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MAXIMUM ENGAGEMENT
  �The recognized authority on 

business management for 
entrepreneurial innovators, 
growth companies and startups

� �  �The premier publication for 
owners and senior managers of 
Canada’s million-plus small and 
mid-sized businesses

ACTIONABLE CONTENT
 ��  �More informative editorial that 

encourages business innovation, 
improvement and investment

 ��  �Dynamic, absorbing environment 
that SMB advertisers demand

�TARGETED AUDIENCE
�  �Strategic distribution and 

newsstand presence gives you 
better access to owners and 
senior decision-makers of small                                        
and medium-sized businesses

�  �PROFIT reinforces its position as 
Canada’s best choice for SMB 
market opportunities

PROFIT IS THE #1 
ENGLISH MAGAZINE 
FOR TARGETING 
BUSINESS DECISION 
MAKERS*:

*PMB Spring 2012 
**Projection relatively unstable due 
to small base – use with caution

1 Source: ABC Statement, DEC 2012

PROFIT GIVES MORE TO BUSINESS OWNERS – AND ADVERTISERS

A total circulation of 84,6321 ensures highly targeted reach to the small and mid-sized business market. 

Delivered to the most senior executives of companies with 5-249 employees and revenues of $1-30 million, 

PROFIT is published six times a year.

Canada’s #1 MAGAZINE TARGETING                
small and mid-sized business leaders

INDEX

SENIOR 
MANAGERS/
OWNERS

777**

SELF EMPLOYED 350

MOPEs 241

IT MARKET 
OCCUPATIONS

356

When I launched my first business, I had two goals 
in mind: to survive, and to make the PROFIT 100      
ranking. I still read every issue of PROFIT because      
it’s full of great content that helps me run my business.

Robert Herjavec
Serial Entrepreneur and
Dragons’ Den star

With nearly three decades of service to the SMB community, PROFIT is the most trusted source of 

information and insight used by senior decision-makers to grow their companies. These business leaders are 

also affluent and discerning consumers, making them a quintessential target for high-end consumer goods.

PROFIT is Canada's best-read publication for innovative entrepreneurs and 
senior managers of small and mid-sized business.



Source: PMB Spring 2012: based on English adults 18+ 
1ABC Dec 2012 circulation statement 
*Projection relatively unstable due to small base – use with caution

reader profile

Almost two-thirds 
of PROFIT readers 
work in companies 
with under  
250 employees.
Source: PMB Spring 2010

PROFIT puts owners and managers of small to mid-sized 
businesses on the fast track to success 

A total circulation of 84,632 ensures highly targeted reach to the small and mid-sized business 
market. 90% of PROFIT’s addressed circulation goes to Canada’s top level executives; from 
general managers to managing directors to the C-suite, presidents, CEOs, partners and owners of 
selected companies. PROFIT is delivered to ONLY the most senior executives of 
companies with 5–249 employees and with revenues from $1 – $30 million1.

Best English magazine for targeting business decision makers

Index to Population

Senior Managers/Owners 777*

MOPEs (managers, owners, professionals, executives) 350

Self employed 241

IT market occupations 356
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Topline highlights PROFIT Canada 12+
Total readership 12+ 184,000

Readers per copy 2.0

Average time spent reading 38 minutes

Average age 43 44

Average Household Income  $108,011 $80,483

Adults 35-49 40% 25%

Men / Women 72 / 28 49 / 51

*Based on Total Canada 12+

Best English magazine for targeting Business Purchase Influencers

Index to Population

Readers involved in business purchasing/leasing decisions 320

Finance/Investment products 445*

Communications/Computers 396*

Office Equipment 429*

Business Facilities 478Thank you for the writing 
you’ve done in supporting people 
who are in business on their 
own. PROFIT Magazine has 
been such a great benefit to me.

Patti Dragland
President 
Strategic Sense Inc.

Part of the secret to success is 
being in the right company and 
PROFIT magazine has proven 
itself to be a respected source for 
quality information. 

Bud Morris
President
Canada’s Best Store Fixtures
Profit HOT 50 alumnus

In my 14 years as a business 
owner, I have enjoyed reading each          
issue of PROFIT magazine from 
cover to cover. In every issue, the 
magazine has provided some golden           
nugget of wisdom, leadership 
advice or economic predictions 
that have helped me to sustain 
and grow our business to be on the              
PROFIT W100 for six years in a 
row. PROFIT continues to deliver 
a very beneficial snapshot for all 
Canadian entrepreneurs seeking                 
managed growth and success. 

Cynthia Richards
President
Event Spectrum Inc.



Source: PMB Spring 2012; Based on English adults 18+ 
1Strongly agree 1 to 3 out of 10 
*Projection relatively unstable due to small base – use with caution

reader profile

Affluent Index to 
Population

Household income over $150,000 235

Securities & savings over $100,000 258*

Home value over $500,000 198

Avid vacation travelers
Taken 3+ vacation trips outside of Canada 129

Taken 3+ business trips 313*

Preference for high-end or premium vehicles
#1 business magazine for targeting consumers who prefer luxury cars1

If given a choice would always choose luxury/full size car1 132

Spent over $40,000 on any vehicle in household 190*

Recently acquired a premium vehicle 173*

Early adopters of the latest technology
Excited by the possibilities presented by new technologies 151

Tend to be first to own new electronic products 170*

Own a smart phone 138

#1 Magazine for tageting the SME market
Company sizes with under 20 employees 183

Small enterprises under 100 employees 235

Company sizes under 250 employees 217

SMEs under 500 employees 207

MOPEs in SMEs under 500 employees 251
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PROFIT readers are affluent and discerning consumers, 
not just successful business owners. 

PROFIT readers show a higher than average consumption 
rate of personal investment products, cars, electronics, 
vacations as well as their commitment to playtime.

The Queen’s/Hewitt partnership, 
which conducts the annual Best
Small-Medium Employers in 
Canada Study, has had dealings 
with a number of the country’s 
well-known media organizations 
over time. Our recent years’ 
experience with PROFIT  
rank at the very top of these                    
relationships. PROFIT has 
consistently brought to the effort 
not only the highest quality of 
journalistic savvy and approach, 
but an especially solid grasp 
of the underlying business and                                                   
organizational realities faced by
Canada’s small-medium            
enterprise segment so pivotal in 
Canada’s economy. We look      
forward to continuing our work 
with PROFIT, whose standard of 
excellence has risen well above 
almost anything we’ve been 
accustomed to in the past.

Einar Westlund
Director of Project Development 
Centre for Enterprise Development
Queen’s University School of Business

Our entire organization,  
with more than 1,100 partners    
and employees, is celebrating 
PROFIT’s acknowledgement of  
our growth.

Tim Moore
Premiere Executive  
Suites Inc., 
PROFIT 100 winner

The PROFIT 100 ranking was 
directly responsible for gaining 
international press coverage of 
our company and products by       
BBC World News.

Timothy Kimber
CEO
Plasmart Inc.



Issue 
Date

Impact  
Start Date

Sales  
Close

Supplement 
Sales Close

Material 
Close**

Anchor Issues Supplements

March February 8 January 26 January 19 January 31 Secrets of Successful Employers 
(Canada’s 50 Best Small and Medium Employers)

May April 4 March 22 March 15 March 27 PROFIT 30th Anniversary Issue  
Business without Borders #1

Franchise Opportunity Guide

Summer May 30 May 16 May 9 May 22 24th Annual PROFIT 200 
The definitive list of Canada’s                                                     
Fastest-Growing Companies
Business without Borders #2

October August 29 August 16 August 9 August 21 13th Annual HOT 50 
Exclusive Ranking of Canada’s Top Emerging 
Growth Companies

Managing Risk in Your Business
Business Travel

November October 10 September 27 September 20 October 2 14th Annual W100 
Ranking of Canada’s Top Women Entrepreneurs
Business without Borders #3

Small Business: Celebrating Small 
Business Month

December/
January

November 28 November 15 November 8 November 20 17th Annual Opportunity and Outlook Guide
Ranking the newest business opportunities for 2013
2nd Annual FUEL Awards
Business without Borders #4
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from the editor

ALL THE DEBATE OVER OTTAWA’S WILLINGNESS TO SLIDE BACK
into defi cit is much ado about nothing. It’s like worrying whether to eat that extra 
piece of pumpkin pie during Christmas dinner—a small indulgence that you can 
work off on Boxing Day (provided you do work it off).

But there’s a bigger defi cit that bodes ill for a country that wants to maintain its 
status as a world economic leader (or, at least, a close follower). It’s the dearth of busi-
ness-savvy, entrepreneurial youth.

Don’t get me wrong: many are out there. One is Ray Cao, president of Impact En-
trepreneurship Group, the largest student-run entrepreneurship organization in 
Canada. Another is Boris Remes, chairperson of Enterprize, the country’s biggest 
student-run business-plan competition. When I fi rst met them in November, they 
were in the heat of preparations for Global Entrepreneurship Week, which, like Impact 
and Enterprize, exists to inspire and develop the next generation of entrepreneurs.

Boris and Ray preside over organizations that, between them, have hundreds of 
volunteers and many paying sponsors. Thanks in part to their efforts, their organiza-
tions are growing. No wonder: Boris and Ray are bright, ambitious and energetic. 
More impressively, their confi dence, composure and vision are far beyond their years. 
They’re scary good kids who’ll make for successful entrepreneurs.

How’d they get that way? Credit their exposure to entrepreneurship from a young 
age. Boris, 21, came to Canada fi ve years ago as an international student; his family 
is still in Kazakhstan, where his father runs a successful chain of fi tness centres. Now 
22, Ray came here with his mother when he was three years old, while his dad ran 
hotels and developed commercial property in their native China. “Entrepreneurship 
is as fundamental as math or science,” says Ray. “It’s a basic language of life.”

But who’s teaching that tongue to the millions of kids who don’t have entrepreneurs 
for parents? It’s not our secondary schools, where some “business” courses focus on 
typing and PowerPoint. “The school system moulds people who won’t realize their 
full potential,” complains Ray. “It points you down the safest path.”

Fortunately, some might learn the language by working for entrepreneurial com-
panies. Others might catch the bug accidentally—say, by watching TV’s Dragons’ 
Den—and then hone their managerial skills in post-secondary courses or commu-
nity training programs. But what if all the kids with entrepreneurial potential got 
into the game earlier, and all the bad ones got a taste of the toil, stress and failure that 
accompany business ownership before taking the real plunge? The chance of market-
able innovation and effective execution intersecting in this country would increase 
by an order of magnitude—and federal defi cits would become a thing of the past.

Entrepreneurship is as fundamental as math and science. It’s time our schools 
treated it that way.

HELP FOR HARD TIMES
Looking for downturn-focused guidance? You’ll fi nd it in stories bearing our Help for 
Hard Times stamp, and in a special section on our website at PROFITguide.com.

The bigger deficit 

If Canada is to stay fi scally fi t 
in the future, the surplus we really need 
is in good young entrepreneurs

I INVITE YOUR FEEDBACK on anything you see 
in PROFIT. Please send your comments to me at 
Ian.Portsmouth@PROFIT.rogers.com

Entrepreneurship 
is as fundamental 

as math and 
science. It’s time 

our schools treated 
it that way

Ian Portsmouth
Editor and Associate Publisher
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What’s an entrepreneur? “Someone who organizes, manages and assumes the risk of a commercial enterprise.” 
That’s a popular definition, but it doesn’t go far enough.

Entrepreneurs are busy, action-oriented achievers. They love their work despite its endless challenges. They 
produce innovative solutions to the world’s problems, and blaze new trails into the future. They tend to make a 
good buck at it, too.

And did I say they’re busy?

That's why PROFIT settles for nothing less than being Canada's hardest-working publication for the owners and 
senior managers of small and mid-sized businesses (SMBs). We don't only tell compelling stories of entrepreneurial 
endeavour and the people behind it; we use our unparalleled knowledge of SMBs to produce practical insight that 
other executives can use to grow their businesses and achieve higher levels of personal satisfaction. And we put 
it in an attractive and accessible package that delivers value quickly. As one successful entrepreneur once told us, 
PROFIT offers "more ideas per minute" than any other business magazine.  

It's the kind of expertise that comes with experience: now in its 30th year, PROFIT is Canada's longest-serving 
publication for the SMB sector.

In 2012, PROFIT will extend its long tradition of editorial excellence, providing authoritative analysis of the 
opportunities, threats, tactics and strategies that matter to business decision-makers. We'll continue prescribe 
management approaches that produce the best results. And through our unique rankings and awards programs—
such as the 24th annual PROFIT 200—we'll showcase hundreds of the country's best and brightest companies, 
informing and inspiring anyone who thinks like an entrepreneur or wishes to be one. 

Ian Portsmouth  
Editor, PROFIT

EDITOR'S NOTE
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In nearly 30 years of serving Canada’s entrepreneurial business community, 
PROFIT has earned a position of prominence with growth companies, the 
entrepreneurs who run them and the businesses eager to serve them. Through 
its range of products and services, PROFIT delivers practical growth strategies, 
case studies and access to peer groups that help entrepreneurial companies 
get bigger and better… fast. 

Every week at PROFITguide.com, the editorial team publishes the latest 
entrepreneurial news, tips, and executive profiles that are important to you to 
help you run your business. It’s all the insight and information an entrepreneur 
needs, in one easy-to-use online destination. The PROFIT-Xtra bi-weekly 
newsletter keeps our audience engaged with the brand and advertisers all 
year long.

We Grow Your Business

•    All the same, great content from PROFIT magazine
•    Interactive lists & rankings, including the PROFIT 200, Hot 50 and W 100
•    Blogs, polls, discussions
•    Financial rates, tools & calculators 
•    RSS feeds

•    Channels & tools
•    Integrated content and custom opportunities
•    eNewsletters
•    Custom microsites 
•    3rd party eBlasts

Site Features

SPONSORSHIPS



Frequency 1× 4× 8× 12× 16× 20× 22×
Page $19,295 

16,400 
13,505 

8,680 
10,610 
27,010

$18,720 
15,915 
13,105 

8,425 
10,230 
26,210

$18,155 
15,435 
12,710 

8,170 
9,985 

25,420

$17,600 
14,960 
12,320 

7,920 
9,680 

24,640

$17,080 
14,520 
11,955 

7,685 
9,395 

23,910

$16,575 
14,090 
11,605 

7,460 
9,115 

23,205

$16,075 
13,665 
11,255 

7,235 
8,840 

22,505
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1/3 Page
Banner
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National 4-Colour

Frequency 1× 4× 8× 12× 16× 20× 22×
Page $15,130 

12,860 
10,590
 6,810 
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12,480 
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6,610 
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We are very busy people, but 
the Profit 200 CEO 
Summit was more than worth 
the time. It pumped me up.     
I came back very motivated 
and excited about my         
business. I think the Summit                
is the best thing since                   
sliced bread. I would come                     
back 18 more times.

Arie Koifman,
Servomax Inc.
PROFIT 200 winner

events

Now in its 24th year, the PROFIT Awards program continues to attract the attention  
of local and national media and provide a powerful spark of motivation for business owners 
and their employees. We’ve heard from many entrepreneurs who started their companies with 
the goal of appearing on the PROFIT 200 ranking of Canada’s Fastest-Growing Companies. 

PROFIT Events accompanying these programs, plus Custom Events, provide sponsors               
with exceptional face-to-face access to the CEOs and senior business leaders of Canada’s most                
entrepreneurial SMEs. PROFIT Events are designed to meet sponsors’ strategic objectives through:

1. PRECISE TARGETING: Leverage PROFIT’s unique relationships to reach CEOs and senior  
	 business leaders of Canada’s fastest — growing companies in the small and mid-sized  
	 business sector.

2. ENGAGEMENT: PROFIT events provide sponsors with a highly engaged audience by  
	 delivering high quality content and an exceptional networking environment for CEOs and  
	 senior leaders.

3. INTEGRATION: PROFIT takes an integrated approach to engage with its target audience at  
	 multiple touch-points, via PROFIT Events, in PROFIT magazine, and on PROFITguide.com

TEL: (416) 764-1224  FAX: (416) 764-1406  EMAIL: adsales@profit.rogers.com  WEB: PROFITguide.com

For more information about sponsoring 
PROFIT Events, please contact 
Pam Chodda Young: 
T  416.764.1433 
E  pam.chodda@rci.rogers.com

PROFIT celebrates the 100 largest and most successful entrepreneurial firms 
owned and operated by women. With PROFIT’s celebration of Canada’s Top Female                    
Entrepreneurs comes a unique opportunity to sponsor the exclusive W100 Idea 
Exchange. Presenting, National and Associate Sponsorships are available, and the 
event is planned for November 2012.

PROFIT W100 Idea Exchange

In 2012, GrowthCamp will celebrate the winners of the 13th Annual HOT 50 
ranking which will be announced in PROFIT September/October issue. This 
event provides sponsors with exclusive access to Canada’s next generation 
of entrepreneurial stars and an opportunity for them to interact face-to-face 
with the HOT 50 CEOs through a variety of networking, educational and 

podium opportunities. Presenting, National and Associate Sponsorships are available. 
The one-day event is planned for September 2012.

PROFIT HOT 50 GrowthCamp

This exclusive annual event is the country’s most rewarding executive 
development and networking event for entrepreneurs. Attendees will include 
the CEOs of the 23rd Annual PROFIT 200 as announced in PROFIT June 
2012. Presenting, National and Associate sponsorships are available, and 
provide sponsors with unique opportunities to interact face to-face with 

these forward-thinking CEOs through a variety of networking, educational and podium 
opportunities. This full-day event will be held in June 2012. 

PROFIT 200 CEO Summit 2012



CUSTOM CONTENT/
TURNKEY SUPPLEMENTS

There are occasions when an advertiser seeks to communicate 
with a target audience on a deeper level than traditional adver-
tising can offer. Situations might include:
• the need to promote awareness/understanding of a complex 
	 service or solution
• a competitive differentiation
• the launch of new product/service, entry into a new marketplace
• a company anniversary

Through a custom publishing initiative (supplements or  
advertorials) produced in print and/or digital formats, one can: 
• demonstrate leadership and differentiation from competition
• highlight expertise and experience
• create intellectual capital or publicize research
• break through the clutter of advertising messages
• help smaller companies look big in the market

Without burdening your resources, we can cost-effectively 
write, design, edit and produce custom content for you.

For businesses to survive in today’s economy, 
it’s not about which tools are used to communi-
cate and collaborate, but rather, unifying them 
into a streamlined platform to reduce costs and 
increase productivity.

And so Canadian businesses are embrac-
ing a “unified communications” (UC) strategy 
that can integrate common communications 
platforms – such as voice, messaging, instant 
messages (IM) and conferencing – and make 
them all accessible on different devices, such 
as a computer or smartphone.

UC can significantly reduce travel, telecom 
and IT costs, leaving your business leaner, 
greener and more efficient.

UC explained
“Traditionally, communication has been any-
thing but unified,” explains Carmi Levy, a 
London, Ontario based independent technol-
ogy analyst.

“We’ve used different hardware, software 
and networks for each mode of communica-
tion – such as phone networks for voice, for 
example – and they’ve been completely sepa-
rate from the data networks and PCs used to 
support instant messaging traffic.” Videocon-
ferencing has often demanded its own unique 
solutions, too, including special cameras, 
conference rooms and (potentially expensive) 
leased networks.

Today, however, UC combines all of these 
functions into a common platform as it allows 
employees to choose the form of communica-
tion that makes the most sense at any given 
moment, whether they’re exchanging ideas 
with colleagues, clients or customers. “It’s a 
single environment, therefore eliminating the 

redundancy of having separate tools, networks 
and support teams for each service,” says Levy.

“Redundancy,” as Levy puts it, also includes 
wasting time to log into your various email 
inbox, voicemail or IM platforms to pick up 
messages linearly. Unified communications 
gives you a common access point on your 
PC or smartphone, therefore your employees 
spend less time chasing each other for status 
updates and more time working on projects.

UC can also streamline communication 
between a customer and a business; someone 
calling into, say, a musical instrument store 
can now resolve a guitar-related question by 
having the right person patched in, regardless 
of where they might be – even if on the road.

‘Presence’ is key
One of the basic foundations of a UC strategy is 
called “presence,” a way to see if someone you’re 
trying to reach is available, says Nathan Pitka, 
director of strategy and development for Telus.

“More and more people travel, or work from 
home, therefore you don’t always know the best 
time and way to reach someone when you need 
to,” begins Pitka. “With ‘presence,’ an impor-
tant part of UC, you can quickly pull up some-
one’s status through a buddy list on a phone 
or computer, and see if they’re on the phone, 
online, using IM or on a mobile device.”

Just how much time could you recover by 
adopting a UC strategy for your business? As 
much as one hour a day, per employee, says Pitka. 
“This is based on the fact office workers must 
manage close to 200 messages per day – such 
as emails, voicemails and other forms of com-
munication – not to mention all the time wasted  
trying to track down colleagues or clients.”

Why ‘Unified Communications’ 
is right for your business
Small to medium-sized businesses are also benefiting 
from communications convergence. By Marc Saltzman

Getting Started
Despite popular belief, a UC 
strategy isn’t just for enterprises.

Small to medium-sized businesses  
(SMBs) are also looking to save costs  
and improve productivity, become more 
mobile and reach new markets. 

While SMBs typically don’t have a large 
IT staff to manage a UC environment, 
they can still take advantage of unified 
communications with a scalable, services 
approach that lets you start small,  
if need be, and grow components when  
the timing is right. 

“One of the biggest myths about UC is 
that it’s a ‘rip and replace’ scenario, but 
that’s simply not the case with a services 
approach,” confirms Nathan Pitka from 
Telus. “With a monthly subscription model, 
you can prioritize your needs and start 
with, say, unifying your messaging first – 
and then evolving it from there, once you 
see how it will improve your business.”

• Reduce Travel and Training  
by 20 to 40 percent: Replace 
internal meetings, in-person 
training and customer/partner visits 
with video and web conferencing

• Reduce Real Estate and Facility  
by 30 to 40 percent:  Reduce 
office space per employee and space 
utilization with telework and  
remote working

• Reduce Cost of Voicemail by 
20 to 60 percent:  Replace and 
consolidate disparate voicemail and 
fax systems with unified messaging

• Reduce IT Infrastructure and  
Admin by up to 50 percent: 
Extend existing investment while  
optimizing IT infrastructure  
by consolidating telephony and 
multiple vendor solutions

For more information on unified 
communications, please visit 
telustalksbusiness.com

Ask An 
ExpERT

Reduce Costs  
with UC
Other advantages to a unified 
communications strategy:

Information Technology
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any people look forward 
to retirement with a com-
bination of both eagerness 
and trepidation. The goals 

are always attractive – free time, less pres-
sure, more time with family – but the path  
to getting there and how to start can  
seem daunting.

What can you do noW to 
plan for the day When you 
don’t Work anymore?
experts agree that the first step is seeking 
advice from a financial professional. “plan-
ning for your retirement can seem complex 
but with the help of a professional advisor, 
it doesn’t need to be,” says Victor dodig, 
executive Vice-president, CIBC retail Mar-
kets. “a financial advisor can help take the 
mystery out of retirement planning and 
getting started takes far less time and is 
much easier than most people expect.”

everyone’s circumstances are different, 
so an advisor will first help you devise a 
personal financial plan that’s tailored to 
your needs, circumstances and retirement 
goals. as you build your portfolio around 

your plan, your advisor will also help select 
savings and investment vehicles that are 
right for you, considering all your rrSps, 
TfSas and non-registered investments.  

planning for retirement is a win-win for 
every investor. Creating a financial plan 
costs little or nothing at all, and you gain 
peace of mind by taking the first step to-
wards building your future.  “There’s no 
downside,” says dodig. “It’s never too late, 
but the earlier you start to save for retire-
ment, the more time your investments have 
to grow. The key is to plan proactively to 
make sure you’re living the life you want 
when you retire.”  

Balance needs With goals
even with an active retirement in which 
they will continue to work part-time, self-
employed or on a project basis, retirees will 
eventually require more savings to support 
themselves, and that’s something they must 
address sooner rather than later. “It’s a mat-
ter of balancing today’s needs with tomor-
row’s goals,” says dodig, “and that’s where 
an advisor can help you achieve a retire-
ment where you have choices.”

finding an advisor who understands 
your needs and personal circumstances 
is key. financial institutions generally do 
not charge for financial planning advice 
– that’s part of their service to custom-
ers. what’s important is finding an advisor 
who’s a good personal fit. “look at your 
advisor as a coach for the long term,” sug-
gests dodig. “It’s all about having a good 
relationship between you and your advi-
sor. The advisor needs to be someone who 
listens to you and understands where you 
are today and what your goals are for to-
morrow. So it must be someone you can 
be frank and open with about your finan-
cial affairs, personal goals and changes  
in circumstances.” 

He also suggests checking for accredita-
tion, such as a Certified financial planner or 
Cfp designation.  

What to expect
The relationship with your financial advi-
sor relies upon communication. your advi-
sor will want to know how much risk you 
can tolerate – whether you are willing to 
weather the ups and downs of the market 

in order to achieve higher gains. Together, 
you also need to discuss your unique goals: 
how soon you plan to retire, whether  
you will continue to work, and how you 
will handle expenses and support yourself  
in retirement. 

from these discussions, your advisor will 
help you build a plan. “you should expect 
your advisor to create a realistic financial 
plan that takes into consideration your per-
sonal profile, assets, present income, future 
pension and retirement goals,” says dodig. 
“you can also expect your advisor to help 

choose a mix of investments to meet those 
goals while protecting your investment over 
the longer term.” 

your advisor will also help you establish 
how much of your income to set aside 
each year for your retirement savings. To 
make it easier to achieve your contribution 
goal, your advisor may help you set up a  
regular investment plan, where you con-
tribute monthly rather than making  
a lump-sum contribution at tax time  
each year. 

keep the communication 
lines open
finally, adds dodig, you should review your 
plan annually with your advisor. “when you 
have a good advisor, an annual review will 
be part of that relationship.” But don’t limit 
contact to one meeting, he hastens to add. 
“you should be in touch with your advisor 
whenever you make major financial decisions 
or changes in your circumstances such as 
buying a home, changing your marital status, 
having a child or sending children off to uni-
versity. Communication should be ongoing.”

planning for retirement: have it your Way

What does it take to

Invest
Future? 
      It’s worth a talk.
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axeS are SuppoSed to be 
one of the sure things in life, 
but since January 2009 there 
has been a valuable exception 

in Canada: the Tax-free Savings account 
or TfSa.

The rules are as generous as the name sug-
gests. every Canadian aged 18 or older can 

contribute up to $5,000 a year to a TfSa. 
The money can be placed in savings accounts 
or invested in GICs, mutual funds, managed 
portfolios or stocks and bonds through a 

M

T

January
Make your maximum 2010 Tax-Free Savings Account (TFSA) contribution of $5,000.
January 30 — Pay all interest on prescribed rate loans to a lower-income spouse or partner. If you don’t, in-come or capital gains your spouse or partner generates from the money loaned will be taxable in your hands.January 31 — Last day to incur expenses eligible for the 2009 Home Renovation Tax Credit. 

February
Make maximum 2009 RRSP contribution. See your 2008 Notice of Assessment for contribution limit.

March
Put your last-minute RRSP contribution into a money market fund or cash account. Then meet with your advisor to discuss where to reallocate it for better long-term growth potential.
March 1 — 2009 RRSP contribution deadline. 
March 15 — First quarterly 2010 tax instalment due.

April
Income tax time! Review credits and deductions available to your family and determine who should claim them for maximum benefit. Retired and living on RRIF or pension income?  Meet with a tax advisor to review how income-splitting rules could help you and your spouse or common-law partner.

April 30 — 2009 personal income tax return dead-

line. (Self-employed individuals and their spouse or partner have until June 15th to file but any balance owing is due on this date.)

May
Prepare yourself for next year. Set up a filing system for your receipts for 2010 taxes.

June 
Moving more than 40 km closer to a new place of work or educational institution? Deduct expenses such as travel costs and furniture storage. Keep receipts.June 15 — Second quarterly 2010 tax instalment due. Deadline for filing self-employed income tax re-turn (though any balance owing was due on April 30).

July
Renovating the cottage? Keep receipts – expenses may ultimately reduce the taxable capital gain when you sell or transfer the property.

August
Keep receipts for children’s expenses! Babysitters, day care, summer camp and boarding school may qualify as deductible childcare expenses. Children’s physical activity programs may be eligible for the Children’s Fitness Tax Credit.

September
If you turn 71 in 2010, contact your advisor to discuss your RRSP conversion options.

Contributing $2,500 to a Registered Education Sav-ings Plan (RESP) for your child or grandchild triggers the maximum federal grant under the Canada Educa-tion Savings Grant (CESG) program. 
September 15 — Third 2010 quarterly tax instal-ment due.

October
Review portfolio with advisor for investments that have declined in value. Consider selling them to trig-ger a capital loss that can offset realized capital gains.

November 
If you’re acting as an executor, you must file a ter-minal T1 Tax Return. If death occurred between Jan. 1 and Oct. 31, 2010, the deadline is Apr. 30, 2011. If death occurred in November or December, the deadline is six months after date of death.

December
December 15 — Fourth 2010 quarterly tax instal-ment due.

December 31 — Last day for charitable contributions and payment of expenses you plan to deduct for 2010.  Turned 71 in 2010? Deadline for converting your RRSP. Are you disabled or do you have a disabled family member or dependent? Deadline for contributing to a Registered Disability Savings Plan (RDSP) to obtain the 2010 matching Canada Disability Savings Grant and the potential Canada Disability Savings Bond.

your 2010 tax planning calendar

tax-free: make it Work for you

1 Creative includes writing, editing, proofing, design, royalty-free stock photos and 
production. Translation is extra, if required. 
2 To be run opposite brand ad. Stand alone advertorial extra.
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Feature Programs

STRATEGIC PARTNERSHIPS
Rogers Publishing has alliances with some of Canada’s 
most influential groups and professional associations, 
allowing for bonus distribution. If you are interested in 
learning about opportunities to leverage our partnerships, 
please contact us for information.
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SPONSORED SUPPLEMENTS

As an association, not-for-profit or non-governmental organi-
zation (NGO), you may have a limited budget for communica-
tions. You may want to advocate or educate on behalf of your 
members. We can help fund your initiative! For more informa-
tion or samples, please contact us.

Long before Heather MacFadyen was named Earth Day Canada’s 
2010 Hometown Hero, she was an environmental hero to her peers. 
For years she has worked tirelessly to preserve and protect Alberta’s 
spectacular landscape.

A third generation Albertan, Heather says she learned at a young 
age the importance of being “a good steward” to the land. When she 
and her husband bought a home in Canmore in 1992, she began to 
see the dangers urban sprawl posed to the nearby Bow Valley. There 
was one area in dire need of protection – the Three Sisters Corridor, 
which allows wildlife to travel safely between nearby Banff National 
Park and the Wind Valley. To this goal, she’s applied an unswerving 
determination, and has gathered loyal supporters  along the way.

Although Heather was busy with her academic career, a private 
psychology practice, while also sitting on various environmental 
boards, she co-ordinated public awareness meetings, petitions and 
letter-writing campaigns to protect the Three Sisters Corridor. She and 
her supporters began pressuring decision-makers to establish scien-
tifically functional wildlife corridors over a 14-km stretch of land in 
the Corridor. In 2009 they organized a campaign that resulted in the 
Province of Alberta returning 57 acres of land, previously leased to 
a private developer, to the Bow Valley Wildland Park and the Wind 
Valley Corridor.

Hometown Hero  
protects safe passage 

for wildlife

Earth Day
Canada 2011

INFORMATION SUPPLEMENT
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SPECIAL INTEREST FEATURES

Rogers Publishing produces information supplements on a 
wide-range of topics. In many cases, we partner with industry 
and professional associations to help develop relevant content 
and provide added reach for advertisers. 

OUR CREDENTIALS
Rogers Publishing combines publishing expertise (English 
& French), professional creative services, and the means 
to effectively target specific audiences to create effective 
end-to-end solutions:  

• Custom Content Development (print & digital)
• Editorial Services: editing, writing, proofing, 
		 fact-checking
• Art Direction & Design: concepts, layouts, photo shoots, etc.
• Print Production: press approvals, quality control, 
		 purchasing, etc.
• Project Management: manage approvals, timelines 
		 across all media
• Marketing Solutions: developing and executing 
		 distribution strategies

Our numerous clients include CIBC, Deloitte, 
Direct Energy, FCAC, Siemens, Air Miles, 
and many more.

FOR  MORE INFORMATION: 
Steve Chodat 

416-764-1236 or steve.chodat@rci.rogers.com

Throughout its history, Hong Kong has 
shown an uncanny ability to master the 
evolving drivers of global commerce. Hong 
Kong’s current transformation enhances its 
own value, as it develops innovative solutions 
to further boost China’s economy, now the 
world’s second largest after that of the US.The recent launch in Hong Kong of so-

called “dim sum bonds” is a bold step in the 
long march of China’s national currency, the 
renminbi (RMB), to become a globally trad-
ed currency. That innovation also provides 
another advantage to Hong Kong in its pur-
suit to overtake New York and London as 
the world’s dominant international financial 
services centre.

“Acting as the testing and launch pad for 
these innovations does offer the Hong Kong 
market some advantages as a financial servic-
es centre,” says Mark Bolger, Ottawa-based 
regional manager for Asia for Export Devel-
opment Canada (EDC). “EDC is monitor-
ing such developments and informing our 
clients of the changes that may affect how 

Canadian companies wish to do business 
with China. EDC also reviewed the scope of 
its accounts-receivable insurance service to 
ensure that it was flexible enough to accom-
modate cover for RMB receivables.”

He adds that transactions conducted en-
tirely in RMB would help hedge foreign 
exchange risk, but RMB-lending capabil-
ity is still limited. “Companies do need to 
be aware that even with this new ability to 
conduct trade settlements in RMB and accu-
mulate RMB in offshore accounts, it does 
not mean that lending into China, whether 
in foreign currency or RMB, is any simpler. 
China’s controls on foreign borrowing re-
main in place regardless of the currency of 
an offshore loan.”

INFORMATION SUPPLEMENT

INFORMATION SUPPLEMENT

“A unique advantage  that Hong Kong has with the Chinese mainland  is its ‘One Country,  Two Systems’ principle, guaranteeing that Hong Kong’s fundamental strengths shall remain  unchanged, allowing us  to fully leverage our  advantages, such as  our vibrant economy and dynamic international 
workforce.”- Margaret Fong, deputy executive director,  

Hong Kong TradeDevelopment Council

Special StatuS In any case, Hong Kong is the ideal place to 
serve as the financial laboratory for China 
to prepare for the RMB’s debut on interna-
tional currency markets. The Hong Kong 
Monetary Authority (HKMA) highlights 
its incomparable “first mover” advantages 
based on Hong Kong’s position as the major 
gateway for China’s external trade and 
investment. 

These include the constant flow of people, 
goods, capital and information between the 
two that continues to grow as Hong Kong 
becomes more closely integrated with Chi-
na. Since Handover in 1997, Hong Kong 
has been a Special Administrative Region 
(SAR) of China.That special arrangement also enables 

Hong Kong to offer comfort, support and 
expertise to foreign firms seeking to do 
business in China and other parts of Asia. 
Canadian lawyer Elizabeth Thomson, 
president of ICS Trust (Asia) Ltd. in Hong 
Kong, wrote recently: “Hong Kong is not 
China, but it is a part of China. And for 
foreign businesses, it is an important part 
of China, and offers protections and advan-
tages to China operations.

“Hong Kong acts as a firewall, sheltering 
the foreign parent company from the Chi-
nese venture, and protecting the parent 
against whistleblowing and piercing the 
corporate veil in the Chinese operation.”Many multinational companies doing busi-

ness in the Asia Pacific region recognize 

Hong Kong’s unique role and its special 
status in relation to China. As of June 2010, 
there were 3,638 regional headquarters and 
offices of foreign firms in Hong Kong, 
including almost 50 from Canada.
Hong Kong’S  StrengtHS Stand outHong Kong has always relied heavily on its 

four pillar industries: trading and logistics, 
financial services, professional and other 
producer services, and tourism. Two of 
these sectors present opportunities for 
Canadian companies.
logistics
China’s recent surge in investments in new 
roads and rail, air and port facilities will enhance 
Hong Kong’s position as a major transportation 
hub. That’s good news for Canada.

“Despite improvements in many inland ports 
such as Chongqing and Wuhan, larger ocean 
carriers will still rely on Hong Kong as the 
main drop-off and pick-up point for cargo 
for China and other Asian countries such as 
Vietnam and Malaysia,” says Anne Waldes, 
president of Trade Link International Ltd. 
in Hamilton, Ont. “Smaller feeder ships 
make connections between those places and 
Hong Kong. From Hong Kong, a non-stop 
trip to Vancouver is only 13 days – one of the 
shortest trans-Pacific crossings.”  Financial services Bullion Management Group Inc. of Toronto 

recently opened its first overseas office in 
Hong Kong, which will become its strategic 

hub in Asia. Says Nelson Leung, the firm’s 
head of Asian operations: “The Hong Kong 
government has built a gold depository to 
connect its gold trading market with the 
Shenzhen Stock Exchange and Shanghai 
Gold Exchange. In that way, Hong Kong 
fosters precious metals trading within Asia, 
similar to the role London plays in Europe 
and New York does in North America.

Leung says InvestHK, Hong Kong’s depart-
ment of foreign direct investment, helped 
with everything from Bullion’s research stage 
to setting up its Hong Kong bank account. 
“Their guidance enabled us to connect with 
appropriate parties to set up operations and 
establish our brand in Hong Kong.”

Just as Canadian firms like Bullion have reached 
out to Hong Kong, recent efforts to attract 
Hong Kong, Chinese and other Asian firms 
to list on the TSX have paid off. Since 2006, 
such listings have increased 57% from 35 firms 
to 55. “The TSX’s greatest appeal is our posi-
tion as the world’s largest resources securities 
market,” says Ungad Chadda, senior vice-
president of the Toronto Stock Exchange. 
“By listing here, Chinese firms attract more 
capital and a greater following. At home or 
in Hong Kong, they would be more likely to 
find themselves below the radar.”

The expected passage of a double taxation 
agreement (DTA) in the next Parliament in-
dicates how important stronger financial ties 
are to both sides. A DTA is expected to sim-
plify the treatment of corporate dividends 
paid in Hong Kong and Canada and spur 
investments in both jurisdictions.

tHe cHina opportunity: Hong Kong’s evolving role

produced in partnership With

“  Hong Kong is not  China, but it is a part  of China. And for  foreign businesses, it is  an important part of China, and offers  protections and  advantages to China  operations.”

Written to serve the interests 
of readers, the supplements 
provide 3 key benefits for 
advertisers:

• An environment that 
	 provides customized context 	
	 for an advertising message
• Extra distribution to targeted 
	 audiences… digital versions of 
	 the supplement, including 
	 advertising, are frequently 
	 distributed by our partners to 
	 valued audience
•	Reduced advertising rates

Please refer to our Editorial 
Calendars for a list of 
supplement topics.

In-house supplements can feature 
interviews with industry experts or 

your company spokesperson.

Sponsored supplements create reader focus 
and positive association.
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LEISURE
TRAVEL

Canadian travellers looking for a little salsa and spice this winter 
need only turn to the Caribbean and Central American Spanish-speaking destina-
tions for a perfect combination of sun-fi lled skies, sandy beaches, and welcoming 
smiles. Escaping chilly winter winds for the warmth of Cuba or other 
Latin-fl avoured destinations has long been popular with Canadians. Here’s a little 
taste of what awaits.
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More than a million small businesses operate in Canada. And our economy depends on them. 
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national rates: terms and conditions

GENERAL TERMS AND CONDITIONS
The applicable insertion order (to the extent it does not conflict with the terms hereof), 
the then current rate card of the publication(s) to which the insertion order relates 
(“Publication”) and Publication’s then current advertising specifications are incorpo-
rated by reference into these terms and conditions and are collectively referred to as 
the “Agreement”.  The person(s), firm or corporation contracting with Rogers Publishing 
Limited (“Publisher”) for the insertion of advertising in Publication, whether as principal 
(“Advertiser”) or as agent (“Agency”), shall be deemed authorized for all purposes 
relating to the Agreement.

Rates and Commissions
(a)	 Publisher reserves the right to change its advertising rates at any time.  Rate 

changes shall be made at least 30 days in advance of the closing date of the first 
issue to which such rates apply.  If a rate change is not acceptable to Advertiser 
or Agency, it may, within 15 days of notification of such rate change, cancel the 
Agreement without incurring short rate charges (excluding multi-year discounts).

(b)	 Advertising rates are subject to the addition of applicable taxes, including Goods 
and Services Tax (GST), Harmonized Sales Tax (HST) and a Quebec Sales Tax (QST) 
where applicable.

(c)	 Agency commissions equal to up to 15% of gross billings for space, colour, posi-
tion or special insert stock are payable to recognized agencies only.  Commissions 
are not payable on extra mechanical charges, reprints, split runs and other such 
charges.

(d)	 Any negotiated discounts are only applicable to and available during the period 
in which they are earned.  Rebates resulting from any and all earned advertiser 
discount adjustments must be used within 6 months after the end of the period 
in which they are earned, and will expire if unused during such period.

Billing and Payments
(a)	 Advertiser and Agency shall be jointly and severally liable for payment of all 

invoices for advertising published in Publication.
(b)	 Amounts invoiced are payable upon receipt of invoice.  Interest shall be charged 

at a rate of 1½% per month (18% per annum) on amounts outstanding for more 
than 30 days from the date of invoice.

(c)	 Invoiced amounts are payable at Publication’s office in Canadian funds, or 
equivalent funds at the rate of exchange prevailing at the time of payment.

(d)	 Publisher reserves the right to change the payment terms to cash with insertion 
order at any time.

Cancellation
(a)	 Cancellation of the Agreement by Advertiser or Agency is subject to Publisher’s 

approval, in its sole discretion.  Agreements for covers, special positions and 
inserts may not be cancelled by Advertiser or Agency.  No cancellations shall be 
accepted by Publisher after the closing date for advertising space.  Short rate 
charges shall apply to all cancellations by Advertiser or Agency.

(b)	 Publisher may, at its option terminate this Agreement for the breach of any term 
hereof.  Upon termination for breach, all charges incurred, together with short 
rate charges, shall be immediately due and payable.

Advertising Materials
(a)	 All advertising copy is subject to Publisher’s approval and Publisher may without 

notice and without liability reject, discontinue or omit any advertising for any 
reason at any time.

(b)	 The word “Advertisement” shall be placed above copy which Publisher 
determines resembles Publication’s editorial material or that is not immediately 
identifiable as an advertisement.

(c)	 Publisher shall not be responsible for colour or colour trapping or advertising 
copy that does not conform to digital Magazines

	 Advertising Canadian Specifications (“dMACS”).  Advertising material must be 
accompanied by a dMACS standard proof.  For further information regarding 
magazine industry standards, please refer to Magazines Canada www.maga-
zinescanada.ca or dMACS http://magazinescanada.ca/dmacs.php?cat=dmacs.  
Proofing requirements may also be found on www.rogersdigitalads.com under 
"Proofing Info".

(d)	 Publisher may insert the advertising anywhere in Publication in its discretion, and 
any condition on orders or copy instructions involving the placement of advertis-
ing shall be treated as a positioning request only and cannot be guaranteed.  
Publisher’s inability or failure to comply with any such positioning request shall 
not relieve Advertiser or Agency of the obligation to pay for the advertising.

(e)	 Publisher shall not be obligated to return any advertising material.
(f)	 Any advertising published in Publication may, in Publisher’s discretion, be pub-

lished and archived by Publisher or any anyone authorized by Publisher, as many 
times as Publisher and those authorized by Publisher wish, in and on any product, 
media and archive (including anything in print, electronic or other form).

Warranties, Indemnities, Limitations
(a)	 Advertiser and Agency shall be jointly and severally liable for all content (includ-

ing text, representation and illustrations) of any advertising printed.  Advertiser 
and Agency shall jointly and severally indemnify Publisher, its affiliates and their 
respective officers, directors, employees, contractors and agents against any and 
all liability and costs including any legal fees arising from a breach of this Agree-
ment and/or resulting from the publication of the advertising materials, including 
without limitation, defamation, illegal competition or trade practice, infringe-
ment of trademark, trade name, or copyrights, and violation of rights of privacy, 
property or contract.

(b)	 Publisher shall not be responsible for errors or omissions in any advertising 
materials provided by Advertiser or Agency (including errors in key numbers) or 
for changes made to such advertising after the applicable closing date.

(c)	 Advertiser and Agency agree that Publication shall be under no liability for the 
failure, for any reason, to publish any advertising or circulate any issue of Publica-
tion.

General
(a)	 If Agency has entered this Agreement on behalf of Advertiser, Agency confirms 

that Advertiser has been provided with a copy of the terms hereof.
(b)	 This Agreement constitutes the entire agreement between the parties with 

respect to its subject matter and supersedes all prior agreements and under-
standings relating to the subject matter.  No changes to this Agreement shall be 
effective unless made in writing and signed by the party sought to be bound.

(c)	 For clarity, Publisher shall not be bound by any conditions, printed or otherwise, 
appearing on Advertiser or Agency contracts, orders or instructions which conflict 
with, vary or add to these terms and conditions.

(d)	 Neither Advertiser nor Agency may assign any rights or obligations under this 
Agreement.

(e)	 Advertiser and Agency agree not to make promotional or merchandising refer-
ence to Publication in any way without the prior written permission of Publisher 
in each instance.

(f)	 No provision of this Agreement shall be deemed waived by a course of conduct 
unless such waiver is in writing signed by all parties and stating specifically that it 
is intended to modify this Agreement.

(g)	 This Agreement is governed by and construed in accordance with the laws of 
the Province of Ontario and the federal laws of Canada applicable therein.  Any 
proceeding relating to the subject matter of this Agreement shall be within the 
exclusive jurisdiction of the courts of the Province of Ontario.
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