
UNMATCHED ACCESS  TO AUDIO’S  BEST.  

STUDIO. LIVE. POST. 

Pro audio is driven by technology and the people who use it. Studio Recording, Live 

Sound and Sound For Picture—Mix and mixonline.com cover high-end audio wher-

ever it is created. From Chris Lord-Alge’s singular Mix LA facility to Mark Isham’s 

professional home studio; from the live production teams behind U2’s 360 tour to the 

crew working FOH for independent acts at Oakland’s Fox Theatre; from post-production 

on Avatar to sound design on HBO’s Treme, Mix covers the most significant and influential 

projects and players in the market. If they’re doing high-quality work, they’re reading Mix.

2011 INTEGRATED MARKETING OPPORTUNITIES
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MIX AUDIENCE

A
s the comprehensive, go-to source for 

high-end audio for more than 30 years, 

Mix gives you access to the key indi-

viduals, your customers, who are making 

consistent, significant investments in audio technology. 

Mix provides access to professional studio owners, 

engineers and producers that is unmatched in the 

industry.

Our circulation, Web traffic and audience buy-

ing power is second to none. No other audio media 

brand can offer the engagement and return that Mix 

offers. Not EQ, not Pro Audio Review, not Pro Sound 

News. Mix stands alone—at the top. 

Pros, Decision Makers, Buyers

WWW.MIXONLINE.COM  I  OCtObEr 2010

Lord-Alge
Chris

Michael Franti I Fogerty’s ‘Centerfield’ I Goo Goo Dolls Live

Hitmaking mixer at mix L.a.

DAWS

AES
prEviEW
10 must-see  
Products

WHat’s neW, 
WHat’s Hot

comPLete studio,  
singLe source

System  
Designers

P r o f e s s i o n a l  a u d i o  a n d  M u s i c  P r o d u c t i o n

A Penton MedIA PublIcAtIon

®
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MIX TOTAL ANNUAL EXPOSURES** 

THE MARKET IS CHANGING 

W
hile the industry still runs on brand loyalty, it’s undergoing 

profound change. Compared to 3-4 years ago, 67% are 

now more likely to evaluate a broader 

range of vendor and equipment options 

before purchasing.* 63% report that the change in professional 

audio technology is either “extremely rapid” or “rapid.”*

Information is accessed through more and more channels 

every day—some fleeting, some game changers. Manufacturers 

need a multi-faceted approach to ensure that their brand is out 

front, targeted and customer-facing.

Mix enables you to reach all dimensions of the market via 

a single marketing medium, expanding your opportunities to 

reach the right people and stimulate new sales.

3 | 

vampire weekend live
robin Thicke 
with engi-
neers pete 
doell and 
erick labson 
at Universal 
mastering, 
Hollywood

WWW.MIXONLINE.COM  I  juLy 2010

Stone Temple Pilots I DPA 5100 Mic I Bil VornDick

‘InceptIon’

BUilding a pC daw
new STUdio plUg-inS

thinking
Inside
the box

dreamS and realiTy Collide

P r o f e s s i o n a l  a u d i o  a n d  M u s i c  P r o d u c t i o n

A Penton MedIA PublIcAtIon

®

and everybody knows it

NEXT PAGE

*Source: Akel & Associates: Mix: The Scope Of The Audio 
Production Market: 2010 July, 2010
 

**Source: Mix September 2010 Audience Engagement Report
Element		  Audience	 Frequency	 Total

Mix Print & Digital Editions	 29,870  	       12	 358,440

MixLine e-Newsletter		  28,600	       24	 686,400

MixLine Live e-Newsletter	 22,000	       24	 528,000

MixTech e-Newsletter		 26,000	       24	 624,000

Mix Events (Nashville) e-Newsletter	 30,400	 7	 212,800

Mix Show News e-Newsletter	 69,000	       14	  966,000 

(NAMM, AES)

mixonline.com Average 	 238,698	       12	 2,864,376 

Monthly Unique Visitors*

Total		  444,568		  6,240,016
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Our audience is
growth oriented

ix readers make significant  
investments in pro audio and 

are anticipating growth.

90% of Mix’s audience describes the primary 

ways that they are managing for growth is by “mak-

ing the necessary investments in audio technology.”*

Compared to 2009, 35% of the organizations 

are seeing increases in sales revenues in 2010, and 

54% of Mix’s audience project revenue increases 

for 2011.*

In 2011, 46% of Mix readers and/or their re-

spective companies are planning to increase their 

expenditures in audio technology above what they 

spent in 2010.*

64%  
of readers are 

currently making 

investments in 

Signal Processing/

Hardware*

BUYING POWER. 
PURCHASING AUTHORITY.

97%of the Mix audience  
is involved in the vendor  
selection process.*

Average annual expenditures on all audio- 

related products, equipment and services by 

Mix readers and the companies they work for : 

$47,922*

MIX READERS’ EXPENDITURES ON SPECIFIC TYPES OF AUDIO TECHNOLOGY:

80%  
of readers are 

currently making 

investments in 

Signal Processing/

Software.* 

52%  
of readers are 

currently making 

investments in 

Amplifiers*

68%  
of readers are cur-

rently making  

investments in  

Acoustical  

Products*

66%  
of readers are 

currently making 

investments in 

Channel Strips/

Preamplifiers*

81% of readers are currently  

 making investments in DAW 

Software/Audio-editing Software.*

64%  
of readers are 

currently making 

investments in 

Consoles/Control 

Surfaces*

90%  of readers are currently   

 making investments in 

Cables and Connectors.*

NEXT PAGE

*Source: Akel & Associates: Mix: The Scope Of The Audio Production Market: 2010 July, 2010

84% are currently making investments  

 in Microphones.*
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Mix audience
industry profile

83%of Mix readers are professionals employed  
in all sectors of the audio industry*

NEXT PAGE

65%of Mix readers indentify themselves as early adopters of audio 

technology — evaluating new types of audio equipment/systems either “soon 

after learning about it” or “after discussing it with one or two colleagues.”*

0%     10%      20%      30%      40%      50%      60%      70%      80%      90%      100%

0%     10%      20%      30%      40%      50%      60%      70%      80%      90%      100%TITLES/FUNCTIONS* 
•	Owner/partner 	 	 	 	 	 	 	 	 	     53

•	President 	 	 	 	 	 	     4

•	Manager 	 	       	  	            	 	   3

Subtotal, Management—60

•	Chief engineer 	 	 	 	 	        7

•	Staff mixing engineer 		     	    	        	     5

•	Independent engineer 	 	 	 	           9

•	Other engineer or technical title 	 	        	     5

Subtotal, Engineer/Technical Professional—26

•	Producer 	 	 	 	   	       	     5

•	Musician/artist 	 	  	           		    3

•	Educator 	 	 	 	             		     3

•	Other 	 	      		     		   2
96%of Mix 

readers describe them-

selves as opinion leaders, 

being sought out by oth-

ers for advice on audio 

and technologies. *

Early Adopters. Opinion Leaders.

*Source: Akel & Associates - Mix: The Scope Of 
The Audio Production Market: 2010 July, 2010
**Source: Mix Audience Engagement Report 
September 2010

PRIMARY & SECONDARY  
BUSINESS ACTIVITIES**
•	Commercial/private recording studio	 67

•	Live Sound  

	 (sound reinforcement/sound/video contractor)	

•	Independent audio engineering/technical company	 47

•	Sound-for-picture (TV, film, videogames, internet)	 20

•	Radio/TV broadcast production company	 16

•	Mastering/authoring/replication firm	 18

•	Acoustics /design consulting company	 10

•	Music/recording school	 13

•	Music business (record company,  

	 music licensing, marketing/promotion)	

Please note: Percentages do not add up to 100% because the statistics represent both the primary 
and secondary business activities of the Mix audience.

35

16
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the impact of Mix

ix continues to be the go-to source for 

news and analysis of the latest in audio 

technology for studio, live and sound for 

picture and proves highly influential in 

equipment purchasing decisions and vendor selection. 

NEXT PAGE

76%  
of readers view Mix as a “superior” 

resource to help stay current with 

changes in audio technology.*

Product Evaluation

83%  
of readers state that they have 

positive impressions of vendors that communicate with them regularly 

via advertising in Mix magazine, website, e-newsletters, etc.*

74%  
of the audience “first become aware 

of vendors/equipment” through 

Mix’s content.*

89%  
of readers use Mix’s content to “help 

form opinions/make decisions.”*

70%  
of the audience “determine brands 

to evaluate in the buying process” 

through Mix’s content.*

Multimedia Engagement/ 
Action Takers:

The typical audience member is 

engaged with 3.8 different types of 

media from Mix.*

91%  
of those subscribing to 

Mix have taken one or 

more actions to contact suppliers.*

92%  
state that it’s “extremely 

important” or “important” 

to access independent, 

unbiased reviews and opin-

ions of audio technologies and specific 

vendors and their equipment.*

Importance of Unbiased Reviews:

0%    10%     20%    30%     40%    50%     60%     70%    80%     
TYPE OF FACILITY/BUSINESS: 
• Visited a vendor’s/dealer’s/retailer’s Website 	 	 	 	 	 	 	 	         75.0

• Looked for the product/equipment at a retailer 	 	 	 	 	 	      58.7

• Clicked on a link from an ad on Mix’s Website or e-newsletter 					     52.0

• Phoned a vendor/dealer/retailer 	 	 	 	 	 	     29.2

• Stopped at the vendor’s/dealer’s/retailer’s trade show exhibit 	 	 23.5

• Sent an e-mail to a vendor/dealer/retailer 	 	 	 	 	 23.0

Reader Actions Taken Based On Reading Ads In MIX Magazine*

64  I

R e v i e w S By David Weiss

Acid Pro has long served as validation for music 

producers who work on the PC platform, or at 

least have a PC integrated somewhere into their 

studio setup. Someday, this DAW will be avail-

able on the Mac, but until such time, PC-based 

music pros will enjoy some significant workflow 

advantages. 

With Acid Pro Version 7, Sony Creative Soft-

ware introduces features that take the program 

several steps closer to being a totally compre-

hensive, “no-other-DAW-needed” DAW. You’ll 

still want Pro Tools, Cubase, SONAR or another 

sequencer program, but the latest round of up-

grades makes Acid more efficient, creative and 

versatile than before. 

Let’s Get It On
At the top level, the most welcome news is that 

Acid Pro V. 7 is Vista-compatible. For those of 

us who were able to install V. 6 on our systems 

successfully, but then could only gain access to 

about two-thirds of the program’s features, this 

is an important development. 

Installing Acid Pro 7 onto my Vista laptop—

an HP with dual-core 1.9GHz AMD Athlon 

processors, 2GB RAM and 32-bit operating sys-

tem—was easy. The program booted successfully 

the first time and did not require a re-install of 

Sony’s Media Manager application (already pres-

ent from the half-baked Acid Pro 6 install). In ad-

dition, a generous bundle of extra software comes 

along for the ride, including Garritan’s Aria sam-

ple-playback engine with hundreds of orchestral, 

big-band and general MIDI sounds; a pro effects 

rack from iZotope with myriad effects plug-ins; 

a Native Instruments guitar combo bundle; and 

Submersible Music KitCore Drums. More than 

3,000 Acid-ized music loops, 1,000 MIDI files 

and 90 DLS instruments are also part of the pack-

age, adding up to immediate music-making grat-

ification for anyone who may be starting from 

scratch. 

Except for the most subtle adjustments, 

Acid’s workhorse visual environment remains 

unchanged in V. 7. As a nonstop user of the 

program since V. 3, however, I’m hard-pressed 

to see how the overall look could be seriously 

altered. The efficiency of Acid’s grid—and the 

subsequent virtually unlimited creativity it un-

locks—is necessarily tied to its grimly serious, 

but highly malleable, GUI.

Mixing Things Up
In previous versions of Acid, mixing of any sort 

was a clumsy, counter-intuitive affair. All audio 

and MIDI channels were added to the 

project by being stacked vertically on the 

left side, and that’s where their controls—

panning, volume, automation, routing, 

etc.—stayed. Acid’s new mixing console 

puts these controls in a much more nat-

ural, conventional place. A horizontally 

arrayed mixer now appears on the bot-

tom of the GUI, letting you view various 

combinations of tracks at the click of a 

button—audio, MIDI, audio buses, input buses, 

soft synths, assignable FX and more—with the 

option to simply “show all.” The advantages of a 

comprehensive, horizontally arrayed mix section 

are time-tested and obvious, and the speed and 

efficiency gains that experienced Acid users will 

feel from this simple addition are extreme. In this 

program where complex projects could be pulled 

together quickly, Acid Pro just got a lot faster.

Despite the enhancement, a couple of nag-

ging mixing shortcomings remain, which make 

Acid incomplete as a final-stop DAW for some 

users. Mysteriously, the panning for each chan-

nel still lacks dual-pan controls, meaning you can 

only move your signal left or right—a puzzling 

oversight that continues to dog Acid. As routing 

and mixing in Acid Pro does not support side-

chaining, I had to move a project to Cubase SX3 

to make the most of my Blue Cat plug-ins, which 

offer sophisticated sidechain capabilities. 

Plug It In, Plug It In
Once a project is being mixed, the ability to get to 

plug-ins is critical. Limited in previous versions, 

Acid Pro’s plug-in manager offers improved im-

plementation of, and access to, VST plug-ins; Di-

rectX and ReWire plug-ins are registered with 

Windows and are detected automatically.

Sony Acid Pro Version 7 DAW
Upgraded Mixing, Enhanced Plug-In Handling, Tempo Bending

PRODUCT SUMMARY
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Trying to Save Lives With Sound
Re-cReating the waR in an ied attack simulatoR

Ezra Dweck has been working in post-

production for some 18 years now, and 

he’s amassed quite a résumé for him-

self. He started his career recording FX 

at a company called Thunder Tracks, 

which also included future Hollywood 

post aces Mark Mangini, Steve Flick 

and Richard Anderson. That compa-

ny then became Screaming Lizards 

and later Weddington Productions. 

“[Weddington] built a little mix stage,” 

Dweck recalls, “and I started mixing, 

and I’ve been a freelance and some-

times staff re-recording mixer ever 

since—mostly feature films, but also 

television.” Add to that an occasional 

credit for FX editing, Foley editing or 

mixing, even supervising. He contin-

ues to mix both features and TV—the 

past three-plus years he’s juggled work 

on two hit series, Brothers and Sisters 

and CSI: New York.

But one of his recent jobs, away 

from the Hollywood mainstream, has 

proven to be one of his most interesting 

and challenging: designing, cutting 

and mixing the effects for an ultra-

sophisticated military Humvee train-

ing simulator aimed at protecting U.S. 

troops from IED (Improvised Explosive 

Device) bombings and other insurgent 

attacks. (“Humvee” is actually a loose 

acronym for HMMWV, or High Mobil-

ity Multipurpose Wheeled Vehicle.) 

According to Dweck, RL Leaders 

project executive producer Richard 

Lindheim and associate producer Bob 

Wolterstorff—both of whom have TV 

backgrounds—“were approached by a 

three-star general who had gotten some 

intel that said if somebody survived an 

IED explosion, they were many times 

By Blair Jackson

::sfp

*Source: Akel & Associates - Mix: The Scope Of The Audio 
Production Market: 2010 July, 2010
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mix vs.
the competition

Mix readers are  
extremely loyal and 
most of them cannot 
be reached through 
the competition.

MIX IS THE clear branding leader on  
AUDIO TECHNOLOGY AND VENDORS
Mix readers were asked to choose among various audio industry media on 

factors relating to the branding of vendors and equipment. Across all phases 

of the branding process, Mix is the clear leader versus its competitors.

Where I’m more likely to...					       % Respondents*

		  Mix	 Pro Audio 	 Pro Sound	 Sound On 
			   Review	 News	 Sound

Begin the search for audio technology 	 72.2 	 11.9	  5.8 	 10.2 

vendors/equipment 	

First become aware of vendors/equipment 	 73.6	  9.9	  7.3	  9.3

Form impressions about individual 	 69.0 	 13.1	  4.9 	 13.0 

vendors/equipment

Position competitive vendors in my mind 	 71.5 	 11.2	  6.6 	 10.7 

regarding their differences

Determine brands to evaluate in the buying process	 69.5 	 13.6	  5.4 	 11.5 

Take action to contact vendors to 	 79.0	  7.7	  5.2	  8.1 

obtain more information

Among Mix Subscribers,   
Percentage NOT Visiting the 
Site Indicated	   	  	 % Respondents 

• EQ (eqmag.com)			   72.3 Do Not Visit

• Pro Audio Review (proaudioreview.com) 		 75.6 Do Not Visit

• Pro Sound News (prosoundnews.com) 		  78.0 Do Not Visit

• Sound On Sound (soundonsound.com) 		  73.5 Do Not Visit

Similarly, large portions of the Mix audience cannot be reached 
through Websites from other audio industry media. 

Among Mix Subscribers, 
Percentage NOT Reading  
Publication Indicated	 % Respondents 

• EQ 	 45.1 Not Reading

• Pro Audio Review 	 65.9 Not Reading

• Pro Sound News 	 66.3 Not Reading

• Sound on Sound 	 70.4 Not Reading

*Source: Akel & Associates - Mix: The Scope Of The Audio Production Market: 2010 July, 2010
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mix nashville

C
ustomers want to get their hands on the latest technology.  

Mix readers also want direct contact with experts, in a setting 

that allows them to interact face to face. Mix Nashville brings the 

experts and the manufacturers together in a one-of-a-kind forum 

to help the highly qualified Mix audience make informed buying decisions.  

Mix Nashville brings two days of intensive workshops, expert panels and 

newproduct showcases.  Held in the world-class facilities at Soundcheck Nashville, Mix Nashville brings 

top manufacturers, producers, engineers and artists together for an in-depth look at the audio industry.

What do you consider to be your primary musical activity?
Engineer		  30%

Producer		  23%

Live sound/production professional	 11%

Songwriter		  19%

Music enthusiast		  6%

2010 ATTENDEE DEMOGRAPHICS
Mix Nashville 2010 attracted 550 unique attendees over the course of two days including 

engineers, producers, musicians and live sound pros. These professionals represent a strong 

cross section of the audio industry, as well as a highly qualified lead base for event partners.

What is your level of involvement in the recording industry?

Full-time pro	 	 43%

Part-time pro	 	 17%

Aspiring pro	 	 13%

Student	 	 21%

Enthusiast		  6%

Where do you do your primary work?

Commercial studio		  18%

Private studio		  23%

Home-based studio		  42%

Live sound venues		  14%

Post-production facility	 3%
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Editorial calendar
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::live

Phish
	 Jam	Band	makes	TriumphanT	reTurn

Almost five years after a tearful breakup 

in a muddy field in their home state of 

Vermont, definitive jam-band Phish re-

formed with its original members ear-

lier this year. After a rousing three-night 

reunion run at the Hampton Coliseum 

(Hampton, Va.) in early March, the band 

kicked off a 27-date national summer 

tour at Boston’s Fenway Park with stops 

headlining the Bonnaroo Music Festival 

and a four-night run at Red Rocks Am-

phitheatre in Denver.

Warmly referred to by technology-

savvy fans as Phish 3.0, the band (and 

early adopters of Internet communities 

and digital downloads) have upgraded 

their live sound system to match their 

digital roots.

“Everything has changed,” says 

front-of-house engineer Garry Brown, 

who is mixing the band for the first 

time, but has previously worked with 

guitarist/frontman Trey Anastasio. “We 

have a line array with a digital console. 

by Donny emerick and Joanne Zola

 www.mixonline.com  i  September 2009 MIX 39

::music 

Third Eye Blind
	 “Ursa	Major”	Marks	First	albUM	in	six	Years

Many, if not most, musicians have 

some sort of recording setup in or near 

their home. But it’s a rare few artists 

who have the chance to set up their gear 

inside a historic Victorian-era mansion 

in one of San Francisco’s toniest neigh-

borhoods. Third Eye Blind frontman 

Stephan Jenkins got that opportunity 

when a friend not only offered up his 

“chamber room”—a massive three-sto-

ry ballroom designed for opera singers 

and chamber orchestras—as a record-

ing space, but also let him turn the car-

riage house behind the mansion into a 

mid-sized recording studio. The band’s 

new album, Ursa Major, out this month 

on their own subsidiary of Sony/RED, 

marks the first full-length recording 

tracked and mostly mixed at the new 

space. It also marks their first album in 

nearly six years and the tenth anniver-

sary of the band’s self-titled debut.

Third Eye Blind reached their (first) 

peak in the late 1990s. Their debut 

spawned five hit singles, including the 

alt-rock radio favorite “Semi-Charmed 

Life.” Their 1999 follow-up, Blue, sold 

more than 1.25 million copies in the 

U.S. alone. Unfortunately, the band’s 

next album, Out of the Vein, became 

a victim to a merger between their 

record label, Elektra Records, and At-

lantic. With little support, the album 

by Heather Johnson

L-R: Brad Hargreaves, 
Stephan Jenkins and 
Tony Fredianelli of Third 
Eye Blind

14 MIX november 2009  I  www.mIxonlIne.com  www.mIxonlIne.com  I  november 2009 MIX 15

“Father of the Grammys,”  
Pierre Cossette, 1924-2009 

Engineer/producer/label exec 
Greg Ladanyi passed away in 
late September after suffering 
severe head trauma from a fall 
on the concert set of Greek art-
ist Anna Vissi (whom he was 

producing) at the GSP stadium in 
Nicosia, Cypress.

Ladanyi’s most recent work 
was producing Vissi’s Apagor-
evmeno album, but his credits 
go back decades, working with 
top acts such as Jackson Browne 
(six albums, including Running 
on Empty, Holding Out and Law-
yers in Love), Toto (four albums), 
Don Henley, Fleetwood Mac, The 

Church, Jeff Healey, Jaguares and others.
In 1982, Ladanyi won a Grammy Award for 

Best Engineered Recording—Non-Classical 
with Toto’s Toto IV and was nominated for Pro-
ducer of the Year for Don Henley’s The Boys of 
Summer and for Best Rock Album for Jaguares’ 
Bajo el Azul de Tu Misterio at the first annual 
Latin Grammy Awards.

As president of Maple Jam Music Group, 
Ladanyi evolved the company from the origi-
nal Maple Jam Records label founded in 
2004 to a full-service entertainment entity 
that works hand-in-hand with the artist to 
fully develop their careers. Maple Jam Music 
Group offers its artists the opportunity to en-
gage not only the services of a record label, 
but additionally get access to virtually all of 
the support mechanisms needed to create 
long-lasting, meaningful careers with man-
agement, publishing, merchandising, mar-
keting, publicity, retail and digital delivery—
all available under one roof.

As a home to many established and up-
and-coming artists, MJMG’s work will continue, 
keeping Ladanyi’s legacy alive.

“Fifteen years 

has flown by. 

It seems like 

yesterday that 

Mike [Grace, 

founder and 

chief audio 

designer] and I were scrambling to bolt 

together the very first model 801 in our 

old basement shop.”
—Grace Design co-founder, equipment designer 
and marketing manager Eben Grace 

CURRENT
compiled by Sarah benzuly

James Albhorn  
Shure VP of finance/

CFO

Main Responsi-

bilities: all company 

financial functions 

and strategic coun-

sel as member of the 

company's executive 

staff.

Previous Lives: 

• 1997-2009, Tuthill Corporation VP of 

finance/CFO

• Deloitte & Touche, finance and audit-

ing positions

The best thing about working in this 

industry is…working for an audio com-

pany is much cooler than working for a 

company that made process pumps for 

wastewater treatment. 

When I'm not in the office, you can find 

me…running. I have run the Chicago 

Marathon twice and I try to run four to 

five times a week. 

onthemovee

“[Randy Thom, pictured] has collaborated 
with some of the finest producers and  

directors on projects as varied 
as blockbusters, independent 
films, cutting-edge animation, 
commercials and videogames. 
His work exemplifies the  
perfect integration of sound 
with image.”

—CAS president Edward L. Moskowitz on selection of re-recording mixer/
sound designer Randy Thom to receive the Cinema Audio Society’s CAS Career 
Achievement Award on February 27, 2010.

Grace 
DesiGn 
Hits15 
Years

Hyde Street 101
Attention project studio/home-recording musicians! Hyde Street Studios 
(S.F.) has begun offering a series of classes designed for those who want 
to learn how to improve a project’s audio quality. The first 8-week course is 
Basic Recording Techniques for Musicians; the studio plans to add a series 
of workshops and additional courses (for a total of 10). These classes vary 
in length from a single four-hour workshop to an eight-week-long series of 
classes that total 24 hours of instruction. The cost varies according to length, 
running from $95 to $450. Visit hydestreet.com for additional information.

Greg Ladanyi,  
1952-2009

seen&heard

This month, Mix focuses on audio 
education—whether you’re just 

getting your feet wet or have 
been behind the desk for more 
years than you can count and 
want to get up-to-speed on the 

latest technologies. Log on to 
mixguides.com/education for a full 

list of North American schools offer-
ing audio education programs, links to 

helpful resources and other articles from the pages of Mix 
that focus on education. 

Industry News
Foley artist Gary Hecker joins CSS Studios’ Todd-AO (Hol-
lywood)…Masque Sound (East Rutherford, NJ) welcomes 
Matt Peskie, who joins the sales team with a focus on instal-
lations and production…Director of sales worldwide for Apo-
gee Electronics (Santa Monica, CA) is Jeremy Stappard…Fill-
ing the newly created position of Universal Audio’s (Santa 
Cruz, CA) director of product management is Scott Church…John Sexton is Ashly Audio’s (Web-
ster, NY) new national sales manager…Distribution deals: Yamaha Commercial Audio Systems 
(Buena Park, CA) adds R. Joseph Group (Indiana, Kentucky, Ohio, West Virginia and Western 
Pennsylvania) and Highway Marketing (Texas, Oklahoma, Arkansas and Louisiana) to the Nexo 
rep team; Audient (Hampshire, UK) expands its distribution in the U.S. with FDW Corp. (Madi-
son, WI); Northeast Marketing (Wallingford, CT) will handle New England and upstate New York 
areas for Ultrasone (Wildomar, CA); and Harman Professional (Northridge, CA) names Hi-Tech 
Audio Systems as distributor for India.

Jeremy Stappard Matt Peskie

Pierre Cossette’s old-school verve and skill transformed the an-
nual Grammy Awards ceremony from a small industry event 
into a live broadcast phenomenon.

—Grammy Museum exhibit “Pierre Cossette: Mr. Grammy”

Eben Grace (left)  
and Mike Grace

Mix Master Directory Spotlight
This month’s featured listing from the new online-only Mix  
Master Directory (directory.mixonline.com/mmd)

Millikin University, Studio Pressure Night
Studio Pressure Night is a 
unique lab experience that puts 
Music Industry majors in a real-
life studio pressure-cooker en-
vironment. Students bring their 
skills during a weekly “Tuesday 
night to Wednesday morning” 
recording session under the 
direction of a faculty producer.
Completed productions are 
evaluated for “things to work 
on.” The course is taught by 
David Burdick.

ARE YOU LISTED? MAKE SURE AT DIRECTORY.MIXONLINE.COM/MMD.

eDUcatiOn sPeciaL!

MONTH ISSUE FOCUS equipment spotlight
BONUS  

DISTRIBUTION
Special  

Supplement
ad close

MATERIALS  
DUE    

January Live Sound Wireless Systems        NAMM 12.06.10 12.08.10

February Web Distribution        
Studio Reference  

Monitors
Live Sound 12.29.10 01.04.11

March
Recording in  

the Box 
Plug-Ins 01.28.11 02.01.11

April TV Sound
Music and Sound  
Effects Libraries 

NAB Sound for Picture 03.02.11 03.04.11

May Special Issue Ultimate Private Studio MIX Nashville Live Sound   03.30.11 04.04.11

June Studio Design Acoustical Materials InfoComm 04.29.11 05.03.11

July Live Sound  Line Array Systems 06.01.11 06.03.11

August Vocal Recording Studio Microphones Live Sound 06.29.11 07.01.11

September Film Sound
Digital Audio  

Workstations (DAWs)
Sound for Picture   08.03.11 08.05.11

October New Products
AES New Products  

Sneak Peak
AES 08.31.11 09.05.11

November Audio Education Studio Consoles LDI Live Sound 09.30.11 10.05.11

December Mastering Microphone Preamps 10.28.11 11.03.11

January 2012 Live Sound Digital Consoles NAMM
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 1  	 Top Leaderboard Banner  
	 (728x90): 

Attention-grabbing top banner position integrated 
into site’s horizontal navigation bar. $50 CPM.

 2   	Premium Boom Box Banner  
	 (300x250):

Integrated into the core of the freshest content, 
this premium banner provides impact with large 
creative options. $60 CPM.

 3    Navigation Bar Banner  
	 (125x125): 

This banner is integrated into the site’s vertical navi-
gation bar. $30 CPM.

Online advertising

mixonline.com brings you the largest 
and most qualified audience in pro audio.

589,371 average monthly page views*		  238,000 average monthly unique visitors*

Display Advertising Banners
Run-of-Site 
Sizes are 728x90, 300x250 and 125x125 with CPM pricing. We have 
plans for any budget and marketing objective. Deadline is three business 
days before the start of a campaign.  

Targeted Impressions 
Target your impressions to specific categories:  Recording, Live, Post, Gear, 
Education, Studio, Mix-Guides  
Add additional $5 CPM. 

Site Intro Ad 
When a user clicks on the site, the very first 640x480 banner seen would 
be yours for about 10 seconds until the site opens. Our best click-
through generator.  
$300 CPM  
(intro: increment of 15k) 

Video
•   Sponsorships with pre/post roll opportunity 
•   Exclusive branding (banners and logos) 
•   Traffic-driving promotion offers guaranteed exposure for  

measurable ROI

Contact your sales rep for custom packages.

NEXT PAGE

 1

 2

 3

OPPORTUNITIES

*Source: Akel & Associates - Mix: The Scope Of The Audio Production Market: 2010 July, 2010
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The premier electronic news-

letter serving the recording 

industry. Providing 28,000 subscribers with breaking pro audio news, product 

announcements, original features, event deadlines, recording tips and much 

more. Delivers 1st and 3rd Tuesdays.

 
Capture the sound reinforce-

ment market with this live sound 

e-newsletter. Providing 22,000 subscribers with inside news, notes and original 

features from the road. Includes Product News, Road Notes and Secret Weapon 

Troubleshooting from the pros! Delivers 1st and 3rd Wednesdays.

 
MixTech goes beyond the new-

product introduction and tells you 

what you need to know, where it 

fits in for professional 

audio engineers.  The features, the application and the context—

straight from the desk of technical editor Kevin Becka to 26,000 

subscribers. Delivers 2nd and 4th Tuesdays.

Technical Specs
 

Banner Format: Gif or JPEG files only. No Rich Media.

File Sizes & Looping: Max size = 35K; Max frames = 4.

Materials due: Two business days prior to posting.

Include with instructions: Referring URL and alt text.

3rd Party Ad Serving: DART, AdKnowledge and L90.

Cancellation Policy: Sponsorships require a 2-week

written cancellation notice. 

For more information about Technical Specs,
Please contact: Online Advertising Coordinator •
Nick Bates  913-967-1820 • nick.bates@penton.com

 Ad Units

 1   Premium Sponsorship (sold per month) $2,000

 2   Feature Sponsorship (sold per month) $1,600

 3   Banner Sponsorships (sold per month) $1,500

 1

 2

 3

E-NEWSLETTER ADVERTISING
OPPORTUNITIES
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Our Webcast program provides 

you qualified, cost effective leads. A 

hybrid live conference call, video and 

web-based PowerPoint presentation, 

Webcasts educate potential cus-

tomers on the advantages of your 

technology and help brand you as 

an industry leader. Your promotional 

message is presented at the beginning of the webcast by our respected industry-

expert moderators, and attendees will answer a series of survey questions of 

your choosing, providing you with key demographic sales data. You also have the 

opportunity to respond to direct questions from attendees. Includes a powerful 

promotional package and turnkey production. 

$4,725 - $6,600 depending on production needs

custom digital

ix’s Custom Digital opportunities are powerful, focused promotions delivered to 

a highly engaged audience. Work with us to tailor your message to Mix’s quali-

fied professionals and proven buyers. We can help to spotlight your brand with a 

custom digital feature—from a purpose-built microsite to exclusive sponsorship of 

a special digital edition to an original video tutorial series to webcasts and more.

Go direct to the people who most want 

to hear the details about your newest 

product release. Showcase your technol-

ogy to the highly qualified Mix audience 

lists with your custom promotional e-mail 

message. We will also provide you with 

complete metrics and analysis on your 

campaign. 

Custom Email List Bundle: $3,000 • 25,000 

recipients 

Custom Email Blasts: $195 CPM 

CUSTOM EMAIL PROMOTION

NEXT PAGE

webcasts
The Ultimate in Lead Generation

Multiple Banner Ad Units:
• 728x90 Web Viewer ad

• 475x660 Intro Page banner

• 130x45 Navigation Bar sponsorship

Embedded Video: Embed up to 15MB of  

rich-media in your digital ad.

Blow-In Ad: Appears as an overlay on any page 

within the digital edition

Belly Band: 900x350 overlay appearing on the 

front cover

DIGITAL EDITION
Delivered to the entire print magazine sub-

scriber list as well as new digital subscribers. 

Digital Editions offer a host of new interac-

tive features, require no downloading and 

feature hot links to advertisers.

52 MIX January 2010  I  www.mIxonlIne.com

Paramore
Album Sound mixed for the StAge

For front-of-house engineer Jason Decter (previ-

ously with Panic at the Disco!) and monitor engi-

neer Travis Bing (Little Big Town), who are both 

Paramore first-timers, the name of the game for 

the current Paramore tour is re-creating the album 

sound onstage. At each sold-out club/theater date, 

the hundreds of teenaged fans have come to hear 

such radio-friendly songs as “Misery Business,” 

“Ignorance” (from the recently released Brand 

New Eyes) and “I Caught Myself” (on the Twilight 

soundtrack), and the engineers want to ensure 

that the fans are satisfied. Their plan of attack in-

volves carrying digital desks (a pair of Digidesign 

Profiles), using little in the way of effects and keep-

ing Hayley Williams’ vocals on top. The tour is re-

lying on house racks and stacks (a Meyer Sound 

system running through Lake Contour at the War-

field); Clair Global provides all other gear.

Decter had his snapshots programmed a cer-

tain way since pre-production, but chose to go 

back to one scene doing manual cues for the en-

tire set to have more fun with the mix each night. 

“For the past week or two, I’ve been mixing the 

show without any snapshots. I changed it up a lit-

tle bit from one extreme to the other. I was getting 

bored just saying, ‘Next, next, next’ [laughs]. I have 

a Crane Song Phoenix on a lot of my subgroups—

sometimes on my left and right—but I have a 

new trick: I come out AES in the desk and go 

into the Crane Song HEDD Harmonic device 

and convert it in that instead of the desk so it 

frees up some DSP. I only run on two cards, 

maybe three—two DSPs on the third card—but 

I have four cards in the desk. This gives me more 

plug-in power, more horsepower. Because I didn’t 

know what I was going to encounter with the band 

as far as plug-ins, I’ve got it pretty limited to the 

Phoenix and Smack!, and I put Hayley’s vocal out 

on an outboard vocal Distressor and it goes right 

through the P.A.

“I just try to hit the keys [that are on] the 

record,” Decter continues. “They want to cre-

ate that feel with a bit of moving air on the bot-

tom. We’ve had open discussions and I record 

every night [to a Pro Tools HD rig] so the band 

can hear what’s going on. I just go for the 

open, non-compressed but still in-your-face 

sound. I leave the dynamics in; I don’t squash 

anything to the point where it sounds bad.”

Bing is also using little in the way of effects—a 

bit on drums, keys and acoustic guitars: “Nothing 

crazy,” he says. “Just general hall, reverb and plate 

sounds.” He is also giving each bandmember a 

specific mix. “I give them a CD mix in their ears 

and tailor it to what they want specifically. Hayley’s 

mix is very CD-esque: guitars and drums panned 

stereo with her vocals on top. I’m compressing 

the guitars a bit to keep it a bit more even in their 

ears. I mix in-ears very similar to how I mix FOH: 

lots of EQ, compression and soft gates across the 

board,” Bing adds. “Drums has a lot of click; I just 

drown him in click and snare, and he’s good to 

go. I rely heavily on audience mics and sidefills 

to make the band feel like they’re not wearing in-

ears. Hayley feeds off of the crowd, and being able 

to hear them while hearing herself clearly is key to 

her performance. Sidefills allow the band to feel 

the energy from their instruments that they could 

once feel when they all used to use wedges.” In-ear 

models include Ultimate Ears UE-11 quad drivers 

(Williams and bassist Jeremy Davis), UE-7 triple 

drivers (guitarists Taylor York and Josh Farro) and 

a combo Weston 3Sxs and generic M-Audios for 

drummer Zac Farro. “Zac has an issue of keeping 

in-ears in his ears,” Bing says. “His head is just 

shaking too much. I think we’re going to get him 

By Sarah Benzuly

:: live

Front-of-house engineer 
Jason Decter

Paramore, from 
left: guitarist Josh 

Farro, vocalist 
Hayley Williams, 

drummer Zac Farro, 
bassist Jeremy 

Davis and guitarist 
Taylor York
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1x 3x 6x 12x

Full Page $6,685 $6,583 $6,328 $5,908

2/3 Page $5,619 $5,551 $5,342 $5,015

1/2 Page $4,900 $4,828 $4,675 $4,403

1/3 Page Vertical $3,574 $3,523 $3,417 $3,222

1/3 Page Square $2,971 $2,924 $2,822 $2,644

Full Page Spread $12,495 $12,317 $11,832 $11,025

1/2 Page Spread $8,568 $8,453 $8,152 $7,637

Cover 2 $8,024

Cover 3 $7,671

Cover 4 $8,602

2011 DiSPlay aDvertiSing

1/6 Page

4-3/4

1/3 Page Square

4-3/4

4-1/2 2-1/8

1/3 Page Vertical1/2 Page Horizontal

4-3/4

6-7/8
9-7/8

2-1/8

9-7/8

1/2 Page Vertical

7

4-1/2

2/3 Page

4-1/2

7-1/4

10-1/4

Full Page Live Area

8

11

Full Page Bleed

*All full page bleed dimensions include a 1/8 head, foot, 
face and gutter trim. All live matter not intended to bleed 
should be kept 1/4 from trim. To accommodate gutter 
trim, 3/8 space should be left between words in crossover 
headlines. Inches to Metric Conversion: 1 = 2.54 cm.

7-3/4 7-3/4

5-5/16

▼

▼

3/8

▼

▼ 15.5

▼

▼

11

▼

▼

▼

▼

Art work is one continuous image
(no double image in gutter).

Full Page Spread Bleed or Half Page Spread BleedDimensions 

Trim Size: 7-3/4"w x 10-3/4"h 

Full Page Bleed:* 8"w x 11"h

Full Page Live Area: 7-1/4"w x 10-1/4"h

2/3 Page: 4-1/2"w x 9-7/8"h

1/2 Page V: 4-1/2"w x 7"h

1/2 Page H: 6-7/8"w x 4-3/4"h

1/3 Page V: 2-1/8"w x 9-7/8"h

1/3 Page Square: 4-1/2"w x 4-3/4"h

1/6 Page: 2-1/8"w x 4-3/4"h

Full Pg. Spread Bld:* 15-3/4"w x 11"h

Full Pg. Spread Trim: 15-1/2"w x 10-3/4"h

1/2 Pg Spread Bld:* 15-3/4"w x 5-5/16"h

1/2 Pg Spread Trim: 15-1/2"w x 5-3/16"h

Trim Size: 7-3/4 x 10-3/4. *Fractional ads are non-bleed specs.

For complete preparation guidelines and
file-delivery information, please contact the 
Mix Ad Production Manager: Liz Turner. Email: 
liz.turner@penton.com.

NEXT PAGE

four-color rates

specifications
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Dimensions
Full Page:.......................................................................................................................6-7/8”w x 9-1/8”h

1/2 Page:.......................................................................................................................6-7/8”w x 4-1/2”h

1/4 Page Vertical:.......................................................................................3-5/16"w x 4-5/8"h

1/4 Page Horizontal:................................................................6-15/16"w x 2-3/16"h

1/8 Page:................................................................................................................3-5/16"w x 2-3/16"h

4-Color 1x 3x 6x 12x

Full Page 3,250 3,087 2,925 2,762

Half Page 1,875 1,781 1,687 1,594

1/4 Page 1,162 1,104 1,046 988

1/8 Page 697 662 627 592

$141 per inch; 1-inch minimum, half-page maximum. Ads 
larger than 1-inch charged by quarter-inch increments.

Advertising Deadlines
Ad Closing: 1st of month,  Approximately 1 month prior to publica-
tion date (for example, May issue closes April 1).
Materials Due: 8th of month, 2 months prior to publication date. (For 
example, materials for the May issue are due no later than March 8.)

Column Widths
1 column:..............................................................................................1-9/16”
2 column:..............................................................................................3-5/16”
3 column:..............................................................................................5-1/16” 
4 column:.........................................................................................6-15/16”

Frequency Rates Per Column Inch:

1x $141

3x $138

6x $130

12x $123

Advertising Deadlines
Approximately 1 month prior to publication date (for example, May 
issue closes April 1). Classified ads cannot be canceled, refunded, or 
changed after the deadline date. Late ads will be published in the 
next available issue unless otherwise specified. Copy, art changes and 
cancellations must be submitted in writing. 

For complete preparation guidelines and file-delivery information, please contact the
Mix Classified Ad Production Manager: Linda Sargent. Email: linda.sargent@penton.com.

Classifieds and Marketplace 
Rates & Specifications

Classifieds Rates

marketplace Rates
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RATE POLICY AND CONTRACT PROVISIONS: All advertisements 
are accepted and published entirely on the representation that the Advertising 
Agency and/or Advertiser are properly authorized to publish the entire 
contents and subject matter thereof. It is understood that, in consideration of 
the publication of advertisements, the Advertiser and/or Advertising Agency 
will indemnify and hold the Penton Media Inc. harmless from and against any 
claims or suits for libel, violation of rights of privacy, plagiarism, trademark, 
patent and copyright infringements (including the text and photographs within 
the advertisements), and other claims based on the contents or subject 
matter of such publication. The Publisher reserves the right to reject any and 
all advertising which the Publisher feels is not in keeping with the publication’s 
standards, policies and principles. The Publisher reserves the right to add the 
word “Advertisement” at the top and/or bottom of, or anywhere within any 
publication page, that in the Publisher’s sole judgment, too closely resembles 
editorial pages of the publication. The Publisher will not be bound by any 
conditions, printed or otherwise appearing on any order blank, insertion 
order or contract when they conflict with the terms or conditions of the 
publication’s rate card, or any amendment thereof. The Publisher shall not 
be subject to any liability whatsoever for any failure to publish or circulate all 
or any part of the publication issue or issues due to strikes, work stoppages, 
accidents, fires, acts of God or any circumstance not within control of the 
Publisher. The Publisher is not responsible for the accuracy of any corrections 
or changes made to any Advertiser’s materials.

AGENCY COMMISSION: 15% of the gross billing allowed to recognized 
advertising agencies on space, color, bleed, and position only, provided 
account is paid within 30 (thirty) days of invoice date. Advertiser’s material 
must be prepared in accordance with production specifications to qualify for 
agency commission. No cash discounts allowed.

SEQUENTIAL LIABILITY: Advertiser and Advertising Agency are jointly 
and severally liable for payment. Publisher will not release the Advertising 
Agency from liability even if a sequential liability clause is included in the 
contract, insertion order, purchase order, etc.

CANCELLATION POLICY: Neither the Advertiser nor its Advertising 
Agency may cancel advertising after closing date. Cancellations prior to 
closing must be in writing. Verbal cancellations will not be accepted.

ERROR LIABILITY LIMIT: The Publisher’s liability for any error will not 
exceed the charge for the advertisement in question. The Publisher assumes 
no liability for errors in key numbers, the Reader Service section, advertisers’ 
index, or any type set by the Publisher. The Publisher is not responsible for 
the accuracy of any corrections or changes made to the Advertiser’s copy/
materials.

SHORT RATE PROTECTION: Advertisers billed at special contract 
rates based on frequency, but who fail to fulfill the contract, will be billed at 
the Publisher’s sole discretion for the difference to reflect the rate that is 
actually earned. For example, Advertisers will be billed for lost frequency 
discounts if, within a twelve (12) month period (or written contract period) 
from date of the first insertion, they do not use the amount of advertising 
space upon which their billing rate was based.

RATE CARD IN EFFECT: Advertising rates, terms and conditions set 
forth in this rate card shall govern all transactions and supersede any other 
information published in previous rate cards, directories, media guides or rate 
and data services whether in print or online. Publisher will not honor rates or 
data derived from these other sources unless it is in conformance with this 
rate card. Publisher has the right to increase rates with prior notification to 
the advertiser.

TERMS OF SALE: Terms of sale are Net 30 (thirty) days from date of 
invoice. No cash discounts allowed. Penton will not accept any from of 
payment, which contains any limitations or conditions on payment such as 
short paid checks notes as representing payment in full of a disputed balance. 

LINE OF CREDIT: Advertiser’s line of credit may increase or decrease 
from time to time. Such changes will be made at the sole discretion of Penton, 
and no advanced notification is promised or implied.

PAST DUE ACCOUNTS: Orders may be held at the Publisher’s sole 
discretion.

COLLECTION RELATED ISSUES: If Penton must refer Advertiser’s 
delinquent account to an attorney or collection agency, Advertiser agrees 
to pay all reasonable attorneys’ or collection agency’s fees, court costs, and 
other collection costs in connection with the Publisher’s collection efforts.

JURISDICTION: Advertising Agencies and/or Advertisers agree that 
any legal action arising between Penton and Advertising Agency and/or 
Advertiser must be brought in the courts of the state of Kansas, Johnson 
County, and that Advertising Agency and/or Advertiser agrees to submit 
all claims to the jurisdiction of these courts regardless of any conflict of 
jurisdiction which may arise.

NOTIFICATION TO PUBLISHER: If the Advertising Agency and/
or Advertiser changes their address or there is a change of ownership or 
control of their company, please notify the Publisher of this change within 
ten working days.

Display Advertising Art Specifications

General Specifications
Printing Method: Web Offset; Binding: Perfect
Paper: Paper: Cover printed on 80 lb coated offset, text printed 
on 32 lb coated groundwood offset.  
Ink: SWOP standard and four-color process, Line Screen:
133 lines per inch; Trim Size: 7-7/8”w x 10-3/4”h

Digital Ad Specifications
PDF Format: Advertisers are encouraged to submit PDF and 
PDF/X1-A files provided that they are prepared for press-
optimized printing in CMYK with fonts embedded. For an 
Acrobat Distiller job-options file and more
information on creating acceptable PDF files, visit www.
pentonads.com.
(Please note: PDF files lack the ability to be edited or altered (i.e. 
phone number, address, etc.)

Preferred Applications: Ad layouts should be created using either 
QuarkXpress™; Adobe Pagemaker® or Adobe InDesign®. If 
submitting application files, provide all supporting graphics and 
fonts.

Proofs: We minimally require a text and element proof to assist 
in preflighting digital ad files. For critical color match we require 
a digital halftone proof (i.e. Kodak Approval, Dupont Digital 
Waterproof, Fuji FirstProof, etc.). Accurate color reproduction 
cannot be guaranteed without an accompanying SWOPcertified 
proof.

Photo Elements: 300 dpi, actual size; CMYK color model; .tif or 
.eps format; no JPEG compression.

Line Art/Text: 600 dpi minimum; CMYK color model; .eps or .tif 
format with color preview. In Photoshop, black text should be 
created in black channel only to avoid registration problems.

Color Tone Values: To avoid over-saturation of ink, the total 
combined value of CMYK colors should not exceed 300% (i.e. 
C=100, M=100, Y=50, K=50). Any one color with a required 
value over 85% should be made solid.

Color Mode: Ads should be converted to CMYK prior to 
submission as color shifts may occur. Ads received in RGB color 
will be converted to CMYK.

Fonts: When submitting application files, include screen and printer 
fonts. On illustrations it is recommended to convert text to outline, 
however outline text cannot be altered.
Lettering: Reproduce all reverse lettering with a minimum of colors. 
Type smaller than 8 point with fine serifs should be avoided.

Media: Mac or IBM CD.

FTP Upload: pentondigitalads.com.

Please contact the publication Production Coordinator when files are 
submitted.

Production Contact
Liz Turner • liz.turner@penton.com
tel (913) 967-1818 • fax (913) 514-6630 
9800 Metcalf Avenue • Overland Park, KS 66212-2216

ADDITIONAL CHARGES
Inserts: Information available upon request.
Guaranteed Position: 10% additional. Publisher will attempt to honor 
nonpaid position requests but assumes no responsibility for failure to 
do so.
Premium Positions: Premium cover positions are available at 12x 
frequency only. Cover insertions may be combined with other 
insertions for frequency discounts on nonpremium insertions. No 
further discounting is available for cover positions.

COMBINED FREQUENCY DISCOUNTS
Advertisers in Mix are eligible for combined frequency discounts 
when advertising in EM, Sound & Video Contractor and other Penton 
Media publications. To qualify for a common rate basis, advertisers 
with multiple products or divisions must submit a master contract in 
advance of advertising placements. Contact
your Mix advertising representative for details.

ADVERTISING DEADLINES
Ad Closing: 2 months prior to publication date. (For example, ad space 
for the March issue closes on January 17.)

Materials Due: 2 months prior to publication date. (For example, ad 
materials for the March issue are due in the Mix production office not 
later than January 26.)

Note: Please label your advertising materials with the magazine name 
and issue date in which they are scheduled to appear.

Contacts

PUBLISHER 

Shahla Hebets
510-985-3235
shahla.hebets@penton.com

SENIOR ACCOUNT EXECUTIVE 

Janis Crowley
415-505-1985
janis.crowley@penton.com

EASTERN SALES DIRECTOR

Paul Leifer
908-369-5810
pleifer@media-sales.net

INTERNATIONAL SALES MANAGER

Richard Woolley
+44 1295 278407
richardwoolley@btclick.com

EDITORIAL DIRECTOR

Tom Kenny
tom.kenny@penton.com

marketing manager

Tyler Reed
tyler.reed@penton.com

Terms & Conditions

RATES AND SPECIFICATIONS


