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In publication since 1938, Food in Canada has earned the  

highest degree of trust and respect within the industry that is 

unequalled by any other magazine, website or enewsletter  
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Reaching the Entire Food & Beverage Industry

Food in Canada delivers top-quality coverage of the  

national food and beverage processing industry. We cover  

Baking, Dairy, Meat, Confectionery, Beverages, Fish and  

Seafood, Fruits and Vegetables, Grain and Oilseed Milling,  

Pet Food, as well as Packaging, Food Science and Technology. 

For 80 years food and beverage professionals have relied on 

Food in Canada for information and updates on key industry issues 

and trends, as well as equipment and ingredient suppliers.

Food in Canada is celebrating  
80 years of helping food &  
beverage industry professionals  
make informed decisions!Anniversary
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Highlights

The largest  
and most qualified 
audited Canadian  

circulation

The only Canadian  
food & beverage  

processing magazine 
with third-party audited  

circulation 

(The Alliance for Audited Media)

The only nationally distributed food  
and beverage magazine in Canada

79%  
of readers  

contacted an  
advertiser directly  

from seeing their ad  
in Food in Canada

37,886* total readers (3.8 readers/issue)

59 minutes 
average time spent 
reading per issue

98%  
rate editorial  
as excellent

96% took  
an action as a  

result of reading 
Food in Canada

Loyal Readers 
 98% read  

4 out of 4 issues

89%  
possess  

purchasing 
authority

67.9%
Senior Executive Management

Chief Executive Officers, Chief Financial 

Officers, Chairs, Owners, Partners, Directors, 

Presidents, Vice-Presidents, General 

Managers, other Executive Management

18.4%
Plant and Production Management

Plant and/or Production & Operations  

Management, Materials Management,  

Engineering Management

2.5% 
Other Qualified  

Personnel

4.4%
Sales, Marketing &  

Information Systems  
Personnel

6.8%
Technical Management, Purchasing
Purchasing Management, Quality Control &  

Technical Management, Food Scientists,  

Food Technicians

*The Alliance for Audited Media —  
December 2016 Circulation Audit Statement

WHO READS Food in Canada?
9,970* National Subscribers – THAT’S WHO!
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JUNE
Special Report: Food security in Canada

Food Trends: Mushrooms

Product Showcase: Pre-show IFT coverage 
& post-show Ingredient Marketplace coverage

SUPPLEMENT: Pet Food in Canada
SUPPLEMENT: Research Chefs in Canada

JULY/AUGUST
Sector Report: Fruit & vegetable processing

Food Trends: Pickling

Product Showcase: Post-show IFT coverage  
& post-show Bakery Showcase coverage

Special Report: Logistics

SUPPLEMENT: Research Chefs in Canada

SEPTEMBER
Annual Reference Edition

Sector Report: Beverage processing

Food Trends: Food tourism

> Product Showcase: Pre-show Process Expo coverage

+ Top 100 Canadian food &  
beverage processors

2017 Executive Roundtable

SUPPLEMENT: Accent Alimentaire sur le Québec

OCTOBER
Annual Reference Edition
2019 BUYERS’ GUIDE

The 80th edition of the only directory of  
suppliers specifically for the Canadian food  

and beverage processing industry

Sector Report: Packaging

Food Trends: Olive oil

Special Report: Food clusters

NOVEMBER/DECEMBER
Sector Report: Fish & seafood processing

Food Trends: Condiments

Product Showcase: Post-show coverage of 
SupplySide West & post-show Meat  

Industry Expo coverage 

Special Report: Exporting

SUPPLEMENT: Pet Food in Canada
SUPPLEMENT: Accent Alimentaire sur le Québec

MAY
Sector Report: Confectionery

Food Trends: Vending

Special Report: Counterfeiting & food fraud

+ The Top 10 Companies to Watch in 2018

SUPPLEMENT: Accent Alimentaire sur le Québec

EDITORIAL

Calendar

AD SPACE CLOSE:  1st of the month preceding issue   AD MATERIAL DUE: 8th of the month preceding issue

MARCH
> Sector Report: Meat & poultry processing

> Food Trends: Street food

> Product Showcase: Post-show IPPE coverage

> Special Report: Logistics

SUPPLEMENT: Accent Alimentaire sur le Québec

JANUARY/FEBRUARY
Annual Reference Edition

> Sector Report: Bake & snack food

> Food Trends: Honey

> Product Showcase: Post-show Pack Expo coverage

+ 2018 Resource Guide Book

SUPPLEMENT: Research Chefs in Canada

APRIL
Sector Report: Dairy processing

Food Trends: Cosmeceuticals

+ The Leadership Awards:  
A salute to the best of 2017/18

SUPPLEMENT: Research Chefs in Canada
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Accent Alimentaire sur le Québec
Food in Canada’s quarterly French-language supplement, 

Accent Alimentaire sur le Québec, reaches deep into the 

Quebec market to provide meaningful editorial coverage 

unique to the province’s processors. Take advantage of 

this French-language communications vehicle to reach 

the second-largest food and beverage sector in Canada.

Research Chefs in Canada
This distinctive quarterly supplement highlights the  

work of the research chefs and product development 

professionals who help shape consumer trends,  

develop R&D formulations, improve ingredient  

applications and create new products.  

(Please see print rate card for advertising prices)
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RCA spices it up in Puerto Rico
Get ready for the sunshine, because this year Research 
Chefs Association (RCA) is heading for San Juan, Puerto 
Rico for its Annual Conference & Culinology Expo. 

Taking place this year March 14 to 17, the event is 
highly anticipated for its speaker series, educational  
sessions and networking opportunities. This year’s 
lineup includes keynote speeches from Ali Bouzari,  
co-founder of Pilot R+D, and Neville Craw, corporate 
executive chef of Arby’s Inc. Breakout sessions include 
a wide range of topics, such as replacing artificial 
colours, high pressure pasteurization (HPP), and GMO 
labelling standards. For local flavour, the convention  
offers sessions on cooking with rum, plus insights on 
the different culinary traditions influencing Puerto  
Rican cuisine.

As well as its annual exhibition of suppliers to  
the industry, the conference will include several  
competitions: the Mixology Competition; two  
professional and student culinology competitions — 
the National Savory Culinology Competition and 
the National Pastry Culinology Competition; and the 
student Evolution of Food Waste Product Development 
competition. For more information visit culinology.org/
AnnualConference.

Keep on food trucking…
In December, Humber culinary 
students gathered to compete in 
a live cook-off that showcased 
flavourful and creative food 
truck dishes.

Held in partnership with 
Nestlé Professional MINOR’s, 
the competition challenged  
students to create food truck 
recipes featuring at least one 
Nestlé Professional MINOR’s 
Base or MINOR’s Flavour Con-
centrate, as well as its new Maggi 
Thai Red Curry. Special guest 
judge was Cory Vitiello, owner 
of Flock Rotisserie and Green.

The top three winners, who 
received prizes of $1,000, $750 
and $500 respectively, were:  
Kris Wray for Chinese Steam 
Buns with Red Thai Curry 

Marinated Chinese Thighs; 
Sarah Elkington for Literally 
Popcorn Chicken; and Kathryn 
Kramer for Thai Glazed Beignet 
Filled with Ancho Custard.

> Chef Works Inc., a global culinary and  

hospitality uniform apparel brand, has acquired 

Chef Works Canada, and named Jeff Berman  

as president to head up sales, marketing and  

operations in the Canadian territory. The move will 

improve consistency to all Chef Works customers in 

Canada and the U.S., while bringing a wider selection 

of market-leading products to the Canadian industry. 

Last fall the company moved to a new Toronto corporate office and 

distribution centre. 

> Last fall in Milan Mitch Lienhard of the U.S. 

was declared the winner of the S. Pellegrino 

Young Chef 2016 award for his signature dish, 

Roasted Duck with Spiced Orange and Yam. Rep-

resenting Canada in the final 25 contestants was 

Sean MacDonald of Calgary, with his signature 

dish Duck and Carrot. MacDonald was mentored 

by chef Normand Laprise in preparation for the grand finale.

> Next month pasty specialists will head to the sixth annual  

World Pasty Championships at the Eden Project in Cornwall, UK.  

The March 4 crimp-off, supported by the 

Cornish Pasty Association, is open to both 

professional and amateur Cornish pasty 

makers, and includes Cornish pasties and 

open savoury categories for pasties with 

creative fillings. Matt Grant from The Great 
British Pasty and Pie Co. in Ottawa, is the 

2016 World Pasty Championships Ambassador, and will return to the 

competition for the third time this year.

> Daryl Kerr, corporate chef of Great Events Group, has been named 

Chef of the Year by the Calgary Academy of Chefs and Cooks, a 

branch of the Canadian Culinary Federation. Kerr is recognized for his 

creativity, inspiring passion to his craft, and his commitment to the 

local food industry in Calgary.

> The Canadian Food Championships will be held this year in  

Edmonton July 21 to 23. The high-intensity, double-blind cooking 

competition is open to both professional and amateur chefs, and  

is the only Canadian qualifying competition for the World Food 

Championships in Orange Beach, Alabama, Nov. 9 to 14. For more 

information visit canadianfoodchampionships.ca

INBRIEF
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Berman

MacDonald and 
Laprise

Grant

Kris Wray and his winning dish (below).

research chefs
in canada
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T
here are so many trends to write about, but here’s 
my selection of trends for 2017 and beyond. Let’s 
not confuse a fad with a trend. A fad is short lived, 
while a trend has the ability to sustain growth 
and often becomes mainstream. Although Atkins  
appeared to be a trend, it was not to be and cost 
many companies dearly in R&D, operation and 
marketing costs, that all had to be reversed as fast 
as it came on.

Vegetables
I’ve never seen such importance placed on vegetables. Even the world’s most 
prestigious culinary competition, the Bocuse d’Or, decided that one of the 
two dishes to be presented for the judges would be composed exclusively  
of fruits, vegetables, cereals, seeds or legumes. Quite a departure for the  
competition, which is celebrating its 30-year anniversary this year, but it 
reflects the worldwide trend.

It seems that cauliflower is the hero in this category. This vegetable is 
finding its way into our homes as much as it is in restaurants, and even the 
freezer in your local grocery store. My favourite way to eat this is baked 
whole in the oven with herbs, spices and cheese. And plant-based restau-
rants used to be few and far between, but now there are numerous chef-
driven concepts popping up all over in Canada and the U.S., with some 
headed by celebrity chefs.

Protein
Many companies are trying to educate consumers as to where they can find 
protein beyond the protein bar. Protein is found in numerous foods including 
beef, pork, turkey, chicken and fish, like salmon, as well as octopus. Many 
plant-based items also have high levels of protein. Items like tempeh — 
which is made of whole soybeans — black beans, chick peas, nuts, lentils 
and quinoa are all good ways to increase your protein intake. I think Pulse 
Canada did a fabulous job promoting the benefits of consuming pulses  
during 2016, the International Year of Pulses.

By John Placko

Food & beverage 
trends to look for  
in 2017 & beyond

A Culinary Odyssey

Whole roasted cauliflower

Cubed tempeh skewers
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Recipe to Retail

one of the many challenges 
food brands face is pricing 
products to optimize sales  

and profit. Get it right and it can lead  
to a profitable business. However, too 
high a price will negatively impact  
listings and sales. And too low a price 
will eat into profits and eventually kill 
the business.

Pricing is part of the marketing strategy 
and should be aligned with the brand 
strategy, as the retail price can influence 
consumer expectations of the brand. 
Start with the cost of goods, which is  
the cost of producing the product. Then 
factor in other components such as: 
 » Overhead
 » Your profit margin
 » Marketing (promotional allowances, 
flyer placement, sampling programs)

 » Distribution
 » Brokerage fees (a fixed percentage of 
sales depending on the volume)

Also consider retail listing fees and 
unexpected business expenses due to 
currency fluctuations, product write-offs 
and, heaven forbid, product recalls. The 
final product cost is referred to as the 
“cost of goods sold” (COGS). Prepare 
“what if ” scenarios to determine the  
difference in profitability when the 
COGS and selling price change.

calculation of gross margin (GM)
The same formula is used to calculate 
gross margins (GM) for manufacturers, 
distributors and retailers: Selling price – 
COGS = GM$ ÷ selling price = GM per 
cent. For example: $1.99 – $1.49 = $0.50 
GM ÷ $1.99 = 0.25 = 25 per cent GM.

a vicious circle
When sales volume is low it creates a 
Catch-22 situation. Lack of buying pow-
er results in a higher cost of goods, which 
leads to high pricing and, ultimately, 
low sales. Formulating products with 
premium ingredients such as organic or 
non-GMO exacerbates the situation, 
making it a challenge to achieve the 
optimal price.

Before product development begins, 
set targets for the cost of goods and 
suggested retail price to guide decision 
making and keep costs in line. The target 
retail should take into consideration 
brand positioning, competitor pricing, 
what the target customer is willing to pay 
and retailer gross margin expectations, 
which could be 30 to 50 per cent. Keep 
in mind that the retailer determines the 
final retail price.

a tough sell
Price increases are difficult conversations 

to have with retailers. If the initial price 
was too low, they may not accept an 
increase. And if they do, the increase  
will likely be passed on to consumers, 
resulting in a volume decline. 

How much is the consumer willing 
to pay? There’s a limit. That’s why it’s 
important to have a point of difference 
that is relevant for the target customer. 
Products that satisfy an unmet consumer 
need generally have more pricing latitude 
because there is little or no competition. 
Remember too that consumer survey 
respondents often say they are willing 
to pay more for certain attributes or 
benefits, but in reality that may not be 
the case. Don’t make crucial business 
decisions based on surveys alone.

promotions, a necessary evil
Canadian shoppers have become  
value-seekers, making 35 per cent of 
their purchases on a temporary price 
reduction (TPR). Promotions are  
necessary to drive sales, but beware of 
habitual discounting. Never sell your 
product for less than it cost to make.

Getting the price right is a balance  
of art and science. Effective pricing is 
about knowing your costs, customers  
and competitors, establishing an  
attractive price and ensuring every  
sale is profitable. 

As a packaged foods consultant,  
Birgit Blain helps brands that struggle  
to maintain listings. Her experience  
includes 17 years with Loblaw and  
President’s Choice. Contact her at  
Birgit@BBandAssoc.com or learn  
more at www.BBandAssoc.com

the price is right. Or is it?
Birgit Blain

 Pricing is part of the  
marketing strategy and  

should be aligned with the 
brand strategy. 
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Food & beverage 
trends to look for  
in 2017 & beyond

Turmeric
A perennial plant from the ginger fam-
ily, known for its medicinal properties, 
turmeric is also commonly used to give 
food and beverage products a yellow  
colour, including in orange juice, ice 
cream, dairy products, yogurt and sauces.  
The hot tea category is one where I see 
turmeric being featured heavily right 
now in new product introductions. It’s 
also a key ingredient in curry powder 
blend. 

Chilled beverages
Nitrogen-infused cold brew coffee had a very short incubation period, and 
within a year we saw small start-ups selling their products. Large-scale  
production quickly followed and was introduced by some of the world’s  
largest coffee outlets.

Kombucha shows no sign of slowing down. The fermented and sweetened 
flavoured tea beverages lend themselves to various flavour profiles as well as 
the halo of health benefits. Coconut water is becoming a staple after a few 
years of very rapid growth. 

native ingredients
Although it’s been the norm to have restaurant menus with exotic and expen-
sive ingredients from various countries around the world, the tide is changing 
as chefs scout their own region or country for native ingredients. Rene Redzepi 
of the famed Noma restaurant in Copenhagen is known for creating the  
Nordic cuisine from local ingredients, and now turns his curiosity to other 
countries as well. Creating unique dishes with Japanese ingredients for his 
2015 pop-up restaurant in Tokyo, followed by his Australian pop-up restaurant 
in Sydney in 2016, Redzepi is now scouting Mexico for a pop-up restaurant in 
2017. With Canada’s 150th birthday this year, chefs are scrambling to find 
and feature native Canadian ingredients on their menus.

Sous-vide
French for “under vacuum,” 
this cooking method involves 
having food sealed in food-safe 
plastic bags and placed into a 
water bath at a precise temper-
ature for a precise amount of 
time to get repeatable, perfect-
ly cooked product. I’ve recently 
seen an article stating sous vide 

is back. Well can I say, it’s never gone away. It’s been rising in popularity in 
professional kitchens and now in domestic kitchens. The technique made 

its way into restaurants in the mid-1970s and is now 
fairly standard in many professional kitchens around 
the world, as well as in many home kitchens due to 
the drop in price for sous-vide devices. 

Watch for these emerging trends in the near future:

edible helium 
balloons
Yes, the same floating bal-
loon you used to suck the 
helium from to talk like a 
chipmunk is now an ed-
ible reality. The balloon 
is made from a blend of 
sugar-like ingredients, so 
you can eat the balloon 
after you deflate it. 

3-d food printing
It’s not as scary as it sounds. One of the food-based 
printers, called the Foodini, does not load additive-
laden food tubes into the machine. Rather you create 
the savoury or sweet food purées yourself and then 
the device dispenses a variety of patterns onto the 
plate letting your imagination run wild with what 
you can create.

Freeze-dried products

Although the drying process is quite expensive and 
not very accessible, the taste and texture has a unique 
offering for people wanting a crisp fruit, vegetable or 
ice cream that packs a punch in terms of flavour. 

John Placko is culinary director, Modern Culinary 
Academy, and Bar 120: Cuisine Transformed, 
Pearson International Airport. Contact him at  
johneplacko@gmail.com or at (416) 666-9544.

Freeze-dried fruits

Edible helium balloons

Turmeric tea

Sous vide 
nectarines
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accent alimentaire
sur le Québec

Quel est notre aliment national?

OpenTable, un site de réservations de 
restaurants en ligne, a publié sa liste des 150 
perles de quartier au Canada en 2017. La 
liste peut être consultée à opentable.com (15 
restaurants de cette sélection sont situés au 
Québec). OpenTable a également publié les 
résultats d’un sondage qui présente différ-
entes perspectives sur la cuisine canadienne 
et les modèles de restauration. Par exemple, 
lorsqu’il est question de l’aliment national du 
Canada, le sirop d’érable arrive en tête avec 
26 pour cent des voix, battant de peu la pou-
tine qui obtient un score de 23 pour cent. Le 
boeuf de l’Alberta arrive en troisième position 
avec 11 pour cent.

Sirop d’érable et bonne santé

Le premier symposium mondial quant aux 
bienfaits potentiels sur la santé des produits 
de l’érable canadiens 100 pour cent purs a eu 
lieu en avril à San Francisco, dans le cadre de 
la rencontre annuelle de l’American Chemical 
Society (ACS).

Ce colloque ayant pour thème “La 
chimie et les effets biologiques des produits 

de l’érable” a permis à des scientifiques 
de partout dans le monde de dévoiler 
les résultats de leurs recherches. Une 
nouvelle étude de l’Université du Rhode 
Island a révélé la présence d’inuline dans 
le sirop d’érable — un glucide complexe 
qui agit comme prébiotique — encour-
ageant la croissance des bonnes bactéries 
dans l’intestin. Deux autres composés 
récemment découverts, comportant des 

NOUVELLES
> Dans le budget 2017 du Québec déposé en 

mars, des réductions d’impôt de sept milliards  

de dollars sur six ans ont été promises. Parmi les 

faits saillants, notons les 159.2 M$ dirigés vers  

le secteur agroalimentaire, dont 14 M$ pour 

réduire l’utilisation des pesticides.

> L’épicier Metro de Montréal a annoncé que 

ses produits de poulet frais sous la marque privée Irresistibles proviendront 

désormais de La Ferme des Voltigeurs, l’un des plus grands producteurs/transfor-

mateurs de poulets de grain et biologiques du Québec. Offerts sous les étiquettes 

Irresistibles Naturalia et Irresistibles Biologique, les 10 produits sont certifiés par 

Aliments du Québec, dont quatre d’entre 

eux sont également certifiés biologiques. 

Ces produits seront offerts dans toutes les 

épiceries Metro et Metro Plus du Québec. 

Ce partenariat s’inscrit dans la démarche 

d’approvisionnement responsable de Metro 

rendue publique en mars.

> En mars, le ministère de l’Agriculture, des Pêcheries et de l’Alimentation du 

Québec (MAPAQ) a mis en place une mesure pour lutter contre la fraude dans 

l’industrie de la viande, rapporte GlobalNews.ca. La province a dû agir après 

qu’un rapport d’enquête ait révélé la présence de porc dans des emballages 

de bœuf et de veau hachés en vente dans des supermarchés du Québec. Le 

ministère a annoncé que tous les détaillants d’épicerie qui préparent et  

emballent eux-mêmes le boeuf et le veau hachés verront des inspecteurs  

analyser des échantillons de ces emballages, indique GlobalNews.ca.

> Le chocolatier confiseur Chocmod de Saint-Jean-sur-Richelieu a accepté un 

actionnaire extérieur pour la première fois: le Fonds de solidarité FTQ, lequel fera 

l’acquisition d’une participation minoritaire dans la compagnie. Chocmod, une 

société française spécialisée dans les truffes de cacao français, a été achetée par 

Ghislain Lesaffre et Antoine Fortin en 2008, et un site a été ouvert au Québec. 

mai 2017
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En tant que vice-président et directeur général de Sucro-Bec, M. Fortier 
tient les rênes de l’exploitation familiale, bien connue dans le milieu du sirop 
d’érable de la belle province. Fondée en 1986 par son père, Laurier For-
tier, dans la ville natale de la famille (Saint-Ferdinand), l’entreprise fournit 
notamment Costco en sirop biologique, sous la marque Kirkland Signature 
depuis 1989.

Avec un nom original bâti sur un jeu syntaxique qui définit bien la vocation 
des produits de l’entreprise, Sucro-Bec est l’un des trois fournisseurs mondiaux 
de Costco, qui s’avère le plus grand acheteur de sirop d’érable au monde. Les 
ventes au détail internationales de ce client gigantesque mobilisent environ 
les deux tiers des quelque 907,000 kg de sirop que Sucro-Bec produit annu-
ellement. Le reste coule vers des clients en Europe, au Japon et à Dubaï, pour 
ne nommer que quelques endroits.

Par Mark Cardwell

E
n matière de connaisseurs de sirop 
d’érable, vous auriez du mal à trouver 
quelqu’un qui en sait plus sur la sci-
ence derrière cette substance sucrée et 
consistante que Laval Fortier.

Alors, quand il dit que le printemps 2016 restera 
gravé dans les mémoires pour la quantité et la qualité 
exceptionnelles du sirop d’érable produit au Québec, 
vous pouvez vous y fier. «C’est très rare de récolter 
autant de sirop d’érable de première qualité, et si tôt 
dans la saison,» a fait valoir M. Fortier le mois dernier 
à la cabane à sucre familiale de Saint-Ferdinand, dans 
la région des Bois-Francs, à 90 minutes de route à l’est 
de Montréal. «La couleur et le goût sont exceptionnels 
cette année.»

Le goût sucré  
du succès

ProfiLD’entreprise

(G-D) Laval, Jason 
et Derek fortier de 
Sucro-Bec.

Sucro-Bec célèbre la première 
qualité de la récolte de sirop 
d’érable de cette année

46-48_AccentFeature.indd   46 16-04-29   5:21 PM
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L
e directeur du marketing de Catelli Foods Corp., Doyle 
Brown, reconnaît que les pâtes ne sont probablement pas les 
premiers aliments auxquels les gens pensent lorsqu’ils planifient 
des menus pour des repas traditionnels ou festifs. Néanmoins, 
il considère que les nouilles à base de blé se situent en tête de 

liste quand vient le temps de concocter un repas plus détendu ou improvisé 
avec la famille et les amis proches. “Les pâtes s’avèrent un aliment si simple 
et accessible, fait valoir M. Brown, depuis le bureau de Catelli à Toronto. 
Elles se marient à plusieurs excellentes recettes quand il n’est pas nécessaire 
de faire quelque chose de très compliqué.”

Un fabricant de pâtes 
franchit le cap des 150 ans

Catelli Foods  
se joint aux  

célébrations du 
Canada

Par Mark Cardwell
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Profil D’entreprise

Flétan frais, fusilli 
tomate pistache  
et cerise à l’aide 
de Catelli Grains 

Anciens par
chef Cory Vitiell.
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saison avance, le sirop d’érable devient plus foncé et 
sa saveur est plus caramélisée.» Ce fut le cas des deux 
dernières années, ajoute-t-il, qui ont respectivement 
été marquées par le vortex polaire et des chutes de 
neige record. «Normalement, notre sève coule durant 
la dernière semaine de mars et les deux premières 
d’avril,» souligne M. Fortier. «Mais ces deux dernières 
années, les trois semaines de récolte ont été en avril.»

M. Fortier attribue la récolte précoce de cette année 
à l’hiver relativement doux au Québec. «Notre sève 
a commencé à couler le 10 mars, jusqu’à la mi-avril 
environ,» commente-t-il. «Plus tôt commence-t-elle 
à couler, mieux c’est. Le sirop recueilli s’en voit  
généralement plus clair et son goût est plus léger, ce 
que nous recherchons.» M. Fortier considère aussi 
que la grande différence cette année réside dans la 
quantité de sirop de première qualité que son entreprise 
a produit. Sur les 500 premiers barils remplis à l’usine 
de production et de transformation de la compagnie 
en mars, 400 ont été classés de la plus haute qualité 
de l’industrie.

«Cela est très rare,» relate M. Fortier, en parlant 
de 80% de la production classée catégorie A, laquelle 
qualité est établie selon la propriété du sirop à laisser 
passer la lumière — calculée à l’aide d’un spectropho-
tomètre — ainsi qu’en tenant compte du goût, de la 
clarté et de la densité. «L’année dernière, seulement 
9% de notre production totale avait atteint une telle 
qualité.» Selon le producteur, la récolte exception-
nelle de cette année aidera à minimiser les craintes  
récentes exprimées dans les médias du Québec à 
l’effet que l’industrie du sirop d’érable en plein essor 
aux États-Unis pourrait constituer une menace à la 
position prééminente du Québec en tant que plus 
grand producteur de sirop d’érable au monde.

Ces craintes ont été nourries à la suite de la pub-
lication d’un rapport du gouvernement commandé 
par Florent Gagné, ancien sous-ministre du Québec, 
qui relatait la hausse des marchés concurrentiels du 
sirop d’érable. «L’industrie de l’érable...est devenue 
un fleuron de l’agriculture québécoise,» a écrit M. 
Gagné dans son rapport rendu public en février. 
«Mais le plus grand danger qui le guette est de refuser 
de voir les menaces réelles qui se profilent à l’horizon, 
et qui ont commencé à prendre forme.»

Un grand pourcentage de cette production provient de la sève bouillie que 
les Fortier extraient chaque mois de mars et avril de leur érablière personnelle, 
dans laquelle plus de 9000 chalumeaux entaillent les arbres. Mais ils achètent 
aussi des centaines de barils de sirop chaque année à quelque 125 autres pro-
ducteurs, dont beaucoup d’entre eux se révèlent des agriculteurs locaux qui 
utilisent le même procédé de production au feu de bois qui a été utilisé pour 
faire du sirop d’érable au Canada depuis l’époque coloniale.

«L’astuce consiste à maintenir la bonne teneur en sucre,» explique M. 
Fortier. «Nous avons également nos propres recettes de mélange, lesquelles 
tiennent compte de la consistance du sirop, qui diffère chaque année selon 
la météo.» M. Fortier précise que lorsque la sève coule tard, ce qui est  
généralement dû à des hivers très froids ou à de la neige abondante, ou les 
deux, la qualité du sirop d’érable n’est pas à son meilleur. «À mesure que la 
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Top 100 (September issue)

Canadian Food & Beverage Processors

Canadian food and beverage processors are ranked 

in the Top 100 according to their sales figures.  

The list includes information from Dun & Bradstreet 

Inc., from the companies themselves and from  

annual reports.

SPECIAL

Sections

Food in Canada is the most cost-efficient 
marketing and advertising choice for  
reaching the $104 billion per year Canadian 
food and beverage processing industry.

Ad Rates
	 1x	 2x	 4xiii

Full Page	  1,765 	  1,660 	  1,555  

 2/3	  1,505 	  1,400 	  1,295  

 1/2 island	  1,320 	  1,245 	  1,140  

 1/2	  1,350 	  1,035 	  935 

 1/3	  935 	  880 	  830 

 1/4	  830 	  750 	  725
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A comprehensive sector-by-sector snapshot of food & beverage 

processing and manufacturing industry performance & innovation
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The dairy sector is comprised of three  

sub-sectors: ice cream and frozen  

dessert manufacturing, accounting for  

five per cent of shipments; fluid milk  

manufacturing, which accounts for 45 per 

cent, and includes fluid milk, cream,  

cottage cheese, sour cream, dips, dairy  

substitutes and yogurt; and butter, cheese 

and dry and condensed dairy products for  

50 per cent, including Cheddar, processed 

and variety cheeses and butter, as well  

as powdered, dry, evaporated and  

condensed milk. 

The dairy, egg and poultry sectors are 

controlled by supply management, which 

protects the domestic market from foreign 

competition. As a result, imports capture 

just five per cent of the domestic market 

overall, although imports hold a significant 

share of the variety cheese market. The 

higher prices made possible through  

restrictions on imports make Canadian  

dairy products relatively uncompetitive in 

export markets. Exports accounted for just 

two per cent of dairy sector shipments in 

2016 and imports claimed just five per cent 

of the domestic market.

The dairy sector had a great year in 2016, 

with the value of shipments up $800 million 

(five per cent) over the prior year to $17.7 

billion. Imports and exports were unchanged 

at $900 million and $400 million respectively. 

As a result, the value of the domestic market 

also expanded by $800 million (five per cent) 

to $18.2 billion. Adjusted for price changes, 

the value of both shipments and the domestic 

market increased by three per cent. This 

matched the three-per-cent increase in real 

value added (GDP).

Mergers & acquIsItIons
Gay Lea Co-operative Ltd. of Mississauga, Ont. made  
three acquisitions in 2016 beginning with the purchase of  
a minority share in Lindsay, Ont.’s Mariposa Dairy Ltd.,  
a successful goat cheese producer. At the same time,  
delegates to Gay Lea’s annual meeting approved a bylaw to 
expand open membership to dairy goat producers. In May 
the co-op acquired Milford, Ont.-based artisan cheesemaker 
Black River Cheese, best known for its aged Cheddars. In 
October it acquired Stirling Creamery Ltd., of Stirling,  
Ont., known for its range of artisanal crafted natural and 
flavoured butters. 

In November, Canada’s largest dairy, Agropur Cooperative 
of Longueuil, Que., a producer of cheese, yogurt, milk and 

cream, acquired Truro, N.S.-based Scotsburn Ice Cream 
Company. Scotsburn had a presence in the Quebec ice cream 
market via its September 2015 acquisition of Lachute-based 
Les Aliments Lebel.

In July, Danone acquired WhiteWave Foods of Boulder, 
Col., a global leader in premium organic dairy and plant-
based alternatives to milk and yogurt. Danone of Paris  
generated US$24 billion in sales in 2015 from fresh dairy 
products including yogurt, early life nutrition, waters and 
medical nutrition. WhiteWave had US$4 billion in 2015 
sales. The deal, upon closing in October, doubled Danone’s 
U.S. market share and increased its North American business 
from 12 per cent to 22 per cent of Danone’s total portfolio.

openIngs & closIngs
Saputo Inc. announced a year ago that it would 
rationalize its Canadian dairies to improve 
operational efficiency. Facilities in Sydney, N.S., 
Princeville, Que., and Ottawa would be closed 
in June 2016, August 2016 and December 2017, 
respectively. 

Quality Cheese Inc. of Woodbridge, Ont. 
invested $14 million in a new 64,000-sq.-ft. 
plant in Orangeville, Ont., in the first half  
of 2016 to increase production capacity and  
efficiency for its specialty cheeses under its 
BellaCasara and Albert’s Leap brands. Agropur 
opened its new $100 million, 90,000-sq.-m 
head office complex in June 2016, which  
includes a laboratory, distribution centre,  
and Canada’s largest dairy R&D centre.

Gay Lea Co-operative Ltd. of Mississauga, 
Ont. announced plans last fall to invest $60 
million to upgrade a creamery in Teeswater, 

Dairy product Manufacturing

UniTs 2014 2015 vs 
2014

2016 vs 
2015

shipMenTs (1) $ Billion $17.1 0% 5%

iMporTs (2) $ Billion $0.8 2% 6%

exporTs (2) $ Billion $0.4 -13% 19%

DoMesTic MarkeT (3) $ Billion $17.5 0% 5%

TraDe Balance (2) $ Billion -$0.4 -17% -4%

processor prices (4) inDex, 2010=100 106.1 1% 2%

real shipMenTs (5) per cenT -1% 3%

real GDp (6) $ Billion $2.9 2% 3%

exporT inTensiTy (7) per cenT 2% -13% 13%

DoMesTic MarkeT share (8) per cenT 95% 0% 0%

Sources: 1. Manufacturers’ sales, inventories and orders (by NAICS) CANSIM Table 304-0014. 2. Statistics 
Canada, Trade Data Online. 3. Calculated (shipments + imports – exports). 4. Industrial product price indexes 
(by NAICS) CANSIM Table 329-0077. 5. Calculated (shipment change – price change). 6. Gross Domestic 
Product – chained (2007) dollars, at basic prices (by NAICS) CANSIM Table 379-0031. 7. Calculated (exports/
shipments). 8. Calculated (shipments – exports/domestic market).

daIry sector  [sector snapshot]
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Canadian Food  
Industry Report

A sector-by-sector snapshot of  

food and beverage processing and 

manufacturing industry performance 

and innovation. Read about important 

industry issues and trends, with  

emphasis on a well-researched  

quantitative and qualitative outlook. 

The only resource of its kind  

in Canada!

Food in Canada Buyers’ Guide & Directory 
(October issue)

Food in Canada’s Annual Buyers’ Guide & Directory is the most 

complete, up-to-date national directory of suppliers to the  

Canadian food and beverage processing industry available.  

Readers keep and refer to this issue all year!

Box advertising opportunity
Now in its 80th year, the Buyers’ Guide is the most comprehensive  

directory of suppliers to the Canadian food and beverage manufacturing 

industry. As a quick and easy reference tool, Food In Canada’s  

Buyers Guide is kept and referred to all year long. When you place  

a BOX AD in the 2019 Buyers’ Guide you’re making your company  

visible at just the right time — when buyers are looking for suppliers.  

MULTIPLE BOX ADS offer even better 

coverage as they appear next to the 

different product categories which you 

want to dominate.

Don’t forget you can also get real time 

exposure with a logo and website  

live link on Food in Canada’s Buyers’ 

Guide directory online!

Order your Directory Box Ads today 

and keep selling throughout the year!

THE ONLY NATIONAL CANADIAN  
DIRECTORY OF FOOD INDUSTRY SUPPLIERS

With pass-along  
readership of  

3.8 readers  
per copy, your  

advertising message 
will reach more than 

37,886  
key industry personnel.

SPECIAL

Sections

54    OCTOBER 2016

A
ACACIA GUM 
 AKR Consulting Canada 
 Azelis Canada 
 Caldic Canada 
 CCC Ingredients 
 HT Griffin Food Ingredients 
 Kerry 
 L V Lomas Limited/Limitee 
 Mitsubishi International Food Ingredients
 MLG Enterprises Limited 
  Pangaea Sciences Inc. 
 Quadra Ingredients 
 Tic Gums Inc. 
 Univar Canada 

ACIDIFIERS 
 AM Ingredients 
 Caldic Canada 
 CCC Ingredients 
 Continental Ingredients Canada 
 Jungbunzlauer Inc. 
 L V Lomas Limited/Limitee 
 Occidental Flavors Inc. 
 Prinova Nutra 
 PURAC America, Inc. 
 Quadra Ingredients 
 Univar Canada 

ACIDS 
1 Acetic 
2 Adipic 
3 Alginic 
4 Amino 
5 Ascorbic 
6 Benzoic 
7 Citric 
8 Erythorbic 
9 Fumaric 
10 Glutamic 
11 Hexamic 
12 Hydrochloric 
13 Isoascorbic 
14 Lactic 
15 Malic 
16 Phosphoric 
17 Propionic 

18 Sorbic 
19 Sulphuric 
20 Sulphurous 
21 Tannic 
22 Tartaric 

 121625 Canada Inc. FOOD SPECIALTIES 7
 ADM – Specialty Food Ingredients Division 

7, 10, 14
 AM Ingredients 5, 7, 15, 22
 Arkema 1, 4, 5, 16, 17
 Azelis Canada 4, 5, 7, 14, 16, 18, 22
 Brenntag Canada Inc. 1, 2, 4, 5, 6, 7, 8, 9, 

12, 13, 14, 15, 16, 17, 18, 19, 20, 22
 BSA Inc. Member of the Frutarom Group 1, 

2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 14, 15, 
16, 17, 18, 19, 20, 21, 22

 Caldic Canada 5, 6, 7, 9, 10, 11, 14, 15, 16, 
17, 18, 19, 22

 Cambrian Solutions 5, 7, 18
 CCC Ingredients 2, 4, 5, 7, 14, 16, 18, 19
 Charles Tennant & Company (Canada) 1, 5, 

6, 7, 14, 16, 18, 22
 Dempsey Corporation 17
 DSM Nutritional Products Canada Inc. 4, 5
 Glanbia Nutritionals 4
 Hexion Inc. 1, 4, 12
 HT Griffin Food Ingredients 4, 14
 Jungbunzlauer Inc. 7
 L V Lomas Limited/Limitee 5, 7, 9, 14, 15
 Mitsubishi International Food Ingredients 1, 

2, 4, 5, 6, 7, 8, 9, 10, 14, 15, 16, 17, 18, 22
 MLG Enterprises Limited 5
 Occidental Flavors Inc. 16
 Pangaea Sciences Inc. 4
 Prinova Nutra 2, 4, 5, 6, 7, 8, 9, 10, 13, 15, 

18, 22
 PURAC America, Inc. 14
 Quadra Ingredients 1, 5, 7, 9, 14, 15, 16, 

18, 21, 22
 Unipac Packaging Products 5, 7, 8
 Univar Canada 1, 2, 4, 5, 6, 7, 8, 9, 12, 13, 

14, 15, 16, 17, 18, 19, 21, 22

ACIDULANTS 
 ADM – Specialty Food Ingredients Division 
 AM Ingredients 
 Azelis Canada 
 Brenntag Canada Inc. 
 Caldic Canada 

 Cambrian Solutions 
 CCC Ingredients 
 Charles Tennant & Company (Canada) 
 Continental Ingredients Canada 
 Jungbunzlauer Inc. 
 Kingsway Chocolate Company Limited 
 L V Lomas Limited/Limitee 
 Mitsubishi International Food Ingredients 
 Occidental Flavors Inc. 
 Prinova Nutra 
 PURAC America, Inc. 
 Quadra Ingredients 
 Univar Canada 

ACTIVATED CARBON 
 AM Ingredients 
 Arkema 
 Brenntag Canada Inc. 
 CCC Ingredients 
 General Filtration 
 Quadra Ingredients 
 Univar Canada 

AGAR AGAR 
 Azelis Canada 
 British Canadian Importers Ltd. 
 Caldic Canada 
 CCC Ingredients 
 Dempsey Corporation 
 HT Griffin Food Ingredients 
 L V Lomas Limited/Limitee 
 Pangaea Sciences Inc. 
 Prinova Nutra 
 Quadra Ingredients 
 Tic Gums Inc. 

ALCOHOL 
 Brenntag Canada Inc. 
 Grain Processing Corporation (GPC) 
 Quadra Ingredients 
 The Tin Whistle Brewing Co. 

ALGINATES 
 British Canadian Importers Ltd. 
 BSA Inc. Member of the Frutarom Group 
 Caldic Canada 
 Cambrian Solutions 
 CCC Ingredients 
 Chemroy Canada Inc. – Food Ingredients 
 DuPont Nutrition & Health 

 Ingredients Solutions, Inc. 
 L V Lomas Limited/Limitee 
 Mitsubishi International Food Ingredients 
 Pangaea Sciences Inc. 
 Quadra Ingredients 
 Univar Canada 

ALKALIS 
 AM Ingredients 
 Brenntag Canada Inc. 
 CCC Ingredients 
 Momentive Performance Materials 
 Quadra Ingredients 
 Univar Canada 

ALMOND PASTE 
 All Gold Imports 
 Cambrian Solutions 

ALMOND PASTE – ARTIFICIAL 
 Cambrian Solutions 
 Flavorcan International 

ALMONDS 
 All Gold Imports 
 Compass Food Sales Company Limited 
 Grain-Free JK Gourmet 
 Sass Foods Inc. 

ALUM 
 Brenntag Canada Inc. 
 Univar Canada 

ALUMINUM 
1 Ammonium Sulphate 
2 Others 
3 Sulphate 

 Brenntag Canada Inc. 1, 2, 3
 PURAC America, Inc. 2
 Univar Canada 1, 3

AMARANTH 
 British Canadian Importers Ltd. 
 Caldic Canada 
 Calico Food Ingredients Ltd. 
 L V Lomas Limited/Limitee 
 Sensient Colors Canada Ltd. 

AMMONIUM 
1 Carbonate 
2 Miscellaneous 

HOW TO USE THIS GUIDE • The Food in Canada Buyers’ Guide is based on an alphabetical/numerical system. 
Our guide contains seven sections. Please consult the contents page for the section you’re looking for (e.g. spices). Look 
up the item you need alphabetically and a company list will appear underneath the item. If there are multiple choices, 
such as flour (whole wheat, rice or gluten free, etc.) a numerical rating will advise on which choices each supplier carries. 
Look up the suppliers’ contact information in the alphabetical listing beginning on page 92. 

Ingredients & Additives
This section includes preservatives, fruits, flavours, mixes, flours, chemicals and spices. For complete contact  
information on companies listed in the following section, see Suppliers’ Information at the end of this guide.

    The 2017 
Buyers’    
Guide

54-73_1-Ingredients&Additives.indd   54 16-09-30   2:48 PM
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JUNE Advertising Space 
Reservation Deadline – May 4
Advertising Material – May 11

NOV. Advertising Space 
Reservation Deadline – Oct 5
Advertising Material – Oct 12

Ad Size 	 1x	 2x

iiiFull Page	 3,055	 2,850iii

iii2/3	 2,650	 2,440iii

iii1/2 island	 2,440	 2,240iii

iii1/2	 2,140	 1,930iii

iii1/3	 1,830	 1,630iii

iii1/4	 1,630	 1,420iii

2018 Supplement Rates

The only national supplement  
in Canada directed to pet  
food producers.
If you supply ingredients or equipment to the  

pet food industry, you can’t afford to miss being  

part of this important source of information for  

the Canadian market.

Example

PUBLISHED IN  
JUNE & NOVEMBER 2018

We will deploy your video as a customized enewsletter (eblast) to our 

10,000+ online subscribers (or select specific industry demographics). 

The URL link on the customized enewsletter will take visitors to  

foodincanada.com, where your video will be archived by industry  

category indefinitely. We will also provide full enewsletter and web  

analytics — open and click-through rates 

along with web impressions and unique 

visitor counts. 

+ We will provide contact information  

of anyone clicking on the customized  

enewsletter link or the video.

Don’t have a video? We can provide  

turn-key creative and production services.  

What is foodTV?	  
foodTV is a video eblast deployment,  

hosting and archiving service provided  

by Food in Canada magazine.  

Use foodTV to:

> Introduce new products

> Exhibit equipment in action

> Demonstrate product application

> Promote customer testimonials

> As an educational and informational  

communications tool

100% CASL CompliantSPECIAL Product

FOR MORE INFORMATION or to ADVERTISE, VISIT OUR WEBSITE  www.foodincanada.com/advertise or contact

Jim Petsis (416) 510-6776  Jpetsis@foodincanada.com  |  Daniela Piccone (416) 510-6773  dpiccone@foodincanada.com

COMPANIES

Some of the companies 
you’ll find reading the 
PETfood in Canada  
supplement include:

Champion Petfoods
DLM Foods Canada Corp. 

FirstMate
Global Pet Foods

Harrison Pet Products
Mars Canada Inc.

Nestlé Purina Petcare
Normerica Inc.

Nutreco
OmniPET Nutrition

Petcurean
P&G Pet Care

PLB International
Royal Canine Canada

Simmons Pet Food Inc.
The Great Canadian Pet Food 

Company
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Top Banner

728 X 90 +
320 x 50 (mobile ad)

Text Ad

728 X 90

2nd Banner

728 X 90

Big Box

300 X 250

2018 Online Rates/Month   
foodincanada.com

	 1x	 3x	 6x	 9x	 12xII

(run of site) 

Top Banner	 1,520 	  1,420 	  1,315 	  1,130	 1,095 

Big Box (2)	 1,520 	  1,420 	  1,315 	  1,130 	 1,095 

Text Ad	 1,310 	  1,205 	  1,155 	  1,100	 1,045 

2nd Banner	 1,100 	  995 	  890 	  780	 760  

DIGITAL

Rates & Specs

Maximum 5 ads in rotation

( all rates are NET )

2018 Enewsletter Rates/Week
	 1x	 3x	 6x	 9x	 12x	 24xII

(run of site) 

Top Banner	 1,420 	  1,315 	  1,210 	  1,110	 1,075	 995 

Big Box (2)	 1,420 	  1,315 	  1,210 	  1,110 	 1,075 	 995

Text Ad	 1,315 	  1,210 	  1,110 	  1,005	 975 	 945

2nd Banner	 1,010 	  1,005 	  950 	  900	 875  	 895

  Bimonthly enewsletters focused on:
> Meat   > Bake   > Food Safety   > General

Expandable 
Top Banner

728 X 90 
expands 
down to 

728 X 315 

Expandable 
Big Box

300 X 250 
expands 

left to 
600 x 250

Pushdown 
Top Banner

970 X 90 
expands to 
970 X 415

+

Top Banner

468 X 60

Big Box

300 X 250

Text Ad

620 X 125

2nd Banner

468 x 60

10,000 Visitors a month 

Expandable & Pushdown Banners*

	 1 Week	 1 MonthI

970 x 90 (Push Down)	  1,595 	  2,495   

Top Banner Expandable	  1,395 	  2,295   

Big Box (2) Expandable	  1,395 	  2,295   

2nd Banner Expandable	  1,295 	  1,995  

*Creative must be supplied by the client
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100% CASL Compliant

DIGITAL

Rates & Specs

Food in Canada’s e-Product Spotlight  
is designed specifically to generate leads 

directly to you and your sales people.

This lead generating enewsletter platform can be used  

to promote new product introductions, existing products,  

services, introduce new personnel, industry events,  

webcasts, white papers and much, much more.

And it’s simple: Provide us with an image �and up to 60 words  

of copy along with a URL (where you would like to drive the 

viewer �when they click on the link in your ad).

LEAD GENERATOR
Within five days you will receive a detailed �lead report  

that will include full contact �information: name, title,  

company address, phone and fax of everyone who clicked � 

open the URL you provided.

	 1x	 3x	 6x	 12xIIIII

	 1,045 	  940 	  835 	  625 

	                 Limited to 8 positions 

Reach almost 2,000 and growing 
CASL compliant subscribers in our  

e-Product Spotlight 

( all rates are NET )

100% CASL Compliant

We can customize a  
content-specific  

enewsletter for your  
category — singularly 
focused and singularly 

branded.

2018 eDirect/eBlast
Priced at $395 per 1,000 email addresses

Available emails 2725

Eblasts allow you to add significant 

topping power and impact to your sales  

and marketing campaign with your  

custom-designed, audience-directed  

message. EBlasts are an extremely effective 

and cost-efficient way to extend your brand 

to the online market, giving you the opportunity 

to get your message out — when and how 

you want — A "Call to Action." Perfect for  

building strong brand awareness, prospecting 

and new product promotion. 

> �Engage targeted prospects with your  

customized emarketing message

> �Elevate awareness and add momentum  

to your marketing campaign

> Provide timely, immediate communication of:

   > �New product/technology introductions

   > �Company news and announcements

   > Special offers

> �Reach thousands of potential customers 

(through our CASL compliant, opt-in  

subscriber list)

> �Educate and inform a top-level audience  

of subscribers

> �Build excitement with your opportunity-

specific message

Program Specifics:

> �You supply the message via your  

custom-designed html email file

> �We work with you to determine delivery 

from list selection to deployment date  

to meet your mission-critical objectives

> �Custom enewsletter format also  

available
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Sticky Note: Sticky Notes are repositionable sticker 

ads that work like Post-it® notes. They can be  

placed on the cover of the magazine  

to “grab” readers’ attention. 

Benefits 

> �Puts your message directly  

in front of readers

> �Affords primary visibility in the 

publication

False Cover: Let your message 

make a real impact by prominently  

displaying your False Cover (both  

sides) as a removable insert applied  

to the cover or inside page of the 

publication. The False Cover is easily 

removed for later reference or usage, 

and is particularly effective for special issue highlights. 

Benefits 

> Creates an interactive experience for the reader 

> Affords primary visibility in the publication 

> Creates multi-panel opportunities 

> Directs reader to advertisements or editorial content

Barn Door:   
A Barn Door feature is a  

two-piece cover with flaps 

that meet in the middle —  

giving you the opportunity  

to entice readers to open  

the gate to view your full  

message. Positioning is  

on the front cover of the magazine — our readers  

can’t miss it! 

Benefits 

> Draws attention and encourages reader interaction 

> Extends usable space in premium location 

> Builds anticipation 

> Conveys prestige through high-profile ad placement

Belly Band: Advertising on a 

Belly Band enables your target  

audience to immediately see your 

customized message. And because 

they have to remove the band to open 

the magazine, readers are highly 

likely to notice the ads on both the 

front and back. You can even use the Belly Band copy  

to direct the reader to relevant copy inside. 

Benefits 

> Puts your message directly in front of readers 

> Uses incremental ad space  

> Grabs the attention of non-readers

Polybag: Grab attention before anything else does 

through a custom-printed Polybag — the first thing your 

prospects see before they even reach the cover. Your 

advertising message is bagged inside with the publication. 

Benefits 

> Grabs your prospects’ attention 

> Explodes your brand awareness 

> Gives you primary visibility  

> Helps you stand out from other advertisers

Custom Insert: Custom inserts can be glued/

tipped-in at the centre fold of the publication.  

They can be post-card style or a pull-out newsletter –  

the sky is the limit!

Benefits 

> Grabs your prospects’ attention 

> Directs reader to advertisements or editorial content 

> Helps you stand out from other advertisers

Webinars: A seminar conducted 

online, hosted and promoted through 

Food in Canada. 

Benefits 

> Create and increase your company’s brand awareness 

> Generate new leads 

> Qualify prospects and move the right customers to the 

next stage of the sales process 

> Appear as industry experts

Special

TACTICS

YOUR 
AD

Rates for special tactics advertising are custom and 
based on size of the piece, weight of the piece, etc. 

Please speak with your advertising rep for more details.
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www.foodincanada.com

FRENCH 
Accent Alimentaire sur le Québec
	 1x	 2x	 4xiii

Full Page	  1,765 	  1,660 	  1,555  

 2/3	  1,505 	  1,400 	  1,295  

 1/2 island	  1,320 	  1,245 	  1,140  

 1/2	  1,350 	  1,035 	  935 

 1/3	  935 	  880 	  830 

 1/4	  830 	  750 	  725

2018 Magazine Rates
	 1x	 3x	 6x	 9xiii

 Full Page	  7,280 	  7,070 	  6,860 	  6,450 

 2/3	  5,850 	  5,700 	  5,505 	  5,400  

 1/2 island	  4,995 	  4,835 	  4,680 	  4,470

 1/2	  4,575 	  4,420 	  4,310 	  3,950  

 1/3	  3,740 	  3,535 	  3,430 	  3,220  

 1/4	  2,910 	  2,805 	  2,700 	  2,595 

FOR MORE INFORMATION ABOUT ADVERTISING, VISIT OUR WEBSITE  
www.foodincanada.com/advertise or contact

Jim Petsis (416) 510-6776  Jpetsis@foodincanada.com  |  Daniela Piccone (416) 510-6773  dpiccone@foodincanada.com

PRINT

Rates 

(All rates are NET)

Anniversary
year

Increase Brand, Revenue, Market Share
Make sure your marketing and advertising message is seen  

in the most well-written, most established, and only nationally 

distributed food and beverage processing publication in  

Canada — that reaches the entire industry.

Contact a Food in Canada representative today to discuss  

how we can help you grow your brand, increase revenue  

and boost market share.
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Food in Canada Media Kit 2018

PRINT

Specs

1/4 PAGE
3-3/8" X 4-7/8"

1/3 PAGE
SQUARE

4-5/8" X 4-5/8"

1/2 PAGE
HORIZONTAL

7" X 4-7/8"

1/2 PAGE
ISLAND
4-5/8" X 7 

1/2"

1/2 PAGE
VERTICAL
3-3/8" X 10"

2/3 
PAGE

4-5/8" X 
10"

FULL PAGE
8-1/8" X 10-3/4"

BLEED
8-5/8" X 11-1/4"

LIVE AREA
7" X 10"

1/3 PAGE 
(1 COLUMN)

2-1/4" X 10"

Ad Specs
Standard unit size 	 Inches	 Inches    

full page (trim)	 8-1/8	 10-3/4

full page (bleed)	 8-5/8	 11-1/4

full page (live area)	 7	 10

2/3 page	 4-5/8	 10

1/2 page island	 4-5/8	 7-1/2

1/2 page (horizontal)	 7	 4-7/8

1/2 page (vertical)	 3-3/8	 10

1/3 page (1 column)	 2-1/4	 10

1/3 page (square)	 4-5/8	 4-5/8

1/4 page	 3-3/8	 4-7/8

For more info contact:  
Arlene Bomback, Advertising Services Coordinator 

(204) 944-5765  arlene@fbcpublishing.com

> Please provide us with a PDF/X-1a:2001 file.

> All fonts and images must be embedded and file flattened.

> All colours used must be CMYK or Grayscale.

Where to send it
> �Upload your file(s) to: 

http://vip.fbcpublishing.com 

(�No user name or password required)
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