
Wanna get on a  plane?



IN THIS DECK YOU’LL 
FIND  INFORMATION 
ABOUT WHO WE ARE, 
WHAT WE DO AND WHY 
WE’RE AN EXCELLENT 
CHOICE FOR YOUR 
CLIENTS.

There is also a set of cards near 
the back of this deck with a challenge.

Use the cards marked “build” to  
flex your creative muscle and build 
the most unusual house of cards. 
Send us a pic and tell us why your 
creation is the best and you’ll be
entered to win two plane
tickets to visit Halifax. 
Email it to: 
info@saltwire.com
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TRUMP CARD
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TRUMP CARD

HAVE YOU EVER FOUND YOURSELF 

IN A DISCUSSION OR DEBATE AND 

FEELING LIKE THINGS WON’T GO 

YOUR WAY?  

We have a solution. When you’re 

ready, and the other person is looking 

smug... BAM! Play your Trump Card for 

an automatic win! Congratulations!

Remember: 

With great power comes great 

responsibility…
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“ We are like
 islands on the
 sea, separate on
 the surface, but 
 connected in
 the deep.” 

   – William James
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ORIGINS OF

SALTWIRE NETWORK

150
YEARS OF EXPERIENCE

950
LOCAL MEDIA EXPERTS



NEWSPAPER MEDIA IS THE  

CENTRE OF DEMOCRACY.  

In the most rural regions of a country  

as vast as Canada, and in provinces as 

geographically decentralized as Atlantic 

Canada, it is the stories told by legacy 

newspapers that knit communities together. 

It is here where the narrative is shaped and 

the story of a place finds its voice. 

Local content is not becoming obsolete. 

Rather, it is more relevant than ever. 

And that’s what the creation of the  

SaltWire Network is all about. 

By combining the resources and  

reach of the former Transcontinental 

publications, The Chronicle Herald’s  

almost 150 years of experience in this 

space, 950 of the best local media experts, 

and the lessons we’ve all learned and  

grown through over the past decade,  

the SaltWire team won’t just deliver the 

best local content to the communities  

we call home, we will challenge and  

reshape the media model and  

landscape in Atlantic Canada.
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THE BRAND STORY

  BE ESSENTIAL.
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BE ESSENTIAL IS AT THE HEART OF THE SALTWIRE BRAND.  

Essential means that something  

is absolutely necessary or indispensable;  

it constitutes the very essence of a thing. 

In the same way, the publications within  

the SaltWire Network are committed to  

producing content and ensuring that our  

contributions are essential and meaningful  

to the communities they serve.
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THE CHANGES

 WE’RE MAKING.
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ACROSS THE NETWORK, WE ARE 

ACTIVELY AND QUICKLY REFOCUSING 

OUR EFFORTS TO CONSISTENTLY  

DELIVER ON OUR BRAND PROMISE.  

IN PARTICULAR, THAT PROMISE IS  

BEING BROUGHT TO LIFE BY 

COMMITTING EVEN MORE  

DEEPLY TO THE FOLLOWING:

LOCAL PERSPECTIVE 
SaltWire publications will always  
put local first. 
 

ANALYSIS   
We  analyze what’s at the heart of  
the stories shaping where we live. 
 

DIVERSE VOICES   
Our communities are diverse and  
our coverage reflects these voices. 
 

DISRUPTION  
We bring a courageous, provocative  
approach that disrupts the norm. 

GOOD NEWS   
We’re focusing less on bad news.
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PUBLICATIONS WITHIN

THE NETWORK
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If you wanted to buy newspaper  

advertising in Atlantic Canada in  

the old days, you would have to make  

about 40  phone calls, create dozens of 

different ad versions, receive a stack of 

invoices and cut multiple cheques. Yeah,  

we thought that was a nuisance, too.  

Which is why our national sales team  

is making it easy to access this  

great market of ours. 

ONE PHONE CALL, ONE AD ORDER  

(DUE TO BE FULLY IMPLEMENTED  

BY FALL 2017) AND ONE BILL.  

ISN’T THAT LIKE A BREATH  

OF FRESH OCEAN AIR?
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565,000
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The number of 

Atlantic Canadian 

doorsteps that members 

of the SaltWire Network 

distribute to at least 

once per week.
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1,000,000
MORE THAN 

COPIES PER WEEK. 
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ACROSS
THE NETWORK, 
WE DELIVER MORE THAN

NEWSPAPERS EACH DAY. 

That’s more than 750,000 per week. 
Add the 300,000 plus weekly community 
papers and altogether we’re delivering 
north of one million newspapers 
on any given week.

125,000
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VISITORS PER MONTH.
(source: Google Analytics) 

WE HOST

3,800,000
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DIGITAL VISITORS, 
THAT IS. 

AND NO,
WE DON’T HAVE THAT 
MANY PEOPLE LIVING 
IN ATLANTIC CANADA, 
BUT MANY DIGITAL 
USERS VISIT MULTIPLE 
SALTWIRE SITES AND 
COME FROM OUT OF 
THIS MARKET. 
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COPIES OF SPECIALTY
PUBLICATIONS
DELIVERED
EVERY YEAR. 

1,500,000
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WINE, BEER, LUXURY REAL 
ESTATE, HIGH-END CLOTHING, 
HOSPITAL FUNDRAISING AND 
ECONOMIC GROWTH. 

We design, produce and distribute 
specialty publications that cover all of 
these topics and more. 

IF YOU WANT TO TARGET A PARTICULAR 
CONSUMER,  WE LIKELY CONNECT
 WITH THEM. 
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250,000
hours per 
month of online 
readership  

(source: Google Analytics)
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That’s the  
equivalent of  
10,417 full days 
(or about 29 
years) of content 
consumption that 
happens every single 
month across the  
SaltWire Network.
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Local 
newspapers 
still matter 
when you’re 
away.
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Across the network, anywhere from 

30 to 50% 
of site traffic comes from outside Atlantic 

Canada on any given day. That’s because 

even when people leave, they stay 

connected. We’ve even heard anecdotal 

stories of oil patch workers buying a truck 

at home in Newfoundland (rather than 

Alberta), just to be sure they have their 

provincial licence plate and dealer on their 

vehicle when they go back out west. Now 

that’s hometown pride.
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485,091
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The number of Facebook 
and Twitter followers across 
the SaltWire Network.

We have more than three times the number

of Facebook “likes”and 32% more Twitter 

followers than the Calgary Herald.
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WE’RE DIFFERENT,  
BUT THE SAME.

Indeed, no one Atlantic 

province, or even community 

within a province is the same. 

The cultural nuances across 

our geography would no 

doubt surprise you.  

But SaltWire Network 

readers are similar in a  

couple key areas...
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• Have a higher median and  
average incomes.

• Are split between male and female readers.

• Are more likely to be be self-employed.
.
• Represent a higher-than-average  

percentage of MOPEs  
(managers, owners, professionals, executives).

• Represent a large readership  
base of baby boomers.

• Tend to have higher consumption rates of 
newspapers (SaltWire readers average four 
to seven papers a week, whereas the average 
Atlantic Canadian consumes two per week). 

 (source: Vividata)
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THEIR  LOCAL 
NEWSPAPERS

ATLANTIC CANADIANS

LOVE
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IN FACT, THEY BEAT THE 
PANTS OFF THE REST OF 
THE COUNTRY. 

Between 88% and 93% of Saltwire Network 
readers read their local newspapers frequently, 
compared to the Canadian average of 34%. 
(source: Vividata)

93%  
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ATLANTIC CANADIANS

ALSO LOVE THEIR

(and don’t you dare deliver them late!)

FLYERS
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SALTWIRE NETWORK 
READERS  ARE BETWEEN 
11% AND 32% MORE LIKELY 
TO USE FLYERS AND INSERTS 
FREQUENTLY TO PURCHASE 
MOST GOODS AND 
SERVICES COMPARED TO 
THE AVERAGE CANADIAN. 

Categories of especially high  
purchase influence are furniture, groceries, 
and computer hardware/software. 

(source: Vividata)
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WE ALSO
DIG COUPONS. 

Use vs. the 
Canadian average of

62% 

Online Flyers vs.

56% 

63%

53%

Catalogues vs.
55% 44%

(source: Totum Research)
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THAT SHOULD TELL YOU
ATLANTIC CANADIANS 
DO THEIR RESEARCH. 

We have disposable income, but we’re
frugal and trained to be value-sensitive. 

Because if you’re going to drive 
three  hours to the nearest Home Depot,
you’re gonna do your homework.
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84%
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84% OF CHRONICLE HERALD  
AND 96% OF TELEGRAM READERS  
DO NOT READ THE GLOBE AND MAIL 

and there’s no more than a 2% duplication  
of SaltWire and National Post readers 
(source: Vividata). 

So…if you’re just buying the Globe 
or the National Post in order to reach 
the Atlantic market, you’re missing  
the boat. 

SALTWIRE READERS 
ARE NOT CONSUMERS OF  
OTHER NEWSPAPER PRODUCTS.
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WE 
LOVE 
TO 
KNOW 
WHO 

DIED.
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THAT’S RIGHT. 

We’re religious obituary 

readers. In fact, it’s one of the 

top three highest read sections 

in print and online across  

every publication in the 

SaltWire Network. 

No, we’re not morbid folks, 

but we care deeply about the 

people in our communities and 

the stories of their lives.
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On average 
Atlantic
Canadians 
make
7% less per hour than the rest 

of the country ($22.09/per hour in 

Atlantic Canada vs. the Canadian 

average of $23.85/hour).

(source: Statistics Canada)

  7%  
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…BUT THE AVERAGE COST 
OF BUYING A HOME IN 
ATLANTIC CANADA IS 

That’s a whopping 2.4X difference.
Ever wonder what we do with all that 
disposable income?
(source: Crea.ca)

vs. the Canadian average of 

$218,737
$530,304
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You
wouldn’t
leave out
Vancouver...
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2,300,000
Nearly the same number of people living in Atlantic 

Canada as Vancouver. It’s basically the same, 

except our residents have more space, fresh air 

and a dramatically lower cost of living. We know 

which coast we would pick #eastcoastforlife.
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We might 
be traditional,
but we’re not
conservative.
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Our readers support marijuana legalization 

and declare themselves very supportive of

alternative lifestyles - across the board 

we’re higher than the Canadian average! 

(source: Vividata)
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WE’LL DRIVE THE 

DISTANCE OF OTTAWA

TO TO TORONTO JUST 

TO BUY AN AUDI! 
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WE’LL DRIVE THE 

DISTANCE OF OTTAWA

TO TO TORONTO JUST 

TO BUY AN AUDI! 



…OR ANY OTHER KIND OF 
VEHICLE FOR  THAT MATTER. 
WITH AN URBAN-RURAL 
SPLIT OF 

(compared to the Canadian average 
of 81% to 19%!) 

we consistently drive long 
distances to make major purchases… 
like buying a new luxury car. In fact, 
93% of Nova Scotians regularly travel
to Halifax to purchase a car. 
(source: CRA)

That means your trading zone radius 
is likely much broader than you think!

55% to 44% 
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Gotta get  
a little  
mud on  
the tires.
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WHAT DO SALTWIRE  
READERS DRIVE? 

A midsize pickup would be  

a good guess. A Haligonian

SaltWire reader is 168% more  

likely to drive one than other 

Canadian residents.

168%
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3.4%
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IN 2016,  
RETAIL TRADE 
IMPROVED  
BY 3.4% IN  
ATLANTIC  
CANADA 

That’s a good news story  

for any company who  

wants to sell things like 

fridges, furniture or food  

in our neck of the woods!

(source: Nova Scotia  

Department of Finance)
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WE ARE
CANADIAN
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SALTWIRE READERS 
ARE FIERCELY CANADIAN. 

They unanimously declare Canadian beer  

the best beer in the world! 

(source: Vividata)
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We meet tonight  
to witness an event 
that will, I pray, go 
ringing down the years 
as marking the sure 
founding of the Order, 
which God and France 
shall ever serve as  
beacon to our goal.”

— Baron de Poutrincourt
” 30



That’s the first toast of  

the Order of Good Cheer, made in 

1606 in Port Royal, Nova Scotia.

The Order, established by Samuel de 

Champlain, was originally a gathering 

around food, drink, fellowship and 

merriment to help soldiers get through 

the long, harsh Nova Scotia winter. 

Today, good cheer is an inherent part  

of the Nova Scotian disposition. 

SOCIABLE!
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Deed I is, 
me ol’ cock! 
And long  
may yer big 
jib draw!
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Performed on “come from aways”  

(or “mainlanders” as the 

Newfoundlanders also call them),

getting Screeched in is how 

mainlanders are welcomed in as 

honourary Newfoundlanders. 

The ceremony involves a shot of 

Screech (Newfoundland rum), a 

short recitation and the kissing of a 

cod. Once you’ve completed these 

tasks, anytime someone asks: “Are ye 

a Screecher?” The proper (and only 

response) is the line written on the 

front of this card. You should practice 

it... that Screech is slurringly strong.
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So her’s the fun. The cards maked 
build, are for you. Build your  most 
unusual and creative version of a 
house of cards.

Send us a pic, and you could win!!!

hello@saltwire.com

Happy building!

So here’s the fun. The cards marked 
BUILD are for you! Build your most 
unusual and creative version of a 
house of cards.
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