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The right ad mix depends  
on whether the dealership  
is in a rural or urban area

By STEPHANIE WALLCRAFT
T O R O N T O  C O R R E S P O N D E N T

IT’S NO SECRET THAT AUTOMOBILE  
dealers have made an enormous shift into 
online advertising in recent years, most nota-
bly through Google AdWords and Facebook. 
But in Canada’s unique sales environment, 
where small towns can be geographically dis-
tant and cover a broad range of demograph-
ics, the key to a dealer’s success remains in 
knowing the local market.

While online advertising often delivers 
higher returns at a lower cost in urban set-
tings, some small-town dealers report that 
maintaining a presence in traditional print 
and broadcast is still important for reaching 
their local communities.

“We’re still doing some print and some 
radio just to keep ourselves in the door,” 
says Mike Ball, General Manager of North 
Island Nissan in Campbell River, B.C., a small 
town on Vancouver Island. Ball estimates 

The number rises to 15.5  
per cent by 2020 in a drive to 
put 100,000 units on the road

By BENOIT CHARETTE
M O N T R E A L  C O R R E S P O N D E N T

QUÉBEC’S ZERO EMISSION VEHICLE 
(ZEV) law could come into effect with-
in a matter of weeks, forcing automak-
ers that sell vehicles in the province to 

offer a percentage of models powered by 
electricity in accordance with the overall 
number of vehicles they sell in the prov-
ince per year.

ZEV percentages will start at 3.5 in 
2018, rising to 15.5 per cent of sales by 
2020. Automakers contacted were gener-
ally supportive of the bill, and confident 
they could meet its opening percentage 
demands.

Québec will join 10 United States 
states that have voted for similar laws.

Championed by David Heurtel, 

Québec Minister of Sustainable 
Development, Environment and the 
Fight Against Climate Change, Bill 104 
seeks to “stimulate” the ZEV supply, giv-
ing Québec consumers access to a great-
er number and a wider variety of plug-in 
vehicles.

The bill will require automakers 
to sell or lease a minimum number of 
zero-emission vehicles (ZEVs) through 
a tradable credit system. Heurtel also 

SEE QUEBEC PAGE 18

SEE DEALERS PAGE 18

IT’S LAW: In Québec, 3.5 per cent of new cars to be ZEVs 

Online,
print  
or radio?

ADVERTISING BEST PRACTICES COLLATERAL DAMAGE

Mercedes-Benz pays the price for VW diesel scandal

AFFECTED: C-Class sedan

AFFECTED: E-Class sedan

By STEVE MERTL
T O R O N T O  C O R R E S P O N D E N T

MERCEDES-BENZ CANADA 
says a delay of some of its 
2017 models – in some cases 
up to two months – is due 
to the Volkswagen Group’s 
year-long diesel-emissions 
scandal.

President and CEO Brian 
D. Fulton, the first Canadian 
to head the automaker in 
Canada, says increased scru-
tiny by U.S. and Canadian 
emissions regulators affects 
both Mercedes-Benz gasoline 
and diesel models.

“VW certainly hasn’t 
made it easier for any of 
us with regards to what 
happened,” Fulton told 
Automotive News Canada.

Regulators “are review-
ing our products like they’ve 
never reviewed them before 

and certainly this has led 
to some fairly significant 
delays. We’ve seen that on 
our side as well regarding 
certification. It’s caused a 
lot of frustration. I’d be lying 
if I said we’re not banging 
our head against the wall 
at times; and our dealers as 
well, and our customers.”

David Adams, president 
of the Global Automakers of 
Canada, which represents 
import brands said other 
import manufacturers “are 
experiencing the same chal-
lenges,” he said. Adams 
declined to provide examples.

Fulton said the certifi-
cation process has delayed 
several new Mercedes-Benz 
models including the C-Class 
sedan and 2017 GLS tall 
wagon. 

SEE M-B PAGE 18

Kia questioned the need for a law 
since the Soul EV is already available 
in 11 Québec dealerships with plans 
to add more before year’s end. 
( P H O TO :  K I A )
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DELAYS VW certainly hasn’t made it 
easier for any of us with regards 
to what happened.
BRIAN D. FULTON 
Mercedes-Benz Canada President 

AFFECTED: GLS 
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Automotive News Canada is a suite of news products 

focused exclusively on the Canadian auto industry, 

from automakers and suppliers, to dealers and 

dealership operations, and finance and insurance 

companies.

The Canadian auto market is a unique business 

culture with dynamics very different than the U.S. 

market. With nearly 2.4 million vehicles built in 

Canada every year, adding $84 billion to the national 

economy, there are big personalities to cover and 

fascinating stories to tell. A team of editors and 

journalists from New Brunswick to British Columbia 

share these stories from a decidedly Canadian 

perspective, via the monthly print edition, a robust 

website and numerous email newsletters.

The introduction of Automotive News Canada 

in 2016 was met with great enthusiasm. We look 

forward to the year ahead and all the new stories it will bring. We invite you to 

be a part of the opportunities this continuing adventure presents.

Jeff Melnychuk
Editor-In-Chief
Automotive News Canada 

Jason Stein
Publisher
Automotive News Canada

It’s not actually hot enough in Canada  for the company’s troubled airbags to fail (yet),  but 4.3 million are being recalled anyway.Automakers, dealers pick up the pieces.

1,000 new Canadian engineers will guide autonomous, connected and alternative-fuel vehicles
Some owners say it’s too late in the process to stop now, while others hope for a quick rebound

researched the idea of a Canadian news operation, you told us unan-imously that you wanted more cov-erage.
Automotive News has been reporting on the Canadian industry for most of its 

91 years, 
but clear-
ly there are more sto-

ries to tell from a real Canadian per-spective.
Leveraging a century of Crain’s commitment to journalism, there is a new suite of print and digital news products dedicated to reporting on the Canadian automotive business, from automakers and suppliers, to dealers and dealership operations, and finance and insurance companies. 

The Canadian automotive market is a very different business culture with a very different dynamic than the U.S. market. There are nearly 2.4 million vehicles built in Canada every year, pumping $84 billion into the nation-al economy. Aside from the numbers, there are personalities and big issues to cover.
To that end, we’ve enlisted report-

ers and editors from Moncton, N.B. to Vancouver, B.C. But that’s not all. Automotive News Canada also has the global team of Automotive News writers, editors and researchers. That means a commitment to delivering the best news via a monthly printed prod-uct with up-to-date Canadian sales fig-ures, an up-to-the-minute website full of daily news stories, a weekly newsletter delivered to your in-box every Monday morning, and breaking-news alerts whenever major events happen. Learn more at www.automotivenews.ca. With that, let’s share our great sto-ries. Welcome to the first issue of Automotive News Canada.

By KELLY TAYLORW I N N I P E G  C O R R E S P O N D E N T
CANADA WILL PLAY A MAJOR ROLE  in deciding the global future of the world’s largest carmaker, as General Motors plans to hire 1,000 Canadian engineers in the next five years to research, design and prototype autonomous, connected and alternative-fuel vehicles.

From its Communitech research facili-ty in Waterloo, Ont., to its software centre 
in Markham, Ont. and its 
planned Urban Mobility 
Campus in 
the heart of 
Toronto, GM 
Canada has 
been granted a major stake in the future of a global brand bracing for significant upheaval in how the world’s population gets around.“This is a real testament to the talent we produce in Canada,” said Jennifer Wright, GM Canada spokeswoman. “With these high-calibre graduates, the company believes Canada doesn’t have to take a back seat to any other jurisdiction.“This is a huge feather in the cap for GM Canada, proving the company believes Canada can lead in the future of connected vehicles and the future of mobility.”

By HARRY PEGGC A L G A R Y  C O R R E S P O N D E N T
COME HELL, HIGH  water or an oil collapse that has ravaged Alberta, something seeming-ly strange is happening: new dealerships are pop-ping up like dandelions in Calgary.

Oil is hovering around US $50 a barrel and Alberta is in a serious economic downturn as companies lay off work-ers; nearly 63,000 jobs were lost in the prov-ince in 2015, according to Statistics Canada.But economic woes – tens of billions of dol-lars in energy investment alone have been canceled or deferred – haven’t dampened the optimism of auto dealers. They remain bullish on the province’s ability to rebound, partic-ularly in Calgary, which was hard hit by the oil-price collapse, and where 60,000 in the Calgary cen-sus metropolitan area were looking for work in December, according to figures from crown corpo-ration Alberta Treasury Branches Financial (ATB Financial).
Five new dealerships 

New Calgary  
dealerships 
keep popping 
up despite 
wretched  
economy

TAKATA RECALL

COLDPLAY
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BY ROBERT BOSTELAARO T T A W A  C O R R E S P O N D E N TNOT ONE TAKATA AIRBAG IS KNOWN TO have misfired in 
Canada, yet the impact of a worldwide recall for the safety-device-
gone-wrong is resonating across the country's auto sector.

Already, 4.3 million airbags have been recalled in Canada to 
replace inflators that can explode with too much force and scatter 
shrapnel through a vehicle cabin. Globally, the recall could top 100 

million units by 2019; the car industry's largest recall ever.
The cost of replacing all these devices, when the bill is final-

ly totaled, will also be mammoth, and not just for Japan-
based Takata Corp. and the multiple automakers it sup-

plies. Canadian car dealers, caught with vehicles on 
their lots that can't be sold until repairs are made, are pressing for compensation.For regulators, meantime, the airbag debacle could add impetus to plans to toughen Canada’s recall laws.And all for inflators believed to pose little risk unless exposed to years of high heat and humidity that can cause their ammonium nitrate-based propellant to degrade.

SEE 1,000 NEW PAGE 10

SEE CALGARY PAGE 21

SEE ZERO TAKATA PAGE 21
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Canada  
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GM’s future 
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61% 
Ontario

9% 
Quebec

8% 
Alberta

3% 
Newfoundland 
and Labrador, 
Prince Edward 
Island, New  
Brunswick & 
Nova Scotia

4% 
Northwest 
Territories, 
Saskatchewan 
& Manitoba

7% 
Yukon  
Territories 
& British 
Columbia

The Audience
DISTRIBUTION BY PROVINCE

8% Other/Unknown

12,575  Total Unique Circulation

40% 
Dealers

26% 
OEMs/Suppliers

34% 
Professional Services/Others

PRINT AUDIENCE:

9,224 Per Month 

DIGITAL AUDIENCE:

5,081 Per Month

Approximately 1,730 of these readers receive both the print and digital edition.
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COMPARED TO OTHER COUNTRIES,Canada continues to lose ground in auto-assembly capacity. But curiously, there isincreased activity by Canadian companiesinvolved in progressive automotive tech-nologies.
Looking at the bad news first, Canada’speak year for auto assembly was 1999 whenmore than three million vehicles rolled offassembly lines in places like Oshawa,Oakville, Windsor, Brampton, Ingersoll,Allison and Cambridge, Ont.In 2014, the total was down to 2.4 mil-lion. At one time Canada was the fourthlargest assembly country in the world.DECLINING INVESTMENT IN PLANTS“Now we’re 10th, and over the next fewyears, we’ll drop to 11th and 12th, as othergrowing and developing economies pass usas well,” says Anthony Faria, professor atthe Odette School of Business, Universityof Windsor, Ont., who tracks declininginvestment in Canadian auto plants.The importance of assembly facilitiesand their well-documented ability to create“spin-off” jobs in Canada continues todominate the auto industry conversation.Michigan’s Center for AutomotiveResearch (CAR) now estimates that everyassembly job creates another 10 jobs in the

economy. The number was recently raisedto 10 because more content is now packedinto all vehicles, and suppliers generallybuild this content.According to Industry Canada, about40,100 people are directly employed inCanadian auto assembly plants, whileabout 81,300 are directly employed in auto-parts production.Applying a multiplier of 10, the total ofall jobs launched from current Canadianvehicle manufacturing assembly could wellbe more than 400,000, though not all thosejobs would be contained within Canadianborders.
LOOK TO R&D

If there’s an opportunity to expandCanada’s auto industry outside of addingassembly capacity, it is in research anddevelopment, said Faria.Whenever Canada’s “auto czar” RayTanguay discusses Canada’s auto industrystrengths to encourage more auto invest-ment from automakers, he never fails tomention the country’s ability to deliverautomotive research and development.“It’s almost like a calling card,” saysTanguay, a former senior executive atToyota Canada who heads a new federal-provincial automotive investment

If this were hockey,Canada would be losing its mind.And some would argue that the country’s largestmanufacturing sector is a bit more important.So, what is the industry doing about it?

SPECIAL REPORT ON MANUFACTURING

By MICHAEL GOETZF R O M O S H AW A

SEE IS THERE PAGE 6

Robotic welders assembleLexus RX 350 bodies atToyota Motor ManufacturingCanada’s South Plant inCambridge, Ont. (PHOTO: LEXUS)

Larry Hutchinso
n will report dir

ectly to

Jim Lentz, presiden
t and CEO of

Toyota North Am
erica.

Ford’s Dianne
Craig says the
challenge isn’t
who has the
most tech,
but creating
buyer inter-
est with it.

A FORM OF AUTOMOBILE FINANCING

that virtually disappeared under the

global economic collapse is returning to

popularity in Canada.

The apparent hibernation of leasing

had nothing to do with customer prefer-

ences and everything to do with a tight

money supply and crumbling residual

values of the vehicles.

“As credit conditions have improved

in recent years, leasing has started to

revive,” said Carlos Gomes, senior econo-

mist and auto industry specialist at

Scotiabank.
“The auto industry loves it because

the consumer is back in three to four

years. The consumer is happy because of

the lower monthly payments than in an

outright purchase.”

The monthly payment drives the

industry, and as leasing disappeared,

other alternatives, such as 72-, 84- and

even 96-month loans came into the mar-

ket. But while such long-term loans drove

down payments and helped push cars out

the door, they introduced their own prob-

lems, said Glen Demetrioff, president of

DMT Development Systems Group Inc.,

which supplies integrated IT solutions to

manufacturers and automotive clients in

30 countries.
“For the long-term finance options,

there are a lot of dangers to the indus-

try,” he said. “You’re off warranty, you

have a long term and negative equity; all

those are very hard for a dealer and a

manufacturer to convert to a buyer.”

Demetrioff, whose company tracks

and forwards consumers’ online prefer-

ences to automakers, said the return of

leasing is customer-driven, a point

echoed by Steve Milette, director of sales

for Hyundai Auto Canada.

As well, Milette said with leasing

options that make sense for both the cus-

tomer and carmaker, there are benefits

LAUNCH EDITION 2016
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SECOND FRONT

Canadians could
n’t commit

to the terms and
automakers

couldn’t figure ou
t residual

values, but finan
cial stability

has meant a turn
around as

well as one key
benefit of

leasing: knowing
when

customers will be
back

By KELLY TAYL
OR

W I N N I P E G C O R R E S P O
N D E N T

Leasing claws its way back from the dead

Ford’s billion-dollar

gamble on the
buying experience

over car content
BALLARD SIGNS FUEL-CELL

DEAL WITH CHINA-BASED

COMPANY
Ballard Power

Systems of Vancouver

has signed a deal with

China’s Guangdong

Synergy Hydrogen

Power Technology Co.

Ltd. to supply fuel-cell

stacks for commercial

buses.
Recent momentum in

Ballard’s fuel-cell sales

has been driven primari-

ly by “heavy duty power

applications, specifically

to power mass transit

buses and urban trams,”

said Ballard President

Randy MacEwen.

Each FCvelocityTM-

9SSL fuel cell stack will

deliver about 15 kilo-

watts of power, appropri-

ate for range-extension

applications.
This deal follows on

previous agreements

announced last year

worth $36 million related

to production of 330

buses and urban trams,

MacEwan said.

CAA CLUBS TO MERGE

Canadian Automobile

Association South

Central Ontario (CAA

SCO) and CAA Manitoba

will merge later this year,

subject to member and

regulatory approval.

The merger will

enhance roadside assis-

tance, travel and insur-

ance services in both

provinces, proponents

say, but both companies

will continue to operate

under their current

respective brands.

CAA SCO president

Jay Woo says the union

would provide a superior

member experience for

its two million members.

“The combination of

resources and expertise

will deliver greater capa-

bilities, innovations and

advocacy expertise,” Woo

said.
MAGNA MATES WITH

TRANSMISSION MAKER

Aurora, Ont.-based

Magna International Inc.

has acquired leading

independent transmis-

sion supplier Getrag.

The move helps

Magna ramp up more

quickly in China, a mar-

ket for key growth, said

CEO Don Walker.

The $2.7-billion buy-

out combines Magna’s

Powertrain expertise

with Getrag’s established

product line: a range of

transmissions including

manual, automated-man-

ual, dual-clutch, hybrid

and other advanced sys-

tems. In particular,

Getrag is a leader in the

market for dual-clutch

paddle-shift transmis-

sions, which is a segment

expected to experience

high growth globally

over the next decade.

Jake Hirsch, Magna

Powertrain president,

sees “an excellent fit” for

its potential to offer com-

plete engine/transmis-

sion systems for

automakers looking to

outsource and cut costs.

TRANS-CANADA NEWS 5,000 KILOMETRES

OF STORIES

FORD’S US $4.5 BILLION OUTLAY TO

add 13 new electrified vehicles to its

product lineup by 2020 defines the

automaker’s commitment to giving

buyers “the power of choice.”

Dianne Craig, Ford of Canada presi-

dent and CEO, says the company is

moving from being an automaker to a

“mobility provider.”

That process will redefine how

future vehicles are created, she said in

an interview at the recent North

American International Auto Show in

Detroit, Mich.
Beyond broadening its range of elec-

trified vehicles and offering cleaner,

more efficient vehicles overall, Ford is

changing its internal product-develop-

ment practices.

With insights from social scientists,

Ford is moving from features-based

product development, to a consumer

experience-led process.

In “reimagining” how to set itself

apart in the marketplace, the focus will

be on the customer experience “and not

just the vehicle itself.”

Going forward, she said, the chal-

lenge isn’t who has the most technology

in its vehicles, but who best organizes

that technology in a way that excites

and pleases people.

Social science-based research

observes how consumers interact with

vehicles to gain new insights into “the

cognitive, social, cultural, technological

and economic nuances” that affect

product design.

This new way of working brings

together marketing, research, engineer-

ing and design “in a new way to create

meaningful user experi-

ences,” Craig said, rather

than individually devel-

oping technologies that

must then be integrat-

ed into a final product.

By JOE KNYCH
A

N E W S E D I T O R

A SERIES OF EXECUTIVE appointments

aimed to better position Toyota Canada

Inc. to address customer needs and

enhance sustainable growth includes the

first Canadian to lead the company in

Canada.
Larry Hutchinson, former vice-presi-

dent of sales and marketing, was named

president and CEO, effective Jan. 1.

Hutchinson will oversee all aspects of

sales and marketing in Canada, report-

ing directly to Jim Lentz, president and

CEO of Toyota North America.

Cyril Dimitris, who was managing

director of Lexus and Scion divisions in

Canada, now occupies Hutchinson’s for-

mer office, while Jennifer Barron, for-

mer national director of the retention

service, assumed the helm as director

manager for Lexus/Scion.

The changes, the company said in a

statement, were made to improve long-

term sustainable growth in North

America and globally.

Hutchinson, of Richmond Hill, Ont.,

joined TCI as an analyst in 1986, and

holds a Bachelor of Business

Administration degree from Wilfrid

Laurier University in Waterloo, Ont.

He participated in the launch in

Canada of Lexus before taking over man-

agement of vehicle-distribution opera-

tions. He then assumed the role of direc-

tor, overseeing advanced product plan-

ning, distribution, sales planning and

customization development and market-

ing. He also managed the Toyota

Certified Used Vehicles program.

Hutchinson succeeds Seiji Ichii, TCI

president since 2012, who has returned to

Japan to take on a new, undisclosed

assignment.

BY AUTOMOT I VE
NEWS CANADA STAFF

Toyota Canada’s
first Canadian
boss focused
on sustainability

RAISING A CUP
Del Kanton of D

auphin, Man., fo
und a slightly

charred and fad
ed paper cup b

earing the Body

by Fisher logo
in the frame of

a 1975 Firebird

that he recently
restored for a c

lient. Cutting in
to

the frame, Kant
on smelled pap

er smoke; furth
er

investigation re
vealed the coffe

e cup, faded an
d

stained. “It was
probably just a

joke to whoeve
r

left it there,” Ka
nton said. “He n

ever auto-

graphed it.”
(PHOTO: JOE K

NYCHA, AUTOM
OTIVE NEWS C

ANADA)

SEE LEASING PAGE 30

SEE TRANS-CANADA PAGE 28

Aggressive fina
ncing programs

helped dealers
through the eco

nomic

downturn, but c
ustomer retenti

on

was difficult to
manage.
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AD CLOSE: APRIL 25

Retail tech and talent: Finding 
great personnel in a challenging 
dealer space

MAY
AD CLOSE: MARCH 28

Auto factories in Canada: What 
is built where and what does the 
future hold?

APRIL
AD CLOSE: MAY 30

Cybersecurity: How dealers are 
preparing for the IT challenges of 
today

JUNE

AD CLOSE: JULY 25

Automaker Q&A: Talk from the Top

Marketing: The latest trends in 
online, mobile and viral strategies

AUGUST
AD CLOSE: JUNE 27

Regulation and emissions: 
Ottawa’s impact on the auto world 
in 2017

JULY
AD CLOSE: AUG 29

Fixed Operations: Getting the most 
out of the dealership’s profit centers

SEPTEMBER

AD CLOSE: SEPT 26

Autonomy and mobility: Carving 
out a future in Canada’s tech sector

OCTOBER
AD CLOSE: OCT 31

Future product: What’s coming to 
dealerships in 2017?

NOVEMBER
AD CLOSE: NOV 28

Remarketing: How the auction 
business is changing in Canada

DECEMBER

Editorial Calendar
Topics we highlight every month:

Monthly sales report:  
Roundup of monthly sales and data analysis

Dealer Best Practices:  
Stories in retail innovation

Cars & Concepts:  
Vehicles that have people talking

AD CLOSE: DEC 27

Top trends for 2017: A look at 
retail, manufacturer and supplier 
innovations and stories to watch in 
the year ahead

Finance & insurance: Trends and 
innovative models 

JANUARY
AD CLOSE: FEB 28

Technology: From Vancouver to 
Waterloo University, an examination 
of leaders in the Canadian 
technology space

MARCH
AD CLOSE: JAN 31

Toronto auto show: Guide to new-
car introductions, concepts

Sales guide (2016): full year in 
review

FEBRUARY
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Junior Page (40”) 3,800 3,686 3,572 3,458 3,344

1/2 Page (35”) 3,500 3,395 3,290 3,185 3,080
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Cover / Full Page

Trim: 10 7/16” x 14 1/2”

Bleed: 10 11/16” x 14 3/4”

Non Bleed: 9 7/8” x 14”

Half Page

Trim: 10 7/16” x 7 3/8”

Bleed: 10 11/16” x 7 5/8”

Non Bleed: 9 13/16” x 7”

2-Page Spread

Trim: 20 7/8” x 14 1/2”

Bleed: 21 7/8” x 14 3/4”

Non Bleed: 20 1/8” x 14”

Junior Page

Non Bleed: 

7 13/16” x 10”

Quarter Page

Non Bleed:

 5 13/16” x 6”

Page One
Non Bleed: 5 13/16”x 1



Website & Emails

Through a weekly email newsletter, website and breaking 

news alerts as needed, Automotive News Canada serves 

Canadian automotive industry executives and global auto 

executives with responsibility for the Canadian market with 

the information they need. 

Purchased monthly, your ad message appears on the 

website and within the weekly newsletter, or within the 

breaking news alerts.

Online Advertising

RATES

Weekly Newsletter/ Website Rate
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20,000 1,000
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Lower Leaderboard 728x90 6,000 500
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Top Leaderboard 728x90 20,000 $1,000
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All rates are net and are shown in Canadian dollars.  
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Impressions

Top Leaderboard – 728x90
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website only)

Lower Leaderboard – 728x90

(breaking news alerts only)
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It’s not actually hot enough in Canada  
for the company’s troubled airbags to fail (yet),  

but 4.3 million are being recalled anyway.
Automakers, dealers pick up the pieces.

1,000 new Canadian engineers 
will guide autonomous, connected 
and alternative-fuel vehicles

Some owners say 
it’s too late in the 
process to stop 
now, while others 
hope for a quick 
rebound

researched the idea of a Canadian 
news operation, you told us unan-

imously that you 
wanted more cov-
erage.

Automotive 
News has been 
reporting on 

the Canadian 
industry for 

most of its 
91 years, 

but clear-
ly there 

are more sto-

ries to tell from a real Canadian per-
spective.

Leveraging a century of Crain’s 
commitment to journalism, there is 
a new suite of print and digital news 
products dedicated to reporting on the 
Canadian automotive business, from 
automakers and suppliers, to dealers 
and dealership operations, and finance 
and insurance companies. 

The Canadian automotive market is 
a very different business culture with 
a very different dynamic than the U.S. 
market. There are nearly 2.4 million 
vehicles built in Canada every year, 
pumping $84 billion into the nation-
al economy. Aside from the numbers, 
there are personalities and big issues 
to cover.

To that end, we’ve enlisted report-

ers and editors from Moncton, N.B. 
to Vancouver, B.C. But that’s not all. 
Automotive News Canada also has 
the global team of Automotive News 
writers, editors and researchers. That 
means a commitment to delivering the 
best news via a monthly printed prod-
uct with up-to-date Canadian sales fig-
ures, an up-to-the-minute website full of 
daily news stories, a weekly newsletter 
delivered to your in-box every Monday 
morning, and breaking-news alerts 
whenever major events happen. Learn 
more at www.automotivenews.ca. 

With that, let’s share our great sto-
ries. Welcome to the first issue of 
Automotive News Canada.

By KELLY TAYLOR
W I N N I P E G  C O R R E S P O N D E N T

CANADA WILL PLAY A MAJOR ROLE  
in deciding the global future of the world’s 
largest carmaker, as General Motors plans 
to hire 1,000 Canadian engineers in the next 
five years to research, design and prototype 
autonomous, connected and alternative-fuel 
vehicles.

From its Communitech research facili-
ty in Waterloo, Ont., to its software centre 

in Markham, 
Ont. and its 
planned Urban 
Mobility 
Campus in 
the heart of 
Toronto, GM 
Canada has 
been granted a 
major stake in 
the future of a 

global brand bracing for significant upheaval 
in how the world’s population gets around.

“This is a real testament to the talent we 
produce in Canada,” said Jennifer Wright, 
GM Canada spokeswoman. “With these 
high-calibre graduates, the company believes 
Canada doesn’t have to take a back seat to any 
other jurisdiction.

“This is a huge feather in the cap for 
GM Canada, proving the company believes 
Canada can lead in the future of connected 
vehicles and the future of mobility.”

By HARRY PEGG
C A L G A R Y  C O R R E S P O N D E N T

COME HELL, HIGH  
water or an oil collapse 
that has ravaged Alberta, 
something seeming-
ly strange is happening: 
new dealerships are pop-
ping up like dandelions in 
Calgary.

Oil is hovering around 
US $50 a barrel and 
Alberta is in a serious 
economic downturn as 
companies lay off work-
ers; nearly 63,000 jobs 
were lost in the prov-
ince in 2015, according to 
Statistics Canada.

But economic woes 
– tens of billions of dol-
lars in energy investment 
alone have been canceled 
or deferred – haven’t 
dampened the optimism of 
auto dealers. They remain 
bullish on the province’s 
ability to rebound, partic-
ularly in Calgary, which 
was hard hit by the oil-
price collapse, and where 
60,000 in the Calgary cen-
sus metropolitan area 
were looking for work in 
December, according to 
figures from crown corpo-
ration Alberta Treasury 
Branches Financial (ATB 
Financial).

Five new dealerships 

New Calgary  
dealerships 
keep popping 
up despite 
wretched  
economy

TAKATA RECALL
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BY ROBERT BOSTELAAR
O T T A W A  C O R R E S P O N D E N T

NOT ONE TAKATA AIRBAG IS KNOWN TO have misfired in 
Canada, yet the impact of a worldwide recall for the safety-device-
gone-wrong is resonating across the country's auto sector.

Already, 4.3 million airbags have been recalled in Canada to 
replace inflators that can explode with too much force and scatter 
shrapnel through a vehicle cabin. Globally, the recall could top 100 

million units by 2019; the car industry's largest recall ever.
The cost of replacing all these devices, when the bill is final-

ly totaled, will also be mammoth, and not just for Japan-
based Takata Corp. and the multiple automakers it sup-

plies. Canadian car dealers, caught with vehicles on 
their lots that can't be sold until repairs are made, 

are pressing for compensation.
For regulators, meantime, the airbag 
debacle could add impetus to plans 

to toughen Canada’s recall laws.
And all for inflators believed 
to pose little risk unless 
exposed to years of high 
heat and humidity that can 
cause their ammonium 
nitrate-based propellant 
to degrade.
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 Full page ad

WEBSITE ADVERTISING SPECS
• Ad units accepted as HTML5 (3rd party served only),  

jpg, gif, animated gif, png 

• In addition, a 300 x 250 px creative unit is needed for each 

placement for use on mobile

• Maximum file size is 40k

• Please ask prior to signing the contract if interested in 

serving any other type of rich media ads to see if ad type is 

offered or possible

• All Rich Media units must be 3rd party served

• Supply URL to link ad

• Looping limited to 3 times maximum

• Banner animation is limited to 15 seconds

• Only user-initiated sound allowed

• Contact us for a complete list of Digital Edition 

Specifications

EMAIL ADVERTISING SPECS
• Ad units accepted as jpg, gif, animated gif

• In addition, a 300 x 250 px creative unit is needed for each 

placement for use on mobile

• Maximum file size is 20k

• First frame should include critical content as some email 

servers will not display animation

• Rich Media units cannot run in email positions

• Email placements cannot be third party served

• Supply URL to link ad

Online ad materials are due at least five business days prior 

to campaign start date. All 3rd party ad-serving costs are the 

responsibility of the advertiser.

To submit online creative, email AdOps-autonews@crain.com

Need help creating rich media units to run on  

Automotive News Canada? Ask about our partnership with 

Sizmek including capabilities and costs.

Automotive News Canada Congress

February 16-17 • Toronto

In February, leaders of the Canadian industry will gather to 
discuss key issues and strategies for the coming year at the 
Automotive News Canada Congress. Taking place during 
press preview days of the Canadian International Auto Show, 
the Canada Congress is held in partnership with APMA, 
and provides an unparalleled opportunity to reach top level 
industry decision-makers.
automotivenews.ca/canadacongress

Event

ONLINE AD POSITIONS Dimension
Website  
Ad Size

Email  
Ad Size

Leaderboard  
(Top/Lower) 728 x 90 px

40k
20k

Medium Rectangle 1&2 300 x 250 px

Half Page/Filmstrip* 300 x 600 px

Medium Rectangle for  
Mobile (needed for each  
ad placement)

300 x 250 px

Text ad 120 x 60 logo 
+ 50 words

N/A

*Filmstrip is a rich media unit consisting of up to 5 frames,  
within a 300x600 unit size. For website use only.
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