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MVPs

Thanks to the Internet of Things, we’ve fi nally arrived 
at the Jetsons age—and we’ll see it all at CES
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MUTUALLY 
ASSURED 
SURVIVAL?
Online streaming services are threatening to take down 
the bloated cable model. But success could lead them to 
kill their primary source of content. How will it all end?
By Sam Thielman

UTU
35 

Years
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The Family
In celebration of our 35th anniversary, 
a portfolio of industry veterans and the sons 
and daughters to whom they’re passing the torch.

Ron Berger, 
formerly of Euro 

RSCG, and his sons 
Cory Berger (l.) 

of Pereira & O’Dell 
and Ryan Berger 

of the Berger Shop.
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Ron Berger, 
formerly of Euro 

RSCG, and his sons 
Cory Berger (l.) 

of Pereira & O’Dell 
and Ryan Berger 

of the Berger Shop.
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Before you take the deep dive, here’s a peek at 
what’s ahead in the pages of the magazine

Front
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  Specs
Age 43

New gig Host of new HBO 
newsmagazine, Vice

Continuing gig Co-founder,  
CEO, Vice Media 

M A R CH 2 5,  2 0 13  |   A D W E E K

Vice got a lot of criticism when 
your new HBO show went to North 
Korea with Dennis Rodman last 
month and Kim Jong-un showed 
up. Any response? People are saying, 
“Well isn’t this just a stunt for your TV 
show?” And I say, look, if I could pull 
off a stunt where the most hermetic 
leader of the most hermetic fucking 
country in the world works with me 
to do a stunt to promote my TV show, 
then every TV fucking company in 
the world should hire me to work for 
them. It was not set up as a stunt; it 
was set up to gain unparalleled access 
to the hardest place in the world to 
shoot, and it worked. It’s an absurdist 
country. Dennis Rodman is an absurd 
guy. The whole situation is absurd. 
We went in to try to get a window into 
a place that people generally don’t 
see. People can criticize me until 
the cows come home.

How did the idea come 
about? We had actually 
done a documentary on 
North Korean slave 
labor camps in Russia, 
and we were talking 
at that time about the 
North Korean hatred 
of America but fervent 
love of basketball, 
especially the Chicago 
Bulls. So we came up 
with an idea to go over 
to North Korea and sort 
of practice basketball 
diplomacy, echoing the 
Ping-Pong diplomacy of 
Chinese-American relations. 
It was a long shot, but North 
Korea is always very interesting 
to us. It’s almost impossible 
to get any footage out of. So we 
figured we might flank the traditional 
ways of doing things and get in 
through the basketball angle.

What’s the new Vice show going 
to cover, generally, and how? 
The tagline is “The absurdity of 
the modern condition.” In more of a 
documentary format rather than a 
news format. Telling stories that are 
interesting and sometimes tragic 
and sometimes crazy and hopefully 

entertaining. Child suicide bombers 
of the Taliban. The Philippines, where 
kids are making guns by hand and 
using them to assassinate politicians. 
North Korea’s defectors.

You’re a youth brand and you’re 
making money online. Why bother 
with TV at all? We make premium 
video content. HBO is the gold 
standard of TV today. If we can be a 

success on HBO, that’s just another 
step in our evolution.

How should other brands be trying 
to reach millennials? These kids 
have been marketed to since they 
were babies. They’ve developed the 
most sophisticated bullshit detectors 
in history. And because we speak a 
different language, people say, “Well, 

you’re not professional, or North 
Korea’s a stunt.” Well, if 60 Minutes 

had done it, it wouldn’t have been 
a fucking stunt. For anybody who 

wants to speak that language 
to millennials, you can’t 

bullshit. And hand over 
your company to the 

interns, because 
there’s no way 
you can reverse-
engineer it.

How do you 
convince global 

marketers to 
buy ads against 

stories about sex, 
cocaine and gambling? 

It’s a hell of a lot easier than it was 
before because we have scale. 
Advertisers realize that Gen Y is the 
largest purchasing cohort. Also, that 
you’re going to have to accept some 
different modes of thinking if you’re 
going to get to them. 

Why focus on sponsored content as 
opposed to selling ads? CPM, banner 
ads, pre-roll—everybody knows it doesn’t 
work. If you take out all the noise and 
have sponsors of programs, they get all 
the lift from that program. And kids are 
smart. You don’t have to beat them over 
the head. They’re like, “Oh, I like Spike 
Jonze. You brought me a film by Spike 
Jonze. I get it.” —Gabriel Beltrone P
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Vice Media’s ringleader punches back  
at critics of his show’s visit to North Korea.

Shane Smith
First Mover
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By Lucia Moses The rich may have more than you and me, but 
many of them still have concerns about the country’s economy. 
 

Money Troubles
Data Points

Optimistic

Very optimistic

Where and how luxury purchases were made %

SOURCE: SHULLMAN RESEARCH CENTER, SHULLMAN LUXURY AND AFFLUENCE MONTHLY PULSE

Fewer than half
are optimistic
about it, though

15%

25%

Economy today compared to 12 months ago

The U.S. economy 
is doing better

today vs.
12 months ago

The U.S economy
is doing about

the same today vs. 
12 months ago

34%

48%

The rich feel
the economy
is getting
better

Top five plans in
next 12 months (%)

Work on getting healthier

Save for a rainy day

Save for retirement

Donate to a charity/nonprofit

Start working out/exercising

50

41

37

37

35

46

32

40

41

30

9%

30%

39%

36%

21
34

54
36

25 21
1414

As income rises, luxury spending plans increase
Other plans in next 12 months (%)

Take a pleasure trip or vacation
within the U.S.

Take a pleasure trip or vacation
outside the U.S. 

Buy or lease a new car,
SUV or truck

Redecorate the home

All adults % HHI $250,000+ adults %

3362

18 2 8

59532738

44

41

46

3139

All adults % HHI $250,000+ adults %

Walmart 

Amazon Lowe’s 

The Home Depot

Target 

Stores and websites shopped in past 12 months
Optimism about the economy

The rich shop at
Amazon more than
any other retailer

As income
rises, people
are more
likely to buy
luxury

Average number of times bought
luxury in past 12 months

Have bought luxury products/services in past 12 months (%)

Average
amount
paid for most
recent luxury

$14,500
 $4,500

2

7 On a tablet

5

1

On a smartphone/
mobile phone

14

3

In person at
an outlet store

5

2

By phone

4

3

Mail order

27

9

In person at
a retail store

21

7

On a 
computer

Shoppers
aren’t afraid
to buy luxury
online

14_0107_Data_LO [P].indd   14 1/4/13   12:27 PM
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This quarterly magazine taps into the public’s  
interest in food issues in a smart, stylish package.

Modern Farmer
Portrait

At a time when city folk are raising chickens in their backyards and soil is a legitimate dinner party topic, Modern Farmer brings together food and sophistication 
in one package. Topics span from the effects of climate change on India’s rice crops to “high-fashion” farmwear—all stunningly illustrated. Editor Ann Marie Gardner, 
late of Monocle and T: Travel, The New York Times Magazine, said her target is urban window box gardeners, third-generation farmers and “people like me who feel 
this romance around farming and want to know more about where their food comes from. It’s a movement—I don’t believe it’s a trend.” —Emma Bazilian

Specs
Who CEO, editor in chief Ann Marie Gardner

What Niche food magazine 
Where Hudson, N.Y.

34_0805_Portrait_LO [P].indd   34 8/1/13   2:55 PM
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Trending Topics
The latest news from the worlds of tech, 
print, advertising, marketing and television.

Look at your smartphone. Scroll 
way down in the apps. See those 
fi ve social TV apps you never use, 
or maybe the one you do use and 
the four you haven’t opened in 
months? What happened to those 
guys, anyway?

“The packaging of social TV 
became less relevant as Twitter 
continued its ascendancy,” explained 
Geoff Katz, whose company 
Watchwith syndicates content from 
NBCUniversal and Fox across apps 
like Viggle, Shazam and NextGuide. 
“If I want to know what everyone 
is talking about, I don’t need to do 
anything but open up Twitter. I don’t 
need to go to Zeebox or IntoNow.” The 
social TV phenomenon, Katz said, 
recapitulates what always happens 
whenever several companies pounce 
on the Next Big Thing—bigger players 
stake the winners (or startups go 
public), ”and in the interim a lot of 
companies raise and lose a lot 
of money.”

Shazam, which has raised 
more than $40 million in capital 
and is bearing down on an IPO, is 
selling product integrations to TV 
advertisers, said chief product offi cer 
Daniel Danker. “There were a lot of 
companies doing something I liked 
to call manufacturing a consumer 
need,” he said. Still, Shazam is 
growing by 2.5 million users a week 
and working with publishers to 
integrate closely into the shows 
that fi t its mandate—awards and 

Your Neglect 
Killed Scores 
Of Innocent 
Social TV Apps

EXTINCTION WATCH    

During this evening’s Monday 
Night Football pregame show on 
ESPN, Dunkin’ Donuts will run 
what’s most certainly the fi rst TV 
ad made entirely from a single 
Vine—Twitter’s popular six-
second social video format. 

The fast-food chain will 
actually peel one second o�  its 
Vine clip to fi t into the network’s 
fi ve-second billboard ad unit, 
which appears full-screen between 
segments during ESPN programs. 
Dunkin’ Donut’s animated 
billboard tonight will feature a 
latte that fl ips a coin to signify the 
start of a football game. It’s one of 
four versions that ESPN Monday 
Night Countdown viewers will see 
throughout the 16-game season. 

“We think a billboard using 
Vine is dramatically more 
engaging than a standard 

billboard with a corporate logo 
on it,” said Scott Hudler, vp of 
global consumer engagement, 
Dunkin’ Brands. “Everyone is 
multitasking while watching TV 
with their phone, tablet or laptop. 
A lot of times, the content on 
their mobile device is not related 
to their TV shows. We want to 
make sure we’re supporting our 
TV investment with social media 
that’s [relevant]. It’s our job to 
make sure that it’s tied together 
to drive consumer engagement.” 

What’s more, the ESPN ads 
will promote a Vine the retailer 
tweets out in each game’s 
fi nal quarter this year with a 
#DunkinReplay hashtag. Led 
by Hill Holliday, the brand’s 
“newsroom” team will select a 
memorable play from the fi rst 
half and virtually recreate it with 

Dunkin’ Donut products. 
“We’ll buy Promoted Tweets 

on Twitter and target people who 
are already watching the game, so 
they know that this fun content 
is available,” explained Stacey 
Shepatin, svp at Hill Holliday.  
“Sports have always been one of 
the most social environments—
especially football. So we’ll get 
good [intel] on whether people 
want to participate in this way.”

Dunkin’ Donuts enters its 
third year as an ESPN sponsor 
for Monday Night Countdown, 
though it’s an increasingly social 
relationship. Ed Erhardt, ESPN 
sales lead, called the chain’s new 
Vine play “groundbreaking.” 

While Dunkin’ Donuts’ Vine 
play is new, other brands have 
similar TV campaigns in mind. 
Nissan plans to soon use the 
mobile video app for the tube. 
And late last week, Virgin Mobile 
began running a :30 spot on MTV 
and Comedy Central comprised 
of a mashup of multiple Vine 
videos from a consumer contest. 

“Those cable channels 
seemed appropriate given the 
young demo that’s on Vine,” 
said Felicia Martin-Hill, Virgin 
Mobile’s marketing manager. 
“But whether we end up learning 
to employ Vine in rich digital 
display or on TV again, it will be 
interesting to see where it goes.”

Jonathan Doran, an analyst at 
Ovum, added, “Integrating social 
media with TV is becoming more 
normal. But it’s still very nascent 
and experimental.”

But ESPN’s Erhardt suggested 
that future TV ad units could 
include more “snackable” 
inventory thanks to the rising 
infl uence of social and mobile. 

“As agencies, media companies 
and clients get more comfortable 
with the six-second Vine 
[videos],” he said, “it makes these 
short-form ad treatments more 
viable for all to use.”

Dunkin’ 
Donuts 
Pushes 
First 
Vine 
TV Spot 
By Christopher Heine
Fast-food chain to launch 
social TV ads on ESPN’s 
Monday Night Football 
pregame, while also 
targeting viewers via Twitter. 

print, advertising, marketing and television.

Dunkin’ 
Donuts 
Pushes 
First 
Vine 
TV Spot 
By Christopher Heine
Fast-food chain to launch 
social TV ads on ESPN’s 
Monday Night Football 
pregame, while also 
targeting viewers via Twitter. 
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When not busy prepping for New Year’s Eve, American Idol or one of his 
many other endeavors, this TV/radio host likes to tune into Food Network. 

Ryan Seacrest
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What’s the fi rst information 
you consume in the 
morning? News headlines of 
the day, and I also review my 
schedule.

You just sold your fi rst 
kids’ show to Nickelodeon. 
Were you a TV baby? I was 
a huge radio fan growing up, 
and I’d listen to countless 
hours of radio on my 
Walkman. But yes, I was a TV 
watcher, too. I loved game 
shows. Magnum, P.I. and Love 
Boat were favorites in our 
house, too.

There’s so much reality in 
your personal portfolio. 
Are you a fan of scripted 
shows? My personal tastes 
run the gamut, although I 
don’t have the time to see 
everything I’d like to. I am 
a Food Network junkie and 
enjoy all of our RSP shows 
(Kardashians, How I Rock It) 
as well as fun stuff like The 
Bachelor, which we talk a lot 
about on the radio show.

Since you’re steeped in 
music professionally, 
what do you listen to in 
your spare time? I listen 
to pop music a lot because 
that’s where I spend a lot of 
my time, and I enjoy it. But I 
also love all sorts of different 
music depending on my mood, 
from Frank Sinatra to Dave 
Matthews to Spa music.

You’re very active on 
social media, with 12.2 
million Twitter followers. 
Do you ever unplug? My 

curiosity really fueled my 
initial interest in social media. 
I thought it was fascinating 
and fun, and I loved the 
immediacy of it. Today it is 
an ever important part of the 
cultural fabric. And as such, 
it’s an essential component 
of how we communicate to 
our many different audiences, 
whether it’s for the radio 
show, American Idol or 
any of our shows at Ryan 
Seacrest Productions. I’m a 
proponent of unplugging, and 
I think everyone should do it 
from time to time, although 
admittedly I’m not the best at 
it. I fi nd it’s good to disconnect 
from everything sometimes 
just to clear your head, even if 
it’s just for a day.

Do you have a favorite 
gadget? Aside from my 
favorite social media 
platforms (Twitter, Facebook, 
Instagram, Pinterest), I am 
also a huge fan of Uber, 
as it comes in handy when 
traveling. I also think Airbnb 
is cool, although I haven’t 
personally tried it out yet.

How do you wind down 
before bedtime? I’m a bit of 
a news junkie, so before I go 
to bed, I’ll check the headlines 
on the various news networks. 

You’ve just had some 
content discussions with 
Yahoo’s Marissa Mayer. Any 
details to share? We talk to 
different tech companies all 
the time. It’s an important part 
of staying on top of what’s 
next. –T.L. Stanley
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Information Diet Specs
Age 38

Accomplishments Head of Ryan Seacrest 
Productions (Keeping Up With the Kardashians, Shahs 
of Sunset); host of Dick Clark’s New Year’s Rockin’ Eve 

With Ryan Seacrest on ABC; host of Fox’s American 
Idol; host for Clear Channel’s KIIS-FM; spokesman, 

live events and on-air host for iHeartRadio
Base Los Angeles

Cutthroat Kitchen

How I Rock It 

Magnum, P.I. 

The Love Boat 

Shahs of Sunset 

Loves Old 
Blue Eyes
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9/9/2013
By Andrew McMains A weekly roundup of the major    
accounts up for grabs, and who’s chasing them.

Accounts in Review

Note: All assignments for U.S. unless otherwise noted. Media spending fi gure refl ects last full year, according to Nielsen. *Does not include U.S.

Media Spend Assignment Incumbent Contenders Completion

$1b GlaxoSmithKline 
Consumer Healthcare 
global media

MediaCom, 
PHD, Starcom, 
Carat, Dentsu

Incumbents  Consolidated at 
MediaCom (and 
other GroupM 
units), PHD, 
Dentsu 

$600m Reckitt Benckiser 
global media

Havas Media, 
Zenith Media

Incumbents, others
to be determined

December

$600m Anheuser-Busch 
InBev international 
media*

UM, Havas Media, 
Zenith, MediaCom

Incumbents, 
undisclosed others
Consultant: R3:JLB  

September

$300m Danone 
global
media

Various, including 
Havas Media, MEC

Incumbents, 
undisclosed others 

September

$245m Pizza Hut 
creative

The Martin Agency Incumbent, mcgarrybowen, 
Mullen, Havas Worldwide
Consultant: Select 
Resources International

September 

$150m Liberty Mutual
creative, media

Hill Holliday Incumbent, 
McCann Erickson, 
mcgarrybowen, Havas 
Worldwide, Mullen 
Consultant: Pile + Co. 

October

$100m ADT   
creative, 
media, digital

Doner, Razorfi sh, 
BGT Partners

Incumbents, 
undisclosed others
Consultant: 
Avidan Strategies

September

$75m JPMorgan 
Chase 
digital

Mcgarrybowen, 
Razorfi sh, AKQA, 
Rosetta, Huge

To be determined
Consultant: Joanne 
Davis Consulting

November

$50m Chobani  
creative

None The Martin Agency, Droga5
Consultant: Ark Advisors

September

 

Mcgarrybowen, 
Razorfi sh, AKQA, 
Rosetta, Huge

 A weekly roundup of the major    

Winners!

October

16_0909_Accts_LO [P].indd   16 9/5/13   5:01 PM

First Mover  

The innovators, game changers, decision 
makers on their new jobs and how they got 
from here to there.

Trending Topics
The hottest trends shaping the world of 
media, advertising and technology.

Data Points 
The latest in media, marketing and 
technology through the lens of data.

Accounts in Review
A weekly roundup of major accounts up  
for grabs and who’s chasing them.

Portrait 
A close-up on the new generation of 
advertising and media stars.

Information Diet 
Celebrities come clean on their media 
addictions and obsessions.
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D I G I TA L

Adweek.com – informing and engaging the 
advertising, media and technology world

AdFreak 
What’s good, what’s bad and what’s 
trending. Adweek’s one stop shop where 
campaigns in the world of advertising, 
branding and design come to be judged.

Agency Coverage 
Up-to-date news on account reviews, wins 
and losses, who’s who, and the comings 
and goings of industry leaders.

Ads of the Day 
A daily, behind the scenes look at the most 
engaging ads as reviewed by Adweek 
resident experts.

Data Points 
Our visual interpretation of the facts and 
figures impacting the media landscape.

Voice 
Thought leaders give their take on the 
industry’s most current, trending and 
important topics.
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E V E N T S  &  AWA R D S

ADWEEK
MEDIA AGENCY OF 
THE YEAR

2/10

MEDIA ALL-STARS 4/14

WATCH AWARDS 6/23

PROJECT ISAAC 9/22

BRAND GENIUS 9/30

MEDIA PLAN OF  
THE YEAR

10/27

THE ADWEEK 50 11/10

HOT LIST 12/1

AGENCY OF THE 
YEAR

12/8

ADS OF THE YEAR 12/8

CLIO
CLIO IMAGE 5/7

CLIO SPORTS 7/17

CLIO HEALTHCARE 9/29

CLIO AWARDS 
featuring Clio Music

10/1

KEY ART AWARDS 10/23

Honoring the Originators, Geniuses, Inventors – 
the hottest throughout the year

From top left: 
Sarah Jessica Parker, 2014  
Honorary Clio Image Award;  
Fernando Machado, 2013 Brand  
Genius Awards; Russel Simmons, 
2013 Brand Visionary; Mayor Micheal 
R. Bloomberg, speaks at the 2013 
Hot List Awards Gala; Cecily Strong, 
hosts the 2013 Hot List Awards Gala; 
Joanna Coles, 2013 Hot List Awards 
Magazine Editor of the Year; Mayo 
Draftfcb/UTEC, 2013 Project Isaac 
Gravity Award Winner; Patricia Field,  
2013 Honorary Clio Awards;  
Tommy Hilfiger, presenter;  
George Lois, 2013 Clio Lifetime 
Achievement Award
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15
B Y  T H E  N U M B E R S

45,000+ +45,000
Awards honoring 
thinkers, innovators, 
creatives, geniuses, 
and the hottest 
brands in media.

+National weekly 
circulation reaching 
decision makers in  
marketing, advertising 
& technology.

BILLION
Impressions in 2013 
from groundbreaking 
editorial coverage.3.6

Highly enagaged monthly 
uniques across Adweek 
digital properties 
including AdFreak. 1.5M+

1MM+
Targeted e-newsletters 
to opt-in audiences 
across 7 distinct 
content categories



Check adweek.com/editorial-calendar for updates.  
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Cover units and special inserts cannot be cancelled after 8 weeks prior to close dates. See complete cancellation policy for details. All events to be held based on sponsor participation.
Digital Material Deadlines:
    Standard Units: Due 3 days prior
    Rich Media Units: Due 5 days prior
    Custom Units: Due 8 days prior

Materials Due
01-23-14

3 Space Close
01-21-14

Materials Due
01-30-14

10 Space Close
01-28-14

Materials Due
02-06-14

17 Space Close
02-04-14

Materials Due
02-13-14

24

►  Digital Series:  
The Mobile Issue

►  Mobile Hub ►  Mobile Guide ►  IAB Leadership Meeting 
Marketing 2020:  
The Digital Agenda  
(2/9-2/11)

►  Media Agency  
of the Year

►  Media Agency  
of the Year Hub

►  Toy Fair Preview ►  Digital Kids ►  Media All-Stars:  
Entries Open

►  Project Isaac:  
Entries Open

► SXSW Preview
►  Movie Marketing

 Space Close
02-11-14

6

13

20 Space Close
01-07-14

► CES Preview ► CES Hub ► CES

► CES Wrap-Up

► Mid-Season TV Report ►  Watch Awards:  
Entries Open

► NATPE

Materials Due
12-30-13

Space Close
12-26-13

Materials Due
01-06-14

Space Close
01-02-14

Materials Due
01-09-14

Materials Due
01-16-14

Materials Due
02-20-14

3 Space Close
02-18-14

Materials Due
02-27-14

10 Space Close
02-25-14

Materials Due
03-06-14

17 Space Close
03-04-14

►  Network TV Kickoff 
(Upfront Series)

►  SXSW Distribution

►  The Kids Issue
►  Kids TV  

(Upfront Series) 

►  Kids Hub ►  Media All-Stars:  
Entries Close

►  Brandweek Report Hub
►  SXSW Wrap-Up  

(Online Only)

►  4A’s►  Brandweek Report

27 ► The Sports Issue
► NATPE

Space Close
01-14-14

► Super Bowl Hub

Materials Due
03-13-14

24 ►  The Data Issue ►  Data Hub ►  Ad:Tech Guide ►  Ad:Tech San FranciscoSpace Close
03-11-14

2 0 1 4  E D I T O R I A L  CA L E N DA R  –  S U B J E C T  T O  C H A N G E

Materials Due
03-20-14

31 ►  The Women’s Issue
►  Women’s  

(Upfront Series)

►  Women’s Hub ►  Out of Home/ 
Experiential

►  TAB/OAAA
►  Advertising Week Europe
►  MMS Los Angeles

►  AWE Panel
►  MMS Los Angeles Panel 

Space Close
03-18-14

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsJanuary

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsFebruary

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsMarch



Check adweek.com/editorial-calendar for updates.  
All dates & topics are subject to change without notice. Updated: 10/06/14

Cover units and special inserts cannot be cancelled after 8 weeks prior to close dates. See complete cancellation policy for details. All events to be held based on sponsor participation.
Digital Material Deadlines:
    Standard Units: Due 3 days prior
    Rich Media Units: Due 5 days prior
    Custom Units: Due 8 days prior

Materials Due
04-24-14

5 Space Close
04-22-14

Materials Due
05-01-14

12 Space Close
04-29-14

Materials Due
05-08-14

19 Space Close
05-06-14

Materials Due
05-15-14

26

►  Fashion, Beauty &  
Retail 

► CLIO Image Winners
►  Cable Guide  

(polybag)

► CLIO Image Awards
► Creative Week

►  CLIO Image Awards (5/7)
► Creative Week Panel

►  Lifestyle Issue  
(Upfront Series)

►  TV Upfront Hub ►  IAB Cross-Screens
► 4A’s PR Forum

► 4A’s PR Forum Panel

► Mobile Marketing ►  MMS NYC Upfronts ►  MMS NYC Upfronts 
Panel

►  Brandweek Report ►  Brandweek Report HubSpace Close
05-13-14

7

14

21 Space Close
04-08-14

►  Music Issue ►  AWNY Changing  
the Game

►  Mobile: IAB Marketplace

►  Media All-Stars ► Media All-Stars Hub ►  Cable Guide

►  Upfront Preview  
(Upfront Series)

►  AWNY Changing  
the Game

►  Project Isaac:  
First Entries Deadline (4/25)

►  Project Isaac:  
Student Entries Close 
(4/25)

►  Digital NewFronts (4/29 
- 5/6)

►  Matrix Awards

►  Watch Awards:  
Entries Close (4/28)

Materials Due
03-27-14

Space Close
03-25-14

Materials Due
04-03-14

Space Close
04-01-14

Materials Due
04-10-14

Materials Due
04-17-14

Materials Due
05-22-14

2 Space Close
05-20-14

Materials Due
05-29-14

9 Space Close
05-27-14

Materials Due
06-05-14

16 Space Close
06-03-14

►  AWNY Advertising 
Woman of the Year

►  Project Isaac:  
Entries Close (6/6)

► Cannes Lions Preview ► Cannes Lions Hub ►  Cannes (TBD) ►  AWNY Advertising Woman 
of the Year

►  Cannes Lions
►  IAB: Advertising Technoloy

► Food Hub ► Shopper Marketing►  The Food Issue 

28 ►  Digital Series: The Video 
Issue (incl. Digital  
NewFronts)

► (Upfront Series)

Space Close
04-15-14

►  Digital NewFronts Hub ►  Online Video Guide

Materials Due
06-12-14

23 ►  Watch Awards  
Winner Showcase

►  Cannes Lions Hub:  
Wrap-Up (Online Only)

►  Watch Awards  
Winner Showcase Hub

Space Close
06-10-14

2 0 1 4  E D I T O R I A L  CA L E N DA R  –  S U B J E C T  T O  C H A N G E

Materials Due
06-19-14

30 ►  Upfront Wrap-Up  
(Upfront Series)

►  MMS London ►  MMS London PanelSpace Close
06-17-14

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsMay

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsJune

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsApril
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Cover units and special inserts cannot be cancelled after 8 weeks prior to close dates. See complete cancellation policy for details. All events to be held based on sponsor participation.
Digital Material Deadlines:
    Standard Units: Due 3 days prior
    Rich Media Units: Due 5 days prior
    Custom Units: Due 8 days prior

2 0 1 4  E D I T O R I A L  CA L E N DA R  –  S U B J E C T  T O  C H A N G E

Materials Due
08-21-14

1 ►  The Portrait Issue ►  Hot List Hub: Hot List 
Reader Ballot

Space Close
08-19-14

Materials Due
08-28-14

8 ►  The Men’s Issue ►  Men’s Hub ►  Media Plan of the Year: 
Entries Close (9/12)

Space Close
08-26-14

►  Fall TV Preview Hub

Materials Due
09-04-14

15 ►  ADCOLOR Awards ►  ADCOLOR Awards      
(300 Dis.)       

►  OPA Content All Stars 
(350 Dis.)

Space Close
09-02-14

Materials Due
09-11-14

22 ► Fall TV Preview
►  Invention Issue/ 

Project Isaac

►  Project Isaac Hub ►  Social Media Week   
(2800 Dis.)

Space Close
09-09-14

Materials Due
08-14-14

25 ►ExperientialSpace Close
08-12-14

Materials Due
07-31-14

11 ►  4A’s Talent Conference 
(150 Dis.)

Space Close
07-29-14

Materials Due
07-17-14

28 ►  MMS Chicago (500 Dis.) ►  MMS Chicago Panel 
(7/29)

Space Close
07-15-14

Materials Due
07-03-14

14 ►  Brandweek Report: 
Sports

►  Brandweek Report: 
Sports Hub

►  CLIO Sports
►  Sports Marketing         

Association

►  CLIO Sports Awards 
(500 Dis.)

►  Media Plan of the Year: 
Entries Open (7/14)

►  CLIO Sports Awards 
(7/17)

Space Close
07-01-14

Materials Due
09-18-14

29 ►  Advertising Week
►  Brand Genius  

(25th Anniversary)
►  CLIO Music Roundtable

►Advertising Week Hub 
► Brand Genius Hub

►  CLIO (55th Anniversary) ►  Advertising Week    
(6000 Dis.)     

►  Brand Genius (400 Dis.) 
►  CLIO Awards (500 Dis.)

►  Brand Genius Awards 
(9/30)

►  CLIO Awards (10/1)

Space Close
09-16-14

Adweek does not publish on July 7 and 21.

►  Digital Series:  
Social Media Issue

Adweek does not publish on August 4 and 18.

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsAugust

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsSeptember

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsJuly
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Digital Material Deadlines:
    Standard Units: Due 3 days prior
    Rich Media Units: Due 5 days prior
    Custom Units: Due 8 days prior

6 ►  Millennials ►  Millennials Hub ►  REVOLT                         
Music Conference  
(10/16 - 19)(400 Dis.)     Materials Due

09-25-14

Space Close
09-23-14

2 0 1 4  E D I T O R I A L  CA L E N DA R  –  S U B J E C T  T O  C H A N G E

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsOctober

13

20 Space Close
10-07-14

►  Brandweek Report 
(Global)

►  Hot List Finalists

►  Brandweek Report Hub
►  Hot List Hub:  

Finalists Announced

   

►  The Adweek 50 ►  Public Relations ►  Communications Week   ►  LA Roundtable (10/22)
►  Key Art Awards (10/23)

►  4A’s CreateTech         
(200 Dis.)         

Materials Due
10-02-14

Space Close
09-30-14

Materials Due
10-09-14

Materials Due
10-16-14

27 Space Close
10-14-14

►  Email Marketing

Materials Due
10-23-14

3 Space Close
10-21-14

Materials Due
10-30-14

10 Space Close
10-28-14

Materials Due
11-06-14

17 Space Close
11-04-14

►  Digital Series:  
The AdTech Issue

►  AdTech Hub ►  IAB: Ad Operations 
Summit

► Media Plan of the Year ►  Media Plan of the Year 
Hub

►  The LA Issue              
(Featuring LA Roundtable)

Materials Due
11-20-14

1 Space Close
11-18-14

Materials Due
12-01-14

8 Space Close
11-25-14

Materials Due
12-04-14

15 Space Close
12-02-14

►  Ads of the Year ►  Audience Targeting 
Guide

►  Hot List ►  Hot List Hub: 
Winners Revealed

►  Agency of the Year 
(Global, US & Digital)

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsDecember

Editorial Digital Features Special Ad Sections Bonus Distribution / Events Adweek Events/AwardsNovember

Adweek does not publish on November 24.

Adweek does not publish on December 22 and 29.

►  Hot List Awards (12/8)►  Hot List Awards

►  Agency of the Year  
Hub

►  Branded Content
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K E Y  C O N TAC T S

Adweek
770 Broadway, 15th Floor
New York, NY 10003
advertising@adweek.com

First Name Last Name Title Office Phone Email

Sales

Robert Eisenhardt Business Development Director 212.493.4288 rob.eisenhardt@adweek.com

Adam Remson Integrated Advertising Director 212.493.4409 adam.remson@adweek.com

Robert Dahill Broadcast/Cable Director 212.493.4282 bob.dahill@adweek.com

Jason Davis Digital Technology Sales Manager 212.493.4297 jason.davis@adweek.com

Dan McNamee Account Director, New York 212.493.4157 daniel.mcnamee@adweek.com

Rory McAlister Account Director, New York 212.493.4101 rory.mcalister@adweek.com

Kim Abramson Account Director, N California / Pacific NW 415.705.6772 kabramson@kpamedia.com

Theresa Le Account Director, Southern California 310.234.9809 tle@kpamedia.com

Marketing

Liza Kirsh Vice President, Marketing 212.493.4411 liza.kirsh@adweek.com

Kym Blanchard Integrated Marketing Director 212.493.4187 kym.blanchard@adweek.com

Stuart Feil Custom Publishing Director 212.493.4171 stuart.feil@adweek.com

Kolby Yarnell Digital Content Strategist 212.493.4046 kolby.yarnell@adweek.com

Events

Nicole Purcell Senior Vice President, Events 212.493.4434 nicole.purcell@adweek.com

Brooke Barasch Executive Events Director 212.493.4036 brooke.barasch@prometheusgm.com

Daniel Jasper Director, Sales & Business Development 212.493.4159 daniel.jasper@clioawards.com

Digital

Jeff Rudolf General Manager 212.493.4215 jeffrey.rudolf@adweek.com

Reprint

Jennifer Martin Wrights Media 281.419.5725 x104
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Marketers get down and dirty
with extreme ‘mudventure’ 
sports. By David Gianatasio

Your 
Brand 
Is Mud

Luke Hagel 
after completing 
Tough Mudder 
in Chicago.
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P R I N T  A D V E RT I S I N G

Print Circulation

Source:  Average Print & Digital Qualified: 41,907, Average Print & Digital Non-Qualified: 3,177, AAM December 31, 2013 (6 months. ending 12/31/13).
              Millward Brown Reader Survey, 2012.

Company Type

Brand  
Marketers
retailers,  
hospitality, 
manufacturers

36%
Ad Agencies  
& Buying  
Services 
media/creative 
marketing, PR

52%
Media  
Companies 
print, digital, 
broadcast

10%
Allied  
Industries 
schools, show 
copies, events/
conferences

2%

Total  
Circulation 

45,084

10%
Media  
Companies

52%
Ad Agencies & 
Buying Services

36%
Brand  
Marketers



Updated: 2/12/14

Print Rate Card

P R I N T  A D V E RT I S I N G

Same rates apply for black & white. Frequency Discounts do not apply. 

Cancellation Policy: Advertiser is responsible for 100% of amount shown on insertion order for print advertisements cancelled after Ad Close Date. Cancellation deadline for premium & special 
units (including but not limited to: cover wraps, cover adjacencies, cover units, posters, TOC adjacencies, inserts & outserts) is 6 weeks prior to Ad Close Date.

1X 6X 13X 26X 39X 52X

Full Page $39,200 $38,500 $37,800 $36,600 $35,300 $34,300

2/3 Page $31,400 $30,800 $30,200 $29,100 $28,300 $27,500

1/2 Page $27,700 $27,200 $26,700 $25,800 $25,000 $24,200

1/3 Page $22,200 $21,800 $21,400 $20,800 $20,200 $19,400

Spread $73,900 $72,300 $70,900 $68,700 $66,700 $64,400

1/2 Pg Spread $44,300 $43,400 $42,500 $41,200 $40,000 $38,600

Covers 1X 6X 13X 26X 39X 52X

Cover 2 Spread 
(includes 15% premium)

$90,300 $88,500 $86,700 $84,000 $81,500 $79,000

Cover 3  
(includes 15% premium)

$45,100 $44,300 $43,400 $42,100 $40,900 $39,600

Cover 4  
(includes 25% premium)

$49,000 $48,100 $47,100 $45,700 $44,400 $43,000

Special Cover & Units 1X

Sponsored Cover  
(2 pgs)

$100,800

Inside Gatefold  
(3 pgs)

$108,200

Cover Wrap  
(3 pgs)

$128,800

Full Cover Wrap  
(4 pgs)

$164,900

Sponsored Cover Gatefold  
(4 pgs)

$164,900

Supplied Insert  
(2 sided)

Earned Page Rate + 20%

All rates are gross. Effective: 1/1/14

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

Circulation: 45,000
Qualified: 41,912        Non-qualified: 3,316       AAM initial audit June 2013
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1/2  
Page  

H.

1/2  
Page  

H.  
Bleed

1/2  
Page

V.

1/2 Page Spread

Single 
Page

1/3  
Page 

H.

1/3  
Page Sq.

1/3 
Page  

V.

2/3  
Page  

V.

Bleed Trim Safety Non Bleed

Single Page 9.375”x 11.125” 9”x 10.75” 3/16” from page trim 8.0833” x 10.1875

Spread 18.375”x 11.125” 18” x 10.75” 3/16” from page trim 17.166” x 10.1875”

1/2 Page Spread 18.375”x 5.875” 18”x 5.50” 3/16” from page trim 17.166” x 5.125”

2/3 Page V. 5.958” x 11.125” 5.583” x 10.75” 3/16” from page trim 5.1428” x 10.1875”

1/2 Page V. 4.575” x 11.125” 4.2” x 10.75” 3/16” from page trim 3.777” x 10.1875”

1/2 Page H. 9.375” x 5.875” 9” x 5.5” 3/16” from page trim 8.0833” x 5.125”

1/3 Page V. 3.208” x 11.125 2.833” x 10.75” 3/16” from page trim 2.4166” x 10.1875

1/3 Page Sq. 5.958” x 5.660” 5.583” x 5.285” 3/16” from page trim 5.166 x 5”

1/3 Page H. 9.375” x 4 9” x  3.625” 3/16” from page trim 8.083” x 3.25”

2 0 1 4  P R I N T  S P E C I F I CAT I O N S

Print Specifications
GENERAL INFORMATION
Materials are due 8 business days prior to issue date.  
Insertion orders must accompany material. 

E-MAILED AD SUBMISSIONS ARE NOT ACCEPTABLE
Publication Trim: 9” x 10.75” 
Keep copy 3/16-inch from final trim size

Printing: Covers and body forms manufacture heat-set web offset

Binding: Saddle Stitched. 

Inserts jog to the head.

AD SUBMISSIONS
Submit PDF/X-1a:2001 advertising materials through our ad portal 
at Prometheus.sendmyad.com
► Create a user account 

► Select “Submit An Ad” 

► Select “Print Magazine Ad” 

► Select publication from the “Publications” pull down menu

►  Complete the “Ad Information” section and upload your  
PDF/X1-a:2001 file

►  Please allow for file to complete processing 

►  Review your ad with “spec boxes” selected. To turn on option, 
select it from the “Views” menu found at the lower right corner of 
the scroll bar. Other menu options include “Actions” and “History.”

►  Approve your submission 

►  Receive an automated e-mail tied to details and direct access to 
your file on the portal.

Contact: 
Cindee Weiss 
Production Manager  
(212) 493-4233 
cindee.weiss@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

Eileen Cotto 
Assoc. Production Manager  
(212) 493-4228 
eileen.cotto@adweek.com

New  

Sizes
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INSERTS

Contact Cindee Weiss at (212) 493-4233 for specifications.  
See page 4 for General Insert Guidelines.

DIGITAL ADVERTISING SPECIFICATIONS (PRINT)

Ad materials are to be supplied as digital files in the preferred 
PDF/X-1a:2001 format.

To match the color expectations of our advertisers, Prometheus 
Global Media requires the PDF/X-1a:2001 file format. A SWOP 
proof for each ad submitted may be submitted at client’s discre-
tion. Advertiser/agency accepts full responsibility for reproduction 
variations between the digital file and the printed image for ads 
submitted in non-preferred formats. Non-adherence to the preferred 
format may necessitate production fees. Prometheus Global Media 
is not responsible for making corrections to supplied files.

Customer-supplied digital files and SWOP proofs will be retained for 
up to three months following publication date and then destroyed 
unless otherwise requested in writing.

PDF/X-1A:2001 FILE PREPARATION

Adherence to the following guidelines in application file preparation 
will aid in successful file conversion:

►  Create ad layouts in a professional desktop publishing program 
such as Adobe InDesign™ or QuarkXPress™.

►  Create one PDF/X-1a file per ad or ad page; spread ads may be 
submitted as a single file. 

►  Orientation: Set native application files in portrait mode at 100% 
with no rotations. 

►  Color: Define all colors as CMYK process. Unintended spot color 
and/or Pantone colors must be converted to CMYK process. RGB, 
LAB and ICC based colors are not allowed. Black & white images 
should be saved as single channel black only before placing them 
into the page. Nested grayscale or nested single channel black 
may become 4/C when printed. Delete any unused colors.

►  Images: Must be high resolution SWOP-compliant with a 
resolution of 300dpi for CMYK and 1200dpi for black & white 
images. OPI selections should be turned off. Do not nest EPS files 
within other EPS files. Save images in TIFF or EPS format, with  
no embedded color management profiles 

►  Total area density for color images should not exceed SWOP 
standard of 300%. 

►   Full page bleed ads must be created to bleed specification with 
crops (printer marks) set at trim dimensions and placed outside 
the bleed area. Bleed must extend 3/16” beyond trim. Keep live 
matter a minimum of 3/16” from trim edge. 

►  Type: Fonts must be embedded. Use Postscript Type 1, Open Type 
or TrueType fonts only. Text containing thin lines, serifs or small 
lettering should be restricted to one color. Knockout type smaller 
than 10 points cannot be guaranteed perfect registration and is 
therefore not recommended. 

►   Direct export option out of Adobe InDesign™ CS3 or later  
and/or QuarkXPress™ 7.0 or later can be utilized as long as the  
PDF/X-1a:2001 setting is used. 

PROOFING 

A SWOP certified proof may be supplied at the client’s discretion. 
Proofs must be representative of the supplied file at actual size and 
display a printer’s color control bar. Alternative proofing formats 
will be used for content only. Visit www.swop.org for a complete 
list of current certified proofing options. When calling for spot color 
(Pantone) usage on press, clearly indicate such on the supplied 
proof. Publication is not responsible for color or content of files that 
do not conform to our specifications or if material is received after 
closing date.

MORE INFO

For more information regarding these specifications or shipping 
address, contact: 

Cindee Weiss  
Production Manager 
(212) 493-4233  
cindee.weiss@adweek.com

Eileen Cotto  
Assoc. Production Manager 
(212) 493-4228 
eileen.cotto@adweek.com

2 0 1 4  P R I N T  S P E C I F I CAT I O N S

Print Specifications
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2 0 1 4  P R I N T  S P E C I F I CAT I O N S

Sponsored Covers

Contact: 
Cindee Weiss 
Production Manager  
(212) 493-4233 
cindee.weiss@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

Eileen Cotto 
Assoc. Production Manager  
(212) 493-4228 
eileen.cotto@adweek.com

We’ve Got You Covered
Get in front of your customers with a sponsored cover on ADWEEK.

You own the cover of the issue and get unmatched visibility among our powerful audience of top 
brand builders, agency executives, creatives, buyers, and planners as well as the key decision 
makers in the technology arena with this highly visible position.

MECHANICAL SPECS

Logos provided by Adweek production department.

Please allow white space for inkjet box 3-3/4” W x 1-1/2” H. Set box 1/4” from spine & foot. 

PLEASE NOTE: “ADVERTISEMENT” will be placed under the nameplate in 9pt. CAPS.

OPTION 1:
Creative extends to 9” x 10.75” 
Add 3/16” bleed beyond trims. 
Keep live matter 3/16” from trim. 

ADVERTISEMENT

THE VOICE OF MEDIA | SEPTEMBER 1, 2014

UPC, Ink-Jet Box
3-3/4” x 1-1/2”1/4” from spine

1/4” from foot

OPTION 2:
Creative extends to 9” x 7.5”
Add 3/16” bleed beyond trims. 
Keep live matter 3/16” from trim. 

ADVERTISEMENT

THE VOICE OF MEDIA | SEPTEMBER 1, 2014

UPC, Ink-Jet Box
3-3/4” x 1-1/2”1/4” from spine

1/4” from foot

10.75”

9”

7.5”

9”
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TIP-IN INSERT SPECS

Publication trim size: 9” x 10-3⁄4”

1-4 full page tipped-in insert: the final trimmed piece should be delivered at no larger  
than 8-5/8” x 10-1/4” (WxH).

Please note this size is final trim and will not take a trim with the magazine.

Minimum tip size: 4” x 4” (WxH)

Stock: Maximum paper weight is 60-lb. text weight. Paper sample required.  
Heavier stock must be approved in advance.

Pages: Multiple page inserts must be delivered collated, stitched and/or folded.

Quantities to be shipped: Quantities should be confirmed with production management.

Delivery:

Supplied inserts must be delivered to the printer 2 weeks prior to publication date. 

A packing slip must accompany every shipment and contain: job name, quantity, issue 
date and number of cartons/skids. 

Inserts must deliver on sturdy wooden pallets, 40” x 48” (WxL). Pallets are not to exceed 
42 inches tall or gross in excess of 2,000 pounds. 

If product quantity is less than 2 layers, then product should be in cartons. 

All card stock material less than 8.0” x 11.5” (WxH) in size must be packed in cartons. 

All cartons NOT to exceed 30 pounds in weight. 

If shipping multiple issues of same piece: Each piece should be separately stacked or in 
cartons on the pallet by issue date. If shipping multiple versions of same piece: Each piece 
should be separately stacked or in cartons on the pallet by version.

Delivery appointments are currently not required, with the exception of holidays. No week-
end deliveries will be accepted unless special arrangements have been made. 

All inserts should ship prepaid. No “collect” shipments will be accepted. 

All trucks must be dock high. To schedule an appointment, please call (215) 541-2307.

Note: If deadline cannot be made, please call Cindee Weiss for new shipping  
instructions.

All unique inserts must be reviewed and approved prior to manufacture and  
shipment of inserts. Three mock-up samples are required for review.

SHIP INSERT MATERIAL TO:

Brown Printing Company 
668 Gravel Pike 
East Greenville, PA 18041-2199 

BIND-IN INSERT SPECS

Inserts will jog to the head

Publication trim size : 9” x 10-3⁄4”

Add 1⁄8” to face, foot, and head so that  
untrimmed, finished piece is 9-1/8” x 11”

Lip required (min. 1⁄4”) ( max. 3⁄8”) wide on the 
high folio side for binding of four page units.  
For single sheet inserts, two pages, lip should 
measure 4-1/2”.

Please do not alter the lip specs.

If the images are to bleed, please be sure that 
image extends 3/16” beyond the trim on head, 
face, and foot. This will ensure that the insert 
will bleed when trimmed to final size.

Copy safety or live area is 3/16” inside the trim 
on all sides.

Maximum paper is 80-lb. text. Paper sample 
required. Heavier stock must be approved in 
advance.

All of the above sizes apply to inserts that will 
trim to the same size as the magazine.

2 0 1 4  P R I N T  S P E C I F I CAT I O N S

Insert Guidelines

Contact: 
Cindee Weiss 
Production Manager  
(212) 493-4233 
cindee.weiss@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

Eileen Cotto 
Assoc. Production Manager  
(212) 493-4228 
eileen.cotto@adweek.com
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D I G I TA L  A D V E RT I S I N G

Digital Audience

Source: 1 Google Analytics 6 month average August 2014.  2 Reader Engagement Study, Millward Brown Optimor March 2012

6.7 million
uniques1

11.2 million
page views1

Job Titles
Owner/  
Partner/ 
C-level

25%
Manager/  
Planner/ 
Buyer

28%

VP, Director34% Other13%

44%
Ad Agencies & 
Buying Services

13%
Brand Marketers

14%
Media Companies

Company Type2

Ad Agencies 
& Buying 
Services

44%

Brand  
Marketers

13%

Media  
Companies

14%

Strategic 
Planning/

Consulting 
Firm

7%

Public  
Relations

5%

Allied  
Industries

13%

4%
Supplier/
Vendor

5%
Public  
Relations

13%
Allied 
Industries

Supplier/ 
Vendor

4%

7%
Strategic Planning/ 
Consulting Firm
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Competitive Statistics

Source: comScore 3 month average, April-June 2014 (Worldwide/PC only) 

3.1 Million
872,000

Unique Visitors

5.0 Million

6.0 Million
Page Views

4.0 Million

8.0 Million
Total Minutes

5.2 Million
2.0 Million

Total Visits

167,000
58,000

Avg. Daily Visitors

Adweek.com

Adage.com

Key:



Rate Card

D I G I TA L  A D V E RT I S I N G

Targeted Display
Targeted to Home Page and by Channel Topic.

Size Net CPM

728x90 $100
300x250 $100

Run of Site (ROS)

Size Net CPM

728x90 $65
300x250 $65
300x600 $90

Channel Sponsorship (Weekly)

Flat Rate Est. Impressions

Advertising & Branding $ 30,000 800,000
Digital/Technology $ 15,000 250,000
Television $ 15,000 100,000
The Press $ 7,500 75,000
AdFreak $ 40,000 1,200,000

Custom Programs (Non-Cancellable)

BrandShare Native Ad Initiative

Article / Infographic / Video / Blog Post / 
Whitepaper:

                                         $15,000

Premium content series of BrandShare 
articles and branded channel:

5X $75,000

Ask your Adweek Rep for details

Webinars

1X $22,000
2X $21,000
3X $20,000

eBlasts (Up to 50,000 Opt-In Subscribers)

1X $10,000
2X $  9,000
3X $  8,000

Social Promotions

Become an official partner for the weekly  
#adweekchats on Twitter, which are  
produced by the Adweek editorial team  
and feature prominent industry leaders 
weighing in about timely topics.

1X $15,000
2X $14,000
3X $13,000

T&C’s

 

Mobile Sponsor (Non-Cancellable)

Flat Rate Est. Impressions

$13,000/Week 800,000

Updated: 10/14/2014

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

Editorial Hubs (Non-Cancellable)

Tied to special issues, see editorial calendar.
Sponsorship is live for two weeks. 
Single sponsored except for Digital NewFronts, Cannes Lions, 
Super Bowl. Ask your Adweek Rep for details.

Editorial Hubs $30,000 to $60,000

High Impact Units
Home Page Takeover

Flat Rate Est. Impressions

$19,500/Day 100,000
$26,000/Day  
(with 640x480 prestitial)

140,000

Points of Entry Roadblock

The user will see your ad first on all points of entry 
other than the home page (units vary depending 
on which page entered).

Flat Rate Est. Impressions

$21,000/Day 200,000
$26,000/Day  
(with push-down unit)

200,000

All Points of Entry Roadblock

The user will see your ad first on all points of entry 
to Adweek.com (units vary depending on which 
page entered), and includes a home page takeover.

Flat Rate Est. Impressions

$40,000/Day 275,000
$44,000/Day  
(with push-down unit)

275,000

Prestitial/Interstitial

640x480 video/rich media/flash/static units.

Flat Rate Est. Impressions

$8,000/Day 40,000

Video Pre-roll $100 CPM

With 300x250 companion ad  
:15 second limit (Brightcove platform). 
Available franchise positions: 
• 6 Questions 
•  Big Players, Big Ideas
• Trending Topics

Rich Media (ROS) $100 CPM

All standard units available: 
• Push Down Units
• Skins
• Expandable Banners
• Portrait Units
• Video Wall
• Billboard
• Film Strip

Please note: all rates are net and subject to change. 

For all digital advertisements other than digital 
custom units and advertisements placed on a 100% 
SOV basis, the cancellation policy is as outlined in 
the 4A’s/IAB “Standard Terms and Conditions for 
Interactive Advertising for Media Buys One Year 
or Less; Version 3.0” which can be accessed via 
the following link: http://www.iab.net/media/file/
IAB_4As_tsandcs_Education_FINAL.pdf

Regardless of the date of cancellation, advertiser 
is responsible for 100% of the amount shown on 
the insertion order for custom digital units and for 
advertisements placed on a 100% SOV basis.



Updated: 8/7/14

Exclusive Hubs

D I G I TA L  A D V E RT I S I N G

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

Net Rate: 
$30,000
(Non-Cancellable)

Space Close: 
30 days prior to start date, 
first-come, first-served

Single-topic online destinations presented alongside themed issues,  
special reports, demographics series, and industry events.

728x90

300x250

“Presented by Sponsor” Logo

“Rooftop” Unit100% 

Share of 

Voice
One week sponsor 
branded promotional 
“Rooftop” unit on home 
page of Adweek.com

Clickable  
“Presented by Sponsor”  
logo header on each  
hub page

Single sponsor  
exclusivity:
► 728 x 90 (2x)
► 300 x 250 (2x)

Co-branded run of site  
promotion campaign:
► 728 x 90 (2x) 
► 300 x 250 (2x)



Updated: 6/2/14

January
CES 1/6

Super Bowl 1/27

April
Media All-Stars 4/14

Digital NewFronts 4/28

July
Brandweek Report: Sports 7/14

October
Millennials 10/6

Hot List (Finalists) 10/13

Brandweek Report: Global 10/13

February
Mobile 2/3

Media Agency of the Year 2/10

August

Editorial Hub Calendar

D I G I TA L  A D V E RT I S I N G

Space Close: 
30 days prior to start date, first-come, first-served
For all digital advertisements other than digital custom units and advertisements placed on a 100% SOV basis, the cancellation policy is as outlined in the  
4A’s/IAB “Standard Terms and Conditions for Interactive Advertising for Media Buys One Year or Less; Version 3.0” which can be accessed via the following link: 
http://www.iab.net/media/file/IAB_4As_tsandcs_Education_FINAL.pdf

Regardless of the date of cancellation, advertiser is responsible for 100% of the amount shown on the insertion order for custom digital units and for  
advertisements placed on a 100% SOV basis.

March
Kids 3/10

Brandweek Report 3/17

SXSW Wrap-Up 3/17

Data 3/24

Women 3/31

June
Cannes Lions 6/9

Food 6/16

Cannes Lions Wrap-Up 6/23

Watch Awards Winners 
Showcase

6/23

May
TV Upfront 5/12

Brandweek Report 5/26

September
Hot List 9/1

Men 9/15

Project Isaac 9/22

Advertising Week 9/29

Brand Genius 9/29

December
Agency of the Year 12/1

Hot List (Winners Revealed) 12/8

November
Ad: Tech 11/3

Media Plan of the Year 11/10
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e-Newsletters

D I G I TA L  A D V E RT I S I N G

728x90

300x250

728x90

300x250

50% 
SOV

100% 
SOV

Sent only to opt-in subscribers, 
Adweek e-newsletters are a great 
tool to reach targeted prospects for 
campaign announcements, product 
launches or lead generation. 

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

NEWSLETTERS Weekly Sends

Advertising & Branding 312,000

AdFreak Daily 95,000

Adweek Daily Digest 175,000

Adweek TV Upfront 105,000*

Brandweek Report 51,000

Technology Today 173,000

Television Today 115,000

*Adweek TV Upfront notes weeks with 3+ sends



Updated: 5/29/14

e-Newsletters (continued)

D I G I TA L  A D V E RT I S I N G

Please note: all rates are net and subject to change 

For all digital advertisements other than digital custom units and advertisements placed on a 100% SOV basis, the cancellation policy is as outlined in the  
4A’s/IAB “Standard Terms and Conditions for Interactive Advertising for Media Buys One Year or Less; Version 3.0” which can be accessed via the following link:  
http://www.iab.net/media/file/IAB_4As_tsandcs_Education_FINAL.pdf

Regardless of the date of cancellation, advertiser is responsible for 100% of the amount shown on the insertion order for custom digital units and for  
advertisements placed on a 100% SOV basis.

Adweek TV Upfront

The latest information on the upfront television marketplace
March — May

Weeks with 1+ sends (3/10, 3/31, 5/5) / Weekly Sends: 31,000

728x90 Leaderboard: $2,945

728x90 Anchor: $1,473

Weekly Net 
Sponsorship 
Cost

Weeks with 2+ sends (3/17, 3/24, 4/21) / Weekly Sends:  70,000

728x90 Leaderboard: $5,890

728x90 Anchor: $2,945

Weekly Net 
Sponsorship 
Cost

Weeks with 3+ sends (4/7, 5/12) / Weekly Sends:  105,000

728x90 Leaderboard: $8,835

728x90 Anchor: $4,418

Weekly Net 
Sponsorship 
Cost

300x250: $2,945

300x250: $5,890

300x250: $8,835 

100% SOV = $15,000

Technology Today

Intelligence from the digital and technology world
Monday — Friday

Weekly Sends:  173,000

728x90 Leaderboard: $5,400

728x90 Anchor: $2,700

Weekly Net 
Sponsorship 
Cost

300x250: $5,200

50% SOV = $10,000100% SOV = $27,500

Advertising & Branding 

The biggest news in advertising and branding
Monday — Friday

Weekly Sends:  312,000

728x90 Leaderboard: $9,900

728x90 Anchor: $3,900

Weekly Net 
Sponsorship 
Cost

300x250: $9,500

50% SOV = $18,500

100% SOV = $12,300

Adweek Daily Digest

A recap of the top stories of the day
Monday — Friday

Weekly Sends: 175,000

728x90 Leaderboard: $4,400

728x90 Anchor: $2,400

Weekly Net 
Sponsorship 
Cost

300x250: $4,200

50% SOV = $8,200 100% SOV = $9,500

Television Today

An update focused solely on the television industry
Monday — Friday

Weekly Sends:  115,000

728x90 Leaderboard: $3,400

728x90 Anchor: $1,600

Weekly Net 
Sponsorship 
Cost

300x250: $3,200

50% SOV = $6,200

100% SOV = $9,500

Brandweek Report

The brand marketer’s source for news, data, insights and community
Monday and Thursday (twice a week)

Weekly Sends:  51,000

728x90 Leaderboard: $3,600

728x90 Anchor: $1,900

Weekly Net 
Sponsorship 
Cost

300x250: $3,400 

50% SOV = $6,200

100% SOV = $5,000

300x250: $2,000

50% SOV = $3,000

AdFreak Daily

The best and worst of creativity in advertising
Monday — Friday

Weekly Sends:  95,000

728x90 Leaderboard: $2,000

728x90 Anchor: $1,000

Weekly Net 
Sponsorship 
Cost



Webinars

Updated: 3/24/14

D I G I TA L  A D V E RT I S I N G

 ►  Each webinar is moderated by an 
Adweek expert and features a custom 
presentation developed by you.

 ►  Promotion via dedicated e-mail blasts 
to 55K opt-in subscribers,  
200K co-branded ROS banners 
on Adweek.com and Adweek 
e-Newsletters 

 ►  Webinar listing on Events & 
Appearances page on Adweek.com

 ►  Archived webcast link for three months 
after the live event

 ►  Qualified lead generation & data 
capture of registrants and attendees

 ►  Reminder e-mails sent to all 
registrants

Adweek’s webinars allow you to 
educate the industry, promote 
your products, highlight success 
stories and receive valuable, 
qualified leads.  

Timing: 
30-day lead time

Net Rate: 
1X: $ 22,000 
2X: $ 21,000
3X: $ 20,000
(Non-Cancellable)

Contact: 
Stuart Feil 
Custom Publishing Director 
(212) 493-4171   
stuart.feil@adweek.com

SPONSOR PRESENTATION Educate

Promote

+Share

CO-BRANDED BANNER

CO-BRANDED  
BANNER



Updated: 10/28/14

D I G I TA L  A D V E RT I S I N G

Contact: 
Your Adweek Sales Representative  
(212) 493-4068
advertising@adweek.com

AdFreak

This one stop shop celebrates (and skewers) the latest, greatest 
and most buzzworthy ads in media and advertising. 

THE ADFREAK DAILY  
E-NEWSLETTER  
DISTRIBUTION:

95,000  
OPT-IN SUBSCRIBERS
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BrandShare

D I G I TA L  A D V E RT I S I N G

Contact: 
Kolby Yarnell, Digital Content Strategist 
(212) 493-4046
kolby.yarnell@adweek.com

Native Advertising  
Custom Digital Solutions from Adweek

CONTENT
Original, engaging 
and thought-
provoking articles 
infused with the 
Adweek voice. 
 
 
 
 

CREATIVITY 
Custom infographics 
strategically 
positioned alongside 
topics, themes and/
or issues. 
 

COVERAGE
Visibility across 
Adweek’s digital 
properties.



Mobile Advertising
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D I G I TA L  A D V E RT I S I N G

Net Rate: 
$13,000/week 
(Non-Cancellable)

Commitment Deadline: 
► 14 days prior to sponsored month
► First-come, first-served

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

Adweek.com is for advertisers 
looking to reach on the go mobile 
users. Each month, an estimated 
800,000 mobile users access 
Adweek.com’s insightful and 
forward-thinking content that 
appeals to advertising, media and 
marketing professionals. 

Source: Google Analytics, September 2014

OPPORTUNITIES

►   Home page: 320x50 banners (3x)

►   Article pages: 320x50banners (2x)

►  450K estimated impressions/month

BENEFITS

►  Content on demand, any time

►  100% SOV

►  Available on all smartphones  
(iPhone, Android, etc.)

320x50

320x50
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Social

D I G I TA L  A D V E RT I S I N G

Contact: 
Your Adweek Sales Representative  
(212) 493-4068
advertising@adweek.com

231,773 
LIKES

300,000
FOLLOWERS

Source:  Landtail, February 2014. All as of: 3/17/2014

Adweek is the most engaging, influential and followed social voice.

1,185,495 
MEMBERS

#3 
OF TOP 25 MOST 
SHARED MEDIA 

CONTENT SOURCES
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#AdweekChat

S O C I A L  A D V E RT I S I N G

Contact: 
Your Adweek Sales Representative  
(212) 493-4068
advertising@adweek.com

ADWEEK’s Twitter Chats engage the 
advertising community using dynamic,  
real-time social conversations that take 
place around current and thought-provoking 
topics in media. 

Moderated by ADWEEK editors and fueled 
by industry experts, Twitter Chats bolster 
engagement and position your brand as a 
thought-leader.

*Source: Twitter Analytics, 8/13/14 chat 

CHAT STATS*
2.2MM #adweekchat impressions

70,000+ user engagements 
(including retweets, favorites and responses) 

1,200 tweets using #adweekchat

@ADWEEK VITALS
300,000 Followers 

Followers are in top 10% of Twitter accounts  
for sales/marketing professionals

Sponsorship  Rates

1x

2x

3x

$15,000

$14,000

$13,000
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iPad Edition

D I G I TA L  A D V E RT I S I N G

Contact: 
Your Adweek Sales Representative 
(212) 493-4068  advertising@adweek.com

Commitment Deadline: 
►  30 days prior to first sponsored issue
►  First-come, first-served

Net Rate: 
$25,000/month
(Non-Cancellable)

EXTRA! EXTRA!
MORE IN EVERY ISSUE, EVERY WEEK 
ADWEEK IPAD EXTRAS 
Adweek’s iPad edition offers 
a user friendly, interactive 
iteration of Adweek and provides 
advertisers the opportunity to 

►  Exclusive impact ad unit on the front 
cover of the Adweek iPad edition for 
each issue in the month (x4 issues)

►   Co-branded sponsor banner on the 
“How-to” page in the iPad edition for 
each issue in the month

►   Full page brand ad following the  
“How-to” page in the iPad edition  
for each issue in the month

►   Co-branded “Powered by” full page ad 
in Adweek’s print and iPad editions

►  Co-branded “Powered by” sponsor 
ads on Adweek.com and Adweek 
e-Newsletters

►  Co-branded “Powered by” sponsor ads  
targeted to iPad users accessing  
Adweek.com

► Issues vary by month

adweek.com/ipad

FREE TO CURRENT 
SUBSCRIBERS
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iPad Sponsor Opportunities

D I G I TA L  A D V E RT I S I N G

Special Cover Unit Designed for Tablet  
Portrait Mode

►  Indesign document should be set at 552 pts x 672 pts.  
This space is the full live image area. (The entire canvas area will be 
exposed over the cover on the iPad screen.)

►  Export the file as a JPEG with Maximum Quality and  
300 DPI Resolution.

► Please email the JPEG to:
Cindee Weiss, Production Manager  
(212) 493-4233  cindee.weiss@adweek.com
Or Eileen Cotto, Assoc. Production Manager  
(212) 493-4228  eileen.cotto@adweek.com

Designed for Tablet (DFT) / Enhanced for Tablet (EFT)  
Portrait Mode

►  InDesign document should be set at 768 pts x 1024 pts.  
This space is the full live image area. (The entire canvas area is viewable on the 
iPad screen.)

► Refer to Adweek Tablet Specifications (pg3) for building your hot spot layers.

►  Package the Indesign document with all elements, including fonts and submit 
as a .zip compressed folder to the Adweek portal at ads.adweekmedia.com. 
Once you log in choose Submit Native Ad Materials/Tablet Materials.

Special  
Cover Unit

Po
w

er
ed

 B
y

Sponsor Logo

Refer to Tablet Specifications 
(pg3) for Enhanced for Tablet

Full Page Sponsor
Brand Ad

Full page  
brand ad  
following  
the “How-to” 
page in the  
iPad edition

Co-branded  
sponsor banner 
on the “How-to” 
page in the  
iPad edition

 Exclusive  
impact ad unit 
on the front 
cover of the 
Adweek  
iPad edition

“Powered By”  
sponsor button

Co-branded 
“Powered by” 
full page ad 
in Adweek’s 
print and iPad 
editions

Sponsor 
Logo
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D I G I TA L  S P E C I F I CAT I O N S

Run-of-Site
Creative Size GIF/JPEG  

File Size
Flash Polite File Size  

(Additional Loads) 
Expansion  
Dimensions 

Expansion  
Direction

Animation  
Time

Looping

728 x 90 40K 40K 75K 728 x 270 Down Unlimited Unlimited

160 x 600 40K 40K 75K 400 x 600 Left or Right Unlimited Unlimited

300 x 250 40K 40K 75K 500 x 500 Left or Right Unlimited Unlimited

300 x 600 40K 40K 75K 400 x 600 Left or Right Unlimited Unlimited

120 x 60 20K 20K N/A N/A N/A Unlimited Unlimited

300 x 1050
Portrait N/A N/A 100KB Max N/A N/A N/A N/A

640 x 480
Prestitial 100KB 100KB N/A N/A N/A 15 Seconds Unlimited

945 x 250
Pushdown expanded

100KB 100KB N/A N/A N/A 15 Seconds N/A

945 x 60
Pushdown collapsed 100KB 100KB N/A N/A N/A 15 Seconds N/A

Video Formats: Prestitial / Video Pushdown
► MOV or AVI format 
► File size under 100MB
►  Files should be uncompressed or in H264 format – We do not accept 

files using other codecs
►  Finished size and length – should require no cropping, squeezing,  

or editing
►  We only accept the files digitally (ZIP, link, or FTP)
►  Any compression applied to media files reduces the quality of our 

encoding process
►  We cannot correct sound issues caused by compression applied to  

your original media
►  We cannot correct visible damage caused by compression applied  

to your original media

Contact: 
Your Adweek Sales Representative or  
Ariel Perallon, Ad Operations Management  
(212) 493-4414
ariel.perallon@adweek.com

Adweek.com Specifications

All rich media (prestitials, pushdowns, etc.) creative including backup jpegs, FLAs, and font files must be sumitted at least five business days before  
the start of the campaign.  

We accept third party tags for portrait ads, some pushdowns and billboard ads. We accept tracking pixels for: prestitials, videowalls and slider ads.  
For other custom rich media units, speak to your sales rep for further details.

Digital Material Deadlines
Standard Units: 3 days prior to publishing (flash/static 728x90,  
300x250, 300x600 - non-expandable)

Rich Media: 5 days prior to publishing (3rd party served: 
pushdowns, expandable slides, rising stars, video pre-roll)

Custom: 8 days to publishing (includes build, review and approval - 
prestitials, video walls, skins)
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Contact: 
Your Adweek Sales Representative or  
Ariel Perallon, Ad Operations Management  
(212) 493-4414
ariel.perallon@adweek.com

Adweek.com Specifications
e-Newsletter
Creative Size GIF/JPEG  

File Size
Flash Polite File Size  

(Additional Loads)
Expansion  
Dimensions 

Expansion  
Direction

Animation  
Time

Looping

728 x 90 40K Not Accepted N/A N/A N/A None None

300 x 250 40K Not Accepted N/A N/A N/A None None

Third party tags are not accepted for newsletters. We will however accept a click tracking URL.

Mobile
Creative Size File Format 

Still Images
File Format  
Animations

File Size 
Basic Banners

File Size 
Enhanced Banners

320 x 50 GIF, JPEG, PNG Animated GIF < 5KB < 7.5KB
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Email Specifications

Contact: 
Cindee Weiss, Production Manager  
(212) 493-4233  cindee.weiss@adweek.com
Or Meredith Kahn, Assoc. Circulation Manager  
(212) 493-4370  meredith.kahn@prometheusgm.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

GENERAL SPECIFICATIONS
►   Dimensions:

• Width: 600 px. (recommended) 
• Height: Flexible

► File Size:
•  Preferred Total: 100KB Max
• Absolute Total: 1MB Max
• Cell: 100KB Max

►  Adweek’s email header and footer will be added. 

HTML & CSS
►  HTML must be successfully validated for email.  

We recommend using an email testing service such as Litmus, 
http://www.litmus.com

►  CSS must be “inline” with no embedded style sheets, external 
linked style sheets, CSS for positioning, or CSS layers.

IMAGES
►  File Formats: JPG or GIF

►  Color Format: RGB

►  Self-hosted Images: 
If you are hosting the images in your HTML email, please verify 
that they are linked correctly.

►  Adweek-hosted Images: 
If we are hosting the images, please provide all supporting files  
in a zipped folder. The HTML file should have images linked in  
a relative format.

NOT ALLOWED
►  No background images or transparent images

►  No sound

►  No Flash

►  No JavaScript

►  No animation

SUBJECT LINE
►  Maximum 50 characters including spaces.

►  Subject to editing by Adweek to clarify source of the mailing.

►  May not contain all capital letters, only one word, SPAM trigger 
words or characters requiring encoding. 

SUBMISSION PROCEDURES
►  Materials must be submitted at least 7 business days  

prior to scheduled send date.

SUBMITTING AN HTML FILE
Send to your Adweek contact in the following format:

1. Zipped folder containing: 
 ► Validated HTML file 
 ► Images (if hosted by Adweek)

2.  Email subject line 

3.  Specified source of HTML validation

SUBMITTING A STATIC IMAGE AND URL
Send to your Adweek contact in the following format:

1. E-blast image (as an email attachment)

2.  Click-through URL

3.  Email subject line

Your Email Creative

Adweek 
Header

Adweek 
Footer
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Contact: 
Cindee Weiss, Production Manager  
(212) 493-4233  cindee.weiss@adweek.com
Or Eileen Cotto, Assoc. Production Manager  
(212) 493-4228  eileen.cotto@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

iPad Specifications

Options include:
►    Straight from print (SFP) with the repurposing  

of static print PDF, hyperlinks possible
►   Designed for tablet (DFT), see DFT page 2
►   Enhanced for tablet (EFT), see EFT page 3 

Please refer to 2014 Digital Rate Card for additional  
iPad edition space rates 

Flash is not supported on the iPad.  
Avoid any links that attempt to run Flash. 

Materials are due 8 business days prior to issue date.  
Insertion orders must accompany material.

All print advertisements will 
be included in the iPad edition 
unless you opt-out. 



Updated: 6/3/14

iPad Specifications Overview

Size ► Portrait: 768px x 1024px (WxH) 

Hot Zone ► Tablet hot zones are at left, right, top and bottom margins
► Design Web-element/URL within safety zone:

• 36pt from left, right and top margins
• 44pt from bottom

Slideshows ► Photo slideshows can be put on any page. 
► Maximum number of images is 10.
► Format is JPEG. Resolution 300 DPI. RGB color space.
►  Slideshow pages/images should include arrow indicators. Total file size for slideshows should not exceed 3 MB. 

Files must be named according to order of slideshow.

Video/Audio  
Specifications

► All video will be streamed. In the initial view of the video, it should have an image and not a blank frame.
► Video frame must be positioned 36 points from the right, left and top margins and 44 points from bottom.
► Play button should not be included.
►  Combined run time for videos is 120 seconds at maximum and 7 MB in combined size. Video ends on final frame, 

final frame must be a visual not a blank frame. Audio combined size should be 3 MB at maximum.
►  Auto-play video without sound can be embedded. Max file size is 1MB and max run time is 30 seconds. Video bar 

will display temporarily.
► There is no support for Adobe Flash Video in iPad.
TECHNICAL SPECS:
► Video File Format: .MP4
► Video Format: H.264; Frame Rate: 29.97 fps; Size: 480x360 pixels (4x3, no letterboxing),
► If you prefer to avoid black bars (top/bottom) when video is launched to full size, aspect ratio must be 4x3.
► Variable Bit Rate: Target Bit Rate: .6 mbps (600kbits); Maximum Bit Rate: .8 mbps (800kbits)
► Audio: AAC, 32 kbps, 22 kHz, Mono (sound level normalized to -6dBDS)

Web-Elements/ 
URL Microsite

►  Web elements can be designed on either the base page or any hotspot layer. Direct URL provided by advertiser. 
Web content should be designed (if possible) to display correctly within browser frame. Although a site may 
display perfectly in a browser, it’s not guaranteed that it will display as well in the device.

►  The web page will display as soon as the user taps the web-enabled area button in the ad page. iPad device will 
display the site in its in-app built in browser .

►  Web content is the legal responsibility of the advertiser. Content is available only when user is online. Sites 
should be HTML-based. Flash sites will not work on the iPad.

HTML5 Hosted ► Static base page with a web element to launch to an advertiser hosted HTML5 unit. 
► Unit is viewable only when user is on-line. When off-line, user receives a “no internet connection” message.
► Advertisers should arrange to test the unit with ADWEEK in advance of the due date.

HTML5 Embedded ► Unit must not exceed 10 MB.
► Unit is viewable when user is off-line.

360 Degree Viewer 
Widget

► Format is JPEG. Resolution 132 DPI. Required number of images is 24.
►  All images must be the same size and must be named in numerical order without special characters or spaces. 

Ex: image01.jpg
►  The widget contains no visible slider or any other indication that it has functionality. All instructions must be 

designed into the layout but be completely outside the graphic frame that contains the widget.
► Widget should not overlap any other interactive elements.
► Advertisers must designate how widget should display:

1. Flip Book: user can swipe from first frame to last and back
2.  Complete 360 Viewer: functions as a continuous loop. User can swipe from first frame to last and then 

start again with the first frame. How many times it plays depends on the size of the image and how far 
across the image the reader swipes their finger. It is not possible to control or predict how many times 
this will “loop” before the reader reaches the edge of the frame.

D I G I TA L  S P E C I F I CAT I O N S
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iPad Designed for Tablet (DFT)

Contact: 
Cindee Weiss, Production Manager  
(212) 493-4233  cindee.weiss@adweek.com
Or Eileen Cotto, Assoc. Production Manager  
(212) 493-4228  eileen.cotto@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

Materials Due: 
8 business days prior to  
issue date 
Insertion orders  
must accompany material.

These are non-interactive ads designed to fit 4:3 tablet 
devices; DFTs can have only one URL link on the creative 
for web-activation.

Important: On the tablet device ADWEEK will run portrait 
only.

GUIDELINES
►   Ad must be designed to specs to fit perfectly within 4:3 tablet.
►  A web-element/URL is accepted and will be displayed through 

an in-app browser. Ad can have only one web-element/URL that 
should be designed within safety zones. 

►  All working images in InDesign layouts should be 300 DPI or 
vector art.

►  Ad converted to DFT must be consistent with print and have 
the same brand, product messaging, and image content in the 
creative.

►  A spread ad can be re-designed to perfectly fit tablet in portrait 
orientation or can be kept as a scrollable spread. User will see 
the LHP first and must swipe to reveal RHP.

MAKEUP/POSITIONING
►  Final ad placement is subject to editorial approval. 
►  No competitive separation guarantees. 
►  Editorial sensitivities will not need considerations since there are 

no ad/edit adjacencies. 

IMAGE DIMENSIONS/FORMAT/COLOR SPACE
►  Portrait: 768px. x 1024px. (WxH) 
►  JPEG -- 300 DPI -- export quality must be set as “maximum” 
►  RGB 

FILE/CREATIVE SUBMISSION
►  Submit .ZIP compressed folder via the ADWEEK Ad Portal. 

Direct link at: ads.AdweekMedia.com
Once you log in, choose the activity designated as  
Submit Native Ad Materials/Tablet Materials. 
Folder must contain flattened JPEGs exported from InDesign.

HOT ZONE
► Tablet hot zones are at left, right, top and bottom margins.
► Design Web-element/URL within safety zone:
 • 36pt from left, right and top margins
 • 44pt from bottom

WEB ELEMENTS/URL MICROSITE
►  Web element/URL can be designed anywhere in page within 

safety zone.
►  Web content should be designed (if possible) to display correctly 

within  browser frame.
►  Although a site may display perfectly in a browser, it’s not 

guaranteed that it will display as well in the device.
►  The web page will display as soon as the user taps the  

web-enabled area in the ad page. Tablet device will display  
site in an in-app browser.

►  Web content is the legal responsibility of the advertiser.
►  Content is available only when user is online.
►  Sites should be HTML-based. 
►  Flash sites will not work on the iPad.
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iPad Enhanced for Tablet (EFT)

Contact: 
Cindee Weiss, Production Manager  
(212) 493-4233  cindee.weiss@adweek.com
Or Eileen Cotto, Assoc. Production Manager  
(212) 493-4228  eileen.cotto@adweek.com

ADWEEK
770 Broadway, 15th Floor
New York, NY 10003-9595
(212) 493-4233

Materials Due: 
8 business days prior to  
issue date 
Insertion orders  
must accompany material.

These are interactive ads that are designed to fit a 4:3 
tablet device. Ads can take advantage of multi-media app 
functionality to play content such as video, image slide-
shows, audio, and/or web-enabled links through hotspot 
buttons and/or web-elements.

Important: On the tablet device ADWEEK will run portrait 
only.

GUIDELINES

MAKEUP/POSITIONING
►   Final ad placement is subject to editorial approval. 
►   No competitive separation guarantees. 
►   Editorial sensitivities will not need considerations since there are 

no ad/edit adjacencies.

HOT ZONE
►   Tablet hot zones are at left, right, top and bottom margins.
►   Design Web-element/URL within safety zone:

• 36pt from left, right and top margins
• 44pt from bottom

FUNCTIONALITY
►   Ad consists of a base page plus up to 3 additional hotspot  

layers/pages.
►   Each ad can contain a total of 3 interactive elements.  

Each interactive element must be in its own page/layer.
►   Interactive elements can be a combination of slideshow, sound, 

video and widgets. Combined file size cannot exceed 10MB.
►   HTML5 cannot be combined with any other functionality. 
►   Embedded image slideshows can include up to 10 photos total 

(must be gallery images, not additional advertising pages).
►   Combined run time for videos cannot exceed 120 seconds.  

Videos cannot be updated once published.
►   Web-elements are accepted. Ad can have a maximum of three 

web-elements in addition to the hotspots.
►   Advertiser logo must appear on at least one page.

D I G I TA L  S P E C I F I CAT I O N S



Updated: 6/3/14

D I G I TA L  S P E C I F I CAT I O N S

iPad Enhanced for Tablet (EFT)

FORMAT/DELIVERABLES
►   Submit a .ZIP compressed folder via ADWEEK Ad Portal. 

Direct link is: ads.AdweekMedia.com 
Once you log in, choose the activity designated as  
Submit Native Ad Materials/Tablet Materials

►   Compressed folder should contain:
•  Adobe InDesign CS6 (preferred) layouts with design of pages 

embedded in document.
•  Flattened JPEGs exported from InDesign: Export resolution 

300 DPI for 4:3-ratio. JPEG export quality must be set as 
“Maximum.”

•  Slideshow images at 300 DPI resolution. Slideshow JPEG 
images displayed in small frame should be 300dpi at exact 
frame dimensions.

•  Images for 360 Viewer at 132 DPI resolution. All images must 
be same size and named in numerical order (ex: image01.jpg). 

•  Video files: .MP4 file format videos. Should be 100% in frame 
size.

• Audio files: Format .MP3.
• Rich Text document containing URL info or directions.

FILE/CREATIVE SUBMISSION
►   Storyboards should be submitted prior to start of production. 
►   Materials received on due dates or prior will receive a .folio file 

via Adobe Content Viewer for review and approval on an iPad 
device. 
The Adobe Content Viewer app can be downloaded free from:  
http://itunes.apple.com/us/app/adobe-content-viewer/
id389067418?mt=8

AD PRODUCTION INFORMATION
►  We encourage our partners to submit storyboards to us prior 

to the material due dates to check everything is correct and in 
order.

►  Clear material instructions must be included in the Ad Portal 
job ticket. If any information changes after the materials are 
uploaded, an e-mail must be sent to the entire ad production 
team identifying what is changing and if/when new materials 
should be expected.

►  For pickup materials from a previous week, please send an 
e-mail to the entire ad production team clearly identifying the 
appropriate materials for pickup.




