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ENTREVUE EXCLUSIVE  
EXCLUSIVE INTERVIEW

Guy Castonguay
Directeur principal cuisine centrale,  

Avril Supermarché Santé 
Senior Director of Foodservice,  

Avril Supermarché Santé

« Rien ne vaut l’expérience de voir 
les produits en personne » 

“There’s nothing like seeing 
products in person”10
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LA RÉSILIENCE  
EN ACTION
RESILIENCE  
IN MOTION

ENTREVUE EXCLUSIVE  
EXCLUSIVE INTERVIEW

Jessica Adelman 
VP principale et directrice des affaires corporatives,  

Mars Snacking Amérique du Nord 
SVP and Chief Corporate Affairs Officer,  

Mars Snacking North America

« Une véritable résilience implique que les conseils d’administration 
et les dirigeants placent la création de valeur, la maîtrise des risques 

et la gestion de la réputation au cœur de leurs priorités. » 

“True resilience requires that boards and leaders focus on value 
creation, risk mitigation, and reputation management.”10
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#10/ ENTREVUE EXCLUSIVE  
EXCLUSIVE INTERVIEW

Donald Martel
le ministre de l’Agriculture, des Pêcheries  

et de l’Alimentation du Québec

“Les consommateurs cherchent de plus en plus 
des produits locaux, durables et de qualité, ce qui 

représente un potentiel de croissance pour le secteur.”

“Rising consumer interest in local, sustainable  
and high-quality products represents clear growth 

potential for the sector.”

UNE  
MOSAÏQUE  
DE SAVEURS
A MOSAIC  
OF FLAVOURS

DAY 1
JOUR 1

MERCREDI 29 AVRIL 2026
WEDNESDAY,  APRIL 29, 2026
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PRINT DIGITAL

e-MAGAZINE e-MAILING

SIAL CANADA DAILY  
IS THE EXCLUSIVE OFFICIAL  
DAILY MAGAZINE OF SIAL CANADA

Testimonials

It enables exhibitors to communicate all relevant information, 
intelligently, directly to their customers (buyers and decision-makers). 

It is THE source of information for all trade professionals and 
international press, and covers the event live from the exhibition.

Multi - channel communication to ensure maximum visibility and reach 
your target anytime, everywhere! 

FIGURES  
& READER PROFILE*

25,000 EXPECTED PROFESSIONALS 
FROM CANADA AND 70+ COUNTRIES

*Profile of expected buyers at SIAL Canada 2025  
Source: SIAL Canada - 2024

PROFILE OF 
EXPECTED BUYERS 
AT SIAL CANADA 
2025

RETAIL

FOODSERVICE
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27%

26%

47%

9%
32%

49%

13%

38%46%

61%

39%

3%

6%
4%

Convenience stores, Mass 

merchant/wholesale club

Specialty and Natural Food Stores

Supermarket, Hypermarket, 

Discounter, Independent Grocers

Retail/Wholesale

Distribution and wholesale for 

catering and food service

Hotel and Lodging

Importation/Exportation

Retail bakery, Candy, Confections, 

Coffee, Tea, Deli, Other

Catering, Meal kits, Institutional 

and Commercial dining

Restaurants, café and bars

Purchasing Groups

• 85% HAVE A DECISION-MAKING ROLE IN PURCHASING
• 95% OF VISITORS PLAN TO RETURN TO SIAL 2026

Mindaugas Janaščius 
Area Manager - USA, 

Canada 
Vičiūnai Group

A Daily magazine helps keep visitors and 
exhibitors informed, highlight key events 
and innovations, and create a stronger 
sense of community during the show. It’s 
a great way to showcase the vibrancy and 
dynamism of the food industry.

	 Martin Lavoie 
President & CEO  

Groupe Export 
Agroalimentaire 
Québec-Canada

Putting participants, exhibitors and the re-
ality of the Canadian and international agri-
food industry in the spotlight in a magazine 
really keeps visitors and participants up to 
date on content, even if they’re not able to 
take part in all the activities and talk to all 
the exhibitors. SIAL succeeds every year in 
innovating in the way it does things, and 
the magazine is a really fine initiative.

Hon. Trevor Jones  
Ontario’ s Minister  

of Agriculture, Food 
and Agribusiness

The SIAL Canada Daily is a wonderful 
initiative. There is so much incredible work 
being done at SIAL, and the daily magazine 
helps inform exhibitors and buyers alike

Donald Martel 
Ministre de 

l’Agriculture, des 
Pêcheries et de 

l’Alimentation

It’s a great way to make sure you’re on top 
of everything SIAL! This daily magazine tells 
you what’s happening during the event, 
shares success stories and important 
news, and helps people discover some of 
our industry’s hidden gems.
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De: SIAL Canada info@sialcanada.com
Objet: SIAL Canada starts today - Discover the Day 1 edition of the SIAL Daily now!
Date: 29 avril 2026 à 14:19

À: editorial@cleverdis.com

“A prime event for
networking, building
connections, and
advancing your
projects”
By Stéphane Thuillier, CEO,
SIAL Canada

READ

A Message from
the Minister
Donald Martel,
Le ministre de l’Agriculture, des
Pêcheries et de l’Alimentation

READ

Key food trends to
watch in 2026

READ

Visit SIAL Canada
Join us at the Palais des Congrès in Montreal for three days of networking and discovery!

SIGN UP HERE!

e-Mailing

STRATEGIC DISTRIBUTION POINTS

• All main entrances
• All main information counters
• Convention Areas
• International Press stand
• VIP & Buyers’ Lounges
• Media Centre
• Partners’ & Participants’ stands

CIRCULATION / PRINT

DAY 1
3,000  

copies

DAY 2
3,000  

copies

DAY 3
2,000  

copies

CIRCULATION / ONLINE

SIAL Canada Daily contents are promoted 
through the SIAL Canada social media channels 

SOCIAL MEDIA

8,300 
FOLLOWERS 
5,700 LIKES 

7,000 
FOLLOWERS

4,100 
FOLLOWERS

6,600 
FOLLOWERS

E-mailing to launch the edition of the day that is sent out 
every morning to trade visitors, exhibitors and press before, 
during and after the fair for a full media coverage. 

• �4 e-mailings ( DAY 1, 2, 3, REVIEW )

�Daily e-Mailing to  
> �58,000 contacts

daily.sialcanada.com

Desktop
69%

3%
28%Tablet

Mobile

daily.sialcanada.com
WEBSITE / STATISTICS

Full contents  
& e-Magazines online 
@ daily.sialcanada.com

Full integration of contents  
into digital event tools

daily.sialcanada.com is the daily 
updated website with unique articles 
and exclusive interviews live from the 
show.

Device Access:

STATISTICS* (FORECAST 2027)
Users: 15,000
Page Views: 17,000
Average time spent: 2:01

RESPONSIVE & POWERFUL
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REVIEW 
EDITION
[ May 4, 2027 ]

DAY 1 
EDITION
[ April 27, 2027 ]

 

DAY 3 
EDITION
[ April 29, 2027 ]

DAY 2 
EDITION
[ April 28, 2027 ]

��� �����������������������������������������
����� ����������������������������������������
����� ������������������������

��

	����������������

�� ���

	������������� ­�
������­����­�����

� ��

��

	����������������

�� ���

	������������� ­�
������­����­�����

� ��

EXCLUSIVE INTERVIEW PRODUCTS

El Rebozo’s Dried Fruit Mix for Punch off ers 
visitors at SIAL Canada 2025 a genuine 
taste of Mexican tradition. Made with 
carefully selected natural ingredients and 
free from preservatives, this mix captures 
the authentic flavours that are at the heart 
of Mexican celebrations. Easy and quick to 
prepare, it’s ready in just 30 minutes without 
compromising on richness or taste. Perfect 
for festive gatherings, retail shelves, or 
cafés looking to offer something unique, El 

Rebozo’s punch brings vibrant, fruity notes that 
consumers love. As demand for natural and 
culturally authentic products 
c o n t i n u e s  t o  g r o w 
across North America, 
El Rebozo stands out by 
combining convenience 
with heritage•
 Stand 1211

• 100% natural ingredients

• Up to 18-month shelf life

• Authentic Middle Eastern flavours

• Authentic Mexican flavour

• Easy to prepare

• Free from preservatives

• Authentic Dutch recipes

• Premium ingredients, traditional 

  flavours

• Ready for Canadian Retail

El Rebozo's Mexican 
punch in the spotlight 
at SIAL Canada

Maison de Savoie Rosette 
Nature 600g: Authentic 

French charcuterie
Made from premium cuts of pork and a delicate 
blend of spices — notably pepper and nutmeg 
— Rosette Nature 600g from Bell Group reflects 
time-honoured French charcuterie methods. 
In a market where consumers are increasingly 
looking for transparency, minimal processing, and 

artisanal quality, Bell’s Rosette Nature stands out 
with its clean label and handcrafted excellence. 

Slow-cured to develop a deep, balanced flavour, it 
off ers a rich and versatile experience, whether enjoyed 

on a charcuterie board, in a gourmet sandwich, or simply 
on its own•  

Stand 1145

Cafe Amsterdam: Dutch classics 
with shelf appeal
Visitors to SIAL Canada 2025 can experience the comforting flavours 
of the Netherlands with Cafe Amsterdam’s authentic range of baked 
goods. Made in the Netherlands using time-honoured recipes and 
premium ingredients, their collection showcases beloved classics such 
as Speculaas windmill cookies, buttery stroopwafels, and rich almond 
pastries. With over 200 years of baking tradition behind them, these 
treats deliver a true taste of Dutch heritage. Packaged for Canadian 
retailers, specialty stores, and gift markets, Cafe Amsterdam’s products 
off er a unique combination of authenticity, quality, and shelf appeal. As 
demand grows for international and nostalgic flavours, these baked goods 
stand out as premium additions for those seeking products with both a 
story and great taste•
Stand 2345

Mezete brings 
Middle Eastern 
tradition to modern 
tables
At a time when consumers are 
seeking both authenticity and 
convenience, Mezete’s ready-to-eat 
dips off er the best of both worlds. 
At SIAL Canada 2025, Mezete is 
showcasing its Classic Hummus 
crafted with 100% natural ingredients, 
slow-cooked to achieve a rich, creamy 
texture and genuine Middle Eastern 
flavour. With no preservatives or 
additives and an impressive shelf life 
of up to 18 months, it answers the 
growing demand for premium foods 
that fi t today’s fast-paced lifestyles. 
Mezete’s hummus is ideal for cafés, 
retailers and consumers looking 
to elevate their snacking or meal 
off erings with authentic, plant-based 
options•
Stand 2345

Slow-cured to develop a deep, balanced flavour, it 

• Traditional recipe

• Premium ingredients & craftsmanship

• A delicate blend of spices

From fi nancial strategies to 
customer acquisition and the 
growing importance of consumer 
nationalism, Brian Choi outlines 
the critical shifts companies must 
embrace to stay competitive in a 
rapidly evolving market.

Your keynote at SIAL Canada 
today focuses on perspectives 
in the Canadian food & beverage 
Industry. Why is now the right time 
for this conversation? 
The Canadian economy is in a 
pivotal moment in its history.  Not 
only is Canada facing an economic 
slowdown, but it is also concurrently 
dealing with a trade war with its 
southern neighbour that threatens 
the viability of many food and 
beverage companies and livelihoods 
of many Canadians.  Canada is in a 
new era of economic, geopolitical, 
and capital markets volatility.  

Canadian food and beverage 
companies need practical guidance 

and a new framework on how to 
navigate the complex waters of 

today’s stark economic reality.  

Can you give us a sneak 
peek of a central strategy 
you’ll be sharing in your 
keynote?
There are three strategies 

Canadian companies need to 
implement in 2025. The first is to 
have the right framework for the 
current operating environment, 
the second is to build in financial 
and operational flexibility. Lastly, 
they have to be hyper-focused 
on customer acquisition and new 
product development.

Ultimately, this comes down to 
strong leadership. Companies need 
the right type of strategic leader who 
can make calculated decisions and 
execute quickly.   

How can Canadian food and 
beverage players build more 
fi nancial and operational flexibility 
right now? 
There are three ways companies can 
achieve financial and operational 
flexibility. The first is by raising 
prices on products and services. 
The second is by lowering fixed and 
variable costs. The third is by raising 

capital via debt and equity in the 
capital markets.
Not every company has the luxury 
to implement all three in the near 
term, so picking the right option(s) 
will depend on the specific 
circumstances of each company.

Why is a data-driven approach 
essential for customer acquisition 
growth strategy today?
Data is critical for customer 
acquisition growth.  Without the 
right data and the right teams and 
tools to analyze the data, companies 
are potentially misallocating their 
resources, thus yielding lower 
ROI.  There is very little margin for 
safety for companies in the current 
environment, and data is the only 
way to help companies make the 
right decisions for growth.

What makes SIAL Canada a 
valuable platform for these 
conversations?

SIAL Canada is a great event for 
companies to learn from industry 
thought leaders and peers. Being at 
an event like SIAL Canada can help 
foster collaboration, partnership, and 
meaningful dialogue.

What’s one trend you think the 
industry can’t aff ord to ignore this 
year?
Nationalism is the one trend that 
Canadian food and beverage 
industry cannot a� ord to ignore 
this year.  Canadians are more 
united than ever and purchasing 
behaviour will be influenced by the 
“Buy Canada” movement.  Whether 
this trend continues in 2026 and 
beyond remains to be seen, but for 
2025, food and beverage companies 
should not ignore the pro-Canada 
mindset of the consumer•

“Canadian food and beverage 
companies need practical guidance”
SIAL Canada Daily sat down with Brian Choi, Managing Partner and 

CEO of The Food Institute, ahead of his keynote at the show today

In 2025, Canadian consumers are embracing a 
strong “Buy Canada” ethos in the food and beverage 
sector. According to the Angus Reid Institute, four 
out of fi ve Canadians report actively purchasing 
more domestic products, and 98% of them check 
for “Made in Canada” labels when shopping. This 
surge in demand reflects a growing consumer 
nationalism — a pride-driven preference for 
homegrown brands. Major retailers are supporting 
the trend by introducing shelf labels and campaigns 
to promote Canadian-made items.

Several sectors are benefi ting directly. Dairy 
producers, supported by the 100% Canadian Milk 
logo, are seeing robust loyalty. Meat producers 
highlight local origins with certifi cations like “Raised 

by a Canadian Farmer.” In produce 
aisles, in-season Canadian fruits, 
vegetables, and greenhouse-
grown staples are gaining 
visibility. Specialty foods and 
beverages — including artisanal 
maple syrups, craft beers, 
and regional wines — are also 
experiencing strong growth. Locally 
sourced products now show one of the 
fastest growth rates among food labels in 
Canada. Overall, the “Buy Canada” movement 
is opening valuable opportunities for domestic 
brands to strengthen their market presence 
and connect with consumers eager to support 
homegrown quality.

Brian Choi
Managing Partner and CEO 
of The Food Institute

   

DATA IS THE 
ONLY WAY TO 
HELP COMPANIES 
MAKE THE RIGHT 
DECISIONS FOR 
GROWTH.

Buy Canada 
movement 
boosts local 
food and 
beverages 
in 2025

Today  

10:30 AM - 11:00 AM

    Salon 105

2025 Economic 
Outlook - Perspectives 
on the Canadian Food & 
Beverage Industry
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NEWS NEWS

Taiwan is making its debut at SIAL Canada this year with the unveiling 
of the TAIWAN SELECT pavilion, organized by the Taiwan External Trade 
Development Council (TAITRA).

Featuring 179 certifi ed and award-
winning products from 79 top 
Taiwanese food companies, the 
pavilion is spotlighting Taiwan’s 

vibrant innovation in processed 
foods. The product lineup spans 
a broad range of categories—
including Beverages, Ready 
Meals, Noodles, Rice, Sauces & 
Condiments, Snacks, Tea Leaf, and 

Herbal Tea—all reflecting Taiwan’s 
strengths in both traditional 

flavours and modern 
innovations. Highlights 

include organic vanilla 
pods, herbal wellness teas, 

honey beer, plant-based 
meals, and the debut 
of the Alishan-style “Q 
Pastry”—a bold fusion of 
plant-based floss, mochi, 
cheese, red bean and 

black sesame.

Taiwan’s iconic E.G. Sain Inc. 
is launching its signature Castella 

Honey Cake on the international 
stage, while leading seafood 
exporter Yen & Brothers Enterprise 
Co., Ltd. are unveiling new products 
tailored for Eastern Canada.

VIP buyers and media attended the 
Opening Ceremony of the pavilion 
yesterday morning, followed by a 
live demonstration from a celebrity 
chef of a creative Taiwanese-style 
Salt & Pepper Chicken Hand Roll. 
Attendees were invited to sample 
the dish and given a guided tour 
of the pavilion highlighting the 
distinctive features of TAIWAN 
SELECT products. Additional 
cooking shows and happy hours will 
be held at the show today.

According to Taiwan’s Ministry 
of Agriculture, Canada ranked as 
Taiwan’s tenth largest food export 
market in 2024, with trade reaching 
roughly 175.82 million Canadian 

dollars. Toronto, known as a global 
food capital with its diverse culinary 
culture, is the exclusive Canadian 
stop for the 2025 TAIWAN SELECT 
global campaign. Visitors to SIAL 
Canada can learn more at the 
TAIWAN SELECT pavilion•
Stand 213

Today  

11:30 AM & 2:30 PM

    Stand 213

Cooking Shows 
followed by Happy 
Hour*
*Limited to 50 servings per session, 
fi rst come fi rst served

SIAL Canada 2025: The exclusive Canadian 
stop on TAIWAN SELECT’s global tour

ADVERTORIAL

Newcomer Stirjoy 
launches sustainable 
meal line at SIAL 
Canada 2025
New Canadian brand Stirjoy is making it's debut at SIAL 
Canada 2025 with a mission: making nutrition less 
costly for humans and the planet. Born in Montreal, 
Stirjoy creates shelf-stable meals packed with upcycled 
vegetables, whole food ingredients, and plant-based 
protein. Their original product lineup includes: creamy 
risotto with lion's mane and porcini mushrooms; a lentil 
curry with sweet potato and kale; and a burrito bowl 
with quinoa and sun-dried tomatoes. 

The Stirjoy project began with a simple idea — 
to fi ght food waste by transforming 
Canadian farm surplus into 
delicious, nutrient-dense 
meals that are easy to 
enjoy anywhere. Visitors 
to the show can learn 
more about this 
project on the Stirjoy 
stand in the Start-up 
Village•
Stand 2217.33

A record turnout for Brazil 
at SIAL Canada 2025
The Brazil-Canada Chamber of 
Commerce (CCBC) has brought 
Brazil’s largest-ever participation 
to SIAL Canada this year with 22 
exhibiting companies. The Brazil 
Pavilion is showcasing a wide 
range of high-quality products 
including juices (orange, grape, 
apple with peach), coff ee, açaí, 
pork, beans, rice, limes, corn-based 
products, healthy snacks, baby 
food, ready-to-eat meals, functional 
supplements, farofa, cocoa powder, 
coconut derivatives, and more.

Organized by CCBC in partnership 
with Brazil’s Ministry of Agriculture 
and Livestock (MAPA), Invest Paraná, 
OCB and other institutions, the 
mission is expected to generate over 
BRL 22 million (roughly 5.4 million 
Canadian dollars) in business deals, 
based on past results. In the current 
trade context, 

Brazil is presenting itself as a strategic 
alternative: a trustworthy market 
with sustainable production, a strong 
portfolio of processed and fresh 
foods, and high compliance with 
international regulatory and quality 
standards. CCBC plays a key role in 
facilitating this connection, organizing 
B2B matchmaking, off ering bilingual 
support, tasting areas, and dedicated 
business meeting spaces at its booth 
at the show•
Stand 615

Gilles Froment, Senior Vice-President, Lactalis Canada and recently 
elected President of the International Dairy Federation (IDF), is 
participating in SIAL Dairy Talks at SIAL Canada this year.

Visitors can attend two in-depth 
sessions tomorrow focusing on 
the economic outlook for the 
dairy industry and innovating for 
multicultural and emerging markets. 
In the fi rst session, Gilles Froment 
will share the stage with Mathieu 
Frigon, President & CEO Dairy 
Processors Association of Canada 
(DPAC), and Annie AcMoody, Chief 
Policy & Economics Offi  cerDairy 
Farmers of Canada (DFC). 

The second session will include 
experts Nichola Forsyth, Marketing 
Director Yogourt & Cultured Lactalis 
Canada, Mahdi Hachana, Director - 
Marketing And Consumer Insights 
- North America Fontaine Santé, and 
Sarab Hans, President Hans Dairy.

When asked who should attend 
these sessions, Mr Froment 
underlined that they are "designed 
for a diverse audience, including 
dairy producers, processors, 
retailers, policymakers, and industry 
experts." He added that "anyone 
interested in the latest trends, 
challenges, and opportunities in 
the dairy sector will benefi t from 
attending" as the sessions will 
provide valuable insights and foster 
discussions that can help shape the 
future of dairy.

Mr Froment's aim is that attendees 
walk away from the sessions feeling 
more informed: "I hope attendees 
leave with a deeper understanding 
of the current economic landscape 

of the dairy sector, the importance 
of sustainability, and the need for 
innovation. Additionally, I aim to 
inspire collaboration and encourage 
stakeholders to adopt best 
practices that will drive the sector 
forward"•

Shaping the future of dairy at SIAL 
Canada 2025

Tomorrow

10:30 AM - 11:15 AM

    SIAL Dairy #2233

SIAL Dairy Talks

Economic Outlook: 
What’s Next for 
the Dairy?

11:45 AM - 12:30 PM

    SIAL Dairy #2233

Innovating for 
Multicultural & 
Emerging Markets

Gilles Froment
Senior Vice-President, 
Lactalis Canada

President, International Dairy 
Federation (IDF)
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REGION: CANADAREGION: CANADA

When asked about the importance of SIAL 
Canada for Ontario, the minister didn't hold 
back: "SIAL Canada provides an unparalleled 
opportunity for Ontario agri-food businesses 
to connect with buyers worldwide." He cited 
that last year at the show in Montreal, 28 
Ontario companies participated in over 72 
B2B meetings and were able to interact with 
international buyers from the USA, Panama, 
Mexico, Singapore and Columbia.

When it comes to Ontario's goals at the 
show this year, the Hon. Trevor Jones 
underlined that "Ontario's food producers 
deliver safe, nutritious, and flavourful 

food that is revered and sought after 
internationally." He added that "through 
SIAL Canada, I hope more of our incredible 
farmers and agri-food businesses can forge 
connections with buyers and grow their 
businesses." 

The minister encouraged all SIAL Canada 
attendees to visit the Ontario pavilion this 
year in order to "see the delicious, fresh, and 
safe food products made in our beautiful 
province. We are open for business, and 
eager to explore new opportunities."

Stands 531, 537, 545

Ontario is 
open for 
business at 
SIAL Canada 
2025

The Hon. Trevor Jones
Ontario’s Minister of Agriculture, 

Food and Agribusiness

  

agri-food industry. Already, this 
program has supported over 
1,500 Ontario agribusinesses with 
investments in their productivity, 
food safety, environmental 
resilience, and competitiveness.

Our government is also taking 
action to reduce interprovincial 
trade barriers, which was a key 

part of our plan endorsed by the 
people of Ontario. On April 16, 
our government introduced the 
"Protect Ontario through Free 
Trade within Canada Act" that, 
if passed, will make Ontario a 
national leader when it comes 
to trade between provinces and 
territories, creating new markets 
and opportunities for Ontario 
workers and goods.

This works hand in hand with 
the Interprovincial Trade 
Opportunities Project with Meat 
and Poultry Ontario, which 
identifi es and prepares businesses 
for interprovincial meat trade. It 
includes delivering assessments 
and practical tools and resources 
to help businesses get ready for 
the transition.

Our government will always 
work closely with our provincial 
and federal counterparts and 
stakeholders to ensure consumer 
trust in our food safety systems 
and protect farmers, agri-food 
industries, and agribusinesses.

What sets Ontario’s agri-food off er 
apart? What are some of the key 
exports? 
Ontario is an agricultural 
powerhouse and is number one in 
Canada for agri-food output and 
exports, with exports increasing by 
65% since 2018 to $26.2 billion. 
Some of our key agri-food exports 
in 2023 included baked goods 
($4.1 billion), soybeans ($946.3 
million), and wheat and meslin 
($748.7 million). 

Along with our highly desirable 
food products, we have the 
resources, the people, the 
expertise, and the infrastructure 
to deliver what trading partners 
need. Our province’s extensive 
transportation network provides 
many means for products to reach 
their destinations, from rail to 
waterways. 

‘Ontario grown’ is a standard of 
excellence that people around 
the world recognize, and our 
government will continue to 
champion our agri-food sector.

Do you have a message for the 
industry? 
We will always be on the side 
of our agri-food industry and 
farmers. We will protect the 
industry and our farmers, no 
matter what comes our way. 
During times of uncertainty, it 
is important to remember that 
challenges present powerful 
opportunities. We have come 
together to successfully overcome 
problems in the past, and we will 
do the same now.

More than ever, people are 
thinking about how they can 
increase their effi  ciencies, 
diversify their markets, and 
leverage research and innovation 
to their benefi t. I fi nd that 
immensely encouraging, as should 
everyone•

SINCE 2018, 
AGRIFOOD GDP 
HAS GROWN BY 
ALMOST $3 BILLION 
TO $51 BILLION, 
NEARLY 30,000 
NEW JOBS HAVE 
BEEN CREATED 
ACROSS THE 
INDUSTRY, AND 
EXPORTS HAVE 
GROWN BY 65% 
TO $26.2 BILLION.
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The Hon. Trevor Jones
Ontario’s Minister of Agriculture, 

Food and Agribusiness

“We will always be on the side of 
 our agri-food industry and farmers”

Canada is in the spotlight at the show this year 
as the offi  cial Country of Honour, and Ontario is 
doubly so as SIAL Canada 2025 takes place in 
the province's capital, Toronto

SIAL Canada Daily spoke with Ontario’s new Minister of Agriculture, 
Food and Agribusiness, the Hon. Trevor Jones, about the government's 
strategies, priorities for the sector, and the importance of SIAL Canada 
for the industry as a whole.

Can you tell us a little bit 
about the main priorities 
of the Ontario Ministry 
of Agriculture, Food and 
Agribusiness today? 
Our government is focused 
on delivering our plan to 
protect Ontario’s workers, 
families, and businesses, 
including our $51 billion 
agri-food industry. 

We will do whatever 
it takes to unleash 
Ontario’s economic 
potential while providing 
direct support where it is 
needed most.

Our government has 
increased our Risk 

Management Program 
(RMP) by $100 million to $250 

million to ensure farmers have 
the support and certainty they need 
throughout economic uncertainty 
and chaos, and we are taking steps 
to champion Ontario and Canadian 
manufacturers while breaking down 
interprovincial trade barriers. 

As Ontario’s Minister of Agriculture, 
Food and Agribusiness, I will 
continue to work closely with our 
primary producers and processors 
to build on the progress our 
government has achieved. We will 

leverage strategic investments in 
technology and innovation to ensure 
Ontario remains an agricultural 
leader for generations to come.

How does the Ministry help build a 
stronger agri-food sector? 

Our government is continuing to 
create the right conditions for 
the industry to grow by keeping 
costs low and cutting red tape. 
We have invested in productivity 
enhancements, promoted Buy Local, 
and have worked to connect our 
exporters to overseas markets. 

We know that this approach works. 
Since 2018, agri-food GDP has 
grown by almost $3 billion to $51 
billion, nearly 30,000 new jobs have 
been created across the industry, 
and exports have grown by 65% to 
$26.2 billion. 

How does Ontario work with the 
other Canadian provinces and 
territories to contribute to a thriving 
agri-food sector across the country? 
Our government has consistently 
sought opportunities to take a 
true ‘Team Canada’ approach and 
collaborate across government.

Through the Sustainable Canadian 
Agricultural Partnership, we have 
invested $569 million into Ontario’s 

SHOW NEWS 
The top stories of the day of interest 
to international trade visitors, 
including major announcements & 
debates.

SIAL CANADA 
CONFERENCES
As trade visitors hop from one stand 
to another, they no doubt regret not 
being able to attend some of the top 
conferences. We cover some of the 
top conferences of interest to trade 
visitors. 

MARKET TRENDS
Important industry trends and 
interviews with leading analysts 

EXCLUSIVE 
INTERVIEWS
Given the calibre of many of those 
presenting conferences and 
keynotes, where possible we not 
only give a précis of their conference, 
but also field exclusive comments 
that are specifically destined to our 
readers.

TRADE TALKS
Tour Operators and Travel Agents 
explain their current key concerns 
and discuss some of the most 
interesting offers they have seen at 
the show.

CSR & SUSTAINABILITY
CSR and sustainability are essential 
when facing the major challenges of 
the industry. 

WHERE TO GO  
IN TORONTO
A definitive guide on where to go out 
in Toronto to make the international 
visitors feel much more “at home” in 
this exciting city.

PRODUCT SPOTLIGHTS
We highlight the most
innovative new products at the
show and present each one’s
three Key Selling Points. This
pre-analysis allows buyers to
gain a simple and synthetic
overview very rapidly.

Content is designed to be highly relevant and useful for 
trade visitors & press, helping them to set their show 
agenda and define their priorities, as well as giving them 
the “big picture” with market data and leaders’ strategies. 
Content is published in English, ensuring broader 
visibility for your message in Toronto.
Benefit from this unique communication platform to get 
YOUR message across. Contact our editorial team for 
themes and interview.

DAILY SECTIONS

EDITORIAL  
OPPORTUNITIES  
FOR EXHIBITORS 

How to be part  
of SIAL Canada Daily?
Provide us with your input:

• �Coverage of your company’s main news, events and press conferences

• �A strategic platform for your Top management / Government officials 

• �Contributions and thought leadership for our Regional Spotlights and 
Special Features

EDITORIAL CONTENT SPECIAL FEATURES  
    & REGIONAL SPOTLIGHTS

SPECIAL FEATURES REGIONAL SPOTLIGHTSEDITIONS

-Meat & seafood
- �Fresh fruits, vegetables and 

dried fruit
- Dairy products, eggs
- Cheese

- �Bakery products, baked 
goods

- �Confectionery, chocolate, 
sweet snacks

- Salty snacks
- Ingredients

- Frozen products
- Beverages
- Packaging

- Seen @ SIAL Canada

- Canada 
- Americas

- Europe

- Asia 
- Middle East & Africa
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ADVERTISEMENT	  All Editions 	  Day 1, Day 2 or Day 3	 Online Review 
				 

• 1/4 page 	 3,200	 5,200	 1,000	 1,630	 580	 950

• 1/3 page	 3,800	 6,200	 1,200	 1,960	 680	 1,100

• 1/2 page	 6,200	 10,000	 1,750	 2,850	 990	 1,600

• 1 full page	 9,600	 15,600	 3,000	 4,880	 1,750	 2,850

• 1 double page	 17,500	 28,450	 5,400	 8,780	 3,300	 5,370

* �+ 15% for highlight placement / Right-hand page 
+ 30 % for in-house design services

Print & Online Versions
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REGION: ASIA

Mama’s Vegan 
White: 
A plant-based 
version of a Greek 
classic
With veganism gaining popularity around the 
world, consumers are increasingly looking 
for plant-based dairy alternatives. Gristiren 
Limited, located in an industrial area of 
Northen Greece, specializes in the production 
of top quality cheese analogues with a growing 
presence in over 20 countries worldwide. 
Mama's Vegan White cheese, for example, has 
a Greek feta flavour and is ideal for pizzas, pies 
and salades. 

Made with coconut oil, it is gluten free, soy 
free, lactose free and dairy free and available 
in blocks of 200g, 400g, 2.5kg and 12.5kg. 
Mama's Vegan White cheese is thus suitable 
for a number of specifi c diets including 
vegetarian, vegan, lactose-intolerant and 
gluten-intolerant, as well as consumers 
looking to lower their carbon footprint•

• Crisp milk chocolate coating

• Light velvety texture

• Appeals to all ages

• Suitable for vegans

• Ideal for pizzas, pies and salades

• Gluten free and soy free

A true taste of 
France: Chocmod's 
French Mallow
With Chocmod's French Mallow they've 
introduced the French "guimauve" style of 
marshmallow to North America. Extruded 
for a special smooth texture, these premium 
marshmallows are made with real vanilla and can be 
created in diff erent shapes. Sold at 100% of locations 
for both Costco Canada and Costco Mexico ahead 
of Easter this year, the French Mallow chocolate 
covered marshmallows are individually wrapped 
and come in the form of a rabbit, perfect for 
Easter egg hunts. 

After the success of this fi rst venture, the 
company plans to create other festive shapes such 
as Christmas trees for Christmas and hearts for Valentine's Day. A 
high-end French treat with a nostalgic premium quality taste•

Brewing global 
fl avour with 

Canadian craft
The Metropolitan Tea Company is proudly 

Canadian, with their factory located in Toronto, 
Ontario. They off er over 2,000 premium products 

and import teas and ingredients directly and 
ethically from farmers from around the world before 
assembling them in Canada.

The Cream Earl Grey 988 is one of the brand's most 
popular teas. Made from black tea imported from Sri 
Lanka combined with cornflower and natural flavours, 
the result is a tea with lush layers of bergamot and 
creamy notes that can be enjoyed hot or cold, as well 
as in a London Fog or in tea-based cocktails. The tea 
bags are commercially compostable and packaging 
materials 100% recyclable•

•Layers of bergamot and creamy not

•Small batch blended and 

  packed in Canada

•  100% compostable overwrap

  envelope, woven tea bag material,

  tag and string
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From Toronto to the world: SIAL 
Canada 2025 makes its mark
SIAL Canada 2025, held from April 29 to May 1 at Toronto’s 
Enercare Centre, was a resounding success this year with over 
1,000 exhibitors from 44 countries and XXX professional visitors 
from 77 nations. The event proved to be a dynamic hub for 
innovation, networking and business development.

This year’s show shone the 
spotlight on Canada as the 
Country of Honour, celebrating 
its leadership in the sector and 
showcasing a wide selection of 
products from coast to coast. 
The Start-Up Village featured 
32 emerging companies, with 
the sixth edition of the Pitch 
Competition showcasing 
groundbreaking solutions in food 
tech and consumer packaged 
goods. 

The SIAL Innovation competition 
highlighted several cutting-edge 
products, while the International 
Cheese Competition awarded 
excellence across 26 categories. 

The event's atmosphere 
was vibrant, with high-level 
attendees and politicians 
including Ontario Premier Doug 

Ford underscoring the show's 
signifi cance on the national and 
international stage. A wide range 
of conferences and expert-led 
sessions provided insights 
into sustainability, AI in food 
production, and multicultural 
market strategies. 

SIAL Canada 2025 once again 
demonstrated its pivotal 
role in shaping the future of 
the food industry, off ering 
a comprehensive platform 
for professionals to connect, 
innovate and drive growth• European GIs 

in the spotlight 
at SIAL Canada 
2025
The European Union participated 
in SIAL Canada 2025 with the 
aim of highlighting its culinary 
tradition through Geographical 
Indications (GIs) — products 
that embody not only quality, 
but also stories deeply rooted 
in a territory, heritage and 
craftsmanship. In partnership 
with ELLE Gourmet, the EU stand 
brought to life the theme "A story 
in every bite" through a carefully 
curated program of rotating live 
demonstrations, chef-led tastings, 
and product storytelling. Two daily 
activations were organized with a 
diff erent chef each day (Chef Eva 
Chin, Chef Joseph Shawana and 
Chef Imrun Texeira) showcasing 
GI products in combination with 
their own creativity. Throughout 
the presentations, ELLE Gourmet 
handed out charcuterie "cups" 
that contained some of the 
GI-ingredients that were being 
talked about, including Greek 
Feta, crostini with Spanish Olive 
Oil, French Roquefort and Italian 
Prosciutto di Parma•
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1/4 �PAGE PRODUCT 
SPOTLIGHT

1 �STANDARD LOGO  
ON THE HALL PLAN 

 FREE BONUS 

2,255 C$
1,400€

ADVANCED

1/2 �PAGE ADVERTISEMENT

1/2 �PAGE ADVERTORIAL

1 �STANDARD LOGO  
ON THE HALL PLAN 
FREE BONUS 

6,600 C$
4,050 €

PREMIUM

1 �FULL PAGE 
ADVERTISEMENT

1 �FULL PAGE ADVERTORIAL

1 �ONLINE SHORT ARTICLE

1 �STANDARD LOGO  
& QR CODE ON  
THE HALL PLAN 
FREE BONUS 

12,280 C$
7,550 €

PREMIUM PRO

1 �HIGHLIGHT 
ADVERTISEMENT (all ed): 
Front Cover Banner OR  
Inside Front Cover Full 
page OR  
Back Cover Full page

1 �FULL PAGE  
ADVERTORIAL (1 ed)

1 �LARGE LOGO  
ON THE HALL PLAN 
FREE BONUS 

25,850 C$
15,900 €

PRINT / AD OPPORTUNITIES

Logo & stand N° on front cover - Example

ADVERTISING RATES* in € and C$ (only available for exhibitors)

PRINT / AD OPPORTUNITIES

	 ( € )	 ( C$ )	 ( € )	 ( C$ )	 ( € )	 ( C$ )

Conversion rate as of 02/12/2025

HIGHLIGHT POSITIONS ALL EDITIONS		 (€)	 (C$)

	 All Editions 	(Review included)

• Logo & stand N° on front cover	 3,500	 5,700

• 1/5 page banner on front cover 	 12,000	 19,500

• Inside front cover, single page 	 13,200	 21,460

• Inside front cover, double page 	 23,900	 38,850

• Inside back cover 	 13,200	 21,460

• Back cover	 14,000	 22,760

• Bookmark - in one edition	 6,900	 11,200

• Insert 	 Upon Request

ADVERTORIAL (IN ONE EDITION)	 (€)	 (C$)

• 1/2 page	  2,300	 3,750

• 1 full page	  3,900	 6,340

• 1 double page	  6,900	 11,400

PRODUCT SPOTLIGHT           (€)	 (C$)

• �1/4 Page : Photo, description,  
3 USPs & Stand N°	     1,400	    2,255

COBRANDED LANYARDS	 (€)	 (C$)

• �Your logo printed on all official lanyards 
Exclusive sponsorship  
(1 advertiser only)	     12,400 	 20,000

HALL PLAN (ALL EDITIONS)	 (€)	 (C$)

• Large logo & Stand N° 	  2,200	 3,580

• �Standard-sized Logo & Stand N°  
+ QR code 	   1,100 	     1,800

• �Standard-sized Logo & Stand N° 	  580   	 950
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PRODUCTS

El Rebozo’s Dried Fruit Mix for Punch off ers 

visitors at SIAL Canada 2025 a genuine 

taste of Mexican tradition. Made with 

carefully selected natural ingredients and 

free from preservatives, this mix captures 

the authentic flavours that are at the heart 

of Mexican celebrations. Easy and quick to 

prepare, it’s ready in just 30 minutes without 

compromising on richness or taste. Perfect 

for festive gatherings, retail shelves, or 

cafés looking to offer something unique, El 

Rebozo’s punch brings vibrant, fruity notes that 

consumers love. As demand for natural and 

culturally authentic products 

c o n t i n u e s  t o  g r o w 
across North America, 
El Rebozo stands out by 
combining convenience 
with heritage•

 Stand 1211
• 100% natural ingredients

• Up to 18-month shelf life

• Authentic Middle Eastern flavours

• Authentic Mexican flavour

• Easy to prepare

• Free from preservatives

• Authentic Dutch recipes

• Premium ingredients, traditional 

  flavours

• Ready for Canadian Retail

El Rebozo's Mexican 
punch in the spotlight 
at SIAL Canada

Maison de Savoie Rosette 
Nature 600g: Authentic 

French charcuterie
Made from premium cuts of pork and a delicate 

blend of spices — notably pepper and nutmeg 

— Rosette Nature 600g from Bell Group reflects 

time-honoured French charcuterie methods. 

In a market where consumers are increasingly 

looking for transparency, minimal processing, and 

artisanal quality, Bell’s Rosette Nature stands out 

with its clean label and handcrafted excellence. 

Slow-cured to develop a deep, balanced flavour, it 

off ers a rich and versatile experience, whether enjoyed 

on a charcuterie board, in a gourmet sandwich, or simply 

on its own•  
Stand 1145

Cafe Amsterdam: Dutch classics 
with shelf appeal
Visitors to SIAL Canada 2025 can experience the comforting flavours 

of the Netherlands with Cafe Amsterdam’s authentic range of baked 

goods. Made in the Netherlands using time-honoured recipes and 

premium ingredients, their collection showcases beloved classics such 

as Speculaas windmill cookies, buttery stroopwafels, and rich almond 

pastries. With over 200 years of baking tradition behind them, these 

treats deliver a true taste of Dutch heritage. Packaged for Canadian 

retailers, specialty stores, and gift markets, Cafe Amsterdam’s products 

off er a unique combination of authenticity, quality, and shelf appeal. As 

demand grows for international and nostalgic flavours, these baked goods 

stand out as premium additions for those seeking products with both a 

story and great taste•

Stand 2345

Mezete brings 
Middle Eastern 
tradition to modern 
tables
At a time when consumers are 

seeking both authenticity and 

convenience, Mezete’s ready-to-eat 

dips off er the best of both worlds. 

At SIAL Canada 2025, Mezete is 

showcasing its Classic Hummus 

crafted with 100% natural ingredients, 

slow-cooked to achieve a rich, creamy 

texture and genuine Middle Eastern 

flavour. With no preservatives or 

additives and an impressive shelf life 

of up to 18 months, it answers the 

growing demand for premium foods 

that fi t today’s fast-paced lifestyles. 

Mezete’s hummus is ideal for cafés, 

retailers and consumers looking 

to elevate their snacking or meal 

off erings with authentic, plant-based 

options•

Stand 2345

Slow-cured to develop a deep, balanced flavour, it 

• Traditional recipe

• Premium ingredients & craftsmanship

• A delicate blend of spices
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PRODUCTS

El Rebozo’s Dried Fruit Mix for Punch off ers 

visitors at SIAL Canada 2025 a genuine 

taste of Mexican tradition. Made with 

carefully selected natural ingredients and 

free from preservatives, this mix captures 

the authentic flavours that are at the heart 

of Mexican celebrations. Easy and quick to 

prepare, it’s ready in just 30 minutes without 

compromising on richness or taste. Perfect 

for festive gatherings, retail shelves, or 

cafés looking to offer something unique, El 

Rebozo’s punch brings vibrant, fruity notes that 

consumers love. As demand for natural and 

culturally authentic products 

c o n t i n u e s  t o  g r o w 
across North America, 
El Rebozo stands out by 
combining convenience 
with heritage•

 Stand 1211
• 100% natural ingredients

• Up to 18-month shelf life

• Authentic Middle Eastern flavours

• Authentic Mexican flavour

• Easy to prepare

• Free from preservatives

• Authentic Dutch recipes

• Premium ingredients, traditional 

  flavours

• Ready for Canadian Retail

El Rebozo's Mexican 
punch in the spotlight 
at SIAL Canada

Maison de Savoie Rosette 
Nature 600g: Authentic 

French charcuterie
Made from premium cuts of pork and a delicate 

blend of spices — notably pepper and nutmeg 

— Rosette Nature 600g from Bell Group reflects 

time-honoured French charcuterie methods. 

In a market where consumers are increasingly 

looking for transparency, minimal processing, and 

artisanal quality, Bell’s Rosette Nature stands out 

with its clean label and handcrafted excellence. 

Slow-cured to develop a deep, balanced flavour, it 

off ers a rich and versatile experience, whether enjoyed 

on a charcuterie board, in a gourmet sandwich, or simply 

on its own•  
Stand 1145

Cafe Amsterdam: Dutch classics 
with shelf appeal
Visitors to SIAL Canada 2025 can experience the comforting flavours 

of the Netherlands with Cafe Amsterdam’s authentic range of baked 

goods. Made in the Netherlands using time-honoured recipes and 

premium ingredients, their collection showcases beloved classics such 

as Speculaas windmill cookies, buttery stroopwafels, and rich almond 

pastries. With over 200 years of baking tradition behind them, these 

treats deliver a true taste of Dutch heritage. Packaged for Canadian 

retailers, specialty stores, and gift markets, Cafe Amsterdam’s products 

off er a unique combination of authenticity, quality, and shelf appeal. As 

demand grows for international and nostalgic flavours, these baked goods 

stand out as premium additions for those seeking products with both a 

story and great taste•

Stand 2345

Mezete brings 
Middle Eastern 
tradition to modern 
tables
At a time when consumers are 

seeking both authenticity and 

convenience, Mezete’s ready-to-eat 

dips off er the best of both worlds. 

At SIAL Canada 2025, Mezete is 

showcasing its Classic Hummus 

crafted with 100% natural ingredients, 

slow-cooked to achieve a rich, creamy 

texture and genuine Middle Eastern 

flavour. With no preservatives or 

additives and an impressive shelf life 

of up to 18 months, it answers the 

growing demand for premium foods 

that fi t today’s fast-paced lifestyles. 

Mezete’s hummus is ideal for cafés, 

retailers and consumers looking 

to elevate their snacking or meal 

off erings with authentic, plant-based 

options•

Stand 2345

Slow-cured to develop a deep, balanced flavour, it 

• Traditional recipe

• Premium ingredients & craftsmanship

• A delicate blend of spices

SMARTGUIDE	 (€)	 (C$)

Customized publication (24 pages)  
Insertion into 1 edition  
of SIALCANADA Daily from	 38,800	 63,100

OFFICIAL SHOW BAG	 (€)	 (C$)

Your brand on the only official bag  
distributed at the entrance. 	 21,700	 35,000

THE DAILY QR CODE CARD	 (€) 	 (C$)

The Daily QR Code Card (6,000 units):  

Logo on card, exclusive position  	 from 7,500	 12,200	daily.sialcanada.com

DAILY

The official information source

The official information source

The official information source

Your official Information 
source during SIAL Canada

Get all the news online

Brought  
to you by

Your logo 
here
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[2] [1]

[1]

Home Page 

DIGITAL / AD OPPORTUNITIES

[3] MENU ENTRY            
• Dedicated Menu Point

• �Dedicated Branded Page with your 
contents

• 6 Articles (3 In-Depth, 3 Short)

• 2 newsletter inclusions 

daily.sialcanada.com

Website 2024 SIAL Paris - ITA example

Dailies section

e-Mailing

Newsletter

RATES	 (€)	 (C$)                    

DAILY.SIALCANADA.COM
• �In-Depth Article: 550 words 

1st positions on day of publication [1] 	 1,450	 2,360

• ��Short Article: 200 words 
1st positions on day of publication	 650	 1,060

OPTIONS
• ��Global Sponsorship [2] 

Your branding on all sections, 
during 1 month (29/4-30/5/2026)	 17,500	 28,450 
(including 2 in-depth articles)

OPTIONS
• Menu Entry [3] 
• Dedicated Menu Point 
• Dedicated Branded Page with your contents 
• 6 Articles (3 In-Depth, 3 Short) 
• 2 newsletter inclusions  
1 month	 16,800	 27,300

NEWSLETTER INCLUSION	 (€)	 (C$)                    
 
Your article highlighted  
in 1 newsletter: 	 1,200	 1,960
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LA RÉSILIENCE  
EN ACTION
RESILIENCE  
IN MOTION

ENTREVUE EXCLUSIVE  
EXCLUSIVE INTERVIEW

Jessica Adelman 
VP principale et directrice des affaires corporatives,  

Mars Snacking Amérique du Nord 
SVP and Chief Corporate Affairs Officer,  

Mars Snacking North America

« Une véritable résilience implique que les conseils d’administration 
et les dirigeants placent la création de valeur, la maîtrise des risques 

et la gestion de la réputation au cœur de leurs priorités. » 

“True resilience requires that boards and leaders focus on value 
creation, risk mitigation, and reputation management.”

Full page Double page

1/2 page
1/4 page

1/5 banner

1/3
 p

ag
e

Logo + Stand 
No.

Trim size

Bleed size 
Trim size + 5mm Bleed

Cover

PRINT / TECHNICAL SPECIFICATIONS

DAILY

The official information source

The official information source

The official information source

STANDARD POSITIONS	 Trim size	 Bleed size

Full page  	 240 x 330 mm	 250 x 340 mm
Double page 	 480 x 330 mm	 490 x 340 mm
1/2 page	 220 x 136 mm
1/3 page 	 66 x 280 mm
1/4 page	 220 x 68 mm

HIGHLIGHT POSITIONS	

Logo + Stand No. on front cover   	 	
1/5 banner on front cover	 220 x 54 mm
Inside front cover 	 240 x 330 mm	 250 x 340 mm
Back cover	 240 x 330 mm	 250 x 340 mm
Bookmark (both sides)	 110 x 230mm	 120 x 240 mm

HALL PLAN	
Logo standard & No. Stand 		  32 x 20 mm
Logo grand format & No. Stand 		  74 x 54 mm

Large logo Standard logoStandard logo 
+ QR code
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IMPORTANT INFORMATION  
FOR PRINT MATERIALS 

All ads supplied must be CMYK. 
Supplied materials that do not comply with the following
specifications will be corrected and the advertiser billed for 
the required production.

Required Format: PDF/X-1a format is the required file format 
for submission. When preparing PDF/X-1a files, careful 
attention must be paid to ensure they are properly created 
and will reproduce correctly. Please see Adobe.
com/products/acrobat/pdfs/pdfx.pdf for guidelines and 
instructions. Files should conform to SWOP guidelines, and 
total ink density should not exceed 280%. 

Proofs: For full page and spread ads, advertisers MUST 
submit a contract-level digital proof at full size that conforms 
to SWOP standards (including a colour bar) for all digital 
files.
Client-supplied contract proof is required to guarantee 
color.
Acceptable contract proofs include: Epson Contract Proof, 
IRIS, Kodak Approval, Digital Match Print, Progressive 
Press Proof, Fuji Pictro, Fuji Final Proof. Proofs are required 
regardless.

Material Requirements for In-House Design Services:
Photos: Colour scans must be 300 dpi in CMYK. B/W scans 
must be 300 dpi grayscale.
Logos: Vector .eps or .ai files are preferred. Type should be 
converted to outlines unless the fonts are provided. Jpgs 
must be 300 dpi.

If you are supplying native files for us to work with, they 
must be accompanied by the fonts used in those files. Black 
type on light background should be defined as 100% black 
ONLY.
Files should conform to SWOP guidelines, and total ink 
density should not exceed 280%.

Deadline: All print elements (print file & color proof) must 
be supplied before the deadline. Beyond this deadline, we 
will accept no more elements, and your content will only be 
published in our online version.

Please send colour proof to:
Cleverdis/ SIAL Canada Daily 
Le Relais du Griffon - 439 route de la Seds  
13127 Vitrolles - FRANCE
of file delivery mode. The publisher will not accept 
responsibility when contract proofs are not submitted.

ADVERTORIAL GUIDELINES

Regular Advertorials
All advertorials in our publications follow our editorial style 
guide for format. They are written  
in the style of an article that discusses the key selling points / 
benefits of the product / service and ideally will include real-
life scenarios or case studies to demonstrate effectiveness.
Advertorials are designed to provide trade  
visitors / professionals with information relevant  
for their business practise and buying decisions.

Regarding images:
 �The advertiser must be the copyright holder of any image 
provided with copy (with image copyright).
 �The advertiser must have written release for images 
including people.
 ��Images must specifically relate to the advertorial message 
or product.
 �Featured images should ideally be horizontal orientation 
with dimensions of 1500pix wide a resolution of 300dpi.

Ads within advertorials are not permitted. 
No company or brand logos are allowed. 
No slogans, no URLs, no contact details  
(email, telephone number)

Word Count
 ��Full page: 550 words
 ��Half-page: 250 words
 ��Third page: 150 words
 Quarter page: 100 words

Featured Article
Featured Articles designate a highlighted position for your 
advertorial online - on the homepage and section landing 
page or in standard position (only section landing page). 

Content
Guidelines for content will be agreed before editing by the 
Cleverdis team. All basic information must be provided by the 
client, along with precision of the main points to put forward.
When the advertorial piece has been produced, a PDF copy 
is sent to the client for corrections and / or approval.
Changes and corrections must be outlined clearly by the 
client – in annotations on the PDF.
 A final version will then be produced and sent to the client 
for “OK to Print”. This must be marked on the PDF – either 
scanned or digitally signed.
Any further changes to the advertorial requested by the 
client, if different to those requested initially, shall be invoiced 
OVER AND ABOVE the original order, at a rate 10% of the 
original price invoiced (before any discount), and must be 
paid by the client prior to publication.

Website

Newsletter

GLOBAL SPONSORING - SECTION SPONSORING 
• Background image: 3,409 x 1,500 px - HD 
• Logo: svg
• URL link

ENTRY MENU PACKAGE
• Background image: 3,409 x 1,500 px - HD 
• Logo: svg
• URL link
• e-Mailing section banner: 2,560 x 1,440 px - HD

FEATURED ARTICLE
• Highlight article: up to 600 words
• Standard article: up to 300 words
• Images: jpg - HD
• Videos: YouTube link

DIGITAL /  
TECHNICAL  
SPECIFICATIONS
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Contact: �production@cleverdis.com 
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100% LIVE DURING THE SHOW
Come visit us at the SIAL CANADA press centre during the show!

CONTACTS

AN EXPERT COMMUNICATION TEAM AT YOUR DISPOSAL

CLEVERDIS • Relais du Griffon • 439 route de la Seds • 13127 Vitrolles • France • Tel: +33 442 77 46 00 • www.cleverdis.com
SAS capitalised at 155 750 € - VAT FR 95413604471 - RCS Salon-de-Provence 413 604 471 

EDITORIAL
Zineb Elhabiri 

Editorial Coordinator 
Mob: +33 6 09 37 42 97

zineb.elhabiri@cleverdis.com

ADVERTISING
Bettina Badon 

Project Manager 
Mob: +33 6 60 42 68 04 

bettina.badon@cleverdis.com
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