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CANADA’S
150TH ANNIVERSARY
A PRINT

THE GLOBE AND MAIL
ATTRACTS CANADA’S
INFLUENTIAL ADULTS AND
EXECUTIVES*
Our weekday readers are:
64% more likely to be
senior managers/owners
31% more likely to be
professionals
2x as likely to have
household incomes of
$200,000+
REACH YOUR MARKET**

+ DIGITAL + SOCIAL MEDIA FEATURE

In 2017, Canada celebrates its 150th anniversary of Confederation. Individuals, families, organizations and businesses across the country are coming together to celebrate this major national
milestone. The many pan-Canadian projects, activities, performances and initiatives are designed
to create shared experiences that strengthen the Canadian community, boost its resilience and
recognition, and point the way towards a sustainable future.
GOING LIVE IN PRINT AND ONLINE:
JUNE 30, 2017

GET INVOLVED BY:
MAY 19, 2017

MATERIALS DUE:
JUNE 23, 2017

IN PRINT...

1,074,000
WEEKDAY READERS

1,669,000
SATURDAY READERS

Proposed editorial highlights:

ONLINE...

ACROSS THE COUNTRY. We highlight the projects and initiatives that will bring Canadians together
to celebrate, participate in events and share experiences.

3.8 million

MILESTONES. What are some of the milestones that define our nation and have shaped the
values and goals of Canadians?

3.6 million

DIVERSITY. Who are the leaders, organizations and businesses representing Canada as an innovative, inclusive, multicultural and diverse nation?
NEXT GENERATION. We feature organizations and educational institutions that are equipping
next-generation leaders with the skills and knowledge to make a positive difference.
CANADA’S LEGACY. We look at Canada’s impact on the world stage, from philanthropic endeavours and educational exchanges to business connections and partnerships.

UNIQUE VISITORS

UNIQUE MOBILE VISITORS

+ Increase your reach and
audience with SOCIAL
MEDIA AMPLIFICATION...
See page 2 for details...

We’ve had a long history of producing engaging print and digital features. Select a link below to view a previous feature.
S PO NS O R CO N TE NT

S PO N S OR CON T E N T

EXCELLENCE
IN RESEARCH AND INNOVATION

ORGANIC WEEK
SEPTEMBER 17-25, 2016

THE GLOBE AND MAIL

SECTION COTA

F R I D AY , S E P T E M B E R 1 6 , 2 0 1 6

THE GLOBE AND MAIL
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THE CANADIAN ORGANIC MARKET IS WORTH $4.7-BILLION PER YEAR
CANADIAN CONSUMERS ARE MAINTAINING
THEIR SPENDING ON ORGANIC FOOD

56%

11%

of Canadians (20 million)
say they regularly buy

of total grocery
purchases for
the household
comprise organic
purchases

86%

expect to increase
or maintain
their organic spending
in the
near future

ORGANIC PURCHASE PRIORITIES

77%

organic fruits and
vegetables

23%

organic milk/dairy
product

22%

organic meat
and/or poultry

A CELEBRATION
OF WORLD-CLASS
RESEARCH
SUPPORTED BY
THE CANADA
FOUNDATION FOR
INNOVATION

THE ORGANIC SHOPPER’S
WEEKLY GROCERY BUDGET

+$26.70
On average, organic grocery shoppers spend
$26.70 more per week for groceries compared
to non-organic buyers. The organic shopper’s
weekly grocery basket was $132.70 four years
ago compared to $143.40 today.

NEXT STEPS? Contact Globe andResearch
Mail Project
Manager
RICHARD DEACON at 604.631.6636, or via e-mail at rdeacon@globeandmail.com
builds our
communities
Source: COTA national consumer survey, summer 2016

GET INSPIRED!

National Organic Week events
are happening all across the
country. Visit organicweek.ca
to find one in your area.

360Incentives

SPOT THE LOGO CONTEST
ONLINE
September 17-25
Spot the Canada Organic logo on your product purchase and, for a chance
to win a prize basket, share your photo on Instagram, Facebook or Twitter with
the hashtag #SpotCanadaOrganic (www.organicweek.ca/contest).

2ND CANADIAN ORGANIC SCIENCE CONFERENCE
Longueuil, QC
September 19-21, 8 a.m. to 6 p.m.
Conference presentations (in English) about organic research and a
field day of visits to Quebec organic farms. Hosted by the Institut de
Recherche et de Développement en Agroenvironnement.

Online? Visit globeandmail.com/adv/organicweek for more information.

Canada Organic a brand consumers can trust
D

esigned to help consumers
make informed choices, a
great number of logos and
descriptors adorn the goods available
at retailers and markets across the
country. Among them is the Canada
Organic logo. Yet while Canadians
increasingly choose the products
bearing this mark of certification,
they may not be all that familiar with
the stringent standards supporting
it, says Rochelle Eisen, president of
Canadian Organic Growers (COG).
“The recognition of the Canada

“Canada has strict
standards in place,
overseen by our
government, so you can

(CHFA), Organic Week – the largest annual celebration of organic food, farming and products – is an opportunity to
shine a spotlight on the organic sector
and what it has to offer.
A recent consumer survey conducted by COTA, which aimed to understand consumers’ purchasing habits
and determine the level of trust in
organic claims, found that in addition
to environmental and animal welfare
concerns, Canadians are buying organics to avoid pesticides, chemicals and
artificial ingredients.

are still unfamiliar with the organic
logo in Canada, which was launched
in 2009,” she says.
Ms. Eisen has also noticed lingering
“misconceptions around terminology,
especially certified organic and local,”
she explains. “Both are important for
consumers, but local does not equal
certified organic. Certified organic
means that it adheres to a rigorous
set of procedures and requirements.”
“Organic integrity begins at the
farm and reaches all the way into
your home,” says Ms. Long. “Canada

jobs of local farmers.”
This trend is also reflected in the
uptake of Organic Week, where the
growing number of local partners is
making it a truly national celebration,
says Ms. Loftsgard. “That sends the
message to the broader industry and
the government that there is a strong
national network of organic supporters, retailers and businesses teaming
up for this celebration.”
Ms. Long adds, “During Organic
Week, we encourage you to take
part in the special events, or take

I

f you listen to Andrew Pelling, you’ll
believe your most creative and wild
ideas are worth paying attention
to. You may even feel compelled to
submit them for further investigation
in his lab, where biohacking and DIY
science are par for the course. Dr. Pelling leads the Laboratory for Biophysical Manipulation at the University of
Ottawa, described on its home page
as “an openly curious and exploratory
space where scientists, engineers and
artists work in close quarters.”
“My lab is about ideas,” says Dr.
Pelling, who is also Canada Research
Chair in Experimental Cell Mechanics.
“The best way to come up with really
unconventional ideas is by getting a
whole bunch of different perspectives
in the same room and saying ‘Ask
questions! Be creative!’”
That kind of open-minded approach
to research, especially when contrasted with a more conservative
approach to research and innovation
– where a problem is identified and
research is done to find a solution – is

make things better and to build our
communities.
That’s a tenet that Calgary Mayor
Naheed Nenshi has embraced. He
sees research and innovation as essential tools for serving the community and points to the Advancing
Canadian Wastewater Assets (ACWA)
facility, which is a research partnership between the city and the University of Calgary, as an example. ACWA
includes 3.8 kilometres of naturalized,
experimental streams that replicate
real-life water situations and enable
one-of-a-kind research into finding
better ways to treat municipal wastewater for the benefit of human health
and the environment.
“Every community along the Bow
River is responsible for keeping [the
water] healthy. That means being a
good neighbour to everyone living
downstream,” Mr. Nenshi explains.
Beyond their commercialization potential, the technologies developed
at ACWA could have implications that
go far beyond water quality in Calgary

Sources: Vividata Q2 2015 Study – Age 18+, comScore MediaMetrix Q4 Average 2015

Dr. Andrew Pelling (left), who pioneered the process for turning an apple into a human ear, advocates the importance
of taking creative and wild ideas towards intangible outcomes; the research at Calgary’s Advancing Canadian
Wastewater Assets facility (right) has a direct impact on the city’s water quality. LEFT, PETER THORNTON; RIGHT, SUPPLIED
everyone to participate – has earned
Dr. Pelling a large fan base. His TED

plants as a biomaterial, and all of a
sudden we’ve got this biotechnology

to know why we are better off on
average than our great grandparents,
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CHOOSE YOUR AD SIZE AND FREQUENCY

PUBLISH

AMPLIFY

We will boost your investment value by
presenting custom content opportunities
designed to deliver readership value
and support your strategic interests.

See your special feature content
housed in the globeandmail.com
special features hub:

Mobilize content, conversations
and build your social media influence,
engagement and audience.
Choose from a suite of services:
> CUSTOM CONTENT
(ARTICLES, BLOG POSTS, VIDEO)
> STRATEGY > DAILY UPDATES
PLUS

1/3
BANNER

OR for added global visibility, publish on a
custom special feature website:

> INFLUENCER ENGAGEMENT

1/2

1/4
1/8

ADVERTISE
Co-branded digital ads on
globeandmail.com promote brand
awareness and drive to your
site and special feature content:

> PAID SOCIAL AMPLIFICATION

FULL

> REPORTING AND ANALYTICS

NEXT STEPS? Contact Globe and Mail Project Manager RICHARD DEACON at 604.631.6636, or via e-mail at rdeacon@globeandmail.com

