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Content

There has never been a better time to advertise in
Glass Magazine!

We offer targeted advertising opportunities and great cross-over from print to online.
Every issue of Glass Magazine has content targeted specifically to three key segments of the 
glass and glazing industry:

SunScreen 
SC2

Light Shelf
LS1

SunScreen 
SC1

Combine to maximize 
building’s performance

Eligible towards 
LEED certifi cation

Customize to 
each project

Buildings featuring Sun Screens 
and Light Shelves have reduced 
energy consumption, improved 
life-cycle costs, and increased  
personnel productivity.
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 What  
  architects want
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rchitects, a demanding bunch, push for performance, innovative design and aesthetics. Read about the  
trends in larger lite sizes, custom curtain wall, green glazing, aluminum panels, steel curtain wall and  
energy rating education in articles authored by representatives from leading companies in the industry.

Compiled by Katy Devlin

a
Opportunities and challenges  
in custom curtain wall
By Nigel Townsley, director of engineering, Oldcastle Glass Engineered Products Canada,  
Oldcastle Glass, Santa Monica, Calif. Visit www.OldcastleGlass.com for more information.

A rchitects want custom curtain walls in 
office buildings, high-rise condominiums, 
government buildings and monumental 

iconic buildings in major metropolitan and 
emerging cities.

Curtain wall has become the key factor in 
building performance, as well as in the cost to op-
erate a building. Architects want to lower heating, 
ventilation and air conditioning costs through 
environmental design, and lower electricity con-
sumption through natural daylighting. Of course, 
modern curtain wall is continually pushing the 
limits of air, water and structural performance.

In addition to performance, custom curtain 
wall also satisfies architects’ demand for aesthet-
ics. Architects want new, unique visual designs 
and freedom of expression. Custom curtain wall 
allows for that design freedom.

In a custom curtain wall project, the process 
is increasingly adopting design build versus 
design, bid, build; and curtain wall companies 
are engaged in the design earlier in the project 

construction life cycle. Curtain wall companies 
need to be able to understand the key drivers for 
the owner and architect, and determine how the 
design can be tailored for them from a visual, 
structural installation and budget standpoint.

Custom curtain wall projects can present exter-
nal schedule delays, problems with tolerances of 
adjacent construction, issues with site conditions 
such as surrounding trades and space on site, and 
difficulties with material procurement. To over-
come these challenges, glass companies must:

Establish a timeline for every activity on the 
project; everyone within the company must 
work with the same dates 
Work out guaranteed sizes 
Ensure all adjacent trades are provided with 
final drawings to ensure they understand 
the glass and glazing requirements 
Review drawings of adjacent trades to 
identify inconsistencies 
Ensure supplier partners, internal and 
external, can meet deadlines and stay within 
budget.

Custom curtain wall projects require a height-
ened level of expertise and every party involved 
must have the requisite technical capabilities. �e 
supply chain must strictly adhere to the schedule; 
delays are costly. 

Glass companies prepared to overcome the 
challenges associated with custom curtain wall 
will be able to capitalize on a growing architec-
tural trend. 

The project:  
EnCana Corp. “The Bow,” 

Calgary, Alberta, is set  
for a 2011 completion 

and will reach 810 feet, 
making it the tallest tower in 

western Canada.

The players:  
Owner, EnCana, Alberta; 

signature architect, Foster 
and Partners, London; 

project architects, Zeidler 
Partnership, Calgary; 

general contractor, Ledcor 
Construction, Vancouver, 

British Columbia; glass and 
curtain wall supplier,  

Oldcastle Glass, Santa 
Monica, Calif.

The glass and systems:  
540,000 square feet of 

curtain wall in 7,920 curtain 
wall frames. A custom 
curtain wall diagrid of  

aluminum panels that form 
a series of starbursts at 

every third floor.

   

Commercial Glass
Features and departments targeted to glazing contractors, architects, Features and departments targeted to glazing contractors, architects, 
building owners, developersbuilding owners, developers
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decorative glass repertoire

erhaps because it is viewed as a natural, green 
material, or perhaps because of its design flexibility, 
glass is popping up in homes across the country in glass is popping up in homes across the country in 
traditional applications such as shower doors and 
tabletops, as well as more recently popular applica-tabletops, as well as more recently popular applica-tabletops, as well as more recently popular applica
tions such as kitchen backsplashes, vessel sinks, van-
ity tops, interior doors and even floors and staircases.

“Glass overall is a growing trend,” says Alexsan-
dra Guinan, principal, GlassKote USA, Bridge-
port, Conn. “[Designers and homeowners] are 
not scared to incorporate more and more glass in 
homes and living environments.”

Mel Gordon, president, Gordon’s Glass, Warm-
inster, Pa., agrees: “People are planning new uses 
for glass,” he says. Bathrooms, for example, have 
become such a focal point of a home that people 
are spending more money to upgrade these spaces, 
he says. “Frameless shower doors used to just be for 
the wealthy, but now everyone is putting them in.”

As homeowners and designers stretch their 
creative muscles, suppliers are more than willing 
to keep up. “Glass and shower doors are getting 
more custom,” says Linda Garman, director of 
marketing communications, Basco Shower En-
closures, Mason, Ohio. “If someone comes to us 
and says, ‘I want to match this,’ we can provide 
it. We’re able to customize and do just about 
anything that’s doable in a shower door.”

Much of the buzz around decorative glass 
is cumulative, says Cathie Saroka, marketing 
director, Goldray Industries Ltd., Brooklyn, N.Y. 
“Decorative glass is a trend that gains momentum 
because once people see what it can do, it sparks 
even more creativity.”

With all the color and texture options, decora-

tive glass offers a substitute to other materials, 
Saroka adds. “Glass as a material is incredibly 
flexible,” she says. “We can simulate other materiflexible,” she says. “We can simulate other materi-
als like metal and wood. It used to be that sand-
blasting was the only option but people didn’t 
like that because of the maintenance issues. But 
now the possibilities are endless.”

Maintenance—or the relative lack thereof—is 
another strong selling point for homeowners. 
“Glass is easy to clean and always looks good,” 
Guinan says. “It’s non-porous and hygienic [so 
there’s] no mold or germs. Glass doesn’t fade or 
look shabby after a few years, requiring re-paint-
ing like walls or other materials where discolor-
ation or grout lines occur.”

With shower doors, there are two primary ap-
proaches, Garman says. Homeowners either opt for 
clear glass with little framing material to show off the 
tile work in the shower, or they design a shower door 
that serves as its own focal point. “Oftentimes, the 
enclosure is the largest thing in the room and can 
really make a decorative statement,” she says.

In the kitchen, glass offers a contemporary 
feel and an easy way to add color without the 
maintenance and cleaning issues that come with 
traditional ceramic or stone tile, Gordon says. 
“It’s a real slick look,” he says.

“Glass gives a feeling of being high-end or up-
market,” Guinan adds.

Homeowners get creative with applications

By Christina Lewellen

Residential

Above: Homeowners are 
getting increasingly creative 

with their decorative glass 
applications, as shown 

in this private residence 
stairway project completed 
by Goldray Industries. See 
other project ideas in our 

online photo gallery.

p

Go to GlassMagazine.com to see  
a photo gallery of decorative glass  
applications in a home setting.

ONLINE

   

Retail Glass
Features and departments written specifically for glass shops that sell Features and departments written specifically for glass shops that sell 
to homeowners and combination shopsto homeowners and combination shops
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Direct-to-glass printing
The process of introducing a new product is never linear
By the editors of Glass Magazine

hat comes first, the process or the product? For 
General Glass International, Secaucus, N.J., the 
impetus to buy one of the first direct-to-glass 
printing machines in the United States came 
at GlassBuild America in 2007. Richard Balik, 
senior vice president of sales and co-owner, saw 
the machine, made by Dip Tech, Kfar Saba, 
Israel, at the Atlanta show. Once home, he passed 
around the article “GlassJet prints digital images 
directly on glass” (see Page 48, April 2008 issue). 
GGI signed the purchase order for the machine 
in August 2008.

You could also say that introducing “Alice”—
the name the company settled on for the machine 
after an intense creative naming process (see 
“�e how and why of the Alice brand” on Page 
38)—began 15 years earlier. �is family-owned 
glass company has re-invented itself many times 
in its 109-year history, but 1993 stands out as a 
“transformative” year, says David Balik, president 

and co-owner. �at year, the company closed the 
last sheet glass plant in the United States, in Jean-
nette, Pa., and bought the assets of Boss Glass, an 
East Coast distributor in Pine Brook, N.J. 

�ese two actions and related tactical moves 
kept the company well supplied during the glass 
shortage of 1994-95 and set the stage for a stra-
tegic repositioning. During this period, GGI also 
was a barge-load importer—a barge holds 500 
tons or about 25 truckloads—of polished wired 
glass, with a 45 percent U.S. market share.  

In 1997, GGI bought the assets of �e Glass 
Factory in Long Island, N.Y., thus entering the 
fabrication business. “Looking back, this four-
year period between Boss and �e Glass Fac-
tory, when we were deciding whether to acquire 
or grow a fabrication business, seemed to take 
forever,” says Ron Vance, senior vice president of 
operations. As did the next formative stage, 1997 
to 2002, culminating in the company’s decision 

About GGI’s Dip Tech
GlassJet is the first industrial direct-on-glass digital printer and uses solvent-based ceramic ink in an 
enamel color range that includes black, etch-like, white and spot colors. Printing speed is up to 30 square 
meters per hour, depending on the number of colors, coverage and layers of thickness with a print resolu-
tion of 360 dots per inch. Maximum glass size is 84 inches by 144 inches; minimum glass size is 3 inches 
by 12 inches; glass thickness is 5-19 millimeters. Graphic formats include: PDF, PS, EPS, Tiff, BMP, JPEG.
For more about Dip Tech and its capabilities, visit dip-tech.com.

Above: The direct-to-glass  
technology allows any 

design to be permanently 
printed on glass in a  

variety of ceramic ink 
colors and opacities.

w

   

Fabricated Glass 
Features and departments directed to fabricators, distributors Features and departments directed to fabricators, distributors 
andand manufacturers
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Circulation

Glass Magazine has a qualified circulation of 37,9211 

1	 Publisher’s projections for June 2009 Publishers Statement as of June 1, 2009.

Glass retailers 
12,197

Glazing contractors  
 9,582

Manufacturers and fabricators 
7,863

Architects, builders and developers
4,478

Consultants, testing labs 
1,474

Dealers and distributors
2,327
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Editorial Calendar

Succession Planning Metals, Finishes &
Fabrication

Machinery Metal Fabrication

� Contact your sales representative for details Content and deadlines subject to change without notice.

2009 Crystal Achievement Awards

Issue Focus

Editorial Submissions: May 15  |  Reserve Ad Space: June 20  |  Ad Materials: June 25

July/August

Trucks, Handling & 
Transporting

Storefronts &
Entrances

Mirrors Glass Laminating

Bonus Distribution at AAMA Meeting, Sept. 20–23; GlassBuild America, Sept. 30–Oct. 2
Editorial Submissions: July 10  |  Reserve Ad Space: Aug. 1  |  Ad Materials: Aug. 5 Show Catalog Combo Rate�

September

GlassBuild America 
Preview

Interior Glass Tools & Supplies Beveling & Edging

Bonus Distribution at GlassBuild America, Sept. 30–Oct. 2
Editorial Submissions: Aug. 11  |  Reserve Ad Space: Sept. 3  | Ad Materials: Sept. 5 Awards Sponsorship�

October

Editorial Submissions: Sept. 10  |  Reserve Ad Space: Oct. 3  |  Ad Materials: Oct. 7

November

Global Glass Update Adhesives & Sealants Hardware Glass Storage &
Handling

Editorial Submissions: Oct. 10  |  Reserve Ad Space: Nov. 3  |  Ad Materials: Nov. 6

December

2009 EDITORIAL CALENDAR
PAGE 2 OF 2

Revised 3–4–09
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Send your products, people, news and story ideas to the editor responsible for
our four industry segments—commercial, retail, auto and fabrication—or to the  

senior editor for appropriate distribution.

Anything sent by regular mail or overnight delivery should be addressed to the managing editor at:
National Glass Association

8200 Greensboro Dr., Suite 302
McLean, VA 22102

Any questions? Please contact:
Nicole Harris, Publisher

nharris@glass.org
703/442-4890 x172

Editor
Jenni Chase

jchase@glass.org
720/283-8202

Fax: 303/795-0038

Commercial/Fabrication Glass Editor
Katy Devlin

kdevlin@glass.org
612/386-7318

Retail Glass Editor
Christina Lewellen
clewellen@glass.org

585/786-2493

Managing Editor/News Editor
Fabrication Glass Editor

Sahely Mukerji
smukerji@glass.org
703/442-4890 x150
Fax: 703/442-7972
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Monthly in print
Magazine trim size . . . . . . . . . . . . . . . . . . . .                     8.125” wide x 10.875" tall
Perfect bound, 150 line screen

2-pg. Spread (allow .25" gutter) 
  Trim. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                16.25" wide x 10.875" tall    
  Bleed. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                16.5" wide x 11.125" tall
  Allow .375" safety area on all sides	

Half-Spread (allow .25" gutter)
  Trim. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  16.25" wide x 5.05" tall    
  Bleed. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 16.5" wide x 5.175" tall
  Allow .375" safety area at left, right, bottom	

Full Page 
  Trim. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                8.125" wide x 10.875" tall
  Bleed . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              8.375" wide x 11.125" tall
  Allow .375" safety area on all sides	

2/3 Page Vertical . . . . . . . . . . . . . . . . . . . . . . . . . . .                          4.5" wide x 9.75" tall
  Bleed. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                5.25" wide x 11.125" tall
  Allow .375" safety area on bleed edge and bottom	

1/2 Page Horizontal	 7.25" wide x 4.5" tall
  Bleed	 8.375" wide x 5.175" tall
  Allow .375" safety area at left, right and bottom	

1/2 Page Vertical . . . . . . . . . . . . . . . . . . . . . . . . . . .                          3.5" wide x 9.75" tall
  Bleed. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                4.25" wide x 11.125" tall
  Allow .375" safety area on bleed edge, top and bottom	
1/2 Page Island . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              4.5" wide x 7" tall

1/3 Page Vertical . . . . . . . . . . . . . . . . . . . . . . . . .                          2.25" wide  x 9.75" tall
  Bleed	 3" wide x 11.125" tall
  Allow .375" safety area on bleed edge, top and bottom	
1/3 Page Square. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .4.5" x 4.5" square

Gallery Ad. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   3.5" wide x 3" tall

Electronic Media
We can accept PC or Macintosh versions of any of these software 
programs (in order of preference):
• PDF/X-4
• PDF/X-1a
• PDF—saved at 300 dpi or higher; all color items must be created as 

CMYK (process colors), composite only; embed all fonts; no OPI
• Adobe InDesign CS3 (version 5.0 or lower)
• Quark XPress  (version 6.5 or lower)
• Photoshop—min. 260 dpi; saved as TIF, EPS or JPG
• EPS files with all fonts converted to outlines and graphics embedded

For each ad submitted, do one of the following:
• Fax a copy to 703/442-7972; please indicate the name of the 

magazine and issue in which the ad is to run.

• Include a low-resolution PDF or JPG with your email for 
proofing purposes.

• For native InDesign or Quark files—include layout, linked 
pictures, embedded pictures, screen fonts and printer fonts 

Color Settings 
All color used in the file must be a process build of CMYK (cyan, 
magenta, yellow, black). RGB images and Pantone colors will 
be converted to CMYK or closest process match. One Pantone 
color per ad may be printed for an add’l net charge of $450 per 
insertion. Contact your sales representative for details.

Color Proofs
Color proofs are not required for ads supplied electronically, 
but are strongly recommended. NGA will not guarantee final 
color of digital ads unless some type of press-ready color proof 
is supplied. Color lasers can only be used for file comparison 
purposes. 

Delivery Options
1.  E-mail files to:  gmads@glass.org 

First-time advertisers should send a second email without 
the attachment to confirm receipt of the materials. Fax a copy 
of the ad to 703/442-7972 or send a low-resolution PDF or 
JPG for proofing purposes. If a size limit has been placed on 
your address, refer to Option 2 as an alternative. Maximum 
attachment size accepted by NGA is 10 mb. 

2.  Upload files via the Web:

• Go to http://teamworks.unitedlitho.com
• Enter the user name: glasmaga
• Enter password: glasmaga
• To select the appropriate magazine, click the small square 

next to the folder icon, then click the folder icon itself.
• Select the issue in which the ad is to appear.
• Select the advertising folder.
• Click the first green button labeled “Upload” in the icon list at 

the far left and follow the instructions on screen.
• When the upload is complete, click the logout text in the 

upper right corner of the screen.

A PDF of these instructions can be downloaded from  
www.GlassMagazine.com. Go to the Advertising section and 
select the last option “Upload Ads” from the drop-down menu.

3.  Send CDs with laser proof to:  
National Glass Association
Attn: Production Manager
8200 Greensboro Dr., Suite 302 
McLean, VA 22102-3881
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Advertising Opportunities

Weekly in electronic newsletter
e-glass weekly™ is distributed every Tuesday to more than 14,000 glass industry executives 
and decision-makers, including commercial glaziers and architects, retail glass companies, 
auto glass replacement and repair and fabricators, manufacturers and distributors.

e-glass weekly survey highlights tell the story1

•	 90% excellent to good rating for coverage of important industry news and trends

•	 80% said e-glass weekly is relevant and useful

•	 80% said the e-newsletter’s length is “about right”

•	 70% read it to keep up breaking industry news

•	 61% said a once-a-week email is plenty!

Banner
Size: 475 pixels wide x 100 pixels tall
 

Skyscraper
Size: 124 pixels wide x 475 pixels tall
 

Prepare Your Ad
Color Mode: RGB

Accepted file formats: JP or  GIF 
File Size: Less than 20KB preferable

Submit Your Ad
Email your ad and the Web address to which the ad 
should be linked to bmoorman@glass.org at least one 
week before start date. Questions? Call Beth Moorman at 
703/442-4890 x122.

Contact a member of the sales team for prices.

1 Source: Publisher’s own data.
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Advertising Opportunities

Daily on GlassMagazine.com
Search Sponsor
•	 Positioned adjacent to the search field, on every page
•	 Guaranteed to appear “above the fold”
•	 Limited to text (name of company) and small logo ONLY
•	 Exclusive position

Square
•	 Positioned in the right column, on every page
•	 Will typically appear “above the fold”
•	 Size: 250 pixels wide x 250 pixels tall

Leaderboard
•	 Appears on the Home Page ONLY
•	 Positioned in the middle of the content for excellent visibility
•	 Will typically appear “above the fold”
•	 Size: 728 pixels wide x 90 pixels tall

Skyscraper
•	 Appears on every page EXCEPT the Home Page
•	 Positioned in the left column
•	 At least part of the ad will typically appear “above the fold”
•	 Size: 120 pixels wide x 600 pixels tall

Photo Gallery Sponsor
Speak to a member of the sales team for  
sponsorship opportunities.

Additional Info
Contact a member of the sales team for prices.

Ads rotate with other ads, unless noted. No more than two ads 
will rotate in a given position at any time. Exclusive positioning 
available.  

Accepted file formats: JPGs, GIFs, animated GIFs.  

We will provide you with a monthly recap of statistics for 
your ad, including unique visitors and clicks.

Email your ad and the Web address to which the ad should be 
linked to bmoorman@glass.org at least one week before start 
date. Questions? Call Beth Moorman at 703/442-4890 x122.
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Advertising Opportunities

GlassBuild America Show Catalog

Glass Magazine produces the official directory for the industry’s largest
trade show in the Americas—and advertisers benefit!  

The GlassBuild America Show Catalog—a handy 6-by-9-inch guide—is used by thousands 
of attendees from around the world who come to the show ready to buy. In 2009, GlassBuild 
America is back in Atlanta, Georgia, Sept. 30 - Oct. 2.		

Here’s why your ad belongs in the GlassBuild America Show Catalog:Here’s why your ad belongs in the GlassBuild America Show Catalog:Here’s why

•	 Impact:  More than 9,000 attendees from the entire
vertical marketplace, including 

– Glazing Contractors 

– Dealers of Glass, Mirrors, and Bath Enclosures 

– Dealers of Windows & Doors 

– Dealers of Auto Glass Replacement and Repair

– Glass, Window and Door Manufacturers and Fabricators      

•	 Visibility: Attendees use this guide to help them navigate the
trade show and all the other activities during the trade show.

•	 Credibility: Organized by the National Glass Association, and hosted with partner orga-
nizations, the American Architectural Manufacturers Association (AAMA), the Glass Asso-
ciation of North America (GANA), the Insulating Glass Manufacturers Alliance (IGMA) and
the Bath Enclosure Manufacturers Association (BEMA).

•	 Size and scope: Listed as one of the Top 200 trade shows in the U.S. by Tradeshow 
Week magazine for the past 4 years; covering more than 200,000 net square feet and   Week magazine for the past 4 years; covering more than 200,000 net square feet and   Week
400+ exhibiting companies.  

Don’t miss this annual opportunity to get your message to buyers. If you’re a Glass Magazine 
advertiser, you get extra visibility at special combination rates.  

n When you place a display ad in both August and September issues you receive:

An ad of the same size and color in the show catalog for only $375 

n When you place a display ad in one of these issues you receive:

An ad of the same size and color in the show catalog for only $625
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Western U.S. & Canada, Asia
Chris Hodges & Mike Reier

410/893-8003
chodges@executivepublishing.com
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Advertising Opportunities

October awards issue
Honor outstanding achievements
Congratulate industry innovation in commercial, retail and 
fabrication glass businesses.  Crystal Achievement Award 
sponsors are recognized in the October issue and at GlassBuild
America in Atlanta.

Categories include:

•	 New industry products, systems and applications, ranging from curtain wall systems
and shower enclosures to machinery and tools

•	 Print and electronic marketing and advertising campaigns, web sites, retail show rooms
and plant layouts 

Display advertisers placing a half-page ad or larger in the October issue may purchase an
additional full page 4-color ad for  $1,150 net.

Display advertisers placing a third-page or Gallery ad in the October issue may purchase an
additional full page 4-color ad for  $1,435 net.



For all Non-Display print and online advertising, please contact
Jeff Smith at 540/234-9624

jsmith@glass.org

Sales Team
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Suppliers Guide & Classifieds

Suppliers Guide
The industry’s most comprehensive directory!

The Suppliers Guide section is the industry’s 
supplier directory, appearing monthly except for 
March when the entire magazine becomes the Sour-
ceBook.

Advertisers can add company listings for the entire 
year at a minimal cost and also choose from display 
advertising options. For additional, online exposure, 
you can also combine your listings with eSource-
Book.net which allows you to update your listings 
whenever you need to.

For more information and a complete list of categories, contact Jeff Smith at 540-234-9624 
or e-mail: SuppliersGuide@GlassMagazine.com

Classifieds
Advertise used items for sale or job openings!

Glass Magazine’s classified advertising is the indus-
try’s source for employment, business opportunities 
and used items for sale. 

Options include:

•	 Display advertising for extra exposure.			

•	 Combination rates when ads are placed in
both Glass Magazine and Window & Door.   

•	 Online advertising visibility at GlassMagazine.com

Advertise job openings in print and online at the NGA Employment Center to reach
all segments of the glass industry. The site features a “Career Alert” tool that sends
automatic emails to registered job seekers if your job matches their desired criteria. 

For more information, contact Jeff Smith at 540-234-9624 or e-mail:
Classifieds@GlassMagazine.com.

Suppliers guideSuppliers guide
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Eastern U.S. & Canada, Europe
Mike Reier & Kim Daniele
Executive Publishing
900-A South Main St., Suite 103
Tel: 410/893-8003
Fax: 410/893-8004 
Email: mreier@executivepublishing.com 
kdaniele@executivepublishing.com

Central U.S. & Canada
Don Johnson
Johnson Media Sales Ltd.
3501 S. Harlem Ave, Ste. 201
Berwyn, IL 60402 
Tel: 708/788-8270
Fax: 708/788-8273
Email: jms.ltd@sbcglobal.net

Western U.S. & Canada, Asia, South America
Chris Hodges & Mike Reier
Executive Publishing
900-A South Main St., Suite 103
Tel: 410/893-8003
Fax: 410/893-8004 
Email: chodges@executivepublishing.com 
mreier@executivepublishing.com
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How to Place an Ad

Step 1
Find the region in which your company is located.

Step 3
Contact your sales rep by phone, fax or e-mail for availability and pricing.

Western U.S. & Canada, Asia
Penny Hill
Kirstine & Co. Inc.
6615 E. Pacific Coast Hwy., Ste. 285
Long Beach, CA 90803
Tel: 562/493-5434, ext. 102 
Fax: 562/493-1564
E-mail: pennyhill@kirstineco.com

Central U.S. & Canada
Don Johnson
Johnson Media Sales Ltd.
3501 S. Harlem Ave, Ste. 201
Berwyn, IL 60402
Tel: 708/788-8270 
Fax: 708/788-8273
E-mail: jms.ltd@sbcglobal.net

Eastern U.S. & Canada, Europe
Mike Reier 
Executive Publishing
900-A South Main St., Suite 103
Bel Air, MD 21014
Tel: 410/893-8003, ext. 17 
Fax: 410/893-8004
E-mail: mreier@executivepublishing.com

Step 2
Find the sales rep who handles that region.

Alaska, Arizona,
California, Colorado,

Hawaii, Idaho,
Montana, New

Mexico, Nevada,
Oregon, Texas, Utah,

Washington,
Wyoming

Alberta, 
British Columbia,

Saskatchewan

Asia, Australia,
Mexico

Alabama, Arkansas, Connecticut,
District of Columbia, Delaware,
Florida, Georgia, Kentucky, Louisiana,
Massachusetts, Maryland, Maine,
Missouri, Mississippi, North Carolina,
New Hampshire, New Jersey, New York,
Oklahoma, Pennsylvania, Rhode
Island, South Carolina, Tennessee,
Virginia, Vermont, West Virginia

Quebec, New Brunswick

Europe

Iowa, Illinois, Indiana, Kansas, Michigan,Minnesota, 
North Dakota, Nebraska, Ohio, South Dakota, Wisconsin

Ontario, Manitoba

�

�

�

Step 1
Find the region in which your company is located.

Step 2
Find the sales rep who handles that region.

Step 3
Contact your sales rep by phone, fax or e-mail for availability and pricing.




