
2017
media Kit



Source: Vividata Q2 2016 Readership and Product Database
Base: Combined CMA Markets – Toronto, Ottawa, Montreal, Calgary, Edmonton, Vancouver
*NOTE: In house model based on Vividata Q2 2016 factored for fashion/lifestyle content readership and circulation.

•	 Toronto	Star:	160,000

•	 Vancouver	Sun:	50,000

•	 Montreal	Gazette:	25,000

•	 Ottawa	Citizen:	20,000

•	 Calgary	Herald:	25,000

•	 Edmonton	Journal:	20,000

The Kit Paper
The Kit	is	a	glossy	weekly	newspaper	section	full	of	fashion	
and	beauty	features,	fun	and	useful	advice,	elegant	photog-
raphy	and	design,	and	renowned	writers.	This	section	is	
distributed	43	times	a	year	in	the	Toronto Star	(Toronto	and	
the	GTA),	Ottawa Citizen,	Montreal Gazette,	Calgary Herald,	
Edmonton Journal	and	Vancouver Sun.	

ReadeRship                                    658,000

aveRage WeeKLY CiRCULaTiON      300,000

The PlaTforms
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BOOKS

FALL 
READS

Very stylish picks
page 3

PROFILE 

A PARISIAN 
STATE OF MIND
The easiest way to be effortlessly 
cool? Carry one of designer  
Clare Vivier’s handbags

BY OLIVIA STREN

Clare Vivier tells me about her style heroes: 
“Jane Birkin, Charlotte Gainsbourg, Kate 
Moss,” she says, pausing, “but I often find 
that old Asian ladies are my style inspira-
tion! They often wear great quilted vests 
and big hats and I just think, ‘That’s it! 
That’s how I want to dress!’ When I meet 
the designer at her company’s HQ—which 
is cached on a sunshine-and-bougainvillea- 
dressed block in Los Angeles and has all the 
open concept freshness of a Nancy Meyers 
movie set—she is both striking and under-
stated, emanating all the breezy chic of Jane, 
Charlotte, Kate and her Clare V. handbags. 
She is wearing a Nars lipstick in Geraldine, a 
vivid shade redolent of geraniums in Parisian 
window boxes, and a parrot-green cashmere 
sweater she bought at a market during a 
recent trip to Île de Ré, an island off France’s 
Atlantic coast. It’s slung over her shoulders in 
that infuriatingly stylish French way. Indeed, 
Vivier has perfected the mélange of French 
chic and California cool—and it’s a seductive 
union. It is also clearly a savvy one. 
Continued on page 6

HAIR SPECIAL

TAKING ROOT
Why you should forget  
your colourist’s number

page 5
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WILD AT 
HEART

Olivia Wilde opens up about  
why she feels so sexy right  

now—and why she’s happy she  
started a debate in Hollywood

page 4

MOST WANTED

BLOWN AWAY
This new hair dryer has 
the power to make your 
mornings better
page 3
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TORONTO STAR

SUMMER
STYLE 

SPECIAL
It’s officially festival season! 

Rock it with retro-chic tie-dye, 
sweet-smelling self-tanners and 

an absolutely perfect playlist

THURSDAY, JULY 14, 2016

MOST WANTED

SUMMER BEAUTY
The coolest beat-the-heat essentials
page 3
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TEST DRIVE

RAINBOW 
LASHES

Can anyone pull off candy-
coloured mascara?

 page 4

THREE MAKES A TREND

NAIL IT
The season’s  
must-try mani
page 7

HAIR

EDITOR  
MAKEOVERS
Three staffers take hot-weather 
hair looks for a spin
page 9

The	Kit	Chinese	is	a	glossy,	printed	broadsheet	newspaper	
section	full	of	fun	and	useful	columns,	elegant	photography,	
and	features	composed	by	top-notch	writers.	Each	monthly	
issue	will	be	carefully	curated	by	editor	Renee	Tse	to	provide	
the	best	beauty	and	fashion	content	for	our	discerning	
audience.	The	Kit	Chinese,	which	appears	like	a	newspaper	
section,	is	efficiently	distributed	through	a	selective	combi-
nation	of	leading	Chinese	Canadian	newspapers.	In	Toronto,	
there	are	also	public	place	copies	available	for	pick	up.

The Kit Chinese edition

The Kit Chinese Circulation:
Toronto  |  27,500 Vancouver  |  12,500

CiRCULaTiON               40,000

星期四9月22號2016

圖片：PETER STIGTER (ALEXANDER MCQUEEN)

潮流報道

最佳
秋冬時尚
我們為你逐一列出當季的潮流

精髓—從本季的流行色
（誰能料到粉紅可以如此冷艷？）

到你不能錯過的大褸
 page 4

女人裝
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找到妳的完美配對 
我們擁有最全粉底配方和最廣顏色選擇，全
線Hudson’s Bay美容部的美容專家，必能助妳

找到最完美的配對，包妳滿意。

tsl_46576_B634_BeautyKitAd_SEPT_CH_10x3.25_FINAL.indd   1 16年9月1日   上午1:03

護膚特集

淨化岩土
柔美肌膚 隨手可得

page 7

美容告白

紅色
的力量
令肌膚瞬間 
光彩重現的 
秘訣
page 6

編輯之選

秋冬
五大精選

本季的奢華
必備
page 3
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The Kit Compact
The Kit	introduces	The Kit Compact,	a	new	beauty	&	
fashion	pop-up	magazine	distributed	in	core	commuter	
hubs	across	Vancouver,	Edmonton,	Calgary,	Toronto	
and	Ottawa.	The Kit Compact	offers	an	insider	pass	
to	the	best	style:	the	buzziest	Insta-worthy	beauty	
essentials;	the	coolest,	most	inspiring	women;	the	
hottest	fashion	pieces	in	store	right	now.	The	new	
destination	for	cutting-edge	trend	features,	thoughtful	
personal	essays	and	gorgeous	photo	shoots,	The Kit 
Compact	reports	on	the	products	that	its	millennial	
audience	should	invest	in	now.	

The PlaTforms

CiRCULaTiON            125,000
*Check	this	space	for	more	to	come	on	national	distribution,	
launching	September	2016.	

thekit.ca	is	updated	daily	with	all	the	fashion	and	
beauty	news	you	need	to	read.	It’s	a	trusted	resource	
for	smart	shopping,	how-to	beauty	and	hair	videos	
and	skincare	advice.

UNiqUe visiTORs       225,000aveRage mONThLY

thekit.ca

e-Newsletters/e-Blasts 
(sponsored)
The	Kit	Loves,	The	6ix	 Index	(Toronto-only)	and		
The	Kit	Catch	Up,	three	weekly	e-newsletters,	feature	
beauty	and	fashion	“news	you	can	use,”	including	
shoppable	content,	city	happenings	and	one-minute	
makeovers.	Average	open	rate	is	15%.	E-newsletters	
and	e-blasts	are	delivered	to	the	 inbox	of	every	
magazine	subscriber	and	are	GEOTARGETABLE.

sUbsCRibeRs             70,000

MAY 2016  |  TORONTO

J O Y  R I D E

Here we go! Max your fun 
in the sun with cool-girl 

swimsuits, grown-up tiaras and 
summer beauty looks like whoa



The Kit Paper

 1x 6x 13x 26x 26+

DPS 56,230	 53,415	 50,610	 47,800	 44,980

OBC 35,145	 33,385	 31,630	 29,870	 28,115

IFC	 32,330	 30,715	 29,095	 27,480	 25,860

Full Page	 28,115	 26,710	 25,305	 23,900	 22,490

1/2 Page DPS	 37,120	 35,250	 33,400	 31,540	 29,695

1/2 Page		 18,560	 17,625	 16,700	 15,770	 14,850

1/4 Page	 9,840	 9,350	 8,860	 8,360	 7,870

Banner	 7,030	 6,680	 6,330	 5,975	 5,625

National Net advertising Rates: 
Toronto	+	Vancouver/Calgary/Edmonton/Ottawa/Montreal

2016 paper publishing schedule
The	Kit	(English)	publishes	in	the	Toronto	Star,	Montreal	Gazette	
and	Vancouver	Sun	on	Thursday;	Ottawa	Citizen,	Calgary	Herald	
and	Edmonton	Journal	on	Friday.
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raTes + PuBlishiNg sChedules

Ad Closing Date & Material Due Date
10	days	prior	to	publishing	date

Net advertising Rates Toronto Only: 
Toronto
   1x  6x  13x  26x  26+

Full Page  18,375	 	 17,460	 	 16,540	 	 15,620	 	 14,700 
 

The Kit Chinese Paper
Net advertising Rates: 
Toronto	+	Vancouver

Full Page	 	 	 8,000

DPS    17,000

1/2 Page		 	 	 5,000

Banner	 	 	 	 4,000
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MOST WANTED

Modern art
Designers have the mini fur handbag down to a f ine 

art. Embellished with look-at-me details, the elevated 

accessories were installed on fall runways from Fendi 

to  Fe r r a g a mo.  C a l l  t hem mo de r n m a s te r pie c e s .  

—Jillian Vieira. Photography by Hamin Lee

MICHAEL KORS COLLECTION BAG, $2,000, MICHAELKORS.COM

4. I caught a first-class ride over the  

chain of 80 now-dormant volcanoes 

in Auvergne that are responsible for  

the buffet of thermal waters.

BEAUTY ADVENTURE  

WATER 
WORKS 
Associate beauty editor 

Natasha Bruno  

visited the volcanic 

Vichy region in central 

France to hunt water

6. En route home, I 

fought jet lag with 

th is cool ing ro l l -

erbal l i l luminator 

infused with thermal 

water. It gave my 

plane-parched skin 

a soothing boost of 

moisture (and much-

needed glimmer).   

VICHY TEINT IDÉAL 

ILLUMINATOR ROLL-

ON, $27, DRUGSTORES

5. Meet Lys, a  

mushroom-like 

b u i l d u p  o f 

minerals formed 

from the water 

bubbling at a 

scalding 66ºC. 

I s n ’ t  s h e  a 

beauty? 

1. Three hours south of Paris, the old- 

fashioned spa town of Vichy was once the 

hottest vacation spot for the French elite—

like the Tulum of the Belle Époque. 

2. How beautiful is the Halle des 

Sources? Built in 1902, this art 

nouveau structure connects to six hot 

springs via pipes so people can drink 

the water for medicinal purposes. 

3. These taps deliver 

a fresh supply of 

potent water from 

the Célestins hot 

spring. This elixir is 

used for the blissful 

treatments at the 

f a m o u s  V i c h y 

Célestins Spa Hôtel. 

(Yes, I had one. Yes, 

it was amazing.) 

FASHION MATH

HEAD TO TOE
Not going back to school this 

year (it’s been a while for us too), 

but want to channel that cool 

collegiate vibe? Pick up this look 

for less than the cost of textbooks

ZARA JACKET,  

$139, ZARA.COM 

LACOSTE TOP, $145, 

LACOSTE.COM

JOE FRESH SKIRT, $29,

JOEFRESH.COM

TOPSHOP BOOTS,  

$160, HUDSON’S BAY

TOTAL: $473
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QUOTABLE

WHAT WOULD  
DOLLY DO? 

Dolly Parton, country demigoddess (and 

everyone’s favourite person), released 

her 43rd studio album, Pure & Simple, 

last month. During her 60-stop North 

American tour, which brings her to 

seven Canadian cities this month, 

we caught up with the 70-year-old 

songwriting legend and style icon 

to ask for her advice on finding 

your own style. —Eden Boileau

“I patterned my look after a very trashy looking woman in 

my hometown, but I thought she was beautiful. I thought, 

‘That’s the way I want to look.’ I’ve always been comfortable 

with that. You should base [your style] on what makes you 

feel good. It doesn’t matter if you’re fashionable or not, 

because it’s fashionable to be real. Even if you look false, 

you can be real—just be honest with yourself.”  

BEAUTY INSPIRATION  

The most creative fall beauty looks just happen to 

echo the buzziest art exhibitions across Canada  

—Natasha Bruno 

Artist Theaster Gates 

celebrates the black- 

culture origins of house 

music with How to Build a 

House Museum at the Art 

Gallery of Ontario.

UNTIL OCT. 30, AGO.NET

Picasso: The Artist and His 

Muses at the Vancouver 

Art Gallery is a shout-out 

to the cubist superstar’s 

female muses. 

UNTIL OCT. 2, VANART- 

GALLERY.BC.CA

Feast your eyes on draw-

ings by rebellious young 

Pre-Raphaelite artists at 

the Art Gallery of Alberta’s 

Beauty’s Awakening. 

UNTIL NOV. 13, YOURAGA.CA

Makeup ar t ist Peter 

Philips swiped on party-

ready tangerine lipstick 

(and fuchsia face dots) 

at Fendi.

MAKE UP FOR EVER ARTIST 

R O U G E  I N  C 3 0 4 ,  $ 2 7, 

SEPHORA.CA

Picasso’s fractured faces 

inspired makeup artist 

Tom Pecheux to create 

the offbeat eyeliner at 

Altuzarra. 

M.A.C FLUIDLINE PEN, 

$24, MACCOSMETICS.COM

“Victoriana club kid” is 

how hairstylist James 

Pecis descr ibed the 

vintagey piled-high do 

at Simone Rocha. 

NEXXUS MOUSSE PLUS, 

$17, DRUGSTORES
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In the hot-spring-filled spa town of Vichy, France, water 

is more valuable than wine. But not just any H2O: the 

mineral-packed, skin-strengthening thermal water that’s 

in every Vichy product. “It’s rich in 15 minerals and free 

from pollution,” Pascale Mora, the scientific communi-

cations director of Vichy International, tells me about the 

superwater born deep beneath the earth’s surface. “The 

minerals rebalance and soothe the skin and help boost 

cell regeneration.” Follow along as I roll into the deep. 
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MODERN MUSE
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Supermodel Adriana Lima brings her signature va-va-voom to Marc Jacobs’s luxe new fragrance 
page 4

TIFF SPOTLIGHT
STAR STYLEWe round up the best-dressed celebs on the red carpet 

page 4

TREND ALERT
SHRUG IT OFFThe new way to  show skin this fall

page 9

BEAUTY INSIDERSCAN PERFUME CHANGE THE WORLD?
“There is a way to flex  our buying power as  women and end the cycles of war and poverty.”

page 7

Q & AHELPING HUE
Ariana Grande’s  

cool collab
page 8
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潮裝真人秀 

鏡頭紀錄

為了幫大家輕鬆抓住當今時裝美妝最熱潮流，我們沒有放過任何一個時
裝秀，貼心為你送上本季必備的潮流知識

終身時尚愛好者 
Nyka Alexander 帶著
鏡頭前往米蘭時裝
週，跟大家分享她
所體會到的東西。

事件 1：
來到米蘭時裝
秀場外，萬勿錯
過 Instagram 
時尚合作夥伴 
Eva Chen，這
位街頭時裝明星
還非常友善。

事件 2: 
認真的攝影師
會認真地裝備自
己。我是唯一既
沒羽絨也沒雨衣
就來追拍的人。

事件 3: 
無論多大的明星
都毫無架子與
普通人合照！這
位粉絲有幸得以
與著名時尚記
者 Anna Dello 
Russo 自拍。

事件 7: 
要謙虛。你最好
的一面也許是一
張對焦完全失敗
的照片。此外，
這是一個精心
設計的姿勢，她
故意一直盯著電
話，直到相機的
快門被按下。

事件 6:
搶眼的混合圖
案容易成為抓
拍的對象！也許
我已經學到竅
門了？

事件 4: 
鞋子是大家互
相交流的一個
重要話題。模
特兒兼時尚明
星 Candela 
Novembre 認
真地跟大家 
討論她的鞋子。

事件 5:  
街頭時尚達人
深知自己的各
個角度都有可
能被拍照。當
我笨拙地站在
他們身後時，
專業的 Tamu 
McPherson 已
經跪在前面拍下
照片了。

時尚報導

文 RANI SHEEN 和 JILLIAN VIEIRA

秋冬十大簡易新造型

誇張的大頸圈
品牌： DRIES VAN NOTEN, FENDI, 

MSGM, LOEWE, BALMAIN 

Kendall Jenner 將頸圈熱潮帶起
並風靡年輕人，還有什麼方法可以將
這潮流推向極致？變大它。這個「硬

件」是定製上衣的完美陪襯。

2

4  
髮夾適合任何

場合
品牌： DOLCE & GABBANA, SONIA 
RYKIEL, RODARTE

從辦公室趕去舞會，沒有比
添上一個珠寶髮夾更快捷
的變換髮型方法。格格不入
的舊款髮夾打亂頭髮的分界
線，簡單的長髮夾緊貼凌亂
的髮髻，珠寶髮夾與搶眼的
耳環爭搶視線，髮飾潮流於
本季再創新高。我們會說，大
膽將它們往頭上堆吧。 

皮草變得時髦新穎
品牌： CHRISTOPHER KANE, MONCLER GAMME ROUGE, 
PRABAL GURUNG, MARY KATRANTZOU, DEREK LAM

每個秋冬時裝天橋總少不了皮草大衣的身影。今年，變幻的星爆
花紋，多色的玻璃窗繪畫圖案以及粉嫩漸變色效，令這個冬季服
飾變得特別搶眼有個性。

曲髮沒有拉直的理由
品牌： CHANEL, BURBERRY, DEREK LAM

模特兒出場前先把頭髮拉直、電燙或固定
髮型的做法已經過時，取而代之是保留其
原有的自然形態。有著一頭搶眼卷髮的女
星如 Alanna Arrington（右邊）、Imaan 
Hammam 和 Frederikke Sofie，一頭
天然卷髮在時裝天橋上隨步伐自由起
伏盪漾。在 Altuzarra 的時裝秀上，髮
型師 Odile Gilbert 將 Kérastase 的 
L’Incroyable Blowdry 造型乳液塗抹
於濕髮上以保濕並強韌髮絲，然後邊吹乾
邊用手指撥弄，令頭髮的天然紋理自然呈
現，充滿動感。「我們真的希望它有一種自
然的感覺。」她說：「中間分界、側分、卷
髮、短髮、長髮：每個人都不一樣，這也是
現實生活的寫照。」 

1

光澤並非雙唇僅有
品牌： PROENZA SCHOULER, NINA RICCI, LACOSTE, BURBERRY

漆面光澤令傳統標準外套重新煥發活力。想駕馭它，可以搭配自然低調的服飾（可考
慮一件駝色直筒連身裙和及膝長靴）。比較前衛的朋友可以考慮從頭到腳都用上鮮
艷顏色。這個冬季，穿皮衣的日子變得充滿趣味。

5

3

幾乎全黑的唇妝可以極致優雅
品牌： BOTTEGA VENETA, MARNI, LOUIS VUITTON, MAX MARA

深酒紅是秋冬唇膏的主流，這個冬季卻被更深的黑莓色霸佔了，看
起來優雅、強烈、甚至是帶運動感。在 Dior 的時裝秀上，透著光
澤的黑梅色雙唇在幾乎無妝的臉上形成強烈的焦點，而 Rodarte 
模特兒超黑的磨砂唇（用 Nars Velvet Matte Lip Pencil in 
Train Bleu 和 Audacious Lipstick in Liv 混調而成），巧妙
地以黑色眉毛配襯以平衡唇部的重色。保持面部其它部位的清
爽，不要畫黑眼線，除非你想要 Marc Jacobs 的哥特風格。

10

8

9

品牌： MARC JACOBS, LANVIN, ROBERTO CAVALLI,  
VALENTINO, ALEXANDER MCQUEEN

魔幻浪漫的氣氛瀰漫整個秋冬，連黑色小禮服
也變得截然不同。超級性感的蕾絲，充滿現代
感的絲質披衣，帶精美細節的黑色小禮服充
滿夢幻感，為你的晚宴造型加添神秘感，恰

到好處。

6
小黑裙大突破

煙薰眼妝變得
溫柔起來

品牌： ALEXANDER MCQUEEN, ROBERTO 
CAVALLI, CAROLINA HERRERA

朦朧的木炭或巧克力色橫跨眼蓋是本季的重
要元素，比典型的煙薰眼妝淡，但比一般自然
色系眼影更顯自信。本季潮流有多種玩法：柔
和的雙翼眼妝（如 Givenchy），加上光澤的
（如 Alexander Wang），或者像 Alberta 
Ferretti 一樣從內眼線開始向外延展。我們一
起看看化妝師 Diane Kendal 的示範：先使用
M.A.C 的 Kohl Power Eye Pencil in Feline 
眼線筆沿上下睫毛描畫，然後混合黑色眼線膏和 
Shine Mixing Medium，從內向外暈開，塗成

半透效果，依然充滿戲劇感。  

甲色並不一定要亮麗
品牌： PROENZA SCHOULER, NARCISO RODRIGUEZ, SUNO 

大紅色永遠能找到需要它的地方，前衛的妳本季則會偏向如
泥色、沙色或者蘑菇色等中性陰沈色調。試試 Jin Soon 的另
類駝色 Dulcet，或者 Karen Walker 濃厚的秋冬色系，甲型
則修為較男性化的形狀。

粉紅是新的
權力代表色 

品牌：KENZO, CHANEL, GUCCI , ALEX-
ANDER WANG, PORTS 1961

全黑打扮固然舒服又放心，設計師們卻給
大家換成粉紅色的理由。專家們指出：泡
泡糖、康乃馨和棉花糖被喻為不易妥協的
女性。時裝天橋證實了，這些顏色任何膚色
都能穿得好看。甜桃色針織衫或紫紅色調女
西裝外套搭配簡單的休閒褲，這身打扮猶如
在說：「我是女人，聽我吼。」

7 

百萬可人兒
紐約時裝周的後
台氣氛狂熱，這
些世界頂級模特
兒忙著解答我們
熱切的提問：「
如果妳現在有一
百萬，妳會怎麼
花？」

MARCHESA 的 YUMI 
LAMBERT

「我會買一
個島！」

CAROLINA HERRERA 的 
LILY ALDRIDGE

「兒童的教
育。」

TOMMY HILFIGER 的
LINEISY MONTERO

「給媽媽的
一間屋。」

圖
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e-Newsletter

  1x  4x  12x

Full Page 12,500	 	 10,500	 	 9,000

IFC   14,500	 	 12,250	 	 10,500

IBC	 	 13,000	 	 11,000	 	 9,500	

OBC	 	 16,250	 	 13,750	 	 11,750

DPS		 													22,500	 	 18,875	 	 16,200

Full Page + 1/3 Column Adjacency 

  17,500	 	 14,875	 	 12,625

*For	more	information	
on	The	Kit	Compact,	
please	refer	to	The	Kit	
Compact’s	dedicated	
media	kit.	
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The Kit Compact
Net advertising Rates: 
National

All	ad	material	must	be	submitted	5 DAyS	prior	to	deployment	*Minimum	purchase	of	100,000	impressions	on	thekit.ca
2016 thekit.ca ad schedule

Big	Box	Ad	 	 	 	 	 25	CPM

Leader	Board	 	 	 						 	 25	CPM

Homepage	Takeover	(Voken)	 						 	 35	CPM

Video	Pre	roll	 	 	 							 	 35	CPM

Wallpaper	 	 	 						Available	on	request

OPA	pushdown		 	 						Available	on	request

IAB	Filmstrip	 	 															Available	on	request

Audience	re-targeting*		 	 						 										12	CPM

Google	currents*	 	 	 									10	CPM

Sponsored	Article	Opportunity	 																									5,000
•	writing	&	design	by	The	Kit	
•	tile	and	link	from	home	page	
•	LB	and	BB	roadblocking	of	ads	on	page
•	sponsored	link	in	Kit	Catch-up	eNewsletter

thekit.ca

e-newsletter	big	box	 						 	 	 50	CPM
e-newsletter	double	big	box	 	 	 70	CPM

Kit	Catch-Up	every	Sunday
Kit	Loves	every	Thursday	

The	6ix	Index	every	Tuesday

2016 e-Newsletter publishing schedule

e-Blast
Sponsored	e-blast													 	 				120	CPM

2016 sponsored e-blast schedule

Ad Closing Date    
12	days	prior	to	deployment                                         

Ad Material Due    
5	days	prior	to	deployment

Deployment	on	date	of	choice	assuming	availability.	

All	sponsored	e-blast	material	must	be	submitted	

5 DAyS prior	to	deployment.

raTes + PuBlishiNg sChedules



DPS 21	columns	x	283.5	agates 520.7mm	x	514.35mm 20.5”	x	20.25”

OBC 10	columns	x	283.5	agates 254mm	x	514.35mm 10”	x	20.25”

IFC 10	columns	x	283.5	agates 254mm	x	514.35mm 10”	x	20.25”

Front Banner 10	columns	x	45.5	agates 254mm	x	82.55mm 10”	x	3.25”

Full Page 10	columns	x	283.5	agates 254mm	x	514.35mm 10”	x	20.25”

1/2 Page DPS 21	columns	x	140	agates 520.7mm	x	254mm 20.5”	x	10”

1/2 Page Horizontal 10	columns	x	140	agates 254mm	x	254mm 10”	x	10”

1/2 Page Vertical 5	columns	x	283.45	agates 123.8mm	x	514.35mm 4.875”	x	20.25”

1/4 Page 5	columns	x	140	agates 123.8mm	x	254mm 4.875”	x	10”

Banner 10	columns	x	45.5	agates 254mm	x	82.55mm 10”	x	3.25”

1/3 Page 3	columns	x	283.5	agates 79.4	x	514.35mm 3.125”	x	20.25”

1.	The	Kit	is	printed	on	38lb	coated,	76	bright	stock	using	the	standard	heat-set,	web	lithographic	process	with	medium	
CYMK	ink	coverage.	

2.	Images	should	be	toned	to	SWOP	standards	for	heat-set	printing	with	a	maximum	total	ink	coverage	(TAC)	of	300%	
and	a	minimum	image	resolution	of	300	DPI	at	the	properly	scaled	size.

3.	Ads	should	be	supplied	as	final,	composed,	complete,	single	page,	PDFs	to	the	PDF/x-1a:2001	standard	for	direct	output	
with	all	final	images	and	fonts	embedded.

4.	If	required,	you	may	supply	native/working	files	in	an	acceptable	format.	The	Kit	is	produced	using	Adobe	CS	5.5.	
Working	files	must	include	all	fonts,	images	and	design	files	in	a	compatible	format.

5.	All	ads	supplied	should	be	created	to	the	correct	size.	The	Kit	does	not	“float”	smaller	ads	in	the	space	booked.	Due	to	
production	processes,	full	bleed	ads	are	not	permitted.

1. A	3½	inch	gatefold	over	The	Kit’s	cover,	plus	the	inside	front	cover	(IFC)	and	front	page	banner	for	a	
total	of	approximately	2	ad	pages.	

2. A	gatefold	wrap-around	including	the	outside	back	cover,	inside-back	cover	and	both	sides	of	the	
½-page	over	cover	for	a	total	of	3	ad	pages.

3.	A	“French	Door”	concept	created	by	using	options	1	&	2	in	combination.	The	Kit	cover	would	appear	on	both	sides	of	
the	closed	front	doors	but	once	opened,	ad	would	appear	on	IFC	and	second	page,	plus	OBC	for	a	total	of	3	pages.

4. A	full	page	printed	on	both	sides,	that	wraps	around	the	top	of	the	paper,	plus	the	OBC	of
the	regular	issue	for	a	total	of	3	ad	pages.	
(Note: full page will be 1” shorter than the full height of the section so regular section can peek through.)

5. A	scent	strip	tipped	on	to	the	paper.	ENG:	front	cover	scent	strip,	front	
banner	and	OBC.	FR:	OBC	scent	strip	with	OBC	advertising.

6. A	sample	of	your	product	tipped	on	to	the	front	cover,	front	banner
and	full	page	advertisement.	

Please contact our sales representative for pricing information
The Kit Paper special opportunities (eN + Ch)
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ad sPeCs
ad standards for The Kit Paper



1.	PNG8,	PNG24,	JPG,	SWF,	GIF	or	Animated	GIF	format

2.	Other	formats	we	can	convert	from:	PDF,	AI,	EPS
3.	If	AI,	EPS	please	ensure	fonts	are	converted	to	curve

Big	Box	Ad

Leader	Board

Earlug

Video	Pre	roll

New	IAB	Filmstrip

Voken	(pop-up)	

Wallpaper	

OPA	pushdown

ALL	WEBSITE	ADS	FOLLOW	
THE	2011	IAB	GUIDELINES

ad standards for thekit.ca

ad standards for The Kit Compact

ad standards for sponsored e-Blasts
HTML Version: 600	pixel	wide	HTML	table
Advertiser	must	provide	images	(standard	GIF	or	JPEG	only;	max	file	size	300	kb)

Link	to	web	page	that	supports	advertising	message

Text Version:	Max	60	lines,	60	characters	per	line,	five	linking	URLs
Subject Line:	Max	50	characters,	including	spaces	(subject	to	final	approval	from	Toronto	Star)
Test Recipients:	To	be	provided	with	order
OTHER:
3rd	party	ad	serving	is	not	accepted	in	any	Toronto	Star	emails
3rd	party	click	URLs	are	accepted,	though	3rd	party	image	serving	is	not
Flash,	JavaScript	and	Cascading	Style	Sheets	(CSS)	are	not	permitted	in	Toronto	Star	emails
Messaging	must	be	consumer-oriented	and	present	a	special	offer/strong	call	to	action.

ad standards for The Kit e-Newsletter Big Box
1.	PNG8,	PNG24,	JPG,	GIF	at	a	mimimum	of	96ppi
2.	Other	formats	we	can	convert	from:	PDF,	AI,	EPS
3.	If	AI,	EPS	please	ensure	fonts	are	converted	to	curves
*All	Kit	Loves	and	e-blast	ads	are	due 5 DAYS prior	to	deployment

Full-page 8.875”	x	10.75”

Bleed  9.125”	x	11”

Please send artwork to ftp site:
Host name:	ftp.thestar.com
Username:	kituser
Password:	k!tf+pUs3r

Once uploaded, please ensure 
you send notification to	
production@thekit.ca

SuBMISSION
guIDElINES
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ad sPeCs

300	x	250

728	x	90

420	x	90

7	seconds,	Format:	H.264	(MP4)	Size:	4:3	(432x324)	or	16:9	(432x243)

300	x	600

400	x	400

1170	px		gutter	in	the	middle

Available	on	request	



geT iN oN The KiT
contact
Evie Begy, Collab Director
eb@thekit.ca	|	Tel:	416-869-4134	|	OR	CONTACT	YOUR	SALES	REPRESENTATIVE
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