


Maclean’s delivers readers of value to advertisers – a 
younger, better educated and more affluent demographic 
that relies on Maclean’s to help them make sense of it all.  
 

Maclean’s reaches more English adults in Canada than any other weekly news 
magazine or any of the national dailies combined. Which means your message 
will reach a highly desirable audience of active, acquisitive consumers.

Maclean’s is #1 in reaching adults who give generously to charitable 
organizations and volunteer their time to various social issues, better than  
any other business magazine or the national daily newspapers.

One issue of Maclean’s delivers:
•  Over 1.2 million who donated to Canadian organizations;
•  337,000 who donated over $500 to Canadian organizations;
•  486,000 who donated to international relief/development organizations;
•  �171,000 who donated over $200+ to international relief organizations; and,
•  54,000 who are employed in nonprofit or charitable organizations.

In the past 2 years:
•  300,000 were active in a social issue/community project;
•  85,000 worked for a political party/candidate; and,
•  878,000 did volunteer work.

Based on English adults 18+; Source PMB Fall 2010.

About 

Book Your  
Ad Space Today!

Maclean’s  
(per issue)

Full-page $20,000 net

1/2 page horizontal $15,000 net

1/3 page vertical* $7,000 net

1/4 page square* $5,000 net

Business Card* $2,500 net

The above rates do not include applicable taxes.
*Third page, quarter page and business card size ads 
will be featured as part of an advertising directory in 
each supplement.

Advertising rates  
are being extended  

at a minimum  

30% DISCOUNT  
to Imagine Canada’s 

supplement  
advertisers

Maclean’s Reach
Circulation: 362,099   Readership: 2,378,000

CARING COMPANIES: 
COLLABORATING FOR 
COMMUNITY

Issue Date: June 20, 2011
Newsstand Date: June 9, 2011
Download supplement:  
http://bit.ly/ICCC2011

Now in its third decade, the Imagine 
Canada Caring Company program has 
become Canada’s foremost corporate 
citizenship initiative. This supplement 
profiles the impact of community 
partnerships on the health and vitality  
of individuals and Canadian 
communities. See the innovative ways 
in which businesses assist partner 
charities in meeting their missions. This 
supplement will feature the winners 
of the Imagine Canada & Volunteer 
Canada 2011 Business & Community 
Partnership Awards. We will also 
include a list of all Caring Company 
program participants. 

IN CHARITY WE TRUST: 
EVOLUTION

Issue Date: August 15, 2011 
Newsstand Date: August 4, 2011
Advertising Deadline: July 22, 2011
Material Close: July 27, 2011

Building upon previous In Charity We 
Trust supplements we continue to 
showcase how Ethical Code program 
participants are leveraging the code 
to engage and reassure their donors. 
We will also introduce a new standards 
initiative, an accreditation program 
for charities and nonprofits, where 
we will discuss the issues that have 
served as a catalyst for the evolution of 
transparency, accountability and donor 
trust in the sector. This supplement 
will include a list of all the charities 
that are part of the Ethical Code 
program. Show Canadians that 
your organization is committed to 
transparency and accountability 
by purchasing an advertisement in 
this supplement.	

TIME TO GIVE

(final supplement name to be 
determined)
Issue Date: December 12-19, 2011 
(double-issue)
Newsstand Date: December 1, 2011
Advertising Deadline: November 21, 2011
Material Close: November 24, 2011

On newsstands at the beginning of the 
“giving season” to coincide with Imagine 
Canada’s National Summit for the sector, 
The Time to Give supplement profiles 
the relationship everyday Canadians 
have with charities and nonprofits 
through inspirational personal stories. 
These stories serve as the foundation 
to encourage Canadians to give or to 
increase their giving. We will also feature 
tools and tips for donors, an overview 
of the sector, and a call-to-action to 
motivate potential donors to donate  
using online giving portal CanadaHelps. 
Bring your organization to the 
forefront of donors’ minds by 
purchasing an advertisement in 
this supplement to highlight your 
organization’s impact.

org. 



With 865,000 readers every two weeks, L’actualité’s  
readership isn’t just large. It also represents some of the 
most affluent, highly educated individuals in Québec. 
L’actualité’s readers spend more than an hour reading 
each issue, to feel the pulse of their world.   

One issue of L’actualité leads the French business magazines in  
reaching French adults who donate to charitable organizations  
and participate in social issues or volunteer work.

L’actualité  reaches:
•  331,000 who donated to Canadian organizations;
•  17,000 who donated over $500 to Canadian organizations;
•   80,000 who donated to international relief/development organizations;  

and,
•  16,000 who are employed in nonprofit or charitable organizations.  
 
In the past 2 years:  
•  82,000 were active in a social issues/community project; and,  
•  178,000 did volunteer work.  
 
Based on French adults 18+; Source PMB Fall 2010.

About 

Book Your  
Ad Space Today!

L’actualité   
(per issue)

Full-page $12,000 net

1/2 page horizontal $8,000 net

1/3 page vertical* $5,000 net

1/4 page square* $3,500 net

Business Card* $2,500 net

The above rates do not include applicable taxes.
*Third page, quarter page and business card size ads 
will be featured as part of an advertising directory in 
each supplement.

L’actualité’s  Reach
Circulation: 157,537     Readership: 865,000

Advertising rates  
are being extended  

at a minimum  
30% DISCOUNT   

to Imagine Canada’s 
supplement  
advertisers

GRÂCE À L’ACTION 

(final supplement name to be determined)
Issue Date: December 15, 2011
Newsstand Date: November 23, 2011
Advertising Deadline: November 4, 2011
Material Close: November 14, 2011

This French-language supplement is similar to the Maclean’s  Time to Give  piece 
but with its own Québec focused content. On newsstands at the beginning of 
the “giving season” to coincide with Imagine Canada’s National Summit for the 
sector, Grâce à l’action  taps into unique nature of the Québec society and the 
ways individuals and corporations support the causes that matter to them the 
most. We will also include a call-to-action to motivate potential donors to  
donate using online giving portal CanadaHelps.org. Don’t miss this 
opportunity to engage with the L’actualité readership – book your 
advertising space today!

L’actualité French-language Supplement Cancelled
October 21, 2011: We regret to inform you that the L’actualité (Grâce à l ’action) supplement scheduled for newsstand 
release on November 23 has been cancelled.  As you may know, the existence and size of our supplements are contin-
gent on advertising support we receive. Since advertising interest was limited for this particular supplement we had to 
make the di�cult decision to cancel it and we apologise for any disappointment. It is our hope that we will once again 
be able to o�er a French-language supplement in L’actualité at a future date. 



Learn more about Canada’s charities and nonprofi ts at www.imaginecanada.ca 

Time to give: 
Ordinary Giving, Extraordinary Impact!

by Julia Howell with Marnie Grona

Bill Gates’ and Warren Buff et’s 
challenge to fellow billionaires to 
give away more than half their net 

worth was good news for charities around 
the world. � e Giving Pledge could mo-
bilize more than $600 billion from über-
wealthy individuals that want to make 
social change. 

So what does this mean for the rest of 
us? Does modest fi nancial support really 
matter to charity? Yes!

Marcel Lauzière, President and CEO 
of Canada’s leading charity umbrella, 
Imagine Canada, says that not only do 
everyday donors have a role to play but 

our impact can be signifi cant. “Anyone 
can be a philanthropist, not just the 
wealthy. It isn’t about the size of one 
donation. Donors today are building 
relationships with charities that are 
meaningful to them. It’s about making 
a commitment that, over time, can really 
make a diff erence.”

The Canadian donor

•    84% or 23 million Canadians,  
aged 15 and older, donate to 
charities and nonprofi ts each year.

•    Canadians donate $437 each year 
(up from $400 in 2004).

•    All of these donations add up 
to $10 billion.

Based on 2007 fi ndings from the 
Canada Survey of Giving, 
Volunteering and Participating.

“ Anyone can be a 
philanthropist, not 
just the wealthy.”

Marcel Lauzière, 
President & CEO, Imagine Canada

Imagine Canada is a charitable organization whose mission is to support 
Canada’s charities and nonprofi ts. It strengthens the sector’s collective voice, 
acts as a forum and meeting place and helps to create an enabling environment 
in which organizations can contribute to building stronger communities.

Credit Valley ConservationCanadian Cancer Society, 
Ontario Division

PEDAL funded by Vancouver Foundation

For more information on 
the Ethical Code Program visit www.imaginecanada.ca/ethicalcode IN CHARITY we trust

Lili-Anna Pereša
Executive Director
ONE DROP

DONOR INTEREST:  Donors hope their 
commitment will truly make a sustainable 
diff erence in the lives of people, families 
and communities around the world, hence 
producing a positive impact with regard to 
a universal issue. 

YOUR RESPONSE: ONE DROP responds 
to donors’ wishes to go beyond the act of 
simply donating by offering them clear 
choices as to where their contribution can 
be put to work. We earn their trust by ad-
hering to the highest standards of account-
ability and transparency. 

WHAT’S NEXT: We all have the power – and 
a global responsibility – to protect and pre-
serve water for future generations. I strong-
ly believe that Canadians understand this 
challenge and will keep supporting us in 
coming years. It is when communities can 
easily access water that combined eff orts to 
improve health, food security and educa-
tion have a real impact.

Maureen
Fraser-McLaughlin
Executive Director
The Arthritis Society, 
Atlantic Division

Every year a large majority of Canadians 
make annual fi nancial contributions to 
one or more of the 85,000 registered 
charities that comprise the charitable 
sector. But when times are tough, 
maintaining crucial fi nancial support is 
a challenge. 

What matters to donors today and what 
are charities doing to ensure that donor 
interests are taken into account? And 
what does the future hold for charitable 
giving in Canada? We asked some of the 
country’s charity leaders to share their 
perspectives with us.

Imagine Canada’s Ethical Code is a set of 
standards for charitable organizations. By 
adhering to these standards, charities are 
complying with general ly accepted 
practices for soliciting and managing 
donor dollars. � is is important because, 
as a donor, you are entitled to transparency 
and the greatest impact possible for 
your investment.

Imagine Canada is a charitable organiza-
tion whose mission is to support Canada’s 
charities and nonprofi ts. We strengthen 
the sector’s collective voice, act as a forum 
and meeting place and help to create an 
environment in which organizations can 
contr ibute to bui ld ing st ronger 
communities.

Canadian Breast Cancer Foundation CIBC Run for the Cure
 

IN CHARITY WE TRUST:  
Canada’s Charity Leaders on the Canadian Donor

DONOR INTEREST:  Donors who designate 
to a specifi c area like research or advocacy 
want to know that the charity is directing 
those dollars in compliance with their 
wishes. � ose making a general donation 
want to know that we are spending it 
wisely. 

YOUR RESPONSE: We want our donors to 
know they are part of our community and 
we ensure this simply by talking to them. 
We identify what is most important to 
them and how we can address their needs. 
� ese conversations give us new ideas and 
help motivate us in the f ight against 
arthritis. 

WHAT’S NEXT: The future of giving is 
bright but the onus is on us to stay connect-
ed to Canadians and keep those relation-
ships strong. I am impressed by the level of 
support we’ve seen from youth and we must 
work to maintain their interest as they are 
our future donors.

W.R. (Bob) McPhee
General Director & CEO
Calgary Opera

DONOR INTEREST:  Our donors believe that 
the arts enhance their community. � ey 
want to ensure access for all citizens to ex-
cellent performances and valuable educa-
tion and outreach programs for young 
people in our community as well as in rural 
areas of Alberta. � ey also believe in ad-
vancing the art form by supporting Calgary 
Opera’s Emerging Artist Development 
Program and New Works presentations.

by Julia Howell

The Ethical Code is generously 
supported by:

 by ExamplELEAD

Randy Eresman
President and  
Chief Executive Officer
Encana Corporation

BiggEst issuE: The environment is top of 
mind for most people around the world 
and, as a producer of clean energy, Encana 
shares this concern. Today’s policy makers, 
energy producers and consumers must focus 
on sustainable solutions. 
  
Most innovativE REsponsE: One great 
example of our investment in environmental 
management is our wetlands mapping and 
conservation project with Ducks Unlimited 
Canada whereby the organization maps,  
reclaims and conserves wetlands and our 
staff access this information so we can avoid 
disturbing sensitive areas.     
   
What’s nExt: Growing concern for the 
environment will continue to inf luence 
business strategies and community invest-
ment decisions and we will continue to 
align with organizations that are making  
a measurable impact on our collective envi-
ronmental footprint.

gerald t. McCaughey
President and  
Chief Executive Officer
CiBC

BiggEst issuE: The economic downturn of 
2008 and 2009 posed significant challenges 
to many charitable organizations, includ-

 by ExamplELEAD

What are the biggest issues facing chari-
ties and nonprofits in this downward 
economic cycle? and how are Canadian 
businesses responding? 

We asked some of the country’s leading 
corporate citizens to share their insights 
and strategies with us. The eleven busi-
nesses included here are all participants 
in Imagine Canada’s Caring Company 
program – the gold standard in corporate 
community investment. 

 

Imagine Canada’s Caring Company pro-
gram was founded over 20 years ago by 
visionary corporate leaders who recognized 
that creating a better country required 
enlightened partnerships between busi-
ness and community. 

Caring Company program participants 
make a multi-year commitment to:
•  Donate a minimum of 1% pre-tax  

profits to nonprofit organizations;
•  Champion and sustain at least one 

community investment project; and
•  Produce one public report describing 

the company’s community activities.

Imagine Canada is a charitable organiza-
tion whose mission is to support Canada’s 
charities and noprofits. We strengthen the 
sector’s collective voice, act as a forum and 
meeting place and help to create an envi-
ronment in which organizations can con-
tribute to building stronger communities.

Investor’s Group Canstruction for Winnipeg Harvest.Canada’s  
Corporate Leaders on Charity Today

ing increased demand for their services, 
increased competition for scarce donor 
dollars and volunteer time.
 
Most innovativE REsponsE: Our sup-
port for causes that matter to our clients, 
employees and our communities across 
Canada has remained consistent during 
these uncertain times, through our con-
tinued focus on youth, education and health 
including the Canadian Breast Cancer 
Foundation CIBC Run for the Cure, CIBC 
Children’s Foundation and United Way.
 
What’s nExt: Canadian businesses will 
continue to provide more than simply dol-
lars to great causes and we will continue to 
look for ways to leverage our perspectives 
on the market, to encourage employees to 
participate in volunteer opportunities and 
to financially support organizations that 
make a significant difference in communi-
ties across the country.

Jan Belanger 
Assistant Vice-President,  
Community Affairs 
great-West Life, London 
Life and Canada Life

BiggEst issuE: We’ve seen many new 
funding needs surface, along with greater 
financial pressure on charities, which un-
derscores the importance of recognizing 
the critical relationship between skilled 
human resources, strong governance,  
effective planning and collaboration, and 
the sustainability of the charitable sector.   

by Julia Howell

Community Impact Awareness Rate Card 2011 
Showcase your organization  
in Imagine Canada’s supplements!

Canada’s Corporate 
Leaders on  
Charity Today 
May 2010

Download supplement: 
http://bit.ly/ICCC2010 

In Charity We Trust: 
Canada’s Leaders on 
the Canadian Donor 
July 2010

Download supplement: 
http://bit.ly/ICEC2010 

Time to Give:  
Ordinary Giving, 
Extraordinary Impact! 
October 2010

Download supplement: 
http://bit.ly/ICTG2010 

Grâce à l’action 
November 2010

Download supplement: 
http://bit.ly/ICGA2010 

Is your organization an Ethical Code Program 
participant? Imagine Canada Caring Company?
Ensure you reinforce your messaging and inclusion in 
these programs by using these identifying trustmarks 
prominently in your advertising. 

Ethical Code program participants can obtain  
the Ethical Code trustmark by contacting Karen Alebon 
at (416) 597-2293 x229 or by email at kalebon@
imaginecanada.ca. Caring Company program 
participants can obtain the Caring Company logo by 
contacting Mike Meadows at (416) 597-2293 x254 or  
by email at mmeadows@imaginecanada.ca.

Publication Support
In addition to the broad reach achieved by the circulation 
of Maclean’s and L’actualité, we go further with supporting 
awareness activities. Email announcements to various 
Imagine Canada constituents, social media outreach and 
other online activities are just a few of the things we do to 
extend the reach of these supplements.

About Imagine Canada
Imagine Canada is a national umbrella organization whose 
cause is Canada’s charities and nonprofits. We strengthen 
the sector’s collective voice, act as a forum and meeting 
place and create an enabling environment in which charities 
and nonprofits contribute to building stronger communities.
www.imaginecanada.ca

How we produce these supplements
The size of our supplements is contingent on advertising 
support. For every page sold, Imagine Canada earns a 
page of content to profile those working in and supporting 
Canada’s charitable and nonprofit sector. Preferential ad 
rates are extended to Imagine Canada and shared with 
those who wish to advertise in these supplements. Imagine 
Canada does not benefit financially from the advertising 
sales of these supplements.

To advertise or to get more information on these opportunities  
contact Marie-Claude Beaudry directly at Rogers Publishing at (416) 764-1298  

or by email at mc.beaudry@macleans.rogers.com.
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