
 

CODE OF READER & ADVERTISER ENGAGEMENT 
 
 
Introduction 
 
Reader studies consistently indicate that editorial and advertising are equally important 
parts of the reader experience and that a clear distinction between the two, free from 
ambiguity, is vital. 
 
Readers expect that magazine content will educate, entertain and inspire confidence in 
products and services wherever and however they engage with their favourite magazine 
brands. 
 
Canada’s magazine media are committed to delivering the best possible reading and 
advertising experience and believe that: 

• Magazine readers are entitled to unbiased, accurate reporting and information 
• Magazine advertisers are entitled to a trusting and engaged audience 
• The separation of editorial content and advertising messages must be 

transparent to the reader 
• Editorial integrity must be free of compromise or external influence 

 
The following guidelines were developed by a Magazines Canada national task force as a 
tool for editors and advertising sales teams to achieve business activity goals while 
retaining reader confidence and commitment. They are intended to serve as a guide for 
the treatment of advertiser content across the channels that magazine brands publish to, 
as well as the safe and transparent treatment of customer data where collected. 
 
 
Part I: Print Advertisements 
 
An advertisement is content paid for by an advertiser to promote its products or services. 
In print, such content may appear as a single page, double page spread, fractional 
configuration, insert or onserts; digitally they may appear on websites, newsletters, social 
media, videos and podcasts. Special advertising sections are addressed separately in 
these guidelines, as are digital advertisements and events. 
  
Labelling 
Any advertisement that contains text or design elements that have an editorial 
appearance must be conspicuously identified with the word “advertising’’ or 
“advertisement.” 
 
Appearance 
The layout and design of advertisements should be entirely different from the 
publication’s normal layout and design. 
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Covers 
No advertisement may be promoted on the cover of the magazine or included in the 
editorial table of contents, unless it involves an editorially directed contest, promotion or 
sponsored one-off editorial extra (see “Sponsorship”). 
 
Logos 
The magazine’s name or logo should not appear in advertisements, unless the 
advertisements are for the magazine and/or its promotions (or the advertised product has 
previously received an editorial award or review from the magazine). Similarly, the 
magazine’s name or logo may appear in a third-party advertisement for a promotion, 
contest or event in which the magazine is a sponsor, partner or participant. Advertiser 
logos should not appear on editorial pages, except in a journalistic context, including 
editorial-driven contests, promotions or sponsored one-off editorial extras (see 
“Sponsorship”).  
 
Adjacency 
Advertisements should not be placed immediately before, within or immediately after 
editorial content that includes mention of the advertised products or services. Exceptions 
are allowed for listings and contests, as well as multiple-source articles that quote 
representatives from companies that have placed advertisements; wherever possible, 
efforts should be made to distance the advertisements from the comments. There must 
be no promise of editorial mention in exchange for securing advertisements. 
 
Product Placement 
No advertiser may purchase product placement or mention in editorial pages, 
photographs or illustrations. 
 
Sponsorship 
An advertiser’s name or logo may not be used to suggest advertising sponsorship of any 
regularly appearing editorial. Nor shall any regularly appearing editorial be labelled as 
“sponsored” (or “brought to you by” or any other variation thereof) by an advertiser. 
 
Sponsorship language may only be used with one-off editorial extras, such as special 
features, sections, contests, stand-alone brand extensions, inserts and onserts, provided 
the editorial content of the editorial extra does not mention or endorse the advertiser (and 
the advertiser does not have input in the creation of the editorial). Sponsorship language 
may also be used for annual awards programs and rankings.   
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Part II: Advertising Sections 
 
A special advertising section is a set of advertising pages unified by a theme, 
accompanied by editorial-like text. In order to avoid potential conflicts or overlaps with 
editorial content, publishers should notify editors well in advance of their plans to run 
special advertising sections. 
  
Labelling 
Each text page or spread in special advertising sections must be conspicuously identified 
as advertising, using phrases containing the words advertisement, advertising or 
promotion. 
 
Appearance 
The layout and design of such sections should be entirely different from the publication’s 
normal layout and design. 
 
Cover 
No special advertising section may be promoted on the publication’s cover or included in 
the editorial table of contents. 
 
Logos 
The publication’s name or logo should not appear in the headlines, text or folios of such 
sections (unless the advertised product has received an editorial award from the 
magazine). A line such as, “As published in [magazine name here]” may appear on the 
first page or cover of the advertising section to accommodate overrun opportunities. 
 
Staff 
The names, titles, bylines and/or pictures/headshots of regular, full-time editorial staff 
should not appear in or be associated with such special advertising sections. Nor should 
their names, bylines and/or pictures/headshots be associated with third party inserts in 
their magazine. In topics and fields that they cover editorially in their magazine, staff 
should not be associated with contract magazines published by their magazine company, 
by advertisers themselves or by third parties such as contract publishers. Exceptions can 
be made for art staff desiring to improve the appearance of a special advertising section 
to better suit their magazine’s environment. 
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Part III: Events 
 
A publication’s name and logo may appear alongside sponsor logos for event collateral 
created by the brand. Sponsors/advertisers should not have sole decision over event 
format in events associated with editorial initiatives of the brand. Where advertisers have 
had input into content or format for an event this should be disclosed to the audience in 
the event collateral. 
 
Activations  
Magazine brands may be engaged to host activations for marketing clients as part of an 
integrative advertising campaign. Typically, these occur on the advertiser’s premises and 
are promoted to the magazine brand’s audience using the channels available to them. 
Though editors may participate, take care to distance them from event design as well as 
transparency in the event promotion are recommended. 
 
 
Part IV: Digital Advertising 
 
The types of advertising, delivery methods, measurement and tracking of visitor 
information on websites evolves regularly. Every effort should be made to label and 
distinguish advertiser content from editorial and to create a mix that ensures editorial 
content is the dominant type of content on a website or on a social media feed. As in 
print, in order to avoid potential conflicts or overlaps with editorial content, publishers 
should notify editors well in advance of their plans to run digital advertising content. 
Publishers and editors should agree on language for use in labelling advertising content 
and on its consistent application. 
  
Canadian Anti-Spam Legislation (CASL) 
Canadian Anti-Spam Legislation (CASL) requires that those who send commercial 
electronic messages or install programs on computers or networks have express consent 
from visitors. Publishers must comply with CASL and get express consent to send third 
party email messages or e-blasts and be aware of other activities on their websites that 
fall under this legislation. Express consent in collecting visitor information including but 
not limited to email addresses and disclosure in privacy policies is required. 
 
General Data Protection Regulation (GDPR) 
The General Data Protection Regulation (GDPR) is a regulation in EU law on data 
protection and privacy in the European Union (EU) and the European Economic Area 
(EEA). It also addresses the transfer of personal data outside the EU and EEA areas. The 
GDPR aims primarily to give control to individuals over their personal data and to 
simplify the regulatory environment for international business by unifying the regulation 
within the EU. 
 
The scope of GDPR is broad. Publishers have an obligation for the protection of private 
data but they are additionally responsible for understanding how GDPR impacts the 
collection of data on their websites, whether they are subject to GDPR, and the legal 
implications especially where they have a known EU audience, and the scope of GDPR 
expands. 
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Personal Information Protection and Electronic Documents Act (PIPEDA) of Canada 
The collection of customer information such as financial information and shipping 
information is governed by the Personal Information Protection and Electronic 
Documents Act (PIPEDA) of Canada, which requires that organizations obtain consent 
when they collect, use or disclose the individual’s personal information. Visitors have a 
right to access the personal information that is held by an organization and to challenge 
its accuracy. Knowledge of the Act and how it may apply to business activities such as 
subscriptions, product and ticket sales, is required. 
 
Privacy Policy 
A privacy policy on your website must detail all the ways you collect information on 
visitors and how you use that data, as well as how that information is safeguarded. It 
should also indicate how a visitor can contact the publisher to have this data updated or 
removed. 
 
Branded Content 
Branded content, native content, web advertorial, sponsored content and content 
marketing are interchangeable terms used to describe the placement of advertising 
content that uses storytelling and is placed on a website within the content stream. It is 
also a marketing approach that is adopted on other media channels such as video, 
podcasts, image-driven social media, activations, events and more. This content should 
always be labelled as advertising using an in-house style guide created to ensure 
consistent labels and transparency of the origin of the content for readers. 
 
Labelling 
In digital workflow, “paid content,” “paid program,” “brought to you by” and “sponsored 
content” are commonly used labels that differentiate advertiser content from editorial. An 
in-house style should be developed to use the least ambiguous terms and have them 
consistently applied on thumbnails, articles and traffic drivers like display ads and social 
media posts. Publishers may choose to label display advertising on their websites as 
“advertising” if they deem it may get confused with editorial modules. Where advertiser 
messages are placed on publishers’ social stream, this content should be prominently 
labelled using a hashtag and the words advertising and/or sponsored. 
 
Appearance  
On websites, branded content may be posted using the publication’s article style 
provided it is conspicuously labelled as an advertisement using the publication’s 
preferred terms. Digital display ads provided by advertisers should be entirely different 
from the publication’s normal layout and design. 
 
Logos 
Advertiser logos should be placed conspicuously within branded content preferably at the 
top of the article with the label “paid content,” “brought to you by” or the term agreed to 
within the style guide. Magazine logos should not appear within the body of branded 
content, where advertiser logos should appear. Magazine logos may appear with 
advertiser logos on digital advertisements for the purpose of driving traffic within a 
specific time frame to sponsored one-off editorial extras. Magazine logos may appear 
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with advertiser logos where content is produced by the editorial team as a one-off 
sponsored section. 
 
Affiliate Links  
Where publishers derive commission from affiliate links in lists and reviews, the 
relationship should be disclosed as well as whether products were selected 
independently. In the event they were not, the article should be labelled as paid content. 
 
Retargeting or Remarketing 
Retargeting and remarketing are terms used interchangeably to describe the process of 
advertising a product or service to an individual based on their browser history, as they 
browse the web. This is accomplished using pixels and retargeting lists. Publishers that 
market this service to advertisers should disclose this in their privacy policy. 
 
Programmatic Advertising  
Programmatic advertising is the automated buying and selling of online advertising, 
delivered over ad networks, using data to target audience segments. Publishers running 
programmatic advertising on their website should disclose this in their privacy policy. 
 
Social Media 
Social media is a catchall term used to describe third-party services and apps where 
publishers can interact with registered users of that community. Publishers must ensure 
that any advertising content that appears on their brand’s account is labelled 
“#sponsored” or “#advertising”, that the app’s business manager is used where possible, 
in which case ads are labelled as paid partnerships by the app and that transparency with 
visitors around the use of their personal data is adhered to. If social media data is used to 
retarget advertising this should be disclosed on the website’s privacy policy. 
 
Influencers 
Where publishers work with influencers as part of a paid media campaign, those 
individuals must disclose the financial relationship in their posts. 
 
Newsletters 
eNewsletters that contain 100% advertiser content, also referred to as e-blasts and third-
party newsletters should be conspicuously labelled as advertiser content and only sent to 
individuals who have consented to receive third party information. Labels may include 
subject line disclosure, logos and the language “brought to you by,” “sponsored by,” 
etc., according to the publisher’s in-house style. Any financial benefit to the publisher 
beyond the media value of the e-blast such as commission for referrals should be 
disclosed within the body copy or mouse print. 
 
Staff 
The names, titles, bylines and/or pictures/headshots of regular, full-time editorial staff 
should not appear in or be associated with branded content. 
 
Regulatory References 
Canada’s Anti-Spam Legislation (CASL) 
https://crtc.gc.ca/eng/internet/anti.htm 
 

https://crtc.gc.ca/eng/internet/anti.htm
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General Data Protection Regulation (GDPR) 
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32016R0679&from=EN 
 
The Personal Information Protection and Electronic Documents Act (PIPEDA) 
https://www.priv.gc.ca/en/privacy-topics/privacy-laws-in-canada/the-personal-information-
protection-and-electronic-documents-act-pipeda/p_principle/principles/p_access/ 
 
 
 
CONTACT US 
 
Magazines Canada 
555 Richmond St. W., Suite 604 
Toronto, Ontario M5V 3B1 
info@magazinescanada.ca 
magazinescanada.ca 
 
 
 

 
 
The Code of Reader and Advertiser Engagement was developed as part of the Age of 
Disinformation project, which aims to combat disinformation and misinformation in 
Canadian media. For more information on this resource series, please visit 
magazinescanada.ca/pd/the-age-of-disinformation. 
 
We acknowledge the support of the Government of Canada for this project. 
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