


canadian living

/ offering the best ideas for simplifying your life!

With its tone that's at once accessible, simple, lively, experienced, and trustworthy,

Canadian Living lends credibility and inspires trust.
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W35+ Readers / copy Newsletter subscribers

209,933
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Male readership Female readership Ontario readership Visitors

38 % 62 % 50 % 65 %

BRAND OVERVIEW :

INDEX 135 13.6

A

Sources: Vividata, Fall 2021, Canada total, 14+ / Profile: anglophone Canada, 14+, print version / Circulation: Internal data, June 2022 /

Social media: November 2022 / Digital: Google Analytics, monthly average - May 1st, 2022- October 31, 2022, Comscore, unique visitors, monthly average May 1st, 2022-

October 31, 2022/ Newsletters, November 2022
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DELICIOUS DATE~
NIGHT DINNER

>

EASY WEEK~
NIGHTMEALS

SUNDAY ROASTS
FOR EVERY DAY

oflower poieg

INSPIRATION FOR DESIGNING
YOUR ROOMS WITH BLOOMS

HIGHLIGHTS

+ 3,356,000 multiplatform readers
* 2,156,000 print readers

* 136,820 copies (circulation)
* 100,765 subscribers

DIGITAL

700,000 page views per month
* 192,000 unique visitors per month

e 926,000 Pinterest followers
e 214,000 Facebook followers
« 162,000 Instagram followers
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canadian Iiving
tyle

/ easygoing lifes

MOPE women Love to cook Fans of shopping

Gole G 128 103 s

O

i R HAM,
5 DELICIOUS WAYS

(')IUS SWEET

D rormie R Spend a lot Loyal to the brands
CHOCOI LOVER

LATE .
on cosmetics they love

106 108
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Source: Vividata, Fall 2021, anglophone Canada, 14+, print readership.



readership
in detall

/ Canadian living

4 A

A14-17 A18-34

5% 30 %

A35-64 A65+

44 % 21 %

Québecor Insights
Source : Vividata Fall 2021, English Canada, 14+, print and digital readership.




canadian living

/ a readership engaged with the brand

Are owners University degree

1.6M 1.0M
1.0M 0.6M

Love to cook

1.0M
0.6M

e Canadian Living

e Chatelaine

Québecor Insights:
Sources: Vividata, Fall 2021, Canada total, T14, print readership.

()
=7

Loyal to brands

1.5M
0.9M
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editor's note

CANADIAN LIVING IS THE GO-TO MAGAZINE IN
CANADA FOR A SIMPLER LIFE!

A veritable personal assistant, Canadian Living assists its readers
in every aspect of their life, compiling everything they need to
know with regard to fashion, beauty, health, and home.

The magazine's tried and tested recipes are in high demand
from our readers.

Canadian Living's accessible, simple, energetic, seasoned, and WITH FALL
credible tone inspires trust. rpEUE Y,

& VEGGIE HARVEST
]

HOW ACCURATE
ARE FOOD

5 SECTIONS: we,
/ INSPIRING =  FASHION & BEAUTY ‘ﬁﬁﬁ;g
/ ENTERTAINING
/ ACCESSIBLE

LIFE & COMMUNITY .

. HEALTH & FITNESS ‘
. HOME & GARDEN
COOK & EAT




assertive
associliation

Inspiring, entertaining, accessible

On the lookout for new things

Curious

Brand-loyal and very committed

Bold

Sensitive to social issues

Knows how to enjoy life, pursues hobbies

Gastronomes and foodies
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content strategies in magazines
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ON CUISINE
SUR LA

UN MENU DE FETE CUIT AU FOUR,
C’EST PRATIQUE. ET QUAND ON Y
INTEGRE UN SOUPCON D’ERABLE
DU QUEBEC, NOTRE REPAS
DEVIENT MAGIQUE!

SPONSORED
CONTENT

Association with already
available editorial content.
Advertising placement in
juxtaposition with the
content.

LE COUSSIN I i
TENDANCE EN ‘ i MRS
2 / L et e i bk ot

3h s

[ atiay .

10 sdoemdecam s com o forer 18

EDITORIAL
INTEGRATION

Integration of your product with

photo in the editorial article.
Text on the product near the
photo.

*content marketing is always subject to the editorial team’s approval

Pt
ET Jarnieson  PRESENTENT

ﬁ 5 facono
DE SOULAGER
LARTHRITE

LARTHRSTE EST UN TERME MEDICAL GUI REGROUPE PLUS DE 300 MALADIES
CARACTERISEES PAR L'INFLAMMATION DES ARTICULATIONS ET D'AUTRES PARTIES DU
CORPS. Si L'ON NE PEUT GUERIR CETTE AFFECTION CHRONIGUE. ON PEUT DU MOINS.
EN ATTENUER LES SYMPTOMES, DONT LES RAIDEURS ET LES DOULEURS. EN CE MOIS
NATIONAL DE L'ARTHRITE, VOICI CING FACONS NATURELLES D'Y PARVENIR. for Awss Tuvcen

On adapte notre ON MISE SUR

La dectaurs en nutrmion luabelis Mot sow N B NS
oméga-3, pour teur
Seira. Lo poisacn, setre autres produit, s rartre du corpa, taut en foumaars
basucoun. «Chez en gesa qul scubent. o Peusr Fartheces .
S wrmmn,

Pt e e

4 ON FAIT DE L'EXERCICE
REGULIEREMENT

LES SUPPLEMENTS ‘ ——

uncies ot suzmenter Fampitice de nos mouvemasts.

H On o'entoure de bons. profesaionnels

H Four uimgar ot madeci:

t ranrance ek e 508 g D 1 M. SHASTALEIN,

i M A - :

CO-BRANDED
CONTENT

Content created by the editorial
team based on the advertiser’s brief.
Co-branded content must be of
genuine interest to readers and

=

How to refresh your home this

ur;th, r e,h«;x 'a//s LJ,/)( q:—v‘&

Make some

and splurge
by

Certified

items from .
eBay

ADVERTORIAL

Advertising content provided by
the advertiser that presents the
features and benefits of a product
or offer.

consistent with the editorial brand'’s

DNA

LEVEL OF CONTROL OF THE ADVERTISER



| Canadian Living & Quark Baby present

co-branded content -

lt's a content developed and endorsed by the editorial team, based on a brief FOOD #
from the advertiser. The editorial angle of the content takes into account the (finally)

o o L made easy
advertiser's communication objective.

Spend more time enjoying

the fun parts of parenting

with simplified food prep
and easy cleanups.

AT

BENEFITS S
Let's faceit...parenting isn't easy. BB, BPS, PVC phthalstes
And when it comes to the and lead. Safety firsel
h C d I_ . . . . f h . d ::y“tmmmﬂ GOOD FOR
The Canadian Living team puts its expertise at your service for the creation an e e 500D FOR

development of relevant content that will create engagement with a targeted e

anup, or Jars and
‘ponches of baby food, the task becomes

clientele. This association with Canadian Living, a well-established brand, i S £t sy e

‘Vancouver-based parent-owned com-  can ba ready in as little as «0 mimutes,

‘pany focused on creating intelligent, Ieaving you with more time to spend

recognized and appreciated by its community, will also allow you to benefit el

wallet and environment and, of course,  Stay in control.
. . ol . morefunt Quark’s innovative design allows you to
from its credibility and notoriety. i e e L ok
whether you're testing the waters with  ing, 2nd even bettle warming, with its
‘baby's frst foods or rotinely making  technologically advanced digita toach-

for a picky - T's got a lew-water indica- putss uné
ot only does this sleek and stylish o and 2 timer 50 you can press start e bata ¥
suart mackine lend aod ool sk 2ad st away o theKichen uailits v s chvom . ks 1
hbyMﬂﬂ::jjmm'nm done. We love that Euaran- its sturdy base and ease of
cap: no food - ctetizat
‘trouble getting volunteers for dish duty!  tency for baby. Whether you choose the .
‘manual or auto-blend fanction, thereTl

Co-branded article, full page or double page, to promote a product i i

‘ent say there aren't enough hours ina Easy cleanup. Try the sterilizing option that disinfects

day? ings about the ing cup to ensure 2 safe, clean

= Mention at the beginning of the article: Canadian Living x Advertiser ErrestiEtey StEess e

? Andfor the , youll
with the Quock Baby Food Processor.  Just &l up the blending cup with water  be glad to know that all of the blending
1t's as simple 25 adding fruits, veggies  and a pump of soap, and with the touch  cup components are top-rack dish-

» The name of the product will be mentioned, and some attributes of the 7 U el il o )
product will be integrated into the content in a natural way

* Product photos

= Client's right of review: 2 rounds of approval

Example : Quark Baby

Under approval of the editorial team

QUEBECOR



co-branded content
on the web

VISIBILITY

Adapting your co-branded print content for digital, hosted on canadianliving.com :

Your advertising banners for 4 weeks around the content™.
Your logo with association mention in the content header

Footer at the bottom of the content including your logo and commercial offer
redirecting to your site

HIGHLIGHTING YOUR CONTENT

A Facebook post on our page, with handshake and amplification
A swipe-up story on our instagram page

Bank of native tile impressions

Organic amplification in the content recommendation module

2,000 guaranteed page views

*Material provided by the advertiser

Canadian
Living

DIY BABY FOOD!

AUG 2, 2022

QUEBECOR | 10



Camadian a successful
campaign

/ print campaign

Exposed
to the campaign
on average

People will be

Gross advertising
reached in Canada

impressions

§ . 6.65
3 21M X 1time = 21M .,
] 19.95
3,7M X 1.76times = 6,5M GRP
§ 39.91
g 47M X 2.76times = 13M GRP

Québecor Insights :

Source : Vividata fall 2021 Canada, 14+, readership print only

*Estimation for 1 publication in Canadian Living

**Estimation for 3 publications in Canadian Living i

***Estimation for 6 publications in Canadian Living QUEBECOR | 11
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why choose
magazines?

THEY'RE ALWAYS POPULAR
Over half of Canadians (53%) read print versions of magazines, and
more than 1 in 2 look at digital magazines.

THEY'RE ADAPTABLE

Print version, digital version, website, application, and social
media. The multiplatform format integrates magazines into
readers’ everyday habits.

THEY INCITE ACTION
36% of Canadians took some type of action after seeing
an ad in a magazine.

THEY REACH EVERY GENERATION

44% of Generation Z, 47% of Millennials, 51% of Generation X, 61%
of Baby Boomers, and 68% of the Silent generation read a print
magazine sometime in the last month.

THEY'RE VALUABLE
At a time when so much is free, Canadians are still paying for their
magazines. 21.4 million magazines were sold last year.

Québecor Insights
Sources: Vividata, Fall 2021, Canada total, 14+ (Gén Z_1966-2019, Milléniaux 1980-1995, Gen. X_1966-1979, Baby .
Boomers_1946-1965, Gen. Silencieuse avant 1946) / AAM: July 2020 - June 2021. QUEBECOR | 13




2023 editorial

JANUARY-FEBRUARY

Fashion : Cocooning fashion

Shopping for winter accessories

Beauty : We take a closer look at the latest body care products
We love : Turmeric

Weekend menu : Our mothers' cooking

Article 1 : Multicoloured soups with original toppings

Article 2 : Irresistible cheesy melts

Closing November 8 / Material November 14 / Kiosk December 12

MARCH

Fashion : The art of layering

Beauty : The return of the blond bombshell

Finances : Credit vs. debit

We love : Chickpeas

Weekend menu : Friendly menu for sports/TV evenings
Article 1 : Tofu

Article 2 : Healthy desserts

Closing January 10 / Material January 16 / Kiosk February 13

APRIL
EASTER

Summer fashion trends

Beauty : Beauty ritual, a moment for yourself

Finances : Savings: countering inequities

We love : Canned tuna

Weekend menu : An Easter menu ready in advance

Article 1 : Hidden vegetables (dumplings, pasta sauce, gnocchi, etc.)
Article 2 : Spoon desserts (panna cotta, cream, mousse, pudding, etc.)

Closing February 7 / Material February 13 / Kiosk March 13

planning —_—

VIAY lVlllg

Fashion : Colour

Beauty : Beauty challenge: dream legs
Finances : Controling expenses after a raise
Deco : The kitchen gets a colourful makeover
We love : Mango

Weekend menu : A picnic for Mother's Day
Article 1 : An effortless gourmet brunch
Article 2 : Quiches and savory pies

Closing March 14 / Material March 20 / Kiosk April 17

JUNE + GETAWAY SPECIAL (TO BE CONFIRMED)
FATHER'S DAY

Fashion : Swimsuit special

Beauty : Cryotherapy to the rescue

We love : Celery

Weekend menu : Father's Day

Article 1: BBQ - hot dog party!

Article 2: BBQ - salad-grill duo or grilled vegetables

Closing April 11 / Material April 17 / Kiosk May 15

JULY / AUGUST

Fashion : Dresses

Beauty : Find the right sunscreen for you

Finances : Home ownership

We love : Blueberries

Weekend menu : Summer menu

Article 1 : Summer aperitif (cocktails and snacks for backyard get-togethers)

Article 2 : Our favourite desserts reinvented as popsicles (s'mores, strawberry shortcake,
peaches and cream, berry crisp, etc.)

Closing May 23 / Material May 29 / Kiosk June 26 QUEBECOR | 14

Subject to change *



2023 editorial

SEPTEMBER
BACKTO SCHOOL

Fashion : a style exercise

Beauty : Colour happiness

Finances : Helping our parents with power of attorney
We love: The green bean

Weekend menu: Tomatoes, from appetizer to dessert
Article 1: 1 dinner = 1 lunch

Article 2: Muffins (sweet recipes)

Closing July 11 / Material July 17 / Kiosk August 14

OCTOBER
THANKSGIVING

Fashion : Fall's top trends

Beauty : Spa getaway: how to get the most bang for your buck
Finances: 6 things you should know about liquidating an estate
We love : Sweet potatoes

Weekend menu : An autumn barbecue

Article 1: Pan sheet recipes

Article 2 : Pasta sauces (tomato, pesto, etc.)

Closing August 15 / Material August 21 / Kiosk September 18

Subject to change *

planning

Canadian
Living

NOVEMBER
COMFORT FOOD

Fashion : A tailor in action

Beauty : How to fix your beauty blunders?

We love : Garlic

Weekend menu : A tex mex menu

Article 1 : Mushrooms, the star of Fall cooking
Article 2 : Comforting cheesy dishes

Closing September 12 / Material September 18 / Kiosk October 16

DECEMBER
CHRISTMAS

Fashion : 7 chic pieces

Shopping : Underwear: back to basics

Beauty : Pro tips for perfect holiday skin or Beauty countdown

Arts and crafts : Centrepieces

We love : Vanilla

Weekend menu : A retro Christmas

Article 1 : Christmas

Article 2 : Christmas recipes you can freeze

Article 3 : Cocktails and sweet bites (cosmo + cranberry bars, white Russian +
coffee biscotti, etc.)

Closing October 10 / Material October 16 / Kiosk November 13

QUEBECOR |
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