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Dear Colleague,

Thank you for your interest in advertising in Modernism! 

Modernism is a magazine for collectors and other enthusiasts interested in 20th-
century modernist decorative arts, architecture and interiors. We range from the 
Wiener Werkstätte to the Bauhaus to Memphis and beyond, covering Art Deco, 
midcentury, pop and postmodern design.

Advertising in Modernism is fun, and it’s also a smart investment.  We will connect 
you, for a fair price, with people who buy modernist products and services.  

And specifically for the spring issue, Modernism will distribute copies at LA 
Modernism, Michigan Modernism Expo and other design events - ensuring that 
your ad is delivered directly into the hands of serivous collectors, interior designers, 
architects and other design professionals. 

Plus, when you buy any size ad, Modernism gives you a free web banner on 
modernismmagazine.com.

That’s extra exposure at numerous design events and on our website—all for the 
standard cost of an ad alone. If you’ve been thinking about advertising in Modernism, 
now is the time to act!

Our 55,000+ readers archive our issues and refer to them often. This means that 
once you advertise in Modernism, your ad will be seen for many years to come and 
will continue to generate brand recognition and sales.  

Modernism retails nationally at major newsstands and bookstores such as Barnes & 
Noble and Books-A-Million.  Galleries, shops, antique malls, museums and university 
bookstores across the U.S. sell Modernism.  Abroad, we are retailed in Canada, 
Europe, Asia, Central and South America and more.  

In short, we will get you “out there” and put you on the path to sales.

The most prestigious designers, manufacturers, retailers, galleries and shops 
advertise in Modernism.  Shouldn’t you be among them?  I will be in touch soon to 
discuss your marketing plans.

Warm regards,

Jennifer
Co-Publisher & Director of Advertising
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ADVERTISER TESTIMONIALS

“We are delighted that within one day of Modernism hitting the stands (containing our first ad) 
we received three calls and 6 hours later had two large sales.  The money we have spent on 
advertising with Modernism is working and we intend to spend more!”

-Wenda Thomson, Gallerie Decollect

“We recently learned that one of our loyal customers found us through Modernism. She said, 
‘I could not be more grateful to have discovered your company in Modernism magazine a few 
years ago because now you have spoiled me for your products.’”

-Alicia Rosauer, Unison

“We have found that Modernism is a key link to our target audience, both dealers and 
collectors, wherever we do shows - whether it’s Chicago, Miami, or Palm Springs.”

-Gordon Merkle, Dolphin Promotions

 “I have had lots of response to the ad.”
-Greg Pepin, Danish Silver

“We received three bookings from our ad in the first week the issue was out!”

- Heather Papinchak, Polymath Park Resort

“Advertising in Modernism is essential for my business. It’s the best way to reach our target 
market on a national level. The magazine is gorgeous, it has a long shelf life, it gets read over 
and over, and it makes us look great! It’s a no-brainer. It must be done!”
 

-Dana Cain, Denver Modernism Show

“There are always those who mention the ad in Modernism and they tend to be attending the 
morning preview ... I don’t think they are there for the coffee!”

-Bruce Metzger, Queen City Shows

“Harlowe-Powell Auction organizes two modern sales a year. Recognizing that we need to 
reach a larger audience outside of Charlottesville, VA, we have run several ads in Modernism. 
Invariably when we ask people new to our auction house where they learned of the sale, they 
say Modernism.”

-Robin Strafford, Harlowe-Powell Auction

“Advertising with Modernism has allowed us to reach a much wider audience in a cost-
effective manner.  Over the last year we have seen an increase in sales and exposure purely 
from our adverting with Modernism.”

-Terry Tynan, Terry Tynan Lighting

“I received a very good commission from the last ad and Modernism will remain my magazine 
of choice for advertising.” 
	
				    -John Dodd, John Dodd Studio

“Quite a few people mention they saw my ad in Modernism!  I’m swamped with orders.”

-Debra Ann, Atomic Mobiles
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Age 
Under 30	  1% 
31-40	 9% 
41-50	 26% 
51-60	 32% 
61-70	 4% 
71+	 3%

Gender 
Male	 60% 
Female	 40%

Marital Status 
Single	 24% 
Married	 56% 
Domestic partnership	 14%

Education Level 
Undergraduate degree	 45% 
Master’s degree	 28% 
Doctorate	  8% 
Other degree	  4%

Housing 
Own their home	 84% 
Rent their home	 13%

Home Value 
Less than $200k	  9% 
$200-350k	 18% 
$350-500k	 16% 
$500-650k	  9% 
$650k+	 21% 
Prefer not to say	  25%

Household Income 
Under $50k	  5% 
$50-100k	 20% 
$100-200k	 24% 
$200k+	 13% 
Prefer not to say	  34%

Interest in Modernist Design 
Mild interest	 <1% 
Moderate interest	 15% 
High interest	 62% 
Serious collector/scholar	 22%	

Our Readers Collect 
Books/ephemera	  36% 
Ceramics	  49% 
Clothing	  11% 
Dinnerware/housewares 	 47% 
Electronics	  10% 
Ethnic art	  10% 
Fine art	  41% 
Furniture	  77% 
Glass	  36% 
Jewelry	  21% 
Kitsch	  22% 
Lighting	  46% 
Metalware/silver	  23% 
Plastics	  16% 
Posters/prints	  28% 
Rugs	  16% 
Textiles	  23% 
Tiki	  8%

Readers’ Favorite Styles 
Art Deco	  38% 
Art Nouveau 	  14% 
Italian modern	  25% 
Midcentury	  91% 
Pop	  17% 
Postmodern	  16% 
Scandinavian modern	  61% 
Streamline moderne	  34% 

Collections Comprised of 
Vintage	  78% 
Reissues	  30% 
Contemporary design 	  49%

Collection Value 
Under $1k	  6% 
$1-10k	  23%  
$10-50k	  25% 
$50-100k	  10% 
Over $100k	  9%

Ave. # of readers per household 	 2.5

READER PROFILE

Source: 2011 Reader Survey

For additional demographic information, contact Jennifer at jen@modernismmagazine.com or  
609-397-4104, ext. 102.
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EDITORIAL HIGHLIGHTS 
Develop targeted and timely ads using these editorial highlights.

WINTER 2011-12 Vol. 14, No. 4
On sale December 15 to March 14

Ralph Rapson’s Rockin’ Chairs
Cliff May and the American Ranch House 
Edinburgh Weavers
Japan’s Shell House 

PLUS our departments: 
 
Editor’s Word 
Material Goods
Close Up: Graphic Artist Charlie Harper
In the Museums 
Modern Times, Shelf Life & more

SPRING 2012 Vol. 15, No. 1
On sale March 15 to June 14

Wallace K. Harrison Summer Home 
Danish Furniture 
Mies van der Rohe’s Barcelona Pavilion 
“Jewelry by Artists” at the Boston Museum of Fine Arts 
Modernist Riga, Latvia 
Streamlined Fashion 

PLUS our departments: 
 
Editor’s Word 
Material Goods
In the Museums 
Modern Times, Shelf Life & more

*Content subject to change.
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ADVERTISING DEADLINES

ISSUE	 RESERVATION 	 MATERIAL DUE	 ON SALE
	          DUE

SPRING `12
Vol. 15, No. 1

Feb. 2, 2012 Feb. 6, 2012 March 15-June 14, 2012

SUMMER `12
Vol. 15, No. 2

May 3, 2012 May 7, 2012 June 15-Sept. 14, 2012

FALL `12
Vol. 15, No. 3

Aug. 2, 2012 Aug. 6, 2012 Sept. 15-Dec. 14, 2012

WINTER `12-`13
Vol. 15, No. 4

Nov. 1, 2012 Nov. 5, 2012 Dec. 15-March 14, 2013

SPRING `13
Vol. 16, No. 1

Feb. 1, 2013 Feb. 5, 2013 March 15-June 14, 2013
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DIGITAL AD REQUIREMENTS
FULL PAGE ads typically receive premium placement 
towards the front of the magazine, on a right-hand page.  
Guaranteed positioning, add 10%. Call for availability.  

Resolution
All images should have a resolution of 300 dpi (for 150 
line screen printing) when at full size. Scanned black  
and white line art should have a minimum resolution of 
1200 dpi at full size.

Color
All colors in files should be created as CMYK, not  
Pantone or RGB colors. “Spot” or non-process  
Pantone converted to CMYK will have color variance.

Proofs
A high quality hardcopy color proof should be provided 
with color ads. A hardcopy proof should also accompany 
black & white ads. We are not responsible for shifts in 
color due to differences between the file and the proof.  
The proof is used as a general reference only. Color  
variance is a natural part of the printing process. You  
are 100% responsible for proofing your ad. We will  
not be help liable for missing or incorrect information.

Fonts
Send all postscript screen and printer fonts used in the 
file. NO TRUETYPE FONTS CAN BE ACCEPTED.

Imported Graphics
If you are sending a live page layout file with imported 
graphics, send the original graphics files along with the 
page layout file.

File Submissions
You can upload your ad to our  
FTP site, which is located here:  
www.modernismmagazine.com/advertise.html
Send the page layout, fonts and graphics used in  
your ad. Computer Programs: Macintosh Platform – 
Quark Xpress 7.0, Adobe InDesign, Adobe Photoshop, 
(EPS/TIFF), Adobe Illustrator (EPS), Adobe PDF.   
We accept files on CD. Ads are accepted via email at 
YOUR risk. We will not be held liable for the accuracy  
or reproduction quality of ads sent via email.

Borders around ads
All fractional ads must include a border. We do not 
“float” ads with white edges. If you submit a borderless 
ad, we will add a thin black line around it.

General File Information
The finished trim size for full page bleed ads is 8-1/2" 
X 10-7/8”. Include an Image Free Zone of 1/8” to avoid 
having text or images cut off. We are not responsible for 
errors due to improper file preparation. You may incur 
additional charges if we have to alter your files to properly prepare them for print.

Payment Terms
Due net 14 days from the date of the invoice.  Contract discounts will be cancelled if account is  
not paid within 30 days of invoice date.  New advertisers must prepay the first ad insertion.

Publication and Closing Dates
Modernism is published quarterly on or about March 15, June 15, September 15 & December 15. 
Refer to deadline sheet for closing dates.

Email jen@modernismmagazine.com for rates.

1/2 page
Horizontal

7-1/2” x 4-7/8”

1/2 page
Vertical
3-3/4”
x 10”

1/3 page
Horizontal

7-1/2” x 3-1/4”

1/12 page
3-5/8” x 1-5/8”

1/6 page
Vertical

2-1/2” x 5”

1/6 page
Horizontal

7-1/2” x 1-7/8”

1/4 page
3-5/8” x 4-7/8”

Full Page
7-1/2” x 10”

Full page bleed

8-1/2" x 10-7/8" 
(Trim size)

8-3/4" x 11-1/8" 
(Bleed size)

2-page bleed

17" x 10-7/8" 
(Trim size)

17-1/4" x 11-1/8" 
(Bleed size)

1/3 page
Vertical

2-1/2” x 10”
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FREQUENTLY ASKED QUESTIONS

Q:  Should I run my ad one time or four times?

A:  Frequency is the key to advertising success. The best way to build response and to increase 
brand recognition is through repetition. Running only one ad is a shot in the dark and is not 
a fair test.

If your budget is modest, remember that it is better to run a smaller ad multiple times than a 
larger ad one time. And keep in mind that advertising is about more than just making direct 
sales. It is also about building up your brand identity and showing potential customers that 
you’re an established, trustworthy business. That said, there are special situations where it 
makes sense to sign up for one issue only. For instance, if you are advertising a time-sensitive 
event, such as a home tour, you may only need to advertise in one issue. A private homeowner 
advertising a home for sale may want to sign up for one issue only, since presumably the 
house will sell within a short period of time, rendering further advertising unnecessary.

Q:  If I sign up for four issues, do I have to pay for all four ads at once?

A:  No. Only the first ad is a prepayment, to establish credit. After that, you have the option to 
sign up for our “auto-pay” program and we’ll charge your credit card automatically on the 
publication date, or we can invoice you on the publication date and you can take up to 14 
days to remit payment.

Q:  Can I change my ad for each issue, or do I have to keep it the same?

A:  You can submit new artwork for each issue. It must be received by the deadline. If you send 
“print ready” artwork, there is no charge for placing the new artwork in the magazine. If you 
ask us to redesign your ad, change/add text or swap a new photo into an existing layout, 
design fees will be incurred.

Q:  What if I want to cancel my contract?

A:  Modernism does not accept contract cancellations. Once you sign up, you are obligated to 
run your ad in all contracted issues.

Q:  Does Modernism offer a non-profit discount?

A:  Yes, Modernism offers an extra 10% discount to non-profits.

Q:  Do I have a say as to where my ad appears in the magazine?

A:  Modernism does its best to accommodate special placement requests, but guaranteed 
placement costs 10% extra. We use a basic formula regarding ad placement. Two page 
spread ads appear in the very front of the magazine. Full page ads appear on right hand 
pages, as close to the front as we can get them. Half page ads usually appear on left hand 
pages, as close to the front as we can get them. One-third, 1/4 and 1/6th page ads are 
found towards the center and back of the magazine. All 1/12th page ads appear in the back 
of the magazine. 

Q:  Does Modernism offer any online advertising?

A:  Yes, as part of your advertising package deal, you will receive a free web banner.  
Your web banner will appear on Modernism’s Best Picks, the premier links page of  
www.modernismmagazine.com, for the duration your ad appears in the magazine. This 
means that when shoppers visit this page, they’ll find you and your website. This page is 
reserved strictly for our advertisers. We do not create the banner. You create it and send  
it to us, and we post it. For our 10th Anniversary Issue, we are producing an online edition  
of the magazine, and your ad will be linked to you website, at no cost.

Q:  Can I send my ad electronically? 

A:  Yes, Modernism has an FTP site where you can upload your ad. The address where you will find 
both our ad specs and “Ad Upload Center” is www.modernismmagazine.com/advertise.html. 
You should also snail mail a hardcopy proof of your ad. We will use the proof as a reference to 
compare to your electronic file.

Q:  Will I receive a copy of the issue(s) I advertise in?

A:  Yes, upon publication, you will receive one free copy, a tear sheet (the page in the magazine 
that your ad is on) and a receipt (if you prepaid) or an invoice.
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EFFECTIVE ADVERTISING…
THE DO’S AND DON’TS
On the practical side:

•	 Direct your ad to your target audience. A company may want to sell to both the wholesale 
market and the retail market. The ads for these two distinct markets, while they may be for the 
same product or service, have different target audiences and different goals, and each ad must 
be designed accordingly. If your product is sophisticated, your ad should be too. If your product 
is whimsical, your ad should reflect that. If you’re targeting children, you’d design the ad differ-
ently then if you’re targeting adults.

• 	Clearly show the advantages (benefits) of owning/using your product or service. 
People buy based on what the product or service does for them. Don’t tell people how great you 
and your company are; tell them how your product or service will enhance their life.

•	 Convey your message simply. If the reader has to work to figure out your message, your  
ad will have poor results. Being too clever or artistic in an ad will backfire if the reader can’t 
decipher it.

• 	Promote the name of your business. Readers shouldn’t have to work to figure out who you 
are. If your business name and website address are one in the same, and you think that including 
your website in your ad is enough to tell the reader who you are, think again. 

• Provide all the facts a reader needs without providing too many.

• 	 Include contact information and make it simple to respond to your ad. Most people buy 
on impulse rather than logic. If your prospect finds it difficult to contact you during their moment 
of impulse, you will lose the sale. Make it easy to do business with you.

People communicate in different ways. Some like to call on the phone, others like to go to the 
Internet, and yet others will only fax you their order. It’s important to offer multiple ways to be 
contacted such as telephone, fax, email and website.

The vast majority of people take advantage of impulse buying using the telephone. Don’t make 
the mistake of thinking everyone has the Internet and that providing an email address or website is 
enough. Even if your business in online only, provide a phone number. If you don’t, you’ll lose sales.

On the design side:

• 	Get noticed! Your advertising design must grab the reader’s attention. You are competing with 
other ads and editorial content for the reader’s attention. If readers don’t notice your ad, your 
chance of success is zero. You have to be seen if you want action. 

• 	Show the product. This sounds obvious, but many advertisers fail in this basic regard. A po-
tential customer isn’t going to visit your website or call you if they cannot figure out what you’re 
trying to sell simply by looking at your ad. If you are advertising a service, make sure it’s clear 
exactly what that service is. 

• 	Use powerful imagery. Strong imagery is the best attention-getter. Ads that feature large visu-
als (60%-70% of the ad is the photo), score the most points for stopping power. But, be careful 
not to let a great image dictate your advertising design.

It is vital for your imagery to match your message. This is probably the most common mistake in 
advertising design. The pictures don’t have much to do with the product or service, or they don’t 
convey the right message. 

• 	Envision your ad in the context of the magazine. Your ad must contrast with the other ads 
on the page. Make sure your designer sees the magazine before designing your ad. If your ad 
just blends in with everything else, you are wasting your money. Even worse than blending in, 
your customers might mistake your ad for your competitor’s ad. You want your advertising design 
to give your company a unique look that contrasts with the other ads around it. 

• 	Differentiate yourself. Being unique gets attention. Get a little crazy with your advertising 
design. People are attracted to unusual, new, funny things. But, always keep your target audi-
ence in the forefront of your mind and make sure to respect their sensibilities. If you forget your 
target audience, you risk alienating them. Remember that your ad is about the customer, not you. 
Appeal to the customer, not to your own ego. 

 •	Use color. Used correctly, color adds impact and clarity to your message. Color draws atten-
tion, leads the eye, and adds emphasis. It can show continuation and relatedness, or it can 
differentiate. Color generates emotions and associations. 

Understanding how your customers interpret color in your advertising is highly important. 
For example, in finance, the color red means loss. In engineering, it means hot or danger. In the 
nightclub scene, it means sex and excitement. You want to make sure that you don’t send the 
wrong message by using the wrong color. 



TenTopReasonsto
Advertise inMagazines

Reprinted from the Magazine Handbook 2007/08

Magazine advertising engages: Multiple studies show that consumers are more likely to find magazine advertising

acceptable and enjoyable compared to advertising in other media. In addition, they find magazine advertising less interruptive.

Magazine advertising is considered valuable content: Consumers value magazine advertising, according to

numerous studies. Starcom found that when readers were asked to pull ten pages that best demonstrate the essence of 

their favorite magazines, three out of ten pages pulled were ads. MRI data show that consumers trust and value magazine

advertising. These studies’ findings reinforce those from the Northwestern University Magazine Reader Experience Study.

Magazine advertising moves readers to action, including visiting and searching on the web: More than

half of readers took action or had a more favorable opinion about the advertiser in response to magazine ads, according to

Affinity Research. Numerous studies prove that magazine advertising drives web visits and searches more than other media.  

Magazine advertising improves advertising ROI: Multiple studies have demonstrated that allocating more money 

to magazines in the media mix improves marketing and advertising ROI across a broad range of product categories.

Magazine advertising sells—and it delivers results consistently: Several studies show that magazines 

are the strongest driver of purchase intent and boost other media’s effectiveness. What’s more, magazines deliver results

more consistently throughout the purchase funnel than TV or the Internet.

Magazine advertising is relevant and targeted: Consumers consider magazine advertising more relevant 
than advertising in other media. With a range of titles that appeal to a wide variety of demographics, lifestyles and
interests, advertisers can hone in on targets that fit their needs.

Magazines reach the most desirable consumers: Across major demographic groups, the combination of the 
top 25 magazines delivers more rating points than the top 25 TV shows. In addition, heavy magazine readers are likely 
to be among the highest spenders across most product categories.

Magazine audiences accumulate faster than you think—and with lasting impact: The average monthly
magazine accumulates approximately 60% of its audience within a month’s time, and the average weekly magazine
accumulates nearly 80% of its audience in two weeks. In addition, consumers refer to magazines multiple times, 
even saving them, giving advertisers the opportunity for multiple exposures.

Magazines influence Influentials®: Magazines are the medium that “Influential Americans”— the one in nine
consumers who control the levers of change—turn to the most for making purchase decisions and recommendations.

Magazines supply credibility: Consumers trust and believe magazine advertising more than advertising in other
media. In addition, consumers turn to magazines as a source for information on new products.

Sources: Starcom; Northwestern University Magazine Reader Experience Study; Affinity Research; How Media Measure Up; Documenting the Role of Magazines in the Mix; ROI for DTC; 
ROI for Kraft; Measuring the Mix; What Drives Automotive Sales; American Advertising Federation (AAF) Study; Retail Advertising and Marketing Association (RAMA) Study; Measuring Media
Effectiveness; Dynamic Logic; Ephron on Media; Initiative; MRI Fall 2006; Roper; Hearst Engagement Factor Study

The Magazine Handbook is a comprehensive reference source for information about consumer magazines. 

Visit www.magazine.org to download an electronic copy of the handbook, (76 pages) access up-to-the-minute 

research or obtain other useful information about the magazine industry.


