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Getting !ck on track

To save nergy

Winter local fresh fare - Urban forest planning - Celebrate a green Halloween -
Highlights from the Green Grocery Guide: Including cheese and treats
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ECO-FRIENDLY HOME RESOURCE GUIDE

Our Green Homes ¢ 2 N2 y (i -Frieridly Hothe Resource Guideproviding Toronto residents
with authoritativeinformation and locatesouces to help them maksustainable choicem managing
and impovingtheir homes.

Now in its fifthyear, Our Green Home has/olved inb a complete resourcdor environmentally
conscious homeaweners.The magazineow deliversfour times annuallytargeting 120,000 high-income
homesin mature neighbourhoodthroughoutthe City of Torontahrough the Globe and Mail Toronto
Staranddirectdistribution at retail locationsand events

The magazine providgzractical, up-to-date seasonainformation. From renewable energy options to
ecofriendly renovaing tips to rebates and incentivesQur Green Home covers a wide variety of
seasonalgreen home topics OurGreenHome.ca offepsir completeyear roundmaterial © Toronto
homeowners 24 hours a day.

We have continued the expansionof the Green Grocery Guidean online resourcethat helps
consumers identify environmentally and socially responsibleproducts in their weekly shopping
Category by category, werovide general shopping criteridacked up by explanatieof applicable
labels anctertifications.We rate sample products examinimgredients packaging, distance to market,
availability anddisposability listing all certifications. Highlights of selected categories also appear
each issue of the magazine.

In winter 2011, we will take a similar methodology to the world of appliances with the launch off the
Green Appliance Guide.

The way wdive can no longer be seen as separate from the health andbeeily of our city and planet.
As a collection of communities, neighbourhoods, families and indiviguledsonto must incorporate
environmentally respectfuhnd energy efficient practices inmder to sugain its burgeoningpopulation.
The shift to a culture of sustainability begingh providing people good sources offormation, so that
they can makeénformed, responsiblechoices for their home, health and environment
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Paul Cassel
Publisherof Our Green Home
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TARGETED CIRCULATION

over120,000 @piesof Our Green Homare delivered,targeting older homes ithe city of Toronto
with a combined household income $L00,000 or greater

DISTRIBUTION BREAKDOWN

40,000distributed in the Toronto Stak Toronto subscriberm selected areas
70,000distributed in the Globe and Mait All Toronto subscribers and selected lesx
10,000single copieg; at City of Toronto LiveGreen and other environment themed events

EDITORIASCHEDULE 2011

Winter 2011¢24-page format!
Premium/Fixed?ositionBooking Deadlinelanuary 212011
General Booking Deadlindganuary 28, 2011

Material DeadlineFebruary 10, 2011

Distribution:March 5¢ 12, 2011

Cover StoryWhat is a Green Kitchen?

Feature: The Green Appliance Guide

How to: Energy Matlqg Calculating Payback

Reno Tips: Countertops

Column: CommunitZonservation if\ction

Special Report: Fireplace Fuelling Options

Update: the Green Scene

Highlights: Selected Categories in the Greeocény Guide
Home Rebates and Incentives
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Spring 2011
Distribution: April

1 Theme:Green Gardeng can feed us, cool us, and reduce our energy consumption, water
use and carbon footprint

Feature: t.b.d

How to: Environmental &ndscaping

Reno Tips: Roofing

Column: CommunitZonservation i\ction

Special Report: t.b.d.

Update: The Green Scene

Highlights: Selected Categories in the Green Grocery Guide

Home Rebates and Incentives Guide
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EDITORIAL SCHEDULE 2@bt.)

Summer 2011
Distribution: June

=
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Theme:Working with Builders and Contractorsasking the questionsind evaluating the
answers

Feature: t.b.d

How to:t.b.d

Reno Tips: Cooling

Column: CommunitZonservation i\ction

Special Report: t.b.d.

Update: Te Green Scene

Highlights: Selected Categoriesthe Green Grocery Guide

Home Rebates and Incentives Guide

Fall2011
Distribution: October
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Theme: Green Heat harnessing the sun, the earth and the air to heat your home
Feature: t.b.d

How to: t.b.d

Reno Tips: bathrooms

Column: Community Action

Special Report: t.b.d.

Update: Te Green Scene

Highlights: Selected Categories in the Green Grocery Guide

Home Rebates and Incentives Guide

*Note: editorial line up may changeithout notice
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ADVERTISING RATECARD

FOUR COLOURSPLAY ADVERTISING ACTUABIZE PRICE
(wxh)
Quarter Pag&quare nop E $1,250
Quarter Page (Horizontal) ® E H®  $1,250
Quarter Page (Vertical) H®PHpP - $1,250
Half PagéHorizontal) 9x 45¢ $2,000
Half Page (Vertical) 4.5 x 912% $2,000
Full Page OX9PMH p ¢ $3,000

Printed on 100% recycled contenewsprint

Call about preferred placemergpecial advertisingpportunities non-profit and frequency discounts
Add 2%% premium for the outside back cover

Add 15% premiunfor the inside frontandback covers.

Halt Pag Vertical Half Page Horizontal
Why is
e VerticalQuarter Page
HorizontalQuarterPage
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