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O ur mission is driven by editorial excellence, delivering expert 

insights into best practices and significant technological ad-

vancements. We spotlight the visionary companies and professionals 

driving the industry forward, providing our audience with strategic, 

relevant, and actionable information.

Beyond our high-quality editorial content, Autosphere stands out 

through the dedication and expertise of its highly qualified sales team. 

Our goal is simple: to become your trusted growth partner. We work 

closely with every business partner to promote their brand through a 

personalized approach tailored to their objectives. Together, we deve-

lop impactful communication strategies designed to exceed expecta-

tions and deliver measurable results that support your business goals.

Elevate your Brand with Autosphere Media
Welcome to Autosphere Media, the leading voice of the Canadian automotive industry.

EDITOR’S NOTE

Our Editorial Team

Michel Beaunoyer is Senior Editor-in-Chief.  
He oversees the editorial department in addition to 
contributing to the production of articles  
for all magazines.

Shirley Brown is Associate Publisher at Autosphere, 
and is responsible for content creation and  
promotional/advertising support for both online  
and print platforms.

Huw Evans is the Editor-in-Chief of the English 
version of Autosphere and is responsible for content 
creation. He also contributes to writing, production, 
and visual design.

Jack Kazmierski is Editor-in-Chief of Fleet&Mobility. 
He is  an experienced and well-known automotive 
journalist and photographer, who specializes primarily 
in the fleet, dealership and tire sectors.

Isabelle Havasy is a passionate automotive journalist 
and columnist. Since 2019, she has been working in 
the automotive aftermarket sector. While covering 
current events, she highlights the industry’s trends, 
innovations, and key issues.

Stéphanie Massé
National Sales Director
514 476-1171
stephanie.masse@autosphere.ca

Lisa Marchese
National Account Manager
416 805-6331
lisa.marchese@autosphere.ca

Audrey Mc Craw
National Account Manager
450 801-4710
audrey.mccraw@autosphere.ca

Gloria Lam
Sales Coordinator
514 289-0888 ext. 219 
gloria.lam@autosphere.ca

Our Sales Team
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Categories

Body Shops

Dealers (Parts and Services)

Distributors 

Financial and Insurance Services

Fleet maintenance

New Car Dealer

OEM

Parts Manufacturers 

Remarketing

Retail and Wholesalers 

Service and Consultation

Service and Repair Shops 

Training Centres & Schools 

Truck Dealers

Used Car Dealers

Print Digital

67% 33%

Geographic Distribution 

Quebec 42%

Ontario 29%

West (BC, AB) 15%

Atlantic (NL, NB, PE, NS) 7%

MB, SK 5%

Territories & International 3%

Distribution
Our Readership

English Subscribersips Magazine Newsletter E-Blast

Dealerships 6,462 2,547 2,525

Tires 2,877 1,551 1,493

Mechanical 9,578 3,905 3,855

Collision 3,775 1,916 1,846

Total 22,692 9,919 9,719

French Subscribersips Magazine Newsletter E-Blast

Dealerships 3,540 1,414 1,396

Tires 1,938 1,322 1,287

Mechanical 5,689 2,533 1,974

Collision 3,305 1,588 1,372

Total 14,472 6,857 6,029

Total Subscribers 37,164 16,776 15,748

73%
of our readership  

are decision makers
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Month Theme
Reservation

 Material Distribution
Advertorial Ad

March Maintenance   January 7 January 21 January 28 March 3

April Auto Show Highlights  March 4 March 18 March 25 April 28

June EV & alternative fuel April 29 May 13 May 20 June 23

September Training July 2 July 15 July 22 August 25

October
Management and Optimization  

of Operations August 19 September 2 September 9 October 13

December Innovation October 7 October 21 October 28 December 1
AAPEX/SEMA/ Automechanika

Editorial & Production Calendar

Material Delivery
Phone: 514 289-0888 #219   |   Toll Free: 1 877 989-0888   |   Email: sales@autosphere.ca

Specifications
Rates effective for 2027 placement

All digital art should be at 300 dpi

The following digital file types are accepted

All Adobe Products – Acrobat (PDF high-res files with fonts embedded), InDesign (INDD or IDML files with accompanying links 
and fonts included), Illustrator (EPS or AI files), Photoshop (JPG, PNG, TIFF, PSD).

Vector artwork should be saved in an EPS format with fonts and images embedded,  
or all images and fonts must be supplied.

Images from the web are not suitable for printing.

Cancellation Policy

A 25-day notice in advance of the reservation date is required. Cancellation may result in forfeiture of discounts earned.
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Magazine Ad Rates* and Sizes

Digital-Only Advertising
Reach your audience online with a digital-only 
advertising package. Showcase your brand to 
engaged readers across our digital edition and  
enjoy a cost-effective way to increase your visibility 
with targeted exposure.

Size 8.125” x 10.875”

Horizontal 7” x 4.46” Vertical 3.4” x 9.625”

English French

$3,551 $3,147

1/2 Page

Horizontal 7” x 3.4” Vertical 2.2” x 9.625”

English French

$2,530 $2,241

1/3 Page

Horizontal 7” x 2.53” Vertical 3.4” x 4.76”

English French

$1,968 $1,743

1/4 Page

Bleed 8.375” x 11.125”

Trim 8.125” x 10.875”

Safe Area 7.125” x 9.875”

Inside Margin 0.625”

Outside Margin 0.5”

English French

$5,622 $4,979

1 Page

Bleed 16.5” x 11.125”

Trim 16.25” x 10.875”

Safe area 15.25” x 9.875”

English French

$8,453 $7,481

2 Pages

Rate

$2,995

* Taxes extra; rate per language
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Advertorial Program

Tell Your Story
Autosphere’s Advertorial Program allows our partners to promote their company  

in their own words and about any topic they feel is newsworthy  
(i.e. new products, innovations, executive team etc.)

Turnkey concept includes:
+	 Photo shoot by a professional photographer. 

+	 Editorial process carried out by our team of professional 
writers, editors, copywriters and translators. 

+	 Layout created by our graphic design team.

+	 Strategic advice from our marketing team.

Sponsored Content
Leverage the power of the Internet 
to amplify your marketing message 

through our website, social media and 
the Autosphere E-Newsletter. 

1 		  Website : Your advertorial will appear on the home page of the  
corresponding market segment for 30 days. Thereafter, it will stay  
and will always remain searchable for Web visitors. 

2 		  Social Media : Simultaneously, we will post your advertorial on  
LinkedIn and Facebook to increase the impact of your investment  
for maximum visibility. 

3 		  E-Newsletter : In addition, you will reach even more potential  
customers, as your advertorial will be promoted via our E-Newsletters.

1

3

Rate or half price with  
the purchase of  
a print advertorial.$2,055
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Wakefield Canada

Fuelled for Growth
While some companies hit pause, Wakefield Canada 

is pressing forward with a larger footprint, new talent, 
and ambitious plans for the future. 

TEXT JACK KAZMIERSKI

A t a time when some companies are scaling back operations  
and others are adopting a wait-and-see approach to business, 

Wakefield Canada is moving ahead with bold plans, new offices, and 
a larger warehouse facility.

In recent months, Wakefield relocated to a new 165,000 square 
foot warehouse facility in Meadowvale, Ontario. Their new ware-
house and their newly-built office facility (just across the street) 
will significantly increase the company’s capacity and ability to 
serve their customers across Canada. Wakefield’s manufacturing 
plant, which produces 90% of the products for the Canadian mar-
ket, remains in Etobicoke.

Last year, when the move to this new location was first  
announced, Wakefield Canada President Dave Fifield noted 
that the new location would lead to expansion of the business,  
resulting in new Jobs for Canadians, as the company continues to 
grow their business and market share.

Fast-forward to the summer of 2026, and not only is Wakefield 
Canada increasing the size of their team, but according to Fifield, 
it’s the people who are making a difference, and it’s thanks to them 
that Wakefield Canada continues to go from success to success. <

Wakefield Canada’s key team members (L-R): Donny Braga,  
Anthony Stadelman, Jeff Brown, Laurence Serchuk

MECHANICAL

MECHANICAL Cover Story
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With that in mind, here’s a quick look at some of the key mem-
bers of the Wakefield Canada team, and the opportunities 
they’re pursuing as the brand continues to grow.

Anthony Stadelman
For more than three decades, Anthony Stadelman, Vice Presi-
dent of Marketing for Wakefield Canada has witnessed the 
evolution of the Canadian lubricants business from the ground 
floor, quite literally. Stadelman, who began his career with the 
former Castrol Canada in an entry-level support role, has been 
with the company for over 35 years, started off in a “Joe Friday” 
role, to use his words. “I would make coffee for the guys in the 
plant, grab the mail from the post office, and even stock the 
bathrooms,” he says. “These were humble beginnings.”

To say that Stadelman is humble would be an understate-
ment. He has a Masters degree in Science and Genetics. “But 
it’s very hard to find a job in genetics, unless you want to clean 
test tubes,” he laughs. 

His career with the company has seen Stadelman handle a 
variety of responsibilities, including product management and 
trade marketing. “I love the people, I love the industry, I love 
the brand and I love the company,” he says.

With a career that spans almost four decades, he has 
seen Wakefield grow into the success we see today. “We are 
a privately-owned entrepreneurial company that’s focused on  
Canada,” he says. “We fundamentally believe that investing in 
the brand and building trust with consumers not only gener-
ates value for Wakefield, but for our customers as well.”

With that in mind, Stadelman believes that Wakefield’s new 
facilities will allow the company to better service their existing 
and future customers. The bigger warehouse, for starters, will 
allow Wakefield to carry more stock. “We outgrew our old fa-
cilities,” he says, “and with SKUs proliferating, the extra ware-
house space makes a big difference. It allows us to get product 
to our customers in a more efficient and timely manner.”

Donny Braga
Donny Braga joined Wakefield Canada four years ago, but he’s 
been in the automotive industry for almost two decades, work-
ing on both sides of the Canada/ U.S. border. “My whole career 
has been in marketing,” he says, “and I was attracted to the 
company because of the strength of the brand.”

Recently, Braga took on a new role as Wakefield’s Strategic 
National Account Manager - CTC. “I’m excited to handle the 
Canadian Tire account,” he says. “They’re one of our biggest 
customers, and I’m excited about this new phase of my career.”

A go-getter by nature, Braga is looking forward to  
presenting Canadian Tire with new opportunities, and then 
testing his ideas in the market to see if consumers have an 
appetite for his innovations.

He offers, as an example, the launch of EDGE 0W8 here 
in Canada—a project Braga personally spearheaded. “Even 
though this is next-generation motor oil, I had to overcome a 
lot of challenges with BP in order to get it approved for market 
here in North America,” he explains. “We led the development 
of EDGE 0W8, and we had to get different formulations, dif-
ferent specifications and different approvals. But we made it 
happen, and I’m proud to be able to say that it’s available at 
Canadian Tire as of last September.”

Laurence Serchuk
One of the newest members of the Wakefield Canada team is 
Laurence Serchuk, who was hired just a few months ago, and 
is currently the National Accounts Manager focused on the  
Mr. Lube & Tires account.

Although new to Wakefield, Serchuk is a seasoned pro with 
more than two decades experience in the oil, gas and auto-
motive industry. His experience and expertise will be put to 
good use since Serchuk is responsible for onboarding the 
more than 180 Mr. Lube & Tires stores across Canada.

Although Mr. Lube & Tires has been a Wakefield customer 
for years, the national chain now has an exclusive bulk rela-
tionship with Wakefield as their primary supplier, as well as a 
virtually exclusive packaged goods deal.

Speaking of the big task at hand, Serchuk notes, “It has 
to be a well-oiled machine. We need to make sure they have 
enough product, that each store is up-to-date with all our 

promotions, and that our objectives line up with theirs. It’s a 
huge project.”

Wakefiled VP, Anthony Stadelman explains how important 
the Mr. Lube & Tires account is to Wakefield: “To put it in per-
spective, it represents a 20% increase in Wakefield’s overall 

business volume, and if we look at bulk only, then it’s closer 
to 40%,” he says.

Serchuk admits that this is a big responsibility, but he’s not 
one to shy away from the challenge. “It is a lot of weight on my 
shoulders,” he admits, “but that’s one of the reasons I joined 
the team. I’m looking forward to a new challenge, and I know 
that Wakefield has a solid plan in place for growth in the fu-
ture. These are exciting times.”

Jeff Brown
Another newcomer to the Wakefield team is Jeff Brown, VP of 
Automotive Sales for the company. Brown has a solid history 
in the oil and automotive industry, including a number of years 
with some of the biggest players in the business, including 
Shell and Petro-Canada.

He says he was eager to join the Wakefield team because 
the brand is so well respected. “Wakefield has a best-in-class 
reputation in the oil industry, and the Castrol brand is number 
one in Canada,” he says. “So the chance to work with these 
brands is exciting—as is the fact that this is a Canadian com-
pany, through and through.”

Brown looks after all the automotive business, which in-
cludes retail sales with chains like Walmart, Home Hardware 
and Canadian Tire; franchised dealerships; aftermarket shops; 
and quick-lube locations.

“It’s a big role, and it keeps me very busy,” he adds, “but it’s 
also very exciting.”

Having worked for major oil brands, Brown is very familiar 
with the way they do business, and is refreshed by the con-
trast he sees at Wakefield. “While ‘big oil’ is reducing staff and 
managing their head count, Wakefield is growing,” he says. 
“We are pursuing opportunities in the market, hiring new staff, 
investing in new offices, new warehouse facilities, new delivery 
trucks, new software and much more.”

As Wakefield Canada continues to expand its operations and 
strengthen its partnerships across the country, the company’s 
leadership remains focused on long-term growth rooted in cus-
tomer service, innovation, and investment in people. From their 
new Meadowvale headquarters to the addition of experienced 
industry talent, Wakefield is positioning itself not simply to keep 
pace with a changing market, but to lead within it. At a time when 
much of the industry is focused on caution and consolidation, 
Wakefield Canada is sending a very different message: The com-
pany sees opportunity ahead, and they’re building aggressively 
for the future. 

MECHANICAL Cover Story

Wakefield Canada’s new offices feature a “word wall” that 
reminds staff of the values and priorities that define this 
forward-thinking organization.

“We fundamentally believe that investing  
in the brand and building trust with  

consumers not only generates value for 
Wakefield, but for our customers as well.”

ANTHONY STADELMAN 
VP MARKETING, WAKEFIELD CANADA
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English French Digital Mag

$11,250 $10,100 included

Cover Story 
1,200 words
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Fix Network 

Where ESG Meets 
Operational  
Excellence 

Fix Network has embedded ESG into sound operat-
ing practices across the entire spectrum. 

TEXT HUW EVANS

T here has been a lot of conversations and documentation 
around Environmental and Social Governance (ESG) over 

the last decade, but what does the concept really mean? And 
how can organizations apply it on a practical and long-term 
sustainable level, not only in terms of ecological and social 
responsibility but also through sound business practices. In 
the collision repair space these are questions we frequently 
come across, which is why having the opportunity to discuss 
the subject with Mary de Guzman, Environmental and Social 
Governance (ESG) Lead at Fix Network World, was something 
we were keenly interested in. Practical and people centred

According to de Guzman, Fix Network has taken an approach to 
ESG that is “intentionally practical and people centred.” She ex-
plains that while ESG itself is a complex topic with many facets, 
where organizations can really use it to their advantage comes 
down to embedding and integrating it into their daily oper-
ations, not just by creating a standalone initiative or compliance 
exercises, which rarely achieves lasting, nor meaningful results.

“For us it’s about integrating ESG into our operations, not 
only at the corporate level, but across our franchise and sup-
ply chain networks,” says de Guzman. “It’s really about creating 
the right mindset that focuses on safer workplaces, stronger 
ethical practices and long term business sustainability. 

And without properly supporting people across the or-
ganization and the network, ESG’s effectiveness is limited. “A 
sustainable collision repair [and aftermarket] industry and 
business depends on skilled and engaged personnel, includ-
ing technicians to be able to perform work within the organ-
izational ESG framework and then providing clear governance 
and transparency, so that industry stakeholders, including  
insurers, vendors and franchisees know exactly where the or-
ganization stands and how it operates in terms of sustainable 
and ethical practices. P
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Bumper recycling program
Looking at the environment component or “E” in ESG, Fix Net-
work has developed a key initiative through its bumper cover 
recycling program. “This helps divert a significant amount of 
volume from landfills,” explains de Guzman. “It does this by 
embedding responsible material handling into our daily oper-
ations.” She says the goal is simple: To make environmental 
responsibility a natural part of business operations while at 
the same time, not adding additional tasks within the overall 
collision repair process.

Related to the Social aspect of ESG, de Guzman notes that 
at Fix Network, a major focus has been on addressing the 
shortage in skilled labour faced by the collision repair and 
aftermarket service sector. “We’ve really invested in our train-
ing centres and partnered with organizations like Skills Can-
ada to help attract and inspire new talent in our industry,” she 
says. A lot of this work revolves around supporting the after-
market industry long term and ensuring its economic health 
and viability be ensuring collision centres, service providers 
and related businesses have access to the next generation of  
skilled professionals. 

Additionally, the Governance side, which includes ad-
vocacy efforts Fix Network has been ardently supporting  

Fix Network has taken the approach of embedding  
practical ESG initiatives to help deliver optimal business  
results. One example is the bumper recycling program.

“It’s really about creating the right mindset 
that focuses on safer workplaces,  

stronger ethical practices and long term  
business sustainability.”

MARY DE GUZMAN 
ESG LEAD 

FIX NETWORK WORLD

Right to Repair legislation in Canada, including partnering with 
the Automotive Industries Association of Canada (AIA Canada). 
The objective is to ensure that independent service centres 
have the right tools and repair information access they need to 
properly diagnose and fix vehicles. This is essential to not only 
performing safe, proper repairs for consumers, but also helps 
ensure industry competitiveness and long-term sustainability 
within the entire automotive ecosystem. 

Strengthening operational excellence
De Guzman notes that when structured and enacted properly, 
sound ESG practices strengthen operational excellence at both 
the individual shop and network level. “When teams are well 
organized and are operating safely as well as being environ-
mentally responsible, their work becomes consistent, efficient 
and predictable.” 

A good example is on the waste reduction side, where a 
focus on repairing rather than replacing, helps collision cen-
tres better control their operating costs, increases safety and 
compliance practices, while at the same time reducing down-
time and potential disruptions in workflow. 

De Guzman also explains that when organizations have a 
clear governance and ethics framework, it promotes greater 
trust, transparency and accountability and in an industry such 
as collision repair, this can be hugely advantageous. From  
Fix Network’s standpoint, ESG translates into a repair first 
mindset, standardized environmental practices (such as the 
bumper repair program), responsible waste handling, safe and 
supportive work environments and training, as well as ethical 
purchasing and supplier due diligence. 

Embedded in every facet
She notes that today, ESG is becoming embedded in every 
facet of Fix Network and every major decision from strat-
egy through operations, partnerships and advocacy. “It’s 
becoming part of our identity and who we are as an organ-
ization,” says de Guzman. Furthermore, as ESG expecta-
tions continue to grow across the industry, with insurers 
asking for greater accountability around environmental 
practices—plus governments continuing to push for more 
stringent regulations around human rights, supply chain 
and environmental performance—those organizations that 
have made a conscious effort to advance ESG initiatives are 
the ones most likely to benefit from both a fast changing 
collision repair industry and an evolving, wider business 
operating environment. 

English French Digital Mag

$9,373 $8,711 included

2 Pages Advertorial 
875 to 1,000 words
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T his year, marks the 10th anniversary of the 
Canadian Autosphere Dealership Employ-

er of Choice (ASDEOC) Award Program—one 
that has become a national benchmark for 
recognizing dealership excellence in people 
management, culture, and leadership.

A Milestone in Canadian Automotive 
Leadership
Over the past decade, ASDEOC has helped dealer-
ships across Canada measure, improve, and celebrate their 
workplace practices, setting a new standard for what it means 
to be an employer of choice in a fast-changing industry.

The Evolving Role of Dealerships as Employers
Ten years ago, the automotive retail landscape looked very dif-
ferent. Electric vehicles were niche products, digital retailing 
was still emerging, and the “next generation” of dealership em-
ployees was just beginning to enter the workforce.

Today, dealerships face new challenges—from talent shortages 
and technology shifts to increasing calls for diversity, inclusion, and 
sustainability. Yet one thing remains constant: people continue to 
drive dealership success. Becoming an Employer of Choice isn’t a 
static achievement—it’s an ongoing journey of adaptation, listen-
ing, and leadership. Gaining ASDEOC status is a validation of the 
effort dealerships put into building world class organizations.”

What Makes an Employer of Choice?
ASDEOC’s research over a decade highlights five key themes 
shared by top-performing dealerships:
• Leadership That Listens
• Great dealers build trust from the top down. They create 

open environments where employees feel heard, sup-
ported, and empowered to contribute ideas.

• Employee Engagement and Recognition
• The best employers don’t just hire talent; they motivate 

and retain it through meaningful recognition, clear career 
paths, and ongoing development.

• Culture of Respect, Inclusion and Innovation
• Modern dealerships thrive on diversity—of thought, back-

ground, and experience. Employers of choice make inclu-
sion and innovation part of the DNA of their brands.

•  Focus on Learning and Growth
•  As vehicle technologies evolve, top dealer-
ships invest in constant training—from 
EVs to advanced digital tools to sales and  
service delivery.

•  Community and Purpose
• Beyond the sales floor, dealerships that engage 

with their communities—supporting local causes 
and giving back—build stronger brands and employee pride.

The Impact of the ASDEOC Program
ASDEOC’s rigorous evaluation process provides dealerships 
with measurable insights into their employee experience and 
leadership practices. Participants don’t just receive a score—
they receive detailed reporting and a roadmap for continuous 
improvement. Over 200 dealerships from coast to coast have 
participated since the program’s launch, demonstrating a na-
tional commitment to building and promoting better work-
places in automotive retail.

“Being recognized as an Employer of Choice is a great 
honour which enables us to reinforce one of our core values 
of “Employee Engagement”.  It not only tells our customers 
that we value them but lets them know how deeply we value 
our associates.  The whole process has been a very posi-
tive experience for The NewRoads Automotive Group”, says  
Michael Croxon, President & CEO NewRoads Automotive Group.

A Decade of Recognition — and What Comes Next
As ASDEOC celebrates its 10th year, the program continues to 
evolve—incorporating new data insights, benchmarking ana-
lytics, leadership development resources and public relations 
to help dealerships navigate the future of work.

The vision for the next decade? To inspire every dealership 
in Canada to become a great place to work—where people 
feel valued, customers feel the difference, and the industry as 
a whole advances together. To learn more about ASDEOC, visit 
ww.asdeoc.com, or contact Jeff Doran at (416) 886-7007) or via 
email at jdoran@ccemployerofchoice.com.

Human ResourcesDEALERSHIPS

A Decade of Excellence 
Auto Dealer Employer of Choice Program Celebrates its 10th Anniversary. 

TEXT JEFF DORAN

Advertorial

English French Digital Mag

$6,571 $5,928 included

1 Page Advertorial 
500 words

English French

4-page print and digital magazine advertorial  
(1,500 words + photos)

$11,885 $10,835
6-page print and digital magazine advertorial  
(2,500 words + photos)

$16,240 $15,060
8-page print and digital magazine advertorial  
(3,500 words + photos)

$21,385 $20,080
      

Platinum Advertorial 
+ Digital promotion (Autosphere.ca, E-Newsletter, and social media)

+ Custom graphic design tailored to the colour of your choice

+ Your logo featured on all right-hand pages
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Autosphere.ca

Accepted file formats JPG, PNG, GIF   |   Maximum weight Static Image 100 kb   |   Animated Gif 150 kb 
Accepted video file formats .MOV, .MPEG-1, .MPEG-2, .MPEG4,  .MP4, .MPG, .AVI, .WMV, .MPEGPS   |   Maximum size 3 MB   |   Maximum length 1 minute

Video resolution (YouTube) 1920 x 1080 px (16:9)

23,149/mo

Users

40,083/mo

Impressions

Laptop average: 70% Mobile average: 30%

Super Leaderboard
1,456 x 180 pixels (728 x 90 pixels)

 $1,684 per month

Billboard #1
600 x 500 pixels (300 x 250 pixels)

 $1,571 per month

Skyscraper
600 x 1,200 pixels (300 x 600 pixels)

 $1,174 per month

Billboard #2
600 x 500 pixels (300 x 250 pixels)

 $953 per month

Billboard #3
600 x 500 pixels (300 x 250 pixels)

 $860 per month

Advertising video
600 x 500 pixels (300 x 250 pixels)

 $1,648 per month

Did you know... 
For optimal display quality on high-resolution (Retina/HiDPI) screens, 
we recommend providing banner ads at double resolution.  
For example, a banner displayed at 300 × 250 pixels should be created 
at 600 × 500 pixels. It will still be displayed at 300 × 250 pixels, while 
delivering a sharper, higher-quality image on high-resolution screens.
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E-Newsletters 
Maximize your brand visibility with our twice-weekly E-Newsletters,  

delivered every Tuesday and Thursday, 49 weeks a year.

Reach an engaged audience through this high-performing platform — our statistics prove it!

33%
OPENING RATE

16,776
EMAILS SENT

4.6%
ADVANCED CTR

Top Banner
1,200 x 148 pixels (600 x 74 pixels)

 $881

Featured Logo & Banner
1,200 x 148 pixels (600 x 74 pixels)

 $891

Sponsored Content

 $2,055

Segment Banner
1,200 x 148 pixels (600 x 74 pixels)

 $594

Frequency Package Frequency

24 banners (-15%) 1 banner per month, per language

48 banners (-20%) 2 banners per month, per language

98 banners (-35%) 1 banner per week, per language

196 banners (-50%) 2 banners per week, per language

Did you know... 
In marketing, advertising  
frequency—the average number 
of times an individual is exposed to 
a message over a given period— 
is a fundamental pillar of a 
successful campaign. A single 
exposure is rarely enough to 
generate a sale. It is consistent, 
controlled repetition that 
transforms a simple visual 
stimulus into brand recall, and 
ultimately, a purchase decision.
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Unlock the Power  
of Targeted E-Blasts  
for Maximum Impact!
Are you looking to reach your audience in a way that’s both  
direct and highly effective? Our targeted e-blast service is  
designed to make sure your message hits exactly where it  
matters most—straight to the inbox of our carefully segmented 
E-Newsletter subscribers. Whether you want to have a direct channel  
by category, geographic location, or specific interests, we have the 
tools to tailor your campaigns and maximize your engagement.

Why Choose Our Targeted E-Blasts?

1 	 Precision Targeting: Connect with your ideal customers by 
segmenting subscribers into precise categories or geographic 
areas. This means your content reaches those who are genuinely 
interested in your offerings, boosting both open rates and 
conversions.

2 	 Cost-Effective Marketing: By focusing your e-blasts on specific 
segments, you avoid a one-size-fits-all approach. This efficiency 
leads to better results with fewer resources, driving higher ROI with 
each campaign.

3 	 Data-Driven Results: Track and analyze campaign metrics. With 
insights into how each targeted group responds, you can continuously 
optimize content, honing in on what resonates most.

4 	 Elevate your marketing by reaching the right audience at the 
right time. Our e-blast service isn’t just about sending emails—it’s 
about ensuring every campaign is a conversation with the people 
who matter most to your brand.

GET READY TO DRIVE ENGAGEMENT AND RESULTS
LET’S GET STARTED ON YOUR NEXT E-BLAST CAMPAIGN!

With our database,  
we can personalize  

email campaigns to meet  
your specific needs.

Rates
E-blasts are sold in bundles and can be used 
across multiple email campaigns.

Emails Discount Price

5,000 - $2,375

10,000 -10% $4,275

15,000 -15% $6,056

20,000 -20% $7,600

30,000 -25% $10,388

45,000 -30% $14,963



Sponsored E-Magazine
Put the spotlight on your marketing message with our exclusive Sponsored E-Magazine opportunity. 

SPONSORSHIP INCLUDES 

1 	 Full-page ad (8.125” X 10.875” **) opposite the front page  
of the digital edition

2 	 Skyscraper ad (2.5” X 10.875” **) on the left page  
through the digital edition 

3 	 Exclusive leaderboard ad (1200 x 148 pixels (600 x 74 pixels)) 
on the digital edition of the delivery email 

DIGITAL MAGAZINE
RATE PER LANGUAGE

$3,529 *	 Average of 2025  ** 150 dpi minimum
†	 Average digital subscribers, July 2026

Digital Edition 
You own the entire space with an exclusive ad placement that will reach all readers of the digital edition.  
Your full page ad, plus another 1/3 page vertical strip will be featured on each page of the digital edition of our magazine,  
thereby placing your marketing message in front of the widest possible B2B Canadian auto industry audience.

SEE IT ONLINE AT :

21
calameo.com/read/0014923453c1aef97ab0e

3

2  Banner  is located to the left of the magazine.
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