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Your Target Audience

Reach influential decision-makers and affluent consumers. Air Canada carries more than 33 
million business travellers and affluent consumers annually. Approximately 171 destinations on five 
continents are served by a fleet of more than 335 aircraft.

Air Canada’s business travellers are key decision-makers – managers, owners, professionals and 
executives. They primarily represent an upscale group of frequent flyers with disposable incomes far 
above the national average.

Air Canada is Canada’s number 1 airline with a 60% share of domestic travel and a 40% share of 
international and trans-border travel.

Advertise with Air Canada and effectively and creatively reach this key audience through a 
variety of media options including print, TV, digital, broadcast, product sampling and sponsorship 
opportunities.

Influence this elusive demographic at every step of their travel experience – from the moment they 
go online to book their trip, at the airport, onboard, and finally, arriving at their destination. 

Reach Them

At Home
• aircanada.com
• Air Canada onAir monthly e-zine
• Air Canada webSaver weekly 

e-newsletter
• enroute.aircanada.com
 

At the Airport
• Maple Leaf™ Lounges

Inflight and Arrival
• enRoute Magazine 
• AVOD TV and Movies
• Safety Video
• AVOD System Sponsorship
• Daily Newspaper Tip-ons
• Meal Tray Tent Cards
• Inflight Sampling and Product 

Distribution

The Air Canada passenger

January /  janvier 2011 
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Air Canada’s enRoute is an award-winning travel lifestyle publication that speaks directly to its 
on-the-go readership. Featuring internationally recognized writers and the work of renowned 
photographers and illustrators, enRoute continues to win major awards for its editorial and 
design in Canada, the U.S. and internationally. The magazine is a major point of reference and 
influence in the Canadian market, read by the country’s top business decision-makers and 
influencers, and is a showcase for the best of what Canada has to offer the world. 

enRoute is considered a benchmark among inflight publications, featuring current,newsworthy 
and useful sections including Travel, Passport and Altitude. The magazine also introduces 
some one million readers monthly to a host of international writers and illustrators with diverse 
backgrounds and expertise.

enRoute is a strong supporter of the prestigious CBC Literary Awards, and itself is the winner 
of more than 400 major awards for editorial, photography and design from international 
competitions. 

enRoute is a monthly publication with an average circulation of over 120,000 copies (BPA 
Circulation Statement 6-month period ending September 2011). The magazine has a monthly 
readership of more than 942,000 (PMB, Fall 2011).17
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Sunshine state
c’est le Pérou !

B y  /  p a r  S u S a n  n e r B e r g    p h o t o S  B y  /  d e  g r a n t  h a r d e r

1 2 71 2 7

I n  P a r a c a s ,  o n  t h e  s o u t h  c o a s t 
o f  P e r u ,  d e s e r t e d  b e a c h e s  a r e  
a s  c o m m o n  a s  P I n k  f l a m I n g o s . 

a d d  s a n d b o a r d I n g ,  P I s c o  s o u r s 
a n d  b l u e  s k I e s ,  a n d  y o u ’ v e  g o t 

t h e  u l t I m a t e  g e t a w a y. 

à  P a r a c a s ,  s u r  l a  c ô t e  s u d  d u 
P é r o u ,  l e s  P l a g e s  d é s e r t e s  s o n t 

a u s s i  n o m b r e u s e s  q u e  l e s  
f l a m a n t s  r o s e s .  e s c a P a d e  s u r 

f o n d  d e  P i s c o  s o u r ,  d e  s u r f  
d e s  s a b l e s  e t  d e  m é t é o  P a r f a i t e .

Overview
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T
he Race is on. sand pelts my goggles, and the deseRt  
wind twists my hair into tumbleweed. I squint into the 
sun as the driver picks up speed and steers our four-seat 
buggy toward another dune. It’s the size of Parliament 

Hill’s Centre Block; climbing up, I worry we’ll flip backward. 
When we reach the crest, I can see nothing but sky ahead. Then 
the buggy’s front wheels touch down on the other side of the 
ridge, and we careen diagonally down a bank so steep, it would 
be labelled a double-black diamond at a ski resort. I start laugh-
ing uncontrollably. This must be what dogs feel when they ride 
in a car with the windows rolled down. 

It’s the second time in as many days that I’m riding this roller 
coaster in the desert of Paracas, 260 kilometres south of Lima. 
The shifting dunes – a sepia love letter written by the wind – 
have apparently cast a (dry) spell on me. (The magic is enhanced 
when I find out that buried under all the sand is a city built out 
of gold by the ancient Paracas people.) But their allure could 
also have something to do with adrenalin. Conquering the sum-
mit of another giant sand heap, we stop. The driver shuts off the 
engine and takes down a sandboard strapped to the buggy’s 
tubular exoskeleton. He rubs the board’s underside with a can-
dle. “Para más velocidad.” For more speed, he explains and ush-
ers me to a precipice. “You know what to do; you’re Canadian,” 
he says with a grin. But rather than standing on the board, I 
plant myself on my stomach. I lower my goggles and push off 
with my arms like a skeleton racer. My heart does a triple take, 
and for a moment I forget that the rest of the world exists. 

This corner of southwestern Peru is a decompression cham-
ber for stressed and sun-starved souls like me, or the chef and 
the real estate agent from Lima with whom I shared a round (or 
two?) of pisco sours at Hotel Paracas the previous night. They 
told me they always come here, especially on weekends, for the 
guaranteed glorious weather and good time. Indeed, throngs of 
Limeños – including 85 percent of the guests at my hotel – 
descend on the town of Paracas (pop. 1,200) to let loose and 

C
’ e s t pa R t i .  d e s t o R R en t s d e s a b l e s'a b at t en t  
sur mes lunettes, et le vent du désert hérisse ma cheve-
lure en un broussailleux buisson. Le soleil me fait plisser 
les yeux alors que le chauffeur dirige notre buggy quatre 

places vers une dune grosse comme l’édifice central de la Colline 
du Parlement. J’ai peur que le bolide capote tellement ça grimpe. 
Au sommet, j’ai du ciel plein les yeux. Enfin, les roues avant tou-
chent l’autre versant. Nous dévalons de biais un banc de sable si 
vertigineux qu’en ski, ce serait une piste double-noire. J’éclate 
d’un rire nerveux. C’est comme ça que les chiens doivent se sentir 
quand on les promène en auto avec les vitres ouvertes.

C’est la deuxième fois en deux jours que je joue aux montagnes 
russes dans le désert de Paracas, à 260 km au sud de Lima. Il faut 
croire que les dunes mouvantes, lettre d’amour sépia écrite par le 
vent, m’ont aussi donné soif d’aventure. (Le charme opère encore 
plus quand j’apprends qu’enfouie sous le sable se cache une cité 
d’or précolombienne.) La montée d’adrénaline, proportionnelle à 
celle des dunes, y est aussi pour quelque chose. Arrivés au sommet 
d’un autre géant de sable, nous faisons une halte. Le conducteur 
coupe le moteur. Il détache une planche de la maigre structure 
tubulaire de notre tout-terrain, puis frotte son dessous avec une 
bougie. « Para más velocidad », précise-t-il en me conduisant vers 
un précipice. « Vous savez quoi faire, vous êtes cana dienne », ajou-
te-t-il en souriant. Plutôt que de me dresser sur la planche, je me 
couche à plat ventre. J’ajuste mes lunettes et pousse avec mes bras, 
comme un coureur de skeleton. Mon cœur fait un triple saut et, 
pour un instant, j’oublie tout. 

Cette région du sud-ouest du Pérou est la chambre de décom-
pression des âmes stressées et en mal de soleil telles que moi ou 
ce chef de Lima et cet agent immobilier avec qui j’ai bu un (ou deux) 
pisco sour à l’hôtel Paracas, hier soir. Ils viennent régulièrement 
ici, surtout les fins de semaine, pour le beau et le bon temps qu’ils 
y prennent. Des hordes de Liméniens (85 % des clients de mon 
hôtel) descendent à Paracas (1200 hab.) pour lâcher leur fou et se 
dorer la couenne. On les comprend : la capitale péruvienne est sous 

r i g h t  The friendly staff at Hotel Paracas can equip you with a bike or a kayak for solo exploration, or you can ask them to take you out on a catamaran tour of 
Paracas Bay. c i - c o n t r e  Le personnel de l’hôtel Paracas peut vous fournir un vélo ou un kayak pour une aventure en solo. Ou demandez qu'on emmène en catamaran 
sur la baie de Paracas. o p e n i n g  s p r e a d  After sandboarding in the Desierto de California, outside Paracas, you can honestly say you've been there and dune 
that, and even celebrate with a pisco sour. p a g e s  D ’ o u v e r t u r e  Célébrez avec un pisco sour après avoir dévalé les dunes du désert de California, près de Paracas.

1 2 91 2 9



Print advertisEment 

4

enRoute Awards

Advertising & Design Club of Canada 
Awards
Nine nods in 2009, including 
Magazine Covers, Entire Magazine 
Issue, Illustration, Fashion 
Photography, Portrait Photography, 
Still-Life Photography and 
Photojournalism

North American Travel Journalists
Association Awards
Seven nods in 2010, including First 
Place for In-Flight Magazine and for 
Personality Profile Writing

Magnum Opus Awards (United 
States)
Grand Award Winner, 2011
Gold for Best Overall Design, 2010 
and 2011
Grand Prize Magazine, 2008 and 
2009 

National Magazine Awards (Canada)
Silver for Best Single Issue, 2011
Gold for Best Illustration, 2011
Gold for Art Direction, 2009 and 2010
Gold for Service Lifestyle Journalism, 
2009
Gold for Travel Journalism, 2009

2011 International Association of 
Culinary Professionals
Bert Greene Award for Culinary 
Writing without Recipes

2009 Pearl Awards (Custom 
Publishing Council, United States)
Best in Custom Award

Gold for Best Overall Editorial

Silver for Best Special Issue, Editorial

Silver for Best Special Issue, Design

Gold for Best Cover

february /  fé vrier 2011 
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preferred moniker is “artisan baker” – serves it to me with 
a strong café-crème. He has created a number of breads to be 
paired (like wines) with specific dishes, including a rye bread 
with miso that’s designed to be eaten with oysters. As I chew, he 
quips, “The 18e arrondissement has traditionally been a neigh-
bourhood of craftspeople and creative types. I thought it suited 
me to a tee.” I look around the bakery, tiled in white subway tiles 
as a witty wink to the city’s classic underground decor, and si-
lently agree: Cherrier isn’t merely following the Parisian rule 
book; he’s writing his own chapter.

To burn off the calories I’ve just ingested (and mull over the 
artisan baker’s ideas), I set out for a stroll through the neighbour-
hood. Near Place Clichy, I happen upon Le Bal, a contemporary 
art centre recently opened in a former dance club that’s been 
poked full of windows looking out onto an alleyway. The min-
imalist space includes a small bookstore specializing in photog-
raphy as well as two floors of galleries. After a good hour at an 
exhibition titled Cinq étranges albums de famille, in which five 
artists take an offbeat look at their family albums, I plop down in 
the café next to the bookstore. Over a glass of Sancerre, I study a 
map of the northern part of the city that shows the addresses of 
five other galleries; some of them, like Synesthésie (devoted to 
digital art), are all the way out in the suburbs. Just as the New 
York art world has moved south into the Lower East Side, the 
Parisian one seems to be migrating north. There’s a whole uni-
verse outside the treacly galleries of Saint-Germain. 

It’s all I can do to keep from shouting. My friend has just kicked 
me so hard under the table that I’ll have to wear knee socks for 
the rest of the summer, and all because Louis Garrel, the young, 

goûtant son pain à l’encre de seiche, délicatement amer et salé 
(et aux antipodes de la baguette traditionnelle), que Cherrier me 
sert avec un solide café crème. Préférant l’appellation d’artisan 
boulanger, il a aussi conçu des pains qu’il accorde avec des mets 
spécifiques (un peu comme on le fait avec le vin), dont un pain de 
seigle au miso spécialement créé pour être mangé avec des huîtres. 
« Traditionnellement, le 18e est un quartier d’artisans et de gens 
débrouillards, lance-t-il. Je trouvais que ça m’allait plutôt bien. » En 
regardant le carrelage blanc de sa boulangerie (le même qu’on 
retrouve dans les stations de métro de la ville), je comprends que 
Cherrier n’est pas seulement en train de suivre l’exemple de ses 
prédécesseurs ; en quelque sorte, il rafraîchit les emblèmes parisiens 
à sa manière.

Question de brûler les calories que je viens d’ingérer (et de digé-
rer les propos du boulanger), je pars arpenter les environs. Non loin 
de la place Clichy, je tombe par hasard sur Le Bal, un centre consacré 
à l’art contemporain. Récemment ouvert dans ce qui fut jadis un 
cabaret populaire, l’endroit est maintenant percé de vitrines et 
donne sur une ruelle. L’intérieur aux lignes minimalistes compte une 
petite librairie spécialisée en photographie ainsi que deux étages de 
galeries. Je mets plus d’une heure à visiter une expo intitulée Cinq 
étranges albums de famille, où des artistes portent un regard décalé 
sur leur situation familiale. Je m’assois ensuite au café-restaurant 
attenant à la librairie où, devant un verre de sancerre, j’examine un 
plan du nord de la ville où sont indiquées les adresses de cinq autres 
galeries ; certaines, comme Synesthésie (un temple de l’art numé-
rique), se trouvent carrément en banlieue. Tout comme le monde 
de l’art new-yorkais s’est transporté vers le sud dans le Lower East 
Side, celui de Paris semble migrer vers le nord. De quoi faire oublier 
les galeries d’art bonbon de Saint-Germain.

skilfully dishevelled darling of French cinema, has just walked by. 
We’re at the bar of Hôtel Amour, south of Pigalle, where not long 
ago you’d have been more likely to cross paths with working girls 
than movie stars. André Saraiva, the godfather of Paris nightlife, 
is a co-owner and has brought a breath of fresh air to the neigh-
bourhood by transforming this former short-stay hotel into a 
happening shrine to the 1950s. (The rooms, decorated with Terry 
Richardson photos, can still be rented by the hour – a nod to the 
building’s saucy past.) I’m sipping an Amour cocktail, a cotton-
candy pink mix of vodka, elderberry sugar, apple juice and berry 
coulis, and taking in the bar’s surprising bustle. It’s 7 o’clock on a 
Monday night and all the tables are occupied. The crowd is a 
woolly mix of businessmen in suits and kids straight out of an 
American Apparel ad.

Earlier in the day, I’d met Cristelle Gioanni, program director 
of Le Trianon – a recently reopened horseshoe-shaped theatre 
on Boulevard de Rochechouart – who’d told me how places like 
Hôtel Amour and her space are attracting a new crowd. “They’re 
cleaning up the area a bit. It still has a tough side, but it’s gaining 
a little charm,” she said. The ladies of the night may have moved 
on, but Gioanni and her team are so sure of the area’s new cachet 
that they just opened a bistro next to the theatre. 

I feel the same enthusiasm the next morning when Ernesto 
Novo, a painter who puts his own quirky twist on portraiture, 
introduces me to his friend Lamine Badian Kouyaté. The fashion 
designer behind the XuLY.Bët label recently opened his second 
shop on Boulevard Beaumarchais in the 3e arrondissement. One 
of Novo’s latest large-scale paintings features a Kouyaté bag on 
prominent display, so the artist is here to show his friend photos 
of the work.

Je dois me retenir pour ne pas crier. Mon ami vient de me lancer un 
coup de pied discret (enfin, pas tant que ça) en apercevant Louis 
Garrel, la jeune coqueluche du cinéma français qui vient de passer 
devant nous avec sa tignasse brune savamment ébouriffée. Nous 
sommes au bar de l’Hôtel Amour, au sud de Pigalle, un quartier où il 
était jadis plus courant de croiser des filles de joie que des stars 
branchées. André Saraiva, éminence grise du nightlife parisien et 
copropriétaire des lieux, a insufflé un vent de fraîcheur aux environs 
en transformant cet ancien hôtel de passe en antre consacré aux 
années 1950. (Les chambres à coucher, tapissées de photos croquées 
par Terry Richardson, se louent à l’heure, clin d’œil au passé coquin 
de l’endroit.) Je sirote un cocktail Amour, un martini rose bonbon 
composé de vodka, de sirop de sureau, de jus de pomme et de coulis 
de fruits rouges, tout en m’étonnant de l’activité qui règne au bar : il 
est 19 h, un lundi, et les tables sont toutes occupées par une faune 
hirsute formée autant d’hommes d’affaires en complets que de jeunes 
gens qu’on dirait sortis d’une pub d’American Apparel.

Un peu plus tôt dans la journée, Cristelle Gioanni, la directrice de 
la programmation du Trianon (une salle de spectacle à l’italienne, 
récemment rouverte, sur le boulevard de Rochechouart), m’a confié 
que « des endroits comme l’Hôtel Amour et notre théâtre attirent 
encore plus de nouvelles gens. Ça nettoie un peu le coin… même s’il 
garde encore son aspect bourru. Ça lui donne du charme ». 
Mme Gioanni et son équipe y croient tellement qu’elles ouvrent ces 
jours-ci un bistro adjacent à leur théâtre.

Je sens la même pulsion quand Ernesto Novo, un peintre spécialisé 
dans les portraits éclatés, me convie à rencontrer son ami Lamine 
Badian Kouyaté le lendemain matin. Ce styliste, proprio de la griffe 
XULY.Bët, vient tout juste d’ouvrir sa seconde boutique sur le boule-
vard Beaumarchais, dans le 11e arrondissement. Novo, qui a peint 

From far left to right:  
Cristelle Gioanni takes a 
load off by a projector that 
dates back to when Le  
Trianon, in Pigalle, was a 
cinema; the grandiose and 
recently renovated hall of 
Le Trianon; one of the many 
naughty pictures that line 
the walls of Hôtel Amour, in 
the 9e arrondissement; the 
Trianon’s top floor.
—
De gauche à droite :  
Cristelle Gioanni accoudée 
sur un ancien projecteur 
datant de l’époque où la 
salle de concert Le Trianon, 
dans Pigalle, était une salle 
de cinéma ; le hall grandiose 
et récemment rénové du 
Trianon ; l’une des nom-
breuses photos coquines 
qui tapissent le resto de 
l’Hôtel Amour, dans le 9e ; 
dernier étage du Trianon.
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enRoute Magazine

Basic Demographics	 enRoute readers	 Index

Male	 58%	 119
Female	 41%	 81
Average Age	  45	 –

Education and Employment	 enRoute readers	 Index

University or Better	 72%	 163
Managers, Owners, Professionals, Executives	 40%	 193

Affluence	 enRoute readers	 Index

Average Household Income	 $113,538	 –
HHI $150,000+	 25%	 278
Average Personal Income	 $68,981	 –
PI $100,000+	 18%	 377
$10,000+ Remodelling of Principal Residence	 19%	 146
Average Value of Securities and Savings	 $148,866	 –
$250,000+ Value of Securities and Savings	 9%	 214

Lifestyle	 enRoute readers	 Index

Spent $2,501+ on Men’s Clothing	 2%	 329
Spent $2,501+ on Women’s Clothing	 3%	 278
Spent $501+ on Footwear	 8%	 246
Spent $40,000+ on Most Recent Auto	 13%	 196

Travel	 enRoute readers	 Index

Taken Personal Trip Outside of Canada	 61%	 142
9+ Business Trips Last Year	 12%	 440
Took a Business Trip by Air Last Year	 25%	 408

Stayed at a Luxury Hotel while on a Business Trip Last Year	 9%	 352

Source: PMB, Fall 2011, Adults 18+
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Rates

Frequency	 1x	 3x	 6x	 12x

IFC Spread	  45,120 	  43,405 	  42,590 	  40,605 	

IBC	  23,030 	  22,150 	  21,735 	  20,725 	

OBC	  25,215 	  24,260 	  23,805 	  22,695 	

Spread	  37,510 	  36,085 	  35,410 	  33,760 	

Full Page	  19,900 	  19,150 	  18,785 	  17,910 	

Half-page Spread	  23,950 	  23,035	  22,605	 21,555	

Half-page	  13,435 	  12,925	  12,680	  12,095 	

Third-page	  9,535	  9,175 	  9,005	  8,580 	

Fifth-page	  5,960	  5,730 	  5,625 	  5,365

Black & White: 	20% discount on four-colour process rate (not available on covers)
Inserts	: Please contact us for information at 416.350.2425.
Guaranteed Positioning: 15% premium  

The above rates include a 15% advertising-agency commission.

Rates subject to change.

Closing Dates

enRoute Magazine is a monthly publication, loaded onto all Air Canada aircraft on the first of the month.

Issue Date	 Partial / 	 Full Page	 Material Deadline
	 DPS Closing Date	 Closing Date

January	 October 28, 2011	 November 18, 2011	 November 21, 2011

February	 November 29, 2011	 December 14, 2011	 December 20, 2011

March	 December 22, 2011	 January 19, 2012	 January 25, 2012

April	 January 27, 2012	 February 17, 2012	 February 21, 2012 

May	 February 27, 2012	 March 21, 2012	 March 26, 2012

June	 March 29, 2012	 April 18, 2012	 April 24, 2012

July	 April 27, 2012	 May 22, 2012	 May 28, 2012

August	 May 29, 2012	 June 15, 2012	 June 22, 2012

September	 June 29, 2012	 July 23, 2012	 July 30, 2012

October	 July 30, 2012	 August 20, 2012	 August 24, 2012

November	 August 29, 2012	 September 18, 2012	 September 25, 2012

December	 September 28, 2012	 October 19, 2012	 October 24, 2012

Rates & Dates
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January

Travel: Healthy Houston,  Jonathan Adler’s 

travel tips and an exclusive look at life on the 

road with Arcade Fire. 

Plus: Take our quiz to find the perfect Caribbean 

getaway, from family-friendly Bermuda to eco-

friendly St. John. 

Weekend: Yosemite, California.

February

Travel: Favourite Canadian hotel bars, Brazil’s 

Bahian coast and why Calgary’s music scene 

hits all the right notes. 

Plus: Tony Hawk shares his business travel tips. 

Weekend: Key West, Florida.

March

Travel: The secret ingredient of Newfoundland’s 

best chefs, our favourite travel gear and why it 

takes a village to build a hotel. 

Plus: Three cheers for Portland, Oregon’s bar 

scene. 

Weekend: Port Hope, Ontario.

April

Travel: Hiking the Swiss Alps, cruising the Rhine 

River and Michael Bublé’s Buenos Aires. 

Plus: Game-changing golf courses that bring 

First Nations to the fore. 

Weekend: Île d’Orléans, Quebec.

May

Travel: America’s most unexpected food scene, 

Ireland’s indigenous spas and Canada’s next 

new neighbourhoods. 

Plus: An insider’s guide to Les Îles-de-la-

Madeleine. 

Weekend: Nantucket, Massachusetts.

June

Travel: Favourite American coastal getaways, 

from Chesapeake Bay to the Provincetown. 

Plus: Remaking Medellín, Colombia. 

Weekend: Vail, Colorado.

July

The London issue: An Olympic-size guide to 

the city. 

Plus: One-on-one with Gordon Ramsay. 

Weekend: Dorset, UK

August

Travel: Saint-Tite’s wild Western festival, 

Sydney’s new nightlife and chef Chuck Hughes’ 

Mexico .

Weekend: Catskills, New York.

September

Special: Celebrating Air Canada’s 75th 

anniversary. 

October

Travel: Nino Ricci’s Italy. 

Weekend: Half Moon Bay, California.

November

The food issue: Our Top 10 list of Canada’s best 

new restaurants, trends in the restaurant world 

and more.

December 

Travel: Curacao 

Weekend: Marble Mountain, Newfoundland

Line-up is subject to change.

Editorial line-up 2012

Highlights 

• Great North American weekends 
featured in every issue 

• Fashion to appear twice, Spring 
and September

• Style spreads (accessories, bags, 
shoes) to appear in Passport in 
other key fashion months 

Editorial line-up 2012
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Double-Page Spread* 
Ad Size: 17.375 x 10.875 
With Bleed: 17.625 x 11.125 
Type Safety Area: 16.625 x 10.125 
Non-Bleed Ad Size: 16.625 x 10.125 

Full Page - OBC
Ad Size: 8.6875 x 10.875 
With Bleed: 8.9375 x 11.125 
Type Safety Area: 7.9375 x 10.125 
Non-bleed Ad Size: 7.9375 x 10.125  

1/2 Page Spread*
Ad Size: 17.375 x 5.357 
With Bleed: 17.625 x 5.607 
Type Safety Area: 16.875 x 4.857 
Non-bleed Ad Size: 16.875 x 4.857

1/2 Page Horizontal 
Ad Size: 8.6875 x 5.357  
With Bleed: 8.9375 x 5.607 
Type Safety Area: 8.1875 x 4.857 
Non-bleed Ad Size: 8.1875 x 4.857 

1/2 Page Vertical 
Ad Size: 4.26 x 10.875 
With Bleed: 4.51 x 11.125 
Type Safety Area: 3.76 x 10.375 
Non-bleed Ad Size: 3.76 x 10.375

1/3 Page Horizontal 
Ad Size: 8.6875 x 3.52 
With Bleed: 8.9375 x 3.77 
Type Safety Area: 8.1875 x 3.02 
Non-bleed Ad Size: 8.1875 x 3.02 

1/3 Page Vertical 
Ad Size: 2.9514 x 10.875 
With Bleed: 3.2014 x 11.125 
Type Safety Area: 2.4514 x 10.375 
Non-bleed Ad Size: 2.4514 x 10.375

1/5 Page Horizontal 
Ad Size: 8.6875 x 2.022 
With Bleed: 8.9375 x 2.272 
Type Safety Area: 8.1875 x 1.522 
Non-bleed Ad Size: 8.1875 x 1.522

*For advertising spreads, please leave 0.375” type safety on either side of the gutter.

File Requirements:
PDF/X1 with fonts embedded, all images saved in CMYK.

Ad File Details:
Font:  Minimum 6 pt type font, Minimum 8 pt reverse type font.

Rules: Do not use any hairline rules.

Black Rules: 1/4 point minimum.

Colour Rules: 1/2 point minimum.

Photos: 300 dpi, CMYK mode. Maximum density should not exceed 300.

Colours: CMYK colours only. NO PANTONE COLOURS!

Crop Marks: Crop & registration marks and colour bars must be offset by .25”.

Rich Blacks: Use 100K combined with 40C to provide rich black.

Trapping: Do not perform trapping. Printer will perform trapping.

Proof: Specifications for Web Offset Publications (SWOP) certified colour proof 
is required. Proofs should include colour bars with 25%, 50%, 75% and solid areas 
for each colour. Proofs should be at 100% size of file submitted, and include bleeds 
and trims.

Spafax Canada will not be responsible for colour or any other deviation from 
original file without a SWOP colour proof supplied by advertiser. 

Delivery Procedures:
All advertising material is coordinated through our National Sales office and
should be delivered to:

Spafax Canada
1179 King Street West, Suite 101
Toronto, ON    M6K 3C5
Phone: 416.350.2432
Attention: Mary Shaw, Production Manager

Files can be delivered electronically to our pre-press FTP site. When an ad file is 
transmitted electronically, a high-quality colour proof is still required. Proof to 
be delivered to address above. Please compress all files prior to transmission to 
minimize potential corruption errors.

Address: 198.235.57.16
User Name: spafaxads
Password: rds031
Folder: En_Route_Magazine_Ads 

Upon posting ad file to FTP site, please e-mail the file name and low-res 
PDF (for placement only) to mshaw@spafax.com.

If you have any problems or questions, please contact:
Mary Shaw, 416.350.2426, mshaw@spafax.com 

Note: All measurements are in inches.

TECHNICAL SPECIFICATIONS
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Executive First Menu

Passengers in Air Canada’s 
Executive First® Class experience 
the maximum level of comfort, 
privacy and space in terms of travel. 
They are an extremely affluent 
group that is very hard to target. 
With Air Canada’s Executive First 
Menu, marketers now have the 
opportunity to stand out with 
this audience through this highly 
exclusive ad position.

•	 Exclusive opportunity to reach 
Air Canada’s Executive First passengers (average fare price: $10,000!)

•	 250,000 copies of the menu distributed per quarter
•	 Exclusive opportunity for one advertiser only per menu  

Cycle 	 Quarterly

Position 	 FP4C – Inside Back Cover

Rate 	 $19,900 gross

Rate subject to change.

Specifications 

Ad Size:	 5.25 x 10 

With Bleed: 	 5.5 x 10.25 

Type Safety Area: 	 4.75 x 9.5 

Non-bleed Ad Size: 	 4.75 x 9.5  

Note: All measurements are in inches.

Please see Print Advertising Technical Specifications (page 8) for additional requirements  
and delivery procedures.

EXECUTIVE FIRST MENU
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enRoute on Demand Television and Movies 

Air Canada’s seatback AVOD system offers a wide variety of television and movie programming: 
100 hours of television content and up to 48 movies every month. 

Television Channels Include*:

CBC/Radio Canada, HBO, Comedy, Drama, Health & Wellness, Business, Travel, Classic TV, 
Music, Family, NFB, Documentary, Food and Sports.

Movie Channels Include*:

Hollywood, Family, Silver Screen Classics, Avant-Garde, Canadian, Contemporary, World and 
Franco Cinema.

Cycle 	 Calendar month

:60 Rate 	 $18,000 gross, per bundle

:30 Rate 	 $9,500 gross, per bundle

:15 Rate 	 $7,000 gross, per bundle

:10 Rate 	 $5,700 gross, per bundle

Rates subject to change.
*Channels subject to change

Bundles are comprised of commercials scheduled in front of approximately 10 television pro-
grams and 4 movies. Each bundle represents approximately 8% of the broadcast inventory. 

Material Due Dates		

Month	 Ad Closing	 Material Deadline	

January	 October 28, 2011	 November 8, 2011

February	 November 29, 2011	 December 8, 2011	

March	 December 22, 2011	 January 9, 2012

April	 January 30, 2012	 February 7, 2012	

May	 February 28, 2012	 March 7, 2012

June 	 March 30, 2012	 April 5, 2012	

July 	 April 30, 2012	 May 7, 2012

August	 May 31, 2012	 June 7, 2012	

September	 June 29, 2012	 July 6, 2012

October	 July 30, 2012	 August 8, 2012	

November 	 August 31, 2012	 September 7, 2012

December 	 September 28, 2012	 October 9, 2012

enRoute on Demand Technical Specifications  

enroute on demand

Digital delivery specs
4 : 3 Aspect Ratio
Resolution: 720 x 486, 720 x 480 or 640 x 480
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Upon posting ad file to FTP site, please 
e-mail the file name and location to 
mshaw@spafax.com.

If you have any problems or questions, 
please contact:

Steve Geraghty, 416.350.2435,  
sgeraghty@spafax.com
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enRoute on Demand Channel Sponsorships

• Television and movie channels available
• Logo appears on channel button, in enRoute, and on enroute.aircanada.com
• :5 tag prior to each program on channel included 

Cycle 	 Quarterly

Rate 	 Please contact your account manager for rates

Please contact your Spafax National Account Manager for more details.

Channel and System Sponsorship Due Dates

Period (Start)	 Ad Closing	 Material Deadline

Q1 (January)	 October 28, 2011	 November 8, 2011

Q2 (April)	 January 30, 2012	 February 7, 2012

Q3 (July)	 April 30, 2012	 May 7, 2012

Q4 (October)	 July 30, 2012	 August 8, 2012

Channel Sponsorship Technical Specifications  

enroute on demand

Digital delivery specs
4 : 3 Aspect Ratio
Resolution: 720 x 486, 720 x 480 or 640 x 480
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Upon posting ad file to FTP site, please e-
mail the file name and location to mshaw@
spafax.com.

If you have any problems or questions, 
please contact:

Steve Geraghty, 416.350.2435,  
sgeraghty@spafax.com
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Safety Video

The Safety Video is broadcast prior to takeoff on all video-equipped planes, airing on over 
68,000 flights per quarter. Sponsors receive a 30-second commercial spot immediately 
following the program, reaching more than 7,800,000 passengers each cycle.

Cycle 	 Quarterly

:30 Rate 	 $150,000 gross, per quarter

Note 1: 	 Creative cannot be changed or removed once duplicated for the Safety 
Video cycle due to extremely high production costs.

Note 2: 	 Due to governmental safety regulations, only instrumental music can be 
used as part of the creative (i.e., no spoken words). 

Note 3: 	 Audio playback of Safety Video is broadcast throughout the cabin via the 
personal address system, thus passengers do not require the use of head-
sets in order to hear the program.

enRoute on Demand Television and Movies
System Sponsorship 

In addition to advertising opportunities with television and movie programming, reach this audi-
ence of influential decision-makers and affluent consumers prior to each flight as presenting 
sponsor of the enRoute on Demand network.
•	 A :30 commercial spot plus :10 slate to be forced through the AVOD system to all pas-

sengers at the beginning of each Air Canada Flight
•	 No earphones are required to hear the spot – connect with every passenger!
•	 Over 2.5 million passengers per month – exclusive opportunity for one advertiser 

Cycle 	 Quarterly

Rate 	 $250,000 gross, per quarter Rate subject to change.

:30 	 Ad 

:05 	 Sponsorship Billboard 

Please contact your Spafax National Account Manager for more details.

Safety Video/Sytem Sponsorship Due Dates

Period (Start)	 Ad Closing	 Material Deadline

Q1 (January)	 October 19, 2011	 October 26, 2011

Q2 (April)	 January 19, 2012	 January 26, 2012

Q3 (July)	 April 19, 2012	 April 26, 2012

Q4 (October)	 July 19, 2012	 July 26, 2012

Safety Video and System Sponsorship Technical Specifications  

safety video & System Sponsorship

Digital delivery specs
16 : 9 Aspect Ratio
Resolution: 1280 x 720 (Max) / 720 x 480 (Min)
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Upon posting ad file to FTP site, please 
e-mail the file name and location to 
mshaw@spafax.com.

If you have any problems or questions, 
please contact:

Steve Geraghty, 416.350.2435,  
sgeraghty@spafax.com

Rate subject to change.
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enroute.aircanada.com

A one-stop shop for travellers in the know. With exclusive web content, a searchable database 
of award-winning enRoute magazine content, travel essentials from retail partners and much 
more, this site is destined to be the go-to source for all that is required to make the most of 
every trip, big or small. enroute.aircanada.com can be accessed directly from aircanada.com—
one of Canada’s biggest retail sites. 

The addition of enRoute online to Air Canada’s media offerings will give advertisers another 
opportunity to reach a motivated, upscale and affluent audience.

Leaderboard 	 $25/CPM (Gross)

Big Box	 $35/CPM (Gross)

Skyscraper 	 $25/CPM (Gross)

Targeting	 Add 15% premium

Sponsorship	 Available on request

Rate subject to change.

enroute.aircanada.com Due Dates

Ad Closing	 2 weeks prior to start of campaign

Material Due	 7 days prior to start of campaign

enroute.aircanada.com Specifications

	 Standard (in page)	 Rich Media (in page)	 Expandable Ads*
Leaderboard (728x90)	 20K max GIF or JPEG	 40K max SWF	 Expand down
		  (back-up GIF or JPEG 	 728x180 

		  must also be supplied)

Big Box (300x250)	 20K max GIF or JPEG	 40K max SWF	 Expand to left
		  (back-up GIF or JPEG 	 600x250 

		  must also be supplied)

Skyscraper (160x600)	 20K max GIF or JPEG	 40K max SWF	 Expand to left
		  (back-up GIF or JPEG 	 320x600 

		  must also be supplied)

*Expandable only on user interaction. If expanding on roll-over, retract on roll-off. If expanding on click, retract by using 
 ‘close x’ box.   

Please contact your Spafax National Account Manager for information on unique creative 
executions.

•	 Animation has a 15 second limit, at an 18 fps frame rate. 
•	 Audio must be user-initiated. 
•	 Please include destination URL with ad material; URL must be active by material submission 

date and may not be part of the creative.
•	 3rd-party tags or clickTAGs are permitted. 
•	 Ads may not employ persistent rapid “blinking” animation effects. 
•	 Alt text is to be supplied with creative.

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to: digital@spafax.com (Mary Shaw, Production Manager, 416.350.2426)

enroute.aircanada.com
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aircanada.com
Among the leading Canadian travel sites on the Internet, the aircanada.com website provides 
news, information and specials to the airline’s frequent flyers. Aircanada.com is the website  
for everything Air Canada – and the best place for Aeroplan members to conduct business 
online with the airline. Campaigns can travel in rotation on five high-volume pages with over ten 
million page views per month.

Basic Demographics	 aircanada.com monthly unique visitors

Male	 1,200,000
Female	 1,256,000

Education and Employment	 aircanada.com monthly unique visitors

University or Better	 1,302,000
Managers, Owners, Professionals, Executives	 668,000

Affluence	 aircanada.com monthly unique visitors

Household Income $150,000+	 323,000
Personal Income $100,000+	 172,000
Household Income $75,000+	 1,173,000
$250,000+ Value of Securities and Savings	 121,000

Travel	 aircanada.com monthly unique visitors

Taken Personal Trip Outside of Canada	 1,152,000

Source: PMB/comScore 2010 Fusion, Adults 18+

aircanada.com Rates

Special Feature 	$80/CPM (Gross)

Leaderboard 	 $40/CPM (Gross)

Big Box	 $40/CPM (Gross)

Skyscraper	 $40/CPM (Gross)

Half Banner	 $40/CPM (Gross)

Button	 $20/CPM (Gross)

Targeting	 Add 15% premium

Minimum Buy	 100,000 impressions

Rates subject to change.

aircanada.com Due Dates

Ad Closing	 2 weeks prior to start of campaign
Material Due	 7 days prior to start of campaign

aircanada.com
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aircanada.com

aircanada.com Specifications

Special Feature 
Headline: 	 32 characters max

Copy: 	 36 characters per line including spaces, 5 lines max

Image or logo:	 125x125, 10K max, GIF or JPEG, no looping

	 Standard	R ich Media
Button	 125x125, 15K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Leaderboard	 728x90, 20K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Big Box	 300x250, 20K max GIF or JPEG	 40K max SWF (back-up GIF or JPEG  

		  must also be supplied)

Half Banner	 234x60, 15K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Skyscraper	 160x600, 20K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

•	 Animation has a 15 second limit, at an 18 fps frame rate. 
•	 Audio must be user-initiated. 
•	 Please include destination URL with ad material; URL must be active by material submission 

date and may not be part of the creative.
•	 3rd-party tags or clickTAGs are permitted. 
•	 Ads may not employ persistent rapid “blinking” animation effects. 
•	 Alt text is to be supplied with creative. 

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to: digital@spafax.com (Mary Shaw, Production Manager, 416.350.2426)
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aircanada.com Processing Pages

In addition to standard display opportunities on one of Canada’s largest traffic-generating 
sites, aircanada.com now offers a very targeted and exclusive advertising position tied to flight 
searches.  Processing page ads are served exclusively with every flight search while the system 
processes each consumer’s flight search. 

•	 Over 7 million flight searches per month on aircanada.com
•	 Have your ad served in this unique full screen “takeover” position with each flight search

Rate 	 $75/CPM (Gross)

Rate subject to change.

aircanada.com Processing Pages Specifications

Specifications	 552x393, 40K max, GIF or JPEG.

	 Image will not be clickable.

	 Creative files are to be submitted; third-party image tags will not be accepted. 

AIRCANADA.COM PROCESSING PAGES

Have your ad served
exclusively with flight 

searches.
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Air Canada Data Valet

Air Canada offers a free internet service to passengers in the exclusive Maple Leaf Lounges 
through Data Valet. This is an effective way to reach the highly affluent frequent traveler and 
business decision maker through an exclusive and growing platform. There are currently 
350,000 impressions available monthly with 80,000 monthly users.

Cycle: 	 Monthly

Rates: 	 $75 CPM

Data Valet Closing Dates:

Ad Closing 	 2 weeks prior to start of campaign

Material Due 	 7 days prior to start of campaign

Specifications:

Laptop Platform

Leaderboard 	 728x90, 20K max, GIF or JPEG 	 40K max, SWF (back-up GIF or JPEG 

must also be supplied)

Mobile Platform	 300x50, 15K max, PNG or GIF

•	 Please include destination URL with ad material; URL must be active by material submission 
date and may not be part of the creative.

•	 3rd-party tags or clickTAGs are permitted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to:
digital@spafax.com (Attention: Mary Shaw, Production Manager, 416.350.2426)

Air Canada data valet
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iPhone App and mobile.aircanada.com

Target Canada’s most “mobile” through Air Canada’s iPhone App. Ad positions are available 
exclusively on four of the main pages which generate more than 1.2 million impressions monthly. 
Plus approximately 30,000 additional impressions on the Air Canada mobile site (added value).

The Air Canada App is currently the “number 1” free travel on Canadian iTunes chart.

Cycle: 	 Monthly

Rates: 	 $25 CPM

Closing Dates:

Ad Closing 	 2 weeks prior to start of campaign

Material Due 	 7 days prior to start of campaign

Specifications:

Platform	A d Size	 File size 	 File format

iPhone App	 320 x 50	 10K	 PNG or GIF

	 640 x 100	 15K	 PNG or GIF

Mobile Site	 216 x 36	 10K	 PNG or GIF

 	 300 x 50	 15K	 PNG or GIF

 	 320 x 50	 15K	 PNG or GIF

	 640 x 100	 15K	 PNG or GIF

•	 Please include destination URL with ad material; URL must be active by material submission 
date and may not be part of the creative.

•	 3rd-party tags or clickTAGs are permitted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to:
digital@spafax.com (Attention: Mary Shaw, Production Manager, 416.350.2426)

Mobile+
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Top Tier eNewsletter

Want to have your brand in front of Canada’s C-suite and most frequent travelers? Air Canada 
delivers this audience 6 times a year through their semi-exclusive eNewsletter with two custom 
ad positions. It is delivered to 175,000 of Air Canada’s Top Tier clients with an unprecedented 
70% open rate.

Cycle: 	 6x/year

Rates: 	 $125 CPM

Top Tier Closing Dates:

Edition	 Issue Date	 Ad Closing	 Material Deadline

February	 February 9, 2012	 January 12, 2012	 January 19, 2012

March	 March 15, 2012	 February 16, 2012	 February 23, 2012

April	 April 26, 2012	 March 29, 2012	 April 5, 2012

June	 June 14, 2012	 May 17, 2012	 May 24, 2012

September 	 September 13, 2012	 August 16, 2012	 August 23, 2012

November	 November 29, 2012	 November 1, 2012	 November 8, 2012

Specifications:

Top Ad	 515x130, 40K max, GIF or JPEG

This position also has a logo placement, logo to be supplied as jpeg or eps, final logo size is 
37x37 pixels and a tag line with 30 characters per line (including spaces), two lines max.

Second Ad 	 515x65, 40K max, GIF or JPEG

•	 Creative files are to be submitted; 3rd party image tags will not be accepted.
•	 Please include destination URL with ad material; URL must be active by material submission 

date and may not be part of the creative.
•	 clickTAGs are permitted.
•	 Animated GIFs are to have no more than 3 loops.
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative.

Note: The Newsletter is published both in English and French, creative must be supplied in both languages.

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to:
digital@spafax.com (Attention: Mary Shaw, Production Manager, 416.350.2426)

Top tier enewsletter
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Web Check-In

With Web Check-In, marketers have the exclusive opportunity to connect with each and every 
passenger checking in for flights online. This continues to be one of the fastest growing consumer 
touchpoints in the world of air travel with user numbers increasing every month. 

•	 Exclusive opportunity – 1 advertiser per quarter / 3-month block
•	 500,000 Web Check-Ins per month and growing
•	 More than 1,200,000 impressions monthly 

Cycle 	 Monthly

Rate 	 $50,000

Rates subject to change.

Web Check-In Specifications

Web Check-in Welcome page 
Ad placement – 728x60, non-clickable banner  
with a travel tip. Please supply:

Logo: 	 max size: 3” x 2” @72 DPI; gif or jpeg  
on a transparent background

Copy
(tagline): 	 maximum of 75 characters (with 

spaces), English and French

Note: The logo and tagline will be placed under a travel tip. 
There are several stock travel tips that are available. 
However, if you wish to provide your own, they must be 
generic and not destination-specific. The tips must be no 
longer in length than 105 characters including spaces. All 
travel tips must be approved by Air Canada prior to the 
start of the campaign.

Web Check-in Thank-you page 
Ad placement – 300x250, clickable big box. Please supply:

Big Box creative:	 300x250 as gif or jpeg (flv or swf are not permitted),  
40K max size. English and French to be supplied

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Animation has a 15 sec limit, 3 loops max. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 URL must be active by material submission date and may not be part of the creative. 
•	 Alt text is to be supplied with creative.

OR if you choose, big-box creative can be produced for you. Please supply:

Logo: 	 max size: 3” x 2” @72 DPI; gif or jpeg on a transparent background

Copy (tagline): 	 maximum of 75 characters (with spaces), English and French

Note: The logo and tagline will appear under a travel tip. There are several stock travel tips that are available. However, 
if you wish to provide your own, they must be generic and not destination-specific. The tips must be no longer in 
length than 105 characters including spaces. All travel tips must be approved by Air Canada prior to the start of the 
campaign.

WEB CHECK-IN
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Web Check-in Reminder Email

24 hrs prior to a flight, Air Canada passengers are prompted to use Web Check-in via a per-
sonalized email. With highly visible ad position, advertisers can have their message adjacent 
to the passenger’s critical flight information. The WCI Reminder Email is deployed to more 
than 220,000 Air Canada travellers weekly and with an average open rate of 70% your ad will 
impact a significant number of consumers.

Cycle 	 Weekly

Rate 	 $13,125 gross*

*Based on a minimum of 175,000 emails.
Rate subject to change.

Reminder Email Specifications

Skyscraper:	 160x600 as gif or jpeg 20K max size.

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 Animated GIFs are to have no more than 3 loops. 
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.

Digital Boarding Pass

Once an Air Canada passenger has completed the Web Check-in process from their computer 
they are prompted to either choose a mobile boarding pass or a printed boarding pass. 
 
More than 1,000,000 impressions every month!

Now your message can travel with them for the duration of their flight cycle.
 
Cycle 	 Weekly
Rate 	 $15,000 gross
Rate subject to change.

Boarding Pass Specifications

Ad placement:	 650x90 as gif or jpeg 20K max size.

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 URL must be active by material submission date and may not be part of the creative.

reminder email
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onAir – Air Canada’s Monthly E-zine

onAir is a monthly e-zine delivered electronically to Air Canada passengers in Canada and the 
U.S. We highlight unique destinations and experiences, active lifestyles, the glamour of travel, and 
we constantly strive to bring fresh travel ideas to our savvy readers.  

In 2006, onAir won six Magnum Opus awards in addition to winning Silver in the Travel category 
at the W3 Awards. In 2005, onAir was named the Best New Publication in the Web category at 
the Custom Publishing Council’s Pearl Awards.

Advertising with onAir creates an instant and direct “Call to Action” every month. 

Cycle	  	 Monthly, 1st Monday of every month

Subscribers	 3,800,000 delivered e-mails per month

		  East: 	 1,200,000

		  West: 	 967,000

		  National: 	700,000

		  French: 	 290,000

		  U.S.: 	 245,000

Advertorial (2 available)	 $25/CPM (Gross)	

Banner (1 available)	 $5/CPM (Gross)	

Square Button (2 available)	 $5/CPM (Gross)	

Skyscraper (2 available)	 $15/CPM (Gross)	

Big Box (2 available)	 $15/CPM (Gross)	

Rates subject to change.

Geo-targeting available. Contact your National Account Manager for details. 

onAir E-zine 2012 Closing Dates

Issue Date	 Ad Closing	 Ad and Advertorial Materials Due

January 9, 2012 	 December 12, 2011	 December 19, 2011

February 6, 2012	 January 16, 2012	 January 23, 2012

March 5, 2012	 February 13, 2012	 February 17, 2012

April 2, 2012	 March 12, 2012	 March 19, 2012	

May 7, 2012	 April 16, 2012	 April 23, 2012

June 4, 2012	 May 14, 2012	 May 18, 2012	

July 9, 2012	 June 18, 2012	 June 25, 2012

August 13, 2012	 July 23, 2012	 July 30, 2012	

September 10, 2012	 August 20, 2012	 August 27, 2012

October 1, 2012	 September 10, 2012	 September 17, 2012	

November 5, 2012	 October 15, 2012	 October 22, 2012

December 3, 2012	 November 12, 2012	 November 19, 2012

ONAIR 
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onAir Specifications

Advertorial
	 Headline:	 18 characters per line, 2 lines max

	 Body copy:	 200 characters max (inc. spaces), in English & French as a Word doc

	 Logo:	 115x100, 7K max, GIF or JPEG

	I mage:	 170x140, 10K max, GIF or JPEG

Banner	 468x60, 15K max, GIF or JPEG
Square Button	 125x125, 15K max, GIF or JPEG
Skyscraper	 160x600, 20K max, GIF or JPEG
Big Box	 300x250, 20K max, GIF or JPEG

•	 Creative files are to be submitted; 3rd-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted.
•	 URL must be active by material submission date and may not be part of the creative.
•	 Animated GIFs are to have no more than 3 loops.
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative.

Note: onAir and webSaver (see page 25) are distributed in three versions: English Canada, French Canada and English USA. 

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers. 

E-mail creative to: 
digital@spafax.com (Attention: Mary Shaw,Production Manager, 416.350.2426)

ONAIR
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webSaver – Air Canada’s Weekly E-newsletter

Air Canada’s weekly e-bulletin puts the latest hot offers on flights and hotels – not to mention 
your message – on the screens of over 3,000,000 subscribers. 

In addition to a tremendous click-through rate, webSaver creates a direct and instant “Call to 
Action” delivered every week to affluent Air Canada customers. 

Cycle	 Weekly, every Wednesday

Subscribers	 3,000,000 delivered emails per week

		  Toronto: 	 713,000

		  Vancouver: 	300,000

		  Montreal: 	 140,000

		  National: 	 1,400,000

		  French: 	 260,000

		  U.S.: 	 245,000

Skyscraper	 $15/CPM (Gross)

Big Box	 $15/CPM (Gross)

Half Banner (2 available)	 $5/CPM (Gross)	

Rates subject to change.

Geo-targeting available. Contact your National Account Manager for details. 

webSaver Closing Dates

Published	 Weekly, every Wednesday

Ad Closing (Booking)	 2 weeks prior

Material Due	 7 days prior 

webSaver Specifications

Skyscraper	 160x600, 20K max, GIF or JPEG

Big Box	 300x250, 20K max, GIF or JPEG

Half Banner	 234x60, 15K max, GIF or JPEG

•	 Creative files are to be submitted; 3rd-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted.
•	 URL must be active by material submission date and may not be part of the creative.
•	 Animated GIFs are to have no more than 3 loops.
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative.

Note: onAir and webSaver are distributed in three versions: English Canada, French Canada and English USA.  All ad mate-
rial is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its discretion 
and will be indemnified from any claims by advertisers. 

E-mail creative to: 
digital@spafax.com (Attention: Mary Shaw,Production Manager, 416.350.2426)

WEBSAVER
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Newspaper Tip-ons and Inserts

Passengers in Air Canada’s Executive Class® and Executive First® receive a choice of daily 
newspapers; The Globe and Mail or The National Post. French-language dailies Le Devoir and 
La Presse are also available from the Montreal airport. Tip-ons and inserts put you directly in 
the hands of these travellers. Distribution is executed on a weekly basis and by newspaper title, 
affording you creative latitude and timing flexibility.

Cycle	 1 week

Circulation	 77,700 (all papers, all markets)*

Rate  	 $450/CPM (gross) + $0.15 (net) per unit production

Newspapers	 The Globe and Mail, The National Post, Le Devoir, La Presse

English*

The Globe and Mail	 The National Post	

Vancouver	 9,800	 9,800

Calgary	 2,000	 2,000

Edmonton	 1,250	 1,250

Halifax	 2,600	 --

Montreal	 5,550	 5,550

Ottawa	 1,400	 1,400

Toronto	 14,000	 14,000

Winnipeg	 1,500	 --

Total/Paper	 38,100	 34,000

Total English	 72,100

* Quantities subject to change. 
   Numbers reflect current winter schedule, in effect October 30, 2011 to April 30, 2012.	

French*

	 La Presse/Le Devoir

Vancouver	 --

Calgary	 --

Edmonton	 --

Halifax	 --

Montreal	 5,600

Ottawa	 --

Toronto	 --

Winnipeg	 --

Total/Paper	 5,600

Total French	 5,600

* Quantities subject to change. 
   Numbers reflect current winter schedule, in effect October 30, 2011 to April 30, 2012.	

NEWSPAPERS
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Technical Specifications  

Newspaper Tip-ons:

Positioning:	 Glued to front page of newspaper above the fold

Paper Stock:	 Max: 80 lbs coated, min: 50 lbs coated

Size:	 Max: 8.5” x 10” folded,  
8.5” x 20” flat

	 Min: 4” x 5”

Weight: 	 Max: 30 grams

Glue:	 Pre-glued with repositionable 
(low-tack) adhesive

Newspaper Inserts:

Positioning:	 Inserted within the newspaper 
between sections

Paper Stock:	 Max: 80 lbs coated

Size:	 Max: 8.5” x 11” (folded),  
four pages

	 Min: 4” x 5”

Weight:	 Max: 80 grams

Material Due Date: 	 Please check with your 
National Account Manager.  
Materials due at distribution 
centers approx 1 week prior to 
start of campaign. 

Note: All insert materials must be approved by Air Canada before 
insertion. 

Please provide a PDF for approval three weeks before 
the start of the campaign to mshaw@spafax.com.
Samples of final printed material should be sent to: 

Spafax Canada
1179 King Street West, Suite 101
Toronto, ON  M6K 3C5

Attention: Mary Shaw,Production Manager, 416.350.2426

For delivery addresses and procedures, please contact your National Account Manager.

NEWSPAPERS
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Printed Boarding Pass

Printed Boarding Pass

Boarding Passes are issued at the airport check-in desk and are constantly referred to during a 
passenger’s travels, making your message an integral part of the airport experience. 
 
While we expect each print run to be depleted within a two to three month period, this me-
dium is sold on a quantity basis. Exact start and stop dates may vary depending on the airline 
inventory. If an advertiser is interested in including an offer with an expiry date, please take this 
variable into consideration.

Cycle	 2-3 months (dependent on consumption)

Circulation	 Minimum 2,000,000 print run

Position	 Back panel 

Rate	 Minimum $50,000 (includes printing costs)

File Requirements  

Collected files (InDesign or Illustrator, plus images and fonts as required)

Boarding Pass Specifications  

Size: 	 Total Area: 7.375” x 3.25”

	 Type Safety - Ticket Stub: 1.625” x 2.528”

	 Type Safety - Main Body: 3.44” x 2.528”

Specs continued on next page

Example of printed pass
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Main Body:

Type Safety

3.44” x 2.528”

Ticket Stub:

Type Safety

1.625” x 2.528”
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Colour:	Option 1 - 4 colour process (CMYK), Option 2 - Black + PMS 1795 C

Font:  Minimum 6 pt type font, Minimum 8 pt bold reverse type font.

Rules: Do not use any hairline rules.

Black Rules: .6 point minimum.

Colour Rules: .6 point minimum.

Photos: 300 dpi, CMYK mode. Maximum density should not exceed 300.

Crop Marks: Crop & registration marks and colour bars must be offset by .25”.

Trapping: Do not perform trapping. Printer will perform trapping.

Proof: Proofs should include colour bars with 25%, 50%, 75% and solid areas for each colour. Proofs 
should be at 100% size of file submitted, and include bleeds and trims.

Note: All materials must be approved by Air Canada. 

Files can be delivered electronically to our pre-press FTP site. When an ad file is transmitted electronically, 
a high-quality colour proof is still required. Proof to be delivered to address above. Please compress all files 
prior to transmission to minimize potential corruption errors.

Address: 198.235.57.16
User Name: spafaxads
Password: rds031
Folder: En_Route_Magazine_Ads 

Upon posting ad file to FTP site, please e-mail the file name and low-res 
PDF (for placement only) to mshaw@spafax.com.

If you have any problems or questions, please contact:
Mary Shaw, 416.350.2426, mshaw@spafax.com 

Printed Boarding Pass
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Meal-Tray Tent Cards 

Meal-tray tent cards can target a specific destination city or departure location. Meal-tray tent 
cards can be directed to Executive Class on most flights, while Economy Class distribution is 
only available on international flights. 

Cycle:	 Calendar month

Reach:	 Route-specific (call for details)

Rate:	 $450/CPM (gross) + $0.08 (net) per unit production

Rates subject to change.

Note: Spafax does not produce tent cards. Tent cards must be provided pre-folded to specifications.  
Air Canada meal-tray tent card advertising must be bilingual (English/French).

Meal-Tray Tent Cards Technical Specifications

Dimensions Flat: 	 3.5” W x 4” H 

Dimensions Folded: 	 3.5” W x 2” H – MUST BE SUPPLIED FOLDED

Colour: 	 Four-colour process

Note: Air Canada approval required. Artwork (printed proof or PDF) must be provided to Spafax eight weeks prior to 
execution date to obtain Air Canada approval. For delivery addresses, please contact your National Account Manager.

Additional Opportunities

Sampling

Product sampling is available inflight or in the Maple Leaf TM Lounges and must be part of an 
integrated multimedia campaign. Samples can be either handed out by flight attendants or 
distributed on meal trays, subject to Air Canada approval.

Maple Leaf Lounges

With a minimum media spend, advertisers may schedule a presence in the lounges where they 
can benefit from product sampling and brand awareness promotions. 

Title sponsorship opportunities are available, similar to the Hewlett Packard Business Centres, 
the Sony Entertainment Area or the BMW Lounge.

Locations include Vancouver, Calgary, Edmonton, Regina, Winnipeg, Toronto, Ottawa, 
Montreal,Quebec City, Halifax, St. John’s, Los Angeles and London (Heathrow). 

More than 2.5 million affluent and influential passengers visit the lounges annually.

Custom Opportunities

Spafax has the capability of sourcing and producing custom-designed programming to 
complement your campaign. Contact your National Account Manager for details.

TENT CARDS AND OTHER OPPORTUNITIES



1.1 Application
(a)	 Every Agreement shall be subject to the 

following Terms & Conditions. 
(b)	 Spafax is not bound by any condition, printed 

or otherwise, appearing on contracts, Insertion 
Orders or copy instructions that are in conflict 
with the Terms & Conditions set out herein. 

1.2 Definitions and Interpretations
(a)	 “Advertisement” – includes any commercial, ad, 

flyer, poster, insertion, announcement picture, 
photograph, digital media, product sample, 
recording, pamphlet, printed material or other 
promotional material referred to in the Insertion 
Order. 

(b)	 “Advertisement Materials” – includes all videos, 
photographs, recordings, product samples, 
printed and other promotional materials 
required by Spafax to Exhibit Advertisements.

(c)	 “Advertiser” – includes any person, company, 
corporation, partnership or other business entity 
entering into an Insertion Order with Spafax.

(d)	 “Agreement” – means the Insertion Order 
executed by Spafax and an Advertiser including 
the Terms & Conditions set out herein. 

(e)	 “Campaign Dates” – means the period of 
Exhibition of the Advertisement(s).

(f)	 “Exhibit” – means the placement, publication, 
printing, showing, broadcasting, insertion or 
distribution of any or all of the Advertisers’ 
advertisement(s) in accordance with the 
Insertion Order.

(g)	 “Material Due Date” – means the date upon 
which all Advertising materials must be 
submitted to Spafax in accordance with the 
Insertion Order.

(h)	 “Rate Card” – means the Advertisement pricing 
list published by Spafax.

(i)	 “Spafax” – means Spafax Canada Inc.

1.3	 Spafax shall Exhibit Advertisement(s) in 
accordance with the terms and provisions ofthis 
Agreement. 

1.4	 There are not and will not be any verbal 
statements, representations, warranties, 
undertakings or agreements between the parties 
with respect to this Agreement. 

1.5	 This Agreement may not be amended or modified 
by the Advertiser in any respect except by written 
instrument signed by the Advertiser and Spafax. 

1.6	 No waiver or modification of any of the terms 
of this Agreement shall be valid unless the 
same is reduced to writing and signed by the 
parties hereto.

1.7	 The Advertiser shall, prior to the Material Due 
Date stipulated in the Insertion Order, deliver all 
Advertisement materials to the following address:

	 Spafax Canada Inc.
	 1179 King Street West, Suite 101
	 Toronto, ON M6K 3C5
	 Attention: Production Manager

1.8	 Spafax cannot guarantee priority positioning or 
quality-control checking for any Advertisement 
materials received after the Material Due Date 
stipulated in the Insertion Order.

1.9	 All Advertisement materials shall be submitted to 
Spafax in a form specified by Spafax from time to 
time.

1.10	 All Advertisements must be delivered to Spafax 
free and clear of all charges, including courier, 
delivery and shipping fees.

1.11	 The Advertiser warrants that the Advertiser has 
the right and is authorized by law to Exhibit all 
Advertisement(s) contracted for in the Insertion 
Order.

1.12	 Advertisers and advertising representatives are 
wholly responsible for content materials contained 
in Advertisement. The Advertiser agrees to 
reimburse and compensate Spafax for any legal 
and court costs incurred in the event of a lawsuit 
or proceeding that may result due to the content of 
aforementioned Advertisement(s).

1.13	 The Advertiser warrants that the Advertisement(s) 
are not obscene, libellous,blasphemous or 

offensive to any religion or culture. The Advertiser 
warrants that all commercial materials meet 
the Television and Broadcasting Associations 
standards and adhere to their code of practice.

1.14	 Spafax reserves the right to refuse or delay any 
advertisement for any reason, and/or to make any 
necessary corrections and/or revisions without 
notice to the Advertiser. Spafax will not be held 
responsible for content of any advertisement 
received that requires 
translation.

1.15	 The Advertiser has the right to replace and/
or change any Advertisement referred to in the 
Insertion Order prior to the Material Due Date. 

1.16	 Spafax reserves the right to add the word(s) 
“advertisement” or “Advertising supplement”to the 
top or bottom of Advertisements, paid or sponsored 
content, that could be confused with Spafax’s 
editorial content or programming.

1.17	 Advertisements published in editorial form will be 
clearly noted as a paid advertisement.

1.18	 The Advertiser acknowledges and agrees that 
Advertisements may be Exhibited on alternative 
dates and times than those set out in the Insertion 
Order. 

1.19	 Spafax will not keep or store any original 
advertising material after one month of the last 
date of Exhibition.

1.20	 No discount will be given in the event of an error 
in Advertisement that does not affect or influence 
the content of the Advertisement. In the event that 
Spafax is responsible for an error in the Exhibition 
of an Advertisement, the Advertiser will be eligible 
to have the aforementioned Advertisement 
Exhibited again, in accordance with the original 
Insertion Order at a new time to be determined by 
Spafax.

1.21	 All information contained within is subject to 
change without notice. Please contact your 
National Account Manager for the most current 
information.

1.22	 All payments are to be made payable to the office 
of publication, as set out in the Insertion Order, in 
Canadian funds. 

1.23	 The Advertiser agrees to pay all invoices within 
thirty (30) days of issue. If invoices are not paid 
within thirty (30) days, Advertisers will be charged 
2.5% interest per month thereafter.Spafax reserves 
the right to terminate the Agreement at any time 
upon default by the Advertiser in the payment of 
any amounts due or owing under the Agreement. 

1.24	 In the event that the Advertisement materials are 
not delivered to Spafax in accordance with the 
Agreement, the Advertiser will remain liable for 
all amounts due and owing under the terms of the 
Insertion Order.

1.25	 Notwithstanding any contract or arrangement 
between the Advertiser and any third party, the 
Advertiser is deemed to enter into the Insertion 
Order as a principal and shall be liable to Spafax 
for the performance of all obligations set out in 
this Agreement including, without any limitation, 
the payment of all sums of money incurred, due 
and owing by the Advertiser pursuant to this 
Agreement.

1.26	 This Agreement may be terminated by either party 
by giving 2 months notice in writing prior to the 
first Campaign Date as set out in the Insertion 
Order. No cancellations will be accepted after the 
ad space closing date.  

1.27	 Insertion Orders contracting space for covers and 
special positions are non-cancellable. 

1.28	 This Agreement shall be governed, construed and 
enforced exclusively in accordance with the laws of 
the Province of Ontario. The parties hereto hereby 
irrevocably attorn to the jurisdiction of the Courts of 
the said province.

 

Contacts 

Spafax Canada Inc.

Toronto
1179 King Street West, Suite 101 
Toronto, ON  M6K 3C5
Telephone: 416.350.2425  |  Fax: 416.350.2440

Tracy Domitrovic, Director of Sales
416.350.2429  | tdomitrovic@spafax.com

Jason Clark, National Sales Manager
416.350.2434  |  jclark@spafax.com

Lori Fitzgerald, Sales Manager, Marketing Solutions
416.350.2449  |  lfitzgerald@spafax.com

Rysia Adam, Senior National Account Manager
416.350.2448  |  radam@spafax.com

Teresa Hobbs, Senior National Account Manager
416.350.2439  |  thobbs@spafax.com 

Boyd Mickle, Senior National Account Manager
416.350.2437  |  bmickle@spafax.com 

Leith Mason, Manager, International Sales
416.350.2438  |  lmason@spafax.com

Quebec and Eastern Canada

Montreal 
4200 Saint-Laurent Blvd., Suite 707
Montreal, QC  H2W 2R2
Telephone: 514.844.2001  |  Fax: 514.844.6001

Lysanne Boileau, Sales Manager, 
Quebec and Eastern Canada
514.844.2001, ext. 217  |  lboileau@spafax.com

Western Canada

Welsh Sales Solutions
7731 Government Road 
Burnaby, BC  V5A 2C7
Telephone: 604.656.2291  

Barb Welsh
bwelsh@spafax.com

Ted Stanford
tstanford@spafax.com

United States

North-eastern u.s.

Leith Mason, Manager, International Sales
416.350.2438  |  lmason@spafax.com

Western u.s.

Jan Zeman
303.534.3078  |  jzeman@repswest.com

South-eastern u.s.

Bob Dodd, Dodd Media Group
905.885.0664  |  bob@doddmedia.com

TERMS & CONDITIONS


