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SIAL DAILY IS THE EXCLUSIVE OFFICIAL  
DAILY MAGAZINE OF SIAL

It enables exhibitors to communicate all 
relevant information, intelligently, directly to 
their customers (buyers and decision-makers). 

It is THE source of information for all trade 
professionals and international press, and 
covers the event live from the fair.

Multi - channel communication to ensure 
maximum visibility and reach your target 
anytime, everywhere! 

PRINT DIGITAL

e-MAGAZINE e-MAILING

FIGURES & READER PROFILE
Source: Comexposium
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STRATEGIC DISTRIBUTION POINTS

• All main entrances
• All main information counters
• Exhibition show floor
• International press stand
• Media Centre
• Top 50 Partners’ & Participants’ stands
• Over 20 leading hotels in Paris

DAY 1
30,000  

copies

DAY 2
30,000  

copies

DAY 3
20,000  

copies

DAY 4
20,000  

copies

CIRCULATION / PRINT

CIRCULATION / ONLINE

SIAL Daily contents are promoted through  
the SIAL social media channels

SOCIAL MEDIA

33,000 
FOLLOWERS

4,720 
MEMBERS

10,700 
FOLLOWERS

6,600 
FOLLOWERS

E-mailing to launch the edition of the day that is sent out 
every morning to trade visitors,  exhibitors and press before, 
during and after the fair for a full media coverage. 

•  �6 e-mailings  
(PREVIEW - WE Edition, DAY 3, 4 and 5 - REVIEW)

�Daily e-Mailing to  
> 150,000 contacts

sialdaily.com

sialdaily.com

sialdaily.com is the daily updated 
website with unique articles and exclusive 
interviews live from the show. 

RESPONSIVE & POWERFUL

STATISTICS* 

Users  11,300
Sessions 14,770
Avg. Session Duration 1:56
Pageviews 37,800
Pages per Session 2.56

* �numbers based on data from similar sized 
magazines by the same publisher.

Desktop
69%

3%
28%Tablet

Mobile

Device Access:

WEBSITE  / STATISTICS

Full integration of contents  
into digital event tools

Full contents  
& e-Magazines online  
@ sialdaily.com

e-Mailing
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Content is designed to be highly relevant and useful for trade visitors & press, 
helping them define their priorities and set their show agenda. It gives the 
“big picture” with market data and strategy outlines of key market players. 

DAILY SECTIONS

SHOW NEWS 
The top stories of the day 
of interest to international 
trade visitors, including major 
announcements & debates.

CONFERENCE 
SPOTLIGHT
As trade visitors hop from 
one stand to another, they 
no doubt regret not being 
able to attend some of the 
top conferences. We cover all 
conferences of interest to trade 
visitors.

TRADE TALK 
Exclusive interviews and 
news from the leading trade 
organisations at SIAL

MARKET & 
TECHNOLOGY  
TRENDS
Important industry trends 
and interviews with leading 
analys.

EXCLUSIVE 
INTERVIEWS
Given the calibre of many of 
those presenting conferences 
and keynotes, where possible 
we not only give a précis of 
their conference, but also field 
exclusive comments that are 
specifically destined to our 
readers.

PRODUCT  
SPOTLIGHTS
We highlight the most 
innovative new products at 
the show and present each 
one’s three Key Selling Points. 
This pre-analysis allows 
buyers to gain a simple 
and synthetic overview very 
rapidly.

WHERE TO GO  
IN PARIS
A definitive guide on where to 
go out in Paris, making SIAL 
visitors feel much more at 
home in this exciting city.

EDITORIAL OPPORTUNITIES 
FOR EXHIBITORS 

How to be part  
of SIAL Daily?
Provide us with your input:

• �Coverage of your company’s main 
announcements and product launches

• �A strategic platform for your top 
management

• �Contributions and thought leadership 
for our Special Features.

SPECIAL FEATURES & REGIONAL SPOTLIGHTSEDITORIAL CONTENT

ONLINE EDITION SPECIAL FEATURES REGIONAL SPOTLIGHTS

PREVIEW 
EDITION
[ 10 October 2022 ]]

• FOOD PROCESSING
• BEVERAGES

Xxxxxx 
Xxxxxx

WEEK-END 
EDITION
[ 15-16 October 2022 ]

• ORGANIC & WELLNESS
• FRUITS & VEGETABLES

Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

DAY 3 
EDITION
[ 17 October 2022 ]

• �SWEET PRODUCTS  
& BREAD-MAKING INDUSTRY

• DAIRY PRODUCTS
Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

DAY 4 
EDITION
[ 18 October 2022 ]

• MEAT / SEA FOOD Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

DAY 5 
EDITION
[ 19 October 2022 ]

• GROSSERY
• DELICATESSEN GROSSERY

Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

REVIEW 
EDITION
[ 26 October 2022 ]

• FOOD PROCESSING
• FROZEN PRODUCTS

Around the World

ONLINE EDITION

SNEAK PEEK

AMERICAS / FRANCE

EUROPE AND 
MEDITERRANEAN / FRANCE

MIDDLE EAST INDO-PACIFIC 
/ FRANCE

ASIA / FRANCE

AUSTRALASIA / FRANCE
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ADVERTISING RATES* (€)                                     Advertising space is only available for exhibitors of SIAL

HIGHLIGHT POSITIONS ALL EDITIONS             (€)

• Logo & stand N° on front cover	  4,800

• 1/5 page banner on front cover 	 16,000

• 1 full page advertisement, first 12 pages	 17,500

• 1 double page advertisement, first 12 pages	 30,000

• Inside front cover, single page	 15,000

• Inside front cover, double page 	 25,000

• Inside back cover 	 12,500

• Back cover	 19,000

• �Insert in the magazine	  on demand

PRINT / AD OPPORTUNITIES

ADVERTISEMENT	  All Editions 	 Online	 WEEKEND	 Day 3	 Day4	 Day 5	 Online 
		  Preview	 (15-16 October)	 (17 October)	 (18 October)	 (19 October)	 Review    
		  (10 October)	 		  		  (26 October)

• 1/4 page 	 5,000	 700	 1,350	 1,350	 1,050	 1,050	 700

• 1/3 page	 6,600	 900	 1,750	 1,750	 1,500	 1,500	 900

• 1/2 page	 9,000	 1,200	 2,350	 2,350	 2,050	 2,050	 1,200

• 1 full page	 15,000	 2,000	 4,000	 4,000	 3,400	 3,400	 2,000

• 1 double page	 27,000	 3,650	 7,250	 7,250	 6,250	 6,250	 3,650

* �+ 15% for highlight placement / Right-hand page 
+ 30 % for in-house design services

Print & Online Versions

ADVERTORIAL (IN ONE EDITION)              (€)

• 1/4 page	 1 600

• 1/3 page	 2 100

• 1/2 page	 2 800

• 1 full page	 4 800

• 1 double page	 8 500

PRODUCT SPOTLIGHT                           (€)
Photo, description, 3 USPs & Stand N°	

• I/4 page	 1,600

HALL PLAN  (ALL EDITIONS EXCEPT REVIEW)             (€)

• Large logo & Stand N° 	 3,200

• �Standard-sized Logo & Stand N° + QR code 	 1,600            

• �Standard-sized Logo & Stand N° 	 800        
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FARMERS AND BREWERS 
JOIN FORCES TO FIND 
HOPS FOR SUSTAINABLY-
PRODUCED BEER

DEMAND FOR ORGANIC 
PRODUCE SOARS IN AUSTRALIA 
FOLLOWING PANDEMIC
Millions of Australians have turned to organic food since 
the start of the Covid-19 pandemic and more than half 
of shoppers have purchased certified organic in the last 
year, according to the Australian Organic Market Report 
2021, compiled by Australian Organic Limited.

Niki Ford, Chief Executive of 
Australian Organic Limited, 
said the dual health and wider 
environmental benefits of 
organic production, which is 
free from synthetic chemicals, 
pesticides and fertilisers, was 
driving the sector ’s growing 
consumer base.

Ford said : “In Austral ia, 
consumers are continuing 
to prioritise personal and 
environmental health, and 
this has been brought to 
front of mind by recent 
climatic events and the global 
pandemic.

“Over the course of the past 
year we’ve seen around nine 
million Australian households 
purchase organic food during 
this incredibly challenging 
time.”

T h e  r e p o r t  s a i d  t h a t 
Australians were encouraged 
by the benefits of eating 
organic food, with 62% of 
shoppers citing personal 
health as a motivator for 

the i r  f i r s t  purchase o f 
organic produce, while 45% 
alluded to environmental 
considerations.
The research shows more 
than 80% of food shoppers 
in Australia are receptive to 
buying an organic product, 
with 60% currently purchasing 
organics at a low level, but 
showing a high interest in 
fresh organic produce.

Australian Organic Limited 
said that 37% of established 
organic shoppers increased 
the amount  o f  organic 
products they purchased in 
the past year, with the average 
household spend on organic 
increasing 12.8% since 2019.

Ford said the organic industry 
had shown significant growth 
in the face of a turbulent year.
At explabo rpostia dolut lic 
to od que minulli atempos 
ulloriam am, ad quamenis re 
iumenihil illabore estrum res 
quam volorepro consequodite 
nostis et quaspel endite 
paruntio. Omnimaxim faces 

aliquas que lam fugiaturiam 
labores a velibusae. Bis 
consed mi, asperibus aut 
ommodis etur ra quos eum 
quis coritia tecepudis di 
quibusdant.

Ecum eum audit eum et anit 
quae volor aut amenimporum 
volum, ommod endaesto quis 
dolorios andamenecte se dolo 
odion rem aut aut debiscia 
quatius ese veria natur?

Dam volla a dolupta tendam, 
aliquides con eos rerferiae. 
Atur, quatem. Ut odiant.
Qui odiam que quam, sediam, 
sequi natur re dolectiusae 
ilibusam, am ut maximil ma 
sim ea dolentiame ma sume 
nobis magnihi cidenet quis et 
ut eium, volorum ant facipient 
landistis necus alis nitatio 
nestem haribus 

e t  re s  se d i  u t  ve l lum 

UK farmers and brewers are teaming up 
with researchers to begin a three-year trial 
to identify disease-resistant hop varieties 
to cater to the rising demand for low 
environmental impact beer.

Interest in environmentally-friendly beer and the 
move towards locally-sourced ingredients and 
away from processed foods has been growing, 
but it accelerated during the pandemic according 
to brewers and hop merchants. However, the UK 
has only three growers of organic hops, creating a 
supply bottleneck and a reliance on imports.

According to Innovative Farmers – a not-for-profit 
membership network of farmers and growers 
who run on-farm trials – hops are notoriously 
vulnerable to disease and pests thanks to the UK’s 
temperate climate. “This leaving conventional 
growers heavily reliant on a dwindling number of 
agro-chemicals, and organic growers facing two-
in-five crop failures,” says the organisation.

A supply chain approach

To tackle the issue, an Innovative Farmers 
programme is bringing hop growers together with 
the Organic Research Centre to design practical 
on-farm research.

Xerunt estius secestis earuntint est aditaquam 
fugia ventium adi delibus qui re ium aborum fuga. 
Xero occullenime et iditem dolor rem veratur 
autem repeliquos nos autem inum aut facia quiae 
voluptatem que consequis molupiti tempore 
acerion nus aut repello endis pro doluptatiur ma 
as sanis evelessim quiam est ad et parciisimus.

Must, ut ipsum re doluptibus, ut et rem in perum 
vent auditas vendae netur aut veniscia con 
natquatur, torrum quae sinvelento ditior rerum qui 
que et lacea simus reperio nsequis aut ipsa sim ad 
qui omnis sumquis et et es eaquissi accuptatiur a 
que cullit poreperum laborrum eleste eicto bero 
exerferci quodi cor aciducia quateniet minctem id 
que none desecab int, tempossimo magnati quiae 

I   ORGANIC & WELLNESS   I

EBIT VOLESSI 
MAGNIS SUNT 
FUGA. OFFICTA 
TATECTINT 
QUE VENDIOR 
ESTIO. 
EPERUNT 

NEW! VISITOR BAG (€)

Sponsoring of SIAL Visitor bag  
(6,000 units)  	                                          from  10,500

SMARTGUIDE                                         (€)

Customized publication (24 pages). 
Insertion into 1 edition of SIAL Daily from                	  37,000 €
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WILL EUROPEAN WINES & SPIRITS BE 
BOOSTED BY MOËT HENNESSY AND 
CAMPARI GROUP E-COMMERCE TIE-UP?

The wines and spirits division of France’s LVMH Moët Hennessy 
Louis Vuitton and Italy-based global spirits group Campari 
are forming a 50:50 joint venture to create a pan-European 
e-commerce pure player that they hope will drive up sales in the 
growing wine and spirits segment.

Through Tannico – an online retailer 
of wines with a share claimed to be 
around 30% of this segment – both 
companies say their joint venture 

“aims at building a premium pan-
European e-commerce player 
for the benefit of all wine and 
spirits brands and their European 
consumers”.

There are several elements to the 
deal:

Tannico, which owns a majority 
stake in France’s Ventealapropriete.
com – an e-commerce platform 
for the sale of premium wines 
and spirits, will take control of the 
French business
The combined operation will be 
led by serial entrepreneur and 
digital native Marco Magnocavallo, 
the current CEO of Tannico, who 

retains a key minority shareholding 
in the company he founded
Campari, which has a 49% stake in 
Tannico, will be transferring this to 

the joint venture
Half of of the joint venture’s equity 
capital held by Campari will be sold 
to Moët Hennessy for €25.6 million.
“With the joint backing of Moët 
Hennessy and Campari, Tannico will 
have the firepower to consolidate 
t h e  f ra g m e n t e d  Eu r o p e a n 
e-commerce sector and offer a 
qualitative, sizeable and integrated 
route-to-market option catering to 
the needs of all its wines and spirits 
suppliers,” said an upbeat Marco 
Magnocavallo, the CEO of Tannico 
who founded the company in 
2012.E-commerce businesses with 
comple mentary models Part of the 
value of the deal lies in what Moët 
Hennessy and Campari say are 

Tannico’s and Ventealapropriete.
com’s complementary business 
models, territories and technology, 
marketing, and logistics capabilities. 
In 2020, the sites generated 
combined pro-forma sales of over 
€70 million.

Tannico has a catalogue of over 
15,000 labels from 2,500 wineries 
and the world’s largest selection 
of Italian wines. Some 90% of its 
business is B2C (business-to-
consumer), a channel that many 
retail players want to open up. 
Tannico’s e-commerce platform 
offers a variety of services from a 
personal sommelier and dedicated 
content for connoisseurs and 
enthusiasts, to wine courses and 
video tutorials. In the B2B arena, 
Tannico also offers services to 
wineries professionals in the 
hospitality industry.Vel mo ent 
ex et aborata temqui aliatia cus 
repero doluptat exceatem reptat 
vente oditet eumenda volorumenis 
imet vellorum repelenient fugiae 

secus eatiis dolupid elitatem is dus 
acepers picip

ie t ,  u t  ve l lacepro  mo lupta 
tecuptinim simi, ut aute eatetur? 
Adi officie nimpor ma num ent 
parum eos que corenet apid qui 
sit haruntio quam, omnis nimi, 
conet accum ad ut ommo optas 

I   BEVERAGES   I

g an organic product, with 60% 
currently purchasing organics at 
a low level, but showing a high 
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SPONSORING                                                                                 (€)

GLOBAL SPONSORING - EXCLUSIVE POSITION*

Sponsoring of the website, webkiosk (e-magazine) and e-mailings 	 22,500 
* Except for Special Feature and Regional Spotlight sections

SPONSORING OF THE SECTION OF YOUR CHOICE* - HIGHLIGHT POSITIONS
• Section landing page: your logo, branding & link
• Menu: your brand name on section 
• Homepage: your brand name on section entry

+  E-mailing: Branding of your section in the e-mailing (day of publication)

• Sponsoring of 1 Section - 1 edition 	 4,000

Webkiosk

DIGITAL / AD OPPORTUNITIES

MENU ENTRY                             (€)

• Dedicated menu point 

• �Dedicated branded page with your 
contents 

• 10 articles (1 In-Depth, 9 Short)

• �5 e-mailing inclusions - Branding of  
your section in the e-mailing

	  20,150

FEATURED ARTICLE - HIGHLIGHT POSITION         (€)

> 1 In-Depth Article (Up to 600 words)

WEBSITE: �Homepage - 1st positions (day of publication)  
+ Section landing page - 1st positions 

E-MAILING: Article highlighted (day of publication)

• �In all editions	 17,000

• ��In 1 edition	 4,000

FEATURED ARTICLE - STANDARD POSITION        (€)

> 1 Short Article (Up to 300 words)

WEBSITE:  �Section landing page: 1st positions - Home page: Standard position  
(day of publication) 

• ��In 1 edition	 1,350

E-MAILING                                                        (€)

Banner in 5 e-mail blasts   
(only 4 spaces available)		
	  4,000

Website

FEATURED ARTICLE
HIGHLIGHT POSITION

Show Dailies section

e-Mailing

Website

Website

 e-Mailing

GLOBAL SPONSORING   
EXCLUSIVE POSITION

Sponsoring of the website, webkiosk and e-mailing

e-Mailing

BANNER

2021 mockup example

sialdaily.com
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FARMERS AND BREWERS 
JOIN FORCES TO FIND 
HOPS FOR SUSTAINABLY-
PRODUCED BEER

DEMAND FOR ORGANIC 
PRODUCE SOARS IN AUSTRALIA 
FOLLOWING PANDEMICWILL EUROPEAN WINES & 

SPIRITS BE BOOSTED BY MOËT 
HENNESSY AND CAMPARI 
GROUP E-COMMERCE TIE-UP?

Millions of Australians have turned to organic food since 
the start of the Covid-19 pandemic and more than half 
of shoppers have purchased certified organic in the last 
year, according to the Australian Organic Market Report 
2021, compiled by Australian Organic Limited.

Niki Ford, Chief Executive of 
Australian Organic Limited, 
said the dual health and wider 
environmental benefits of 
organic production, which is 
free from synthetic chemicals, 
pesticides and fertilisers, was 
driving the sector ’s growing 
consumer base.

Ford said : “In Austral ia, 
consumers are continuing 
to prioritise personal and 
environmental health, and 
this has been brought to 
front of mind by recent 
climatic events and the global 
pandemic.

“Over the course of the past 
year we’ve seen around nine 
million Australian households 
purchase organic food during 
this incredibly challenging 
time.”

T h e  r e p o r t  s a i d  t h a t 
Australians were encouraged 
by the benefits of eating 
organic food, with 62% of 
shoppers citing personal 
health as a motivator for 
the i r  f i r s t  purchase o f 
organic produce, while 45% 
alluded to environmental 
considerations.

The research shows more 
than 80% of food shoppers 
in Australia are receptive to 
buying an organic product, 
with 60% currently purchasing 
organics at a low level, but 
showing a high interest in 
fresh organic produce.

Australian Organic Limited 
said that 37% of established 
organic shoppers increased 
the amount  o f  organic 
products they purchased in 
the past year, with the average 
household spend on organic 
increasing 12.8% since 2019.

Ford said the organic industry 
had shown significant growth 
in the face of a turbulent year.

The wines and spirits division of France’s LVMH Moët 
Hennessy Louis Vuitton and Italy-based global spirits 
group Campari are forming a 50:50 joint venture to 
create a pan-European e-commerce pure player that 
they hope will drive up sales in the growing wine and 
spirits segment.

Through Tannico – an online 
retailer of wines with a 
share claimed to be around 
30% of this segment – both 
companies say their joint 
venture “aims at building 
a premium pan-European 
e-commerce player for the 
benefit of all wine and spirits 
brands and their European 
consumers”.

There are several elements 
to the deal:

Tannico, which owns a 
majority stake in France’s 
Ventealapropriete.com – an 
e-commerce platform for the 
sale of premium wines and 
spirits, will take control of the 
French business
The combined operation will 
be led by serial entrepreneur 
and digital native Marco 
Magnocavallo, the current 

CEO of Tannico, who retains 
a key minority shareholding 
in the company he founded
Campari, which has a 49% 
stake in Tannico, will be 
transferring this to the joint 
venture
Half of of the joint venture’s 
equi t y  capi ta l  he ld by 
Campari will be sold to Moët 
Hennessy for €25.6 million.
“ With the joint backing 
of Moët Hennessy and 
Campari, Tannico will have 
the firepower to consolidate 
the fragmented European 
e-commerce sector and 
offer a qualitative, sizeable 
and integrated route-to-
market option catering to 
the needs of all its wines 
and spirits suppliers,” said an 
upbeat Marco Magnocavallo, 
the CEO of Tannico who 
founded the  company 
i n  2 0 1 2 . E - c o m m e r c e 

businesses with comple 
mentary models Part of 
the value of the deal lies in 
what Moët Hennessy and 
Campari say are Tannico’s 
and Ventea lapropr ie te .
c o m’s  c o m p l e m e n t a r y 
business models, territories 
and technology, marketing, 
and logistics capabilities. In 
2020, the sites generated 
combined pro-forma sales of 
over €70 million.

Tannico has a catalogue 
of over 15,000 labels from 
2 ,500 wineries and the 
world’s largest selection 
of  I ta l ian wines .  Some 
90% of its business is B2C 
(business-to-consumer), 
a channel that many retail 
players want to open up. 
Tann ico ’s  e -commerce 
platform offers a variety of 
services from a personal 
sommelier and dedicated 
content for connoisseurs 
and enthusiasts, to wine 
courses and video tutorials. 
In the B2B arena, Tannico 
also offers ser v ices to 

UK farmers and brewers are teaming up 
with researchers to begin a three-year trial 
to identify disease-resistant hop varieties 
to cater to the rising demand for low 
environmental impact beer.

Interest in environmentally-friendly beer and the 
move towards locally-sourced ingredients and 
away from processed foods has been growing, 
but it accelerated during the pandemic according 
to brewers and hop merchants. However, the UK 
has only three growers of organic hops, creating a 
supply bottleneck and a reliance on imports.

According to Innovative Farmers – a not-for-profit 
membership network of farmers and growers 
who run on-farm trials – hops are notoriously 
vulnerable to disease and pests thanks to the UK’s 
temperate climate. “This leaving conventional 
growers heavily reliant on a dwindling number of 
agro-chemicals, and organic growers facing two-
in-five crop failures,” says the organisation.

A supply chain approach

To tackle the issue, an Innovative Farmers 
programme is bringing hop growers together with 
the Organic Research Centre to design practical 
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STANDARD POSITIONS	 Trim size	 Bleed size

Full page   	 250 x 353 mm	 260 x 363 mm
Double page  	 500 x 353 mm	 510 x 363 mm
1/2 page	 230 x 160 mm
1/3 page 	 86 x 300 mm
1/4 page	 230 x 80 mm

HIGHLIGHT POSITIONS	

Logo + Stand No. on front cover     	 	
1/5 banner on front cover	 230 x 58 mm
Inside front cover 	 250 x 353 mm	 260 x 363 mm
Back cover	 250 x 353 mm	 260 x 363 mm
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IMPORTANT INFORMATION  
FOR PRINT MATERIALS  

All ads supplied must be CMYK. 
Supplied materials that do not comply with the following
specifications will be corrected and the advertiser billed for 
the required production.

Required Format: PDF/X-1a format is the required file 
format for submission. When preparing PDF/X-1a files, 
careful attention must be paid to ensure they are properly 
created and will reproduce correctly. Please see Adobe.
com/products/acrobat/pdfs/pdfx.pdf for guidelines and 
instructions. Files should conform to SWOP guidelines, and 
total ink density should not exceed 300%. 

Proofs: For full page and spread ads, advertisers MUST 
submit a contract-level digital proof at full size that conforms 
to SWOP standards (including a colour bar) for all digital 
files.
Client-supplied contract proof is required to guarantee color.
Acceptable contract proofs include: Epson Contract Proof, 
IRIS, Kodak Approval, Digital Match Print, Progressive 
Press Proof, Fuji Pictro, Fuji Final Proof. Proofs are required 
regardless.

Material Requirements for In-House Design Services:
Photos: Colour scans must be 300 dpi in CMYK. B/W 
scans must be 300 dpi grayscale.
Logos: Vector .eps or .ai files are preferred. Type should be 
converted to outlines unless the fonts are provided. Jpgs 
must be 300 dpi.

If you are supplying native files for us to work with, they 
must be accompanied by the fonts used in those files. Black 
type on light background should be defined as 100% black 
ONLY.
Files should conform to SWOP guidelines, and total ink 
density should not exceed 300%.

Deadline: All print elements (print file & color proof) must be 
supplied before 18th February 2024. Beyond this deadline, 
we will accept no more elements, and your content will only 
be published in our online version.

Please send colour proof to:
Cleverdis / SIAL Daily
Le Relais du Griffon - 439 route de la Seds  
13127 Vitrolles - FRANCE
of file delivery mode. The publisher will not accept 
responsibility when contract proofs are not submitted.

ADVERTORIAL GUIDELINES

Regular Advertorials
All advertorials in our publications follow our editorial style 
guide for format. They are written  
in the style of an article that discusses the key selling points / 
benefits of the product / service and ideally will include real-
life scenarios or case studies to demonstrate effectiveness.
Advertorials are designed to provide trade  
visitors / professionals with information relevant  
for their business practise and buying decisions.

Regarding images:
 �The advertiser must be the copyright holder of any image 
provided with copy (with image copyright).
 �The advertiser must have written release for images 
including people.
 ��Images must specifically relate to the advertorial message 
or product.
 �Featured images should ideally be horizontal orientation with 
dimensions of 1500pix wide a resolution of 300dpi.

Ads within advertorials are not permitted. 
No company or brand logos are allowed. 
No slogans, no URLs, no contact details  
(email, telephone number)

Word Count
 ��Full page: 600 words
 �Half-page: 270 words
 �Third page: 180 words
 �Quarter page: 140 words

Featured Article
Featured Articles designate a highlighted position for your 
advertorial online - on the homepage and section landing 
page or in standard position (only section landing page). 

Content
Guidelines for content will be agreed before editing by the 
Cleverdis team. All basic information must be provided by the 
client, along with precision of the main points to put forward.
When the advertorial piece has been produced, a PDF copy 
is sent to the client for corrections and / or approval.
Changes and corrections must be outlined clearly by the 
client – in annotations on the PDF.
 A final version will then be produced and sent to the client 
for “OK to Print”. This must be marked on the PDF – either 
scanned or digitally signed.
Any further changes to the advertorial requested by the client, 
if different to those requested initially, shall be invoiced OVER 
AND ABOVE the original order, at a rate 10% of the original 
price invoiced (before any discount), and must be paid by the 
client prior to publication.

GLOBAL SPONSORING - SECTION SPONSORING 

• Background image: 3,409 x 1,500 px - HD 
• Logo: svg
• URL link

ENTRY MENU PACKAGE

• Background image: 3,409 x 1,500 px - HD 
• Logo: svg
• URL link
• e-Mailing section banner: 2,560 x 1,440 px - HD

FEATURED ARTICLE

• Highlight article: up to 600 words
• Standard article: up to 300 words
• Images: jpg - HD
• Videos: YouTube link

e-MAILING BANNER

• Format: 300 x 250 px - jpg or gif

Website

e-Mailing
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1st October 2022

    Contact: production@sialdaily.com 
	 Tel: +33 (0)442 77 46 00
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100% LIVE DURING THE SHOW
Come visit us at the SITL press centre during the show!

AN EXPERT COMMUNICATION TEAM 
AT YOUR DISPOSAL

CONTACTS

EDITORIAL TEAM
Emiliana Van Der Eng 
Head of editorial team 
Tel +33 442 774 600

emiliana.vandereng@sialdaily.com

ADVERTISING
Benjamin Klene 

Senior Account Manager 
Tel: +33 413 22 80 63
benjamin.klene@sialdaily.com
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