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Organic week

2023 NATIONAL INTEGRATED CONTENT FEATURE –
DIGITAL AND NEWSPAPER 

Organic Week is a celebration of organic food and farming and recognizes the 
important role that organic agriculture plays in promoting healthy ecosystems 
and sustainable food systems. This special feature, produced in collaboration 
with the Canadian Organic Trade Association (COTA), aims to raise awareness 
about the benefits of organic agriculture and showcase the diversity and 
quality of organic products available in Canada. Celebrate Organic Week and 
support the organic sector in Canada as we work together to build a healthier 
and more sustainable food system for all.

Proposed topic highlights:
FARMING PRACTICES — Prioritize soil health, biodiversity, and natural 
ecosystems, and minimize the use of synthetic fertilizers and pesticides, for 
both environmental and human health benefits.
FOOD PRODUCTION — Use organic farming practices and techniques to 
produce safe, healthy, and sustainably produced food.
CERTIFICATION & REGULATION — Ensure that organic products meet strict 
standards for production, handling, and labeling.
SUSTAINABILITY — Organic agriculture is an important component of 
sustainable food systems, which prioritize the health of the environment, 
communities, and economies.
EDUCATION — Consumer education is key to promoting the benefits of 
organic agriculture and sustainable food systems.

INTEGRATED CONTENT FEATURES: Turnkey solutions in which 
participating advertisers can be mentioned or quoted in at least one story. 

Source: Vividata SCC Fall 2022, National, Adults 18+

GET INVOLVED TODAY. CONTACT: 
RICHARD DEACON, Project Manager  T: 1.604.631.6636 E: rdeacon@globeandmail.com

Print/Digital Weekly Readers – 5,898,000 
Print Weekly Readers – 2,697,000 | Digital Weekly Readers – 4,439,000

Standard 
Booking Deadline Material Deadline Publishing Date Sponsor Content 

Booking Deadline

July 14 September 8 September 15 July 14

Reaching 
more senior 

executives, business 
owners and 

professionals*

The Globe and 
Mail is the #1 

newspaper brand 
in Canada*

Content produced by Randall Anthony Communications, a Globe-approved provider

Click on the report below to 
see a similar past feature

Reaching more 
High-Net-Worth 

Investors with over 
$500K in assets.*
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ORGANIC WEEK
SPONSOR CONTENT

Friday, September 9, 2022
PRODUCED BY RANDALL ANTHONY COMMUNICATIONS WITH CANADA ORGANIC TRADE ASSOCIATION (COTA). THE GLOBE’S EDITORIAL DEPARTMENT WAS NOT INVOLVED.

Winning products, grown
and made in Canada.
COTA2

Say no to secret
GMOs.
COTA3

Paying attention
to SDGs.
COTA4
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PAIRING HIGH-QUALITY FRUITWITH A TALENTED
WINEMAKER’S CREATIVITY
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On average,
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weekly on
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Strengthening the organic food system
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