
WHY ADVERTISE IN ACCESSORIES MAGAZINE? 
The most important fact to know about advertising in Accessories magazine? It works!

Accessories magazine is the only publication devoted exclusively to your business: AAcccceessssoorriieess!! Our extensive
menu of features, retailer roundups, surveys, proprietary industry reports, profiles, advanced trends and fashion visuals offers an
overview of the entire accessories market unavailable from any other source. Accessories also carries more advertising from
accessories manufacturers and wholesalers than all other trade publications combined. 

Accessories is very focused. Our primary business is accessories, providing useful and relevant information about
accessories—not apparel. Our retail readers all buy accessories. In fact, we can tell you exactly how many of them have buying
responsibilities or influence over the purchase of your products. 

Accessories is important to your retail partners. Unlike other publications or sections, which exist only to generate
advertising revenue, Accessories provides information, trends and news to the business which we serve. 

An ad in Accessories magazine makes your phone ring (and your in-box fill up), brings business to your reps and makes the item 
you feature an instant winner. 

Advertising contacts: 

Lorrie Frost: Publisher/Director, Accessories Division, BJI Fashion Group, 212-710-7408, lorrief@busjour.com 
Sherie Dolinoy: Associate Publisher, 212-710-7410, sheried@busjour.com 

The Sak Brand Group
focuses on innovation of
materials and textures,
always evolving its effort-
less chic American style.
Its “fab lab,” or fabric 
laboratory, is one way it
reinvents its brand DNA
of textures to maintain
individuality. Design
concepts for
Spring 2011
include 4th of July,
Born in the USA,
New School of
Charm, Romantics
and Modern
Geometry. These
concepts fit into
each of the company’s six brands in different ways, using silhouettes likedevice-friendly crossbodies and back-packs, drawstring buckets,satchels and duffels that

leave your hands free.
Fabrications include crochet,soft woven or textured
leathers, and eco–nylon in
varied colors and treatmentslike tie dyes, metallics, neu-trals, florals, exotics and
brights. Overall, The Sak
keeps to its roots, reinvent-ing iconic styles through
color, fabrication and pro-
portion for a new touch onsomething familiar.

The Sak 
Brand Group
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To Dye
For 
Tie dye has shed its
hippie roots and
evolved to elegant
forms. Elliott

Lucca’s Millana
Drawbucket in
Twilight Tie Dye
captures Spring’s
rich blue hues.

Touché,
Crochet!
Crochet is hot for
Spring, revealing the
body in sensual ways,
yet still looking crafty
and earthy. The Sak’s
Flora Satchel in
Bamboo embodies
this spirit, with pretty,
dimensional flowers.

3

Bold Blooms
Flowers continue to bloom 
all over the runways in
sophisticated ways. Sakroots
Artist Circle Femme Backpack
is functional with lots of
femininity.
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This Page:

Earrings and

necklaces, Camilla

James; Three tone

leaf  necklace, a.v.

max;  Bracelet, Lena

Bernard; Ring,

Nissa; Scarf, Cejon;

Jacket, stylestalker;

Leather jumper,

Cheairs. 

Opposite Page:

Earrings, Chelsea

Taylor; Cuffs, Young

and Ng; Necklace,

Anaikka; Bag,

Romygold; Knit tank,

Shipley & Halmos;

Jacket, Eva Franco;

Skirt, Rachel Gilbert
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SEARLE
New York; Rick Weinstein, VP/Director of

Merchandising/Sales/Marketing

On optimism: I am “cautiously optimistic.” If there is a reason to

shop—whether for holiday parties or gift giving—there’s a likelihood

that the customer will come out to shop. If

she doesn’t have a reason, you need to

give her one. 

On pricepoints: I’m trading up. The

customer with money is still shopping and

she’ll always pay for something special.

Having said that, I always make sure that

we also have special things at a broad

range of pricepoints; we don’t like to turn anyone away. I am always on

the hunt for novelty. Now more than ever, if

it’s in her closet she won’t buy.

On missed opportunities: Last year

we sold out of fashionable weatherproof

boots and are going after that this year in a

bigger way, going a bit funkier to layer in

with my classic looks. Fur accessories—

both real and faux—also sold out early.

Regarding fur, this will be the second year

for the trend, so I’m buying selectively. 

The next It bag? I am definitely trading

up, especially in my handbag department;

I’ve been selling exotics like never before

and I I love the authentic skin clutches by

Paola Dangond from Colombia. I’m adding

new handbag designers. I’m trying to create the next It bag.

Always expanding: I’m always growing our scarf and hat

department and this winter we’re very excited about knitted fur

aviators, slouchy hand knit berets and ski caps with appliqués. At

Searle, coldweather and fashion go hand 

in hand.

To drive impulse buys: We’re adding

more perfume, jewelry and items of the day

to drive sales. We focus on one item every

day that is selling well, bring it up to the

wrap desk so everyone gets to eyeball it.

It tends to make it sell exponentially better.

NEIMAN MARCUS 

Ken Downing, Fashion Director 

A new lady: The idea of ladylike polish for women of every age is

tremendous and it’s influencing everything, from the top-handle bag to

gloves to pumps to a clutch for a younger customer. 

Color: Our customer really responds to color, and we’re going after

bordeaux, roses, wines, purples and reds—from brilliant reds to deep

reds—in a big way. The reds are a

great transition from spring’s corals

but with a more saturated palette.

Color-blocked handbags are all over

the runways, particularly in exotic

skins, but it’s not a patchwork ’70s

effect, it’s more graphic and artful. 

Jewelry newness: We’re crazy

about gold now, particularly from Hervé van der Straeten,

a famous furniture designer who has embarked on jewelry.

He does amazing pounded fashion gold jewelry with light-

as-a-feather cuffs and interesting earrings. The button earring has also

made a big resurgence, particularly because of all the high rufffled and

lace blouse collars. 

There’s also a return to fashion stones that

look like fine gemstones (i.e. cabochon cut).

We also saw an immediate response to

sapphires and blues after Prince William gave

Diana’s ring to Kate. That sapphire looks

perfect with peacocks, teals and emeralds. 

The must-have: Every designer is doing

their iPad cover, and we’re doing them in a

much bigger way this year in leathers and

even a very novel one in cable-knit

cashmere by Katrin Leuze.

For resort, we’re seeing

bold citrus colors, hot pink

and even neon. 

The new fur: I’m very

excited about the fur

chubbies; a 3/4 sleeve that

you just toss over your

shoulder. Very ’30s/’40s

Hollywood Glam. 

Store Savvy
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A spot check of retailers around the country revealed ‘cautious optimism’

in the air and an intense hunt for newness. We check the list twice. HHOOLLIIDDAAYY  HHIITT  LLIISSTT

From top: Marc by Marc

Jacobs tech; Karen Lauze

iPad case; Hervé van der

Staeten cuffs; Oscar de la

Renta earrings

From top: Paola Dangond 

clutch; Jo Gordon red beret;

Nobis slouchy knit beret 

THE MAGAZINE
Who we are: Published 6x a year, Accessories magazine
is the leading trade publication in the fashion accessories
industry, and has been in business since 1908. Serving the
$32 billion accessories industry, the magazine acts as the
conduit between retailers and manufacturers by providing a
timely, relevant and analytical editorial perspective to this
rapidly changing business. 

What we do: Readers rely on Accessories magazine. We
are an invaluable resource, delivering up-to-the-minute
coverage on all categories of accessories, including
handbags, jewelry, watches, belts, scarves, hosiery, small
leathergoods, eyewear, hats, hairgoods, rainwear/umbrellas,
casual footwear and coldweather merchandise. Our editors
are experts in the field and come from multi-faceted
backgrounds in the fashion industry. Their experience
enables them to report on topics that both impact the
industry and provide marketing direction. 

Who we reach: More than 75% of our readership is
comprised of retailers and e-tailers. Our audited circulation
includes presidents, GMMs, DMMs and buyers from every
class of trade: department stores, specialty stores, specialty
chains, mass merchants, catalogs, corporate buying offices,
shoe stores, leathergoods stores, gift stores, museums, duty
free shops, home shopping, e-commerce sites and more.



JANUARY/FEBRUARY
Summer Market Week: January 9-13, 2012

Dept Store Buys: Jan 30-Feb 3, 2012

Annual Merchants Hall of Fame

Directions Trend Forecasting: Fall/Winter 2012-13

AccessoriesTheShow: Line Preview Section

Special Supplement: Wall Calendar of 2012 Events

Bonus Distribution: AccessoriesTheShow (New York & Las Vegas)
Atlanta, Chicago, Dallas, Los Angeles, San Francisco, New York Gift
Fair, Accessories Buildings during New York Market Week,
AccessoriesTheShow Pavilion (New York in February)
Ad close: November 23 Files due: December 2

MARCH
Fall I Market Week: March 5-9, 2012
Annual Industry Census Report

International Trade Show Section

Special Section: Made in America

Bonus Distribution: Atlanta, Chicago, Dallas, Los Angeles, 
Accessories Buildings during New York Market Week
Ad close: January 24 Files due: February 3

APRIL
Special Section: Retailer of the Year

Ad close: February 24 Files due: March 2

MAY
Fall II Market Week: May 7-11, 2012
AccessoriesTheShow: Line Preview Section

Insert: FABB Program

Bonus Distribution: AccessoriesTheShow, FABB, Atlanta, Dallas,
Los Angeles, Accessories Buildings during New York Market Week
Ad close: March 23 Files due: April 2

AUGUST
Holiday/Resort Market Week: August 6-10, 2012

Special Section: Top Luxury Brands

Directions Trend Forecasting: Spring/Summer 2013

AccessoriesTheShow: Line Preview Section

Bonus Distribution: AccessoriesTheShow (New York & Las Vegas),
Atlanta, Chicago, Dallas, Los Angeles, San Francisco, New York Gift
Fair, Accessories Buildings during New York Market Week,
AccessoriesTheShow Pavilion (New York in September)
Ad close: June 22 Files due: July 2

NOVEMBER
Spring Market Week: November 5-9, 2012
Top 100 Accessories Brands & Players

Top Pureplay E-tailers for Accessories 

Bonus Distribution: Accessories Buildings during 
New York Market
Ad close: September 24 Files due: October 3

ACCESSORIES2012EDITORIALCALENDAR

Created over 30 years ago

by owner and president

Errol Devli, the family-run New York-based

company remains the leading resource for

evening and casual day handbags and shoes. 

“Sasha prides itself on trend analysis, 

attention to detail,

design development

and a variety of prod-

uct that is second to

none,” says Devli. 

As an international

company, Sasha has

branch offices in New

York, Montreal,

Istanbul and Hong

Kong, China. The

China offices have full

staffs dedicated to

research and develop-

ment, merchandising, 

sourcing, operations

and production man-

agement, and a full

quality control team.

The company’s brands

include Sasha, Sashu,

Stephanie Nicole,

DiViaggio, Beverly Hills

Polo Club, Dollhouse.

Sasha 
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Classic
Beauty
A structured tote with

exotic embossed

ostrich offers a fresh

take on a classic

Bohemian
Rhapsody
Ombre ribbon flowers

adorn this polished wood

handle clutch, that goes

from day to evening in

beautiful style

2

1

3
In Full Bloom
This nature inspired satchel emulates

the essence of Spring with sculpted

wood handles and an oversized perfect

petal flower

ince Camuto is undoubtedly one of

the most powerful men in the

footwear industry. After creating Nine

West and turning it into a $2 billion

company, he built the Greenwich,

Conn.-based Camuto Group into a

powerhouse that controls over 

$2.5 billion at retail and holds the

$750 million Jessica Simpson

master license and its 22 categories,

as well as footwear divisions like

Tory Burch, BCBG and countless other brands and private label for 5,400

department stores and retailers around the world. But after bringing all

these other brands to great heights, Vince Camuto has finally stepped

into the consumer spotlight with his own.

The Vince Camuto brand trajectory has been nothing short of

explosive. What started as a footwear launch in 2008 has turned into

a multi-classification, department store lifestyle brand in just three

years, with international freestanding retail stores and a thriving 

e-commerce site. At latest count, the Vince Camuto brand has 17

classifications: footwear, handbags, small leathergoods, optical,

sunwear, jewelry, belts, hats, coldweather, sportswear, dresses,

outerwear, fragrance and home, with men’s fragrance, coats and

eyewear coming in 2012 and 2013. Legwear intimates and watches

are also in the works. 

But while the industry calls him a legend and celebrities scramble

to have him back their brand, does the average woman on the street

know his name? If she doesn’t already, she will soon. 

To throw out some impressive numbers, sales of Vince Camuto

footwear grew 550% in 2010, and Camuto says that figure will double in

2011. Plans for the other classifications are equally ambitious, and

Camuto Group has embarked on an aggressive multi-platform

advertising and marketing campaign to bring the brand name and its

vision to the public. In addition to a 30-second fragrance TV ad, there

are ads in major consumer fashion and lifestyle magazines, not to

mention billboards, scheduled for the fall. But as one Vince Camuto

PROFILE VINCE CAMUTO
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REINVENTING VINCE
AFTER LAUNCHING COUNTLESS BRANDS FOR OTHER PEOPLE, VINCE CAMUTO

IS FINALLY STEPPING INTO THE SPOTLIGHT WITH HIS OWN. AND THE VINCE CAMUTO

LIFESTYLE BRAND MIGHT JUST BE HIS BIGGEST ACT YET.  BY LAUREN PARKER

SPRING/SUMMER 2012 ACCESSORIES TRENDS

MATERIALS  • Lamé • Satin • “Missoni” knits • Metallic finishes • Patent leather • Exotic skins

SUGGESTED DELIVERY: JUNE DELIVERY JULY IN-STORE
This club�loving dance queen is the attention desiring, glamorous super star of

the bunch—a throwback to the wild nights of Studio 54 during the ’70s and

early ’80s.  She hustles and flows from day and into night in slinky satin

jumpsuits, and shows off peeks of skin though open�back designs, shoulder

cut�outs, halter and keyhole necklines in a rich jewel tone palette.  Big, bold

accessories make a statement, especially in oversized shoulder duster earrings

and mega�high platforms, while smaller scale club bags on chains allow her a

hands�free night of dancing.  Accessories shimmer and shine in metallic

finishes and glossy lustrous finishes. She is ready to bring life back into the

world, one dance move at a time.

DISCO DIVA

JEWELRY
• Mesh metal netting

• Ultra-long necklaces

• Oversized discs

• Snake and fluid chains

• Geometric shapes

• Rhinestone balls

HANDBAGS
• Disco/bar bags

• Half moon flap clutches

• Cross body styles

• Metal minaudieres and 

structured clutches

• Metallic exotics on 

snake chain

• East/West patent 

wristlets

BELTS
• Metallic gold exotics

• Wide cinch styles with 

tassels

• Rhinestone closures

• Wide fabric bow sash 

styles

• Stretch sequin

• Leather and gold link 

chains

HATS AND
HAIRGOODS
• Silk turban styles

• Oversized brims

• Sequin disc fascinators

• Patent and sequin 

headbands

• Printed silk and crochet

head wraps 

• Metallic straws and 

leathers

SCARVES
• Metallic bias-cut 

oblongs

• Sequins on chiffon 

• Super skinny net 

oblongs

• Geometric prints

on silk 

EYEWEAR
• Silver and gold mirror 

lenses

• Round/circular lenses

• Metal aviators

• Oversized styles with 

drop temples

• Glitter and rhinestone 

frames

• Oversized with thick 

oval frames

LEGWEAR
• Metallic leggings

• Sheer hose

• Printed opaques

• Metallic threading in 

socks and hosiery

• Sequin and rhinestone 

embellishments

Louis Vuitton

Armani
Prive

Louis
VuittonTROPICAL TRAVELER

SPRING/SUMMER 2012 ACCESSORIES TRENDS

MATERIALS • Chiffon prints • Silk fringe and netting • Pleated and crinkled fabrics • Exotics • Laser-cut leathers • Wicker, straw and palm

SUGGESTED DELIVERY: APRIL/MAY DELIVERY JUNE IN-STORE
As the season heats up so does she. This island hopping, nature loving,

exotic girl draws influences from across the globe especially from the Asian

tropics. The jungle villages of New Guinea, pristine beaches of Thailand,

species�rich rainforests of Vietnam and tropical flora and fauna throughout

Indonesia swirl into one, as this tropical traveler hops from rainforest depths

to turquoise waters' edge.  Asian flowers, palm leaves and tropical fruit

motifs are important prints as Nature's bounty is explored. Bright punches of

splashy citrus hues create a vibrant color palette inspired by nature itself.

Bold, statement�making accessories reference jungle tribes of the past,

enticing the culture�curious, Jet�setting woman of today. She has a zest for

life and travel, celebrates global fusion and embraces the beauty of nature

around her. She lives on island time.

Vanessa Bruno

Dior

August 2011/Accessories 5958 Accessories/August 201

Dior

JEWELRY
• Tribal statement 

necklaces

• Metal and feather fringe

bracelets and necklaces

• Rope and shell combos

• Fabric flowers 

• Seed bead tassels

• Wood beads and 

leather combos

• Fruit and vegetable 

motifs

HANDBAGS
• Straw buckets 

• Totes

• North/South cross-

body bags 

• Fringe on clutches

• Exotic skins 

• Drawstring styles

BELTS
• Soft leather and fabric 

sashes

• Skinny leather and 

fabric with flower 

details

• Shells on hemp

• Beaded stretch 

• Macramé with beads 

• Obi and satin wraps

HATS AND
HAIRGOODS
• Oversized straw and 

canvas sun hats 

• Flower hair clips

• Straw fedoras with 

printed ribbon bands

• Headbands with feather

and bead details 

• Turban styles and head 

wraps

• Woven crochet wide-

brim floppy hats

SCARVES
• Chiffon ombre dip dye 

and tie dye 

• Silk oblongs with fringe 

• Tassel, bead and 

paillette trims

• Crochet and net shawls

• Tropical and Asian 

floral prints 

EYEWEAR
• Oversized cat eyes

• Orange and purple 

lenses

• Multi-colored patterns 

on frames

• Oversized oval and 

rounded squares

• Oversized aviator styles

• Wayfarers

LEGWEAR
• Colored fishnets

• Printed hose

• Ankle socks with fringe,

feather and bead trims

• Sheer socks and 

leggings 

• Velvet burnout on hose

• Ribbon and leather ties 

on socks 

Prada

Dior

Missoni

Prada

Richard
Nicoll

Diane Von
Furstenberg

ACCESSORIES MAGAZINE/THE NPD GROUP, INC. 2010 CENSUS REPORT
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ACCESSORIES
CENSUS 2010

As the first December sales

figures began spilling in from

major retailers right after New Year’s,
economists and retail analysts were
speculating about what the holiday figures
signaled for future retail sales. The good
news was that same-store comparable
sales—a measure of retail health—were up
3.2% over 2009. But the December
increases fell short of what most analysts
had predicted—no thanks to a post
Christmas blizzard that hampered sales in
the highly populated Northeast.

Does the strongest holiday season in
three years portend an upswing in consumer
spending for 2011? Or did the miss in
projected sales increases indicate that
consumers were once again pulling back on
spending as a slow recovery and high
unemployment loom?

Those answers won’t be obvious until
later this year. But holiday results from
retailers and consumer sales across the

country for 2010 do confirm one thing:
women’s accessories have already
rebounded from the downturn during the
Great Recession.

December and January sales results from
the 28 largest retailers—even those that
posted disappointing sales overall—revealed
that accessories were among the top sellers,
such as jewelry and watches.

This year’s Annual Census Report is
unequivocal about the state of the
accessories industry—consumers are
definitely spending on them again, thank
you very much.

Accessories magazine and leading
consumer research firm The NPD Group,
Inc. partnered once again to bring you this
comprehensive view of the accessories
industry. The compiled 2010 sales results
provide an in-depth look at better-than-
expected accessories industry results.

This report fuses Accessories’ proprietary
industry research with NPD statistics.

NPD—through its retail sales tracking
services and consumer panels—compiled
data on what consumers purchased across
all retail channels, which encompass 90% of
all accessories sold in the United States. 

“NPD is delighted to continue our
partnership with Accessories magazine,”
says Mike Kuhl, senior vice president,
fashion at NPD. “Not only do we value our
relationship with the magazine, we also look
forward to providing more accessories
retailers and manufacturers with world-class
solutions to help guide their businesses. We
are committed to providing a greater depth
of insights with continued investments in
and enhancements to our products and
services.”

In fact, over the past 12 months, NPD has
increased its investment by “staffing up our
client team, expanding our consumer
tracking service into Canada, as well
acquiring the premium watch and jewelry
tracking service LGI Network.”

Statistics from the retail and consumer community 
are clear:  the U.S. recovery may be inching up but the

accessories industry is rebounding in stride

Handbags 28.05% 

Belts 1.17% 

Umbrellas .67% 

Scarves 3.57% 

Hats 2.99% 

Hosiery 9.03% 

Jewelry 30.09% 

Sunglasses 5.65% 

Small Leathergoods 8.13% 

Watches 5.84% 

Gloves 1.70% 

Slippers 2.11% 

2011 Projected Market Share by Classification*

* Projections provided by Accessories Magazine 



ACCESSORIESMAGAZINE.COM
All rates are net and are for one month per spot. You can buy more than one spot.
Ads will float between positions and will appear on all pages within the site.
All ads will go live the 16th of the month.

Rate Number of spots available

Leaderboard (728x90 or 1000x90) $1,850 1 per month

Rectangle (300x250) $850 1 per month

Welcome Ad (640x480) $3,000 2 per month, runs for a week

Video $2,400 1 per month

Item of the Day (660x1000) $350 Sponsored Fridays: 1 per Friday
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Full Page

ACCESSORIES2012RATECARD

1X 3X 6X Dimensions (inches)

Full Page B/W $7,410 $5,950 $5,235 8.25 x 11 trims to 8 x 10.75

4/C $8,740 $7,280 $6,565

2/3 Page or 1/2 Island B/W $5,115 $4,105 $3,610 4.75 x 9.875 (2/3 vertical)

4/C $6,315 $5,315 $4,820 4.75 x 7.5 (1/2 island)

1/2 Page Horizontal B/W $4,520 $3,630 $3,195 7.25 x 4.75  (horizontal)

4/C $5,730 $4,840 $4,405 

1/3 Page Square B/W $3,335 $2,680 $2,355 4.75 x 4.75 (square)

4/C $4,545 $3,890 $3,565

1/3 Page Vertical B/W $3,669 $2,945 $2,590 2.25 x 9.875 (vertical)

4/C $4,580 $4,275 $3,920

6 time special continuity package 1/3 4/Color square non-cancelable $2,450 net

ACCESSORIESMAGAZINE
All rates are gross and are per ad for an edition of Accessories.

Full page units include bleed at no extra charge. Cancellations will not be

accepted after the advertisng space closing date.

1 Page Bleed: 

8.25 x 11 trims to 8 x 10.75. Leave .25 safety.

2 Page Spread Bleed: 

16.5 x 11 trims to 16 x 10.75 

(Gutter at 8.125) Leave .25 inch safety for live matter.

2 Color Rates:

Black plus magenta, cyan or yellow – add $500 to b/w rate.

Preferred Positions:

Back Cover: $7,815 

Inside Back Cover, Inside Front Cover or Page 1: $7,975

ACCESSORIESNEWSFLASH
All rates are net and are for one month per spot. You can buy more than one spot.

Our cutting-edge newsletter is emailed out every business day.

All ads will go live the 16th of the month.

Rate Number of spots available

Banner (600x100) $1,350 1 per month

Rectangle (180x150) $850 1 per month

ONLINE MAGAZINE & NEWSFLASH PACKAGES
ACCESSORIESMAGAZINE.COM & ACCESSORIESNEWSFLASH

All rates are net.This package deal combines 1 ad that runs simultaneously on both the
website and News Flash in any given month. You can run separate creative.

Rate

Website Leaderboard (728x90 or 1000x90) and News Flash Banner (600x100) $3,000

Website Leaderboard (728x90 or 1000x90) and News Flash Rectangle (180x150) $2,500

Website Rectangle (300x250) and News Flash Banner (600x100) $2,000

Website Rectangle (300x250) and News Flash Rectangle (180x150) $1,350

ACCESSORIESTRENDFINDER
Rate is net. Price is for one picture, per trend. Two trends are featured for a one-week duration in 

Accessories Magazine’s News Flash and will remain on AccessoriesMagazine.com.

Rate Number of spots available

Trend Finder Ad Image (660x1000) $250 Unlimited

300 x 250 

1000 x 90

728 x 90

640 x 480

180 x 150 

600 x 100

FORMAT:

• Animated sequences
cannot loop more than
3 times.

• Maximum file size is
20K for leaderboard,
15K for all other ads.

• GIF or JPG files only.

FORMAT:

• Animated sequences cannot loop
more than 3 times.

• Maximum file size is 20K for
leaderboard, 15K for all other ads.

• GIF or JPG files only.

TRENDFINDER FORMAT:

• JPG files are required.



ACCESSORIES2012TERMS&PRODUCTION
PRODUCTION REQUIREMENTS

CANCELLATIONS WILL NOT BE
ACCEPTED AFTER THE ADVERTISING
SPACE CLOSING DATE.
Prepayment of the first advertisement is required for all
agencies, accounts and foreign advertisers who have
not established credit with the publisher. Payment
otherwise due within 30 days of billing. Agency
commission 15%. Production charges are non-
commissionable and are in addition to any quoted
space and color rate. If contract is not fulfilled within 12
months, advertiser is short-rated to the frequency rate
for the number of ads run. A delinquency charge  of
1.5% per month shall be added  to any amount in
arrears if not received prior to the next monthly billing
date, and thereafter to all amounts 30 days or more in
arrears until paid in full. Agency commissions 15%, on
print ads only. Online rates are all net.

Advertisers and/or agencies with accounts more
than 90 days past due will forfeit right to publication of
any further advertising until satisfactory payment is
made. Agency commission will also be forfeited.
Advertisers sent for collections are responsible for all
legal and collection costs.

Accessories magazine will discard advertising
materials one year after month of publication.

• Advertiser and advertising agency assume liability
for all content (including text, representation and
illustration) of advertisements printed, and also
assume responsibility for any claims arising therefrom
made against the publisher. The publisher reserves
the right to reject any advertising which he feels is
not in keeping with the standards of the publication.

• Customer understands that this publication is one of
many different available alternate advertising sources
and that occasional errors or omission or commission
occur and can not be corrected until the next issue. The
customer agrees that potential harm from an error of
omission or commission is speculative in nature and that
the rates offered by the company reflect value to each
individual advertiser not withstanding the fact that
occasional errors may occur. For these reasons, the
customer agrees that Business Journals Inc.’s liability for
damages arising from errors or omissions in the making
up or printing of its publications shall be limited to the
amount to be charged for such advertising.

The limitations of liability to Business Journals Inc., any
authorized sales agent, all employees of the company
and any affiliated companies, including any vendors
contracted by the company and applies to claims in
contract, tort, strict liability and specifically limit any
claims for loss of business, profits, and additional
consequential damages.

TERMS & CONDITIONS

Production Office:
Accessories magazine, Peg Eadie, Production Manager, 50 Day Street, Norwalk, CT 06854   Phone: 203-663-7838, Fax: 203-852-8175

Advertising Office:
Lorrie Frost, Publisher: Phone: 212-710-7408 • Sherie Dolinoy, Associate Publisher: Phone: 212-710-7410, Fax: 212-710-7454

ALL ADS IN PDF/X-1A:2001 FORMAT ONLY:
Hi-Res, printer ready PDF files created with PDF/X-1a:2001 setting in Acrobat 4 or later
with all fonts and images embedded. No native application files accepted.

Hi-Res PDF File Requirements:

1. Final PDF file and color images must be saved in CMYK. Black and White converted to
grayscale. No RGB, LAB or embedded color profiles accepted.

2. Spot colors MUST be converted to CMYK. No files with PMS spot colors accepted.

3. OPI must NEVER be included in the file.

4. Resolution: 300 DPI for all submitted images and files.

5. All ads must have position marks for non-bleed ads and trim and bleed marks for bleed ads.

AD DIMENSIONS (INCHES)

2 Page Spread Bleed: 16.5 x 11 trims to 16 x 10.75 
(Gutter at 8.125) Leave .25 inch safety for live matter.

Full Page Bleed: 8.25 x 11 trims to 8 x 10.75. Leave .25 safety.

Full Page Non-Bleed: 7x 9.875

2/3 Page Vertical: 4.75 x 9.875

1/2 Island: 4.75 x 7.5

1/2 Page Horizontal: 7.25 x 4.75

1/3 Page Square: 4.75 x 4.75

1/3 Page Vertical: 2.25 x 9.875

FTP UPLOAD INFORMATION:
One ad ONLY per PDF/X1a:2001 accepted.
(Spreads must be separated as two separate PDF files—and marked for left and right—
and a combined file must also be sent.)

NAMING YOUR ADVERTISING FILE:
Ensure that your filename does not contain any spaces or special characters. 
When naming your ad file for your company BrandX, use the following example,
with magazine name and issue date,
i.e. BrandX_Accessories_January Issue 2012 

UPLOAD ADS TO: 
www.dotgeneration.com:8000/login
user name: accessories_upload
no password
Your file must be a Hi-Res, Printer-Ready PDFx1a:2001

All ads should have a proof. The proof must be sized at 100%, look exactly as the
advertiser expects and be generated directly from the file you submit. Proofs MUST be
created with SWOP Web Offset gains. Publication not responsible for variance between
digital files. Proof must be screened at 150 line screen on publication base, color
calibration SWOP Standards, Density max 260%-280%. A color proof of the digital files will
be made if requested at cost to the advertiser or ad agency. All ads supplied without a
color proof will have one made (time permitting) at advertiser or ad agency’s expense.
Since client will not be able to sign off on the proof made, the publication is not responsible
for color of proof. Publication is not responsible for color or content of proofs or files that do
not conform to the specifications listed. Please confirm due dates with the production
department. If you have questions, and or problems with supplying a digital format, please
contact the Production Department. Please note: Charges will be made to advertiser or
agency at commercial rates for digital files that require operator intervention.
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