
T
he Information Age has
transformed the way we live,
work and play in profound

ways, but it has also ushered in a
new era of crime and personal and
corporate security concerns, particu-
larly those associated with fraud.     

This special report – produced
in co-operation with the Canadian
Bankers Association and timed to
coincide with Fraud Prevention
Month – will help raise awareness
of fraud, what’s being done to pre-
vent it and how consumers and
companies can protect themselves
against it.

Among its topics this report
will discuss:

A new era of fraud. Whether it’s an
apparently legitimate phone solicita-
tion, e-mail, an unscrupulous indi-
vidual misrepresenting himself in
person or another mode, fraud
comes in many forms these days.
How can companies and consumers
recognize the signs of fraudulent
activity?

Financial services providers. Cana-
da’s banks and other financial serv-

ices providers rank among the
world’s strongest for many reasons,
not the least of which is the intelli-
gent systems they have put in place
to thwart fraud and keep transac-
tions secure. How are Canada’s
leading financial services providers
using innovation to enhance securi-
ty for themselves and their cus-
tomers? 

Technology. From high-tech
cheques to advanced debit and
credit cards, financial services
providers are fighting fraud with
new products enhanced with pow-
erful security features. What are the
latest developments that are helping
consumers and organizations
securely conduct commerce?

Privacy. Fraud often begins with a
breach of privacy. How do leading
companies protect your personal
information? What can individuals
can do to protect themselves?

Public action. Working in partner-
ship with corporate citizens govern-
ment agencies including the Com-
petition Bureau of Canada and the

RCMP are taking action against
fraud. How are programs such as
the Fraud Prevention Forum, Fraud
Awareness for Commercial Targets
(FACT) and Phonebusters initia-
tives helping?

All this and more in this spe-
cial, national report.

WHY REACH GLOBE AND MAIL 
READERS?
The Globe and Mail reaches the
most educated, affluent and influen-
tial newspaper readership in Canada
– significantly greater than any other
national newspaper in Canada.

> The Globe and Mail reaches more 
Canadians with:
• A university graduate education,

household income $100K or 
higher, personal income $60K or
higher, senior management titles
and manager/professional 
occupations than any other week-
day newspaper in Canada

• Investors with portfolios of  
$250,000+

> The Globe and Mail reaches over 
1.3 million readers daily from coast
to coast. 

> The Globe and Mail is the #1-read 
publication by Canada’s senior

executives, read by 71% of all exec-
utives and by 76% of all presidents,
CEO’s and Chairpersons.

REACH YOUR AUDIENCE:

This special supplement will

include a limited number of  one-

eighth, quarter-, half- and full-

page advertising positions.

Bonus: The Globe will re-print

additional copies of the report 

and provide a PDF e-version.

Included with your print 

advertisement, this report will

appear online at globeandmail.com

for 7 days and thereafter will be

archived for 90 days.
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