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Targeted distribution six times per year of 146,000 copies nationally to the most 
affluent Globe and Mail subscribers – plus 4,000 copies distributed through Air 
Canada Maple Leaf Lounges for first and business-class travellers.

Each issue will also have bonus targeted distribution of 2,500 copies at special 
events and other exclusive opportunities: Toronto International Film Festival, 
Boys Night Out, Night of Stars...

Toronto		  91,800

Vancouver	 17,700

Calgary		  14,000

Air Canada	 4,000

Ottawa		  10,000

Montreal		 9,500

Halifax		  3,000

Format		  High-resolution PDF with proof
Cover		  UV-coated 7pt
Paper		  Coated 100M
Binding		  Perfect binding
Screen		  150 lines per inch
Pantone®	 On request
Full page trim size	 8 1/2 x 10 3/4"
Type safety	 7 1/2 x 9 3/4"
DPS trim size	 17 x 10 3/4"
DPS type safety	 16 x 9 3/4”
1/3 page vertical	 3 x 10 3/4"
Bleed		  1/8”
FTP server	 ftp.contempomedia.ca
FTP login		  u47984294-upload 
FTP password	 magazine

Distribution verified by Globe and Mail 
audited circulation.

circulation: 152,500 national

specifications

editorial calendar

advertising dates

advertising rates (net)

contact information

April Spring style, luxury automotive buyer’s guide

May  Adventure travel, home theatre how-to

June  Summer heat, waterproof tech

September  The style issue, ‘nuf said

November  The grooming guide, premium timepieces

December  The definitive gift guide compiled by the editors of Sharp

Contempo Media Inc.	
370 Queens Quay West, Suite 203	
Toronto, ON M5V 3J3
416.591.0093
Fax: 888.702.4064	  
production@contempomedia.ca	

C anada     ’ s  M a g a z ine    fo  r  M en
s h a r p f o r m e n . c o m

 2009
  media 
 kit

LOOK BETTER   *   FEEL BETTER   *   KNOW MORE



* 82% are male
* Average age: 41 
* 71% aged 25-54 
* 92% are university-educated
* 74% are MOPEs
* 73% have an HHI of $100,000+ 
* 29% have a personal income of $100,000+ 
* 84% own their own home
*Source: Sharp reader survey, conducted by Starch Research, July 2008 issue.

Sharp delivers the ideal audience: Our direct, targeted cir-
culation arrangement with the Globe and Mail, Air Canada 
and other exclusive partners guarantees you’ll reach affluent, 
intelligent and active Canadian men.

sharp readers:

circulation: 
152,500 (national)
readership: 
*382,973 (2.51 RPC)

Sharp takes the pulse of Canadian society to bring 
sophisticated men the information and entertain-
ment that they want and need. We draw on expert, 

award-winning contributors who breath life into the peo-
ple, places, things and trends that define excellence and the 
very best that Canada has to offer.

Every issue of Sharp features fashion, travel, technology, 
health, wellness, automobiles, food, entertainment, celebri-
ties and personalities, not to mention socially significant 
editorial of local and international scope.

Sharp’s consistently premium environment speaks directly 
to the discerning tastes of Canada’s largest audience of 
affluent, intelligent and influential men.

Michael La Fave
Editorial and Creative Director

Premium audience.
Premium environment.

food/dining * indulgence * tech 
fine living * travel * cocktails * luxury 
culture * fashion * design * watches 
leisure * motoring * style * grooming 
adventure * perspective * celebrities
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“there was picture of my 
dad in the trophy case 
dribbling a basketball. And 
i just remember thinking 
this is what i want to do.”

The boy inside the man is never far away. 
And that’s a blessing for Bryan Colangelo, 
who has devoted most of his adult life to 
working on the grown up’s side of a kid’s 
game. There are those who wake up at 40 
and start channelling Talking Heads lyricist 
David Byrne (And you may find yourself 
in a beautiful house/with a beautiful wife/
And you may ask yourself—Well...How did 
I get here?), and then there is the talented 
Toronto Raptors president, who has no such 
days. For while he does have a lovely wife 
and lovely home in the heart of his newly 
adopted city, he never has to ask how he got 
where he is professionally, or why. He just 
knows. His father, Jerry Colangelo, has been 
one of the most influential executives in the 
National Basketball Association since his 
son was in diapers. And the son can remem-
ber perfectly when he realized he wanted to 
join the family business. 

“I might have been about 10 or 12 years 
old, but my Dad took me back to his old 
neighbourhood in Chicago, and it was very 
much a neighbourhood, kind of south of 
the tracks, Italian immigrant, working class 
kind of place,” says Colangelo. “And we did a 
little tour, he showed me the field he played 
Little League on, his grade school, that kind 
of thing. And then he took me to his high 

“I saw a little bit of everything along the 
way,” says Colangelo, who has twice been 
named the NBA’s executive of the year. 
“Learning from [my father] and others, I can’t 
imagine a better internship and mentorship.”

So how did he get here? Leaving Phoenix 
for Toronto in February? Colangelo admits 
there have been some moments since he 
parachuted into the role of Raptors’ saviour 
three years ago this February that he’s had to 
pause and remind himself exactly how it all 
went down—be it buying ice skates for his 
kids for the first time or learning to appreci-
ate the merits of a heated driveway, issues he 
never had to deal with in Arizona. The Suns 
organization was family, and suddenly, for the 
first time in his working life, he was alone.

“There was that kind of cast-off feeling at 
first,” says Colangelo, who was recruited by 
the Raptors after his father sold the team and 

school, and I just remember it was this really 
big place, like a college campus.” 

“But it had one of those old-style gyms—
if you were building it now, you’d call it 
retro, I guess. The gym wasn’t open, but it 
was named after him, and there were some 
windows and you could look down this 
hallway that had a hall of fame, and there 
was a picture of my Dad in the trophy case 
dribbling a basketball. And I just remember 
thinking this is what I want to do, I want 
to follow in your footsteps; I want to play 
basketball, I want to be part of basketball. 
I wasn’t sure exactly what that meant, but I 
remember seeing what he’d accomplished 
through the game and being really attracted 
to it and wanting to be part of it.”

He has been ever since. Still one of the 
youngest executives in the NBA, the 43-year-
old Colangelo can draw on more than 30 years 
experience as he goes about reshaping the 
Raptors, given that he listened to his father—
variously the coach, general manager and 
owner of the Phoenix Suns—swing trades at 
the kitchen table. In high school he was a ball 
boy at home games, and after a brief sojourn 
on Wall Street following graduating from 
Cornell University, he re-joined the Suns orga-
nization, working his way up from advance 
scout to become general manager at age 30.

Sharp_October_2008_FINAL.indd   56 9/29/08   4:44:21 PM

70 Sharp oct/Nov 2008 SHARPfoRmeN.com SHARPfoRmeN.com Sharp oct/Nov 2008 71

Sharp_October_2008_FINAL.indd   70 9/29/08   4:45:11 PM

70 Sharp oct/Nov 2008 SHARPfoRmeN.com SHARPfoRmeN.com Sharp oct/Nov 2008 71

Let the mainstream worry about hybrids and econoboxes. Despite 
rising fuel costs, the world’s leading automakers have unleashed 
the sport sedan armageddon on each other and Cadillac is 
better equipped than ever to go head-to-head with the planet’s 
most powerful sedans. 
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