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ONLINE

Today, more than ever, Canadians live busy, full lives.
Women, men, parents and boomers desire excellence for
themselves and their loved ones; with an unbridled
focus on the high value of health and well-being in every
area of life, including body, mind and spirit.

People are looking for simple answers to life’s complex
questions; fiercely Canadian, they want the facts - short
and sweet - along with creative ideas they can use to
improve the quality of their life every day.

We take pride in delivering insightful, refreshing, Canadian
content from leaders in their field. This focused, high
quality, no-nonsense health and lifestyle content guides
readers to live healthy, active, inspired lives.

In every issue, readers acquire useful advice on the latest 83% of our
beauty, fitness, food, health, lifestyle and nutrition infor-

_ _ _ readers agree
mation. We celebrate our culture by gracing each issue

the need for

with the inspiring life story of a recognized Canadian; good health
and highlighting recipes from a chef’s cookbook. depends on

eating and
Canadian Health & Lifestyle is a valued and reliable living a healthy
source of health tips, easy living ideas and heartfelt lifestyle.

Canadian stories.

Barbara Goodman, Editorial Director
bgoodman@healthandlifestyle.ca

2004

4 times a year
National English
400,000 copies
2,081,000*
healthandlifestyle.ca

*Spring 2011 PMB Topline Report.
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Reader profile

Female Reader

The Canadian Health & Lifestyle woman is confident, intelligent and lives a full
and busy lifestyle. Like most women, she strives to balance the challenges of a
career while remaining committed to her family and friends. With a venturesome
spirit, she loves jogging, swimming, going to rock concerts and travelling. Most
importantly, she enjoys getting out and about with her family, involving them
in ongoing activities that keep them healthy, happy and fit. The concise and
trustworthy information in Canadian Health & Lifestyle on topics that affect all
aspects of her life - health, food, nutrition and beauty, inspires her to make
healthy lifestyle choices for her and her loved ones.

Male Reader

The Canadian Health & Lifestyle man is a well-educated urban consumer with
an inclination to seize all the moments life has to offer. He has a keen sense of
adventure and enjoys new experiences when it comes to sports and travel.
He has an appreciation for the finer things in life, keeping up-to-date with the
latest fashion trends, technology and the newest products in the marketplace.
Every issue of Canadian Health & Lifestyle assists him and his family to live a
balanced and healthy lifestyle.

Family Unit

The Canadian Health & Lifestyle family understands the importance of staying
connected and is devoted to quality time spent together. They enjoy doing
fun-filled activities, playing outdoor sports, or joining in and collectively cooking
a wholesome and nutritional meal together. Canadian Health & Lifestyle parents,
and parents-to-be, care for their children’s well-being and use each issue as a
valuable source of information on health-related issues, nutrition and new products.

Total audience: Female Readers: Male Readers: :
2,081,000 1,329,000 752,000 :
64% of total audience 36% of total audience :

Spring 2011 PMB Topline Report
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PMB research

I Target:
I National English/Total Audience

Source: PMB 2011 Spring 2-Year Readership Database

Weighted by: Population

1
1
1
1
Population: 1
29,504 (000) Rank Rank 1
Percent Of Base: 1
100.00% (000) (000) cpm cpm 1
Reader's Digest 5,932 1 $6.87 1 1
Canadian Living 3,999 2 $1.11 4 :
Chatelaine [Eng] 3,361 3 $14.85 6 1
Canadian House & Home 2,327 4 $8.75 3 1
Canadian Health & Lifestyle 2,081 5 $8.16 2 :
Homemakers 1,343 6 $18.17 7 1
Style at Home 1,318 7 $12.10 5 :
- e e e Em e R Em R Em Em e e e mm mm o ol
L k. |
Target:
English Women Age 25-54
Population: 7343 (0O00) Rank Page
Percent Of Base: 24.89% (000) (000) 4-col
Canadian Living 1,614 1 $44,445
Reader’s Digest 1,477 2 $40,770
Chatelaine [Eng] 1,427 3 $49,900
Canadian House & Home 1,009 4 $20,350
Today's Parent 980 5 $20,320
Food & Drink 829 6 $19,990
Canadian Gardening 806 7 $13,540
Canadian Health & Lifestyle 724 8 $16,984
Canadian Geographic 715 9 $17,290
FASHION Magazine 693 10 $22,030
Style at Home 692 n $15,950
ELLE CANADA 679 12 $16,790
Flare 675 13 $22,890
Parents Canada 630 14 $12,595
CAA Magazine 584 15 $28,887
Homemakers 548 16 $24,405
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PMB ranks

Canadian Health
& Lifestyle

5th INn audience and

2" in cPM within
Its competitive set

8Min readership
with English
Women 25-54
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Distribution & Reach

Published 4 times a year,
Canadian Health & Lifestyle
distributes 400,000 copies
per issue nationwide, to The Rexall
Family of Pharmacies; homes;
doctors’ offices; hospitals; as
well as tradeshows, events and

fundraisers.

Audience Profile
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The median age of our female reader is 42

Average household income is $70,924
424,000 or 36% are ages 18-34

687,000 or 58% have a post-secondary degree,
diploma or certificate

781,000 or 66% live in households 3+
553,000 or 46% have children under the age of 18
424,000 or 36% have children under 12

642,000 or 54% live in urban centres
(Van/Edm/Cal/Tor/Ott/Mont)

548,000 or 46% enjoy perusing the internet

485,000 or 41% are excited about
new technologies

724,000
or 61%

639,000 or 54% have a sense of
adventure
of female
readers are
ages 24-54

Source: PMB 2011 Spring 2-Year Readership Database
*English Women 18+ Weighted by: Population
*English Men 18+ Weighted by: Population
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+ national circulation

228 OOO Rexall™M< Family of Pharmacies at
)

no charge

103,000 mailed to homes

62 OOO doctors’ offices, health practitioner
! clinics + hospitals

7 OOO+ tradeshows, events, fundraisers, and
' to individual subscribers + verified
requests

[ ]

36% bion ™=

The median age of our male reader is 42

Average household income is $79,609

546,000 or 81% live in urban centres
(Van/Edm/Cal/Tor/Ott/Mont)

400,200 or 62% live in households 3+

332,000 or 49% have a post-secondary degree,
diploma or certificate

456,000 or 67% are employed

233,000 exercise at home and 314,000 love walking
or hiking

345,000 or 51% like to entertain at home

484,000 or 71% have a smart phone
or PDA

511,000 or 76% read [ Ll
y or o read a magazine Or 67% o

in the last week male readers are

ages 18-49
50% of these

men are
35-49
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Audience profile
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INDEX
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Household with children Couple with children *4+ mall visits past week
<3 years living at home

CHL= Canadian Health & Lifestyle

Source: PMB 2011 Spring 2-Year Readership Database CHE= Chatelaine (English)
*English Women 18+ Weighted by: Population - - a e
National Females E+F 12+ Weighted by : Population CLV= Canadian LIVII’]g
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Editorial calendar

SPRING 2012

Celebrate motherhood

BEAUTY SPE

* Beauty tips for a new mom

» Skin sins how to’s: avoid + fix

¢ Green-up cosmetic bags + :
bath routines. SpeCla\

CIAL

FEATURES

HEALTH

» Post-partum health for body, mind + spirit

e Fight asthma + relieve family allergy symptoms
* Improve air quality in the home

e Cold sore prevention + treatment

* Women: top gynaecologist tips.

LIFESTYLE

* New moms find their groove

¢ Unique Canadian spa retreats

e Nurture your spirit

» Cultivate your confidence score

e The genetic link to weight loss

* Get fit with kids’ fun

¢ Adults only: deepen intimate relationships.

NUTRITION

e The balanced diet + tips from top chefs

e ‘Happy cookware’ for happy family meals
* Love your veggies: kid-friendly menus

» Calorie busting!

e Kick the sugar habit

» Carbs 101.

KIDS ONLY

¢ Oral health through growth stages
e Children under stress

* Bedwetting help

e Baby skin care.

« Health Check
.Mental Health

healtha
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Sweet summer treats

BEAUTY

* Hand + foot care

e Skin’s unique hot weather
needs.

HEALTH

e Summer eye care

* Tick tips: Lyme disease

* Sleep thieves

e Carpel tunnel dilemmas

¢ Health improvement post-illness
« Women: perimenopause.

LIFESTYLE

* At-home injury management
e Safety first

e Travel tips

e Family reunions

e Spirituality + music

e The road to your passion

» Lifestyle musts for healthy lungs
¢ Fitness-to-go

* Family water fun

¢ Building a green community.

NUTRITION

¢ Healthy, family summer eating

* Eat your antioxidants

¢ Disease-fighting seasonal fruits

e Cook light for energy + weight maintenance
e The power of healing foods

e Stepping into vegetarianism.

+ MEDIA KIT 2012
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FALL 2012

Embracing time

BEAUTY

* Beauty musts
for stressed skin

¢ DIY home spa.

SPECIAL
FEATURES ‘
. Breakfast Spectd

. ial
. Diabetes Specia
. Eamily gift guide

HEALTH
¢ Health in the workplace
* PRE-conditions: steps today

to reduce tomorrow’s disease
* Natural family immune boosters
* Digestive health: crohns + colitis
e Skin disorders: lupus + Psoriasis
* Health risk management
* Women: breast health.

LIFESTYLE

* Winning attitudes

* Workstation revival

* Naturopathic stress management

¢ 60-second energizers

* Beat the time bandits

¢ Learning about learning disabilities

e Canadian eco-heroes, youth in action
* 10, 20 + 30 minute exercises

* Perfect your cruise vacation.

NUTRITION

* Acidic foods wreaking havoc

* Celiac awareness + gluten-free living
* The diet jungle: fat loss vs weight loss
¢ Gourmet + healthy = dinner party.

KIDS ONLY
* Child brain boosters
* Natural immunity.

healths
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WINTER 2012

Zap winter blahs

BEAUTY
* Made-in-Canada showcase
e Skin care for harsh weather.

PECIAL
%EAIURES

« Holiday oift

HEALTH

¢ Seasonal health challenges
* HPV + cold sores

» Eating disorders

« Kicking the habit: help to butt out
* Herbal medicine

* Women: heart health.

LIFESTYLE

» Cluttered home = cluttered brain

e Connect to life-purpose

* Mental calisthenics

* Fitness habits for a lifetime

* Best bet exercises from 20s through to 50s
e Energize your day

* Recycled wonders.

NUTRITION
* Healthy holiday eating
* Smart food changes to fight disease

¢ Customized meal plans to shed stubborn pounds

¢ Key ingredients to healthy cooking
« Warm up with winter foods.

4+ in every issue

Expert Columnists: Dr. Marla Shapiro, Life Coach,
Naturopath, Pharmacist & Health Expert

Interview with a Canadian Celebrity + Recipes from a

Canadian Chef + Kids’ Corner + Ecolife colum
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Website

healthandlifestyle.ca

The Canadian Health & Lifestyle website is Canada’s premiere health and lifestyle source
offering invaluable information to enhance the overall well-being of Canadians. The
convenient, easy to navigate website, features an expanded library of articles, recipes,
product spotlights, contests and more! Unlike some publications, it’s more than just the
magazine’s virtual presence, it’s a wellspring of knowledge, resources, events and more,
to help Canadians lead a healthy, happy productive life.

healths
Iifestyre
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Healthy numbers:
* A total average of 18,884 distinct visits per month. '
e The average visit was 9 minutes and 35 seconds.
* The average visit had 10.49 page views per month.
e The average page views per month were 198,537.

healths&

lifestyle
Urchin, January - December 2011 Y

Lisa Ray

in the fight of her kfe
y

4+ online advertising rates
and specifications

Top Banner Ad
Size: 729 x 90 pixels

Skyscraper Ad
Size: 129 x 300 pixels

Big Box Ad
Size: 250 x 191 pixels

File Format Ad
30 kb GIF

Target URL
All URL’s must be active at the
time the banner is submitted.
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Running type through the gutter for double page ads (except the centre spread) is strongly discouraged; Publisher is
not responsible for line-up of type running through the gutter.
Bleed ads
Bleed ads must be supplied with 1/4 in. bleed all around. Type safety (critical live area) on double page spreads must
be held 1/4 in. from gutter, 3/8 in. from outside trim, and 1/4 in. top and bottom.
If required, Canadian Health & Lifestyle will create and design your advertisement at very economical rates. Contact
your Sales Representative for details.
Method of print process
The line screen is 133 lines per inch; four colour process; web offset; trimmed and saddle-stitched.
Electronic/digital media
All electronic files must be for the Macintosh platform in the following formats: Press Quality PDF, Adobe lllustrator,
QuarkXpress and Adobe Photoshop. We accept digital files stored on the following media: CD, DVD, or uploaded to
our FTP site (see below). Scanned photo images must have a resolution of 300 DPI at 100%. Accepted formats:
TIFF or EPS. Include all imported images and fonts with your files along with a PDF or colour proof. Four colour film
is no longer accepted.
Note
Any technical corrections or author’s corrections will be charged extra.
Advertising shipping instructions
All advertising materials should be sent to:
Canadian Health & Lifestyle
Attn: Production
1 Greensboro Drive, Ste 200
Toronto, Ontario MOW 1C8
Using the Canadian Health & Lifestyle FTP site
1. All files should be compressed before putting them on the FTP site. Macs should use Stuffit, PCs should use WinZip
(available to download from www.winzip.com)
2. Advertisers/Agencies should upload their files to ftp.healthandlifestyle.ca
USER ID: health
PASSWORD: chl2003
Note: all characters lower case with no spaces.
Please send email to production@healthandlifestyle.ca to notify the department that the ad has been uploaded.
Stitch-in supplements
Must conform to specific production guidelines. Specifications available upon request.
e I e e T e,
. . . 1
4+ advertising sizes !
1
Advertising Unit Live Area Trim Size Bleed Size :
Full Page 4-1/2 x 7-5/8 5-1/4 x 8-1/4 5-3/4 x 8-3/4 1
Double Page Spread 9-3/4 x 7-5/8 10-1/2 x 8-1/4 11 x 8-3/4 :
Half Page Horizontal 4-1/2 x 3-3/4 5-1/4 x 4-1/8 5-3/4 x 4-5/8 1
Half Page Vertical 2-3/16 x 7-5/8 2-1/2 x 8-1/4 3 x 8-3/4 :
Through Partners in
Half Page Spread 9-3/4 x 3-3/4 10-1/2 x 4-1/8 11 x 4-5/8 1 hg;;*;;f;sgfjgj;gjs
elping St. Joseph
One Third Page Vertical 1-1/2 x 7-5/8 2 x 8-1/4 2-1/2 x 8-3/4 : Seous Conada eplnish
One Third Page Horizontal 4-1/2 x 2-1/4 5-1/4 x 3 5-3/4 x 3-1/2 1 ?M A sceding will be panted
IN GROWTH on he;hal':fiev(:ryk’zinl?r:
1 OVER 2.5 MILLION Efazjs‘:::ga;‘":p "
— e mm E  Em Em Em  Em Em Em EE E Em Em MmN Em M EE E Em Em M E Em Em Em Em Em mm Em mm e mm mm o o TREES PLANTED
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