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Market Access and Audience Creation to the $2.1B Professional CAD Market
(Source: Publisher’s Own Data)

In all media channels the purchasing audience wants to receive business, product
and technical information.

• Print
• Online
• Email Newsletters

• Discussion Forums
• Vertical Search
• Online Events

In the markets where CAD technologies applied as part of a company or
organization’s business and competitive strategy.

•
•
•
•

AEC
Manufacturing
GIS
CAD Management for business applications and benefits

Creating Online Archives ■ HPC for the Masses

www.cadalyst.com
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CADALYST LABS REVIEWS

COCREATE ONESPACE 2006
AUTODESK REVIT STRUCTURE 3
SOLUTIONS
MCAD INDUSTRY CHECKUP
AEC CONSTRUCTION ESTIMATING
GIS SMART GROWTH

■ PLUS
Formal vs. Informal Training

2. Publisher’s Own Data
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The Cadalyst Network
Information needs have changed because the purchasing process has changed. It’s not just about a
magazine anymore. To meet this growing demand for purchasing, technical and business information,
Cadalyst has grown beyond its core print publication to include:

Email Newsletters

Magazine

On-Line

Over 81,000 recipients 2

62,000 print and
digital subscribers 1

250,000 unique visitors 2

Creating Online Archives ■ HPC for the Masses

OCTOBER 2006

www.cadalyst.com
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AUTODESK REVIT STRUCTURE 3
SOLUTIONS
MCAD INDUSTRY CHECKUP
AEC CONSTRUCTION ESTIMATING
GIS SMART GROWTH

■ PLUS
Formal vs. Informal Training

Email Newsletters

(Source: Publisher’s Own Data)

n 3,000 Cadalyst Daily

n 13,000 AEC Tech News

n 10,000 MCAD Tech News

n 3,000 GIS Tech News

n 27,000 Tips & Tools Weekly

n 22,000 CAD Manager’s Newsletter

This integrated portfolio editorial platform represents a total reach of 260,000+ professional purchasers
of CAD and related technologies, representing $2.1B in market size. 2
Because the Cadalyst franchise is the only media network to provide market access to the technologybased commercial markets of AEC, MCAD and GIS, advertisers benefit from the editorial platforms that
we’ve built.

n Reach the Industry’s Core Purchasers

(Source: Publisher’s own data)

Cadalyst subscribers represent the premier purchasing audience for CAD and related
technologies:
● 92% play a role in company purchase process
● 68% explore possible solutions and technologies for purchase
● 67% recommend a specific product
● 63% identify and define product needs
● 41% specify a specific product
● 31% select a specific vendor
● 20% authorize and/or approve purchases
● 18% create the budget

And more importantly, Cadalyst subscribers represent a market of $2.1B
1. 6/06 BPA Statement
2. Publisher’s Own Data
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Circulation—You Can Bank On
1

With a total circulation of 62,000, Cadalyst is the premier publication in the industry to address the
integration of technology for manufacturing, AEC and GIS. Here’s just a few names from the top 100
subscribing companies to Cadalyst: (Source: Publisher’s own data)

Boeing
Black and Veatch
Lockheed Martin
CH2M
Northrup Grumman

USPS
Honeywell
Centex Homes
General Motors
Woolpert Inc

ABB
HDR
Ford Motor Company
Parsons Brinkerhoff

Cadalyst provides a strategic platform for branding opportunities, positioning your company
as an industry leader to the top engineering-driven companies in the world.
Cadalyst magazine sets the standard in the industry for covering the business of CAD. Historically an
industry driven by pretty pictures of architectural accomplishments and mechanical gadgets, the new market
drivers are commercial market applications for CAD technologies driving top line and bottom line benefits to
businesses, helping them increase shareholder value. This means making purchasing decisions that are
business decisions.

n Cadalyst Subscribers Purchase

(Source: Publisher’s own data)

Cadalyst subscribers represent the premier purchasing audience for CAD and related technologies:
●
●
●
●

91%
52%
47%
33%

have taken vendor-related actions after reading Cadalyst magazine
say ads in trade publications influence their purchasing decisions
requested information on an advertised product or service
purchased a product or service

n Cadalyst’s purchasing audience uses print and online.

2

The purchasing process has changed. Your customers, Cadalyst subscribers and Web site visitors, now use the
print publication plus the Web as another component for researching products to purchase and to narrow down
the vendor selection. By leveraging Cadalyst’s integrated media platforms, your company and products are in
front of the industry’s core purchasers with all media channels they use to make their purchasing and vendor
selection decisions.
●

81% say the magazine and digital edition influence purchasing decision 2

n In addition to Cadalyst.com & e-newsletters, Cadalyst readers consider themselves
likely to use emerging online resources: (Source: Publisher’s own data)
● 64% Discussion Forums
● 62% Webinars
● 54% Pod casts
● 48% Blogs (Web logs)
● 42% Vlogs (Video logs)

1. 6/06 BPA Statement
2. Publisher’s Own Data
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Cadalyst Subscribers Log On!
Purchasers visit Cadalyst online for faster access to focused news, reviews
and insights surrounding CAD and related technologies. Cadalyst drives
more traffic and generates more valuable sales leads by presenting your
products and services to a highly targeted audience specific to your industry.
(Source: Publisher’s Own Data)

n
n
n
n

89%
88%
56%
50%
n 42%
n 33%

have visited Cadalyst.com
use the Internet for purchasing information
visit Cadalyst.com: AEC
visit Cadalyst.com: Management
visit Cadalyst.com: Manufacturing
visit Cadalyst.com: GIS

Leverage Targeted and Broad-based Lead Generation Programs (Source: Publisher’s Own Data)
Since the majority of subscribers will log on to Cadalyst.com because they’ve just read the magazine, you have
another opportunity to capture your current and future customers in the next step of their purchasing and vendor
selection journey.
n 2.6 million advertising impressions on Cadalyst.com every month!
n 250,000+ unique visitors each month
n 115,000+ international unique visitors each month
Cadalyst.com is a network of five web sites in the vertical markets you need to reach
n Cadalyst.com Portal
n AEC
n Manufacturing
n GIS
n Management

Cadalyst sister web sites provide unique opportunities to target audiences beyond the traditional CAD audience.
(Source: Publisher’s Own Data)

n Geospatial-online.com bridges the gap between CAD and GIS.
● 14,000 unique visitors
● 191,000 advertising impressions per month
n GPS World.com bridges the markets of GIS and GPS
● 80,000 unique visitors
● 1.8 million advertising impressions per month
n Sensorsmag.com delivers an audience of 50% electronic engineers and 50% mechanical engineers, addressing

all markets that have the need for sensors.
● 37,000 unique visitors
● 700,000+ advertising impressions per month
Do you have a tightly targeted audience you need to reach for your online marketing?
n Select the vertical or verticals that make sense for that product or service to target only those site visitors you
want to reach.
Do you need broad reach and exposure for your online marketing?
n Run your campaign across the entire network of sites for maximum exposure and lead-generation results
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Email Newsletters
Drive Additional Leads for Your Products
Cadalyst has a family of email newsletters that addresses information needs by vertical markets, industry news,
tips and tricks as well as management and business guidance.
n AEC Tech News
n MCAD Tech News
n GIS Tech News
n CAD Manager
n Tips and Tools Weekly
n Cadalyst Daily

The purchasing process never stops. With so many pressures influencing
purchasers to make their decisions effectively, efficiently and under budget, email newsletters serve yet as
another information resource to help them make accurate business decisions for their companies.
Actions taken by Cadalyst email newsletter recipients: (Source: Publisher’s Own Data)
n 91% take actions after reading Cadalyst email newsletters
n 68% visted Cadalyst.com for information on an article
n 53% clicked through on an ad to get to a vendor’s Web site
n 43% looked up products by type in the Cadalyst archives
n 30% requested information on a product or service
n 14% purchased/ordered a product or service

Web Seminars
Co-Branded Web Seminars Elevate Your Message
In addition to being a premier lead-generation vehicle, you own the time with the attendees to tell your story.
n 62% of Cadalyst subscribers would attend a Web seminar presented as a tutorial.

2

Depending on the goal of the Web seminar, Cadalyst can provide an editor to moderate the discussion, elevating
your event because of its association with a Cadalyst editor. If you create your own Web-based events, you will
still need to attendees. For audience creation, Cadalyst can create a marketing package that will increase the
visibility of your live or on-demand event through all of our available media channels.

Weblinks
Direct more decision makers to your web site and generate more sales leads when you advertise your company’s
URL in Cadalyst’s Weblinks advertorial section. Weblinks offers a fast and easy way of marketing your company’s
web link to active purchasers of CAD hardware and software.

Customize Your Message
Cadalyst is part of Questex Media Group, which offers publishing and event expertise that you can leverage to
create customized marketing vehicles. Our goal is to help you create a message that is tailored to fit your needs.
As your marketing partner, we work with you to deliver results and a greater return on your investment. Whether
it’s an 8-page supplement, a 50-person Web conference or a 100-page custom magazine, Questex Media Group
offers existing and new clients a truly focused service that helps you reach your sales and marketing objectives.
2. Publisher’s Own Data
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2007 Editorial Calendar
Cadalyst Magazine
Space Close
Materials Due

Feature Review

CAD Manager

MCAD

PLM

AEC

GIS

Shows

Design Collaboration:
Who is Using it and Animating GIS
How Well is it Work- Data
ing?

Technology for
Construction/
World of Concrete
Daratech Plant 2007
Pacific Design & Mfg
SolidWorks World

State of Digital StrucLearning GIS
tural Analysis

Daratech Summit
GITA

January

12/11
12/18

Low-Cost CAD Options

Rapid Prototyping: What
What to expect in Processes are Best SuitSMB PLM Options
2007
ed to which Applications?

February

1/10
1/17

2D Drawing
Publishing Options

Reporting to Your
History vs NonHistoryManagement:
Based Modeling
Why and How

March

1/31
2/7

CAD Workstations:
What’s the Benefit of 64 Bits?

Building Your
Action Plan

April

3/8
3/15

Windows Vista

Modeling Techniques:
Making Change
Ho You Build Can Make Product Profile:
Happen: Action
a Difference (or Do You Datastay
Plan Implemented
Play Well with Others?)

May

4/5
4/12

Printer Update

Making Expensive The Renaissance ModelMidyear BIM Update:
Finding Room for
Landscape ModelChanges Happen: er: What’s in Your ToolWhat’s New with the
Innovation
ing & GIS
ROI in Action
box?
Programs

PTC/End User
Conference Rapid
Prototyping &
Mfg Eastec

Cultivating CreHow are Architects
ativity Within
Optimizing Your Model PLM’s Controlled Using Digital Design
Environment (Is it Tools?
Even Possible?)

ESRI

Product Profile:
Comparing SAP
and Oracle

Looking Beyond
Input Devices: Getting the Usual SusData into Your Modeling pects: Exploring
Software
Overlooked PLM
Options

Plant and Piping
Design

Hydrolics in GIS

COFES
WESTEC

Civil Engineering
(Focus on 3D and
Who’s Using it?)

3D Photorealistic
Modeling - GIS
and Google

Bentley User
Conference
PLM World
Rapid
Land Develpment East

June

5/2
5/9

Cadalyst All-Stars

Get a Rise While
Protecting Your
Job

July

6/6
6/13

Tools for Design Visualization

Working Closely
with IT

MCAD State of the
Indutry

Product Profile:
Omnify

Digital Animation, Web
GIS and Homeland
and Multimedia PreSecurity
sentations

August

7/5
7/12

Mobile Workstations

Wide-Area CAD
Coordination

Data Sharing and
Collaboration

Thye Wizards
Speak: Consultants’ Views on
PLM

Education: What’s
Happeing in the Com- GIS at the
munity Colleges, Uni- site scale
versities and Online?

September

8/8
8/15

LCD Monitors

Managing the
2D/3D Hybrid
Office

Customer Service
Horror Stories: Software Support

Product Profile:
Selerant

Automated Estimating

October

9/6
9/13

Graphics Cards

Programming
Resources for
CAD Managers

Monitoring OffToeing the Line: Stan- shore Parrtners’
Online Proejct
dardizing Nomeclature Vital Signs: ManManagement
and Techniques
aging Outsourcing
with PLM

Organizing GIS
Data

IDSA/World Design
Conference

November

10/4
10/11

CAD Workstations:
The Dual-Core Difference

2007 CAD
Manager Survey

The Benchmark: What Product Profile: BIM: Where Do We
to Look for in 3D
UGS and Dassault Stand Today? Are We Enterprise GIS
Modeling Software
Side-By-Side
Getting Value?

Autodesk University

December

11/6
11/12

3D Model Publishing Options

Document/File
Management:
Still Relevant?

Back to the Future:
What We’d Like to See

*Topics are subject to change
**Approximate mailing dates, subject to change

How On-Demand
Vendors are
Challenging
Industry Titans

GIS in the Energy
World

Personal Databases

Digital Resources and New Trends in
Data
AEC Content

Siggraph

NDES/NMW
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2007 Editorial Calendar

For the latest updates to the Cadalyst editorial calendar and show schedule, visit:
www.cadalyst.com/2007/calendar

Cadalyst Magazine
Cadalyst Daily

Tips & Tools Weekly

CAD Manager’s
Newsletter

AEC Tech
News

MCAD Tech
News

GIS Tech News

Mails each
work day

1/8
1/15
1/22
1/29

1/10
1/24

1/4
1/18
1/25

1/4
1/11
1/18

1/2
1/16

Mails each
work day

2/5
2/12
2/26

2/14
2/28

2/1
2/15
2/22

2/1
2/8
2/15

2/6
2/20

Mails each
work day

3/5
3/12
3/19
3/26

3/14
3/28

3/1
3/15
3/22

3/1
3/8
3/15

3/6
3/20

Mails each
work day

4/2
4/9
4/16
4/23
4/30

4/11
4/25

4/5
4/19
4/26

4/5
4/12
4/19

4/3
4/17

5/9
5/23

5/3
5/17
5/24

5/3
5/10
5/17

5/1
5/15

Mails each
work day

5/7
5/14
5/21

7

Mails each
work day

6/4
6/11
6/18
6/25

6/13
6/27

6/7
6/14
6/21

6/7
6/14
6/21

6/5
6/19

Mails each
work day

7/9
7/16
7/23
7/30

7/11
7/25

7/19
7/26

7/12
7/19

7/17

Mails each
work day

8/6
8/13
8/20
8/27

8/8
8/22

8/2
8/16
8/23

8/2
8/9
8/16

8/7
8/14

Mails each
work day

9/10
9/17
9/24

9/12
9/26

9/6
9/20
9/27

9/6
9/13
9/20

9/4
9/18

Mails each
work day

10/1
10/8
10/15
10/22
10/29

10/10
10/24

10/4
10/18
10/25

10/4
10/11
10/18

10/2
10/16

Mails each
work day

11/5
11/12
11/26

11/14

11/1
11/15

11/1
11/8
11/15

11/6
11/20

Mails each
work day

12/3
12/10

12/12

12/6

12/6
12/13

12/4

8
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Ad rates are gross.

These opt-in E-newsletters channel targeted information to over 81,000 recipients 2
in their area of business – AEC, MCAD, GIS, and CAD Management— so readers receive
precisely what they need.

728 X 90
Tips & Tools Weekly
AEC Tech News
MCAD Tech News
CAD Manager
GIS Tech News

1st Position
728 x 90
$3,500
$2,250
$1,800
$3,500
$1,500

2nd Position
468 x 60
$3,250
$2,000
$1,500
$3,250
$1,200

3rd Position
468 x 60
$2,750
$1,500
$1,200
$2,750
$1,000

Cadalyst Daily

1st Position
728 x 90
$3,000

1st Position
468 x 60
$2,200

2nd Position
468 x 60
$1,400

$2,500

$1,500

4th Position
468 x 60
$1,925
$1,050
$840
$1,925
$700

120 X 120

160
X
600

120 X 120

336 X 280

(One day per week per month)

Cadalyst Daily

$3,500

(One week per month)

Postscript

Materials due 5 business days prior to broadcast date.

Cadalyst.com Website
250,000 unique visitors research Cadalyst.com each month for CAD-related news, trends, and product information prior to making their purchase decision.

2

Cadalyst Banner Ads/Digital Specs
Contact your sales representative for rates and inventory availability. To submit web and e-newsletter materials or for detailed instructions, contact the web
production manager, Penny Colvin at admanager@questex.com. Rich media formats are accepted for web ads only, not e-newsletters.
Dimension
Banner
Leaderboard
Skyscraper
Big Box
Button
2. Publisher’s Own Data

468x60
728X90
160x600
336x280
120x120

Max File Size Acceptable Format
10-20kb
30-40kb
35-38kb
44-46kb
8-12kb

.GIF, .JPG, .PNG
.GIF, .JPG, .PNG
.GIF, .JPG, .PNG
.GIF, .JPG, .PNG
.GIF, .JPG, .PNG

Submit web and e-newsletter materials to
Web production manager:
Penny Colvin
Questex Media
Telephone: 218-279-8878
e-mail: admanager@questex.com
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Print Ad Specifications
Print Publication Mechanical Requirements

Width
(inches)

Height
(inches)

2-page Spread (trim)

15 1/2

10 1/2

2-page Spread (bleed)

16

10 3/4

Full Page (trim)

7 3/4

10 1/2

Full Page (bleed)

8

10 3/4

2/3 Page

4 1/2

9 3/4

1/2 Page Horizontal

6 3/4

4 3/4

1/2 Page Spread (bleed)

16

5 1/4

1/2 Page Vertical

3 1/4

9 3/4

1/2 Page Island

4 1/2

7 3/8

1/3 Page Vertical

2 1/8

9 3/4

1/3 Page Square

4 1/2

4 3/4

1/4 Page Vertical

3 1/4

4 3/4

1/6 page Vertical

2 1/8

4 3/4

Ad Size

2/3
page

1/2
island

1/3
Vert.

1/4
Vert.

1/3
Square

1/2
Horizontal

Printing: Web Offset
Binding: Saddle Stitched
Trim Size: 7 3/4” x 10 1/2”
Bleed Size: 8” x 10 3/4 ”
Live Matter: 3/8” from all trim edges and gutter

Material Specifications
Digital Data is required for all ad submissions. Preferred format is PDF/X-1a. Acceptable format is PDF. Any ads supplied in non-preferred or non-acceptable formats, such as native application files, will be charged a $150 processing fee. We cannot guarantee the accuracy of reproduction from any ads
supplied in non-preferred or non-acceptable formats, and will not issue any make goods. All supplied film will be copy dot scanned and will incur a $50
scanning fee.
For detailed instructions, contact the production manager:
Carson Vaillancourt
Telephone: 218-279-8851
e-mail: cvaillancourt@questex.com
or download digital ad specifications from the Cadalyst.com at www.cadalyst.com
A SWOP-certified color proof MUST be forwarded with the digital ad file. If we do not receive a SWOP-certified proof, we cannot guarantee the accuracy
of the reproduction and will not issue any make goods.
Send SWOP-certified color proof and disk to:
Carson Vaillancourt, Production Manager
Questex Media
306 W. Michigan St., Suite 200
Duluth, MN 55802-2065
Telephone: 218-279-8851
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Contact

Publisher

Art Director

Dana Fisher
tel: 714-338-6729
dfisher@questex.com

Rob Ghosh
tel: 216-706-3788
rghosh@questex.com

Associate Publisher
Amy Coronato
tel: 714-338-6731
acoronato@questex.com

Marketing Director
Diana Sugihara
tel: 714-338-6763
dsugihara@questex.com

Production
Carson Vaillancourt
tel: 218-279-8821
cvaillancourt@questex.com

Editorial Director

Sales Administrator
Marisa Strange
tel: 714-338-6766
mstrange@questex.com

Web Production Manager
Penny Colvin
tel: 218-279-8878
admanager@questex.com

For Reprints:
cadalyst@reprintbuyer.com
For current single copy, back
issues or film/fiche/CD-ROM:
(866) 344-1315

To advertise with Cadalyst,
contact:

Lester Craft
tel: 714-338-6730
lcraft@questex.com

Editor-in-Chief
Amy Stankiewicz
tel: 216-706-3762
amy.stankiewicz@cadalyst.com

Managing Editor
Lisa McAdam
tel: 541-726-2636
lisa.mcadam@cadalyst.com

Editor, Digital Media
Nancy Johnson
tel: 541-343-0678
nancy.johnson@cadalyst.com

Editor, Digital Media
Cyrena Respini-Irwin
tel: 541-984-5247
cirwin@cadalyst.com

Circulation
James Tuttle
tel: 218-279-8860
jtuttle@questex.com

National Account Manager
Lisa Barriere
tel: 860-828-4110
lbarriere@questex.com
Account Executive
Kelli Harsany
tel: 216-706-3767
kharsany@questex.com

Cadalyst
201 Sandpointe Ave.,
Suite 500
Santa Ana, CA 92707
tel: (800) 371-6897
(714) 338-6700
Fax: (714) 338-6710

About Our Company
Questex Media Group, Inc. is a global, diversified business-to-business integrated media provider, headquartered
in Newton MA. Questex Media serves multiple industries including technology, travel, beauty, home entertainment, landscaping, and industrial and specialty markets through a range of well established, market leading
products and services. The company’s properties include 23 trade publications, 25 conferences and
tradeshows, as well as a host of databases and online media brands. Questex Media has more than 400
employees in offices throughout North America, Latin America, Asia, and Europe.
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Standard Terms and Conditions for Advertising
The following terms and conditions (the “Standard Terms”) shall be incorporated by
reference into all Insertion Orders submitted to Questex. (“Publisher”) by Advertiser or its
advertising agency:
A – Invoices are rendered at date of publication.
B – Publisher holds the Advertiser and its advertising agency jointly responsible for paying
all duly authorized advertising inserted in or attached to Cadalyst magazine or any of
Cadalyst’s electronic products. All past due payments may be reinvoiced directly to the
Advertiser, who will be held fully responsible for payment.
C – Terms: Invoices are rendered on the publication date of each issue and are due upon
receipt. Agency commission will be disallowed on all past due invoices. In the event
Advertiser’s account is placed for collection, Advertiser and agency agree to pay Publisher
for all reasonable collection costs and/or attorneys’ fees incurred. Advertiser and agency
also agree to pay finance charges on the unpaid account balance at the rate of 1-1/2% per
month or the maximum permitted by law.
D – Publisher will not be bound by any terms, conditions or provisions appearing on
insertion orders or copy instructions which conflict with provisions of these Standard
Terms, including, without limitation, sequential liability statements from advertising
agencies. In the event of any inconsistency between an insertion order and/or copy
instructions and these Standard Terms, the Standard Terms shall control.
E – All advertisements are accepted and published by the Publisher on the representation
that the agency and/or Advertiser are properly authorized to publish the entire contents and
subject matter thereof.
F – Advertiser hereby grants Publisher the right and license to use, reproduce, transmit,
and distribute all creative materials supplied by or on behalf of Advertiser, including without
limitation, all text, graphics, illustrations and photographs (the “Creative”). Advertiser
represents and warrants that: (i) it has all the necessary rights in the Creative; (ii) the
Creative does not violate any applicable law or regulation; and (iii) the Creative does not
violate or infringe upon any third party right in any manner or contain any material or
information that is defamatory, libelous, slanderous, that violates any person’s right of
publicity, privacy or personality, or may otherwise result in any tort, injury, damage or harm
to any person. Advertiser acknowledges that Publisher is relying on the foregoing
representations and warranties. Advertiser agrees to indemnify, defend and hold Publisher
and its affiliates, and their respective officers, directors and employees, harmless from and
against any and all expenses and losses of any kind (including reasonable attorneys’ fees
and costs) incurred based upon a breach of any of the foregoing representations and
warranties or in connection with any claim arising from or related to any advertisement
supplied by Advertiser or its agents and run by Publisher.
G – Publisher reserves the right to reject any advertising which Publisher feels is not in
keeping with the publication’s standards or for any other reason, even if the advertising has
been published previously by Publisher.

S – Under no circumstances shall Publisher be liable for any indirect, incidental, special or
consequential damages (including, without limitation, loss of profit or impairment of
goodwill) of any Advertiser. Under no circumstances shall Publisher’s direct or indirect
liability to any advertising agency or Advertiser exceed the invoiced cost of the
advertisement. Notwithstanding the foregoing, Publisher shall have no liability for (i) any
failure or delay resulting from conditions beyond Publisher’s control; or (ii) errors in
content or omissions in any creative or advertising materials provided by Advertiser.
T - These Standard Terms, together with insertion orders submitted by Advertiser, (i) shall
be governed by and construed in accordance with the laws of the State of New York and
the United States, without giving effect to principles of conflicts law; (ii) may be amended
only by written agreement executed by an authorized representative of each party; and (iii)
constitute the complete and entire expression of the agreement between the parties, and
shall supersede any and all other agreements regarding the subject matter hereof, whether
written or oral, between the parties. Failure by either party to enforce any provision of these
Standard Terms shall not be deemed a waiver of future enforcement of that or any other
provision. Advertiser may not resell, assign, or transfer any of its rights hereunder.
Commission
Accredited advertising agencies receive a 15% commission provided invoices are paid
within 30 days.
Production charges are not subject to agency commission.
Digital Ad Requirements
1. Digital data is required for all ad submissions. Preferred format is PDF/X-1a. Acceptable
formats are PDF and TIFF/IT P-1. Files should be press optimized, converted to CMYK, and
have all fonts embedded. Publisher shall have no obligation or liability to Advertiser of any
kind (including, without limitation, the obligation to offer Advertiser makegoods or any
other form of compensation) if an ad is supplied to Publisher by Advertiser in any format
other than PDF/X-1a, PDF or TIFF/IT P-1. Each ad supplied to Publisher by Advertiser in
any format other than PDF/X-1a, PDF or TIFF/IT P-1 will be charged a $150 processing fee.
Publisher cannot provide Advertiser any assurances regarding the accuracy of
reproduction of any ads supplied in any format other than PDF/X-1a, PDF or TIFF/IT P-1.
For detailed instructions of preferred formats, contact the production manager or download
digital ad specifications from www.cadalyst.com/adspec/.
2. Publisher will not supply a faxed or soft proof for Advertiser-supplied files. Advertiser is
solely responsible for preflighting and proofing all advertisements prior to submission to
Publisher. If Publisher detects an error before going to press, Publisher will make a
reasonable effort to contact Advertiser to give Advertiser an opportunity to correct and
resubmit Advertiser’s file before publication.
3. Accepted Media: Files may be submitted on CD-ROM.

H – Publisher shall not be liable for any omitted, misplaced, or mispositioned
advertisements.

4. FTP: Files may be submitted to Publisher’s FTP site. Please contact the production
manager for instructions.

I – All orders are accepted by Publisher subject to change in rate upon notice from
Publisher.

5. Ad Proofs: To insure that Advertiser’s ad is reproduced correctly, a SWOP-certified color
proof that has been made from the same file that Advertiser supplies to Publisher must be
provided. Publisher cannot provide Advertiser any assurances regarding the accuracy of
reproduction of any ad submitted without a SWOP proof. Publisher shall have no
obligation or liability to Advertiser of any kind (including, without limitation, the obligation
to offer Advertiser makegoods or any other form of compensation) for any ad supplied to
Publisher by Advertiser without a SWOP proof.

J – Orders may be cancelled within ten (10) business days of the effective date of a change
of rates without incurring a shortrate adjustment, provided the Advertiser’s contract rate
has been earned as of the date of cancellation.
K –An order may be cancelled without liability up to thirty (30) days prior to the issue’s ad
close date. Publisher reserves the right to demand payment for orders cancelled less than
thirty (30) days prior to ad close, regardless of the date of ad placement.

6. Film: Publisher is computer to plate. Each ad submitted to Publisher on film will incur a
$50 charge.

L – A 1/6 page ad is the minimum rate holder.
M – Advertiser will be shortrated if, within a 12-month period from the date of the first
insertion, Advertiser does not use the amount of space upon which its billings has been
based. Advertiser will be rebated if, within a 12-month period from the date of the first
insertion, Advertiser has used sufficient additional space to warrant a lower rate than that
at which it has been billed.
N – Costs incurred by Publisher for production work on advertisements will be charged to
the Advertiser regardless of whether or not the ad runs. Advertiser will be charged for any
artwork, separations, halftone, shipping, or typography provided by Publisher.
O – In the event a change of copy is not received by Publisher by the publication’s ad
closing date, the copy run in the previous issue of the publication will be inserted.
P – Publisher will hold Advertiser’s materials for a maximum of one year from last issue
date. It is the responsibility of the Advertiser to arrange for the disposition of artwork,
proofs or digital materials prior to that time, otherwise materials will be destroyed. All
requests must be submitted in writing.
Q – Publisher will not be held responsible for consequential costs or other damages due to
loss or damage of digital ad materials, art, proofs or transparencies.
R – Reader response services are not provided by Cadalyst or any of its properties.
Publisher disclaims all liability and responsibility for inaccuracies.

FOR MAGAZINES WITH BPA AUDITS:
BPA Worldwide audits Cadalyst’s print and digital circulation. Go to BPA’s searchable
website at www.bpaww.com to utilize the following resources - and much more:
View and print Cadalyst’s current and archived BPA Circulation Statements.
View and print other BPA-audited publications’ Circulation Statements within this industry
and many other industries Advertiser might be interested in.
Sign up to receive automatic e-mail notifications when newly updated Circulation
Statements or Audit Reports are available in BPA’s on-line Reports Library.
View the rigorous bylaws and rules that must be adhered to in order to become a BPA
member and to pass a BPA audit.
Use the invaluable search engine to perform keyword searches through dozens of media
and publishing websites.
If you haven’t already done so, you will need to create your user name and password to
access BPA’s library of circulation data. Go to www.bpaww.com, click on the appropriate
boxes in the “Circulation Data Search” link, and follow the succeeding instructions to create
your user name and password. You only have to create the user name and password once,
and then you will have unlimited free access to BPA’s Reports Library.

