348 | 348|522 (586|586 | 500
OoMG onpeaenda ropHuUTe OPYTHM LEHM Ha oMG defines the above gross costs per rating

noint of the advertising spots during the year in
the thematic channels. The CpPs will be applied
to the average rating points per day guaranteed
for each channels in the Rate card, which will be
published for each month latest one week before
the beginning of the month.

*The above prices are calculated with following time zone distribution: Daytime — 50%;
Prime Access — 15%; Prime Time — 25%; Late Fringe — 10%. In case a different distribution
is requested, the CpP levels will vary accordingly.

* Sport events are priced in a separate Rate Card and are not subject of the above pricing.

S9dl4d
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Total Rotation, bTV

[J "NMbnHo 3aBbpTaHe”, 6TB
__"MunHo sagvprae” | Onums 1) Onuws 2 Onuws 3

bpyTtHa ueHa 3a 30" 1400 1600 2 200
PasnpepeneHve Ha n3nbuBaHUATa NO UaCOBU NMOACU

Total Rotation on bTV mmm

Gross price per 30" airing | 1400 1600 2 200
Time slot spots distribution

11

[AHeBeH 40% 40% 40% BEVARIE 40% 40% 40%
CnepobepeH 20% AN 10% Prime Access AN AN 10%
[Tpanm Tanm 20% 25% 40% Prime Time 20% 25% 40%

KbceH 15% 10% 5% Late Fringe 15% 10% 5%

HouwieH 5% 5% 5% Night Time 5% 5% 5%

BMG npepoctaBa Ha CBOWTe KAMEHTUM TpW BapmaHTa Ha CXema OoMG offers to clients three different types of Total Rotation prices.

,[1Tb/JIHO 3aBbpTaHe". Te nMar 3a uen Aa NpesocTaBAT Ha KAMEHTUTE
Bb3MOXHOCTTa 3a MPUCbCTBME B Nporpama bTV cpewy dunkcmpaHa
LeHa Ha u3nbyBaHe. /3nbuBaHMATA B HEro ce no3vuMoHMpaT OT
ekmna Ha BMG u3 yanata nporpama, cbob6pasHO HaTOBAPEHOCTTA Ha
peknamMHuTe 610KOBE B CbOTBETHUA Nepuog. [1o Te3m cxemmn He ce
rapaHTMpatr peutuHr Toukn. LleHata 3a epgHo 30-cekyHAHO
M31bUYBaHE 3aBUCU OT OpPOSA Ha M3NBUBAHMATA, NO3ULMOHMPAHN B
[Mpanm Tanmm. 3a AbmkKnHW  pasamdHm ot 30" ce npwnara
oduumanHaTa koepuLMeHTHa cKana.

[1pn Te3n nakeTn KAMEeHTUTe MMAT Bb3MOXHOCT NpeABapuUTesHO Aa
BMXKAAT KbAe Ca MO3ULVMOHMPAHU U3TbYBAHUATA UM MO NpesaBaHUA
n agatn. Ekuner Ha BMG cm 3ana3esa npaBoTO Ha pa3MecTBaHe Ha
Beye MOTBLPAEHWN WM3AbUBAHMA B XO4a Ha KamMmnaHuATa. KAWEHTBLT
noayyaBsa OUHAAHOTO pasnpejeneHne Ha WU3Jib4yBaHMATa B
ceptueukaTr 3a M3NbYeHa peksama He MOo-KbCHO OT 15 aHu cnepg
Kpas Ha Mecela, B KOUTO € NPpUKAoYKIa KaMmnaHuaTa.

These prices aim clients to be offered the possibility to be on bTV's
program at a fixed price per airing. Spots are positioned by the Sales
Department all over the program, according to the fulfillment of the
commercial breaks during the year. Ratings are not guaranteed for
these packages. The price of a single airing of a 30" spot varies
depending on the number of spots aired in Prime Time. The official
coefficient scale of the media applies for spot lengths different than
30".

Total Rotation packages allow clients to see beforehand where spots
are positioned by program and by date. bMG keeps the right to
move already booked and confirmed spots during the campaign. The
final spots’ distribution is received by the client with the
broadcasting certificate not later than 15 days after the end of the
month in which the campaign has finished.

S9dl4d
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[ LleH” no 30HM, TeM. KaHaN Slot prices, thematic channels

Any | ©es| Map| Anp | Maii|iOHu|iOau| Asr | Cen | Okt |Hoe| Alek
Zone mmmmmmmmm

.§ [HeBeH Day Time /77 | 88 |115|137 137|126 132 | 148 | 148 | 126

3 Crepobese | Prime Access 94 | 107 141|167 | 167|154 | 107|107 161|181 181|154

E pavm Tanum| Prime Time 370 [ 423 | 556 | 662 | 662 | 609 [ 423 423 | 635|714 | 714 | 609
KbceH Late Fringe 95 | 109143170 |170|157|109|109|163|184| 184|157
HoweH Night Time - - - - - - - - - - - -

bMG onpeagensa ropHute 6pyTtHu ueHn  bMG defines the above gross prices of
3a 30-cekyHAHO u3nbuBaHe BbB BCcekM 30" advertising spots for each time slot
4yacoByM noac npe3 roauvHata B during the year in the thematic channels.
TeMatuyHmTe KaHann. ToBa no3sosgBa  This allows clients to buy a particular
Ha KJWEeHTUTe Aa 3aKynaT m3nbyBaHe B program in each time slot but with no
KOHKpEeTHa nporpama BbB BCEKM eAunH  guaranteed ratings.

OT nosdAcute, HO ©6e3 rapaHTUpaH

peVITMHF. * Sport.events are priced i.n.a separate Rate Card and are
not subject of the above pricing.

S9dl4d
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* CNOPTHMUTE MbPBEHCTBA Ca OMUCAHM B OTAeNHa Tapuda u
OPHUTE LIEHM HE Ca BaJUAHM 3a TAX.
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i3 LleHn no 30HK, TeM. KaHaNN

bTV Cinema

bTV Comedy

/1HeBeH

Time

Zone

Day Time

CnepobeneH

Prime Access

pavmMm Tanm

Prime Time

KbceH

Late Fringe

HoLleH

Night Time

/lHeBeH

Time

Zone

Day Time

CnepobeneH

Prime Access

[Tpanm Tanm

Prime Time

KbceH

_ate Fringe

HolueH

Night Time

Slot Erices, thematic channels

Y | Pes|Map| Anp | Maii|lOuu|lOw| Asr | Cen | Okt | Hoe | Alek

Ay | des
Jan | Feb

37

42

Mar| Apr [May| Jun | Jul | Aug| Sep | Oct |Nov| Dec
56 | 66 | 66 | 61 | 42 | 42 | 64 | 71 | 71 | 61

94

107

141

167

167

154

107

107

161

181

181

154

291

333

437

520

520

478

333

333

499

561

561

478

75

85

112

134

134

123

85

85

128

144

144

123

Ay | ®es | Map| Anp | MaiI0uw|i0nu| Asr | Cen | Okt | Hoe | e
Jan | Feb | Mar| Apr | May| Jun | Jul | Aug| Sep | Oct |Nov| Dec

66

JAS

99

118

118

109

JAS

JAS

114

128

128

109

148

170

222

205

265

244

170

170

254

236

2386

244

208

238

312

371

371

342

238

238

356

401

401

342

77

383

116

138

138

127

83

83

132

149

149

127

25

25

25

29

29

20

25

25

23

31

31

20
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i3 LleHn no 30HK, TeM. KaHaNN

/1HeBeH

Time

Zone

Day Time

CnepobeneH

Prime Access

pavmMm Tanm

Prime Time

KbceH

Late Fringe

HoLleH

Night Time

/lHeBeH

Time

Zone

Day Time

CnepobeneH

Prime Access

[Tpanm Tanm

Prime Time

KbceH

_ate Fringe

HolueH

Night Time

Slot Erices, thematic channels

Y | Pes|Map| Anp | Maii|lOuu|lOw| Asr | Cen | Okt | Hoe | Alek

Ay | des
Jan | Feb

Mar| Apr [May| Jun | Jul | Aug| Sep | Oct |Nov| Dec
32|38 |38 (35|24 24|36 41]41] 35

21 | 24

21 1 24 | 32| 38| 38| 35| 24| 24| 36 | 41 | 41 | 35
42 | 48 | 62 | /4| /4 | 68 | 48 | 48 | /1 | 80 | 80 | 638
10 ( 10 ( 10 | 12 { 12 ( 11 ( 10 ( 10 [ 12 | 13 | 13 | 11

Ay | ®es | Map| Anp | MaiI0uw|i0nu| Asr | Cen | Okt | Hoe | e
Jan | Feb | Mar| Apr | May| Jun | Jul | Aug| Sep | Oct |Nov| Dec

1010} 10| 10 | 10 ( 10 | 10 | 10 | 10 | 10 [ 10 | 10
10 (10| 14 |16 | 16 | 15 | 10 | 10 | 16 | 17 | 17 | 15
30 [ 35145 [ 54 | 54| 50| 35| 35| 52 | 58 | 58 | 50
14 [ 16 | 20 | 24 | 24 | 22 | 16 | 16 | 23 | 20 | 20 | 22
10 { 10 | 10 | 10 | 10 { 10 { 10 | 10 | 10 | 10 { 10 | 10
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I3 Otrctbnkm

15

Peknamopgatennte 1 pekjaMHUTE areHuuu,
KOUTO MMaT A[OroBOp 3a W3/byBaHe Ha
TEeNIEBU3VOHHN TbProBCKN CbOOWEHUA C
bTV Media Group (bMG), morat ga ce
Bb3MOA3BaT OT  NPeAioXKeHUTe  MOo-
HaTaTbK OTCTBLMNKM MPU TMNpUemMaHe W«
cra3BaHe Ha YyCioBMATa 3a TAXHOTO
npegocraBaHe. PeknamMHUTEe  areHuuwu
MoOraT Jda noemart rapaHuum u  Aa
noAnuceaT AOroBOPWM OT MMETO Ha CBOUTe
KINeHTW, aKo Cca  NnpeaBapuTeNHo
OBNaCcTeHM 3a TOBa W B pPaMKuUTe Ha
npeaocTaBeHnTe UM MPaBOMOLLUA.
[lpepocTaBAHETO ¥ MNoOJiyyaBaHeETO, Ha
KOATO N Aa e OT N3bpoeHUTe OTCTBMNKKU, He
e npejBapuTeNHO YyC/IOBME 3a CKJIFOUBAHE
Ha AOroBOP 3a M3/ibYBaHEe HA TbProBCKW
CbOobLLEHUS.

Discounts

Advertisers and Advertising Agencies who
have signed a contract for broadcasting of
TV commercial communications with bTV
Media Group (bMG) may be granted the
discounts described onward if they accept
and observe the terms for discount
acquisition. The Advertising Agencies can
make guarantees and sign contracts on
behalt of their clients Iin case they are
authorized in advance for doing this and
within the provided powers.

Granting and obtaining any of the
described discounts Is not a precondition
for the conclusion of a contract for
broadcasting of TV commercial
communications.

sabieyding 2 syunodsiq

miHaNYeH n miuaLlQ




[J Orcrbnka 3a npegnaawanxe Prepayment Discount
 %of |  Discountfor

16

Orcrenka sa

npeannawaHe roavLIHO
npeannawaHe
Ha KaMnaHuA | npeanaauwaHe
25% 4% 8%
50% 6% 10%
75% 8% 12%
100% 10% 14%

Campaign Annual
Prepayment
Prepayment Prepayment
25% 4% 8%
50% 6% 10%
75% 8% 12%
100% 10% 14%

OTcTbnkata 3a npeaniallaHe MoOXe Ja Ce Noja3Ba OT KAMEHTU, KOUTO
npeannataT onpegeneHa 4act or broaxeta cu. lNpegnnaawaHeTo Moxe Aa
6bAe HanpaBeHO KaKTO 3a KamMMaHWA, Taka 1 Ha 6a3a rapaHTUpaHna roanileH
6rogxer. OcCTaHanata 4yacT OT cymaTta caejBa ga Obae naateHa Cnpsamo
odunuManHna Cpok 3a naawaHe cnopes Obwwute ycnosma Ha bMG — go 30
AHW cnej n3gaBaHe Ha pakTypa.

AKO npeannawaHeTO e 3a onpejesneHa KamMnaHus, OTCTbIKaTta Ce MNOoJ3Ba
CaMO 3a Hed. AKO KJIMEHTBT MMa Apyrvn 3abaBeHM NaalaHus, OTCTbMKaTa He
MOXe ga 6bae HauumcaeHa, Aopu npeannawaHeTo ga 6bae HamnpaBeHO
HaBpeMme.

AKO npeannialaHeTo e 3a YacT OT roguLHMA B6roaXeT, OTCTbMNKaTa ce npuaara
3@ BCMYUKM KaMMNaHMW npe3 roagmHata. AKO Ce OKaxe, 4ye npe3 roamHara
KIMEHTBT KMMa 3abaBeHM njalaHusa, OTCTbMKata He Cce HayucasBa 3a
KaMnaHumMte OT MOMeHTa Ha 3abaBaTa. AKO 3abaBeHUTe naawWaHus ce
noracsT, OTCTbNKaTa OTHOBO MOXE Aa Ce npuaara.

KamnaHua ce cuuta 3a npejnnateHa, ako MJjawaHeTo e perncrpupaHo B
6aHkoBaTa cMmeTka Ha bMG ao 2 agHn Npean ctapTa Ha KaMnaHusaTa.

NB! 3a HOBU KAMeHTM MOXe ga ce mpwuanaraTt caMO OTCTbNKUTe npun /5% w
100% npeannaliaHe.

Prepayment discount is granted to Advertisers who prepay a certain portion
of their budget. The prepayment can be done either on a campaign basis or
as a portion of the total annual budget. The rest of the amount should be
paid according to the General Sales Rules deadline — up to 30 days after
Issuing an invoice.

If the prepayment is done on a campaign basis, the discount is applied only
on the prepaid campaign. If the client has overdue amounts to be paid, the
discount cannot be applied, even if the prepayment is done on time.

If the prepayment is done on the basis of the guaranteed annual budget, the
discount is applied on all campaigns for the year. If some payment of the
client is overdue during the year, the discount stops being applicable from the
date of the delay onward. If the overdue invoices are paid, the discount shall
again be applied from the day of payment onward.

The campaigns are defined as prepaid if the payment is registered in the bank
account of bMG up to 2 days before the start of the campaign.

NB! New clients are eligible only to the discounts for 75% and 100%
prepayment.
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I3y Orctbnka 3a paHHo poroBapsaHe  Early Negotiation Discount

16 aekemspm 2016 12% December 16" 2016 12%

13 sHyapwm 2017 7% January 13" 2017 7%

10 deBpyapw 2017 2% February 10" 2017 2%
Bcnukn KNNEHTM, komto All clients who have signed
noanuLiat rognwHo  annual agreements for 2017 iIn

[0AMLWHO Ccopa3yMeHune, Annual agreement signed
OTCcTbMNKA
NoAMNCAHO HE NO-KbCHO not later than:

cnopa3dymenme 3a 2017r B the above stated deadlines are
ropHuTe cpokoBe, Morat paa eligible for obtaining a discount.
noayyaTr CbOTBEeTHaTa OTCTbIKA.

sabJieyding @ syunodsi(
miHaNYeH n miuaLlQ
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N360p Ha 610K 10%
20%
20%
10%
10%
30%
30%
25%

10 40%

[TbpBa No3muna B 610K

[TochepHa no3numsa B 610K

Bropa no3uuma B 610K

[MpeanocnegHa no3nymsa B 610K

N360p Ha 610K + NbpBa NO3NLMA

N360p Ha 6a0K + NocnegHa NO3nLKUS

[TbpBa 1 nocnegHa no3numsa B 610K

CbBMeCTHa peksiama

B chyyan, ue KAMEHTBLT XXenae Aa Kynu KOHKpeTeH
peknameH 640Kk uan no3vuua B 610K, ce
pwuaaraT ropHUTE HaALEHKMN.

HajLleHKa 3a CbBMeCTHa pekJiama ce npwuaara
KOraTo B TbProBCKOTO CbOOLLEHME MPUCHCTBA
MapKa Ha ApPYr KAnMeHT. KOHKPeTHUAT pa3smep ce
onpeaens 3a BCEKU OTAENEH Caydan Crnpamo
NPUCBCTBMETO Ha AOMbJHUTENHATA Mapka -
BM3yaansauma, crioMeHaBaHe, MPUCHbCTBME Ha
NOro, M3Mnosa3BaHe Ha NPOAYKTa, Ab/HKMHA Ha
NPUCBbCTBMETO U T.H.

Sucha rges
Price Surcharge Coeff

Break 10%
First in Break (FIB) 20%
Last in Break (LIB) 20%
Second in Break (SIB) 10%
Before Last in Break (BLIB) 10%
Break & FIB 30%
Break & LIB 30%
Top & Tall 25%

Co - Advertising up to 40%

In case a client wants to buy a certain advertising
break or a position in such, the above surcharges
are applied.

Co-advertising surcharge is applied if a brand of
another client is presented in the commercial
material. The exact amount is decided on a case
by case basis according to the other client’s
presence, such as — visualization, mentioning In
the voice over, logo presence, product usage, the
length of the exposure, etc.
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Pactem 3aeAHO!
Growing together!
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