Regular Editorial Departments

The editorial content and structure of Appliance Retailer

has been designed to lead readers easily through the

magazine, with regular departments to ensure that all

readership categories are catered for with material that

is fresh, relevant and useful to their day-to-day business.
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Align Your Marketing with the Industry s Most Highly Respected and Recognized Magazine

Appliance Retailer, launched in October 1995, quickly established itself and
maintained its position as Australia s leading electrical appliance magazine.

It has sustained this position for more than 10 years.

The editorial scope provides in-depth coverage of:
critical issues impacting the appliance industry
local and overseas news
industry events and people movements in the industry
new technology, through rst hand visits to factories
market trends & developments
new products

product design & selling features

NSW 39.4% - 2,803
VIC 22.1% - 1,572
QLD 18.1% - 1,288
WA 7.2% - 518
SAT7.2%-511

TAS 2.6% - 188

NT 1% - 65
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New Zealand 2% - 149
World .3% - 18

7,112 copies each month

Audience Pro le

This balanced mix of editorial provides the retailers with up-to-date
information about what is happening within their industry.

Appliance Retailer has Product Based features and is the ultimate
trade guide for buying appliances.

Appliance Retailer is the magazine for retailers who want to learn about
the latest features, technology and styles in new appliances.

Appliance Retailer caters for all retail personnel and is read by
management and buyers of the major groups to independent retailers,
proprietors and shop oor sales staff located in the city or country centres.
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We know who reading your message every month;

78.6% Retailers, Buyers & Store Managers, Sales Staff

11.3% Category Mgr, Brand Mgr, Product Mg,
Merchandising & Promotions

7.2%  CEO, Chairman, Chief Exec, Exec GM, Directors

1% Ad Agencies, PR Co., Librarians, & Other media

1.3%  Other Job Titles

0.6%  Job Not Specified
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23 Retail Buying Groups head of ce & stores
Independent Appliance Retailers

Department stores head of ce & stores
Mass merchandisers head of ce & stores
Specialist electronics retailers

Specialist communication stores

Specialist photographic stores

Duty free stores

Appliance rental companies

Appliance service companies

Energy suppliers & home improvement stores

Specialist installers & service agents

Wholesalers, Manufacturers and Suppliers

Ad Agencies, PR Companies
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A round-up of the most
noteworthy personnel arrivals

Readership Categories 48 Categories in total

0ooooogoad

The latest news and product
releases from the small
appliance category

Hooooodoooraooa
Signi cant launches and
announcements within the
major appliance category

Reader Survey Results

64.6% prefer to receive and read Appliance Retailer over

other trade media.

How long do you spend reading Appliance Retailer?

42.4% spend 1 2 hours reading Appliance Retailer.

78.6%

9.1% spend over 2 hours reading Appliance Retailer.

Where do you read Appliance Retailer?

45.7% read Appliance Retailer at their store.

5.7% read Appliance Retailer at home.

40%  read Appliance Retailer at the store and at home.

7.1%

How often do you refer to Appliance Retailer?

24.2% refer to Appliance Retailer Weekly.

11.3%

33.3% refer to Appliance Retailer Fortnightly.

39.4% refer to Appliance Retailer Monthly.

3.0%
Other

Uooodooodo
Reports on major

developments with ¢
ef cient appliances,
environmental initiai
changes to energy €
labelling and legisla

75.8% regularly learnt rst of a New Product in Appliance Retailer.

54.5% keep their copies of Appliance Retailer for more than 3 months.
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Retail trainer and customer
service specialist, Bob
Johnson, provides retailers
with helpful tips and advice
to improve the morale and
ef ciency on the shop oor

Production Details

Please supply either artwork on CD with colour printout OR email high
resolution PDF up to 10mb. Material is also accepted via Quickcut.

File formats

Adobe Portable Document Format (PDF) Please prepare all PDF s as
speci ed by the 3DAP guideline.
Visit www.3dap.com.au for detailed instructions.

Other formats

QuarkXpress, InDesign, PhotoShop and lllustrator. Make sure all fonts
are included and all images are in CMYK mode. Illustrator les must
have all fonts converted to outlines/paths.

We do not accept ads in: Word, PowerPoint, Publisher or any Microsoft
software or PC les.

Images: Minimum of 300dpi at 100% scaling. Line Art images minimum
of 1200dpi at 100% scaling. All Images must be in CMYK mode. Image

le formats should be TIFF or composite EPS and should not be
compressed.

Fonts: We accept Postscript fonts only, include both printer and screen
fonts. We do not accept True Type Fonts. PDF les are to have fonts
embedded. Fonts should not be stylized.

Bleeds: All full page/double page bleed ads must have at least 3mm
bleed all round.

Proofs: A colour proof must be supplied with all ads. We will not accept
responsibility for the printed result if a proof is not supplied.
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()

A monthly digital consumer
electronics supplement which
reveals the major news and product
releases within the converging
audio visual and information
technology product categories

]

In-depth product category reports featuring statistical
analysis and interviews with the major industry suppliers.
We feature up to 3 different categories in each edition

Colour Proofs - print-outs

No responsibility accepted unless a colour printout is sent with the
disk as a frame of reference for the printer and all les saved as
speci ed above.

Mechanical Speci cations

Type areas depth x width in mm

Full page 270 x 185
2/3 page 270 x 120
Half page junior 200 x 120
1/2 page vertical 270 x 90 horizontal 135 x 185
1/3 page vertical 270 x 57 horizontal 90 x 185
1/4 page vertical 135x 90 horizontal 67 x 185

Bleed material - depth x width in mm
303 x 428
303 x 216

Double page spread full bleed
Full page bleed

Columns per page three x 15.5 em cols to page,

column break 1.5 em

Trim 297 x 210
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