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Why is the Zoomer
market so desirable?

Because they control most of the
country’s wealth... and they spend it!

In fact, Zoomers beat out all other
age-breaks on virtually every significant
financial measure.

See for yoursellf.
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Zoomer Magazine readers control close
to $57 billion in spending power.

136,000 have a household income above
$150,000.

gL

A further 67,000 have HH incomes greater
than $200,000.

9 263,000 Zoomer readers have over
$250,000 in securities and savings.

everythingzoomer.com
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— 125,000 spend between $2,500 and $5,000
a month with their credit cards.

e 34,000 Zoomer readers have spent $100+
on makeup in the past 30 days.

=) 356,000 Zoomer readers live in a home
worth $500,000 or more.

[ 126,000 spent $40,000 or more on their

v v

most recent automotive purchase.

everythingzoomer.com
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Zoomers represent the largest market for
travel to specific destinations.

Destination Number of Zoomers Rank vs. other ages % of total that are Zoomers
Bermuda 152,000 1st 65.5%
Bahamas 288,000 1st 53.3%
Cuba 886,000 1st 56.2%
Dominican Rep. 552,000 1st 51.7%
Mexico 1,207,000 1st 50.8%
Central America 204,000 1st 50.9%
South America 208,000 1st 49.6%
Britain/Ireland 545,000 1st 52.8%
France 434,000 1st 489%
Germany/Austria 349,000 st 551%
Italy 412,000 Ist 59.9%
Other Europe 783,000 1st 55.5%
Middle East 101,000 1st 50.0%
Africa 139,000 1st 51.0%
China/Hong Kong 286,000 1st 51.3%
Japan 64,000 1st 50.0%
Other Asia 298,000 Ist 409%
Australia/NZ 171,000 1st 64.3%

Source: Vividata Q4 2015 Readership and Product Database, 12+
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The research has spoken

People no longer develop strong brand
loyalties under the age of 30.
So why target younger, less affluent demos?

Reach the people most likely to actually
buy your product.

everythingzoomer.co
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Because 1.32 million
Canadians rely on us for
great content.on travel,

fashion ;}pe\rsonal finance,
health and wellness

'4.&- .

booze and much‘mor ,
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STAND TALL,
STAY STRONG

And we give it to
them—lots of it

i Regular features and sections
you’II find in Zoomer each month.

Travel

I Zooming money

I zooMmIN Travel o "
ESCAPE RoUTES
adasgot the suthonthe

radar, adding more fights and lr-
gerjetsjustin time forsun sekrs.
Newroutesinclude dally Toronto to
Austin, Texas; Ottawa, once a ek,
o Holguin and Cayo Coco, Cuba;and
Montrealt La Romanainthe Dominican
Republic,via the company’ Ar Canada,
Vacations. And inabooknow,fylter
move, Vancouver to Cancun strts
onal weekly sevice Feb. 5, 201.
Vancouerites, f Mesica's noton your
vadr, Hawail shoud b. The airine s
increasing frequency to Honolul for
on, wwaircanoda.com

“This month, Westdet inroducessix

non-stopfightsthatwil rompt you o

Toronto to both Sarasota and West
Palm Beach, Fla umnestet.com

COMPASS POINTS

DUE SOUTH FLORIDA SEASIDE EATS If you're familiar with
the Adlantic side of South Florida, you'l Know that I’ not always
that easy to find a beachside spot where you can do lunch or an

sunshine state, withdir-

evening cocktall and dinner right off the sand. Well, we've discov- side o Central
ered a hidden gem: the Hollywood Boach Marriott. The prop- and aboot anhour drive
from Ontandoand,yes,

erty's restaurant, Latitudes, features a newly revamped roomy
¥ boardwalk, that

dapper mouse,Mickey.
-w

beach.
tacos and the salmon are guest favourites. 954-924-2202; wiw.
latitudeshollywoodbeach.com ~Vivian Vossos

in Whistler last year. And nobody can say what ths winter willbe:
e like.

well o eff Wall
ok s e somtr iy Vancouvs b butdor vianae

and his wife, Yoshiko Karasaw, including works from Emily Carr
Another space, for temporary exhibitions, will be one of the largast

. cudainartmuseum.com —Jim Byers
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Finance

ISK IS A four-letterword,
not to be spoken in polite
company — especially if
the topic of conversation
is retirement savings.
Thousands of older Canadians
learned this when they saw their
savings decimated in the crash of
2008, forcing some to delay their
retirement plans and others to im-
plement painful lifestyle changes to
make ends meet.

If anything, the danger is even
greater now. With interest rates near
record lows, people are reaching
for yield in an effort to obtain bet-
ter returns. Instead of putting their
money into safe, secure g

Risky Business
—-or Not?

Gordon Pape on low-risk ETFs

Not even the bluest of blue-chip
stocks is immune to a market melt-
down - banks, telecoms, utilities,
REITs (Real Estate Investment
Trusts), even preferred shares col-
lapsed against the wave of sell orders.
Most people who held on eventually
recovered their losses, but those who
panicked and sold were hit hard.

‘What can be done? For starters, in-
crease the fixed-income weighting
in your portfolio. That's most easily
done byusingexchange-traded funds
(ETFs) or mutual funds. T know re-
turns on these securities are the pits
right now. But they provide an im-
portant cushion in the event that the
stock market

investment certificates and govern-
mentbonds, they're buying dividend
stocks and high-distribution funds.
That spells risk.

36 — octoser 2015 everythingzoomer.com

Next, take a look at new ETF prod-
ucts that have been created with
the express goal of reducing market
risk. Industry leader iShares offers

THETOP FIVE
Returns are to June 30, 2015.
Note that none of these
funds has gone through a
major market correction.
BMO Low Volatility
Canadian Equity ETF
(TSX: ZLB). Launched in
October 2011, Management
fee: 0.35 per cent. Average
annual return since in-
ception: 19.4 per cent.
BMO Low Volatility US
Equity ETF (TSX: ZLU).
Launched in March 2013.
Management fee: 0.3 per
cent. Average annual return
since inception: 26.7 per cent.

3 iShares MSCI EAFE

imum Volatility Index
ETF (TSX: XMI). Launched
in July 2012. Management
fee: 0.45 per cent. Average
annual return since in-
ception: 19.5 per cent.
iShares MSCI USA
Minimum Volatility Index
ETF (TSX: XMI). Launched
in July 2012. Management
fee: 0.3 per cent. Average
annual return since in-
‘ception: 20.2 per cent.
Purpose Tactical Hedged
Equity Fund (TSX: PHE).
Launched in August 2013.
Management fee: 0.8 per
cent, Average annual return
since inception: 8.9 per cent.

the most diversity with a suite of five
minimum volatility funds.

“These funds offer a low-risk port-
folio of securities as measured by
standard deviation” explains Pat
Chiefalo, head of Canadian prod-
uets at BlackRock Canada, purvey-
ors of the iShares funds. (Standard
deviation is a complex calculation »

BZoomIn

l Tech Alexander Joo

INOURDAY, these rectangular hinga
i it e olook o, amotfertop et

alrendy sealed,they lsocome in handy atbisthday pa

Emmy.Ifits good enough or
Survivor, ' good enough o
i Bl pro-school grad
Hemrys,hemys. | GAME OF DRONES
o gopro.com Gircumventing al defn-
itons - Drona? Quodcopter?
PLUG & PLAY Actioncam? Selfaware
The workds mostpopu- | Teminator? -t
larcameralsn'tacamera anticpated Ly s “the
itstheiPhone. Although  world's irst throw-an

Marilyn Monroe steps out
of the Elizabeth Arden salon
in New York City in 1955.

Winter’s cold, dry air is
no excuse for parched

the bath and body care
products from C. Booth,
anew line exclusive to
Walmart, both for its
old-school apothecary
packaging as well its natu-
ral ingredients like olive oil,
vanilla bean and coconut
that make the products
seem good enough to eat. and wr
We recommend you stick to
slathering and lathering the
line of body butters, lotions,
washes and scrubs instead.

PUMP UP Maximize the volume on limp and
thinning hair with Shu Uemura’s Muroto Volume
Pure Lightness Shampoo for fine hair. Containing
no paraben or silicone to weigh tresses down,
the formula fortifies hair fibre with essential
minerals, so hair feels fuller yet light.

Beauty Kim Izzo

SOFTEN UP Chances
are your grandmother used it
or your mother used it, and now
you're reaching for a tube too.
When Canadian Elizabeth Arden
first created the Eight Hour
Cream in the 1930s, she couldn't
have known it would achieve cult
status. Now the brand has expanded
the collection to include an Eight
Hour Cream All-Over Miracle
that works to soften and condition
skin and hair and has a subtle citrus
floral scent. Home spa, anyone?

s
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skin and hair

CLEAN UP We love

LIFT UP Clinque's latest skin-care innovation,
Sculptwear, promises to target the things we di
like about our aging face and neck - namely, sagging
Kles. Using ingredients like soybean extract,
‘which is rich in LPA, a lipid that our bodies contain that
has tightening and smoothing benefits, the Sculptwear

mask and
aim to tone and sculpt cheeks, tighten jawlines and re-
duce the look of fine lines and wrinkles on the neck. If
only the products could do laundry too. @

H
5
g

socal networking: printing

for Facebook,those lock- * hld thepuck-shaped track
ing forhigher qualtyshats i devce, toss Liy o the
and moro manual contrls | ai and sh'l follow you via
canlook tothe DXO ONE. | GPS and computer visio,al

ACTION STAR

120 ps slow-mation.

intho atost version the _ with one-n, 20-mega-
Designed | pi

esign
tobestrapped o hemets,  © aperture o ofup o 40 kih,
scuba tanks,rearviewmir. | get those Liys batery lasts

prfession-

anythinglsewithaunique  l bokeh

perspectiv - o inimminent. | dured)
backgrounds

Gorarytothe fim andele- e,
wion ndustry that it won an | com

20 — scormecaos eeryiogosmercom

handing them
round

com USS300@.

PHOTOGRAPHY,

Literary Escapes|

Faraway places and fascinating
adventures - this collection of

Journeys without the et lag ey
ety st subor

Optioned o (Puris 910, The War
< that ndod eac) igh

lume Frence: he

)
Suthor Wil Fergton

oubled nations
fatrael

Road T

{helifeof Rorman phil

R

everythingzoomer.com



2017

Z00MER

MAGAZINE

Audience

National Edition 2017

Zoomer Magazine

Total Readership 1,319,000
Demographic Information

Male 40%
Female 60%
Average Age 61

Age 35+ 88%
Age 18-49 17%
Age 25-54 20%
Age 45+ 83%
Age 50+ 80%
Age 55+ 73%
Income

Avg HHI $75138
Geographical Distribution

Ontario 60%

BC 17%
Toronto CMA 28%
Vancouver CMA 10%
Calgary CMA 3%
Edmonton CMA 3%

Source: Vividata Q2 2016 Readership and Product Database, 12+

everythingzoomer.com
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Advertising Rates (Net)

National 2017

Total Reach: 1,319,000

4 COLOUR 1X 3X 6X 9X

IFC SPREAD $32,100 $30,495 $28,890 $27,285
OBC $18,060 $17157 $16,254 $15,351
IBC $16,620 $15,789 $14,958 $14,127
DPS $26,750 $25,400 $24,000 $22,750
FULL PAGE $14,450 $13,730 $13,005 $12,300
%5 PAGE $12,285 $11,675 $11,060 $10,450
Y2 PAGE $10,115 $9,615 $9,104 $8,600
Vs PAGE $7,225 $6,700 $6,500 $6,150

Ontario East Edition 2017 (Ontario, Quebec, New Brunswick, P.E.l., Newfoundland, Nova Scotia)

Total Reach: 922,000

4 COLOUR 1X 3X 6X 9X

DPS $18,720 $17,780 $16,850 $15,900
FULL PAGE $10,100 $9,600 $9,100 $8,600
2/3 PAGE $8,600 $8,200 $7,750 $7.310
1/2 PAGE $7100 $6,732 $6,375 $6,050
1/3 PAGE $5100 $4,800 $4,550 $4,300

Western Edition 2017 (British Columbia, Alberta, Saskatchewan, Manitoba)

Total Reach: 397,000

4 COLOUR 1X 3X 6X 9X

DPS $9,030 $8,579 $8127 $7,676
FULL PAGE $5,350 $5,083 $4,815 $4,548
2/3 PAGE $4,685 $4,451 $4,217 $3,982
1/2 PAGE $4,015 $3,814 $3,614 $3,413
1/3 PAGE $3125 $2,969 $2,813 $2,656

Inserts/Polybags

> Rates upon request

» Limited positions available per issue

» Samples must be provided at least two weeks
prior to space closing for approval of handling,
sizes and stock selection

» All inserts must be shipped with brokerage
fees and transport prepaid

» Supplied inserts from outside Canada

must be imprinted with the country of origin
(e.g., “Printed in the U.S.A)

Source: Vividata Q2 2016 Readership and Product Database, 12+

everythingzoomer.com
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Editorial

Print Calendar

Month Theme Space Material Inserts In-Home Newsstand
March Your Money, Your Life DEC16 DEC 23 JAN 04 JAN 23 JAN 30
April The 3 Age Wave JAN 27 FEB 03 FEB 08 FEB 27 MAR 06
May Right Sizing Your Life MAR 03 MAR 10 MAR 15 APR 03 APR10
June Your Health Span APR 07 APR 14 APR 19 MAY 08 MAY 15
July/August Best of Canada MAY 19 MAY 26 MAY 31 JUN 19 JUN 26
September The Feel Good Issue JUN 30 JUuL 07 JuL12 JUL 31 AUG 07
October The How-To Issue AUG 04 AUG 11 AUG 16 SEP 04 SEP 11
November Winter is Coming SEP 15 SEP 22 SEP 27 OCT16 OCT 24
December/Jan Mind, Body & Spirit/ OCT 27 NOV 03 NOV 08 NOV 27 DEC 04

New Year, New You!

everythingzoomer.com
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Terms and Conditions

Agency Commission

15% of gross billing allowed
on space, standard colour
and position charges to
recognized agencies only.
Commission is not allowed on
other charges such as extra
mechanical charges, special
colours and reprints. There
is no commission on retail
or classified advertising.

Payment

» Terms: net 30 days.

» Accounts payable at office
of publication in Canadian
funds or equivalent value at
the rate of exchange prevailing
at the time of payment.

» Published rates do not
include GST or HST. These
taxes (as applicable) will

be added to invoices and
clearly identified.

Tax Deductability

Publisher warrants deduction
of advertising costs is not
restricted by section 19

of the Income Tax Act.
Advertisers who file Canadian
tax returns can claim
advertising costs of

this publication as a business
expense.

General Information

> Rates subject to change
without notice.

» Publisher reserves the right
to refuse any advertisement
for any reason.

» Advertiser and advertising
agency assume liability for

all content (including text,
representation and illustration)
of advertisement printed and
also assume responsibility for
any claim arising therefrom
against the Publisher.

> Advertiser and advertising
agency agree that
ZoomerMedia Limited shall
be under no liability for its
failure, for any cause, to
publish any advertisement.

> Photographs, artwork and
other production items made
for advertisers are charged

to them separately in addition
to space and colour charges.

> Publisher shall be entitled to
payment as herein provided,
upon having completed the
printing of the advertising and
having taken reasonable steps
to distribute the publication.

> Publisher will not be
responsible for reproduction of
colour advertisements unless
colour proofs are supplied.

Contract, Copy &
Cancellation Policy

» Contract period covers

any 12 months starting with
the first insertion.

» A contract must accompany
the first insertion order of
the advertisement covered.

> In the event of a rate increase
during a contract period, the
advertiser is protected at

the same volume level but
not the same rate.

» Contracts for special
positions (e.g., covers, inserts,
outserts) are noncancellable.
> No cancellations are
accepted after closing date
for advertising space.

> In the event that an
advertiser’s contract is not
fulfilled as specified, the
advertiser agrees to accept
the resulting shortrates back
to the best earned space
rate applicable within the
specified 12-month period.

> Publisher is not bound by
any conditions, printed or
otherwise, appearing on
contracts or copy instructions
when such conditions conflict
with policies covered by this
rate card.

» Verbal agreements are not
recognized by the company.

> Any claim rendered against
ZoomerMedia Limited for
rebates on charges made
under contract, for any reason,
must be filed with the company
in writing within 60 days
following the expiration of

the contract.

everythingzoomer.com
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Contact Information

ADVERTISING

Lori Fitzgerald

Publisher

Director of Sales,

Print & Digital
|.fitzgerald@zoomermedia.ca
416-607-7730

ADVERTISING

Taylor Fowler

Content Coordinator,
Print & Digital
t.fowler@zoomermedia.ca
416-363-7063 x 371

PRODUCTION

Stephanie Beard
4£16-607-7714
production@zoomermag.com

EDITORIAL ENQUIRIES
query@zoomermag.ca

everythingzoomer.com
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ZoomerMedia: Multiple brands, multiple platforms.

ZOOMER

403,000 1,319,000

Unique Visitors Average Readers Per Issue
Per Month

L 5 () Dpigital Network (1)

Magazine (2)

THENEW,

200

& 7 . ﬁ'/

—0 é Radio (3) 979,000
wae| e Weekly Reach
596,000
Weekly Reach

’—O [f] Television (6) *

J 0 -
g GET FIT
578,000
Weekly Reach 219,000
Weekly Reach
e @ roicvision) Television 8) {)° ® &
HOPETV
8,000 Weekly O E 2,399,000
Reach Weekly Reach
300,000 60,000 I1deacity
mRP Members ZOUMLV:RXS;HOW Event Attendees  ¥SSEENRYES
total weekly reach (duplicated)
Sources: (1) Google Analytics; (2) Vividata 2016 Q2 Readership and Product Database; (3, 4) Numeris PPM, Total Canada, MS 5a-1a, Persons 2+, 14-15 Broadcast Year; everythingzoomer.com

(5, 6, 8) Numeris PPM, Total Canada, MS 2a-2a, Persons 2+, 14-15 Broadcast Year; (7) BBM Diary, Fall 2013, Winnipeg EM , MS 2a-2a, Persons 2+;



