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SU burban | ife is a magazine for families who

are interested in ideas that make “living in the ‘burbs” more exciting,
enriching and entertaining.

Good taste doesn't have to be expensive. Affordable and attainable
are the watchwords for the editorial content of this lifestyle magazine.
Readers are 35+ years with household incomes of $118,000+.

Living in the suburbs is more diverse, more interesting, more
neighbourly and more complete than ever before with shops,
restaurants and leisure options only minutes away.

Suburbanites are pursuing more cultural and recreational activities
because they have more time and money by living in the suburbs.
Their interests range from local live theatre to golfing. They load
up their vehicle with what they need - and go. This is an active and
involved readership.

A genuine street life blossoms in the ‘burbs - people walk, jog and
meet for lunch. Street parties are a summer tradition. Fall festivals
are amust.

Suburbanites have style and substance whether it’s their clothes or
cars. They are casually elegant and comfortably fashionable.

Cocooning has evolved. The new buzzword is “hiving.” Suburbanites
have friends and family over for brunch and barbecues.

Homes are stylish and stocked - from model home-style kitchens and
spa-like bathrooms to rockin”home theatres and beautiful back yards.

This vibrant publication fills a void in the Ontario magazine
marketplace. It's not a city magazine. It's not a cottage magazine.
It's for those people who call the suburbs home and appreciate ‘the
good life’ of spacious houses, big back yards and affordable shops,
restaurants and entertainment.
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celebrating life in the suburbs



with a targeted age range of 35+ years of age, suburbanlife reaches and
influences an audience of readers with household incomes of $118,000.

g burbam‘ﬁe readers: the metroland market research
) study 2005 shows:
64% of readers are 35-55

67% are maried 75% of Ontario population growth is in the

439 tessionl " Metroland market
o a@ managers, owners, professionals, executives 53% of Ontario expenditures are by
100% live in houses

Metroland residents
78% own their home
59% have children
42% have 1+ pets

feature articles focus on
® home & garden e food & entertainment
e travel & leisure e shopping & style
e automotive interests  ® local celebs

columns and departments include:

check it out: news, events, new products and services
home: renovating and decorating trends inside and outside
dining: whats new to try

drinks: recipes, entertaining ideas and tips
shopping: where to shop, what to buy

leisure: sports, hobbies and activities

local travel: resorts and attractions ideal for getaways
style: fashion and accessories
tech: gadgets and gizmos

finance: loans to investments
fitness: health & wellness

suburbanlife is distributed four times per year to 150,000 high-income houses
through Metroland’s 95+ community newspapers in southwestern Ontario.







