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Build your business with all the private liquor stores,  
pubs, and bars in BC by targeting owners and managers 
with the industry’s most respected trade media: 

The Quarterly Pour – Quarterly B2B magazine with  
articles on trends, operations, marketing, and human 
resources.

E-blast  – Create your own e-blast content and have 
it sent through ABLE BC to give your message extra 
credibility and reach.

ABLE BC Industry Update – Bi-weekly e-newsletter 
highlighting new programs and industry news.

Website: ABLEBC.CA – Continually updated site with 
details on government regulations, industry events,  
and more.

“I’ve worked with The Quarterly Pour 
for years to get the word out about 
new products and key marketing 
initiatives. They really get the BC 
beverage alcohol space and know 
how to reach the right buyers—
especially in LRS and OP. It’s always 
been an easy, effective partnership 
that delivers.”

Andrew Platt, Group Marketing 
Manager, Parallel 49 Brewing 

Company

“
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63%  On-Premise Account   33%  Private Liquor Store

4%   Supplier

PRINT CIRCULATION 
BY SECTOR

The print issue of The Quarterly Pour is distributed by 
controlled circulation to ALL primary liquor licensees 
in BC. The digital version of the magazine is sent to 
subscribers from a wider range of the food & beverage 
industry in BC. The magazine is also posted on ABLE BC’s 
website and EMC Publications’ site.

Pour
THE QUARTERLY

Official Publication of

circulation
10,000+
  TOTAL SUBSCRIBERS

  Print 23%  Digital 77%

READERSHIP
Each issue is read by approximately 3 people  

in each establishment.

Owners/Managers, Supervisors, 
Bartenders, Servers, and Sales Staff.

BC'S  LIQUOR
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Quarterly B2B magazine with articles 
on trends, operations, marketing, and 
human resources.



2026    editorial    calendar

Spring 2026
Reserve January 16
Published February 20

How Can You Help to Keep Your Community Safe? How can you deal with the mental 
health issues affecting your establishment?

Partnering with Events – Find out which events are in your area and partner with them to 
sell food & beverages and promote your business.

Investing in Your Staff – What professional development opportunities can you provide to 
your employees?

Preparing for Patio Season – Be sure you have approvals for your patio extension and start 
planning for a bright and inviting patio.

Summer 2026
Reserve March 27
Published May 8

Best Practices for Building & Executing Ad Campaigns – Look at the building blocks  
for developing an effective ad campaign.

Bridging the Generational Divide – Tips for managing intergenerational staff  
and creating benefits tailored to younger generations.

Improving Business Productivity – How can you drive profitability by improving 
productivity?

Developing New Business – Who can you target to create new customers for your  
store and pub?

Fall 2026
Reserve June 26
Published August 7

Understanding Cultural Norms Among Staff – How can you engage immigrant workers 
and make them feel a part of your team?

Zero Waste Foodservice – Use AI and your own creativity to create recipes with leftover food 
to reduce waste.

Innovation in Non-Alcoholic Spirits – See what new spirits are being developed to cater to 
the rapidly growing non-alc market.

Best Buying Practices - Conduct spending and demand analyses, establish strategic supplier 
partnerships, and evaluate supplier performance.

Winter 2026
Reserve October 2
Published November 13

Understanding Customer Lifetime Value – Customers aren’t just worth what they purchase 
one time, but what they purchase over their lifetime.

Interviewing Techniques – Know what questions to ask to determine how a recruit will fit 
into your organization.

Cybersecurity Tips – Ensure that your business is protected from cyber threats and all 
employees are aware of the dangers of security breaches.

Engaging Future Wine Customers – Young people can be intimidated by the world of wine, 
so how can you simplify it to make wine a more attractive option?

On Tap
Featured Establishment

What’s Hot?

ABLE BC Report

Liquor Distribution Branch Update 

Liquor & Cannabis Regulation 

Branch Report

What’s New for ABLE BC Members?

BC Hospitality Foundation Update

Names in News 

What’s Coming?
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advertising
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*Price per ad. Each ad invoiced quarterly.

All rates are subject to local tax and are based on receiving 
completed digital artwork.

Design services are available at an additional charge,  
please ask for a quote.

Premium positions are subject to a 10% surcharge.

Insert rates are available upon request.

Full Colour Width Height 1  
Insertion  

4*  
Insertions

Product Showcase 1.5” 8.5” $665 $595

1/4 vertical 3.5” 4.5” $830 $750

1/4 horizontal 7.5” 2.5” $830 $750

1/3 vertical 2.35” 9.5” $1180 $1065

1/3 horizontal 7.5” 3.5” $1180 $1065

1/3 square 4.85” 4.5” $1180 $1065

1/2 vertical 3.5” 9.5” $1570 $1415

1/2 horizontal 7.5” 4.5” $1570 $1415

2/3 vertical 5” 9.5” $2195 $1975

2/3 horizontal 7.5” 6.5” $2195 $1975

Full page inside 8.5” 11” $2905 $2615

Inside Cover 8.5” 11” $3240 $2915

Back Cover 8.5” 11” $3995 $3595

2/3
horz.

1/2
vert.

Product Showcase

1/4
vert.

1/3
horz.

1/2
horz.

1/4
horz.

1/3
vert.

2/3
vert.

1/3
square

Sample Ad Sizes

SPECIFICATIONS FOR SUPPLIED ADS  
Please read carefully

•	� All ads must be 300 dpi, including all text  
and images.

•	 Ensure that all fonts are converted to outlines. 

•	� Digital files must be supplied as  
a high resolution PDF. 

•	 Full page ads must include 1/4” bleed.

•	 All text within 1/2“ from trim edge.

•	� Files less than 5 MB can be emailed to  
info@emcmarketing.com. 

•	 For files over 5 MB, please send via Dropbox,  
	� Hightail or another file sharing service. 

 
Product Showcase ads require one 300 dpi high  
resolution image of the individual bottle, the product 
name, type of product, and country of origin along 
with an 85-word description, bottle size, wholesale 
price, SKU, phone number, and website.

ABLE BC members receive a 15% discount  
on the above rates.



“Beyond the results, Joyce has been an instrumental business partner. She is reliable, offers 
creative input, helps us to meet deadlines, and even suggests effective digital strategies to 

amplify our message. We’ve been consistently impressed with The Quarterly Pour support and 
the impact of their services.”

Shelley Cooke, Customer Marketing Manager|Western Canada, PMA Canada

“

Each issue provides an opportunity for one 
supplier to be profiled in an exclusive 2-page 
advertising feature. This profile is a great sales 
tool for your team to show prospective clients.

One of EMC’s writers will interview key staff  
at the company and compile the story. You 
are given the opportunity to edit the article 
before it goes to print. EMC’s graphic designer 
will incorporate the company’s image into the 
double-page spread so that it is consistent  
with your other marketing materials.

The investment for this supplier profile  
is $4195 + tax.
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by Chris McBeath

THE ARTISTRY OF EXQUISITE BALANCE
CHURCH & STATE  

back for more.  The punchline says it all: We let the wines speak for 
themselves, even if they are a bit mouthy. Kim says, “We wanted to 
open our brand to an entirely new demographic, so we worked 
with the team at Brandever to design a labeling concept that was 
eye-catching, controversial and as social media friendly as possible.  
We wanted something that was so over the top you couldn’t help 
but pick it up and try it.” 

The results have been phenomenal.  Lost Inhibitions has turned 
an 8,000 case winery into a 25,000 case one, with US sales now 
adding to that mix.  

“Customers really engage with the product and postings on 
Facebook and Instagram speak to apologies, great dates, marriage 
proposals, special occasions and the focus of many personalized 
messages,” Kim says. “More importantly, those customers are 
discovering the value and quality of a Church & State wine and are 
now exploring our other wines – and expressions.”

Signing on with a New Signature

Riding the wave of this success, Church & State is launching a 
rebrand of its core series.  Where Lost Inhibitions labels and style 
are like  “colourful streams of consciousness”, the calligraphic labels 

With labels like Polite as Fu*k, Just Get Over It and Shut the Front Door, 
Church & State Wines has been shaking things up recently with its 
Lost Inhibitions line.  But that’s nothing new for this innovative, 
family-run winery.  Since opening in 2004, Church & State has 
scooped up several top honours at some of the industry’s most 
prestigious competitions including Best Canadian Red (six times), 
Best Canadian White Blend (3 consecutive years 2013-15), and the 
World’s Best Malbec at the 2015 San Francisco International Wine 
Competition. 

“Quality has always been the cornerstone of our passion and 
operation,” says Kim Pullen, Church & State’s founder.  “We do 
everything by hand and compromise on absolutely nothing,” and 
that, he emphasizes, delivers results. “We’re very proud that our 
Malbec earned 96 points in San Francisco, but there is no best wine 
if it never gets off the shelf, which was a key factor in launching Lost 
Inhibitions last year.”

Hashtag #lostinhibitions

With its sassy approach to labeling and typography, the Pullens 
believed that if packaging helped people try Church & State 
products, then the wine’s quality and value would bring them 

16     The  Publican 17     The  Publican

...the notion of church and state denotes a constant 
quest for balance as well as the breaking away from 
convention. We try to exemplify those qualities in 
everything we do, from finding balance in our family 
life to work as well as in the product itself. 

for the new Signature Series are all about mastery and refinement, much like 
the premium and super-premium blends they identify.

Created by pre-eminent calligrapher Jackson Alves, the new labels are like a 
person’s signature that they’ve spent a lifetime perfecting. In keeping with Church & 
States’ traditional approach for handcrafted workmanship, Alves begins each script 
with old-style mediums such as pen or brush, before perfecting each piece digitally.

“The parallels between calligraphy and penmanship, and winemaking are 
incredibly strong,” explains Kim. “Each is built around traditional craftsmanship 
and incredible attention to detail. They both involve an artisan’s skill. Today, both 
are perfected with cutting edge technology.”

While Lost Inhibitions trumpets the Church & State story of quality, value and 
diversity, the Signature series is geared towards the winery’s devotees, club 
members, collectors and serious oenophiles.  “We may only produce 100 to 500 
cases of some varietals, so they will certainly become sought after vintages,” 
notes Kim, who sees them as an important evolution to the winery’s growth 
and development.

Futuring A Family Heritage 

Founded by Kim Pullen in 2004, Church & State has always been a family affair, 
farming 125 acres of estate vineyard in the South Okanagan and a further 10-acre 
estate on Vancouver Island as well as operating two winery facilities. 

A D V E R T I S I N G  F E A T U R EA D V E R T I S I N G  F E A T U R E

“Making wine is very much a part of our family lifestyle, and because we’re a tight 
unit we’re able to make decisions and respond to market conditions quickly,” Kim 
continues, noting that on any given day there are probably four Pullens on site.  

“In a broader sense, the notion of church and state denotes a constant quest for 
balance as well as the breaking away from convention,” Kim says of the winery’s 
name.  “We try to exemplify those qualities in everything we do, from finding 
balance in our family life to work as well as in the product itself.  If Lost Inhibitions 
reflects our maverick, entrepreneurial nature – our breaking with convention - 
then the Signature Series reflects our deep and valued roots in tradition.  Our 
name is our signature, and perfecting balance will always be our vision.”

Contact Scott Parker, Sales Manager, to order at 
salesmgr@churchandstatewines.com.

South Okanagan Vineyard Vancouver Island Vineyard

advertising 
feature

Showcase your product next to the front cover  
of the digital issue of The Quarterly Pour, so it  
will be seen every time someone views that 
digital issue.

$1500 + tax

Presentation 
Page - Digital  
Issue

Presentation Page
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DIGITAL  advertising
Header Leaderboard

Tower

Middle Banner

37.5% Open rate  |  Frequency: Bi-weekly

42% Open rate  |  Frequency: Monthly

Newsletters:

ABLE BC Cannabis 
Industry Update

ABLE BC Liquor 
Industry Update

ABLE BC represents BC’s private liquor industry including 
over 850 private liquor stores, pubs, bars, and nightclubs. 
The site is promoted on Facebook, Twitter, and Instagram.

Fixed placement is available for medium rectangle and regular leaderboard ads.  
Please contact us for availability and pricing.

*Fixed placement   **Rotation of 5 ads

WEBSITE:
ablebc.ca 4,050 Page Views/Month

BC'S  LIQUOR
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Footer Banner

ABLE BC members receive a 15% discount  
on Newsletter & Website rates.

7,700 Subscribers

535 Subscribers

Position Size Monthly Quarterly Annual
Home Page Leaderboard 1456 x 180 px $525* $1415* $5105*
Medium Rectangle 500 x 800 px $315** $850** $3060**
Regular Leaderboard 1456 x 180 px $210** $567** $2040**

Sponsored Content – Available upon request. Ask for rates.

Position Size Quarterly
Leaderboard 1300 x 166 px $150
Middle Banner 1300 x 166 px $125
Footer Banner 1300 x 166 px $100
Tower 300 x 648 px $150

Sponsored Content – Available upon request. Ask for rates.

Position Size Quarterly
Leaderboard 1300 x 166 px $770
Middle Banner 1300 x 166 px $660
Footer Banner 1300 x 166 px $550
Tower 300 x 648 px $770
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Please note that all the above rates are subject to tax.

Print   &   DIGITAL Packages

WEBINAR

Mix & Match

If you want to match another size or frequency of print with  
a digital ad, please call for a quote.

Bronze Packages

1/4 page with Rotating Leaderboard		  $1340/quarter 
Product Showcase w/Rotating Leaderboard	 $1175/quarter

Silver Packages 

2/3 page with Medium Rectangle	 $2960/quarter 
1/2 page with Medium Rectangle	 $2335/quarter 
1/3 page with Medium Rectangle	 $1945/quarter

Gold Packages - Premium Placement 

Back cover with HP Leaderboard	 $5270/quarter 
Inside cover with HP Leaderboard	 $4515/quarter 
Full page with HP Leaderboard	 $4180/quarter

ABLE BC runs educational webinars each month for the liquor 
and cannabis industries, and you can either sponsor a webinar 
or present it.

Sponsor Webinar $500  
Present Webinar $1000

Give extra credibility to your social media posts and 
access ABLE BC’s followers and fans to boost the number 
of people reading your posts.

$200 + tax per post

Instagram: Over 1060 followers

LinkedIn: Over 590 followers

Facebook: Over 525 followers

SOCIAL MEDIA POSTS

Sponsorship includes:

>	 Pre-session announcements via email 
>	 Exposure on the registration landing page 
>	 Promotion via social media 
>	 Webinar host will read a brief, scripted message

ABLE BC members receive a 15% discount on the above rates.

Provide your own customized content to be sent to all our newsletter subscribers. 
ABLE BC members $550 + tax    Non-ABLE BC members $750 + tax

7,700 SubscribersE-Blast


