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Editorial Talent
and Contributors
"House & Garden holds a mirror to contemporary Australian family life and

delivers an unrivalled platform for advertisers to communicate with our
exclusive and responsive readership in a dynamic, innovative environment"

SOPHIE WILSON OLIVIA CLARKE AMANDA CORDONY
Senior Stylist Digital Editor, Homes to Love  Contributor, H&G Entertains

TANYA BUCHANAN
Editor-In-Chief



THE NUMBER-ONE HOME-LIFESTYLE
TITLE IN THE AUSTRALIAN
MARKETPLACE

For more than 75 years House & Garden has been the
go-to brand for avid renovators and decorators alike.

The most-read premium Homes magazine
in the country - 727,000 monthly readers — and 11
consecutive readers hip increases.

i

Audience of early adopters — 1.8x more likely to be
early adopters of updating their home interiors.

H&G audience don’t follow transient trends — they
know their personal style and invest in products
designed to last. They are interested in the Australian
design aesthetic and supporting Australian talent.

Roy Morgan Single Source Australia, Sept24




REACHING 1.02MIL AUSTRALIANS EACH MONTH

with 1,590,000 total touchpoints

AUSTRALIAN Classic charm 100 + PAGES OF FRESH TIMELESS HOMES

AVERAGE AGE: 47 | $141K AVE HHI

" P = . i i : 8 £ 5 , | o =
““ENTERTAINERS Comfort Food 1. [ e ““BIG SPENDERS =~ UPGRADERS—

415,000 have ente\l"\tamgd 42% intend to renovate or WINTER NIGHTS WL [EeR—— 489,000 are big spenders 1.99x more likely to buy new
friends / family in the L4W~._ decorate in the N12M L — — | models of appliances

/N R -

"Their home is their
heart and their legacy”

Roy Morgan Single Source Australia, Sept24



Supported by a HOMES NETWORK of
13million touchpoints

beautlful b

ORGANISED
YOUR HOME OFFICE

* Ticoglorious |8
@7 spacesto
inspine

An impressive art collection lines this
storied Federation-style home and stay

RS

NEXMENERM’ION YOUNG AUSTRALIANS

MAKING/A.DIEFERENCE ON THE LAND.

bea n}m B%tgrmes EQH:SEE COUNTRYSTYLE be“e llﬁm(}‘s

and Gardens
THE HOME THE CREATIVE THE FOREVER THE DREAM THE URBAN THE HOME
CREATOR HOMEMAKER HOME RETREATERS SOPHISTICATE ENTHUSIAST
Social: Families Social: Families AllAges Social: Established Families Social: Established Living Social: Singles & Couples Social: Established Living
Space: Suburban Home Space: Homes Large & Space: Established Home Space: Country, Home Space: City, Terrace Space: Suburban / Urban
Self: Forever Decorator Small Self: Stylish Families Self: Lifestyle Seeker Self: Global, Designs Self: Driven by better

Self: Enthusiastic D.l.Y.ers




SOCIAL

DIGITAL

9 P

Instagram Followers: 342k
Facebook Likes: 140k
Pinterest Followers: 16.6k
Combined Socials: 498.6 k

UAs: 342,500
PVs: 759,833

Mid year SALE

ITEHEN 11405 TILES, STONE, TAPWARE AND APPLIANCES.

- e PRINT

& %
Kitchen
o GLIARISMA
b

) Print Readership: 727k monthly
12 issues ayear

-+ One shots and custom publications

2 PERYEAR
QO e e s
dOUSE ROUSE HOUSE
Australian Creatives Modern

at

Australian Style

EVENTS & ACTIVATIONS

Newsletter: 16K
Solus: 26.6k

wow 70 $60

Source: *Roy Morgan Single Source Australia, September 2024, **Ipsos Iris, October 2024, Social Following as of November 2024,
~Solus subscribers as at November 2024| Note: total touchpoints is a duplicated number
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signature PROPERTIES AND PLATFORMS

TOP 50 ROOMS THE MILAN REPORT

Great projects are happening all around the country and Launchedin 2023, House & Garden's Milan report
H&G’s Top 50 Rooms awards celebrates the limitless uncovers the major design directions on show at

talent of our bestarchitects and interior designers. the annual Salone del Mobile showcase and trade
For more than 25years, the prestigious annual award fair—and translates leading-edge trends for the

honours the best examples of residential architecture, premium Australian homeowners and decorators.

from both emerging and established designers.




SPONSORSHIPS

OWN AN ENVIRONMENT WITH YOUR BRAND

by June 30.

HIGH IMPACT
SPONSORSHIPS

Drive awareness and create impact by
owning an environment aligned to your
brand. Home page and section
sponsorships available, with audience
targeting options.

ROWSE |
@ HOUSE JOUSE

GARDEN GARDEN
PPT—— Madern Australian Creatjves
minimalist and ambient Au St ral Ian St yle at }Lome
emerging style - { m ?

teph ond Gion from The Block2023showyos Il | KNOW-HO)

FROM THE

EXPERTS

whereto buy their
go-to pieces

SOLUS EDM ONE SHOTS
With 100% share of voice, share your Available exclusively to one sponsor,
brand’s story to an engaged supported by a marketing campaign,
audience who have signed up for appearing within Are Media brands
communications from the masthead. printand digital.

Perfect for new product offers or
competitions




CONTENT CREATION | Print

CREATE ENVIRONMENTS AND CUSTOM CONTENT WITHIN

Create a
look you'll
“Evaluating how easily a trend can be ada 1
love. : T e e HOME conforts

a reflection olving tastes.”

carthyand natural
d coastal chic.

DECORATING H&G

ADVERTORIAL FEATURE BESPOKE BRANDED
INTEGRATION SPONSORED CONTENT
Using your brand assets, our creative team Integrate your productinto our existing relevant Integrate your products seamlessly; beautifully
will create a FPC advertorial with the design features (e.g, Kitchfens, Bathropms, shotand curated by our.edit.o rial team with your
elements of the magazine, aligning it closely Bedrooms, Decorating, Entertaining) brand in mind

in look and feel to editorial content.




ONTENT CREATION | Digita

CREATE ENVIRONMENTS AND CUSTOM CONTENT WITHIN

MTERIOR Mid year SAL
4 European fashion trends OO
influencing interior design

The Japandi Home - where
Japanese form meets Scandinavian
function

Sign up for our i
newsletter == Sign up for our
newsletter

NATIVE ARTICLE ADVERTORIAL ARTICLE

An article written with the client’s contextual environment An article entirely themed around client’s desired
in mind. Article hasthe look, feel and tone of editorial, as  messaging, written by our content team in the tone of the
such, carries editorial’s authority. Reader-firstapproach brandit’s housed on. Client has 100% Share of voice (SOV)

INCLUSIONS INCLUSIONS
* 5,000PVs and 1 social post * 2,500 PVs &1 social post
* 500 words of copy + 2 x Brand mentions * 500 words of copy + 5 x brand mentions
* BTYB Client name at Head and Foot of article. * BTYB Client name at Head and Foot of article
* 1xInternalbody copy product mention. * Caninclude multiple (2) product imagery
* Noproductimage guarantees
EXAMPLE
EXAMPLE Link

Link


https://www.homestolove.com.au/renovating/home-design-japandi/
https://www.homestolove.com.au/interiors/interior-fashion-trends-25001/

DIGITAL VERTICALS

CENTRED AROUND OUR MOST POPULAR CONTENT CATEGORIES - AVAILABLE FOR SPONSORSHIP AND AUDIENCE TARGETING

. u, M R et
R o A o L e 25, = . y i s —

BATHROOM & : ' ) OUTDOOR &
LAUNDRY LIVING & DINING BEDROOMS ety

IF THE ENVIRONMENT DOESN’T EXIST, WE CAN CREATE IT




VIDEO PACKAGES - off the shelf

Put a fresh
spin on your

= ! laundry

HOYSE +4

’..J L

Wy 225

A
- = ,
o —
SMART VIDEO STOP MOTION/SPANNING HANDS OVER PANS
Tella simple story (recipes or how to) through Compiling still images to create a simple and effective Bring arecipe to life through atop-down view of the
an Al generated video of your written article video asset with yourbrand at the forefront cooking process. Ability to hero products and brands
EASY EXPLAINER QUICK ENGAGEMENT HELPFUL CONTENT

LINK LINK LINK



https://www.facebook.com/watch/?v=1131759038266307
https://www.instagram.com/reel/Cts8W-yt9aq/
https://www.facebook.com/watch/?v=1131759038266307
https://www.facebook.com/australianhouseandgarden/videos/230840136022129
https://www.facebook.com/watch/?v=1131759038266307
https://www.instagram.com/reel/C6KIChYBF80/?hl=en

VIDEO PACKAGES — bespoke

BESPOKE BESPOKE

Brief us on your campaign objectives and we will Brief us on your campaign objectives and we will
produce a unique concept that we know will resonate produce a unique concept that we know will resonate
with our audience and drive engagement for your brand. with our audience and drive engagement for your brand.

SOLUTIONS BASED SOLUTIONS BASED
Link Link



https://www.instagram.com/p/CwOpMx3NboH/
https://www.facebook.com/ads/experience/confirmation/?experience_id=514016893573162&is_responsive=0

SOCIAL OPPORTUNITIES

COLOURED CONCRETE

JIINRIVVALD

A social format that elevates a carousel making it
feel more like flipping through pages of a magazine -
produced by our creative studio and incorporating
branding through title and end cards.

Link

@

HOW MUCH WOULD YOU LOVE
A VACUUM TO DO YOUR
HOUSEWORK FOR YOU?

—
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@
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DISCOVER DYSON'S =

N
NEW ROBOT VACUUM Q)Q\‘\‘:
AT RIS

@ SHOP HERE

STORY

A simple and effective reach driver, using created
or client assets (where relevant) — option to link
out to recipe/coupon and able to be boosted to

specific audiences with defined reach goals

Link

(@) Austraiian House & Garden ©
A4 @

The wet zone often requires more privacy than others. In this lavish bathroom, Luxaflex
Pirouette Shadings offer seck al the

for choosing and installing window dressings here: 1o [bi ly

. ~

) Comment

the show design-wise, Discover our expert advice

¥
@ houseandgarden - Follow
r Paid partnarship with luxaflexaus

houseandgarden Edited - 20 w
If windows are like eyes to the outside
world, window dressings are the final
swipe of mascara. They add the
finishing touch to every look and can
elevate any style.

So it's important to get them right.
We've rounded up the best expert
advice for buying blinds and shades —
including measuring tips and how to mix
and match for cohesive interiors

Tap the link in bio for the full story.

#interiordesign #uxaflex
#windowdressings #windowinspo

mooi_living 19
This looks so beautiful and calming.

oQv R

@ 258 likes

G Add a comment. ®)

A social post on Facebook or Instagram enables our
clients to reach our engaged audience, with the ability
to boostto reach further audiences outside of our
network with the authority of our brand handle

Link



https://www.instagram.com/p/C5ClDE3rQFE/?hl=en&img_index=8
https://www.instagram.com/p/C20pFUyssbo/
https://www.facebook.com/ads/experience/confirmation/?experience_id=274700731740114&is_responsive=0

BIGGER INTEGRATION OPPORTUNITIES

STAND PROUD
H&G ENTERTAINS BLACK BOOK ASK AN EXPERT INTEGRATION
TIP ONS/
SAMPLING EVENTS (IRL OR
COMPETITIONS GIFTWITH VIRTUAL)
PURCHASE




FROM CONNECTION TO INTENTION

ACROSS THE FUNNEL

From inspiration

AWARENESS CONSIDERATION INTENT & EVALUATION PURCHASE ADVOCACY

TOP
= 50
ROOMS

To making it happen




Editorial Calendar 2025

People. Decorating. Home & Gardens. Travel. Sustainability. Fashion & Beauty. Food. Shopping

) The Colour Issue + Top .
Decorating: Luxe to Entertaining & The White Issue 3.0 The Country Issue 50 Rooms The Festive Issue

less Bedrooms

The Holidays & Kitchen Special The Italian Issue
Wellness Issue Bathrooms & Laundry Kitchen Special The Gardens & Florals
Issue

Top 50 Rooms Top 50 Rooms —

Calls for Entry Winner Reveals &
Readers Choice Vote




SOLUTION BASED CAMPAIGNS
We've loved

FREEDOM REECE

USING ONE PLANNING TOOL
PACKED WITH COLOUR, STYLE
AND UNIQUE DESIGN PRODUCTS

BEFORE & AFTER:
TAP TO SEE THIS 3D BATHROOM
DESIGN BROUGHT TO LIFE..

START VISUALISING YOUR

DREAM HOME WITH REECE

IMAGINGD 4D PLANNER

Send message

TAP TO EXPLORE

VIEW HERE VIEW HERE VIEW HERE


https://www.instagram.com/reel/Cx6etfLt-xG/
https://www.facebook.com/ads/experience/confirmation/?experience_id=1758602201304004&is_responsive=0
https://www.homestolove.com.au/entertaining/smart-entertainment-guide-24390/

WHERE CONNECTION
ignites intention
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