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style at home

/ inspiring, accessible, cheerful interiors from across Canada !

Featuring tips from experts who are always on top of the latest trends and inspiring
designs that allow readers to create their own dream homes.
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Québecor Insights
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HIGHLIGHTS
2,352,000 multiplatform readers

1,191,000 print readers
76,090 copies (circulation)
27,003 subscribers

page views per month
unique visitors per month
Pinterest followers
Instagram followers
Facebook followers
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Source: Vividata, Fall 2021, anglophone Canada, 14+, print readership.
MOPE: Managers, owners, professionals and executives.

style at home

/ the leading reference for interiors across Canada

B

Mortgage

117

- T

Enjoy looking at
decoration ideas

121

QUEBECOR | 3



style at home

/ Canada'’s go-to resource for home decoration

a & k&

Women Always on the Enjoy Particularly
18-34 lookout for new entertaining interested in the
decorating ideas athome arts

143 132 109 101
121 127 105 926

e Style at Home

e House & Home

Québecor Insights:
Sources: Vividata, Fall 2021, anglophone Canada, T14, print and digital readership.




editor's note

STYLE AT HOME IS CANADA'S GO-TO RESOURCE
FOR HOME DECORATION!

Style at Home presents the most beautiful home decors
throughout the entire country. The content is inspiring and
affordable, and presents the latest trends and the most sought-
after products. Our team of designers and collaborators come
from every province, helping to build a strong, credible
Canadian home-decoration brand.
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key
attributes

Like to surround themselves with beauty
Are inspired by trends

Have favourites

Spend on home decoration

Curious and creative

Aware of new products

Like to make changes to their decor

Elegant and sophisticated
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content strategies in magazines

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

—
g B FQYer i Gefenon sreseren "
LE COUSSIN il ; o
TENDANCE EN Al B EERES S N\ 5
3 WM /8 ‘]‘ Howrto re'jsh ycﬂomeﬂlsﬁ = =
o - == DE SOULAGER Bl >
s % I - kg | ’ \ !
e == LARTHRITE IS
B LARTHRITE EST UN TERME MEDICAL QUI REGROUPE PLUS DE %00 MALADIES w «;—fbh‘)/ < L"JJ qf‘»v"<s

CARACTERISEES PAR L'INFLAMMATION DES ARTICULATIONS ET D'AUTRES PARTIES DU
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SPONSORED EDITORIAL CO-BRANDED ADVERTORIAL
CONTENT INSERT CONTENT
As§oci_ation with existing Insert of your product with photo in Content created by the editorial team Advertising. content provided by
editorial content. Advertising L . based on the advertiser’s brief. Co- the advertiser that presents the

o " the editorial article. , )
placement in juxtaposition branded content must be of genuine features and benefits of a product

ith the content. Text on the product near the ) . , e
wit - interest to readers and consistent with or ofrer.
photo. the editorial brand’s DNA

LEVEL OF CONTROL OF THE ADVERTISER



CANADA'S

Syleatho
co-branded content "

It's a content developed and endorsed by the editorial team, based on a brief
from the advertiser. The editorial angle of the content takes into account the
advertiser's communication objective.

BENEFITS - QEW
The Style at Home team puts its expertise at your service for the creation and x 13 o
development of relevant content that will create engagement with a targeted
clientele. This association with Style at Home, a well-established brand,
recognized and appreciated by its community, will also allow you to benefit
from its credibility and notoriety.

VISIBILITY

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

= Mention at the beginning of the article: Style at Home x Advertiser

» The name of the product will be mentioned, and some attributes of the
product will be integrated into the content in a natural way

* Product photos

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

Example : Canvas

Under approval of the editorial team

QUEBECOR | 8



CANADA'S

co-branded conten Shede
on the web

Vl S | B | LlTY NATURAL GREENERY DECORATIONS FOR CHRISTMAS

By: Christy Wright

Adapting your co-branded print content for digital, hosted on styleathome.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

« AFacebook post on our page, with handshake and amplification

« Bank of native tile impressions

Forget overboard glitz! A sprinkling of holiday flourishes is all you need to celebrate the
season in style.

° O rg a n i C a m p | ifi Cati O n i n th e CO nte nt re CO m m e n d ati O n m O d u | e There is nothing quite like the joy of decorating for the holidays. Yet unbridled enthusiasm when decking the halls can

sometimes lead to seasonal over-kill - you know that feeling you get when you're walking through a Christmas shop

instead of your own home? This Toronto abode shows how designer Orsi Panos gets the balance right when

« 2,000 guaranteed page views

*Material provided by the advertiser
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CANADA'S

- ET— a successful
campaign

/ print campaign

People will be Exposed to the Gross advertising

impressions

reached in Canada campaign on average

. 3.67
1.2 M X 1 time 1.2 M GRP

1
publication*

11.02
GRP

2 M X 1.72 times 3.6 M

) 22.04
2.7 K X 2.65 times 7M GRP

publications***
|

Québecor Insights :

Source : Vividata fall 2021 Canada, 14+, readership print only.
*Estimation for 1 publication in Style at Home

**Estimation for 3 publications in Style at Home

***Estimation for 6 publications in Style at Home
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readership
breakdown

4 A

A14-17 A18-34

4 % 38 %

A35-64 A65+

46 % 12 %

Source : Vividata, Fall 2021, Total Canada, 14+, multiplatform readership.
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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.
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2023 editorial planning Heshome

For editorial planning, please contact
kimberley.rouse@quebecormedia.com
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