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Publication Overview
Celebrating its  
10th Anniversary,  
The Walrus is Canada’s 
leading national  
magazine of ideas
Published ten times a year in print, tablet, and 
phone editions, The Walrus engages influential 
readers with award-winning, in-depth 
journalism on politics, the economy, global 
issues, technology, science, and the arts.

The Walrus also entertains, with fiction, poetry, 
photography, illustration, and a wry sense of 
humour that rewards readers seeking a lively 
literary experience.

With a paid magazine circulation of 60,000, 
a readership of approximately 250,000,  
125,000 monthly online visitors (  thewalrus.ca), 
 48,000 Twitter followers, 16,000 Facebook 
friends, and thousands more attending Walrus 
live events across Canada, the Walrus is a multi-
platform forum that attracts a community of 
highly educated, affluent, curious, civic-minded 
thought leaders.

The Walrus patrols the corridors of power. 
Each issue of the magazine is delivered to every 
MP, deputy minister, and premier in the country. 

The Walrus means business. Leading 
companies, such as rbc, cibc, Rolex, GM, 
Enbridge, Aeroplan, Manulife Financial, Jaguar, 
Land Rover, Lincoln, and Balvenie use space in 
the magazine and website to position and grow 
their businesses.

The Walrus gives back. The charitable non-
profit Walrus Foundation publishes The Walrus 
and produces public debates, the Walrus Talks 
speakers’ series, leadership dinners, and other 
events from coast to coast. We also run a first-
rate internship program in seven disciplines.

The Walrus community cares. Our readers want 
to know what corporate social responsibility 
means to your organization. How do you support 
the environment, diversity, employment, the 
arts, and culture in your community?

The Walrus simply aims higher. Through all of 
our activities, our mandate is to inform, educate, 
and encourage ideas and debate on matters vital 
to Canadians.

The Walrus is to Canada what The New Yorker, 
The Atlantic, and Harper’s are to the United 
States. It is where critical, intelligent discussion 
happens. 
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The Walrus Planet

Is The Walrus Canada’s  
best magazine?

“The Walrus . . . has become the 
gold standard for edi torial 
achievement among Canadian 
magazines.”  — Globe and Mail

Why? We aim higher.  
We do more 
The Walrus magazine is a showcase of Canada’s 
best writers and artists. Our contributors and 
staff have won so many awards that we cannot 
squish them into this media kit. However,  
you can peruse the very, very long list at  
thewalrus.ca/awards.

Every issue of The Walrus includes a compelling 
cover story, investigative journalism, essays, 
a profile or a photo essay, shorter articles on 
culture and society, and reviews, poetry, fiction, 
and memoirs.

The trailblazing thewalrus.ca website broadens 
the scope, reach, and engagement of our 
magazine readers, while also attracting an 
additional exclusive online audience. The site 
hosts a complete archive of Walrus stories, as 
well as blogs, podcasts, online exclusives, image 
galleries, desktop wallpaper, and information 
about Walrus events.

The Walrus digital team won 2011 and 2012 
Gold for best website design at the National 
Magazine Awards.

Yes, Walrus TV! Made with our partners 
at Smithsonian, Walrus TV features 
documentaries and companion television 
content inspired by the magazine. Use your  
print creative as a pop-up pre-roll video.

The Walrus will host twenty-five  
cross-country events in 2014, including the 
Walrus Talks, leadership dinners, an annual 
gala, and more. This is where curious, engaged 
people get together to figure out how to make  
a better Canada.

The multiplatform world of the Walrus is 
inspired by the magazine, the sun around which 
our projects and events radiate. Together they 
create a universe where the Walrus community 
of readers and citizens engage on many levels.

Partner with us and you can reach them too!  



5

Media Kit 2014

Why Advertise?
Aim higher
The Walrus magazine is the most respected and 
highly decorated publication in the land.

Luxury brands, which by definition aim higher 
in order to reach a blue-chip clientele, will want 
to align their brand with the prestige and class-
leading quality of The Walrus — winner of the 
most magazine awards in Canada since 2003.

In print, tablet, and phone editions, The Walrus 
magazine provides showcase opportunities for 
your unique creative. Turn the page, tap the 
screen, and your brand comes alive.

Reach the game changers  
The Walrus speaks to Canadians who make a 
difference in their respective fields, including 
leaders in government, technology, business, 
science, and the arts.

•  If you need thoughtful society influencers on 
your side, enlist the Walrus community.

•  Walrus readers are urbane and culturally 
sophisticated.

•  Reach fervent readers, as well as art gallery, 
museum, and performing-arts groupies. 

•  Need to fill your gallery, theatre, museum, 
bookstore, restaurant, vineyard, hotel, 
airplane, train, or benefit? 

The Walrus community can make 
the difference in your season

Get integrated 
The Walrus community extends far beyond the 
page, into live and online events, discussions, 
and debates. 

Our social media followers are engaged and 
passionate about issues we present in the 
magazine, online, and on stages across the 
country. Our live web-streamed events routinely 
trend nationally on Twitter and create the kinds 
of conversations that get noticed.

Walrus sponsorship or integrated promotion 
programs provide multiple touch points, which 
effectively increase rOi for our partners via print, 
digital, tablet, smart phone, TV, and live forums. 

Be noticed
Our charitable mandate limits advertising in 
The Walrus magazine to just 20 percent of our 
pages. Compare that with the noisy 50/50  
editorial/ad ratio in other consumer magazines.  
The fiercely independent, conglomerate-free 
Walrus will never be cluttered, which means your 
advertisement will enjoy greater impact and 
brand-building effectiveness.

Feel special 
The Walrus is not for everyone. It is smart 
without being academic, and thoughtful without 
being pedantic. It is witty and shares a laugh.  
It represents the best of Canada.

If you need to engage a more discerning 
consumer, a more involved citizen, then anchor 
your brand and your message in the thought-
provoking Walrus environment.
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Readers of  
The Walrus magazine
Print, tablet, and phone

Readers of The Walrus are well educated, 
affluent, and loyal. They are committed to long-
form feature writing — which means they spend 
a long time on the page. They are travelers; 
concert, theatre, museum, gallery, and film 
goers; foodies, and consumers of wine and beer 
and spirits. They are philanthropic and care 
about arts, culture, and the environment. They 
care about ideas and substance. They have 
disposable income and are also value conscious. 
They are tech savvy.

AverAGe totAl quAlified (ccAb, JAn/feb 2012)

Subscriptions: 39,190

Single-copy sales: 11,150

Qualified non-paid: 3,015

And an additional 8,500 copies in 
via Preference First Class lounges and  
Air Canada lounges, and at Walrus events and 
partner events, including Canada’s Public Policy 
Forum, the International Festival of Authors, 
the Banff Centre, the Nature Conservancy of 
Canada, True Patriot Love, and the  
Writers’ Trust.

And our new tablet edition gives every 
household multiple copies and reaches new 
digital-only remote and international readers. 

Top line information
AGe wAlrus cAnAdA index

15 – 24 3 % 16 % 43

25 – 34 17 % 17 % 151

35 – 44 11 % 18 % 126

45 – 54 16 % 19 % 95

55 – 64 21 % 14 % 107

65 + 32 % 16 % 73

Median Age 41 43 95

Gender

Male 55 % 49 % 127

Female 45 % 51 % 75

household income

Average HHI $99,550 $65,134 126

HHI $100k+ 37 % 18.1 % 171

educAtion

Undergraduate Degree 84 % 16.9 % 482

Graduate Degree 46 % 5.2 % 827

home ownership

Homeowners 75 % 60.9 % 121

sources
2010 mail-in readers’ survey, Statistics Canada 2007
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Likely to invest in or purchase over the next 
twelve months:

Travel 69 %

Home renovations 39 %

Consumer electronics  32 %

Education 26 %

Health care products and services 24 %

Furniture  22 %

Financial products 15 %

New automobile  12 %

Travelled by air in the past twelve months:

Within Canada 91 %

Internationally 72 %

21% have travelled ten times or more in the past year.  
50%  have travelled once or twice internationally  

in the past year.

Cultural activities accessed in the past month:

Restaurant 98 % (5)

Movie 75 % (4)

Music concert 75 % (4)

Art gallery or museum  70 % (4)

Live theatre 62 % (4)
Parentheses denote average visits

Read in past year:

Eleven books or more  65 %

Consumed in the past week:

Wine 73 % (6)

Spirits 55 % (2)

Beer 46 % (5)
Parentheses denote average number of glasses consumed

Spirits preferred: 

Scotch  25 %

Vodka 17 %

Gin 12 %

Financial products owned:

Mutual funds 52 %

gIcs and bonds 63 %

Stocks and equity 41 %

Readership habits
Time spent reading each issue: 

One to two hours 44 %

More than two hours 43 %

The Walrus is a magazine about Canada and its 
place in the world. Do you think the mission is...

Extremely important 79 %

source 2010 mail-in readers’ survey

Walrus readers tend to be frequent travellers, serious readers, and wine and scotch drinkers.  
They are culturally sophisticated and socially active, an urban and urbane  audience with money  
to invest in worthy causes, quality products, and enriching  experiences.

Our Readers
Consumer habits
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63%

18%

14%
5%

2%
10%

16%

60% 4%

3%

2%
1%

2%

Subscribers 39,190 63 %

Newsstand 11,150 18 %
Bulk and sampling 8,500 14 %
Comp list 3,015 5 %
Total 61,855 100 %

Ontario  60%

British Columbia   16%

Alberta   10%

Quebec   4%

Nova Scotia  3%

Manitoba  2%

Saskatchewan  2%

New Brunswick  2%

Newfoundland and Labrador, peI 1%

GuArAnteed rAte bAse of 60,000 

GeoGrAphicAl breAkout

bulk And sAmplinG detAils
8,000 copies distributed via Air Canada  
1,600 copies distributed via hotel partners  
2,500 copies distributed via Walrus-sponsored events 
* Based on the January/February 2012 issue

App downloAds
The Walrus tablet and phone editions have had over 
11,000 downloads, and 6,300 people have downloaded  
the October 2012 issue.

The Walrus magazine is committed to building paid circulation. It is the best measure of our value  
to readers and advertisers, and it guides us in shaping an editorial package of the highest quality  
and greatest relevance.

Circulation
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The Walrus magazine — national edition
size 1 -time 3 -time 6 -time 10 -time

Full page 9,425 8,930 8,540 8,110
Double-page spread 17,190 16,315 15,500 14,700
2/3 page vertical 7,130 6,780 6,440 6,100
1/2 page  6,180  5,870  5,540 5,270
1/3 page  4,740 4,500 4,245 4,030
1/6 page 2,370 2,250 2,130 2,030
• Outside back cover, add 25 percent
• Inside front cover, add 20 percent
• Insert rates available upon request (sample required)
• For special creative units (gatefold covers, etc.) rates are available upon request

NOTE: Only full-page ads will be included in tablet and phone editions of The Walrus magazine. Tablet creative is due at the same time.

Magazine  
Advertising Rates

Publishing schedule 2014
issue full-pAGe Ad close creAtive due in home on sAle

Winter 2014 Oct 31 Nov 6 Nov 29 Dec 9
Mar 2014 Jan 6 Jan 13 Feb 7 Feb 17
Apr 2014 Feb 3 Feb 11 Mar 7 Mar 17
May 2014 Mar 3 Mar 10 Apr 4 Apr 14
Jun 2014 Apr 7 Apr 14 May 9 May 19
Summer 2014 May 5 May 12 Jun 6 Jun 16
Sep 2014 Jul 7 Jul 14 Aug 8 Aug 18
Oct 2014 Aug 5 Aug 11 Sep 5 Sep 15
Nov 2014 Sep 2 Sep 8 Oct 3 Oct 13
Dec 2014 Oct 6 Oct 10 Nov 7 Nov 17
Winter 2015 Nov 3 Nov 10 Dec 5 Dec 15
Mar 2015 Jan 5, 2015 Jan 12, 2015 Feb 6 Feb 16

The Walrus tablet/phone edition
tAblet/phone  per pAGe

Static  2,500
Rich media  2,900
Premium five sec interstitial  3,200

*The Walrus offers in-house design services at an extra charge. Please contact our account manager for details. Note that all ads 
 designed by our in-house designer must be booked one week prior to the closing date listed below. Closing dates are for final 
creative only.
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Our website, thewalrus.ca, 
is a reader-first online portal 
to everything Walrus —  
the ideal digital habitat for 
thought leaders to discuss the 
issues that define Canada’s 
place in the world 

Thewalrus.ca is our  
forum for the  
Canadian conversation 
multimediA

The magazine-branded website features articles 
and archives from The Walrus magazine, along 
with web-only Walrus content. The site also 
features exclusive blog posts, podcasts, Walrus 
TV documentaries, videos of all of our events, 
contests, ebooks, and more.

be the wAlrus, everywhere, every wAy 

All things Walrus, in one place, wherever you 
are, on whatever size screen. Thewalrus.ca has 
been optimized for a great experience on every 
device.  Reflowable elements allow readers to 
easily navigate the site on any size of screen,  
and they include premium ad placement.

reAd, enGAGe, shAre

The multiplatform world of The Walrus engages 
our community and deepens our relationship 
with readers and citizens. Combine your print 
campaign in The Walrus magazine with digital 
advertising at thewalrus.ca, on our tablet 
edition, our digital edition, and Walrus TV — 
at thewalrus.ca/tv. Or go entirely digital.   
Regardless, all of our projects and events create 
a planet where the Walrus community can 
engage on many levels.

Partner with us and you 
can reach them too!

TheWalrus.ca
Digital platform overview
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Visitors to TheWalrus.ca
Visitors to thewalrus.ca (formerly 
walrusmagazine.com) are interested in quality and 
good value. They are affluent and expect to spend 
on cars, household items, and luxury goods. They 
are engaged: 57 percent have a Facebook account, 
28 percent are on Twitter, and 44 percent watch 
TV programs on their computers.

•  Eight in ten take annual personal vacation trips 
in Canada; half take as many as six per year.

•  Two thirds report personal vacation travel 
outside of Canada annually.

•  45 percent report making decisions about 
business travel.

•  Nearly three quarters are homeowners.

•  60 percent expect to use a financial advisor in 
the next twelve months.

•  Half make decisions about computer software, 
hardware, and office equipment.

Topline information
AGe              wAlrus cAnAdA index

15–24 3 % 16 % 19

25–34 17 % 17 % 100

35–44 11 % 18 % 61

45–54 16 % 19 % 84

55–64 21 % 14 % 150

65 + 32 % 16 % 200

Median 41 43 95

Gender              wAlrus cAnAdA index

Male 48 % 49 % 112

Female 52 % 51 % 88

household income

Average HHI $99,550 $65,134 152

HHI $100k+ 39% 18.1 % 204

educAtion

University degree 81% 16.9 % 497

Graduate degree 37 % 5.2 % 884

home ownership

Homeowners 73 % 60.9 % 123

GeoGrAphicAl breAkdown  (within cAnAdA)

Ontario 56%

British Columbia 18%

Alberta 8%

Quebec 8%

Nova Scotia 3%

Manitoba 2%

Newfoundland and Labrador/peI 2%

Saskatchewan 1%

New Brunswick 1%

trAffic

Monthly visitors: 85,000–125,000 
Monthly unique visitors: 60,000–85,000 
Monthly page views: 160,000–250,000  
Average time on site per visit: 5–6 minutes

sources 2011 digital readers’ survey, Statistics Canada 
2007, Google Analytics
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Monthly impression rate base: 100,000 
Now offering optimized ads for retina screens!
mediA  (stAtic imAGe) size monthly rAte

Big box (above the fold) 600 px × 500 px $2,500

Big box (standard) 600 px × 500 px $1,750

Half-page “sticky” big box 600 px × 1200 px $3,000

Footer rectangle 600 px × 200 px $1,000

• Newsletter — 14,000 distribution to opt-in Walrus subscribers, sent 2x per month
•Big box 300 x 250 — $500 per newsletter

the wAlrus tAblet/phone edition   per pAGe

Static  $2,500

Rich Media  $2,900

Premium 5 sec interstitial  $3,200
 
• Please contact us for custom pricing on video pre-roll, full-page interstitials, and e-newsletter placements.

Digital Advertising Rates
thewalrus.ca 

Big box  
(above the fold)

Big box  
(standard)

Footer  
rectangle

Half-page  
“sticky”  
big box
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Thewalrus.ca/tv is home for all Walrus 
TV — specialty programming inspired by The 
Walrus, developed in partnership with Blue 
Ant Media. Programs include original Blue Ant 
documentaries, broadcast on the Smithsonian 
Channel; companion programs inspired by 
the The Walrus magazine; and live videos of 
Walrus debates, symposia, poetry readings, and 
other exclusive events organized by the Walrus 
Foundation. 

 

Use your print creative as a placeholder, or run a 
pre-roll video to pump up your brand.  
Walrus TV has its home on thewalrus.ca/tv, but 
lives everywhere. With a featured video on the 
front page of thewalrus.ca, as well as related 
pieces embedded in each article, our site 
design ensures that visitors are always aware of 
the full Walrus online experience. Each tablet 
edition also includes a featured video on the 
Walrus TV spotlight page, viewable in-app. 

Walrus TV
Multimedia messaging
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Ad sizes 
Ad formAt non-bleed Ad trimmed size bleed mAteriAl size

 Full page * 7.03" × 9.52" 7.88" × 10.88" 8.13" × 11.13"

 Double-page spread * 14.86" × 9.52" 15.75" × 10.88" 16.00" × 11.13"

 2 /3 page vertical 4.63" × 9.52" — 

 1 /2 page horizontal spread 14.86" × 4.63" 15.75" × 5.39" 16.00" × 5.64"

 1 /2 page horizontal 7.03" × 4.63" —  

 1 /2 page digest 4.63" × 6.45" —   

 1 /3 page horizontal spread 14.86" × 3.14" 15.75" × 3.89" 16.00" × 4.14"

 1 /3 page horizontal 7.03" × 3.14" —  

 1 /3 page vertical 2.22" × 9.52" —  

 1 /6 page vertical 2.22" × 4.69" —

 Overcover ad position — 4.25" × 10.88" 4.5" × 11.13"

*Please allow for a type safety of 1/4" and a bleed material allowance of 1/8" on all four sides.
NOTE: These include ad spaces in the iPad, iPod Touch, and iPhone versions of the magazine.  
See tablet and phone production specs on page 11.

Production Specs
The Walrus magazine 
print edition
Continued on page 15 
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Production process
We use a high-speed heat-set web-offset lithography at 
150 lpI and a saddle-stitch bindery method.

Colour proofs
macs digital press proofs are preferred. Should a press 
proof not be provided, The Walrus will run to mac 
 standards. Colour variances within mac tolerances 
must be expected.

Digital files
Send pdf digital files that follow mac standards,  
available at magazinescanada.ca. Look for the dmacs 
spec sheet. Ads must be sized as indicated in this spec 
sheet, otherwise revisions will be requested. Crop 
marks are highly recommended.

Checklist:
q Correct trim and bleed (1/8" added for bleed trim)
q Trim, bleed, centre marks, and colour bars included
q All spot colours converted to cmyk
q All rgb images converted to cmyk
q All high-resolution images are 300 dpI (minimum 

for size-as images)
q All fonts are embedded
q All Illustrator text has been converted to outlines
q All Illustrator item attributes set to 2,400 dpI  

(minimum 1,200 dpI)
q All images saved as .tIff or .eps
q Double page pdf files saved as single pages
q mac standards contract proof supplied with colour 

bars (see above)
q ucr: 300 percent maximum
q gcr: 75  percent maximum
q Live area is 1/4" inside trim
q Bleed area is 1/8" outside trim (use crop marks!)

NOTE: If you are preparing a bleed ad, add the 
1/8" bleed allowance around all four sides of the ad 
outside the crop marks to indicate trim.

Submit digital files by email
Sharon Coates 
Production director 
sharon@sharoncoates.com 
(416) 716-3194

ftp server upload information
Please notify Sharon Coates by email at  
sharon@sharoncoates.com once the ad has been  
uploaded. 

Include The Walrus issue date and advertiser/product 
name in your file name.

 Address: ftp.thewalruslab.com 
 Username: walrusads 
 Password: Market1

Inserts
Mechanical specifications for all supplied inserts —  
sizes, quantities required, shipping instructions, due 
dates, etc. — must be confirmed with the magazine 
production department. 

Gatefold mechanical specifications are available upon 
request.

Production Specs
The Walrus magazine 
print edition
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• JpG or pdf 
• Minimum 336 ppi 
• 5 pt minimum text size 

Tablet price includes one link. For extra links 
see the interactivity section below.

Tips for the iPhone:
Remember the screen size of the iPhone is  
3.5 inches, and so small text can be very hard to 
read. On the iPhone, we suggest a very graphics-
heavy ad, with little or no text aside from a logo. 
If you want to include text, we suggest using a 
portrait ad for the iPhone. 

Interactivity
•  Page links — One link is included for free. 

Extra links are $50 each. Each fee  
includes link placement and device testing.

•  Video — Full-screen pop-up or inline video: 
$600. Each fee includes video placement, 
testing, and hosting.

•  Please read the recommendations for 
video format here: support.magplus.com/
entries/20947006-best-size-of-video. Videos 
should be under 40 Mbps in M4V or mOv. 

•  Make sure the area where you want the user to 
click for interactivity is clearly marked. If you 
wish to include in-line video — that is, video 
that does not pop out but plays in place of an 
image — please include a holding image the 
size of the video you would like to play.

We offer the opportunity to create visually 
compelling and interactive ads, including audio 
and pop-ups, with the help of a Walrus designer. 
For more information, please contact 
sales@thewalrus.ca.

Submit digital files by email 
Sharon Coates 
Production director 
sharon@sharoncoates.com

Interactive elements 
Contact sales@thewalrus.ca for more.

Production specs
mediA visible AreA portrAit

iPad 1,536 px  ×  1,536 px 1,536 px  ×  2,048 px

iPhone 640 px  ×  640 px 640 px  ×  960 px

iPhone 5  640 px  ×  1,136 px

Production Specs
The Walrus magazine 
tablet and phone edition
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The Walrus Foundation offers  
digital/print packages and sponsorship 
opportunities. Please contact your 
account representative for details.

q Any destination urls that result in a redirection loop 
are not permitted.

q All creative must allow for both impressions and 
clicks to be tracked by the Walrus Foundation’s ad 
server.

q <html>, <head>, <title>, <meta>, and <body> tags 
should not be included in the ad unit code.

q All image maps must be client-side image maps.
q dfp for Small Publishers serves all ad units for the 

Walrus Foundation’s web properties, including 
thewalrus.ca.

q Mailchimp serves all e-newsletter placements.
q Flash files must contain a blank clicktag command, 

and linking urls must be listed separately.
q Rich media ads must have alternate gIf or jpg  

versions of creative.
q Any audio must be user initiated with an overt on/off 

button.
q All advertising units must launch a new browser tab/

window when clicked.
q If the creative requires a plug-in, then an appropriate 

sniffer code must be present to detect whether the 
user has the correct plug-in. If not, a default banner 
must be served to them. A user must never be forced 
to retrieve the latest plug-in to view your banner. 
The backup banner should be referenced in the 
Html code and have a click-through url. (Linking 
urls must be domain name based; they cannot be 
an IP address.)

q Detailed trafficking instructions should be provided 
with all creative submissions.

q The Walrus Foundation reserves the discretionary 
right to terminate any campaign.

q Turnaround times: For testing and implementa-
tion, allow three business days for standard media 
and five business days for rich media.

Javascript
q All Javascript ad units must include a backup gIf or 

jpg image file.
q Html comment tags (<!-- -->) must be used to hide 

scripts from browsers that do not support Javascript 
and for browsers for which Javascript has been 
 disabled.

q If the event handler calls a function, then the script 
that executes the function must be submitted as part 
of the ad creative.

Dynamic html
q All styles must be in-line (e.g. <span style=“font-

size:12px;color#000000;”>). External style sheets 
are not permitted.

q If the event handler calls a function, then the script 
that executes the function must be submitted as part 
of the ad creative.

Flash
q All Flash ad units must include a backup gIf or jpg 

image file.
q Flash creative must have a clicktag click-tracking 

code inserted. Instructions for encoding a clicktag 
can be found at google.com/support/dfp_sb/bin/ 
answer.py?hl=en-GB&answer=1085746.

General Guidelines
thewalrus.ca 
Continued on page 18 
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Rich Media
Thewalrus.ca accepts rich media ad units from these 
vendors:
q Adform (adform.com)
q Admotion (admotion.com)
q Atlas (atlassolutions.com)
q Bluestreak (bluestreaktech.com)
q BrightRoll (brightroll.com)
q DoubleClick (doubleclick.com)
q eyeReturn (eyereturnmarketing.com)
q EyeWonder (eyewonder.com)
q Fusebox (fusebox.com)
q Impact Engine (impactengine.com)
q Interpolls (interpolls.com)
q Kwanzoo(kwanzoo.com)
q Linkstorm (linkstorm.net)
q MediaMind (mediamind.com)
q Mediaplex (mediaplex.com)
q Mixpo (mixpo.com)
q Pointroll (pointroll.com)
q Spongecell (spongecell.com)
q Teracent (teracent.com)
q Tumri (tumri.com/advertisers)
q United Virtualities (unitedvirtualities.com)

Please submit dfa Internal Redirect for all  
DoubleClick site placements. For any other ad tag unit, 
please provide Javascript tags for all site placements.

General Guidelines
thewalrus.ca 
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Advertising Policy
Acceptance of any advertisement in 
The Walrus is at the sole  discretion of 
the publisher. All copy and graphics are 
subject to the publisher’s approval

Contracts
The publisher is not bound by any conditions, printed 
or otherwise, on contract or copy instructions when 
such conditions conflict with the rate card or the 
publisher’s policies. Contracts must be completed 
within one year (ten issues). In the case of a lawsuit by 
any party against or enjoining The Walrus relating to 
a given advertisement (including, but not limit ed to, 
libel, copyright infringement, defamation of character, 
or plagiarism), the given advertiser and /or its advertis-
ing agency shall fully indemnify and save harmless The 
Walrus from all costs, damages, and demands.

Terms
Advertisers and their agencies have dual liabil ity to the 
publisher in the event of non-payment for  advertising. 
The agency is responsible for the client, and vice versa, 
notwithstanding any statements to the contrary on 
agency or advertiser insertion orders or contracts.

Rate revisions
The publisher reserves the right to make revisions 
to these rates at any time. Existing contract rates are 
guaranteed only for the next three issues from the date 
of acceptance of the contract.

Payment
Payment is due in Canadian funds at the closing date  
unless credit has been granted.

Credit
Where credit has been granted by the publisher, pay-
ment is due thirty days from the date of the invoice. 
If the advertiser owes the publisher an excess amount 
of credit, the publisher retains the right to cancel any 
additional advertisements.

Agency commission
A commission of 15  percent will be paid to recognized 
advertising agencies.

Cancellation
All magazine ads must be cancelled five business days 
prior to the ad closing date. Failure to do so will result 
in a 25  percent cancellation fee.

production queries to: 
Sharon Coates 
Production Director 
(416) 716-3194 
sharon@sharoncoates.com

Nic Boshart  
Manager of Digital Initiatives 
(416) 971-5004, ext. 275 
web@thewalrus.ca

ship advertising material to:
Production Department, The Walrus 
19 Duncan Street, Suite 101 
Toronto ON  m5H 3H1 
t : (416) 971-5004  f: (416) 971-8768

sales director
Nick R. Cino 
(416) 971-5004, ext. 243 
nick.cino@thewalrus.ca

account manager
Joseph Connolly 
(416) 971-5004, ext. 233 
sales@thewalrus.ca


