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DIG DEEPEST

into Canada's Food, Beverage, Drug Packagers...

CANADIAN PACKAGING will not be topped when it comes to
delivering the executive, production, marketing and purchasing
management decision-makers at the largest number of food,
beverage, pharmaceutical, personal care and household product
companies across Canada.

What's more, we "speak your language" to these decision-makers with
Canada's most comprehensive line-up of in-plant photo-essays and interviews.

FOOD & BEVERAGE:
9,573 principal readers

(plus 27,000 additional pass-along readers). arknfgﬂgl Eﬁ{g:fsmg
Total readership: 36,573. ] 60/0

CHEMICAL (PHARMA, PERSONAL |
CARE, HOUSEHOLD PRODUCT): Production

management

2,248 principal readers
(plus 6,520 additional pass-along readers).
Total readership: 8,768.
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CANADIAN PACKAGING "speaks your

language' to the people who understand
it and who have the authority to act on it.

WE CAN'T OFFER YOU MORE.

BUT DON'T SETTLE
FORLESS

MARKETING COLUMNS

PACKAGE DESIGN
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THE ART OF PERSUASION

Shopper insight reveals the eight simple rules of persuasive packaging
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CONSUMER FEEDBACK
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ADVERTISERS' INDEX




Canadian Packaging covers what
WORKS in Food and Drug
packaging plants.

IDENTIFY WITH THE
EDITORIAL COVERAGE THAT

CAPTIVATES YOUR




EDITORIAL CALENDER 2014

Packaging Machinery
Specifications Manual

* unique comparative
performance listings

* OEM and distributor listings

* automation devices section

Focus on Line Integration &
Automation.

Robotics/Servo Motors/
Pneumatics Updates

Vacuum Packaging Feature

\

Filling & Capping Turnkey
Operations

AUTOMATE NOW
Customers demand Integration

Adhesive Applicating

Stretchwrapping/palletizing

NOVEIVIBER

Package Design/Innovation
Package Converting/Printing
Palletizing/Conveying
Packaging for Freshness

* Focus on new films, materials,

methods for Food Safety

Metal Detection & X-Ray
Success Stories

Bottling For Speed

Adhesive Applicating

Metal Detection/
Checkweighing/X-Ray for Food
Safety

Show Round-Up- IPPE/AMI
poultry & meat show

H
ANNUAL BUYERS’ GUIDE

® most comprehensive listing
of products, manufacturers,
distributors for the packaging
function.

Canada’s fastest and most
accurate packaging lines.

® photo/essays of what works
best in select food & drug
plants.

Preview to PAC'’s Biennial
Summit.

online listing bonuses

Case Ready Packaging for the
Meat Industry

AUTOMATE NOW:
Focus on servos, robotics

PRODUCT ID NOW:
Inkjet; lasers; labels

Silent Salesman: Accent on
Designs that Sell.

Bakery Showcase Product
Previews

AUTOMATE NOW:
« focus on pneumatics, machine
machine vision

Modified Atmosphere
Packaging

Case Packing/End of Line.

PACK EXPO CHICAGO SHOWCASE
PREVIEWS

) VIBER

AUTOMATE NOW:

Advice from integrators/
machine suppliers/controls &
motors suppliers

PRODUCT ID NOW:
coding/labeling that
communicates

Contract/Private Label
Packaging Leadership

Packaging For Shelf Life.

Conveying/palletizing for
Efficiency.

Point-of-Purchase Display for
Retail Success.

Personal Care/Pharma
Packaging Secrets

Film/Flexible/Pouch Resealable
Packaging

PACK EXPO CHICAGO
Preview issue

Adhesive Applicating

PRODUCT ID NOW:
Tracking & Traceability.

Stretchwrapping New Products

==

CKAGING
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ISSUED OCT 2013
EFFECTIVE JAN 2014

2014 RATE CARD 59 & MECHANICAL SPECS

ISSUANCE & CLOSING DATES

TABLOID AD PAGE SIZES

a. Published eleven times per year.
b. Ad material is required on 15th of preceeding month.

GENERAL ADVERTISING RATES

Rates quoted in Canadian net Dollars

TABLOID 1 TIMES 6 TIMES 10 TIMES
Tabloid page $5,800 $5,500 $5,300
2/3 tabloid page $5,400 $5,100 $4,900
1/2 tabloid page $5,300 $5,000 $4,700
1/3 tabloid page $3,500 $3,300 $2,900
1/4 tabloid page $3,000 $2,900 $2,500
1/6 tabloid page $2,300 $2,100 $2,000
1/8 tabloid page $1,900 $1,700 $1,500
STANDARD 1 TIME 6 TIMES 11 TIMES
Standard page (7x10) $5,300 $5,000 $4,700
2/3 page standard $4,370 $3,935 $3,605
1/2 page island standard $3,000 $2,900 $2,500
1/2 page standard $2,700 $2,500 $2,400
1/3 page standard $2,300 $2,100 $2,000
1/4 page standard $1,900 $1,700 $1,500
1/6 page standard $1,035 $927 $815

INSERTS/OUTSERTS

Contact Publisher for rates & mechanical specifications

PRINT ADVERTISING FILE FORMAT

PDF files only: a high-resolution PDF/X-1a:2001, or a generic
PDF is acceptable. Convert all spot colours to CMYK. Embed all
fonts. Minimum 300 dpi for all images and text. Maximum 300%
ink density for CMYK.

PRINT ADVERTISING FILE SUBMISSIONS

Every attempt is made to verify the supplied file to the supplied
proof, however, The Business Information Group does not accept
responsibility for material content or colour trapping. Production
charges apply for material not to specs or alterations.

PRODUCTION ASSISTANCE

For all production related inquiries and mechanical
specificiations, please contact Cathy Li at
(416) 510-5150 or by email at cli@bizinfogroup.ca

CANADIAN + I

PACKAGING

SERVING CANADA'S PACKAGING COMMUNITY SINCE 1947

_________

\ , Trim Size: 10 3/4 x 1575
! ! Bleed Size: 11 x 168
! ! Live: 97/8 x 147/s

1/2 HOR - TABLOID
Live Size: 72 x 9%
——————— r Bleed Size: 11 x 8 ¥8

1/3 VERT - TABLOID
Live Size: 3% x 15
Bleed Size: 32 x 16%

Trim Size: 21% x 15%
Bleed Size: 21%2 x 16%
Live: 21 x 15%

1/3 HOR - TABLOID
Live Size: 9 78 x 474
Bleed Size: 11 x bl

1/4 VERT - TABLOID
Live Size: 4% x7 %2
"~77 Bleed Size: 5% x8 ¥

STANDARD AD PAGE SIZES

______ L STANDARD PAGE
1l

1 Trim Size: 7% x 10%

| Bleed Size: 8 18 x 11

| Live Area: 7 x 10

1/2 HORZ
Live Size: 7 x 47

1/3 VERT
Live Size: 2% x 10

1/4 HORZ
Live Size: 7 x 2%

1/6 HORZ
Live Size: 47 x 2 Va

2/3 VERTICAL
Live Size: 4% x 10

1/2 ISLAND
1 1 Live Size: 4% x 7 Y>
1 1
I 1 Bleed Size: 5% x 8%
1 1
1
1

_____

_____

1/3 SQUARE
Live Size: 4% x4 7%

1/4 VERT
Live Size: 3% x47%

NOTE: All standard partial ads
are indicated with grey boxes
and reflect the live area.

Bleed size is indicated with the
red dotted lines.

WWW.CANADIANPACKAGING.COM



Digital Advertising
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Take a proactive approach to your digital v\S‘j
advertising. Send your e-blast/e-newsletter ?\\“V;:a-%s‘\
to our 16,000 opt-in e-audience of food, S;:,“w
beverage, drug, chemical executive and
plant managment decision-makers. Get el D e
full contact/address leads from those who e
click on the links inside your e-blast. 20 80

Rate: $200/1,000 names. Less when you Efj\"&\ghwal\{ any 80 3‘3»5‘*3
bundle with a print campaign.

PACKAGING NEWS .2
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ON CANADIAN PACKAGING mar
E-NEWSLETTERS Coke selling beer? Sort of
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B Beoh LoSry 0. TRIGENT | et mee
Schedule your press releases and new SRS,
Safe and sound o
product ads on our E-newsletter, and T R e T
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Refer adds more talent
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Call Stephen Dean at 416-510-5198.
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Ryson says: Let's get small
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Web Advertising

DOMINATE THE CONSUMER

PACKAGED GOODS
DIGITAL NETWORK

: Top Banner
YOUR AD HERE 468 X 60
_ AL -
E e 2
- k=ﬂn-
— i = Big Box
300 X 250

Text Ad
620 X 125

Top Banner
468 X 60
2014 E-Newsletter Ad Rates
(net Canadian dollars) Big Box
300 X 250
Top Banner $1,000 $900 $700 $500
Big Box $1,000 $900 $700 $500
Text Ad $800 $700  $600 $500
Text Ad
620 X 125

INTRODUCING:

Book your own press releases and articles
simultaneously on:

e www.canadianpackaging.com.

e Canadian Packaging e-newsletters.
e our twitter feed

¢ in Canadian Packaging magazine

Call Stephen Dean at 416-510-5198 for more details

Web Site Rates (net Canadian dollars)

Top Banner $1,000 $900 $700 $500
Big Box $1,000 $900 $700 $500
Text Ad $800 $700 $600 $500

YOUR AD HERE
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“YOUR AD HERE

PACK PRESS 2014

| ———
RATES: $350 net per release.
$3,000 net per year unlimited use



YOU NEED TO
IF YOU WANT TO

MAXIMIZE

YOUR SALES
EFFORTS IN
QUEBEC.

EMBALLAGES circulates 7,500 COPIES
each quarter to the most extensive consumer
packaged goods audience in Québec.

mmmmumm

March issue - closes February 25.
June issue - closes May 25.
September issue - closes August 20.

November/December issue - closes October 31.
(Previews PackEx Montreal)

AD RATES:

1 tabloid page - $3,700 net.

1 standard page - $2,775 net.
1/4 tabloid (1/2 std) - $1,925 net

Publishes quarterly: February/March; May/June; August/September; November/December



EDITORIAL LEADERSHIP

IN QUEBEC

EMBALLAGES Editor Pierre Deshamps has been
serving the Quebec market for the last 10 years in
our magazine that mails separately and to its own
unique Quebec-based market.

To communicate effectively with
the French-speaking Quebec
food, drug and other packaging
markets, it only makes sense

to use a publication that offers
it own editorial voice and a
separate and unique circulation
only in Quebec.

Ask about sending French-language e-blasts
to the EMBALLAGES audience
Call Stephen Dean 416-510-5198
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CANADIAN + I

PACKAGING

SERVING CANADA'S PACKAGING COMMUNITY SINCE 1947

Canada’s gateway to the $14 Billion Packaging Marketplace and
Consumer Packaged Goods companies both small and large from coast to coast.

“ :
7 T i
4 DY - .
TALpAS] B cp COLGATE-PALMOLIVE - kraft foods B@ Lol A e
aaaaaaaaaaaaaaaaa Good things brewing. ﬂ“ ST

1 I\ E*g %,; f% ‘501 -

Umﬂww
=) w b WRIGLEY ! . m !
ki e [ ave LOREAL A @
) el oo foand [rirwd-

) 0 aporEX @ﬂ;qﬂ @ TATERLYLE @9 Cramis
@  \loortman e
@ @M ® svon X g

BACARDI. """ agiopur

THE SILENT
SALESMAN
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www.canadianpackaging.com

CONTACT:

STEPHEN DEAN, SENIOR PUBLISHER
416.510.5198, sdean@canadianpackaging.com

Follow Canadian Packaging on Twitter
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Display advertising e Digital advertising e Market Research & Event Sponsorships



