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Your customers know:  
At the end of the day,  
value is mathematical. 
Our colleagues in the media will 
have you believe value is situational 
— that the media crash we saw and 
are seeing is due to the internet 
— but it’s not. No value equals no 
value and if the target audience, 
whether in entertainment, politics, 
trade shows, books or magazines, 
does not respond, there is  
no value.
Further, value added equals value 
subtracted. It is not possible to add 
value from no value. It must come 
from somewhere. For example, 
if an agency demands “editorial” 
as “value added” for an insertion 
order, that value must come from 
somewhere. Part of the value 
comes from the magazine, to be 
sure. But there is a greater cost. 
Media companies over the de-
cades have funded survey after 
survey to try and gauge the reader 

2019 advertising rates  Canadian dollars

 1x 3x 6x
DPS $6,782 $6,511 $5,968

Four Consecutive Thirds $6,522 $6,261 $5,739

Half Spread $5,198 $4,990 $4,574

Full Page $4,093 $3,929 $3,602

Two Thirds $3,643 $3,497 $3,205

Half Island $3,029 $2,908 $2,665

Half $2,578 $2,475 $2,269

Third $2,005 $1,925 $1,725

Quarter $1,842 $1,596 $1,228

Sixth $1,637 $1,424 $1,097

OBC, IFC $4,789 $4,597 $4,214

IBC or request $4,584 $4,401 $4,034

PRODUCTION SCHEDULE
January-February 2019 closes January 7 
Safety material Jan. 11, mails Jan. 31

March-April 2019 closes March 11 
Import/export, Interzum/Ligna material Mar. 15, mails Apr. 4

May-June 2019 closes May 6 
Labour, emerging markets, AWFS material May 10, mails May 30

July-August 2019 closes July 8 
Marketing material July 12, mails Aug. 1

September-October 2019 closes September 9 
Design material Sept. 13, mails Oct. 3

November-December 2019 closes November 11 
Customer service, survey, material Nov. 15, mails Dec. 5 
wall calendar

The business side of woodworking
Print magazine reaches 14,252  
qualified pros across Canada
Published since 2005
Known for fearless original content
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response to advertiser-driven  
editorial. In every case, they discov-
ered that readers not only can tell 
with amazing accuracy whether an 
article is advertiser-influenced, but 
they resent it and then reject not 
only the ad, but the credibility of the 
publication and every other ad that 
is in it.
This phenomenon is so well estab-
lished that it is enshrined in every 
code of ethics and set of standards 
we know of in advertising, public 
relations and journalism associations. 
For example, the Canadian Code 
of Advertising Standards defines 
an ad as: “any message (other than 
those excluded from the application 
of this Code), the content of which 
message is controlled directly or in-
directly by the advertiser expressed 
in any language and communicated 
in any medium (except those listed 
under Exclusions) to Canadians with 
the intent to influence their choice, 
opinion or behaviour.”
So why are these standards so well 
established, yet widely disregarded? 
The fact is, the final decision rests 
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2019 advertising rates  Canadian dollars

 1x 3x 6x
DPS $5,916 $5,679 $4,997

Half Spread $4,564 $4,382 $3,856

Full Page $3,652 $3,506 $3,085

Two Thirds $3,177 $3,050 $2,684

Half Island $2,653 $2,547 $2,241

Half $2,264 $2,173 $1,913

Third $1,771 $1,700 $1,496

Quarter $1,621 $1,556 $1,370

Sixth $1,169 $1,122 $987

OBC, IFC $4,199 $4,031 $3,548

IBC or request $4,017 $3,856 $3,393

PRODUCTION SCHEDULE
January-February 2019 closes Dec. 11, 2018 
Safety material Dec. 15, mails Jan. 4

March-April 2019 closes Feb. 11 
Design material Feb. 15, mails Mar. 7

May-June 2019 closes Apr. 8 
Marketing material Apr. 12, mails May 2

July-August 2019 closes June 10 
Training material June 14, mails July 4

September-October 2019 closes Aug. 5 
Customer service material Aug. 9, mails Aug. 29

November-December 2019 closes Oct. 7 
Reader survey material Oct. 11, mails Oct. 31

For retailers, installers, designers,  
manufacturers and architects in  
Canada’s floorcovering community
Print magazine reaches 14,252  
qualified pros across Canada
Published since 1979

CMCA
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with the media, and there is virtually 
nothing that can be done to  
enforce media to obey the  
existing standards.
The people that are hurt include all 
the other advertisers, whose credi-
bility suffers at the antics of the un-
schooled, all media that get painted 
with the same brush, all readers that 
feel defensive and abused and all 
industries caught up in the net. 
Further, it does not work. As maga-
zines yield to commercial pressure 
by advertisers, their rates go soft, 
their circulation starts to slip, they 
lose reader response, they “go  
digital” and they die.
At W.I. Media, we have benefited by 
having loyal, regular advertisers and 
readers that rely on us for unbiased, 
original, valuable information about 
our industry, and our revenues and 
credibility with the industry have 
grown with every cycle. There can 
be no argument. Wood Industry, 
Coverings and Wood Industry US 
are unique. No other publication in 
our sectors has our approach, our 
content or our readers’ loyalty. 

Wood Industry US supplies energized market response, by 
providing independent, relevant, thought-provoking content, 
that respects readers and holds attention.

Our plan runs contrary to tradition, beginning with the 
monthly e-letter, supported by woodindustryus.com.  
Future plans call for an “on request” 
e-magazine, then a traditional print 
magazine. This strategy is based 
on our clear and long-term success 
with Wood Industry in the Canadian 
market. 

Wood Industry US launched in 2015 
exclusively to qualified, top-level participants in the  
American wood processing market. Our high quality lists 
combined to a total in the tens of thousands, comparable to 
the number of companies in the U.S. sector. Lists are organ-
ic; our list is growing due to referrals, web sign-ups and new 
sources. Our unsubscribe rate is below 5%.

Since a reliable verification procedure for digital broadcast-
ing does not exist, we do not express value in numbers. 
Instead, we invite advertisers to measure our marketing 
effectiveness by the only standard that matters:  
customer engagement and response.

2019 advertising rates  U.S. dollars

Linked 300x250 display ad in e-letter  $500

Custom eblast to U.S. market   $1,200

Broadcasts the fourth Tuesday of each month.

Montly eletter, a reader-driven  
B2B medium for U.S.  
wood products manufacturers. 
Supported by www.woodindustryus.com
Fierce champion of industry standards
Published since 2005

I was about to delete your newsletter as junk mail but 
started reading your article. The more I read, the more I 
was fascinated. Your ability to communicate is amazing 
and you kept my attention down to the last.

—  Roger Peck, Wood Industry US subscriber

WOW!!! I was searching for a review on the Multicam 8000 
router and I found this!!! Fantastic editorial and it absolutely 
“Hit The Nail On The HEAD!!!” How do I subscribe to your 
magazine?

—  Joel Lee Thompson, Wood Industry US subscriber



Occupied space professionals across North America, and around the globe,  
recognize W.I. Media as a staunch advocate for prosperity.  
Boost your brand’s visibility with these ancillary products.

Wood Industry monthly e-letter 
Wood Industry’s popular e-letters are timely, funny and talked-about; a vibrant link in  
Canada’s industry community. Sponsors receive a linked 300 x 250 display ad. 
  $500 per insertion, no agency discounts

Coverings monthly e-letter 
“Everyone reads it,” said a Coverings e-letter advertiser. Unlike others, the Coverings eletter 
is original, relevant and respected. Linked 300 x 250 pixel display ads connect prospects with 
advertisers. $500 per insertion, no agency discounts

Events
W.I. Media has a long history of staging live events that are well-attended, fun and successful. 
We know how to promote and how to deliver.  Call to discuss

Custom eblasts
Readers want to know about your products, so W.I. Media offers custom blasts to our  
premium lists; our three markets are limited to two blasts per month, first come first served.
 $1200 per broadcast, CAD funds to Canadian markets, US funds to US market

Video production
Let our professional production team tell your product’s story in video. See examples on our 
YouTube channels: Wood Industry’s YouTube channel, http://bit.ly/1MBhto8 or  
Coverings, http://bit.ly/1oxeGHy Call to discuss

WoodIndustry.ca and CoveringsCanada.ca
Align your message with unique online communities. Beyond archived material, the sites are a 
place for the market to talk. Linked 700 x 100 or 300 x 250 ads available.

$220 per month, no agency discounts

Featured product
Ensure digital placement for your message on our website. Paid position guarantees e-letter 
inclusion, plus two months of premium web exposure. $500 per product

Wood Industry wall calendar
Published since 2009, Wood Industry’s 22- by 29-inch wall calendar mails as an insert with 
each Nov.-Dec. issue, offering a full year of exposure in one product. Call for rates

Polybag inserts
Our circulation lists are the best in the business. Reach prime prospects through polybag 
inserts, and connect at a fraction of direct mail’s cost. Available to full or targeted distribution 
to both the Wood Industry and Coverings markets. Call to discuss

Supply Side e-letter
Supply Side is a monthly e-letter for global suppliers to North America’s wood manufacturers. 
Wide-ranging commentary helps suppliers with their unique challenges. Sponsors receive a 
linked 300 x 250-pixel display ad. $250 per insertion, no agency discounts

More IDEAS

http://bit.ly/1MBhto8
http://bit.ly/1oxeGHy
http://www.woodindustry.ca
http://www.CoveringsCanada.ca
http://supplyside.woodindustry.ca/


Sales contact: 
Stephen King
Associate publisher 

416-802-1225 
sking@wimediainc.ca  

Published by               W.I. Media Inc.

Box 84 Cheltenham  
Caledon, ON  L7C 3L7  Canada

Fax 905-998-0095 
www.woodindustry.ca   

www.coveringscanada.ca
www.woodindustryus.com
supplyside.woodindustry.ca

Press releases to: news@wimediainc.ca

PRINT DISPLAY AD SIZES
DPS  Trim 16-1/4 x 10-7⁄8 in.,  

Bleed 16-1⁄2 x 11-1⁄8 in. 
HALF SPREAD  Trim 16-1/4 x 5-1⁄4 in.,  

Bleed 16-1⁄2 x 5-3⁄8 in. 
FULL  Trim 8 -1/8 x 10 - 7⁄8 in. ,  

Bleed 8 - 3/8 x 11-1⁄8 in.,  
Live area 7-1/8 x 10 in.  

TWO-THIRDS  Vertical 4-5/8 x 10 in.,  
Square 7-1/8 x 6-1⁄2 in. 

HALF ISLAND 4-5/8 x 7-1⁄2 in. 
HALF  Vertical 3-3/8 x 10 in. 

Horizontal 7-1/8 x 4-7⁄8 in. 
THIRD  Vertical 2-1/4 x 10 in.,  

Square 4-5/8 x 4-7/8 in.,  
Horizontal 7-1/8 x 3-1⁄4 in. 

QUARTER  Vertical 3-3/8 x 4-7⁄ 8 in.,  
Square 4-5/8 x 3-3/4 in.,  
Horizontal 7-1/8 x 2-3⁄8 in.  

SIXTH  Vertical 2-3 ⁄ 8 x 4-7/8 in.,  
Horizontal 4-5/8 x 2-1⁄4 in. 

TECHNICAL SPECIFICATIONS
High-resolution PDF or EPS files with fonts embedded or 
converted to outlines are preferred. Colour files must be 
CMYK. Proofs must accompany all submissions. Mini-
mum resolution for rasterized images is 300 pixels per 
inch. Publisher will not be responsible for the reproduc-
tion of colour advertisements unless accompanied by 
a high resolution, full-colour, contract-quality proof to 
ensure proper reproduction. Digital advertising should be 
in jpg, png or gif formats, to smallest file size. Animation 
is allowed, but may not display properly on every recipi-
ent’s system.

CONTRACT PROVISIONS
Terms: Net 30 days from date of invoice, payable at 
office of publication in Canadian funds, or equivalent 
funds at the exchange rate prevailing at time of payment.
Advertiser and advertising agency agree that W.I. Media 
shall be under no liability for failure to insert any  
advertisement.
Our policy is that the advertising agency and/or adver-
tiser are jointly or severally liable for all advertising 
invoices.
All advertising is subject to approval of publisher. The 
word “advertisement” or equivalent will be placed above 
copy that resembles editorial matter.
Advertiser and advertising agency assume liability for all 
content (including text, representation and illustrations) 
of advertisements printed, and also assume responsibility 
for any claims arising therefrom against the publishers.
Rates are based on total amount of space used in 12 
months from date of first insertion. Advertisers will be 
short-rated if they did not use the amount of space 
upon which their billings were based. Advertisers will be 
rebated if they use sufficient additional space to warrant 
a lower rate.
Insertions in Coverings and Wood Industry magazines 
may be combined to earn frequency discounts.
Accounts referred to collection will pay reasonable  
collection fees.
Advertisers are charged incurred production costs.
Cancellations are not accepted after closing dates. 
No agency discounts on thirds or smaller.       © 2019
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