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COVER PRICE
$3.30

FREQUENCY
Monthly

DISTRIBUTION

Coles supermarkets, Woolworths
supermarkets, Bi-Lo supermarkets,
Action supermarkets, Kmart stores,
Big W, selected newsagencies and
independent supermarkets

CIRCULATION 134,251

Source: Audit Bureau of Circulations (Jan/Jun 2009)



The L1 story

Launched in 2003 by a small independent publisher, Knockout Media, 1 took
on the established food titles with a commitment to publish a high-quality magazine
focused on affordable, practical, family recipes.

Targeting a largely untapped market — budget-conscious supermarket shoppers
— 1 became the fastest-growing food title in the country.

By May 2007, 1 had increased its frequency from quarterly to bi-monthly to
monthly.

Today, 1 has carved out a unique, mass-market niche.

readership now 324,000 rwr uuyosine s

Meet the I 1 reader

You probably already know our typical reader...

- She’s middle class and house proud.

- She shops at the supermarket and has a keen eye for a bargain. Value for money is important
to her.

- The kitchen is her domain and she’s in charge of feeding the family.

- She’s always looking for new recipes — but they must be easy to make, with ingredients she
usually has on hand. (Oh, and the kids have to like them!)

- She’s aware of healthy eating issues but likes to cook up treats as well.

- She wants new ways to prepare food for people with different tastes and food restrictions.
- She enjoys having family and friends for a meal and serving up easy but impressive dishes.
- She loves 1 because it gives her everything she needs in a magazine.

Ready Steady Cook partnership

1 is the 2009 print partner to Network Ten Australia’s hit

TV cooking show, Ready Steady Cook. In every issue, five pages
of recipes from the show are included, making 1 the tangible
extension of the show. This partnership is supported on air during each episode by a
host mention, a TVC and subscription giveaways.

Since the commencement of the partnership, both circulation and readership of
[—1 have shown steady growth and continue to do so.




1 readers — fast facts

72% are female grocery buyers

69% are female grocery buyers in the C, D & E economic groups
69% have three or more in their household

69% of readers are aged under 50

56% go out to work and are busy working mums

15% are stay at home mums

58% more likely to shop at Kmart

Readership profile

T R00s——— agazine Proile %
251

Women 82% 161

Men 57 18% 37

Age

Under 25 57 19% 103

25-34 63 20% 122

35-49 91 30% 111

50+ 97 31% 82

Socio-Economic

AB 43 14% 70

€ 69 22% 112
71 23% 115

B 70 23% 113

FG 55) 18% 90

Grocery Buyers

Total 246 80% 108

Household Size (including children)

1-2 people 97 31% 77

3-4 people 156 51% 120

5+ people 55 18% 105

Work Status

Currently employed 177 57% 96

Occupation of Workers

White-collar workers 80 26% 141

Household Income

More than $70000 a year 114 37% 94

* Source: RMR Apr 2008-Mar 2009







