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sialdaily.com
KEY BENEFITS  
FOR EXHIBITORS:
 ATTRACT TRADE VISITORS 
 �MAXIMISE BUSINESS AT SIAL 
 �GIVE BUYERS THE STRATEGIC  
INFORMATION THEY NEED 

AN INTEGRAL PART OF 
YOUR SHOW COMMUNICATION!

THURSDAY 13TH OCTOBER 2022
PREVIEW

EXCLUSIVE 
INTERVIEW

NICOLAS 
TRENTESAUX

CEO Sial Network

#16

SIAL Paris 2022

GET READY TO 
TASTE THE FUTURE
THE INDUSTRY IS BACK IN THE SADDLE  
AND READY FOR FIVE DAYS OF BUSINESS

MARKET TREND

REGIONAL SPOTLIGHT: SNEAK PEEK 

#15

SIAL Insights: Answering 
tomorrow’s challenges

Wallonia: A tasty cocktail of 
tradition and innovation

#21

HALL 4  
STAND L109

EXCLUSIVE 
INTERVIEW
MARC FESNEAU

Minister of Agriculture  
and Food Sovereignty

18

MONDAY 17TH OCTOBER 2022
DAY 3

HALL 4  
STAND L109

HALL 4  
STAND P118

SIAL Paris 2022

A DRIVER OF CHANGE 
FOR THE INDUSTRY
TOP POLICY MAKERS EMBRACE 
THE SHOW PAVING THE FUTURE 
OF THE FOOD ECOSYSTEM

NEWS

REGIONAL SPOTLIGHT: ITALY

#16

AUSTRADE at SIAL Paris 2022

Bio Baby Oil 
specially  
tailored  
for babies

#21

WEDNESDAY 19TH OCTOBER 2022
DAY 5

EXCLUSIVE 
INTERVIEW

STEINAR 
HALVORSEN

Managing Director,  
United Nordic Inc AB

10

HALL 4  
STAND L109

HALL 4  
STAND P118

SIAL Paris 2022

MAKING BUSINESS 
HAPPEN 
BRINGING BUYERS AND SELLERS 
FROM ALL OVER THE WORLD

#16

#21

NEWS

SPECIAL FEATURE: FROZEN

#09

Simorgh Zafferano 
makes its debut at 
SIAL Paris 2022

The ultimate 
frozen juice 
made from 
one simple 
ingredient

#14

TUESDAY 18TH OCTOBER 2022
DAY 4

EXCLUSIVE 
INTERVIEW

PHILIPPE MAUGUIN
President and General Manager  

of INRAE (French National Research 
Institute for Agriculture, Food and 

Environment)

14

HALL 4  
STAND L109

HALL 4  
STAND P118

SIAL Paris 2022

A RECIPE FOR 
TRANSFORMATION 
TAKING FOOD INNOVATION  
TO THE NEXT LEVEL

#16

#21

SPECIAL FEATURE: SEA FOOD

REGIONAL SPOTLIGHT: FRANCE

#18Vegan Green 
Tuna like the 
real fish

L’Atelier du 
Ferment serves 
up authentic 
fruit kefir

#21

NEWS LIVE  
FROM THE SHOW

SPECIAL  
FEATURES

PRODUCT 
SPOTLIGHTS

19-24 OCTOBER 2024 
PARIS

http://sialdaily.com
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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

EXCLUSIVE 
INTERVIEW

MAURO 
COLAGRECO
Renowned starred chef,  

Patron of SIAL Paris 2022

#20

SIAL Paris 2022

INSPIRING THE 
FOOD ECOSYSTEM
COME AND DISCOVER THE INNOVATIONS 
AND TRENDS OF TOMORROW

EXCLUSIVE INTERVIEW

NEWS

#24

ApexBrasil leverages tech and 
innovation for greater gains with 
limited resources

Where visitors can decipher  
the food of tomorrow

SATURDAY 15TH & SUNDAY 16TH OCTOBER 2022
WEEKEND

#11
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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

37,000 
FOLLOWERS

14K 
FOLLOWERS

11,200 
FOLLOWERS

15,400 FOLLOWERS  
57,000 �VIEWS ON 

STORIES

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. 

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

�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* 

Sessions 55,000
Avg. Session Duration 1:56
Pageviews 75,000

* �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

http://www.sialdaily.com
http://www.sialdaily.com
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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 SPOTLIGHTS*EDITORIAL CONTENT

ONLINE EDITION SPECIAL FEATURES REGIONAL SPOTLIGHTS

PREVIEW 
EDITION
[ 14 October 2024 ]

• �CONFECTIONARY PRODUCTS, 
BISCUITS AND PASTRY

• �FROZEN PRODUCTS

Xxxxxx 
Xxxxxx

WEEK-END 
EDITION
[ 19-20 October 2024 ]

• MEAT&SEAFOOD PRODUCTS
• BEVERAGES
• READY-TO-EAT/SNACKS

Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

DAY 3 
EDITION
[ 21 October 2024 ]

• �DAIRY PRODUCTS 
• �PULSES, GRAINS & FRUITS Xxxxxx 

Xxxxxx

PRINT & ONLINE EDITION

DAY 4 
EDITION
[ 22 October 2024 ]

• INGREDIENTS 

• SERVICES / EQUIPEMENT Xxxxxx 
Xxxxxx

PRINT & ONLINE EDITION

DAY 5 
EDITION
[ 23 October 2024 ]

• SAVOURY FOOD-ORGANIC,  
• WELLNESS & ALTERNATIVE FOOD Xxxxxx 

Xxxxxx

PRINT & ONLINE EDITION

SNEAK PEEK

EUROPE

ASIA

AMERICAS

MIDDLE EAST INDO-PACIFIC
AFRICA

* example above of 2023 special features and regional spotlight
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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 only 1 left	  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	 18,500

• Inside front cover, double page 	 25,000

• Inside back cover 	 12,500

• Back cover	 19,000

• �Insert in the magazine	  on demand

SIAL DAILY • SATURDAY 15th & SUNDAY 16th OCTOBER 2022    27   

     I   SPECIAL FEATURES   I   ORGANIC & WELLNESS   I

Planted presents first 
one-piece plant-based 
chicken breast at SIAL 
Paris 2022

Yumgo powder makes 
replacing egg products a 
more simple and tasty affair

Wavy Wonders offers up 
nutritious seaweed and 
seed snacks

NuHealth 
debuts 
zero sugar 
brown rice 
bars at SIAL 
Paris 2022

The Swiss foodtech start-up 
Planted has brought its latest 
product to SIAL Paris - the planted 
chicken breast, a large piece of 
plant-based meat which contains 
no additives and replicates the 
taste and texture of the animal. 

For the first time, the company’s 
plant-based chicken breasts are 
being served by starred chef 
Tim Raue in his Berlin restaurant.  

Its innovative product is the result 
of a novel approach, which 
combines protein structuring and 
biotechnology to produce large 
pieces of meat that «juicy and 
tender», the company says.

HALL 6 - STAND M118

The French start-up specialises in 
the plant-based replacement of egg 
products and is at SIAL 2022 to 
showcase the expansion of its range 
for food professionals - with Yumgo 
powder.

Three products complete the liquid 
range: Yumgo White, Yumgo Yolk 
and Yumgo Whole egg powder. 
Each are available in a variety of 
formats and replicate the properties 
of whites, yolks and whole eggs in 
recipes.

The powder formats offer a 
greater flexibility of use thanks to 
their conservation mode at room 
temperature and their expiration 
date after 12 months.

HALL 6 - STAND F57

Wavy Wonders is one of the 
brands to be recognised by SIAL 
Innovation for its seaweed and 
seed snacks. The Danish snacking 
company works with an innovative 
raw material, seaweed, to create 
snacks which do not only taste 
good, but are also nutritious and 
sustainable, the company says. 
The brand, which is already 
distributed widely in Denmark, 

is attending SIAL to identify 
European and global partners for 
future growth.

HALL 2 - STAND J84
The company is expanding its 
RiceUP! Zer0 Sugar  range with 
five «delicious flavours», including 

Dark Chocolate, Milk Chocolate, 
Orange & Dark Chocolate, 

Banana & Dark Chocolate 
and Coconut & Milk 
Chocolate. The chocolate 
bars, which are made 
from popped wholegrain 
brown rice, are also 
gluten-free, GMO-free, 
preservative-free, palm oil-

free and vegetarian. They 
also contain an innovative 

ingredient known as ProViotic, 

which contains probiotic bacteria 
to help promote gastric health and 
immunity.

HALL 5A - STAND H27

ADVERTORIAL

UNIQUE SELLING POINTS
• Emits 74% less greenhouse gas

• Made with only natural 
ingredients

•Contains no additives

UNIQUE SELLING POINTS
• Allergen and gluten-free

• 100% plant-based ingredients

•  Allows professionals to develop 
plant-based recipes and 
innovate 

UNIQUE SELLING POINTS
• SIAL innovation selection

• Uses natural ingredients

• Nutritious and sustainable 

UNIQUE SELLING POINTS
• High dietary fibre content

• Five delicious flavours

• Manufactured with minimal 
processing

PRINT / AD OPPORTUNITIES

ADVERTISEMENT	  All Editions 	 Online	 WEEKEND	 Day 3	 Day4	 Day 5 
		  Preview	 (19-20 October)	 (21 October)	 (22 October)	 (23 October)    
		  (14 October)	 		  		

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

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

• 1/2 page	 9,000	 1,200	 2,500	 2,500	 2,300	 2,300

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

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

* �+ 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° 	 900        

SMARTGUIDE                                                   (€)

Customized publication (24 pages). 
Insertion into 1 edition of SIAL Daily  
from                	   37,000 €

www.newsroom.sialparis.com/dailies14    SIAL DAILY • SATURDAY 15th & SUNDAY 16th OCTOBER 2022 SIAL DAILY • SATURDAY 15th & SUNDAY 16th OCTOBER 2022    15   
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Wawel looks to 
create moments of 
pleasure and excite 
people’s palates 
with new chocolates, 
flavours and fillings 
at SIAL Paris 2022

We aim to ensure that our consumers 
feel special by giving them a moment 
of pleasure with Wawel sweets. For 
example: 
•  Wawel’s Cream Fudge is made 

with just four ingredients and is 
appreciated in Saudi Arabia and 
Germany 

•  Fresh & Fruity jellies, with juices 
and natural colourings, are 
favourites in Germany, Palestine, 
Croatia and Kuweit

•  Wawel dark chocolate, our dark 
horse, is enjoyed by consumers 
in Hungary, Ukraine, Israel, 
Canada and Taiwan

Our confections are popular with 
Polish people everywhere and we 
have a presence on the ‘ethnic 
shelves’ in Germany, United 
Kingdom, Ireland, Belgium, Holland, 
Norway, USA and Canada. This 
distribution is one of the key argument 
that Wawel sweets has an important 
history and are still sought after by 
their fans, even abroad. Consumers 
have greater expectations and pay 
great attention to the ingredients and 
we are happy to offer them what they 
are looking for.

I understand you still rely on some 
regional recipes?
There is still one place at Wawel where 
time stops. This is our department 
of filled hard caramels production, 
which we still make by hand with 
love. Wawel is also famous because 
of its iconic chocolate pralines – 
Malaga, Tiki Taki and Kasztanki. 
They still return Polish consumers to 
their childhoods with their timeless 
look, traditional recipe and double-
layered filling covered by velvety 
Wawel chocolate. 

Our classic truffles, Michalki 
Klasyczne are firm favourites among 

Polish people, while our chocolate-
covered jellies, Mieszanka 
Krakowska, remain a much-loved 
sweet treat for birthday parties, which 
has developed over the years into a 
tradition that we are very happy to 
see continue!

But you are also constantly 
coming up with new delicacies, 
tell us more?
Although we love the classics, we 
continue to innovate and move with 
the times. For example, in 2021, 
we implemented Your Delicacy - a 
light souffle covered in delicious 
dark chocolate, and our recently-
launched Premium Dark 100% cocoa 
bar is an item for real connoisseurs, 
which draws on our experience as 
master chocolatiers. We recommend 
consumers enjoy this with a cheese 
board or a fine glass of wine, to further 
enhance the ‘luxury experience’.

In addition, every year we introduce 
new flavours of chocolate pralines 
and filled chocolate bars, that are 
matched to the seasons of the year. 

At the end of 2022, we are planning 
to re-launch some of our classics to 
educate and remind customers about 
Wawel’s history and tradition - the 
years of heritage and experience 
behind us.

How important are events like 
SIAL 2022 for the industry going-
forward?
Such events give us the opportunity to 
introduce and test out new product, 
scope out the competition and 
understand how consumer needs 
are changing. It’s a great place for 
meeting with new customers and 
developing new business, while 
also meeting up with our long-term 
partners, and strengthening those 
relationships.
They are good sources to get some 
new information, to be updated 
about trends, habits and at least this 
is good place for promotion. That’s 
why we are here and waiting for Sial 
Daily marks about Wawel products 
as well•

The leading Polish confectionary brand Wawel S.A is 
presenting its autumn/winter luxury chocolates at this 
year’s show, taking place from 15 to 19 October, at 
Paris Nord Villepinte. We caught up with the company’s 
International Sales Director, Tetiana Gurnevych ahead 
of the show. 
What can visitors at SIAL 2022 
expect from Wawel this year? 
We are looking forward to 
sharing our autumn-winter 
novelties, including our Premium 
Dark Chocolate Sea Salt & 
Caramel 100g, our luxury 
Premium Dark 70% Cocoa small 
chocolate bars, plus our Premium 
Chocolate Dark 70% cocoa with 
Peppermint. In addition, there will 
be more than 20 new items for 
Christmas time. New flavours and 
fillings for our chocolates include 
Brownie with Cherry, Honey 
and Raspberry, and the sweet 
Caramel & Banana designed for 
our younger customers.

What is your ‘Good Ingredients 
strategy’ all about?
At Wawel, we create unique 
sweets made with only natural 

flavours and food colourings. The 
composition is simple, relying on 
the quality of the ingredients. We 

carefully select our raw materials, 
and we ensure that our products 
provide the sophisticated taste 
that Wawel is known for. 

ADVERTORIALADVERTORIAL

 

CONSUMERS 
HAVE GREATER 
EXPECTATIONS 
AND PAY GREAT 
ATTENTION TO 
THE 
INGREDIENTS

Tetiana  
Gurnevych
International Sales Director, 
Wawel

WAWEL 
LOOKS TO 
MAKE A 
DIFFERENCE 
IN 
CHILDREN’S 
LIVES WITH 
CHARITABLE 
FOUNDATION
The “Wawel with Family” 
Foundation, looks to support 
children through adulthood 
and encourage them to 
pursue their passions. The 
foundation has also been 
involved in supporting 
Ukrainian citizens through 
the ”Good Morning 
Ukraine” event organised 
by Krakow‘s Festival Office. 
Children were treated to 
an interactive Wawel truck 
where they could play a 
variety of interactive games 
and win points, which 
could then be swapped 
for sweet Wawel prizes. 
In collaboration with 
the government, which 
coordinates transport into 
Ukraine, the company was 
able to provide over 24,000 
pieces of chocolate, with 
a special graphic design 
based on the Ukrainian 
flag. «In this way we want to 
express our solidarity with the 
Ukrainian people, and we’re 
also continuing to supply our 
sweets in Ukraine as a part 
of our charitable activities.  
This is just a small part what 
we do», explains Wawel 
International Sales Director, 
Tetiana Gurnevych•

SIAL DAILY • SATURDAY 15th & SUNDAY 16th OCTOBER 2022    9   
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Visitors can have a taste of wild game 
at the trade show while learning 
about its nutritional value and  
benefits for both rural communities 
and the environment.

The Interprofessional Association 
of Wild Game Meat (ASICCAZA) 
is presenting a wide range of 
products at SIAL Paris 2022 under 
a campaign titled Viande de 
gibier sauvage  d’Europe,  Nature 
à l’état pur - European wild game 
meat, nature in its purest form. The 
campaign, backed by the European 
Union, is being led by ASICCAZA 
which represents the industry on the 
Spanish market.

ASICCAZA, stand G155 hall 6, is 
welcoming producers, key industry 
players and specialised press 

to explore «key synergies» and 
common interests. They are also 
looking to establish and leverage 
commercial relations to help improve 
the positioning of wild game meat on 
the European market and promote its 
consumption.

Those visiting the ASICCAZA 
stand have the opportunity to taste 
European wild game meat and 
experience its quality first hand. The 
meat is 100% natural and comes 
from free-roaming animals, fed 
without additives, feed or hormones. 
It therefore offers certain nutritional 
attributes including a high protein 
and vitamin content, low fat profile 
and pleasant taste.

The product also delivers a positive 
economic impact in rural areas, 

particularly as production is linked 
to the sustainable parameters of 
hunting and the conservation of 
habitats. During the five days of SIAL, 
ASICCAZA is presenting its products 
and their beneficial properties to all 
those who visit their stand•

HALL 6 - STAND G155

ASICCAZA showcases benefits of wild 
game meat at SIAL Paris 2022
The agency is looking to reposition wild game meat on the European 
market and promote its consumption.

ADVERTORIAL
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This year, SIAL Paris 2022 has 
introduced guided tours around 
major themes relating to innovation, 
including Intermediate Food 
Products (IFP), Consumer Goods, 
Innovative Packaging, Trends and 
Innovations of SIAL Paris and Food 
Transition.

Visitors will be taken through the halls and 
stands by experts, who will help them decode 
new trends and news covering the latest agri-
food innovations. With no prior registration 
needed and at no extra cost, the informative 

tours depart from the information point 
located at the entrance to hall 6 (see map). 
Each tour lasts between 30min and 1h30min 
and is delivered in English (no translation), 
or in French translated into English through 
the intuitive audio system set up. Guests are 
encouraged to arrive ten to fifteen minutes 
beforehand and to bring their own earphones 
to take full advantage of the tour.     

The tours are an opportunity for visitors to 
discover the show from a different angle and 
get more from their SIAL experience•

HALL 6 - INFORMATION POINT

SIAL Paris 2022 will allow 24 
startups to pitch for three minutes 
each in front of a panel of 
international investors.

The ‘investment platform’ will be taking place 
on Monday October 17 from 2:30pm to 6pm 
on stage 1 of SIAL Talks and is designed to 
multiply the opportunities and keys to boost 
business for the industry’s youngest shoots.
In total, the trade show is welcoming some 
650 startups, up-and-coming movers-and-
shakers in the food ecosystem, 60 of which 
will be housed in the SIAL Startup zone in 
Hall 6.

Those taking part in SIAL Invest will pitch their 
products and services in the hope of securing 
investment from a range of international funds 
and companies, including:    

• 5M Ventures
• AgFunder
• Anterra Capital
• Big Idea Ventures
• Earth First Food Ventures
• Edmond De Rothschild
• Eutopia
• Five Seasons Ventures
• Leonie Hill Capital
• Spring Invest
• PeakBridge
• Döhler

Take a guided tour at SIAL 
Paris 2022 to unlock the latest 
innovations

SIAL INVEST gives next 
generation of innovation a 
chance to shine 

SIAL DAILY • SATURDAY 15th & SUNDAY 16th OCTOBER 2022    5   

HALL 5A - STAND H027 HALL 6 - STAND J214

HALL 5A - STAND S105

HALL 5B - STAND M125

HALL 6 - STAND K100 HALL 5A - STAND G160

HALL 2 - STAND D35

HALL 5A - STAND T90

HALL 6 - STAND E131

HALL 5A - STAND G249

HALL 5B - STAND K51

HALL 1 - STANDS F13 & F173HALL 3 - STANDS G17 & F13 & F32 HALL 4  - STAND N146

HALL 6 -  STAND A124

HALL 6 - STAND H82

TUESDAY 18TH OCTOBER 2022
DAY 4

EXCLUSIVE 
INTERVIEW

PHILIPPE MAUGUIN
President and General Manager  

of INRAE (French National Research 
Institute for Agriculture, Food and 

Environment)

14

HALL 4  
STAND L109

HALL 4  
STAND P118

SIAL Paris 2022

A RECIPE FOR 
TRANSFORMATION 
TAKING FOOD INNOVATION  
TO THE NEXT LEVEL

#16

#21

SPECIAL FEATURE: SEA FOOD

REGIONAL SPOTLIGHT: FRANCE

#18Vegan Green 
Tuna like the 
real fish

L’Atelier du 
Ferment serves 
up authentic 
fruit kefir

#21
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Logo & stand N° on front cover - Example

Sold out

Sold out PA
C

KA
G

ES
STARTER

1 �PRODUCT  
SPOTLIGHT

1 �STANDARD LOGO  
ON THE HALL PLAN 
FREE BONUS

1,600 €

ADVANCED

1/2 �PAGE ADVERTISEMENT

1/2 �PAGE ADVERTORIAL

1 �STANDARD LOGO  
ON THE HALL PLAN 
FREE BONUS

5,300 €

PREMIUM

1 �FULL PAGE 
ADVERTISEMENT

1 �FULL PAGE 
ADVERTORIAL

1 �PRODUCT SPOTLIGHT 
FREE BONUS

1 �STANDARD LOGO  
& QR CODE ON  
THE HALL PLAN 
FREE BONUS

8,800 €

PREMIUM PRO

1 �DOUBLE PAGE 
ADVERTISEMENT

1 �FULL PAGE 
ADVERTORIAL

1 �LARGE LOGO  
THE HALL PLAN 
FREE BONUS

12,050 €
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DIGITAL / AD OPPORTUNITIES

RATES

• �1 post / all 4 platforms    	                      € 1,400

TOPICS
Frozen products 
Dairy Products 
Seafood 
Beverages 
Organic & wellness 
Fruits & vegetables 
Grocery products & Breads 
Snack food 
Delicatessen & meats
Equipment

Highlight your News  
or Brand Message  
on sialparis.com!

TRENDS
SIAL Insights 
Planet Food Study
SIAL Innovation 
SIAL Think Tank

REGIONAL 
SPOTLIGHTS
France
Italy
Spain
The Netherlands 
United Kingdom 
Belgium 
Germany 
United States 
China 
Poland

NEWSLETTER
Monthly

SOCIAL MEDIA
Your article 
highlighted in  
1 SIAL Paris social 
media post  
(1 space available / week)

Your article highlighted 
in one monthly  
SIAL Paris newsletter

NEWSROOM
newsroom.sialparis.com

RATES

NEWSROOM
• �In-Depth Article: 600 words 

1st position during 1 week [1] 
(2 spaces available) 	 € 1,400

• ��Short Article: 200 words 
Position 3 & 4 during 1 week 
(2 spaces available)	 € 600

OPTIONS
HOMEPAGE [2] 
Your article highlighted on  
the Home page 
1 week: 	 € 600 

OPTIONS
• ��Global sponsoring [3] 

Your branding on all sections 
3 months: 	 € 19,500 
(including 2 in-depth artilces)

OPTIONS
MENU ENTRY [4]
• Dedicated Menu Point
• �Dedicated Branded Page with your 

contents
• �6 Articles (3 In-Depth, 3 Short)
• �6 newsletter inclusions  

(3 x 1st position, 3 x 3rd position)
• 2 social media posts 	

3 months	 € 16,500

RATES

• �Your article highlighted  
in 1 newsletter 	  
1st position	 € 1,200 
3rd position	 € 600 
(2 positions available)

INSPIRE  
FOOD BUSINESS

NEWSLETTER #02

NEWS/ BEVERAGES / MARKET 
FERNAM 
DOLUPTAME NIST 
ETUR? 
Quid molut etur sectiunt ea ex 
esciatempore vid molori corerferis et, 
quam facest moloraectati de consend 
andit, quid molut etur sectiunt ea ex 

Read more

NEWS/ ASIA 

TRAVEL PRODUCTS 
CHANGE TACK IN 
CHINA
AmericasAbere condac vid patimor 
averfecri con potiniaes moenent.
Go hendii publis. Sensatu moen 
haciamdiur. Sentius piciorit det de it.....

Read more

NEWS/ AIRLINES / EUROPE 

DOLEST ESTO 
BLAUT ES ES NIS 
ET EX ET LANDUCI 
ENIENIE
estis sitiosam fugia volo molum que de 
min expedi conseritin poris aut iuntur a 
velit inctendae ommod que sitatis dolliae. 
Agnisto molorpos doluptatem

Read more

NEWS/ AMERICAS / AIRLINES 

QUAM FACEST 
MOLORAECTATI DE 
CONSEND
Quid molut etur sectiunt ea ex 
esciatempore vid molori corerferis et, 
quam facest moloraectati de consend 
andit, quid molut etur sectiunt ea ex 
esciatempore vid molori corerferis et, 

Read more

OPTIONS OPTIONS

[1]

[1]

[3]

[4]

INSPIRE
FOOD  
BUSINESS

sialparis.com  
is the year-round 
go-to-platform for 
the food industry, 
allowing you to connect 
with people relevant to your 
business, and stay ahead of the 
game with expert insights and 
latest industry news. 

The daily updated 
Newsroom allows you to 
keep in touch with the SIAL 
community all year round, 
inform your target groups 
about your latest news and 
make sure your region / 
company is always on top 
of their mind and business 
agendas. 

Whether it be a product 
or campaign launch, 
management/ government 
announcement, news or 
strategy update, the SIAL 
Newsroom allows you to get 
your message out efficiently to 
all relevant industry contacts. 

Sold out

Sold out

Sold out

Sold out

Sold out

http://newsroom.sialparis.com


12 13
July 2024 - Non contractual documentJuly 2024 - Non contractual document

PRINT / TECHNICAL SPECIFICATIONS PRINT / TECHNICAL SPECIFICATIONS

www.sialdaily.com4 SIAL 2021 • WEDNESDAY 10TH OCTOBER 2021 SIAL 2021 • WEDNESDAY 10TH OCTOBER 2021  5  

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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Full page Double page

1/2 page

1/4 page

1/5 banner

1/
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pa
ge

Trim size

Bleed size 
Trim size + 5mm Bleed

Front Cover

Logo + 
Stand No.

SUNDAY 11TH OCTOBER 2020
PREVIEW

THE WORLD’S LEADING FOOD TRADE 
SHOW – “SOLD OUT” YET AGAIN

SIAL 2020: 
AS STRONG  
AS EVER!

EXCLUSIVE 
INTERVIEW

NICOLAS TRENTESAUX 
Group Director of SIAL

#26

FUTURE  
LAB

SIAL CONFERENCES

#18

#36

Adeline  
VANCAUWELAERT
Director, SIAL

SPECIAL FEATURE

#28

ALTERNATIVE 
FOOD

Large Logo Standard-sized 
Logo

HALL 5A - STAND H027 HALL 6 - STAND J214

HALL 5A - STAND S105

HALL 5B - STAND M125HALL 5B - STAND M125

HALL 6 - STAND K100HALL 6 - STAND K100 HALL 5A - STAND G160HALL 5A - STAND G160

HALL 2 - STAND D35HALL 2 - STAND D35

HALL 5A - STAND T90HALL 5A - STAND T90

HALL 6 - STAND E131

HALL 5A - STAND G249

HALL 5B - STAND K51HALL 5B - STAND K51

HALL 1 - STANDS F13 & F173HALL 3 - STANDS G17 & F13 & F32 HALL 4  - STAND N146

HALL 6 -  STAND A124HALL 6 -  STAND A124

HALL 6 - STAND H82

STANDARD POSITIONS	 Trim size	 Bleed size

Full page   	 240 x 330 mm	 250 x 340 mm
Double page  	 480 x 330 mm	 490 x 340 mm
1/2 page	 220 x 136 mm
1/3 page 	 66 x 280 mm
1/4 page	 220 x 68 mm

HIGHLIGHT POSITIONS	

Logo + Stand No. on front cover     	 	
1/5 banner on front cover	 220 x 54 mm
Inside front cover 	 240 x 330 mm	 250 x 340 mm
Back cover	 240 x 330 mm	 250 x 340 mm

The SIAL Daily is printed on uncoated paper.  
The PEFC label is a globally trusted trademark to identify and 
promote materials from sustainably managed forests.

HALL PLAN	
Standard-sized Logo  
& Stand No. 	 32 x 20 mm
Large Logo  
& Stand No. 	 75 x 50 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 280%. 

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 280%.

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: 550 words
 �� ��Half-page: 260 words
 �� ��Third page: 150 words
 �� ��Quarter page: 110 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

>> �Material Deadline:  
30th September 2024 
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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@cleverdis.com

ADVERTISING
Benjamin Klene 

Senior Account Manager 
Tel: +33 413 22 80 63

benjamin.klene@cleverdis.com

Veronika Verzhak 
Sales Manager

Tel: +33 413 22 80 62
Mob: +33 766 668 030

veronika.verzhak@cleverdis.com
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