SKI CANADA MAGAZINE READER SURVEY, APRIL 2013

In April 2013 Ski Canada engaged Impresa Communications to conduct a survey of Ski Canada’s readers to discover
their skiing characteristics and demographics. The survey was mailed out to a selection of subscribers across Canada in
proportion to the circulation of the magazine. Responses have been tabulated and the results follow.
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SOURCE: Ski Canada CCAB Statement 12 months average ending March 2012 Ski ABC Statement Canadian circulation; Powder estimates from Canadian newsstand reports; SBC Skier: & Resort Guide estimates, including newsstand sales fall 2011 No audit statements available.
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SOURCE: National newsstand wholesaler reports compare four issues with similar on sale dates, except SBC Resort Guice annual issue only and S-Mag two issues only
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