
EFFECTIVE THROUGH 2010

Now, more than ever, executives need to understand 
the trends that are shaping the manufacturing world.
Manufacturing Today helps North American companies
prosper in today’s ec onomic climate by explaining new
management and e-business tools, spotlighting growth
opportunities and sharing success stories.

Media Guide & Planner >



Manufacturing Today is all about Best Practices in areas such as cus-
tomer focus, supply chain management, environmental control, new
technology and human resources. The magazine monitors the fast-
changing marketplace for manufactured goods and analyzes eff ective
strategies of the most successful firms. These case studies serve as a
benchmarking tool across the vast industry spectrum.

The Readers >

ABOUT THE MAGAZINE  /  READERSHIP

Manufacturing Today’s 36,000 readers
are presidents, CEOs, GMs, directors,
chairmen and other high-ranking 
executives in the largest and most 
successful manufacturing companies
across North America. Working at  loca-
tions with 100 or more employees 
and $10 million or more in annual rev-
enue, readers have significant impact
regarding decision-making and 
purchasing power. In fact, readers’
operations average $500 million in
annual revenue. 

Readers work in all aspects of this
expansive industry – from aerospace
to electronics to chemicals to trans-

portation to consumer products. 
No other publication offers top

manufacturing executives this unique
blend of Best Practices, case studies
and real-world management advice.
Readers benefit from learning not
only about the end results of featured
companies’ success stories, but also
from gathering  knowledge about the
processes and procedures that lead 
to success.

Through extensive, timely coverage
of Best Practices and presentation of
understandable management tips,
Manufacturing Today is top executives’
guide through these exciting times.

In each issue of Manufacturing Today 
our editors:
>Talk one-on-one with the leaders and 
top-thinkers in manufacturing.
> Explain, as opposed to merely report, 
industry news and events.
> Profile companies, facilities and executives
who have made strides in Best Practices.
>Review the implications that en hanced 
information technology has on the industry.
>Explore topics of most relevant concern to
executives, like lean manufacturing.
>Correlate the impact that events in
Washington, DC are likely to have on readers.
>Provide in-depth coverage of Six Sigma, ISO
9000  and other quality concepts.
>Suggest ways to reduce costs and improve
efficiencies in the supply chain.

MEDIA KIT 2010

(A.) Job Title
• 60.3% / President, CEO, GM, Director
• 19.9% / Vice Presidents
• 10.2% / CFO, Controller, Director of Finance
• 9.6% / Manager and other

(B.) Employee Size
• 50.4% / 500 - 999
• 22.4% / 200 - 499
• 20.6% / 1,000 - 2,499
• 6.6% / 2,500 +

(C.) Annual Revenue
• 100% / 10 Million Plus

(A.) (B.) (C.)



EDITORIAL CALENDAR & SPECIAL INFORMATION MEDIA KIT 2010

2010 Editorial Calendar >

WINTER

SPRING

SUMMER

FALL 

A Wider Lens

Your Competitive Edge
in the Global Marketplace

Strategic Outsourcing

What to Know 
About Mexico

Attracting the 
Global Marketplace

Lessons in
Leadership

Cultivating 
Specialized Labor

How Can Innovation
Transform Your Culture?

New Leadership and
Communication Styles

Making Green
After Going Green

Improvements 
with Impact

The Cost of Productivity

Key Variables to Measure

Managing Capacity 
for Profit

Practicing Continuous
Improvement

Jumpstart for
Manufacturing

An Energy Policy 
for Manufacturing 

Necessary Innovations 
for the Industry

A Spotlight on Automotive 

New Business Models That
Support U.S. Manufacturing

These conditions shall apply to all insertion orders for
advertisements submitted by the Advertiser and
accepted for publication by the Publisher. All insertion
orders for advertisements are accepted subject to the
Pub lisher's approval of the copy and to the space
being available.

The Publisher reserves the right to omit or suspend
an advertisement at any time for good cause as it deter-
mines in its sole discretion, in which case no claim on 
the part of the Advertiser for damages or breach of 
contract shall arise.

Acceptance of an advertisement for publication by
the Publisher does not constitute endorsement or
approval by the Publisher of any product or ser vice
advertised.

All copy MUST be received by the stated dates. In the
event of non-receipt of copy, the Publisher re serves the
right to repeat existing copy held or to compose “gener-
ic” advertsing for the Advertiser.  Time shall be of the
essence in respect of all obligations undertaken by 
the Advertiser. Failure to timely submit copy to the
Publisher shall not re lieve the Ad vertiser from liability
for the cost of the advertisement.  

Every care is taken to avoid mistakes, but the Pub -
lisher cannot accept liability for any errors due to third
parties, subcontractors or inaccurate copy instructions.
Claims of errors in finished orders will only be consid-

ered if the Advertiser has previously affirmatively sub-
mitted copy and/or approved the proof, the advertise-
ment deviates from the submitted copy and/or app roved
proof, and notification of the error is re ceived in writing
within ten days of receipt of invoice. The Ad vertiser
accepts full responsibility for all content it submits to the
Publisher (including text, representations, illustrations
and advertisements) and agrees to in demnify and hold
harmless the Publisher against all actions, costs, claims,
proceedings, damages and liabilities whatsoever
incurred by the Pub lish er as a result of the publication 
of any material supplied or app roved by the Advertiser.

The Publisher shall not be liable for any financial, 
consequential or indirect loss or damages suffered 
by the Advertiser as a result of any act or om ission of
the Publisher. 

The liability of the Publisher in respect of any breach
of its obligations pursuant to this contract shall be lim-
ited to an amount equal to the sum actually paid by the
Ad vertiser to the Publisher in respect of the relevant
order.  Save to the extent that the same cannot by law
or statute be ex cluded, all express or implied condi-
tions, warranties or representations relating to the
service provided by the Publisher to the Client are
hereby excluded. Covers, single insertion orders and
profile advertisers are non-cancellable.
CON TRACT ADVERTISERS: If an Advertiser cancels the

balance of a contract (excluding covers or single inser-
tion orders, which are non-can cell able), it relinquishes
any right to that series discount to which it was previ-
ously entitled and ad vertise ments will be invoiced at the
app rop riate rate. 

While every effort will be made to meet the wishes of
Advertisers regarding positioning, no guarantee can be
made unless the Advertiser is paying a special position
charge. Extra production work requiring artwork and/or
film will be charged out at cost.

The insertion order, including these terms and condi-
tions, and the rate card constitute all the terms of the
contract between the Advertiser and the Publisher.  No
agent or other representative of the Publisher has the
right to vary the terms of the contract in any way, except
in writing, sign ed by the President of the Publisher.

Invoices are rendered at the end of each month. 
Full settlement is due upon publication. Adver tisers
who fail to pay within this period will be liable for a sur-
charge of 4% interest per month for each full month
overdue, and shall pay to Publisher any costs and 
fees, including reasonable attorneys fees, incurred by
Publisher in the enforcement of this contract and in
the collection of any sums due.

Jurisdicton and venue over any claims arising out of
this agreement shall be subject to the exclusive jurisdic-
tion of the Circuit Court of Cook County, Illinois.

Terms & Conditions

If you have any questions regarding the calendar, please do not hesitate to contact Staci Davidson at sdavidson@manufacturing-today.com.




