











PRODUCTION
SPECIFICATIONS

FULL PAGE

Bleed: 10.25"x 12.25”
Trim: 10”x 12”

Live: 8.75”x 10.875”

HALF PAGE
Vertical: 4.25"x 10.875”
Horizontal: 8.75"x 5.3”

QUARTER PAGE
Vertical: 2”x 10.875”
Horizontal: 4.25”x 5.3”

ONE-EIGTH PAGE
Vertical: 2"x 5.3”
Horizontal: 4.25"x 2.5”

TWO BY TWO
9%

A PDF/x-1a file is preferred. Be certain
your Acrobat distiller settings reflect SWOP
specifications prior to file creation.

Alternate file format

(applies to MAC only)

InDesign or Illustrator versions CS, CS2, CS3
only. PC users must provide a PDF/x-1a.

Image requirements: All images included
in ad files must be color-corrected, CMYK,
high-resolution (300dpi at print size), files.
TIF or EPS file type recommended. High-
res images should not be scaled more than
115% to maintain image quality.

All spot colors should be converted to
CMYK. All files must contain only 4-color
process images in CMYK.

Files should be prepared at a maximum ink
density of 280%. (This is the sum of the
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percentage of all printing colors - C+M+Y+K.)

Other requirements
Do not send JPEG or GIF files. Do not send
files in RGB.

Use only Postscript fonts.

All spread ads should be prepared in a single
file, not separated into individual pages.
(Spread dimensions are 20” x 127, plus 1/8
bleed four sides.)

All live matter should be kept 3/8” from the
trim on all four sides.

If you are using a rich black, please set those
percentages to: C60, M40, YO, K100.

A SWOP-certified proof must be provided.
SWOP-certified proofs must show standard
GATF color bars/exposure scales and crop
marks.

Proofs must be printed at 100% and must
match the supplied file. If we do not receive

a proof, we will pull a laser print from the
submitted file, and will not be responsible for
color or content discrepancies.

Proofs must include the following information:
issue date, agency name, phone number,
contact person.

All files should be suitable to print as-is. If
files are not prepared correctly, specifications

are not met or an acceptable proof is not
provided, will not guarantee the

reproduction of the ad.

Ads created in an unacceptable format will not
be accepted and will need to be resubmitted or
re-created.

If an acceptable proof is not supplied, we can
provide a proof of your ad for an additional
charge.

FTP upload is the preferred format.
(CD/DVD is also acceptable.)

Send files via FTP to:
ftp://adservice.oregonian.com
Username: ads
Password: ads4Sales

Send files via e-mail to:
ads@oregonian.com

Send CD/DVDs and proofs to:
magazine
attn: Chuck Spittal
1320 SW Broadway, Portland, OR 97201

Be sure to include the following information on
your materials: issue date, agency name, phone
number, contact person.

Please direct all queries to our Digital Media
Desk at 503.294.4138 or Chuck Spittal at
503.294.4110 or chucks@sales.oregonian.com.

“State-of-the-art composting system, recycling oil, building relationships with local farmers ...

We're trying to keep it as true to the cause as possible.”

— Kenny Hill, owner Trébol restaurant

“The next wave,” , September/October 07




LIFESTYLE MEDIA

The Oregonian

Lifestyle Media
503.294.5047
mixpdx.com
olifestylemedia.com

Oregonian Lifestyle Media is a leader in developing innovative, top-quality
publications directed to focused audiences.

Our extensive market database and targeted distribution model allow us
to identify specific reader segments whose lifestyle and purchasing habits
best match your target audience. In addition, our product layering strategy
assures a minimal amount of readership overlap, so you can be sure each
of our magazines reaches a significantly unique audience.

Our staff of award-winning editors, writ-
ers, designers and photographers create
our bi-monthly lifestyle magazines:

: Portland’s Magazine of Food +
Drink — the magazine that celebrates our
fascination with fine food and the casual
entertaining that marks the Northwest
lifestyle. MIX readers are 25-50 with a
median HHI of $124K. They tend to be
urban/close-in suburban dwellers and
are singles or couples with no kids.

Homes+Gardens Northwest: Style and
Solutions for the Way We Live — the
magazine for people who love where they
live. Homes+Gardens Northwest readers
are 35-60 with a median HHI of $100K.
They are homeowners primarily in
suburban areas.

Ultimate Northwest: Style | People |
Home | Travel — the magazine celebrat-
ing our extraordinary Northwest lifestyle.
Ultimate Northwest readers tend to

be 35+ and have a median HHI of $146K.
They are primarily empty nesters living

in urban and close-in suburban neigh-

borhoods.

In addition to our unique household
distribution model, these magazines

are also available on newsstands, by
subscription and are distributed at hotels
and area events.

Contact us today to learn more about our
magazines and how they can deliver your
targeted advertisement to readers with
the means and inclination to become your
customers today and in the future.

Did you know?

Lifestyle Media also publishes the popular
publications Explore the Pearl and DriveTime
Ilustrated and has produced custom pub-
lications for a number of statewide clients,
including University of Oregon, Spirit Moun-
tain Casino, Oregon Historical Society, Oregon
Craft Beer, Tri-Met, Timberline Lodge, Oregon
Health & Science University and Susan G.
Komen for the Cure.

We can also develop a custom publication for
you. Do you have a special announcement or
“happening” you'd like to promote? We’ll help
you tell your story, reinforce your brand and
develop a loyal audience through your own cus-
tom publication. We'll bring together the city’s
very best publishing talent in a turnkey solu-
tion for you - from design to editorial, through

printing and distribution. Contact us today!

Brian Johnson, Lifestyle Media Manager, 503.221.8385, brianj@sales.oregonian.com
Alex Hurliman, MIX Sales Lead, 503.294.4060, alexh@sales.oregonian.com
Bryan Palmer, Ultimate Northwest Sales Lead, 503.294.4131, bryanpe@sales.oregonian.com

Tera Surratt, Homes+Gardens Northwest Sales Lead, 503.294.4089, teras@sales.oregonian.com

Brian Young, Special Project Sales, 503.294.4084, briany@sales.oregonian.com

REACH NEARLY 120,000 TARGETED HOUSEHOLDS

WITH MINIMAL OVERLAP

Approx.
40,000

Ultimate

Northwest

3.3% overlap

in distribution

5.4% overlap

in distribution

0.91% overlap

in distribution

2.4% overlap

in distribution

Claritas Equifax household-level database allows us to pinpoint consumers according to demographics, consumer behavior and
media consumption. Scarborough research provides us with information on consumer shopping patterns, lifestyles and media

habits. And PRIZM coding of the data allows us to further segment households based on demographics and behavior - income,
location, age, family status and lifestyle.

SOURCE: Claritas/Equifax household-level data, 2007




