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2013 Media Kit
GENERAL RATES, CLOSE AND ON SALE DATES |

Effective January 2013 Issue • SouthernLiving.com

G ENERAL R ATES
Rate Base: 2,800,000
4-color
Page

$210,700

⁄3 page

148,100

⁄2 page

120,300

⁄3 page

85,300

2
1
1

black & white
Page

$159,900

⁄3 page

112,400

⁄2 page

91,300

⁄3 page

64,800

2
1
1

covers
2nd cover

$252,800

3rd cover

231,800

Back cover

273,900

No bleed charge
Minimum size display ad is 1⁄3 page
Copy change charge $4,000
Effective January 2013 issue, circulation includes the print and digital editions of the
Magazine. 1/3 page or greater qualified full-run advertisements will run in both editions.
See MAGAZINE ADVERTISING TERMS AND CONDITIONS for additional information
including opt-out and upgrade options..

A D CLO SE / On S A le dat es
2013
Issue Date

Issue Highlights

Regional
National
Ad Close/
Ad Close/
Materials Due Materials Due

On Sale

January

Mimi-makeovers: Quick Fixes for a Happy New Year

10/30

11/1

12/21

February

Dream Kitchens for Real Life: Decorating & Remodeling Ideas for Every Budget

11/29

12/3

1/18

The Southern Living Guide to Spring Style and Entertaining

12/28

1/4

2/22

April

The New Southern Garden: Our Ultimate Planning and Planting Guide

1/28

2/1

3/22

May

The South’s Tastiest Towns

2/26

3/1

4/19

June

BBQ, Grilling, and Summer Entertaining

3/27

4/1

5/24

July

Fresh, Fast, & Cool! 50 No-Fuss, No-Bake Recipes

4/26

5/1

6/21

August

The Ultimate New Old House

5/29

6/3

7/26

September

Fall Tailgating and Style Guide

6/26

7/1

8/23

March

October

50 Ways to Live Large in Small Spaces

7/26

8/1

9/20

November

Our Ultimate Thanksgiving Guide

8/28

9/3

10/18

December

The Southern Living Guide to Holiday Style and Entertaining

9/26

10/1

11/15
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2013 Media Kit
display cpm rates, state circulations
display cpm table
t r av e l e r

deep south insider

4-color
Circ. Base

loCal flavor

Alabama Breaks New Ground
The state has a buzzworthy crop of passionate roasters. Here, we ﬁlter out our favorites

HigHer grOund
rOasters

Octane cOffee

Homewood
the state’s
newest bean
roaster opens
november 1 on
homewood’s
central avenue
as Brett Burton and Brian
Wilson (manager and head
roaster of the town’s popular
primavera coffee roasters)
merge their business with the
atlanta-based octane coffee
houses. In addition to freshly
roasted javas, alabama’s
octane will also feature a cafe
offering draft beers, classic
cocktails, and small plates
featuring appetizers such as
bacon fat caramel corn ($3).
Try a Cup: the ﬂoral
Guatemalan comes from the
country where Brett learned
his craft working on a coffee
farm ($12.99/12-ounce bag).
2821 Central Avenue;
octanecoffee.com or
205/969-1177
AL6

|

sou ther n li v ing

Leeds

seeds cOffee
cOmpany

Birmingham
seeds’ head
roaster, Jeff
huey, roasted
his ﬁrst batch
of beans in a
stove-top
popcorn
popper about
a year ago. then, joined by
four friends, Jeff bought a
small-batch roaster, moved it
to the back room of a real
estate ofﬁce, and opened
seeds, Birmingham’s only
|

nov emBer 2012

nonproﬁt coffee roaster,
in March. last month, in
addition to making organic
coffees using only fair-trade
beans, Jeff and his crew also
started offering house-made
scones for breakfast ($5)
as well as a rotating
lunch menu.
Try a Cup: the organic
blueberry-jammed ethiopia
harrar is a smooth way
to start the morning
($12/pound).
174 Oxmoor Road;
seedscoffee.com
or 205/240-8030

⁄3 Page

1

⁄2 Page

1

⁄3 Page

100,000
Add’l per M

$19,750
116.40

$13,880
81.90

$11,280
66.50

$8,000
47.10

250,000
Add’l per M

37,210
96.90

26,160
68.10

21,250
55.30

15,070
39.20

500,000
Add’l per M

61,430
80.40

43,190
56.50

35,080
45.90

24,880
32.60

1,000,000
Add’l per M

101,650
76.10

71,460
53.50

58,040
43.40

41,170
30.80

1,500,000
Add’l per M

139,680
74.40

98,200
52.10

79,760
42.00

56,570
29.80

⁄2 Page

1

Circ. Base

Page

2

⁄3 Page

1

⁄3 Page

100,000
Add’l per M

$14,140
89.00

$9,940
62.60

$8,070
50.90

$5,730
36.00

250,000
Add’l per M

27,490
77.00

19,330
54.20

15,700
44.00

11,130
31.20

500,000
Add’l per M

46,750
61.20

32,870
43.00

26,690
34.90

18,930
24.80

1,000,000
Add’l per M

77,340
57.90

54,370
40.70

44,160
33.10

31,320
23.40

1,500,000
Add’l per M

106,280
56.20

74,710
39.30

60,690
31.80

43,040
22.50

by KELSEY SNELL ~ photographs by ROBBIE CAPONETTO

s tat e / region al edi t ions
Alabama

165,000

Arkansas*

265,000

Florida

250,000

Georgia

240,000

Mid-Atlantic**

355,000

Midwest States***

275,000

Mississippi

80,000

North Carolina

245,000

South Carolina

140,000

Tennessee

165,000

Texas

360,000

Circulation Distribution
*includes LA, OK, MO
**includes VA, MD, D.C., DE, NJ, NY, PA
***includes KY, WV, IL, IN, MI, OH, WI

2

Black & White

product: ralph lee anderson

cOffee’s On! Octane Coffee head roaster Brian Wilson
turns pounds of beans into delicious pours.

Glenn smith, alex
Varner, and Josh
Kelly opened the
ﬁrst coffee roaster
in the Birmingham
area when they
founded higher
Ground 10 years
ago. From the
start, the partners decided
that all of their coffee would
be made from beans that
were certiﬁed organic, fair
trade, and shade-grown. now
they encourage visitors to
come by to learn the ﬁne art
of bean-to-bag coffeemaking.
Try a Cup: higher Ground’s
Magic city Blend is a
medium-roasted, slightly
sweet coffee made from a
combination of several
central american beans
($10.99/12-ounce bag).
8110 Parkway Drive;
highergroundroasters.com

Page

Advertisers who run different ads (same configuration) in multiple states use CPM table
plus plate change charges as applicable. State edition circulations are not guaranteed
and are to be used only as a basis for determining rates.

how to figure multiple state rates:
Example: Texas and Georgia, 4-color page buy:
Total Circulation................................................................600,000
First 500,000 Cost..............................................................$61,430
100,000 at 80.40 per M.......................................................8,040
Total Cost.............................................................................. 69,470

(Revised)
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2013 Display Ad Specs

Effective JULY 2013 Issue • SouthernLiving.com
A D C LO SE / ON SA L E DATES

perfec t-b ound spec ifications
Trim Size: 8 1⁄4" x 10 1⁄2"

Regional
Ad Close/
Materials Due

National
Ad Close/
Materials Due

On Sale

January

10/30

11/1

12/21

February

11/29

12/3

1/18

March

12/28

1/4

2/22

April

1/28

2/1

3/22

May

2/26

3/1

4/19

June

3/27

4/1

5/24

Card and Pre-printed Supplied Inserts are due at QuadGraphics
(Sussex, WI), on approximately the 12th of the second month
preceding issue date.

July

4/26

5/1

6/21

File Type: PDF/X1a is the accepted format.

August

5/29

6/3

7/26

September

6/26

7/1

8/23

October

7/26

8/1

9/20

November

8/28

9/3

10/18

December

9/26

10/1

11/15

2013
Issue Date

Binding: Perfect, jogs to foot
Pre-Printed Inserts: For pre-printed insert rates, contact a
Southern Living Advertising Office. A proof of pre-printed inserts
must be submitted to the Southern Living Advertising Production
Manager for approval before printing.

File Specs: For complete ad specs visit
http://direct2time.timeinc.com/
File Submission: Please upload your ad to
https://direct2time.sendmyad.com/
No Proof Required: We are now using Virtual Proofing and no
longer use hard proofs.
Production Questions: Email Andy_Estill@timeinc.com or call
(205) 445-5830.
Materials Extension/Technical Questions: Email
Joe_Gesslein@timeinc.com or call (212) 522-9301.

Ad Sizes

Trim

Bleed

Safety/Non-Bleed

Page

8 ⁄4" x 10 ⁄2"

8 ⁄2" x 10 ⁄4"

7 3⁄4" x 10"

Spread*

16 1⁄2" x 10 1⁄2"

16 3⁄4" x 10 3⁄4"

16" x 10"

⁄2 horizontal spread*

16 1⁄2" x 5 1⁄8"

16 3⁄4" x 5 3⁄8"

16" x 4 5⁄8"

⁄3 vertical

5 1⁄4" x 10 1⁄2"

5 1⁄2" x 10 3⁄4"

4 3⁄4" x 10"

⁄2 horizontal

8 1⁄4" x 5 1⁄8"

8 1⁄2" x 5 3⁄8"

7 3⁄4" x 4 5⁄8"

⁄2 vertical

4" x 10 1⁄2"

4 1⁄4" x 10 3⁄4"

3 1⁄2" x 10"

1

⁄3 vertical

2 3⁄4" x 10 1⁄2"

3" x 10 3⁄4"

2 1⁄4" x 10"

⁄3 square

4 3⁄4" x 4 7⁄8"

n/a

4 3⁄4" x 4 7⁄8"

1

2

1

1

1

1

Build ads to trim size and extend bleed 1⁄8" beyond trim on all sides.
Supply spreads as spreads, all other ads as single pages.
*Allow 1⁄4" safety on both sides of gutter for spreads.

1

1

3
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2013 Media Kit
terms and conditions
2 013 m aga z in e advertising terms and conditions
SOUTHERN LIVING MAGAZINE
2013 MAGAZINE ADVERTISING TERMS AND CONDITIONS
The following are certain general terms and conditions governing advertising published in the U.S. print
and digital editions of Southern Living Magazine (the “Magazine”) published by Time Inc. Lifestyle Group
(“Publisher”).
1. Rates are based on average total audited circulation, effective with the issue dated January, 2013.
Announcement of any change in rates and/or circulation rate base will be made in advance of the
Magazine’s advertising sales close date of the first issue to which such rates and/or circulation rate base
will be applicable. The Magazine Rate Card specifies the publication schedule of the Magazine, and its
on-sale dates.
2. The Magazine is a member of the Alliance for Audited Media (the “AAM”). Total audited circulation
is reported on an issue-by-issue basis in publisher’s statements audited by the AAM. Total audited
circulation for the Magazine is comprised of paid plus verified.
3. An advertiser running a full-run 1⁄3 rd page or greater qualifying advertisement in the Magazine will
automatically run in the print and digital edition of the Magazine, unless the advertiser explicitly
opt-outs in writing of running in the digital edition, either on the insertion order or via email, by
no later than the ad close date. In the event the advertiser opts-out of running in the digital edition of
the Magazine for any reason other than legal or regulatory considerations that advertiser reasonably
believes would prevent the advertisement from running in the digital edition, such advertiser’s
ad placement will no longer be deemed a “full-run” buy, and the advertiser would therefore not
be entitled to the benefits of advertising on a full-run basis (by way of example and not limitation,
the advertisement would not be eligible for IBIT credits and may not be considered for premium
placement). Certain advertisements that are not standard full-page run-of-book advertisements may
not qualify to run in the digital version, including but not limited to, advertisements with coupons,
scented units, non-standard fractionals and business reply cards. Please consult the Magazine
publisher for details. If an advertiser elects to opt-out of the digital edition, such opt-out will apply to all
devices and platforms.
Qualifying advertisements running in the digital edition of the Magazine will automatically run in a
“straight from print format”. If an advertiser wishes to include its qualifying advertisement in the digital
edition in a format other than “straight from print” (i.e., straight from print combo (for those publications
that have portrait and landscape orientations), designed for tablet or enhanced for tablet), it must so
indicate prominently on the insertion order by the ad close date. See below for definitions of such
formats.
With respect to qualifying advertisements in a straight from print format, if a URL exists in the print
creative, such URL shall be automatically activated unless advertiser notifies Publisher otherwise in
writing; if the print creative has multiple URLs, Publisher shall activate the brand’s main URL unless
notified otherwise in writing. With respect to qualifying advertisements in a “designed for tablet”
format, if such advertising creative contains one URL, Publisher shall automatically activate that URL; if
the advertisement contains more than one URL, Publisher shall activate the brand’s main URL.
4. National advertisements that are less than a full-page but equal to or greater than 1⁄3 page that are
running the digital edition of the Magazine will be framed by white space unless they are upgraded to a
full page. Please consult the Magazine publisher for details regarding the opportunity to upgrade such
advertisement.
5. Advertisers may not cancel orders for, or make changes in, advertising after the closing dates of the
Magazine.
6. The Publisher is not responsible for errors or omissions in any advertising materials provided by the
advertiser or its agency (including errors in key numbers) or for changes made after closing dates.
7. The Publisher may reject or cancel any advertising for any reason at any time. Advertisements
simulating the Magazine’s editorial material in appearance or style or that are not immediately
identifiable as advertisements are not acceptable.
8. All advertisements, including without limitation those for which Publisher has provided creative
services, are accepted and published in the Magazine subject to the representation by the agency
and advertiser that they are authorized to publish the entire contents and subject matter thereof in all
applicable editions, formats and derivations of the Magazine and that such publication will not violate
any law, regulation or advertising code or infringe upon any right of any party. In consideration of the
publication of advertisements, the advertiser and agency will, jointly and severally, indemnify, defend
and hold the Publisher harmless from and against any and all losses and expenses (including, without
limitation, attorney’s fees) (collectively, “Losses”) arising out of the publication of such advertisements
in all applicable editions, formats and derivations of the Magazine, including, without limitation,
those arising from third party claims or suits for defamation, copyright or trademark infringement,
misappropriation, unfair competition, violation of the Lanham Act or any rights of privacy or publicity,
or any unfair commercial practice or misleading advertising or impermissible comparative advertising
from any and all claims or regulatory breaches now known or hereafter devised or created (collectively
“Claims”). In the event the Publisher has agreed to provide contest or sweepstakes management
services, email design or distribution or other promotional services in connection with an advertising
commitment by advertiser, all such services are performed upon the warranty of the agency and
advertiser that they will, jointly and severally, indemnify and hold the Publisher harmless from and
against any and all Losses arising out of the publication, use or distribution of any materials, products
(including, without limitation, prizes) or services provided by or on behalf of the agency or advertiser,

their agents and employees, including, without limitation, those arising from any Claims.
9. In consideration of the Publisher’s reviewing for acceptance, or acceptance of, any advertising
for publication in the Magazine, the agency and advertiser agree not to make promotional or
merchandising reference to the Magazine in any way without the prior written permission of the
Publisher in each instance.
10. No conditions, printed or otherwise, appearing on contracts, orders or copy instructions which
conflict with, vary, or add to these Terms and Conditions or the provisions of the Magazine’s Rate Card
will be binding on the Publisher and to the extent that the Terms and Conditions contained herein are
inconsistent with any such conditions, these Terms and Conditions shall govern and supersede any
such conditions.
11. The Publisher has the right to insert the advertising anywhere in the Magazine at its discretion,
and any condition on contracts, orders or copy instructions involving the placement of advertising
within an issue of the Magazine (such as page location, competitive separation or placement facing
editorial copy) will be treated as a positioning request only and cannot be guaranteed. The Publisher
will attempt to keep the same running order of advertisements in the digital edition as they appeared
in the print edition, but the Publisher does not make any adjacency guarantees or other promises
regarding competitive separation of the positioning of any advertisements in the digital edition. The
Publisher’s inability or failure to comply with any condition shall not relieve the agency or advertiser of
the obligation to pay for the advertising.
12. The Publisher shall not be subject to any liability whatsoever for any failure to publish or circulate
all or any part of any issue(s) of the Magazine because of strikes, work stoppages, accidents, fires, acts of
God or any other circumstances not within the control of the Publisher.
13. Agency commission (or equivalent): up to 15% (where applicable to recognized agents) of gross
advertising charges after earned advertiser discounts.
14. Invoices are rendered on or about the on-sale date of the Magazine. Payments are due within 20
days from the billing date. The Publisher reserves the right to change the payment terms to cash with
order at any time. The advertiser and agency are jointly and severally liable for payment of all invoices for
advertising published in the Magazine.
15. All pricing information shall be the confidential information of the Publisher and neither advertiser
nor agency may disclose such information without obtaining the Publisher’s prior written consent.
16. Any and all negotiated advertiser discounts are only applicable to and available during the period in
which they are earned. Rebates resulting from any and all earned advertiser discount adjustments must
be used within six months after the end of the period in which they were earned. Unused rebates will
expire six months after the end of the period in which they were earned.
17. None of creative fees, special advertising print production premiums, digital edition upgrade fees or
DFT or EFT production fees earn any discounts or agency commissions.
18. The Magazine is subject to Time Inc.’s standard 2013 issue-by-issue tally (IBIT) pricing system.
19. Publisher reserves the right to modify these terms and conditions.
20. For purposes of these terms and conditions, the following terms shall have the following meanings:
(i) “straight from print” or “SFP” shall mean that the page on screen looks exactly like the advertisement
appearing in the print edition; (ii) “straight from print combo” shall mean that the full page qualifying
advertisement shall run in a SFP format in one view (portrait or landscape) and a DFT format in the
other view; (iii) “designed for tablet” or “DFT” shall mean that the same creative has been resupplied
and designed for optimal reading on the device and/or platform and is meant to be displayed at 100%;
and (iv) “enhanced for tablet” or “EFT” shall mean an advertisement that has added enhancements and
bonus content to transform the print content to more fully utilize the digital medium (e.g., hotspots,
photo slide shows, video, audio, in-app browser, etc.).
These Advertising Terms and Conditions were issued November 15, 2012
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2013 issu e-by-issue tally ( ibit) pricing system
TIME INC.
2013 ISSUE-BY-ISSUE TALLY (IBIT) PRICING SYSTEM
1. Magazine circulation delivery of the U.S. and North American editions of magazines published by Time Inc. and its affiliates (collectively, referred to herein as the “Publisher”) is measured on an issue-by-issue
tally (IBIT) pricing system for full-run circulation advertising only. The IBIT pricing system is administered by comparing, for each issue of a magazine in which an advertiser books space and remits a cash payment
for such advertisement, the issue’s total audited circulation as reported in the magazine’s publisher’s statement (issued by the Alliance for Audited Media (AAM) or BPA Worldwide (BPA) for the first or second half of
the 2013 calendar year) and the published total circulation rate base as set forth in the applicable magazine’s rate card.
2. In order to permit advertisers to apply earned IBIT credit in a timely manner, AAM Publisher’s Statements and BPA Circulation Statements are used to calculate IBIT credit. The calculation may only be made
following the issuance of the Publisher’s Statements or Circulation Statements for second half of the 2013 calendar year (July – December) and will be based on final billed earned advertising rates.
3. Total audited circulation for magazines audited by the AAM is comprised of paid plus verified (plus analyzed non-paid for those magazines who count analyzed non-paid in their rate base). Total audited
circulation for magazines audited by BPA is comprised of qualified paid plus qualified non-paid.
4. IBIT credits will be calculated on an individual insertion basis and will only be credited to an advertiser if the total audited circulation of the issue booked by the advertiser is lower by more than two percent (2%)
than its published circulation rate base.
5. If the total audited circulation of the issue booked by an advertiser is lower by more than two percent (2%) than its published circulation rate base, the advertiser’s IBIT credit will be calculated by multiplying
the net cost after agency commissions (excluding production premiums) (“Net Cost”) of the advertiser’s insertion in that issue by the difference between two percent and the actual percentage by which the total
audited circulation is less than its published circulation rate base. By way of example, if the “Net Cost” of the advertiser’s insertion is $100,000 and the total audited circulation of an issue is three percent lower than
its published circulation rate base, the IBIT credit would be calculated as follows: $100,000 x (3% - 2%) = $1,000.
6. IBIT credit must be used against future insertions, must be applied at the magazine at which it was earned and must be used within 12 months after the issuance of the Publisher’s Statements or Circulation
Statements for the second half (July – December) AAM/BPA reporting period and calculation of the 2013 IBIT credit. An advertiser may apply IBIT credit to any brand, product or division within the same advertiser
parent company.
7.

IBIT credit will be issued net of agency commissions and must be applied to invoices net of agency commissions. No agency commissions will be paid by the magazine on IBIT credit.

8. IBIT credit may be applied to production charges.
9.

The magazine will not refund IBIT credit as cash.

10. Only full-run circulation advertising in regular issues as reported in Paragraph 3 of the Publisher’s Statements issued by AAM and Paragraph 2 of the Circulation Statements issued by BPA are eligible for IBIT
credit. The following are not eligible for IBIT credit: (a) special issues published in addition to the normal frequency of a magazine (including those listed in Paragraphs 3 and 2 of the AAM Publisher’s Statements
and BPA Circulation Statements, respectively) and (b) any issues specifically excluded from being eligible for IBIT per the applicable magazine’s rate card. Notwithstanding the foregoing, if the advertiser opts-out of
running its advertisement in the digital edition of the magazine because of legal or regulatory considerations such advertisement shall remain eligible for IBIT credit.
11. No barter (whether cash paid or trade), standby or remnant advertising is eligible for IBIT credit.
12. IBIT credit will only be issued against eligible insertions that have been paid in full at the final earned and billed (pre-IBIT) rate.

Issued: November 15, 2012

