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Kevin Bent and Mike Cowan

“On behalf of all the staff at the Pacific Newspaper Group,
welcome to the 2007 Advertising Plan Book. You’'ll notice

a consistent theme throughout the plan book that speaks to our readers.

After all, our very worth is ultimately measured by our valued readers.’

b
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THE VANCOUVER SUN

Kevin Bent | Publisher and President
Mike Cowan | VP, Advertising Sales
Pacific Newspaper Group

The Power
of Partnerships

The Pacific Newspaper Group, publisher of
The Vancouver Sun and The Province, is a leader in

SAAVINAT ONINAJdO

the community. We strive to make our two
newspapers a reflection of this incredible place we
call home. And we strongly believe that investing in
our community is a part of our responsibility to
both our readers and our advertising customers.
Thanks to the support we receive from you, we are
able to continue the tradition of giving back in
many different forms, such as Raise A Reader, the
CanWest Spelling Bee, The Vancouver Sun Run, and
The Province Empty Stocking Fund. We are also
proud to support and promote our local business
community with programs such as The Vancouver
Sun Top 100, Top 100 Chinese British Columbians
and The Vancouver Sun Garden Show.

Your success is how we measure our success.
May the coming year be filled with health, happiness

and continued achievement in meeting your goals.

L

Kevin Bent Mike Cowan

President and Publisher

Vice-President, Advertising Sales



Grace Kwok

I read The Vancouver Sun a couple of times in a day. In the morning it’s a

habit - like brushing your teeth. At the office I take another look in more
detail. The business section is key for things like sales volumes. On different days of the week,
I look for different sections - like Town Talk on Thursday, At Home on Friday, New Homes on
Saturday. In the evening I look at it to keep track of what’s happening in the world.

Vice-President of Anson Realty Ltd.
Named to The Vancouver Sun list of
100 notable Chinese-Canadians, 2006.
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The Greater Vancouver
Marketplace

If you really want to understand
Vancouver, stand at the edge of the
cruise ship terminal, Canada Place,
and look around you. To the west
you'll see Stanley Park, one of the
world’s largest urban parks, jutting
out into the waters of Burrard
Inlet. To the north, just across the
inlet, rise snow-capped mountains.
To the east, right along the water, is

the low-rise brick-faced Gastown.

And almost everything else you see

lining the water’s edge will be a new
glass and steel high-rise tower. As

giant cruise ships glide in to berth,

float planes buzz in and out, and
your ears catch a medley of foreign
tongues, you may wonder just
where on earth you are. Vancouver
is majestic and intimate, sophisti-
cated and completely laid back, a
bustling, prosperous, world-class
city that somehow, almost mirac-
ulously, manages to combine its
contemporary, urban-centered
consciousness with the free-spirit-
ed magnificence of nature on a
grand scale.

FROMMERS.COM

THE VANCOUVER SUN
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Crossing

The geography in the Greater Vancouver area presents interesting chal-
lenges. Downtown is on a peninsula surrounded by ocean. Not only is
it the bastion of business but also supports 80,000 residents who often
walk to work. This peninsula is connected to the rest of the city by three
bridges to the south and a land bridge to the east. To the north are the
majestic mountains of the North Shore where some 2010 Winter
Olympic events will take place. To get to and from downtown, North
Shore residents must cross the water by bridge or Seabus.

The Fraser River dissects the entire region - crossing it involves ferry,

tunnel or bridge, including a new span being planned to alleviate con-

gestion. The Fraser River gives the Fraser Valley its name and its rich
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soil. The Valley is booming with communities growing at exponential
rates. There are only two main routes in from the eastern region, a
highway to the north of the river and a freeway to the south. Com-
muters travelling in from the south have the choice of two routes which
skirt the edge of Burns Bog, the largest undeveloped urban land mass
in North America.

The geography is challenging enough but with 30,000 cars being added
to the roads each year, traffic congestion is always an issue as commute
times get longer and the price of real estate in close proximity to down-
town keeps rising. But Greater Vancouver residents are passionate
about the West Coast and wouldn’t consider living anywhere else.
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The Lower Mainland

same amount of pedestrian traffic as some prime spots in

ECONOMY

The average home in Greater Vancouver has increased by
$100,000 in the past year alone. The average price for a sin-
gle family home in Greater Vancouver was $741,644 in Sep-
tember of 2006, making this area the most expensive real
estate market in Canada. The value of real estate coupled
with strong employment and steady population growth has
created a very vibrant and buoyant economy.

Along with a vibrant economy comes new construction.
Ground has broken on many of the competition venues for
the 2010 Winter Olympics. The Canada Line, a light rapid
transit line connecting downtown Vancouver with Rich-
mond, is well underway. A new downtown soccer stadium
is in the development stages. Everywhere you look, con-
struction cranes dot the skyline.

GROUND BREAKING RETAIL

Consumer confidence is extremely high, resulting in robust
retail sales and new chains entering the market. Tiffany’s
has recently opened, Williams and Sonoma are about to
launch their first store and Holt Renfrew will be expanding
into their new 121,000-square-foot space in the spring of
2007. A first for Costco, a downtown location is now open.
Granville Street in downtown Vancouver has experienced
arevival. Robson Street has a reputation for carrying the

New York. Vancouver’s own Soho, Yaletown, houses con-
verted heritage buildings with old loading docks acting as
giant sidewalks and restaurant patios. Retail lease rates now
rank within the world’s top five.

TOURISM

With our incredible scenery, vibrant arts scene, fabulous
restaurants and all that great shopping it’s no wonder that
we’ve been ranked “top city in the Americas” for the third
year in a row by Conde Nast Traveler magazine. Visitors
come from all over the world including 84,000 Chinese vis-
itors in 2006 and that number is expected to skyrocket once
Canada receives an approved destination status from the
Chinese Government.

Over 837,900 cruise ship passengers embarked from here
for Alaska on 28 ships over 253 sailings in 2006. Forecasts
for 2007 through 2010 indicate these numbers will climb
to more than 1,000,000. The 2006 cruise season in B.C. con-
tributed more than $1.25 billion to the provincial econo-
my and almost $90 million in direct and indirect taxes.

The newly expanded Convention Centre, when finished in
2008, will be among the ten largest in the world and in true
Vancouver fashion, will have a living roof, seawater heating
and cooling, on-site water treatment and fish habitat built
into the foundation.

OV IdLHMXIVIN



Bob Lenarduzzi

Reading The Province and at the same time savouring a great cappuccino

are two vital parts of my morning routine. I thoroughly enjoy turning
to The Province for the latest news on our local sports teams, overseas soccer updates as well
as current events in our province, country and world. In addition to reading The Province,

I have the pleasure of writing GOOOOAAAL! - a weekly article which appears every Friday.

Head of Soccer Operations
Vancouver Whitecaps F.C.
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The People
of Greater Vancouver

Why do people choose to live in
Vancouver? Being consistently rated
as the third best place in the world
in which to live may have some-
thing to do with it.

“The sense I had from
Vancouver is that while it
offers sea, beach, mountains
and lots of outdoor activities,

it’s also a city that has a

certain buzz. It offers that
better quality of life.”

NEW IMMIGRANT

The city of Vancouver has surpassed
600,000 people and is growing at a
rate of about one person every two
hours. The Greater Vancouver
Regional District, which is made up
of 21 municipalities, is home to
more than 2.1 million people.

Our mild climate and the proximi-
ty to nature and water mean an
affinity for outdoor pursuits, which
is why people here are more active.
Where else would people find hik-
ing up a mountain, known as doing
the “Grouse Grind,” after work

relaxing? And where else can you go
sailing or wind surfing, bike riding
around the Stanley Park Seawall
and skiing all on the same day?

All that activity can work up an
appetite. According to Frommers,
we’re one of the top restaurant cities
in the world, with food from every
country as well as our own unique
“west coast fusion” style. We're also
big drinkers — of coffee, that is.
There are 4.3 Starbucks here for
every 100,000 population — that’s
three times the national ratio.

When it comes to our homes, many
Vancouverites may choose to raise
their families in the suburbs but
more and more are choosing to live
right downtown in a high rise. We
have the fastest growing downtown
core in North America, with 80,000
people living within the five square
kilometers that make up the down-
town peninsula. New schools, com-
munity centres and grocery stores
have sprung up to support this
growing density, called “the great-
est urban experiment since the
1950s” by Canadian Geographic
magazine.

THE VANCOUVER SUN
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TARGETING OPPORTUNITIES:

P LANUBOOK

Read The Vancouver Sun The Province
Business Decision Makers 53% 49%
Grocery Shoppers 56% 49%
Wine Drinkers 51% 49%
HH plans to purchase appliances 50% 46%
HH plans to purchase furniture 54% 50%
Accessed the internet in the past 7 days 49% 49%
Have high speed internet 51% 46%
HH plans to purchase home entertainment items 56% 51%
HH plans to purchase a computer 61% 52%
Personally have real estate other than home 60% 52%
Have more than four credit cards 52% 51%
Likely to take a trip to Mexico/Caribbean in next six months  55% 54%
Took some action after seeing a classified ad 45% 50%
Mother tongue is Chinese 33% 30%

SOURCE: NADBANK 2005, AVERAGE WEEK

Sanjay Goel

With the dawn of each day The Vancouver Sun

delivers a clear picture of current events and issues

that affect our community. Local, national

and international events are presented fairly

as to how they impact Vancouverites.

For me every day starts with The Sun.

President, Cruise Connections Canada

THE VANCOUVER SUN

Delivering the Best Prospects

On any given day, The Vancouver Sun and The Province

can deliver more of your target audience than any other single medium.

THE VANCOUVER SUN

SERIOUSLY WESTCOAST

READERS ARE CRUCIAL

Vancouver Sun readers are an upscale audience. They enjoy

a higher than average income, own their own home and
have older teenagers in the home. They continue to
increase their investment in their home by renovating, dec-
orating and landscaping. They enjoy the finer things in life
such as fine wine, travel, golfing and gardening. And they’re
outgoing, attending live theatre, restaurants and movies on
a regular basis.

PROFILE OF A VANCOUVER SUN READER:

It stands to reason that the more educated you are, the
higher your income will be. Forty-seven per cent of Van-
couver Sun readers have a university degree, and an average
household income of $80,091 per year, significantly high-
er than the market average. With 80 per cent of them own-
ing their own home, Vancouver Sun readers have an invest-
ment that has increased an average $100,000 over the past
year. This means that Vancouver Sun readers have consid-
erable buying power.

SOURCE: NADBANK 2005/20006, AVERAGE WEEKDAY

IT STARTS WITH OUR READERS

The Province’s tab format appeals to readers who want their
news in a more concise form. With its second to none
sports coverage, The Province appeals to a slightly more
male audience. Its readers are younger (almost half aged
between 25 and 49), and they’re in their prime child-rear-
ing years which also means their prime spending years.
They tend to live in the suburbs where it’s more affordable
to raise a family.

Province readers also carry clout in the marketplace, being
read by almost 30 per cent of all Senior Managers/Profes-
sionals in the Lower Mainland. And with 43 per cent of
readers having a household income of more than $75,000,
they can afford to buy your products and services. With
more than half a million readers every day, The Province
is an integral part of our daily routine.

SOURCE: NADBANK 2005/20006, AVERAGE WEEKDAY

VIN
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Newspaper Engagement

ENGAGEMENT

The latest hot topic in media planning is engagement — this
means placing your advertising message in a medium where
your potential customer is involved. In a world of fragmenta-
tion and multi-tasking, engaged media has the power to hold
the undivided attention of an audience longer.

NEWSPAPERS

The Vancouver Sun and The Province readers are engaged.
They’re not surfing the internet, watching TV or talking on
the phone while reading our newspapers. They’re giving more
of their full attention to the content than they do with TV and
radio. Newspapers are where consumers go for trustworthy
information which influences the way they think about things.
And that lends itself to advertising as well. Canadians indi-
cated that newspapers offer the most credible advertising and
that they are the most useful, informative and trustworthy
medium.

NEWSPAPER READERS LOVE THEIR PAPER

Readers find newspapers stimulating. They find newspapers
flexible in that they can pick and chose which news and arti-
cles to focus on and they have favourite sections and colum-
nists. And they feel that the advertising is useful to them.
Broadcast media is used as a background media and it’s one
of the things consumers are doing as they multitask. Advertis-
ers seek engaged audiences for their messages. More than any
other medium, newspapers deliver engagement.

Read both
134,000
The Province Vancouver Sun
exclusive readers exclusive readers
370,500 339,700

SOURCE: NADBANK 2005/2006

AVERAGE TIME SPENT READING (IN MINUTES)

43 minutes 59 minutes 40 minutes 52 minutes

DO OD

Mon - Fri Saturday Mon - Fri Sunday
THE VANCOUVER SUN

CIRCULATION AND READERSHIP

The Vancouver Sun Circulation Readership
Mon — Thursday 168,624 473,700
Friday 186,278 473,700
Saturday 213,459 517,500
Total Weekly Readers 866,000
The Province

Monday — Friday 145,836 504,500
Sunday 179,789 455,000
Total Weekly Readers 880,200
Vancouver Sun/Province Readership

Monday - Friday 332,114 844,200
Weekends 393,248 784,200
Total Weekly Readers 1,252,800

SOURCES: CIRCULATION: AUDIT BUREAU OF CIRCULATIONS FOR SIX MONTHS ENDED MARCH 31, 2006
READERSHIP: NADBANK 2005/2006 BASE: 1,802,300 GREATER VANCOUVER ADULTS AGE 18+

BROADSHEET VERSUS TABLOID PAPERS
IN MAJOR CANADIAN MARKETS

Broadsheet M Tabloid
Toronto Adults  Toronto Star 24%
4,014,600 Toronto Sun 11%
Ottawa Adults Ottawa Citizen 30%
890400 Ottawa Sun  17%
Winnipeg Adults  Winnipeg Free Press 44%
545,600 ‘Winnipeg Sun 20%
Calgary Adults  Calgary Herald 33%
804,900 Calgary Sun 24%
Vancouver Adults The Vancouver Sun 26%
1,732,500 The Province 28%

MONDAY - FRIDAY READERSHIP, NADBANK 2005/2006

THE VANCOUVER SUN

IN THE AVERAGE WEEK, THE VANCOUVER SUN AND THE PROVINCE REACH:

70% of gardeners

76%

of golfers

66% of gourmet cooks

2%

of soccer players

68% of people who enjoy photography

70% of people who play baseball

69% of joggers

2%

of hockey players

68% of walkers

79%

of people who attend Canucks’ and Giants’ games

71% of people who exercise at home

78%

of people who attend BC Lions’ games

72% of people who exercise at a fitness club

73%

of people who attend live theatre

70% of bike riders

66% of people who go to the ballet

67% of downhill skiers

71%

of people who visit art galleries

72% of cross country skiers

2%

of people who attend classical music concerts

69% of snowboarders

74%

who attend rock/pop concerts

75% of people who snowmobile

76%

who attend jazz concerts/festivals

70% of skaters

73%

of people who go to the Casino

68% of swimmers

70% of people who go clubbing

72% of canoeists/kayakers

75%

of movie goers

75% of fishers

2%

of people who enjoy fine restaurant dining

71% of campers

68% of hikers/backpackers

SOURCE: 2005 NADBANK

Michel Ibrahime

Every morning before I start my

business day, I go to my favourite

spot in Ambleside to have a coffee
and read The Province. Customers always
scramble to get a copy before they’re gone.
Because I'm a regular, my personal copy is tucked
under the counter and given to me with my
coffee. At work, customers talk about something
they have read or seen in the paper. To be in the
know, I go to The Province. I am also a soccer

coach, and the sports section is awesome.

Michel Hair Design & Day Spa

OV IdLAATIVIN




Roxanne Shepansky

The Vancouver Sun and The Province are meaningful to me because
I know that when I want in-depth coverage on an issue or story that I can
turn to our dailies to provide a local perspective - they represent the voice of Vancouver. When
I want to gain a deep understanding of a particular issue, I know that I can rely on the papers and
I love the fact that I can schedule my reading time around my busy schedule - when it works for me.

President, Genesis Media
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The Editorial Products

We provide British Columbians
with award-winning journalism,
both in print and online, that
informs, enlightens and entertains.
With the largest news gathering
capabilities in the province, The
Vancouver Sun and The Province
set the standard for news reporting.
Every day we start with a blank
canvas. That painting takes shape
throughout the day as we sift
through everything that has hap-
pened and determine what is of
relevance, importance and value to
readers. We then manufacture two
completely new products and

deliver them to your doorstep, your

computer screen or your mobile
device. And we do it every day.

At The Vancouver Sun, it is always
about content. Our journalists are
committed to bringing our readers
provocative, informative stories and
issues that reflect our community.
The Province starts with its readers
— the paper’s award-winning jour-
nalism reflects the issues that are
important to them. And now
Province readers have a direct con-

nection with the newsroom

through an email forum called e-

street, the eyes and ears of the cities

and towns of B.C.

TVIMOLIAA
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Readership is Crucial

Our mission at The Vancouver Sun is
to cover British Columbia and to pro-
vide perspective on the rest of the
country and the world as only a
British Columbia-based newspaper
can do. We live here and work here
and love our West Coast life. No oth-
er news operation commits the
resources we do to informing our
community. Our goal is to serve read-

ers to the best of our ability, every day.

In 2006, The Vancouver Sun won two
National Newspaper Awards - Cana-
da’s most prestigious journalism
award - and three Jack Webster awards
for excellence in B.C. journalism. The
fact that The Vancouver Sun wins
more journalism awards every year
than any other Western Canadian
newspaper is a testament to the talent

and commitment of our journalists.

P LANZBOOK

At The Vancouver Sun we understand
the British Columbian experience.

We live, work and play in one of the
most beautiful and diverse places in the
world and the community’s newspaper
should respect and reflect that.

Patricia Graham

Editor In Chief, The Vancouver Sun
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BusinessBC

Our locally focused business section, and
our team of experienced business writers,
covers the local, national and international
business climate from a B.C. perspective.
We provide in-depth stories, features and
analysis on the business news you need to
know.

DAILY SECTIONS

The Front Section

THE VANCOUVER SUN

The Vancouver Sun’s extensive journalistic resources bring the world to your doorstep

every single day. From stories produced by our award-winning reporters and colum-

nists, to the best of the news and photographs from the world’s top news services, The

Sun’s news pages provide a comprehensive package of international, national and local

news - all with our unique West Coast perspective.
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Westcoast News

Westcoast News provides complete local
coverage about the place you live. It
attracts loyal readers who enjoy the news,
features, lively columnists and daily spe-
cial reports about the people and issues
that are important to them.
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Arts & life

Pick any day of the week and our culture
and lifestyles section have it covered with
flair and insight. From Monday’s Body &
Health, Style on Tuesday, Food on
Wednesday, WestCoast Life on Thursday,
Movies on Friday, and the Weekend Mix
on Saturdays, Arts & Life has everything
you need to know, see, hear, taste and
explore in B.C. and around the world.

Sports

Whether on the ice, in a stadium, or at a
field, our team of top-notch sports journal-
ists are there, bringing you so much more
than just the score.

TVIHOLIdd
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TOTAL WEEKLY MALE
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P LANZBOOK

DAY SPECIFIC IN THE VANCOUVER SUN
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MONDAY TUESDAY WEDNESDAY
ARTS & LIFE ARTS & LIFE ARTS & LIFE

Every Monday with Body &
Health, Arts & Life flexes its mus-
cle and pulls together all the right
ingredients for living the healthy
life. Along with all the latest
entertainment and cultural sto-
ries, we bring you current news
on nutrition, exercise, and fitness.
But we all know that’s not where
good health starts nor ends, so,
from alternative medicine to
relaxation techniques, we look at
the healthy mind, body and soul.

549%

FEMALE

READERSHIP

18

46%

On Tuesdays, it’s true Style as Arts
& Life shows you the new looks,
the latest designers and those
secret finds that make every outfit
work. Our popular Shelf Life tests
and rates all the latest beauty
products. As well, our Matchpoint
column brings a new perspective
on relationships and reviews of
the latest CDs put an insightful
spin on new tunes.

TRAVEL

We are your one-stop getaway
hub for that perfect trip and
vacation. Every week, our Tues-
day Travel section will take you
there with ease and helpful tips so
you have the time of your life.

28%

AGE 35-49

24%

SENIOR
MANAGERS &
PROFESSIONALS

Every Wednesday in Arts & Life,
lick those lips and dig in with the
latest and best restaurants reviews
in the Lower Mainland. Or get
cooking with our kitchen-tested
Food section. Our What’s Stir-
ring columnists Ruth and Brenda
whip up delectable recipes and
chef Karen Barnaby takes us on
yummy adventures with a palate
that reflects the diversity of the
Lower Mainland’s extraordinary
food scene. Plus, for all the latest
local film industry news, check
out our Backlot column by Lynne
McNamara who gives you your
weekly dish on Hollywood North.

$80,091 | 48%

AVERAGE HOUSEHOLD
HOUSEHOLD INCOME
INCOME $75K PLUS

£
E

47%

THURSDAY
WESTCOAST LIFE

The Lower Mainland’s essential
weekly arts and entertainment
guide, Westcoast Life, is packed
with previews, reviews and inter-
views of the latest theatre, films,
dance, restaurants, galleries, spas
and music in B.C. Westcoast Life
gives you everything you need to
know about everywhere there is
to go. It’s your best way to serious-
ly enjoy life on the West Coast.

80% | 31%

UNIVERSITY HOME ADULTS WITH
GRADUATES OWNERS CHILDREN
AT HOME

SOURCE: NADBANK 2005/2006
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FRIDAY
ARTS & LIFE

Movies - if you love them or if
you want know what’s just out,
Arts & Life is the place for you on
Fridays. We have, as we do every-
day, all the best cultural and
lifestyle news, but it’s the silver
screen that we own as the week-
end begins. Top notch reviews, big
star interviews and news about
Hollywood, Bollywood, the indie
scene, the latest DVDs, and every-
thing in-between.

AT HOME

Your home is your castle and
Friday’s At Home is all about fly-
ing the decorating and design
flag. Every week we take you
inside some of the most beauti-
ful and ambitious homes
around. As well, we have the
wonderful Debbie Travis and In
the Garden with horticultural
guru Steve Whysall. Plus the lat-
est trends, house calls, antiques,
gadgets, and shopping - it’s all
only in At Home.. so drop by!

N ERRIE
ON it
DESIGN

DRIVING

Get behind the wheel with the lat-
est in auto news, trends and prod-
ucts. Plus, weekly reviews on the
hottest models on the road. Com-
pare prices and pick up loads of
consumer tips.

= TRAVEL =
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SATURDAY
ARTS & LIFE

Sit down, have a coffee and open
up the most insightful and illumi-
nating weekend pages around.
Every Saturday, Arts & Life’s
Weekend Mix delivers ground
breaking cover stories, the latest
galleries in Viewfinder, and a
diverse Music page. Plus for your
guide to the good life, turn to
renowned wine columnist Antho-
ny Gismondi’s Eat/Drink for the
picks of the week from Australia
to the Okanagan. As varied as the
Lower Mainland itself, the Week-
end Mix is the place for big ideas,
big laughs and big coverage on the
people and the stories that make
B.C. the lifestyle and cultural cap-
ital of North America.

TRAVEL

Our comprehensive and loyally
read Travel section gives every-
thing you need to know to book
your next vacation destination.

WEFEKEND

REVIEW
“EATE

WEEKEND REVIEW

Thoughtful, informative and
entertaining, our Weekend
Review brings together hard-hit-
ting news features with the Issues
& Ideas pages, as well as a special
Health & Science spread. Look
here for the Books pages with great
reviews and previews of the latest
releases.

WESTCOAST HOMES

Whether it’s a trendy downtown
condo or a luxurious heritage-style
home in the suburbs, or youre a
serious buyer or just looking for
ideas - Westcoast Homes section
is your open house.

WORKING

Our Saturday Working section
has the experts, articles and advice
to help you find a job, change
careers, or set realistic goals for a
new area of employment. Plus, our
pages of employment postings are
filled with great openings with
many of B.C’s top employers.

”IVIHOLI(IE[
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Readership starts here

Published Sunday through Friday,
The Province offers an entertaining
blend of news and features including
the latest news from around the city,
B.C., the country and the world. Serv-
ing readers since 1898, the publica-
tion’s experience covering the issues
of B.C. is displayed in every edition.

The paper doesn’t just reflect social
change, it is often the vehicle for

change. It will tackle a burning B.C.

issue, such as crystal meth or stolen
cars, and drive home what needs to be
done to overcome the problem.

The newspaper has a solid reputation
for outstanding reporting. Organiza-
tions including the Canadian News-
paper Awards Committee, The Jack
Webster Foundation, and various oth-
er groups have all cited The Province

for excellence in journalism.

PLANU BUOOK

Every afternoon news meeting
with the editors is filled with
vigorous debate about which story
is most vital to our 500,000 readers.
Nothing is as important to us

as the loyalty of those readers.

Wayne Moriarty

Editor In Chief, The Province
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Entertainment

The Province is a great source for local entertain-
ment news and reviews. Our Thursday E-List
section provides a comprehensive guide to where
to go and what to do to enjoy the local arts and
entertainment scene. The section is filled with
reviews of movies, plays and television. Our
Tuesday Ultrasound package focuses on the lat-
est CD releases each week.

DAILY SECTIONS

Local News

Local and B.C. news is what’s important at The Province. If it matters to people
in British Columbia, you’ll find it inside The Province. With brightly written sto-
ries and easy-to-read features, we put the daily news into context and focus on

how issues affect real people.
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It never gets old.
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Sports

The Province’s Sports section is
one of the best in North Ameri-
ca - covering national and inter-
national sports with flair and
intensity. Our pages are packed
with our engaging, must-read
columnists, innovative packages,
great action photos and all the
news fans want about their local
teams.
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Money

The Province’s business section, Money;, offers
interesting and informative coverage of today’s
business world exploring trends that affect the
B.C. business community. Our pages cover a
broad spectrum of stories which include fea-
tures focusing on local Lower Mainland and
B.C. businesses and in-depth profiles of estab-
lished and up-and-coming business leaders.

Live It!

The Province’s Live It! section provides
daily advice on how to make the most of
living in beautiful B.C. Our columnists
provide fantastic tips on all the latest fash-
ion, food, and relationships trends.
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DAY SPECIFIC IN THE PROVINCE
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MONDAY

Pick up SPORTS for the most
comprehensive coverage of all the
weekend action. From Howard
Tsumura on high school and uni-
versity sports to Ed Willes’s Mon-
day Morning Musings column,
we’re all over the pros and the
amateurs.

In MONEY, Wendy McLellan’s Your
Bottom Line column explores how
to make the best decisions with
your money. And financial advisor
Chris Carter answers reader ques-
tions and helps advise you on how
to save and invest your hard-
earned cash.

Jeani Read’s Network column, in
LIVEIT!, profiles B.Cs most inter-
esting people — from entrepre-
neurs to entertainers — about life,
their work and what they love to
do for fun.

880,200 | 55%
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TUESDAY

E-TODAY is jam-packed with con-
sumer-friendly features. Our
music writers tell you all about the
new releases and the hottest shows
in Ultrasound. And the Home
Movies page highlights the latest in
DVDs— and gives away movies to
lucky readers every week. Tues-
day’s the day that DVDs and CDs
are released — and we’re right
there with our recommendations.

In LIVE IT!, Vancouver fashionista
Susie Wall picks a hot celebrity
look, then scouts local stores for
affordable items to help readers
create their own version of the
looks featured in magazines and
on the red carpet.

During the spring, summer and
fall, TRAVEL focuses on the Pacif-
ic Northwest for quick getaways.
During the winter, the emphasis is
on adventure travel experiences
— and sun and sand hotspots.

45% | 33% | 20%

WEDNESDAY

Then check out DRIVING, our
hugely popular automotive sec-
tion which runs Wednesdays and
Fridays. Driving boss Keith Mor-
gan and his team of experts test-
drive the latest cars and fill you in
on all of the issues surrounding
the road.

Want to get out on a Wednesday
night but don’t have a clue what to
do? Every day, the team at
E-Today helps out with the
E-LIST TODAY — several can’t-
miss options for all your enter-
tainment needs. Never again will
you be caught unaware of what’s
going on in town.

$73,761 | 43%

THURSDAY

It’s time to start planning the
weekend — from new movies to
restaurants to buying some wine
for a nice, quiet evening at home.
THE E-LIST is a weekly version of
the daily what’s-on column, and is
chock full of previews of every-
thing from comedy to theatre to
concerts to family events.

In SPORTS, our NFL expert Bren-
dan Nagle weighs in on the com-
ing weekend with his picks —
breaking down every game so you
don’t have to. That’s Racing pro-
vides a look ahead to all the
motorsport events around the
world, and closer to home
Howard Tsumura’s high school
pages dissect the busy world of
high school sports.

36% | 72% | 37%

The Province

et

SUNDAY

BOY
MEETS

SHHIII\'H[IMEE B

ST AT V. - - —_

PORT MOODY'S
GOT IT ALL

o bl e et
it s g e | e,

gl [y Seeand
EARE ==
i 66 66 &R

J=Wﬂllllﬂli ‘
e ey <
r|‘-rur1rJ.:_1m: GIGS

V,@,ﬂt;

FRIDAY

Pages and pages and pages of
movie coverage. That’s what
E-TODAY does best every Friday.
From the ones to watch to the
ones to avoid, we bring the big
screen to you. It’s easy to read and
it’s comprehensive — a key com-
ponent of your moviegoing habit.

SPORTS goes big on the Canucks
every day of the week. But it’s all
pulled together on Fridays with
the NHL Weekend Warmup —
and during football season, our
all-you-can-eat game guide for
the B.C. Lions. And Canadian
soccer legend Bob Lenarduzzi’s
Goooaaal! — an always-enter-
taining look at the weekend in
soccer the world round.

Plus, of course, the biggest
DRIVING section of the week.
You'll find every car to meet your

needs.

SUNDAY

The Province’s Sunday magazine,
UNWIND, focuses on everything
from B.C’s most fascinating peo-
ple to more in-depth looks at
issues in the news. From our
Christmas Letters of Thanks to
special looks back at Expo or the
Vancouver Aquarium’s 50th
birthday, it’s also an outlet for our
passionate readers to share their
stories. Province cartoonist Dan
Murphy’s Not Necessarily Ha-Ha
Funny humour page is a weekly
keepsake — and we give you
pages and pages of crosswords,
comics, puzzles and the celebrat-
ed health columnist Dr. Dave
Hepburn. From pets to books to
a unique crime column by Van-
couver Police Sgt. Mark Tonner,
UNWIND is a great, relaxing Sun-
day read.

Sunday’s MONEY section covers
broader trends in B.C's business
world, profiles established and
up-and-coming leaders and
delves into major developments.
And technology writer Jim
Jamieson presents his weekly
Inspect a Gadget column, review-
ing the latest tech toys. Next door,
in WORKING, you'll find out how
to get a great job in B.Cs thriv-
ing economy, how to advance
your career if you're already
employed and how to stick-han-
dle through the at-times complex
issues in the modern workplace.
And SUNDAY HOMES reflects the
booming real estate market.

In E-TODAY, movie writer Glen
Schaefer fills you in on the always
hip and happening B.C. film and
TV production business in
Behind the Screens, while video
game guru Paul Chapman steers
you in the right direction for all
the new games with his long-
running Power Play page.

Along with the major destination
features, the SUNDAY TRAVEL sec-
tion includes a price-driven col-
umn on travel bargains, called For
As Little As. . .,a column on trav-
el trends, called Travel Talk, a
reader-driven feature, You Were
There, as well as Celebrity Travel,
our regular, weekly travel poll and
other timely stories and features.

TVIHOLIAA

TOTAL WEEKLY MALE FEMALE AGE 35-49 SENIOR AVERAGE HOUSEHOLD SOME POST- HOME ADULTS WITH
READERSHIP MANAGERS & HOUSEHOLD INCOME SECONDARY OWNERS CHILDREN
PROFESSIONALS INCOME $75K PLUS AT HOME

SOURCE: NADBANK 2005/2006
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THE VANCOUVER SUN

Roam for your e and sverything in

Advertising
Opportunities

The Vancouver Sun and The
Province are constantly striving
to improve how we engage and
interact with our reader. We’ve
also become more innovative in
the products and creative execu-
tions that we offer our advertis-

ers. Here are some ideas that will

Section Front Banners 26
Premium Positions 27
Flexform and Ghosting 28
Island Ads 29
Floating Banners 30
U Shaped Ads 30

have you looking at us in a whole
new way.

With more options than ever
before, we can deliver more
engaging ways for reaching your
target audience. Hanging ban-
ners, fireplaces and islands are

just a few of the possibilities.

Teasers 31
Own a Section 32
Double Trucks 33
Branding Ads 34
Innovative Ads 35

25
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THE VANCOUVER SUN
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SECTION FRONT BANNERS PREMIUM POSITIONS
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2 </ Staying
Available on Front Page, Westcoast, Arts & Life, Sports, Business Home...
BC, Keeping Track, Travel, At Home, Driving, West Coast Homes,
Classifieds, Comics, TV Times Today, Working, Eat/Drink, In

The Garden and Movie Listings

E | resetfabourly AREAw
I 7 i almsre patch
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With high impact, a section front banner puts your MRS, SIS D0¥1 Y0v0n WAL |13 | cunnimsn o it v 1o ot e - S — R y : :
message front and centre with our readers. Banners Drought i S e E TS om D TiEee ()
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The Vancouver Sun: S
10 columns x 30 lines on Front Page must be >
full colour
10 x 40 Westcoast 25% premium H
10 columns x 40 lines all other section fronts 15% premium 2

of firaieg that perfect
edenom o divmg room
vuite of yusr diramms 5

The Province: roarlocy
9 columns x 25 lines on outside back page 25% premium
9 columns x 30 lines all other section fronts 15% premium
5 columns x 44 top of page on Live It 15% premium

9 columns x 30 lines on Page 3 Entertainment

Available on Health, Sports, Inside Sports, Weather, Breakfast PAGE 2 - 9 COLUMNS X 82 LINES

Briefings, Money, Working, Coffee Break, Classifieds, Animals,
Reading, Gadgets, Driving, Olympic Sports Page, Crossword
(9x21), NFL Game Day, World Sports Page, Travel.

==t
A

B RO e PAGE 3 MIN. 5 COLUMNS X 100 LINES, MAX 10 COLUMNS X 144 LINES

SUPER FOODS i

10 COLUMNS X 40 LINES ALL OTHER SECTION FRONTS

supehanged
wih anextm
doss of
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s, The breaking news story of the day usually
L continues off the front page making the follow-

5| New money needed for projects ing pages highly desirable ad positions.
beyond '08, TransLink officer says

I_I"E“’ Rivor ! On cusp of 21, Adam goes dee;r

WEw ALum Tonar! Gregory's fans will notice a 'pl.lng -mduln ke than's griciker

The Vancouver Sun:

Page2  3columnsx95lines 3 positions available

*Colour not available « 25% premium except Monday &
Tuesday

Page3  Min. 5 columns x 100 lines

Max 10 columns x 144 lines

*Limited colour availability « 25% premium under
10x144

The Province:

Page2 9 columnsx 82 lines * 25% premium

Outside Back Page: The outside back page of a section

gives you an anchor position, in full colour in a highly-

targeted section. Check with us on availability.

5 COLUMNS X &4 TOP OF PAGE ON LIVE IT 9 COLUMNS X 30 LINES ON PAGE 3 ENTERTAINMENT PAGE 2-3 COLUMNS X 95 LINES
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FLEXFORM AND GHOSTING

FLEXFORM

Flexform ads use the newspa-
per page creatively. They grab
the readers’ attention and
hold it. These unique spaces
are an unusual way to stand
out in the crowd, by differen-
tiating your company from
others.

GHOSTING

Ghosting is a subtle yet very
effective marketing tool. It
hits the readers between the
eyes as they can’t help but
notice your ad.
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EDITORIAL ISLAND PAGE

Positioned in the middle of the sports scores,
stock listings or the movie page, an island ad
draws the eye and focuses a reader’s attention.

The Vancouver Sun:
Stock Island 3x, 4x, 5x, or 6x columns in width
45 lines minimum, 25% premium
100 lines maximum depth
Sports Island 3 columns x 50 lines 25% premium
Movie Island 4 inches x 80 lines 25% premium
Editorial Island on request
The Province:
Stock Island 4 columns x 40 lines 25% premium
Sports Island 3 columns x 50 lines 25% premium

Entertainment Listings Island
3 columns x 50 lines 25% premium

Editorial Island on request

STOCKISLAND

adv

JALLVAYO
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FLOATING BANNERS

These banners give you the impact of a full page as there is no
other advertising on the page, with the advantage of the reader
spending more time on the page because editorial is above and
below your ad.

Fireplace: Much like a floating banner, you're the only advertiser
on the page with editorial on three sides of your ad.
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TEASER CAMPAIGN

Keep them guessing. A teaser campaign
piques interest and engages the reader.

FIREPLACE

U SHAPED ADS:

This variation on a flexform ad can work extremely well.
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THE VANCOUVER SUN

OWN A SECTION: : DOUBLE TRUCKS:

Use the entire width of the newspaper to create amazing impact.

With your ads peppered throughout an
entire section of the newspaper, you’ll cre-
ate a buzz with readers.

adv

TELLUS presents.

SENCE & HEMIN

i o g il 6 New Year's Resolutions
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Learn the tango
with your music phong.
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positioning go a long way in making an impact.
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Christy Clark

The Province is a great read. It boasts some great reporters,

and that means it’s full of news - breaking news and excellent
analysis of long-running stories. And, of course, it’s always chock-full of
provocative opinions that keep readers coming back.

editorial columnist for The Province.

Clark currently serves as a part-time
radio talk show host in Vancouver, and

N G PLANU BOOK

Reaching your

target

The Vancouver Sun and The
Province have a broad reach to an
upscale audience. To target your
message more specifically, run in
sections that appeal to a narrower
audience, such as the theatre goer
in the Arts & Life section or a chef
with the Food section.

You can also use other vehicles

CREATIVE EXECUTIONS

Classifieds

Preprinted Inserts
Polybags

TV Times

Online Advertising

The Digital Newspapers
Global TV

Sampling Programs

market

within the papers, such as the
classified section, which is nar-
rowly categorized; magazines;
special features; and online.
Whatever your target market, we
have an effective way of reaching
it with compelling content in var-

ious formats.

Sports Stat Sponsorships
Newspaper In Education
Magazines

Advertorial

Special Sections

Special Features Calendar
Events

Ad Planning Calendar

THE VANCOUVER SUN

SALLINM.LIOddO DONILLADUV.L
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BRANDING ADS

Small space ads are very effective at branding
and are extremely cost efficient. They can be
strategically placed throughout the paper.

Talk to us about a Top Of Mind Awareness
(TOMA) program.

P 1 i b et et |

Do consumers think of your business first?
If they do, 91% are likely to do business with you.

There is a direct correlation between top of mind awareness
and sales. If you use proper branding messages and adver-
tise creatively and consistently over a long period of time,
consumers will come to think of you first in your particular
category of business.

When branding, you need to consider the following:

+ Length of product cycle - days, weeks, months or years?

+ Are you in a mature or non-mature category - Coke and
Pepsi own their category which is considered mature

+ Are you in a seasonal business?
+ What are the strengths and weaknesses of your business?
+ Develop a competitive analysis

+ What's your point of difference - what benefit do you give
the consumer?

+ Do you own your category in the consumer’s mind - in
other words, what is your positive positioning statement?

Brand name recognition throughout your business’ buying
cycle ensures that when consumers need the type of prod-
ucts or services you offer, your business will be first in their
minds. By building top of mind awareness today, you build
the foundation for your business’s success in years ahead.

It doesn’t take a huge advertising budget to increase your
branding. In fact, you could probably work within your cur-
rent budget by reallocating dollars. Did you know that in the
Lower Mainland, 48% of consumers already have a business
in mind when they turn to the Yellow Pages? And 49% of
consumers would call a business with a smaller ad in the Yel-
low Pages if they had already heard of the company. Sixteen
percent of consumers don’t use the Yellow Pages at all. So
by reducing the size of your ad in the Yellow Pages and rein-
vesting it in a small space ad campaign in The Vancouver
Sun and The Province, you'll be able to brand your business
with virtually no increase in your advertising budget.

We’ll be happy to work out a program individually tailored
to your business’ specific needs.

AN INVITATION TO INNOVATION

THE VANCOUVER SUN
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CLASSIFIEDS

B.C’s number one online

@ Wﬂfklﬂg-"lﬂm job network is Canada’s

P e o vl o ST

fastest growing jobsite.
Working.com offers unparalleled reach across Canada and a
uniquely tailored approach to target qualified applicants. Bolstered
by the power of CanWest Media Works, working.com provides
access to 3,000,000+ job seekers each month through 12 thriving
metro newspapers; working.com on TV; Global television; and on
canada.com, Canada’s personalized news and information desti-
nation. Employers can be assured that their message is reaching
even the most passive job seeker while job seekers are able to focus
their search on job titles, sectors and specific regions.

WORKING SUPER SECTION

This bi-annual career initiative has become one of The Vancouver
Sun’s most anticipated employment sections of the year. In 2007,
this special section will be published in January and September.
With the backing of multi-media advertising, this feature is
designed to ensure that the greatest number of qualified candidates
will be aware of employer’s hiring needs. Let readers know that
your company is worth investigating when it comes to looking for
their next career move.

dri vi ngca Accelerate your auto sales with

driving.ca, the online auto
source for listings and information on new, used and rare vehicles.
Harness the power of Canada’s most functional and comprehensive
automobile website and give your customers an innovative way to
get information and make decisions on their vehicle of choice. Dri-
ving.ca boasts fantastic sales options for dealers, including com-
petitive quotes, a distance calculator for sales close to home, easy
photo upload and ad enhancement capabilities, online editorial,
consumer and road test reviews, full manufacturer specs, thou-
sands of listings, and selling tips. This site is fully loaded!
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@ rent i ng A The Vancouver Rental Market

has never been more competi-
tive. The more prospective renters that see your rental listing, the
faster you will rent your property. Advertising on renting.ca in com-
bination with The Vancouver Sun and The Province guarantees
that your listing will reach thousands of potential tenants. You can
enhance your ad with attractive photos, unlimited details, bolding
and highlighting. Property managers can benefit from being a rent-
ing.ca subscriber and renters can enjoy the convenience of receiv-
ing email alerts. Renting.ca is the most powerful, convenient and
effective rental website in the Lower Mainland.

FEATURED HOMES

Whether you're a private seller or a savvy realtor, Featured Homes
gives you a competitive edge. This product enables the advertiser to
place a visual and descriptive ad at an extremely low cost. Readers
have a keen awareness of Featured Homes, and know that every
Friday, Saturday, and Sunday, The Vancouver Sun and The Province
Classifieds have the hot leads on the local real estate market.

e rememberingca Honour the lives of loved

s pusravnesoie. ONes with a dignified online
tribute. Every obituary announcement published in The Vancou-
ver Sun and The Province is posted on www.remembering.ca.
Friends and family appreciate the opportunity to offer condolences
as well as share in a lifetime of stories and photos. Remembering.ca
is also a quick reference guide for Funeral Homes and Services.

ﬁ Celebrate your Special Occasion
(‘\ F I_.E B RATIN G with a full colour ad in the week-
= end editions of The Vancouver
Sun and The Province and on www.celebrating.com. Friends and
family are able to sign your online guestbook, check your gift reg-
istry, and view your photo archive. Advertisers can join in the cel-
ebration with a variety of affordable online opportunities includ-
ing seasonal sponsorships. If you're having a birthday, anniversary,
graduation or other big event, celebrate it at Celebrating.

MERCHANDISE FOR SALE

You might hate it, but someone else will love it! Place your free clas-
sified ad in The Vancouver Sun and The Province and have your
ad posted on our classifieds.canada.com website. Join the most
trusted Classified Community Marketplace in BC. Call us to place
your free three-line, private party ad for three days in our Mer-
chandise For Sale section today!

One smart rabbit.

Getting a sample of your
product into the hands of
potential customers induces
them to become regular
purchasers. Polybags pro-
vide a terrific vehicle for dis-
tributing samples as they are
delivered with the newspa-
per, which is welcomed into
the home. Because the poly-
bag surrounds the newspa-
per with your advertising
message, it generates 70 per
cent brand recall and over
45 per cent trial.

TV TIMES p

TV Times is the most widely
read magazine in Greater
Vancouver. TV Times now
has more stories, special fea-
tures and complete listings
than ever before.

Reach 237,700 affluent read-
ers* and channel your adver-
tising budget to TV Times.

*NADBANK 2005

THE VANCOUVER SUN

PREPRINTED INSERTS

Make sure that your inserts are carried in
the most valued and exclusive vehicles -
The Vancouver Sun and The Province.

Exclusivity

The Vancouver Sun and The Province carry a lim-
ited number of inserts, giving advertisers the best
exposure and consumer attention. The Vancou-
ver Sun and The Province are also sought-after,
paid products, delivered by adult carriers, so
they’re assured to be looked at. Your insert will be
delivered by 6 a.m. on the day you want. Adver-
tisers can also be confident of delivery to the vast
majority of restricted access buildings.

SPECIFICATIONS

Please contact your account executive for a copy of
our insert specifications or find them online at
WWW.png.canwest.com.

The Province
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THE VANCOUVER SUN

ONLINE ADVERTISING ~| THE DIGITAL NEWSPAPERS

il The Vancouver Sun and The Province released a vastly improved ver-

i
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& Authentic ChiﬂESE RECipES Quick & Simple

LEE KLM KEE

Sign up as a member of Canada.LKK.com F RE *
and get a sauce pack ;
‘Lent | pack pa

v

Lt 1 p

When Lee Kum Kee wanted to promote their sauces and encourage consumers to sign-up for their newsletter,
they used an online banner on our newspaper websites. The 100,000 impressions they ran resulted in 800

1

TR

L]

T —
181,

» Downloadable to 3 devices
including your computer
and mobile device.

+ Magnify your graphic

sion of the online newspaper on December 1,2006. Not only is it eas-
ier to read online, but it is also loaded with new options.

Access up to 7-days of
digitally archived back issues.

Manage your email alerts so
you know when your new

ONLLADYVL

consumers signing up. That doesn’t even count the number of people who clicked through to their website. e e p—— and type for easy reading. edition has arrived
S = — — + Save or send articles to * Hear every story read aloud.
— e = " i )
| The Proviece afriend or colleague. + Translate any story into

THE VANCOUVER SUN Profile of a www.vancouversun.com reader: o sy s + Search and read 11 leading 12 different languages.
AND THE PROVINCE ONLINE *© 59% are 18 — 44 = Canadian newspapers.
With more than 75% of Greater Vancouver adults going online " 50% have a household income over $60K fsg amn o - e
everyday, website advertising is fast becoming an important ingre- * 56% are male and 44% are female Gt E :i il'."} ,,a,: Once registered, this digital newspaper is free to full week print sub-
dient in your media mix and extends your reach against a younger + 419% have kids at home — —— - — - scribers or anyone can sign up for your free 7-day trial at

o : = . e . . .
demographic, cost effectively with guaranteed exposure. Profile of www.theprovince.com reader: = :_E E = 0. www.vancouversun.com/digital or www.theprovince.com/digital

2] = 4 3 5|
+ The Vancouver Sun site has over 400,000 unique visitors per * 45%are 18- 44 = = == e =

month and 46% of those visitors are exclusive; they’re not
reading the print version of the paper

+ The Province site has over 205,000 unique visitors per
month with 29% being exclusive readers

+ Newspaper website users tend to be younger, better educated
and more ethnically diverse compared with online audiences
in general

+ Online activity has a high influence on offline shopping.
This influence tops 60% in categories such as cars, appli-
ances, furniture/home and garden, and food/groceries

When a story breaks in Vancouver, for updates throughout the

day, readers turn to the authoritative news source, The Vancou-

ver Sun and The Province websites.

* 59% have a household income over $60K
* 51% are male and 49% are female
* 349% have kids at home

SOURCE: COMSCORE MEDIA METRIX, APRIL TO JUNE 06 AVERAGE
KNOW MORE.

shopping
Knowg)EBuy beg BuY BETTER.

We’ve taken The Vancouver Sun’s and The Province’s advertis-
ing in-paper and put it online, where it is fully searchable. This
unique and powerful resource enables our readers to make
the right buying decisions for fashion, electronics, real estate,
home and garden, sports equipment, entertainment, jewellery
and much more.

ONLINE ADVERTISING OPPORTUNITIES

+ Leaderboards deliver a prime location and accommodate
more content for larger creative and branding

+ Skyscraper ads remain visible as the viewer scrolls down
the page

+ Big Box Ads offers a large creative space, while delivering
high frequency and content targeting opportunities

+ Impulse ads allow you to buy by time frames rather than
impressions

+ Contests are immediate and interactive, allowing you to
build a data base of your target market

1|'|;ﬂ|:-ml-!
-a&_mi{?agﬂ‘

an altermgap af
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EXPANDING LEADERBOARD

GLOBAL TV

ABOUT US

Here in British Columbia, Global operates
from studios on 7850 Enterprise Street, Burn-
aby. Our first broadcast from this building
aired October 31, 1960. Since then we’ve
expanded our operations to produce 45.5
hours of award-winning news programming
with ratings far surpassing the main competi-
tor’s, from early morning to late evening. The
multiple-award winner and esteemed Global
National’s anchor and Executive Editor, Kevin
Newman, also hosts Current, a one hour
independently produced documentary on
issues affecting Canadians. Our primetime
boasts the most-talked-about and ratings-
winning programming, such as 24, Prison
Break, House, Brothers and Sisters, Heroes,
Deal or No Deal, Survivor, The Simpsons,
Family Guy and Gilmore Girls. Serving
British Columbians since 1967, Global BC is
an outstanding corporate citizen. Not only do
we inform and entertain, we participate in a

wide range of community activities, the Chil-
dren Variety Telethon and Children’s Hospi-
tal Miracle Telethon being the two biggest.

PRODUCTION SERVICES

Global BC offers production services from
concept to completion. We offer creative solu-
tions to help achieve sales and marketing
goals. Our innovative ideas deliver results for
all levels of advertising campaigns be it retail,
non-profit and integrated.

Steve Darling

Morning News Anchor, Global BC TV

The Province usually covers some
exclusive story that piques our
interest. Newspapers can give
more depth than we can in
television. I like to be informed,
and the papers are a way to stay
informed, seven days a week.

|41
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SAMPLING PROGRAMS
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THE VANCOUVER SUN

CANADIANS PROD TURIN'S ICY MASCOT

: Wammg

' issued over
aboriginal
“+ education
‘Conspiracy of sillence’

pruts billss-dallar plan
I dangeT, nepon sy

With The Vancouver Sun and The Province’s Sticker program, you
can put your brand on the front page of the newspaper. Purchase
up to 3,000 copies of either newspaper and we will hand it out to
people at various high traffic locations. Or we can arrange for a
home delivery program. Combine this offer with your advertis-

ing campaign and you'll increase the recognition of your brand.
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SPORTS STAT SPONSORSHIP

You may not be able to own an NHL franchise team but you
can own the Canucks’ highlights from last night’s game
through a sponsorship of the sports stats. By being the pre-
senting sponsor of a particular sports stat, you'll be top of
mind with sports enthusiasts, especially when they’re in the
market for your product or service.

ATTENTION EDUCATORS

Create a Classrdom Newspaper Contest

WIN great prizes for your
class and your school!

A

NEWSPAPER IN EDUCATION

The Newspaper In Education program is dedicated to pro-
moting literacy in our community by providing educators
with materials to assist in teaching reading, writing and think-
ing skills through the use of the newspaper.

Our advertisers have the opportunity to sponsor educational
programs for use in schools throughout B.C. This sponsor-
ship opportunity is a great way to connect with the commu-
nity and position your brand as supportive of education
throughout the province. Sponsor a local school, communi-
ty or provincial program. Contact our NIE Coordinator at
604-605-2726 today for details.

MAGAZINES

WESTCOAST HOMES & DESIGN MAGAZINE - The
quintessential source of information for purchasing
a new home in today’s B.C. housing market. This
revamped and restyled magazine brings you com-
prehensive information and features from real estate
trends to market watch, interior decorating to land-
scaping. We provide tools that readers need to make
informed buying decisions. In addition to the 25,000
copies distributed each month at more than 600 loca-
tions throughout the Lower Mainland such as The
Royal Bank, Chevron Town Pantry, IGA Market-
place, real estate offices and SkyTrain stations, adver-
tising in Westcoast Homes & Design now includes
two weeks of coverage on Global Television. Four
times a year, 250,000 additional copies are inserted
into The Vancouver Sun and The Province.

SUPER CAMPING - RV camp-
ing enthusiasts have relied on
Super Camping for more than
18 years to provide them with
detailed camping information
in B.C. For the fifth year, B.C.
Lodging and Campgrounds

Association is partnering with
The Vancouver Sun to produce 300,000 copies on
March 21, 2007. More than 700,000 camping afi-
cionados will read this magazine.

THE 2007 GOLF GUIDE glossy magazines will be dis-
tributed with The Vancouver Sun and The Province
in early April to more than 300,000 households. This
comprehensive informative publication will appeal
to golfers at all levels. Our Golf Guide will highlight
what’s new on the courses as well as what’s new in
the pro shops. Tips from the pros, equipment
reviews, and our famous annual guides to golf cours-
es and green fees throughout British Columbia will
all be featured.

AD SIZES FOR GLOSSY MAGAZINES

Full page with bleed ~ 8.0625" x 9.5625"
Full page no bleed 7.25"x9"

Half page horizontal 7.25"x4.375"
Half page vertical 3.5"x9"

THE VANCOUVER SUN

THE VANCORUVER S1A

OUT OF TOWN
B.C RESDAT AN
RECELATIGHAL MBOPERATY | Facr T

THIE VANLCLVER 5L GUIDE 20006

READY

OR NOT?

5 COLLEGE DAYS EN IHHE
Ilﬂli LEFPIS SIT TO
LAUKCH HI% PRO CAREER.
QR IS HET

BRAD FIEMER TIAKR T0 CARADKS
LT GHLAT GOURTR. Rad 1h

FANTASTIC
FOURSOME —
PLUS ONE:

JI.ILI-IH'III"I'H

The Province
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ADVERTORIAL

ADVERTORIAL PROFILE

Whenever you launch a new product, store or service, you
need to introduce yourself to the marketplace. An Adver-
torial profile page can increase the value of your advertis-
ing. With ten days notice, we can build a full or half page
(half-pages available only in The Vancouver Sun). Within
this feature page, the ad portion makes up at least 50 per
cent of the space and the advertorial portion takes the
remaining.

CORPORATE MESSAGING

With a Community Report special section, you can pro-
file your industry, celebrate a special event or anniversary,
create awareness around a trade show, publish a corpo-
rate annual report or even educate the public on issues
such as cancer prevention. Ask your account executive for
details on how we can help make your corporate commu-
nications and public relations more powerful.

P LANUBOOK

educate BC -

SGSB

Providing graduate
training for tomorrow’s
busingss madars

In ey
—

SPECIAL SECTIONS

Special sections in The Vancouver Sun and The Province
allow advertisers to target specific readers with special
interests, at key times of the year. Special features gener-
ate traffic and sales with their added impact. Each fea-
ture covers a subject or event of interest to a specific seg-
ment of readers, allowing the opportunity to target
potential customers.

There are many features targeting health, such as Heart
Month in February, a Canadian Diabetes feature in
November and Dental Month in April. National initia-
tives are Travel and Loyalty, RRSPs, Home Electronics
and Small Business Week.

There are a variety of automotive choices, from the offi-
cial Pacific Auto Show guide in the spring to fall’s Auto-
motive Preview to the monthly Driving Life section.

For the sports fan there are special sections on the
Canucks and NHL throughout the season.

Blitz, a pre-game warm up for every BC Lion’s home
game, sets the stage for the upcoming game, profiles the
visiting team and provides readers with everything they
need to know about their football team.

Readers tend to keep these special sections for a longer
period of time to use as a reference.

THE VANCOUVER SUN

BlUTZ

DEFTH CHARTE D It AROUND THE CFL I FELIONE

Ad Sizes for Blitz are same as Province ad sizes

The Province

ONILLADYVL I
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SPECIAL FEATURES CALENDAR - 2007

JANUARY

Automotive Outlook
Motorcycle Show
Education Life
Babies of the Year

Working
Super Section

Westcoast
Homes & Design

Weedless Wednesday
Insider’s Edge
Annual Horoscopes
Weddings

Spring Arts Preview
Seniors Living

FEBRUARY
Boat Show
RRSPI&II
Engineering Week
Georgie Awards
Insider’s Edge

Romantic Gifts
and Getaways

Great SUV Drives

Vancouver’s
Top Realtors

Wellness Show
Weddings

Westcoast Homes
& Design Magazine

Heart Month
Chinese New Year
Superbowl

Countdown to 2010
Winter Olympics

Sustainability

Consumers Choice
Awards

MARCH
Spring Style
Super Camping

Vancouver Interna-
tional Auto Show

Private Post-
Secondary Education

Westcoast Homes
& Design Magazine

Insider’s Edge
Celtic Festival

30 Days
of Sustainability

Small Business
BC Pharmacy Week
Career Fair

APRIL

Auto Show Review
Golf Guide

Summer Camps
Earth Day

Parade of New Homes

Telus Ski
& Snowboard Festival

Insider’s Edge

Cosmetic
Rejuvenation

Westcoast Homes
& Design Magazine

Loyalty & Rewards
Sun Run

Auctionmart Cata-
logue

Home Renovations
Summer Travel

MAY

Memorial Cup

BMO Vancouver
Marathon

BC Getaways
Gardening Feature
Childrens’ Festival

Westcoast Homes
& Design Magazine

RV Lifestyles
& Destinations

Careers in Nursing
Seniors Living
Grad Feature

Sprinﬁ/ Summer
Vehicle
Maintenance Guide

Sustainability
Inheritance & Wealth
South Granville

JUNE

The Vancouver Sun
Garden Show

TD Canada Trust
Jazz Festival

Island Living

Private Post-
secondary Education

Westcoast Homes
& Design Magazine

BC Lions
Dragon Boat Festival
Farmers Markets

Parade of Renovated
Homes

Okanagan Living
Blitz
Canada Day

Careers — Trades
and Technical

Patio Dining
Destination 2007
FIFA U20 World Cup

juLy

Fireworks

Merritt Mountain
Music Festival

Festival Vancouver
Sustainability
Blitz

Men’s U19 World Bas-
ketball Championship

Whistler

Westcoast Homes
& Design Magazine

AUGUST
Back To School
Education Life

Westcoast Homes
& Design Magazine

Super Dogs
Blitz
Fall Sports Schedule

SEPTEMBER

Chartered Accoun-
tants

Insider’s Edge
Raise A Reader
Fall Style

Blitz

Fall Arts & Entertain-
ment Preview

Westcoast Homes
& Design Magazine

South Granville
Seniors Living

Taste of Yaletown
Travel & Loyalty
Automotive Outlook

Working
Super Section

OCTOBER

Fall/Winter
Car Care

Career Search
Insider’s Edge
Canucks Preview

Small
Business Week

Charitable Giving
& Estate Planning

Blitz

Fall/Winter Travel
Destinations

Westcoast Homes
& Design Magazine

Working Super Sec-
tion

BusinessBC 100
Parade of New Homes

NOVEMBER
Higher Learning
Holiday Magic
Insider’s Edge
Grey Cup

Holiday Gift Guide
Washington State
Home Electronics

Christmas
Movie Preview

Westcoast Homes
& Design Magazine

Sustainability
Georgie Finalists
Auto Preview 2008
Winter Fun

DECEMBER
Holiday Dining
Insider’s Edge

Christmas on South
Granville

Christmas Lights
Guide

EVENTS

Career Search - Employment and Education Fairs all in
one. These semi-annual career and employment fairs
attract thousands of high caliber candidates. An extraor-
dinary advertising package means that you'll be reaching
prospects through The Vancouver Sun, The Province,
Global and on working.com.

BusinessBC 100 Breakfast - Sold out crowds attend the
unveiling of our Top 100 list and enjoy CEOs of top com-
panies being interviewed by our very own securities
columnist, David Baines. Advertise in the BusinessBC 100
and enjoy exposure at this must attend event on the Van-
couver business calendar.

The Vancouver Sun Garden Show - 2007 will be the inau-
gural Vancouver Sun Garden Show taking place June 7 - 10
at VanDusen Gardens. This will be the largest outdoor gar-
den show in North America. With The Vancouver Sun and
The Province reaching 70% of gardeners in the Lower
Mainland in the average week, this event is sure to be a
sell out.

Vancouver Sun Run - This is the largest 10K run in Cana-
da, and the second largest in the world, with 2006 seeing
more than 50,000 registered participants. Training tips
and clinics start early in the year with the event taking
place on April 15,2007.

Raise A Reader - each year in late September, some 450
volunteers are on the streets of Greater Vancouver raising
money for literacy in British Columbia. Since 1997, British
Columbians have raised almost $2.5 million. One hun-
dred per cent of donations, combined with those from
our generous sponsors, corporate benefactors and the
matching funds from the province, goes to family literacy.

Have other ideas that you don’t see here?
Give us a call at 604-605-2478.

We'd love to work with you to explore other creative options.

VANCOUVER SUN RUN

BUSINESSBC 100 BREAKFAST

THE VANCOUVER SUN

OIONILLADYVL




THE VANCOUVER SUN

Planning Calendar

Our calendar is more than just days “If you fall to plan. .
and months. It’s a tool for budget- .
ing, planning and tracking your then you plan to faZl‘”
advertising. It lists the day exchange

and pay days so you can plan your

promotions. Use it as a spot to
record your advertising and the /
corresponding uptake in sales.

Track the weather and anything
else that might have influence, such

as conventions, events, or holidays.
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| Q P l | , Q R‘_ 7 THE VANCOUVER SUN
DAY EXCHANGE
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY O
Gain: Wednesday ﬂ
New Year’s Day Lose: Sunday
[ 4
MONTHLY PLAN & RESULTS \ )
Total Budget ' l l
Polar Bear Swim Contract Line Rate h
English Ba Wedding Fair Jan. 6 -
Nogn—publi:,hing Day 1 2 3 6% 4 14% 5 Westin lgayshore o7 6 Total Linage Budget :
Colour Budget
Plan Actual Z
Sales $ ' '
Ad Budget $ >
mart.canada,com #of Ads ¢ y|
|
7 Schools Reopen 8 9 ]. O Taboo Show Jan. 11 -14 8% 1 ]. 14% ]. 2 1 3 4 of Lines [
Martin Luther King, Jr. Day (U.S.) t j
AUCTIONMART COMMENTS: Z
Now is the time to start planning U
ahead to Auctionmart. Auctionmart
provides advertising space at whole- >
sale costs. It allows retailers to drive w
Truck Loggers raser Valley Sprin,
1 4 21% 1 5 Associ;igi of B.C.Jan. 16 - 19 1 6 1 7 9% 1 8 ;ome \sfhovzlai. 15 -21 16% 1 9 20

21

22

23

Weedless Wednesday

24

Vancouver Motorcycle Show 2 5
Jan. 25 - 28

w0 30

o 31

21% 26

27

DECEMBER 2006

s M T W T F S

17 18 19 20 21 22 23
24 25 26 27 28 29 30

FEBRUARY 2007
s M T W T F S

1 12 13 14 15 16 17
18 19 20 21 22 23 24
25 26 27 28

new revenues, maximize advertising
budgets, preserves cash flow and is a
huge promotion in the Greater Van-

couver Marketplace.

Decide which items will go up for auc-

tion, and then contact your Advertis-

ing Account Executive. Auctionmart

takes place April 18 through April 27,

with a deadline of March 14.
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THURSDAY THE ONE MINUTE MONTHLY PLAN & RESULTS
SUNDAY MONDAY TUESDAY WEDNESDAY FRIDAY SATURDAY -
ADVERTISING BUDGET TEST
Total Budget ﬂ
Groundhog Day This simple test will help you determine
how much to budget for advertising. Contract Line Rate >
Next to each category, check one of the Total Linage Budget
three answers. Add up the points and Colour Budget U
see below for the answer.
Plan Actual ‘ ’
Iam in a location that has: t
T | 15% 2 Motor Spectacular 3 ) High traffic.......... 1 point sless t
O Average ............. 2 points Ad Budget $ >
OLow...ooviinnnn.... 3 points o Ads Z
My store’s awareness #of Lines
in the marketplace is:
OJ High awareness ...... 1 point COMMENTS: ( )
O Average ............. 2 points >
Vancouver International Boat O Low..ovvvinn... 3 points
Superbowl 4 5 6 lsllg);vlace Feb.7-11 7 8% 8 14% 9 1 O .. t
Amount of competition: m
Valentines Day [J Few competitors ..... 1 point
O Average ............. 2 points Z
O Many .............. 3 points U
My store concept has emphasis
on price: >
O Little emphasis ....... 1 point
11 12 13 14 w15 - 16 17 | O Average ... ... 2 points p)
- - - O High ............... 3 points
Chinese New Year (Year of the Presidents’ Day (U.S.) Mardi Gras Ash Wednesday

Pig) .. .
’ 4 - 7 points = Advertising investment
should be 3 — 4 per cent of sales

8-11 points = Advertising investment
should be 4 — 5 per cent of sales

12 points = Advertising investment
should be 5 — 7 per cent of sales

18 19 20 | ahmseer 21 22 1 23

National Engineering Week 2 4
Feb. 24 — March 4

Source: NAA

25 26

o 28

JANUARY 2007 MARCH 2007

s M T W T F S S M T W T F S
1 2 3 4 5 6 1 2 3

7 8 9 0 11 12 13 4 5 6 7 8 9 10

14 15 16 17 18 19 20 1 12 13 14 15 16 17

21 22 23 24 25 26 27 18 19 20 21 22 23 24

28 29 30 31 25 26 27 28 29 30 31




MARCH

THE VANCOUVER SUN

SUNDAY

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

12% 1

RRSP Deadline

FRIDAY

SATURDAY

International Women's Day

8%8

Wellness Show
March 2 - 4

Fraser Valley

Boat & Sportsman Show 2
Mar.2 -4 43%

Daylight Savings Time Begins

11

12

13

Vancouver Celtic Festival 1 4
March 14 - 18

Humdinger RV
Extravaganza
March 15 - 18

27% 1 5

BC Log Home Timber Frame
& Country Living Show 9
Mar. 9 -11 14%

10

18

Spring Break Mar. 19 - 23 1 9

20

21

s 22

15% 1 6

St. Patrick’s Day

17

25

Vancouver Playhouse

International Wine Festival 26
Mar. 26 — April 1

15% 23

24

Vancouver International Auto

Show 3 0
March 30 - April 8 43%

31

MARCH IS RED CROSS MONTH

FEBRUARY 2007
S M T W T F S

-~
v
=
~
®
©
S

11 12 13 14 15 16 17
18 19 20 21 22 23 24
25 26 27 28

APRIL 2007

S M T W T F

1 2 3 4 5 6

8 9 0 11 12 13
15 16 17 18 19 20
22 23 24 25 26 27
29 30

THE FOUR STEP
ADVERTISING PLAN

1. Forecast your annual sales
2. Forecast your monthly sales

3. Forecast your monthly advertising
investment

4. Determine how you should
schedule ads within the month:

+ Note paydays
+ Be aware of heavy traffic days

+ Check your seasonal sales charts
and promote items before the
natural selling season ends

+ Emphasize frequency before ad
size to reach greater numbers of
your target market

+ Seek co-op dollars from your
suppliers

+ Take advantage of special
promotions from The Vancouver
Sun and The Province such as
Power Buying Days, Auctionmart,
Shopper’s Edge, Go Mexico and
special features

* Chart results

Source: NAA

DAY EXCHANGE

Gain: Saturday
Lose: Wednesday

MONTHLY PLAN & RESULTS

Total Budget
Contract Line Rate
Total Linage Budget

Colour Budget

Plan Actual
Sales $
Ad Budget $
#of Ads
# of Lines
COMMENTS:

AVANATVO NVId dV £00¢
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SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY | WHATTOLOOK FOR DAY EXCHANGE
IN A CO-OP PLAN
Gain: Monday
Palm Sunday First Day of Passover Good Friday World Health Day 1. Accrual — The amount of co-op Lose: Saturday
money available to the retailer ’
for advertising.
2. Accrual period — When co-op MONTHLY PLAN & RESULTS
funds are earned and when they
can be used. Total Budget
3. Participation — Contract Line Kat
1 2 w3 " 4 a5 5 6 7 | The manufacturer's shar e
of the advertising cost. Total Linage Budget
Easter Sunday Easter Monday Vaisakhi
4. Requirements from the Colour Budget
manufacturer — The rules
the manufacturer sets up Pln  Actual
for its particular plan.
Sales $
5. Performance period —
The time period in which a Ad Budget$
Tord s s o particular co-op plan is in effect. tofAds
nowboar ‘estival ‘alsakhi Parade ol S
8 9 ]. 0 ]. 1 9% 1 2 April 13 - 22 34% ]. 3 Vancouver & Surrey 14 6. Claim — A request for R
reimbursement to the
manufacturer that is filed by
the retailer. The Vancouver Sun COMMENTS:

The Vancouver Sun Run

15

16

17

18

o 19

Earth Day

22

23

24

Administrative Professional’s Day 2 5

o 26

29

2% 30

14% 20

21

16% 27

MARCH 2007
s M T W T F S

11 12 13 14 15 16 17
18 19 20 21 22 23 24
25 26 27 28 29 30 31

MAY 2007

S M T W
1

6 7 8 9

13 14 15 16

20 21 22 23

27 28 29 30

()

and The Province can directly bill
the manufacturer for their portion
of the advertising.

Source: NAA

e J

T ——

i

B T

AVANHTVO NV'Id AV £00¢
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THE VANCOUVER SUN

SUNDAY

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

T |

m 2

10% 3

FRIDAY

SATURDAY

Vancouver International 6

Marathon

o 10

Interior Design
& Urban Living Expo
May 4 -6

24% 4

Cinco de Mayo

Mother’s Day

13

Vancouver International
Children’s Festival May 14 - 21

14

nw 15

16

Mastercard Memorial Cup 1 7
May 17 - 27 8%

s 11

12

20

Victoria Day

Non-publishing Day

21

22

23

o 24

Cloverdale Rodeo
May 18 - 21

14% 18

Hyack Festival 1 9
May 19 - 27

27

Memorial Day (U.S.)

28

29

u% 30

Bard on the Beach
May 31 — Sept. 23

s 31

Eat Vancouver
May 25 - 27

15% 25

26

MAY IS MULTIPLE SCLEROSIS AWARENESS MONTH

APRIL 2007

s M T W T F S
1 2 3
8 9 10 11 12 13 14
15 16 17 18 19 20 21
22 23 24 25 26 27 28
29 30

'S
o
~

JUNE 2007
s M T W T F S

17 18 19 20 21 22 23
24 25 26 27 28 29 30

IDENTIFY YOUR
TARGET MARKET

The Vancouver Sun and The Province’s
Research Department, through the use
of NADbank, can assist you in clearly
defining your target market. As an
example, we can tell you the following
about grocery shoppers:

+ There are 1,400,7000 Grocery

Shoppers in Greater Vancouver

*+ 42% are male and 58% are
female, with an average age of 47

+ Their average household income
is $68,264

* 36% are university graduates

* 349% have children and 67%
are homeowners

+ In the average week, 69% of them
will have read The Vancouver Sun
and/or The Province

e 27% live in Vancouver, 10% on
the North Shore, 14% in
Burnaby/New West, etc...

+ The average amount they spend
on groceries is $109 per week

+ They mostly shop in grocery
stores (98%)

* 52% will buy non-branded items
regularly

+ 20% will use “cents-off” coupons
regularly

Ask your Advertising Account Execu-

tive to build a profile of your target

market.

Source: NADbank 2005

DAY EXCHANGE

Gain: Thursday
Lose: Monday

MONTHLY PLAN & RESULTS

Total Budget
Contract Line Rate
Total Linage Budget

Colour Budget

Plan Actual

Sales $

Ad Budget $

#of Ads

#of Lines

COMMENTS:

X donymssi g

‘MAY 18-21 2007 -

A

AVANATVO NVId dV £00¢
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| | , t | I : THE VANCOUVER SUN
DAY EXCHANGE
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Gain: Saturday
Lose: Thursday
MONTHLY PLAN & RESULTS
Total Budget
1 Hats Off Day 2 SHOPPER’S EDGE Contract Line Rate
2% Burnaby Total Linage Budget
For eight weeks this summer, we’ll be s
delivering the Shopper’s Edge message Colour Budget
to our readers — your customers. Give -
your summer advertising an Edge with
added frequency and awareness! Pro- Sales $
mote your edge whether it is selection, Ad Budget's
The Nancouver Sun price, quality or brand names. Earn .
arden ow #of Ads
pnvironment Veck 3 o 4 s 5 6 JanDusen Gardens o 7 5 8 9 points and convert them into bonus _
advertising. #of Lines
Simply meet or exceed last summer’s COMMENTS:

10

11

12

13

o 14

Father’s Day

17

18

19

20

First Day of Summer

o 21

s 15

Alcan Dragon Boat Festival 1 6
June 16 - 17

25

27

TD Canada Trust
Vancouver International

Jazz Festival
June 22 - July 1 16% 22

Schools Close for Summer

Williams Lake Stampede 29
June 29 - July 2 38%

MAY 2007

S M T W T F S

1 2 3 4 5
6 7 8 9 10 11 12
13 14 15 16 17 18 19
20 21 22 23 24 25 26
27 28 29 30 31

JULY 2007

S M T W T
1 2 3 4 5

8 9 10 11 12
15 16 17 18 19
22 23 24 25 26
29 30 31

advertising commitment and you’re in!

AVANHTVO NV'Id AV £00¢
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I U IX THE VANCOUVER SUN

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY DAY EXCHANGE

Gain: Tuesday
Canada Day Independence Day (U.S.)
Lose: Saturday

MONTHLY PLAN & RESULTS

Total Budget

Contract Line Rate

FIFA U20 World Cup 1 2 3 4 Dancing on the Edge 5 Wake Fest 6 7
July 1-11 5% 5% July 5 - 14 15% July 6 -8 18%

Total Linage Budget

Colour Budget
Plan Actual
Men’s U19 World Basketball Sales $
Championship
July 12 - 22 Ad Budget $
Merritt Mountain Vancouver Folk .
Music Festival Music Festival #of Ads
8 9 10 11 125 s 12 Jly13 15 59 13 14
#of Lines
WHEN TO USE COMMENTS:
THE VANCOUVER SUN
AND THE PROVINCE

» Reach — Our newspapers can be
used to build reach and create

15 16 17 18 o 19 150 20 21 QWarcicss

* Drive sales — As a result of seeing
an ad in the newspaper, consumers
stated that they took action — 65%
visited a store, 62% shopped for a
specific advertised product, and
60% purchased a product

AVANATVO NV'Id AV £00¢

 For providing detail - When

_ _ consumers are in-the-market,
22 23 24 v 25 w 26 ww 27 | G 28| theywant the details \ y/
+ To build a brand — Consumers
state that newspapers are the
most credible place to receive an
advertising message — what be
place to build a brand

Source: Canadian Newspaper Assol

29 7 30 31 :

»
— X
r R ¥ -
|

JUNE 2007 AUGUST 2007

S M T W T F S S M T W T F S
1 2 1 3 4

3 4 5 6 7 8 9 5 6 7 8 9 10 11

10 11 12 13 14 15 16 12 13 14 15 16 17 18

17 18 19 20 21 22 23 19 20 21 22 23 24 25

24 25 26 27 28 29 30 26 27 28 29 30 31
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SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY DAY EXCHANGE
CAN YOU AFFORD (Gain: Friday
s _,;'”}l\. Lose: Tuesday
YOLUR KIDS?
+
I MONTHLY PLAN & RESULTS
e —— I Total Budget
— P - Contract Line Rate
S | 1% 2 w6 3 4 = m—me )
- _—— Total Linage Budget
e z — - - - Colour Budget
- l n - -! -; : Plan Actual
L E d‘ \T@ Sales $
: = = Ad Budget $
M =)
Lo ) #of Ads
5 e Y e 0 O 7 8 s 9 e e 10 11 —= y
THE SCIENCE OF A GOOD AD

‘Weekend to End

12 13 14 15 o 16 Aogan 1719 e 17 | s s 18
19 20 21 22 | L e 23 150 24 25
26 27 28 29 »% 30 s% 31
SHOPPER’S EDGE
JULY 2007 SEPTEMBER 2007

S M T W T F S

1 2 3 4 5 6 7

8 9 10 11 12 13 14
15 16 17 18 19 20 21
22 23 24 25 26 27 28
29 30 31

s M T W T F S

16 17 18 19 20 21 22
23 24 25 26 27 28 29

Good ads start with sound
marketing: the science of a good ad.
So, before you even think about copy
or layout, you must first develop an
on-target marketing strategy. To do
so, you need to:

+ Know your customers

* Know your market

* Know your competition
+ Know what’s hot

+ Know what sells

+ Know your business

+ Know your budget
Source: NAA

AVANATVO NV'Id AV £00¢
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= DAY EXCHANGE
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY GOOD LAYOUT = GREAT ADS
Gain: Sunday

The layout of your ad is capable of "™

adding impact, clarity — even excite-

ment - to your advertising message.

A good ad: MONTHLY PLAN & RESULTS

* Is well-organized and attracts the Total Budget
reader’s eye using the basic
principles of advertising design: Contract Line Rate

1 proportion, balance, contrast, Tota Linsge Budget
s movement and unity
donrEy . Colour Budget

¢ Features a dominant element,
such as a photo, to grab the . el
reader’s attention and convey the
message at a glance Sales §

* Uses white space effectively Ad Budget s

* Uses no more than three typefaces 4 of Ads

2 Vancouver Triathlon 3 First Day of School 4 10% 5 11% 6 15% 7 8 e Uses either Spot-co]our or four- ¢ of Lines
First Day of Ramadan First Day of Rosh Hashanah COIOur phOtOS or iIIUStrations to
grab the reader’s attention
COMMENTS:

Ismaili Walk 9

10

11

12

o 13

Terry Fox Run 1 6

CanWest Comedy Festival 1 7
Sept. 17 - 23

18

19

o 20

34% 14

15

First Day of Autumn

23

CIBC Run for the Cure

30

24

26

o 27

Raise A Reader Day

o 21

Yom Kippur

22

31% 28

29

SEPTEMBER IS NATIONAL ARTHRITIS MONTH

AUGUST 2007
S M T W T F S

12 13 14 15 16 17 18
19 20 21 22 23 24 25
26 27 28 29 30 31

OCTOBER 2007

S M T W T F S
1 2 3 4 5 6

7 8 9 100 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31

Draws the reader’s eye to your
logo

The Creative Department at The Van-

couver Sun and The Province will work

with you to develop an effective ad —

free of charge

Source: NAA

AVANATVO NVId dV £00¢
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O ( : ) I { O B I : R THE VANCOUVER SUN
DAY EXCHANGE
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY TWELVE THINGS

A GOOD AD DOES Gain: Wednesday

1. Stops the reader from turning Lose: Sunday
the page

2. Works like a good salesperson by
telling potential customers what MONTHLY PLAN & RESULTS

N |

6%2

o 3

11% 4

Thanksgiving

10

Last Day of Ramadan

Vancouver Home & Interior

Design Show 1 1
Oct. 11 - 14 9%

26% 5

14

% 15

Vancouver International Writers

Festival 1 6
Oct. 16 - 21

17

o 18

5% 12

13

21

22

23

24

o 25

14% 19

20

Halloween

16% 26

27

OCTOBER IS BREAST CANCER AWARENESS MONTH

SEPTEMBER 2007
S M T W T F S

9 10 11 12 13 14 15
16 17 18 19 20 21 22
23 24 25 26 27 28 29

NOVEMBER 2007

S M T W T F S
1 2 3

4 5 6 7 8 9 10

1 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 27 28 29 30

a product will do for them
Builds on a concept or idea

4. Sells a product’s benefits rather
than its features

5. Promotes the name of the store
while visually creating an image
for the store

6. Speaks to a specific group of
people

7. Provides the facts a reader needs
without providing too much
information

8. Conveys its message simply

9. Issupported by good store
management, in-store
merchandising and good
customer service

10. Remembers who the customer is
and what makes that customer
buy

11. Is news: Readers say advertising
in newspapers is as important to
them as other content

12. Sells answers to consumers’
current needs — advertising sells
to people’s wants, not just their
needs

Total Budget
Contract Line Rate

Total Linage Budget

Colour Budget
Plan Actual
Sales $
Ad Budget $
#of Ads
# of Lines
COMMENTS:

AVANATVO NVId dV £00¢




NOVEMBER

THE VANCOUVER SUN

FRIDAY

SATURDAY

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY
12% 1
Daylight Savings Time Ends 4 5 Election Day (U.S.) 8% 6 6% 7 9% 8

23% 2

Remembrance Day

11

Remembrance Day Stat

12

13

14

27% 1 5

Diwali Festival of Lights

15% 9

10

Rogers Santa Claus Parade 1 8

19

20

21

Thanksgiving Day (U.S.)

o 22

14% 1 6

17

26

27

28

15% 23

24

34% 3 0

NOVEMBER IS DIABETES MONTH

OCTOBER 2007

s M T W T F S
1 2 3 4 5 6

7 8 9 0 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31

DECEMBER 2007
$s M T W T F S

16 17 18 19 20 21 22
23 24 25 26 27 28 29
30 31

DAY EXCHANGE

Gain: Friday

Lose: Wednesday

MONTHLY PLAN & RESULTS

Total Budget

Contract Line Rate

Total Linage Budget
Colour Budget
Plan Actual
Sales $
Ad Budget $
#of Ads
13 CREATIVE PRINCIPLES #of Lines
Research shows that strong creative is
COMMENTS:

the key to successful newspaper adver-
tising — even more important than

positioning within the paper.

= HVAUNATVO NV'Id AV £00¢

1. Keep it simple

2. Make it topical

3. Visuals make an impact . i

4. Appeal to readers ': i 4 f
5. Colour grabs attention \ X
6. Design big or small

7. Bedistinctive

8. Create an emotional response

9. Humour works

10. Make the ad likeable

11. Highlight benefits, not features

—
N

. Link brand with creative
13. Build brand across media

Source: Canadian Newspaper Association



g : DAY EXCHANGE
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY ' ;
E_ Gain: Monday
THE VANCOUVER SUN e s A— Lose: Friday
MONTHLY PLAN & RESULTS
Total Budget
Hyack Santa Claus Parade Contract Line Rate
The Province Empty Stock Fund 1
Campaign starts Total Linage Budget
First Day of Hannukah Colour Budget
Plan Actual
Sales $
Ad Budget $
#of Ads
2 3 4 6% 5 11% 6 24% 7 8 L
PLANNING FOR 2008 Fottine
Canadians are active online searchers and COMMENTS:
comparison shoppers, but only 56% of
internet users actually purchase online*.
Make sure that www.theprovince.com
and www.vancouversun.com are includ-
_ ed in your advertising plan so you're front
9 10 11 12 byt g 13 w0 14 15 and centre when consumers are thinking

16

17

18

19

o 20

23

24

30

New Year’s Eve

31

Christmas

Non-publishing Day 25

Boxing Day

26

o 27

s 21

First Day of Winter

22

30% 28

29

DECEMBER IS CHRISTMAS SEAL MONTH

NOVEMBER 2007

S M T W T F S
1 2 3

4 5 6 7 8 9 10

11 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 27 28 29 30

JANUARY 2008
S M T W T F S

20 21 22 23 24 25 26
27 28 29 30 31

of buying, even if you don’t have your
own website.

*Source: eMarketer

AVANATVO NVId dV £00¢




Robert Fung

During the week I'm a headline skimmer; with a detailed run through the
business section. On the weekend it's cover to cover, with my wife and I
swapping sections as we go. The “New Homes” sections are a must for me. They provide great insight

into what’s happening in Greater Vancouver’s multi-family Housing market. I also rely on The Sun

as my source for what’s going on in Vancouver.

President, Salient Group

I'SI NG PLANBOOK THE VANCOUVER SUN

Mechanical
Specifications

THE FINE PRINT

Our newspapers are printed on
modern MAN Roland presses at
our printing facility in Kennedy
Heights, Surrey. They rely on a
sophisticated pre-set ink system,
which imposes some technical
requirements on electronic ad
material submissions.

+ Your ad can contain only the
inks that you have booked
through your account execu-
tive.

B&W ads must not contain
colour in any form.

All images must be scanned
for newsprint media.

We expect pagination-ready ad
material to meet certain specifi-
cations:

GENERAL SPECS

+ Material must be Macintosh compat-
ible (QuarkXpress, [llustrator, Photo-
shop, PDF, Multi-Ad Creator)

+ PDF - please see file specifications on
our website. Select “PDF Informa-
tion” from the Advertising menu,
under technical

SOddS SSHUd

IMAGE FORMATS

+ Use only TIFF or EPS

* JPEGs and DCS file formats are not
acceptable.

+ Scanned images must be 200 dpi or
higher (depending on image type)

+ All colour must be CMYK (convert
Pantone, RGB and Indexed colour to
CMYK)

+ EPS files must be saved with a Macin-
tosh preview and binary encoding
(we cannot process
JPEG encoding)

SCANNING INFO

+ Line screen: 100 Ipi/colour
separation type: GCR

* Black generation: medium/black ink
limit: 80%

* Total ink limit:
240%/highlight dot: 5%

+ Shadow dot: 88%/UCA amount:
0%/dot gain: 34%

FILE SUBMISSION

* internet: www.png.canwest.com
select ‘ad file submission’ from the
menu on the left

+ CD Rom, DVD Rom
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— THE VANCOUVER SUN | T T 1<
—= Example ad sizes EXAMPLE AD SIZES AND COSTING: sw
= THE VANCOUVER SUN The Province [T
— SPECIFICATIONS N
— Web Offset/1 column = 1.0833" = 6.5 picas
— g Full Page Sun: 11.459" x 20.786" m
S 5x288 3 %240 Full Page Province: 10.306" x 11.786" w
R 5.694" x 20.786 3.389" x Negative Film right reading, m
— LR emulsion side down
E— COLUMN WIDTHS O D)
E— (COLUMN RULER ON NEXT PAGE)
S
< 1 column  1.083 inches
- Half Page 1/4 Page 2 columns 2.236 inches

Pl 3x129 9 col x 83 lines - 10.306" x 5.929" 4 col x 93 lines - 4.52" x 6.643" 3 columns 3.389 inches
. 8" X 7.357" e 4 columns  4.542 inches
——*® 5columns  5.694 inches
R — 6 columns  6.847 inches
— Half Page 1/4 Page 1/8 Page ;
— 10 col x 144 lines - 11.459" x 10.286" 5 col x 144 lines - 5.694" x 10.286" 5 col x 72 lines - 5.694" x 5.143" 7 columns  8.000 inches
— o 8 columns  9.153 inches
" Ad Production Deadlines* 9 columns 10306 inches
E— Typeset, Electronic, 10 columns 11.458 inches
S Pickup with Changes with Proof
— 2
— 9 Pub. Day COSTING YOUR AD
S Friday Noon Tuesday
I Sat/Sun Noon Wednesday Multiply the total number of lines by
— Monday Noon Wednesday tract li ¢ d 0
— Tuesday Noon Thursday your contract line rate and you wi
— Wednesday ~ Noon Thursday 1/8 Page Banners have the cost of the ad without colour.
— ThurSday Noon MOnday 3 col X 62 lines - 3.389" x 4.429" Section Fro.nt = Let’s take a quarter page ad in the Van-
— Typeset, Electronic, 193::]1 ;jgoeh:nes 1030672143 couver Sun as an example:
— Pickup (no Changes) no Proof 9 col x 25 lines 10.306" x 1.786"
—2 PublicationDay 1/4 page = 5 col. x 144 lines
— Friday Noon Wednesday = 720 lines x your line rate
— Sat/Sun Noon Thursday — $ Your cost

Monday Noon Friday -
— Tuesday 5:00 Pm  Friday EXAMPLES:
I :00 P M . .. . ) )
— |_| }’\Eggzsgla)’ 15\1 ggn m Tuoelsl(cil:}): Standard tabloid advertising layout sizes.  pguble Truck in The Province =
— 1 inch in depth = 14 lines 19 columns
S 1/16 Page Section Front BANNERS All customer corrections )
E— 3 col x 61 lines - 3.389" x 4.357" 10 col x 40 lines - 11.459" x 2.857" o Double Truck in The Vancouver Sun
— Al =10 COL x 30 Lines - 11.459" x 2.143" Publication Day 1/16 Page =21 columns
—— o Tues*Wed 2 col X 46 lines - 2.236" x 3.286"
-« ThursFrisSat 10:00 Am  day prior
E— Sun*Mon Noon Friday
E— AGATE RULER (FOR VERTICAL AD SIZE MEASUREMENT) *FOR HOLIDAYS, PLEASE BACK DEADLINES UP BY ONE
BUSINESS DAY; TWO DAYS FOR CHRISTMAS

— 1 inch in depth = 14 lines
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THE VANCOUVER SUN | QT P TTE
COLOUR CHART:
COLOUR SPECIFICATIONS: P'U
Everything is printed 4-colour process CMYK (Cyan, Magenta, Yellow and Black). Text must 540 w
be set to overprint on a colour background. 5400 3080
We need at least four days notice when booking colour ads. At time of booking it is impera- t T j
tive that colour specifications are provided. This will determine where in the paper the ad will U)
run and what colour positions are needed for that issue. If you have to cancel a colour book- U)
ing, please give at least two days notice.
A0 m
READING THE COLOUR CODE ’-U
0=0% t
1=10% o ( )
2=20% L 2 5 A 1 A
3=30% i
20% CYAN 50% MAGENTA 100% YELLOW 10% BLACK
4=40% ITEARSHEETS
5=50% 2080
6=60% o A0 no more dirty fingers
=70 The first digit in the ~ The second digitin ~ The third digitinthe =~ The fourth digit in
B 00 codeis the cyandot  the code is the  codeistheyellowdot  the code is the black Itearsheets is an electronic tearsheet
8_800/0 percentage. The 2 magenta dot per-  percentage. The A dot percentage. The system. We have an online version of
9=90% represents 20% cyan.  centage. The 5repre-  represents 100%yel- 1 represents 10% 01A0 the entire Vancouver Sun and Province
A=100% sents 50% magenta.  low. black. 8020 enabling advertisers to immediately
see their ad positioning, check up on
When using Pantone colours please include the CMYK values. You can create most colours by combining various percent- he p OB & P
. the competition and measure ads.
ages of Cyan, Magenta, Yellow and Black. Please use a 100 line screen. Do not use four colour black for text and/or elements. .
Software can automatically push out
an e-mail with a link to a website
8050 where the digital tearsheet can be
SEPARATION SETUP: s

Custom CMYK

A - The separation setup for

MNarmiz: {-Hw: Eﬂnﬁ
Ink Options {
Ink Colors: | SWOP (Newsprint)

Dot Gain: | Standard

CIEmE

Separation Options

Pacific Newspaper Group

AA00

8800

viewed.

Online archives go back two years
allowing advertisers to search for a
specific ad or all ads in a particular
time frame. Each ad also comes with a
file of data including date, ad number,
insertion number, section and page
number, size, advertiser and agency.

You need only register once on the sys-

. & Gray Ramp: 0A00
Separation Type: BC'FR UCR tem. Contact your Advertising
Black Generation: | Medium 1] > Account Executive for your organiza-
Black Ink Limit: (80 | % §__j;'r-_ tional code to register on
Total Ink Limit: (240 | % 7 J_,,-r i " itearsheets.com.
UCA Amount: [0 | % 3
_ I A ————
Everything is printed 4-colour process CMYK (Cyan, Magenta, Yellow and Black). Text must be set — ||| =

to overprint on a colour background. =

COLUMNS RULER (FOR HORIZONTAL AD SIZE MEASUREMENT)

10 columns =
11.458 inches

9 columns =
10.306 inches

8 columns =
9.153 inches

7 columns =
8.000 inches

6 columns =
6.847 inches

5 columns =
5.694 inches

4 columns =
4.542 inches

3 columns =
3.389 inches

2 columns =
2.236 inches

1 column =

78
1.083 inches
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CONTACT US

ADVERTISING

DEPARTMENT

KEVIN BENT, President & Publisher

MIKE COWAN, Vice President, Advertising Sales
GENERAL ADVERTISING SWITCHBOARD

NATIONAL AND RETAIL ADVERTISING

LORI CHALMERS, Director of Sales

ALEXIS CYLWA, National Manager

JANE ATHERTON, National Manager

BRUCE SHEPHERD, Business Development Manager
KIM MCKILLOP, Retail / Entertainment Manager
TONY GUARASCIO, Retail Manager

CLASSIFIED ADVERTISING

FRANK FRANCO, Real Estate/Travel Manager
DON DELAYEN, Auto Manager

ANDREA ROSATO-TAYLOR,

Call Centre/Employment Manager

Private Party Classified Advertising

SALES OPERATIONS
CLAYTON MOORE, Director of Sales Operations
Electronic Ads

Advertising Information

BUSINESS OFFICE (Credit Department)
MARKETING, PROMOTIONS

JAMIE PITBLADO, Vice President,
Promotions & Community Investment
CONSUMER SALES & MARKETING
LOUISE WATSON,

Director, Consumer Sales and Marketing

READER SERVICES

Customer Service

JASON LUDWIG, Vice President, Reader Services
CREATIVE SERVICES

JIM EMERSON, Director
Special Features

P LANUBOOK

PHONE

(604) 605-2480
(604) 605-2452
(604) 605-2478

(604) 605-2546
(604) 605-2528
(604) 605-2476
(604) 605-2882
(604) 605-2655
(604) 605-2697

(604) 605-2373
(604) 605-2741

(604) 605-2651

(604) 605-7355 /
1-877-699-8222

(604) 605-2543
(604) 605-2012

(604) 605-7351
(604) 605-2455
(604) 605-2316

(604) 605-2965

(604) 605-7381
(604) 605-2611

(604) 605-2937

FAX

(604) 605-2308
(604) 605-2499
(604) 605-2704

(604) 605-2704
(604) 605-2497
(604) 605-2704
(604) 605-2704
(604) 605-2497
(604) 605-2497

(604) 605-2306
(604) 605-2689

(604) 605-2206
(604) 605-2206

(604) 605-2917
(604) 605-2954

(604) 605-2785
(604) 605-2342
(604) 605-2342

(604) 605-2342

(604) 605-2914
(604) 605-2200

(604) 605-2938

EMAIL

kbent@png.canwest.com
mcowan@png.canwest.com
adinquiries@@png.canwest.com

Ichalmers@png.canwest.com
acylwa@png.canwest.com
jatherton@png.canwest.com
bshepherd@png.canwest.com
kmckillop@png.canwest.com
tguarascio@png.canwest.com

ffranco@png.canwest.com
ddelayen@png.canwest.com

arosato-taylor@png.canwest.com
adinquiries@png.canwest.com

cmoore@png.canwest.com

Www.png.canwest.com

jpitblado@png.canwest.com

Iwatson@png.canwest.com

jludwig@png.canwest.com

jemerson@png.canwest.com

EDITORIAL

THE VANCOUVER SUN

NAME

Patricia Graham, Editor-in-chief

Kirk LaPointe, Managing Editor

Stewart Muir, Deputy Managing Editor
Harold Munro, Deputy Managing Editor
Val Casselton, Executive Editor

Nicholas Palmer, Senior Editor

Brenda Bouw, Chief News Editor

Paul Bucci, City Editor

Adrienne Tanner, Assignment Editor
Dominic Patten, Arts & Life Editor

Bev Wake, Sports Editor

Michael Sasges, West Coast Homes Editor
Linda Bates, Driving & Travel Editor
Hugh Dawson, BusinessBC Editor

NAME

Wayne Moriarty, Editor-in-chief

Ros Guggi, Deputy Editor

Fabian Dawson, Deputy Editor

Jon Ferry, Editorial Pages Editor

Lorne Smith, News Editor

Paul Chapman, News Editor (Metro)

Bill Holden, News Editor (Graphics & Photo)
Jonathan McDonald, News Editor (Unwind)
Erik Rolfsen, Sports Editor

Gordon Clark, Money Editor

Carey Gillette, Entertainment Editor

Hardip Johal, Lifestyles Editor

Joe Kula, Travel Editor

* Photography courtesy of The Vancouver Sun and The Province photo departments

PHONE

(604) 605-2319
(604) 605-2033
(604) 605-2147
(604) 605-2985
(604) 605-2125
604) 605-2167
604) 605-2121
604) 605-2445
604) 605-2445
604) 605-2615
604) 605-2744
(604) 605-2176
(604) 605-2371
(604) 605-2150

o~ o~ o~~~ —~

PHONE

604) 605-2968
604) 605-2005
604) 605-2858
604) 605-2603
604) 605-2022
604) 605-2078
604) 604-2090
604) 605-2462
(604) 605-2079
(604) 605-2020
(604) 605-2462
(604) 605-2782
(604) 605-2050

o~~~ o~ o~ o~ o~ —~

FAX

(604) 605-2668
(604) 605-2668
(604) 605-2668
(604) 605-2668
(604) 605-2668
(604) 605-2323
(604) 605-2323
(604) 605-2323
(604) 605-2320
(604) 605-2521
(604) 605-2524
(604) 605-2521
(604) 605-2521
(604) 605-2320

FAX

(604) 605-2378
(604) 605-2378
(604) 605-2378
(604) 605-2099
(604) 605-2759
(604) 605-2759
(604) 605-2759
(604) 605-2759
(604) 605-2223
(604) 605-2088
(604) 605-2786
(604) 605-2786
(604) 605-2786

THE VANCOUVER SUN

EMAIL
pgraham@png.canwest.com
klapointe@png.canwest.com
smuir@png.canwest.com
hmunro@png.canwest.com
vcasselton@png.canwest.com
npalmer@png.canwest.com
bbouw@png.canwest.com
pbucci@png.canwest.com
atanner@png.canwest.com
dpatten@png.canwest.com
bwake@png.canwest.com
msasges@png.canwest.com
Ibates@png.canwest.com
hdawson@png.canwest.com

EMAIL
wmoriarty@png.canwest.com
rguggi@png.canwest.com
fdawson@png.canwest.com
jferry@png.canwest.com
Ismith@png.canwest.com
pchapman@png.canwest.com
bholden@png.canwest.com
jmcdonald@png.canwest.com
erolfsen@png.canwest.com
gclark@png.canwest.com
cgillette@png.canwest.com
hjohal@png.canwest.com
jkula@png.canwest.com

OTHER CONTACT INFORMATION:
WEB SITES:

FOR ADVERTISING INFORMATION:
www.png.canwest.com

S.LOV.LNOO

www.vancouversun.com Www.remembering.ca

VANESSA PINNIGER, Manager (604) 605-2531 (604) 605-2689 vpinniger@png.canwest.com ADDRESS:

www.theprovince.com www.working.com Suite 1 - 200 Granville Street

80

RESEARCH www.canada.com www.renting.ca Vancouver, BC V6C 3N3
IVY CHIN (604) 605-2768 (604) 605-2704 ichin@png.canwest.com ) 4 Jclassified Phone: (604) 605-2478
TRENT KREIGER (604) 605-2957 (604) 605-2704 tkreiger@png.canwest.com www.celebrating.com www-canada.comyeiassieds

www.driving.ca
MARKETING VENTURES

NICK MISISCO, Director, Western Canada
CLAIRE MOLONEY, BC Regional Manager

(604) 605-2769
(604) 605-2632

nmisisco@globaltv.ca
cmoloney@png.canwest.com




82

JANUARY FEBRUARY MARCH APRIL
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
c 1 2 3 4 5 6 7 1 2 3 4 1 2 3 4 1
8 9 10 11 12 13 14 5 6 7 8 9 10 11 5 6 7 8 9 10 11 2 3 4 5 6 7 8
15 16 17 18 19 20 21 12 13 14 15 16 17 18 12 13 14 15 16 17 18 9 10 11 12 13 14 15
o 22 23 24 25 26 27 28 19 20 21 22 23 24 25 19 20 21 22 23 24 25 16 17 18 19 20 21 22
29 30 31 26 27 28 26 27 28 29 30 31 23 24 25 26 27 28 29
30
MAY JUNE JULY AUGUST
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 4 E 1 2 3 1 1 2 3 4 5
7 8 10 11 12 13 4 5 6 7 8 9 10 2 3 4 5 6 7 8 6 7 8 9 10 11 12
14 15 16 17 18 19 20 11 12 13 14 15 16 17 9 10 11 12 13 14 15 13 14 15 16 17 18 19
21 22 23 24 25 26 27 18 19 20 21 22 23 24 16 17 18 19 20 21 22 20 21 22 23 24 25 26
28 29 30 31 25 26 27 28 29 30 23 24 25 26 27 28 29 27 28 29 30 31
30 31
SEPTEMBER OCTOBER NOVEMBER DECEMBER
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 p 1 2 3 4 5 6 7 1 2 3 4 1 2
3 4 5 6 7 8 9 8 9 10 11 12 13 14 5 6 7 8 9 10 11 3 4 5 7 8 9
10 11 12 13 14 15 16 15 16 17 18 19 20 21 12 13 14 15 16 17 18 10 11 12 13 14 15 16
17 18 19 20 21 22 23 22 23 24 25 26 27 28 19 20 21 22 23 24 25 17 18 19 20 21 22 23
24 25 26 27 28 29 30 29 30 31 26 27 28 29 30 24 25 26 27 28 29 30
£
JANUARY FEBRUARY MARCH APRIL
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 4 5 6 1 2 3 1 2 3 1 2 3 4 5 6 7
7 8 9 10 11 12 13 4 5 6 7 8 9 10 4 5 6 7 8 9 10 8 9 10 11 12 13 14
14 15 16 17 18 19 20 11 12 13 14 15 16 17 11 12 13 14 15 16 17 15 16 17 18 19 20 21
o 21 22 23 24 25 26 27 18 19 20 21 22 23 24 18 19 20 21 22 23 24 22 23 24 25 26 27 28
28 29 30 31 25 26 27 28 25 26 27 28 29 30 31 29 30
MAY JUNE JULY AUGUST
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 4 5 1 2 1 2 3 4 E 6 7 1 2 3 4
6 7 8 9 10 11 12 El 4 5 6 7 8 8 9 10 11 12 13 14 5 6 7 8 9 10 11
13 14 15 16 17 18 19 10 11 12 13 14 15 16 15 16 17 18 19 20 21 12 13 14 15 16 17 18
20 21 22 23 24 25 26 17 18 19 20 21 22 23 22 23 24 25 26 27 28 19 20 21 22 23 24 25
27 28 29 30 31 24 25 26 27 28 29 30 29 30 31 26 27 28 29 30 31
SEPTEMBER OCTOBER NOVEMBER DECEMBER
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 1 2 3 4 5 6 1 p 3 1
2 3 4 5 7 8 7 8 9 10 11 12 13 4 5 7 8 9 10 2 El 4 5 7 8
9 10 11 12 13 14 15 14 15 16 17 18 19 20 11 12 13 14 15 16 17 9 10 11 12 13 14 15
16 17 18 19 20 21 22 21 22 23 24 25 26 27 18 19 20 21 22 23 24 16 17 18 19 20 21 3
23 24 25 26 27 28 29 28 29 30 31 25 26 27 28 29 30 23 24 25 26 27 28 29
30 30 31
JANUARY FEBRUARY MARCH APRIL
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 4 5 1 2 1 1 2 3 4 5
6 7 8 9 10 11 12 El 4 5 6 7 8 9 2 El 4 5 6 7 8 6 7 8 9 10 11 12
13 14 15 16 17 18 19 10 11 12 13 14 15 16 9 10 11 12 13 14 15 13 14 15 16 17 18 19
o 20 21 22 23 24 25 26 17 18 19 20 21 22 23 16 17 18 19 20 21 22 20 21 22 23 24 25 26
27 28 29 30 31 24 25 26 27 28 29 23 24 25 26 27 28 29 27 28 29 30
30 31
MAY JUNE JULY AUGUST
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 1 2 3 4 5 6 7 1 2 3 4 5 1 2
4 5 6 7 8 9 10 8 9 10 11 12 13 14 6 7 8 9 10 11 12 3 4 5 6 7 8 9
1 12 13 14 15 16 17 15 16 17 18 19 20 21 13 14 15 16 17 18 19 10 11 12 13 14 15 16
18 19 20 21 22 23 24 22 23 24 25 26 27 28 20 21 22 23 24 25 26 17 18 19 20 21 22 23
25 26 27 28 29 30 31 29 30 27 28 29 30 31 24 25 26 27 28 29 30
31
SEPTEMBER OCTOBER NOVEMBER DECEMBER
S M T W T F S S M T W T F S S M T W T F S S M T W T F S
1 2 3 4 5 6 1 2 3 4 1 1 2 3 4 L 6
7 8 9 10 11 12 13 5 6 7 8 9 10 11 2 3 4 5 6 7 8 7 8 9 10 11 12 13
14 15 16 17 18 19 20 12 13 14 15 16 17 18 9 10 11 12 13 14 15 14 15 16 v 18 19 20
21 22 23 24 25 206 27 19 20 21 22 23 24 25 16 17 18 19 20 21 22 21 22 23 24 25 26 27
28 29 30 26 27 28 29 30 31 23 24 25 26 27 28 29 28 29 30 31
30




PACIFIC NEWSPAPER GROUP | A CANWEST COMPANY





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends false
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 100
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 100
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 1.30
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 1.30
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 300
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2001
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (Generic CMYK Profile)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e5c4f5e55663e793a3001901a8fc775355b5090ae4ef653d190014ee553ca901a8fc756e072797f5153d15e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc87a25e55986f793a3001901a904e96fb5b5090f54ef650b390014ee553ca57287db2969b7db28def4e0a767c5e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020d654ba740020d45cc2dc002c0020c804c7900020ba54c77c002c0020c778d130b137c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor weergave op een beeldscherm, e-mail en internet. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for on-screen display, e-mail, and the Internet.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing false
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice




