
“if you don’t like change, you’re going 
 to like irrelevance even less.”

- general eric shinseki

Fast Company is the world’s leading progressive business-media brand, 
with a unique editorial focus on innovation, technology, sustainability 
and design.  

By leading the conversation and influencing the future of business,  
Fast Company inspires the creative minds in business to think beyond  
traditional boundaries.

Fast Company at a glance

For Advertising Information: Call Associate Publisher Amie Deutch,  
at 212-389-5468, or email aduetch@fastcompany.com.
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setting the agenda for
the future of business



audience

fast company readers

The Most Affluent and Influential  
Readership In the Business Category

source: *MMR, 2008; Competitive Set = BusinessWeek, Forbes, Fortune, and Wired
**2008 Fast Company Subscriber Study

“there’s not a lot of room anymore for  
senior people to be managers.  

they have to be leaders.”
- anne mulcahy, chairman/ceo, xerox
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Very successful, relatively early on in their careers:*
Ø �Median Age: 43.5—youngest in our competitive set
Ø �Top Management or Any Chief Officer: 56%  

(index 210)—#1 in our competitive set
Ø �Median HHI: $173,089—#1 in our competitive set,  

#5 of all 99 books measured 
Ø �Male/Female: 62%/38%—delivering the highest percent 

composition of women in our competitive set 

Loyal, Involved, and Engaged:**
Ø �Readers spend an average of 1 hour and 37 minutes 

with the magazine each month
Ø �90% agree, “Fast Company covers business like  

no other magazine” 
Ø �94% trust advice/recommendations from  

Fast Company editors 
Ø �73% agree, “advertising in Fast Company adds  

credibility to a brand”

Key influencers, both at work and in their communities:* 
(Fast Company ranks #1 in our competitive set for ALL 
measures below)  
Ø �70% are business decision makers (index: 144) 
Ø �20% have served on own or another company’s board of 

directors (index: 213) 
Ø �36% are owner/partner in own business (index: 216) 

AND 20% plan to start a new business in the next  
twelve months (index: 407) 

Ø �51% engaged in 3+ public activities in the past year  
(index: 207)



vitality

fast company is hot!
In a slumping market we’re on FIRE… 
Ø �Included on Advertising Age’s 2008 A-List!
Ø �Included on AdWeek’s 2008 10 under 50 Hot List!
Ø �“Best Publication” – The Delaney Report
Ø �“Fast Company keeps getting better, smarter, and more insightful each year”  

– The New York Post’s On Main $treet Section
Ø �With magazine ad pages in general down 9.2% through August, “Mansueto  

Ventures (Fast Company, Inc.) continues to defy gravity with an 11.1% jump”  
– MediaPost’s Media Daily News

Savvy marketers are taking notice… 
Ø �Ad pages are up 32% YTD** 
Ø �50 new advertisers in 2008

Consumers are too…
Ø �Newsstand sales are up a bullish 24%* 
Ø �Fast Company consistently over  

delivers on ratebase

So are our peers… 
In the past year alone, Fast Company has garnered over 10 awards for journalism  
and design. Recent honors include:

Ø �“Best Cover Story” and “General Excellence” honors from the Society of  
American Business Editors and Writers

Ø �“Winner” and “Finalist” nods from the Deadline Club Awards 
Ø �A Feature Writing “Winner” from the Gerald Loeb Awards

source *Percent change in single copy sales noted compares the average of the 6 
months ended June 30, 2008 with the average of the six months ended June 30, 2007, 
as reported by ABC. 
**Percent Change in Ad Pages YTD through September, per MIN 

“How do I create something that’s different? 
I think that’s [why] people are really enamored  

with the magazine, because we are talking  
about the future of business, not the bleeding  

edge that is not relevant, but relevant  
steps that people are taking.””
- christine osekoski, publisher

Updated: October 2008   www.fastcompany.com    

Rodale’s powerful Men’s Health spinoff shoots to
the top of the list as it picks up steam in the hot
women’s health/fitness set. Auto, beauty bolster
diverse ad base. Buyers like “strong consumer
pull,” “winning formula” of service-packed player.

AD REVENUE: 
$41.3M/+12.3%

AD PAGES:
780/+6.8%

CIRCULATION:
416,706/+1.7%

’07 RANK: 10

Sources: Publishers Information Bureau, Audit Bureau of Circulations, publisher data

No spinning its wheels at Rodale’s enthusiast pow-
erhouse, which keeps pace in this year’s 10 Under
50 race. Racked up the greatest ad revenue in its
46-year run in ’07, waving in 78 new accounts
(Citibank, Jeep). Will up rate base in ’08.
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AD REVENUE: 
$49.3M/+145.6%

AD PAGES:
645/+48.3%

CIRCULATION:
907,838/+39.9%

’07 RANK: 4

MH lifestyle spinoff aimed at 40-plus guys nets
gains in fashion (Gucci, Prada), auto (Mercedes).
Aspirational edit sports scribes from Mamet to
McInerney. “Steady, solid” book achieved success
“the Rodale way—not flashy, they just plug away.”

AD REVENUE: 
$35.4M/+61.1%

AD PAGES:
584/+37.3%

CIRCULATION:
496,053/+16.8%

’07 RANK: 7

The laddies grew up, and Condé Nast’s “smart”
Vogue men’s lifestyle spinoff is a page-turner. Buy-
ers like snappy service, “interesting covers” (Tony
Blair to Barack Obama). Bringing new brands into
category (Audi, Vertu) as well as 4 Times Square.

AD REVENUE: 
$38.6M/+122%

AD PAGES:
799/+101.2%

CIRCULATION:
336,189/NA

’07 RANK: NEW

In no time, Condé Nast’s family upstart baked up
big success on fashion (Burberry), auto (Porsche).
Service-packed book boasts “distinctive voice,”
snagged Gen Ex Ellie nom in ’07. Carved “great 
little niche” for “hard-to-get, higher-end moms.”

AD REVENUE: 
$38.5M/+95.9%

AD PAGES:
703/+44.8%

CIRCULATION:
436,197/+40.6%
’07 RANK: NEW

Martha’s digest-sized guide to quick, simple sup-
pers whips up tasty gains (auto, pharma). This
year saw sixth rate base hike for five-year-old title
that’s still cooking. “One of the best magazines for
reaching ‘real people’ who aren't gourmands.”

AD REVENUE: 
$34.7M/+25.9%

AD PAGES:
708/+16.3%

CIRCULATION:
918,946/FLAT

’07 RANK: 1

Time Inc.’s discount-priced women’s service hit
keeps outdoing itself. The Wal-Mart player may not
be “sexy,” say buyers, but is “chock-full of useful
stuff.” A powerful vehicle for reaching women “who
run America’s middle-income households.”

AD REVENUE: 
$22.5M/+46.5%

AD PAGES:
1,079/+1.7%

CIRCULATION:
843,874/+33.2%

’07 RANK: 8

Since Mansueto Ventures bought it in ’05, the hip
business book all about “what’s next” is “becom-
ing relevant again,” with brands like Jaguar paying
serious attention as bigger business players lose
steam. Newsstand sales up a bullish 38 percent.

AD REVENUE: 
$35.4M/+26.3%

AD PAGES:
497/+20.6%

CIRCULATION:
749,095/FLAT

’07 RANK: NEW

Hearst’s lush shelter title, celebrating 20 years,
continues to attract a palette of top luxury brands
(Chanel, Range Rover). Will boost frequency to 8
issues in ’08. Upscale positioning makes it a
“standout” in a category under building pressure.

AD REVENUE: 
$47.5M/+15.2%

AD PAGES:
922/+9.1%

CIRCULATION:
470,449/+2.5%

’07 RANK: NEW

Nat Geo’s globe-trotting spinoff “injects energy”
into a competitive category dominated by bigger
names, hits marketers’ radar by “proving value.”
Travel, auto up double digits. New accounts from
Hilton to Best Buy. Four new int’l editions in ’07.

AD REVENUE: 
$38.2M/+19.6%

AD PAGES:
571/+13.3%

CIRCULATION:
738,907/-2%

’07 RANK: NEW
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10 under 50
THE ECONOMIST
North American edition

PARENT: The Economist Group

NORTH AMERICAN PUBLISHER:
Paul Rossi

EDITOR IN CHIEF: 
John Micklethwait

AD PAGES: 1,497.4 7.2%

TOTAL CIRCULATION: 747,254 7.6%

SUBSCRIPTIONS: 680,366 7.4%

SINGLE-COPY SALES: 66,888 9.9%

What’s the mission for a weekly
magazine in 2008? While other
newsweeklies make their
columnists’ names bigger, The
Economist relies instead on the
value of its content. To be fair,
it also has spent a few years
adding distribution at chains
such as Whole Foods. New sub-
scribers pay more than $100
for a year’s worth of issues.

1 WOMEN’S HEALTH
PARENT: Rodale

VP-PUBLISHER:
Mary Murcko

VP-EDITOR IN CHIEF:
Kristina M. Johnson

AD PAGES: 537 18.1%

TOTAL CIRCULATION: 1,140,068 44.9%

SUBSCRIPTIONS: 778,211 52.1%

SINGLE-COPY SALES: 306,864 11.5%

Perhaps the most intuitive
spinoff in magazines, this
younger sibling of Men’s Health
broke the 1 million mark in paid
and verified circulation this
year—and will start guarantee-
ing paid and verified circula-
tion of 1.35 million with its first
2009 issue. Newsstand sales
are impressive for a $4.99 title.
Branded programs such as “Are You Game?” consumer
events are doing nicely, as is a well-developed website.
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FAST COMPANY
PARENT: Mansueto Ventures

PUBLISHER:
Christine Osekoski

EDITOR:
Robert Safian

AD PAGES: 388.4 31.6%

TOTAL CIRCULATION: 742,316 0.5%

SUBSCRIPTIONS: 712,231 1.3%

SINGLE-COPY SALES: 30,085 23.6%

Fast Company this year won a
Loeb Award for business and
financial journalism, along with
Overall Excellence and Cover
Story of the Year from the
Society of American Business
Editors and Writers. The web-
site has been devoted to build-
ing conversation and communi-
ty; FastCompany.TV has grown
under the former Silicon Valley blogger Robert Scoble
since March. 

6NATIONAL
GEOGRAPHIC
PARENT: National Geographic
Society

VP-U.S. PUBLISHER:Claudia Malley

EDITOR IN CHIEF:Chris Johns

AD PAGES: 318.3 0.1%

TOTAL CIRCULATION: 5,061,047 FLAT

SUBSCRIPTIONS: 4,754,014 0.7%

SINGLE-COPY SALES: 189,546 9.9%

More than most years, 2008 has
made flat the new up and down
the new flat. National Geographic
maintained impressive circulation
and matched last year’s ad pages,
which have been growing consis-
tently, earning our respect this
year. Two of its top-five-selling
issues ever appeared in 2008. And
the title took home a National
Magazine Award for general excellence—again.

5EVERY DAY WITH
RACHAEL RAY
PARENT: Reader’s Digest
Association

VP-PUBLISHER:Anne Balaban

EDITOR IN CHIEF:Rachael Ray

AD PAGES: 506.6 8.4%

TOTAL CIRCULATION: 1,749,842 34.4%

SUBSCRIPTIONS: 1,289,694 48.0%

SINGLE-COPY SALES: 410,148 6.2%

One of the top 10 circulation
gainers in the first half of this
year, Every Day With Rachael
Ray is continuing its fast track
to the big leagues. A mission
premised on real life keeps win-
ning readers with features such
as “Smooth Operators,” a break-
down of the best peanut but-
ters. We aren’t sure how far or long Ms. Ray’s popularity can
go, but her magazine’s success signals more big wins ahead.

4ELLE
PARENT: Hachette Filipacchi
Media U.S.

SENIOR VP-GROUP PUBLISHING
DIRECTOR:Carol A. Smith

VP-EDITOR IN CHIEF:Roberta Myers

AD PAGES: 1,826 5.2%

TOTAL CIRCULATION: 1,082,278 0.9%

SUBSCRIPTIONS: 709,579 8.8%

SINGLE-COPY SALES: 332,167 6.3%

Elle is a magazine with major
business behind it, not to men-
tion the awareness earned by
its “Project Runway” and “Ugly
Betty” appearances. Despite
first-half newsstand declines,
Elle enjoyed huge sales for its
January issue with Victoria
Beckham on the cover and for
February with Jessica Alba.
September, fashion magazines’ crucial month, saw
declines for competitors but record ad pages for Elle.
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CONDÉ NAST
TRAVELER
PARENT: Condé Nast Publications

VP-PUBLISHER:  Elizabeth
Henriques Hughes

EDITOR IN CHIEF: Klara
Glowczewska

AD PAGES: 1,185.7 3.6%

TOTAL CIRCULATION: 820,217 1.5%

SUBSCRIPTIONS: 752,565 2.0%

SINGLE-COPY SALES: 30,983 5.8%

Traveler has been on a tear for
a while, which among other
things means it faced tough
comparisons—doubly true
when you recall its anniversary
issue in 2007. It’s also holding
onto the top spot in ad pages
among travel books. As for
those slight circ slips—well, we
said down is the new flat.

10HOUSE BEAUTIFUL
PARENT: Hearst Magazines

VP-PUBLISHER:Kate Kelly Smith

EDITOR IN CHIEF:Stephen Drucker

AD PAGES: 560.4 12.8%

TOTAL CIRCULATION: 844,258 3.3%

SUBSCRIPTIONS: 732,440 4.7%

SINGLE-COPY SALES: 84,645 9.2%

We would worry more about
the subscription decline if
House Beautiful wasn’t signifi-
cantly over-delivering on its
rate base of 800,000. Plus any
established title that can
increase ad pages by 12.8%
and newsstand copies by 9.2%
is a winner in this rough mar-
ket. House Beautiful also sur-
vives after more than 100 years—in a category recently
savaged by the mortgage and housing meltdown. 

9PEOPLE
STYLEWATCH
PARENT: Time Inc.

PUBLISHER:Michelle Myers

EDITOR:Susan Kaufman

AD PAGES: 335.1 33.3%

TOTAL CIRCULATION: 686,417 8.3%

SUBSCRIPTIONS: 165,286 122.6%

SINGLE-COPY SALES: 512,189 8.5%

Don’t overlook this celebrity
style spinoff from People maga-
zine, which has published 10
issues a year since just 2007. Ad
pages aren’t huge, but they’re
growing quickly. How fast?
September’s issue clocked 78.1
ad pages, up 73.6% over Sept-
ember ’07. The title’s expansion
comes in a category where oth-
ers, such as American Media’s weekly Celebrity Living,
have failed. The single-copy decline makes us wonder a
bit about the future, but for now, the vast majority of its
circulation—74.6%—still comes from newsstands, a vivid
indicator of reader interest, at $3.99 a copy. 

8NEW YORK
PARENT: New York Media

PUBLISHER: Lawrence C. Burstein

EDITOR IN CHIEF:Adam Moss

AD PAGES: 1,913.1 2.5%

TOTAL CIRCULATION: 433,289 0.9%

SUBSCRIPTIONS: 410,717 0.8%

SINGLE-COPY SALES: 22,572 3.4%

It’s not easy being a weekly
magazine when the supply of
opinion outstrips demand, but
New York under Adam Moss
makes you care what it has to
say. That’s partly a result of
great covers—witness the
Barbara Kruger cover locating
Eliot Spitzer’s brain below his
waist—but the quality of the fea-
ture well, standout columnists and neat approaches to old
staples, such as its essentially open-source comments
section, keep readers coming back. National Magazine
Awards keep coming too. Kudos for swearing off escort
ads after protesters drew links to human trafficking. 

7

Notes: Year-to-date ad-page numbers for monthlies cover January through September 2008 as reported by Media Industry Newsletter. Monthlies’ overall ad pages declined

7.42%  from January to September. The end date of the year-to-date period varies for weeklies. Circulation numbers are averages for the six-month period ended June 30, 2008,

as reported to the Audit Bureau of Circulations. Our subscription data this year count only paid subscriptions and exclude verified circulation. Total circulation includes newsstand,

paid subscriptions and verified. All percentage changes are vs. the period a year earlier.
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editorial architecture “fast company reports and profiles the coolest,  
most cutting edge artists, companies and  

emerging geniuses in business who dare to break  
the mold of how to make money.”

- Karin Witzig, Karin Witzig Consulting

Updated: April 2008   www.fastcompany.com    

fast company 
editorial sections

NOW next
up-front

A curated calendar of what’s  
happening NOW. Including  
events, conferences, product  
launches, people to watch,  
and news of note.

Forward looking pieces on 
Innovation, Technology,  
Design, Sustainability, Social 
Enterprise, and more. 
NEXT delivers ideas for the 
future now.

fast talk
Showcasing the unique perspectives and tactics of the most  
innovative business leaders in single industry every month.  

¥

monthly columns
Fast Company’s tech guru, Robert Scoble reports 
from the field on everything from the blogosphere 
to consumer electronics.

Sustainability expert, Melanie Walker, examines the  
challenges and opportunities of greening one’s business  
and gets real about what works and what doesn’t.

Chip and Dan Heath, co-authors of the bestselling book, “Made to Stick: 
Why Some Ideas Survive and Others Die” analyze some of the stickiest (read: 
most successful) ideas around and provide tips for making new ideas stickier. 

An opportunity to learn from ideas, 
products, and trends that have run 
their course. 

¥

¥

¥

¥

MADE TO STICK

SCOBLEIZER GREEN BUSINESS

NOT SO FAST



“if i had asked my customers what they wanted, 
they’d have said a faster horse.”

- henry ford

advertising information 

*=VISTA Study Issue  
  

www.fastcompany.com  
  

Please note: Content is subject to change.  
  

Updated: June 2009

issue      closing date  on-sale date editorial features

editorial calendar 
2009

february 12/05/08 1/20/09
investing special
One Strategy You Can Believe In

PLUS! Wireless Electricity

best brands in a global economy
Savvy Marketing in a Stodgy Marketplace

9/09/09 10/20/09november

innovation special
Entertainment, Media and the Future of Marketing7/01/09 8/11/09september*

Where the power of green is driving business
Using Green Initiatives to Improve the Bottom Line

July/ 
august

5/20/09 6/30/09

Design thinking
Where Style, Substance and Profit MeetApril 2/11/09 3/24/09

the next generation of social enterprise
How Small Steps Lead to Future Leaps

10/21/09 12/01/09
december/ 
January*

the fast company 50
Most Innovative Companiesmarch* 1/07/09 2/17/09

8/12/09 9/22/09october
masters of Design
Our Future Is in Their Hands

most creative people
The Next Breakthrough Ideas

PLUS! The Tech Special

June* 4/08/09 5/19/09

May 3/11/09 4/21/09
fast cities
The Most Creative Hot Spots Across the Globe  
Featuring: The “City of The Year”

Fast
cities



advertising information

		R  egional/	N ational close/	O n-Sale
Issue	F ractional Close	 materials due	D ate

February	 12/01/08	 12/05/08	 1/20/09

March	 12/31/08	 1/07/09	 2/17/09

April	 2/04/09	 2/11/09	 3/24/09

May	 3/04/09	 3/11/09	 4/21/09

June	 4/01/09	 4/08/09	 5/19/09

July/
August	 5/13/09	 5/20/09	 6/30/09

September	 6/24/09	 7/01/09	 8/11/09

October	 8/05/09	 8/12/09	 9/22/09

November	 9/02/09	 9/09/09	 10/20/09

December/
January	 10/14/09	 10/21/09	 12/01/09

“what gets measured gets done.”
- peter drucker

Updated: June 2009      www.fastcompany.com    

closing and on-sale dates 
2009



advertising information

EFFECTIVE: february 2009 ISSUE

paid RATEBASE: 725,000

FREQUENCY: 10 ISSUES

Four Color	 1x

Page	 $76,980

Spread	 153,960

2/3 Page	 59,720

1/2 Horiz	 45,410

1/3 Page	 30,790

Black & White	 1x

Page	 $51,570

Spread	 103,140

2/3 Page	 39,710

1/2 Horiz	 30,420

1/3 Page	 20,630

COVERS	 1x

2nd Cover	 $92,380

3rd Cover	 84,680

4th Cover	 96,230

Customized Regional Sections: Various regional editions to fit advertiser’s geographic	
marketing plans.

premium charges: No bleed charge. Special color rates available upon request.

specialty units: Rates and production specifications for gatefolds and multiple page units 	
are available upon request.

billing information:

w Commission is 15% to agencies. 
�w Production premiums are not commissionable or discountable.

discounts: Check with a Fast Company account manager for frequency discounts.

all rates are gross.

These rates and all advertising transactions are subject to Mansueto Ventures’ Advertising 
Terms and Conditions.

“if you can design a product that appeals  
to people’s brains and hearts,  

you can get them to pay a great premium.”
- alex lee, president, oxo

Updated: April 2009      www.fastcompany.com    

advertising rates
2009



advertising information

MECHANICAL REQUIREMENTS

Page Sizes	 Live	T rim	 Bleed 

Page	 8 1/4" x 10 3/8"	 8 3/4" x 10 7/8"	 9" x 11 1/8"

Spread	 16 3/4" x 10 3/8"	 17 1/2" x 10 7/8"	 18" x 11 1/8"

1/2 horizontal spread	 16 7/8" x 5"	 —	 18" x 5 7/16"

2/3 vertical	 5 1/4" x 10 1/4"	 —	 5 11/16" x 11 1/8"

1/2 horizontal	 8" x 5"	 —	 9" x 5 7/16"

1/3 square	 5 1/4" x 5"	 —	 5 11/16" x 5 7/16"

1/3 vertical	 2 3/4" x 10 1/4"	 —	 3 1/2" x 11 1/8"

Mansueto Ventures Advertising Terms and Conditions
The following are certain terms and conditions governing advertising published in Fast Company magazine 	
(the “Magazine”). Submission of insertion order for placement of advertising in the Magazine constitutes 	
acceptance of the following terms and conditions. No terms or conditions in any insertion orders, instructions 	
or documents other than this Rate Card will be binding on Mansuteo Ventures Publishing (“Publisher”) 	
unless Publisher agrees to such terms and conditions in writing. 

1.  AGENCY COMMISSION AND PAYMENT

Submission of insertion order by advertising agency on behalf of advertiser constitutes agency’s agreement to 	
pay all invoices for placement of advertising in the Magazine pursuant to such insertion order. Notwithstanding 
the foregoing, submission of insertion order constitutes agreement that advertiser guarantees prompt and 	
full payment for such advertising in the event of material default by agency. Agency and advertiser are jointly 	
and severally liable for the payment of all invoices arising from placement of advertising in the Magazine. 

Agency commission (or equivalent): fifteen percent (15%) of gross advertising space charges, payable only to 
recognized agents.

Invoices are rendered on or about the on-sale date of the Magazine. Payments are due within thirty (30) days 	
after the billing date.

No agency commission is payable, and Publisher will not grant any discounts, on production charges. 	
Any discounts received by advertiser on advertising space charges may not be applied to production charges.

2. CANCELLATION AND CHANGES

Publisher expressly reserves the right to reject or cancel for any reason at any time any insertion order 	
or advertisement without liability, even if previously acknowledged or accepted.

Advertisers may not cancel orders for, or make changes in, advertising after the closing dates of the Magazine. 

The rates and conditions of advertising in the Magazine are subject to change without notice.

3. CIRCULATION GUARANTEE

The Magazine is a member of the Audit Bureau of Circulation (ABC). The following paid rate base guarantee 	
is based on the ABC’s audited reported circulation for the Magazine averaged over the calendar year in which 
advertising is placed. Publisher guarantees circulation to national advertisers by brand of advertised product 	
or service. In the event the audited 12-month average circulation does not meet the guaranteed rate base, 
Publisher shall grant rebates to the advertiser in advertising space credit only, which must be used within six (6) 
months following the issuance of audited ABC statements for the period of shortfall. Rebates will be calculated 
based on the difference between the stated rate base at time of publication, and the ABC audited 12-month 	
average. Publisher does not guarantee circulation to regional advertisers, and regional circulations reported 	
by the ABC are used by Publisher only as a basis for determining the Magazine’s advertising rates. 

4. Publisher’s Liability

Publisher is not liable for any failure or delay in printing, publishing, or circulating any copies of the issue of the 
Magazine in which advertising is placed pursuant to an insertion order that is caused by, or arising from, an act of 
God, accident, fire, strike, terrorism or other occurrence beyond Publisher’s control. 

Publisher is not liable for any failure or delay in publishing in the Magazine any advertisement submitted to it. 
Publisher does not guarantee positioning of advertisements in the Magazine, is not liable for failure to meet 
positioning requirements and is not liable for any error in key numbers.

The liability of Publisher for any act, error or omission for which it may be held legally responsible shall not 
exceed the cost of the advertising space affected by the error. In no event shall Publisher be liable for any indirect, 
consequential, special or incidental damages, including, but not limited to, lost income or profits.

5. MISCELLANEOUS

Advertising agency and advertiser each represents and warrants that each advertisement submitted by it for 	
publication in the Magazine contains no copy, illustrations, photographs, text or other content that may result 	
in any claim against Publisher. Advertising agency and advertiser each shall indemnify and hold harmless 	
Publisher from and against any damages and related expenses (including attorneys’ fees) arising from the content 
of advertisements, including, but not limited to, claims of invasion of privacy, unauthorized use of names or 
pictures of living persons, trademark infringement, copyright infringement, libel and misrepresentation.

Publisher’s acceptance of an advertisement for publication in the Magazine does not constitute an endorsement 	
of the product or service advertised.

No advertiser or agency may use the Magazine’s name or logo without Publisher’s prior written permission for 	
each such use.

The word “advertisement” will be placed above all advertisements that, in Publisher’s opinion, resembles 	
editorial matter.

This agreement shall be governed by and construed in accordance with the laws of the state of New York without 
regard to its conflicts of laws provisions. Any civil action or proceeding arising out of or related to this agreement 
shall be brought in the courts of record of the state of New York in New York County or the U.S. District Court for 
the Southern District of New York. Each advertiser and its agency consents to the jurisdiction of such courts and 
waives any objection to the laying of venue of any such civil action or proceeding in such courts.

“Optimism cannot outweigh execution.”
- ann winblad, co-founding partner,  

hummer winblad

Updated: June 2009      www.fastcompany.com    

PRINTING PROCESS

Web Offset

BINDING METHOD 
Perfect Bound

LINE SCREEN 
133

MAX DENSITY 
4 color: 290%	
2 color: 190%

MATERIALS 
Please submit your ads for Fast Company	
via the web at https://www.adshuttle.com. 
Preferred digital formats:	
TIFF/IT p-1 or PDFX-1A	
Please see our materials 	
specifications site 	
http://www.QuadARM.com/fastco.

SAFETY 
Keep all LIVE matter, not intended to 
trim, 1/4" from TRIM edges. 

GUTTER SAFETY FOR SPREADS	
Allow 1/4" of each side of gutter, 	
1/2” total gutter safety.

For ad spread units please supply 	
1/16” duplicated image on both sides 	
of the centerline.

PROOFS 
One SWOP-certified proof AND one 
ruled proof as a positioning guide.

SHIPPING for ad proofs 
Quad Graphics	
Attn: Kurt Handeland	
c/o Fast Company 
N63 W23075 Main Street	
Sussex, WI  53089-2827	
414-566-2818 	
kurt.handeland@qg.com

For extensions, contact:	
Jane Hazel, production manager	
212-389-5308  jhazel@mansueto.com 	
or	
Dave Powell, asst. production manager	
212-389-5416  dpowell@mansueto.com

specifications, terms,
conditions




