
POOL & SPA MARKETING

TESTIMONIALS

This national Canadian magazine is dedicated to providing swimming 
pool, spa/hot tub and landscape professionals with the latest news, 
products, services and techniques designed to boost productivity, 
maximize resources and improve the bottom line.

Published 6 times per year, Pool & Spa Marketing is the publication 
of record for the Pool & Hot Tub Council of Canada, advocating best 
practices and encouraging excellence.

As part of our commitment to providing Canadian pool/spa and 
landscape professionals with comprehensive industry coverage and 
resources, we also offer two additional products tailored specifi cally to 
the needs of a diverse readership—Piscines & Spas and the Annual 
Reference & Directory.

2011 EDITORIAL CALENDAR MARKETING OPPORTUNITIES

This list outlines the focus or signifi cant articles planned for these issues. Topics are subject to change, so if your advertising plans are critically linked to one of these topics, please let us know.
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FEBRUARY •  Maintenance Products (Non-chemical)
•  Accessories
•  Covers
•  Pool Construction

Space closing: December 14, 2010    
Material closing: December 21, 2010
Publishing date: January 17, 2011

Bonus Distribution: Atlantic City 2011

ANNUAL REFERENCE & DIRECTORY • Enclosures
• Illumination
• Spas/Swim Spas
• Water Features

Space closing: January 20     
Material closing: January 27
Publishing date: March 2

PISCINES & SPAS SPRING ISSUE
QUEBEC MARKET DIRECTORY

•  Maintenance Products (Non-chemical)
• Pumps, Valves & Filters
• Water Features
• Safety Products

Space closing: January 20
Material closing: January 27
Publishing date: March 2

APRIL   POOL REPORT/SALARY SURVEY • Heaters
• Chemicals
• Accessories
• Pumps, Valves & Filters

Space closing: February 18
Material closing: February 28
Publishing date: March 22

JUNE   SPA ISSUE •  Maintenance Products (Non-chemical)
• Covers
• Illumination
• Safety Products

Space closing: May 13
Material closing: May 20
Publishing date: June 14

AUGUST   PROFILES ISSUE • Chemicals
• Enclosures
• Pumps, Valves & Filters
• Spas/Swim Spas

Space closing: July 21
Material closing: July 28
Publishing date: August 19

PISCINES & SPAS FALL ISSUE
‘SALON SPLASH’ SHOW GUIDE

• Covers
• Pool Construction
• Spas/Swim Spas
• Chemicals

Space closing: September 7
Material closing: September 14
Publishing date: October 7

OCTOBER   THE GREEN ISSUE • Maintenance Products (Non-chemical)
• Accessories
• Pool Construction
• Heaters

Space closing: September 15
Material closing: September 22
Publishing date: October 14

DECEMBER
CANADIAN INTERNATIONAL POOL & SPA EXPO 
& CONFERENCE SHOW ISSUE

• Chemical
• Safety Products
• Spas/Swim Spas
• SaunasSpace closing: October 20

Material closing: October 27
Publishing date: November 18

IN EVERY ISSUE
•  Pool & Hot Tub Council 

of Canada Update
• Landscaping Techniques
• Landscape Profi le
• Expert Advice
• Education/ Training
•  NEW: AQUATIC FACILITIES 

NOW IN EACH ISSUE!
• Last Drop

DIGITAL EDITION

Pool & Spa Marketing offers readers fully 
searchable and interactive online digital editions 
featuring an article archive keyword search.

As an advertiser, your ad in the print edition will 
be automatically transferred to the digital edition 
with a direct link to your website.

Plus, the digital edition is delivered to over 
12,000 qualifi ed readers in Canada and the 
United States.

PROFILES

By investing  in a ½ or full page advertisement in 
each of the *August and October 2011 editions,  
Pool & Spa Marketing will produce an advertorial 
profi le about your company or its products. The 
profi le, in the same size and colour as your regular 
advertisement, will appear in the August issue.

It’s easy to take advantage of this bonus 
(a value of up to $3,000). Simply supply us with 
your text, company logo and images, and we’ll 
design the profi le for your approval. But don’t 
hesitate, as there is a limit to the number 
of profi les to be featured.

* Profi le appearing in the August issue will be equal in size to the 
advertisement appearing in the August and October issues.

SIGNET AD-STUDY

Understanding your advertising needs is key to Pool & Spa Marketing. 
Signet ad studies, conducted by the independent research fi rm, 
Signet Research Inc., are an invaluable resource of demographic data. 
The surveys analyze the performance of advertisements based on 
specifi c characteristics, allowing you to evaluate your marketing plan 
and implement even more effective advertising.

Valued at over $3,000, ad studies are provided free of charge to full page 
advertisers in the June issue.

Lafarge North America Inc.
Herndon, VA

www.lafarge-na.com

Sustainability Plays Central Role at Lafarge

Lafarge in North America is the largest diversified 
supplier of construction materials in the United 
States and Canada. We produce and sell cement, 

ready mixed concrete, gypsum wallboard, aggregates, 
asphalt, and related products and services. Our products 
are used in residential, commercial and public works 
construction projects across North America.

Lafarge believes that sustainability can be a competitive 
advantage. This long-term perspective includes the need 
for economic, social and environmental consideration in 
our daily business decisions. We believe this approach will 
help us achieve our objectives to be the preferred supplier, 
community partner, employer and investment.

In 2009 and for the fifth year in a row, the Lafarge 
Group was listed in the “Global 100 Most Sustainable 
Corporations in the World,” a list developed annually 
by Corporate Knights Inc. and Innovest Strategic Value 
Advising Inc. that ranks corporations on corporate social 
and environmental performance.

Lafarge, through its global partnership with Habitat for 
Humanity International (HFHI), has supported Habitat 
for years to provide decent, affordable housing. The 
partnership recognizes that - as a whole - our contributions 
make us the largest supplier of cement, concrete, aggregates, 
and gypsum products to the world’s premiere building 
materials charity.

As part of the Lafarge and WWF partnership, we are 
focusing our efforts to preserve biodiversity, restore the 
eco-balance of quarries and forests, and mitigate global 
climate change. Lafarge in North America regularly teams 
with the Wildlife Habitat Council (WHC), community 
groups, and individuals to conserve wildlife habitat.

Lafarge is exploring ways to contribute to sustainable 
building. Our memberships in the U.S. Green Building 
Council and Canada Green Building Council demonstrates 

the company’s interest in partnering with “leaders from 
across the industry working to promote buildings that are 
environmentally responsible, profitable and healthy places 
to live and work.”

Our products play a decisive role in sustainable architecture 
and construction. They are contributing a sustainable 
component to a growing number of LEED® projects 
across North America. Lafarge’s employees are also entering 
the USGBC’s LEED Professional Accreditation Program, 
earning the designation of LEED Accredited Professional, 
to better serve the environmental needs of the design and 
building community.

The Lafarge Cement Plant, Bath, Ontario, uses biomass as a renewable energy source.

The Lafarge Gypsum Plant, Silver Grove, Kentucky, maintains an active 
environmental program.
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Cultured Stone® began making replicas 
of natural stone in Napa, California in 
1962 and have since grown to become the 
world’s largest producer of manufactured 
stone.  Cultured Stone® products are used 
for exteriors, interiors and landscaping, in 
residential and commercial applications.  
Each application, from exterior walls, 
entries, columns, wainscots, chimneys, 
pathways and patios to interior walls and 
fireplaces, adds character and value.

Cultured Stone® is made from custom 
mixtures of natural ingredients, 
including Portland cement and 
lightweight natural aggregates.  Expert 
craftspeople create molds of carefully 

selected natural stones, chosen for their 
appropriate size, shape and pleasing 
textures.  The manufactured stone is cast 
in these molds, with iron oxide pigments 
used to achieve authentic, natural 
colours.  Cultured Stone® veneers are 
durable, virtually maintenance-free and 
non-combustible.  They are covered by a 
50-year limited warranty when used on 
structures that conform to local building 
codes and when installed according to 
the manufacturer’s instructions.

Cultured Stone® – Create A Lasting Impression

Canadian Stone Industries Inc.
800.977.8663 or 604.607.8800 • sales@canadianstone.com • www.culturedstone.com
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AdStudy® Report

Pleatco
Pool & Spa Marketing, June 2010

100%
USA

With summer heading this way fast, as a tribute to all those hard working, “Unsung Heroes” who seldom receive proper acknowledgement,
we’ve launched our 2010 Search to find the Pleatco Perfect Pool Guy™ and Gal. This year each winner will receive an educational package
from Genesis 3 Design Group along with a great trip for two to Las Vegas, Pleatco+Plus™ Filters, accolades and fame.

Enter yourself or nominate your favorite pool & spa technician

 Honoring Excellence

Superb New Grand Prize

G3 Certified Pool Operator Program  

Plus a trip for two for two nights to Las Vegas Mandalay Bay Resort
And $1000 Pleatco+Plus Antimicrobial Microban Filters for both PoolGuy & PoolGal Winners!

Enter online > www.pleatco.com

Pleatco Perfect PoolGuys and Gals
Jill Tillett, Kirt Kleiner, Pamela Del Secco & Gene Cantrini

Pleatco_FP.indd   1 5/19/10   3:40:32 PM
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“For many years the Canadian pool and spa industry has depended on Pool & Spa Marketing as the vehicle for 
communication, market statistics, regulations and standards news and updates. Zodiac Pool Systems Canada 
recognizes Pool & Spa Marketing as a fi rst-class publication and we continue to advertise to ensure our 
customers are aware of new product launches and updates on company programs and goals to further enhance 
our position in the Canadian market. With the merging of Zodiac Pool Care and Jandy Pool Products, we believe 
it important to communicate to all of our customers the progress we have achieved and for which we continue to 
strive for improvement and excellence.”

Terry Sloan
Vice President, General Manager
Zodiac Pool Systems Canada Inc.

“Rule number one in marketing is to be where your customers and prospects ‘hang out.’   In Canada, that’s easy—
it’s the pages of Pool & Spa Marketing magazine.  We advertise in every issue—that should tell you how valuable 
a resource we consider this magazine.”

Leon Rawitz
Rawitz Marketing Group
Representing Pentair Pool Products

Serving North America’s Pool & Spa Industry
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SPECIAL REPORT: Results from Our 1st Annual Salary Survey
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Ozone et chlore

Pompe et fi ltre de dimensionnement

juin 2010                             Spécialement pour les 
professionnels de piscine et de spa

7,95$  Envoi de publication enregistrement #40663030

À l’intérieur : Le premier bottin sur le marché québécois jamais réalisé
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